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Factors influencing consumer intention in social commerce adoption 

 

Abstract  

 

Purpose - Social media remarkably changed the way of interaction between the consumers 

and organizations. The increased acceptance of social media has given rise to social 

commerce (s-commerce) and s-commerce usage is gradually increasing over the last few 

years. The progressive development of technologies suggests that s-commerce will become 

the mainstream for marketing and a literature survey indicates that there have not been many 

studies in this area. The purpose of this work is to predict the factors influencing consumer 

intention towards the adoption of s-commerce. 

 

Design/methodology/approach - This study uses a survey approach with reference to 

important behavioural factors such as satisfaction, ethics, trust, enjoyment/easines, social 

presure and awareness. The research model was developed to be in line with the available 

literature. The data was collected using a five-point Likert Scale and the research model was 

tested using least square regression.  

 

Findings - The results showed that user intention is significantly and positively related to 

perceived trust, enjoyment/easiness, social pressure, satisfaction and awareness. Also, 

‘intention’ was found to be a significant mediating factor for actual usage.  

 

Research limitations/implications - First, the questionnaire was a “snap-shot” instead of 

longitudinal study. Second, future research should use other moderating variables that may 

affect the usage of social media. Also the study could apply a varient of research methods to 

include other techniques such as interviews, which allow for deeper understanding of the 

problem and issues.  

 

Practical implications - Social media represents an important platform for electronic 

commerce (e-commerce) and has one of the most metamorphic impacts on business. 

Therefore, investigating the usage of social commerce with reference to important 

behavioural factors could provide valuable information for companies in establishing policies 

and strategies. It could also be useful for management studies and researchers in 

understanding the consumers’ attitude towards usage of social media for commercial 

purposes.  

 

Social Implications - Social commerce creates opportunities for firms. Based on findings this 

research provides insights with major implications for marketers, who would like to generate 

direct sales on social network platforms. 

 

Originality/Value - Existing literature focuses largely on the effectiveness of social media. 

Only a handful has endeavoured to analyze social commerce systems and the literature on 

consumers’ behaviour in using s-commerce is not mature yet. This study is one of the few 

studies in this field, and aims to predict and explain the user acceptance of social media for 

commercial purposes.  

 

Key words Conceptual model, empirical study, electronic Mediated Environment, Human 

computer interaction (HCI), E-Service  

 

Paper Type Research paper 

D
ow

nl
oa

de
d 

by
 A

T
IL

IM
 U

N
IV

E
R

SI
T

Y
 A

t 0
5:

05
 2

0 
A

pr
il 

20
17

 (
PT

)



 

 

 

 

1 Introduction 

 

Social media is any form of online publication or presence that allows interactive 

communication, including, but not limited to, social networks, blogs, internet websites, 

internet forums, and wikis (NYC, 2012). The use of social media sites is gradually increasing 

and, over the past few years, social networking has attracted people in such a way that it has 

become a daily part of their daily lives (Gayathri et al., 2012). The Internet users in the U.S. in 

2012, 71% of women used social media sites in comparison to 61% men, while 86% of 18-29 

year-old individuals used these social media sites and 72% were in 30-49 age group (Brenner, 

2012). Social media is used by a majority of traditional age college students in the U.S. within 

a range of 86% (Pew, 2011) to 95% (Sago, 2010).  

Social media represents one of the most important platforms for electronic commerce (e-

commerce) and amplifies the ability for communication with large numbers of consumers – 

be it organization to consumers or consumer to consumers (Mangold & Faulds, 2009: Sago, 

2010; Evans, 2012).  It has one of the most metamorphic impacts on business (Aral et al., 

2013) and remarkably revolutionize the way the consumers and organizations interact (Todri 

and Adamopoulos, 2014). Social media tools provide improved communication and 

collaboration between firms and their stakeholders (e.g., customers, suppliers, business 

partners) (Burke, Fields, & Kafai, 2010; Culnan, McHugh, & Zubillaga, 2010), an 

innovative way for firms to identify products with high selling potentials (Liang & Turban, 

2011), and a better channel for attracting and retaining online customers (IBM, 2009). The 

increased acceptance of social media has given rise to social commerce due to the increased 

popularity of Social Networking Sites (SNS) such as Facebook, LinkedIn, and Twitter 

(Liang et al., 2011). Social commerce (s-commerce/SC) is a new form of electronic 

commerce that involves using social media that supports social interaction and consumer 

contribution to assist online buying and selling of products and services (Shen & Eder, 

2011; Zhou et al., 2013).  

Interactive and direct social media communication with customers,  colleagues and business 

partners may provide an important impetus for companies (Oehri and Teufel, 2012). For this 

implication, e-retailers have implemented several social programs, such as Social Media 

Commerce, as an effective medium for the distribution of their goods and services (Khan and 

Sadiq, 2015).  Additionally, s-commerce is widely used in the daily-life activities of 

consumers. For instance, research by McKinsey has indicated that there are more than 300 

million consumers in China who use social media to obtain product information (Chiu et al., 

2012).  As to business activities of companies, it was reported that 92% of the people in South 

Africa access Facebook during TV prime time hours (Fripp, 2014). Another source, 

KryptoniteDigital.com (2014a,b), provides estimates that are more specific to Asia. For 

example, 85% of marketers point to social media as a major source of business exposure; 48% 

are able to reduce expenditures using various social media sites; and 45% of small and big 

retailers are registered on social media to drive sales. Booz and Co. (2011)  predicts that 

worldwide sales in s-commerce would rise approximately six times from USD 5 billion in 

2011 to USD 30 billion in 2015.  
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The progressive development of technologies suggests that the era of s-commerce will 

eventually become the mainstream for marketing, following the success of SNS (Marsden, 

2010; Stephan & Toubia, 2010). Additionally, the benefits gained from s-commerce depend 

on the behaviour of individuals on online platforms and the information that is shared or 

spread publicly via such platforms. Therefore, s-commerce has become an important area of 

exploration for university and industry researchers interested in online technologies and their 

impacts on consumers and businesses (Lee and Phang, 2015). However, Lee and Phang 

(2015) further argued that the history of social media is relatively brief, and there are not 

many studies in this area while there is outstanding research opportunities to obtain a deeper 

and more comprehensive understanding of how s-commerce can be leveraged to enhance the 

quality of e-commerce.  

 

Having considered all these, the main objective of this study is to investigate the usage of s-

commerce mediated by intention with reference to important behavioural factors such as 

satisfaction, ethics, trust, enjoyment/easines, social pressure and awareness. These factors 

were selected to be in line with the available literature. 

 

The rest of the paper is organized in six sections. The following section reviews related 

literature towards the development of our hypotheses. Section three develops the research 

model and hypotheses. The research instrument, along with the data and empirical findings 

are described in section four. Discussion follows in the next section. Finally, the last section 

highlights the conclusions and some of the limitations of the study that chart the avenue for 

future research. 

 

2 Hypothesis 
 

Figure 1 demonstrates a model for research. The variables included in the research model are  

hypothesized as follows: 

 

Ethics 

 

The importance of Information Systems (IS) ethics has attracted the interests of academic 

communities especially during the last two decades. The IS literature provides studies 

including questions as to what counts as right and wrong, and moral or immoral since ethical 

attitude is an important component of IS technology acceptance (Stahl et al., 2014). This is 

also seen in research,  which focus on the behaviour of users in the field of social media.  In 

recent years, there is a tendency among companies towards using social media for their 

commercial activities and businesses, and entering the social media world will bring them 

face to face with ethical challenges. Social network technology raises certain ethical issues 

with current life style (Taherdoost, 2011) and understanding of ethics has not been explored 

on a large scale (Guo, Wang, & Leskovec, 2011). Against this backdrop, the following 

hypothesis is postulated. 

 

H1: Perceived Ethics (PE) has a significant positive  influence on  Behavioural Intention (BI) 

to use SC.  

 

Trust 

 

Trust is ascertained to be a strong signicant factor in Internet studies (Eriksson, 2004) and 

referred to as one of the most important components in s-commerce because of the high 
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degree of uncertainty (Aladwani, 2003; Al-Gahtani, 2011; Alshibly, 2015). Security and 

reliability are proposed as factors in the center of trust in the Internet (Alshibly, 2015). The 

Internet usage intention is affected by users' perceptions on security (Mulero and Adeyeye, 

2013) and individuals are especially suspicious about security in online commerce activities 

(Turan, 2012). This suggests that secured access will increase consumer willingness towards 

online purchasing, and that optimum use of online commerce can be reached through taking 

security into consideration by enterprises with different sizes (Mulero and Adeyeye, 2013). S- 

commerce is a new way of conducting business that takes place in the social media since 

Internet has  become an important means for online commerce (Grewal and Shiwani, 2012). 

The practical utility of proposing reliability is that web users are considerably influenced by 

this variable mainly through trustworthiness to mitigate risks. It can be regarded as one of the 

most important constructs in beliefs related to trust (Al-Gahtani, 2011). According to Alshibly 

(2015), perceptions regarding quality are part of online commerce and they mainly involve 

reliability. This means that an understanding of s-commerce security and reliability is 

important in s-commerce studies. As a result, a mediating construct trust from security and 

reliability is developed and the following hypothesis is proposed.  

 

H2: Perceived Trust (PT) has a significant positive  influence on  BI to use SC. 

 

Enjoyment/Easiness 

 

Enjoyment and easiness are proposed as salient factors related to hedonic motivation in 

Internet studies. They are the two main drivers to shop online (Ramayah and Ignatius, 2005). 

In many cases, consumers with a hedonic motivation seek the enjoyment of the process rather 

than the utility of the purchased product (Mikalef, Giannakos & Pateli, 2012).  Hirschman and 

Holbrook (1982) proposed that stores containing  intrinsically enjoyable elements facilitate 

greater user participation in traditional shopping. Enjoyment is an important experiential 

aspect in offline shopping (Morris, 1987). Enjoyment was also reported to influence  the 

decision to adopt online commerce (Mikalef, Giannakos & Pateli, 2012) and  it is one of the 

three common determinants of attitude/intention within the web context (Hassanein and Head, 

2009). Therefore,  it is emerging as an essential factor in online shopping with significant 

impacts on online consumers’ attitudes (Koufaris et al., 2001–2002). The practical utility of 

proposing easiness is that web users are considerably influenced by this variable, mainly  

because enjoyment is coupled with ease of engaging in the mechanisms of the technology 

(Ramayah and Ignatius, 2005). In order to capture the extent of these antecedents  following 

hypothesis is proposed. 

 

H3: Perceived Enjoyment/Easiness (PEE) has a significant positive influence on  BI  to use 

SC. 

 

Social Pressure 
 

In their original article introducing Theory of Reasoned Action (TRA) model, Fishbein and 

Ajzen (1975) stated that individuals’ behavioural intentions are affected  by their  attitudes 

and social norms. Social norms conceptualize social aspects in IS adoption research and are 

defined as pressure from others to use new technology (Venkatesh et al. 2003).  As specified 

by Goldsmith and Horovitz (2006), and Shin (2013) online consumers’ behaviour is strongly 

influenced by people, who they know and trust. This implies that social pressure is a key 

behavioural antecedent to the use of s-commerce. “Social pressure is a determinant of attitude 

to perform or not perform the behaviour and  is proposed to be included as a behavioural 
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norm in s-commerce studies (Celuch et al., 2007). According to Zeng et al. (2009), little 

academic research addresses the concerns about how to convince users to be more receptive 

in online s-commerce activities” As a result, we formulate the hypothesis below. 

H4: Perceived Social Pressure (PSP) has a significant positive influence on  BI to use SC. 

 

Satisfaction 

 

A number of studies have investigated satisfaction and its relations with attitudes in  using 

Information and Communication Technologies  (ICT)  (see, for example,  Chiu & Wang, 

2006;  Wixom  & Todd, 2005; Dalcher & Shine, 2003).  Social networks provide socio-

technical environments, where users establish relationships to communicate and exchange 

information and knowledge as well as receive services (Shipps & Phillips, 2013). The results 

of Baroudi, et al. (1986) demonstrate that user involvement in the development of IS will 

enhance both system usage and user‘s satisfaction with the system. Their study provides 

evidence that user‘s satisfaction with a system can lead to greater system usage.  Additionally, 

Wixon & Todd (2005) found satisfaction to have a strong predictive support for actual usage 

and proposed that   satisfaction factors should be integrated to provide a richer and better 

understanding of BI. Shipps & Phillips (2013)  have also pointed to the integrative nature of 

satisfaction in this sense. All of this  means that satisfaction is multidimensional and should 

normally be determined by the social and interactive aspects of social environments such as 

usefulness, productivity, easiness, experience and expectations (Shipps & Phillips, 2013; 

Wixon & Todd, 2005; Saade & Bahli, 2005).   As social shopping and social network/e-

commerce environments become more popular, there will be a need to understand 

interactivity in social environments including satisfaction (Shipps & Phillips, 2013).  To fill 

this gap, the following hypothesis is proposed.  

 

H5: Perceived Satisfaction (PS)   has a significant positive influence on  BI to use SC. 

 

Awareness 

 

Social Network interactions and effects of peer factors have been studied in the literature and 

prior studies support the existence of the key role of awareness in using ICT. For example, 

Michaelidou et al. (2011) found that awareness is the most prominent reason for adopting ICT 

for enterprises and lack of awareness is the main reason for insignificant usage of technology 

(Abdullah & Gibb, 2006).  Todri and Adamopoulos (2014) demonstrated that peer effects in 

using s-commerce could generate thorough awareness, which can be taken as an indication of 

the fact that any misconception or lack of understanding on technology may have a severe 

impact on businesses. This is especially more critical for small businesses  since they have 

limited amount of resources (Dahnil, et al., 2014). Therefore, the impact of s-commerce 

awareness on consumers’ intention needs further investigation for managers who strive for 

thrival of their firms in formidable global competitions, so that they can chose appropriate 

strategies for capitalizing on existing social networks to promote their brands.  Against this 

backdrop we propose our next hypothesis.  

 

H6: Perceived Awareness (PA)  has a significant positive influence on  BI to use SC. 

 

Behavioural Intention 

 

It is generally accepted in the literature that BI is amongst the factors used to explain adoption 

of ICT in academic research. There exist many similarities in research findings regarding 
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users' intention and their ICT adoption. Studies by Turan (2012), Mulero & Adeyeye (2013), 

Todri & Adamopoulos (2014) and Alshibly (2015)  are some of these examples.  However, it 

is a common observation that people often fail to act in accordance with their stated intentions 

(Ajzen, et al., 2004). Additionally, in IS adoption research, the value gained by the s-

commerce use has not yet gained much attention, and further research should be encouraged 

in order to provide a more comprehensive understanding of the intentions to use new 

technology (Celuch et al., 2007). These lead to the development of the following hypothesis. 

 

H7: BI to use SC is significantly positively related to Actual Usage (AU) of SC. 

 

[FIGURE 1 NEAR HERE] 
 

3 Research Methodology 

 

This research involved a field study that examines the relationship between the selected 

factors on actual behaviour for SC through BI. The research instrument consists of a 

questionnaire containing 18 research questions grouped under eight constructs. The questions 

are modified from various sources in order to gather information according to the purpose of 

this study and inquiring data as given in Table 1. Therefore, the corresponding constructs are 

in line with prior literature. The questionnaire includes two additional items, gender and age, 

for descriptive purposes only. Linear least square regression modelling approach has been 

used to predict the relationships. 

 

[TABLE 1 NEAR HERE] 

 

The sample was limited to Information Technology (IT) professionals, who were the attendies 

of annual three-day conference organized by the Turkish Informatics Association (TIA)  since 

s-commerce is a new concept and IT professionals are observed to have higher awareness on 

the issue than other groups. The data was collected using a five-point Likert Scale (5=strongly 

agree, 4=agree, 3=average, 2=disagree, 1=strongly disagree) for each item (Table 1). A total 

of 142 completed survey questionnaires were obtained.  

 

The Cronbach’s alpha was calculated to be 0.704.  This indicates that all the items in the test 

exhibit high reliability and measure the same concept. The maximum likelihood extractions 

with varimax rotations were computed and the factor loadings for multi-item constructs PE, 

PT, PEE, PSP, PS, PA, BI and AU were observed to be 0.634, 0.763, 0.843, 0.694, 0.843,  

0.684, 0.883 and 0.809, respectively (Table 1). This can be used as evidence of the fact that 

all the items in the test exhibit high reliability and measure the same concept (Tavakol & 

Dennick, 2011). According to Table 1, item loads are all greater than 0.70 showing the 

existence of construct validity (Workman, 2014). The internal reliabilities of multi-item 

constructs given in the last column of Table 1 also exhibit adequate reliability. For 

establishing content validity, the items and their corresponding constructs were adapted from 

prior studies and modified according to the context of the present study.  

 

4 Results 

 

Descriptive Results 

 

According to the descriptive results (Table 2), most of the respondents are male (62.9%) and 

younger than 31 years old (63.0%). Among younger males, who indicated their age to be less 
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than 31, 65.4% declared usage of SNS for commercial purposes to be “average or more”.  

This percentage for female respondents is lower (56.6%). However, this difference between 

males and females was not found to be significant (Chi-Square = 2.128; DF = 4; P-Value = 

0.712). In the ICT usage domain, these percentages are higher. In other words, 77.2% of the 

males and 76.0% of females younger than 31 years of age use ICT for commercial purposes. 

However, similar to  SNS usage, the difference between genders was not found significant 

(Chi-Square = 2.529; DF = 4; P-Value = 0.639). 

 

[TABLE 2 NEAR HERE] 

 

Test Results 

 

The proposed hypotheses based on the research model were tested individually using the 

least-squares regression analysis technique, and the pertaining results are given in Figure 1 

along with their perspective path coefficients.  

 

Overall, six out of seven hypotheses were supported by the data at either 0.01 or 0.05 

significance levels. In other words, the  results show that PE appears to be the only factor that 

does not have any influence on BI and we reject H1. This means, considering social media 

ethics for commercial purposes  does not have a significant influence on the intention of AU. 

The factors PT, PEE, PSP, PS and PA all have a significant positive influence on intention 

and, therefore, H2, H3, H4, H5, and H6 are accepted. The correlation between these factors 

and intention are all significantly high and coefficients were found as 0.645, 0.698, 0.562, 

0.739 and 0.570. Infact,  PEE and PA appear to be the most critical factors in this sense since 

their coefficients are observed to be highest of all (0.207 and 0.150, respectively). This means 

that the companies which aim to use s-commerce should primarily concentrate on increasing 

awareness of their customers and develop a user- friendly tool, which will also contribute to 

customers’ enjoyment. Additionally, BI was also found to have a significantly high influence 

(coeff=0.709) on AU with the correlation of  0.696. The total indirect effect of PT, PEE,  PSP, 

PS and PA on AU was observed as 0.336 (0.709* (0.0737+0.2065+0.0305+0.0133+0.1497)) 

(Al-Gahtani, 2011). Although PE is not significantly related with BI, it has an indirect link 

with AU and its indirect effect on AU is  0.011 (0.709*0.015).  

 

5 Discussions 

The discussions on the influence of selected behavioural factors on usage of s-commerce are 

given in the following paragraphs.  

Perceived Ethics 

 

Ethical issues are related to decisions made by individuals who are responsible for the 

consequences of their actions. The web environment is quite different from that of the 

traditional businesses and represents a new environment of unethical behaviour. Ethical 

violations in conventional business may be encountered in s-commerce, in which additional 

ethical problems such as  web spoofing, cyber-squatting, privacy invasion, online piracy, 

email spammimg etc (Grewal and Shivani, 2012) may be experienced (Akdogan, et al., 2012). 

Interestingly, PE appears to be the only factor that does not have any influence on BI in this 

study. This means, individuals do not pay significant attention to ethical issues when they use 

s-commerce. This is probably due to the fact that behaving ethically is often practical because 

most of the time we are honest, we keep our promises, we do not steal, and we do our jobs  
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(Grewal and Shivani, 2012). As stated by (Grewal and Shivani, 2012) behaving ethically in 

personal or professional spheres, is usually not a burden. Another interpretation for our 

finding is that awareness of ethical issues is not amongst the determinant factors in using 

social media for commercial purposes. This may be due to the reason that people are not quite 

aware about various unethical behaviour issues and its implications in the future. Therefore, in 

the business context, doing well in taking precautions against unethical behaviours to protect 

consumers corresponds closely with good business in the sense that consumers will more 

likely be pleased with doing s-commerce with those businesses (Grewal and Shivani  2012). 

This is because ethics impact all dimensions of business and, hence, good ethical standards in 

the online world is a direct reflection of online business and organization’s brand image 

(Grewal and Shivani, 2012). Our finding is parallel with Tahat, et al. (2014), who reported the 

existence of a general awareness of ethical issues concerning IT, and no significance for the 

role of  ethics in using IS.  

 

Perceived Trust 

 

With a high level of risks and existing uncertainties in the Internet environment, trust is a 

critical factor, especially in e-commerce transactions (Wang & Tong, 2010). Additionally, 

trust is reported to be important for online interaction success (Dwyer et. al.,2007; Coppola et 

al, 2004). Also, in this study PT has an important effect on the intention of AU of s-

commerce. This is supported by Koufaris and Hampton-Sosa (2004) that trust is the most 

common reason why consumers do not make purchases online - an issue which, Wang et al. 

(2008) consider one of the biggest hindrances in the growth of e-commerce worldwide. Trust 

is especially significant in the online environment to positively impact consumers’ attitudes 

and purchasing intentions (Corritore et al., 2003). Furthermore, since trust is created within 

the context of a social environment (Blau, 1964), social presence is a necessary condition for 

the development of trust (Gefen et al., 2003). Gefen et al. (2003) argued that a lean social 

presence environment may facilitate information hiding and untrustworthy behaviour, while a 

high social presence can engender trust among participants. Shen (2012) suggested that there 

may be individual differences in terms of the level of trust with the information provided by 

other online shoppers as well as the strength of strong versus weak social relationships. Lu 

and Fan (2014) also reiterated that social presence contributes significantly to the building of 

trustworthy online exchanging relationships. Online trust seems to be important for improving 

customers perceived value, which implies that in order to attract more current customers to 

continue purchasing online, the service providers must try to establish an impression that they 

are honest with their customers and care about their needs, which can then enhance the degree 

of the customers’ perceptions of trust (Alshibly, 2015). Al-Omari and Al-Omari (2006) claim 

that building trust is a core requirement for establishing new relationships concerning 

security, confidentiality, integrity, non-repudiation and trust, especially in an online virtual 

environment. 

 

Perceived Enjoyment/Easiness 

   

Perceived Enjoyment and Perceived Ease of use  are closely related factors in IT/IS - related 

issues (Venkatesh, 2000) and, therefore,  they are used in the same construct in this study. 

Enjoyment is an intrinsic motivation (Davis et al., 1992) that describes how an individual 

perceives something to be enjoyable, apart from any performance consequences that may be 

anticipated (Carroll, 1988). Koufaris et al. (2002) observed that enjoyment has emerged as an 

essential factor in online shopping with significant impacts on online consumers’ attitudes. 

Moreover, interestingly, Lombard and Ditton (1997) argued that perhaps the most prominent 
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psychological impact of social presence is enjoyment. In general, a system or technology that 

is perceived to be easy to use or learn would be anticipated to be more useful to the user 

(Ramayah and Ignatius, 2005). The factor PEE was found to be a critical since this factor, 

along with intention, is significantly related in this study. Venkatesh (2000) supported our 

view that perceived enjoyment and perceived ease of use were also positively associated and 

have a significant influence on intention. More recent findings indicate that perceived 

enjoyment, perceived ease of use and intention to are found to correlate with each other (Khan 

and Sadiq, 2015). Additionally, the continued user’s usage intention of social networking 

services have been shown to be predicted by user Perceived ease of use and perceived 

enjoyment (Kim, 2011). Hence, an s-commerce website with satisfactory content should 

provide relevance, accuracy, understanding and usefulness information for consumer (Susser 

& Ariga, 2006) since it can significantly influence their attitudes towards adoption of s-

commerce (Hasan & Abuelrub, 2011). 

 

Perceived Social Pressure 

 

The factor PSP is related with positive effect on the motive of AU of social media considered 

as a normative social influenece in our study. Our finding is supported by Khan and Sadiq 

(2015), who indicated the presence of positive correlation between perceived social support 

on consumer intention and usage of s-commerce. Normative social influence refers to 

conformity to the expectations of another person or group and creates social pressure for 

people to adopt a product or a service because people not adopting the product may be treated 

as “old fashioned” regardless of their preference toward the product (Kim and Srivastava, 

2007). The more channels there are, the greater the effect that people can get from social 

networking groups. This can be also interpreted as  more social media interaction ties can 

bring higher group pressure and lead one to conform to the group (Kwahk and Ge, 2012). 

According to Social Impact Theory, the more important a group is, the closer the distance is 

between the group and oneself; therefore, the more likely it is for one to conform to the 

group’s normative pressures (Latane, 1981). 

 

Perceived Satisfaction 

 

Research has shown that the adoption and satisfaction levels of IS and products are associated 

with user perceptions of entertainment provided by technology (Kim, Choi & Han, 2009; Kim 

& Han, 2009). In this study as well, PS has paramount leverage on the motivation for AU of 

social media. Recently, Chen et al. (2015) found in their study that satisfaction is one of the 

main determinants of consumers’ intention to re-purchase. Customers’ satisfaction with 

transactions, including purchasing, can be viewed in different ways, e.g., comparing the costs 

one incurs from engaging in the transaction with the benefit he or she expects to receive 

(Churchill Jr & Surprenant, 1982); or evaluating whether a product or service meets 

expectations (Zeithaml & Bitner, 2003). The IS literature has highlighted satisfaction as 

important both for holding down costs through customer retention (versus more costly new 

customer acquisition) (Parthasarathy & Bhattacherjee, 1998) and for encouraging customers’ 

loyalty and continued purchasing (Shankar, Smith, & Rangaswamy, 2003). Recently Chen 

and Lin (2015) supported the view that the level of satisfaction of users with an information 

system or service affects their willingness to continue using it. 

 

Perceived Awareness 
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The factor PA has an evident positive effect on the purpose of AU of social media in this 

survey. In particular, such disseminating features have the potential to impact the decisions of 

the users’ social neighbours through a different set of influence processes, including those that 

raise awareness, and also, those that persuade individuals to change their expectations of the 

utility and consumers’ social activities can increase product awareness (Aral, 2011). 

6 Conclusion and Limitations 

 

In this study, PT,  PSP, PS and PA all were found to have significant positive influence on 

intention of AU of social media.  The factor PE appears to be the only factor that does not 

have any influence on BI in this study. These findings may enhance the readers’ and IS 

professionals’ understanding of the social media commerce and start a discussion on the 

implications that will help guide IS practitioners as they develop effective strategies and 

tactics to penetrate the highly competitive cyber markets. The findings of this study must be 

considered in light of its limitations. First, this study was based on data collected by a “snap-

shot” questionnaire and a longitudinal study may help to have a better understanding.  

Second,  since the respondents are highly educated and are professionals, caution must be 

taken in generalizing the results. Future research should use age, level of education and other 

moderating variables that may affect the usage of social media. This may provide valuable 

information for electronic maketing strategists. Also the study could apply a varient of 

research methods to include other techniques such as interviews, which allow for deeper 

understanding of the problem and issues. Furthermore, a larger sample from national or 

international populations can improve the findings of the study. 

 

References 

 

Abdullah, N. and Gibb, F. (October 2006), “A survey of e-book awareness and uasge amongst 

students in a academic library”, In Proceedings of International Conference of 

Multidiscipinary Information Sciences and Technologies, Merida, Spain, pp. 25-28. 

 

Ajzen, I., Brown, T. C. and Carvajal, F. (2004), “Explaining the Discrepancy Between 

Intentions and Actions: The Case of Hypothetical Bias in Contingent Valuation”, Personality 

and social Psychology Bulletin, Vol. 30, No. 9, pp. 1108-1121. 

 

Akdogan, M. S., Coban, S. and  Ozturk, R.  (2012), “Ethical perceptions of social marketing 

campaigns: An empirical study on Turkish consumers”, European Scientific Journal, Vol.  8 

No. 25, pp. 146-160.  

 

Aladwani, A.M. (2003), “Key Internet characteristics and e-commerce issues in Arab 

countries” Information Technology and People, Vol. 16 No. 1, pp. 9–20. 

 

Al-Gahtani, S. S. (2011), “Modeling the electronic transactions acceptance using an extended 

technology acceptance model”, Applied Computing and Informatics,  Vol. 9 No. 2011, pp. 

47–77. 

 

Al-Omari, H. and Al-Omari, A. (2006), “Building an e-Government e-trust infrastructure”, 

American Journal of Applied Sciences, Vol. 3 No. 11,  pp. 2122-2130. 

 

Alshibly, H. H. (2015), “Customer Perceived Value in Social Commerce: An Exploration of 

Its Antecedents and Consequences”, Journal of Management Research, Vol. 7 No. 1, pp. 17-

37. 

D
ow

nl
oa

de
d 

by
 A

T
IL

IM
 U

N
IV

E
R

SI
T

Y
 A

t 0
5:

05
 2

0 
A

pr
il 

20
17

 (
PT

)

http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.aci.2009.04.001
http://www.emeraldinsight.com/action/showLinks?crossref=10.1177%2F0146167204264079&isi=000223215500002
http://www.emeraldinsight.com/action/showLinks?crossref=10.1177%2F0146167204264079&isi=000223215500002
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F09593840310462998


 

Aral, S. 2(011), "Commentary-Identifying Social Influence: A Comment on Opinion 

Leadership and Social Contagion in New Product Diffusion", Marketing Science, Vo. 30 No. 

2, pp. 217-223. 

 

Aral, S., Dellarocas, C. and Godes, D. (2013), “Introduction to the Special Issue—Social 

Media and Business Transformation: A Framework for Research”, Information Systems 

Research, Vol. 24 No. 1, pp. 3-13. 

 

Baroudi, J. J. Olson, H.M. and Ives, B. (1986), “An empirical study of the impact of user 

involvement on system usage and information satisfaction, Communications of the ACM  Vol. 

29 No. 3, pp. 232–238. 

 

Blau, P. (1964), Exchange and Power in Social Life, Wiley, New York, NY.  

 

Booz and Co. (2011)., “Turning “Like” to “Buy” Social Media Emerges as a Commerce Channel”, 

available at: http://digitalintelligencetoday.com/documents/Booz_2011.pdf (accessed november, 

11, 2015).  

 

Brenner, J. (2012), “Pew Internet: Social networking”, available at: 

http://pewinternet.org/Commentary/2012/March/Pew-Internet-Social-Networking-full-

detail.aspx: Pew Research Center's Internet and American Life Project (accessed november, 

11, 2015). 

 

Burke, W. Q., Fields, D. A., and Kafai, Y. B. (2010), “Entering the clubhouse: case studies of 

young programmers joining the online scratch communities”, Journal of Organizational and 

End User Computing, Vol. 22 No. 2, pp. 21-35. 

 

Carroll, J.M. (1988), ‘Fun’, SIGCHI Bulletin, Vol. 19, pp.21–24. 

 

Celuch, K., Goodwin, S., and Taylor, S. A. (2007), “Understanding small scale industrial user 

Internet purchase and information management intentions: a test of two attitude models”, 

Industrial Marketing Management, Vol. 36 No. 1, pp. 109-120.  

 

Chen, S.-C. and Lin, C.-P. (2015), “The impact of customer experience and perceived value 

on sustainable social relationship in blogs: An empirical study”, Technological Forecasting & 

Social Change, Vol. 96, pp.40-50. 

 

Chen, Y. Yan, X. Fan, W.,  Gordon, M-D. (2015), “The joint moderating role of trust 

propensity and gender on consumers' online shopping behavior”, Computers in Human 

Behavior, Vol. 43 272-283. 

Chiu, C., Ip, C. and Silverman, A. (2012), “Understanding social media in China”, McKinsey 

Quarterly, Vol. 2, pp. 78-81. 

 

Chiu,  C. M. H. and Wang, T. (2006). “Understanding Knowledge sharing in Virtual 

Communities: An integration of social capital and social cognitive theories”, Decision 

Support Systems, Vol. 42 No. 2, pp. 1872-1888. 

 

D
ow

nl
oa

de
d 

by
 A

T
IL

IM
 U

N
IV

E
R

SI
T

Y
 A

t 0
5:

05
 2

0 
A

pr
il 

20
17

 (
PT

)

http://www.emeraldinsight.com/action/showLinks?crossref=10.1145%2F49108.1045604
http://www.emeraldinsight.com/action/showLinks?crossref=10.1287%2Fisre.1120.0470&isi=000315734200002
http://www.emeraldinsight.com/action/showLinks?crossref=10.1287%2Fisre.1120.0470&isi=000315734200002
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.indmarman.2005.08.004&isi=000243290700013
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.techfore.2014.11.011&isi=000357223000006
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.techfore.2014.11.011&isi=000357223000006
http://www.emeraldinsight.com/action/showLinks?crossref=10.1145%2F5666.5669&isi=A1986A209900013
http://www.emeraldinsight.com/action/showLinks?isi=000288139900002
http://www.emeraldinsight.com/action/showLinks?isi=000288139900002
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.chb.2014.10.020&isi=000348889700027
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.chb.2014.10.020&isi=000348889700027


Churchill, G. A., Jr, and Surprenant, C. (1982). “An investigation into the determinants of 

customer satisfaction”, Journal of Marketing Research, Vol. 19 No. 4, pp. 491–504. 

 

Coppola, N., S. R. Hiltz, and N. Rotter (2004), “Building Trust in Virtual Teams,” IEEE 

Transactions on Professional Communication Vol. 47 No. 2, pp. 95-104. 

 

Corritore, C.L., Kracher, B. and Wiedenbeck, S. (2003), “On-line trust: concepts, evolving 

themes, a model”, International Journal of Human-Computer Studies, Vol. 58, No. 6, pp.737–

758. 

 

Culnan, M. J., McHugh, P. B. and Zubillaga, J. I. (2010), “How large U.S. companies can use 

Twitter and other social media to gain business value”, MIS Quarterly Executive, Vol 9 No. 4, 

pp. 243-260. 

 

Dahnil, M. I., Marzuki, K. M., Langgat, J. and Fabeil, N. F. (2014). “Factors Influencing 

SMEs Adoption of Social Media Marketing”, Procedia - Social and Behavioral Sciences 148 

(2014) 119 – 126. 

 

Dalcher,  I. and Shine, J. (2003), “The new technology acceptance model to measure the end 

user information systems satisfaction in a mandatory environment: A bank's treasury”, 

Technology Analysis & Strategic Management, Vol. 15 No.  4, pp. 441-455. 

 

Davis, F.D., Bagozzi, R.P. and Warshaw, P.R. (1992), “Extrinsic and intrinsic motivation to 

use computers in the workplace”, Journal of Applied Social Psychology, Vol. 22, No. 14, 

pp.1111–1132. 

 

Dwyer, C., Hiltz, S. R. and Passerini, K. (2007), Trust and privacy concern within social 

networking sites: A comparison of Facebook and MySpace. Proceedings of AMCIS 2007, 

Keystone, CO., available at: http://csis.pace.edu/~dwyer/research/DwyerAMCIS2007.pdf 

(accessed September 21, 2007). 

 

Eriksson, K., Kerem, K. and Nilsson, D. (2004), “Customer acceptance of Internet banking in 

Estonia". International Journal of Bank Marketing, Vol. 23 No. 2, pp. 200-216. 

 

Evans, D. (2012), Social Media Marketing: An Hour a Day, 2nd ed. New York: John Wiley 

and Sons. 

Fishbein, M. and Ajzen, I. (1975), “Belief, attitude, intention and behavior: An introduction to 

theory and research”, Reading, MA: Addison-Wesley, 1975.  

Fripp, C. (2014), “This is how South Africans use facebook”, available at: 

http://www.htxt.co.za/2014/06/06/this-is-how-south-africans-use-facebook/ (accessed 

November 25, 2015). 

 

Gayathri, K.S., Thomas, T. , Jayasudha, J. (2012), “Security issues of media sharing in social 

cloud”, Procedia engineering, Vol. 38, pp. 3806-3815. 

 

Gefen, D., Karahanna, E. and Straub, D.W. (2003), ‘Trust and TAM in online shopping: an 

integrated model’, MIS Quarterly, Vol. 27, No. 1, pp.51–90.  

 

D
ow

nl
oa

de
d 

by
 A

T
IL

IM
 U

N
IV

E
R

SI
T

Y
 A

t 0
5:

05
 2

0 
A

pr
il 

20
17

 (
PT

)

http://www.emeraldinsight.com/action/showLinks?isi=000181423100004
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2FS1071-5819%2803%2900041-7&isi=000183221800006
http://www.emeraldinsight.com/action/showLinks?crossref=10.1111%2Fj.1559-1816.1992.tb00945.x&isi=A1992JK56500003
http://www.emeraldinsight.com/action/showLinks?isi=000285316800004
http://www.emeraldinsight.com/action/showLinks?crossref=10.2307%2F3151722&isi=A1982PU52000010
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.sbspro.2014.07.025
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F02652320510584412
http://www.emeraldinsight.com/action/showLinks?crossref=10.1109%2FTPC.2004.828203
http://www.emeraldinsight.com/action/showLinks?crossref=10.1109%2FTPC.2004.828203
http://www.emeraldinsight.com/action/showLinks?isi=000186324900004


Goldsmith, R.E., and Horovitz, D. (2006), “Measuring motivations for online opinion 

seeking”, Marketing Science, Vol. 23 No. 4, pp. 545-560. 

 

Grewal, H. and Shivani  (2012), “A Study of Ethical and Social Issues in E-Commerce” 

International Journal of Advanced Research in Computer Science and Software Engineering,  

Vol. 2 No. 7, pp. 167-174.  

 

Guo, S., Wang, M., and Leskovec, J. (2011), The Role of Social Networks in Online 

Shopping:Information Passing, Price of Trust, and Consumer Choice. Proceedings of the EC 

'11, 12th ACM Conference on Electronic Commerce, pp. 157-166. 

 

Hasan, L., and Abuelrub, E. (2011), “Assessing the quality of web sites”, Applied Computing 

and Informatics, Vol. 9, No. 1, pp. 11-29. 

 

Hassanein, K. and Head, M. (2009), “A cross-cultural comparison of the impact of Social 

Presence on website trust, usefulness and enjoyment”, Int. J. Electronic Business, Vol. 7 No. 

6, pp. 625-641. 

 

Hirschman, E.C. and Holbrook, H.B. (1982), “Hedonic consumption: Emerging concepts, 

methods and propositions”, Journal of Marketing, Vol. 46 No. 2, pp. 92-101. 

 

IBM, (2009), “Annual Report”, available at: 

https://www.ibm.com/annualreport/2009/2009_ibm_annual.pdf (accessed November 23, 

2015). 

 

Khan, S. R. and Sadiq, M. (2015), “Consumer Behavior in social Commerce”, GIMAR-2015, 

Vol.1, pp. 196-208.  

 

Kim, B. (2011), “Understanding antecedents of continuance intention in social-networking 

services”. Cyberpsychology, Behavior, and Social Networking, Vol. 14 No. 4, pp. 199-205. 

 

Kim, B., Choi, M. and Han, I. (2009), “User behaviors toward mobile data services: The role 

of perceived fee and prior experience”, Expert Systems with Applications, Vol. 36 No. 4, pp. 

8528–8536. 

 

Kim, B., and Han, I. (2009), “The role of trust belief in community-driven knowledge and its 

antecedents”, Journal of the American Society for Information Science & Technology, Vol. 60 

No. 5, pp. 1012-1026. 

 

Kim, Y. A. and Srivastava, J. (2007), “Impact of Social Influence in E-commerce Decision 

Making”, Proceedings of the ninth international conference on Electronic Commerce, pp. 

293-302. 

 

Koufaris, M. and Hampton-Sosa, W. (2004), “The development of initial trust in an online 

company by new customers”,  Information & Management Vol. 41 No. 3, pp. 377–397. 

 

Koufaris, M., Kambil, A. and Labarbera, P.A. (2001–2002), “Consumer behavior in web-

based commerce: an empirical study”, The International Journal of Electronic Commerce, 

Vol. 6, No. 2, pp.115–138. 

 

D
ow

nl
oa

de
d 

by
 A

T
IL

IM
 U

N
IV

E
R

SI
T

Y
 A

t 0
5:

05
 2

0 
A

pr
il 

20
17

 (
PT

)

http://www.emeraldinsight.com/action/showLinks?crossref=10.1002%2Fasi.21041&isi=000265420700010
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.aci.2009.03.001
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.aci.2009.03.001
http://www.emeraldinsight.com/action/showLinks?crossref=10.1089%2Fcyber.2010.0009&isi=000289463400004
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.im.2003.08.004&isi=000188094200009
http://www.emeraldinsight.com/action/showLinks?crossref=10.2307%2F1251707&isi=A1982PE88100010
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.eswa.2008.10.063&isi=000264528600135


Kryptonite Digital (2014a), “A social media playbook for increasing shares”. Hong Kong, 

China, available at: kryptonitedigital.com/blog/page/2 (accessed November 23, 2015). 

 

Kryptonite Digital (2014b), “The state of social media in Asia-Pacific”, Hong Kong, China, 

available at: kryptonitedigital.com/social-media-in-asia-facts (accessed r November 23, 

2015). 

 

Kwahk, K-Y and Ge, Xi (2012), “The Effects of Social Media on E-Commerce: A 

Perspective of Social Impact Theory”, In Proceedings of the 2012 45th Hawaii International 

Conference on System Sciences (HICSS '12). IEEE Computer Society, Washington, DC, 

USA, pp. 1814-1823.  

 

Latane, B. (1981), “The Psychology of Social Impact,” American Psychologist Vol. 36 No.4, 

pp. 343-356. 

 

Lee, S-Y. T. and Phang, C. W. (D.) (2015),  “Leveraging social media for electronic 

commerce in Asia”, Electronic Commerce Research and Applications, vol. 14 No. 3, pp. 145-

149.  

 

Liang, T-P., Ho, Y-T., Li, Y-W. and Turban, E.  (2011), “What Drives Social Commerce: The 

Role of Social Support and Relationship Quality”, International Journal of Electronic 

Commerce, Vol. 16 No. 2, pp. 69–90. 

 

Liang, T-P. and Turban, E.  (2011), “Introduction to the Special Issue Social Commerce: A 

Research Framework for Social Commerce”, International Journal of Electronic Commerce, 

Vol. 16 No. 2, pp. 5–13. 

 

Lombard, M. and Ditton, T. (1997), “At the heart of it all: the concept of presence”, Journal 

of Computer Mediated Communication, Vol. 3, No. 2, http://jcmc.indiana.edu/vol3/issue2/ 

lombard.html. 

 

Lu, B., & Fan, W. (2014), “Social presence, trust, and social commerce purchase intention: an 

empirical research”, Proceedings of 18th Pacific Asia Conference on Information Systems, 

Chengdu. 

 

Mangold, W.G., and Faulds, D.J. (2009), “Social media: The new hybrid elements of the 

promotional mix”, Business Horizons, Vol. 52 No. 4, pp. 357-363. 

 

Marsden, P. (2010), “Social commerce: Monetizing social media”, available at: 

http://digitalintelligencetoday.com/documents/Syzygy_2010.pdf (accessed November 20 

2013). 

 

Michaelidou, N., Siamagka, N. T. and Christodoulides, G. (2011), “Usage, barriers and 

measurement of social media marketing: An exploratory investigation of small and medium 

B2B brands”, Industrial Marketing Management, Vol. 40 No. 7, pp. 1153–1159. 

 

Mikalef, P., Giannakos, M. and Pateli, A. (2012), “Shopping and Word-of-Mouth Intentions 

on Social Media”, Journal of Theoretical and Applied Electronic Commerce Research, Vol. 8 

No. 1, pp. 17-34. 

D
ow

nl
oa

de
d 

by
 A

T
IL

IM
 U

N
IV

E
R

SI
T

Y
 A

t 0
5:

05
 2

0 
A

pr
il 

20
17

 (
PT

)

http://www.emeraldinsight.com/action/showLinks?crossref=10.2753%2FJEC1086-4415160204&isi=000298296600004
http://www.emeraldinsight.com/action/showLinks?crossref=10.2753%2FJEC1086-4415160204&isi=000298296600004
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.bushor.2009.03.002&isi=000286777000007
http://www.emeraldinsight.com/action/showLinks?crossref=10.2753%2FJEC1086-4415160201&isi=000298296600001
http://www.emeraldinsight.com/action/showLinks?crossref=10.1037%2F0003-066X.36.4.343&isi=A1981LM40200002
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.indmarman.2011.09.009&isi=000298906300012
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.elerap.2015.02.001&isi=000355000500002


 

Morris, B. (1987), “As a favorite pastime, shopping ranks high with most Americans”, The 

Wall Street Journal, Vol. 13, p.41. 

 

Mulero, O. and Adeyeye, M. (2013), “An empirical study of user acceptance of online social 

networks marketing”, South African Computer Journal, Vol. 50 No. 2013, pp. 6-14. 

 

NYC, Department of Education (2012), “NYC Department of Education Social Media 

Guidelines”, available at: http://www.uft.org/files/attachments/doe-social-media-

guidelines.pdf (accessed November 27, 2015). 

 

Oehri, C. and Teufel, S. (2012),  "Social Media Security Culture - The Human Dimension in 

Social Media Management." ; Proceedings 11th Annual ISSA Conference, Johannesburg, 

Gauteng, pp. 1-5. 

 

Parthasarathy, M., and Bhattacherjee, A. (1998) “Understanding post-adoption behavior in the 

context of online services”,. Information Systems Research, Vol. 9 No. 4, pp. 362–379. 

 

Pew Internet and American Life Project (2011), College students and technology, available at: 

http://pewinternet.org/reports/2011/college-students-and-technology (accessed November 10, 

2012). 

 

Ramayah, T. and Ignatius, J. (2005), “Impact of Perceived Usefulness, Perceived Ease of Use 

and Perceived Enjoyment on Intention to Shop Online”, ICFAI Journal of Systems 

Management (IJSM), Vol. III No. 3, pp. 36-51. 

 

Saade, R. and Bahli, B. (2005), “The impact of cognitive absorption on perceived usefulness 

and perceived ease of use in on-line learning: an extension of the technology acceptance 

model”, Information & Management, Vol. 42 No. 2, pp. 317–327. 

 

Sago, B. (2010), “The influence of social media message sources on Millenial Generation 

consumers”, International Journal of Integrated Marketing Communication, Vol. 2 No. 2, pp. 

7-18. 

 

Shankar, V., Smith, A. K., and Rangaswamy, A. (2003), “Customer satisfaction and loyalty in 

online and offline environments”, International Journal of Research in Marketing, Vol. 20 

No. 2, pp. 153–175. 

 

Shen, J., and Eder, L.B. (2011), “An examination of factors associated with user acceptance 

of social shopping websites”, International Journal of Technology and Human Interaction, 

Vol. 7 No. 1, pp. 19-36. 

 

Shen, J. (2012), “Social Comparison, Social Presence, and Enjoyment in the Acceptance of 

Social Shopping Websites”. Journal of Electronic Commerce Research, Vol. 13, No. 3, pp. 

198-212. 

 

Shin, D.-H. (2013), “User experience in social commerce: in friends we trust”, Behaviour & 

Information Technology, Vol. 32 No. 1, pp. 52-67. 

 

D
ow

nl
oa

de
d 

by
 A

T
IL

IM
 U

N
IV

E
R

SI
T

Y
 A

t 0
5:

05
 2

0 
A

pr
il 

20
17

 (
PT

)

http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.im.2003.12.013&isi=000225610900005
http://www.emeraldinsight.com/action/showLinks?isi=000307809200002
http://www.emeraldinsight.com/action/showLinks?crossref=10.1287%2Fisre.9.4.362&isi=000078525800006
http://www.emeraldinsight.com/action/showLinks?crossref=10.1080%2F0144929X.2012.692167&isi=000316378100006
http://www.emeraldinsight.com/action/showLinks?crossref=10.1080%2F0144929X.2012.692167&isi=000316378100006
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2FS0167-8116%2803%2900016-8&isi=000183470800003


Shipps, B. and Phillips, P. (2013), “Social Networks, Interactivity and Satisfaction: Assessing 

Socio-Technical Behavioral Factors as an Extension to Technology Acceptance”, Journal of 

Theoretical and Applied Electronic Commerce Research, Vol. 8 No. 1, pp. 35-52. 

 

Stahl, B. C., Eden, G.,  Jirotka, M. and Coeckelbergh, M. (2014),  “From computer ethics to 

responsible research and innovation in ICT: The transition of reference discourses informing 

ethics-related research in IS”, Information and Management, Vol. 51 No. 6, pp. 810-818. 

Stephen, A. T.  and Toubia, O. (2010), “Deriving Value from Social Commerce Networks”, 

Journal of Marketing Research, Vol. 47 No. 2, pp. 215-228. 

 

Susser, B., and Ariga, T. (2006), “Teaching e-commerce Web page evaluation and design: A 

pilot study using tourism destination sites”, Computer & Education, Vol. 47 No. 4, pp. 399- 

413. 

 

Tahat, L.,  Elian, M. I., Sawalha,  N, N. and  Al-Shaikh, F. N. (2014),  “The ethical attitudes 

of information technology professionals: a comparative study between the USA and the 

Middle East”, Ethics and Information Technology, Vol. 16 No. 4, pp. 241–249. 

 

Taherdoost, H., Jalaliyoon, N., Namayandeh, M., Forghani, A. and Zamani, M. (2011), 

“Adoption Framework Expansion based on the Computer Ethics' Related  Research Models 

and Ethical Scenarios Analysis”, Proceedings of the 2010 International Conference on 

Economics, Business and Management, IPEDR, Vol.2, IACS IT Press in Manila, Philippines, 

pp. 219-223. 

 

Tavakol M. and Dennick R. (2011), “Making sense of Cronbach’s alpha”,  International 

Journal of Medical Education, Vol. 2, pp. 53-55. 

 

Todri, V. and Adamopoulos, P.  (2014), “Social Commerce: An Empirical Examination of the 

Antecedents and Consequences of Commerce in Social Network Platforms”, Thirty Fifth 

International Conference on Information Systems, Auckland, pp. 1-18. 

 

Turan, A. H. (2012), “Internet Shopping Behavior of Turkish Customers:Comparison of Two 

Competing Models”, Journal of Theoretical and Applied Electronic Commerce Research, 

Vol. 7 No. 1, pp. 77-93. 

 

Wang, C. and Tong, H., (2010),  "Research on Psychological Dimensions of E-Commerce 

Customer Satisfaction", ICEE, 2010, International Conference on E-Business and E-

Government, International Conference on E-Business and E-Government (ICEE),  pp. 2105-

2108. 

 

Wang, Y., Wong, D. S., Lin, K-J. and  Varadharajan, V. (2008), "Evaluating Transaction 

Trust and Risk Levels in Peer-to-Peer E-Commerce Environments," J. Information Systems 

and E-Business Management, Vol. 6 No. 1, pp. 25–48. 

 

Wixon, B. H.  and Todd, P. A. (2005), “A theoretical integration of user satisfaction and 

technology acceptance”, Information Systems Research, Vol. 16 No. 1, pp. 85-102. 

 

Workman, M. (2014), “New media and the changing face of information technology use: The 

importance of task pursuit, social influence, and experience”, Computers in Human Behavior, 

Vol. 31 No.1, pp.11-117. 

D
ow

nl
oa

de
d 

by
 A

T
IL

IM
 U

N
IV

E
R

SI
T

Y
 A

t 0
5:

05
 2

0 
A

pr
il 

20
17

 (
PT

)

http://www.emeraldinsight.com/action/showLinks?crossref=10.5116%2Fijme.4dfb.8dfd
http://www.emeraldinsight.com/action/showLinks?crossref=10.5116%2Fijme.4dfb.8dfd
http://www.emeraldinsight.com/action/showLinks?isi=000207794700003
http://www.emeraldinsight.com/action/showLinks?isi=000207794700003
http://www.emeraldinsight.com/action/showLinks?isi=000240973000002
http://www.emeraldinsight.com/action/showLinks?crossref=10.1287%2Fisre.1050.0042&isi=000228816800006


 

Venkatesh, V. (2000), "Determinants of perceived ease of use: Integrating control, intrinsic 

motivation, and emotion into the technology acceptance model", Information systems 

research, Vol. 11 No. 4, pp. 342–365. 

 

Venkatesh, V. Morris, M. G., Davis, G. B., and Davis, F. D. (2003), “User acceptance of 

information technology: Toward a unified view”, MIS quarterly, Vol. 27 No. 3, pp. 425-478. 

 

Zeithaml, V. and Bitner, M. J. (2003). Service marketing-integrating customer focus across 

the firm, New Delhi: Tata McGraw Hill Publishing. 

 

Zhou, L., Zhang, P. and Zimmermann, H. (2013), “Social commerce research: An integrated 

view”, Electronic Commerce Research and Applications, Vol. 12 No. 2, pp. 61-68. 

 

Zeng, F., Huang, L. and  Dou, W.  (2009), “social factors in user perceptions and responses to 

Advertising in online social networking communities”, Journal of Interactive Advertising, 

Vol. 10 No. 1, pp. 1-13. 

 

 

D
ow

nl
oa

de
d 

by
 A

T
IL

IM
 U

N
IV

E
R

SI
T

Y
 A

t 0
5:

05
 2

0 
A

pr
il 

20
17

 (
PT

)

http://www.emeraldinsight.com/action/showLinks?crossref=10.1287%2Fisre.11.4.342.11872&isi=000166388300002
http://www.emeraldinsight.com/action/showLinks?crossref=10.1287%2Fisre.11.4.342.11872&isi=000166388300002
http://www.emeraldinsight.com/action/showLinks?crossref=10.1080%2F15252019.2009.10722159
http://www.emeraldinsight.com/action/showLinks?isi=000185196400005
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.elerap.2013.02.003&isi=000317190400001


 

 

 

 

 

 
Figure 1. Research model. The boxes and arrows represent constructs and casual effects 

respectively. The first numbers in the parantheses show  path coefficient values and the 

second ones stand for p-values. The superscripts * and ** show significance at 0.01 and 0.05 

levels respectively.  
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       Table 1. List of variables, constructs and corresponding items 
Construct/Variable name Item Item 

Loadings 

Const. 

Loadings 

Gender  Male/Female - - 

Age  <20, 21-30, 31-40, 41-50,  >50 - - 

Perceived Ethics (PE) 

Are you familiar with social media ethics?  
0.813 

0.634 Are you familiar with social commerce 

ethics?  
0.813 

Perceived Trust (PT) 

Do you always prefer to use SC websites, 

which display a security policy statement? 
0.788 

0.763 
Do you think SC is a reliable alternative 

for your commercial activities? 
0.788 

Perceived 

Enjoyment/Easiness  (PEE)  

Do you think SC  is easy to use? 
0.854 

0.843 Do you think SC is an enjoyable 

alternative for your commercial activities? 
0.854 

Perceived Social Pressure 

(PSP)  

Do people, who are important to you, 

expect you to practice social commerce? 
0.894 

0.694 Do people, who are important to you, 

practice social commerce? 
0.818 

Perceived Satisfaction (PS)   Does using SC meet your expectations in 

terms of commercial activities? 
0.876 

0.843 Does using SC increase your productivity 

in  your commercial activities? 
0.915 

Do you find SC useful? 0.855 

Perceived Awareness (PA)  

Are you familiar with social media in 

general?  
0.871 

0.684 
Are you familiar with social commerce?  

0.871 

Behavioural Intention (BI)  Do you intend to use social commerce in 

the future?  
0.898 

0.883 
Do you intend to use social commerce on 

a regular basis?  
0.898 

Actual Use (AU) of SC  

Do you  use SNS for your commercial 

activities? 
0.883 

0.809 
Do you  use ICT for your commercial 

activities? 
0.883 
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                   Table 2. Descriptive results 

Variable Number % 

Gender 

    Male 

    Female 

143 

90 

53 

100.0 

62.9 

37.1 

Age    

    <21 

    21-30 

    31-40 

    41-50 

    >50 

143 

24 

66 

26 

15 

12 

100.0 

16.8 

46.2 

 18.2 

10.5 

8.3 

SNS usage for commerce 

       Very low                             

        Low 

        Average 

        High 

        Very high      

143 

37 

16 

34 

26 

30 

           100.0 

            25.9 

            11.2 

            23.8 

            18.2 

            20.9 

ICT usage for commerce          

       Very low                             

        Low 

        Average 

        High 

        Very high  

         Unknown        

                   143 

10 

21 

28 

50 

33 

1 

             100.0 

            7.0 

            14.7 

            19.6 

            35.0 

            23.1 

              0.6 
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