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Thesis 
Purpose:  

The purpose of our thesis is to explore and analyze perceptions and attitudes of Facebook users as 

consumers and merchants; investigate which perceived risks, if any, function as adoption barriers 

of f-commerce.  

  

Methodology:  The study adopts a mixed method approach. It uses the Zaltman Metaphor Elicitation technique 
(ZMET method) and focus groups to explore consumers’ perceptions and their mental maps. In-
depth interviews with SMEs were also part of the qualitative design. A survey was conducted 
among consumers based on the qualitative findings to construct a perceptual map of f-commerce, 
which denotes the perceived-risks that were transferred from Facebook and e-commerce. 

  

Theoretical  

perspective: 

The study builds on prior literature of perceived risks as adoption barriers in e-commerce and 
social networks, brand extension and product sequence attributes transfer. Further, theories on 
perception and attitudes, categorization, values and mental maps were used in order to apply the 
ZMET method and the perceptual map.  

  

Empirical 
data: 

Data was collected for four weeks via sixteen ZMET interviews, two focus groups and a survey 
with two-hundred and sixty four respondents from a sample of three-hundred and eighty existent 
and potential consumers. Further to this, ten in-depth interviews and one ZMET interview were 
conducted with existing and potential merchants. 

  

Conclusion: Perceived risks such as performance, social, privacy, physical, psychological, security, time and 
financial were identified in consumers as adoption barriers of f-commerce, and transferred from 
Facebook as a parent brand.  Overall lack of trust towards apps, brand pages and f-commerce is a 
latent aspect for consumers, where privacy and safe processing of credit cards are crucial factors. 
Category-product risks were concerns in general but not substantial. When it comes to merchants, 
they share the same perceived risks than consumers except for privacy, which was not an 
important factor to them. Besides, the dependence of internal and external changes of Facebook 
was perceived as a network externality risk, in terms of investment threat. 
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1Introduction 

The purpose of our thesis is to explore and analyze perceptions and attitudes of Facebook users as 

consumers and merchants; investigate which perceived risks, if any, function as adoption barriers of f-

commerce.  

In the last decades, the technological advancements and the internet revolution have 

brought changes to the way that economic trade and social interaction are conducted 

around the world (Audretsch & Feldman, 2004); for which, entire industries have been 

affected positively or negatively (Humphrey, 2012). Companies have been forced to adapt 

to the technological wave of change in order to cope with the fast paced revolution in 

order to survive, while others have disappeared or have been left behind in the race of 

business. Some examples of the previous statements include the disappearance in the 

United States of the electronics outlet Circuit City and the shortage of stores and change of 

strategy from Best Buy; due to the competitive pressure from online companies such as 

Amazon.com (Humphrey, 2012; Woo, 2012). 

However, the pace of the revolution caused by technology advancements has moved e-

commerce to be perceived as traditional, moving towards the transformation of Social 

Commerce (Raito, 2007). 

Facebook is the biggest social network in number of users around the world and one of the 

most important websites on the internet. In 2011, the number of Facebook users reached 

845 million monthly active users (Facebook newsroom, 2012) and the site was ranked in 

second place of the most visited website on the internet (Alexa, 2012).  The first 

commercial transaction inside Facebook occurred in 2009 inside the fan page of the store 

1-800 flowers.com (F-commerce FAQ, 2012), creating what is known as Facebook 

commerce (f-commerce). Derived from e-commerce, a simple definition of f-commerce, is 

the use of Facebook as a platform for facilitating and executing transaction between buyers 

and sellers, inside Facebook or externally via the Open Graph (F-commerce FAQ, 

2012).Consequently to this, a diverse number of brands and companies producing e-

commerce apps started to increase, reaching a calculated investment around f-commerce 

for more than $2 billion (Chaney, 2012). 

Forecasts of the value of transactions to be taken place inside Facebook predict that they 

will supersede those on Amazon with $34 billion (F-commerce FAQ, 2012).Since the 

beginning of the Facebook market as another sales channel on the internet there has been 

number of stores who have joined the new wave of f-commerce, some of them have 

succeeded in their trade and others have gone away. Recognized department stores such as 

J.C. Penny and Nordstrom have stopped selling their products inside Facebook, due to the 

fact that consumers preferred to buy in their official websites. An important factor in the 

consumer decision making process to adopt, purchase or use a product or service is the 

perception-risk associated with it (Hirunyawipada & Paswan, 2006; Lee, McGoldrick, 

Keeling and Doherty, 2003). 
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Consequently, several publications in blogs and discussions among researchers, experts and 

entrepreneurs have debated the future or death of f-commerce. Some experts on the field 

mention the trend has shifted towards social commerce and that f-commerce is just a 

medium for it (Strugatz, 2012). On the other hand, others argue that the market inside 

Facebook is at its early stage and that a growth in the coming years will occur (Emarketers, 

2012). 

Facebook has become not only the most popular social network service but also has be-

come a basic tool for communication, a mirror of social interaction and personal identity, 

as well as a door for network building among people (Debatin, Lovejoy, Horn and Hughes, 

2009).  

Social network sites have become a pervasive technology by profoundly penetrated users’ 

everyday life, becoming invisible once it has been adopted and taken for granted. Some of 

the consequences of pervasive technology are the threats to privacy by changing and 

intruding the relationship between what is public and what is private (Debatin et al., 2009). 

Furthermore, concerns about the privacy risks associated with Facebook and online social 

networks include inadvertent disclosure of personal information, damaged reputation 

caused by rumors and gossips, surveillance-like structures, the use of personal data by 

third-parties, hacking, and identity theft (Debatin et al., 2009). 

According to Boush and Loken (1991), the successful extension of a brand depends not 

only on factors such as the structure of the company, strategy, applicability of resources 

and the ability of their personnel in the market, but it also requires that a favorable prior 

attitude towards the main brand and its current branded products transfer to the new 

product. In order to understand whether and how this transfer occurs, comprehension of 

the way perceptions and attitudes are linked to particular category labels is required (Boush 

& Loken, 1991).   

Therefore, our study builds on prior literature of perceived-risks in e-commerce and social 

networks, brand extension and product sequence attributes transfer; by the support of 

theories on perception, categorization and mental maps.  Hence, the application of the 

ZMET method and focus groups to explore consumer perceptions and mental maps were 

conducted. In-depth interviews to merchants were also part of the qualitative design. A 

survey was conducted based on the qualitative findings of the consumers to construct a 

perceptual map, which denotes the position of f-commerce and the perceived-risks that 

were transferred from the product-category and the original brand. 

This topic in general is an innovation in the world of internet and commerce, and as most 

phenomena it has raised controversial opinions among scholars, managers and 

entrepreneurs. Literature on the specific subject of f-commerce and Facebook in general 

approached from the business perspective is scarce. As an emerging and new phenomenon 

in the consumer behavior research, is worth to be studied for its academic but overall 

economic and business importance. Furthermore, it is important to understand what 

factors affect the adoption of really-new products, in specific technological products and 

services which require high costs of investment. This will help to increase the success of 
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the companies choosing that sales channel and secure their investments (Lee, K. et al., 

2003). 

1.1Social Commerce 

Social commerce is by many experts the next generation of e-commerce where social media 

networks play an important role in the interaction of people to perform offline and online 

commerce (Stanford Conference on Entrepreneurship, 2011). Social commerce and the 

communities of buyers are growing in scope (Tedeschi, 2006), being a trend where the 

sellers are connected with the buyers forming social networks and shopping experiences 

(Stephen & Toubia, 2010).  

Tedeschi (2006) and Stephen and Toubia (2010) give the next definition:  

“Social commerce and social shopping are forms of Internet-based ‘social media’ that allow people to actively 

participate in the marketing and selling of products and services in online marketplaces and communities” 

(Tedeschi, 2006; Stephen & Toubia, 2010, p.4) 

Currently, social commerce is a buzz word in a number of recent articles on consumer 

interactions, e-tailing and e-commerce. There are a significant number of deals and brands 

that are captured by the customers and later shared on a social media. The power of social 

interactions online has targeted larger group of consumers.  Swamynathan, Wilson, Boe, 

Almeroth and Zhao (2008) have proved that with sufficient adoption, the social 

interactions can affect positively the online market channels. Furthermore Bapna (2011) 

states that “e-commerce sites are set to acquire a more social 'skin' and social sites are extending into the 

e-commerce space to utilize the power of individual influence and micro-networks”(p.1). 

The personal communication, recommendation and information that a buyer receives from 

a friend, the word-of-mouth (WOM) advertising for products and brands cannot be 

entirely substituted by the selling channel of e-commerce. Websites such as Amazon, eBay 

and Groupon have collected opinions, product comparisons and feedback from the 

customers. However, they would hardly been considered as a merge between the social 

interactions and the e-commerce (Guo, Wang & Leskovec, 2011).  

Therefore, the research on social commerce might reveal to the business how to utilize the 

social feature of networks into their e-commerce channels and suggest how such adoption 

might be accomplished (Guo et al., 2011). The relationship between social and commerce 

networks is at the beginning of its exploration and due to its economic importance and 

value in consumer behavior research it’s important to be studied.   

Consultancy companies such as Booz and Co. (2012) place attention on the rigorous topic 

of social commerce and suggest implications of their findings to the users of that 

commercial channel. They focus on the customer experience as a focal point for a 

successful implementation of the social commerce in the company’s marketing strategies.  
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“Companies should use tests, pilot projects, and socio-graphic data to map out different social commerce 

strategies to get a sense of what their customers will see, how they will respond, and what they like best. 

Surveys and other forms of primary customer research can be instrumental in identifying needs and assessing 

how a company is viewed vis-à-vis its competitors. Together, this information can help determine what the 

customer base wants and how a social commerce strategy should evolve to deliver it.” (Anderson, Harter, 

Hagen and Plenge, 2011, p.1) 

 

Experts in the field further suggest that for the companies, the communication between 

customers on a social media is a good forecast, emphasizing the importance of the 

inclusion in the business’ strategies (Anderson et al., 2011). 

 

The description of social commerce by the merging and interaction of social media 

platforms and e-commerce is described in figure 1, where some of the most important 

social networks are mentioned.  

 

Figure 1. Social Commerce and Facebook. Source: De Kare-Silver (2011) 
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1.2Facebook commerce 

The simplest definition of Facebook commerce (f-commerce) is selling within Facebook, 

while a more detailed definition is: 

 

“F-commerce, derived from e-commerce, is the use of Facebook as a platform for facilitating and executing 

sales transactions - either on Facebook itself or externally via the Facebook Open Graph” (f-commerce 

FAQ, 2012, p.1). 

 

Founded in 2004 by Mark Zuckerberg, Facebook has been ranked as one of the most 

important websites after Google and the number one social networking website in most 

countries around the world. The growth of the website has been impressive in number of 

users and in revenue generated mainly through targeted advertising (Patterson, 2011).  By 

December 2011 the site was available in 70 languages and reported 845 million monthly 

active users in total and more than 425 million monthly active users who used Facebook 

mobile products (Facebook Newsroom, 2012).  

 

“Facebook’s growth has been truly astonishing. Its ubiquity is so universal that not having a Facebook 

profile can label anyone under thirty as a technologically-challenged, backward-thinking, cave dwelling 

nobody. Not to be on Facebook, is not to exist, so it seems” (Patterson, 2011, p.528). 

 

The first transaction commerce inside Facebook was in 2009 in the store of 1-800 

flowers.com (F-commerce FAQ, 2012). Consequently, an important number of software 

companies such as Payvment, Vendor Shop Social, among others, have emerged to offer 

Small and Medium Businesses e-commerce solutions for the Facebook market (Top 50 

Facebook Stores, 2011). What was known as brand pages was converted into digital malls 

(Solis, 2012). 

 

In 2010, Facebook Inc., made revenue for $2 billion and is forecasted that for 2012 the 

website will reach revenues for $4.27 billion and will exceed Google in number of visits. 

The company made $140 million from Facebook Credits in 2011, a virtual currency 

platform that allows users to buy items inside Facebook. According to EMarketer (2012) 

by the end of 2012 $470 million on Facebook credits will be made. According to Debra 

Aho Williamson, an EMarketer analyst, “Facebook’s revenue streams will continue to diversify, with 

ads representing a decreasing proportion of total revenue while other sources such as Facebook Credits will 

grow”(Womack, 2012, p.1). Forecasts of the value of transactions to be taken place inside 

Facebook predict that they will supersede those on Amazon with $34 billion (F-commerce 

FAQ, 2012). 

 

According to Chaney (2012),f-commerce is an innovation that has brought not only 

attention as a phenomena but also investments for more than $2bn; just for the first 

quarter of 2011.F-commerce has resulted into a revenue increase for small and medium 

business owners of 40% in 2011 according to a report from Ecwid; a store building 
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application company. Also, the company stated that 15% of the SMB’s revenue came from 

Facebook (Messieh, 2012). 

 

Even though, f-commerce is considered to be an innovation (Chaney, 2012; Traffik Media, 

2012) for the degree of newness in the worlds of e-commerce and social media, it has 

shared aspects to be considered in part as a really new product according to the attribute 

differences mentioned by Urban, Weinberg and Hauser (1996). Since it is not only 

expected to shift the structure of the online markets by superseding Amazon and EBay (F-

commerce FAQ, 2012), but also that learning and behavioral changes from the consumers 

are required. Consumers seem not to be ready to actually buy goods and services in 

Facebook at the scale that retailers are used to sell through traditional e-commerce (Solis, 

2012). 

 

On the other hand, f-commerce can be assumed to be a brand extension, since it is based 

on the platform of Facebook and includes most of its features. In the next section, the 

description of Facebook as a brand in the mind of the people supports this assumption. 

1.2.1 Facebook as a brand 

Among the social media, Facebook is the most successful one, being recognized by most of 

the people (Patterson, 2011).DBM/Scan, for instance considers Facebook as the big-list 

broker, that is free, or the biggest relationship-marketing provider for many brands (Neff, 

2010). Furthermore it is used in expressions as Facebook fandom, especially when it comes 

to a home of several brands’ fan pages. The era nowadays is associated with Facebook: 

“The '90s were about the World Wide Web of information and the power of linking web pages. Today it's 

about the World Wide Web of "people "and the power of the social graph” (Shih, 2009, p.1).  

Moreover, Facebook contains the characteristics of a platform, where apps are developed, 

advertising is done, payments and social plug-ins such as the “like” button; a portfolio of 

products such as applications, timeline, activity log, newsfeed, photos and videos, groups 

and messages. This makes it unique in itself and can be accepted as a brand, according to 

the definition of De Chernatomy and Riley (1998) and Mihailovich (2011): 

“The brand is a complex multidimensional construct whereby managers augment products and services with 

values and this facilitates the process by which consumers confidently recognize and appreciate these values” 

(De Chernatomy & Riley, 1998, p.436). The brand is an image in people’s minds; it is the 

connection between the firm’s activities and the perceptions of the consumers 

(Mihailovich, 2011). 

Facebook indeed has a multi-dimensional aspect with products and possibilities given to its 

users in order to reach their values and satisfy them. Facebook has its own image of 

making the world ‘more open and connected’ among consumers and merchants (Facebook 

newsroom, 2012). 

An article published on the recognized British newspaper “The Guardian” (Adams, 2011), 

mentioned that Facebook has influenced in the increment of divorces in the United States.  
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A conducted study showed that two-thirds of the lawyers surveyed appointed Facebook as 

the primary source of evidence in the divorce legal proceedings; leaving Twitter and other 

social networks way behind in the results. Where, photographs posted by users or their 

friends, posts, and status are a rich source of damning evidence (Adams, 2011). 

"If you publicly post any contradictions to previously made statements and promises, an estranged spouse 

will certainly be one of the first people to notice and make use of that evidence" (Marlen Moses, cited in 

Adams, 2011, p.1). 

Privacy loss has been one of the main downsides and paid costs of users of social networks 

and internet in general, where even the inventor of the internet Tim Berners-Lee has 

suggested to consumers to demand their data from Facebook and Google; claiming that 

limits need to be set on how the data could be used (Katz, 2012). 

Anonymity loss has been another factor on the loop of consumers and media, where the 

linkage between online and offline identity has been directed by companies like Facebook 

and Google to create a single public identity. This effort for creating a unique identity has 

been enforced by different government and private companies across the globe to have an 

aggregated version of the consumers’ offline past, their online present and their combined 

future (Krotoski, 2012). 

1.2.1.1 Perceived benefits of Facebook 

Social network sites are an idea, data-rich environment for micro targeting and advertising, 

especially when the features used include tracking of the users’ behavior (Debatin et al., 

2009).  

For Facebook users as consumers, perceived benefits of Facebook are that it satisfies their 

need for entertainment, social relationships and the need for showing their identity. These 

three dimensions are suggested to be stronger than the perceived risks of using Facebook 

(Debatin et al., 2009). The convenience and the social connection to a large number of 

people are gratifications drawn by the users; it is the interconnectedness with the whole real 

world as well (Debatin et al., 2009). 

For the merchants, perceived benefits of Facebook are the trends of people using 

Facebook every day, as part of their routines and meeting with friends, playing games, 

having fun, being updated, etc. This helps them learn more and more about their potential 

target groups. It is a personal data voluntarily provided in details by the users, in order to 

be transferred and analyzed for targeting and marketing purposes, PR and advertising 

(Debatin et al., 2009). 

1.2.2 E-commerce as the second ingredient of f-commerce 

E-commerce is ‘‘the process of buying and selling products or services using electronic data transmission 

via the Internet and the www.’’ (Grandon & Pearson, 2004, p. 197), It has many benefits to the 

consumers and merchants using that marketplace. It targets narrowed segments from the 

sellers’ side and introduce global possibilities to the buyers, having large availability and 

variety of e-tailers and products (Napier, Judd, Rivers and Wagner, 2001). 
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1.2.2.1 Perceived benefits of e-commerce 

According to Sheth (1983) there are functional and non-functional benefits from buying 

online. The functional ones are utilitarian, such as convenience, variety and quality of 

product and service, and price. The non-functional ones are psychological – social benefits 

of being able to discuss the purchase, enjoyment and emotions raised from the experience. 

Furthermore, Forsythe, Liu, Shannon and Gardines (2006) state that the use of e-

commerce is mostly goal directed: benefiting from the gain of receiving unique offers, 

cheaper products, more diversity and choice, etc.  A summary of perceived benefits and 

supportive perception statements toward online shopping is presented in Appendix 1(table 

8). 

1.3Problem 

F-commerce or commerce inside and through Facebook has gained attention in the worlds 

of social media and e-commerce due to the number of users that the network has reached, 

and the potential in sales generation that could be produced. However, the forecasted 

market size that is based on the number of users and e-commerce worth has not equaled 

the expectations of the industry and discussions whether it will succeed or fail are rising 

continuously.  

In blog posts written in 2011 and 2012 by the e-commerce expert Sucharita Mulpuru stated 

that “As for commerce, don’t expect much” (Mulpuru, 2012, p.1), forecasting a not so bright 

future of Facebook as an e-commerce channel. Furthermore, she mentions that the 

numbers in revenue from social networks shown by retailers are not impressive since they 

account for only the 1% (Mulpuru, 2012). 

An article by the financial site Bloomberg (2012) narrates that investors speculated that F-

commerce was a potential threat to Amazon.com Inc., and PayPal Inc., by being the most 

visited website in the world. Yet, companies such as Gamestop Corp., with more than 3.5 

million fans; J.C. Penny Co. and Nordstrom have all opened and closed storefronts in a 

matter of months. Addressing that Facebook does not drive commerce and casts doubt to 

retailers as a valuable channel, it is stated that consumers preferred to perform the 

transactions on the companies’ websites (Lutz, 2012). 

The article also mentions a telephone interview with the analyst at Forrester Research in 

Cambridge, Sucharita Mulpuru.  She mentions that some people thought that persuading 

visitors to shop would be easy and there was a big anticipation that Facebook would turn 

into a new destination where people would shop (Lutz, 2012). 

“There was a lot of anticipation that Facebook would turn into a new destination, a store, a place where 

people would shop”. “But it was like trying to sell stuff to people while they’re hanging out with their friends 

at the bar.” (Sucharita Mulpuru in a telephone interview with Bloomberg, 2012, p.1) 

It is clear that Facebook and companies can benefit from f-commerce but it is also clear 

that the forecasts are not being met. Moreover, there seems to be a problem with the 

storefront which is Facebook, since consumers seem not to be ready to buy goods and 
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services in Facebook at the scale that retailers are used to sell through traditional e-

commerce (Solis, 2012). 

A study conducted by Ponemon and ThreatMetrix showed that trust and security concerns 

towards Facebook storefronts are some of the reasons which explain the slow movement 

in the adoption of f-commerce by consumers (Social Innovations, 2012). Yet, it also 

seemed that these are shared concerns for online shopping in the eyes of the consumers as 

well (Liebermann & Stashevsky, 2002). 

We need to better understand how f-commerce is perceived in comparison to Facebook as 

a Social Network and to e-commerce in general. Also, it is necessary to comprehend how 

buyers and sellers perceive or see commerce inside Facebook. Based on the shared risk 

perceptions of consumers towards Facebook storefronts and online shopping, if any, we 

need to identify if these perceptions are in general for e-commerce or in specific for f-

commerce.   

This, to check whether or not the positioning of Facebook as an e-commerce channel and 

marketplace has been achieved or if a repositioning plan should be conducted. Identifying 

the perceived attributes and risks of the new commercial channel, will help to predict how 

the consumers adapt to that innovation and what they take into consideration (Lee et al., 

2003). Furthermore, the results of this paper might explain partly why the interaction 

between users of the network and sellers is not producing the expected results that in 

theory should. 

1.4Purpose 

The purpose of our thesis is to explore and analyze perceptions and attitudes of Facebook 

users as consumers and merchants; investigate which perceived risks, if any, function as 

adoption barriers of f-commerce.  

1.5Research Questions 

The following questions need to be addressed in order to explore and analyze perceptions 

and attitudes of Facebook users as consumers and merchants, as well as to investigate 

which perceived risks, if any, function as adoption barriers of f-commerce.  

RQ1: What are the perceptions of consumers and merchants towards f-commerce? 

RQ2: What are the perceived risks from Facebook users towards f-commerce, if any? 

RQ3: What perceived risks have been transferred from Facebook and e-commerce to f-

commerce? 

RQ4: Where is f-commerce positioned compared to e-commerce and Facebook? 

RQ5: What are the attitudes of consumers and merchants towards f-commerce? 
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2Theoretical framework 

A theoretical journey contained in this chapter will get you familiarized with the foundation of our study. 

Brand extension and categorization process theory, really-new products and innovations perceived risks as 

adoption barriers theories explain the first part of this chapter. Additionally, theories on the formation of 

perceptions and mental models and their exploration will connect you to the understanding of the attitudes 

held by consumers.  

2.1F-commerce as a brand extension of Facebook 

Brand extension is a marketing practice that uses an established brand name in one 

category to introduce products in totally different categories. The practice of brand 

extensions has been applied by numerous companies to introduce new experience goods 

(Choi, 1998; Ries& Trout, 1981). According  to  Tauber (1988)  nearly  half  of  all  new  

package  goods  are considered to be brand extensions. 

The successful extension of a brand depends not only on factors such as the structure of 

the company, strategy, applicability of resources and the ability of their personnel in the 

market, but it also requires that a favorable prior attitude towards the main brand and its 

current branded products transfer to the new product. In order to understand whether and 

how this transfer occurs, comprehension of the way perceptions and attitudes are linked to 

particular category labels is required (Boush & Loken, 1991).  Thus, the more similar the 

product extension is to a parent brand the more likely are consumers to deduce the parent 

brand’s characteristics in the extension brand (Bhat & Reddy, 2001). 

Additionally, Broniarczyk and Alba (1994) state that not only the parent brand affect and 

product similarity are determinants for brand extension evaluations but also brand-specific 

attribute associations; superseding the affect and similarity when the specific associations 

are desired to be contained in the category of the extension product (Broniarczyk & Alba, 

1994). Another class of associations comprises beliefs about the brand’s product and non-

product attributes (Keller, 1993). 

 It is not until consumers become familiar with the brand extension that they are likely to 

evaluate the extension based on their previous knowledge of the parent brand. The 

importance of parent brand associations for the consumer is highest throughout the first 

experience with the product extension. These associations are an important factor to the 

formation of the initial opinions of the brand extension until the consumer is more 

familiarized with the new product (Bhat & Reddy, 2001). 

Aaker and Keller (1990) demonstrated the importance of perceived expertise in positive 

evaluations of brand extensions, where the consumers weight the technical expertise as an 

important factor to strength the brand image.  Further to this, Aaker (1990) explains that a 

brand extension permits the already established brand name to provide information about 

the quality of the new product.  



 

 
11 

In this thesis research, when the Facebook users are exposed to f-commerce as an 

extended experience on Facebook, the extension by itself is new and unfamiliar. 

Nevertheless, the users already are knowledgeable about the parent brand which is 

Facebook (social network) and are familiar with the practice of e-commerce. Therefore, 

associations with Facebook as the parent brand and experience with e-commerce play an 

important role in the formation of the initial perceptions and attitudes of f-commerce, at 

least, until the users adopt the use of the new service and become more familiarized with it. 

Yet, if the transferred associations from the parent brand to the extension are perceived as 

risks, these will be barriers to the adoption of the new product. 

2.1.1 Construction of new evaluations in brand extensions 

There are some circumstances where consumers may be unable to rely on preexisting 

evaluations for making a decision towards a product or a service. In other cases, even the 

most experienced consumers might be just unwilling to do so (Blackwell et al., 2006). 

Consumers can construct evaluations towards a product by two processes: categorization 

process where the evaluation of a choice alternative relies on the specific category to which 

it’s assigned; and the piecemeal process where the evaluation of a product is the result of 

the consideration of the alternative’s advantages and disadvantages along with essential 

product dimensions (Blackwell et al., 2006). 

It has been well grounded that associations of a parent brand are transferred to a brand 

extension by consumers (Aaker & Keller, 1990; Boush & Loken, 1991). Several theories 

such as stimulus generalization, assimilation, and cognitive consistency have given 

explanations of the associations transfer (Bhat & Reddy, 2001). Yet, the theory of 

categorization process by consumers has been one of the most widely explanatory 

frameworks to be used  due to the more abundant insights obtained by viewing a brand as 

a mental category (Boush & Loken, 1991; Bhat & Reddy, 2001). Thus, we use the 

categorization process for this thesis. 

2.1.2 Categorization process 

The existence of mental categories is an aspect of human knowledge found in the 

categorization process, where these categories are associated to some level of liking or 

disliking towards the new product. The evaluation attached to a preexistent category may 

be transmitted to any new object pointed to that category (Mervis & Rosch, 1981).  

F-commerce is formed from the mixture of using Facebook as a platform and e-commerce 

to perform the online shopping activities. Facebook enters in the category of an online 

social network and the online shopping experience to the e-commerce one. The consumers 

might go through a categorization process comparison to make their construction of what 

f-commerce might be, by using e-commerce and Facebook previous experiences. Because 

of this, it is important to explore the mental models of consumers to understand what 

aspects might be transferred from the existent category to the new product. As a 

consequence, focusing on exploring and analyzing Facebook users’ perceptions has 

become a crucial part of our study. 
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The affect associated to the parent brand category transferred to the new categorized 

extension has been called ‘category-based mode’ of affective response; as the basis of affect 

creation is simply membership in a category and not the attributes of the new object (Fiske 

& Pavelchak, 1986).Some of the probable perceived risks that can be found in f-commerce 

might be inherited from the categories of e-commerce and online social networks, and 

these will be used even before the Facebook user experiences f-commerce, being a possible 

barrier of adoption. 

The categorization process can be implemented when consumers are creating the first 

evaluations of a new product (Sujan, 1985), and it will receive a similar evaluation to the 

allocated category to the extent that the product can be assigned in that specific category 

(Blackwell et al., 2006).Therefore, Facebook users may form their first evaluation of f-

commerce based on previous Facebook and e-commerce experiences. 

When consumers go through a categorization process, the evaluation of the product 

depends on the specific category to which this product has been perceived to belong 

(Blackwell et al., 2006). Consequently, understanding how consumers have categorized a 

product is crucial for marketers since this can strongly influence the demand of consumers 

(Blackwell et al., 2006), thus the adoption or rejection of the product.  

A brand extension is part of the mental category of the parent brand in the mind of the 

consumers. They hold associated affect with the brand, which is elicited when consumers 

are presented with an extension of the parent brand (MacInnis & Nakamoto, 1991). This 

transfer of attitudes is a direct and holistic process (Cohen, 1982). 

Based on the previous statements, f-commerce could have inherited the associated affects 

from Facebook and share similarities with the ones from e-commerce. It is likely that 

perceived risks found on the e-commerce category and from Facebook as a brand will be 

encountered on f-commerce, for being an untested new product.  

2.2F-commerce as an innovative product generation and a 

really-new product 

An innovation is an idea, product or a part of technology which has been developed and 

marketed to consumers who experience it as being something new (Rogers, 

1995).According to Saaksjarvi and Lampinen (2005) an innovative product generation is a 

sequential introduction of the same product or service; in which the later version 

modernizes the previous versions by bringing new features where consumers can easily 

notice that the modified successor is built on the original version (Saaksjarvi & Lampinen, 

2005) 

Even though, f-commerce is considered as an innovation (Chaney, 2012; Traffik Media, 

2012) for being something new in the e-commerce and social media worlds; it has also 

some shared aspects to be considered to some extent as a really new product (table 1). 
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According to Urban et al. (1996), really-new products (RNPs) are defined as products that 

revolutionize existing product categories or that define new categories which can shift 

market structures, symbolize new technologies, involve the need of consumer learning and 

influence behavior changes (Urban et al., 1996).  

A list of six main differences details the following variances between RNPs and 

innovations: 1) RNPs are radically different from previous innovations, making it difficult 

to compare; 2) set the standards against future innovations; 3) consumers may have to 

invest considerable efforts to learn how to use the RNPs; 4) the adoption of the RNP may 

require to make changes in the current infrastructure; 5) adoption might be perceived as 

very risky since performance evidence is lacking; 6) adoption of the RNP might make 

consumer stand from the crowd (Aggarwal, Cha and Wilemon, 1998). 

Table 1 A comparison between RNP and an innovative product. Source: Aggarwal et al. (1998). 

Really-new Products Other innovative products 

1. Drastically different from previous 

innovations, making comparisons difficult 

Comparisons to within-category are more 

likely and more precise. 

2. Usually set standards of measurements 

against future innovations 

Measured against standard set by preceding 

innovations in the category. 

3. Considerable learning curve investment 

by consumers to use it. 

Low to moderate learning time to be 

invested 

4. Require changes in existing infrastructure Generally, the existing infrastructure can 

support the innovation 

5. Adoption might be perceived as very 

risky since performance evidence is lacking 

Adoption may not be perceived as risky as 

consumers have previous 

experience/exposure to a similar product. 

6. Adoption may make you stand in the 

crowd 

Adoption may not be that particularly 

different. 

 

A really-new product conveys a different systematic adoption process from that of most 

other innovative products (Aggarwal et al., 1998). 

2.2.1 Evaluation of f-commerce based on previous experiences 

Consumers use the previous existing knowledge from the original product version in order 

to use it as a comparison standard measurement. In this extent products can have 

functionality and attributed related elements that can be perceived by consumers 

(Saaksjarvi & Lampinen, 2005).  A Functional risk has more weight in the consumer’s 

decision since it belongs to the product delivery promise, while the attributed is less 



 

 
14 

weighted since it doesn’t prevent the consumer from obtaining the product’s functionality 

promise (Gregan-Paxton & Roedder, 1997).  

If the new product relies under a functional level, consumers will focus on the new 

functionality of the product instead of the attributes as it delivers a restraining advantage 

over the already existing product (Ziamou, 2002). However, when the functionality 

promise of the new product is unfamiliar to the consumer, the attention paid on the initial 

evaluation goes towards the attributes of the new product (Saaksjarvi & Lampinen, 2005). 

And when the changes in the new product are on the attribute level, other products with 

similar functionality are taken into consideration by consumers (Saaksjarvi & Lampinen, 

2005; Sujan, 1985).  Then, consumers tend to compare the attributes of the new product 

with already known attributes which bring the same functionality (Saaksjarvi & Lampinen, 

2005; Ziamou & Ratneshwar, 2003). Therefore, possible adapters of f-commerce may 

compare the attributes from Facebook and the ones from e-commerce when giving their 

first evaluations. 

2.3Adoption barriers 

According to Aggarwal et al. (1998), the stages in the adoption process of an innovation 

and a really-new product are awareness, interest, evaluation and adoption. The potential 

barriers of adoption which are linked to the characteristics of really-new products and their 

adoption stage are described in the following table 2. 

Table 2. RNPs attributes and potential barriers of adoption and stages. Source: Aggarwal et al. (1988). 

RNPs attributes Potential adoption barriers and stages 

  

1.Define new product 

categories 

a. Cross-category comparisons(evaluation) 

b. communication of relative advantages is difficult due to  the 

absence of established standards (interest) 

2. Represent new 

technologies 

a. Involves greater learning effort(awareness) 

b. Possible incompatibility with existing infrastructure (interest) 

c. Higher perceived risk(interest) 

3. Shift market structure a. Resistance from channel members (purchase) 

b. lack of a fully developed or quite new market structure 

(purchase) 

4. Induce behavior change a. Resistance to change(interest) 

b. Risk of standing out in the crowd(purchase) 

5. Require consumer 

learning 

a. Possible information overload (evaluation) 

b. Lack of experience in  processing of information (evaluation) 

c. Information not readily available (awareness) 
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Diverse studies have shown that consumer risk perceptions are a primary obstacle to the 

adoption and future growth of e-commerce (Lee et al., 2003; Lieberman & Stashevksy, 

2002). Therefore, we need to understand if there are any perceived risks that will function 

as adoption barriers of f-commerce. 

2.4Perceived risks in the adoption of new products and brands 

An important factor in the consumer decision making process to adopt, purchase or use a 

product or service is the perception-risk associated with it (Hirunyawipada & Paswan, 

2006; Lee et al., 2003).  

“Perceived risk is the uncertainty that consumers face when they cannot foresee the consequences of their 

purchase decisions” (Schiffman & Kanuk, 2010, p. 201). 

According to Schiffman and Kanuk (2010) consumers’ purchase decisions are affected by 

the degree of perceived risk and their own tolerance for the uncertainty and consequences 

associated to the risk taking decision. Also, the risk perceived by the consumer does not 

necessarily mean that it really exists. The variation of the risk depends on the product, 

situation and the product-category which it belongs to (Schiffman & Kanuk, 2010). 

Dowling and Staelin (1994) state that perceived risk consist of two subcategories. Product-

category risk where risk is “inherent in purchasing any particular product in a specific product category”; 

while, product-specific risk is the risk related to “the particular product being considered in the product 

class” (Dowling & Staelin, 1994, p. 120) 

Previous research has identified several key dimensions of perceived risk: financial, 

performance, physical, time, social, psychological and privacy (Hirunyawipada & Paswan, 

2006; Featherman & Pavlou, 2003).  

 Performance risk is the possibility that the product will not function properly or fail to 

provide the desired benefits to the consumer (Aggarwal et al., 1998). 

 Financial risk is the potential monetary loss related to the initial purchase price as 

well as the subsequent effects of its acquisition (Grewal, Gotlieb and Marmostein, 

1994), as well as the possible financial loss due to fraud (Featherman & Pavlou, 

2003) 

 Time risk is the perceived loss of time when making a bad purchase decision by 

wasting time in the search, learning how to use the product and the replacement if 

it doesn’t fulfill the expected performance (Featherman & Pavlou, 2003). Another 

factor in the time perceived risk is the addiction risk (Patterson, 2011). 

 Psychological risk means that the selection or performance of the product will 

produce a negative effect in the consumer’s mind peace or self-perception that 

associates her with the meaning of the product; sometimes producing an ego loss 

(Schiffman & Kanuk, 2010; Mitchell, 1992). 

 Physical risk is the risk that the product may carry to the consumer or others 

(Schiffman & Kanuk, 2010). 
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 Social risk is the probable loss of status in one’s social group as a result of adopting 

a product or service, looking foolish or untrendy; producing social embarrassment 

(Featherman & Pavlou, 2003).  

 Privacy risk is the potential loss of control in the consumer’s personal information 

that is used without her express knowledge and permission; in some extreme cases 

producing identity theft to perform fraudulent transaction or to affect the physical 

security of the consumer (Featherman & Pavlou, 2003). 

 Network externality risk is when the use of a product innovation depends on 

another previously adopted innovation. An example is when the consumers 

purchase something based on the high product penetration and its usage by a big 

number of people, If the product fail to comply with that in the future, the 

consumers face the risk associated with network externalities (Conner, 1995). 

A general measure of the perceived risk when the previous categories have been evaluated 

by the consumers is known as the overall risk of the product (Featherman & Pavlou, 2003). 

Previous research has shown that perceived risk highly influences consumers’ internet 

decision-making process (Lieberman & Stashevsky, 2002; Jarvenpaa & Tractisnky, 2000). A 

precise identification and understanding of the diverse consumers’ perceived risks, allows 

the employment of appropriate strategies that will help mitigate the levels of these 

perceptions (Jarvenpaa & Tractisnky, 2000). 

By understanding the probable obstacles derived from consumers’ perceived risks, more 

efficient marketing strategies can be presented to drive growth (Lieberman & Stashevsky, 

2002). 

2.4.1 Perceived risks from consumers and merchants towards 

Facebook and E-commerce 

Perceived risks from the consumers associated to Facebook such as addiction, personal 

branding, and unwanted contact or stalking have been encountered among users of the 

online social network (Pattterson, 2011). Furthermore, concerns about the privacy risks 

associated with Facebook and online social networks include inadvertent disclosure of 

personal information, damaged reputation caused by rumors and gossips, surveillance-like 

structures, the use of personal data by third-parties, hacking, and identity theft (Debatin et 

al., 2009). 

Perceived risks from merchants, associated with Facebook are mainly the issues of 

transparency, intellectual property, and security (Shih, 2009). The open graph of Facebook 

is entirely transparent and any one can have access to it. This leads to some concerns of the 

managers of the companies – identity and privacy are additionally mentioned perceived 

risks (Shih, 2009). 

When it comes to e-commerce, the perceived risk level of shopping online from the 

consumers has been encountered to be higher compared to the traditional retail forms 

(Forsythe et al., 2006; Lee & Tan, 2003). Previous research has shown privacy and security 
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as the two main perceived risks. Where privacy refers mainly to the consumers concern 

about companies obtaining personal information about them and their relatives, while 

security concerns relate to the hacking of their credit card (Miyazaki & Fernandez, 

2001).Moreover, other perceived risks such as product performance, time/convenience, 

and physical risks as the lack of the human touch have been found in various research 

(Forsythe et al., 2006). 

The perceived risk from the merchants towards e-commerce includes partially the same 

dimensions of security and time. However, Love, Irani, Li, Cheng and Tse (2001) state that 

the financial risk is a highly perceived from the companies. The researchers discuss it as 

perceived investment risk, higher costs of system requirements and maintenance and 

market uncertainty. Furthermore, additional perceived risks identified are the technical risk, 

in terms of security and authentication and the organizational risk or lack of knowledge in 

the field of e-commerce. Last, but not least, the time risk, in terms of time devotion to the 

e-commerce page, is also part of the perceived risks from the merchants (Love et al., 2001). 

2.4.2 Barriers of e-commerce adoption 

Risks of e-commerce adoption have been perceived by consumers and merchants in 

research conducted by Chaffey (2007) and Chen Hu (2009), respectively. In Appendix 1, 

table 8 comprehends the barriers of adoption for e-commerce 

Barriers of adoption found in consumers include: quality evaluation of the website which is 

connected to trust and security aspects, potential lack of customer service and learning 

experience, as well as taking too much time, among others (Chaffey, 2007). 

When it comes to merchants the high cost of implementation, learning curve, behavior 

change from employees, and shift market structure requirements by an unsuitable business 

model, security, and performance advantages such as profitability have been some of the 

aspects found by Chen Hu (2009). 

2.5The importance of perception in marketing 

The importance of the study of consumer perceptions in the evaluations of brands and 

brand extensions has been demonstrated to be an important factor to strength the image of 

commercial brands (Aaker & Keller, 1990). 

Moreover, it is of importance to marketing decision making to understand how consumers 

see or perceive a firm, brand, or product, in comparison to competitors. When 

implementing an objective of product positioning in consumers’ mind is important to 

review whether the desired positioning has been achieved, or if a repositioning strategy 

needs to be conducted. Procedures such as the collection of perception data to generate 

profile analysis as well as the creation of perceptual maps are useful and important to 

marketing decision making (Dolan, 2001). 
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2.6Perception 

Perception is defined as an active and subjective process by which an individual selects, 

organizes, and interprets stimuli in a meaningful and coherent way, creating a frame of 

reference or her own picture of the world. It is an analytic and synthetic process where 

information is selected out and then synthesized into a world picture using elements taken 

from our memory (Solomon, 2006; Protano, 2011). Our perceptions are shaped by 

different factors like attitudes, values, culture, interests, gender, communication style, 

feelings, needs, mood, the expectations we have, the assumptions we make and suspicions 

we hold. The perception of a person is an individual process which is determined by her 

own mental model (Konczey, 2011).  

2.6.1 Perceptual process 

The perceptual process (figure 2) of a person starts with the exposure to sensation received 

from the stimuli generated through one or several of our sensory receptors (eyes, ears, 

nose, mouth, fingers). Attention is devoted to the sensation produced by the exposure and 

the meaning or interpretation stem from schemas, or organized collections of beliefs and 

feelings. Individuals group the objects they see according to similar characteristics. The 

schema assigned to an object is a critical factor of how they choose to evaluate the object 

in the future. Therefore, the study of perception motivates its attention to what people add 

to these sensations to give them meaning. In general, consumers evaluate products or 

brands by using few basic dimensions to categorize the different attributes of one product 

in terms of the others (Solomon, 2006). 

 

Figure 2. An overview of the perceptual process. Source: Solomon (2006, p.37). 

The last step in the perceptual process is the interpretation; where meaning is assigned. 

People make sense of their reality through the interpretation of symbols and signs which 

are shared by others in a culture through a common language (Solomon, 2006). A symbol 

is a sign that is related to a product through purely conventional associations, where the 

level of consistency between the symbolism and consumers’ previous experiences has an 

effect on the assigned meaning to related objects (Solomon, 2006). 
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2.6.2 Understanding sensory perception and thinking 

Several authors (Arnheim, 1969; Classen, 1993; Danesi, 1990; Humphrey, 1992) have 

suggested that our abstract thought is rooted in our senses. Therefore, abstract thought is 

an extension of our sensory experience.  

“. . . productive thinking takes place in the realm of imagery” (Arnheim, 1969, p. v). 

Goldman (1986) proposed that human sensory perceptions are converted into images, 

which are to be transformed into metaphors to describe these images. Goldman (1986) 

states that abstract thoughts are kept in memory to be linked to concepts in our thinking, 

inducing what stimuli we perceive and how we perform this process (figure 3).  

 

Figure 3 Mapping of Sensory Perceptions onto Abstract Thought. Source: Zaltman and Coulter (1995, p. 39). 

According to Humphrey (1992), senses are the entrance to the human mind through which 

all the information passes. Hence, no thoughts, ideas, and conceptions can be in the minds, 

which do not come from the experience of surface stimuli getting in contact with our 

bodies. Therefore, sensory-based metaphors are of importance to understand consumers, 

thoughts and behavior (Zaltman & Coulter, 1995). 

2.7Mental models 

Mental models can be simple generalizations or they can be complex theories created by 

images, assumptions and stories kept in our heads that shape the way how we see things 

and act in different circumstances. All models are simplifications and the problems with 

them arise when they exist below our level of awareness.  Mental models determine our 

perception and function as semi-permanent maps in our long term memory affecting what 

we do based on what we see. Two people with dissimilar mental models can observe the 

same object but describe it in a different way due to diverse perceived details (Senge, 1992). 

“We don’t see things as they are; we see things as we are” (Konczey, 2011, p. 3). 
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Our capacity to obtain results we truthfully desire is deteriorated by our feelings that our 

beliefs are the truth, that this truth is obvious, our beliefs are based on real data, and the 

data that was selected was the real data (Senge, Kleiner, Roberts, Ross and Smith, 1994). 

A mental model of consumer thinking encloses the dominant constructs that determine 

thought and behavior of a consumer or group of consumers about a market experience. It 

is important not only to know the constructs (factors, variables) but also the connections 

among them since they represent the reasoning process where one construct is affected by 

the other; being fundamental elements for segmenting markets (Zaltman & Coulter, 1995). 

2.7.1 Inaccurate mental model 

The complications in mental models lay not whether they are correct or wrong but when 

the models are tacit and exist below the level of awareness. Thus, producing chronic misfits 

between mental models and reality in entire industries, such as the car industry in Detroit, 

where managers thought that people bought cars for the design and not for the quality; 

losing market share with Japanese automakers. Inadequate appreciation of mental models 

can undermine an industry, or if detected and managed on time can lead to a growth in it 

(Senge, 1992).   

As reported by Chapman and Ferfolja (2001) an incorrect construction of a mental model 

can be due to factors such as poor access to information and sources of information, over-

generalization (leaps of abstractions), ambiguous information and situation, low level of 

communication and personal perspective. 

2.7.2 Ladder of inference 

The Ladder of Inference intends to explain how individuals tend to behave or jump to 

conclusions when facing an event or making a decision (Senge et al., 1994; Argyris & 

Schon, 1974).  

When fronting a situation, we compare the current event to experiences stored in our 

brains to come to conclusions and act in accordance to them. The ladder of inference 

model proposes that we possess an available data bank of experience in our mind that we 

refer to when we are presented with an event; following two other steps to infer 

conclusions. The next step in the ladder of inference process is the selection of data (not 

necessarily a conscious process) choosing what we deem to be important to draw 

assumptions. The following step is the interpretation and assignment of meaning, where we 

lose objectivity due to the lack of conscious thinking; or thinking about what we are 

thinking and why (Larcher, 2007). 

“We live in a world of self-generating beliefs which remain largely untested. We adopt those beliefs because 

they are based on conclusions, which are inferred from what we observe, plus our past experience” (Ross, 

1994, excerpt from Senge et al., 1994, p.1). 

According to Konczey (2011) the ladder of inference is a framework used for exploring 

mental models that depicts a process by which we draw conclusions, form opinions, and 
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demonstrate that individual evaluations and judgments are highly abstract and inferential. A 

ladder of inference is a circle process that starts by selecting the data from the information 

we have available to draw conclusions by its interpretation, and consequently take actions. 

In this cyclical process we create contexts, assumptions and values (Konczey, 2011). 

Yet, our mind process information so quickly that often slows our learning, creating 

generalizations that we never think to test, producing the term ‘castles in the sky’ or leaps 

of abstraction (Senge,  1992). 

As stated by Senge et al. (1994), individuals add meaning and draw conclusions due to time 

efficiency and to avoid tediousness produced by overthinking. The data retrieved and 

stored by individuals is long since lost in their memories after years of inferential leaps. The 

use of the ladder of inference helps to clarify why many people cannot commonly evoke 

where their deepest attitudes come from (Senge et al., 1994). 

2.8Metaphors and Images in the Thinking Process 

A metaphor implicates understanding and experiencing one thing in terms of another. It 

involves placing two different objects or events into a close comparison relationship, ‘A is 

like B’. Even though, they have dissimilarities they also share some quality that is brought 

through the metaphor (Dent-Read & Szokolszky, 1993). Metaphors are a principal factor to 

comprehend the human mind (Honeck, 1996), since they elicit and express nonverbal 

imagery (Johnson, 1995).  

People can communicate their visual metaphors through images i.e., photographs, 

paintings and drawings. Usually, images represent basic concepts and as a consequence they 

can function as an access door for the exploration and understanding of consumers, 

feelings, thoughts, and conduct (Ball & Smith, 1992). 

Thinking is represented primarily through metaphors and the creation of new thoughts is 

shaped by metaphors. Most of the verbal metaphors mirror underlying conceptualizations 

of experience in our long-term memory, already structured by metaphorical schemes 

(Gibbs, 1992). With the use of metaphors we can make sense of what we perceive and to 

direct our attention and perception processes (Indurkhya, 1994). 

 “What a person notices (in a picture) will always mirror the inner map that she or he is unconsciously 

using to organize and understand what the senses are perceiving” (Weiser, 1993, p.7). 

Since metaphors expose and model our thoughts, the use of metaphors might be an 

essential creative force of the imagination and therefore a source of ideas (Black, 1993). 

Authors such as Danesi (1990) and Ortony (1993) mention that since human thought 

seems to be metaphor based, mental models are best elicited and understood by using 

metaphors. What is more, metaphors are obtained through a socialization process, where 

its meaning is shared within a culture. Consequently, they state that metaphors are 

significantly beneficial to elicit a mental model shared by a market segment. 
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2.9Values 

Personal values research has been extensively conducted by academics and applied in the 

marketing context by practitioners, since it offers a cognitive understanding positioning of 

current products as well as beneficial information for the design of positioning strategies 

for new products (Reynolds & Gutman, 1988). 

A value can be described as a held belief about some desirable end-state that transcends 

particular situations and leads the selection of behavior (Schwartz & Bilsky, 1987).They are 

special types of preferences that conduct the consumer in a certain way or  to obtain end-

states of existence (Gutman, 1982).The origin of consumers’ values come from the 

interaction with their family, institutions and culture in general (Rokeach, 1979); forming a 

belief system which is shared by a society (Solomon, 2006).  Consumer consumption 

activities are highly influenced by the held set of values, since a vast number of consumed 

brands and products are purchased because they will help to obtain a value-related goal 

(Solomon, 2006). A summary of types of consumer values, discussed in different studies, is 

given in Appendix 2a and 2b. 

It is important to denote that values do not drive all the behavior from consumers; they are 

delimited to the behavior which maintains and enhances their self-esteem (Gutman, 1982). 

Moreover, values are not the same than attitudes since they don’t apply to specific 

situations only; consumers might have a shared belief for a certain behavior but their belief 

systems may differ (Solomon, 2006).  

Values are divided into two types: 1) terminal, which refer to the preferred end-states of 

existence such as security, accomplishment and happiness, while 2) instrumental refer to 

the means or modes of behavior (i.e. honest, courageous), which are conducive to achieve 

the end-states (Rokeach, 1979).  The explanation of how a product selection facilitates the 

desired end-states for consumers is explained by the Means-End theory1 (Gutman, 1982), 

which will be used in the ZMET method interviews. 

2.9.1 Expectancy-value theory 

Expectancy-value theory states that consumer product experiences produce consequences 

which are learned by them to associate specific consequences with particular product 

attributes, which have been strengthened through their buying behavior (Rosenberg, 1956). 

Therefore, consumers learn to select products that contain attributes which are 

instrumental to acquire their desired consequences (Reynolds & Gutman, 1988). The 

Means-End theory helps to determine the thinking behind the action of why consequences 

-personal values- are meaningful to consumers (Gutman, 1982). 

                                                 
1 A means-end theory is a model where the ends are the consumers’ value and the means are the actions that they 

perform in order to achieve that value. According to Gutman (1982), “A means end chain is a model that 
seeks to explain how a product or service selection facilitates the achievement of the desired end states” 
(p.60). This model contains the processes that lead to the consumers’ behavior. It helps the marketers iden-
tify and categorize attributes that are link to the desired values from using a certain product or service. 
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2.10Attitudes 

An attitude is a lasting general evaluation of people (including oneself), objects, 

advertisements, or issues (Baron & Byrne, 1987). Attitude is a learned predisposition that 

shows an individual’s tendency to respond to an object or act in a consistently positive or 

negative manner within a given situation. These predispositions are stable and evolve, and 

even though attitude is not the same than behavior it can be inferred from behavior or 

statements. Likewise, behavior can be inferred from an attitude but this correlation is not 

always consistent. An attitude is a multidimensional predisposition comprising affect, 

cognition and behavior. An attitude is an intended behavior, yet it does not comprise actual 

behavior. When consumers form their attitudes, they use salient beliefs, not all the facts 

(Protano, 2011). 

According to Protano (2011), the formation of attitudes is based on a three steps process: 

1) the experience with the object, direct or indirect. The first experience is the physical trial 

of the product from the consumer, while the second one comes from recommendations 

and communications, 2) construction of the mental picture through perception is built, 

leading to, 3) the formation of the attitude (Protano, 2011). 

As mentioned before, people might have different perceptions and mental models towards 

the same object or event (Konczey, 2011). Thus, they can also hold a different attitude 

towards the same product. Because of this, it can be wise for a marketer to know why an 

attitude is held before making the attempt to change it (Solomon, 2006). 

2.10.1 Purposes of Attitudes 

The psychologist Kantz (1960) developed the functional theory of attitudes to demonstrate 

how they enable social behavior. In the pragmatic approach used by Kant, attitudes exist to 

serve four different functions of the consumer. The first is the instrumental or utilitarian 

function, where consumers develop their attitudes based on the goal to maximize rewards 

and minimize penalties. The second is the ego-defensive function, where attitudes are formed 

to protect themselves either from external threats or internal conflicts. The third is the 

value-expressive function, where consumers form attitudes not based on the product 

objective benefits of it but for the meaning that transmits about him or her. The fourth 

function is the knowledge function, where the attitude is formed to give order, structure or 

meaning in an ambiguous situation usually when facing a new product (Solomon, 2006; 

Kantz, 1960). 

Attitudes can serve more than one function but usually one of them is the dominant one 

for the consumer. Marketers should know this valuable information about the consumers, 

in order to develop the correct attributes in the communication of the message, for an 

effective persuasion marketing strategy (Solomon, 2006).  

 



 

 
24 

2.10.2 Multidimensional Model and Hierarchy of Effects 

As mentioned above, an attitude is comprised by multidimensional components: affection, 

cognition and behavior. This multidimensional model known as the ABC Model stresses 

the internal relation among knowing, feeling and doing; since the attitudes of a consumer 

towards a product cannot be determined only by the held beliefs. 1) Affect is about the 

feelings that a consumer has towards the object. 2) Cognition refers to the beliefs that a 

consumer holds in her mind towards the attitude object. 3) Behavior refers to the 

intentions that to do regarding the attitude object. However, as already mentioned, 

intention does not always ends up in actual behavior (Solomon, 2006; Protano, 2011). 

These components of the ABC model are significant, but their significance is relative to the 

level of motivation and involvement towards the product. Whether the consumer is a light, 

standard or heavy user will have an effect on the end result of the model. The levels of 

commitment towards a product can result in a differentiation of consumer profiles (Ray, 

1973; Jewell & Unnava, 2004). 
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3Methodology 

Our study adopts a mixed method approach. It uses the Zaltman Metaphor Elicitation technique (ZMET 
method) and focus groups to explore consumers’ perceptions and their mental maps. In-depth interviews with 
SMEs were also part of the qualitative design. A survey was conducted among consumers based on the 
qualitative findings to construct a perceptual map of f-commerce, which denotes the perceived-risks that were 
transferred from Facebook and e-commerce. 

In order to achieve the purpose of our thesis - to explore and analyze perceptions and 

attitudes of Facebook users as consumers and merchants; investigate which perceived risks, 

if any, function as adoption barriers of f-commerce, we used a mixed method approach.  

A qualitative method included a market research patented tool, Zaltman Metaphor 

Elicitation technique (ZMET method) - “a technique for eliciting interconnected constructs that 

influence thoughts and behavior” (Catchings-Castello, 2000, p.7), and focus groups for 

consumers, while for merchants in-depth interviews. The results of these processes served 

to model a survey which produced the consumers’ perceived-risks as attributes of 

positioning comparison to be measured between f-commerce, Facebook and e-commerce. 

The quantitative method approach comprised of a survey spread through Facebook users, 

in order to construct a Profile Analysis based on rating of the diverse attributes. This 

served as a representation of how similar or dissimilar are the perception of risks across 

respondents, by comparing Facebook as a social platform to e-commerce and f-commerce.  

Towards reaching the objectives of the thesis, we adopted the constructivism framework to 

conduct our study; following the benefits of that paradigm suggested by Creswell (2007). 

The study has been built upon the understanding of f-commerce as a new phenomenon: 

the f-commerce is of interest both for the marketing research and the business world, by 

being a new market place where buyers and sellers meet. The thesis is focused on a study 

that seeks multiple participant perceptions of f-commerce and gives a starting point for 

marketing strategy development for the stakeholders involved in f-commerce. The research 

is shaped “from the bottom up”, as described by Creswell (2007) in order to achieve 

developing individual perspectives to broad patterns. 

Using one research method in the social sciences is discussed by the researchers as not 

sufficient investigation of the topics of interest (Creswell, 2007). When the purpose of a 

research is to study perceptions, opinions, attitudes and behavior of people and trying to 

identify attributes of analysis, understanding of what the people do and how they do it, the 

best is to combine several methods of data collection, in order to achieve in-depth 

understanding of the phenomena under study (Smithson, 2000).  

The purpose of our thesis is to explore and analyze perceptions and attitudes of Facebook 

users as consumers and merchants; investigate which perceived risks, if any, function as 

adoption barriers of f-commerce. Therefore, we adopted the mixed method approach for 

our study. 
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3.1Research approach 

Complicated issues, studies and not easily distinctive and measurable attributes of the 

researched setting requires a blend of both qualitative and quantitative data; therefore, the 

researchers suggest the use of a mixed method approach to achieve the goals of the study 

and answer the researched questions (Creswell, 2007).  

Mixed method research focuses on “collecting, analyzing, and mixing both quantitative and 

qualitative data in a single study…Its central premise is that the use of qualitative and quantitative 

approaches in combination provides a better understanding of research problems than either approach 

alone.”(Creswell, 2007, p.5) However, the design of such study is important to be correctly 

selected and the purpose of using a certain data collection method, to be clearly identified. 

Based on Creswell (2007), we have summarized both the advantages and disadvantages that 

the researchers should be aware of in the following subsections. 

3.1.1 Advantages of the mixed method approach 

The mixed method approach helps to better understand the problem under study and to 

obtain a reliable delivery of results. It gives the possibility to use all data collection methods 

without any restriction from the methodological approach (Creswell, 2007). This type of 

mixing methods gather the strengths of both, qualitative and quantitative data collection 

methods, and limits the weaknesses of the qualitative and the quantitative approaches when 

are used alone.  

The usual way of combining the data is through the use of qualitative data that explains the 

results of the quantitative data. Furthermore, exploring qualitative information is helpful to 

build up a quantitative data techniques; as performed on a later stage of our thesis research. 

Morevoer, the mixed method approach combines inductive and deductive thinking when 

observing perceptions, behavior and social phenomena (Saunders, Lewis and Thornhill, 

2007). 

3.1.2 Limitations of the mixed method approach 

In contrast to the advantages that have been discussed above, several limitations reveal the 

disadvantages or weaknesses when a mixed method approach was used for our study. First, 

it requires too much time and resources. Second, it needs a clear understanding and 

explanation of each data collection technique that is used. Last, but not least, skills from 

both qualitative and quantitative research are needed (Creswell, 2007).  

However, when we decided to undertake the mixed method approach for our study, we 

valued the potential results to outweigh the discussed disadvantages above: 

“The value of mixed methods research seems to outweigh the potential difficulty of this 

approach”(Creswell, 2007, p.10).  

After a thorough review of different approaches, such as purely qualitative and quantitative, 

and literature review of collection of methods (Saunders et al., 2007); we have managed to 
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gain a deeper understanding of what is the best approach to conduct our study. Some 

alternative and non-traditional methods have been used as a basis, complementing to the 

more traditional approaches to explore the researched topic of f-commerce.   

3.1.3 Mixed method framework of the current study 

The purpose of our thesis to explore and analyze perceptions and attitudes of Facebook 

users as consumers and merchants; investigate which perceived risks, if any, function as 

adoption barriers of f-commerce. Therefore, in order to achieve it, a collection of 

qualitative data from an untraditional marketing tool – Zaltman Metaphor Elicitation 

Technique (ZMET, section 3.3.2.1), focus groups with consumers and interviews with 

merchants was done. Then, a survey for current and potential consumers was performed 

comprising the perceived risks of f-commerce. Being aware of the difficulties using the 

mixed method approach, we undertook the challenge in order to fulfill all initially set goals 

of the study.  

The qualitative data helped for answering research question RQ1: What are the perceptions 

of consumers and merchants towards f-commerce?; RQ2: What are the perceived risks, 

from the Facebook users towards f-commerce, if any?; and RQ5: What are the attitudes of 

consumers and merchants towards f-commerce?. Furthermore, it helped to build the 

survey instrument – a questionnaire, to give answer to the research questions RQ3: What 

perceived risks have been transferred from Facebook and e-commerce to f-commerce?; 

and RQ4: Where is f-commerce positioned compared to e-commerce and Facebook? 

3.2Data collection approach 

In this section the major data collection approaches used in our study - quantitative and qualitative- are 
presented. Then, our choice of how to combine them has been explained. Both, advantages and limitations 
are described for the two approaches of data collection. 

3.2.1 Quantitative 

The collection of quantitative data is close-ended information for measuring or evaluating 

certain factors such as attitudes and behavior, etc. (Creswell, 2007). The purpose of using 

the quantitative methods is to answer research questions posed as hypothesis or to collect 

numerical data for better representation of the attributes under analysis. This can serve as 

additional evaluation and insights for further investigation or decision-making (Creswell, 

2007). However, there are some limitations that cannot be omitted. It does not give the 

voice of the participants. It is weak in understanding the context and setting in which 

people talk and think. Finally, it is hard to measure non-visible or difficult to articulate 

object and behavior attributes.  

Our thesis explores and analyzes perceptions and attitudes of Facebook users as consumers 

and merchants; investigates which perceived risks, if any, function as adoption barriers of f-

commerce. Collection of quantitative data is an obstacle itself. It is difficult to quantify, 

tabulate, and analyze data on consumer thoughts, feelings and behavior (Catchings-

Castello, 2000). Furthermore, there are always concerns whether the respondents can be 
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trusted to say the truth (Catchings-Castello, 2000). Therefore, the use of quantitative data 

collection techniques in our thesis was limited to the relative comparison between three 

alternatives using visual projection techniques, such as a snake plot (Dolan, 2001). 

3.2.2 Qualitative 

In contrast, Creswell(2007) pinpoints that the qualitative data collections explores the 

phenomenon under study and gives more in-depth information and knowledge from 

interviews, observations, focus group discussions, and interpretations of the studied 

settings. It is more open-ended information that is gathered from both primary and 

secondary sources -diaries, blogs, reports, meeting notes, images, etc. (Creswell, 2007).The 

last stated characteristic makes a clear differentiation between the two methods of data 

collection, and shows how the disadvantages of using only quantitative data collection can 

be diminished.  

However, the qualitative method has its own limitations as well. It is difficult to escape 

from our own bias and personal interpretations, it’s time consuming and difficult in 

generalizing the results; since only a limited number of involved participants can be 

captured (Creswell, 2007).  

Being aware of the limitations of the qualitative method, we decided to approach the 

researched f-commerce with a mixture of several qualitative data collection techniques. An 

untraditional marketing research method has been applied – Zaltman Metaphor Elicitation 

Technique (ZMET), followed by focus groups with consumer and in-depth interviews with 

merchants. The aim of mixing several techniques was to cover the limitation that each one 

inherits, and to elicit as much insights of the consumers’ perceptions and thoughts as 

possible. The articulated attributes identified from us in terms of perceptions and attitudes 

were further used to strengthen the quantitative data collection approach discussed above – 

a questionnaire for a snake plot visual presentation, which gives answers to the third and 

fourth research question. 

3.2.3 Reporting the research results through mixing the data – 

quantitative plus qualitative 

In order to explore more in-depth the perceptions of the consumers and merchants 

towards f-commerce, mixing both quantitative and qualitative data was chosen as the best 

suited method. There are three ways of mixing the data (Creswell, 2007) – merging the 

data, connecting the data, and embedding the data, in order to derive results from the 

study. In Figure 4, the three ways are presented and the arrows show the sequence of 

collecting the data. 
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Figure 4. Three ways of mixing qualitative and quantitative data. Source: Creswell (2007). 

For the purpose of the thesis, we have chosen to follow both the merging and the 

connecting way of mixing the data. First, a qualitative data collection approach is used, in 

order to explore the perceptions of the buyers and sellers toward f-commerce and then, 

after deriving the factors and perception attributes, a quantitative data, through a survey 

was collected to describe and relatively compare the researched f-commerce with e-

commerce and Facebook. In that way the answer of the stated research questions was 

achieved and the purpose to understand more about the perceptions towards f-commerce 

was fulfilled.  

3.3Data collection techniques used in the study 

In this section the techniques for data collection used in our thesis are described. The qualitative data 
collection techniques are explained by stating their advantages and limitations, and how they were used in 
our study. ZMET method, laddering techniques, and focus groups were conducted with the consumers while 
in-depth interviews were performed with the merchants. The same explanation is given for the quantitative 
data collection through a survey with the consumers, emphasizing how we used it for our purpose.  

3.3.1 Qualitative data collection 

This thesis focuses on the exploration of perceptions held in the mental models of 

consumers, in order to investigate what are the perceived risks which function as barriers 

of adoption of f-commerce. In essence this is a research in behavior marketing hard to be 

investigated (Catchings-Castello, 2000). “80% of all human communication is nonverbal….up to 

93% of the underlying meaning found in a message is not verbal….word comprise no more than 30% of the 

meaning in a social exchange…human beings think in images, not in words” (Catchings-Castello, 

2000, p.7). Therefore, a suggested patented qualitative data technique, the Zaltman 

Metaphor Elicitation Technique (ZMET method),  is argued to be the best tool used by 

social scientists and marketers when exploring and analyzing consumers’ behavior, 

thoughts, feelings, perceptions and attitudes towards a new product or service (Catchings-
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Castello, 2000; Khoo-Lattimore, et al., 2009; Lee et al., 2003). However, due to our 

limitations to fully implement the ZMET method, focus groups techniques and in-depth 

interviews supplement to the study of perceptions and attitudes towards f-commerce.  

3.3.2 Projective techniques in Marketing 

Projective techniques have been recognized to be an essential contribution to consumer 

research due to the great in-depth offer to the understanding of what people really think 

and feel about a product. They are used by researchers to get the attitudes of consumers 

towards sensitive topics where answers may be difficult to retrieve using techniques with 

direct questions (Boddy and Ennis, 2007). 

Motivation researchers such as Collins and Montgomery (1969) have found the potential in 

the application of projective techniques to unveil the unconscious reasons that motivate 

consumers as well as to explain their complex behavior (Collins & Montgomery, 1969). 

Successfully applied in marketing research, projective techniques help to uncover feelings, 

beliefs, attitudes and motivations that consumers otherwise find difficult to connect and 

transmit (Webb, 2002). Furthermore, projective techniques can be used either in qualitative 

or quantitative research as a useful and powerful technique in both methods (Levy, 1994). 

The application of a projective technique was beneficial to gain a deeper understanding on 

the adoption barriers held by consumers towards f-commerce. In this thesis, we used the 

Zaltman Metaphor Elicitation Method (ZMET) as the principal technique to research the 

perceptions and attitudes held by Facebook users to adopt f-commerce. 

3.3.2.1 Zaltman Method Elicitation Technique (ZMET) 

ZMET method is “a technique for eliciting interconnected constructs that influence thoughts and 

behavior” or as the inventor of that patented technique describes it as “a patented research tool 

which allows people to understand their own thinking more fully and to share this thinking with the 

researchers” (Catchings-Castello, 2000, p.7). It is a tool that combines verbal and nonverbal 

communication methods through images as initial point of understanding the consumers’ 

thoughts (Castello, 2000; Lee et al., 2003). As the Zaltman Metaphor Elicitation Technique 

is described, the images are basic, full of information and reveal attributed that lead to 

further storytelling and articulation of thoughts, feelings and reasoning.   

The author of the technique, Zaltman (1997), states the reasons why such tool is useful in 

the consumer behavior research: thoughts are imaged-based; most communication is 

nonverbal; metaphors2 are units of thoughts and feelings and important to elicit hidden 

knowledge; most thoughts, emotions, cognitive learning appears without awareness; and 

mental models draw the guidelines for processing of stimuli, thus perceptions. This 

description position the technique closer to the commonly applied in the consumer 

behavior research “semiotic analysis”. 

                                                 
2”A definition of one thing in terms of another” (Zaltman, (1997), cited in Catchings-Castello (2000)) 
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Advantages of using the ZMET method in the thesis 

By using the ZMET method, the thoughts of the consumers can be visualized through the 

images. It involves the links between sensory perception and cognition, thus captures 

attitudes. Furthermore, customer ideas are explored using imaging technique that brings 

ease of understanding. Moreover, it fills the gap between the researcher and respondents by 

managing to capture the important hidden information that the consumers find hard to 

describe with words. The storytelling phase reveals the customers wants and what drives 

their buying behavior (Catchings-Castello, 2000). 

The choice of the method used in our thesis is due to its power to capture consumers’ 

attitudes towards concepts, product usage and purchase decisions and experiences 

(Catchings-Castello, 2000).  The researchers describe the tool as value-added technique to a 

marketing research of a new issue (Lee et al., 2003), which further confirms the relevance 

of its use to explore and analyze the perceptions and attitudes toward f-commerce as a new 

marketplace. We aimed at general understanding of the consumers’ feelings toward the e-

commerce, Facebook and the hybrid of the both – f-commerce. Therefore, listening to the 

stories of the participants, as part of the ZMET method, achieved this goal through a 

compilation of each individual story in one big story of f-commerce. It captured the verbal 

communication, as well as, the nonverbal – gestures, space, facial expressions, hidden 

thoughts. The images that the participants brought revealed their metaphor of the feelings 

and the stimuli such as scent (figure 5). Besides, they collected their own images without 

any restriction and constrains, using their own stimuli. Moreover, the participants felt more 

comfortable expressing themselves through visual images than words (Lee et al., 2003). 

 

Figure 5. ZMET Image technique. Adapted from Catchings-Castello (2000). 

 

Implementation of the ZMET method in the study 

The use of the ZMET research tool in the thesis followed the steps described in table 4. 

The steps involved in the implementation of the ZMET procedure can vary according to 
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each project’s focus (Catchings-Castello, 2000).For the purpose of our thesis; we captured 

the consensus mental map of the consumers and graphed their perceptions as a result. 

In the study, we developed a consequent plan to perform the ZMET method. First the 

requirements for the participants were set. The minimum number of participants aimed at 

was twelve, as advised by Khoo-Lattimore, et al. (2009). Then the conditions for 

qualification of the participants were identified: (1) the interviewees had to be Facebook 

users; (2) they have been shopping online, or at least familiar that there is an online site 

where they can buy from.  

The first requirement was achieved through contacting the respondents only through our 

Facebook accounts. The answers of the posts assured that the respondents are active 

Facebook users. The second requirement was achieved through controlling question sent 

through Facebook: “Have you ever bought something online?” or through the initial instructions 

for being a participant in the interviews (Appendix 4).  

Table 3ZMET method steps. Adapted from Zaltman (1997) 

 

Step 1 Storytelling. Participants describe the content of each picture, 8 for e-commerce 

and 8 for Facebook were collected, each with a separate story.  

Step 2 Missed Images. The participants describes the picture they were unable to collect 

and explain their relevance. The missed picture revealed the hidden information 

that is not viewed on the images. 

Step 3 Sorting. The participants sort their images into meaningful sets and removes 

duplications. Images are arranged into N number of categories: A, B, C… 

Step 4  Construct elicitation. The researcher uses a modified version of Kelly Repertory 

Grid technique and the laddering technique to elicit basic constructs and their 

relationships. Initially N attributes and feelings were revealed. The procedure 

continues until no new ones are identifies. 

Step 5  Most representative picture. The participant selects the picture most 

representative of the images. Result… 

Step 6 Opposite images. The participant describes pictures that are opposite of the most 

representative one. 

Step 7 Sensory images. The participant describes what does and does not capture the 

taste, touch, smell, sound, color and emotion of the concept being explored. 

Nonvisual sensory explained are: results…. 

Step 8 The mental map. Participants create a map or a “causal model” using the 

constructs that have been elicited. Results: … 

Step 9  The summary image. The participants create a summary image expressing the f-
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commerce.  

Step 

10 

Consensus map. The authors of the thesis create a map of causal model of the 

most important constructs, combining each of the participants’ constructs and 

stories.  

In order to achieve large amount of data collection, we separated the process of ZMET 

interviews in two and each of us have gathered and transcribed equal number of participant 

responses. The first three ZMETs were performed together, in order to identify possible 

faults in following the steps and to assure that the same process of interviewing is followed 

by both of us.  The interviews took approximately two hours each, in a convenient setting 

for the interviewees. First, a message through Facebook was sent to half of the 

interviewees, inviting them to participate in an interview with us (Appendix 4, figure 8), the 

others were asked personally and the details explained at the initial meeting with them. The 

number of images gathered by the interviewees varied. Some of the participants brought 

more than ten images per topic and others less than eight. However, this did not prevent us 

from exploring their perceptions in depth.  

During the ZMET interview, the images were uploaded to a computer and together with 

basic visual software, the images were displayed. All of the nine steps were followed and a 

detailed story, combined images and mental maps were collected as results. Steps one to 

seven were followed separately for Facebook and for e-commerce (“online shopping”, as 

mostly used in the questions at the interview). The reason behind that was that most of the 

interviewees were not aware what f-commerce (shopping inside and through Facebook) is. 

After the discussion of all images, the participants were introduced to the topic of f-

commerce and asked to draw a mental map of their perceptions, thoughts and attitudes 

(Appendix 4, figure 10). The ninth step was directly done for the topic of research. An 

example of a common image is given in Appendix 4, figure 11. The results were different 

from each of the interviewees, which proved the different mental approaches of each of 

them towards the topic of f-commerce. Step ten is introduced in the empirical part of the 

thesis as the result of the ZMET method (section 4.1). 

Total result of sixteen ZMET interviews was achieved, which was a success over the 

expected number of twelve participants. We received positive feedback from all of them, 

showing their interest and the entertainment that they had explaining their own images. 

Throughout the whole in-depth process, a laddering technique as a base of the ZMET 

method has further helped exploring the consumers’ perceptions toward f-commerce. 

Laddering Technique 

According to Reynolds and Gutman (1988), the laddering procedure was an in-depth one-

to-one interviewing technique employed to understand how consumers translate product 

attributes into meaningful associations regarding the self by following the Means-End 

theory. 

The laddering process contains a tailored interviewing format mainly using a series of 

directed probes by using the question “Why is that important to you?”(Gutman, 1982). This, 
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with the objective of defining connections between the key perceptual elements across the 

range of product attributes (A), consequences (C), and values (V) for a given product or 

service category. The ladders (association networks) produced are denoted as perceptual 

orientations that represent combinations of elements that serve to differentiate between 

products in a given class, as well as underlying the consumers’ personal motivations to the 

respective class. Within marketing research, the laddering technique is applied to identify 

the values that consumers consider sufficiently important to influence their decision 

making in the purchase or adoption of products and services (Reynolds & Gutman, 1988). 

The downside part of implementing the laddering technique is that it might produce invalid 

answers if the respondents feel too pushed up on the mean-end process. They should be 

permitted to freely go back and forth, even making loops and blind spots, in order to 

obtain better results (Klaus & Grunert, 1995). 

Implementation of the laddering technique as a procedure in the ZMET method 

An interviewing environment needed to be created so the respondents are not threatened 

and as a consequence they are willing to cooperate in the introspection process; underlying 

the motivations behind their perceptions for a given class. The respondent was positioned 

as the expert and the interviewers as facilitators of the finding process. Our ability to 

identify the elements brought forth and familiarity with the Means-End theory were critical 

aspects for the implementation of the technique. The basic problems that could be 

encountered when applying the laddering technique were that the respondents simply did 

not know the answer or that the covered issues are too sensitive to be brought up 

(Reynolds & Gutman, 1988). 

Reynolds and Gutman (1988) identify six different techniques in the implementation of the 

laddering method that are used to the optimal retrieval of information from the respondent 

when she encounters difficulties to express herself through words. This was often the case 

with our interviewees, even though the images brought were more explicit:   

 Evoking the situational context, where respondents provide associations at the same 

time they are thinking of realistic situations where they might be using the service. 

During several of the interviews, the associations with the process that they would do when 

using Facebook to buy their purchases were captured and recorded. Associations with the 

e-commerce and Facebook experiences were elicited. 

 Absence of an object or state of being is one way to unblock respondents that cannot 

move beyond certain point by suggesting them to consider what would the 

situation be if they were lacking a product or not to feel certain way; producing the 

verbalization of important associations.  

When this happened, with a number of the interviewees, a reminder for linking the 

respondents thoughts with the topics of Facebook, e-commerce and f-commerce was given 

, i.e. “How does this image connects with your perceptions or thoughts of Facebook?”. 
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 Negative laddering is useful when respondents cannot articulate why they do things 

they do by inquiring with an opposite assumptions.  

When such situation was encountered, we simply asked the opposite assumption, why they 

did/would not act or think in the respective way, especially when they answered often “I 

do not know why…” 

 Age-regression contrast probe consists in moving participants back in time provoking 

the verbalization of their feelings and behaviors by critical thinking. 

In order to fulfill this criterion, we asked the participants to remember their past. An 

example is when one of the interviewees referred to her childhood. Question such as: 

“How did you decided to purchase something online?” was often asked. 

 Third person probe is used by asking how other people they know might feel in a 

similar situation. 

This was achieved in most of the interviews, since while the respondents told their stories, 

they referred always to what their friends thought, said or did.  

 Redirection techniques by silence and communication check. Silence is kept by the interviewer 

to make the interviewed person to look for a more appropriate answer or when the 

respondent feels uncomforted by the introspection of herself.  

In order to solve that silence, a communication check consisted in repeating the 

respondent’s answer asking for a more detailed explanation or expression of the used 

concept (Facebook, e-commerce or f-commerce). Simply a repetition of the question that 

provoked silence in a paraphrased way was used. 

Limitations of the ZMET method 

Being aware that any method has its limitations and weaknesses, the following were 

identified. We have not been specially trained as suggested by the author of the technique 

(Zaltman, 1997). The method was labor intensive and time demanding, it took two hours 

per person, besides to add the results report and analysis, taking the largest part of the 

thesis research. Moreover, during the interview process participants got exhausted due to 

the long interviews, limiting their thoughts. Furthermore, ZMET method is an approach 

that is not generalizing but giving contextual results (Catching-Castello, 2000). Additionally, 

the perceptions identified by the participants toward f-commerce were influenced by their 

experience of Facebook.  

In order to cover all of the above limitations focus groups were the next method used in 

this study. This was done in order to fill in the gaps in the study that the applied ZMET 

method could not fill, for instance in the process of interviewing and projecting of the 

interviewees constructs.  
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3.3.2.2 Focus groups 

Focus groups are used in the marketing research, where opinions, perceptions and 

understanding of consumers’ behavior are of interest (Kitzinger & Barbor, 1999). 

Therefore we decided to adopt this method. 

According to Morgan (1998), the data can serve as a preparation for a survey questionnaire 

and interviews. “In multi-method uses, focus groups typically add to the data that are gathered through 

the other qualitative methods such as participant observation and individual interviews” (Morgan, 1997, 

p.4). Used to complement a research, focus groups data served as a follow-up data to 

deepen the insights on the topic of f-commerce.  

Focus groups are a face-to-face interaction between the researchers and targeted sample 

group (Wilkinson, 1998) or a well-constructed discussion in order to obtain the perceptions 

in a specific setting (Kreuger, 1998). In general, the focus groups generate discussions in a 

specific and controlled setting, where opinions about the topic of interest for the 

researcher-moderator are extracted (Smithson, 2000). Therefore, we adopted this method 

and directly conducted two focus groups on the topic of f-commerce, shopping through 

Facebook.  

Important for us was what the purpose of using the focus group as a method is; why 

groups’ opinion and not individual’s matter (Smithson, 2000). At the initial stage of our 

research, we concluded that the focus groups could enable the examination of people’s 

different perspectives when they are in a certain social network – among their peers, among 

people having the same interest. Oppositions, interactions, relatedness to the peer group, 

and norms might reveal (Kitzinger & Barbour, 1999). That served ideally our research on 

consumers’ perceptions and attitudes toward f-commerce. Since it was not the only method 

used for our research, two focus groups have been conducted with six people each, where 

the success was proven through the reach of long arguments and discussions almost 

without our interference.  

In comparison to the other data collection methods used in the thesis, focus groups were 

better to explore how views and opinions are constructed, while the questionnaire was 

better for gathering quantitative data to reveal how the participants think (Kitzinger & 

Barbour, 1999). When comparing with the ZMET method, the focus groups captured the 

group opinion and influence instead of the personal. 

Advantages of the focus group method 

There are certain issues and insights that appear only when the individuals are grouped in a 

‘public’ discussion (Smithson, 2000). Confusion, contradiction, sites of disagreement can be 

studied by the researchers. Furthermore, the focus group can serve as a safe space for some 

of the participants. Moreover, it is the best setting for those, who easily express their voice 

in a public, but are afraid to talk on a personal level in a dialogue solely with the researcher. 

Furthermore, grouping the people reduces the expenses of the research and could provide 

a nicer environment for discussion and openness of the participants (Kitzner & Barbour, 

1999). An example is a random participant that joined the focus group out of curiosity. 
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Limitations  

Including the focus groups in the mixed method study deepened our knowledge of the 

consumers’ perceptions toward f-commerce, however we were limited by the researched 

setting that we had. Some of the limitations that we experienced and stated by Smithson 

(2000), such as dominant voices emergence, risk of moderator influence and interference 

and public vs. private opinion. We propose our solution to them in Appendix 6. 

Focus groups construction in the study 

In most of the research literature, the ideal number of the participants in a focus group for 

a market research is from eight to twelve. However, it is criticized by many researchers, and 

most of the focus group researches have been done in groups of five or six participants. 

There are evidences for smaller ones, groups of three (Kitzner & Barbour, 1999). A 

number of four participants have been aimed at in this study. Throughout the research 

process, we have achieved two focus groups of six participants each, due to the curiosity of 

the participants’ friends to join the discussion as well. The setting has been student places 

for entertainment, which further made the gathering of the focus groups easier and without 

any formal constraints of openness of the attendants. 

 

When the researchers want to capture the social network effect, peers and people having a 

certain relationship would be more relevant (Kitzner & Barbour, 1999). The context of the 

studied in the thesis phenomena is social network in itself. Therefore, we did not aim at 

discriminating the factor of peer groups. The selection of the participants was done 

according to our Facebook networks and our personal ones and therefore the peer group 

effect was obvious and obtained. It was common that the participants knew each other. 

Moreover, there was a multicultural background of the focus groups that made the research 

stage of the focus groups applicable in different cultural contexts. The authors have tried to 

achieve as diverse group as possible in order to escape from a single-culture context. 

Participants from Sweden, East Europe and Asia were present at the focus group 

discussions (Appendix 5). 

3.3.2.3 In-depth interviews with the merchants, as users of F-commerce 

When it comes to the merchants’ data collections, there were different types of 

interviewing we could choose from to fulfill the purpose of our study. The variation is 

from structured to unstructured form of setting the questions (Gubrium & Holstein, 2001). 

However, in order to get a better understanding of opinions, perceptions and attitudes 

towards a certain topic, the advice is to use unstructured in-depth interviews (Johnson, 

2001).  

 

In-depth interview is a social form of personal and interpersonal interaction, where the 

researcher leads the dialogue without any pre-determined and strictly followed questions 

(Johnson, 2001). The main purpose of the in-depth interviews is to capture the wisdom and 

the knowledge of an individual, giving them space to express themselves both freely and 

extensively. The setting that the in-depth interviews are is in the construct of one-to-one, 

face-to-face interactions in an intimacy for better personal disclosure (Johnson, 2001).  
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In our thesis, we conducted in-depth interviews with retailers in Jonkoping, Small and 

medium enterprises (SMEs) that are the potential users of f-commerce (Chaney, 2012). 

Some of them were achieved through entering their physical stores and asking directly for 

an interview, others were part of our contacts. The collection of the merchants 

perceptions, attitudes and thoughts have been gathered from eleven SMEs. Three of them 

were already using the f-commerce applications for their business, the rest had some 

insight that such marketplace exist, but did not have any idea what exactly it is and how 

they can use it for their business, one is considering opening a shop on Facebook. All but 

one of the merchants had an e-commerce website and a Facebook page. A detailed profile 

of the companies is presented in appendix 10. 

3.3.3 Quantitative data collection 

In our mixed method approach, we used the most common way to collect quantitative data 

- through a structured survey questionnaire (Saunders et al., 2007). 

3.3.3.1 Survey Questionnaire   

In order to analyze the perceptions of a unit of interest, in our case the potential users of f-

commerce, different ways to gather the perception data could be used (Dolan, 2001): 

 A 1-10 scale, where the respondents are asked to provide a rating to indicate 

whether they agree with a certain statement or not.  

 A typical rating scale that is used to collect perception data is the semantic 

differential scale, having a choice between five to seven points, where at the pillars 

there are adjectives such as “unreliable – reliable”, “hard-to-use – easy-to-use”, 

“low-priced – high-priced”, etc.  

In our questionnaire the pillars chosen were “disagree – agree” when asked about the 

perception statements and a percentage scale from 0 to 1003 . The statements have been 

identified on a later stage of the research after the analysis of the qualitative research 

techniques.  

However, one cannot expect that the perceptions of the people are homogeneous toward 

an object (Dolan, 2001). Therefore, grouping of the data might be required. However, if an 

assumption of homogeneity among the respondents is accepted, then the data can be 

averaged among the respondents and generalized across the chosen sample (Dolan, 2001).  

In our thesis, the respondents were assumed to be a homogenous group of Facebook users 

and online shoppers. Therefore, the latter presentation of the results was used. When an 

average data is present, a visual representation of the profile analysis is useful for the future 

analysis of the data. According to Dolan (2001), there are two main tools for a profile 

analysis- snake plot and perceptual mapping. 

                                                 
3The software was one of the main reasons to use the percentage scale. The visual presentation of the survey 

with this scale made it easier for people to answer it and go through. 
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3.3.3.2 Perceptual mapping techniques 

 Snake plot 

Snake plot is mostly used, when averaging all the attributes assessed from the respondents. 

This would give insight of the mental relative position of two separate objects (Dolan, 

2001). However, the effectiveness of the snake plot representation depends on how many 

objects are used. The less they are, the more powerful approach the snake plot is. If there 

are numerous objects of analysis, then the visual representation of the relative positioning 

can become complicated and other techniques might be better to yield a proper analysis 

and results (Dolan, 2001).  

 Perceptual multidimensional map 

In a case with a large number of objects a perceptual multidimensional mapping techniques 

are commonly used among the marketers. The output of the perceptual multidimensional 

mapping technique is a map of objects chosen in a space of attributes (Dolan, 2001).  

The discussed above types of perceptual displays are generated by the data collected from 

the consumers’ perceptions toward product/concept/phenomenon. It is the most 

common way that gives initial evaluation of proximity information (Ghose, 1994).  

According to Dolan (2001) the purposes in which a snake plot and perceptual maps are 

used are: 

1. To obtain a better understanding of current positioning and market structure. 

2. To test whether a new product concept being considered for introduction would be 

perceived. 

3. To provide direction to research and development with the efforts to better satisfy 

the needs and wants of the brand consumers. 

3.3.3.3 Snake plot implementation for data analysis  

Two of our objectives were RQ3: What perceived risks have been transferred from 

Facebook and e-commerce to f-commerce? And RQ4: Where is f-commerce positioned 

compared to e-commerce and Facebook? Therefore, the snake plot was chosen as a good 

visual representation of the respondents’ answers according to the perceived risks 

identified by the consumers. 

The collection of the perceptions of an f-commerce from the consumers is valuable for the 

sellers to test whether their intended marketing strategies are perceived by the buyers. On 

the supply side, this would give to the merchants an idea how their f-commerce page is 

perceived, how it can be changed and how the consumers’ perceptions could eventually be 

changed. The snake plot is a useful starting point in the strategic planning of the companies 

that want to enter the f-commerce space. It gave us an idea what attributes of both 

Facebook and e-commerce are positively transferred to the f-commerce perceptions and 

attitudes and what attributed are negatively transferred in the consumers’ minds.  



 

 
40 

3.3.3.4 Limitations of the snake plot technique 

The snake plot technique is a static view of the consumers’ perceptions that would not be 

able to detect trends and changes (Dolan, 2001). However, though it might help for the 

strategic marketing decisions of companies using it, it does not proved guarantees whether 

by knowing the perceptions of the consumers, they would be able to reach higher goals 

(Dolan, 2001). Therefore the support of the other method techniques to reach our purpose 

was included. 

3.3.3.5 Questionnaire and sampling 

The questionnaire used for the snake plot, contained controlling questions for the 

respondents’ usage of both Facebook and e-commerce. The following after them 

statements were asked for the three topics – Facebook, e-commerce (“online shopping”) and 

f-commerce (“shopping through Facebook”). The demographic questions at the beginning have 

been asked for identifying eventual cultural and age influences on the answers, since the 

perceptions and attitudes of the people are influenced by their cultural background.  

The survey was conducted online in April 2012. The number of respondents after the end 

of the survey was administered to 264 Facebook users out of a sample of 380. The sample 

used is a convenience sample with a snow ball and viral effects, because the research on 

Facebook commerce is new and most of the users would not know the topic (Saunders et 

al., 2007). Furthermore, it had the self-selection mechanism, since the survey was published 

on our profiles and our friends’ profile on Facebook and was open for anyone willing to fill 

it in. Therefore it was difficult to obtain randomized results (Riffe, Lacy and Fico, 1998)  

The responses gathered form a small-sample survey and more similar ones with different 

groups needed to be done in order to generalize (Saunders et al., 2007). However, most of 

the studies on Facebook use sample with around 200 users for their research, which made 

our sample valid and reliable, though general proofs cannot be achieved (Debatin et al., 

2009). 
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3.3.3.6 “Boost your Karma” - Survey launch 

Throughout the survey, messages containing the different persuasion principles by Cialdini 

(2001) were accommodated to achieve a fast dissemination of the survey and a vast number 

of answers under the time frame of less than two days (table 5).   

Table 4 "Boost your karma" messages in the questionnaire. 

Message 

location 
Description 

Principles 

 

Message shown 

on Facebook as a 

status update, 

tagging people: 

“Boost your Karma!!!” 

The intention behind this message 

was to evoke the feeling and need 

to help another person, as well as 

to help themselves. Liking and 

reciprocity principles were 

achieved. 

Meta tags 

description: 

Please help me graduate, I want to go 

home!jibs.eu.qualtrics.com (Qualtrics 

survey, 2012) 

Please, please answer this Facebook 

and Online Shopping survey so I can 

graduate, thank you!! 

Liking was achieved by first 

targeting people who shared the 

similarity of have written a thesis 

and lived abroad. Reciprocity for 

them may be expected in the 

future, by helping someone to 

graduate. 

Inside the survey 

introductory 

message: 

“Please, please, really please answer 

this “Online Shopping on Facebook” 

survey. I need to finish my thesis 

now!!! Thank you for helping me!” 

(Appendix 14). 

In this message the principle of 

scarcity was added by the word 

“now!!!” and reaffirming the 

appreciation gesture of the liking 

principle at the end. 

End of survey 

message: 

“Thank you, thank you, really thank 

you!!! Boost your Karma - Share the 

link with your friends here on 

Facebook: -link of the survey-

“(Appendix 14). 

At the end of the survey the 

liking, reciprocity and consistency 

principles where evoked by 

thanking them and asking them to 

keep helping by sharing the 

survey. 

The theory behind the survey messages contained five principles of persuasion throughout 

the messages and the tagging of key Facebook contacts:  

1) Liking. Persons like those who like them share some sort of similarity, and who 

like them. The application of this principle is based on uncovering real similarities 

and to offer sincere appreciation (Cialdini, 2001). 

2) Reciprocity. People like to help others expecting reciprocity in the future for 

their actions, they give what they want to receive (Cialdini, 2001). 



 

 
42 

3) Consistency. Individuals align with their commitments when these are active, 

public and voluntary. Good turns are one reliable way to make people feel obligated 

to you (Cialdini, 2001). 

4) Social Proof. People follow the lead of similar others by the power of peer 

pressure. When individuals are being solicited and see a reasonable number of their 

friends’ names on the soliciting list they are more likely to comply with the request 

(Cialdini, 2001).  

5) Scarcity. People value what is less available, and stand to gain in terms of what 

they stand to lose (Cialdini, 2001). In this case, scarcity came with the limited time 

to answer the survey, provoking a sense of urgency to answer the survey in the 

moment and do not procrastinate the action. 

As explained before, arousal of liking and reciprocity were evoked with the messages. 

However, people need more than just liking you in order to achieve persuasion; they need 

to feel committed to what you want them to do (Cialdini, 2001). Thus, we tagged them into 

the posts to comply with the principles of consistency and social proof (Appendix 13). 

3.3.3.7 Dissemination of the survey 

Designed in English and translated into Spanish, the survey was first shared by Carlos 

Valles by tagging his contacts; including Antonia Petrova. The tagging criterion was 

according to their number of likes and wall activity, as well as by the probability of sharing 

the survey on their walls. This criterion was set to comply with the principles of liking and 

reciprocity (Cialdini, 2001).  

In order to obtain answers from Facebook users not related directly to the authors of this 

thesis, we proceeded to tag pages of organizations such as “Studera World Sverige” - a 

student organization formed by students with almost 600 international contacts. The 

tagging resulted in obtaining answers from Facebook users outside of our contacts list, 

after the 40th person tagged. Appendix 13 contains some of the extracts of the tags and 

shares through Facebook. 

The survey was shared in different walls around Facebook and it reached three-hundred 

and eighty Facebook users – our sample size, obtaining an eighty four per cent rate of 

completion of the survey; achieving 264 respondents. The survey went from the afternoon 

of the 30th of April to the early morning of the 2nd of May, in GMT +2 time zone. 

Forty three different nationalities participated in the survey, where the most significant 

countries in number of responses were: Sweden (19%), Latvia (16%), Mexico (14%), 

Bulgaria (10%), and Germany (8%). Other countries such as the United States, Lithuania, 

Poland, the Netherlands, and United Kingdom represented most of the other thirty per 

cent (Appendix 12).   
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3.4Reliability of the thesis research 

Understanding consumer behavior factors is based on situational approaches, since most of 

the actions are based on influences from the environment. It is usually the experience, from 

which a concept is built in a particular situation (Hoffmann, 2007). First, it is the initial 

sensory information, followed by reduction, and then interpretation to reach conclusions 

or actions (Solomon, 2006). That is why the methods chosen in this thesis aimed at 

understanding and interpreting the perception and attitudes of the Facebook users toward 

f-commerce in the current situation, without aiming at generalizing. We were aware that the 

results would not give accurate prediction of the behavior of the users of f-commerce; 

however a general probable interpretation of the findings would be enough for getting 

initial marketing research insights for the adoption barriers of f-commerce as a new 

marketplace. 

Furthermore, since we adopted the heuristic philosophy of doing the research, the main 

purpose was achieved through the search for and identification of the relevant attributes of 

perception and attitudes towards f-commerce. The mixtures of methods – ZMET, in-depth 

interviews, focus groups and survey, was the best choice for the best understanding of the 

consumers and merchants perceptions toward f-commerce.  

The introduction of short tests of the f-commerce in practice during several of the in-depth 

interviews further helped for a better observation of the users’ behavior and understanding 

of their attitudes. The process of testing of the concept at the research setting helped for 

proving the reality of the situation, which as discussed by Hoffmann (2007) derives more 

accurate abstract ideas and correct practical form of the research.  

3.5Validity of the thesis research 

Validity means if the research reflect the investigated phenomena in reality (Malhotra & 

Birks, 2006). ZMET is a patented research tool used by corporations such as Coca-Cola, 

Reebok, AT&T, among others (Catchings-Castello, 2000), which has been discussed and 

supported by several researchers for extracting perceptions and attitudes in the marketing 

research (Khoo-Lattimore et al., 2009;  Lee et al, 2003; Catchings-Castello, 2000), giving its 

validity in itself. The use of images has been used for over fifty years in the marketing 

research field (Denzin, 1989). Metaphor imaging is socially shaped and shared in a culture – 

online social networking culture, and consequently shared by an entire market segment -

Facebook (Ortony, 1993).Furthermore, the personal interviewing during the process has 

the merits of the in-depth interviews, which is one of the traditional ways of exploring a 

subject through qualitative research, and their use cover the limitations of the focus groups 

(Fern, 1982). Moreover, the laddering technique and the Kelly Repertory Grid, as building 

blocks of the ZMET method, are proved to be valid and reliable by researchers as Kelly 

(1963), Gutman (1982) and Shaw and McKnight (1980).  

We, as a research team, were aware of the importance of providing valid and reliable data, 

especially when we have not been previously trained. Conscious and committed to do that, 

we implemented each of the ZMET method steps according to the theory found in diverse 
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articles, and throughout all the interviews we improved the process to the next interviews. 

We audio recorded the two-hour-personal interviews to improve this process, and the 

images have been saved. Constant feedback from the participants was asked for, in order to 

improve the implementation of the method and interpretation of the findings. The sixteen 

ZMET participants were aware of the length of the interview and still had the interest and 

willingness to be interviewed and audio recorded. 

Since one of the biggest limitations of the ZMET method is that it gives contextual results, 

there may be issues of validity. However, all the ZMET participants present the 

homogenous group of Facebook users with international background (Appendix 5). The 

only contextual influence is the one of being Facebook users; though these are the 

respondents that we aim at in our purpose. Therefore, the validity of our results is not 

interrupted. Furthermore, the mind of the people is socially constructed and usually all the 

constructs and associations are done in the sociocultural contexts, which produce similar 

meanings. Hence, the consensus map as end stage of the ZMET method, even if it is based 

on a small sample of participants, it is representative for a larger one (Zaltman, 1987). 

In consideration to the quantitative data collection, the perceptual map (snake plot), 

confirms its implementation as extremely useful addition to any marketing analysis (Dolan, 

2001). It gives just a static view of a perceptual positioning of f-commerce in comparison 

to Facebook and e-commerce in the minds of the Facebook users. Based on that, some 

initial points of strategic planning can be done (Dolan, 2001). Furthermore, through 

identifying perception comparisons, it suits to explore the perceived risks in the minds of 

the consumers, which validates the use of the perceptual mapping technique in our thesis. 
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4Results and analysis 

This section presents the results from our thesis research followed by their analysis. A consensus mental map 
as result of the ZMET method exhibits the main constructs of consumers’ perceptions, by explaining the 
perceived risks and benefits associated with f-commerce and their connection to end-state values. 
Furthermore, the survey results present a perceptual map that strength the findings form the qualitative 
design, showing the perceived risks transferred to f-commerce. Additionally, the perceptions of merchants are 
explained in terms of their perceived risks. Finally, the attitudes of Facebook users are analyzed by their 
function.   

4.1Consensus mental map of consumers for f-commerce 

According to step ten in the ZMET method procedure, we constructed a consensus mental 

map from the sixteen mental maps received from the interviews; figure 6 presents this 

aggregate consensus map (mental model). This consensus mental map presents f-

commerce and its connection with dominant concepts and values. The dominant concepts 

were identified by frequency of repetition by a minimum of four respondents (Christensen 

and Olson, 2002), and values through the laddering technique used in the method. 

According to Christensen and Olson (2002), there are diverse rules of thumb to enable an 

easy reading and interpretation of a consensus map: 1) Look for central constructs which 

are greatly connected to several other constructs, 2) Observe the overall goal/end state 

values, 3) Identify missing constructs or ideas that were expected to be present but are not. 

4.1.1 Central constructs and end-states 

Figure 6 reveals several constructs such as categorization, fun and entertainment, 

convenience, awareness, social aspect, curiosity, content, and overall security, which are 

connected to f-commerce. Due to the fact that these constructs are connected to smaller 

constructs that also rotate around them and to f-commerce, they define themes or frames 

of reference. These frames of reference are a set of evaluative criteria of consumer 

perception and thinking; explained by the ladder of inference (Senge et al, 1994). Within 

this section we will describe and analyze the main constructs of the consensus mental map. 

Categorization 

As stated by Mervis and Rosch (1981) the existence of mental categories in consumers’ 

minds are associated to some level of liking or disliking towards a new brand or a product. 

This is not the exception for f-commerce.  For consumers, e-commerce and Facebook are 

quite distant to be under the same category. Therefore, f-commerce has not found a space 

in the mental category of consumers and merchants to position Facebook as a marketplace. 

When I think of f-commerce the first thing that comes to my mind is an insecure 

nerd working in a computer trying to manage the sales of a company, of someone 

who doesn’t have the ability of selling but directly conducting that practice. 

Another thing is informal, like an on the side business, the same as you purchase 

something on the street; you don’t get any receipt-even though you might get one 

on Facebook. It’s like mixing business with friends and family, normally they say 
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you shouldn’t mix them. I don’t want to be bothered with advertisements and 

distracted from my main purpose which is to see pictures and communicate with 

friends, that’s why I feel overloaded and I want to keep Facebook for what it is” 

(Ivan, male, Mexico) 

Thinking of f-commerce makes me think of a picture of a big car accident on the 

highway (Annika, female, Germany). 

The first comment paragraph obeys to the findings from Aaker & Keller (1990), which 

states that the perceived technical expertise is an important factor for consumers when 

positively evaluating a brand extension. Therefore, Facebook is not perceived as having the 

technical expertise to deliver e-commerce via f-commerce. 

Fun and entertainment 

Respondents emphasized the aspect that Facebook lays on the category of entertainment 

and fun, a place where leisure can be found, matching the findings from Debatin et al 

(2009). Hence, they expect f-commerce to go through the same path by having content 

that produces an end-state of happiness by the means of entertainment and leisure 

experiences. These findings conform with the theory on values and its explanation 

(Rokeach, 1979; Gutman, 1982), as well as to the expectancy theory (Rosenberg, 1956), 

since consumers anticipate the Facebook original touch to be present. 

Convenience  

This was one of the most frequent constructs mentioned by respondents when it came to 

Facebook and e-commerce, as well as expected to be found in f-commerce. Accessibility 

due to the fact of being on Facebook was a key factor which was described by respondents 

as time saving, fast and easy to use. Moreover, the most important positive attribute found 

under this category was “One click”, referring to the fast and easy way to communicate with 

others via Facebook, instead of calling, emailing or sending SMS. Although, the first 

attitude towards f-commerce was of dislike from most of the people due to categorization 

(Mervis & Rosch, 1981), the benefit of convenience was perceived by some of them 

(Debatin et al., 2009; Forsythe et al., 2006). 

Social aspect 

This construct was referred as the opportunity to communicate with friends while 

shopping, and meet new people who share parallel affections to the same products or 

brands; accepting the idea of going social with e-commerce (Stanford Conference on 

Entrepreneurship, 2011). It is important to denote that most of the participants showed a 

positive attitude towards Facebook and e-commerce being global, indicating a broad mind 

instrumental value to pursue excitement in their lives and self-transcendence as an end-

state by having access to people from other countries (Rokeach, 1979). Moreover, the 

sense of belonging by being part of brand and product communities (Kahle et al, 1994) was 

found. 
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Social aspect while executing a transaction, why not, it’s good and you don’t lose 

one or the other (Tsveti, female, Bulgaria). 

Curiosity 

Regardless of the reluctance towards f-commerce by most of the participants, they showed 

curiosity towards knowing and experiencing it more. The averseness towards f-commerce 

follows the ego-defensive function theory on attitudes, while the curiosity shown obeys to 

the knowledge function theory (Kantz, 1960). 

Content 

This construct was referred by participants as having options when it comes to products 

and other information, a quite important element associated with the feel of control which 

will be covered in depth in the following sections. Availability of new products, discounts 

and access to updates of information led to uniqueness as an instrumental value to pursue 

the end-states of self-esteem and social recognition (Beatty et al, 1985; Rokeach, 1979). At 

the same time, the possibility of having a varied assortment of products also led to an 

overload of information which directed to stress and irritation; a potential threat to feel 

incapable and consequently leading to lose the sense of accomplishment (Rokeach, 1979). 

I grew up in Tranås (a small town in Sweden) where we only had one store and a 

few products to choose from, everybody was wearing the same shirts. When you 

are a kid is good to wear the same clothes but when you grow up, you need to be 

different (Jessica, female, Sweden). 

Furthermore, the consumers showed a higher preference towards consuming digital 

products such as films, music, and venue tickets rather than physical goods. 

Overall security 

The sense of security is an important mean value in the accomplishment of conservation as 

an end-state, a vital status for human beings (Shwartz & Bilsky, 1990). Value which is 

related to the ego-defensive attitude held by consumers towards some products (Kantz, 

1960), in order to maintain this end-state. As previously stated by Schiffman and Kanuk 

(2010), the purchase or adoption decisions of consumers is affected by the perceived risks 

associated to the product; in this case to f-commerce.  

4.1.2 Perceived risks by Facebook users as consumers 

The constructs associated to the perceived overall security will be presented as part of the 

identified perceived risks (Hirunyawipada & Paswan, 2006; Featherman & Pavlou, 2003) 

contained in section 2.4 of this thesis: 

 Social risk was associated to the belief that the information uploaded and shared via 

Facebook is frozen on the web and can be accessed by third parties; shared belief 

connected to the perceived risk of privacy.   
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The pictures and information that you put on Facebook stay there, is 

frozen, and never gets deleted. Even though you delete it, it gets stored 

somewhere (Kevin, male, Sweden).  

 Privacy risk was also found to be linked with the common belief of being observed 

by Facebook4, possible stalking from some people by watching on their profile 

activity, private information sold by Facebook and apps, as well as possible theft 

and misuse of their personal information which could lead to harm their personal 

image. The end-state values threatened by the perception of this risk are self-esteem 

and social recognition, stated in appendix 9. 

 

With Amazon I am ok with what I share, with Facebook (f-commerce) the 

whole world knows about it (Edrion, male, The Netherlands). 

 

Moreover, the beliefs held under this category were found to be also interrelated to 

the psychological, security and physical risks. 

 Psychological risk also involves stress and irritation by overloading of information, 

addiction by finding concentration difficulties (hard to focus) on their main tasks, 

and spending too much time on Facebook. The first one possibly connected in 

some isolated cases to physical risk explained further, while the last one 

interconnected to perceived time risk. 

 Time risk was associated with possible addiction due to spending too much time as 

previously stated in psychological risk; threatening the value of achievement, and 

consequently self-enhancement (Shwartz & Bilsky, 1990).  

 Security risk was found to have a strong connection not only to privacy and 

psychological risks but also to financial risk; where the end-state of conservation 

was an important factor to be maintained. This finding was a shared perception for 

e-commerce as product-category and Facebook as a product-specific risk (Dowling 

& Staelin, 1994). 

 Financial risk was mentioned in e-commerce and especially under f-commerce as 

one of the major concerns to be perceived. Shared beliefs with e-commerce include 

the hacking and theft of credit cards, and its relation with physical consequences 

such as identity theft. These findings correlate to the ones by Debatin et al. (2009) 

and Miyazaki and Fernandez (2001) on Facebook perceived risks and e-commerce 

risks, respectively.  

 Physical risk was perceived as the consequence of the other mentioned risks, as well 

as the opportunity cost of spending time on outdoor activities with friends in a 

physical environment. In words of Forsythe et al. (2006), the lack of human touch 

in the shopping experience. 

 Performance risk was associated with the lack of perceived benefits by using f-

commerce, as well as the physical and financial perceived risks of not receiving the 

                                                 
4The image of the big brother eye was a common picture shared by the different participants of the study 

(Appendix 4) 
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purchased products. Also, the uncertainty of receiving customer service through 

and after their purchases was a crucial factor of consideration by the participants. 

Trustworthiness not only towards f-commerce but to third party entities such as apps and 

brands that have pages on Facebook was a main concern towards shopping on Facebook. 

Consumers also stated that since these brands are independent and not certified, there is a 

risk of finding false pages. Further to this, comments made by friends and the recognition 

of authenticity in brands are positive factors to construct on the overall trust towards 

conducting online shopping on Facebook.  

It is important to differentiate what perceived risks come from the product as a category, 

and which ones come from the product in specific, to comply with the differentiation 

according to Dowling and Staelin (1994). Therefore, we conducted the survey to 

differentiate through a positioning map what risks belonged to product-category and which 

ones to product-specific; this, to answer: RQ3 what perceived risks have been transferred 

from Facebook and e-commerce to f-commerce? And RQ4 where is f-commerce 

positioned compared to e-commerce and Facebook? 

4.1.3 Control and convenience to end values 

The findings in this section come from the application of the laddering technique in the 

ZMET interviews applied to consumers; which showed the importance of how some of 

the perceived attributes facilitate or block their desired end-states. The next factors were 

found essential to be considered for the adoption of f-commerce by consumers. The value 

categories are connected to the specific values and the associated perceived. 

Table 5. Control as an end-state value and perceived risk of adoption. 

 Categories Values Perceived risks 

C
o

n
tr

o
l 

Conservation Security Physical, privacy, security and 

financial 

Self-enhancement Achievement and power Psychological 

C
o

n
ve

n
ie

n
c
e
 Customer 

experience 

Efficiency, self-esteem  Performance, time, psychological 

Consumption 

specific values 

Convenience shopping Performance, time 

 Sources: control categories (Shwartz and Bilsky, 1990), customer experience (Beatty, Kahle, Homer and Misra, 1985), 

consumption specific values (Vinson, Scott, and Lamont, 1977), perceived risks (Featherman and Pavlou, 2003) 

 Control. Consumers want to perceive that they are in control and have the ability to 

make decisions with a variety of options, and not by imposition. What they share 

on Facebook, their privacy and the acceptance of terms and conditions by 

Facebook and third party applications should be decided by them. Therefore, they 

expect to be in control of their buying experience by using f-commerce, but some 
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of them felt that this would not be possible when they took Facebook as the parent 

brand of f-commerce.  

Table 6 shows the way of how the perception of “having control” by the 

consumers is connected to their end-state values (Gutman, 1982) and their 

perceived risks of adoption (Schiffman & Kanuk, 2010). 

The sense of possessing control is linked to the end-state values of conservation 

and self-enhancement, which at the same time are connected to the physical, 

financial and psychological perceived risks as adoption barriers.  

Consumers feel their conservation end-state value threatened when they are not in 

control of: 1) what personal data it is shared on and through Facebook by third 

party websites and apps, 2) the use that is given to this shared personal and private 

information. These aspects are translated by the gathered information from 

common beliefs that this might lead to damage their personal brand reputation, 

being observed, and the hacking of bank accounts (Debatin et al., 2009). 

When it comes to the threats to the self-enhancement value, the lack of control 

when using the website, produces the feeling of frustration and irritation; not only 

towards the site but with them as well, producing the feeling of being “dumb”. 

If I need to add an app (Payvement5) to do something on Facebook I have 

to accept all what they want from me, they don’t give me options. They 

impose things to me that I have to accept like sharing things on my behalf, 

this makes me feel not in control (Maria, female, Sweden). 

 Convenience. Even though most of the interviewed consumers showed an ego-

defensive attitude towards f-commerce, the convenience factor of having 

everything on a click of a button was an important factor for them. 

 

The value of convenience is related to the sense of achievement and self-esteem 

through the values of efficiency of their time, being translated in convenience of 

shopping. It is important to mention that consumers shared the value of 

convenience in communicating with their contacts in a fast way, since they didn’t 

require having the phone numbers or type in the email addresses. Thought by some 

consumers, convenience as value was expected to be encountered in f-commerce. 

As a result of these two aspects: perceived risks such as physical, privacy, 

psychological, and financial are connected to these value categories. 

 

I use Facebook to communicate easily and fast with my friends and 

contacts since I don’t have to worry about getting their emails and typing 

them wrong. (Julien, male, France). 

                                                 
5Payvment is an f-commerce application that allows companies to sell inside Facebook. 

http://www.payvment.com/ 
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Figure 6. Consensus mental map of f-commerce. 
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4.3Perceptual map of Facebook users as consumers 

After identifying and analyzing the perceived risks toward f-commerce obtained from the 

ZMET interviews and focus groups, we developed a questionnaire to build the snake plot. 

This perceptual map was constructed in order to strength the findings from the qualitative 

design, regarding RQ3: perceived risks transferred from Facebook and e-commerce. As 

well, to answer RQ4: f-commerce position in comparison to e-commerce and Facebook.  

The snake plot assists in the differentiation of what risks belong to Facebook as product-

specific, and which ones to e-commerce as product-category; following the theory stated by 

Dowling and Staelin (1994).   

4.3.1 Snake plot questionnaire design 

The questionnaire was constructed by using the results from the ZMET interviews and the 

focus groups, along with the previous findings of perceived risks in e-commerce as 

“category-based” product (Fiske & Pavelchak, 1986), and Facebook as a parent brand 

(Aaker & Keller, 1990). The perceived risks have been categorized under the risk 

dimensions stated by Featherman and Pavlou (2003) connected to the statements used in 

the survey (table 7). 

Table 6 Risk dimensions included in the survey. 

Risk 

Dimension 

Statement Risk Dimension Statement 

    

Performance, 

psychological, 

time 

Is easy to use Time Takes too much time 

Security & 

Privacy 

Is secure Financial Can safely process my credit 

card 

Overall  Is trustworthy Privacy& Social Let’s me control what I share 

 Apps are trustworthy   Respect my privacy 

 Pages are trustworthy    

Privacy Let’s me be anonymous Psychological Listens to my complaints 

Performance Solves my complaints  Is stressful 

Furthermore, the statement “is likable” was placed in the survey to obtain the level of 

positive attitudes towards F-commerce, Facebook, and e-commerce. Lastly, the last 

question in the survey refers to the measurement of attitudes towards buying on Facebook 

under the same scale of 0 to 100. 
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It is important to recognize that the measure of consumer attitudes does not correlate to 

the behavior to be implemented towards f-commerce (Protano, 2011). The results obtained 

from attitude measurement studies might show a variation in the results due to the time 

frame between one and the other; direct factors such as experience of the product or 

indirect ones - advertising and recommendations may have an influence (Solomon, 2006). 

4.3.2 Perceived risks transferred from Facebook and e-commerce to f-

commerce 

The results from the survey have been analyzed with Excel, producing a snake plot as 

perceptual map. This perceptual map represents the perceptions and attitudes of 

consumers towards f-commerce in comparison to e-commerce and Facebook, according to 

the statements provided in the survey. As mentioned in the previous section, these 

statements are connected to the perceived risks that were found on the performed 

qualitative study and that were based on Featherman and Pavlou (2003).  

The findings of this section refer to theory on product and brand extensions and their 

attributes inherited from the parent brand (Broniarczysk & Alba, 1994), as well as theories 

on evaluation of products based on previous experiences (Saaksjarvi & Lampinen, 2005).  

 

Figure 7 Snake plot of f-commerce, Facebook and e-commerce. 

According to the results contained in appendix 12 and figure 7 the identified perceived 

risks transferred from Facebook to f-commerce are the following: Overall risk (is 

trustworthy, apps are trustworthy, pages are trustworthy); Privacy and Security (is secure); 

Privacy (Lets me be anonymous, respects my privacy); Psychological (is stressful, listens to 

my complaints); Performance (solves my complaints); Financial and Security (can safely 

process my credit card). These findings obey to the product-specific risk theory (Dowling 

& Staelin, 1994), brand extension theories (Bhat & Reddy, 2001) and attributes transfer 

theory (Aaker & Keller, 1990; Boush & Loken, 1991). 
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When it comes to the transferability from e-commerce to f-commerce, the perceptual map 

does not show a strong short distance between these two. However, our findings from the 

qualitative study showed that consumers had general concerns that come with the practice 

of online shopping in general, as found in previous research (Chaffey, 2007). 

We have come to the conclusion of accepting transferability based on the presumably small 

distance between the positioning points of Facebook compared to f-commerce on the scale 

rate from 0(disagree) to 100(agree); analysis which has been interpreted from Dolan (2001).  

The assumption of this small distance among the points comes from the obtained results 

given by the ZMET interviews and focus groups. The assumed measure of this small 

distance is in terms of the visual positioning length between Facebook and f-commerce, in 

terms of the distance of these two, compared to e-commerce. Moreover, it is important to 

consider that the provided statements are positive and ranked from disagree to agree. 

4.3.3 Position of f-commerce compared to Facebook and e-commerce 

As shown in the results of appendix 12 and the snake plot in figure 7, a considerable 

distance from f-commerce to e-commerce was found. Aspects such as security, privacy, 

customer service expectations, safety in credit card processing, overall trustworthiness and 

trust towards third party apps and merchants were distant from e-commerce. The distance 

between f-commerce and e-commerce in the mentioned aspects ranged between 18 and 33 

per cent difference, with an average of 21.64 points in between.   

These comparison findings about f-commerce add to the qualitative results obtained from 

the ZMET interviewees and focus groups. The perception of f-commerce from the 

consumers is quite distant from the perception of e-commerce, in terms of perceived risks. 

When it comes to the positioning of f-commerce compared to Facebook, the aspects 

mentioned above were close to each other. As mentioned in the previous section, 

transferability of perceived risks attached to the parent brand had followed f-commerce as 

a brand extension (Broniarczysk & Alba, 1994; Aaker & Keller, 1990; Boush & Loken, 

1991). 

4.4Attitudes of consumers towards F-commerce 

Results from the ZMET and focus groups showed an ego-defensive function, held in the 

cognition dimension. On the other hand, the curiosity construct in the consensus mental 

map shows a knowledge function, where consumers intend to understand more about f-

commerce in order to see if it can derive into a utilitarian function. However, it is 

important to mention that the perceived risks are higher than the perceived benefits; being 

the performance risk one of the leading ones, along with security and privacy. The survey 

results denoted a difference in likability of 20.45% between f-commerce and Facebook, and 

of 26.89% among f-commerce and e-commerce. Moreover, the last section and statement 

included in the survey was to rate how much people agreed on buying on Facebook. From 

the 264 respondents, an average value of 30% was reached by agreeing on the statement “I 

would buy on Facebook”; showing a low ranking towards the acceptance of f-commerce. 
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5Perceptions from merchants towards f-commerce 

Eleven interviewees in total were conducted to SMEs, of which, one was using the ZMET 

method. The results drawn from the open interviewees conducted to SMEs showed a 

general low attitude towards the adoption of f-commerce as a place to conduct transactions 

(Appendix 11). 

For merchants, the general perception of Facebook is not as a place to conduct 

transactions but as a place to communicate with existing customers, obtain new ones, and 

drive them to their physical stores or websites. Thus, f-commerce is not generally perceived 

as a marketplace but as a mean to obtain revenue from the traffic to their other channels. 

As well as to learn more about their consumers as shown in previous research (Debatin et 

al., 2009).  Furthermore, the overall investment is not perceived as one that will bring a 

tangible return of investment, this being translated into a performance risk (Aggarwal et al., 

1998). 

In general, f-commerce was not perceived as a substantial benefit to the interviewed 

merchants, regardless that some of them have a storefront inside Facebook with a paid 

monthly subscription. The benefits of having a store inside Facebook were more inclined 

to the acquisition of new customers and followers of the brand, with the intention to 

inform them about their products and drive them to their official web shop. 

On the other hand, T-shirt store showed a positive attitude towards f-commerce, stating 

that their Facebook store has driven more traffic to their official website and people are 

turning to buy merchandise inside their storefront on Facebook. It is important to mention 

that the difference in invested time to communicate with their followers is significantly 

different among the companies, as well as the number of “likes” that each Facebook fan 

page possess. In the case of T-shirt store, a daily deal is communicated between 10 and 11 

am through their Facebook page; producing relatively immediate sales on their Facebook 

shop through the use of PayPal. 

We noticed a possible correlation between age and knowledge of Facebook usage to have a 

positive attitude towards f-commerce as a marketplace. In the case of T-shirt store, the 

manager is 26 years old and showed a thorough command of Facebook usage through his 

mobile phone; where he uploads pictures every day, running promotions with tangible 

results. In contrast, other stores which have a store inside Facebook and the managers did 

not show an expertise on this or were older, did not perceive f-commerce as a place to 

perform transactions. Therefore, a time perceived risk could be related to the learning 

curve factor (Aggarwal et al., 1998). 

5.1.1 Perceived risks from the merchants towards f-commerce 

For a better presentation of the results and its analysis we will describe them by connecting 

the type of identified risk to the given explanation by merchants (Appendix 11). 

 Performance risk was one of the most important and principal perceived risks 

among the merchants due to the lack of proven results of f-commerce bringing 



 

 
56 

them a tangible benefit. A possible factor is the f-commerce’s condition as a really-

new product that hasn’t been proved to bring universal results (Aggarwal et al., 

1998). 

 Financial risk was perceived in the sense that the maintenance of the product can 

become a large investment and cost; not only for having the platform but for 

paying someone to drive results. This responds to the findings by Grewal et al 

(1994). 

 Time risk was a highlighted aspect as taking too much time to grow and maintain 

the fan base on their Facebook page. An important factor to consider that might be 

related to this risk is the possible perceived time risk from the managers as 

Facebook users. In the interview conducted with Afroshop store, the responsible 

for the website mentioned a possible addiction towards Facebook, and the belief 

that managing the storefront will take the same time, as she will get deviated from 

her main job tasks. These findings match with the barriers of e-commerce 

mentioned by Chen Hu (2009). Yet, based on the findings from the interview it 

seemed that the affection shown towards Facebook increased the associated risk. 

 Psychological and Social risks related to the beliefs that consumers will not take 

their Facebook store seriously, affecting their brand perception among their 

customers and competitors. This may be related to the findings from consumers 

about the risk of finding fake brand pages. 

 Physical risk was associated with the financial risk with the possibility of consumer 

credit cards getting hacked, and their co-responsibility on this matter. Finding that 

has been related to e-commerce before (Chen Hu, 2009). 

 Network externality was perceived as the dependence towards Facebook and the 

risk that comes with it; in the sense that if Facebook makes changes or if external 

factors affect Facebook it will have a consequence to the merchant. An example 

given was the risk of not being adapted by consumers, or having to change the 

design of their fan page due to Facebook changes in the general design of the site. 

Finding that connects to previous research on really-new products perceived risks 

(Conner, 1995). 

5.1.2 Merchant attitudes towards f-commerce 

Since consumers form their attitudes by using salient beliefs and not all the facts (Protano, 

2011), we considered important to take into consideration the results on perceptions to 

perform a better analysis of the merchants perceived risks. 

From the obtained results of the conducted interviews to the different merchants in our 

thesis we found that the first held attitude towards f-commerce is an ego-defensive one 

(Solomon, 2006; Kantz, 1960), since the perceived benefits have not been recognized to be 

higher than the costs and the perceived risks. This ego-defensive function has been formed 

through the held beliefs associated to the perceived risks of f-commerce and the protection 

reaction to their conservation value (Solomon 2006; Shwartz & Bilsky, 1990). 
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It is important to emphasize as mentioned by Protano (2011) that attitudes are formed 

based on the experience with the product, whether if it has been direct or indirect. For 

which, some of the perceived risks that are transferred from the product-category and the 

brand extension might affect the first attitudes towards f-commerce.  

The attitude of merchants that had already experienced the benefits of f-commerce was 

positive. An instrumental function attitude was held by one of the merchants, where the 

benefits were perceived as higher than the costs. The formation of this attitude came from 

behavioral learning after having a knowledge function attitude (Solomon, 2006; Kantz, 

1960). This was the case of T-shirt store, where his affection towards Facebook was good 

and the time risk was perceived as minimum. 

On the other hand, for the other stores which also have a shop inside Facebook, the affect 

towards f-commerce was undermined due to the perceived risk of time, as well as the 

perceived risks contained in their cognition. 

Hence, the stage of attitudes by most of the interviewed merchants has been ruled by 

cognition and affect, producing a negative behavioral intention towards f-commerce 

(Solomon, 2006). This finding was encountered to apply to most of the interviewed 

merchants, regardless if they have a store inside Facebook. 
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6Conclusion 

The aim of this thesis was to explore and analyze the perceptions and attitudes of 

Facebook users as consumers and merchants, and to investigate if perceived risks existed as 

barriers of adoption towards f-commerce.  

In general, f-commerce has not found a place as an e-commerce channel in the minds of 

consumers and merchants, since the given categorization for Facebook is distant from the 

one of e-commerce. Facebook is perceived by consumers as a place to find fun and 

entertainment, while for merchants, a medium of brand communications that drives 

customers to their web shops. Furthermore, the perceived expertise of Facebook for 

creating a safe virtual environment to perform commerce is low in comparison to 

traditional e-commerce.  

Features as control and convenience are important findings to be taken into consideration 

for the development of f-commerce. Consumers want to feel in control for the purpose of 

fulfilling their end-states of self-enhancement and conservation through the sense of 

achievement and security. They want to feel in power of making decisions by having 

different options to choose from, and not being imposed to them.  Convenience is the 

highest perceived benefit by consumers for adopting f-commerce, where values such as 

efficiency through time saving –one click of a button- lift their self-esteem. 

Perceived risks such as performance, social, privacy, physical, psychological, security, time 

and financial are identified in consumers as adoption barriers of f-commerce, and 

transferred from Facebook as a parent brand.  Overall lack of trust towards apps, brand 

pages and f-commerce is a latent aspect for consumers, where privacy and safe processing 

of credit cards are crucial factors. Category-product risks are concerns in general but not 

substantial. When it comes to merchants, they share the same perceived risks than 

consumers except for privacy, which is not an important factor to them. Also, the 

dependence of internal and external changes of Facebook is perceived as a network 

externality risk, in terms of investment threat. 

The general attitude of consumers towards f-commerce is ego defensive, where a negative 

affect and cognition with high perceived risks have an important weight on the intentional 

behavior to surpass the barriers of adoption. The common attitude stage for merchants is 

in the ego-defensive function as well, ruled by beliefs found in cognition. Performance risk 

and the lack of high perceived benefits are the main barriers of adoption of f-commerce.  

The positioning of f-commerce is distant from the one of e-commerce in general, where 

perceived risks attached to Facebook as the parent brand have followed f-commerce as a 

brand extension. And, perceived benefits of the use of e-commerce and the convenience 

factor of shopping and selling on Facebook have not found an overall perceived 

performance advantage that will make consumers and merchants adopt f-commerce.  
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7Discussion 

This section is an attempt to connect the findings and their meaning to the adoption of f-commerce, through 

sharing our thoughts of what has been theoretically and practically learned from the development of our 

thesis. In addition, the results from an attitude to behavior experiment are explained as extra findings. 

Finally, managerial and academic implications are proposed for their implementation in future business 

strategies and academic studies. 

As mentioned before by Mulpuru in Lutz (2012), Facebook is perceived as a place to hang 

out with friends by finding fun and entertainment through the content posted and shared 

on the site, categorization that has been corroborated in our thesis. The approach taken by 

f-commerce developers has been pushing products to consumers with the reasoning of 

convenience, an important finding in our thesis. However, the approaching strategy has 

been conducted without the delicacy of respecting the consumer’s power of decision and 

control, threatening their end-state values. 

Attributes of Facebook as a brand and product have been transferred in the sense of 

perceived risks, where privacy threats and lack of trust on the site to process safe 

transactions are main barriers of adoption, concurring with the findings of the study 

conducted by Ponemon and ThreatMetrix (Social Innovations, 2012). Further to this, the 

lack of perceived trust towards external apps, risk of running into a fake fan page, not 

receiving the purchased goods or not finding answer to their complaints through a good 

customer service were found to be main risks perceived by consumers; risks that have been 

encountered for Facebook (Debatin et al., 2009), and for e-commerce (Chaffey, 2007). 

The imposition of having to accept the external apps terms of service which include 

sharing their private information, as well as allowing the app to post and share on behalf of 

the users, are common concerns that were found to function as adoption barriers. As a 

consequence of this, consumers are afraid that the information of certain purchases will be 

published without their consent, damaging their personal brand by the association of them 

with certain brands and products; findings that were encountered by Patterson (2011) 

about Facebook in general. Since SME’s lease external apps to sell their products, these are 

aspects that we consider should be thought by the companies developing the software, as 

they help to construct the storefront on Facebook. 

Our findings showed that for a considerable number of the highly involved users, 

Facebook brand produces a perception of a love/hate relationship, where convenience and 

connectivity are two of the most important pillars that kept these consumers as users of the 

website. Adding to Krotoski (2012) and Katz (2012), we also found that the pervasive 

invasion of privacy, the loss of anonymity and general trust have threatened the end-state 

values of users, producing discontent among them. Yet, regardless of the discontent 

produced by the perceived threat to the privacy, psychological and physical states of the 

consumers, most of the users keep having an account, appearing that the benefits are 

higher than the costs for belonging to this social network. 
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A general ego-defensive attitude towards f-commerce is present in most of the Facebook 

users as consumers and merchants, due to the perceived risks associated to Facebook, and 

not strong benefits of why they should buy inside Facebook. Explaining some of the 

reasons of why consumers preferred to perform the transactions on external websites and 

not on Facebook as stated by (Lutz, 2012; Solis 2012). Yet, curiosity was found as a 

primary construct in the consensus mental map, giving an opportunity to the adoption of f-

commerce. 

In the world of e-commerce, consumers have different options of where to buy their 

products and this is not the exception for f-commerce, where most of the merchants 

already have a web shop, and duplicity of the online commerce channel is found by adding 

a second channel. Therefore, as based on our findings we suggest that the need to 

differentiate the assortment of offered products needs to be addressed by merchants, 

through running exclusive and limited offers. Besides, convenience should accompany the 

practice of f-commerce to meet consumers’ expectations.  

When it comes to the adoption of f-commerce by merchants, the perceived performance 

risk needs to be diminished. Once they perceive that f-commerce will bring them a return 

of investment that in some form compensates the costs and risks, they will decide to adopt 

f-commerce. 

Perceived risks associated to e-commerce have been present since it was born more than 

two decades ago as found in diverse research (Forsythe et al, 2006; Lee & Tan, 2003), but 

still, the adoption of this practice has proliferated throughout the different markets. A 

mitigation of these perceived risks and a distinction of the perceived benefits that come 

with e-commerce has been achieved, reaching a growth in the industry, On the contrary, 

this has not been accomplished by f-commerce according to our findings and to Solis 

(2012). 

An important finding of our thesis is that users are aware that the pictures that they share 

on Facebook will be kept on the web, and even though they do not like that, they still do it. 

They have calculated the risk of doing it, and they accepted this risk on exchange for the 

benefits of social recognition and belonging, as the ZMET interviews revealed. In the same 

manner and based in our findings, we believe that: if the product offered to consumers 

represents a manageable cost-risk for them and motivation of purchase is pulled from 

convenience and social belonging, it can lead to the first direct experience of f-commerce. 

7.1From attitude to behavior 

Based on Protano’s (2011) steps of attitudes formation (section 2.10), we conducted a be-

havior experiment with two of the ZMET participants that haven’t bought on Facebook 

and who showed a positive attitude towards f-commerce. This revealed several extra find-

ings in our study. 

The participants were both females and had experience buying online. The experiment 

consisted on having them search for a product of their preference and go through the buy-
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ing process, while describing to us their feelings and perceptions. Payvment, an application 

that is used by merchants to sell on Facebook and that also functions as a shopping mall 

inside Facebook, was used to conduct the experiment; the trial was conducted on the 

shopping mall inside Facebook in order to locate the merchants’ store fronts. 

The participants showed frustration and irritation with the experience of using the search 

engine of Facebook and Payvment in order to locate the storefronts and products, as well 

as having to accept the application in order to go through the buying process. The terms of 

use of the application included accessing their private information and post on their behalf.  

The first participant chose to buy an Arsenal souvenir, and showed reluctance towards ac-

cepting the application. She said that if she was in a real buying process she would not ac-

cept to add the app to her account, so she decided to stop the experiment. 

The second participant chose to buy a frame from the shopping mall as well, showing hesi-

tancy in accepting the application terms of use. After some seconds she decided to accept 

the application but she did not conclude the payment process, as she said she was not sure 

about giving her credit card information, and that she could obtain a similar product in a 

more trusted website. 

The main findings were that the search engine capabilities inside Facebook need to be im-

proved, overall trust and security towards external apps and Facebook is a main barrier of 

adoption of f-commerce.  

7.2Business and managerial implications 

The applied methodology with the combination of the ZMET method findings to build a 

perceptual map to locate the positioning of the product can be used as an ample method to 

be applied in marketing research by any industry. 

The results of this thesis contribute to the social commerce world and in specific to the 

companies that have invested in Facebook commerce, and the ones which will decide to 

join this channel in the future.  Also, the findings are relevant and useful information for 

marketing managers to: 1) better understand how f-commerce is perceived by Facebook 

users as consumers and merchants, 2) where f-commerce is positioned in consumers’ 

minds with respect to traditional e-commerce, 3) what perceived risks need to be 

diminished and what benefits need to be highlighted to design positioning and re-

positioning strategies for f-commerce.  

In order for users to defeat the perceived risks adoption barriers of f-commerce we think 

that the following aspects need to be revised by the involved stakeholders: 1) Facebook 

needs to make a differentiation of their privacy policies and terms of use when it comes to 

conducting e-commerce through their platform, 2) Apps that enable Facebook commerce 

need to be developed by having in mind consumer control and convenience, 3) 

Authenticity of the merchants needs to be managed by a third party with a trusted 

reputation, 4) Payments can be rendered by the use of processors such as PayPal to give 

perceived security to the transaction, 5) Merchants who offer digital content or leisure 
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related goods that lead to virtual and physical experiences can be the ice breakers of 

adoption, i.e. films, tickets, 6) Promotion of f-commerce needs to embed the same social 

psychology principles that are contained on Facebook, and the first products to be pushed 

to consumers need to be perceived as cost-risk affordable.   

7.3Academic research implications and proposal for future 

studies 

Our thesis contributes to the marketing research literature with the exploration of a new 

online commerce channel, f-commerce. This study attempts to fill in the gap of academic 

research through the collection of theories and empirical findings when it comes to f-

commerce studies; contributing to have new business scientific exploration on the topic of 

Facebook commerce and social commerce in general.  

F-commerce is a new marketplace, and as such, we propose our research on the percep-

tions and attitudes of consumers and merchants as a good starting point in the marketing 

research literature. As stated by Solomon (2006), perceptions are the first stage of the deci-

sion-making process to adopt a new product/service/concept from both: consumers and 

merchants (Solomon, 2006). As such, we suggest that this should be a starting point of re-

search on f-commerce, both as a Facebook extension and a really-new product. Further to 

this, as stated before perceptions and attitudes are just the initial step of the decision-

making process of consumers, therefore we recommend that research on buying behavior 

towards f-commerce may be conducted. 

Moreover, we have added to the few research literature on ZMET with another example of 

its implementation for extracting perceptions and attitudes- in our thesis the consumers’ 

perceptions towards f-commerce. Besides, by using ZMET in combination with the per-

ceptual mapping technique (snake plot), we have developed a research approach which 

minimizes most of the limitations of the traditional research methods.   

Nevertheless, more research can be implemented to add on the topic of f-commerce. The 

proposed consensus mental map in our thesis gives the initial links of what the perception 

constructs are, how they are categorized and connected to consumers’ values, and product 

attributes. Since the mental map does not aim at proving significance for all the more than 

845 million Facebook users (Facebook Newsroom, 2012), we suggest that quantitative 

studies on perceptions and attitudes towards f-commerce can be performed. As a result, 

models of cause and effect relationship could be found by using our proposed links. 

Further to the study of perceptions and attitudes of f-commerce, another approach that 

can be taken is the piecemeal process of construct evaluation. Whereas, according to 

Blackwell et al. (2006), in the piecemeal process the evaluation of a brand is the result of 

the consideration of the alternative’s advantage and disadvantages along with essential 

product dimensions. In our thesis, the advantages and disadvantages of the concept are in 

focus (Blackwell et al., 2006), where we have applied the categorization process. However, 

some more insights could be found if the piecemeal process is performed to the study of f-

commerce in the future. 
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Likewise, our thesis focused on the perceived risks of Facebook users as consumers and 

merchants, yet more in-depth research on their attitudes towards f-commerce could be im-

plemented. Additionally, a larger sample of merchants could also be approached for con-

firming or adding to the perceptions and attitudes explored in our thesis.  

Finally, other stakeholders involved in the growth of f-commerce can be taken into consid-

eration for future research. Participants, such as surrogate buyers, software developers, and 

Facebook itself, are important intermediaries for the future of f-commerce that should be 

taken as part of future academic studies. 
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Appendix 1.Perceived benefits and barriers to adoption 

of e-commerce. 

Table 7 Perceived benefits of e-commerce. Source: Forsythe et al. (2006). 

Perceived Benefits Perception statements 

Shopping convenience 

 
Can shop in privacy of home 
I don’t have to leave home 
Can shop whenever I want 
Can save the effort of visiting stores 

Product selection 

Items from everywhere are available 
Can get good product information online 
Broader selection of products 
Access to many brands and retailers 

Ease of shopping 

Don’t have to wait to be served 
No hassles 
No embarrassed if you don’t buy 
No busy signal 

Enjoyment 

To try new experience 
Exciting to receive a package 
Can buy on impulse in response to ads 
Can custom design products 

Table 8 Barriers to e-commerce adoption. 

Barriers to e-commerce adoption 

Consumers Merchants 

Quality evaluation High cost of implementation: expensive to implement 

Security risks E-commerce: complex to implement 

Lack of trust in virtual seller 
SMEs require short-term ROI and e-commerce is a long-
term Inv. 

Delivery times Resistance to change from the employees 

Lack of personal service 
Satisfaction and reference with traditional merchants 
methods 

Lack of enjoyment in shopping Lack of technical managerial skills and IT knowledge 

Hard to find what you are looking for Lack of time to work with e-commerce 

Time consuming nature 
Not suitable for the company business model or to 
reach the targeted customers 

Cost of entry- when there is not a 
computer or mobile at reach 

Lack of awareness of the advantages to the elder 
managers 

Cost of use and connectivity issues Concerns about security 

limited experience Lack of assurance that will be profitable 

Source: Chaffey (2007) Source: Chen Hu (2009) 
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Appendix 2A: Consumer values 

 

Consumer values 

Values Categories Source 

Self-fulfillment 

LOV Kahle, Beatty and Mager (1994)  

Security 

Self-respect 

Sense of belonging 

Warm relationship with others 

Excitement 

Fun and enjoyment in life 

Being well respected 

Sense of accomplishment 

  

Happiness 
Cultural values 

Vinson, Scott  and Lamont (1977)  

Security 

Convenience shopping 
Consumption specific values 

Prompt service 

Ease of use 
Product specific values 

Durability 

  

Efficiency 

Customer experience 
Beatty, Kahle, Homer  and 
Misra(1985)  

Excellence 

Status 

Self-esteem 

Play 

Aesthetic 

Ethics 

Spirituality 

  

Shwartz value survey     

Universalism 
Self transcendence 

Shwartz and Bilsky (1990)  

Benevolence 

Achievement 
Self-enhancement 

Power 

Conformity 

Conservation Tradition 

Security 

Self-direction 

Openness to change Stimulation 

Hedonism 
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Appendix 2B.Rokeach Values 

Two types of value in the Rockeach value survey 

Instrumental (actions ) Terminal (end-states) 

Ambitious A comfortable life 

Broad minded An exciting life 

Capable A sense of accomplishment 

Cheerful A world at peace 

Clean A world of beauty 

Courageous Equality 

Forgiving Family security 

Helpful Freedom 

Honest Happiness 

Imaginative Inner harmony 

Independent Mature love 

Intellectual National security 

Logical Pleasure 

Loving Salvation 

Obedient Self-respect 

Polite Social recognition 

Responsible True friendship 

Self-controlled Wisdom 
Source: Rockeach (1979); Munson and McQuarrie (1988). 
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Appendix 3. Research process and results from the data 

collection 

Research methods Time of data collection Deadline Results of data collection 

ZMET method 5 Apr - 16 Apr 16-Apr 

attributes of perceived risk 
and perceived benefits,  
perceptions in general,  
attitudes in general 

Focus groups 12 Apr; 16 Apr 16-Apr 

attributes of perceived risk 
and perceived benefits, 
perceptions in general, 
attitudes in general 

Questionnaire for in-
depth interviews with 
merchants 12 Apr - 15 Apr 15-Apr 

A formulated questionnaire 
to capture the perceptions of 
the merchants toward F-
commerce 

Interviews with the 
merchants 16 Apr - 23 Apr 23-Apr 

Perceptions captured from 
the merchants toward F-
commerce 

Questionnaire for the 
survey  24 Apr - 28 Apr 28-Apr 

A formulated questionnaire 
for a perception survey 
comparing F-commerce with 
e-commerce and Facebook - 
Snake plot analysis 

Survey data collection 30 Apr - 2 May 2-May 

Capturing perception 
attributes transferred from 
Facebook and e-commerce to 
F-commerce;  
Visual comparison;  
Attitudes of the consumers 
towards buying through 
Facebook 
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Appendix 4: ZMET interviews 

 

 

 

 

 

 

Figure 8 Invitation to the participants in the ZMET method – instructions through Facebook. 

 
 
E-commerce 

 
 

 
 
Facebook 

 

 
 

Figure 9 Images brought by the participants in the ZMET method. 

“….As I promised, here are the details: 
 
1. You start collecting at least 8 pictures, images, photos, drawings that present your feelings, attitudes, 
emotions, associations toward E-COMMERCE and FACEBOOK , separately, i.e 8 for E-commerce 
and 8 for Facebook. 
 
2. At the date of the interview you bring all of them…..” 
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Figure 10 Example of a mental map (Alexander, male, Bulgaria). 

 

 

Figure 11Step 9. Combined image of F-commerce (Alexander, male, Bulgaria). 
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Appendix 5. ZMET method and Focus group participants 

Participants Age Nationality Occupation 
Facebook 
user 

shopping 
online 

ZMET method  participants 

Alexander 

20-30 
years 
old 

Bulgaria university student yes yes 

Andreas Sweden employee yes yes 

Annika Germany university student yes yes 

Edrion 
The 
Netherlands university student yes yes 

Emil Sweden employee yes yes 

Gintare Lithuania university student yes yes 

Ivan Mexico university student yes yes 

Jessica Sweden employee yes yes 

Johan Sweden university student yes yes 

John Denmark employee yes yes 

Julien France university student yes yes 

Kevin Sweden university student yes yes 

Maria Sweden lawyer yes yes 

Rockie Uganda university student yes yes 

Tsveti Bulgaria university student yes yes 

Yana Bulgaria university student yes yes 

Focus groups 
Focus group 
1 

20-30 
years 
old 

        

George Georgia university student yes yes 

Raj India engineer yes yes 

Mike Sweden university student yes yes 

John Denmark college student yes yes 

Tsvetelina Bulgaria university student yes yes 

Jordan Bulgaria university student yes yes 
Focus group 
2         

Victor Sweden engineer yes yes 

Micke Sweden engineer yes yes 

Niko Bulgaria university student yes yes 

Mario Bulgaria university student yes yes 

Nicky Sweden university student yes yes 
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Appendix 6.Limitations of the focus group method. 

Limitations of the Focus group Proposed solution  Solution in our thesis research 

Dominant voices - the emergence of 

'dominant voice' may over-represent 

the opinions.  

 

Construction of 

collective voices: “a 

group process of 

collaboratively constructing a 

joint perspective, or 

argument, which emerges 

very much as a collective 

procedure which leads to 

consensus, rather than as 

any individual's view” 

(Smithson & Diaz 1996, 

p.251). 

Participants were active users 

of both e-commerce and 

Facebook, with positive and 

negative opinions, and 

revealing on the base of them 

their perceptions of F-

commerce.  All of them 

argued actively on the topic. 

Higher tones, questions, 

explanations have been given 

to each other. 

Risk of moderator influence and 

interference 

 

A strategy for 

objectivity of the 

supervisor: “A possible 

strategy to minimize 

moderator bias is to ensure 

that the moderator is from a 

similar background to the 

participants”(Smithson, 

2000,p.8). 

We had the same background 

as active users of e-commerce 

and Facebook, and are similar 

age as the participants. 

 

Public opinion vs. private opinion – 

by using focus groups, the 

researchers are able to collect 

insights from the ‘public’ discussion 

on the issues of interest.  

The expressing of opinion in front 

of their peers might be different 

than the ‘private’ views, when 

individual interviews are used, and 

different when expressed away from 

the researchers’ context (Smithson, 

2000). 

To analyze the focus 

group technique as a 

forum for generating 

public opinion and not 

personal views. A 

consideration of the 

context should be in 

account and possible 

answers of why the 

participants do not say 

everything should be 

sought (Smithson, 

2000). 

We have not focused on the 

group participants’ personal 

opinion. The latter has been 

acquired from the ZMET 

interviews.  
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Appendix 7. ZMET method and focus groups results 

 

 
ZMET Methods & Focus groups results 

Type of 
perceive risks Facebook E-commerce F-commerce 

Performance 
risk Risk of imposed changes on the 

profile pages; 
overload of information. 

Quality of the 
product;  
performance of the 
product. 

Quality of the product;  
not functional;  
variety of offered products, 
brand; trustworthiness;  
trust in the merchants. 

Financial risk 

no Financial theft 

Not value for the money;  
financial theft;  
overcharges; 
bank details. 

Time risk Spending too much time on it; 
addiction. 

Long delivery time; 
addiction. 

Too much time of 
information search. 

Psychological 
risk 

Touches emotions; 
disappointment; 
annoyance of the contacts;  
stress of applications overload. 

Disappointment; 
annoyance of 
applications and spam. 

Spam irritation;  
new, not popular;  
stress of information 
overload and complicated 
processes. 

Physical risk Laziness, in front of the 
computer. 

Lack of human touch, 
smell or taste. 

Laziness;  
lost of human touch, smell 
or taste. 

Social risk 
Losing the real contacts with 
friends, family. 

Losing the shopping 
together with friends 
and relatives;  
no personal contact 
with the sellers. 

Losing the real contacts 
with friends; 
lost of real interaction with 
the sellers. 

Privacy risk 

Unwanted contact or stalking,  
personal branding interruption; 
inadvertent disclosure of 
personal information; 
damaged reputation caused by 
rumors and gossips;  
surveillance-like structures;  
the use of personal data by third-
parties;  
hacking and identity theft.  

Theft of credit card 
information; 
companies obtaining 
personal information 
about the consumer 
and their relatives;  
hacks of credit cards. 

Publishing everything; 
personal branding 
interruption; 
security of personal 
information;  
hacking of the credit card; 
not control over the data 
shared. 
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Appendix 8. Adoption barriers of F-commerce as a RNP 

RNPs attributes Adoption barriers of the consumers toward F-Commerce 

1.Define new product 
categories 

a. Comparison with the attributes of Facebook and e-
commerce separately and perceiving their disadvantages as 
disadvantages of F-commerce. 

b. Not a trend in consumers purchasing products or services 
through Facebook. 

2.Represent new 
technologies 

a. Takes time to find the Facebook shop and understand how 
it actually works 

b. Acceptance that Facebook is a social network and it is for 
that purpose, not for shopping 

c. Perceived risks of security, quality, spam, overload of 
information, value received of its usage, risk of thefts, risk of 
information stealing. 

3. Shift market structure a. Resistance to try it, because of its novelty and not enough 
publicity of people shopping on Facebook or companies 
selling through Facebook. 

4. Induce behavior 
change 

a. Facebook is a social platform and not a marketplace 

b. Risk being the first to buy something on Facebook. The 
users would rather wait for their friends to recommend it and 
comment on the whole process of using it. 

5. Require consumer 
learning 

a. The consumers expect that there will be again overload of 
information and they might get lost while trying to purchase 
something on Facebook.  

b. Confusion of how it actually works and where their money 
go, how they can return the products if they are not satisfied 
with it, who to contact, where to complain in case of fault.  
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Appendix 9. End-state analysis 

DATA End-states analysis 

ZM
ET

 in
te

rv
ie

w
s 

Results: Citations Summary of analysis 

"If I trust the brand and I am fan on it, and if I trust my team Facebook 
page, for example, I would dare to buy, why not…because it is the 
authority of the football club…but still not so much." 

Trust in brand -> support with 
purchase, assurance 

" Facebook is selling a lot of data, according to the rumors…that is why I 
do not perceive it as safe, I would think twice, before I dare to buy 
something through it" 

Rumors for selling personal 
information from FB -> not safe, 
do not trust it 

" Facebook is perceived as quality brand, in terms of social networks, but 
not in terms of marketplace. Therefore it is not quality I would expect 
from it" 

Facebook is not a quality market 
place -> I do not expect quality 
and good service 

" No one uses it, that is why I do not think it is good" 

No WOM, no promotion, no 
recommendations -> not 
valuable, not good, do not expect 
to be satisfied 

" If there are brands that I trust…then it might be quality assured" 
Trust in brand -> support with 
purchase, assurance 

" Facebook + online shopping do not match, I simply think it is ridiculous 
to shop through Facebook" 

FB+Online shopping do not 
match -> ridiculous, will never 
use it 

" If I do not see which country it comes from, I would not buy, I care for 
the Country of origin of the products and brands" COO -> quality -> buy 

" I haven't heard someone bought something through Facebook, that is 
why I would not buy" No WOM -> would not buy 

I do not know whether it is secure, you share everything on Facebook, 
there are too many people there…I feel observed and treatened in a way, 
that is why I would not share my credit card details or any.." 

Too many people using FB for all 
purposes -> not secure 

I would expect bad quality since I would not trust it, and the brand pages, 
and where my info goes. 

No idea of the information 
delivery, security -> afraid to 
share information 

"It is new..it will take me time to learn how to use it and check all the 
security issues, before I buy" New -> too much time and effort 

"too many people use Facebook, I do not trust it in general and I would 
not trust shopping through Facebook" 

Too many people using FB for all 
purposes -> not secure 

You can get more things on the shop. I do not think online I can choose 
from a large variety.  

Experience from variety in 
physical stores -> do not expect it 
on FB 

I don’t know whether it is fake. When I see the security logo, then I will 
trust 

Do not see security logo, do not 
know where it is -> might be fake 

I trust the brands as well 
Trust in brand -> support with 
purchase, assurance 

I need to see Paypal Paypal -> can buy 
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What if on FB it is a fake website……you get the same problem as any 
online site…if you have never heard of the website as well,….you need to 
trust FB that this is a real website. Real page -> trust in it 

I would never buy electronics online, because I want to observe it and 
discuss the characteristics in the store with a sales consultant 

Less info for electronics expected 
-> never will buy it 

If a good product comes from the website that I trust, then is promoted 
through the Facebook page, and I know it is their page, why not…I will 
buy there, it will be easy for me 

Good product from a trusted 
website with a trusted page on 
FB -> easy to buy, comfortable 

It will have multi-functionality - social aspect while executing a 
transaction, why not…it is good and you do not lose one or the other 

Social aspect+ purchase = multi-
functionality, good 

The value of the product matters. I would not expect valuable things. 
Value of the product, do not 
expect it -> low quality 

I don’t think it is that cheap or easy as people say. It might be just the 
next gossip 

Gossips, but not real -> do not 
think it will be cheap 

It is already an overload of information on FB, one more thing will make it 
worse 

Overload of information + one 
more thing = more irritation and 
overload 

 With Amazon I am ok with what I share, with Facebook(f-commerce) the 
whole world knows about it Public access -> privacy issues 

 
The pictures and information that you put on Facebook stay there, is 
frozen, and never get deleted. Even though you delete it, it gets stored 
somewhere (Kevin, male, Sweden).  Frozen information -> social risk 

 
If I need to add an app (payvement) to do something on Facebook I have 
to accept all what they want from me, they don’t give me options. They 
impose things to me that I have to accept like sharing things on my 
behalf, this makes me feel not in control (Maria, female, Sweden). Loss of control -> frustration 

 
I use Facebook to communicate easily and fast with my friends and 
contacts since I don’t have to worry about getting their emails and typing 
them wrong. (Julien, male, France). 

Fast and easy communication -> 
convenience 

Fo
cu

s 
gr

o
u

p
 You are always in touch with Facebook, especially Facebook apps. So you 

keep updated from the purchasing news and updates from time to time 
and suggest to others only to share a link, and simply by clicking on the 
share button in a very short time…. 

Updates on products any time -> 
good, convenient, easy 

It will be for findings discounts and promotions Saving money>wisdom 

I do not see jokes and entertainment. It will attract me more 
Jokes, entertainment included -> 
attracted and happy 
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Appendix 10. Merchants profile 

  Company Size of the Business Location Type of business Website, online store Facebook page Facebook shop 

1 
Afroshop 
Jönköping SME Jönköping 

retailer, cosmetics and 
accessories 

http://www.jonkopingsaf
roshop.se/  yes No 

2 
Atlantis Diving 

College SME Jönköping 
diving courses, retailer 

of diving equipment http://www.atlantis.se/  yes No 

3 Boom Art SME 
Plovdiv, 
Bulgaria art and design  

http://shop.boom-
bg.com/ yes No 

4 Oxygene diving 
large, a chain of 

stores Jönköping 
diving courses, retailer 

of diving equipment 
http://www.oxygenedivi
ng.com/sv  yes No 

5 Skavelys AB SME Näsjö supplier of farm food http://skavelys.se/  no No 

6 Systembolaget AB 
large, a chain of 

stores Jönköping 
liquer retailer and 

supplier  
http://www.systembolag
et.se/  yes No 

7 Modemani SME Jönköping 
retailer of clothes and 

shoes http://modemani.se/  yes Yes 

8 Modena Smycken SME Jönköping Jewerly 
http://www.modernasm
ycken.se/  yes Yes 

9 
T-Shirt Store 

Jönköping SME Jönköping retailer of clothes 

http://www.tshirtstoreo
nline.com/us/store/jonko
ping  yes Yes 

10 Maria Peldius SME Jönköping law consultancy no no planning to have 

11 
Ra-hills 

SME, online retailer Jönköping 
retailer of shoes and 

clothes 

http://swemode.se/ 
http://skormode.se/ 
http://converse-zone.se/  yes 

at an initial stage to 
have  

http://www.jonkopingsafroshop.se/
http://www.jonkopingsafroshop.se/
http://www.atlantis.se/
https://www.facebook.com/AtlantisDiveCollege
http://shop.boom-bg.com/
http://shop.boom-bg.com/
https://www.facebook.com/pages/BOOM-ART/234874639945106
http://www.oxygenediving.com/sv
http://www.oxygenediving.com/sv
https://www.facebook.com/groups/48171617870/
http://skavelys.se/
http://www.systembolaget.se/
http://www.systembolaget.se/
https://www.facebook.com/systembolaget
http://modemani.se/
https://www.facebook.com/pages/Modemanise/103784086348755?sk=app_308048149241784
http://www.modernasmycken.se/
http://www.modernasmycken.se/
https://www.facebook.com/pages/Moderna-Smycken/257622397590843?sk=app_308048149241784
http://www.tshirtstoreonline.com/us/store/jonkoping
http://www.tshirtstoreonline.com/us/store/jonkoping
http://www.tshirtstoreonline.com/us/store/jonkoping
https://www.facebook.com/tssjkpg/app_308048149241784
http://swemode.se/
http://swemode.se/
http://swemode.se/
https://www.facebook.com/pages/SweMode/192573144109639
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Appendix 11. Merchants perceived risks and perceived 

benefits 

N:  Merchants Perceived risks Perceived benefits Attitudes 

1 T-shirt store 

Takes too much time; does 
not bring that secure 
image. 

People see the products 
and start buying; more 
traffic of customers there. 

Good for capturing of customers 
outside Jönköping - "we had 
followers from outside Jonkoping 
and they couldn’t buy". 

2 Systembolaget 

Privacy issues; takes too 
much time; "not a good 
idea". Informs the people. 

Do not fill in our purpose, it is 
not toward social responsibility, 
it is only for selling more. 

3 Skavelys AB 

Security, price issues and 
profitability, quality, risk of 
complicated process of 
buying; risk of trust; risk of 
the others not to take it 
seriously, depends on 
Facebook, distribution 
risks, return policies. 

Being open to the others; 
useful for retailers, good 
for contacts with the 
consumers, valued by the 
mass consumers. 

It is for the end consumers, and 
younger people, it is not serious 
to contact companies through 
Facebook 

4 Moderna Smycken  

"Very new that it hasn’t 
grown"; lack of knowledge; 
takes too much time; two 
administration panels due 
to lack of connectivity; risk 
of lost value of using it; 
trust issues of the 
consumers. 

Gives traffic, potential to 
grow. 

Takes time to be managed, does 
not contribute a lot for the sales. 

5 Modemani 

New thing; takes time; two 
admin panels; consumers 
are not aware; complicated 
and not easy to use - lack 
of knowledge. 

Good for customers' 
awareness of the products. 

Not well positioned; do not 
spend much time on it. 

6 Oxygene diving 

Not enough knowledge 
how to use it; takes too 
much time; overload of 
information; privacy; 
security; not familiar with 
F-commerce. 

For marketing purposes; 
updates; sharing of 
information. 

Would not get new customers, it 
is more about events. 
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7 Boom Art 

Changes from Facebook; 
not easy to handle; 
profitability; irritating the 
consumer with too much 
redirections to the 
products they want to 
order , risk of not being 
used by the consumers, 
not serious, stressful, 
scaring, unknown 
consequences of using it. 

Good for more profit; 
convenient in a way  saves 
time for the consumers; 
might be a good idea; 
Shows who we are; good 
for attracting new 
customers; can answer 
requests and customer 
issues directly. 

Instead of just liking the 
products, people might 
eventually be buying them 
directly, good for advertising, 
and getting the friends of our 
friends as customers, easier to 
spread information, good for 
receiving feedback, just 
repetition of the online stores. 

8 
Atlantis diving 
college 

Not valued importance, 
new, safety, not serious, 
waste of time. 

Good for promotion, 
advertising, giving 
information, feedback, 
good to get more 
customers.   

9 Afroshop Jönköping 

New, takes time, distracts 
from work and being 
where the customers are, 
not serious, takes a lot of 
energy, not enough 
knowledge, fraud, security, 
hacks of credit cards, hard 
to convince that it is secure 
to buy from there, trust of 
the consumers if they do 
not know the store. 

Good for traffic, 
promotion, positive about 
the possibility to sell on 
Facebook. 

I am having it , but do not pay 
much attention to it. 

10 Ra-hills 
Security, cost vs. Profit, 
takes time 

Good for traffic to the 
websites, good for 
contacts, good for 
promotion, making the 
teenagers check it often, 
easy to spread through 
WOM. I might try it. 

11 

Maria Persson- 
Business Law 
Consultancy 

Not secure, can affect my 
privacy, brand page 
identity duplicity, false 
brand pages existence. Money maker. Positive. 
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Appendix 12. Survey results: Profile and distribution of 

the responses 

Respondents (264) 

Gender Age Number of Countries 

Female Male 
19 - 62 43 150 114 

57% 43% 

  
  

Figure 12Overal profile of the respondents. 

 

Figure 13 Age and gender distribution of the respondents from the Quantitative survey. 

 

 

Figure 15 Distribution of the respondents. Buying or paying for something online. 

 

 

 

 

 

 

0

10

20

30

40

50

1
9

9
4

1
9

9
2

1
9

9
0

1
9

8
8

1
9

8
6

1
9

8
4

1
9

8
2

1
9

8
0

1
9

7
8

1
9

7
6

1
9

7
4

1
9

7
2

1
9

7
0

Year of Birth 

0 0.2 0.4 0.6

Female

Male

Gender characteristics of 
the sample 

0

200

400

Yes No

Have you bought or 
paid something 

online 

Figure 14 Association of the respondents with an online store. 



 Appendix 

 
90 

Table 9 Perceived risks and perceptual statements. 

# Perception statements (% agree) Facebook e-commerce F-commerce 

1 is easy to use 79.15 76.88 52.6 
2 is trustworthy 44.26 71.29 41.04 
3 is likable 67.17 73.61 46.72 
4 is secure 40.55 69.56 38.18 
5 is stressful 43.36 34.02 38.26 

6 apps are trustworthy 28.46 51.17 33.12 
7 pages are trustworthy 38.51 63.33 36.89 
8 lets me be anonymous 28.51 53.06 28.54 
9 lets me control what I share 51.75 60.75 36.52 

10 respects my privacy 36.13 61.85 32.75 
11 takes too much time 61.83 35.37 38.9 
12 listens to my complaints 32.44 53.37 31.95 
13 solves my complaints 29.19 52.17 31.6 
14 can safely process my credit card 31.27 71.94 38.36 

 

Table 10 Average difference between the Snake plots of Facebook, f-commerce and e-commerce. 

# Perception statements (% agree) 

Difference 
between F-
commerce and 
Facebook 

Difference 
between F-
commerce and 
e-commerce 

1 is easy to use 26.55 24.28 
2 is trustworthy 3.22 30.25 
3 is likable 20.45 26.89 
4 is secure 2.37 31.38 
5 is stressful 5.10 4.24 

6 apps are trustworthy 4.66 18.05 
7 pages are trustworthy 1.62 26.44 

8 lets me be anonymous 0.03 24.52 
9 lets me control what I share 15.23 24.23 

10 respects my privacy 3.38 29.10 
11 takes too much time 22.93 3.53 
12 listens to my complaints 0.49 21.42 
13 solves my complaints 2.41 20.57 
14 can safely process my credit card 7.09 33.58 

 
average difference 6.23 21.64 
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Appendix 13. Survey spreading 
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Appendix 14.Survey Questionnaire. Developed on Qualtrics 

Survey Software (2012) 
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