
Ready – Set – Click 

2015 is the year that saw social networks incorporate “Buy Buttons” on their 

platforms. Apart from announcements from Facebook that the testing of a 

“Buy” call-to-action button commenced during the month of July 2014, Twitter 

started tests in September 2014 and announced one year later that the 

Twitter “Buy Now” is available to U.S. merchants with the objective of 

removing much of the friction in mobile purchasing processes. In June 2015, 

Pinterest’s business blog also announced that buyable pins are now available 

to users in the U.S. Shopping on social networks evidently has become a 

prominent new frontier where social networks, buyers and sellers are actively 

exploring the viability of such services. 

 

A study was conducted by Lezanne Sonntag, a Master’s student in the 

Department of Marketing Management to identify the motivating factors that 

offers predictive insight into consumers’ willingness to adopt shopping 

services on social networks. A hypothetical Facebook shopping service 

scenario was presented to a market research firm’s consumer panel which 

offers insights based on 348 respondents from South Africa.  

 

The study expands on the Technology Acceptance Model (TAM) through 

additionally measuring subjective norm (social influence), perceived 

enjoyment of such services, the risks involved and how trust will influence 

consumers’ willingness to adopt shopping on Facebook.  

 

The results revealed that when users perceive the services to be enjoyable, 

easy to use, trustworthy and guarantees responsible custodianship of 

information solicited by the user, it is suggested that marketers will see 

increased adoption rates of shopping applications on social networks. 

 

In the pursuit of capitalising on the growing trend of offering shopping services 

on social networks, this study contributes to extant e-commerce literature in 

furthering the exploration and improvement of theory development in the field. 
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This is research was conducted as part of the fulfilment of the Master’s 

degree in Marketing Management in 2015 with the Department of Marketing 

Management by Lezanne Sonntag under the supervision of Prof. M. Wiese. 

 

http://www.up.ac.za/en/marketing-management/article/51794/postgraduate-degrees
http://www.up.ac.za/en/marketing-management/article/51794/postgraduate-degrees
http://www.up.ac.za/marketing-management
http://www.up.ac.za/marketing-management
http://www.up.ac.za/en/marketing-management/article/51770/staff

