BAB YV

PENUTUP

5.1. Kesimpulan

Data temuan penelitian ini telah dianalisis dan dibahas pada bab

sebelumnya. Merujuk pada hasil-hasil tersebut, kesimpulan penelitian ini

adalah:

1.

Variabel Dukungan Informasi memiliki pengaruh signifikan terhadap Niat
Berperilaku konsumen pada taraf signifikansi 10 %. Akan tetapi, dukungan
informasi memiliki hubungan positif yang lemah dan sekaligus
menunjukkan dengan adanya peningkatan dukungan informasi, ada
kemungkinan peningkatan (meskipun lemah) Niat Berperilaku konsumen.
Variabel Dukungan Emosional memiliki pengaruh yang positif dan
signifikan terhadap Niat Berperilaku konsumen. Hasil ini juga
menunjukkan seiring dengan peningkatan dukungan emosional, secara
langsung akan ikut meningkatkan Niat Berperilaku konsumen.

Variabel Flow menjadi variabel yang paling minor dalam memprediksi
pengaruhnya terhadap Niat Berperilaku konsumen. Hal ini ditunjukkan dari
nilai Original Sampel paling kecil (1,4 %). Sehingga juga menunjukkan
pengaruhnya tidak signifikan meskipun hubungannya dinyatakan positif
terhadap Niat Berperilaku konsumen.

Variabel Kehadiran Sosial disimpulkan memiliki pengaruh yang positif dan
signifikan terhadap Niat Berperilaku konsumen. Variabel ini juga
dinyatakan bisa meningkatkan Niat Berperilaku konsumen sebesar 16,6 %
ketika kehadiran sosial ditingkatkan.

Variabel Kualitas Web menjadi variabel yang paling mayor dalam
memprediksi pengaruh terhadap Niat Berperilaku dengan nilai Original
Sample 49,9 %. Variabel in1 memiliki pengaruh positif signifikan terhadap
Niat Berperilaku konsumen dan mampu meningkatkan Niat Berperilaku

ketika kualitas web ditingkatkan.
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5.2. Implikasi Manajerial

Hasil penelitian ini menunjukkan bahwa Kualitas Web memiliki pengaruh
terbesar terhadap Niat Perilaku Konsumen. Pengaruh ini tentunya secara tidak
langsung bisa mendorong pengembang FJB Kaskus untuk meningkatkan
pengalaman penggunanya dengan peningkatan fitur-fitur di dalamnya. Terutama

pada aspek penting kenyamanan pengguna ketika berselancar di FJB Kaskus.

Dukungan emosional menunjukkan pengaruhnya yang positif dan signifikan
terhadap Niat Perilaku Konsumen. Keberadaan pengaruh ini, dalam konteks FJB
Kaskus, perlu melihat bahwa dalam perdagangan sosial memang membutuhkan
dukungan emosional yang tidak terlihat. Ini artinya, perlu peningkatan bahkan
pemberian dukungan dalam fitur website yang mendorong aspek-aspek emosional

sebagai pertimbangan dalam berbagai transaksi di dalam FJB Kaskus.

Pada Kehadiran Sosial, pengaruhnya tergolong kecil bagi Niat Perilaku
Konsumen. Sehingga, hal ini menegaskan bahwa FJB Kaskus dipandang perlu
menempatkan pengembangan website-nya dengan menghadirkan diri dalam
mendukung secara sosial hubungan pengguna dengan pengguna lainnya, dan
hubungan pengguna dengan penyedia layanan di dalam e-commerce ini. Artinya,

kehadiran sosial ini tidak hanya terbatas pada umpan balik dari para pengguna.

Dukungan informasi menjadi variabel yang paling lemah berpengaruh terhadap
Niat Perilaku Konsumen. Oleh karena itu, hal ini memiliki implikasi bagi
pengembang FJB Kaskus untuk meningkatkan berbagai macam bentuk dukungan
informasi bagi penggunanya. Hal ini agar pertukaran informasi di dalam situs ini

semakin memperkuat tautan antar pengguna dan FJB Kaskus.
5.3. Keterbatasan Penelitian dan Saran Penelitian ke Depan

Berdasarkan hasil penelitian ini, peneliti merekomendasikan saran. Di samping
itu, peneliti mengakui bahwa terdapat batasan-batasan yang membuat penelitian ini
tidak bisa dikatakan sempurna. Sehingga peneliti dengan sadar menyatakan

batasan-batasan penelitian ini sebagai berikut:
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. Penelitian ini hanya terbatas pada Forum Jual Beli Kaskus yang masuk

sebagai bagian kecil dari Kaskus. Selain itu, sampel penelitian ini tidak
mencakup semua orang yang terlibat di dalam FJB Kaskus, atau dapat
dikatakan mereka yang telah melakukan transaksi di dalamnya. Sehingga
bagi penelitian selanjutnya, sangat memungkinkan untuk meluaskan
cakupan penelitian ini.

. Penelitian ini tidak memberikan batasan usia pengguna FJB Kaskus.
Sehingga pada penelitian selanjutnya, untuk lebih secara spesifik
menempatkan kelompok usia tertentu sebagai sampel penelitian. Hal ini
dikarenakan setiap kelompok usia memiliki karakteristik dan preferensi
sendiri terhadap e-commerce.

. Objek penelitian ini berupa FIB Kaskus tidak dapat menggambarkan e-
commerce sepenuhnya dalam penelitian. Hal ini dikarenakan FJB Kaskus
lebih cenderung dan banyak dikenal sebagai forum diskusi dan sedikit situs
perdagangan yang ada di dalamnya. Oleh karena itu, saran bagi penelitian
selanjutnya, agar dapat menggunakan objek lain berupa e-commerce seperti
Facebook, Instagram, Lazada, Jd.id dan lainnya.

. Penelitian ini juga dibatasi pada ketiadaan variabel moderasi atau
intervening yang sangat memungkinkan menjadi variabel yang bisa
menjembatani atau memberikan intervensi lainnya dari kelima prediktor
terhadap Niat Berperilaku konsumen. Oleh karena itu, direkomendasikan
untuk penelitian selanjutnya agar meneliti topik penelitian ini dengan
memasukkan variabel lain yang secara teoritis dan empiris bisa menjadi

penjelas lainnya dalam Niat Berperilaku konsumen.
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BAGIAN I: DATA DIRI RESPONDEN

1.

hd

Apakah Anda Mengetahui Situs Jual Beli kaskus?
e Jika memilih jawaban ‘tidak’ atau ‘belum’, Anda tidak perlu
melanjutkan pengisian kuesioner

Ya, Mengetahui
Tidak

Apakah Anda pernah menggunakan situ jual beli Kaskus?
e Jika memilih jawaban ‘tidak’ atau ‘belum’, Anda tidak perlu
melanjutkan pengisian kuesioner

Ya, Pernah
Tidak

Apakah anda pernah melakukan transaksi di KASKUS minimal 2 kali

dalam 2 tahun terakhir ?

e Jika memilith jawaban ‘tidak’ atau ‘belum’, Anda tidak perlu
melanjutkan pengisian kuesioner

Ya, Pernah
Tidak

Nama/Inisial:
Usia:
Jenis Kelamin:

Laki-laki
Perempuan
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BAGIAN II: KUESIONER PENELITIAN

Pertanyaan

STS

SS

SS

Dukungan Informasi

1. Di situs web perdagangan sosial, beberapa orang
akan menawarkan saran ketika saya membutuhkan
bantuan

2. Ketika saya menemui masalah, beberapa orang di
situs web perdagangan sosial akan memberi saya
informasi untuk membantu saya mengatasi masalah
tersebut

3. Saat menghadapi kesulitan, beberapa orang di situs
web perdagangan sosial akan membantu saya
menemukan penyebabnya dan memberi saya saran.

Dukungan Emosional

1. Saat dihadapkan pada kesulitan, beberapa orang di
situs web perdagangan sosial ada di pihak saya.

2. Saat menghadapi kesulitan, beberapa orang di situs
web perdagangan sosial menghibur dan menyemangati
saya.

3. Ketika dihadapkan pada kesulitan, beberapa orang
di situs web perdagangan sosial mendengarkan saya
berbicara tentang perasaan pribadi saya.

4. Ketika dihadapkan pada kesulitan, beberapa orang
di situs web perdagangan sosial menyatakan minat dan
perhatiannya pada kesejahteraan saya.

Kehadiran Sosial

1. Saat menjelajahi situs web perdagangan sosial,
interaksi dengan pelanggan lain bersifat pribadi.

2. Saat menjelajahi situs web perdagangan sosial,
interaksi dengan pelanggan lain terasa hangat.

3. Saat menjelajahi situs web perdagangan sosial,
interaksi dengan pelanggan lain sudah dekat

4. Saat menjelajahi situs web perdagangan sosial,
interaksi dengan pelanggan lain bersifat manusiawi.

5. Saat menjelajahi situs web perdagangan sosial,
interaksi dengan pelanggan lain bersifat emosional.
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Pertanyaan

STS

SS

SS

Flow

1. Imajinasi saya muncul ketika saya berinteraksi
dalam situs web perdagangan sosial.

2. Saya merasa penasaran saat berinteraksi di situs
social commerce.

3. Interaksi di situs web perdagangan sosial menarik.

4. Saya asyik berinteraksi di situs web perdagangan
sosial.

5. Sangat menyenangkan untuk berinteraksi di situs
web perdagangan sosial.

Kualitas Web

1. Situs web perdagangan sosial memiliki fungsi yang
memungkinkan pengguna memberikan tanggapan dan
umpan balik yang cepat.

2. Situs web perdagangan sosial menawarkan berbagai
alternatif untuk memecahkan masalah saya.

3. Situs web perdagangan sosial menyediakan
antarmuka pengguna yang ramah.

4. Situs web perdagangan sosial memudahkan untuk
menghubungi teman saya

5. Situs web perdagangan sosial memudahkan untuk
memberikan informasi kepada teman-teman saya.

6. Situs web perdagangan sosial memiliki perangkat
keras dan perangkat lunak terbaru.

Niat Berperilaku Konsumen

1. Saya bersedia berbagi pengalaman dan saran saya
ketika teman-teman saya di situs web perdagangan
sosial menginginkan saran saya untuk membeli

2. Saya bersedia berbagi pengalaman berbelanja saya
dengan teman-teman saya di situs web perdagangan
sosial.

3. Saya bersedia merekomendasikan produk yang
layak dibeli kepada teman-teman saya di situs web

perdagangan sosial.
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Pertanyaan

STS

SS

SS

4. Saya akan mempertimbangkan pengalaman
berbelanja teman-teman saya di situs web perdagangan
sosial ketika saya ingin berbelanja.

5. Saya akan meminta teman-teman saya di situs web
perdagangan sosial untuk memberi saya saran-saran
mereka sebelum saya pergi berbelanja.

6. Saya bersedia membeli produk yang
direkomendasikan oleh teman-teman saya di situs web
perdagangan sosial.
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Indikator

No. Missing Mean Median Min Max | Standard Deviation Excess Kurtosis Skewness
DI1 1 0 4,113 4 2 5 0,891 -0,754 -0,568
DI2 2 0 4,26 4 2 5 0,844 -0,167 -0,862
DI3 3 0 4,127 4 2 5 0,843 -1,358 -0,313
DE1 4 0 4,307 5 2 5 0,848 -0,291 -0,901
DE2 5 0 4,253 4 2 5 0,81 0,428 -0,954
DE3 6 0 4,367 5 2 5 0,761 -0,055 -0,916
DE4 7 0 4,313 4 2 5 0,767 -0,673 -0,695
KS1 8 0 4,287 4 2 5 0,777 -0,435 -0,724
KS2 9 0 4,313 5 2 5 0,818 0,288 -1,009
KS3 10 0| 4,153 4 2 5 0,854 -1,172 -0,431
KS4 11 0 4,253 4 2 5 0,802 -0,981 -0,571
KS5 12 0| 4,053 4 1 5 0,985 0,114 -0,869
ALl 13 0 4,273 4 2 5 0,824 0,069 -0,91
AL2 14 0| 4,247 4 1 5 0,894 0,621 -1,074
AL3 15 0 4,22 4 1 5 0,878 0,307 -0,924
AL4 16 0 4,22 4 2 5 0,832 0,313 -0,926
AL5 17 0 4,26 4 2 5 0,836 -0,096 -0,869
Kw1 18 0 4,227 4 2 5 0,865 -0,237 -0,833
KW2 19 0 4,233 4 2 5 0,787 -0,628 -0,607
KW3 20 0 4,2 4 2 5 0,872 -0,177 -0,829
Kw4 21 0 4,18 4 1 5 0,902 0,255 -0,915
KW5 22 0 4,22 4 2 5 0,848 -0,326 -0,771
KW6 23 0 4,36 5 2 5 0,751 -0,454 -0,801
NP1 24 0 4,287 4 2 5 0,786 -0,152 -0,808
NP2 25 0 4,267 4 2 5 0,838 -0,347 -0,814
NP3 26 0 4,093 4 1 5 0,912 -0,273 -0,667
NP4 27 0 4,233 5 1 5 0,955 1,18 -1,227
NP5 28 0 4,173 4 2 5 0,839 -0,608 -0,612
NP6 29 0 4,22 4 2 5 0,863 -0,239 -0,821
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Indicator Correlations

DI1 DI2 DI3 | DE1 | DE2 | DE3 | DE4 | KS1 | KS2 | KS3 | KS4 | KS5 | ALl | AL2 | AL3 | AL4 | AL5 | KW1 | KW2 | KW3 | KW4 | KW5 | KW6 | NP1 | NP2 | NP3 | NP4 | NP5 | NP6

DI1 1,00

DI2 | 0,53 | 1,00

D13 | 0,63 | 0,76 | 1,00

DE1 | 0,57 | 0,76 | 0,63 | 1,00

DE2 | 0,56 | 0,85 | 0,78 | 0,82 | 1,00

DE3 | 0,43 | 0,69 | 0,71 | 0,55 | 0,70 | 1,00

DE4 | 0,56 | 0,79 | 0,75 | 0,65 | 0,80 | 0,87 | 1,00

KS1 { 0,52 | 0,64 | 0,58 | 0,53 | 0,67 | 0,68 | 0,69 | 1,00

KS2 (0,48 | 0,61 | 0,64 | 0,53 | 0,74 | 0,77 | 0,80 | 0,66 | 1,00

KS3 [ 0,56 | 0,64 | 0,65 | 0,54 | 0,71 | 0,73 | 0,80 | 0,73 | 0,74 | 1,00

KS4 | 0,68 | 0,69 | 0,65 | 0,67 | 0,76 | 0,74 | 0,83 | 0,72 | 0,77 | 0,87 | 1,00

KS5 (048 | 0,71 | 0,67 | 0,49 | 0,66 | 0,73 | 0,79 | 0,63 | 0,64 | 0,83 | 0,76 | 1,00

ALl | 0,49 | 0,74 | 0,58 | 0,62 | 0,71 | 0,71 | 0,73 | 0,66 | 0,65 | 0,71 | 0,76 | 0,76 | 1,00

AL2 | 0,42 | 0,70 | 0,65 | 0,58 | 0,65 | 0,68 | 0,67 | 0,63 | 0,60 | 0,64 | 0,69 | 0,67 | 0,78 | 1,00

AL3 | 0,48 | 0,67 | 0,67 | 0,62 | 0,65 | 0,65 | 0,66 | 0,51 | 0,58 | 0,60 | 0,68 | 0,66 | 0,71 | 0,87 | 1,00

AL4 | 0,50 | 0,70 | 0,64 | 0,58 | 0,71 | 0,65 | 0,74 | 0,57 | 0,64 | 0,68 | 0,75 | 0,76 | 0,79 | 0,73 | 0,73 | 1,00

A5 | 0,46 | 0,73 | 0,59 | 0,56 | 0,69 | 0,66 | 0,73 | 0,59 | 0,67 | 0,67 | 0,70 | 0,70 | 0,75 | 0,71 | 0,65 | 0,80 | 1,00

Kw1 | 0,54 | 0,75 | 0,61 | 0,64 | 0,70 | 0,65 | 0,75 | 0,60 | 0,65 | 0,71 | 0,77 | 0,76 | 0,83 | 0,74 | 0,77 | 0,82 | 0,77 | 1,00

Kw2 | 0,48 | 0,69 | 0,61 | 0,56 | 0,68 | 0,70 | 0,75 | 0,63 | 0,68 | 0,74 | 0,79 | 0,78 | 0,76 | 0,71 | 0,69 | 0,79 | 0,75 | 0,75 | 1,00

Kw3 | 0,52 | 0,73 | 0,66 | 0,66 | 0,71 | 0,69 | 0,75 | 0,60 | 0,69 | 0,68 | 0,75 | 0,73 | 0,80 | 0,74 | 0,74 | 0,79 | 0,73 | 0,80 | 0,80 | 1,00

Kw4 | 0,50 | 0,71 | 0,65 | 0,65 | 0,71 | 0,68 | 0,69 | 0,62 | 0,67 | 0,67 | 0,77 | 0,72 | 0,71 | 0,68 | 0,71 | 0,77 | 0,74 | 0,73 | 0,83 | 0,78 | 1,00

Kws5 | 0,46 | 0,68 | 0,58 | 0,57 | 0,65 | 0,61 | 0,64 | 0,57 | 0,56 | 0,68 | 0,73 | 0,71 | 0,75 | 0,65 | 0,62 | 0,71 | 0,71 | 0,73 | 0,70 | 0,73 | 0,74 | 1,00

Kwé | 0,51 | 0,54 | 0,59 | 0,48 | 0,44 | 0,55 | 0,56 | 0,47 | 0,46 | 0,56 | 0,61 | 0,54 | 0,52 | 0,57 | 0,53 | 0,51 | 0,52 | 0,57 | 0,59 | 0,51 | 0,59 | 0,59 | 1,00

NP1 | 0,47 | 0,65 | 0,60 | 0,58 | 0,68 | 0,66 | 0,69 | 0,60 | 0,64 | 0,73 | 0,75 | 0,70 | 0,67 | 0,61 | 0,61 | 0,65 | 0,71 | 0,68 | 0,73 | 0,70 | 0,76 | 0,80 | 0,61 | 1,00

NP2 (043 | 0,71 | 0,63 | 0,62 | 0,70 | 0,69 | 0,76 | 0,59 | 0,66 | 0,70 | 0,73 | 0,73 | 0,75 | 0,70 | 0,71 | 0,75 | 0,77 | 0,76 | 0,77 | 0,79 | 0,81 | 0,74 | 0,57 | 0,81 | 1,00

NP3 | 0,54 | 0,58 | 0,55 | 0,54 | 0,57 | 0,60 | 0,68 | 0,53 | 0,53 | 0,63 | 0,68 | 0,66 | 0,59 | 0,52 | 0,54 | 0,58 | 0,57 | 0,58 | 0,63 | 0,57 | 0,62 | 0,60 | 0,60 | 0,61 | 0,66 | 1,00

NP4 | 0,40 | 0,67 | 0,54 | 0,62 | 0,67 | 0,67 | 0,70 | 0,58 | 0,64 | 0,67 | 0,72 | 0,71 | 0,73 | 0,64 | 0,63 | 0,72 | 0,72 | 0,77 | 0,68 | 0,72 | 0,66 | 0,67 | 0,42 | 0,61 | 0,71 | 0,53 | 1,00

NP5 (0,81 | 0,60 | 0,62 | 0,60 | 0,60 | 0,49 | 0,61 | 0,55 | 0,54 | 0,60 | 0,70 | 0,55 | 0,56 | 0,47 | 0,48 | 0,56 | 0,54 | 0,60 | 0,56 | 0,55 | 0,57 | 0,56 | 0,58 | 0,57 | 0,53 | 0,58 | 0,49 | 1,00

NP6 ( 0,51 (088 | 0,71 | 0,71 | 0,78 | 0,70 | 0,77 | 0,64 | 0,66 | 0,68 | 0,74 | 0,72 | 0,72 | 0,69 | 0,65 | 0,69 | O,76 | 0,72 | 0,69 | 0,71 | 0,70 | 0,70 | 0,60 | 0,69 | 0,71 | 0,58 | 0,74 | 0,66 | 1,00
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Path Coefficients

Flow Dukungan Dukungan Kehadiran Kualitas Niat

Emosional Informasi Sosial Web Berperilaku
Flow 0,014
Dukur_igan 0,210
Emosional
Dukunga_n 0,110
Informasi
Kehadiran Sosial 0,166
Kualitas Web 0,499
Niat Berperilaku
Total Effects

Flow Dukungan Dukungan Kehadiran Kualitas Niat

Emosional Informasi Sosial Web Berperilaku
Flow 0,014
Dukur_\gan 0.210
Emosional
Dukunga_n 0,110
Informasi
Kehadiran Sosial 0,166
Kualitas Web 0,499

Niat Berperilaku
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Outer Loadings

Flow

Dukungan
Emosional

Dukungan
Informasi

Kehadiran
Sosial

Kualitas
Web

Niat
Berperilaku

AL1

0,903

AL2

0,906

AL3

0,877

AL4

0,907

AL5

0,879

DE1

0,838

DE2

0,928

DE3

0,875

DE4

0,931

DI1

0,796

DI2

0,896

DI3

0,918

KS1

0,832

KS2

0,855

KS3

0,942

KS4

0,933

KS5

0,875

KW1

0,885

Kw2

0,903

KW3

0,894

KW4

0,904

KW5

0,868

KW6

0,728
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Outer Loadings

Flow

Dukungan
Emosional

Dukungan
Informasi

Kehadiran
Sosial

Kualitas
Web

Niat
Berperilaku

NP1

0,865

NP2

0,890

NP3

0,784

NP4

0,819

NP5

0,755

NP6

0,881

Outer Weights

Flow

Dukungan
Emosional

Dukungan
Informasi

Kehadiran
Sosial

Kualitas
Web

Niat
Berperilaku

AL1

0,233

AL2

0,211

AL3

0,210

AL4

0,228

ALS5

0,236

DE1

0,260

DE2

0,285

DE3

0,272

DE4

0,300

DI1

0,326

DI2

0,432

DI3

0,384
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Outer Weights

Flow

Dukungan Dukungan
Emosional Informasi

Kehadiran
Sosial

Kualitas

Web

Niat
Berperilaku

KS1

0,200

KS2

0,211

KS3

0,230

KS4

0,248

KS5

0,234

KW1

0,199

KW2

0,197

KW3

0,197

KW4

0,200

KW5

0,197

KW6

0,163

NP1

0,208

NP2

0,216

NP3

0,182

NP4

0,198

NP5

0,178

NP6

0,214

R Square

R Square

R Square Adjusted

Niat
Berperilaku

0,895 0,892
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f Square

Flow Dukur.igan Dukunga_n Keh.adiran Kualitas Niat _
Emosional Informasi Sosial Web Berperilaku

Flow 0,000
Dukungan Emosional 0,058
Dukungan Informasi 0,025
Kehadiran Sosial 0,044
Kualitas Web 0,291
Niat Berperilaku
Construct Reliability and
Validity

Cronbach's rho A Cor_r1p9§ite Average Variance Extracted

Alpha - Reliability (AVE)
Flow 0,937 0,939 0,952 0,800
Dukungan Emosional 0,916 0,920 0,941 0,799
Dukungan Informasi 0,841 0,860 0,904 0,760
Kehadiran Sosial 0,933 0,938 0,949 0,789
Kualitas Web 0,932 0,936 0,947 0,750
Niat Berperilaku 0,911 0,916 0,932 0,695
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Discriminant Validity
Fornell-Larcker Criterion

Flow Erunlf)usr;g:; Dukungan Informasi | Kehadiran Sosial ‘ll(vt;ablltas g:aartperilaku

Flow 0,894
Dukungan Emosional 0,829 0,894
Dukungan Informasi 0,781 0,878 0,872
Kehadiran Sosial 0,837 0,877 0,797 0,888
Kualitas Web 0,915 0,838 0,803 0,870 0,866
Niat Berperilaku 0,869 0,882 0,838 0,884 0,920 0,834
Cross Loadings

Flow E:l?s?g::l Dukungan Informasi ggziaacliiran ‘},(v‘;ﬂitas Niat Berperilaku
AL1 0,903 0,774 0,703 0,799 0,847 0,808
AL2 0,906 0,720 0,688 0,727 0,789 0,730
AL3 0,877 0,720 0,704 0,684 0,781 0,728
AL4 0,907 0,751 0,708 0,771 0,850 0,791
AL5 0,879 0,737 0,690 0,753 0,817 0,819
DE1 0,657 0,838 0,757 0,626 0,686 0,733
DE2 0,764 0,928 0,851 0,795 0,755 0,804
DE3 0,749 0,875 0,711 0,823 0,751 0,766
DE4 0,789 0,931 0,815 0,880 0,800 0,845
DI1 0,524 0,594 0,796 0,616 0,576 0,620
DI2 0,792 0,866 0,896 0,739 0,790 0,821
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Cross Loadings

Flow E;I:)us?g:; Dukungan Informasi gg;\;clhran ‘}’(vl:‘:)"tas Niat Berperilaku
DI3 0,698 0,804 0,918 0,719 0,711 0,730
KS1 0,664 0,720 0,667 0,832 0,676 0,697
KS2 0,704 0,798 0,665 0,855 0,719 0,736
KS3 0,740 0,782 0,709 0,942 0,780 0,800
KS4 0,802 0,842 0,771 0,933 0,855 0,862
KS5 0,795 0,751 0,720 0,875 0,818 0,814
KW1 0,878 0,768 0,734 0,791 0,885 0,824
KWw2 0,826 0,757 0,688 0,820 0,903 0,814
Kw3 0,849 0,788 0,739 0,779 0,894 0,816
Kw4 0,810 0,764 0,716 0,777 0,904 0,827
KW5 0,771 0,690 0,664 0,737 0,868 0,816
KW6 0,593 0,566 0,624 0,599 0,728 0,673
NP1 0,729 0,732 0,664 0,773 0,826 0,865
NP2 0,823 0,776 0,692 0,769 0,859 0,890
NP3 0,627 0,673 0,634 0,685 0,692 0,784
NP4 0,771 0,746 0,625 0,749 0,760 0,819
NP5 0,586 0,643 0,761 0,664 0,654 0,755
NP6 0,788 0,828 0,820 0,774 0,795 0,881
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Heterotrait-Monotrait
Ratio (HTMT)

Dukungan . . . Kualitas Niat
Flow Emosional Dukungan Informasi | Kehadiran Sosial Web Berperilaku
Flow
Dukungan Emosional 0,893
Dukungan Informasi 0,867 0,987
Kehadiran Sosial 0,891 0,946 0,895
Kualitas Web 0,974 0,905 0,899 0,928
Niat Berperilaku 0,934 0,963 0,952 0,955 0,996
Model_Fit
Fit Summary
Saturated Model Estimated Model
SRMR 0,059 0,059
d_ULS 1,537 1,537
d G 1,994 1,994
Chi-Square 1386,439 1386,439
NFI 0,758 0,758
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Path Coefficients
Mean, STDEV, T-Values, P-Values

Original Sample Sample Mean Standard Deviation T Statistics P
(0) (M) (STDEV) (|IO/STDEV)) Values
Flow -> Niat Berperilaku 0,014 0,015 0,070 0,203 0,839
Dukungan Emosional -> Niat 0,210 0,200 0,085 2471 | 0,014
Berperilaku
Dukungan Informasi -> Niat 0,110 0,111 0,060 1,813 | 0,070
Berperilaku
Kehadiran Sosial -> Niat Berperilaku 0,166 0,173 0,084 1,979 0,048
Kualitas Web -> Niat Berperilaku 0,499 0,501 0,084 5,917 0,000
Confidence Intervals
Original Sample Sample Mean o o
(0) (M) 2.5% 97.5%
Flow -> Niat Berperilaku 0,014 0,015 -0,114 0,152
Dukungan Emosional -> Niat
Berperilaku 0,210 0,200 0,025 0,364
Dukungan Informasi -> Niat
Berperilaku 0,110 0,111 -0,008 0,224
Kehadiran Sosial -> Niat Berperilaku 0,166 0,173 0,006 0,333
Kualitas Web -> Niat Berperilaku 0,499 0,501 0,328 0,646
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Confidence Intervals Bias Corrected

Original Sample

Sample Mean

H 0, 0,
(0) (M) Bias 2.5% 97.5%
Flow -> Niat Berperilaku 0,014 0,015 0,001 -0,114 0,156
OULOTIEED (STl £ W 0,210 0,200 -0,010 0,044 | 0,369
Berperilaku
UL I ereset) = (N 0,110 0,111 0,002 0,011 | 0,222
Berperilaku
Kehadiran Sosial -> Niat Berperilaku 0,166 0,173 0,007 -0,013 0,315
Kualitas Web -> Niat Berperilaku 0,499 0,501 0,001 0,321 0,643
Total Effects
Mean, STDEV, T-Values, P-Values
Original Sample Sample Mean Standard Deviation T Statistics P

(0) (STDEV) (|O/STDEV)) Values
Flow -> Niat Berperilaku 0,014 0,015 0,070 0,203 0,839
Dukungan Emosional -> Niat 0,210 0,200 0,085 2471 0,014
Berperilaku
o g [ e st == (N 0,110 0,111 0,060 1,813 | 0,070
Berperilaku
Kehadiran Sosial -> Niat Berperilaku 0,166 0,173 0,084 1,979 0,048
Kualitas Web -> Niat Berperilaku 0,499 0,501 0,084 5,917 0,000
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Confidence Intervals

Original Sample

Sample Mean

0, ()

(0) (M) 2.5% 97.5%
Flow -> Niat Berperilaku 0,014 0,015 -0,114 0,152
Dukungan Emosional -> Niat 0,210 0,200 0,025 0,364
Berperilaku
Dukungan Informasi -> Niat 0,110 0111 20,008 0,224
Berperilaku
Kehadiran Sosial -> Niat Berperilaku 0,166 0,173 0,006 0,333
Kualitas Web -> Niat Berperilaku 0,499 0,501 0,328 0,646

Confidence Intervals Bias Corrected
Original Sample Sample Mean . o o

(0) (M) Bias 2.5% 97.5%
Flow -> Niat Berperilaku 0,014 0,015 0,001 -0,114 0,156
Dukungan Emosional -> Niat 0,210 0,200 -0,010 0,044 | 0,369
Berperilaku
Dukungan Informasi -> Niat 0,110 0,111 0,002 0,011 | 0,222
Berperilaku
Kehadiran Sosial -> Niat Berperilaku 0,166 0,173 0,007 -0,013 0,315
Kualitas Web -> Niat Berperilaku 0,499 0,501 0,001 0,321 0,643
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Outer Loadings
Mean, STDEV, T-Values, P-Values

Original Sample Sample Mean Standard Deviation T Statistics P

(0) (M) (STDEV) (|IO/STDEV)) Values
AL1 <- Flow 0,903 0,903 0,019 47,622 0,000
AL2 <- Flow 0,906 0,904 0,033 27,139 0,000
AL3 <- Flow 0,877 0,874 0,035 25,060 0,000
AL4 <- Flow 0,907 0,907 0,019 47,281 0,000
AL5 <- Flow 0,879 0,879 0,021 42,275 0,000
DE1 <- Dukungan Emosional 0,838 0,836 0,029 29,087 0,000
DE2 <- Dukungan Emosional 0,928 0,927 0,016 56,459 0,000
DE3 <- Dukungan Emosional 0,875 0,876 0,020 43,181 0,000
DE4 <- Dukungan Emosional 0,931 0,932 0,011 86,764 0,000
DI1 <- Dukungan Informasi 0,796 0,796 0,032 24,912 0,000
DI2 <- Dukungan Informasi 0,896 0,896 0,017 54,321 0,000
DI3 <- Dukungan Informasi 0,918 0,918 0,015 62,590 0,000
KS1 <- Kehadiran Sosial 0,832 0,830 0,056 14,883 0,000
KS2 <- Kehadiran Sosial 0,855 0,856 0,025 33,968 0,000
KS3 <- Kehadiran Sosial 0,942 0,942 0,010 93,428 0,000
KS4 <- Kehadiran Sosial 0,933 0,933 0,010 95,214 0,000
KS5 <- Kehadiran Sosial 0,875 0,876 0,020 44,639 0,000
KW1 <- Kualitas Web 0,885 0,885 0,018 49,106 0,000
KW2 <- Kualitas Web 0,903 0,903 0,017 52,303 0,000
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Outer Loadings
Mean, STDEV, T-Values, P-Values

Original Sample Sample Mean Standard Deviation T Statistics P

(O) (M) (STDEV) (IO/STDEV]) Values
KW3 <- Kualitas Web 0,894 0,892 0,024 37,284 0,000
KW4 <- Kualitas Web 0,904 0,905 0,020 44,516 0,000
KWS5 <- Kualitas Web 0,868 0,869 0,025 34,830 0,000
KW6 <- Kualitas Web 0,728 0,727 0,064 11,429 0,000
NP1 <- Niat Berperilaku 0,865 0,865 0,020 42,799 0,000
NP2 <- Niat Berperilaku 0,890 0,890 0,019 46,407 0,000
NP3 <- Niat Berperilaku 0,784 0,785 0,053 14,742 0,000
NP4 <- Niat Berperilaku 0,819 0,818 0,030 27,664 0,000
NP5 <- Niat Berperilaku 0,755 0,756 0,041 18,590 0,000
NP6 <- Niat Berperilaku 0,881 0,882 0,023 38,567 0,000

Confidence Intervals
Orlgln?:)?ample Samp(ll\(laI)Mean 2.5% 97.5%

AL1 <- Flow 0,903 0,903 0,860 0,937
AL2 <- Flow 0,906 0,904 0,823 0,952
AL3 <- Flow 0,877 0,874 0,796 0,931
AL4 <- Flow 0,907 0,907 0,861 0,939
AL5 <- Flow 0,879 0,879 0,835 0,916
DE1 <- Dukungan Emosional 0,838 0,836 0,777 0,884
DE2 <- Dukungan Emosional 0,928 0,927 0,891 0,956
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Confidence Intervals

Original Sample

Sample Mean

(0) (M) 2.5% 97.5%
DE3 <- Dukungan Emosional 0,875 0,876 0,838 0,915
DE4 <- Dukungan Emosional 0,931 0,932 0,910 0,953
DI1 <- Dukungan Informasi 0,796 0,796 0,721 0,851
DI2 <- Dukungan Informasi 0,896 0,896 0,861 0,924
DI3 <- Dukungan Informasi 0,918 0,918 0,887 0,944
KS1 <- Kehadiran Sosial 0,832 0,830 0,705 0,918
KS2 <- Kehadiran Sosial 0,855 0,856 0,803 0,902
KS3 <- Kehadiran Sosial 0,942 0,942 0,919 0,960
KS4 <- Kehadiran Sosial 0,933 0,933 0,912 0,952
KS5 <- Kehadiran Sosial 0,875 0,876 0,833 0,910
KW1 <- Kualitas Web 0,885 0,885 0,844 0,914
KW?2 <- Kualitas Web 0,903 0,903 0,865 0,933
KW3 <- Kualitas Web 0,894 0,892 0,841 0,936
KW4 <- Kualitas Web 0,904 0,905 0,858 0,937
KWS5 <- Kualitas Web 0,868 0,869 0,812 0,912
KW6 <- Kualitas Web 0,728 0,727 0,603 0,833
NP1 <- Niat Berperilaku 0,865 0,865 0,823 0,904
NP2 <- Niat Berperilaku 0,890 0,890 0,847 0,922
NP3 <- Niat Berperilaku 0,784 0,785 0,658 0,862
NP4 <- Niat Berperilaku 0,819 0,818 0,757 0,869
NP5 <- Niat Berperilaku 0,755 0,756 0,666 0,830
NP6 <- Niat Berperilaku 0,881 0,882 0,836 0,924
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Confidence Intervals Bias Corrected

Original Sample

Sample Mean

(0) (M) Bias 2.5% 97.5%
AL1 <- Flow 0,903 0,903 0,000 0,855 0,934
AL2 <- Flow 0,906 0,904 -0,002 0,821 0,950
AL3 <- Flow 0,877 0,874 -0,003 0,796 0,931
AL4 <- Flow 0,907 0,907 0,000 0,856 0,937
AL5 <- Flow 0,879 0,879 0,000 0,835 0,916
DE1 <- Dukungan Emosional 0,838 0,836 -0,002 0,777 0,884
DE2 <- Dukungan Emosional 0,928 0,927 -0,001 0,892 0,957
DE3 <- Dukungan Emosional 0,875 0,876 0,001 0,836 0,913
DE4 <- Dukungan Emosional 0,931 0,932 0,001 0,908 0,951
DI1 <- Dukungan Informasi 0,796 0,796 0,000 0,720 0,847
DI2 <- Dukungan Informasi 0,896 0,896 0,000 0,857 0,923
DI3 <- Dukungan Informasi 0,918 0,918 0,000 0,885 0,943
KS1 <- Kehadiran Sosial 0,832 0,830 -0,002 0,697 0,917
KS2 <- Kehadiran Sosial 0,855 0,856 0,000 0,801 0,900
KS3 <- Kehadiran Sosial 0,942 0,942 0,000 0,917 0,958
KS4 <- Kehadiran Sosial 0,933 0,933 0,000 0,912 0,951
KS5 <- Kehadiran Sosial 0,875 0,876 0,001 0,826 0,906
KW1 <- Kualitas Web 0,885 0,885 0,000 0,842 0,912
KW2 <- Kualitas Web 0,903 0,903 -0,001 0,865 0,933
KW3 <- Kualitas Web 0,894 0,892 -0,001 0,840 0,934
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Confidence Intervals Bias Corrected

Original Sample

Sample Mean

() (M) Bias 2.5% 97.5%
KW4 <- Kualitas Web 0,904 0,905 0,002 0,854 0,935
KWS5 <- Kualitas Web 0,868 0,869 0,001 0,804 0,907
KW6 <- Kualitas Web 0,728 0,727 -0,001 0,603 0,833
NP1 <- Niat Berperilaku 0,865 0,865 0,000 0,817 0,899
NP2 <- Niat Berperilaku 0,890 0,890 0,000 0,844 0,919
NP3 <- Niat Berperilaku 0,784 0,785 0,001 0,638 0,855
NP4 <- Niat Berperilaku 0,819 0,818 -0,001 0,750 0,866
NP5 <- Niat Berperilaku 0,755 0,756 0,001 0,664 0,825
NP6 <- Niat Berperilaku 0,881 0,882 0,001 0,831 0,920

Outer Weights
Mean, STDEV, T-Values, P-Values
Original Sample Sample Mean Standard Deviation T Statistics P

(0) (M) (STDEV) (|IO/STDEV]) Values
AL1 <- Flow 0,233 0,234 0,014 16,622 0,000
AL2 <- Flow 0,211 0,210 0,010 21,289 0,000
AL3 <- Flow 0,210 0,210 0,010 20,507 0,000
AL4 <- Flow 0,228 0,228 0,013 17,366 0,000
AL5 <- Flow 0,236 0,236 0,013 17,761 0,000
DE1 <- Dukungan Emosional 0,260 0,259 0,010 26,225 0,000
DE2 <- Dukungan Emosional 0,285 0,285 0,007 38,858 0,000
DE3 <- Dukungan Emosional 0,272 0,272 0,010 27,817 0,000

90




Outer Weights
Mean, STDEV, T-Values, P-Values

Original Sample Sample Mean Standard Deviation T Statistics P

(O) (M) (STDEV) (IO/STDEV]) Values
DE4 <- Dukungan Emosional 0,300 0,301 0,011 26,521 0,000
DI1 <- Dukungan Informasi 0,326 0,327 0,021 15,912 0,000
DI2 <- Dukungan Informasi 0,432 0,431 0,019 22,810 0,000
DI3 <- Dukungan Informasi 0,384 0,385 0,012 30,975 0,000
KS1 <- Kehadiran Sosial 0,200 0,199 0,012 16,137 0,000
KS2 <- Kehadiran Sosial 0,211 0,212 0,011 19,397 0,000
KS3 <- Kehadiran Sosial 0,230 0,230 0,008 29,303 0,000
KS4 <- Kehadiran Sosial 0,248 0,248 0,009 26,523 0,000
KS5 <- Kehadiran Sosial 0,234 0,234 0,010 22,843 0,000
KW1 <- Kualitas Web 0,199 0,199 0,008 26,523 0,000
KW2 <- Kualitas Web 0,197 0,196 0,006 32,488 0,000
KW3 <- Kualitas Web 0,197 0,196 0,008 25,228 0,000
KW4 <- Kualitas Web 0,200 0,200 0,006 31,264 0,000
KWS5 <- Kualitas Web 0,197 0,197 0,007 28,466 0,000
KW6 <- Kualitas Web 0,163 0,162 0,015 10,793 0,000
NP1 <- Niat Berperilaku 0,208 0,208 0,007 27,930 0,000
NP2 <- Niat Berperilaku 0,216 0,216 0,008 26,107 0,000
NP3 <- Niat Berperilaku 0,182 0,182 0,013 14,292 0,000
NP4 <- Niat Berperilaku 0,198 0,197 0,010 20,508 0,000
NP5 <- Niat Berperilaku 0,178 0,178 0,011 16,560 0,000
NP6 <- Niat Berperilaku 0,214 0,214 0,009 24,168 0,000
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Confidence Intervals

Original Sample

Sample Mean

(0) (M) 2.5% 97.5%
AL1 <- Flow 0,233 0,234 0,211 0,267
AL2 <- Flow 0,211 0,210 0,188 0,226
AL3 <- Flow 0,210 0,210 0,187 0,228
AL4 <- Flow 0,228 0,228 0,207 0,255
AL5 <- Flow 0,236 0,236 0,214 0,267
DE1 <- Dukungan Emosional 0,260 0,259 0,239 0,276
DE2 <- Dukungan Emosional 0,285 0,285 0,272 0,301
DE3 <- Dukungan Emosional 0,272 0,272 0,253 0,291
DE4 <- Dukungan Emosional 0,300 0,301 0,279 0,325
DI1 <- Dukungan Informasi 0,326 0,327 0,285 0,365
DI2 <- Dukungan Informasi 0,432 0,431 0,394 0,469
DI3 <- Dukungan Informasi 0,384 0,385 0,363 0,410
KS1 <- Kehadiran Sosial 0,200 0,199 0,173 0,221
KS2 <- Kehadiran Sosial 0,211 0,212 0,191 0,235
KS3 <- Kehadiran Sosial 0,230 0,230 0,216 0,246
KS4 <- Kehadiran Sosial 0,248 0,248 0,232 0,271
KS5 <- Kehadiran Sosial 0,234 0,234 0,214 0,257
KW1 <- Kualitas Web 0,199 0,199 0,184 0,215
KW2 <- Kualitas Web 0,197 0,196 0,184 0,208
KW3 <- Kualitas Web 0,197 0,196 0,181 0,212
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Confidence Intervals

Original Sample

Sample Mean

(0) (M) 2.5% 97.5%
KW4 <- Kualitas Web 0,200 0,200 0,189 0,213
KWS5 <- Kualitas Web 0,197 0,197 0,184 0,210
KW6 <- Kualitas Web 0,163 0,162 0,132 0,189
NP1 <- Niat Berperilaku 0,208 0,208 0,195 0,223
NP2 <- Niat Berperilaku 0,216 0,216 0,200 0,232
NP3 <- Niat Berperilaku 0,182 0,182 0,153 0,203
NP4 <- Niat Berperilaku 0,198 0,197 0,179 0,216
NP5 <- Niat Berperilaku 0,178 0,178 0,156 0,198
NP6 <- Niat Berperilaku 0,214 0,214 0,199 0,233
Confidence Intervals Bias Corrected
Origin?:)?ample Samp(ll\tlal)Mean Bias 2.5% 97.5%
AL1 <- Flow 0,233 0,234 0,001 0,213 0,269
AL2 <- Flow 0,211 0,210 0,000 0,187 0,225
AL3 <- Flow 0,210 0,210 0,000 0,185 0,227
AL4 <- Flow 0,228 0,228 0,000 0,208 0,258
AL5 <- Flow 0,236 0,236 0,000 0,216 0,268
DE1 <- Dukungan Emosional 0,260 0,259 -0,001 0,241 0,280
DE2 <- Dukungan Emosional 0,285 0,285 0,000 0,273 0,302
DE3 <- Dukungan Emosional 0,272 0,272 0,001 0,253 0,290
DE4 <- Dukungan Emosional 0,300 0,301 0,001 0,279 0,324
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Confidence Intervals Bias Corrected

Original Sample

Sample Mean

() (M) Bias 2.5% 97.5%
DI1 <- Dukungan Informasi 0,326 0,327 0,000 0,282 0,363
DI2 <- Dukungan Informasi 0,432 0,431 -0,001 0,400 0,474
DI3 <- Dukungan Informasi 0,384 0,385 0,001 0,361 0,409
KS1 <- Kehadiran Sosial 0,200 0,199 -0,001 0,173 0,221
KS2 <- Kehadiran Sosial 0,211 0,212 0,000 0,191 0,235
KS3 <- Kehadiran Sosial 0,230 0,230 0,000 0,216 0,246
KS4 <- Kehadiran Sosial 0,248 0,248 0,000 0,232 0,271
KS5 <- Kehadiran Sosial 0,234 0,234 0,000 0,217 0,258
KW1 <- Kualitas Web 0,199 0,199 0,000 0,187 0,216
KW2 <- Kualitas Web 0,197 0,196 0,000 0,184 0,208
KW3 <- Kualitas Web 0,197 0,196 -0,001 0,183 0,213
KW4 <- Kualitas Web 0,200 0,200 0,000 0,188 0,212
KWS5 <- Kualitas Web 0,197 0,197 0,000 0,183 0,209
KW6 <- Kualitas Web 0,163 0,162 0,000 0,130 0,189
NP1 <- Niat Berperilaku 0,208 0,208 0,000 0,196 0,225
NP2 <- Niat Berperilaku 0,216 0,216 -0,001 0,202 0,233
NP3 <- Niat Berperilaku 0,182 0,182 0,000 0,150 0,202
NP4 <- Niat Berperilaku 0,198 0,197 -0,001 0,182 0,218
NP5 <- Niat Berperilaku 0,178 0,178 0,000 0,155 0,197
NP6 <- Niat Berperilaku 0,214 0,214 0,000 0,200 0,234
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Construct, cods and items Type af scals Source
Informational Support
154: On the social commarce websita, some peopla would offer S-point scale from 1 | [36]
suggestions when | noaded halp. (sirongly disagren)
152 Whan | encountersd a problem, some people on the secial commaerce | to § (strongly
website would give me information 1o help me ovarcome the probem, agrasa),
153: When faced with difficulties, some people on the social commerce
website would help me discover the cause and provide me with
| suggestions.
Emational Sul
ES1: When faced with difficulies, some people on ihe socal commerce S-paint scale from 1 | [36]
wahsite are on my side. (sirongly disagrae)
ES2: When faced with difficulbes, some people on the socal commernce to 5 (strongly
wabsile comforted and encouraged me. agraa),
ES3: When faced with difficulies, some people on the social commernce
wabsite listenod to me talk aboul my private feolings.
ES4: When faced with difficulies, some people an the sodal commense
wabsite oxpressed interest and concem in my well-being.
Social Presence
SP1. When surfing the soclal commerce weabsite, the ineraction with the S-point scale from 1 | [58)
ol Cushomes is personal, (strongly disagree)
SP2. When surfing the soclal commerce websile, the ineraction with the to § (strongly
OtNEr CUsomers i wanm Agras),
SF3. When surfing the social commerce website, the mterachon with the
alfr CUSIOMES i close
SP4. When surfing the social commerce website, the imeraction with the
ol CUslomids it humansing.
S5P5. When surfing the social commaerce wabsite, the ineraction with the
other customers is emational
Flovw
F1. My imagination is arcused when | interact within the social commerce S-point scale from 1 | [55]
websile, (slrongly disagree)
F2. | feel curiows when interacting on the social commarce websita, o 5 (strongly
F3. The intaraction on the social commerce webaile is inlerasting, agraa),
F4. | am absored in the interactions on the social commercs wabsite,
F5. It is fun o leract on the social commernca wabsite.
Web Cuality
W The sacial commianca wabsite has a funcBon that allows users 1o S-paint scale from 1 | [36]
provide quick responses and loodback. (airongly disagroe)
WiQ2! The social commerce website offers me a variety of altermaltives for o & (strongly
salving my proglems, agres),
WQD: The social commerce website provides a friendly user interface.
'Witkd; The social commernce website makes it easy to contact my friends.
WO The social commerce website makes it easy bo provide information o
my friends.
WO The social commance websité has up-to-date hardware and sofhware
Social Commerce Intenation S-poind scale from 1 ( [36]
SC11: 1 am willing 1o share my experences and suggestions when my (sirongly disagree)
frignds on the social commaerncs wabsite want my advice on buying to 5 (strongly
somathing. agraa).
SC12: 1 am willing 1o share my own shopping cxpanence with my friends on
the social commerce website,
SC13: 1 am willing 1o recommend a product that = worth buying to my
frianvds on the social commernce website.
B0, | will consider the shopping expeniences of my friends on the social
commerce website when | wanl lo shop.
SCI5; 1 will ask my friands on the social commerce websle o provide me
with thair sigpesBons bl | go shapping
SCHE: 1 am willing 1o buy the products recommended by my fends on the
social commansd wabsie,
93
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Timestamp Mengetahui Menggunakan | Bertransaksi | Nama / Inisial Usia Jenis kelamin
8/12/2021 18.51.47 1 ﬁéngetahui Johan 23 laki-laki
8/12/2021 18.58.54 2 )r;?éngetahui Rena 22 perempuan
8/15/2021 22.43.25 3 tidak
8/15/202122.43.45 |4 | Y& .| belum

mengetahui
8/15/2021 22.44.03 5 )r/:e,ngetahui ya, pernah tidak
8/16/2021 21.42.02 6 )r:?e,ngetahui ya, pernah ya, pernah Christian 23 laki-laki
8/24/2021 10.26.28 7 )r:?e,ngetahui ya, pernah ya, pernah ljunt 23 laki-laki
8/24/2021 10.28.58 8 )rfe,ngetahui ya, pernah ya, pernah Didik 23 laki-laki
8/24/2021 10.30.42 9 ﬁe,ngetahui ya, pernah ya, pernah z 22 laki-laki
8/24/2021 10.33.11 10 ?:éngetahui ya, pernah ya, pernah Alvi 17 laki-laki
8/24/202111.26.55 | 11 | Y& | belum

mengetahui
8/24/202111.28.35 | 12 | Y& | belum

mengetahui
8/24/2021 11.28.55 |13 | Y& | belum

mengetahui
8/24/2021 11.32.31 14 }r:?éngetahui ya, pernah tidak
8/24/2021 11.33.18 | 15 | Y& .| belum

mengetahui
8/24/2021 11.33.30 | 16 | Y& | belum

mengetahui
8/24/2021 11.33.41 17 | tidak
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Timestamp Mengetahui Menggunakan | Bertransaksi | Nama / Inisial Usia Jenis kelamin
8/24/2021 11.34.17 18 | tidak

ya, . 19
8/24/2021 11.36.50 19 mengetahui ya, pernah ya, pernah Intan sabila tahun perempuan
8/24/2021 11.44.06 20 )r/r?éngetahui ya, pernah ya, pernah sabila 22 thn | perempuan
8/24/2021 11.48.51 21 ﬁéngetahui ya, pernah ya, pernah billa 22thn perempuan
8/24/2021 11.53.09 22 )r;?éngetahui ya, pernah ya, pernah Siska 22 perempuan
8/24/2021 12.00.37 23 }r:?éngetahui ya, pernah ya, pernah Audian 25 perempuan
8/24/2021 12.39.09 |24 | Y& | belum

mengetahui
8/24/2021 12.39.17 25 }r:?e’ngetahui ya, pernah ya, pernah Nastr 23 perempuan
8/24/2021 14.01.47 26 | Y& . belum

mengetahui
8/24/2021 20.06.16 27 )r;aéngetahui ya, pernah ya, pernah Fadhila Maghfirah 19 perempuan
8/24/2021 20.36.14 | 28 | Y& | belum

mengetahui
8/24/202121.21.14 |29 | Y& | belum

mengetahui
8/25/2021 8.04.31 30 Br/r?éngetahui ya, pernah tidak
8/25/2021 19.56.45 31 Br/r?éngetahui ya, pernah ya, pernah Dionisius 24 laki-laki
8/25/2021 21.03.55 32 Brgfe,ngetahui ya, pernah ya, pernah - 24 perempuan
8/25/2021 21.16.05 33 )r:?e’ngetahui ya, pernah ya, pernah Ice 24 perempuan
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Timestamp Mengetahui Menggunakan | Bertransaksi | Nama / Inisial Usia Jenis kelamin

ya, . 20
8/28/2021 22.23.51 34 mengetahui ya, pernah ya, pernah Mei tahun perempuan
8/29/2021 14.07.37 35 )r;?éngetahui ya, pernah ya, pernah Franz 28 laki-laki
8/29/2021 14.08.38 36 )rfe,ngetahui ya, pernah ya, pernah Nieel 20 laki-laki
8/29/2021 14.37.57 37 )r;?e,ngetahui ya, pernah ya, pernah Run77 22 laki-laki
8/29/2021 14.39.13 38 )rfe,ngetahui ya, pernah ya, pernah Kaka boas 28 laki-laki
8/29/2021 14.40.22 39 }r/r?éngetahui ya, pernah ya, pernah Ayaa 19 perempuan
8/29/2021 14.42.04 40 ﬁéngetahui ya, pernah ya, pernah Milyani 20 perempuan
8/29/2021 14.43.35 41 ﬁéngetahui ya, pernah ya, pernah Agung 25 laki-laki
8/29/2021 14.45.32 42 ﬁéngetahui ya, pernah ya, pernah Jj 21 laki-laki
8/29/2021 14.47.29 43 ﬁéngetahui ya, pernah ya, pernah Bang jol 26 laki-laki
8/29/2021 14.48.50 44 ﬁéngetahui ya, pernah ya, pernah Brett 23 laki-laki
8/29/2021 14.50.24 45 ﬁéngetahui ya, pernah ya, pernah Hh 21 perempuan
8/29/2021 14.52.31 46 ﬁéngetahui ya, pernah ya, pernah G 22 laki-laki
8/29/2021 14.55.14 47 ﬁéngetahui ya, pernah ya, pernah R 19 perempuan
8/29/2021 14.58.13 48 ﬁéngetahui ya, pernah ya, pernah L 25 laki-laki
8/29/2021 17.1433 | 49 | Y2 | belum

mengetahui
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Timestamp Mengetahui Menggunakan | Bertransaksi | Nama / Inisial Usia Jenis kelamin
8/29/2021 23.21.50 50 | Y& : belum

mengetahui
8/29/2021 23.24.25 51 }r/r?éngetahui ya, pernah ya, pernah KK 20 laki-laki
8/30/2021 9.51.06 52 }r;aéngetahui ya, pernah ya, pernah Roy 22 laki-laki
8/30/2021 9.52.30 53 }r:?éngetahui ya, pernah ya, pernah Risma 23 perempuan
8/30/2021 15.43.45 54 }rféngetahui ya, pernah ya, pernah Titt Ginting 23 laki-laki

ya,
8/30/2021 15.46.49 55 mengetahui belum
8/30/2021 15.47.21 56 ﬁéngetahui ya, pernah ya, pernah Samuel 21 laki-laki
8/30/2021 15.49.26 57 ﬁéngetahui ya, pernah ya, pernah Amsal 21 laki-laki
8/30/2021 16.36.57 58 ﬁéngetahui ya, pernah ya, pernah Liia 20 perempuan
8/30/2021 16.38.33 59 ﬁéngetahui ya, pernah ya, pernah Ysuk 21 laki-laki
8/30/2021 16.39.52 60 ﬁéngetahui ya, pernah ya, pernah Vv 26 perempuan
8/30/2021 16.41.25 61 ﬁe’ngetahui ya, pernah ya, pernah Sandro 23 laki-laki
8/30/2021 16.43.19 62 )rzfe,ngetahui ya, pernah ya, pernah Hshs 23 laki-laki
8/30/2021 16.50.31 63 )r:?e’ngetahui ya, pernah ya, pernah Sisil 20 perempuan
8/30/2021 16.50.32 64 )rzfe,ngetahui ya, pernah ya, pernah Jxis 26 laki-laki
8/30/2021 16.52.40 65 )rzfe,ngetahui ya, pernah ya, pernah Alya 22 perempuan
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8/30/2021 16.54.42 66 ﬁéngetahui ya, pernah ya, pernah Layla 23 perempuan
8/30/2021 16.56.31 67 }rféngetahui ya, pernah ya, pernah Adel 23 perempuan
8/30/2021 16.58.10 68 }r:?e’ngetahui ya, pernah ya, pernah Aisyah 22 perempuan
8/30/2021 17.00.09 69 }r:?e’ngetahui ya, pernah ya, pernah Nana 24 perempuan
8/30/2021 17.01.56 70 )r:?e,ngetahui ya, pernah ya, pernah Lili 23 perempuan
8/30/2021 17.04.18 71 )rféngetahui ya, pernah ya, pernah Loki 23 laki-laki
8/30/2021 17.04.58 72 ﬁéngetahui ya, pernah ya, pernah vee 21 perempuan
8/30/2021 17.06.04 73 )r/r?éngetahui ya, pernah ya, pernah Lesti 24 perempuan
8/30/2021 17.07.54 74 )r/r?éngetahui ya, pernah ya, pernah Amel 22 perempuan
8/30/2021 17.10.50 75 )r/r?éngetahui ya, pernah ya, pernah Anisa 23 perempuan
8/30/2021 17.13.01 76 )r/r?éngetahui ya, pernah ya, pernah marpuah 20 perempuan
8/30/2021 17.13.03 77 )rfe,ngetahui ya, pernah ya, pernah Jasmin 24 perempuan
8/30/2021 17.14.23 78 ﬁéngetahui ya, pernah ya, pernah tarno 21 laki-laki
8/30/2021 17.14.44 79 ﬁéngetahui ya, pernah ya, pernah Galih 24 laki-laki
8/30/2021 17.15.08 80 ﬁéngetahui ya, pernah ya, pernah Toto 22 laki-laki
8/30/2021 17.16.07 81 ﬁéngetahui ya, pernah ya, pernah Dd 22 laki-laki
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8/30/2021 17.16.18 82 }r;?éngetahui ya, pernah ya, pernah Bram 27 laki-laki
8/30/2021 17.16.31 83 }r;?éngetahui ya, pernah ya, pernah rohman 22 laki-laki
8/30/2021 17.17.01 84 | tidak

8/30/2021 17.17.15 85 ﬁéngetahui ya, pernah ya, pernah S 23 laki-laki
8/30/2021 17.17.47 86 }r;?e,ngetahui ya, pernah ya, pernah ridho 23 laki-laki
8/30/2021 17.18.02 87 }r;?e,ngetahui ya, pernah ya, pernah Axel 25 laki-laki
8/30/2021 17.18.10 88 }r;?e,ngetahui ya, pernah ya, pernah Usussh 23 laki-laki
8/30/2021 17.19.06 89 }r:?e,ngetahui ya, pernah ya, pernah eko 22 laki-laki
8/30/2021 17.19.08 90 }r:?e,ngetahui ya, pernah ya, pernah P 23 laki-laki
8/30/2021 17.19.33 91 }rféngetahui ya, pernah ya, pernah Jimmy 23 laki-laki
8/30/2021 17.20.03 92 Br/r?éngetahui ya, pernah ya, pernah Hshs 23 laki-laki
8/30/2021 17.21.03 93 Br/r?éngetahui ya, pernah ya, pernah Syakila 22 perempuan
8/30/2021 17.21.10 94 Br/r?éngetahui ya, pernah ya, pernah Hs 23 laki-laki
8/30/2021 17.21.44 95 Br/:léngetahui ya, pernah ya, pernah adam 23 laki-laki
8/30/2021 17.22.10 96 Br/r?e,ngetahui ya, pernah ya, pernah Dh 23 laki-laki
8/30/2021 17.23.01 97 ﬁe’ngetahui ya, pernah ya, pernah Mukh 22 laki-laki
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8/30/2021 17.23.12 98 }r;?éngetahui ya, pernah ya, pernah Js 22 laki-laki
8/30/2021 17.23.18 99 }r;?éngetahui ya, pernah ya, pernah Silfi 23 perempuan
8/30/2021 17.24.05 100 }r;?e,ngetahui ya, pernah ya, pernah Ud 22 laki-laki
8/30/2021 17.24.06 101 }r;?e,ngetahui ya, pernah ya, pernah beng 23 laki-laki
8/30/2021 17.24.57 102 }r;?e,ngetahui ya, pernah ya, pernah Izro 26 laki-laki
8/30/2021 17.25.40 103 }rljéngetahui ya, pernah ya, pernah joko 24 laki-laki
8/30/2021 17.26.55 104 ﬁéngetahui ya, pernah ya, pernah anas 30 laki-laki
8/30/2021 17.28.11 105 Br/r?éngetahui ya, pernah ya, pernah nur 25 laki-laki
8/30/2021 18.12.57 106 Br/r?éngetahui ya, pernah ya, pernah Dell 20 perempuan
8/31/2021 12.43.16 107 Br/r?éngetahui ya, pernah ya, pernah Kue 20 perempuan
8/31/2021 12.45.22 108 Br/r?éngetahui ya, pernah ya, pernah Adel 21 perempuan
8/31/2021 12.47.12 109 ﬁe,ngetahui ya, pernah ya, pernah Uta 25 laki-laki
8/31/2021 12.54.47 110 ﬁe’ngetahui ya, pernah ya, pernah Oki 25 laki-laki
8/31/2021 12.56.23 111 ﬁe’ngetahui ya, pernah ya, pernah NASTAR 23 perempuan
8/31/2021 12.57.58 112 ﬁe’ngetahui ya, pernah ya, pernah 1zzro 24 laki-laki
8/31/2021 12.59.34 113 ﬁéngetahui ya, pernah ya, pernah Nesi 19 perempuan
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8/31/2021 13.01.04 114 }r;?éngetahui ya, pernah ya, pernah Rama 23 laki-laki
8/31/2021 13.02.57 115 )r:féngetahui ya, pernah ya, pernah Miegu 19 perempuan
8/31/2021 13.04.32 116 }r;?e,ngetahui ya, pernah ya, pernah Haru 22 perempuan
8/31/2021 13.05.59 117 }r;?e,ngetahui ya, pernah ya, pernah Adi 18 laki-laki
8/31/2021 14.53.44 118 }r;?e,ngetahui ya, pernah ya, pernah K 21 laki-laki
8/31/2021 14.55.21 119 }rljéngetahui ya, pernah ya, pernah \Y 22 laki-laki
8/31/2021 20.05.02 120 ﬁéngetahui ya, pernah ya, pernah T 21 laki-laki
8/31/2021 20.07.51 121 Br/r?éngetahui ya, pernah ya, pernah R 23 laki-laki
9/1/2021 11.02.21 122 Br/r?éngetahui ya, pernah ya, pernah Y 22 laki-laki
9/1/2021 11.03.29 123 Br/r?éngetahui ya, pernah ya, pernah Rop 25 laki-laki
9/1/2021 11.04.37 124 Br/r?éngetahui ya, pernah ya, pernah Hb 22 laki-laki
9/1/2021 11.06.12 125 ﬁe,ngetahui ya, pernah ya, pernah 26 Hh laki-laki
9/1/2021 11.09.17 126 ﬁe’ngetahui ya, pernah ya, pernah Ggh 23 laki-laki
9/1/2021 11.10.23 127 ﬁe’ngetahui ya, pernah ya, pernah Ds 24 perempuan
9/1/2021 11.17.06 128 ﬁe’ngetahui ya, pernah ya, pernah Cin 24 perempuan
9/1/2021 11.18.20 129 ﬁéngetahui ya, pernah ya, pernah Fand 23 laki-laki
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9/1/2021 11.21.16 130 ﬁéngetahui ya, pernah ya, pernah Lia 20 perempuan
9/1/2021 11.23.40 131 }r/r?éngetahui ya, pernah ya, pernah Tu 24 laki-laki
9/1/2021 11.27.44 132 | tidak
9/1/2021 11.28.41 133 ﬁéngetahui ya, pernah ya, pernah Kyy 24 laki-laki
9/1/2021 11.36.05 134 }r;aéngetahui ya, pernah ya, pernah 55hy 24 laki-laki
9/1/2021 11.37.29 135 }r;aéngetahui ya, pernah ya, pernah Joo 24 laki-laki
9/1/2021 11.38.54 136 }r;aéngetahui ya, pernah ya, pernah 24 24 laki-laki
9/1/2021 11.59.04 137 | tidak
9/1/2021 12.04.07 138 )r;ae,ngetahui ya, pernah ya, pernah Sri 22 perempuan
ya, NOVIA PUSPITA
9/1/2021 12.06.28 139 mengetahui ya, pernah ya, pernah DEWI 23 perempuan
9/1/2021 12.08.39 140 )r;ae,ngetahui ya, pernah ya, pernah Pera Tri Nanda 23 perempuan
9/1/2021 12.11.00 141 )r;ae,ngetahui ya, pernah ya, pernah Hardianti 24 perempuan
9/1/2021 12.12.52 142 )r;aéngetahui ya, pernah ya, pernah SINTIA 24 perempuan
9/1/2021 18.14.05 143 | Y& . belum
mengetahui
9/1/2021 18.26.57 144 ﬁéngetahui ya, pernah ya, pernah Gege 24 laki-laki
9/1/2021 18.27.51 145 ﬁéngetahui ya, pernah ya, pernah Siska 22 perempuan
9/1/2021 18.29.34 146 ﬁéngetahui ya, pernah ya, pernah Reza 23 laki-laki
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9/1/2021 18.31.26 147 }r;?éngetahui ya, pernah ya, pernah Ani 21 perempuan
9/1/2021 18.33.05 148 }r;?éngetahui ya, pernah ya, pernah Samsul 24 laki-laki
9/1/2021 18.34.54 149 )r:?e’ngetahui ya, pernah ya, pernah Zahra 23 perempuan
9/1/2021 18.37.12 150 }r;?e,ngetahui ya, pernah ya, pernah Sopian Nugraha 21 laki-laki
9/1/2021 18.40.02 151 }r;?e,ngetahui ya, pernah ya, pernah Rizal Fakhrudin 24 laki-laki
9/1/2021 18.42.09 152 }rljéngetahui ya, pernah ya, pernah Zamil Nurdin 20 laki-laki
9/1/2021 18.43.40 153 ﬁéngetahui ya, pernah ya, pernah Yayu Wulan 22 perempuan
9/1/2021 18.55.32 154 | tidak

9/1/2021 18.58.47 155 )r:?e’ngetahui ya, pernah ya, pernah Febby 24 perempuan
9/1/2021 19.54.23 156 }rféngetahui ya, pernah ya, pernah Faisal 24 laki-laki
9/1/2021 19.54.38 157 | tidak

9/1/2021 19.54.55 158 ﬁéngetahui ya, pernah tidak

9/1/2021 19.58.33 159 }rféngetahui ya, pernah ya, pernah Reno 23 laki-laki
9/1/2021 19.59.42 160 Br/:léngetahui ya, pernah ya, pernah Diah 24 laki-laki
9/1/2021 20.01.13 161 Br/:léngetahui ya, pernah ya, pernah Zii 25 laki-laki
9/1/2021 20.01.13 162 | ya, pernah ya, pernah ya, pernah arka 23 perempuan
9/1/2021 20.01.13 163 | ya, pernah ya, pernah ya, pernah zain 23 laki-laki
9/1/2021 20.05.33 164 | ya, pernah ya, pernah ya, pernah jki 22 laki-laki
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9/1/2021 20.08.29 165 | ya, pernah ya, pernah ya, pernah olp 21 perempuan
9/1/2021 20.10.03 166 | ya, pernah ya, pernah ya, pernah vari 22 laki-laki
9/1/2021 20.10.03 167 | ya, pernah ya, pernah ya, pernah momo 22 perempuan
9/1/2021 20.10.03 168 | ya, pernah ya, pernah ya, pernah joni 25 perempuan
9/1/2021 20.10.03 169 | ya, pernah ya, pernah ya, pernah elizabeth 25 perempuan
9/2/2021 13.29.12 170 | ya, pernah ya, pernah ya, pernah squit 21 perempuan
9/2/2021 13.37.44 171 | ya, pernah ya, pernah ya, pernah 21 laki-laki
9/2/2021 14.20.10 172 | ya, pernah ya, pernah ya, pernah joko 21 laki-laki
9/2/2021 15.00.12 173 | ya, pernah ya, pernah ya, pernah Marbu 25 perempuan
9/3/2021 22.32.11 174 | ya, pernah ya, pernah ya, pernah Sondang 20 laki-laki
9/3/2021 23.10.21 175 | ya, pernah ya, pernah ya, pernah Anita 20 laki-laki
9/3/2021 23.22.37 176 | ya, pernah ya, pernah ya, pernah Arvin 24 laki-laki
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Outer Loadings

Flow

Dukungan Emosional

Dukungan Informasi

Kehadiran Sosial

Kualitas Web

Niat
Berperilaku

AL1

0,903

AL2

0,906

AL3

0,877

AL4

0,907

AL5

0,879

DE1

0,838

DE2

0,928

DE3

0,875

DE4

0,931

DI1

0,796

DI2

0,896

DI3

0,918

KS1

0,832

KS2

0,855

KS3

0,942

KS4

0,933

KS5

0,875

KW1

0,885

KW2

0,903

KW3

0,894

KW4

0,904

KW5

0,868

KW6

0,728
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Outer Loadings

Flow | Dukungan Emosional Dukungan Informasi Kehadiran Sosial Kualitas Web gleartperilaku
NP1 0,865
NP2 0,890
NP3 0,784
NP4 0,819
NP5 0,755
NP6 0,881

Outer Weights
Flow Dukurllgan Dukungap Keh_adiran Kualitas Niat _
Emosional Informasi Sosial Web Berperilaku

AL1 | 0,233

AL2 | 0,211

AL3 | 0,210

AL4 | 0,228

AL5 | 0,236

DE1 0,260

DE2 0,285

DE3 0,272

DE4 0,300

DI1 0,326

DI2 0,432

DI3 0,384
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Outer Weights

Flow

Dukungan
Emosional

Dukungan
Informasi

Kehadiran
Sosial

Kualitas

Web

Niat

Berperilaku

KS1

0,200

KS2

0,211

KS3

0,230

KS4

0,248

KS5

0,234

KW1

0,199

KW2

0,197

KW3

0,197

KW4

0,200

KW5

0,197

KW6

0,163

NP1

0,208

NP2

0,216

NP3

0,182

NP4

0,198

NP5

0,178

NP6

0,214
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R Square

R Square R Square Adjusted
Niat Berperilaku 0,895 0,892
f Square
Flow Dukungan Dukungan Kehadiran Kualitas Niat

Emosional Informasi Sosial Web Berperilaku
Flow 0,000
Dukungan
Emosional et
Dukungan Informasi 0,025
Kehadiran Sosial 0,044
Kualitas Web 0,291
Niat Berperilaku

Construct Reliability and Validity

Cronbach's Alpha rho_A | Composite Reliability Average Variance Extracted (AVE)
Flow 0,937 | 0,939 0,952 0,800
Dukungan Emosional 0,916 | 0,920 0,941 0,799
Dukungan Informasi 0,841 | 0,860 0,904 0,760
Kehadiran Sosial 0,933 | 0,938 0,949 0,789
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Construct Reliability and Validity

Cronbach's Alpha rho_A | Composite Reliability Average Variance Extracted (AVE)
Kualitas Web 0,932 | 0,936 0,947 0,750
Niat Berperilaku 0,911 | 0,916 0,932 0,695
Discriminant Validity
Fornell-Larcker Criterion
Flow | Dukungan Emosional Dukungan Informasi Kehadiran Sosial Kualitas Web MIES .
Berperilaku
Flow 0,894
Dukungan Emosional 0,829 0,894
Dukungan Informasi 0,781 0,878 0,872
Kehadiran Sosial 0,837 0,877 0,797 0,888
Kualitas Web 0,915 0,838 0,803 0,870 0,866
Niat Berperilaku 0,869 0,882 0,838 0,884 0,920 0,834
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Cross Loadings

Flow Dukungan Emosional Dukungan Informasi Kehadiran Sosial Kualitas Web Niat Berperilaku
AL1 0,903 0,774 0,703 0,799 0,847 0,808
AL2 0,906 0,720 0,688 0,727 0,789 0,730
AL3 0,877 0,720 0,704 0,684 0,781 0,728
AL4 0,907 0,751 0,708 0,771 0,850 0,791
AL5 0,879 0,737 0,690 0,753 0,817 0,819
DE1 0,657 0,838 0,757 0,626 0,686 0,733
DE2 0,764 0,928 0,851 0,795 0,755 0,804
DE3 0,749 0,875 0,711 0,823 0,751 0,766
DE4 0,789 0,931 0,815 0,880 0,800 0,845
DI1 0,524 0,594 0,796 0,616 0,576 0,620
DI2 0,792 0,866 0,896 0,739 0,790 0,821
DI3 0,698 0,804 0,918 0,719 0,711 0,730
KS1 0,664 0,720 0,667 0,832 0,676 0,697
KS2 0,704 0,798 0,665 0,855 0,719 0,736
KS3 0,740 0,782 0,709 0,942 0,780 0,800
KS4 0,802 0,842 0,771 0,933 0,855 0,862
KS5 0,795 0,751 0,720 0,875 0,818 0,814
KW1 0,878 0,768 0,734 0,791 0,885 0,824
KWwW2 0,826 0,757 0,688 0,820 0,903 0,814
KW3 0,849 0,788 0,739 0,779 0,894 0,816
Kw4 0,810 0,764 0,716 0,777 0,904 0,827
KW5 0,771 0,690 0,664 0,737 0,868 0,816
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Cross Loadings

Flow Dukungan Emosional Dukungan Informasi Kehadiran Sosial Kualitas Web Niat Berperilaku
KW6 0,593 0,566 0,624 0,599 0,728 0,673
NP1 0,729 0,732 0,664 0,773 0,826 0,865
NP2 0,823 0,776 0,692 0,769 0,859 0,890
NP3 0,627 0,673 0,634 0,685 0,692 0,784
NP4 0,771 0,746 0,625 0,749 0,760 0,819
NP5 0,586 0,643 0,761 0,664 0,654 0,755
NP6 0,788 0,828 0,820 0,774 0,795 0,881
Model_Fit

Fit Summary

Saturated Estimated

Model Model
SRMR 0,059 0,059
d_ULS 1,537 1,537
d_G 1,994 1,994
g::;are 1386,439 1386,439
NFI 0,758 0,758
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Path Coefficients

Mean, STDEV, T-Values, P-Values

Original | Sample giav’;gtai;"r" T Statistics | P

Sample (O) | Mean (M) (STDEV) (JO/STDEV]) Values
(AEL72 NEL 0,014 0,015 0,070 0,203 | 0,839
Berperilaku
Dukungan Emosional -
> Niat Borperilaku 0,210 0,200 0,085 2471 | 0,014
Dukungan Informasi -> 0,110 0111 0,060 1,813 | 0,070
Niat Berperilaku
Kehadiran Sosial -> 0.166 0173 0,084 1979 | 0,048
Niat Berperilaku
LS Ly e 0,499 0,501 0,084 5917 | 0,000
Berperilaku

Confidence Intervals

Original Sample o o

Sample (O) | Mean (M) e il
ey 0,014 0,015 -0,114 0,152
Berperilaku
Dukungan Emosional -
> Niat Berperilaku 0,210 0,200 0,025 0,364
Dukungan Informasi -> 0.110 0111 -0,008 0,224
Niat Berperilaku
Kehadiran Soslali== 0.166 0173 0,006 0,333
Niat Berperilaku
Kualltas Web -> Niat 0,499 0,501 0,328 0,646
Berperilaku

Confidence Intervals Bias Corrected

Original Sample . o .,

Sample (0) | Mean (M) Bias 2.5% 97.5%
Flow -> Nlat 0,014 0,015 0,001 0,114 | 0,156
Berperilaku
Dukungan Emosional -
> Niat Berperilaku 0,210 0,200 -0,010 0,044 | 0,369
Dukungan Informasi -> 0,110 0,111 0,002 -0,011 | 0,222
Niat Berperilaku
PR D am El = 0.166 0173 0,007 0,013 | 0315
Niat Berperilaku
Kualltas Web > Niat 0,499 0,501 0,001 0321 | 0,643
Berperilaku
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Abstract

The existing literature mainly analyses user intention to practice social commerce on social networking sites,
but few studies have focused on traditional e-commerce sites with their own integrated social tools (e.g. forums,
reviews). This research aims to identify the antecedents to social commerce intention for traditional e-
commerce sites where socia' tools are integrated. Data were obtained from a survey of 201 consumers and
were analysed using Partial Least Squares. The results indicate that web quality, flow and emotional social
support have a posilive and direc! influence on social commerce intention, while social presence and
informaticnal social support are not significant. This study contributes to consumer behaviour theory by applying
predictors of intenton to social commerce for traditional e-commerce sites. The results also help e-commerca
practitioners to improve their use of social tools. For instance, to increase the use of social commerce, wed
quality must be improved to promote dissemination and consultation of the information generated by users in an
easy, quick and friendly way. Social commerce intention will also increase if the company designs efficient
interactive processes which the user enjoys effortlessly, so that the website creates a flow experience.

Keywords: Retail, Consumer behaviour, E-commerce, Social commerce intention, Partial Least
Squares
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1 Introduction

Social media has changed how relationships are established in society [52], [59]. Social media are a group of
Internet-based applications which facilitate the creation and exchange of user-generated content [32]. Users share
information and opinions aboul products and brands, amongst olher functicnalities [36). As such, consumers no
longer depend on the information provided by companies through traditional channels or on their websites [7], [48].

Making a purchase is a largely soclal act [39), meaning that social media relationships have a significant effect on
consumer behaviour [25], [36]. With this in mind, e-commerce businesses have incorporated social tools (e.g. forums,
chat rooms, recommendation systems, communities, social networks) to help users to contact other consumers and
facilitate the purchase decision [39]. This interaction between consumers during the buying process has given rise to
the term social commerce (SC) [36]. Although there is no standard definition of the term, “social commerce generally
refers to the delivery of e-commerce aclivities and transactions via the social media environment, mostly in social
netwarks and by using Web 2.0 software” [35] p. 6. Therefore, SC is a form of e-commerce in which customers use
social tools to generate, search for and share information and opinions about products, in addition to making a
purchase [44], [54], [5T], [59]. Traditional e-commerce and SC are different in that the first only incorporates tools to
facilitate commercial transactions, whereas the second also has social tools which take commercial advantage of the
interactions between the users themselves and between users and the crganization [7], [13].

There are two main 3C site confligurations: social networking siles with integrated commercial features that allow for
advertising and transactions (e.g. Facebook), and traditional e-commerce sites with integrated social tools (e.g.
Amazon) [35). Easch configuration is designed o meet different objeclives and establishes different types of
relationships between their users. Whilst traditional e-commerce sites mainly seek usability, web quality, system
quality, information quality and playfulness, social networking sites are designed to generate conversations and
communities which lead to greater user participation, without jecpardizing systermn guality [31]. These two types of
platform provide different tools: social networking sites cenire more on the use of ‘like’” and "share’ buttons; traditional
g-commerce sites make greater use of raling and review systems.

User participation is crucial to SC - without this, the content which is valuable to other consumers would not be
generated [35], [36], [44], [57]. It is therefore useful to understand the user molivalions which affect their SC intention
[27], [59], [60]. Customer participation in SC includes direct and indirect business transactions. 1) Direct fransactions
encompass purchase behaviour during the purchase phase of a client decision. 2) Indirect transactions include
requesting and sharing infermation (e.g. referral and eWOM) when selting goals, searching for information, product
selaction and post-purchase, using socdal lools [58]). User parlicipation enables supply to be better failored to
demand owing to greater information exchange, which increases customer salisfaction and boosts profitability [13],
[@1].

All of this has led to an increased interest in SC research, although empirical research is still limited [7], [37], [62].
Previous studies have analysed the evolution of SC and how it differs from traditional e-commerce [13], [57]. the
influence of product recommendation and review systems on consumer behaviour [20], [58], and 5C intention for
social networks [7], [36], [44], [59]. [60]. For the latter, previcus studies have analysed such aspecis as motivating
factors which induce participation (2.g. relationship quality, system quality), links with other users which lead to a
greater level of participation, cultural aspects which play & rcle and user behaviour. That said, although previous
research has highlightad differences between SC platforms on social netwerking sites and traditional e-commerce
sites [31]. there are few studies on SC intention for the latter. This has led us to the following research questions:

What variables affect social commerce intention on traditional e-commerce siles with integrated social tocls?
What influence co social toals have on these typas of wabsites?

This study aims to introduce a Social Commarce Intention Moadel (SCIM) for traditional e-commaerce sites which have
integrated social tools (e.g. forums, chats, review and rating system). Our research model is based on models by
[38], [59], who identified antecedents to SC intention in social networks. The research framework is determined by
social support theory, the Stimulus-Organism-Response model and social exchange theory.

Hereafler, the article is structured as follows: first, we set oul the conceptusl framework and hypotheses
development which shape the research model; then, we explain the methedology used and the results of data
analysis; lastly, we sel oul the conclusions and possible future lines of research.
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2 Literature Review and Hypotheses Development

The research framework draws on consumer behaviour theories used in previous studies on SC intention for social
networking sites. The Stimulus-Organism-Response paradigm was used to study the effect of the technological
aspects of SC (e.g. interaction, personalisation and sociability) on the customer’s virtual experience (social support,
social presence and flow) [59]. This theory highlights that different environmental factors act as stimuli and jointly
affect a person’s internal state, leading them to behave in different ways [43). Likewise, social support theory has
been used to explain how social variables affect intention to use a website and to share and receive commercial
information [36]. The theory indicates that people place much value on feeling looked after and supported by other
people, on receiving emotional and informational support, and on feeling part of a community [55). Social exchange
theory maintains that after assessing the benefits obtained from a relationship (e.g. social support), a person may or
may not decide to act in a reciprocal manner [6). This also applies lo participation on SC siles [61]. As well as the
vanables arising from these theories, researchers have emphasised the influence of web quality on SC user
behaviour [36]). Our research evaluates the effect of social presence, social support (emotional and informational),
flow and web quality on SC intention for a traditional e-commerce site with integrated social tools,

2.1 Social Commerce Intention

Since it is difficult to measure an individual's actual behaviour, behavioural intentions are usually used instead [59]
and are considered a valid predictor of user behaviour [56). Behavioural intentions are used in several theories, such
as the Theory of Reasoned Action (TRA) and the Theory of Planned Behaviour (TPB), and in the Technology
Acceptance Model (TAM) and the Stimulus-Organism-Response model (SCR) [1], [2]), [36], [59]. Consumer
intentions therefore strongly influence their behaviour. In this research, SC intention is defined as user willingness to
generate, search for and share information about products, which enables customers to make better purchase
decisions [25), [36), [59]. SC intention therefore refers lo the intention of the user lo share their experiences and
recommend products, and to their purchase intention, taking into account the experiences and suggestions of other
users.

Purchase intention has been studied previously for various online environments. For instance, 3] studied purchase
intention for virtual environments based on the effects of the technology and the online space in question; [7]
analysed the effects of different variables such as community engagement and sccial support on purchase intention
for SC sites: [9] studied the effect of social presence on intention to use online recommendation systems. Attitude
and flow were identified as the most significant antecedents to online purchase interaction on e-commerce sites [26].
Also, [38] explained purchase intention in SC environments based on the user's experience of flow. In addition, [44)
analysed the cultural differences that may affect purchase intention on SC sites. Lastly, [25] looked at the effects of
various SC activities on purchase intention on the respective websites (comments, forums, etc.).

2.2 Social Support

Social support is the information that leads a person to believe that they are cared for, loved and respected as a
member of a network of people which is built on mutual obligation [36]. Social support is normally considered a
multidimensional construct which has two dimensions in the online environment: emotional support and informational
support [7]. Informational support is the action of providing recommendations, advice, guidance or useful information
that helps solve problems and generate new ideas, elc. [7], [36]. Emotional support is the provision of emotionally-
centred messages (looking after other users, empathy, understanding, etc.) which make the recipient feel valued [36].

According to social exchange theory [6]. when social support exists in a product-based online community, the
members of said community tend to share information and offer recommendations to other users, and to accept the
information provided by others [7], [59]. Thus, when a user feels looked after by the community and that the
information they receive is useful in their purchase decisions, they will feel obliged to act in a reciprocal manner [11],
and may even form friendships and trusting relationships which influence their purchase intentions [36). There is
therefore a positive link between social support and SC intention which, given the two-dimensional nature (i.e.
informational and emotional) of the former [7], leads us to make the following hypotheses:

H1: Informational social support has a positive influence on social commerce intention.

H2: Emotional soclal support has a posilive influence on social commerce intention.

23 Flow

Immersion or flow is a holistic sensation that a person experiences when they are completely absorbed in what they
are doing [13). Users of online environments experience a strong sense of flow when they are fully immersed in the
website, which |leads to a positive user experience [45]. A website which encourages a flow state creates an
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experience of absorption where the user is more fully engaged in online activities [59] because they feel a greater
sense of satisfaction and loyalty [30).

Previous studies have identified the positive influence of flow on purchases and customer recommendations made
online [22). It is a significant antecedent to purchase intention in traditional e-commerce [26), [34] and in SC based
on social networks [38], [59). We can therefore assume that when a user of an e-commerce site with social tools
experiences flow, their SC intention increases. This leads us to the following hypothesis:

H3: Flow has a positive influence on social commerce intention.

2.4 Social Presence

Social presence is the degree of salience between two people during communication [51]. That is, the extent to
which a person is aware of the other when an Interaction takes place and the psychological sense of closeness (3).
SC consumers who experience social presence through interactions with other consumers may feel more
comfortable and more emotionally fulfilled [59], and more engaged in the activity [3].

Social presence in e-commerce acts as a mediator between attitudes towards online shopping and behavioural
intentions [18], [49). This effect arises from the links established between consumers, which strengthen their virtual
identity and support their participation (3], [21). The greater sense of social presence causes an increase in
consumer participation in SC [9], and has a positive effect on SC intention [59). We can therefore make the following
hypothesis:

H4: Social presence has a positive influence on social commerce intention.

2.5 Website Quality

The design and content of e-commerce sites affects their success [36). Web quality depends as much on the system
as on the service provided, usability, enjoyment and the relationships which are established [31], [40]. In SC, web
quality has traditionally encompassed both the system and the service provided, since information quality depends
on the participation of other users [36). Service quality encompasses the online support capabilities provided by the
website owner, such as purchase order tracking, the speed of response to questions or complaints management.
System quality, on the other hand, refers to user control, the scope of the platform and the interface components [31].
A quality SC website enables consumers 1o solve their problems, have a satisfactory experience and feel that the
website is a valid environment for establishing social relationships, thus increasing their purchase intention [10], [36].
We can therefore make the following hypothesis:

H5: Web quality has a positive influence on social commerce intention.

The Sccial Commerce Intention Model (SCIM) for traditional e-commerce sites in figure 1 shows the relationships
established by the hypotheses to be confirmed.
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Figure 1: The Social Commerce Intention Model (SCIM)
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3 Methodology

Data were gathered between April and May 2016 via an online questionnaire to 3C customers. The guestionnaire
was linked to an e-commerce site selling t-shirts (Sile 1). The site has social tools such as forums, preduct reviews,
ratings and comments, The Qualtrics web survey tool was used to build and distribute the questionnaire. Users coulkd
answer the questionnaire via a link embedded at the start of the buying process. Participation was voluntary, and
there was no rewand system lo encourage certain profiles. A weekly message encouraged users lo take part in the
guestionnaira, explaining its purpose within the academic research being conducted, Screening questions were
included at the start of the process to discourage wsers who had not previcusly bought anything on the website.
Responses suspecled of being dishonest, such as those with repetition and very quick response times, in addition to
those from Identical IP addresses, were discounted. All incomplete questionnaires were also deleted.

The constructs used in the survey were adapted from previous studies to fit the context of social commerce.
Informational Support was adapted from [36]. Emotional Support was adapled from the work of [36]. The Social
Presence scale was adapted from research conducted by [59]. Flow was adapted from the scales of [59]. Web
Quality was adapted from [36]. Finally, the Social Commerce Intention construct was adapted from [36] (Appendix A).

Five-point Likert scales ranging from “strongly disagree” to “strongly agree” were used fo measure all items in the
survey. A review was carried out by a panel of ten experts, both for the selected methodology and for the scales
selected from the scientific lterature, to ensure content validity and suitable wording of all the guestions. This
process was carned out using personal interviews, by modifying some of the proposed scales and by adapting
others to our objective. Afterwards, the questionnaire was divided into three different sections: 1) assessment
questions with the aim of confirming the subject’'s interest and coherence; 2) questions related to the research
behavioural model, and 3) queslions to gather socio-demographic data for use as control variables to ensure that
ampirical results were nol due to covanance between variables. The initial questionnaire was piloted with a sample
of 75 undergraduate and posigraduate students from two public universities in January 2016. The design focussed
on assessing and refining the survey to check the acceptance level, dimensionality, reliability and validity of the
proposed scales. Afler all the relevant tests were performed and the relationships and scales sel oul were verified,
we evaluated the proposed model.

We received 201 valid questionnaires. The sample group is mainly Spaniards (94%), men (84.5%), younger than 25
(62.2%) and with a university educalion (67%) (Table 1).

Data analysis was performed using the parial leasl squares (PLS) approach lo structural eqguation modelling (SEM)
with SmartPLS 3 [50]. Structural equation modelling is traditionally based on covariances. However, PLS-SEM is
based on varances, PLS-SEM is appropriate when the normality of the data cannot be guaranteed, and allows the
researcher to work with small samples [23]. PLS is also appropriate when there is scarce research available, when
the research guestions have not been locked at in prior studies, or when the analysis is exploratory [47]). We opted
for PLS given our research is in an emerging field without normally distributed data and uses a relatively small
sample. Mote that the sample size clearly exceeds the minimum value of ten times the largest number of inner model
paths directed at a particular construct in the inner model [4].

PLS generalises and combines aspecls of principal component analysis and multiple regression analysis. PLS
structural models are measured using reflective and formative indicators [3]. Given the nature of the epistemological
relationships in our research, we opted for reflective constructs where the construct causes the measurement
indicators [14]. The research methodology also draws on the bootstrapping technique to check the significance of the
coefficients previously assessed using PLS. This technique provides subsamples with randomly extracted
observations (with replacements) [24]. We first analysed the effact of multicollinearity between varables. Some
authors suggest using the Variance Inflation Factor (VIF) to verify the absence of multicollinearity [15]. This statistic
measures the extent of multicollinearity between independent vanablas in a regression model. Some authors
recommend that this value be less than 3.3 [47] or 5 [23], which would indicate an absence of mullicollinearity. The
VIF results cbtained for all the indicators in our model were less than 2.3 and we can therefore assume that
mullicollinearity is not a problem. ARler verifying that there was no multicollinearity between indicators, we then
assessod the measurement moded.
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Table 1: Demographic characteristics of respondents

Demographics Frequency | Percentage
Gender

Man 129 B4.5
Woman 72 354
Age range

Under 18

From 18 to 25 125 G2.2
From 26 to 35 B3 na
From 36 to 45 6 30
Over 45 7 35
Educational level

Primary and secondary siudies | 50 24.8
University studies 136 a67.7
Postgraduate Degree 13 6.5
Others 2 1.0
Activity

Unemployed 5 2.4
Student 28 48.8
Employed by others 44 219
Sell-employed 52 259
Others 2 1

4 Results

This section axplains the results of the data analysis to identify the antecedents of social commerce intention. Firstly,
it is described the assessment of the measurement model. Secondly, it is showed the assessment of the structural
model.

4.1 Assessment of the Measurement Model

The reliability of each item was assessed by examining simple comrelations of indicators with their respective variable.
A value greater than 0.7 suggests that the variance between the construct and its indicators is greater than the error
variance [4]. In our case, all indicators exceed the values recommended in the literature, except a flow indicator (F1),
and two social commerce intention indicators (SCH and SCI2). These were consequently eliminated from the
analysis.

To measure the reliability of the scales we used Cronbach’s alpha [12] and composite reliability (CR) [46]. All the
resulting values are greater than the recommended minimums.

We then assessed convergent and discriminant validity. Convergent validity was assessed using average variance
extracted (AVE) [17]. AVE estimates the amount of varance that & construct captures from its indicators in relation to
the amount of variance due lo the measurement error. In our case, the AVE value is greater than the suggested
minimum of 0.5. Table 2 shows the values of the indicators in the assessment of the measurement modeal.
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Table 2: Assessment of the measurement model

Construct Cronbach's alpha CR AVE

Informational Support 0.862 0915 0.782
Emaotional Support 0.909 0.936 0.785
Flow 0.835 0.890 0.669
Social Presence 0.854 0.888 0.817
Web Quality 0.931 0.946 0.744
Social Commerce Intention 0.751 0.841 0.570

Lastly, three PLS methods were used lo assess discriminant validity i.e. checking that a construct measures a
concept which is different from other constructs: (a) cross-loadings analysis, which looks at whether the average
vanance betweean a dimension and its items is greater than the varance between other dimensions in the model [4];
(b) the Fornell-Larcker criterion, which analyses whether the correlations between dimensions are lower than the
square root of the AVE [17], and ¢) the HTMT ratio (heterotrait-monotrait), which measures comelations between
pairs of constructs and should be around 0.9 [28]. The resulting values are dose to the limils recommended in the
scientific literature. We therefore consider the discriminant validity in the model to be satisfactory. Tables 3 and 4
show the discriminant validity values for each of the above criteria.

Table 3: Discriminant validity and cross-loadings

tom | Supor - |Supon | Fiow | SochiPresence | gy, | Sookl Cammere
(1s) (ES) (waj
151 0.876 0.440 0.253 0483 0112 .87
152 0.911 0.561 0.157 0.537 -0.012 0.207
153 0.865 0628 0168 0.534 -0.026 0,146
ES1 0441 0.869 0.104 0478 -0.180 0.083
ES2 0.510 0.874 0.0456 0482 -0.158 0.054
ES3 0.590 0.904 0.089 0.490 <0178 0.057
ES4 0.613 0.895 0.035 0.451 -0.213 0.071
F2 0.236 0.073 0.787 0.287 0.430 0.420
F3 0.212 0.007 0.810 0.250 0.529 0.528
F4 013 0.068 0.852 0.242 0.402 0.479
FS 0143 0.104 0.821 0.216 0.456 0.481
5P 0.484 0.377 0.227 0.848 0.085 0.173
S5P2 0.430 0.380 0.292 0.827 0.141 0.123
SP3 0.443 0.485 0,280 0.822 0.024 0121
SP4 0.5685 0.527 0180 0.738 =0.050 0.017
SP5 0.483 0,532 0178 0.778 -0,078 0.11%
woa 0.022 -0.223 0.498 0.010 0.882 0.513
waz 0.036 -0.193 0.488 0.022 0.877 0.536
w3 0.038 -0.187 0.499 0.066 0.890 0.478
wod 0.003 -0.223 0435 -0.002 0.694 0.528
Was 0.111 -0.115 0.453 0.124 0.825 0.496
Was -0,037 0127 0.509 0.078 0.803 0.531
SCI3 0.084 -0.061 0,549 0.118 0.567 0.720
SCI4 0.292 0.293 0.334 0.235 0.279 0.713
SCI5 0.296 0.105 0.397 0.193 0.420 0.797
SCI6 0.037 -0.025 0.447 -0.012 0.476 0.785
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Table 4: Discriminant validity

Construct 15 ES F 3P WG SC1

Informational Support L 0.884 0.696 0.258 0.583 0.032 . 0.211
Emctional Support 0604 0.8BE6 0.075 0.550 -0.207 0.079
Flow 0.219 0.090 0.818 0.302 D.558 0.587
Social Presence 0.708 0.659 0.346 0.TES 0.057 0.224
Web Quality 0.084 0222 0,630 0115 0.863 0.687
Social Commerce Intention I 0.289 0.191 0.717 0168 0.587 [ 0.755

MNaote: Sguare root of the AVE in bold {main diagonal). Formell-Larcker criterion (above the main diagonal) and the Heterotrait-
Monaolrait Ratio (HTMT) (below the main diagonal)

4.2 Assessment of the Structural Model

The recommended mathod of assessing the structural model is to starl by evaluating the square of the coefficient of
multiple correlations (R*), which indicates the amount of variance in the construct due to the model. In our case, R*
for the social commerce intention variable is 0.476 and thus far greater than the recommended minimum (0.1) [16].

We then studied the standardised regression coefficients to find the relalive importance of the factors in the
endogenous varables, Values greater than 0.3 are recommended [8]. However, values greater than 0.2 are
permitted in exploratory studies or when they are applied to different sectors. The emotional support - social
commerce intention relationship has a lower coefficiant than the recommended minimum, and the informaticnal
support — social commerce intention and social support — social commerce intention relationships are not significant.

The estimator provided by the Stone-Geisser or OF test [19), [53] uging blindlolding (Omission Distance = T, which
was used to analyse the prediclive capacity of the dependent constructs and the endogenous varables, produced
values greater than the recommendad minimum (0.4) except for the social presence vanable. The greater Q7 is, the
mora pradiclive relevance a model has, The Q2 value for social commerce intention is 0 635,

The effect size (12) also verified he suitability of the model. This coefficient measures whether an independent latent
variable impacts substantially on a dependent latent variable. 2 values of between 0.02 and 0,15, between 0.15 and
0.35, and 0.35 or greater indicale whether an exogenous latent variable has small, medium or big effect, respeclively
[8]. Four of the relationships in table 5 show a small or negligible effect, whilst one has a medium effect.

Lasfly, the SEMR (Standardized Root Mean Square Residual) [28] enables us fo compare the difference between
the observed and predicled correlations and thus adjust the model. A value less than 0.08 is considered acceplable,
The value in our model iz on the limit, meaning the proposed model adjustment is partially comrect,

Table 5: Assessment of the structural model (bootstrapping = 5000}

Relationship Path f ¥ R SRMR
Informaticnal Support=*Social Commearce Intenticn 0.090 0.008

Emectional Support =*Social Commerce Intention 0.139* (0.019

Flow=»Social Commerce Intention 0.338* 0133

Social Presence - Social Commerce Intention -0.088 0.008

Web Quality=*Social Commerce Intention D439 |0.228

Informaticnal Support 0.536

Emotional Support 0.597

Social Presence 0.275

Flow |0.435

Website Quality 0410

Social Commerce Intention 0.635 0.476 |D.080

Nole: = p<0.001, ** p<0.10.

The resulls of the analyses confirm and verily the relevance of hypotheses 3 and 5 Conversely, the analyses
provide no empirical support for hypotheses 1 and 4. Based on Chin [8], hypothesis 2 is not supporied by sufficient
empirical evidence either, since the path coefficient is less than 0.2 despite ils significance. However, given the
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exploratory nature of SC research, recent studies have accepted relationships between variables with a path
coefficient less than the minimum value cited in the literature &s being significant (7], [38].

5 Discussion

This section discusses the theorelical and managerial implications of the results. The present sludy expands the
consumer behaviour theory by exploring predictors of intention to social commerce. The findings can help e-
commerce practitioners to improve the way they use social tools in their websites.

5.1 Theoretical Implications

Social media has changed how we shop online. In addition to the tools which enable businesses to offer their
products to consumers, the Internet now has others which allow users to interact with one another by rating and
assessing products, thus facilitating purchase decisions. These changes have led to what is known as social
commerce (SC), in which users can make and share comments, ratings and reviews of products at any point in the
buying process [25], [31], [37]. Previous studies have looked at how different variables influence SC intention on
social networking sites [35], [36], [59], [60]. However, there has been little research into factors which influence SC
intention on traditional e-commerce sites with integrated social tools (e.g. blogs, reviews, product ratings). To
contribute to a better understanding of this field, we have introduced a Social Commerce Intention Model (SCIM) for
traditional e-commerce sites where social tools are integrated. The influences of five antecedents to SC intention for
traditional e-commerce sites have been assessed. Our medel is based on research by [36], [59), and on social
support theory, the Stimulus-Organism-Response model and social exchange theory.

The SCIM shows that SC intention on these types of websites is affected mainly by web quality and flow, and to a
lesser degree by emotional social support, whilst social presence and informational support have no significant
influence. These findings have some important implications for researchers and practitioners interested in social
commerce.

First, the positive influence of web quality on SC intention is consistent with previous studies involving social
networking sites [10], [36]. The possibility of efficiently sharing experiences and consulting the opinions of other
users largely depends on web quality. A good quality website facilitates quick, simple and easy dissemination and
access to information, and in fact is the variable in this study with the greatest influence on SC intention. This is why
there is a significant difference between our study and other SC studies based on social networking sites, where web
quality has a lesser influence than the two social aspects of the website. This suggests a need to look deeper into
the role of web quality in different types of SC websites.

Second, flow has a positive influence on SC intention, which is consistent with previous studies [38], [59). The
sensations experienced by the users when they engage in SC awaken their curiosity, interest and imagination, which
in turn encourages enjoyment and a retreat from their surroundings. By confirming the influence of flow on traditional
e-commerce siles which have integrated social tools, the results of this study therefore broaden the literature and
facilitate a better understanding of user intention to participate in SC.

Third, users also have greater SC intentions when they feel emotionally supported by other users, as indicated by
previous studies [7], [36], [59). In our research, however, emotional support has a lesser effect. There are various
possible reasons for this. The results may have been influenced by the small size of the SC online community used
in our research, or even by the participation of a high number of cccasional consumers who do not participate in the
community. Furthermore, the nature of the product itself (t-shirts) may not provide enough of an incentive for user
interaction, or may mean that users encounter few difficulties in the buying process requiring the emotional support
of other users to help resolve them. This suggests that emotional support has little effect on SC intention in cases
involving low-risk, easy-to-purchase, hedonic products. However, we recommend further study into this relationship
in order to obtain conclusive results.

Fourth, contrary to what we expected, the effects of social presence and informational social support are not
significant. This differs from the findings of [36), [59] in their research into SC which is based on social networks,
Social presence may not affect SC intention because of the relative unimportance of the relationships with other
consumers. In this case, users may be more interested in obtaining useful advice for improving their purchase
decision than interacting with other users to create social links. This could be attributed to the characteristics of the
website as well as user profiles. It may be that users feel a certain level of stress when interacting online because of
factors such as sodial comparison or lack of control, amongst others, which could also explain the negalive value of
the relationship between social presence and SC intention. These results suggest the need for more in-depth study
of the influence of social presence on SC websites.

Informational support does not impact on SC intention because users may pay little heed to the information received
from other users given the type of product involved (considered low-cost and low-risk). Informational support is
typically used for solving problems or confronting difficulties in the purchase process, and we would therefore expect
it to affect SC intention. However, this has not been the case. These results suggest that the effect of informational
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support may depend on the nature of the product and the type of purchase, and that it is less significant for hedonic,
low-cost purchases. This study therefore broadens the literature on the influence of informational support on SC
websites.

Overall, in this type of website SC intention depends on the website functioning properly, a purchase experience
which is easy, fast and aesthetically pleasing, and to a lesser extent on the support of other users in choosing and
buying their products. Previous studies focussed on social networking sites which mainly seek to establish or
maintain relationships or on large e-commerce sites with a high number of users. The website used in our study (Site
1) does not have as many users as other platforms as Amazon (Site 2). It may be that its users essentially want a
quality, flawless and aesthetically pleasing experience. They interact with one another, although the social
component is not the most important aspect and does not determine the SC intention. This may be because the
product is exclusive (il is only markeled on this website and in limited numbers). These characteristics suggesl! a
user profile which values exclusivity and difference. Someone who is part of a minority and therefore not inclined to
participate in large communities geared lowards the market majorily (e.g. Zara). Users are more prone lo practice
SC when a website fulfils their wishes efficiently and flawlessly, and when the online environment encourages flow.

5.2 Managerial Implications

This study contributes to improve the management of traditional e-commerce sites with their own integrated social
tools (e.g. forums, reviews). These results can help managers working with these types of websites to decide on the
level of social tools they should provide and the extent to which they should be integrated on an e-commerce site, as
well as to assess interest in setting up a user community. Such businesses can choose to focus on web and service
quality, which may involve eliminating faults in user navigation so that they can navigate quickly and efficiently, and
ensuring that the service is delivered under the agreed conditions and within a short time frame. To increase the use
of SC, web quality must be improved to promole dissemination and consultation of the information generated by
users in an easy, quick and friendly way.

SC intention will also increase if the website encourages a flow experience. Companies must design efficient
interactive processes which the user enjoys effortlessly and which encourage the users to lose themselves in the
experience. This could be achieved, for example, by designing simple purchase processes where the users can see,
select and pay for the products they are Interested in with just a few steps. From a soclal perspective, companies
should increase the recommendation options beyond a mere rating, and enable users to express themselves freely
through a forum. A flow experience would also be encouraged by allowing users to co-create new products, e.g.
suggesting design ideas or commenting on new proposals from the company. Real-time interaction with other users
in making their purchase decision would also contribute in this regard.

Social tools are perhaps an important but not determining factor for small e-<commerce websites offering low-risk
products. They should therefore be incorporated in the website but without becoming the backbone of the business
strategy, so that users can receive support if they need it, and participate and interact in ways that inform their
purchase decision. However, the use of these tools will depend on the level of user participation, and the company
must therefore encourage this. We recommend employing easy-to-use tocls which are integrated in the purchase
process. Managers need to formulate social commerce strategies, and should demonstrate an aclive presence
across social media platforms to facilitate social interaction with consumers and motivate them to share their
experiences regarding products or services.

Another option is to create a community for the most frequent users which encourages, rewards and increases their
participation. This may lead to better positioning in search engines, an increase in the amount of information
available, cooperation of the community to resolve problems and doubls, and greater SC intention because the user
feels more integrated in the group [25), [27], [59].

Lastly, emotional support should also be improved via messages centred around emotional aspects - such as care of
others, empathy, understanding, etc. - which make the person receiving the messages feel valued [36] and favour
SC intention.

6 Conclusions

The SCIM shows that three factors influence consumer behavioural intentions for e-commerce sites with integrated
scocial tools (e.g. chats, forums, product reviews). Their influence in this case is different than in the case of social
commerce sites based on social networks. We found that web quality and an immersive experience or flow are more
important. Emotional social support is also important, but to a lesser degree than the effect observed for social
commerce based on social networks. Websites with integrated tools therefore do not seem to encourage links
between users to the same extent. In contract, social presence and informational social support are not significant
factors in social commerce intention. The former may be because the relational elements on the website which are
used for data collection have little effect, and the latter due to the product being sold. Being a low-risk item, the
information oblained from other users is less important
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Like any empirical study, this research is subject to a series of limitations and should be interpreted with care. The
sample was limited to 201 consumers on one e-commerce site with integrated social tools, and its narrow profile may
have affected the results, The research could be extended to similar websites involving different products or sectors,
and with variations in the size of the user community. Future research could also assess effects between
antecedent variables, which would have indirect effects on social commerce intention. We also recommend
increasing the dimensions of variables such as flow or web quality to improve knowledge of their effect on social
commerce intention. In addition, other relationships between the current variables could be analysed (e.g. social
presence and web quality as antecedents of flow). Moreover, the model could be broadened to include other
mediating variables such as user trust, satisfaction or their engagement with the community [7], [33), [42], or
moderating variables such as age, gender or experience of use, in order to analyse their impact on social commerce
intention. Lastly, since this was a transversal study, no assessment was made of how the users themselves
developed within the community.

Websites List

Site 1: Qwertee
https//www.qwertee.com/

Site 2: Amazon
https://www.amazon.com/

References

[1] L Ajzen, The theory of planned behaviour, Organizational Behaviour and Human Decision Process, vol. 50, no.
2, pp. 179-211, 1991.

[2] I Ajzen and M. Fishbein, Understanding Attitudes and Predicting Social Behaviour. New Jersey: Prentice Hall,
1980.

[3] A. Animesh, A. Pinsonneault, S.-B. Yang, and W. Oh, An odyssey into virtual worlds: Exploring the impacts of
technological and spatial environments on intention to purchase virtual preducts, MIS Quarterly, vol. 35, no. 3,
pp. 789-810, 2011

[4] D. Barclay, C. Higgins and R. Thompson, The partial least squares (PLS) approach to causal modeling:
Personal computer adoption and use as an illustration, Technology Studies, vol. 2, no. 2, pp. 285-309, 1995.

[5] L. S. Beltran and J. E. E. Blanco, Andlisis del estudio de las relaciones causales en el marketing, Revista
Innovar Journal, vol. 26, no. 62, pp. 79-94, 2016.

[6) P.Blau, Exchange and Power in Soclal Life. New York: John Wiley & Sons, 1964.

[7] J.Chen and X.-L. Shen, Consumers' decisions in social commerce context: An empirical investigation, Decision
Support Systems, vol. 79, pp. 55-64, 2015,

[8) W. W. Chin, The partial least squares approach to structural equation modeling, in Modern Methods for
Business Research (G. A. Marcoulides, Ed.). Mahwah, NJ: Lawrence Erlbaum Associates Publishers, 1998, pp.
295-336.

[9] J. Choi, H. J. Lee and Y. C. Kim, The influence of social presence on customer intention to reuse online
recommender systems: The roles of personalization and product type, International Journal of Electronic
Commerce, vol. 16, no. 1, pp. 129-154, 2011.

[10] E. Constantinides and S. J. Fountain, Web 2.0: Conceptual foundations and marketing issues, Journal of Direct,
Data and Digital Marketing Practice, vol. 9, no. 3, pp. 231-244, 2008,

[11] J. Crocker and A. Canevello, Creating and undermining social support in communal relationships: The role of
compassionate and self-image goals, Journal of Personality and Social Psychology, vol. 95, no. 3, pp. 555-575,
2008.

[12] L. J. Cronbach, Coefficient alpha and the internal structure of tests, Psychometrika, vol. 16, no. 3, pp. 297-334,
1951.

[13] R. Curty and P. Zhang, Social commerce: Looking back and forward, in Proceedings ASIST 2011, New Orleans,
LA., 2011, pp. 1-10.

[14] A. Diamantopoulos and H. M. Winklhofer, Index construction with formative indicators: An alternative to scale
development, Journal of Marketing Research, vol. 38, no. 2, pp. 269-277, 2001,

[15] A. Diamantopoulos and J. A. Siguaw, Formative versus reflective indicators in organizational measure
development: A comparison and empirical illustration, British Joumal of Management, vol. 17, no. 4, pp. 263-
282, 2006.

[16) R.F.Falk and N. B. Miller, A Primer for Soft Modeling. Axron, OH: University of Akron Press, 1992.

[17] C. Fomell and D. F. Larcker, Evaluating structural equation models with unobservable variables and
measurement error, Journal of Marketing Research, vol. 18, no. 1, pp. 39-50, 1981,

[18] D. Gefen and D. W. Straub, Consumer ftrust in B2C e-commerce and the importance of social presence:
Experiments in e-products and e-services, Omega, vol. 2, no. 6, pp. 407-424, 2004,

[19] S. Ceisser, The predictive sample reuse method with applications, Jounal of the American Statistical
Association, vol. 70, no. 350, pp. 320-328, 1975.

Sebastian Molinillo

A Social Commerce Intention Model for Traditional E-Commerce Sites f::bn:\?-Cabanilas

Rafael Anaya-Sanchez

142



Journal of Theoretical and Applied Electronic Commerce Research This paper is available online at

ISSN 0718-1876 Electronic Version www.jtaer.com

VOL 13/ ISSUE 2/ MAY 2018/ 80-93 DOI: 10.4067/S0718-18762018000200107
© 2018 Universidad de Talca - Chile

[20] B. Gu, J. Park and P. Konana, The impact of external Word-of-mouth sources on retailer sales of high-
involvement products, Information Systems Research, vol. 23, no. 1, pp. 182-196, 2012.

[21] Y. Guo and S. Barnes, Why people buy virtual items in virtual worlds with real money, The DATA BASE for
Advances in Information Systems, vol. 38, no. 4, pp. 69-76, 2007.

[22] Y. M. Guo and M. S. Poole, Antecedents of flow in online shopping: A test of alternative models, Information
Systems Journal, vol. 9, no. 4, pp. 369-390, 2009.

[23] J. F. Hair, G. T. M. Hult, C. Ringle, and M. Sarstedt, A Primer on Partial Least Squares Structural Equation
Modeling (PLS-SEM). Thousand Oaks, CA: Sage Publications, 2013.

[24) J. F. Hair, M. Sarstedt, L. Hopkins, and V. G. Kuppelwieser, Partial least squares structural equation modeling
(PLS-SEM): An emerging tool in business research, European Business Review, vol. 26, no. 2, pp. 106-121,
2014,

[25]) N. Hajli, Social commerce conslrucls and consumer’s intention to buy, International Journal of Information
Management, vol. 35, no. 2, pp. 183-191, 2015.

[26]) A. V. Hausman and J. S. Siekpe, The Effect of Web Interface Fealures on Consumer Online Purchase
Intentions, Journal of Business Research, vol. 2, no. 1, pp. 5-13, 2009.

[27] T. Hennig-Thurau, C. F. Hofacker and B. Bloching, Marketing the Pinball Way: Understanding How Social
Media Change the Generation of Value for Consumers and Companies, Journal of Interactive Marketing, vol.
27, no. 4, pp. 237-241, 2013.

[28] J. Henseler, T. K. Dijkstra, M. Sarstedt, C. M. Ringle, A. Diamantopoulos, D. W. Straub and R. J. Calantone,
Common beliefs and reality about PLS comments on Ronkko and Evermann (2013), Organizational Research
Methods, vol. 17, no. 2, pp. 182-209, 2014.

[29] J. Henseler, C. M. Ringle and M. Sarstedt, A new criterion for assessing discriminant validity in variance-based
structural equation modeling, Journal of the Academy of Marketing Science, vol. 43, no. 1, pp. 115-135, 2015.

[30] D. L. Hoffman and T. P. Novak, Marketing in hypermedia computer-mediated environments: Conceptual
foundations, Journal of Marketing, vol. 60, no. 3, pp. 50-68, 1996.

[31] Z. Huang and M. Benyoucef, From e-commerce to social commerce: A close look at design features, Electronic
Commerce Research and Applications, vol. 12, no. 4, pp. 246-259, 2013.

[32] A. M. Kaplan and M. Haenlein, Users of the world, unite! The challenges and opportunities of social media,
Business Horizons, vol. 53, no. 1, pp. 58-68, 2010.

[33] S. Kim and H. Park, Effects of various characteristics of social commerce (s-commerce) on consumers' trust
and trust performance, International Journal of Information Management, vol. 33, no. 2, pp. 318-332, 2013.

[34] M. Koufaris, Applying the technology acceptance model and flow theory to online consumer behavior,
Information Systems Research, vol. 13, no. 2, pp. 205-223, 2002.

[35] T.P. Liang and E. Turban, Introduction to the special issue social commerce: A research frameawork for social
commerce, International Journal of Electronic Commerce, vol. 16, no. 2, pp. 5-14, 2011,

[36] T. P. Liang, Y.-T. Ho, Y. W. Li, and E. Turban, What drives social commerce: The role of social support and
relationship quality, Intermational Journal of Electronic Commerce, vol. 16, no. 2, pp. 69-90, 2011.

[37] X.Lin, Y. Liand X. Wang, Social commerce research: Definition, research and the trends, International Journal
of Information Management, vol. 37, no. 3, pp. 190-201, 2017.

[38) H. Liu, H. Chu, Q. Huang, and X. Chen, Enhancing the flow experience of consumers in China through
interpersonal interaction in social commerce, Computers in Human Behavior, vol. 58, no. 1, pp. 306-314, 2016.

[39] B. Lu., W. Fan and M. Zhou, Social presence, trust, and social commerce purchase intention: An empirical
research, Computers in Human Behavior, vol. 56, no. 1, pp. 225-237, 2016.

[40] M. M. A. D. Mamoun and N. A. M. |. Ashouri, Consumer attitudes towards online shopping, Internet Research,
vol. 25, no. 5, pp. 707-733, 2015.

[41] P. Mardsen, Social Commerce: Monetizing Social Media. Hamburg. Germany: Syzyqy Deutschland Gmbh,
2010.

[42]) F. J. Martinez-Lopez, R. Anaya-Sanchez, R. Aguilar-lllescas, and S. Molinillo, Online Brand Communities:
Using the Soclal Web for Branding and Marketing. Heldelberg: Springer International Publishing, 2016.

[43] A. Mehrabian and J. A. Russell, An Approach to Environmental Psychology. Cambridge, MA: The MIT Press,
1974,

[44] C. S.-P. Ng, Intention to purchase on social commerce websites acress cultures: A cross-regional study,
Information & Management, vol. 50, no. 8, pp. 609-620, 2013.

[45]) T. P. Novak, D. L. Hoffman and Y.-F. Yung, Measuring the customer experience in online environments: A
structural modeling approach, Marketing Science, vol. 9, no. 1, pp. 22-42, 2000.

[46] J. C. Nunnally and I. H. Bernstein, Psychometric Theory. New York: McGraw-Hill, 1994,

[47] S. Petter, D. Straub and A. Ral, Specifying formative constructs in information systems research, MIS Quarterly,
vol. 31, no. 4, pp. 623-656, 2007.

[48] C.E. Porter and N. Donthu, Cultivating trust and harvesting value in virtual communities, Management Science,
vol. 54, no. 1, pp. 113-128, 2008.

[49] L. Qiu and |. Benbasat, An investigation into the effects of text-to-speech voice and 3D avatars on the
perception of presence and flow of live help in electronic commerce, ACM Transactions on Computer-Human
Interaction, vol. 2, no. 4, pp. 329-355, 2005.

[50] C. M. Ringle, S. Wende and J. M. Becker, SmartPLS 3. Bonningstedt: SmarlPLS, 2015.

[51] E. L. Sallnas, K. Rassmus-Grohn and C. Sjostrom, Supporting presence in collaborative environments by
haptic force feedback, ACM Transactions on Computer-Human Interaction, vol. 7, no. 4, pp 461-476, 2000.

91
Sebastian Molinillo
A Social Commerce Intention Model for Traditional E-Commerce Sites f::bn:\?-Cabanilas
Rafael Anaya-Sanchez

143



Journal of Theoretical and Applied Electronic Commerce Research This paper is available online at
ISSN 0718-1876 Electronic Version www.jtaer.com

VOL 13/ ISSUE 2/ MAY 2018/ 80-93 DOI: 10.4067/S0718-18762018000200107
© 2018 Universidad de Talca - Chile

[52] A. T. Stephen and O. Toubia, Deriving value from sccial commerce networks, Journal of Marketing Research,
vol. 47, no. 2, pp. 215-228, 2010.

[53] M. Stone, Cross-validatory choice and assessment of statistical predictions, Journal of the Royal Statistical
Society. Series B (Methodological), vol. 36, no. 2, pp. 111-147, 1974,

[54] Q. Tang, B. Gu and A. B. Whinston, Content contribution for revenue sharing and reputation in social media: A
dynamic structural model, Journal of Management Information Systems, vol. 9. no. 2, pp. 41-76, 2012.

[55] A. Vaux, Social Support: Theory, Research, and Intervention. New York, NY: Praeger Publishers, 1988.

[56) V. Venkatesh and F. D. Davis, A theoretical extension of the technology acceptance model: Four longitudinal
field studies, Management Science, vol. 6, no. 2, pp. 186-204, 2000.

[57] C. Wang and P. Zhang, The evolution of social commerce: The people, management, technology, and
information dimensions, Communications of the Association for Information Systems, vol. 31, no. 5, pp. 105-
127, 2012.

[68] Z. Wang, H. Li., Q. Ye, and R. Law, Saliency effects of online reviews embedded in the description on sales:
Moderaling role of reputation, Decision Support Systems, vol. 87, no. 1, pp. 50-58, 2016.

[59] H. Zhang, Y. Lu, S. Gupta, and L. Zhao, What motivates customers to participate in social commerce? The
impact of technological environments and virtual customer experiences, Information & Management, vol. 51, no.
8, pp. 1017-1030, 2014.

[60] K. Z. K. Zhang and M. Benyoucef, Consumer behavicr in social commerce: A literature review, Decision
Support Systems, vol. 86, no. 1, pp. 95-108, 2016

[61] X. Zheng, C. M. K. Cheung, M. K. O, Lee, and L. Liang, Building brand loyalty through user engagement in
online brand communities in social networking sites, Information Technolcgy & People, vol. 28, no. 1, pp. 90-
106, 2015.

[62] L. Zhou, P. Zhang and H.-D. Zimmermann, Social commerce research. An integrated view, Electronic
Commerce Research and Applications, vol. 12, no. 2, pp. 61-68, 2013.

92

Sebastian Molinillo
Francisco
Liébana-Cabanillas
Rafael Anaya-Sanchez

A Social Commerce Intention Model for Traditional E-Commerce Sites

144



Journal of Theoretical and Applied Electronic Commerce Research

L

!

} / ISSUE 2

018 Universidad de Talca - Chile

A Social Commerce

Appendix A: Measurement Scales

www jtaer.com

This paper is available online at
DOl: 10.4067/50718-18762018000200107

Construct, code and items Type of scale Source
Informaticnal Support

I51: On the social commerce website, some people would offer S-point scale from 1 | [36]
suggestions when | needed help, {strongly disagree)

152: When | encountered a problem, some people on the social commerce | to 5 (strongly

website would give me information to help me overcome the problem, agree),

153: When faced with difficulties, some people on the social commarce

website would help me discover the cause and provide me with

suggestions.,

Emotional Support

ES1: When faced with difficulties, some people an the social commerce S-point scale from 1 | [36]
website are on my side. (strongly disagree)

ES2: When faced with difficulties, some people on the social commerce to 5 (strongly

website comforted and encouraged me. agrea).

ES3: When faced with difficulties, some people on the social commerce

website listened to me talk about my private feelings.

ES4: When faced with difficulties, some people an the social commerce

website expressed interast and concem in my well-baing.

Social Presence

SP1. When surfing the social commerce website, the interaction with the S-point scale from 1 [55]
other customers is persanal. (strongly disagree)

SP2. When surfing the social commerce website, the interaction with the to 5 (strongly

other customers is warm. agree).

SP3. When surfing the social commerce website, the interaction with the

other customers is close.

SP4. When surfing the social commerce website, the interaction with the

ather customers is humanising,

SP5. When surfing the social commerce website, the interaction with the

other customers is emolional.

Flow

F1. My imagination is aroused when | interact within the social commerce S-point scale from 1 | [59]
website. {strongly disagree)

F2. | feel curious when interacting on the social commerce website. to 5 (strongly

F3. The interaction on the social commerce website is interesting. agree).

F4. | am absorbed in the interactions on the soclal commerce wabsita.

F5. It is fun to interact on the social commerce website.

Web Quality

WQ1: The social commerce website has a funclion that allows users fo S-point scale from 1 | [36]
provide quick responses and feedback. (strongly disagree)

WQ2: The social commerce website offers me a variely of alternatives for o 5 (strongly

solving my problems. agree).

WQ3: The social commerce websile provides a fiendly user interface,

WQ4: The social commerce website makes it casy to contact my friends.

WO5: The social commerce website makes it easy to provide information to

my friends,

WOE: The social commerce website has up-to-date hardware and software.

Social Commerce Intention S-paint scale from 1 | [36]

SCI1: | am willing to share my experiences and suggestions when my
friends on the social commerce website want my advice on buying
something.

SCIZ: | am willing to share my own shopping experience with my friends on
the social commearce website,

SCI3: | am willing to recommend a product that is worth buying to my
friends on the social commerce website.

SCI4: | will consider the shopping experiences of my friends on the social
commerce website when | want to shop.

SCIS: | will ask my friends on the social commerce website o provide me
with their suggestions before | go shopping.

SCIE: | am willing to buy the products recommended by my friends on the
social commerce website.

(strongly disagree)
to 5 (strongly
agrea).
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