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Abstract
Purpose – The purpose of this paper is to investigate the influence of social commerce constructs (SCCs),
social support and relationship quality on social commerce intentions, which lead to use behaviour of social
networking sites for social commerce.
Design/methodology/approach – Data were collected from 343 users of social networking sites in
Pakistan. The data analysis was conducted using PLS-SEM.
Findings – The results show that SCCs have empowered consumers through the existence of virtual groups,
ratings and reviews and recommendations and referrals, thereby having a significant impact on social
commerce intentions. The relationship quality with social networking sites, measured through commitment,
satisfaction and trust, also proved to be a leading forecaster of social commerce intentions. The impact of
social support could not positively influence the relationship quality with the social networking site. However,
social support influences the social commerce intentions significantly.
Research limitations/implications – Future research should enrich model with some moderating
variables and data may be collected from actual online shoppers only.
Practical implications –This study provides valuable insights to retailers to formulate their social commerce
strategies as per decision factors results to have maximum engagement of consumers in social commerce.
Originality/value – The study proposes the unique model for finding the social commerce intentions and
use behaviour using social support theory, relationship marketing theory and information systems literature.
Keywords Social media, Web 2.0, Information sharing, Social networking
Paper type Research paper

1. Introduction
In the present era, rapid increases on the internet, especially in Web 2.0 technology, giving
an enormous number of individuals a chance to use social networking sites (SNSs) like
Twitter, Facebook and LinkedIn. The primary objective of the SNSs is to build an online
environment where participants can share and pursue common experiences, activities
and common interests (Zeng et al., 2009). SNSs are the key source of social commerce
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because they enhance the quality of the relationship between suppliers and consumers
(Liang and Turban, 2011), increasing trust and motivating the consumer to buy company
products after hearing about the complete satisfaction of other SNS users (Kim and Park,
2013). Social commerce is a novel concept and is the mixture of e-commerce and Web 2.0
technologies such as social media and SNSs (Ahmad and Laroche, 2017; Hajli, 2014c, 2015;
Liang et al., 2011; Liang and Turban, 2011), which empower consumers to produce
content (Heinonen, 2011).

According to Marsden (2009), 83 per cent online customers were eager to share
purchasing details with peers, and while shopping, 67 per cent of virtual customers
preferred recommendations received from the online community. Kelly et al. (2010) found
that consumers believed that information provided by a friend is more credible than
information received from a company about the product and there is a positive relationship
between positive views of peers and purchase intentions. Scholars claimed that the role of
social platforms in providing referrals, reviews, ratings, online communities and
recommendations about the products and services enhanced the social commerce
intentions (Park et al., 2007; Yadav et al., 2013). The online social platforms such as forums
and communities provide opportunities to consumers to rate, review, recommend and refer
the products and services for peer consumers and empower the consumers to communicate
and negotiate with sellers. Such forums and communities, ratings and reviews,
recommendation and referrals are known as social commerce constructs (SCCs) (Hajli,
2015; Hajli and Sims, 2015).

In the literature, relationship quality is measured through commitment, satisfaction and
trust (Hajli, 2014c). These three facets of relationship quality play a significant role in
social commerce (Hajli, 2014a). Yang et al. (2005) explained satisfaction as the user’s overall
evaluation of a service provider. Researchers know that trust is a key construct in social
commerce (Hajli, 2014c) because an increasing level of customer trust motivates consumers
to go shopping online rather than buying physically (Hajli, 2015). In social commerce,
commitment relates to the psychological state, and it happens when the supplier–customer
ongoing relationship makes efforts to maintain it (Arnott et al., 2007). Several scholars
argued that relationship quality is a significant determinant of social commerce regarding
social commerce intention (Hajli, 2014c; Liang et al., 2011; Rauyruen and Miller, 2007;
Wang and Hajli, 2015).

In the present social environment, potential customers have access to information
provided through social interaction by social media (Liang et al., 2011), with regular
interconnectivity amongst individuals to support them in their buying decisions and this
process generates social support in an online context (Hajli, 2014c). Social support is a
well-known concept in sociology, now welcomed in business studies, defined as
“information leading the subject to believe that he is cared for and loved, esteemed and a
member of a network of mutual obligations” (Cobb, 1976). The availability of social support
in SNSs is a prominent factor which may affect the social commerce intentions. Users get
informational and emotional support from their peer consumers through SNSs and assist
them in their buying decisions (Sheikh et al., 2017).

Nevertheless, limited efforts have been made to study online consumer behaviour in the
social commerce context in developing countries, such as Pakistan, where a significant
consumer concern is a lack of trust in the accuracy of information about products before
purchase. Because pre-purchase information exists on different online social platforms,
ratings, reviews and recommendations of goods have become a primary concern for the
consumer in this region. Also, the information accuracy of the product is being considered
as one of the major hurdles in the development of social commerce. This study will help
consumers to make well-informed purchase decisions and share their product- and
service-related experiences with other users of online communities to assist them to perform
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social commerce activities. Several studies have investigated the social commerce intentions,
but very few have focussed on online social support, relationship quality with the SNSs,
and SCCs in determining the social commerce intentions and the actual use behaviour of
SNSs for social commerce. To address the research gap, we proposed a theoretical
framework ground upon social support theory, relationship marketing theory, and
information systems (IS) literature.

The study has several contributions. First, it extends the extant literature on social
commerce and correlated concepts. Second, the proposed theoretical model provides the
empirical evidence to the factors such as social support in an online context, relationship
quality and SCCs to determine the social commerce intentions. Third, this study investigates
the actual use behaviour of SNSs for social commerce instead of investigating the intentions
only. Several studies have investigated behavioural intentions, but very few have
determined the actual use behaviour of SNSs in social commerce context. Overall, this
research will provide a base for new theoretical models in social commerce context based on
consumer’s online social interaction.

The objective of this research is: to analyse the impact of SCCs, social support and
relationship quality on social commerce intentions; to find the role of SCCs and social
support in developing the relationship quality; and to investigate the impact of social
commerce intentions on use behaviour of SNSs for social commerce.

The paper continues with the theoretical background, relevant literature and the
conceptual framework. It will then discuss the research methodology we followed, results of
the analysis, the discussion of the hypotheses followed by conclusion, limitations and future
research direction.

2. Theoretical background
2.1 Social commerce
The innovations in Web 2.0 applications and information and communication
technologies are the reasons behind the development of social commerce (Kim and
Park, 2013), where consumers are enabled to interact with businesses and create content
(FüLler et al., 2009). Social commerce is a novel development and division of electronic
commerce (Hajli, 2014c; Kim and Park, 2013), which empowers shoppers to create content
(Hajli, 2015). The merchandisers, with the help of social commerce, can now gain access to
various markets by participating in social communications of consumers (Hargadon
and Bechky, 2006). The dissemination of information about e-commerce transactions and
activities through social media, generally through SNSs, is referred to as social commerce
(Liang et al., 2011). SNSs such as Twitter, LinkedIn and Facebook are social media
technologies empowered by Web 2.0. Also, the present transformation of e-commerce
to social commerce is because of the popularity of SNSs (Hajli, 2013; Liang et al., 2011;
Liang and Turban, 2011; Zeng et al., 2009).

The ultimate objective of SNSs is to create an online social platform as a place where
members can interact, share experiences and information, do activities and seek mutual
interests (Shin, 2010). Social commerce aims to mix the e-commerce with Web 2.0 tools to
plan a customer-orientated business and to introduce new trade models based on virtual
communities (Hajli and Sims, 2015). A social commerce strategy for businesses is to
develop the virtual groups and motivate the members to share information, knowledge
and experiences about their products and services. Alternatively, to get benefit from social
commerce, companies may become part of popular SNSs such as Twitter, Facebook or
LinkedIn and ask consumers to “like” their product or page (i.e. indicate approval using a
facility provided by the SNS), which could lead the company to sell more of their product
via this channel (Hajli, 2015). Most of the companies desire consumers to share their
remarks regarding the services or products on different SNSs, such as Facebook or
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Twitter, using their brand fan page which assists businesses to innovate, improve or
introduce new products as per the customers’ requirements. Dell, Q mobile, Hyperstar,
Next and Uniworth are a few examples of different available brands that are involved with
social commerce in this research framework.

2.2 Social commerce constructs
The constructs like ratings and reviews, forums and communities and recommendations
and referrals are called SCCs (Hajli, 2013). These SCCs can support consumers by providing
textual information about their purchasing decisions. Today, using social media and SNSs,
businesses can take part in consumer’s social interaction on a platform created by online
sellers (Amblee and Bui, 2011). Online communication and social interaction of consumers
are facilitated by the SCCs employed by online sellers, including recommendation systems,
reviews, ratings and development of virtual groups and forums. Now, most online stores are
providing customer reviews on their websites, for example, Amazon and eBay (Huang et al.,
2011) because for prospective consumers, reviews provided by previous customers have
auxiliary value (Heinonen, 2011; Keller, 2009).

Creating electronic word of mouth (WOM) in online communities is another essential tool
of social commerce, and it can be significant for businesses (Kozinets et al., 2010). The
advancement of e-commerce towards social commerce is due to SNSs, as forums and
communities are the hands-on tools of social media and SNSs (Huang and Benyoucef, 2013).
Consumers can create support for other prospective consumers by recommending a product,
as recommendations are another SCC (Piller and Walcher, 2006). Social perception is
influenced by web applications and social technologies because consumers can quickly and
broadly share their experiences, knowledge and information; can participate in forums and
communities; and can leave their recommendations on record for other customers (Hajli, 2013).

Ratings and reviews are associated with social communication as one of the dimensions
of SCC. Product reviews can simply be posted online by customers (Chen et al., 2011) who
rate the products based on their experience (Wang and Hajli, 2015). The comprehensive
information about products can be achieved by these reviews and ratings for the assistance
of other prospective customers. This information exchange and experiences through this
communication channel, thus, assist the consumer in his buying decision (Han andWindsor,
2011; Islam et al., 2017).

Different social platforms developed by online sellers to permit customers to share
information and participate in group discussion is another dimension of SCCs; these
facilities are known as forums and communities (Bagozzi and Dholakia, 2002; Wang and
Hajli, 2015). These vendors, through the help of Web 2.0 applications, social media, social
technologies, SNSs and online communities, support members sharing of information and
knowledge about the product (Lu et al., 2010). Consumers utilise these platforms to have
more product information before they make a purchase decision (Wang and Hajli, 2015).

Another dimension of SCCs is recommendations and referrals, this dimension plays a
significant role in social commerce intentions (Hajli, 2015). Consumers have to trust other
folk’s recommendations because they are unable to feel or touch the product physically in
an online environment (Senecal and Nantel, 2004), whereas in bricks and mortar
stores consumers can tangibly feel the product and communicate with the staff.
The lack of physical pre-purchase physical contact is a significant challenge in an
online environment (Kumar et al., 2010) and, thus, reflects the importance of the
recommendations dimension of SCCs.

2.3 Relationship quality
The relationship quality concept is derived from the theory of relationship marketing
(Crosby et al., 1990; Dwyer et al., 1987). To transform unresponsive consumers into loyal
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consumers and to reinforce the relationship between seller and buyer is the eventual goal
of relationship marketing theory (Berry and Parasuraman, 2004). The dimensions of
relationship quality like trust, commitment and satisfaction are the fundamental themes
of this theory (Garbarino and Johnson, 1999; Palmatier et al., 2006). The tightness and the
strength of a relationship, which performs an essential role in compelling customer loyalty,
is referred to as relationship quality (Palmatier et al., 2006). Relationship quality has three
primary features: relationship commitment, relationship satisfaction and trust (Wulf et al.,
2001). Past studies confirm and show empirically that relationship quality can be best
measured by these three facets (De Cannière et al., 2009). Consequently, this study assumes
that relationship quality is comprised of these three indicators.

The aspiration to maintain a relationship with a retailer is called commitment
(Moorman et al., 1993; Morgan and Hunt, 1994; Wulf et al., 2001). Commitment is a
significant element for maintaining a long-term relationship (Garbarino and Johnson,
1999). To enhance efforts to guarantee the relationship, this indicator of relationship
quality demonstrates the significance of the relationship with business (Gustafsson et al.,
2005). The general emotional assessment of the performance of a service or product
provided by the customer is referred to as satisfaction (Gustafsson et al., 2005).
Relationship satisfaction is another construct of relationship quality, being an effective
state of people after a thorough evaluation of the relationship (Wulf et al., 2001). This
indicator of the relationship quality creates a connection with consumers, and it is entirely
dependent on the service quality of the seller (Hajli, 2014c). “A willingness to rely on an
exchange partner in the WOM that has confidence” is defined as trust (Moorman et al.,
1993). In all social and economics businesses, particularly in a virtual setting where vast
vagueness may exist, trust is an essential subject (Pavlou, 2003). Trust is a fundamental
matter of social commerce as well (Hajli, 2014b). Benevolence and honesty of an online
seller lead a customer to trust in business (Gefen et al., 2003). The two diverse kinds of
trust are credibility and benevolence (Ba and Pavlou, 2002). A faith that the other party in
a deal is honest and trustworthy refers to credibility-based trust, which usually relies on
reputation information and is impersonal, whereas repeated customer–seller relationships
refer to benevolence-based trust (Ba and Pavlou, 2002).

2.4 Social support
A psychological perception or physical help an individual or a member of a group or
organisation received or responded or being cared in an organisation by others is
known as social support (Crocker and Canevello, 2008). To illuminate, how social
relationships affect emotions, behaviours and perception of individuals; a social support
theory has been proposed. The idea of social support is taken from social support theory
(Lakey and Cohen, 2000).

Social support is the resultant of an individual’s effective involvement and
mobilisation of their personal networks; it is not only a by-product of their associations
(Offer, 2012). Online engagements that individuals perform by cooperating with peers
through social media are considered as online social support (Hajli and Sims, 2015).
Individual’s social needs are aided by their online social interactions and real experiences
that satisfy people’s social needs. Also, receiving social support online brings cordiality
among users (Liang et al., 2011). More favourable consumer attitudes can be attained if a
higher level of perceived social presence exists as indicated by many studies (Hassanein
and Head, 2007).

Social support is a multidimensional construct having many components for different
contexts (Madjar, 2008; Xie, 2008). Social support is mainly covered by three types:
informational, emotional and tangible as highlighted in the previous studies (Schaefer et al.,
1981). Online social interactions are computer-generated and dependent on virtual
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communications using social media. So, online social support is considered intangible, and it
embraces emotional and informational support (Coulson, 2005; Madjar, 2008).

Emotional support is referred to an individual’s trust on other online users that
he is being cared and loved, and a feeling that a person is no stranger and is a
member of that virtual group. In social commerce perspective, when consumers perceive
that they are being commiserated or cared for by information shared by other
consumers; it reflects that social support is present (Bai et al., 2015). Emotional support
received by individuals in the virtual community may help to decrease one’s anxiety level
(Taylor et al., 2004).

Providing advice and information that could help another individual in the virtual
group is referred as informational support. Different types of user generated content
including knowledge, recommendation and advice are all indicators of informational
support (Bai et al., 2015). Information sharing or posting a message in reply to inquiries by
users of the group may help to counter the difficulties, particularly honest evaluation of
information (Coulson, 2005). To investigate social support in virtual communities; these
two forms of messages are considered as the primary goal for investigation (Liang et al.,
2011) dissimilar to tangible support. These two support messages (informational and
emotional) are considered as a critical support instrument for social commerce. Being
cared for or thoughtful emotions improve the attentiveness of social relations among users
and motivate them to proactively share information or contribute in endorsing a product
by sharing its related information using social media which is a social commerce
perspective (Bai et al., 2015).

2.5 Social commerce intentions
For behavioural researchers, the intention is a standard measurement used to forecast
possible human action. Behavioural intention is significantly correlated with actual behaviour,
as has been verified by many research studies. The main objective of social commerce is to
acquire benefit of interactions in a social network to achieve commercial advantages
(Liang et al., 2011). Social commerce intention means what a possible consumer plans to do or
can be expected to do (Shin, 2013). The commercial benefits of social commerce can lead the
business to improve customer loyalty or enhance its sales. The theory of reasoned action
(TRA), theory of planned behaviour and technology acceptance model (TAM) have been used
extensively to investigate the “intention to use” (Hajli, 2014c). Therefore, the
outcome construct of our proposed research model is social commerce intentions, which
lead to actual use behaviour of SNSs for online purchases to check the relationship and power
of social support, relationship quality and SCCs. One of the key elements in determining
consumer behaviour is likely to be the social communication of associates in a community
(Bagozzi and Dholakia, 2002). The quantity and worth of information provided by customers,
like ratings and reviews and recommendations from consumers, affect social commerce
intention (Park et al., 2007).

3. Hypotheses development
We now propose a conceptual framework based on social commerce literature to
understand the developing relationships of individuals and to enhance understanding of
social commerce. In particular, this paper examines the impact of SCCs, social
support and relationship quality construct within the social commerce environment.
The proposed model is built on social support theory, SCCs derived from the IS
literature and relationship marketing theory. The hypotheses and rationalisation for
associations among the constructs are discussed below. The theoretical model is
shown in Figure 1.
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3.1 The effect of SCCs on relationship quality
Social technologies, like the shopper evaluation tool in Amazon.com, provide prospects to
increase social communications among the users of the website in social commerce context
(Wang and Hajli, 2015). The websites created by online retailers, however, provide an
opportunity for customers to interact with them and with other users of the forum.
In today’s digital age, consumers are enthusiastic to continue a healthy relationship with
retailers as well as peer consumers, which helps them in making the appropriate purchase
decisions (Yoon et al., 2008). On the other hand, information related to the identity of users
on the online forum has always been a serious concern for consumers (Forman et al., 2008).
Consumers are always concerned about forged ratings and reviews by third parties (Riemer
and Lehrke, 2009), which may lead customers to form an inappropriate opinion about
buying, and consequently leads to lower satisfaction and commitment toward online sellers
(Wang and Hajli, 2015).

Accurate and authentic ratings and reviews of the product by third parties with
authenticity in the social commerce environment help consumers to maintain a healthy
relationship with online sellers and other consumers, which ultimately leads to enhancement
of consumer purchase intentions (Bai et al., 2015). To gather more information about users
or reviewers regarding their identity and increase the authenticity of reviews and ratings,
online sellers have to encourage users to be transparent on social platforms, meaning the
sellers must maintain a healthy relationship with consumers (Forman et al., 2008). A study
carried out by Yoon et al. (2008) found that consumers show more satisfaction with the
business if a positive relationship is formed. Also, Wang and Hajli (2015) concluded that
SCCs help businesses and online sellers to establish commitment, satisfaction and trust.
Therefore, the following hypothesis is proposed:

H1a. SCCs have a positive relationship with the user’s relationship quality on a social
networking site.

Forums and
Communities

Ratings and
Reviews

Recommendations
and Referrals

Commitment

Satisfaction

Trust

Informational
Support

Emotional
Support

Social
Support

Relationship
Quality

Social
Commerce
Intentions

Use
Behaviour

Social
Commerce
Constructs

Figure 1.
Proposed
research model
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3.2 The effect of SCCs on social commerce intentions
In today’s era, online sellers provide more opportunities for consumers to interact with each
other using social media and SNSs than ever before (Amblee and Bui, 2011). Social
commerce facilitates consumer use of online forums and communities to give ratings,
reviews, recommendations and referrals with the help of SNSs and Web 2.0 applications
(Hajli, 2015). These will help consumers in their purchasing decision processes by allowing
consumers to look at friends’ reviews and ratings for a specific product. The feedback from
consumer reviews can also affect brand reputation (Davidson and Copulsky, 2006). An
experience-based information source can lead to a significant impact on social commerce
intentions (Hajli, 2015; Park et al., 2007). Favourable consumer evaluations significantly
enhance sales (Heinonen, 2011).

Several scholars claimed that the recommendation systems seem to have a considerable
influence on consumers’ buying intentions (Maria and Finotto, 2008; Riemer and Lehrke,
2009; Senecal and Nantel, 2004). Product certification and evaluation by a third party can
also assist consumers making a purchase decision. Bai et al. (2015) conducted a study on
consumer purchase behaviour in social commerce environment and found that the products
recommended by a third party or consumers who have prior history and experience of using
a particular product may have a significant impact on social commerce intentions. Hajli and
Sims (2015) argued that consumer considers SNSs very useful and they affect their purchase
intentions. Also, the TRA confirms that perceived usefulness affects the behavioural
intention (Davis, 1989). Furthermore, Sheikh et al. (2017) revealed that SCCs positively
influence the behavioural intentions in a social commerce environment. A study conducted
by Cheung et al. (2014) found that such social technologies involve customers on SNSs and
can affect shopper buying choices within the social commerce environment. Therefore, we
formulate the following hypothesis:

H1b. SCCs positively affect user’s social commerce intentions.

3.3 The effect of social support on relationship quality
The primary purpose of the SNSs is to build a relationship. The relationship quality can be
assured if the consumers in a social commerce platform feel that users in virtual
forums would provide considerable support to them (Liang et al., 2011). Users of SNSs feel
more associated with online users and builds trust with those users with the presence of
social support (Crocker and Canevello, 2008; Weber et al., 2004). The psychological needs of
the users can be fulfilled in the SNS with the presence of social support and can offer
psychological benefits to users (Islam, Attiq, Hameed, Khokhar and Sheikh, 2018; Islam,
Sheikh, Hameed, Khan and Azam, 2018; Obst and Stafurik, 2010; Shaw and Gant, 2002).
These benefits make the people feel that the SNS is valuable and this make the satisfactory
relationship quality. Hajli (2014c) argued that social support measured by informational and
emotional support is likely to enhance commitment, satisfaction and trust of the user in
using a SNS. Interaction and participation of consumers in virtual communities have a
positive impact on consumer commitment, which leads to more trust in the online forum
itself (Casaló et al., 2008). The availability of social support and the relationship
between users in SNSs provide trust to the SNS (Crocker and Canevello, 2008). Also,
Obst and Stafurik (2010) argued that consumers get satisfaction with the presence of social
support in the SNS and it enhances the relationship quality of individuals with that
particular SNS. Research conducted by Kim and Ko (2012) revealed that activities
performed on social media has a positive impact on relationship equity. Thus, the following
hypothesis is proposed:

H2a. The social support has a positive impact on user’s relationship quality in a social
networking site.
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3.4 The effect of social support on social commerce intentions
Social exchange theory claims that people would respond to others’ support when the
individual attains favours from other people (Blau, 1964). However, in an online context, an
SNS is a platform for users to exchange support with each other (Cheshire, 2007; Crocker
and Canevello, 2008). Users in online forums and communities have emotional and
informational support (Wellman and Wortley, 1990). Users receive emotional and
informational support from other users of online communities, which in turn motivate
them to use the SNSs when buying a service or product to make an informed decision
(Sheikh et al., 2017). Such type of support and consumers experiences help consumers in
making their buying decisions (Park et al., 2007). Consumer communications endorse brand
positively on social media platforms and can affect their purchase intentions (Naylor et al.,
2012). Tsai et al. (2012) argued that online social support is extensively available in
different online social platforms such as social media and SNSs and can influence the
individuals online shopping intentions. A study conducted by Liang et al. (2011) found that
online social support has a positive impact on social commerce intentions and encourage the
individuals to make a favourable and informed purchase decision. Also, individuals’
communication through different SNSs recommend a company positively and can affect the
users’ social commerce intentions positively (Naylor et al., 2012; Wang et al., 2012).
Furthermore, Sheikh et al. (2017) conducted a study on Saudi Arabian consumers and found
that social support positively influences the social commerce intentions. Therefore, the
following hypothesis is proposed:

H2b. Social support in an SNS is positively associated with social commerce intentions.

3.5 The effect of relationship quality on social commerce intentions
The development of real partnerships between service providers and customers is the
subject of research on relationship perspective in the real world (Wang and Hajli, 2015).
There is a higher possibility that a consumer will continue communicating with the service
provider as long as the relationship quality between the service provider and the user is
high (Liang et al., 2011). Users of virtual groups support other members’ social interactions
and communication and remain committed to participating in group activities on the
provided platform (Bagozzi and Dholakia, 2002). It is possible to have positive customer
interactions with an active and high-quality relationship, which raises the commitment
(Fournier, 1998). Crosby et al. (1990) argued that consumers will be more committed and
satisfied, and will show trust of the service provider for his services if the relationship
quality is excellent and this will positively affect the purchase decision. These
communications with friends and service providers, combined with the support users
receive, can encourage them to continue using or re-using the system (Bhattacherjee, 2001)
and affects their social commerce intentions (Hajli, 2014c).

The SNSs are not just a platform for social communication, in particular for users who
are buyers also; it is a channel for getting valuable product information and
recommendations and for sharing buying experiences (Liang et al., 2011). Hajli et al.
(2017) argued that the information acquirement in the SNS enhance the intentions to buy
online from online sellers. A study conducted by De Cannière et al. (2009) found that
relationship quality will affect the user’s purchase intentions. According to the
relationship marketing theory, positive correlation between customer and seller
provides a basis for the competitive benefit (Lewin and Johnston, 1997).
The relationship marketing theory confirms that relationship quality positively affects
consumer purchase decision (Morgan and Hunt, 1994). Scholars confirmed that a positive
association exists between relationship quality and user retention as upheld by the
previous studies (Palmatier et al., 2006; Shabbir et al., 2007). Also, Liang et al. (2011)
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carried out a study on Facebook user’s social commerce intentions and concluded that the
superior relationship quality would have a positive impact on the user’s social
commerce intentions. Therefore, based on the literature, this research formulates the
following hypothesis:

H3. Relationship quality has a positive relationship with user’s social commerce
intentions in social networking sites.

3.6 The effect of social commerce intentions on use behaviour
Behavioural intentions crave individuals to actually use the technology. In a social
commerce environment, the intention to use SNSs leads to actually use the SNSs for online
purchases. Several psychological theories and TAMs revealed that behavioural intentions
affect the user behaviour (Yu, 2012). A study conducted by Khan et al. (2017) found that
behavioural intentions are positively associated with use behaviour in adopting the mobile
internet banking. Also, Khan et al. (2018) performed a study for adopting the massive open
online courses and found that user’s behavioural intentions are positively associated with
the use behaviour. Furthermore, Sheikh et al. (2017) argued that behavioural intentions have
a positive impact in shaping the consumer’s use behaviour in social commerce environment.
Thus, the authors formulate the following hypothesis:

H4. Social commerce intentions have a positive association with the use behaviour of an
SNSs for online purchases.

4. Research methodology
4.1 Survey design
We used a survey questionnaire to obtain empirical data from the users of social
networking sites in Pakistan. The respondents for the current study were online users of
at least one social networking site. We chose the survey method because it is a
quantitative research method which is often used to examine behaviour and investigate
the association among constructs (Newsted et al., 1998). In many previous studies, the
survey method has been broadly used to examine behaviours in social commerce (Huang
and Benyoucef, 2015; Liu et al., 2016). Required data were obtained through an electronic
questionnaire in June and July 2017 (two months duration). To verify the
understandability of the scale, we arranged a focus group of ten people including PhD
management science students and two professors who specialise in survey design.
Following the recommendations of the focus group, we rephrased some wording in the
items. Before the final data collection, a pilot study was performed with 45 participants
including students and ten management information system (MIS) researchers to make
sure that statements of items are clearly understandable to the participants. As suggested
by Bell (2014), the pilot study is useful for debugging the scale.

4.2 Measurement development
To measure the variables for current research, we used seven-point Likert scales from
“(strongly disagree ¼ )” 1 to “(strongly agree ¼ )” 7. SCCs were measured through the
three dimensions of forums and communities, ratings and reviews and recommendations
and referrals. The items for SCCs were adapted from Hajli (2015) and Han and Windsor
(2011). These three dimensions are essential dimensions in a social commerce context
(Hajli, 2014a, c). The items of the construct relationship quality were measured through
commitment, satisfaction and trust, and adapted from Hajli (2014c) and Liang et al. (2011).
The items of the construct social support measured through emotional support, and
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informational support, and were adapted from Liang et al. (2011) and Wang and
Hajli (2015). The items for the construct social commerce intentions were adapted from
Liang et al. (2011) and Hajli (2014c). The construct use behaviour was adapted
from Venkatesh et al. (2003, 2012) to measure the frequency of consumer’s use behaviour
of SNSs for social commerce. The instrument items and their literature sources are
shown in Table AII.

4.3 Data collection
Data were collected from SNSs users in Pakistan. Any user who was registered
with any social networking site (e.g. Facebook, Twitter and LinkedIn) in
Pakistan was a potential respondent. We shared our online survey questionnaire on
different social media platforms, social networking sites, instant messaging groups and
brand fan pages of online retailers. The respondents were also requested to share this
survey with at least two of their friends following the snowballing technique.
We received 361 responses, of which 343 responses were usable. Table I shows the
demographic information.

4.4 Data analysis
To evaluate the structural model, the author used structural equation modelling (SEM)
through partial least squares (PLS) estimation. According to Hair et al. (1998), PLS is a
powerful technique, which used to test the measurement and structural model
simultaneously, which also combines components factor analysis (CFA) and regression.
Wasko and Faraj (2005) suggested that PLS-SEM is a sound method to examine the
reliability and validity of research constructs. In the current research, we conducted PLS
estimation through Smart-PLS 3.0 software.

Characteristics Number of respondents

Gender
Male 204
Female 139

Age
⩽ 20.00 63
21.00–25.00 109
26.00–30.00 96
31.00–35.00 42
⩾36.00 33

Qualification
Up to High School 21
Bachelor 176
Master 141
Doctorate 5

Experience
1–3 114
4–6 178
7–9 37
⩾ 10 14
Note: n¼ 343

Table I.
Demographic
information
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5. Results
5.1 Common method bias
In this research, we performed Harman’s single factor test to ensure that the survey did not
have common method bias. After categorising all items into eight factors, the first factor
explains only 27.10 per cent of the variance. Thus, results show that common method bias is
not a severe problem for this study.

5.2 Measurement model
As suggested by Hair et al. (1998), we performed CFA to examine the measurement model.
In particular, we evaluated the measurement model by computing the content, convergent
and discriminant validities. The content validity was assessed by evaluating the relevant
literature and pre-testing of the scale. We assessed convergence through computing the
value of the factor loadings, composite reliability (CR), average variance extracted (AVE),
and Cronbach’s α. The findings of the CFA exhibit item loadings which are all above 0.60
and cross-loadings (see Table AI). The cut-off values for CR, AVE and Cronbach’s α are 0.70,
0.50 and 0.70, respectively (Fornell and Larcker, 1981; Hair et al., 1998, 2010). As presented in
Table II, the CR and Cronbach’s α values are higher than 0.70, and the AVE values for all
variables are more than 0.50. Thus, these findings demonstrate suitable convergent validity.

Discriminant validity was used to assess whether the measures of the variable are
distinct from other variables. Following by Gefen and Straub (2005), we used two
approaches to assess the discriminant validity. First, as suggested by Fornell and Larcker
(1981), we evaluated discriminant validity by comparing the association among the
correlations between variables and by taking the square roots of AVE of each variable.
As shown in Table II, the square roots of the AVE of each construct are greater than the
correlations among variables. Second, we analysed the items in the item loadings and
cross-loadings to construct the correlations. The results demonstrate (see Table AI) that
all the item loadings of the corresponding constructs are above the cross-loading values of
the other latent constructs, thus, showing suitable discriminant validity. Table II also
shows the descriptive statistics and correlations among variables. Furthermore, the
Heterotrait–Monotrait Ratio of Correlations (HTMT) test was also performed to assess
the discriminant validity. The results of HTMT test provided in Table III shows the
sufficient discriminant validity.

5.3 Multicollinearity
The amount of multicollinearity was assessed using the variance inflation factor (VIFs) and
tolerance values of the independent constructs. The tolerance values for all independent
variables were above the recommended value 0.10 (Cohen et al., 2003) and VIF values among
1.54 and 2.68, the results show that multicollinearity does not exist in this study.

5.4 Hypotheses testing
The relationship between variables was tested based on the examination of standardized
paths. To estimate the significance levels (Henseler et al., 2009; Islam, Attiq, Hameed,
Khokhar and Sheikh, 2018; Islam, Sheikh, Hameed, Khan and Azam, 2018), we used
bootstrap resampling method with 2000 iterations of resampling (Chin, 1998). As shown in
Figure 2, results demonstrate that SCCs are positively related to relationship quality
( β¼ 0.565, SE¼ 0.068, po0.001) and social commerce intention ( β¼ 0.254, SE¼ 0.053,
po0.001), henceH1a andH1b are supported. Our findings indicate that social support have
positive significant effect on ( β¼ 0.375, SE¼ 0.062, po0.001) commerce intention,
supported hypothesis H2b. The results in Figure 2 showed that social support does not
significantly related to relationship quality. Thus, H2a is not supported. The results also
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show that relationship quality has a significant positive effect on social commerce intention
( β¼ 0.141, SE¼ 0.059, po0.01), which supports H3. Moreover, our results show that social
commerce intention has a positive and significant effect ( β¼ 0.515, SE¼ 0.046, po0.001)
on use behaviour of social commerce. The model explains 44.10 per cent of the variance in
relationship quality, 35.8 per cent in social commerce intention and 26.6 per cent in use
behaviour of social commerce (Table IV ).

6. Discussion and conclusion
The central theme of the present research is to enhance the extant literature in social
commerce and to better understand the consumer behaviour in the social commerce context.
Using SCCs, social support, relationship quality construct and with the help of online

COM FC PC RQ RR RTR SAT SCC SCI TUR

COM
FC 0.646
PC 0.593 0.776
RQ 0.652 0.695 0.495
RR 0.760 0.725 0.731 0.659
RTR 0.653 0.830 0.680 0.590 0.747
SAT 0.751 0.703 0.566 0.740 0.819 0.642
SCC 0.701 0.593 0.672 0.661 0.735 0.799 0.737
SCI 0.406 0.649 0.724 0.538 0.471 0.793 0.464 0.653
TUR 0.633 0.633 0.333 0.835 0.632 0.491 0.445 0.596 0.420

Table III.
Heterotrait–Monotrait

Ratio (HTMT)

Forums and
Communities 0.86***

0.83***

0.88***

0.88***

0.92***

0.375***

0.141**

0.565***

0.254***

0.515***

0.115

0.72***

0.68***

0.80***

Ratings and
Reviews

Recommendations
and Referrals

Commitment

Satisfaction

Trust

Informational
Support

Emotional
Support

Social
Support

Significant effects

Insignificant effects

Relationship
Quality

R 2=0.441

Social
Commerce
Intentions
R 2=0.358

Use
Behaviour
R 2=0.266

Social
Commerce
Constructs

Notes: ns, not significant  at the 0.05 level. *p<0.05; **p<0.01; ***p<0.001

Figure 2.
The research model,

showing standardized
regression weights
obtained through

structural equation
modelling
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communities, consumer’s social commerce intentions are affecting. The proposed model was
developed from the theories of the existing literature. The SCC was derived from the IS
stream, and the relationship quality construct was extracted from the relationship
marketing theory, and social support was extracted from the social support theory to
investigate the social commerce intentions.

The findings supported all the hypotheses of the present study as proposed
except the relationship between social support and relationship quality was insignificant.
First, the results revealed that SCCs, measured through forums and communities,
ratings and reviews, and recommendation and referral, positively affect social commerce
intentions. This confirms the findings of Hajli and Sims (2015) and Hajli (2015). This is
because consumers like to share with peer consumers their views about products or
services they have experienced. Now individuals are enabled to create such content and
share it with others via SCCs which affects social commerce intentions. Enabled by Web
2.0 technologies, modern consumers are not only information seekers, but they are also
active content creators. This empowerment of content generation and helping other
consumers in their purchasing decision by sharing their product related
experiences through SNSs has created significant value for businesses. Businesses are
happy to see that their consumers are helping other consumers through different social
platforms by sharing product-related information and their positive reviews about a
product help the businesses to grow. An improved sort of customer relationship
management is also growing by developing a close relationship with consumers from
online sellers, a practice which ultimately affects consumer purchase behaviour within the
social commerce context. As consumers are more empowered with the existence of SNSs,
they can generate more content and share it with other potential consumers and can
acquire sufficient information before final purchase decisions about products.
Therefore, online sellers should motivate customers to socialise and share their
product-related experiences using different social platforms to enhance social commerce
intentions. E-sellers should also create more and more social forums and virtual
communities for the consumers to communicate with each other and sellers for social
commerce purposes.

The results also indicated that SCCs have a significant relationship with relationship
quality, which puts our findings in accord with Wang and Hajli (2015). This is because
consumers can only feel a sense of relationship quality through commitment, satisfaction
and trust with a particular SNS when they can have access to the useful product- and
service-related content shared by other users via SCCs. SCCs can enhance the consumer’s
relationship quality with SNS, which leads to customer trust on the platform and the sellers
who are utilising such platforms for social commerce purposes. The SCCs concerned with
products, the availability of different online social platforms and communities to share such

Hypotheses
Path

coefficient
Standard
error t-value p-value Study results

H1a: Social commerce constructs→
relationship quality 0.565 0.068 8.275 po0.001*** Supported
H1b: Social commerce constructs→SCI 0.254 0.053 4.687 po0.001*** Supported
H2a: Social support→relationship quality 0.115 0.075 1.526 pW0.05 Not supported
H2b: Social support→SCI 0.375 0.062 4.483 po0.001*** Supported
H3: Relationship quality→SCI 0.141 0.059 2.411 po0.01** Supported
H4: SCI→use behaviour 0.515 0.046 11.308 po0.001*** Supported
Notes: n¼ 343. *po 0.05; **po0.01; ***po0.001

Table IV.
Summary of
hypotheses testing
results
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content, and the ability to interact with other consumers in such groups all lead to higher
relationship quality with SNS. The high relationship quality with the SNS will ultimately
affect consumer social commerce intentions.

The findings of the study indicated that social support as measured by informational
and emotional support has a positive association with social commerce intentions. This
confirms the previous findings of Liang et al. (2011) and Hajli (2014c). Consumers use
different social media platforms including SNSs, online communities and blogs to obtain
the pre-purchase information about the product and they rely more on their peer users
than companies product related material. The consumers also share their product or
service related experience and support other user with informational and emotional
support in their buying decisions and positively affects their social commerce intentions.
However, contrary to our expectations, the social support does not have a positive impact
on relationship quality with SNSs which disconfirms our findings with Hajli (2014c) and
Liang et al. (2011). This is maybe because the participants of the present research context
do not perceive that the availability of social support strengthens their relationship with
the SNS. There might be the view that the availability or non-availability of the social
support depends upon the user’s personal network, as well as the product category they
are intended to buy.

The research finding also revealed that the relationship quality with the SNS has a
positive correlation with social commerce intentions. This finding corroborates the studies
of Hajli (2014c) and Liang et al. (2011). Relationship quality, measured by commitment,
satisfaction and trust, will affect the consumer purchase decision and good relationship
quality will boost the social commerce intentions. The social communication of customers
on social media and SNSs creates support for peer consumers as well as for businesses. This
interaction increases the relationship quality of consumer and the SNS, and the enhanced
relationship quality will positively affect the social commerce intentions. Greater consumer
satisfaction with, commitment to and trust in the SNS will enhance the social commerce
intentions. Relationship marketing theory also suggests that the close relationship between
customer and seller will benefit the business and bring an improvement in consumer
purchase intentions. Finally, our study revealed that behavioural intentions have a positive
association with use behaviour in social commerce context. This confirms our findings with
Venkatesh et al. (2012), Khan et al. (2017) and Sheikh et al. (2017). This implies that if
consumers have intentions to buy online through SNSs, there will be higher chances that
consumers will use SNSs for social commerce activities. Therefore, initially, e-vendors
should try to enhance the social commerce intentions of the users by showing active online
presence and support them and providing the consumers with online platforms to socialise
and talk about their products and services. The more social commerce intentions they will
have, the more actual behaviour will execute.

Therefore, it can be concluded that SCCs, social support and relationship quality are
significant factors affecting consumer social commerce intentions and intention
will affect the behaviour. These factors have empowered consumers to negotiate with
virtual sellers digitally. Consumers are content generators, they have the power of WOM
and influence other consumer’s social commerce intentions. Businesses need to pay special
attention to these factors to gain consumer interest in social commerce because consumers
highly rely on ratings and recommendations by peer consumers before they make
a final purchase decision. The consumer’s good relationship quality with the SNS is
essential for social commerce.

6.1 Theoretical implications
The current research makes key theoretical contributions to the literature. First, it enhances
the previous literature on social commerce by testing and validating the proposed model
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constructs, i.e., SCCs, social support and relationship quality. Social commerce is in its
emerging stage in Pakistan, where the consumer has less trust in online shopping through
SNSs as compared to physical shopping. Businesses must consider SCCs because they have
a significant effect on the consumer’s buying decisions (Weisberg et al., 2011). Through
SCCs sellers can show their active presence on the online social platforms and respond to
consumers queries promptly.

Second, by incorporating the theory of relationship marketing, social support theory and
constructs from IS, this study helps to give insights about social commerce and provide a
basis for new theories by merging marketing and IS literature in predicting consumer
behaviour. As social commerce is a novel concept without sufficient theoretical basis, so, the
proposed conceptual model of this study might help to develop new theories in social
commerce. This study borrowed concepts from information technology of social commerce,
which highlight IS as a reference discipline for forecasting the online customer behaviour.
Providing a research direction and a new theoretical framework to future scholars to explore
the emerging field of social commerce is a crucial theme of this study.

Third, the research highlights the importance of the social interaction of consumers
through SNSs which create social support in an online context and help consumers in their
buying decisions. Availability of online social support is a significant factor in enhancing
social commerce intentions and ultimately the use behaviour of SNSs for social commerce.
Overall, the application of social support theory along with relationship quality from
relationship marketing theory and amalgamation of IS literature construct is a key
contribution of this study to determine the social commerce intentions which ultimately
leads to finding the use behaviour of SNSs for social commerce.

7. Managerial implications
The current study also provides managerial implications for business managers by showing
the online customer’s behaviour using SCCs, social support and relationship quality. The
present study highlights the key areas which are essential for social commerce. Our study
suggests that managers should develop online communities, which individual users later
join by using the SNSs to get social support. These online communities help business firms
to improve their relationship with customers. SCCs are also helpful for the companies to
promote products and conduct consumer research to understand consumer behaviour. The
productive utilisation of SCCs may help e-vendors to develop new brands by facilitating
consumer’s virtual social interaction.

Our study also highlights that consumers interact virtually using SCCs and generate
content and e-WOM. Therefore, each company should be careful about the e-WOM
generated by consumers about the company and formulate their strategies accordingly to
have a positive e-WOM. This study empirically proved that ratings, reviews and
recommendations on social platforms by peer consumers have a significant impact on social
commerce intentions.

Thus, social commerce empowers the virtual consumers by providing the ability to
negotiate and communicate with sellers and peer consumers. The relationship quality with
the SNSs also positively affected social commerce intentions, so companies should focus on
trustworthy SNSs for marketing purposes, and their social commerce websites should give
consumers trust and satisfaction for gaining maximum business. Note that the scope of the
survey includes users from all available SNSs in Pakistan, so these contributions do not
apply to just one particular SNS platform.

8. Limitations and future research
Like other studies, this study has some limitations. First, the proposed model was tested
only with Pakistani SNSs users. Future studies may examine the conceptual model in
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other geographical areas to validate our results. In some contexts, it may be advantageous
to add additional constructs to the model. Second, the data were collected from SNSs
users without restrictions related to the prior social shopping experience, so in future, data
collection could be limited to customers who have actually used or regularly use
social commerce. Furthermore, future research can use fsQCA analysis which can
provide new insights.
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Appendix 2

Codes Measures

Social commerce constructs
adapted from Han and Windsor (2011) and measured from Hajli (2015) forums and communities
FC1 I feel my friends on forums and communities are generally frank
FC2 I feel my friends on forums and communities are reliable
FC3 Overall, my friends on forums and communities are trustworthy
FC4 I trust my friends on forums and communities and share my status, pictures with them

Ratings and reviews
RT1 I feel my friends’ rating and reviews are generally frank
RT2 I feel my friends’ rating and reviews are reliable
RT3 Overall, my friends’ rating and reviews are trustworthy
RT4 I trust my friends on rating and reviews and share my status, pictures with them

Recommendation and referrals
RE1 I feel my friends’ recommendations are generally frank
RE2 I feel my friends’ recommendations are generally reliable
RE3 Overall, my friends’ recommendations are trustworthy
RE4 I trust my friends on SNSs and share my status, pictures with them

Relationship quality
adapted from Liang et al. (2011) and measured from Hajli (2014c) commitment
RC1 I am proud to belong to the membership of my favourite social networking site
RC3 I feel a sense of belonging to my favourite social networking site
RC3 I care about the long-term success of my favourite social networking site

Satisfaction
RS1 I am satisfied with using my favourite social networking site
RS2 I am pleased with using my favourite social networking site
RS3 I am happy with my favourite social networking site

Trust
RT1 The performance of my favourite social networking site always meets my expectations
RT2 My favourite social networking site can be counted on as a good social networking site
RT3 My favourite social networking site is a reliable social networking site

Social commerce intentions
adapted from Liang et al. (2011) and measured from Hajli (2014c)
SCI1 I am very likely to provide the online vendor with the information it needs to better

serve my needs
SCI2 I am willing to provide my experiences and suggestions when my friends on my favourite social

networking site want my advice on buying something
SCI3 I am willing to buy the products recommended by my friends on my favourite social networking site
SCI4 I will consider the shopping experiences of my friends on my favourite social networking

site when I want to shop

Social support
adapted from Stewart and Segars (2002) and measured from Wang and Hajli (2015) emotional support (ES)
ES1 When faced with difficulties, some people on social networking sites comforted and encouraged me
ES2 When faced with difficulties, some people on social networking sites listened to me and talk about

my private feelings
ES3 When faced with difficulties, some people on social networking sites expressed interest and concern in

my well-being

(continued )
Table AII.
Measurement items
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Codes Measures

Informational support (IS)
IS1 On the social networking sites, some people would offer suggestions when I needed help
IS2 When I encountered a problem, some people on social networking sites would give me information to

help me overcome the problem
IS3 When faced with difficulties, some people on social networking sites would help me discover the cause

and provide me with suggestions

Use behaviour (UB)
How often do you use social networking sites for online purchases? (Choose your usage frequency)
(a) Never used
(b) Once
(c) Two to five times
(d) Once a month
(e) Twice a month
( f ) Once a week
(g) More than once a week Table AII.
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