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Purpose: On the basis of stimulus-organism-response (SOR) theory, this study extends the
work of Lee and Kwon by examining the concept of perceived usefulness as a mediator
between emotional interaction (familiarity and intimacy) and purchase intention. The con-
sumer purchase decision model, in which product type plays a moderating role in the linking
mechanism, is also explored.

Methods: We proposed a consumer purchase decision model, and empirically examined it
by means of an online questionnaire survey. Confirmatory factor analysis and structural
equation modeling with bootstrapping estimation were conducted using the data obtained
from 269 social commerce users.

Results: Familiarity and intimacy positively affected the users’ purchase intention in social
commerce. Perceived usefulness mediated the relationship between emotional interaction and
purchase intention. Moreover, product type moderated the following relationships: between
familiarity and purchase intention, between intimacy and purchase intention, and between
perceived usefulness and purchase intention.

Conclusion: The results support this study’s hypotheses and SOR theory. Purchase intention
could be enhanced by improving emotional interaction and perceived usefulness.
Keywords: social commerce, emotional interaction, perceived usefulness, purchase

intention

Introduction

The technological revolution of Web 2.0 has changed the nature of commerce and
led to the emergence of social commerce.! By increasing the consumers’ use of
social tools, such as WeChat, Twitter, and Facebook, to interact with others,> the
social platforms are proving to be an effective way to shop. The major configuration
of social commerce lies in its social media usage, interactions of communities and
commercial activities.> Unlike e-commerce, social commerce emphasizes emo-
tional interaction among customer, including the sharing of business information
and shopping experience.* Through interaction in social commerce, customers can
participate in other individuals’ shopping experiences to improve their informed
purchasing decisions.” Some social commerce activities, such as word-of-mouth
marketing, brand product promotion and financing, have been generated on the
basis of interpersonal interaction among users.® Consequently, the research regard-
ing interpersonal communication has gradually attracted the attention of scholars.
Shen viewed perceived professionality, perceived similarity and perceived
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familiarity as the three factors in interpersonal interaction.’
Ng suggested that familiarity and intimacy are factors of
interpersonal interaction from the perspective of social
influence theory.® Lee and Kwon’ extended the expecta-
tion-confirmation model by taking familiarity and intimacy
as the two enduring emotion factors to account for the
persistence of web service users in manifesting their will-
ingness. Furthermore, different from the traditional online
purchase services, social commerce integrates traditional
e-commerce, social media, and virtual social resources to
conduct business activities,'® in which high levels of con-
tinuous and effective interaction and stickiness among
users are emphasized. In this regard, the emotional inter-
action (eg, familiarity and intimacy) between customers
plays a critical role in social commerce marketing, how-
ever, scholars rarely focus on this field. In this study, we
take familiarity and intimacy as emotional interaction fac-
tors to explore their influence on the purchase intention of
social commerce users.

The integration of social elements and e-commerce has
not been smooth. In the market report of Booz,'' 73% of
online shoppers do not purchase products on Facebook or
other social networking communities, which indicates that
users may have different perceptions of the usefulness of
information in social business interactions. Moreover, in
the technology acceptance model (TAM), attitude plays
a decisive role as to whether consumers will use
a certain system, and perceived usefulness is one of the
key factors affecting attitude.'? Therefore, we can infer
that perceived usefulness has an important impact on cus-
tomer interactions and purchase intentions in social com-
merce. However, the studies are lacking with regard to the
role of perceived usefulness in the relationship between
emotional interactions and purchase intention in social
commerce. Therefore, the focus of this study is to not
only examine the purchase intention of social commerce
users but also the usefulness that is perceived by users.

In the study of consumer behavior, product type has
attracted much attention given its significant impact on the
consumers’ purchasing decisions.'* Consumers obtain differ-
ent purchase information when they buy different types of
products. Furthermore, consumers acquire even more objec-
tive information when they buy search products than experi-
ence products, indicating that the purchase decision of social
commerce consumers may also be affected by product type.'*
Although many studies regarding product types have been
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accomplishe only few empirical studies examine the

influence of product type and emotional interactions on the

consumers’ purchasing intention in social commerce. Hence,
this study uses the empirical method to examine the moderat-
ing effect of product type on the relationship between emo-
tional interactions and purchase intention in social commerce.

The question of whether and how emotional interac-
tion, perceived usefulness and product type affect the
social commerce consumers’ purchasing intention has not
been answered fully in the existing studies. To fill this
research gap, we integrate emotional interaction (familiar-
ity and intimacy), perceived usefulness and product type
(search products and experience products) into social com-
merce. Then, drawing on the SOR framework,'” this study
develops and tests a model to explain the potential psy-
chosocial mechanism involved in the formation of pur-
chasing decision by consumers in social commerce. This
study also seeks to explain the formation of purchasing
decision by consumers in social commerce from the emo-
tional interaction between users, explore the moderating
role of product type in the influence of perceived useful-
ness on purchasing decision by consumers, and take the
perceived usefulness of consumers from the interaction as
the bridge of this relationship. In summary, this study
examines the following research questions:

(1) Will and how do emotional interactions (familiarity
and intimacy) affect the purchase intention of social com-
merce users?

(2) Will and how does perceived usefulness affect the
purchase intention of social commerce users?

(3) Will and how does product type (search products
and experience products) affect the purchase intention of
social commerce users?

(4) How do emotional interactions, perceived useful-
ness and product type altogether affect the purchase inten-
tion of social commerce users?

Theoretical Framework and
Hypotheses

The definition of social commerce is neither uniform nor
definitive in the academia.'® Huang and Benyoucef proposed
that social commerce refers to e-commerce activities that
fully use social media to bring new benefits,' and it is also
regarded as a business activity that uses social media and
virtual social resources.'® In addition, social commerce is
considered a special e-commerce with personalized and
interactive social relationships.?’ In this study, social com-
merce is taken as a business model utilizing the Web 2.0
technology, such as social media, to support the emotional
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interaction of receiving or giving shopping information,
experience and feeling.”' Social interactions, as a unique
characteristic of social commerce,” strengthen the users’
social networking relationships and affect their purchase
decisions. Social interaction between users can generate
social support, improve the relationship, and stimulate the
purchase intention.”® From the perspective of relationship
management, emotional interaction is one of the driving
forces of shopping decisions of consumers in social
commerce.* For the emotional interaction, social commerce
not only can be used to realize the expansion of user groups,
but it can also be used to promote the users’ shopping
experience and improve their purchase intention.”* Thus,
on the basis of the SOR model as the basic theory, this
study selected the emotional interactions between social
commerce users as an external stimulus (S), utilized the
users’ perceived usefulness of the information as an organ-
ism (O), and used the purchase intention of social commerce
users as the response (R) to explore the internal mechanism.

Relationship Between Emotional

Interaction and Purchase Intention
Social relationships and interactions are the important parts of
a social commerce system,” and user participation and inter-
action are the foundation of social commerce.”® Network
interaction can be divided into two forms: human—human
interaction and human—computer interaction.”’ In this study,
the emotional interaction between users belong to human—
human interaction, and it mainly reflects the internal emotional
elements of interactions to provide emotional support to
members.”® In explaining the users’ long-term intention to
use Web services, Lee and Kwon proposed that long-term
emotional factors (familiarity and intimacy) play important
role,” distinguishing it from the short-term emotional factors
(perceived enjoyment and perceived pleasure). In addition,
users tend to establish their own circle of friends based on
the social platforms, and they form a certain interpersonal
attachment and stickiness through flexible and continuous
interaction. However, apart from these cognitive factors, the
previous studies have rarely paid attention to the emotional
factors.”’ Consequently, this study attempts to explore the
emotional interaction between users and divide this interaction
into two factors, namely, familiarity and intimacy.
Familiarity is usually defined as “one’ s understanding of
an entity, often based on previous interactions, experience, and
knowledge of the what happened, objects, methods, and
time.”**! In this study, familiarity is observed as an affective

factor, defining it as a feeling, that is, how much a user feels
familiar with other users in social commerce, and the feelings
pertain to personal experience. Familiarity also refers to the
awareness and understanding of each other based on social
interaction.” Moreover, familiarity can reduce uncertainty and
post-purchase disharmony and eliminate the doubts of users.>?
Several researchers of consumer behavior found positive asso-
ciations between affective familiarity and reuse behavior of
customers in the form of good feelings, such as liking.>***
Soerlund proposed that high levels of pre-purchase familiarity
is associated with more extreme post-purchase responses in
terms of repurchase intention compared with low levels of pre-
purchase familiarity.>> The emotional interaction between
users in social commerce allows them to maintain and
strengthen contact and familiarity with their partners.
Familiarity plays a positive role in the network users’ will-
ingness to buy.” Social commerce users with high degree of
familiarity can better understand each other’s purchasing
needs and behavioral habits, hence the deeper exchange of
ideas. In this regard, the communication and recommendation
of familiar users are usually much more targeted and suitable
in simulating purchase intentions. Therefore, we propose the
first hypothesis of this study.

H1. Familiarity has a positive impact on purchase
intention.

Intimacy is defined as the degree of closeness, which refers
to a kind of intimate feeling and emotional connection, includ-
ing liking and spiritual support.” In this study, intimacy is
defined as the emotional connection with relatives and friends,
including the degree of interaction and psychological support.
According to this definition, intimacy applies to certain types
of business relationships. Intimacy has a significant influence
on the purchasing,36 re-purchase intentions,>’ continuous
intention,” sustainable intention to use,*® and number of ser-
vices to purchase of clients. Intimacy, a significant feature of
emotional interaction in social commerce, can help to ease
information asymmetry and improve user experience, and it is
known to be positively related to purchase intention.* Close
relationships can enhance the willingness of customers to buy
products recommended by friends.*' In addition, customers
with high intimacy, such as close friends and kinfolks, can
more easily adopt the product recommendation because of the
stickiness and trust emanating from the high level of relation-
ship. A McKinsey report also shows that nearly 50% of
Chinese consumers make their purchasing decisions based
on the opinions of relatives or friends. Thus, the second
hypothesis is proposed on the basis of the descriptions pre-
sented above.
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H2. Intimacy has a positive impact on purchase
intention.

Mediating Effect of Perceived Usefulness
Originally developed by Davis,** TAM is one of the most
popular methodologies for analyzing consumer acceptance
intentions. Although the relationship between perceived
usefulness and intention had originated from the accep-
tance context, Bhattacherjee argued that a relationship will
likely hold true in the purchase context because the human
tendency to pursue rewards or benefits do not change.** As
consumers in social commerce cannot directly verify
environmental features, extrinsic cues, such as detailed
product information, have since gained importance.** If
consumers perceive the presented information as useful,
they consider it in their purchase decision process.*
Consequently, many studies have shown that perceived
usefulness has a significant positive effect on purchase
intention (eg, Cho,* Jamal & Sharifuddin,*’ Osburg,48
Shina, et al* Moslehpour,50 Zhang, et al’! Abdulaziz &
Kevin®?). According to the studies about perceived useful-
ness and purchase intention, if users think that the infor-
mation of goods is useful, then they are likely to use the
information and buy the goods that the information refers
to. Hence, we propose the third hypothesis.

H3. Perceived usefulness has a positive impact on
purchase intention.

With the prevalence of virtuality and information asym-
metry in social commerce, consumers are likely to obtain
more product and service information by interacting with
others. Familiarity, as one of the elements of emotional
interaction, has a significant relationship with information
sharing in social commerce.”® Zhao has developed a human-
relationship theory in the social network context, arguing that
familiarity influences the formation of long-term relation-
ships based on the strengthened ties among high-familiarity
group members.>* The information from the long-term rela-
tionships and strong ties has always been regarded creditable
and useful. In addition, users in social commerce can obtain
much more useful information about goods or services from
users who they are familiar with, as social commerce users
with high familiarity can better understand each other’s likes
and habits for a much deeper exchange of ideas. Taking
goods or service information from familiar users results in
time savings and lowered risk for their online shopping in
social commerce.’® Moreover, Choi proposed that familiarity
has a positive influence on perceived usefulness.’® Thus,
combined with H3, we propose the following hypotheses.

H4a. Familiarity has a positive impact on perceived
usefulness.

H4. Perceived usefulness mediates the effect of famil-
iarity on the consumers’ purchase intention.

Intimacy is defined as feelings of closeness and emotional
bonding, and it involves intense liking, moral support, and
the ability to tolerate flaws in the significant other.’” This
concept has been described as a critical variable in emotional
interaction and adaptation.”® In addition, the degree of inti-
macy between users has a significant impact on the informa-
tion effect.”® Users are more likely to highly valuable
information from others who are intimate in the same social
community and more frequently exchange their ideas, as the
perception of intimacy may compensate for the ambiguity of
the information source’s characteristics, presuming that the
information is hard to assess in a virtual environment.
Therefore, the information retrieved from user-generated
sources is often perceived as more useful than the informa-
tion generated by marketers,’® as consumers are connected to
users who are similar and intimate to themselves.®' In actual
scenarios, close relationships among social commerce users
would certainly increase the frequency of information
exchange. The deeper is the exchange, the more likely are
the consumers to accept the views of their friends. Hence,
combined with H3, we propose the following hypotheses:

H5a. Intimacy has a positive impact on perceived
usefulness.

HS. Perceived usefulness mediates the effect of inti-
macy on the consumers’ purchase intention.

Moderating Effect of Product Type

The -earliest classification of goods was proposed by
Nelson,®* who divided goods into two categories—search
products and experience products—based on whether indi-
viduals could obtain sufficient information about the goods
before buying. Search products are those products that can be
assessed using externally obtained information. Whereas
experience products are those products that must be tested
personally by the users.®> Many researchers (eg, Jimenez &
Mendoza,** Lee & Shin,'® Lu et al®®) have shown that the
type of product can affect the consumers’ purchase intention.
Consumers always believe that online information about
search products are more trustworthy than experience pro-
ducts, and they only acquire some subjective information
about experience products by interacting with other users.**
For the experience goods, the useful information perceived
by consumers is usually based on emotional interactions
among users (especially familiar or intimate users). Such an
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information can help social commerce customers to make
purchase decisions that are more targeted, suitable and effi-
cient. On the basis of the above analysis, we propose the
following hypotheses:

H6. Product type moderates the relationship between
familiarity and purchase intention, and the positive rela-
tionship is stronger when social commerce users purchase
an experience product as opposed to a search product.

H7. Product type moderates the relationship between
intimacy and purchase intention, and the positive relation-
ship is stronger when social commerce users purchase
experience product as opposed to a search product.

Between search goods and experience goods, the method
of obtaining useful information differ considerably. For
search goods, consumers can obtain objective and compre-
hensive information from product descriptions and
precautions,’® they can reasonably evaluate the product
needs instead of buying them beforehand owing to
a friend’s recommendation. In other words, the consumers’
purchasing decisions for experience goods are usually biased
towards subjective thinking, whereas the purchasing deci-
sions for search goods are often the results of rational
thinking.®” Compared with search goods, the information
about experience goods is more subjective. Therefore, the
usefulness perceived by consumers in the emotional interac-
tion with other users in social commerce in the context of
experience products has a different impact on the purchasing
intention than that of search products.®® Therefore, we pro-
pose the following hypothesis:

HS8. Product type moderates the relationship between
perceived usefulness and purchase intention, and the positive
relationship is stronger when social commerce users pur-
chase an experience product as opposed to a search product.

Stimulus-Organism-Response Model

The proposed research model developed following the
SOR framework, in which environment stimulus (S)
results in emotional response (O) thereby fostering beha-
vioural response (R). Many prior studies (eg, Zafar, et al®’
Xiang, et al’® Cao, et al’") have applied the SOR theory to
social commerce. Therefore, SOR seems a rational theory
to examine the proposed model.

A stimulus is an environmental cue that incites an indi-
vidual’s behavior intention.”” Previous research on social
commerce has indicated that the experience of consumers
in the context of social commerce is different to that offline,
as the consumers have interactions with others.”® Once a user
interacts with others on social commerce platform, he or she

is more likely to become a recurring member in the commu-
nity, and as time passes, he or she is more likely to become
a source of information and emotional interaction.”* Thus,
emotional interactions (familiarity and intimacy) play a vital
role as environmental stimulators that affect the process of
users’ purchase intention.

The organism reflects internal affective and cognitive
state of consumers,”> and plays a mediate role between out-
side environment stimuli and users’ behavior response.’
Thus, this study focuses on the cognitive state of users in
social commerce. Extant literature highlights that in social
commerce, perceived usefulness of information play
a mediating effect (eg, Osburg,*® Moslehpour,”® Abdulaziz
& Kevin®?). Therefore, this study took perceived usefulness
of users as an organism in social commerce.

Responses represent the final outcomes and decisions
of users based on cognitive, affective, or emotional reac-
tions and include approach or avoidance behavior.”” In the
context of social commerce, the response was the different
degree of purchase intention. Consequently, this study
concentrated on purchase intention as a response, which
is persuaded by familiarity and intimacy through the inter-
ceding role of perceived usefulness in social commerce
settings. On the basis of SOR theory, the research model
and hypotheses are summarized in Figurel.

Methods
Participants

The research subjects were consumers who had social busi-
ness purchase experience, and the questionnaires included 17
observation items that were collected by means of an online
survey. To reduce the potential influences of the common
method variance (CMV), we presented the questionnaire in
random to the participators.”® A total of 369 questionnaires
were received after six months of data collection. After
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excluding those questionnaires with no social business pur-
chase experience and the invalid questionnaires, we finally
obtained 269 valid questionnaires, with an effective rate of
72.90%. The ratio of the number of valid samples to the
number of questionnaire items was greater than 1:10,” and
the recovery rate of the valid questionnaires was higher than
70%.%° Therefore, the obtained data could be used as
research data. Among the valid questionnaires, search
goods (mobile phone) and experience goods (cookie)
involved 120 and 149 subjects, respectively. In the sampling,
65.43% of the respondents were women, indicating that
female consumers seem to be more enthusiastic about social
shopping than male consumers. Then, 86.62% of the respon-
dents were between the ages of 18 and 37 at the time of data
collection, and 89.22% had a college degree or higher educa-
tion. Thus, our sampled informants are young and highly
educated. In addition, 73.98% of the consumers-respondents
said that they had more than two years of social business
purchase experience. In terms of purchase frequency, the

Table | Variable Items

participants who purchased more than ten times a month
were 13.75%, whereas those respondents who purchased
less than three times a month were 33.46%.

Measures

In view of ensuring the content validity of the scale, the
measurement items of the four variables were adapted from
the existing maturity scales based on the characteristics of
social business. Then, as a means of guaranteeing a more
manageable experiment, all variables were measured using
a S-point Likert-type scale ranging from 1 (“strongly dis-
agree”) to 5 (“strongly agree”). The items on familiarity and
intimacy between customers (Table 1) were adopted from the
work of Ng,® Frenzen & Nakamoto,®' and Gilly.** To evaluate
the usefulness of products as perceived by customers in social
business, we used the variables in the work of Davis*? and
Park® Then, on the basis of the research of Lee & Shin'® and
Zhang,** we obtained the items of purchase intention after

applying appropriate modifications. In addition, the

Items

Source

Familiarity (FAM) o = 0.875

Ng, 2013; Frenzen & Nakamoto,

FAMI | | know my friends on social commerce platforms through information exchange. 1993
FAM2 | | know my friends on social commerce platforms by sharing photos.

FAM3 | [ interact with friends frequently on the social commerce platform.

Intimacy (INT) o = 0.892 Gilly, 1998

INTI | I will discuss personal topics with friends on social commerce sites.

INT2 | My friends on the social commerce platform are very sincere, and | believe them.

INT3 | | hope to keep a long-term relationship with my friends on the social commerce platform.
INT4 | Friends’ recommendations and reviews of goods are a very important to my consumption.

Perceived usefulness (PU) a = 0.909

Davis, 1989; Park, 2009

PUI The information | get from interactions on social commerce platforms is useful.

PU2

The interaction on the social commerce platform allows me to better understand purchase goals.

PU3 The interaction on the social commerce platform enables me to make purchase decisions faster.

PU4

The information | get from interaction on the social commerce platform is updated timely.

Purchase intention (Pl) a = 0.943

Lee and Shin, 2014; Zhang, 1996

Pl | often want to buy something because of the emotional interaction with others on social commerce
platform.
PI2 In social commerce, | want strongly to buy the product if it was recommended by my friends.
PI3 I will buy something because of product recommendations and reviews from my friends.
472 submit your manuscript Psychology Research and Behavior Management 2021:14
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Cronbach’s alpha of variables was set as above 0.8, to indicate
sufficient reliability.

Product type tested by measuring by the consumer’s
scenario description when they bought the different types
of goods in the form of the two products, namely, the
experience product and search product. In view of ensur-
ing that the experimental scenario was specific and
entailed much better external validity, the study used two
parallel experiments to control the representative goods in
two types. The study selected eight products (mobile
phone, calculator, power bank, USB flash drive, book,
movie, skincare product, and cookie) as the representative
of the two types.'*** The pre-test experiment involved 35
graduate students. The participants were first required to
read the definitions of search goods and experience goods.
Then, we used the five-level Likert-type scale to measure
the perception towards the pre-purchase qualities of the
eight products selected in our study. The following ques-
tion was asked: “Can you feel the quality of the goods
before buying?” The score of mobile phone (M opite phone
= 4.06) was the highest, whereas the score of cookie (M
cookiec = 3.31) was the lowest, and the difference was
significant between the two products (t = 3.218, p <
0.05). On the basis of the previous definitions of search

0367 we selected mobile

product and experience product,
phone and cookie as the representative of search good and
experience good, respectively. Then, two questionnaires
were designed on the basis of the two products (ie, mobile

phone and cookie). The product type, ie, search product

Table 2 Common Method Bias Analysis

(mobile phone) and experience product (cookie), was used
as the moderator.

Common Method Variance

The survey data were examined for common method bias. As
shown in Table 4, the bivariate correlations among the five
latent variables do not have extremely high correlations
(r>0.90), suggesting that lack of evidence of common method
bias.® In addition, following the studies of Podsakoff et al’®

and Williams et al®®

we included in the structural equation
modeling a common method factor whose indicators included
all of the principal constructs’ indicators. Then, we calculated
each indicator’s variances, which could be substantively
explained by the principal construct and the method. As
shown by the results in Table 2, the average substantive
variance of the indicators is 0.715, while the average method-
based variance is 0.051. The ratio of substantive variance to
method variance is approximately 14:1. Furthermore, most of
the method factor loadings were not significant. Given the
small magnitude and non-significance of the method variance,
CMYV was unlikely a serious concern in this study.

Results

Measurement Model

The conceptual model was tested using AMOS. The rele-
vant indicators and their respective values are shown in
Table 3. First, the factor loadings of all items were higher
than 0.772, excluding FAM4 (0.731) and INT1 (0.764),
suggesting adequate item reliability. The high internal

Construct Indicator Substantive Factor Loadings (R)) R,? Method Factor Loadings (R;) R,?
FAM FAMI 0.778 0.605 —0.355 0.126
FAM2 0.855 0.731 —0.241 0.058
FAM3 0.898 0.806 -0.271 0.073
INT INT2 0.782 0.612 —-0.026 0.001
INT3 0817 0.667 0.048 0.002
INT4 0.865 0.748 —-0.331 o.ro
PU PUI 0.858 0.736 —0.135 0.018
PU2 0.844 0.712 —0.394 0.155
PU3 0.832 0.692 —-0.236 0.056
PU4 0.827 0.684 0.168 0.028
PI Pl 0.845 0.714 0.160 0.026
P12 0.900 0.810 0.080 0.006
PI3 0.882 0.778 0.023 0.001
Average 0.715 0.051
Psychology Research and Behavior Management 2021:14 submit your manuscript 473
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Table 3 Measurement Model Summary

Research Items | Factor p CR AVE
Construct Loading
FAM FAMI | 0.772 #E10.881 | 0.712
FAM2 | 0.844 ok
FAM3 | 0910 ok
INT INT2 0.782 % 10.893 | 0.737
INT3 0.893 ok
INT4 | 0.896 ok
PU PUI 0.871 #0910 | 0717
PU2 0.858 ok
PU3 0.842 ok
PU4 0.815 ok
PI Pl 0913 % 10.944 | 0.849
P12 0.928 ok
PI3 0.923 ok

Notes: **p < 0.001 (two-tailed); N = 269.
Abbreviations: CR, composite reliability; AVE, average variance extracted.

consistency of all of the constructs was confirmed, as the
value of the Cronbach alpha was higher than 0.7.% In
addition, the CR values confirmed the high level of relia-
bility and internal consistency of all of the latent con-
structs, as the outer loadings of all of the items were
higher than the threshold value of 0.6. The AVE values
were greater than the threshold value of 0.5, thus proving
the convergent validity of all of the constructs.®®

As shown in Table 4, all of the shared variance values
except for one of them (0.856) were lower than their
corresponding AVE values, indicating that the discriminant
validity between constructs has not been fully verified.
Subsequently, heterotrait-monotrait (HTMT) ratio analysis
which is considered to be a superior measure which over-
comes the bias of the other techniques was used to verify
the discriminant validity.* The obtained HTMT values
(Table 4) were statistically significant and smaller than
the recommended threshold (HTMT0.90).”° This finding

Table 4 Discriminant Validity

Research Construct FAM INT Pl PU
FAM 0.865 0.732 0.729
INT 0.856 0.705 0.726
PI 0.718 0.704 0.700
PU 0.728 0.714 0.701

Notes: N = 269; the elements below the diagonal are the correlations between the
construct values, whereas the elements above the diagonal are the HTMT values.

suggests that the measurement model can ensure discrimi-
nant validity.

Structural Model

The criteria set used by Kline’' was adopted for the
normality assessment of the data. The absolute skew and
kurtosis values of the observed variables were within the
range of 1, suggesting that these variables were approxi-
mately univariate normal. Thus, the index of multivariate
kurtosis and its critical ratio”® should be considered.
Bentler suggested that, in practice, the c.r. values >5.00
are indicative of non-normally distributed data.”® In this
research, the c.r. value of 39.934 (see Appendix A) corre-
sponded to non-normality in the sample.

Non-normality leads to an overestimation of the chi-
squared statistic (the degree of discrepancy between the
model-implied and sample-derived covariance matrices),
potentially leading to a false rejection of the model as
whole. Subsequently, the underestimation of the standard
errors of the parameter estimates can lead to inflated statis-
tics, hence the possibly erroneous attributions of significance
of specific relationships in the model. One approach of
handling multivariate non-normal data is to use a procedure
known as “bootstrapping”.”**> As such, we used the boot-
strap technique to correct the model fit. As shown by the
details of the corrected structural model in Table 5, the
hypothesized model fits well the data (y* = 87.53, df = 59,

Table 5 Model Fit Indices of Model

Fit Indices Model | Reference | Overall
Value Value Model
Fit

Bollen-Stine 2 87.53 The lesser. Yes
the better

DF 59.00 The larger, Yes
the better

Normed Chi-aqr (y2/DF) 1.48 (1, 3) Yes

Goodness of Fit Index (GFI) | 0.97 > 0.9 Yes

Adjusted Goodness of Fit 0.94 > 0.9 Yes

Index (AGFI)

Root Mean Squared Error of | 0.04 < 0.08 Yes

Approximation (RMSEA)

Tucker Lewis Index (TLI) 0.99 >09 Yes

Comparative Fit Index (CFl) | 0.99 >09 Yes

Notes: N = 269; estimation of 5000 bootstrap sample.
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¥*/df = 1.48, GFI = 0.97, AGFI = 0.94, TLI = 0.99, CFI =
0.99, IF1 = 0.99, RMSEA = 0.04).

Figure 2 presents the results of the AMOS analysis of the
structural model. As shown by the correlation coefficients in
Table 6, familiarity is positively and significantly related to
purchasing intention (r=0.465, p=0.001), and intimacy is also
positively and significantly related to purchasing intention (r =
0.449, p <0.001). In addition, the results of the direct effect of
familiarity on purchase intention (standardized direct effect =
0.299, p = 0.041; Table 7) and the direct effect of intimacy on
purchase intention (standardized direct effect =0.305, p =
0.018) are both statistically significant. Thus, H1 and H2 are
supported.

As similarly shown by the correlation coefficients in
Table 6, familiarity is positively and significantly related to
perceived usefulness (r = 0.500, p < 0.001), intimacy is
positively and significantly related to perceived usefulness
(r=0.432, p <0.001), and perceived usefulness is positively
and significantly related to perceived usefulness (r = 0.613,
p <0.001). Therefore, H4a, H5a and H3 are supported.

The results pertaining to H4 and H5 are shown in Table 7.
The direct effect of familiarity on perceived usefulness (stan-
dardized direct effect = 0.500, p < 0.001), the direct effect of
intimacy on perceived usefulness (standardized direct effect =
0.432, p <0.001), and the direct effect of perceived usefulness

on purchase intention (standardized direct effect = 0.332,
p =0.030) are all statistically significant. Therefore, the media-
tion of perceived usefulness in our model is supported. To
investigate the indirect effects of the dependent variable
through the mediators, we performed percentile bootstrapping
and bias-corrected percentile bootstrapping at the 95% confi-
dence interval with 5000 bootstrap samples.”® We followed the
suggestions of Preacher and Hayes’’ and calculated the con-
fidence intervals of the lower and upper bounds to test whether
the indirect effects were significant. The bootstrap test results
shown in Table 7, confirm the existence of a positive and
significant mediating effect of perceived usefulness between
intimacy and purchase intention (standardized indirect effect =
0.143, p =0.021, 95% CI =[0.025, 0.271]) and a positive and
significant mediating effect of perceived usefulness between
familiarity and purchase intention (standardized indirect effect
=0.166, p=0.007, CI =[0.046, 0.279]). Therefore, H4 and H5
can be verified.

In exploring the moderating effects of product type, mul-
tigroup structural modeling” was conducted to examine H6,
H7 and H8. First, we set as equal the path coefficients from
familiarity to purchase intention, and then we estimated
freely the other path coefficients for both of the search
product (mobile phone) and experience product (cookie)
groups. Therefore, the chi-square difference between this

78
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57 84
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Figure 2 Structural model.
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Abbreviations: FAM, familiarity; INT, intimacy; PU, perceived usefulness; Pl, purchase intention.
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Table 6 Descriptive Statistics and Correlations of Variables

Research Construct Mean SD FAM INT PU Pl
FAM 3.098 0.965 (0.875)

INT 2.960 1.015 0.000 (0.892)

PU 3515 0.804 0.500%+* 0.432%%* (0.909)

PI 3.140 1.081 0.465%+* 0.449+%* 0.613%%* (0.943)

Notes: **p < 0.001 (two-tailed); N = 269; figures in parentheses are Cronbach’s alpha values.

Abbreviation: SD, standard deviation.

Table 7 Standardized Direct, Indirect, and Total Effects of the Hypothesized Model

Research Construct Point Estimate (c) Product of Coefficients Bootstrapping
Percentile 95% CI Two-Tailed Significance

SE z Lower Upper
FAM—PI 0.299 0.146 2.048 0.034 0.602 0.041 (**)
INT—PI 0.305 0.129 2.364 0.053 0.554 0.018 (**)
PU—PI 0.332 0.111 2.991 0.090 0.522 0.003 (**)
FAM—PU 0.500 0.125 4.000 0.262 0.736 0 0.000 (***)
INT—PU 0.432 0.122 3.541 0.162 0.631 0 0.000 (***)
FAM—PI 0.166 0.062 2.677 0.046 0.297 0.007 (**)
INT—PI 0.143 0.062 2.306 0.025 0.271 0.021 (**)
FAM—PI 0.465 0.125 3.720 0.214 0.691 0.000 (***)
INT—PI 0.449 0.127 3.535 0.177 0.665 0 0.000 (***)
PU—PI 0.332 0.111 2.991 0.090 0.522 0.003 (**)
FAM—PU 0.500 0.125 4.000 0.262 0.736 0.000 ()
INT—PU 0.432 0.122 3.541 0.162 0.631 0.000 (**)

Notes: **p < 0.005; ***p < 0.001 (two-tailed).
Abbreviation: SE, standard error.

constrained model and the unconstrained ones could be used
to examine H6. As shown in Table 8, the chi-square differ-
ence is significant (Ay’;) = 17.540, p < 0.001), and the
coefficients estimated from familiarity to purchase intention
are 0.255 in the search product (mobile phone) group and
0.257 in the experience product (cookie) group. As expected,
the positive relationship between familiarity and purchase
intention is stronger when social commerce users buy an
experience product as opposed to a search product, thus
supporting H6. Second, we set as equal the path coefficient
from intimacy to purchase intention, and then the other
relationships in the model were estimated freely between

the search product (mobile phone) and experience product

(cookie) groups. As shown in Table 8, the chi-square differ-
ence is significant (Ax2(3) = 1.945, p = 0.163) between the
constrained and unconstrained models, and the coefficients
estimated from intimacy to purchase intention are 0.260 (p =
0.017) in the search product (mobile phone) group and 0.318
(p = 0.008) in the experience product (cookie) group. The
finding indicates that the positive relationship between inti-
macy and purchase intention is stronger when social com-
merce users buy an experience product as opposed to a search
product, therefore supporting H7. Finally, we set as equal the
path coefficients from perceived usefulness to purchase
intention, leaving the other relationships to be freely esti-
mated in both product type groups. The results shown in
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Table 8 Invariance Test of the Two-Group Structural Model and Testing the Moderating Effects
Search Group (N = 120) Experience Group (N = 149) Unconstrained Constrained Ay?
Standardized Z-Value | Standardized Z-Value | Model Chi-Square Model Chi-Square (Adf=1)
Coefficients Coefficients (df = 120) (df=121)
FAM—PI | 0.255 1.393 0.257 1.736 616.104 633.644 17.540%+*
INT—PI | 0.260 2.385*% 0.318 2.650%* 616.104 618.049 1.945
PU—PI 0.339 4.291%* 0.525 3.646* 616.104 623.946 7.842%%

Notes: Standardized estimation of 5000 bootstrap samples; *p < 0.05; ***p < 0.00| (two-tailed).

Table 8 reveal that the chi-square difference is significant
(sz(s) = 7.842, p = 0.005) between the constrained and
unconstrained models, and the coefficients estimated from
perceived usefulness to purchase intention are 0.339 (p <
0.001) in the search product (mobile phone) group and 0.525
(p < 0.001) in the experience product (cookie) group. As
expected, the positive relationship between perceived useful-
ness and purchase intention is stronger when social com-
merce users buy an experience product as opposed to
a search product. Thus, H8 is supported.

Discussion

The study has verified that familiarity and intimacy posi-
tively affect purchase intention. Familiarity and intimacy
are two important antecedents that influence the consu-
mers’ purchase intention in social commerce. As an inte-
gral part of the network-based transaction method, the
purchase intentions of social commerce users are often
disrupted by large amounts of redundant information.
Such sources of information have become the focus of
consumer attention as a means of identifying the reliability
of information and obtaining much more useful informa-
tion. Emotional interactions by means of sharing purchas-
ing activities and considering consumer experience can
increase the familiarity and intimacy between social com-
merce users, and this approach further affects purchase
intention in relation to the use of credible information. In
general, information from friends with high intimacy often
means high credibility. Consequently, consumers are more
willing to accept the information, and users with high
familiarity have more consistent views and valuation of
the products. Therefore, the purchase intention of social
commerce users is often influenced by someone who has
high intimacy or high familiarity with them. When making
purchase decisions over social commerce platforms, such
as Pinterest (https://www.pinterest.com/) and Xiaohongshu

(https://www.xiaohongshu.com/), consumers tend to focus

on the product information provided by familiar users and
close friends. Thus, highly familiar users or highly inti-
mate friends often become an important reference group
when making purchasing decisions.

On the basis of SOR theory, this study extends the
work of Lee and Kwon’ by examining perceived useful-
ness as a mediator between emotional interaction (famil-
iarity and intimacy) and purchase intention. Although the
users’ purchase intentions are directly affected by famil-
iarity and intimacy, as rational consumers, they still judge
the reliability or usefulness of the information provided by
other users. In social commerce platforms, the emotional
interaction between users is one of the key reasons for
consumers to judge the quality of an obtained information.
In the case of asymmetric information, consumers tend to
trust the interactive information shared by users they are
more familiar or intimate with, this tendency can help
users perceive the usefulness of an information more
easer. When users perceive the useful information as suffi-
cient, they can reduce the expected risk that is associated
with the inaccessibility of physical goods, thereby prompt-
ing the generation of their purchase intention.

Product types can be adjusted to handle the effect of
perceived usefulness on purchase intention. However, for
purchase scenarios involving different product types, the
purchase information obtained by consumers differs, and
the perceived usefulness of information also varies.
Compared with consumers with low perceived usefulness,
consumers with high perceived usefulness are more likely
to generate purchase intentions. In social commerce, the
consumers of experience goods need to learn from the
buying feelings and user experiences shared by other con-
sumers. In other words, the impact of perceived usefulness
on the consumers’ purchase intention of experience pro-
ducts is more obvious than those of any other types of
goods.
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Implications

This study offers four contributions to the field of social
commerce. First, we have developed a model that inte-
grates the theory of emotional interaction and purchase
intention. The results not only support the findings of
prior studies in which emotional interaction significantly
affects purchase intention, but the conclusions can also be
applied to a new scenario—social commerce. Second, our
findings have revealed that strengthening the social com-
merce users’ familiarity or intimacy can enhance their
perceived usefulness with regard to purchase intention.
Thus, social commerce platforms should find ways to
enhance the customers’ emotional interaction to improve
their purchase intention by means of the mediated effect of
perceived usefulness. Third, our study has extended the
work of Lee and Kwon’ by examining perceived useful-
ness as a mediator between emotional interaction and
purchase intention. Our results also indicate that firms
can enhance the social commerce users’ purchase intention
by increasing familiarity via perceived usefulness in favor
of intimacy. In addition, companies can enhance the social
commerce users’ purchase intention by increasing the pro-
ducts’ usefulness, which can be perceived by means of
emotional interaction. Finally, this empirical research has
expanded the work of Xie®® by examining product type as
a moderator of the relationships between emotional inter-
action (familiarity and intimacy) and purchase intention,
and between perceived usefulness and purchase intention.
The results further reveal a stronger relationship between
emotional interaction and purchase intention when buying
experience products as opposed to buying search products
and a stronger relationship between perceived usefulness
and purchase intention. These results also support the view
that social commerce users are more easily affected by
emotional interaction when buying experience products
(mobile phones) as opposed to buying search products
(cookies).

The results offer insights into the management practice
of social commerce. First, the results suggest that enter-
prises or platforms should pay more attention to the effects
of emotional interactions of users. Managers should use
this relationship among social commerce users to analyze
their connection nodes, achieve precise marketing, reduce
marketing cost, expand marketing scope, and increase user
purchases. Second, as familiarity and intimacy can pro-
mote the purchase intentions of users, managers of social

business platforms should actively create an atmosphere of

convenience, such as offering reward mechanisms, to sti-
mulate and enhance emotional interaction among social
commerce users. Finally, the positive relationships
between emotional interaction (familiarity and intimacy)
and purchase intention and between perceived usefulness
and purchase intention are further strengthened when
social commerce users purchase an experience product as
opposed to a search product. Thus, for experience pro-
ducts, such as cookies, movies and skincare products,
merchants should pay more attention to enhancing the

emotional interaction among social commerce users.

Limitations

Although this research offers certain theoretical contribu-
tions and practical implications, several limitations have
been observed. First, the study used online survey to
collect experimental data. Controlling the answering envir-
onment is impossible, and it may even be subject to
deviations due to the interference of the experimental
subjects’ environment and other factors. In the future,
researchers may rely on social commerce platforms to
collect objective data by means of web crawlers or use
field-scenario experiments or multi-experiment methods to
alleviate the validation bias of the data.

Second, although this study has considered the moder-
ating effect of product type, the purchasing propensity of
consumers may have differed on the basis of gender.
Female consumers may be more sensitive to information.
Subsequent research can test the consumer’s gender differ-
ences for the effect of perceived usefulness and purchasing
relationships.

Finally, the study found that the emotional interaction
factors (familiarity and intimacy) of users in social com-
merce platforms have a significant impact on perceived
usefulness, but the variance interpretation rate is 49%,
indicating that other factors may have been ignored.
Future research may consider such factors as time of
information dissemination, perceived risk, social support,
or the combination of technology and social attributes.

Conclusion

Purchase intention in social commerce is affected by emo-
tional interaction (familiarity and intimacy) and perceived
usefulness. The positive relationships between emotional
interaction and purchase intention and between perceived
usefulness and purchase intention are stronger when social
commerce users purchase experience products instead of
search products. Thus, this study suggests that strategies
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aimed at enhancing emotional interaction and perceived
usefulness should be developed to enhance the purchase
intention of social commerce users.
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