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Abstract—This empirical paper examined the moderating role of comprehen-
siveness between social media and online shopping intention among customers
of Jordanian pharmacies. Technology acceptance model (TAM) and theory of
planned behavior (TPB) were the applied theories in this study. Data were col-
lected from potential customers using survey questionnaire. A total of 198 usable
questionnaires were obtained and the data were analyzed. Partial least squares
structural equation modeling (PLS-SEM) was used in the outcome examination.
The results show a positive impact of social media on online shopping intention.
Further, comprehensiveness moderated the relationship strengths between social
media and online shopping intention. This paper finds that focusing on social
media strategies such as adopting intimacy, decreasing the perceived risk, and
increasing trust could motivate online shopping among customers. Pharmacies in
Jordan may consider these findings and achieve them by providing more com-
prehensive information in their advertisement and announcement.

Keywords—Saocial media, comprehensiveness, online shopping Intention, Jor-
dan, pharmacies.

1 Introduction

Online shopping is the preferred shopping mode among many consumers at present
time, and at the global level, the Internet is an important tool for communication and
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business [1]. As reported in [2], in 2019, the internet users amounted to more than four
billion and this amount signified 1,157% growth since 2000. In 2018, [2] reported that
globally, about 1.8 billion people bought goods online, and during the same year, the
Internet had generated $2.8tn worth of sales. By 2021, the amount is expected to reach
$4.8tn [2], implying the potential drastic increase of online shopping [3]. Accordingly,
by way of emails, social media, or other internet tools, the conventional business is
changed into online shopping [4], [5].

In the context of Jordan, online shopping is becoming common [6]. In fact, busi-
nesses in this country have started to apply the e-commerce business models and sell
their products online. Somehow, according to [7], compared to its neighbors such as
those in the gulf region, both E-commerce and online shopping in Jordan, which is a
developing economy in the Middle East region, is still weak. Furthermore, online shop-
ping in Jordan was very low during the early stage as the consumers were reluctant
owing to their lack of knowledge in internet shopping [8]. There was also a lack of
knowledge concerning the behavior of consumers towards this new shopping mode [8],
in addition to the presence of risks linked to this new shopping mode [9], [10], [11].

The use of social media allows businesses to be strongly connected to the targeted
audience and capture their attention, which in turn can motivate them to make the pur-
chase using the internet sites [12]. As such, social media should be included in the com-
pany’s marketing budget [12]. Relevantly, [13] and [14] mentioned comprehensiveness
in the information and advertainment as among the key factors impacting the adoption
of online shopping. As appositely highlighted by [15], comprehensiveness of the ap-
plied solution can effectively reach the end recipient on social media, as it allows users
to actively gain access to resources and information. Therefore, the current study at-
tempts to investigate the moderating role of comprehensiveness on the relationship be-
tween social media and online shopping intention.

2 Literature Review

2.1 Online shopping intention

Next to email and Web surfing, [16] reported online purchase as the third most pop-
ular activity that involves the use of the Internet. The popularity of online purchase has
in fact significantly increased after the birth of e-commerce. [17] indicated that online
purchase starts with purchase intention. which, as described by [18] and [19], entails
the willingness of customers to make purchase through the internet. As described in
[20] and [21], consumers’ willingness to buy a given product or service via the internet
stores is online purchase intention. [17] also discussed the concept of online purchase
intention in their study by describing it as the intention of online shoppers in purchasing
certain goods and services using the medium of the Internet or virtual shopping carts.
In another relevant study by [22] online purchase intention was described as the will-
ingness of customers in utilizing the internet services to perform an actual purchase of
goods and services or to compare product prices.
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Consumer behavior is predictable through their purchase intention. Meanwhile, pur-
chase intention is affected by several factors, and therefore, measuring consumer be-
havior is a very challenging task. Furthermore, the use of privacy and security state-
ments can increase online purchase intention [23]. It should also be noted that in influ-
encing purchase intentions of consumers; trust of customer towards the competency of
company in meeting both their needs and wants is beyond mere goodwill trust. None-
theless, the use of purchase intention as a measure in the prediction of customers’ real
activities of purchase is common among scholars.

In the present study, online shopping intention is determined and measured using the
following: probability of online product purchase, probability of recommending online
shopping to others and probability of making another online purchase if the purchased
products are found beneficial. The present study follows that of [24].

2.2  Social media

Social media is now a major networking and marketing platform for an increasing
number of e-commerce ventures. For instance, Instagram and Facebook, as among the
common social media, are responsive towards the fundamental need of man to socially
interact. Social media furnish people with a space that allows them to communicate,
share ideas and create common values [25].

Within the context of behavioral motivation, social interaction plays a significant
role. As explained in social interaction theory, the access to a significant number of
users of social commerce network, not their centrality within that network, benefits
seller to a significant level [26], [27]. [28] relevantly discussed the phenomenon of
clustering in their study by stating that members of a community are impacted by the
proximity of their friends and the behavior and character of those friends as well. Such
clustering transforms their behavior as consumer. As indicated in [29], the transfor-
mation can equally be impacted by the nature of the retail platform itself.

In research that involve psychological factors and mechanisms that majorly affect
customer purchasing intentions in e-commerce, perceptions of risk and trust have been
regarded as key constructs. Conversely, studies in the social interaction domain have
not been prioritizing these constructs. Also, customer perceptions and how this con-
struct impacts buying intentions have not been sufficiently explored. Meanwhile, in
social commerce setting, word-of-mouth has proven to be a very effective mechanism
of marketing. Here, much of the content is produced by user. Accordingly, affinity be-
tween users in interactive information sharing, such as in user feedback and recommen-
dations, leads to the acceptance of users of the generated contents. [30] relevantly indi-
cated that the stronger the affinity, the more frequent the interaction, as can be observed
among individuals with close relationships, such as the interactions between friends and
family members.

Intimacy: Intimacy encompasses a measure of the degree of closeness of a given
relationship, and it considers emotional ties and a sense of spiritual association and
approval [31]. In the present study, intimacy is described as an emotional connection
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between user and commercial promoter in social media, taking into account the inter-
activity levels and the nature of the psychological connection between both parties (user
and commercial promoter).

Perceived risk: Perceived risk can be described as a measure of the level to which
uncertainty affects the process of decision-making. Within the context of online shop-
ping, [31] found that it is not always possible to accurately predict the transaction out-
come. In other words, online shopping customers is always obliged to take a risk.

Trust: In [31], the construct of trust was defined as a cooperative relationship, in
which one party is sufficiently confident that the other party is not only reliable but
honest as well. Following this delineation, the present study defines the construct of
trust as the confidence level that is present among customers concerning other users
and concerning the online shopping platform itself.

Three elements recommended by [31] are included in the analysis. These elements
are as follows: a) emotional intimacy level between the consumer and the promoter
which is established via the channels of social media; b) the projected risks relating to
online purchase; and c) the formed trust level between user and product marketer.

2.3 Comprehensiveness

Comprehensiveness was described in [13] as the level to which customer images are
complete and adequate to meet the needs of customers. Relevantly in their study, [14]
indicated that combined with relevance, comprehensiveness becomes a key factor that
impacts the adoption of information.

Comprehensiveness relates to the wholeness of the conveyed message. It was ac-
cordingly mentioned in [32] that within the context of online customer review, the pres-
ence of information with greater details brings a broader breadth of user categories and
user orientation. This will increase the possibility of user acquisition and user retention.
Also, messages in greater details will increase the comprehension of customers, which
will in turn satisfy their awareness of the given product or services. Equally, it is im-
portant to provide message with comprehensiveness because messages that are incom-
plete can lead to different interpretations among customers.

In this study, the delineation of the construct of comprehensiveness is based on the
works of [14] and [32]. Hence, comprehensiveness of message within the context of
this study is described as messages that are complete and adequate, include all the val-
ues needed, satisfy the needs of customer, and are adequate in terms of breadth and
width.

2.4 The relationship between research variables

Social media has been found to have positive and significant impact on online shop-
ping intention in a number of studies including [33]. [34] relevantly reported that via
bloggers, social media imparts positive impact on Online shopping Intention. Addition-
ally, [35] reported in their study that the utilization of Social Media imparted a positive
and significant impact on Online Shopping. Conversely, the negative impact of social
media was discussed in [36] and [37] owing to the issues of security that can decrease
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the intent of customer in engaging in online shopping. In another related study. [38]
indicated the occasional adverse response from customers towards social media plat-
forms, which means that these platforms also negative impact customer's engagements.

Also, comprehensiveness was found to impact social media and online shopping in-
tention, as reported in several studies including [13], [14], [15]. Accordingly, consider-
ing the inconclusive findings of past extant studies, and in agreement with the proposi-
tion brought forth in [39], [40] and [41], a moderating variable should be included if
the relationship between the predictors and the dependent variables appears to be in-
consistent. The present study will therefore include the construct of comprehensiveness
as moderator between social media and online shopping intention. As such, considering
the above discussion, this study presents the following hypotheses:

e H1: Social media has a positive impact on Online shopping intention
e H2: Comprehensiveness moderates the relationship between social media and online
shopping intention.

3 Methodology

As a descriptive study, the present study attempts to present a description of the re-
lated conditions and phenomena. In particular, this study presents a description of the
present situation, followed by a process of decision making. This brings to the formu-
lation of several hypotheses and these hypotheses are then tested. For data gathering
purposes, this study utilizes self-administrated questionnaires. These questionnaires
were distributed to customers of pharmacies in Jordan. All of the customers were at
least 22 years old; customers in this age category were chosen because they generally
understand what product purchase is and they also can decide on the item to purchase
from the existing choices. Owing the ability of these customers in making purchase
decision, the present study employed a convenience sampling technique in choosing
the study samples.

As mentioned, questionnaire was employed in this study to gather the data. In this
study, the used questionnaire was split into four sections as follows: The first section
comprises items related to personal and demographic information of the respondents
including age, gender, status and education; the second section presents items based on
the models proposed by [31] and [41] namely items on social media use, focusing on
three areas namely trust (five items), perceived risk (four items) and intimacy (three
items), and items in Section 2 were furnished with 5-point Likert scale each; the third
section comprises four items on comprehensiveness as in [14], the fourth section com-
prises three items associated with online shopping intention based on [24].

In order to assure that each item fulfils the study’s specific purposes, modifications
were made to the questionnaire items as needed. Also, in order to assure validity of the
items, external academics were asked to review them. Then, the internal consistency of
the items was evaluated by determining the variables’ Cronbach’s Alpha. The obtained
results of the Cronbach’s Alpha were as follows: perceived risk = 0.77; intimacy = 0.72;
trust = 71; comprehensiveness = 0.84; and online shopping intention = 0.83. All of the
attained values affirmed the reliability and validity of the questionnaire.
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Additionally, the sample size must conform to the power of analysis; based on the
model’s complexity, the minimum sample size for the study was determined. In this
study, the determined minimum sample size was 68, as proposed in [42] table; two
predictors from the research framework were included, with medium effect [43]. Rele-
vantly, [44] proposed that a sample size should be bigger than 100 in order to assure
accurateness. Hence, this study distributed a total of 300 questionnaires to the respond-
ents. Meanwhile, the model of the study was analyzed using the partial least squares
method run using the Smart PLS 3.0 software.

4 Result

A total of 230 questionnaires were returned. From this amount, 32 were incomplete.
Hence, 198 questionnaires were usable for analysis.

4.1  Moderating analysis approach

The partial least squares method was used in the data analysis, by way of two-stage
method for moderator analysis. Here, the existing reflective constructs and indicators
were used, whereby the problems related to the product indicator approach’s weak sta-
tistical power, were eliminated. Specifically, the first stage involves the determination
of the convergent validity and discriminant validity (with the exception of the interac-
tion term) (see Figure 1), while the second stage involves dealing with the structural
model requirements (see Figure 3). Based on [45] and [41], product indicator associated
with the second-stage analysis was computed, leading to the interaction term alongside
the predictor and moderator variables.

4.2  Measurement model

In this study, there are three major variables as follows: Comprehensiveness (first-
order construct), online shopping (first-order construct), and social media (second-or-
der construct). The evaluation of social media involved the use of three factors. In this
study, social media interaction was classed as a second-order reflective construct.
Meanwhile, trust, intimacy and perceived risk were the first-order constructs, and these
constructs provide reflective measurements relating to the reflective-reflexive type. In
this study, social media was an appropriate treatment for second-order element. This
will enrich the understanding of its conceptual and consensus aspects. Additionally, the
second order was utilized in reducing the quantity of relationships, and also the quantity
of hypotheses to be addressed in the structural model. According to [46], such utiliza-
tion allows the PLS path model to be easily interpreted.

The present study utilized the two-stage approach as proposed in [47]. As such, dur-
ing the first stage, this study utilized the repeated indicator approach. Here, the first-
order scores were collected for first-order constructs, and during the second stage, the
weighting of the first-order variables was utilized in the computation of the second-
order contract’s CR and AVE.

iJIM — Vol. 14, No. 15, 2020 213



Convergent validity and discriminant validity were used in this study in the evalua-
tion of the measurement model. The convergent validity evaluation includes the analy-
sis of the following: composite reliability, average variance extract (AVE) and factor
loading. Accordingly, the following Figure 1 and Table 1 display the results. As can be
seen, each item’s loading was greater than 0.5; AVE figures were greater than 0.5 and
CR figures were greater than 0.7.

Fig. 1. The Measurement Model

CoMP1

COMP2

COMP3

COMP4

infimacy

Table 1. Measurement model

First order Construct Items Factor loading CR AVE
Comp COMP 1 0.814 0.874 0.634
COMP 2 0.790
COMP 3 0.764
COMP 4 0.816
Online ONLINE 1 0.860 0.833 0.626
ONLINE 2 0.759
ONLINE 3 0.750
Perceived risk PR 1 0.753 0.881 0.650
PR 2 0.866
PR3 0.713
PR 4 0.880
Intimacy IN 1 0. 939 0.944 0.849
IN 2 0.897
IN 3 0.929
Trust T1 0.862 0.940 0.759
T2 0.848
T3 0.905
T4 0.861
T5 0.878
Second order contract
SOM PR 0.527 0.798 0.580
IN 0.804
T 0.903
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HTMT measures the model’s discriminant validity [48], and in this study, the ob-
tained HTMT construct values were below 0.90, in particular, they fell in the range
between 0.325 and 0.887. The results are displayed in Table 3. Hence, based on [48]
each latent construct measurement in this study was exclusively discriminant against
each of the others.

Table 2. Discriminant validity (HTMT)

COMP| ONLIN | SOM | TRUST [INTIMACY| PERCIEVED RISK
COMP

ONLIN 0.887

SOM 0671 | 0713

TRUST 0357 | 0573 | 0826

INTIMACY | 0325 | 0562 | 0.755 0.654

EIES(C'EVED 0855 | 0.762 0.728 0.387 0.334

In the evaluation of the constructs and their relative items in the CFA model, the
convergent validity and the discriminant validity analysis results for the measurement
model show the appropriateness and accurateness of the measurement scale. Accord-
ingly, the analysis results for convergent validity and discriminant validity are respec-
tively displayed in Table 1 and Table 2.

4.3  Structural model

As suggested by [46] this study evaluated the structural model, R2, beta, t-values via
bootstrapping with a 1,000 resample, the predictive relevance (Q2), and VIF. The eval-
uation of social media interaction was carried on the second-order construct (refer Fig-
ure 2- Figure3).

COMP 1

0.814

= 02, COMP2 |y o oen™
AT 4—0764—
bt CoMP3 ~
T3 4—0905—] 0816
0.861
o Yom CcomP4 coMm

ONLIN 1

0.860
-
0753 07— ONLIN2
PR2 g oo™ “‘wso‘_’
o7 ONLIN3
PR3 0880 ONLIN
'y SOM

PR4 percieved risk

" 0
-
0930,
B 0646

12 40857 —]
kom” SOM-
3 ONLINE'COMP

intimacy

Fig. 2. R?after integrated interaction effect
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Fig. 3. Structural model

As displayed in Table 3; for online shopping intention (ONLIN), the achieved R2
value was 0.589, and this denotes a 58.9% degree of variation in ONLIN. This result is
in line with the suggested cut-off point of 0.19 by [49]. The construct is therefore clar-
ified by its predictors. Further, the Q2 value associated with ONLIN was 0.280, which
is significantly above the value of zero, affirming the relevance of the predictive model
suggested [50]. The acceptableness of the model is therefore affirmed. Equally, the
model showed predictive relevance of high level. As for the VIF values, there were
recorded at 1.343 and 1.105, and in line with the suggestion of [46], the values are lower
than 5.

Table 3 and Figure 3 display a positive influence of social media (SOM) predictor
on ONLIN, with the following values: § = 0.383 and p = 0.000 < 0.05. This implies that
H1 is supported (SOM on ONLIN). Meanwhile, H2 relates to the moderating effect of
social media on the relationship between P-IM and TI, and the obtained values are as
follows: f = 0.117 and p = 0.003 < 0.05. As can be observed in Figure 4, the lines are
not parallel. The results show that social media fortifies the positive relationship be-
tween SOM and ONLIN, along with the change taking place in R2 (prior to entering
the interaction effect of 0.581 — see Figure 1) and increased upon entering an interaction
value of 0.589 (Figure 2). Further, the relationship between SOM and ONLIN is shown
to be moderated, lending support to H2.
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Fig. 4. Moderation Effect of COMP on the Relationship between SOM and ONLIN

Table 3. Structural model

Path S. B S.D R? Q? VIF | T-value | P Values
H1- SOM > ONLIN 0.383 0.134 |0.589| 0.280 | 1.343 | 2.858 0.000
H2- SOM ONLIN*COMP 0.117 0.050 1.105 | 2.340 0.003

5 Conclusion and Future Studies

Past researches on social media and online shopping intention [33] and [34] were
focusing on the impact of social media on online shopping intention, and all of these
studies reported a positive impact of social media on online shopping intention. The
same finding was also reported in the present study, whereby Social media was found
to greatly impact behavioral motivation through the establishment of a direct relation-
ship with the customers of pharmacies, decreasing the perceived risk, and increasing
customer trust, all of which will motivate them to purchase medical products using
online platforms.

This study tested the moderating role of comprehensiveness on the relationship be-
tween social media and intention towards online shopping. The research variables were
analyzed using PLS-SEM, and from the results, this study concluded the significant
impact of comprehensiveness in increasing social media effectiveness. Further, this
study found that comprehensiveness presents the consumer with a complete and ade-
quate message through the owners and promoters of pharmacy. Comprehensiveness
also provides the value needed, fulfils the needs of customer, while also providing ad-
equate breadth and width. Furthermore, comprehensiveness promotes trust of customer
towards e-business platform. In turn, this will enthuse them to perform online shopping.
In other words, comprehensiveness solidifies the positive relationship between social
media and online shopping intention.

This study illustrates the effective use of TAM as in [51] and TPB as in [52]. Further,
this study found that the intent towards online shopping can be increased by increasing
intimacy, decreasing the perceived risk, establishing trust via the provision of adequate
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messages, and by providing clarification of the required value to the customers in order
to motivate them to make purchases via the online platforms.

A number of recommendations can be considered based on the outcomes of this
study. Firstly, as this study was carried out in Jordan, similar study should be carried
out in other Middle East countries. Secondly, aside from customers of pharmacies, fu-
ture studies should be focusing on other sectors such as restaurants and department
stores. Thirdly, aside from using comprehensiveness as moderator to the relationship
between social media and intention to online shopping, other constructs such as influ-
encer characters can also be used as moderator to the same relationship.
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