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Nowadays, social media has provided new opportunities for online shopping 

that benefit both consumers and marketers. Most of the sellers who sell 

products or services on their personal social media platforms are facing the 

issue of figuring what are the aspects that could influence consumers in their 

decisions to purchase products or services from the sellers, especially young 

adults who are active in social media platform. Interpersonal utility, 

information seeking, entertainment, passing time, and convenience are the five 

factors employed in examining the influence toward student’s purchasing 

decisions, in-line with the Uses and Gratifications Theory approach. The 

quantitative research method has been employed in this study. The data was 

collected from 309 undergraduates from a private university in Malaysia. The 

study revealed a strong positive correlation between all five independent 

variables and the dependent variables. The factor with the strongest correlation 

is convenience. This study would provide useful insights to Facebook’s 

personal sellers to promote their products or services in a better way to target 

their potential customers effectively. 
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Introduction  

The way consumers shop has altered and developed greatly in the past few decades. With 

today’s information and modern communications technology, consumers can use a variety of 

social media and different websites to do their shopping (Nadeem et al., 2015, Zhang et al., 

2017). This type of shopping mode is called online shopping (Pham et al., 2018). Driven by 

the local online shoppers, Malaysia has become one of the fastest growing online markets. 

According to Statista (2020), Malaysia’s revenue in via online market is estimated to reach 

US$4,455m in 2020. With approximate annual growth rate of 18.0%, it is projected to obtain 

a market volume of US$8,635m by 2024. Nevertheless, the increase in the usage of the Internet 

has positively influences Malaysia’s online shopping trend. 

 

Online shopping trend among Internet users in Malaysia has developed considerably over the 

past two decades (Soh et al., 2020). Apart from online shopping platforms such as Lazada, 

Shopee, Zalora, Mudah.my, and so forth; social media sites, especially Facebook has also 

become another popular platform for online shopping (Kawaf & Istanbulluoglu, 2019). Many 

social media users started to sell products through their personal Facebook accounts. According 

to Lee et al. (2016), up 94% of Facebook users find and discover new products when they scroll 

through their account, and 62% of them will even make a purchase of that product. 

 

University students particularly, with the age range from 18 to 30 years old show that they are 

more likely to purchase from Facebook as they always have a strong Internet connection 

wherever they are (Farah et al., 2018). The level of their digital literacy also affects their online 

purchasing decisions (Kumar & Govindarajo, 2015). However, studies conducted on online 

purchasing behaviour among university students are scarce, especially purchasing with 

personal sellers in Facebook. Therefore, it is important to identify the determinants of online 

purchasing decisions based on Facebook advertisements by personal sellers. 

 

Uses and Gratifications Theory (UGT) is often use to understand the impact of social media on 

its users. Five most acknowledged gratifications applied in the past studies include 

interpersonal utility, information seeking, entertainment, passing time, and convenience 

(Buzeta et al., 2020; Kircaburun et al., 2020). Thus, these five factors will be employed as the 

independent variables in this study to investigate its impact on the online purchasing decision 

based on Facebook advertising. 

 

Therefore, based on the discussion above, present study is aims to investigate the relationship 

between interpersonal utility, information seeking, entertainment, passing time, and 

convenience and purchasing decision based on Facebook advertising by personal sellers among 

university students. 

 

 

 

 

 

https://creativecommons.org/licenses/by/4.0/?ref=chooser-v1
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Literature Review 

 

Online Purchasing Decisions 

With the development of online business, the third most famous activity after web-surfing and 

email is online purchasing (Jamali et al, 2014). Online purchasing decisions can be defined as 

the consumers’ readiness to buy products and services online (Meskaran et al., 2014). 

Purchasing decisions can be explained as how consumers purchase and discard ideas, 

experiences, goods or services as a means to meet the consumer’s wants and needs (Kotler & 

Keller, 2011). In some cases, a problem solving activity will arise when purchasing and this 

will provide the consumers with a chance to resolve the challenges through stages (Agosi & 

Pakdeejirakul, 2013). The purchasing decision process is made up of five phases, which are 

problem recognition, information search, evaluation of alternatives, purchase decision, and 

post purchase behaviour (Qazzafi, 2019). To better understand consumer’s purchasing 

decisions, marketers should to carry out advertising and promotional campaigns to influence 

consumer buying (Haider & Shakib, 2018). This is because consumer decision serves as a 

powerful tool for marketers to achieve their good business (Sama, 2019). Furthermore, in the 

recent days, the integration of social media sites as a strategic marketing tool has delivered 

highly persuasive influence towards customer purchasing decisions (Zhang et al., 2016). 

Customers are more motivated to use social media to check on a product, the quality and the 

testimonials from previous buyers to help determine the trustworthiness of the product (Ahmed, 

2020). Tuten and Solomon (2020) further emphasised that social media advertising plays 

prominent role in influencing the consumer’s decision making through promotion and active 

interaction with the seller. Social media refers to Facebook, YouTube, Instagram, Twitter, 

Snapchat, WeChat, Whatsapp, Weibo (Fuchs, 2017). However, in this study, the only social 

media sites involve is Facebook. Therefore, any types of advertisement or promotion stuff 

posted by the personal sellers in their own Facebook account are considered as Facebook 

advertising, such as Facebook Live, Facebook Stories, videos, photos, posts, and so forth. 

 
Interpersonal Utility  

Interpersonal utility is also referred as social interaction (Whiting & Williams, 2013), is one of 

the factors motivate people to use social media to communicate and interact with others. 

Whiting and Williams (2013) further added that by interacting with people in one’s social circle 

and update themselves with the latest issues, users tend to spend more time in social media 

sites, which intuitively influence their decision to purchase online based on the social media 

advertisements. Liani and Rina (2020) further explained the attributes of interpersonal utility 

in using social media include individual’s intention to take part in discussion, to support others, 

to develop a sense of belonging, to get more point of views from others, to meet new people, 

and to get help from others. Personal sellers in Facebook are usually promote their product via 

Facebook Live, or by posting videos or photos of the product, which enables potential buyers 

to interact with the seller to establish a better relationship before purchasing the product offered 

by the seller. This is similar to the purpose of using social media. Since interpersonal utility is 

proven to be a factor to motivate users to spend time in social media, its ability to influence 

online purchasing decisions especially in Facebook remains unanswered. Hence, it is expected 

that: 

 

H1: There is a positive relationship between interpersonal utility and online purchasing 

decisions among university students. 
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Information Seeking 

Information seeking is about seek out for information or to self-educate (Whiting & Williams, 

2013), which is an important purpose for the Internet users (Hur, 2017). There are few reasons 

why consumers seeking information online, such as information can be obtained easier, free of 

charge, and fast (Liani & Rina, 2020). Consumers believe that advertisements usually supply 

important information related to the product of service which makes them more willing to 

further research about the product of service (Bomariya & Singh, 2011). The degree of the 

information value in an advertisement in relation to the product or service will greatly influence 

response of consumer and determine its effectiveness (Rathy & Samy, 2015). Social media is 

considered as a useful tool to search for information because it is possible to reach the latest 

information. Furthermore, consumers who are mindful are more likely to use social media to 

search for the information and meant to employ it in online purchasing (Kang & Johnson, 

2015). Personal sellers in Facebook always share videos and photos about the products. They 

also provide more detailed information through Facebook Live, which also serves as a question 

and answer sessions for the product promoted. This would equip the potential buyers with 

sufficient information before deciding whether to buy the product. Therefore, it is crucial to 

determine the impact of such a way of information seeking towards online purchasing 

decisions. Accordingly, the study proposes that: 

 

H2: There is a positive relationship between information seeking and online purchasing 

decisions among university students. 

 

Entertainment 

Entertainment is defined as pleasurable, fun, and enjoyable (Whiting & Williams, 2013). Najmi 

and Ahmed (2018) observed that entertainment is an important factor which attracts the 

attention and engagement of customers in online purchasing. Elliott and Speck (2005) stated 

that a highly functional and entertainment business website will help consumer to shop easily 

with positive mind. It can influence visitor to stay and explore the content with enjoyable 

feelings which tend to increase the frequency of online purchases and loyalty. ur Rahman et al. 

(2018) described that consumers are motivated by two shopping motivations; utilitarian and 

hedonic values. Utilitarian is based on rationale while hedonic shopping is about seeking 

pleasure. Ulaan et al. (2016) described enjoyment as the level of satisfaction that consumers 

feel during online purchase; the more enjoyable the processes of purchasing, the more likely 

consumers will repeat-purchase. Therefore, entertainment is another important reason for 

consumers to purchase online. Personal sellers who promote product in Facebook often use 

humour to convey the message about their product, especially through Facebook Live. This 

could enhance potential consumers’ pleasure in making online purchasing decisions. These 

arguments lead to the following hypothesis: 

 

H3: There is a positive relationship between entertainment and online purchasing decisions 

among university students. 

 

Passing Time 

A steady and growing majority of people are using the Internet when they are bored and also 

as a way to occupy time as high-speed broadband Internet connection is more easily attainable 

(Bednarz, 2011). Pass time is correlated to how individuals kill time with tasks or other daily 

regimens. Thus, individuals would rather occupy their free time by learning about or reviewing 

advertisements displayed on the Internet (Chen et al., 2016). This leads to consumers’ pass 

time motivation which positively influences Internet advertising as they are spending more 
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time on the Internet. Besides, Sundstrom et al. (2019) argued that, when consumers are too 

bored, they are easily triggered by features of online shopping like easy access and free 

delivery. Furthermore, smartphone, which accompanies people all the times, has also created 

an opportunity for consumers who feel bored to use it for leisure and to kill time, anytime and 

anywhere (Leung, 2020), which some people choose to perform online purchasing (Sundstrom 

et al., 2019). Personal sellers who promote product in Facebook often post videos and photos, 

as well as streaming videos via Facebook Live. All these contents provided by the Facebook 

personal sellers enable potential consumers to pass their time anywhere. Hence, this has 

become an easy way to kill boredom. Thus, the study posits that: 

 

H4: There is a positive relationship between passing time and online purchasing decisions 

among university students. 

 

Convenience 

Convenience is the influential element that affects online shopping (Jiang et al., 2013), which 

regarded as the most common factor in exciting consumers to purchase online (Kawa & 

Maryniak, 2018). The convenience of shopping is the means to shop and purchase products 

regardless of time and location (Forsythe et al., 2006). Through online shopping, consumers 

can avoid crowd, reduce waiting time and it also requires less energy as consumer do not need 

to travel to the physical locations (Juniwati, 2014). Similarly, Aldousari et al. (2016) discovered 

that the main reason for consumers to purchase online is the convenience to compare multiple 

products at one platform, which doesn’t requires physically travelling. In addition, Duarte et 

al. (2018) revealed that consumer prefer online purchasing due to the easy access to extensive 

and clear description of the products which enables the consumers to understand better about 

the product configuration and its appearance. Lastly, Almarashdeh et al. (2019) found that 

consumers considered the websites accessibility as the most fundamental factor in influencing 

online purchasing as they can sort the products by few options such as price range, relevance, 

popularity, seller’s location, delivery time and etc. Since everyone has the access to Facebook 

via app, it becomes easier for potential consumers to browse for the product that they wish to 

purchase. Moreover, testimonials of previous or existing consumers can also be found under 

the comment section of the personal seller’s Facebook account. This made the process of 

making purchasing decision becomes easier. Thus, the study posits that: 

 

H5: There is a positive relationship between convenience and online purchasing decisions 

among university students. 

 

Underpinned Theory 

Uses and gratifications theory (UGT) is focused on audience and understand what and why 

consumers do with the media instead of what media do to consumer (Whiting & Williams, 

2013). This theory has been widely adopted in investigating consumers’ online shopping 

behaviour (Huang & Zhou, 2018). Uses and gratification theory has more related as a tool to 

understanding how people connect themselves with the media and technologies (Eginli & Tas, 

2018). Therefore, by applying UGT, this study pursues to deliver a more comprehensive 

understanding of why consumers use social media, especially Facebook to make online 

purchasing. Based on the above reviews on the literature, the research framework of the study 

is developed as shown in Figure 1. 
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Figure 1: Research Framework 

 

Methodology  

 

Sample and Sample Size  

The study was carried out among undergraduates from a private university in Malaysia. 

Quantitative research approach was applied in this study, using questionnaire as data collection 

tool, and convenience sampling as sampling technique. Undergraduates from a particular 

faculty were recruited as respondents of this study. Based on data obtained from Department 

of Student Affairs, the total undergraduate population of the faculty is less than 1700, as of 

December 2019. Thus, as per Krejcie and Morgan’s (1970) sample size guideline, it requires a 

sample size of 310 for a population of less than 1700 (see Table 1). 

  

 

 

 

 

Data Collection Procedure 

Online questionnaires were distributed to 310 respondents. Potential respondents was first 

approached by the researcher through Facebook Messenger and requested to share their student 

ID. Once the respondent’s identity is confirmed as undergraduate, the online questionnaire will 

be shared through the Facebook Messenger. This process was stopped once the questionnaire 

shared with 310 respondents. The online survey method was selected because its more 

inexpensive compared to the cost of traditional paper-and-pencil survey (Rudestam, 2017). 

 

The Instrument 

The questionnaire consisted a total of 35 questions in two sections. Section A consisted of five 

questions on the respondents’ demographic information, while Section B consists of 30 

questions combined for purchasing decision, interpersonal utility, information seeking, 

entertainment, passing time, and convenience (five items for each variable). The items of 

purchasing decision were extracted from a scale developed by Lautiainen (2015). The items of 

information seeking and passing time were derived from Chaturvedi et al.’s (2016) scale. Items 

of convenience were derived from Pham et al. (2018). Meanwhile, the items of both 

interpersonal utility and entertainment were based on Voorveld et al.’s (2018) scale. All the 

Table 1: Sample Size Table 

Population Size = N Hypotheses 

1500 306 

1600 310 

1700 313 

Source: Krejcie & Morgan (1970) 
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items were adopted and modified. All items in Section B were measured with a five-point 

Likert-type scale where 1 represents “Strongly Disagree”, and 5 indicate “Strongly agree”.  

 

The scales reported Cronbach’s alpha value. The reliability of the scale is within the acceptable 

range, with Cronbach’s alpha value ranged from 0.711 to 0.906. Table 2 below indicates the 

reliability test results. 

 

Results and Analysis 

 

Hypotheses Testing 

Pearson’s correlation coefficient analysis was performed to identify the relationship between 

the independent variables and the dependent variable. Table 3 shows the results of the analysis. 

 

Table 3: Pearson’s correlation Result 

Correlations 

 IS IU ET PT CV PD 

 Pearson Correlation 1 .686** .675** .633** .656** .718** 

IS Sig. (2-tailed)  .000 .000 .000 .000 .000 

 N 309 309 309 309 309 309 

IU 

Pearson Correlation .686** 1 .818** .739** .774** .811** 

Sig. (2-tailed) .000  .000 .000 .000 .000 

N 309 309 309 309 309 309 

ET 

Pearson Correlation .675** .818** 1 .781** .817** .809** 

Sig. (2-tailed) .000 .000  .000 .000 .000 

N 309 309 309 309 309 309 

PT 

Pearson Correlation .633** .739** .781** 1 .749** .761** 

Sig. (2-tailed) .000 .000 .000  .000 .000 

N 309 309 309 309 309 309 

CV 

Pearson Correlation .656** .774** .817** .749** 1 .834** 

Sig. (2-tailed) .000 .000 .000 .000  .000 

N 309 309 309 309 309 309 

PD 

Pearson Correlation .718** .811** .809** .761** .834** 1 

Sig. (2-tailed) .000 .000 .000 .000 .000  

N 309 309 309 309 309 309 
**. Correlation is significant at the 0.01 level (2-tailed). 

IU = interpersonal utility, IS = information seeking, ET = entertainment, PT = passing time, CV = 

convenience, PD = purchasing decisions 

 

According to the shaded coefficient values shown in Table 3, all five independent variables 

(interpersonal utility, information seeking, entertainment, passing time, and convenience) 

Table 2: Reliability Test Results 

Variables Items Cronbach’s alpha Strength 

Purchasing decision 

Interpersonal utility 

5 

5 

0.812 

0.803 

Very Good 

Very Good 

Information seeking 5 0.711 Good 

Passing time 5 0.906 Very Good 

Entertainment 5 0.898 Very Good 

Convenience 5 0.888 Very Good 
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revealed positive and significant relationship toward purchasing decision. As per Schober et 

al. (2018) guideline of interpreting correlation coefficient, r value in the range of 0.70 to 0.89 

is considered as strong correlation. Therefore, it can be interpreted that interpersonal utility, 

information seeking, entertainment, passing time, and convenience have strong positive 

correlation with purchasing decisions. 

 

Discussion of Hypotheses 

H1: There is a positive relationship between interpersonal utility and online purchasing 

decisions among university students. 

 

The first hypothesis of the study is to determine the relationship between interpersonal utility 

and purchasing decisions based on Facebook advertising. According to the Pearson correlation 

result shown in Table 3, the r value of 0.811 (p=0.000) is indicating a strong and significant 

positive relationship between interpersonal utility and purchasing decisions. Moreover, 

interpersonal utility has the highest coefficient value than information seeking and 

entertainment.  

 

Interpersonal utility can be very useful and effective if it is used correctly. The reason behind 

this positive relationship is that interpersonal utility can be referred as a feeling of satisfaction 

one gets from purchasing products or services, and the statistics of this interpersonal utility can 

be used as a tool by Facebook advertising. The finding is consistent with past studies by which 

also observed interpersonal utility as the most prominent impulse that triggers respondent’s 

behavioural towards social media advertising (Celebi, 2015; Lee et al., 2016). Thus, the 

hypothesis is accepted. 

 

H2: There is a positive relationship between information seeking and online purchasing 

decisions among university students. 

 

The second hypothesis of the study is to determine the relationship between information 

seeking and purchasing decisions based on Facebook advertising. According to the Pearson 

correlation result shown in Table 3, the r value of 0.718 (p=0.000) is indicating a strong and 

significant positive relationship between information seeking and purchasing decisions.  

 

The easier the process of seeking information, the more influential it is on the consumers’ 

purchasing decisions. This finding is consistent with past studies which claimed that consumers 

are able to understand more information about a product by simply going to the sellers’ profile 

and interacting with them directly (Bomariya & Singh, 2011), and when this process of 

information seeking is made easier, consumers could make their purchasing decisions even 

faster and with more confidence (Rathy & Samy, 2015). This is because consumers tend to 

seek opinions online and share it among their social media friends, just as they do offline, 

which strongly affects their online purchasing decisions (Bilgihan et al., 2014). Furthermore, 

the act of information seeking increases familiarity with the personal seller and the sense of 

social presence which in turn helpful to make effective online purchasing decisions (Hajli et 

al., 2017). Thus, the hypothesis is accepted. 
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H3: There is a positive relationship between entertainment and online purchasing decisions 

among university students. 

 

The third hypothesis of the study is to determine the relationship between entertainment and 

purchasing decisions based on Facebook advertising. According to the Pearson correlation 

result shown in Table 3, the r value of 0.809 (p=0.000) is indicating a strong and significant 

positive relationship between entertainment and purchasing decisions.  

The finding is consistent with past studies which claimed that entertainment is positively 

associated with attitude towards purchasing decisions (Celebi, 2015; El-Ashmawy, 2014; 

Julianto, 2017). Abu-Ghosh et al. (2018) further highlighted that entertainment is an important 

variable when evaluating attitude towards Facebook advertising which able to grab the 

consumers’ attention almost instantly. This means that entertainment is also a vital factor to 

enhance online purchasing decisions among consumers. Thus, the hypothesis is accepted. 

 

H4: There is a positive relationship between passing time and online purchasing decisions 

among university students. 

 

The fourth hypothesis of the study is to determine the relationship between passing time and 

purchasing decision based on Facebook advertising. According to the Pearson correlation result 

shown in Table 3, the r value of 0.761 (p=0.000) is indicating a strong and significant positive 

relationship between passing time and purchasing decisions.  

In general, when the need to pass time is strong, it means consumers spend more time on the 

internet due to boredom (Bednarz, 2011). Consumers’ pass time motivation has a positive 

influence on Facebook advertising because they are spending more time on the internet. As 

they spend more time on the internet to pass time, there will be a higher chance of them digging 

through the advertisement and gain more understanding of the advertising as well. The finding 

is consistent with past studies which claimed that passing time is positively associated with 

attitude towards purchasing decisions (Chen et al., 2016; Leung, 2020; Sundstrom et al., 2019). 

Consumers are easily triggered by features of online shopping, hence, online shopping becomes 

an easy way to kill boredom. Thus, the hypothesis is accepted. 

 

H5: There is a positive relationship between convenience and online purchasing decisions 

among university students. 

 

The final hypothesis of the study is to determine the relationship between convenience and 

purchasing decisions based on Facebook advertising. According to the Pearson correlation 

result shown in Table 3, the r value of 0.834 (p=0.000) is indicating a strong and significant 

positive relationship between convenience and purchasing decisions. It is important to note that 

convenience and purchasing decisions scored the highest Pearson correlation value compared 

to the rest of the independent variables. This indicates that convenience is the most influential 

factor of purchasing decisions based on Facebook advertising among the respondents. 

There is a favourable relationship between convenience and consumer purchasing decisions. 

Solely due to the benefits such as shorter waiting time, no physical travelling and able to avoid 

crowds and queues; a lot of consumer has slowly adapted to shopping on Facebook (Forsythe, 

et al, 2006). Furthermore, according to Juniwati (2014), as Facebook offers wide variety of 

products from different stores, only relevant products that the specific consumer is interested 

in are shown to them, allowing them to quickly proceed to the specific online store to shop, 



 

 
Volume 3 Issue 7 (March 2021) PP. 10-23 

 DOI 10.35631/AIJBES.37002 

Copyright © GLOBAL ACADEMIC EXCELLENCE (M) SDN BHD - All rights reserved 

19 

 

gather information and make purchase. Therefore, there is no doubt that positive relationship 

between convenience and consumer purchasing decision has the highest Pearson correlation. 

The finding is consistent with past studies which claimed that convenience is positively 

associated with attitude towards purchasing decisions (Aldousari et al., 2016; Almarashdeh et 

al., 2019; Duarte et al., 2018). Hence, the hypothesis is accepted. 

 

Conclusion 

The main objective of this study was to identify the relationship between interpersonal utility, 

information seeking, entertainment, passing time, and convenience (independent variables) and 

the online purchasing decisions (dependent variable) based on Facebook advertising. It was 

found that all five independent variables have a strong positive relationship with online 

purchasing decisions. It is important to highlight that convenience has the highest Pearson 

correlation towards purchasing decisions based on Facebook advertising. 

 

This study discovered that interpersonal utility, information seeking, entertainment, passing 

time, and convenience are strongly influence university students’ online purchasing decisions 

based on Facebook advertising posted by personal sellers. Therefore, Facebook personal sellers 

should pay more attention on these five factors to further improve the visibility of their 

Facebook business and to increase their sales growth among university students.  

 

Recommendation 

Future researchers are suggested to involve respondents from other faculties as students from 

one faculty do not represent the whole population of the university. Furthermore, the factors 

influencing students’ online purchasing decision may be different with each faculty. Since the 

present study unable to recruit equal number of respondents from all three main ethnics in 

Malaysia, it is recommended for future researchers to consider involve respondents from other 

ethnics in equal numbers. By doing so, the effect of the independent variables toward the online 

purchasing decision could be analyse whether the influencing factors can be different on 

students from different races. Last but not least, future studies should also investigate other 

social media along with Facebook. 
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