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ABSTRACT

The penetration of social network to most area of the world creates new
opportunities for business. The development in E-commerce has opened new stream
called S-commerce, which is enabled by Web 2.0 technology to create an
environment for generating content and social interactions. This study uses a well-
known E-commerce concept (trust-based consumer decision-making model) as an
initiative model. A three new factors which are Social commerce constructs, Social
Presence and Habit have been added to the model. According to prior studies, these
factors have not been adequately studied to describe their influence on intention to
buy in a context of S-commerce. The purpose of this study was to explore the
factors associated with intention to buy within the context of social commerce. This
study also explains the role of moderator, namely habit, as influencer in S-commerce
context. This can raise awareness for firms whose customers have variety of habits
(high-frequency versus low-frequency buyers) that they may have different behaviors.
Furthermore, these behaviors can differently affect intention to buy in S-commerce.

Analysis is conducted based on the data collected from 500 experienced

users in online shopping via social commerce in Thailand (245 of high-frequency and
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255 of low-frequency) by using questionnaires. Structural Equation Modeling
techniques (SEM) were applied to analyze the data. The results present that social
commerce constructs, social presence trust and perceived usefulness factors
positively affect intention to buy in normal and low-frequency groups; however, they
do not affect on the high-frequency group. Furthermore, perceived risk has no effect
on both high-frequency and low-frequency groups. As a result, knowledge frontier of
intention to buy in S-commerce can be expanded from what had been found from
the literature review. Thus, entrepreneurs should focus on factors that affect each
customers group in order to effectively use the research findings. Once the business
owners understand these behaviors, they can expand their business opportunities to
sell appropriate products and services to each group of customers. Finally, the firms
that apply the results to a guideline for firms that want to improve their customers’

intention to buy and to be successful in S-commerce.

Keywords: Social commerce, Social commerce constructs, Social presence, Habit,

Intention to buy
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