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Abstract
This study explores the antecedents of usage intentions to use Facebook commerce from an asymmetric point of view. The 
methodology consists of qualitative comparative analysis (QCA) asymmetric methods as well as structural equation meth-
ods (SEM). This study employs the SEM partial least squares analysis method to validate existing theories that examine 
the relationships between variables such as electronic word-of-mouth (eWOM), trust, perceived value, and usability of the 
new technology discussed in this study. The results from the fuzzy-set QCA show that not all the variables are necessary 
conditions for influencing F-commerce usage intention, with the variables of usability × perceived value × trust being the 
most important for obtaining valid and useful results, while in SEM analysis, trust, perceived value and eWOM have been 
shown to be influential variables in usage intentions. The novelty of this study has to do with an analysis of a growing context 
such as e-commerce through Facebook, in order to contribute to its understanding so that such information is useful for the 
management of this context of social networks, for a better use in terms of trade, improving the effectiveness and efficiencies 
of management decisions.
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1 Introduction

The term social commerce (SC) is frequently confused with 
social business (SB). The problem is that there are several 
definitions and explanations of SB. In this regard, Turban 
et al. [1] reviewed the different meanings and usages of the 
term SC, considering the importance of the e-commerce 
concept. The authors concluded that the term social busi-
ness refers to electronic transactions (associated with e-com-
merce) within a social media environment that originated 
from social media marketing, enterprise social commerce, 

technology, and support, as well as the integration of social 
aspects, software tools, (blogs, wikis), management and 
organization. Along similar lines, Liang and Turban [2] 
define social commerce as the use of Web 2.0 applications 
to support people’s interactions in an online context, where 
users’ contributions may aid in the acquisition of services 
and products. More specifically, social commerce can be 
defined as applications that combine online purchasing and 
social networks [3], as explained by Stephen and Toubia [4], 
who describe it as the integration of social network features 
in the basic functions of electronic commerce websites to 
allow people to actively participate in the commercializa-
tion and sale of products and services. Lastly, Huang and 
Benyoucef [5] and Huang and Benyoucef [6] define social 
commerce as a recent branch of e-commerce emerging as 
a result of the popularity of social networking sites, such 
as Facebook, LinkedIn, and Twitter, as well as wikis and 
microblogging.

A recent report by Chui et al. [7] estimates that the use of 
social technologies can contribute between $900 billion and 
$1.3 trillion in value and that up to 1/3 of consumer spending 
is subject to influences from social commerce.
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Social commerce (S-commerce) provides a collaborative 
environment that allows a network of interactions among 
stakeholders (i.e., institutions, businesses, individuals and 
organizations) to co-create value [8], to generate content, 
to provide feedback and to disseminate information [9]. 
Another of the main differentiating features of social com-
merce is that the environment is based on a community of 
buyers and sellers who are driven by different motivations 
[10]. The buyer is interested in relationships with other buy-
ers and sellers to seek or share information that will help him 
or her make a better buying decision; in contrast, the seller 
is interested in raising buyer awareness and cooperating or 
competing with other sellers [4]. Therefore, social com-
merce allows customers to have interpersonal relationships 
with other customers to exchange information, experiences, 
advice, etc. [11], resulting in social relationships that do not 
occur in other forms of e-commerce [2], favoring customer 
engagement in social commerce [12].

In this new environment, Facebook has become the most 
popular social network in our society, on both a national and 
an international level, as it is a generalist network with a 
fairly extensive user base. At the present time, after 10 years 
of existence, Facebook has over 1.4 billion users around the 
world (Facebook 2015). According to a recent report by 
Business Insider [13], this social network has broken the 
barrier of the virtual world and has established itself in the 
daily lives of millions of people who, until now, hardly had 
any contact with the network. Facebook is the top social 
commerce platform, driving more than two-thirds of mobile 
e-commerce traffic and boosting social media’s quickly 
growing share of e-commerce web traffic. Currently, there 
are various definitions for F-commerce. Facebook commerce 
is a natural evolution of SC, which maximizes online busi-
ness by selling goods and services through Facebook busi-
ness pages (Facebook fan pages) without needing to resort 
to additional investments or to expanding the infrastructure 
of the business [14]. Shin [15] defined F-commerce as a 
subcategory of S-commerce that utilizes Facebook, a social 
network service that facilitates user contributions and social 
interaction, to support the online selling and buying of ser-
vices and products. Leong et al. [16] defined F-commerce 
as a subgroup of social commerce whereby business and 
commercial activities are performed using Facebook to sup-
port the online buying and selling of services and products, 
while the transactions can be done on the Facebook site or 
by using third-party websites. In our case, we will under-
stand F-commerce as a derivative of electronic commerce 
that uses Facebook as a sales channel for the commercializa-
tion of products and services, favoring the social relations 
derived from the environment where the economic transac-
tion is generated.

Companies now can use different formulas to sell on 
Facebook [17–20]. (1) The storefront: this is the most static 

version of Facebook commerce. This type of solution allows 
for the organization of a complete catalogue of products or 
services within a Facebook page, that is, to integrate the 
offer showcase within Facebook so that when the consumer 
wants to make a purchase, he or she is redirected to the tra-
ditional online store. As a result, the purchase process is not 
performed entirely on Facebook, and the time of purchase of 
the product occurs through the traditional e-commerce chan-
nel. (2) The Facebook store: the Facebook store is an evolu-
tion of the storefront that allows you to complete the entire 
shopping process on Facebook. In this way, it allows the 
integration of a catalogue of products or services while also 
making it easier for users to buy, without having to leave the 
social network. (3) Smart Facebook store or “smart” Face-
book stores: at the top level, there are applications that not 
only integrate the entire shopping process within Facebook 
but also offer a personalized shopping experience based on 
each user’s profile. These types of solutions are based on the 
information that users register and share through Facebook 
to recommend the products that best suit their tastes and 
interests.

We chose the social network Facebook to perform this 
research for two reasons. First, from a theoretical point of 
view, the participation of customers in social networks is 
very important because it naturally facilitates conversa-
tions between customers, as well as between customers and 
companies, which improves engagement; additionally, the 
high number of Facebook users make it the world’s lead-
ing social network regarding the number of users. Second, 
from a practical point of view, marketing agencies often use 
social networks and Facebook to improve brand engagement 
beyond the number of likes [21].

It is obvious that social networks have changed the way 
people communicate currently. However, which factors 
determine the usage intention of online social networks 
(Facebook, in our study) to purchase goods and services? 
The aim of this paper is to address those questions and to 
analyze the usage intention antecedents of products and ser-
vices available through F-commerce by introducing a new 
theoretical framework that acknowledges the relationships 
between eWOM, electronic word-of-mouth, perceived value, 
trust and usability. In addition, this study also provides a 
new research methodology framework by performing asym-
metric models of data assessment along with the partial least 
squares analysis method, enhancing discussion in the area of 
knowledge targeted by this research. This approach makes it 
possible to better understand the context of e-commerce on a 
platform such as Facebook which, unlike other e-commerce 
contexts that were born with this objective, has varied its 
initial social network objective by incorporating this possi-
bility of creating a new context of commerce, which taking 
into account the growth of Facebook in the number of users, 
can set a trend in the e-commerce sector as well as foresee 
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