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ABSTRACT

Ever since the evolution of the internet, social media have been
developed rapidly and playing an important role in people daily life as well as
being used in new online businesses. For example, social commerce is a type of online
trading focusing mainly on social media. In addition, social media has also changed
formats and how the content is created, which enable consumers freely produce their own
contents or share their information. Consumers can exchange content or information
quickly and easily. Furthermore, consumers tend to believe content generated by
other consumers more than content from the retailers that may affect the consumer’s
purchasing intentions.

The purpose of this study is to examine the relationship between various
factors related to user-generated content that affecting consumer’s purchase intentions
in social commerce. Trust theory and Trust-Based Consumer Decision-Making Model were
used to form the research conceptual framework, along with a literature review on
perceived risk, trust in user-generated content, familiarity, disposition to trust, source
credibility and satisfaction. Data was gathered by online questionnaire 309 samples.

Questionnaire validity was tested by confirmatory factor analysis. The hypothesis was
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tested by Structure equation model (SEM) using statistic software called Analysis of
moment structures (AMOS)

The results were that perceived risk, source credibility and satisfaction directly
influenced consumer’s purchase intentions in social commerce. While familiarity have
indirect effect on purchase intention through perceive risk and trust in user-generated
content. In contrast, trust in user-generated content have no effect upon purchase

intention in social commerce and perceived risk.
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