Revista Argentina de Clinica Psicoldgica
2020, Vol. XXIX, N°5, 1985-2001
DOI: 10.24205/03276716.2020.1194

The impact of 5G online social media interaction on
consumer purchase intentions : A social impact

theory perspective

Jao-Hong Cheng?, Li-Wei Lin®”*

Abstract

The advent of the 5G era in 2020 has affected consumers' shopping habits. This study
mainly surveys of social networking platforms, including Facebook, Twitter, Wechat, and
other related Live online platforms. The main purpose is to investigate the impact of
consumers of social networking platforms communicating with each other through
messages and instant interactions. Specifically, it is determined whether, once the
exchange of information is judged to be correct, consumers will make decisions to
purchase on the Internet.

This study collects data through a questionnaire. Through the structural equation model,
whether consumers will influence other consumers' purchasing intentions through online
community interaction is investigated. The effective sample of our research is 297
participants. The main respondents are consumers of online community websites in
Taiwan in 2020.

The results of this study demonstrate that consumers are highly interested in, and
affected by, other consumers’ purchasing intentions. Consumers use the information on
social networking websites to determine whether or not the information is factual, and
then decide whether to purchase a product. In this interactive process of the platforms,
consumers can discern the value of the product through online text interactions and
online real-time interactions with other consumers.

In this study, only a survey was used, and other methodologies may provide increased
robustness and generalizability. The study also investigates only the setting of China, and
studies of other varied settings are requisite. Online merchants are advised to provide
ample opportunities for consumers to read other consumers’ comments and feedback,
and actively engage with them via social networking services (SNS) concerning specific
products.

This is the first study to perspective consumer intention in online community. Many e-
commerce merchants in China interact with consumers through webcasting. We believe
that this is an innovative way to study consumer buying behavior.

Keywords: purchase intention,online text interaction, online real-time interaction, e-
WOM

INTRODUCTION

In recent years, social commerce business in
China has become more and more developed.
Social commerce encourages new businesses to go
online quickly and easily (Crain's Chicago Business,
2012). In addition, a key feature of social commerce
is conducting commercial activities on social media
to utilize online social capital (Liang et al., 2011). By
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sharing shopping information,

product knowledge, or purchasing experiences
among social network members, consumers can
make more informed and accurate purchase
decisions (Zhou et al.,, 2013), so that online
purchase intention can be created.
To promote the purchase intention of using social
commerce sites,it is of strategic importance for
online merchants to understand those factors
related to social impacts that affect consumers’
intention. Research on consumer purchase
intention in social commerce has examined
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information/content, business strategies,
technological features, and behavioral
perspectives, among other factors, as shown in
Table 1. Few studies, however, have investigated
the social impact of electronic word-of-mouth
(eWOM) consistency/inconsistency among
customers  that affect individuals’ self-
determination and purchase decisions, despite
constituting a critical issue in online review research
(Wu et al.,, 2011; Bagozzi & Dholakia, 1999; Kivetz,
2005; Zhang et al., 2010). Many consumers will
decide on their purchase intentions based on
celebrities or expert recommendations or
endorsements. Consumers also actively search the
huge volumes of diverse eWOM information in the
pre-purchase stage to reduce product uncertainty
(Grewal et al., 1994).

SNS provides a communication channel for
information exchange in online environments.
Consequently, the current study draws on social
impact theory, supplemented by consumer self-
determination, to examine what informational
influence can reinforce feelings of competence and
enhance purchase intention in social commerce
sites. Both social impact and self-determination are
major perspectives which facilitate intrinsic
motivation and behavioral intention by supporting
individuals’ innate psychological needs (Deci &
Ryan, 1985; Moller et al., 2006). Since the amount
of eWOM in social networks is often at a large scale
(Dellarocas, 2003), it is possible to show
information consistency (i.e., informational social
influence) or information inconsistency (i.e.,
conflict) in online shopping contexts. These eWOM
could reduce the risk of product uncertainty (Zhang
et al.,, 2010), increase a consumer’s competence
(Sweeney et al.,, 2011), and affect purchase
intention (Kwahk & Ge, 2012).This research address
the questios of (1) whether Information Social
Influence is that influence customer purchase
intention (2)whether information conflict is a
significant factor affecting customer purchase
intention. This paper is organized as flows: Section
2 discuss social impact theory and the theoretical
background of social influence; Section 3 presents
the proposed research model and hypotheses;
Section4 discuss the research method in this paper
; Section 5provide to the data analysis; Section6
discusses the key findings in this paper; (7)Section
7 presents the conclusion and limitations of this
paper.

LITERATURE REVIEW
1.1 Social impact and self-determination in
consumer purchase intention
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Consumer purchase intention is the major factor
in understanding individuals’ subjective
preferences for purchasing products. It can then be
utilized as a critical index in predicting consumption
behavior (Fishbein & Ajzen, 1975). Purchase
intention refers to an individual's level of intention
to purchase a specific product or service (Dodds et
al., 1991). Recently, social commerce has emerged
as a new model of e-commerce by combine online
with offline shopping models. Social commerce is a
form of commerce mediated by social media
involving convergence between online and offline
environments (Wang & Zhang 2012). Wang and
Zhang (2012) introduced a four-component
framework for social commerce, including people,
business strategies, technology, and information. In
the context of social commerce (e.g., a ‘Fan page’ in
Facebook), online merchants manage interactions
with consumers directly, connect consumers for
commerce purposes, and promote their brand or
product. Consumers interact with each other in
sharing product information and making purchase
decisions collaboratively.  Accordingly, social
networking can be considered effective in eliciting
consumer purchase intention in social commerce.
Establishing good social interaction and
communication among consumers to promote their
purchase intention constitutes the most critical task
for social commerce marketing.

1.2 Social influence and information consistency-
inconsistency
(1) Social impact theory

In agreement with the social influence
literature, connections between people and their
social interactions and information communication
result in the development of idea adaption and
behavioral intention (Deutsch & Gerard, 1955;
Kelman, 1958; Kelman, 1961; Davis et al., 1989).
Social impact theory suggests that an individual's
feelings, attitudes, and behaviors can be influenced
by the presence of others (Latane, 1981). According
to this theory, individuals change their attitudes as
a consequence of other people’s influence.

Social impact theory asserts that the likelihood
that a person will respond to social influence will
increase  with three dimensions: strength,
immediacy, and number.

(2) Form of social influence

Following early conceptual work by Deutsch and
Gerard (1955), researchers have distinguished two
forms of social influence: normative and
informational. Normative social influence refers to
conformity with the expectations of others to
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achieve rewards or avoid punishment (Homans,
1961). Normative social influence is usually exerted
within specific reference groups, such as one’s
immediate family or friends (Cooley, 1962).
Recognizing conformity under the pressure of
normative social influence in many decision
situations, Fishbein and Ajzen (1975) incorporated
"subjective norm" into their Theory of Reasoned
Action, developing and validating a measurement
instrument for the normative construct as a
determinant of their behavioral intention model.
Informational social influence refers to influence to
accept information obtained from another as
evidence about reality (Deutsch & Gerard, 1955).

Informational social influence is more significant
in ambiguous situations, especially when an
individual is uncertain about the accuracy of his or
her own judgment about reality. While consumers
try to find the best choice, they will also attempt to
obtain more information (e.g., through online
reviews or other consumer-generated contents via
social media) as evidence for the purchase decision.
Indeed, it has been shown that one tends to follow
the choices of others rather than making judgment
by oneself (Bonabeau, 2004). If there are more
individuals agreeing that the reviewed object is
good or bad compared to neutral

conditions, the buyer may possess more
confidence that the information is true (Burnkrant
& Cousineau, 1975). As a result, such consistent
information in the positive or negative balance is
perceived as more useful than relatively
inconsistent information in the neutral balance. It
has been proven that such information can affect
consumers’  decision-making and purchase
intention (Ye et al., 2010; Kwahk & Ge, 2012).
Consumers are frequently exposed to multiple
consumer-generated contents and messages when
shopping for products online. They often actively
search for external information (e.g., other
consumers’ opinions and experiences) to reduce
their pre-purchase uncertainty (Grewal et al., 1994)
and infer product quality from extrinsic cues (Zhou
et al., 2002). Currently, SNS has made it possible for
anyone to advocate his or her opinion and to
establish communication with others.

To address this issue of purchase intention in
social commerce, this study examines not only how
information consistency, but also how information
inconsistency, affects consumer purchase intention
in social commerce. Meyer (1981) suggests that a
lack of consensus in opinions (i.e., conflicting
information) can create uncertainty for consumers
in decision-making processes. Prior research has
also shown that consumers respond negatively to
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information uncertainty (Jaccard et al.,, 1988).
Cognitive dissonance may be caused by conflicting
information from other sources. Festinger's theory
of cognitive dissonance states that an individual
may experience cognitive dissonance, i.e., a state of
psychological unease whenever he or she holds
conflicting cognitions simultaneously. Dissonant
consumers are uncertain about product choices
when they have doubts about their choices (Engel,
1963; Straits, 1964; Montgomery &Barnes, 1993),
which might lead to purchase delay. However,
some studies have shown that conflicting
information from previous consumers is found to
be more trustworthy and useful (Willemsen et al.,
2011; Purnawirawan et al., 2012), and to have more
influence on the brand attitudes, purchase
intentions, and purchase behaviors of consumers
(Purnawirawan et al.,, 2012). Indeed, it has been
demonstrated that, by showing both positive and
negative online messages, the social influence of
information inconsistency strengthens consumers’
emotional trust in their purchasing intention (Zhang
et al, 2010).

Both positive and negative evaluations from
reviews allow a consumer to make a more accurate
judgment (i.e., to buy or not to buy) in the purchase
intention of a product. Accordingly, this study
argues that conflicting information is more valuable
and useful than non-conflicting information. This, in
turn, will affect the formation of purchase intention
towards the product. How Does Social Media
Impact Bitcoin Value? (Feng et al.,2018). Societal
effects of mass media digitization in the case of the
sopa discourse. (Shaila et al.,2016). We can
understand the importance of social impact to
consumers.

(3) Consumer self-determination

Individuals conduct any behavior in accordance
with motivation, which can be divided into intrinsic
and extrinsic motivation (Houle, 1961). Self-
determination theory (Ryan & Deci, 2000)
distinguishes three kinds of motivation: intrinsic
motivation, extrinsic motivation, and amotivation,
situated along a continuum ranging from high to
low self-determination. Intrinsic motivation
represents the highest degree of self-determined
motivation and occurs in situations in which
individuals feel free to commit to activities that
they find interesting and/or fun and that offer them
the opportunity to learn. The satisfaction of these
psychological needs is associated with high levels of
intrinsic motivation, which relate to favorable life
outcomes (Deci & Ryan, 2001).

Self-determined motivation influences
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individuals’ intentions, which are known to affect
behavior (Osbaldiston & Sheldon, 2003). Prior
research suggests that enhanced perceptions of
autonomy, competence, and relatedness are more
closely associated with intrinsic motivation and
greater self-determination than extrinsic ones,
which supports the positive influence of self-
determination on an individual’s goal-directed
behavior, such as physical activity intention, e-
commerce experience, customer purchase, and
energy-conserving behavior (Standage et al., 2003;
Sun et al., 2010; Dholakia, 2006; Webb et al., 2013).
Self-determination is a significant instrument to
analyze individual psychological processes during
participation in marketing activity (Zheng et al.,
2012). Cognitive evaluation theory, a sub-theory
within SDT, also claims that social-contextual
factors stimulate feelings of competence, and
autonomy can enhance intrinsic motivation (Deci &
Ryan, 1985).

Online review information has been widely
utilized by online consumers to facilitate purchase
decisions (Sher & Lee, 2009). In the pre-purchase
stage, a consumer experiences a feeling of
psychological uncertainty and delay in choosing
when he or she cannot predict the outcome of a
purchase decision. He or she may also experience

cognitive dissonance, a state of psychological
unease due to uncertain choice situations.
Consumer-generated product reviews can add
great value to e-commerce by assisting buyers to
increase decision precision and reduce uncertainty
and perceived risk (Kim et al., 2008). Essentially,
eWOM can have a great influence on competence
in purchase decision-making when messages are
potent (Sweeney et al., 2011). Shihao Zhou et al.
(2018) refer s to Measuring Customer Agility from
Online Reviews Using Big Data Text Analytics.
Srinivasan Raghunathan and Sumit Sarkar (2016)
provide to Competitive bundling in information
markets.

RESEARCH MODEL

Fig. 1 shows the developed research model with
the factors investigated. It begins with the social
influence of eWOM information stimuli, and then
proceeds to the mediating variables, which also
affect purchase intention. Four hypotheses were
tested with respect to this model. Each hypothesis
is indicated by the letter H and a corresponding
number. The arrows indicate the hypothesized
relationships, and the plus signs indicate positive
relationships.

H1
Information Social
Influence
*H2
Purchase
Intention
Information Conflict
Competence H4

H3

Figure 1. The research models

2.1 Informational social influence

Social commerce utilizes social media features
that have created manifold opportunities for
eWOM communication. With a fairly high level of
product uncertainty, ambiguity, or unfamiliarity,
many consumers tend to read online messages
about others’ evaluations prior to making purchase
decisions. Thus, informational social influence
affects the consumer decision-making process, as
well (Zhang et al.,, 2010). Informational social
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influence refers to the influence to accept
information obtained from others as evidence
about reality. It can be considered as a learning
process, in which a person observes the experience
of early adopters in a social network and then
decides whether or not to buy a product or service
(Kim & Srivastava, 2007). It has been demonstrated
that the quantity of online product reviews exerts a
positive effect on consumer purchase intention
(zhou et al., 2013). In cases in which there are more
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reviewers agreeing that the reviewed object is good
or bad compared to neutral states, the reader may
have more trust that the information is accurate
(Burnkrant & Cousineau, 1975). As a result, such
consistent information in the positive or negative
balance is perceived as more useful in affecting
attitudes and intention formation (Purnawirawan
etal., 2012). It is thus hypothesized that:

H1. Informational social influence is positively
related to purchase intention.

Informational social influence indicates that
individuals are influenced by information and
evidence, and has been proven to affect consumer
behavior (Burnkrant & Cousineau, 1975; Kim &
Srivastava, 2007). Sweeney et al. (2011) reported
that eWOM i ncreases a recipient’s competence,
and this effect is stronger when messages are
useful. Lee and Lee (2011) also argued that
consumer self-determination is greatly enhanced
due to abundant information. Consumers'
perception of the review set's usefulness will occur
in an online environment that provides relevant
product information that assists them in
understanding and evaluating the target object’s
quality and/or performance (Ahluwalia & Giirhan-
Canli, 2000; Jiang & Benbasat, 2007). These would
subsequently increase perceived competence in
the decision-making process. Such information
consistency will be further reflected as a positive
influence on one’s own competence. It is thus
hypothesized that:

H2. Informational social influence is positively
related to competence.

2.2 Information Conflict

The development and rising utilization of SNS
has ensured that increasing numbers of
opportunities for interaction and conflict are
inevitable in cyberspace (Kane et al., 2009). Indeed,
much more information exists on network
platforms than any single consumer can process,
which leads consumers to judge information and
results in information conflicts. Conflict refers to
the awareness of differences in viewpoints and
opinions pertaining to purchasing tasks. Conflicting
reviews reveal different views of products, services,
and brands, which affect consumer preference
confidence and purchase likelihood (Simonson,
2014). Prior research has demonstrated that online
consumer reviews are perceived as more useful if
they depend on a high level of positive and negative
argument diversity (Willemsen et al., 2011).

Argumentation diversity affects the perceived
usefulness of reviews in the context of computer-
mediated communication (Willemsen et al., 2011).
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In general, the mere presence of arguments
consequently leads recipients to have more
confidence in deliverers and to find their judgments
to be more persuasive. In addition, consumers are
more likely to adjust their attitudes and product or
brand preferences with the online review after
reading the pros and cons of a position than after
reading the pros or cons alone. In the context of
SNS, disagreement between posted reviews
highlights the pros and cons of a product that
reflect product information disclosure from
customers. Consumers are more likely to actively
seek product or brand information about potential
purchases about which they have received
inconsistent i nformation in social commerce site.
Cognitive dissonance may be resultant from
conflicting information from different
recommendations (Henning-Thurau & Walsh,
2004). However, dissonance can be reduced by
neutral or unbiased information in social commerce
platforms. Disagreement is able to evoke high levels
of arousal and enhance consumer trust and
perceived usefulness, which may reduce pre-
purchase cognitive dissonance in the purchase
decision process (Willemsen et al, 2011).
Conflicting reviews are regarded as useful and
trustworthy eWOM for potential consumers to help
them choose products (Cheung et al., 2009;
Purnawirawan et al.,, 2012). The perceived
usefulness of conflicting reviews has been found to
constitute an important antecedent of consumers’
intent to comply with the recommendations of a
review and to affect purchase intention (Cheung et
al., 2008; Zhang et al., 2010). It is thus hypothesized
that:
H3. Conflict is positively related to purchase
intention.

2.3 Competence

Prior research has shown that competence, a
self-determined motivation, is an antecedent to
reinforcing intention to act and facilitates
engagement in activity (Standage et al., 2003; Sun
et al.,, 2010; Dholakia, 2006; Webb et al., 2013).
Competence refers to the belief that one can
efficaciously interact with his or her environment to
feel competent in achieving desired outcomes (Deci
& Ryan, 1985; Deci & Ryan, 1991; Vallerand &
Ratelle, 2002). Competence also extends beyond
self-efficacy, as it is not only a measure of
confidence in ability, but also expresses a need, the
fulfilment of which is “a source of satisfaction and a
contributor to well-being over and above any
satisfaction resulting from the outcomes that
competence might yield” (Deci & Ryan, 2000). The
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findings of previous research also reveal that self-
determined customers are more motivated, and
they possess a greater desire to purchase products
(Dholakia, 2006). In online shopping environments,
a potential consumer desires to efficiently interact
with others in online environments to feel
competent in achieving desired outcomes.

Online merchants can develop social commerce
campaigns to offer consumers a useful means to
fulfill desired competence needs. For example, a
consumer who searches actively for others’
comments and opinions about a product or brand
could become less uncertain about what to
purchase or not to purchase. Others' evaluations
could reinforce consumer competence to decide
what is best for him or her. Consequently, social
commerce sites could help consumers to improve
competence in the purchasing task and foster their
intrinsic motivation and decision-making. It is thus
hypothesized that:

H4. Competence is positively related to purchase
intention.

RESEARCH METHOD
To develop the survey instrument, a pool of

Table 1. Measurement items.

items were identified from the extant literature for
measuring the constructs of the research model.
Data from a survey sample were collected to assess
the instrument’s validity and reliability, and to test
the hypothesized relationships of the research
model.

3.1 Content validity

All measures of the survey instrument were
developed from marketing literature. To measure
informational social influence, this study developed
three items based on two studies (Bearden et al.,

1989; Park & Lessig, 1977). The three conflict items
were adapted from Jehn (1995) and Jehn and
Mannix (2001). The four-item competence scale
was based on the work of Standage et al. (2005) and
McAuley (1989). Finally, the four purchase
intention items were adapted from Limayem et al.
(2000) and Yoo and Donthu (2001). The expressions
of the items were adjusted, where appropriate, to
the context of social commerce, as shown in Table
2. The items were measured on a seven-point
Likert-type scale, ranging from ‘Strongly disagree’
(1) to ‘Strongly agree’ (7).

Construct

Source

Informational Social Influence
ISI1 1 frequently gather information from social network members about a

product before | buy.

ISI2 | often seek brand related knowledge and experience from social network  Bearden et al. (1989); Park &

friends who have reliable information about the brands.

Lessig (1977)

ISI3 My choice of product is influenced by social network members' word of
mouth or some evaluation reports from an independent testing agency.
Competence
COML1 | think | am pretty good at making a purchase decision.

COM2 | am satisfied with my performance at making a purchase
COM3 When | have participated in making a purchase decision for a while, |

feel pretty competent.

COM4 | am pretty skilled at making a purchase decision.

Standage et al. (2005);
McAuley (1989)

Purchase Intention
PI1 | will definitely buy products from this social commerce site in the near

future.

P12l intend to purchase through this social commerce site in the near future.
PI3 It is likely that | will purchase through this social commerce site in the near

future.

Limayem et al. (2000); Yoo
and Donthu(2001)

PI4 | expect to purchase through this social commerce site in the future.
Information Conflict
ICol Consumers in social network site sometimes disagree about opinions

regarding the purchase decision being done.

ICo2 Sometimes there are conflicts about opinions of product in social network

site.

Jehn(1995) ;
Jehn&Mannix(2001)

ICo3 Sometimes there are differences of opinion in social network site.
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Table 2. Profiles of participating consumers

Demographic profile Number of people Percentage
Gender
Male 121 40.7
Female 176 59.3
Age
Less than 19 8 2.7
20-24 101 34.0
25-29 105 35.4
30-34 56 18.9
35-39 19 6.4
40-44 3 1.0
45-49 3 1.0
Occupation
Student 91 30.6
Working 170 57.2
Unemployed 23 7.7
Housekeeper 10 3.4
Other 3 1.0
Monthly income (NTS)

Less than 20,000 120 40.4
20,001-35,000 94 31.6
35,001-50,000 68 22.9
50,001-65,000 13 4.4

65,001 or above 2 0.7

Product type purchased online
Travelling 11 3.7
Apparel 59 19.9
Electronics 56 18.9

Health and care 8 2.7

Sporting goods 3 1.0
Food 59 19.9
Beauty care 26 8.8
Furniture 2 0.7
Books/magazines 69 23.2
CDs, etc.((audio-video)) 3 1.0
Other 1 0.3
Recently used social commerce
Groupon 41 13.8
Gomaji 46 15.5
17Life 12 4.0
Yahoo! 82 27.6
Books 90 30.0
Rrakuten 18 6.1
iPeen 4 13
Other 4 1.3
Respondent experience in SNS
Short experienced 103 34.7
Rrakuten 18 6.1
iPeen 4 13
Long experienced 194 65.3

3.2 Pre-test and Pilot-test

A pre-test was performed with three expert
academics and four Ph.D. students on a

2020, Vol. XXIX, N°5, 1985-2001

questionnaire consisting of 14 items of the survey
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fan page fans were contacted to assist with the
pilot-test of the instrument. This study sought to
choose respondents who were expected to possess
adequate knowledge about the online shopping
experience in social commerce contexts. It was
decided that social commerce users who were fans
in Facebook fan pages and engaged in online
shopping of social commerce were chosen as
respondents for the current study. An online survey
packet, including a cover letter explaining the
research objectives and the Internet address of the
online questionnaire, was posted to the social
commerce users. The respondents were instructed
to click on a URL, and were asked to complete the
questionnaire and provide comments on the
wording, understandability, and clarity of the items.
Table 1 shows the 14 items together with the
corresponding constructs to be measured.

3.3 Data Collection

Online questionnaire sampling is the main
instrument in the current study. Specifically, my
Survey is utilized, which accepts only one response
per IP address to avoid duplicate responses. The
invitation to participate in the study and the URL of
the online questionnaire were posted on the most
representative SNSs (e.g., Facebook) and the most
popular forum websites (e.g., mobile01 and PTT) in
China. Data collection lasted approximately one
month. Finally, 434 samples were collected, and the
result of this survey was 297 effective responses. All
of our respondents, who were social commerce
users located across China, reported that they
purchased products at least once through the social
commerce site in the previous year.
Table 2 presents the demographic and
characteristic profiles of the participants.

RESAULTS

Structural equation modeling (SEM) with AMOS
24.0 was used to test and analyze the hypothesized
relationships of the research model. SEM aims to
examine inter-related relationships between a set
of posited constructs simultaneously; each
construct is measured by one or more observed
items (measures). SEM comprises the analysis of
two models: a measurement (or confirmatory
factor analysis) model and a structural model
(Anderson & Gerbing, 1988).

4.1 Assessment of the measurement model

Prior to the analysis, this study performed
exploratory factor analysis using principal axis
factoring to ascertain whether or not our items
loaded onto a common latent factor. With the
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measures and their underlying constructs shown in
Table 3, the measurement model specified for the
research model was found to be able to ascertain
the extent to which the observed measures
(surveyed items) actually measure their
corresponding construct. The 14 items of the survey
instrument were first analyzed to assess their
dimensionality and measurement properties. An
assessment of the eigenvalues suggested a four-
factor solution, including informational social
influence, conflict, competence, and purchase
intention. Moreover, all items loaded significantly
and substantially on their underlying constructs,
thus providing evidence of convergent validity.
With a confirmatory factor analysis, all items
performed well and were thus retained in the
model.

The chi-square of the measurement model was
significant (x2 = 113.366, df = 71, p < 0.001), with
the value of x2 /df smaller than 2, indicating an ideal
fit (Bentler, 1990). The large chi-square value was
not surprising since the chi-square statistic has
been shown to be directly related to sample size
(Joreskog & Sorbom, 1993). To assess the overall
model fit without being affected by the sample size,
alternative stand-alone fit indices less sensitive to
sample size were employed. These indices included
the goodness of fit index (GFl), the adjusted
goodness of fit index (AGFI), the comparative fit
index (CFl), and the root mean square error of
approximation (RMSEA) (Joreskog & Sorbom,
1993). To have a good model fit, GFI should be close
to 0.90, AGFI more than 0.80, CFl more than 0.9,
RMSR less than 0.05, and RMSEA less than 0.10
(Joreskog & Sorbom, 1993). An assessment of the
measurement model suggests an acceptable model
fit (GFI = 0.949; AGFI = 0.925; CFl = 0.984; NFI
=0.959; RMSEA = 0.045).

To assess the reliability of the constructs,
composite reliability (CR) was facilitated. All of the
composite reliability values, ranging from a low of
0.814 to a high of 0.924, exceeded the
recommended cut-off value of 0.80 (Joreskog &
Sorbom, 1993). A variable’s squared multiple
correlation (SMC) is the proportion of its variance
that is accounted for by its predictors. The average
variance extracted (AVE) was greater than 0.5 in all
cases, meaning that the variance accounted for by
each of the constructs was greater than the
variance accounted for by measurement error
(Joreskog & Sorbom, 1993). In addition, an
assessment of discriminant validity between the
constructs supported the model fit. Table 3
summarizes the assessment results of the
measurement model.
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Table 3. Assessment results of the measurement model

ndardi
Cnstruct Items Standardized

Standardized

tvalue SMC CR AVE

loading error

Informational ISI1 0.826*** 0.037 7.124 0.682
Social ISI12 0.850%** 0.033 7.261 0.722 0.866 0.682

Influence ISI3 0.801%*** 0.035 8.686  0.642

Information ICO1 0.778%** 0.030 7.768  0.605
Conflict ICO2 0.762%** 0.036 7.307 0.581 0.814 0.594

ICO3 0.771%** 0.030 7.805 0.594

coMil 0.875%** 0.018 8.399 0.766

Competence CcoMI2 0.874%** 0.019 8.478  0.765
P COoMI3 0.851%** 0.021 9.024 0.725 0.913 0.724

coMI4 0.801%*** 0.028 10.111 0.641

PI1 0.883*** 0.015 8.596 0.779

Purchase PI2 0.849%** 0.017 9.568 0.721
Intention PI3 0.876%** 0.017 8.815 0.767 0.924 0.751

P14 0.859%** 0.018 9.339 0.738

*** denotes significance at p < 0.001.

4.2 Assessment of the structural model

Table 4 presents the inter-correlations between
three constructs of the structural model, which
supports the positive relationships of the research
model shown in Fig. 3. The overall fit of the

Table 4. Discriminant validity matrix of constructs

structural model is acceptable, since all measures of
fit reach an acceptable level (x2 = 116.987, df = 72,
p < 0.001; GFI = 0.948; AGFI = 0.924; CFI = 0.983; NFI
=0.957 RMSEA = 0.046).

Construct (1) (2) (3) (4)
Informational 0.826
Social Influence
Information Conflict 0.449%** 0.771
Competence 0.357%** 0.160** 0.851
Purchase Intention 0.424%** 0.382%** 0.477%** 0.867

** and *** denote significance at p < 0.01 and p < 0.001 respectively.

4.3 Comparison with alternative models

In order to examine the existence of a mediating
effect of competence in the proposed model of this
study, a simple coefficient test was conducted. A
model with a mediator variable (competence) was
created as a partial mediation model, which is the
same as the proposed model, to check for a
significant change of correlation between the
independent variables (informational social
influence and conflict) and a dependent variable
(purchase intention). The result shows that the
significance of an independent variable
(informational social influence) on the dependent
variable (purchase intention) was decreased and
transferred to the coefficient relations on both
sides of mediator. It is thus concluded that
competence exerts the mediating effect in this
model.

In order to fully elucidate the mediating effect,
this study followed the procedure suggested by
Baron and Kenny (1986) and Gelfand et al. (2009),

2020, Vol. XXIX, N°5, 1985-2001

and evaluated the three models shown in Table 7.
The first (Model I) was the proposed model, which
allowed the partial mediation of competence and
direct effects for purchase intention, shown in Fig.
3. The second (Model 2) allowed full mediation of
competence, shown in Fig. 4. The third (Model 3)
contained informational social influence, conflict,
and competence, and their direct impact on
purchase intention without any mediating variables
to examine their full direct effect, shown in Fig. 5.
Model 1 proposed a partial mediated model for
the effect of competence on purchase intention,
which was supported by the data of this study. This
model represents one of several possible ways in
which the relationships between the constructs
could be configured. Alternative models could also
provide plausible predictions and explanations
about the influences of competence on purchase
intention.  Specifically, informational social
influence could affect purchase intention through
the mediation of competence (i.e., Model 2). On the
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other hand, informational social influence, conflict,
and competence could have direct impacts on
purchase intention without any mediation (i.e.,
Model 3). To explore these possibilities, this study
compared Model 1 with two alternative models,
Models 2 and 3, on the following criteria: (1) the

percentage of

Table 5. Alternative mediating model comparison

same model fit indices used to assess the research
model; (2) the explanatory power of the predictive
variables on the outcome variables, as measured by
the R2 of the outcome variables; and (3) the
hypothesized
parameters that are statistically significant.

the model’s

Construct

(1) (2)

3)

Attribute

Standardized path estimates
COM->PI
ISI->COM

ISI->PI
CO->PI
R2(COM)
R2(PI)
Model fit indices
2(df)
GFI
AGFI
CFl
NFI
RMSEA

Modell:
partially mediated

Model2:
Fully mediated

Model3:
All direct effect

0.367*** 0.415%** 0.372%**
0.307*** 0.311%** -
0.155** - 0.163***
0.255%** 0.348%** 0.255%**
12.7% 13.2% -
34.7% 33.1% 29.9%

116.987 (72)

124.329 (73)

148.589 (73)

0.948 0.944 0.936
0.924 0.920 0.908
0.983 0.981 0.971
0.957 0.955 0.946
0.046 0.049 0.059

** and *** denote significance at p < 0.01 and p < 0.001 respectively.
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A comparison of the direct effect of
informational social influence on purchase
intention between Models 1 and 3 revealed that
the path coefficient of informational social
influence increased from 0.155 in Model 1 (p <0.01)
to 0.163 in Model 3 (p < 0.01) when the mediators
were introduced into the model, revealing that
competence partially mediated the influence of
purchase intention. These results satisfied the
conditions suggested by Baron and Kenny (1986).
Model 1 was superior to Models 2 and 3 on all
indices. Concerning explanatory power, Model 2
explained 33.1% of the variance. Model 3 explained
29.9% of the variance of purchase intention. The
results suggested that the partially mediated model
was relatively superior. Since the model fit indices
were lower in Model 2 and Model 3, this study

Informational Social

Influence+

concludes that Model 1 would constitute a better
representation of the relationships among the
constructs due to its good model fit.

4.4 Common method bias

Following the suggestion of Podsakoff and
Organ (1986), Harmon’s one-factor test was
performed to ensure that common method
variance did not account for the research findings.
Unrotated principal components analysis revealed
four factors with eigenvalues greater than 1, which
accounted for 78.837% of the total variance. The
first factor did not account for the majority of the
variance (23.156%). As no single factor emerged
that accounted for most of the variance, common
method bias does not appear to constitute a
problem in this study.

+0.155%*«

WD?***‘J
+0.3

Competenc

Information Conflict+

+0.255***

Purchase Intention+

** and *** denote significance at p < 0.01 and p < 0.001 respectively.+

Fig. 5 The structural model+

4.5 Hypotheses testing

In the SEM analysis, the relationships among
independent and dependent variables were
assessed simultaneously via covariance analysis.
Maximum likelihood (ML) estimation was
facilitated to estimate model parameters with the
covariance matrix as data input. The ML estimation
method has been described as being well-suited to
theory testing and development (Anderson &
Gerbing, 1988).

Fig. 5 shows the structural model with the
coefficients for each path (hypothesized
relationship), in  which all  hypothesized
relationships are supported. Informational social
influence has a positive impact on purchase
intention (H1: y = 0.155, t = 2.704, p < 0.01) and
competence (H2: y = 0.307, t = 5.544, p < 0.001).
Conflict is significantly associated with purchase
intention (H3: y = 0.255, t = 3.507, p < 0.001).
Competence is significantly associated with
purchase intention (H4: y = 0.367 t = 6.176, p <
0.001). Overall, the model explains 12.7% of the
variance in competence and 34.7% in purchase
intention.

2020, Vol. XXIX, N°5, 1985-2001

4.6 Multi-group analysis

According to the returned questionnaires, most
of the consumers are above 25 years old (63.30% of
age levels). The 297 usable responses were divided
into two groups. Group 1’s age is younger (below 25
years), while group 2’s age is older (above 25 years).
For examining the differences between the
parameters of the two groups, a statistical
comparison is conducted following the multi-group
procedure suggested by [51]. With this procedure,
individual paths are separately examined across
groups, and whether the estimated coefficients for
each group are equal is tested using a chi-square
difference test. The path coefficients of both groups
were separately analyzed using a multiple group
analysis, assuring that the model's goodness of fit is
similar for both. For group 1, the fit indices were
acceptable (x2 /df = 1.54, GFI = 0.870; AGFI = 0.824;
CFl = 0.958; NFI = 0.891; RMSEA = 0.071). For
group?2, the fit indices were also acceptable (age2:
X2 /df = 1.74, GFI = 0.916; AGFI = 0.878; CFl = 0.970;
NFI=0.932; RMSEA = 0.063). The estimation results
show that the differences between the parameters
of the two groups are significant. The findings
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reveal that informational social influence has a
significant positive impact on purchase intention in
group 1 (y = 0.239, t = 2.420, p < 0.05), but a
significant impact was not found in group 2 (y =

and self-determination is a direct extension of the
literature. As shown in Table 8, the total effect of
informational social influence on competence and
purchase intention in the younger age group is

0.090, t = 1.268, p < 0.05).
Further, multi-group analysis of social impact

more intense than that in the older age group.

Table 6. Direct and indirect effect of informational social influence, competence, and purchase intention
Effect on purchase intention

Groupl(younger) Group2(older)
Direct Indirect Total Direct Indirect Total
Effect Effect Effect Effect Effect Effect
Effect of informational social influence 0.239 0.092 0.331 0.090 0.127 0.217
Effect of competence 0.434 0.434 0.332 0.332

DISCUSSION

The results of the present study demonstrate
that informational social influence exerts a
significantly positive effect on consumer purchase
intention in china social commerce. This is not
surprising, and is consistent with the social impact
perspective (Latane,1981). According to this
perspective, conformity is related to a majority
number since the majority is thought to be correct.
Indeed, people depend on majority opinions and
experiences through eWOM when planning to
purchase products (Kim & Kim, 2010). The critical
role that informational social influence plays in
consumer behavior is supported by Bickart and
Schindler’'s (2001) findings that consumer-
generated reviews are more highly considered than
online merchants’ information in the formation of
customer purchase intention in online shopping
(Bronner & de Hoog 2010). For instance, Japanese
clothes retailer Uniglo has frequently used Twitter
in its marketing campaigns to increase sales. In fact,
Uniglo’s “Lucky Counter” promotion substantially
augmented brand recognition in the U.K. via Twitter
in 2010. Specifically, the more customers tweeted
about 10 clothing items chosen by the brand, the
more reduced were the prices of these items. Lucky
Counter also promoted the launch of their Uniglo
U.K. online store using social media to both spread
the word about the new e-commerce site and
provide a discount to its fans.

Conforming to the hypothesis, informational
social influence shows evidence of a positive
relationship with competence of the consumer,
while competence displays a significantly positive
effect on purchase intention in social commerce.
These results indicate that informational social
influence will have an influence on one’s
competence which will, in turn, affect one’s
intention to purchase a product or service. Stated
differently, massive online consumer product

2020, Vol. XXIX, N°5, 1985-2001

reviews (i.e., informational social influence) is valid,
and the credibility of online reviews may be
importantly related to consumer competence.
Essentially, eWOM has a great influence on
competence in purchase decision-making when
messages are potent (Sweeney et al., 2011). This is
consistent with the cognitive evaluation
perspective (Deci & Ryan, 1985), which proposes
that intrinsic motivation is based on individuals’
needs to be competent and self-determining in
dealing with their environment. According to this
perspective, informational social influence plays a
key role in assisting consumers to achieve
competence to make purchasing decisions.

As a case in point, the Black Thunder Chocolate
bar has become widely popular in China. The
reputation of this chocolate bar was rapidly and
dramatically increased by eWOM and social media
in 2013. “The popular soft ice cream” impression
immediately affected consumers positively due to
online mentions or recommendations.
Consequently, it has become a kind of obsession
throughout China. It the above three cases, it can
be seen that social proof is highly influential for
Chinese consumers who are uncertain about
product quality prior to making a purchase. Their
needs and wants can be effectively motivated by
campaigns on social networks of virtual and
physical stores (Rad & Benyoucef, 2011). Within the
China market, the content of social marketing and
communication must allow consumer engagement
in SNS. It is also worth noting that the competence
of consumer choices depends on whether they
obtain consistent eWOM messages in time to make
optimal purchase decisions.

Information conflict is found to have a positive
impact on consumer purchase intention. The result
also suggests that consumers rely more on diverse
information provided in the pre-purchase stage to
make evaluations in the first purchase decision. This
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finding is noteworthy. It is well documented in the
literature that there may a positive effect of the
pre-purchase judgment (Purnawirawan et al., 2012;
Cheung et al., 2009). This phenomenon indicates
that conflicting information may be more readily
identifiable if consumers are actively involved in
online reviews. Reading both positive and negative
reviews can help a consumer to understand the
strengths and weaknesses of a product or service
and allow a consumer to make a purchase that is
the optimal one for him or her, not necessarily the
“best” product according to others. Conflict
opinions can actually enhance credibility, and
consumers do perceive consumer argument
diversity as superior.

5.1 Theoretical implications

Specifically, although competence is an
important construct in the literature, noteworthy
gaps remain in understanding its impact on online
purchase intention (Sweeney et al.,, 2011). We
attempted to fill these gaps by identifying perceived
competence, and investigated how the proposed
antecedent affects consumer purchase intention.
Therefore, this study makes a theoretical
contribution in incorporating informational social
influence with competence and consumer purchase
intention for elucidating social impact among social
network members. The result indicates that
strengthening consumers’ competence leads to a
higher intention to purchase products. The findings
highlight the particular importance of competence.
The theoretical framework established in this work
can also be applied to other forms of consumer self-
determination  involving online  purchasing
behavior.

Secondly, this study makes a theoretical
contribution in incorporating information influence
(consistency/  inconsistency) and  purchase
intention for investigating consumer purchase
intention. The result shows that conflicting
information among consumers is significantly and
positively associated with purchase intention in
social commerce. It is also found that a potential
consumer may experience cognitive dissonance
when faced with a situation in which a conflict of
opinion may arise. Our research identified that
conflicting information initially leads to potential
confusion among consumers, but also produces
two-sided argumentation to reduce consumers’
dissonance. According to our findings, conflict is
actually a positive force toward realization of the
brands or products. Indeed, such conflict may play
a powerful role in improving consumers’ intention
to purchase in social commerce site.

2020, Vol. XXIX, N°5, 1985-2001

Finally, the multi-group analysis of social impact
and self-determination constitutes a direct
extension of the literature. According to the
research findings, informational social influence is
significantly and positively associated with
consumer purchase intention in the younger age
group (group 1), but less significant in the older age
group (group 2). Moreover, the total effect of
informational social influence on competence and
purchase intention in the younger age group is
more intense. These findings of multi-group
analysis are noteworthy. These results are in line
with previous research indicating that younger
people are inherently more impressionable than
older people (Guimond, 1997). Younger people
often experience interest or social pressure to
conform to reference groups (e.g., peers or
keypals), older people are less susceptible to
external social influences and focus more on
internal perception. Social proof is the most
powerful way to trigger young consumers’
purchase intention. Indeed, young consumers
attempt to gain acceptance into social groups
through the products that they purchase (Vigneron
& Johnson, 2004). For instance, clothing is an
important status symbol for youth (Elliott &
Leonard, 2004). Thus, they purchase -certain
clothing to obtain the support and approval of
others (Prendergast & Wong, 2003).

5.2 Managerial and practical implications

The findings of this study provide useful insights
for online merchant marketers and marketing
managers on how to build interactive online
engagement and social influence environments to
enhance consumers’ competence in order to
improve their intention to purchase products. First,
consumers assume that the majority is likely to be
correct because “several pairs of eyes are better
than one”. They would conform to the majority
opinion, i.e., online informational influence, in the
context of online shopping. Especially for younger
consumers, the tendency to conform to the
behavior and appearance of others, including peers
and those in different social groups, is very
significant. Accordingly, the customer is the best
source of product information in social commerce.
An online merchant’s social marketing campaign
should enhance majority influence and provide
shoppers with more incentive to spread the word
to others to buy, as was done in the case of Uniglo’s
“Lucky Counter” campaign.

Second, the study shows that online
informational influence constitutes a useful
information source for consumers to compete for a

REVISTA ARGENTINA
DE CLINICA PSICOLOGICA



Jao-Hong Cheng, Li-Wei Lin

specific purchasing. The result indicates that
strengthening the consumer’s competence leads to
an increase in confidence in making the purchase
decision, and thus purchase intention s
augmented.

CONCLUSION AND FUTURE RESEARCH
6.1 Research contribution
Research contribution

The contributions of the paper to the literature
are described as follows. This study contributes to a
better understanding of how informational social
influence works through the mediator of
competence toward consumers, which is a key
determinant of the motivation of a consumer to
make optimal choices for him or her. First, this
study provided insights into how the positive effect
of conflict fosters trust or usefulness in order to
enhance purchase intention. Second, consumers’
competence is found to be positively associated
with  purchase intention. Especially, it s
demonstrated that the social construct view of
social impact (e.g., informational social influence)
fosters cognitive ability during decision-making,
which has not yet been addressed in the literature
(Kwahk & Ge, 2012). The findings of this study also
provide some pragmatic guidance for how online
merchants should reinforce their customer-to-
customer communication in order to improve the
bandwagon effect and satisfy consumers’ needs for
competence, in order to reduce perceived risk and
enhance confidence in making decisions to
purchase products in social commerce.

6.2 Research limitations and suggestions for future
research

This study is subject to several limitations. First,
the study relied on a questionnaire method only
and time limitation. In addition, the results reflect
the setting of platforms social commerce
marketplaces. To address this limitation, future
research in cross-country settings on various forms
of SNS would be worth performing to elucidate
differences in the development of social commerce
activities.

Acknowledgements

This research was supported by the Ministry of
Science and Technology of Taiwan, ROC, under
contract MOST 108-2410-H-224-044-

REFERENCES
[1] Bagozzi, R. P., & Dholakia, U. M. (1999). Goal
setting and goal striving in consumer behavior,
Journal of Marketing, 63(2), 19-32.

2020, Vol. XXIX, N°5, 1985-2001

[2] Bearden, W. O., Netemeyer, R. G., & Teel, J. E.
(1989). Measurement of consumer
susceptibility to interpersonal influence,
Journal of Consumer Research,15(4), 473-481.

[3] Bentler, P. M. (1990). Comparative fit indexes
in structural models, Psychological Bulletin,
102(7), 238-246.

[4] Bonabeau, E. (2004). The perils of the imitation
age", Harvard Business Review, 82(6), 45-54.

[5] Chu, S. C. & Kim, Y. (2011). Determinants of
consumer engagement in electronic word-of-
mouth (eWOM) in social networking sites,
International Journal of Advertising, 30(1), 47-
75.

[6] Curty, R. G. & Zhang, P. (2011). Social
commerce: looking back and forward.
Proceedings of the American Society for
Information Science and Technology, 48(1), 1-
10.

[7] Davis, F. D., Bagozzi, R. P., & Warshaw, P. R.
(1989). User acceptance of computer
technology: A comparison of two theoretical
models, Management Science, 35(6), 982-
1003.

[8] Deci, E. L. & Ryan, R. M. (1985). Intrinsic
motivation and self-determination in human
behavior. New York: Plenum, 1(23),23-41.

[9] Deci, E. L. & Ryan, R. M. (2000). The "What" and
"Why" of goal pursuits: Human needs and the
self-determination of behavior, Psychological
Inquiry, 11(4),227-268.

[10] Deci, E. L. & Ryan. R. M. (1985). The general
causality orientations scale: Self-determination
in personality, Journal of Research in
Personality, 19(3),109-134.

[11] Dellarocas, C. (2003). The digitization of word
of mouth: promise and challenges of online
feedback mechanisms, Management Science,
49(2),1407-1424.

[12] Dennison, G., Bourdage-Braun S., &
Chetuparambil, M. (2009). Social commerce
defined. IBM Corporation. Retrieved May 30,
2014, from
http://digitalintelligencetoday.com/document
s/IBM2009.pdf

[13] Deutsch, M. & Gerard, H. B. (1955). A study of
normative and informational social influences
upon individual judgment.,Journal of Abnormal
and Social Psychology, 51(3),629-636.

[14] Dholakia, U. M. (2006). How customer self-
determination influences relational marketing
outcomes: Evidence from longitudinal field
studies, Journal of Marketing Research,
(23)6,109-120

[15] Dodds, W. B., Monroe, K. B., & Grewal, D.

REVISTA ARGENTINA
DE CLINICA PSICOLOGICA


http://digitalintelligencetoday.com/documents/IBM2009.pdf
http://digitalintelligencetoday.com/documents/IBM2009.pdf

Jao-Hong Cheng, Li-Wei Lin ‘

[16](1991). Effects of price, brand and store
information on buyers' product evaluations,
Journal of Marketing Research, 28(4),307-319.

[17] Eby, L. T. & Dobbins, G. H. (1997). Collectivistic
orientation in teams: An individual and group-
level analysis. Journal of Organizational
Behavior, 18(3),275-295.

[18] Elliott, R. & Leonard, C. (2004). Peer pressure
and poverty: Exploring fashion brands and
consumption symbolism among children of the
‘British ~ poor’, Journal of Consumer
Behaviour,3(4) ,347-359.

[19] Engel, J. F. (1963). Are automobile purchasers
dissonant consumers? Journal of Marketing,
27(5) 55-58.

[20] Eroglu, S. A., Machleit, K. A., & Davis, L. M.
(2003). Empirical testing of a model of online
store atmospherics and shopper responses,
Psychology & Marketing, 20(2), 139-150.

[21] Fang, T. T. (2010). Exploring the relationships
among consumer motivation and information
search costs in the attraction of travel
exhibitions in Taiwan, nternational Conference
on Innovation and Management, Penang,
Malaysia, 7(10),1-12.

[22] Feng, M. et.al. (2018). How Does Social Media
Impact Bitcoin Value? A Test of the Silent
Majority Hypothesis,Journal of Management
Information Systems, 35(1),19-52.

[23] Fishbein, M. & Ajzen, 1. (1975). Belief, attitude,
intention, and behavior: An introduction to
theory and reaseach. M.A: Addison-Wesley.

[24] Grewal, D., Gotlieb, J., & Marmorstein, H.
(1994). The moderating effects of message
framing and source credibility on the price-
perceived risk relationship, Journal of
Consumer Research, 21(10),145-153.

[25] Guimond, S. (1997). Attitude change during
college: Normative or informational social
influence?,Social Psychology of Education,
2(7), 237-261.

[26] Henning-Thurau, T. & Walsh, G. (2004).
Electronic word of mouth: Motives for and
consequences of reading customer
articulations on the internet, International
Journal of Electronic Commerce, 8(2), 51-74.

[27] Houle, C. 0. (1961). The inquiring mind: A study
of the adult who continues to learn. Madison:
University of Wisconsin Press, 29-46.

[28] Jaccard, J. & Wood, G. (1988). The effects of
incomplete information on the formation of
attitudes toward behavioral alternatives ",
Journal of Personality and Social Psychology,
54(10), 580-591.

[29] Jehn, K. A. & Mannix, E. A. (2001). The dynamic

2020, Vol. XXIX, N°5, 1985-2001

nature of conflict: A longitudinal study of
intragroup conflict and group performance,
Academy of Management Journal, 44(2),238-
251.

[30]Jehn, K. A. (1995). A multimethod examination
of the benefits and detriments of intragroup
conflict, Administrative Science Quarterly,
44(3), 256-282.

[31] Joreskog, K. G. & Sorbom, D. (1993). LISREL 8:
Structural equation modeling with the SIMPLIS
command language. Chicago, IL: Scientific
Software International.

[32] Kane, G. C., Fichman, R. G., Gallaugher, J., &
Glaser, J. (2009). Community relations 2.0,
Harvard Business Review, 87(11), 45-50.

[33]Kelman, H. C. (1958). Compliance,
identification, and internalization: Three
processes of attitude change? Journal of
Conflict Resolution, 2(9), 51-60.

[34] Kelman, H. C. (1961). Processes of opinion
change, Public Opinion Quarterly,2(5), 51-60.

[35] Kim, D. J., Ferrin, D. L., & Rao, H. R. (2008). A
trust-based consumer decision-making model
in electronic commerce: The role of trust,
perceived risk, and their antecedents, Decision
Support Systems, 44(2), 544-564.

[36] Kim, Y. A. & Srivastava, J. (2007). Impact of
social influence in e-commerce decision
making International Center for Electronic
Commerce Proceedings, ACM, New York, NY,
258, 293-302.

[37] Kivetz, R. (2005). Promotion Reactance: The
role of effort-reward congruity,Journal of
Consumer Research, 31(4), 725-736.

[38] Latane, B. (1981). The Psychology of social
impact. American Psychologist, 36(4),343-356.

[39] Lefkofsky, E. & Keywell, B. (2012). Groupon co-
founders sound off on social commerce. Crain's
Chicago Business. Retrieved May 30, 2014,
from
http://www.chicagobusiness.com/section/mul
timedia?project=Chicago%20Business%20Tod
ay&title=Groupon%20co-
founders%20sound%200ff%200n%20social %2
Ocommerce&template=mobile ".

[40] Limayem, M., Khalifa, M., & Frini, A. (2000).
What makes consumers buy from Internet? A
longitudinal study of online shopping, IEEE
Transactions on  Systems, Man and
Cybernetics, 30(4), 421-432.

[41] Marsden, P. (2009). How social commerce
works: The social psychology of social
shopping, Social Commerce Today. Retrieved
May 30, 2014, from
http://digitalintelligencetoday.com/how-

REVISTA ARGENTINA
DE CLINICA PSICOLOGICA


http://www.chicagobusiness.com/section/multimedia?project=Chicago%20Business%20Today&amp;title=Groupon%20co-founders%20sound%20off%20on%20social%20commerce&amp;template=mobile
http://www.chicagobusiness.com/section/multimedia?project=Chicago%20Business%20Today&amp;title=Groupon%20co-founders%20sound%20off%20on%20social%20commerce&amp;template=mobile
http://www.chicagobusiness.com/section/multimedia?project=Chicago%20Business%20Today&amp;title=Groupon%20co-founders%20sound%20off%20on%20social%20commerce&amp;template=mobile
http://www.chicagobusiness.com/section/multimedia?project=Chicago%20Business%20Today&amp;title=Groupon%20co-founders%20sound%20off%20on%20social%20commerce&amp;template=mobile
http://www.chicagobusiness.com/section/multimedia?project=Chicago%20Business%20Today&amp;title=Groupon%20co-founders%20sound%20off%20on%20social%20commerce&amp;template=mobile
http://www.chicagobusiness.com/section/multimedia?project=Chicago%20Business%20Today&amp;title=Groupon%20co-founders%20sound%20off%20on%20social%20commerce&amp;template=mobile
http://www.chicagobusiness.com/section/multimedia?project=Chicago%20Business%20Today&amp;title=Groupon%20co-founders%20sound%20off%20on%20social%20commerce&amp;template=mobile

Jao-Hong Cheng, Li-Wei Lin

social-commerce-works-the-social-psycho
logy-of-social-shopping/.

[42] McAuley, E., Duncan, T., & Tammen, V. V.
(1989). Psychometric properties of the intrinsic
motivation inventory in a competitive sport
setting: A confirmatory factor analysis,
Research Quarterly for Exercise and Sport,
60(7),48-58.

[43] Mehrabian, A. & Russell, J. A. (1974). An
approach to environmental psychology,
Cambridge, MA, US: The MIT Press.

[44] Meyer, R. J. (1981). A Model of multiattribute
judgments under attribute uncertainty and
informational constraint,Journal of Consumer
Research, 8(8), 428-441.

[45] Moller, A., Ryan, R., & Deci, E. (2006). Self-
determination theory and public policy:
Improving the quality of consumer decisions
without using coercion. Journal of Public Policy
& Marketing, 1(25), 104-116.

[46] Montgomery, C. & Barnes, J. H. (1993).
POSTDIS: A short rating scale for measuring
postpurchase dissonance, Journal of Consumer
Satisfaction, Dissatisfaction and Complaining
Behavior, 2(6), 204-216.

[47] Osbaldiston, R. & Sheldon, K. M. (2003).
Promoting internalized motivation for
environmentally responsible behaviour: A
prospective study of environmental goals,
Journal of Environmental Psychology, 23(4),
349-357.

[48] Parboteeah, D. V., Valacich, J. S., & Wells, J. D.
(2009). The influence of website characteristics
on a consumer's urge to buy
impulsively,Information Systems Research,
20(1), 60-78.

[49] Park, W. & Lessig, V. P. (1977). Students and
housewives: Differences in susceptibility to
reference group influence, Journal of
Consumer Research, 4(21), 102-110.

[50] Podsakoff, P. M. & Organ, D. M. (1986). Self-
reports in organizational research: problems
and prospects, Journal of Management, 12(6),
531-544.

[51] Prendergast, G. & Wong, C. (2003). Parental
influence on the purchase of luxury brands of
infant apparel: An exploratory study in Hong
Kong, Journal of Consumer Marketing, 20(2),
157-169.

[52] Rad, A. & Benyoucef, M. (2011). A model for
understanding social commerce", Journal of
Information Systems Applied Research, 4(2),
63-73.

[53] Shaila, M. M, Young, A. & Yetgin, E(2016). Are
social media emancipatory or hegemonic?

2020, Vol. XXIX, N°5, 1985-2001

Societal effects of mass media digitization in
the case of the sopa discourse, MiS Quarterly,
40(2), 303-329.

[54]Sher, P. J. & Lee, S. (2009). Consumer
skepticism and online reviews: An elaboration
likelihood model perspective, Social Behavior
and Personality, 37(1), 137-144.

[55] Shihao, Z., Zzhilei, Q., Qianzhou,D(2018).
Measuring customer agility from oline review
using big data text analytics,Journal of
Management Information Systems, 35(2), 510-
539.

[56] Siegler M (2010). Eric Schmidt: Every 2 days we
create as much information as we did up to
2003, TechCrunch (August 4),
http://techcrunch.com/2010/08/04/schmidt-
data/.

[57] Simonson, I. (2014). Mission Accomplished:
What's next for consumer BDT-JDM
researchers? Stanford University Graduate
School of Business Research, 1.

[58] Srinivasan R., & Sumit, S. (2016). Competitive
bundling in information markets: A seller-side
analysis, MiS Quarterly, 40(1), 111-131.

[59] Standage, M., Duda, J. L., & Ntoumanis, N.
(2003). A model of contextual motivation in
physical education: Using constructs from self-
determination and achievement goal theories
to predict physical activity intentions, Journal
of Educational Psychology, 95(1), 97-110.

[60] Standage, M., Duda, J. L., & Ntoumanis, N.
(2005). A test of self-determination theory in
school physical education, British Journal of
Educational Psychology, 75(9), 411-433.

[61] Straits, B. C. (1964). The pursuit of the
dissonant consumer,Journal of Marketing,
28(15), 62-66.

[62] Sun, T., Tai, Z., & Tsai, K. C. (2010). Perceived
ease of use in prior e-commerce experiences: A
hierarchical model for its motivational
antecedents, Psychology & Marketing, 27(9),
874-886.

[63] Sweeney, J. C., Webb, D., Soutar, G. N., &
Mazzarol, T. W. (2011)., Self-determination
theory and word of mouth. Australian and New
Zealand Marketing Academy Conference.
Retrieved May 30, 2014, from
http://www.cemi.com.au/sites/all/publication
s/Sweeney%20et%20al%20ANZMA
C%202011.pdf".

[64] Trusov, M., Bucklin, R. E., & Pauwels, K. (2009).
Effects of word-of-mouth versus traditional
marketing: Findings from an Internet social
networking site, Journal of Marketing, 73(5),
90-102.

REVISTA ARGENTINA
DE CLINICA PSICOLOGICA


http://digitalintelligencetoday.com/how-social-commerce-works-the-social-psychology-of-social-shopping/
http://www.cemi.com.au/sites/all/publications/Sweeney%20et%20al%20ANZMAC%202011.pdf
http://www.cemi.com.au/sites/all/publications/Sweeney%20et%20al%20ANZMAC%202011.pdf
http://www.cemi.com.au/sites/all/publications/Sweeney%20et%20al%20ANZMAC%202011.pdf

Jao-Hong Cheng, Li-Wei Lin

[65] Vallerand, R. J. & Ratelle, C. F. (2002). Intrinsic
and extrinsic motivation: A hierarchical model.
In Deci, E. L. & Ryan, R.M., (Eds.), Handbook of
self-determination research, The University of
Rochester Press, Rochester, NY, 37-64.

[66] Vigneron, F. & Johnson, L. W. (2004).
Measuring perceptions of brand luxury, Journal
of Brand Management. , 11(6),484-506.

[67] Wang, C. & Zhang, P. (2012). The evolution of
social commerce: an examination from the
people, business, technology, and information
perspectives, Communications of the
Association for Information Systems, 31(5),
105-127.

[68] Webb, D., Soutar, G. N., Mazzarol, T., &
Saldaris, P. (2013). Self-determination theory
and consumer behavioural change: Evidence
from a household energy-saving behaviour
study,Journal of Environmental Psychology,
35(4),59-66.

[69] Weil, P. (1992). The relationship between
investment in information technology and firm
performance: A study of the value
manufacturing sector,Information Systems
Research, 3(2), 307-333.

[70] Willemsen, L. M., Neijens, P. C., Bronner, F., &
Ridder, J. A. D. (2011). Highly Recommended!
The content characteristics and perceived
usefulness of online consumer reviews, Journal
of  Computer-Mediated = Communication,
17(1),19-38.

[711 Wu, P. F., van der Heijden, H., & Korfiatis, N.
(2011). The influences of negativity and review
quality on the helpfulness of online reviews,
International Conference on Information
Systems (ICIS), 5(7),1-10.

[72]Ye, Q., Law, R., Gu, B., & Chen, W. (2010). The
influence of user generated content on traveler
behavior: An empirical investigation on the
effects of e-word-of-mouth to hotel online
bookings, Computers in Human Behavior,
27(2), 634-639.

[73]1 Yoo, B. & Donthu, N. (2001). Developing a scale
to measure the perceived quality of an internet
shopping site (Sitequal), Quarterly Journal of
Electronic Commerce, 2(1), 31-46.

[74] Zhang,K.Z.K., Lee, M. K. O., Cheung, C., Shen,
A. X. L, Jin, X. L., & Chen, H. (2010). Exploring
the moderating effect of information
inconsistency in a trust-based online shopping
model, Hawaii International Conference on
System Sciences, 21(4),1-9.

[75]Zheng, Q., Tang, Y., Qi, Q., & Cao, H. (2012).
Research on the mechanism of self-
determination for online customer

2020, Vol. XXIX, N°5, 1985-2001

participation  psychology and behavior,
International Conference on Management
Science and Engineering,45(4),23-45.

[76] Zhou, K. Z., Su, C., & Bao, Y. (2002). A paradox
of price-quality and market efficiency: a
comparative study of the US and China
markets, International Journal of Research in
Marketing, 19(6,) 349-365.

[77] Zhou, M., Liu, M., & Tang, D. (2013). Do the
characteristics of online consumer reviews bias
buyers’” purchase intention and product
perception? A perspective of review quantity,
review quality and negative review sequence,
International Journal of Services Technology
and Management, 19(5), 166-186.

REVISTA ARGENTINA
DE CLINICA PSICOLOGICA



