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ABSTRACT 
 
The numbers of social network users are boomingas a result of increased Internet access and smartphone 

accessibility. Facebook in particular is considered one of the most important social networks in Egypt, 

where there is a noticeable increase in the preferences to shop on Facebook. This paper examines the 

service quality dimensions that influence customers’ satisfaction and their purchase intention in the context 

of B2C social commerce through Facebook. The proposed model includes eight dimensions: usability, 

reliability, responsiveness, empathy, courtesy, trust, price, and security. The results revealed all 

dimensions had a positive effect on overall service quality variable which in turn positively influenced the 

user satisfaction which affects the purchase intentions of customers.   
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1. INTRODUCTION 
 
Nowadays, the world witnessed a rapid growth and diffusion of information and 

telecommunication technologies (ICT). Most day to day activities have significantly changed as a 

result of using the internet.  The E-commerce sector has experienced major changes brought by 

the technological innovations such as the social media technologies [1]. That Combined with the 
widespread of smartphones led to a significant increase in the number of social media users [2]. 

 

The increased use of social media has encouraged many people to set up retail businesses across 
social media networks [3] Known as Social commerce. Social commerce is a form of e-

commerce where sellers can market and sell their products directly to customers using social 

network such as Facebook [4], [5]. The Internet users in Egypt reached 49.23 million. 90% from 
them are Facebook users [5]. Egypt e-commerce transactions are expected to reach 2.7 billion 

USD by 2020 mostly paid in cash [7]. The number of retail customers in Egypt of social 

commerce is higher than any other online channel [6]. 

 
Many researchers have investigated the service quality dimensions in the online shopping 

context. With the growing competition, service quality is considered a main feature to sustain the 

competitive advantage and retain high customer satisfaction levels [8]. For the social commerce 
environment, there are few studies that examine service quality of social commerce services [58]. 

Although, using social media for shopping is easy and convenient, there are some barriers that 

may affect customers ‘purchasing decision [3].  
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The research question focus to identify the key factors of S-commerce service quality dimensions 
as perceived by s-commerce customer and this answered  by investigating the service quality 

dimensions that influence customers’ satisfaction and their purchase intention toward social 

commerce using Facebook. This paper is organized as follows. 

 
Section 2 presents a review of the literature on Social commerce and service quality dimensions 

used in online shopping. Section 3 introduces the research methodology, the model framework 

and the development of the hypotheses used in this paper. Section 4 describes the sample size, 
and presents the results. Finally, Section 5 provides conclusions and limitations of the results. 

 

2. LITERATURE REVIEW 
 

2.1. Social Commerce 
 

Social media is considered an effective tool to socialize, share information and a new method to 
connect with together online [9]. The huge number of social media users encourages retailers 

adopt new business opportunities to market and sell their products through these networks. 

 

In [10] social commerce was identified in three main categories. The first category is the 
integration of social media technologies with e-commerce websites using web 2.0 tools to help 

customers to share products using their accounts. The second category is the incorporation of e-

commerce features in the social media platform where sellers benefit from the existing user base 
and popularity to sell products. Finally, the third category is the bulk-group websites where 

customers establish a social group based on similar interests and needs, and makes purchases for 

price advantages. 
 

In Egypt, the total population exceeds 100 million citizens of which 49.23% are Internet users [6] 

and 40% of the total population are social media active users of which 38 million also access 

their accounts via mobile [6]. Facebook is considered the most popular social media used by 
Egyptian with 39 million users (90% of social media users) followed YouTube (34 million 

users), Instagram (10 million users) [6]. According to [11], the age group 25 to 34 year olds 

accounts for 32.9 % of Facebook users in Egypt, whereas users who are 65 years and above only 
counted for 1.9 % . The Egyptian Internet user spends up to 8 hours over the Internet, of which 3 

hours on average each day is spent on social media [6].  

 

E-commerce in Egypt is growing rapidly, the number of online shoppers increased from 15.2 
million to 17.7 million, between 2015 and 2016 [12]. The most popular payment method used in 

the Egyptian ecommerce is cash on delivery (70% of purchases), followed by credit cards (16% 

of purchases). In 2017, the Egyptian B2C e-commerce turnover grew by 22%, reaching US$ 5 
billion [13]. However, e-commerce only accounts for 0.4% of retail sales in the country, [13]. 

 

Facebook e-commerce is defined as communities that use Facebook to get members in social 
media to shop online [1]. 46% of online customers use social media to make purchase decisions 

[14]. Mark Zuckerberg previously cited that the next explosion in e-commerce would be social 

commerce [15]. In Egypt, Digital marketing [16], reported that the number of Egyptian users who 

access shopping and fashion pages on Facebook is 19 million.  Many models were applied 
concerning Facebook e-commerce in Egypt. The first type is Business-to-Consumer (B2C) 

Facebook e-commerce where sellers used Facebook features to share their products pictures on 

their own pages; members can immediately buy them using cash on delivery payment method.  
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The second type is also considered as Business to Customer (B2C) Facebook e-commerce where 
sellers act as intermediaries. They used Facebook features to share many brands’ pictures through 

their pages. Members can make orders by paying a percentage of the invoice order (Cash) and the 

rest of payment is paid in cash upon delivery. The third type is a Consumer-to-Consumer (C2C) 

e-commerce where Individuals share products they wish to sell with the usage condition as new 
or used where the buyer and seller negotiate and agree on the price together. Among these, B2C 

where sellers are intermediaries is the primary focus of this research. 

 
Social commerce has grown rapidly; thus, it has not been studied as comprehensively as e-

commerce and social media. Authors and academics made some efforts in understanding why 

customers use social media. They stated in [17] assess the characteristics of the social commerce 
vendor and investigates their influence on users’ trust. Where the authors used the use of 

technology and unified technology acceptance model to test the influence of trust and the 

perceived usage on social commerce intent. In [18] it was applied stimulus–organism–response 

model to investigated the influences of social commerce sites on customers' virtual experiences 
and on their intentions to purchase products, the findings revealed that social presence, 

informational support, emotional support and affective states (familiarity and closeness have 

positive effects on social interactions. However, these dimensions have insignificant effects on 
social shopping intention. 

 

2.2. The SERVQUAL and E-SERVQUAL Dimensions 

 
With the growing competition, service quality has become a common area of research 
investigation, and has been known as a key aspect in maintaining competitive advantage and 

sustaining satisfying relationships with customers [19] and [20]. The service quality 

(SERVQUAL) model is defined as the relative perceptual distance between customer 

expectations and evaluations of the service experiences and service quality using a multi-item 
scale [21]. 

 

The SERVQUAL model recently has been widely used in several contexts such as banking, 
health, education, e-commerce, information systems, e-retailing and others [22], [23]. 

SERVQUAL model comprises of five dimensions of tangibles, reliability responsiveness, 

assurance and empathy. Researchers have criticized the value of adapting traditional 

SERVQUAL dimensions to suit E-service environment. Therefore, [24] provided the E-Core 
Service Quality (E-S-QUAL) and E-Recovery Service Quality scales (E-Rec S-QUAL scales). E-

SQ Instrument was established specifically to measure e-services quality, which includes four 

dimensions, efficiency, fulfillment, system availability, and privacy. In addition, E-Rec S-QUAL 
contained three dimensions, responsiveness, compensation, and contact [24]. 

 

Most of the previous researches focused on developing Service Quality scales to determine the 
relationship between Service Quality and other constructs like customer satisfaction, and 

purchase intentions. The usage of SERVQUAL dimensions differs depending on the kind of 

industry, and the context [26] and [27]. It was tested in [27] the relative importance of service 

quality dimensions in E-commerce experiences using responsiveness, empathy, tangibles and 
assurance dimensions.  

 

While, [28] applied accessibility, reliability, ease of use/availability, interactivity, 
responsiveness/efficiency, and security/privacy dimensions to assess online customer service 

quality of online shopping. In [29] SERVQUAL model was applied using tangibility, reliability, 

responsiveness, assurance and empathy dimensions to measure online customer satisfaction 
package delivery services. Jiang in [30] developed a model to inspect the effect of e-service 
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quality dimensions on customer-perceived value and customer loyalty using five key e-service 
quality dimensions, which are care, reliability, products portfolio, ease of use, and security.  

 

They used five-dimension service quality instrument in [31] includes usability, usefulness of 

content, and adequacy of information, accessibility, and interaction to assess the service quality 
of web portals. They investigate the impacts of service quality on customer satisfaction and 

loyalty in e-retailing supply chain in [32] using electronic service (e-service) quality dimensions 

ease of use, website design, customization, responsiveness, assurance alongside logistics service 
quality dimensions contact quality, order release quantities, information quality, ordering 

procedures, order accuracy, order condition, order quality, order discrepancy handling, and 

timeliness. Moreover, it was suggested in [33] an extended model of service quality dimensions 
including reliability, responsiveness, security, access, communication, understanding the 

customer, credibility, tangibles, courtesy, price, competence and customization (flexibility). 

 

Nowadays, Internet and the social media are co one considered as one of the main digital 
marketing tools. The analysis of customer evaluations of online shopping is a main concern for 

researchers and practitioners, especially in the field of e-commerce [68]. Many researches 

revealed that customer satisfaction are one of the main functions of perceived service quality of 
electronic services [69]. Previous studies found that there is a positive and significant relationship 

between service quality, satisfaction of customers and purchase intention [34]. They measured 

the service quality of m-commerce in a commercial environment using service quality, 
information quality, and system quality dimensions in [35]. The overall service quality will 

influence customer satisfaction, which in turn will affect the purchase intention of customers.  

 

Customer satisfaction based on the website service quality with confirmation of customer 
expectation was measured in [36]. The results found that website service quality has a significant 

and positive relationship with confirmation of customers’ expectations and their satisfaction level 

towards online shopping. Furthermore, Rust and Zahorik [70] found that overall service quality 

and customer satisfaction has a significant impact on customer retention, market share, and 

profitability. Llusar [71] used customer satisfaction as a mediator of the relationship between 

firm perceived quality and customer purchase intentions. 
 

Even though the above mentioned service quality researched in online shopping, there are few 

studies that examine service quality of social commerce service [58]. It was recommended a 
quality service model for online social commerce from customer perspective in [37] including six 

dimensions reliability, responsiveness, ease of use, information, trust and security.  In [1] it was 

used Kano quality model the key service quality characteristics of community buying. The study 

found that key quality elements for attracting customers are price and recommendation features. 
[38] Used the E-service quality dimensions reliability, responsiveness, assurance, reputation and 

information quality to measure Customer to customer (C2C) social commerce (S-Commerce) in 

Thailand. The results revealed that the dimension of information quality showed the highest 
factor followed by reliability dimension. 

 

3. RESEARCH MODEL AND HYPOTHESES 
 

From the above-mentioned literature and taking advantage of the previously used dimensions, the 
proposed scale [see Figure 1] is composed of 8 dimensions: Usability, Reliability, 

Responsiveness, Trust, Empathy, Courtesy, Price and Security. The proposed model also 

examines how these dimensions affect the overall service quality, customer satisfaction and the 
purchase intentions. 
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Figure1. Proposed Model of this study 
 

Usability dimension is defined as how far the system is simple to use and structured properly 
[39]. The service is easy to use and easy to search for desired products. The process of Shopping 

on Facebook is clear, understandable and user friendly. 
 

H.1 Usability in Facebook online shopping positively influences overall service quality. 
 

Reliability dimension refers to the ability to provide the service on time, accurately, dependably 

and up-to-date [40]. Sellers send products to customer as promised to customers on time, and 
should be free from errors [41]. Additionally, Sellers always update Facebook page with latest 

products, offers and discounts 
 

H.2 Reliability in Facebook online shopping positively influences overall service quality. 
 

Responsiveness is defined as the ability to deal effectively with complaints and timeliness of the 

service. At Facebook, sellers should be always ready to respond quickly to customers’ requests 

and inquiries [42]. By using Facebook messenger feature sellers can interact directly and 
instantly with customers, who need help, for example reply to customers who ask for price and 

product details. The direct communication can help to build more confidence between sellers and 

customers. [38]. 
 

H.3 Responsiveness in Facebook online shopping positively influences overall service 

quality. 
 

Trust is the extent to which the services are believed and trusted. Seller profile and reputation, 

and the personal traits of sellers all contribute to trust. Previous commercial activities and orders 

on Facebook can affect the seller’s reputation. It was highlighted in [42] that trust depends on the 
quality of previous transactions and honesty. Earlier researches had confirmed that customers’ 

intent to shop is highly dependent on the customers’ perception of trust [43]. In the same paper it 

was indicated that users who trust social commerce sites are more likely to purchase on these 
platforms and raise the intent to shop. 
 

H.4 Trust in Facebook online shopping positively influences overall service quality. 
 

Empathy is the amount of caring, individualized attention the firm provides its customers [45]. In 
the context of Facebook, sellers should understand the specific needs of customers and give 

personal attention and care to them by replying customers’ questions and conveyed their 

knowledge and recommendations to them [38]. 
    

H.5 Empathy in Facebook online shopping positively influences overall service quality. 
 

Courtesy is defined as the politeness, respect, consideration and friendliness shown to the 

customers by the contact personnel. Sellers should be consistently courteous to customers and 

address their complaints in a friendly way [46]. 
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H.6 Courtesy in Facebook online shopping positively influences overall service quality. 
 

Price is the extent to which the value of a product is reasonable. It was stated in [47] that price 

advantage and product differentiation raised customer intention to buy from online firms. 

Therefore, Prices and charges should be Reasonable in order to increase orders. 
 

H.7 Price in Facebook online shopping positively influences overall service quality. 

 

Security is the Degree to which the customer believes the system is safe and personal information 
is protected [48]. Customers should feel safe in the Facebook environment. The Facebook 

Messages feature can afford privacy between customers and sellers [49]. 
 

H.8 Security in Facebook online shopping positively influences overall service quality. 
 

Customer satisfaction is a cumulative construct that is a function of service expectations and 
performance perceptions in any given period [50], [51]. Thus, service quality has a direct, 

positive relationship with customer satisfaction and this in turn may lead to increase the customer 

intent to buy [52], [53], [54] and [55]. 
 

H.9 Overall service quality with Facebook online shopping positively influences customer 

satisfaction. 
 

H.10 Customer satisfaction with Facebook online shopping positively influences purchase 

intentions. 
 

4. RESEARCH METHODOLOGY 
 

An empirical study was conducted using a quantitative approach to test the relationship between 

the research model variables in this study, and also provided evidence to support, or work 

against, the research hypotheses [58]. 
 

4.1. Questionnaire-based Survey design 
 

This study aims to measure the effect of service quality dimension on customer satisfaction on 

using social commerce. Therefore, this aim was translated into a series of questions, first part 
include demographic questions (gender, age, income, and education and occupation), daily time 

spent on Facebook and the frequency of doing shopping through Facebook page, and the second 

part include model questions. The questionnaire (see Table 1) contains 10 service quality 
constructs and total of 32 items (adapted from previous researches [24], [60], [19]) measuring the 

dimensions that were selected for this study based on the literature.  
 

Table 1. Construct items questions 
 

Construct Items References 

Usability 

-Shopping on Facebook is user-friendly  

[72], [73] , 

[74] 

-Shopping on Facebook is clear and understandable 

-It is easy to search for desired products on Facebook 

-It is easy to become skillful when do shopping on Facebook. 
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Reliability 

-Sellers in Facebook deliver their service as promised to customers on time 

[68], [73], 

[75] 

-Sellers in Facebook perform the service right the first time 

-Sellers in Facebook deliver the order at the time it promises to do so. 

-Sellers in Facebook always update the page with latest products, offers and 
discounts 

-Sellers in Facebook deliver errors-free orders as promised to customers 

Responsiveness 

-Sellers in Facebook are always ready to handle our customers’ requests and 
needs  

[24],[76] 

-Sellers in Facebook are never too busy to respond to customers’ requests 

-Sellers in Facebook Respond quickly to customer Requests 

-Sellers in Facebook show Sincere desire to Solve Problems for Customers 

-Sellers in Facebook provide Alternative Communication Channels (Phone, 
SMS, Messenger, WhatsApp) with customers 

Trust 

-Sellers in Facebook are in general honest.  

[76], [77] 

[78] 
-Sellers in Facebook are in general trustworthy. 

-Sellers in Facebook guarantee to refund for any error in the order or the 
product 

Empathy 

-Sellers in Facebook understand the specific needs of customers   

[79],[80] -Sellers in Facebook Listen to the customer 

-Sellers in Facebook give Personal attention to customers 

Courtesy 

-Sellers in Facebook address complaints friendly  

[81] 

-Sellers in Facebook are consistently very polite with customers 

-Sellers in Facebook respond to customers’ requests and demands 

-Sellers in Facebook encourage them to purchase 

Price 

-Prices of products on Facebook and Fees of delivery are reasonable  

[82] 
-Sellers in Facebook explain charges to customers 

Security 

-It is secured to make shopping on Facebook 

[68], [83] 
-Sellers in Facebook Keep customer ‘s personal data safe 

Overall service 
quality 

-My overall opinion of the services provided by Sellers in Facebook is very 
good 

[69] 

Customer 
Satisfaction 

-Overall, I am satisfied with Facebook shopping online experience 
[75] 

Intention to buy 

-I plan to make shopping from Facebook in the next 30 days 

[69] 
-I strongly recommend others to make shopping through Facebook 
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4.2. Development of Measurement Scale 
 

Likert scales are treated as interval scales, and they are the most frequently used scales in 

information systems research (Sekaran, 2003). From the Likert scales, the five and the seven-
point scales are the most commonly used scales (Malhotra and Peterson, 2006). However, in this 

research all measurements were evaluated using a 5-point Likert scale ranging from 1 (strongly 

disagree) to 5 (strongly agree) because it is easier for the participants to read out the complete list 

of scale descriptors. 
 

4.3. Evaluating the Questionnaire Reliability 
 

This research used the Cronbach alpha test to measure internal reliability. It is most commonly 

used when you have multiple Likert questions in a survey/questionnaire that form a scale and you 

wish to determine if the scale is reliable. The reliability function in the SPSS was used to test the 
internal consistency for the items of each construct's measure in the survey. A review of the 

literature defines an acceptable level of internal reliability as a computed alpha coefficient that 

varies between a perfect internal reliability (1) and no internal reliability (0). Hair et al. (1995) 
suggest 0.70 coefficients as good internal reliability, but Pallant (2001) argues that 0.60 

coefficient is a good internal reliability. Four levels of reliability are suggested by Hinton et al. 

(2004), as low (0.50 and below), high moderate (0.50-0.70), high (0.70-0.90) and excellent (0.90 

and above). 
 

The results shows adequate reliability levels in all SERVQUAL dimensions used as follows: 

Usability (0.653), Reliability (0.775), responsiveness (0.678), trust (0.773), empathy (0.795), 

Courtesy (0.784), Price (0.656), and Security (0.613) and also overall consistency of the data 
(0.868).  
 

4.4. Data Collection 
 

Structured questionnaires were distributed over respondents who make shopping through 

Facebook. Data collected was statistically analyzed using frequencies, cross tabulations and 

Regression.  
 

The questionnaire was constructed using Google forms and was distributed electronically. The 

link was shared and posted on a popular online shopping Facebook page in Egypt for two weeks 

in mid of April 2020. The selected online Facebook page was created in 2012 and the number of 
members of this page exceeds 19 thousand members. 252 responses were collected from which 

243 were valid, and the others were removed due to the presence of incomplete questions. Most 

of the questions in the questionnaire were adapted from earlier researches as mentioned before. 

However a number of questions were self-developed solely for the purpose of this research to 
address important concepts, which were not addressed in previous studies. 
 

5. RESEARCH RESULTS  
 

5.1. Demographic Analysis 
 

95.1% of the respondents were women. Nearly, 58% of the respondents had completed their 

postgraduate studies, and 25.9% completed their university education. Approximately, 45.7% of 

the respondents were between 41 and 55 years old. Most of respondents are salaried employee 
(70.4%). The majority of respondents have a monthly income within the range of 5,000 to 15,000 

EGP (44.4%) followed by those with a monthly income within the range of EGP 1000 to 5000  
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(29.8 %). Moreover, the majority spends from 2 to 5 hours daily surfing the Facebook (43.2%). 
While, 61.7 % of the sample conducted shopping through Facebook at least 1 to 5 times (see 

Table2). 
 

Table 2.  Respondents’ Characteristics 

 

Measure  Items % 

Gender 
Male 4.9 

Female 95.1 

Times per month purchased 
products from Facebook 

Never 24.7 

1-5 61.7 

5-10 6.2 

10-20 3.7 

Over 20 3.7 

Age 

Below 25 25.9 

26 – 40 24.7 

41 – 55 45.7 

Over 55 3.7 

Education 

Post graduate 58 

Graduate 25.9 

Average qualification 9.9 

No qualification 6.2 

Occupation 

Student 17.3 

Salaried employee 70.4 

Retired 12.3 

Monthly Income 

Less than 1000 EGP 6.2 

1,000 – 5,000 EGP 29.8 

5,000 -15,000 EGP 44.4 

More than 15,000 EGP 19.8 

Average time spent on 
Facebook 

≤ 2 hour/day 38.3 

2-5 hour/day 43.2 

≥ 5 hour/day 18.5 
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5.2.  Testing the Hypotheses 
 

SPSS was used in testing the model. Statistical Correlation test has been applied to find the 

direction and strength of relationship between independent and dependent variables/factors. 
Correlation provided the type and direction of inter-relationship and intensity of relationship 

among factors [56]. 
 

 
 

Figure 2. Results of the research frame work of this study (Note:**p<0.01) 

 

The results as shown in (Figure 2) indicated that all hypotheses are accepted as following: 
Usability has strong positive influence on Overall service quality (H1, R = 0.549, p<0.01). 

Reliability has strong positive influence on Overall service quality (H2, R = 0.449, p<0.01), 

Responsiveness has strong positive influence on Overall service quality (H3, R = 0.335, p<0.01), 
Trust has strong positive influence on Overall service quality (H4, R = 0.535, p<0.01), Empathy 

has strong positive influence on Overall service quality (H5, R = 0.485, p<0.01), Courtesy has 

strong positive influence on Overall service quality (H6, R = 0.477, p<0.01), Price has strong 

positive influence on Overall service quality (H7, R = 0.296, p<0.01) and Security has strong 
positive influence on Overall service quality (H8, R = 0.324, p<0.01). Additionally, the results 

showed that usability has the most positive effect on the overall service quality dimension with 

R= 0.549, followed by trust dimension (R = 0.535). While, the price dimension has the least 
effect on overall service quality dimension (R= 0.296).  

The overall service quality construct showed a strong positive influence to customer satisfaction 

(H9, R = 0.635, p <0.01). In addition, the Customer satisfaction also has a strong positive 
influence to purchase intentions through Facebook (H10, R = 0.714, p <0.01).   

 

6. DISCUSSION  
 

The aim of this research is to investigate the relationship between the e-services quality 
dimensions, customer satisfaction and customer purchase intentions from s-commerce customer 

point of view. 

 
According to the results and in consistent with previous findings of [61], [62], Usability (H1) is 

the most prominent dependent variable, and has the highest significant positive effect on overall 

service quality (R= 0.549 with p <0.01) which means customers like to shop on Facebook due to 

the usability of the platform.  If sellers want to increase the service quality of their groups or 
pages, they should put the products in a way to be easy for customers to search them.  
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Furthermore, trust dimension (H4) is considered as an important factor and has also a strong 
positive significant relationship with service quality dimension, with high correlation effect. This 

result is similar to the results of other study [61]. Consequently, to gain the trust of customers, 

Facebook sellers should take into consideration many factors such as honesty and after-sales 

support. They should provide quick response to problems and guarantee to make refund for any 

error in the order or in the product. 
  
Additionally, empathy, courtesy and reliability dimensions were also significantly and positively 

correlated with overall quality dimension with the values of R=0.485, 0.477 and 0.449 with p 

<0.01 respectively. These results mean that sellers should address customer complaints in a 
friendly way, respond to customer requests and their specific needs, deliver error-free order on 

time as promised and update the page with latest products and offers to increase customer 

satisfaction. The results of this study confirm those obtained in [62], [63], [64], [65] and [66]. 
 

While, the study showed that Responsiveness (H3) which is compatible with [62], [63], and [65] 

has positive significant relationship on service quality. Sellers must have the ability to deal 
effectively with customer complaints and timeliness of the service by responding quickly to 

customers’ requests and inquiries in order to increase the service quality of the page or group. 

 
On the other hand, Security (H8), and Price (H7) have the lowest positive significant relationship 

effect on service quality. This is because most of respondents make shopping on Facebook on a 

regular base (1 to 5 times per month). They find it a secure way to shop as they payment method 

used is cash on delivery so if the product is defected or not authentic customer will not take it. 
Moreover, buyers found that prices are appropriate as many sellers explain the price charges and 

the delivery fees to their customers comparable to online website.   

 
In addition, the Overall service quality variable (H9) is significantly positively affect the 

Customer satisfaction dimension (H10) which in turn positively affects the customer intention to 

buy on Facebook. As customer satisfaction has the highest impact on intention to buy then, the 
better the quality of service offered the more the customer is satisfied and will do more shopping 

on Facebook.  

 

7. CONCLUSIONS AND LIMITATIONS  
 
Due to the increase in the number of Facebook users especially in Egypt, new business 

opportunities such as Social Commerce have emerged. Sellers on Facebook can sell products on 

their own pages or groups to members who can then interact directly with the seller, to ask for 
product details, price and delivery method. Social media facilitates the interactions among trading 

parties. This research provides a conceptual framework using service quality dimensions that are 

vital to understand social commerce on Facebook to be able to reach customers’ satisfaction and 

increase customers’ purchases. A good understanding of the service quality attributes that 
customers use to judge is necessary for sellers on Facebook to be able to monitor and enhance 

their service performance and improve the overall service quality. 

 
This research explored the service quality dimensions in B2C Facebook commerce in Egypt. The 

eight service quality dimensions used are usability, reliability, responsiveness, trust, empathy, 

courtesy, price and security were proposed. The research hypotheses were all accepted. The 

results revealed that usability and trust (0.549 and 0.535 respectively) were the highest 
dimensions that positively influence the overall service quality variable. Empathy and courtesy 

dimensions also showed great importance with 0.485 and 0.477 respectively. Likewise, reliability  
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dimension exhibited large influence too with 0.449.  Nevertheless, Price dimension has the 
lowest effect the overall service quality variable with R=0.296.  

 

To conclude, in order to increase customer purchase rate though Facebook, there are many 

implications for sellers in the result of this study. First, Customers found that Facebook is easy to 
use to shop online therefore; sellers should display their products in a friendly way to be easy for 

customer to search. Additionally, customers believe that the sellers’ credibility (honesty) has a 

great effect on the overall service quality variable. As well as, how old the page is, the active 
status and the number of positive comments are key indicators of seller’s credibility. On the other 

hand, sellers should show respect to customers, give individual attention to them, resolve 

complaints politely, deliver orders accurately and on time, and offer an after-sale support.  
 

Finally, there are a number of limitations in this research. First, the study is conducted on only 

one social media platform (i.e, Facebook). Further investigation of several platforms such as 

Instagram is recommended. Moreover, the sample was limited and the data was collected from 
one popular online shopping Facebook page in Egypt. Therefore, in order to generalize the 

findings, the sample size should be collected from more pages and more respondents. Finally, a 

qualitative study is also recommended in this context to examine more closely the service quality 
dimensions and their effects on customer satisfaction. 
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