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Abstract 
Aim/Purpose: Social networking sites (SNS) have become essential platforms not only for socializing, 
but also for conducting business operations such as buying and selling. Therefore, it is important to 
examine the factors that influence customers' intention to purchase on these platforms. In the post-
pandemic period, advancements in technology and the increasing use of social networking sites have 
led to a surge in shopping on social media platforms. This research study aimed to investigate the 
determinants of the intention to purchase products and services on SNS during the post-pandemic 
period. Social media has become an indispensable technology in daily life, with Facebook emerging as 
a dominant platform for exploring, comparing, buying, and selling products and services anytime, 
anywhere.  

Introduction/Background: The emergence of social media technology has changed the ways and 
methods of conducting business, most notably during the COVID-19 pandemic. Social media 
technology supports a new environment and functions that businesses can use to grow and interact 
with their customers regularly without having a physical location or direct contact. Social media 
platforms have emerged as popular channels for online shopping, magnifying interactions between 
online sellers and buyers. They provide businesses with a new avenue to showcase, present, and sell 
their products and services, so understanding social media marketing has become crucial. There are 
about 54 million people in Myanmar, and 41.5 million of them are Internet users. Almost all Internet 
users also use social media platforms, and notably, 14.5 million of them are active on the Facebook 
platform. Social commerce is a new form of e-commerce that takes place on social media platforms, 
facilitating social activities like communication, contribution, interaction, and sharing throughout the 
buying and selling process. 

Methodology: A deductive, cross-sectional, quantitative research method was employed in this study, 
involving 332 Facebook users from Myanmar. A non-probability convenience sampling method was 
employed, and a survey questionnaire was created using a Google Form to save time and costs; this 
was an effective way to gather data from a large number of respondents. A 5-point Likert scale was 
used to measure all construct variables except for the demographic variables. Structural equation 
modeling was used to analyze the collected data, and data analysis was performed in AMOS software. 

Findings: All the constructs were examined using confirmatory factor analysis for validity and 
reliability. The Average Variance Extracted and Composite Reliability values for each construct 
demonstrated how effectively the indicators converged to represent the underlying constructs. 
According to the hypotheses testing results, two hypotheses (H3, H5) were accepted, while three 
hypotheses (H1, H2, H4) were rejected. Therefore, among the five determinants (Social Influence, 
Word-of-Mouth, Perceived Ease of Use, Trust, and Perceived Enjoyment), only two (Perceived Ease of 
Use and Perceived Enjoyment) were statistically significant for the intention to purchase products and 
services on social networking sites. 
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Contribution/Impact on Society: Enjoyment was more important than Ease of Use for social media 
users when shopping online. Social Influence and Word-of-Mouth did not effectively encourage social 
media users to make purchases on social networking sites. In addition, Trust was not necessary, 
especially for users with online shopping experience. Sellers on SNS platforms should recognize that 
customers favor buying products and services on these platforms because of their ease of use and 
adaptability. These platforms help users discover the products and services that they may need, and 
customers find the purchasing process straightforward to learn. Online retailers should develop a 
simple and transparent purchasing process, making product details, price comparisons, order 
placement, payment options, and shipping methods easily accessible and user-friendly. This study's 
findings indicate that Perceived Enjoyment influenced purchase intention more than Perceived Ease 
of Use. Therefore, e-retailers should prioritize creating engaging and enjoyable content rather than 
focusing solely on simplifying the purchasing process. 

Recommendations: This research study should be replicated on other social networking sites, such as 
TikTok, X (formerly known as Twitter), and Instagram, with additional factors and a larger sample size. 
Conducting similar research in different regions, cultures, and circumstances is also recommended. 
Moreover, this study was carried out solely in Myanmar, indicating that the research model used may 
not be applicable to other countries, as online shopping behaviors may vary considerably across 
different social media platforms. 

Research Limitations: A primary limitation of this study was its focus on only five factors as 
antecedents of the intention to purchase products and services through SNS platforms. This study 
excluded other potential constructs that may influence purchasing intentions. Furthermore, all 
respondents were Facebook users with previous online shopping experience, which may not reflect 
the behavior of users on other SNS platforms. Although the sample of Facebook users was relevant 
given their prevalence in Myanmar's social media scene, the findings were limited by concerns about 
representativeness. 

Future Research: The current research model could be extended with additional constructs, and a 
longitudinal study could be conducted since users' behavior changes over time. Similar research 
studies should be conducted in other contexts such as mobile commerce, e-commerce, and online 
commerce. 

 
Keywords: Online purchase intention, social networking sites, Myanmar  
 

Introduction 
During the post-pandemic period, advancements in technology and the growing popularity of 

social networking sites (SNS) have made online shopping a widely practiced activity on these 
platforms. Social media technology has become an integral part of everyday life, with Facebook—one 
of the top social media platforms—enabling users to search for, compare, buy, and sell products and 
services at any time and from any location (Elshaer et al., 2024). SNS have emerged as popular 
platforms for online shopping, enhancing communication between online sellers and customers. 
Social media offers businesses new channels to showcase, present, and sell their products and 
services, making it essential to understand social media marketing. 

The rise of social commerce has been driven by the emergence of social media, advancements in 
software and hardware technology, and unavoidable circumstances like the COVID-19 pandemic (Tun, 
2021). According to Dang et al. (2023), one of the key factors in the growth of social commerce has 
been customers' willingness to share information and experiences. Increased communication among 
users on SNS leads to more information exchange and the expansion of these platforms. Additionally, 
social media users are motivated to engage in social commerce by buying, selling, recommending, 
finding, and sharing specific products or services (Lorenzo-Romero et al., 2011). Therefore, for online 
businesses on SNS platforms, understanding communication factors is crucial, as these significantly 
influence SNS user behavior (Taemkongka et al., 2022). 
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Gathering information about products or services is a primary reason for using SNS platforms 
today. Among these platforms, TikTok, a short video app with one billion users, has become popular 
not only for entertainment, but also for obtaining product information (Tun, 2022). Many online shop 
owners use TikTok to attempt to influence customer buying behavior. However, Facebook and 
Instagram remain the most prominent SNS platforms among social media users (Tun, 2021). 
Instagram, initially pioneering photo-sharing, now has 2 billion users. Nevertheless, Facebook remains 
the largest SNS, with 3.07 billion users (Statista, 2025). 

 
Literature Review 

The utilization of SNS for business activities is known as social commerce. Social commerce can be 
understood as a subset of electronic commerce that utilizes SNS platforms to foster customer-focused 
activities, such as creating online communities, sharing experiences, and posting reviews, all aimed at 
promoting and selling products and services (Ramirez-Correa, et al., 2023). With the increasing 
popularity of SNS, social commerce has been widely adopted in many countries, including Myanmar, 
especially during the post-pandemic period. Myanmar has a population of 54 million, with 41.5 million 
people having Internet access, almost all of whom use social media. Among these, 14.5 million people 
are Facebook users, with 45.5% being female and 54.5% being male (Kemp, 2023). Given Myanmar's 
rapid increase in social media usage, social commerce presents substantial opportunities for 
businesses to market and sell their products and services. 

SNS users can easily access information via their social media communities and share their 
previous experiences or suggestions in real-time with their social circles. Besides, the interactions of 
customers on SNS generate valuable ideas for developing new products and services (Avakiat & 
Roopsuwankun, 2021). A growing number of businesses are utilizing social networking sites as 
marketplaces, leveraging them not only to sell products and services, but also for promotion, brand 
development, customer engagement, and recruiting employees or connecting with business partners 
(Ferdiansyah & Nugroho, 2023). As a result, the escalating acceptance of SNS has led to several cycles 
of evolution, both electronic and social, giving rise to a distinct structure of e-commerce known as 
social commerce or S-Commerce (Al-Alawi et al., 2020). 

Andijani and Kang (2022) noted that social media platforms offer effective tools for collaboration 
and communication among businesses, customers, and suppliers, fostering innovation that leads to 
higher sales, lower costs, and expanded customer bases. The increasing number of SNS users has 
boosted the growth of social commerce, notably on major SNS platforms like Facebook and X (formerly 
Twitter). Similarly, Tun (2022) noted that social commerce is a new type of e-commerce that operates 
on social media platforms, enabling social activities such as communication, contributions, interaction, 
and sharing during the buying and selling procedures. Based on the above literature, the following 
research questions emerged. 

 
Research Question 1. What are the determinants of intention to purchase on SNS platforms? 
Research Question 2. How can the business sell their products and services effectively on SNS? 
Research Question 3. What factors contribute to successfully conducting business on SNS? 
 

Theoretical Background 
The Theory of Reasoned Action (TRA), developed by Fishbein and Ajzen (1975), is a psychological 

model designed to explain how people form intentions to perform specific behaviors. According to 
TRA, individuals’ intentions to act in definite ways are the main predictors of their actual behavior. 
These intentions reflect their readiness to engage in the behavior, and are considered the immediate 
precursors to action. TRA suggests that a person's behavior is mainly determined by the intention to 
carry out a particular behavior, which is shaped by two main factors: one’s attitude toward the 
behavior, and perceived social pressure, or subjective norm. The theory emphasizes "Attitudes 
Toward the Behavior”, which are an individual's negative or positive assessments of performing the 
behavior, depending on beliefs about the behavior's outcomes, and the importance that is attached 
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to these outcomes. "Subjective Norms" refer to perceived social pressures to either engage in or 
refrain from a behavior, influenced by what an individual believes others who are significant to them 
regard as the behavior. 

Although TRA ignored the concept of behavioral control, later models such as the Theory of 
Planned Behavior (TPB) included it. TPB was created by Ajzen in 1985, building upon TRA constructs 
by adding perceived behavioral control (PBC) to the existing components of attitudes and subjective 
norms. This offered a more complete framework for understanding how beliefs and attitudes 
influence behavior. TPB seeks to clarify how individual behavior is influenced by intentions and the 
perceived level of control over executing a behavior. Behavioral control involves the perceived ease 
or difficulty of accomplishing the behavior, considering factors such as available resources and 
potential obstacles. TPB is widely used across various domains, including health, marketing, 
organizational behavior, and psychology, to analyze factors such as consumer purchase intentions, 
health behaviors, and employee performance (Ajzen, 1991). 

Building upon the TPB and TRA, the Technology Acceptance Model (TAM) was developed by Davis 
(1989) to model users' acceptance of information technologies or systems. Davis then extended this 
model to present general beliefs about information system acceptance, as well as intention to 
apprehend user behavior across various end-user computing technologies and populations. The TAM 
model also incorporated two key factors–Perceived Usefulness (PU) and Perceived Ease of Use 
(PEOU)–into a final version developed by Davis and Venkatesh (1996). This version posited that both 
PU and PEOU directly influence behavioral intention, thus eliminating the need for an attitude factor. 
While TAM has been validated many times as a good predictor of behavioral intention, it explicitly 
excludes any social variables. 

In this study, Word-of-Mouth (WOM) refers to casual communication, such as spoken or oral 
reports among non-commercial individuals about products or services via email, phone calls, instant 
messaging, or other communication methods (Tun, 2021). WOM involves intentionally invented 
messages to attract and allure individuals socially (Al-Haddad et al., 2022). In the context of social 
commerce, WOM encompasses customers-contributed-content on SNS, including suggestions, 
referrals, rankings, and evaluations associated with products or services (Chandara et al., 2023). 
Additionally, WOM is an appropriate construct for examining social interactions among customers in 
S-Commerce environments (Zulqarnain et al., 2023). 

Tun (2021) noted that Enjoyment (EJ) is a key factor that motivates users to make online 
purchases. Users are likely to experience enjoyment when they connect with peers who share similar 
opinions and interests on social networking sites, which can drive them to engage in commercial 
activities through social media (Tun, 2022). Additionally, enjoyment was proposed as an additional 
belief factor in the extended TAM and has been crucial in predicting behavioral intention (BI) toward 
adopting new technology (Zulqarnain et al., 2023). 

Dang et al. (2023) defined Trust (TR) as a belief in the trustworthiness of participants in an online 
setting. Several prior studies (Tun, 2021) have established that trust is a crucial component in online 
environments. Andijani and Kang (2022) examined online shopping using TAM, incorporating the trust 
construct. Behavioral Intention to purchase a product or service is a necessary step in completing an 
online transaction (Rao et al., 2021). Tun (2022) described purchase intention as the degree of 
preparation and willingness of customers to engage in a transaction with the seller. 

 
Hypotheses and Research Model Development 

According to Lim et al. (2022), individuals with strong social interactions tend to engage in more 
verbal communication compared to those with weaker interactions. Social influencers, who are 
integral to social circles, act as mavens, sharing current information about products, services, price 
comparisons, and reliable vendors (Andijani & Kang, 2022). Al-Alawi et al.’s (2020) research also 
confirmed that social influence plays a significant role in shaping purchase intentions. Therefore, the 
following hypothesis is proposed: 

H1: Social Influence has a significant positive effect on purchase intention. 
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During the purchasing process, customers seek advice and recommendations from others to 
minimize risks and learn how to make informed purchasing decisions (Bernard et al., 2020). They 
prefer obtaining information through verbal communication, especially when facing challenges in 
high-risk purchase situations (Chetioui et al., 2021). Customers believe that verbal communication 
helps them avoid potential mistakes and correct errors (Al-Haddad et al., 2022). Consequently, word-
of-mouth (WOM) is posited as a direct social behavior that influences customers' purchasing decisions 
on Facebook. 

H2: Word-of-Mouth has a significant positive effect on purchase intention. 
 

An earlier study by Chandara et al. (2023) found that the ease of using social networking sites 
enhanced customers' positive impressions, leading to purchase decisions. Customers were more 
inclined to make purchases on Facebook if they found the shopping experience easy and the 
purchasing procedures simple (Tun, 2022). Additionally, features such as ease of navigation, 
straightforward purchasing processes, and a clear structure assisted online vendors on Facebook in 
facilitating customers' purchase decisions (Tun, 2021). Therefore, the following hypothesis is 
proposed: 

H3: Perceived Ease of Use has a significant positive effect on purchase intention. 
 

In the realm of social networking sites (SNS), building trust among customers is crucial for 
motivating and prompting them to make purchases, leading to increased sales (Andijani & Kang, 
2022). Additionally, trust fosters an enjoyable and comfortable online environment, enhancing the 
enjoyment of SNS (Rao et al., 2021). Therefore, trust is a key prerequisite for S-Commerce success. 
The empirical study by Tun (2022) confirmed that trust significantly influenced customers' decisions 
to shop on Facebook. Consequently, the following hypothesis is proposed: 

H4: Trust has a significant positive effect on behavioral intention. 
 

Perceived enjoyment, a hedonic factor, is crucial for online shopping, as it ensures that customers 
can enjoy the process of searching for and purchasing products or services (Andijani & Kang, 2022). 
Therefore, online retailers on Facebook should emphasize this hedonic aspect when selling their 
products or services. Zulqarnain et al. (2023) argued that feelings of pleasure, joy, and delight 
influence customers' behavior, motivating them to shop online. Hence, the following hypothesis has 
been developed: 

H5: Perceived Enjoyment has a significant positive effect on purchase intention. 
 

Based on the theoretical background, literature review, and hypotheses presented below in Table 
1, this study's research model (shown in Figure 1) incorporates Social Influence (SI), Word-of-Mouth 
(WOM), Perceived Ease of Use (PE), Trust (TR), and Perceived Enjoyment (PJ) to examine their links to 
Intention to Purchase (IP). 

 
Table 1 Hypotheses With Literature Support 

Hypotheses Effects Literature Support 
H1 SI → IP Al-Alawi et al. (2020) 
H2 WOM → IP Chandara, Pongpaibool, and Norng (2023) 
H3 PE → IP Lorenzo-Romero et al. (2011) 
H4 TR → IP Dang et al. (2023) 
H5 PJ → IP Saprikis et al. (2018) 
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Figure 1 Proposed Research Model 
 

 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Research Method 
In this study, a deductive cross-sectional quantitative research method was employed to explore 

the significance of various determinants, utilizing validated research instruments (Table 1) to ensure 
construct validity and reliability. A survey questionnaire was used for its time and cost efficiency in 
quickly gathering extensive data from a large number of participants (Neuman, 2006). A self-
administered structured questionnaire was designed using a Google Form to measure the constructs 
in the proposed research model (Figure 1) and to collect demographic information from respondents. 
A 5-point Likert scale was used to measure all construct indicators. The survey form was distributed 
via prominent SNS channels in Myanmar, such as Facebook, resulting in 332 valid responses. The 
collected data was analyzed using the Structural Equation Modeling (SEM) procedure with AMOS 
software. The SEM technique is highly adaptable for handling constructs, even when dealing with 
small sample sizes. Additionally, SEM can examine the relationships between observed and dependent 
constructs while minimizing measurement errors (Kline, 2011). 
 
Data Analysis Results 
Profile of Respondents 

Table 1 presents a demographic breakdown of the sample based on gender, age, occupation, and 
educational level. In terms of gender, the population consisted of 35.2% males (117 individuals) and 
64.8% females (215 individuals). Age-wise, the largest group fell within the 21–25 years range, 
representing 34.6% (115 individuals), followed by the 18–20 years range at 20.5% (68 individuals), 
while smaller proportions were seen in older age brackets, such as those 41 years and older (14.5%, 
48 individuals). Regarding occupation, 39.5% (131 individuals) worked in the private sector, 30.4% 
(101 individuals) in the public sector, and 30.1% (100 individuals) were unemployed. In terms of 
education, 27.1% (90 individuals) held a bachelor's degree, 25.6% (85 individuals) had completed high 
school, 25.0% (83 individuals) held a master's degree, 12.3% (41 individuals) had a PhD, and 9.9% (33 
individuals) possessed a diploma. This data provides insight into the distribution of gender, age, 
employment, and educational qualifications within the sample.   

Social 
Influence (SI) 

Word-of-
Mouth (WOM) 

Perceived Ease 
of Use (PE) 

Trust (TR) 

Perceived 
Enjoyment (EJ) 

Intention to 
Purchase (IP) 

H1 

H2 

H3 

H4 

H5 
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Table 1 Demographic Profile of Respondents 

Demographic Profile (N = 332) Frequency Percentage 

Gender 
Male 117 35.2 
Female 215 64.8 

Age 

18–20 years 68 20.5 
21–25 years 115 34.6 
26–30 years 52 15.7 
31–35 years 27 8.1 
36–40 years 22 6.6 
=/> 41 years 48 14.5 

Occupation 
Private sector 131 39.5 
Public sector 101 30.4 
Unemployed 100 30.1 

Education 

High School 85 25.6 
Diploma 37 11.1 
Bachelor Degree 100 30.1 
Master Degree 83 25.1 
PhD 27 8.1 

 
Convergent Validity 

The convergent validity table (Table 2) assessed the validity and reliability of the indicators used 
to measure various constructs in the measurement model.  

 
Table 2 Analysis Results of Convergent Validity 

Indicators Estimate AVE CR 
SI4 .904 

.682 .859 SI3 .973 
SI2 .532 

WOM4 .770 

.730 .915 
WOM3 .868 
WOM2 .915 
WOM1 .859 

PE4 .896 

.644 .874 PE3 .968 
PE2 .718 
PE1 .566 
TR4 .737 

.608 .861 
TR3 .790 
TR2 .860 
TR1 .726 
PJ4 .896 

.691 .899 
PJ3 .822 
PJ2 .803 
PJ1 .800 
IP4 .763 

.649 .881 
IP3 .864 
IP2 .833 
IP1 .758 
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Each construct's Average Variance Extracted (AVE) and Composite Reliability (CR) values indicated 
how well the indicators converged to reflect the underlying constructs (Fornell & Larcker, 1981). Social 
Influence (SI) had a CR of .859 and an AVE of .682, suggesting a good level of reliability and validity. 
Word-of-Mouth (WOM) performed exceptionally well, with a CR of .915 and an AVE of .730, indicating 
strong convergent validity across its indicators. Similarly, Perceived Ease of Use (PE), Trust (TR), 
Perceived Enjoyment (PJ), and Intention to Purchase (IP) all showed satisfactory CR and AVE values, 
with the highest being PJ at .899. These results demonstrated that the indicators effectively captured 
the constructs they were intended to measure, reinforcing the robustness of the measurement model 
(Hair et al., 2010). Therefore, Table 2 highlights the reliability of the indicators in representing their 
respective constructs, thus supporting the study’s overall validity.  
 
Discriminant Validity 

Table 3 presents the correlation coefficients and the square root of the Average Variance 
Extracted (AVE) values for each construct, highlighting their discriminant validity. The diagonal values 
represent the square root of AVE for each construct, indicating the extent to which each construct 
captures its own variance (Cohen et al., 2003). Social Influence (SI) had a value of .826, suggesting it 
effectively measured its intended construct. The correlations between constructs are shown in the 
off-diagonal elements; WOM correlates with SI at .151 and has its own square root of AVE at .854. The 
moderate correlations between constructs, such as WOM and Perceived Ease of Use (PE) at .518, and 
the stronger correlations between Trust (TR) and Perceived Enjoyment (PJ) at .534, indicated some 
overlap in constructs, yet the square root of AVE values remained higher than these correlations, 
confirming good discriminant validity. Therefore, Table 3 illustrates that while the constructs were 
related, they remained distinct, supporting the integrity of the measurement model (Kline, 2011). 

 
Table 3 Analysis Result of Discriminant Validity 

Constructs SI WOM PE TR PJ IP 
SI .826      

WOM .151 .854     
PE .098 .518 .802    
TR .302 .430 .389 .780   
PJ .289 .475 .378 .534 .831  
IP .185 .319 .349 .334 .436 .806 

 
Hypotheses Testing 

The hypotheses testing results (Table 4) provide insights into the relationships between various 
constructs and Intention to Purchase (IP). Among the tested hypotheses, H1 (SI → IP), H2 (WOM → IP), 
and H4 (TR → IP) were all rejected, indicating that these factors did not have a significant effect on IP, 
as evidenced by their respective p-values (.339, .493, and .342) exceeding the threshold of .05. In 
contrast, H3 (PE → IP) was supported, showing a significant positive effect with a β value of .181 and 
a p-value of .006, which highlighted the importance of Ease of Use in influencing purchase intentions. 
Additionally, H5 (PJ → IP) was also supported, demonstrating a strong positive effect with a β of .292 
and a highly significant p-value of .000. These findings suggested that while Perceived Ease of Use and 
Perceived Enjoyment played critical roles in shaping purchase intentions, Social Influence, Word-of-
Mouth, and Trust did not significantly contribute to this outcome in the current study. All of the above 
hypotheses testing results are also presented in Figure 2.  
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Table 4 Hypotheses Testing Results 

Hypotheses Effects β t-Value p-Value Results 

H1 SI → IP .055 .956 .339 Rejected 
H2 WOM → IP .049 .685 .493 Rejected 
H3 PE → IP .181 2.727 .006 Supported 
H4 TR → IP .070 .950 .342 Rejected 
H5 PJ → IP .292 3.923 .000 Supported 

 
Figure 2 Research Model with Analysis Results 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Model Fit Indices 

The model fit indices table (Table 5) evaluated the overall fit of the research model (Figure 2), 
providing a comprehensive view of its adequacy in representing the data. The Chi-square to degrees 
of freedom ratio (χ²/df) was 2.720, indicating a "Good Fit," suggesting that the model aligned well with 
the observed data. The Goodness of Fit Index (GFI) showed a value of .869, which was classified as a 
"Good Fit," implying that while the model fit reasonably well, there may be room for improvement. 
The Adjusted Goodness of Fit Index (AGFI) was at .831, categorized as a "Good Fit," reinforcing the 
model's adequacy. The Comparative Fit Index (CFI) presented a strong value of .928, also denoted as 
a "Good Fit," indicating that the model explained the variance in the data effectively compared to a 
null model. Lastly, the Root Mean Square Error of Approximation (RMSEA) was reported at .072, which 
fell within the acceptable range for a "Good Fit." In conclusion, these indices suggested that the 
research model demonstrated a satisfactory fit with the collected data. In addition, R2 of endogenous 
variable (IP) was estimated .239.  

Social 
Influence (SI) 

Word-of-
Mouth (WOM) 

Perceived Ease 
of Use (PE) 

Trust (TR) 

Perceived 
Enjoyment (EJ) 

Intention to 
Purchase (IP) 

β = .181, t = 2.727, ** 

** means p < .01 
*** means p < .001 
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Table 5 Analysis Results of Model Fit Indices 

Model Fit Indices Recommended Research Model Result 

χ²/df < 3.00 2.720 Good Fit 
GFI > .85 .869 Good Fit 

AGFI > .80 .831 Good Fit 
CFI > .90 .928 Good Fit 

RMSEA < .08 .072 Good Fit 
 

Discussion 
This study confirmed that Perceived Ease of Use and Perceived Enjoyment significantly influenced 

the intention to purchase products and services on SNS platforms, aligning with the findings of 
previous studies (Chandara et al., 2023; Saprikis et al., 2018), therefore answering Research Question 
1. Vendors on SNS platforms should consider that customers prefer purchasing products and services 
on these platforms due to their convenience and flexibility. SNS platforms need to support and assist 
users in finding desired products and services, so that customers perceive the process of learning how 
to make purchases on SNS as easy. As a result, online sellers are encouraged to boost their sales, 
engage with customers, and promote their products or services by utilizing SNS as a primary sales 
channel (Supotthamjaree & Srinaruewan, 2021), therefore answering Research Question 2. 

Many customers choose SNS platforms to purchase products and services because they find 
shopping on these platforms enjoyable, describing it as fun, entertaining, and exciting. To attract more 
customers, online vendors are encouraged to create engaging and interactive content, such as live 
videos and interactive activities (Avakiat & Roopsuwankun, 2021). When customers enjoy shopping 
on SNS platforms, they are more likely to make repeat purchases. Customers, particularly those in 
Myanmar, tend to prefer purchasing products and services in the simplest and easiest way possible, 
therefore answering Research Question 3.  

This study also revealed that Myanmar customers were more likely to make a purchase if the 
process was simple and convenient. Therefore, e-retailers should design a straightforward and clear 
purchasing process, ensuring that product information, price comparisons, order placement, payment 
methods, and shipping options are all easy to access and use (Hanaysha, 2018). According to the 
findings of this study, Perceived Enjoyment has a greater impact than Perceived Ease of Use on 
Purchase Intention. Therefore, online retailers should focus more on creating enjoyable content rather 
than solely prioritizing the ease of purchasing (Gupta et al., 2019). 

According to these findings, sellers should prioritize excitement and amusement, as enjoyment 
and pleasure are key factors in attracting customers in Myanmar. As a result, online retailers should 
implement engaging entertainment programs on their social media platforms, such as online contests, 
entertainment videos, live streaming, and informative content (Bokhari et al., 2021). Additionally, 
online sellers should consider offering discount coupons, loyalty points, or entertainment-based 
marketing strategies to enhance the enjoyment factor and attract more shoppers (Indrawan et al., 
2022; Yasmin & Khanam, 2022). 

This study revealed that the Social Influence factor was not a determinant of the intention to 
purchase products and services on SNS platforms in Myanmar. Customers generally did not base their 
purchase decisions on the opinions of their social peers. These findings indicated that other people's 
views and thoughts had an insignificant effect on customers' decisions to buy products and services 
on SNS platforms. These results aligned with the empirical study by Shin and Hancer (2016), who found 
that social pressure did not have a direct impact on purchase intention, contrary to the TPB. This 
suggests that the original TPB may not be entirely applicable in all contexts, and researchers should 
therefore exercise caution and consider the specific characteristics of their study subjects when 
applying the TPB framework. 

In this study, Word-of-Mouth (WOM) had an insignificant effect on purchase intention, aligning 
with the findings of Tun (2022). In that study, WOM was considered a positive recommendation, but 
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was not directly critical to purchasing decisions. Although online retailers should manage online 
marketing programs, comments and feedback from other customers do not significantly influence 
purchasing decisions. Interestingly, Trust is also not a significant factor in the intention to purchase 
products or services. This finding was consistent with a prior study by Ikhlash and Linda (2024), who 
concluded that trust was not the primary factor influencing purchase intention. Instead the primary 
factor is previous shopping experience, particularly on online platforms.  
 
Limitations and Recommendations 

One of the main limitations of this study was its focus on only five factors as antecedents of the 
intention to purchase products and services through SNS platforms, excluding other potential 
constructs that may influence purchasing intentions. Additionally, all respondents were Facebook 
users with prior online shopping experience, which may not be representative of users across different 
SNS platforms. Given that Facebook is the leading SNS in Myanmar, data were collected solely from 
this platform. While the sample of Facebook users was appropriate due to their dominance in 
Myanmar's social media landscape, the findings are limited by concerns about representativeness. 

Users of other major SNS platforms, such as X, Instagram, and TikTok were not included in this 
study, presenting another limitation. Furthermore, mobile and e-commerce websites have different 
features and procedures, which may result in varying purchasing behaviors among customers. Since 
the participants of this study had prior experience purchasing products or services through Facebook, 
the results may not accurately reflect the experiences of potential first-time SNS users. Lastly, this 
research was conducted exclusively in Myanmar, suggesting that the research model employed may 
not be applicable to other countries, as online shopping behaviors can differ significantly across 
various cultures and regions. 

 
Conclusion 

The present study found that perceived ease of use significantly influences Myanmar customers' 
intentions to purchase products and services on SNS platforms due to their comfort and flexibility. 
This finding aligns with other research studies, suggesting that SNS platforms' user-friendly landscape 
motivates purchases. Perceived enjoyment also plays an important role, since when customers find 
the shopping experience engaging and fun, this encourages repeat purchases. Online vendors are 
encouraged to create interactive content, such as live videos, and to offer discounts to enhance 
customer enjoyment. 

Furthermore, the study revealed that social influence and word-of-mouth have statistically 
insignificant impacts on purchase intentions, indicating that Myanmar customers do not rely on 
others' opinions when buying products and services on SNS platforms. Moreover, trust is not a 
significant factor for repeat buyers, as prior transaction experience reduces the need for trust in future 
purchases. Ultimately, vendors should focus more on creating enjoyable experiences than on 
simplifying the purchasing process. 
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