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ABSTRACT

This study aims to find the impact of social media e-commerce on customer loyalty and discover the impact
of each characteristic (measure) of the user experience on customer loyalty. These are Usability,
Trustability, Relevancy, and Reputation. It also aims to find the difference in customer loyalty when
demographic factors change in aspects of gender, age, and education. On the basis of the theoretical
framework, hypotheses were proposed to describe the relationship between the independent variables
(Usability, Trustability, Relevancy, Reputation), and the dependent variable loyalty, i.e. the demographic
factors (gender, age and education). Data was collected from 990 university students and employees of all
levels and ages, through a questionnaire instrument. The hypotheses were tested with hierarchal linear and
simple regression analyses, which confirmed that the study hypotheses have positive relationships. Finally
there is a significant impact of modern social media e-commerce on customer loyalty.

Keywords: Social media, E-commerce, Customer loyalty.

1. INTRODUCTION

Organizations are social essentials of stand-
alone individuals that are designed and monitored to
meet a necessity or to keep up with mutual goals for
reaching competitive advantage and persuading
organizational value [1]. At the moment, e-
commerce will set the stanchion on forceful
competence, which will influence the effect of
organizations and their decision making of dynamic
capabilities.

All organizations, in this day and time have an
e- commercial arrangement that defines
the relationships between  different media to
its events and supporters, also sections
and gives roles, duties, along  with authority to
handle different tasks. Establishments oblige the
support between employees and customers for the
success of their goals and objectives. For that
reason, the study of customer loyalty is important in
organizational, along with, in scholastic outlook.

Customer satisfaction is a significant proficiency
guide for reviewing organization as loyalty has a
significant impact on user’s behavior and attitude
indirectly leading to Customers loyalty [2].

As a result, users are susceptible to greater or
lesser customer loyalty; so individuals with a
positive attitude on life, or who are beneficial, will
have higher customer loyalty regardless of the
product or brand they are in. So it depends on both
internal and external circumstances, which are
effected intensely to the environment in both the
organization and users they are located.

This research paper examines factors that affect
e-commerce using modern social media. The
awareness of e-commerce using modern social
media has offered many challenges and
opportunities for organizations throughout the
world. There has been an amusing flow in the
information systems research on the qualifications
of worthy social media e-commerce. This has
included concepts of how usability (e.g. user
interface) affects users' observations or even how

e ——
1626



Journal of Theoretical and Applied Information Technology =
30" April 2017. Vol.95. No 8 ~J

© 2005 — ongoing JATIT & LLS

" A mma
7NN

ISSN: 1992-8645

E-ISSN: 1817-3195

collaborative components affect consumer behavior
and satisfaction. The influences of this paper are
unfolding. First, a conceptual model of the factors
influencing  virtual consumer motivation is
presented (Satisfaction). This model draws on
significant impact of social media e-commerce on
customer loyalty. The model adapts concepts from
Usability, Trustability, Relevancy, Reputation, and
references components of use of satisfaction in
enterprise. Second, this paper presents a mechanism
that has been validated and field tests.

2. PROBLEM STATEMENT

In this eraof international competition and
quick trade development, businesses have the most
challenging demand to deliver its services and
products to get on top and gratefully stay there as
long as they can. E-commerce is a critical factor of
a presentation of the product and is accountable
for a secure strategic advantage for industries;
especially for new startups who launch new
products that are similar to those of the
competitors in the same market. Therefore, e-
commerce using modern social media is
a primary capability upon today’s businesses, in
conjunction with the globalization of the markets,
especially in Jordan that made one of the main
developing resources for the national market
worldwide. The following questions can help
explaining the problems identified in this study:

1) What is the impact of social media e-commerce
on customer loyalty? This question can be
subdivided into the following questions:

e What is the impact of Usability of social media
e-commerce on customer loyalty?

e What is the impact of Trustability of social
media e-commerce on customer loyalty?

e What is the impact of Relevancy of social
media e-commerce on customer loyalty?

e What is the impact of Reputation of social
media e-commerce on customer loyalty?

2) Are there any changes in the impact of social
media e-commerce on customer loyalty due to
the demographic factors of gender, age and
education? This question entails the following
questions:

e Are there any changes in the impact of social
media e-commerce on customer loyalty due to
gender?

e Are there any changes in the impact of social
media e-commerce on customer loyalty due to
age?

e Are there any changes in the impact of social
media e-commerce on customer loyalty due to
education?

3. OBJECTIVES OF THE STUDY

This study aims to find the impact of social media
e-commerce on customer loyalty, which stands for
Usability, Trustability, Relevancy, Reputation and
satisfaction. In addition, the study attempts to find
the wvariation in customer loyalty when
demographic factors of gender, age and education
change. In specific, the study’s objectives can be
outlined as follows:

o Identifying social media e-commerce different
variables (Usability, Trustability, Relevancy,
Reputation and satisfaction) for products and
services.

o Investigating the product’s vision intact and the
social media e-commerce remains reliable in
order to keep its significance in the market
competition.

e Identifying people’s constantly  changing
opinions and demands to maintain, and even take
a lead in the market.

¢ Preventing mistakes that new startups make early
in their existence, and their judgements to
achieve and cover their chances.

4. RESEARCH HYPOTHESES

To answer the research questions, the following

hypotheses were developed for testing:
Hol: There is no statistical significant impact of
social media e-commerce (Usability, Trustability,
Relevancy, Reputation and satisfaction) together on
customer loyalty. This hypothesis can be further
divided into:

Hol-1: There is no statistical significant impact of

Usability of social media e-commerce on customer

loyalty.

Ho1-2: There is no statistical significant impact of

Trustability of social media e-commerce on

customer loyalty.

Ho1-3: There is no statistical significant impact of

Relevancy of social media e-commerce on

customer loyalty.

H1-4: There is no statistical significant impact of

Reputation of social media e-commerce on

customer loyalty.

HO02: There are no statistical changes in the impact
of social media e-commerce on customer loyalty,
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due to the demographic factors (gender, age and
education).

Ho2-1: There are no statistical changes in the
impact of social media e-commerce on customer
loyalty due to gender.

Ho2-2: There are no statistical changes in the
impact of social media e-commerce on customer
loyalty due to age.

Ho2-3: There are no statistical changes in the
impact of social media e-commerce on customer
loyalty due to education.

5. SUGGESTED MODEL

Based on the points of view about the subject
and some previous studies [3], [4], [5], the
researchers developed the following suggested
model as shown in figure 1. The proposed model
shows the independent variables which are
usability, Trustability, Relevancy, and Reputation.
It also presents the demographic factors which are
gender, age and education as a moderate variable.
Finally it shows the dependent variable which is
customer loyalty.

Independent Variables
Usability |—»
Dependent Variable
Trustability |—»
Customer
P Loyalty
Relevancy |—p
Gender
. Age
[ g
Reputation Education

Figure 1: Research Model

6. LITERATURE REVIEW

Regardless of the developing responsiveness
of the term e-commerce, it has been very
challenging to agree on a common and fixed
definition, due to the nature and scope of e-
commerce’s changing media and means that sets
newer and innovative boundaries of ways to
communicate and therefore transact. The
expression “e-commerce” was brought to light
by Michael Aldrich, an English entrepreneur that
was credited with developing the predecessor to

online shopping in the mid-1970s. In the late 70s
Aldrich connected a television set to a transaction
processing computer with a telephone line and
created what he coined, “teleshopping,” meaning
shopping at a distance [6].

6.1 E-Commerce

By recent definition, e-commerce (electronic
commerce or EC) is the buying and selling of goods
and services, or the transmitting and transferring of
funds or data, over an electronic network, primarily
the internet [7]. These business transactions can be
classified as Dbusiness-to-business, business-to-
consumer, consumer-to-consumer or consumer-to-
business [7]. It is also divided into two parts, which
are: Pure e-commerce or partial e-commerce
depending on three factors; product or service,
process, and delivery agent. If all of the factors are
digital then the e-commerce is called pure,
otherwise it will be called partial e-commerce [8].

There are many benefits of e-commerce some
them: global reach, decrease cost, decrease time,
ubiquity, instant delivery of digitized products, new
business models, and customization. On the other
hand there are some limitations of e-commerce
which it can be divided into: technical limitations
such as security, limited bandwidth especially for
mobile commerce, and reliability. And non-
technical limitation such as: lack of face to face
interaction, possibility of fraud, and some people do
not trust unknown sellers [7, 8].

E-commerce marketing can be divided into
two over-all actions: driving website traffic
and optimizing the user experience for conversion.
Both are critical components for developing an
online business, where the failure in one will seal
the deal to weaken or even terminate any success in
the other [9]. This takes the researchers to the
second component of the study that resolves around
the technique of social media as a method of e-
commerce marketing.

6.2 Social Media

The internet has become a huge platform for
exchanging commodities, and despite the fact many
companies both large and small have adjusted
objectively well to the need for more competitive
online marketing, there are still challenges in the
area of social media [10]. Starting from the top

social media which are computer-
mediated technologies that allow individuals,
companies, or even governments, and other

organizations to view, create and share information,
ideas, career interests, and other forms of
expression via virtual communities and networks
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[11]. Through those different organizations e-
commencers have found a way to reach out to them
in order to market their different products according
to each party’s preference, which has recently
emerged to a unique marketing method of its own
in a form of internet marketing that utilizes social
networking websites as a marketing tool [12]. The
goal of social media marketing is to develop
content that users will share with their social
network to help a company increase brand exposure
and stretch customer reach [13].

Nowadays, social media expenses makes up a
small portion of most business’ marketing
budgets. Where a recent survey from Duke
University revealed that, on average, social media
costs accounted for fairly 9% of the overall budget.
On the other hand that figure is expected to
multiply to nearly 22% in the coming five years
[14]. However, research shows that social media
does not have a firm record of directly creating
sales. But again, social media is building another
place; through the word of mouth, for the public to
interact about the commencer’s brand or products
[15, 16]. This is where customer trust first sees the
light and plays an important factor when customers
are deciding whether or not to buy a product.

A study showed that 90% of people are
influenced by positive customer reviews of a
product [17]. This indicates that customers trust the
familiarity and recommendations of others, even
those who they don’t know, more than they trust
advertisements. This component is the core factor
that the researchers have yet to scratch the surface.

6.3 Customer Loyalty

Definitions flop to recognize that loyalty goes
side-by-side with emotions and human behavior.
Customer loyalty is the result of steadily positive
emotional experience, physical attribute-based
satisfaction and perceived value of an experience,
which includes the product or services [18].
However it is a misconception to assume that a
customer is loyal only because the customer
continues to purchase. There is more to why
customers repeat purchasing which have little to do
with being actually loyal [19].

Thus, loyalty can be defined as a customer
continuing to believe that your organization’s
product/service offer is their best option. That best
fulfills their value proposition whatever that may
be. Taking that offer whenever confronted with that
purchasing decision [20]. In other words, the
physiological state of attraction is developed
through pointing out the customer’s values or at

least engineering the allusion of it; by trending and
promoting of course. Then once the customer
recognizes the product as valuable; for whatever
reason, the intellect triggers the reward system in
the brain, which then makes it a must and having it
or not plays in the feeling of temporary fulfillment,
pleasure and therefore satisfaction.

The customer loyalty is both an attitudinal and
behavioral inclination to prefer one brand over all
others, whether as a result of satisfaction with the
product or service, its convenience or performance,
or simply familiarity and comfort with the brand
[21]. Nevertheless, what the customer needs and
what the customer wants are two diverse sides of
the equation, where usually “needs” are what drives
a customer to buy the product at first, but “wants”
is what makes the customer keep on purchasing that
particular product and not shift to an equivalent
alternative [2].

7. STUDY POPULATION

The researchers have distributed 1300
questionnaires randomly to Jordanian university
students (BA, M.Sc., and PhD) and employees of
all levels and ages. The valid responses that the
researchers received were 990 responses.

8. VALIDITY AND RELIABILITY OF THE
INSTRUMENT

8.1 Validity of the Instrument

The aim of this test is to make sure that the
phrases contained in the study tool can lead to
collect data accurately, and to achieve this, the
researchers disseminated the research questionnaire
to the number of specialized experts and academics
in the field in order to judge the whole
questionnaire to void the indistinctness in the style
of questions, extreme difficulty in the language that
was used, suitable response types for some
questions. To ensure that the questionnaire was
well designed, it was written in both English and
Arabic and was reviewed and validated by multiple
scholars.

8.2 Reliability of the Instrument

The researchers used the Cronbach Alpha
method for measuring the stability of the
questionnaire. This technique is meant to measure
the stability which has been shown by the study
carried out by the researchers. Cronbach’s Alpha
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Val'ues should be greater than 0.6 to be accepted as Services 930 93.99%
reliable values [22]. i
Variable Category Frequency | Percentage
Number of
Table 1: Reliability Statistics of the study lyears using Lilslsogii: 6 60 6.1%
social media
Variable Cronbach's Alpha | No. of Items 6 months - 2 80 8.1%
Usability years
0.867 6
Trustabilit More than 2 850 85.9 %
. 0
rustbily 0.876 5 years
Relevancy 0.917 4 Variable Category Frequency | Percentage
Reputation 0.870 4 Facebook 490 49.5 %
It can be seen from Table 1 that all the values Typ N of : Facebook, 60 6.1%
: . . Social Media LinkedIn
are high and greater than (0.60), which is used by
statistically significant. The consistency rate was, organization F?v?z?t(t)grk 60 6.1%
acceptable and can be considered to be reliable to Facehook
achieve the research undertakings. Acepoots
Twitter, 20 8.1 %
. . 0
9. DATA ANALYSIS AND RESULTS LinkedIn,
YouTube
. o Facebook,
9.1 Population Description ;ijit?; 150 15.2 %
Table 2 summarize the results of descriptive YouTube '
analysis according to the respondents’ age, gender, Facebook
. . . > 0,
education level, organization type, number of years YouTube 130 13.1%
using social media, Type of Social Media used by
Organization, Type of Social Media Preferred by LinkedIn 20 2.0 %
User.s, and How useful do you 'thmk that social r—— Category Frequency | Percontage
media has been for your organization.
Table 2: population description Facebook 420 424 %
Variable Category Frequency | Percentage Type of Facebook, 130 13.1 %
YTy Social Media LinkedIn e
18-24 240 =7
gr:ef:;ned by Facebook,
A 25-33 430 43.4 % LinkedIn, 170 17.2 %
¢ YouTube
34-44 130 13.1% Facebook, 60 6.1%
Twitter ’
45-54 60 6.1 %
Facebook,
54-65 130 13.1% YouTube 210 212%
Variable Category Frequency | Percentage Variable Category Frequency | Percentage
Gender Male 550 55.6 % How u.seful do | Kind of useful 480 48.5 %
you think that
Female 440 44.4% ;"Clalfmed‘a has| Not very useful 110 11.1%
een for your
Variable Category Frequency | Percentage organization :
Education | Undergraduat 600 60.6 % Very useful 400 40.4%
level e degree
Postgraduate 390 39.4%
degree 24.2% of the respondents were between (18 to
Variable Category Frequency | Percentage 24 years), 43.4. % of them were between (25 to 33
0,
Organization Secondar years), 13.1% were between (34 to 44 years), and
type Industr ey only 6.1% were between (45 to 54 years), and
processZrS.i.f 60 6.1% 13.1% were (54 to 65 years). The age group that
raw materials had the most contribution was the younger samples,

due to owning more smartphones in comparison
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with the older groups that are frequently used to
commerce online. Also, younger groups were more
knowledgeable with latest technologies standards as
shown in table 2.

Table 2 also shows that 55.6 % of the
respondents were males and 44.4 % were females.
Despite the fact that the survey was equally passed
out among both genders, males were more
cooperative and accurate in their answers and
contribution.

9.2 Central tendency measures

The researchers used mean and standard
deviation in order to describe attitudes to the
questionnaire questions.

Table 3 shows the mean ratings of Social
media e-commerce Usability with values greater
than 3 for all questions on the five-point scale.

Table 3: Social media e-commerce Usability results

Mean Std.
Deviation

No. Social media e-
commerce Usability

1 I feel that it’s easy to | 4.19 .687
receive and advertise
with my preferred Social

media.

2 I feel that it’s efficient to | 4.07 .648
get things done with my

preferred Social media.

3 Reaching the wanted | 3.61 720
audience  with  my

preferred Social media.

4 My preferred Social | 3.89 780
media uses similar terms

when advertising.

5 It is easy to learn to | 4.17 727
advertise ~ with  my

preferred Social media.

6 My preferred Social | .394 .657
media is considers for
all levels of users when
advertising.

Table 4: Social media e-commerce Trustability

Mean Std.
Deviation

No. Social media e-
commerce
Trustability

1 | I think that my | 4.24 .591
preferred Social
media feels
approachable  when

advertising.

2 | I would never change | 3.96 .671
my preferred Social
media for an
alternative  that is
more visually
attractive  or  has
brighter and attractive

interface displays.

3 | My preferred Social | 4.28 551
media informs me of
its progress when

performing a task.

4 | My preferred Social | 4.05 .639
media is  reliable
progress when

performing a task.

5 | Irely on my preferred | 4.15 352

Social media often.

As shown in table 4 question number 3 has the
highest mean score.

Table 5: Social media e-commerce Relevancy

No. Social media e- Mea Std.
commerce Relevancy n Deviation

1 My preferred Social | 4.17 127
media provides me with
ads that are appropriate

to my preference.

2 My preferred Social | 4.06 .826
media reaches my target
audience when

advertising.

3 My preferred Social | 3.57 821
media matches
audiences to the right

content advisements.

4 My preferred Social | 3.94 .657
media provides me with
ads at the right time and

occasion.

The means of responds range from 3.57 to 4.17
as shown in table 5
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Table 6: Social media e-commerce Reputation

Mean Std.
Deviation

No. Social media e-
commerce Reputation

1 To what extent do I trust | 3.77
My preferred Social

media provider?

702

2 | To what extentis My
preferred Social media
honest to me and/or my
clients?

4.07 .619

3 To what extent can 1| 4.17 .660
rely on the services
being provided My
preferred Social media

provider?

4 | Compared to the | 3.56 763
other providers, services
are fairly estimated and

serviced.

The means of responds range are greater than 3
and question number 3 was the highest value as
shown in table 6.

9.3 Hypotheses Testing

In testing the hypotheses, the researchers depends
on the following statistical rules which are
mentioned and proved in [23], [24]:

e Accept Hol if F Sig. value is greater than 0.05
and reject Hol if Sig. F value is lower than 0.05.
e Accept Hol if calculated F is less than tabulated

F and reject Hol if calculated F greater than
tabulated F.

e Accept Hol if R Square Change value is 0 and
reject Hol if R Square Change value is greater
than 0.

Hypothesis 1:

Hol: There is no statistical significant impact of
social media e-commerce (Usability, Trustability,

Relevancy, reputation) together on customer
loyalty.

Hal: There is statistical significant impact of social
media e-commerce (Usability, Trustability,
Relevancy, reputation) together on customer
loyalty.

Table 7: Test of Hypothesis Hol
F calculated | F tabulated | F Sig. | Result of Hol
134.634 2.37 .000 Reject

Referred to table 7, multiple linear regression
was used to test the research main hypothesis and

the researchers found that (calculated F = 253.238)
is greater than tabulated F, and F Sig. value is less
than 0.05. According to the researchers’ decision
rule: Accept Hol if F Sig. value is greater than 0.05
and reject Hol if Sig. F value is lower than 0.05.
Therefore the researchers will reject Hol and
accept the alternative hypothesis Hal Thus, there is
a statistical significant impact of social media e-
commerce on customer loyalty.

Table 8: Correlations

R R Square Adjusted R Square

762 .581 577

According to table 8 it was found that there is a
positive and significant relationship between social
media e-commerce and customer loyalty where
(R=.762) which is high.

In order to test the first main hypothesis Hol,
there are four minor ones. These hypotheses are:

Hol-1: There is no statistical significant impact of
Usability of social media e-commerce on customer
loyalty.

Hal-1: There is statistical significant impact of
Usability of social media e-commerce on customer
loyalty.

Table 9: Test of Hypothesis Hol-1

F calculated | F tabulated | F Sig. Result of
Hol-1
229.901 4.00 .000 Reject

Referred to table 9, Simple linear regression
analysis was used to test the researchers’ hypothesis
and F Sig. was 0.000, which is lower than 0.05.
According to our decision rule: Accept Hol-1 if F
Sig. is greater than 0.05 and reject it if F Sig. is
lower than 0.05. Therefore the researchers will
reject Hol-1 and accept the alternative hypothesis
Hal-1. Thus, there is a statistical significant impact
of Usability of social media e-commerce on
customer loyalty.

Hol-2: There is no statistical significant impact of
Trustability of social media e-commerce on
customer loyalty.
Hal-2: There is statistical significant impact of
Trustability of social media e-commerce on
customer loyalty.

Table 10: Test of Hypothesis Hol-2

e ——
1632




Journal of Theoretical and Applied Information Technology =
30" April 2017. Vol.95. No 8 ~J

© 2005 — ongoing JATIT & LLS

" A mma
7NN

ISSN: 1992-8645

www.jatit.org

E-ISSN: 1817-3195

F calculated | F tabulated | F Sig. Result of
Hol-2
253.238 4.00 .000 Reject

Table 12: Test of Hypothesis Hol-4

According to table 10, Simple Regression
analysis was used to test the researchers’
hypothesis. F Sig. = 0.000 is lower than 0.05. Based
on the decision rule: Accept Hol-2 if F Sig. value is
greater than 0.05 and reject it if F Sig. value is
lower than 0.05. The researchers will, therefore
reject Hol-2 and accept the alternative hypothesis
Hal-2. Thus, there is a statistical significant impact
of trustability social media e-commerce on
customer loyalty.

Hol1-3: There is no statistical significant impact of
Relevancy of social media e-commerce on
customer loyalty.
Hal-3: There is statistical significant impact of
Relevancy of social media e-commerce on
customer loyalty.

Table 11: Test of Hypothesis Hol-3

F calculated | F tabulated | F Sig. Result of
Hol-3
14.218 4.00 .000 Reject

As table 11 indicates that simple linear
regression used to test the hypothesis and it was
found that F Sig. is lower than 0.05. It also found
that calculated F = 14.218 is greater than tabulated
F. Therefore, reject Hol-3 and accept Hol-3 which
indicates that there is statistical significant impact
of Relevancy of social media e-commerce on
customer loyalty.

Hol-4: There is no statistical significant impact of
Reputation of social media e-commerce on
customer loyalty.
Hal-4: There is statistical significant impact of
Reputation of social media e-commerce on
customer loyalty.

F calculated | F tabulated | F Sig. Result of
Hol-4
82.646 4.00 .000 Reject

Table 12 indicates that simple linear regression
used to test the hypothesis and it was found that F
Sig. is less than 0.05, therefore Hol-4 is rejected
and Hal-4 is accepted, that means there is statistical
significant impact of Reputation of social media e-
commerce on customer loyalty.

Hypothesis 2:

Ho2: There are no statistical changes in the impact
of social media e-commerce on customer loyalty,
due to the demographic factors (gender, age and
education).

Ha2: There are statistical changes in the impact of
social media e-commerce on customer loyalty, due
to the demographic factors (gender, age and
education).

In order to test the second major hypothesis
Ho2, there are three minor ones. These hypotheses
are:

Ho2-1: There are no statistical changes in the
impact of social media e-commerce on customer
loyalty due to gender.

Ha2-1: There are statistical changes in the impact
of social media e-commerce on customer loyalty
due to gender.

Table 13: Test of Hypothesis Ho2-1

R R Square | R Square Change Result of
Ho2-1
0.645 0.416 0.008 Reject

Referred to table 13, Hierarchal Regression
analysis was used to test the researchers’ hypothesis
and the researchers found that R= 0.645, R’=0.416
and R Square Change= 0.008. Since the R Square
Change is 0.008, the researchers reject Ho2-1 and
accept Ho2-1.  This indicates that there are
statistical changes in the impact of social media e-
commerce on customer loyalty due to gender.

Ho2-2: There are no statistical changes in the
impact of social media e-commerce on customer
loyalty due to age.
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Ha2-2: There are statistical changes in the impact
of social media e-commerce on customer loyalty
due to age.

Table 14: Test of Hypothesis Ho2-2

R R Square | R Square Change | Result of
Ho2-2
0.653 0.427 0.018 Reject

According to table 14, Hierarchal Regression
analysis was used to test the researchers’ hypothesis
and the researchers found that R= 0.653, R’=
0.427and R Square Change= 0.018, So Ho2-2 is
rejected and Ha2-2 is accepted. The researchers
will, therefore accept that there are statistical
changes in the impact of social media e-commerce
on customer satisfaction, due to age.

Ho2-3: There are no statistical changes in the
impact of social media e-commerce on customer
loyalty due to education.

Ha2-3: There are statistical changes in the impact
of social media e-commerce on customer loyalty
due to education.

Table 15: Test of Hypothesis Ho2-3

R R Square | R Square Change Result of
Ho2-3
0.639 0.409 0.000 Accept

Table 15 shows that Hierarchal Regression
analysis was used to test the researchers’ hypothesis
and the researchers found that R= 0.639, R2=0.409
and R Square Change= 0.000, So Ho2-3 is
accepted, which means that there was no impact of
social media e-commerce due to education, which
is equaled to 0%

10. CONCLUSIONS AND
RECOMMENDATONS

10.1 Conclusions

Table 16: Conclusion study results

Hypotheses Result of
Ho
There is no statistical significant impact Reject
of Usability of social media e-commerce
on customer loyalty
There is no statistical significant impact Reject
of Trustability of social media e-

commerce on customer loyalty

There is no statistical significant impact
of Relevancy of social media e-
commerce on customer loyalty

There is no statistical significant impact
of Reputation of social media e-
commerce on customer loyalty

There are no statistical changes in the
impact of social media e-commerce on
customer loyalty due to gender

There are no statistical changes in the
impact of social media e-commerce on
customer loyalty due to age.

There are no statistical changes in the
impact of social media e-commerce on
customer loyalty due to education.

Reject

Reject

Reject

Reject

Accept

The results of this study showed that social
media e-commerce was adopted in the four
dimensions which are (Usability, Trustability,
Relevancy and Reputation). The idealized influence
“Relevancy ", came in first place, followed by
Trustability, then Usability and finally Reputation.

Table 16 shows that social media e-
commerce with the four factors (Usability,
Trustability, Relevancy and Reputation) have a
significant impact on customer loyalty. The results
of the study showed statistical changes in the
impact of social media e-commerce of Jordanian
businesses on customer loyalty, due to gender and
age. Astonishingly, the results of the study show
that there are no statistical changes in the impact
social media e-commerce of Jordanian businesses
on customer loyalty, due to education.

10.2 Recommendations

Based on the previous results, the researchers
suggest the following recommendations:

e There is a need to promote interest in the
characteristics Usability, Trustability,
Relevancy, Reputation, due to their significant
impact social media e-commerce of Jordanian
businesses on customer loyalty, by developing
frameworks that have more importance to the
user in ways of better wusability and
convenience.

e There is a need to promote interest in both
combined characteristics  Relevancy and
Trustability because both have a significant
impact. The interaction between both
characteristics lead them to support each other
in reaching the highest customer loyalty.

o There is a need to indorse the most attention on
developing categorized social media e-
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commerce methods according to age groups, by
developing framework approaches that are
adaptable to the younger age group; because
there are statistical changes in the impact of
social media e-commerce of Jordanian
businesses on customer loyalty, due to age.

e There is a need to promote interest in
developing stereotypical social media e-
commerce methods according to gender or
gender related preferences, by developing
frameworks that can be easily customizable to
reflect the user’s preference and style; because
there are statistical changes in the impact of on
social media e-commerce of Jordanian
businesses on customer loyalty, due to gender.
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