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Abstract 
The social commerce websites have been growing rapidly with the advancement of 
information communication technology. Recently, the social interaction of Malaysians during 
leisure time has gradually changed due to the expansion of social networking sites. Thus, 
the consumers encounter a big challenge in understanding the information sources as the 
information sources could potentially lead to biases and rumours. To analyse the 
determinants impacting consumer’s purchase intention in social commerce websites, 
therefore, this study is to suggests a new model by extending social commerce constructs 
(SCCs) come into the Technology Acceptance Model (TAM) to examine the influence of 
SCCs and the perception of new technological website (i.e. perceived ease of use and 
perceived usefulness) on purchase intention. The current study uses non-probability 
(convenience sampling) by using a questionnaire survey to gain Malaysian online 
consumers respondents. The Partial least square structural equation modelling (PLS-SEM) 
technique was used for this study. As a result, a total of 100 respondents’ useable 
questionnaires. The finding of the study revealed that SCCs significantly affect purchase 
intention. Moreover, the TAM was discovered as a partial mediation between the relationship 
of SCCs and purchase intention. Furthermore, based on the samples analysed, the 
proposed model seems to be fitted considerably well. Therefore, while encouraging further 
extension and integration constructs, the proposed extended model of TAM may good and 
serve as new beginner research. Other practices should improve new marketing strategies 
to comprehend the social commerce landscape better. 
 
Keywords:  Social commerce constructs, technology acceptance model (TAM), purchase 
intention 

 

1.0 Introduction  

The fastest of network technology nowadays has modified the communication 

society. Therefore, the communication society has considerably altered and 

disseminated on how people communicate, share the accessed and stored 

information sources. The information sources have become the new paradigm in the 

social network. The social network such as Facebook, LinkedIn, Instagram and 

Twitter are now becoming    n widespread in search engines that link to the 

commercial value. Liang & Turban, (2011)   The fastest of network technology 

nowadays has modified the communication society. Therefore, the communication 

society has considerably altered and disseminated on how people communicate, 

share the accessed and stored information sources. The information sources have 

become the new paradigm in the social network. The social network such as 

Facebook, LinkedIn, Instagram and Twitter are now becoming widespread in search 
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engines that link to the commercial value. Liang & Turban, (2011) stated social 

networking sites are now qualified as a new commercial business in an online 

network. Thus, the social networks are capable as the new actively hubs in business 

model to promote products sales and affect the purchase intention. Nowadays, e-

commerce has penetrated the market, and directly affect traditional commerce 

entirely (L. Chen & Wang, 2016). In developed countries, e-commerce is relatively 

common, whereas, in a developing country such as Malaysia, e-commerce reported 

on the progress of expanding.  BigCommerce (2017) reported 96 per cent of 

Americans experienced an online purchase. Meanwhile, 65.7 per cent of Malaysians 

experienced an online purchase and it is expected to increase to 76.8 per cent in 

2021. The early stage of e-commerce has driven how the consumers can seek 

information sources-based consumers experienced. The consumers start to 

converse and interact with them, and this activity has converted e-commerce into a 

new business style known as social commerce (Huang & Benyoucef, 2013). 

Subsequently, the advancement of social commerce has encouraged the novelty 

method for consumers to access information sources before making any purchase 

(Pratama, Meiyanti, Noprisson, Ramadhan, & Hidayanto, 2017). In reality, social 

commerce engages members in purchases and encourages activities such as 

comparing, suggesting, recommending, communicating and sharing knowledge and 

interest between the members (Mayfield, 2008). According to Wang & Zhang, 

(2012), social commerce involves social interactions among users of the platform 

and promotes sales activities. Besides, (Wang & Zhang, 2012) also suggested that 

social commerce is now growing at amazing rates.  

59i mstated social networking sites are now qualified as a new commercial 

business in an online network. Thus, the social networks are capable as the new 

actively hubs in business model to promote products sales and affect the purchase 

intention. Nowadays, e-commerce has penetrated the market, and directly affect 

traditional commerce entirely (L. Chen & Wang, 2016). In developed countries, e-

commerce is relatively common, whereas, in a developing country such as Malaysia, 

e-commerce reported on the progress of expanding.  BigCommerce (2017) reported 

96 per cent of Americans experienced an online purchase. Meanwhile, 65.7 per cent 

of Malaysians experienced an online purchase and it is expected to increase to 76.8 

per cent in 2021. The early stage of e-commerce has driven how the consumers can 

seek information sources-based consumers experienced. The consumers start to 

converse and interact with them, and this activity has converted e-commerce into a 

new business style known as social commerce (Huang & Benyoucef, 2013). 

Subsequently, the advancement of social commerce has encouraged the novelty 

method for consumers to access information sources before making any purchase 

(Pratama, Meiyanti, Noprisson, Ramadhan, & Hidayanto, 2017). In reality, social 

commerce engages members in purchases and encourages activities such as 

comparing, suggesting, recommending, communicating and sharing knowledge and 

interest between the members (Mayfield, 2008). According to Wang & Zhang, 

(2012), social commerce involves social interactions among users of the platform 

and promotes sales activities. Besides, (Wang & Zhang, 2012) also suggested that 

social commerce is now growing at amazing rates.  

Many scholars believed that social commerce has a big value on how the 

website becomes successful, collecting based consumer experience during social 
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interactions are fully embedded, and indirectly assisting consumers to make 

purchase decision (Cheung, Xiao, & Liu, 2014; Huang & Benyoucef, 2013; Kim & 

Park, 2013; Zhou, Zhang, & Zimmermann, 2013). The consumers are eager to gain 

information especially if the product is highly demanded in the market (Godes, David; 

Mayzlin, Dina; Das, Sanjiv; Dellarocas, Chrysanthos; Pfeiffer, Bruce; Libai, Barak; 

Sen, Subrata; Shi; Mengzhe; Verlegh, 2005). Indeed, the information sources have 

developed from visual media that is created by the user, which seems to be more 

reliable to other consumers (Goh, Heng, & Lin, 2013). Nevertheless, the information 

might change easily (Carpenter, 2012; Lee, Wei, & Phang, 2015). Some information 

is potentially exposed to biases (N. Hajli, 2015; Riemer & Lehrke, 2009; Senecal & 

Nantel, 2004) and become worst when fake product reviews appeared on the 

platform. Thus, social commerce is required in this online industry. Nevertheless, the 

role of social commerce remains vaguely understood (Jun Chen & Shen, 2015; N. 

Hajli, 2015; N. Hajli, Sims, Zadeh, & Richard, 2016; Lal, 2017). In this regard, there 

is limited attention focusing on why consumers make an online purchase on social 

commerce websites (Lu, Fan, & Zhou, 2016) and to date, this issue has not 

explained well in the Malaysian context.  

The previous literature stated that useful and straightforward information 

system on the website makes people trust and obsess to utilise the system before 

locating their purchases (Cao, Zhang, & Seydel, 2005). Social commerce is about 

new technology advancement. Nevertheless, by identifying characters of social 

commerce is not enough in analysing consumers' purchase intention. The 

consumers are willing to make an online purchase if they discovered the website is 

useful and effort (Bhattacherjee, 2012). Since then, the website design is crucial to 

determine the purchase intention. Rakuten (2010) revealed that 30 per cent of 

consumers failed to complete their online purchase due to a system hang, slow 

internet and confusing information (Whirty, 2017). Thus, such confusion faced by 

consumers will affect them not to locate their purchase. Teh & Ahmed (2012) argued 

that the website design has the potential to become a critical issue in an online 

network. Nevertheless, limited effort has been devoted to studying website design in 

social commerce (Busalim & Hussin, 2016). To fill the gaps, the present study 

attempts to analyse the formation drivers of consumers intend to purchase on social 

commerce platforms. Nevertheless, up to the researcher level of understanding, 

there is still dearth research in the literature to extend TAM with SCCs, and no study 

has measured the perception of perceived ease of use and usefulness as a mediator 

function with the relationship of SCCs and purchase intention. Thus, this study 

objectives are to understand the factors determinants of consumers purchase 

intention in social commerce and to test the perception of perceived ease of use and 

perceived usefulness as the mediator between the SCCs and purchase intention. 

The introduction of this study discusses an issue in this emerging area. Thus, this 

study develops and proposes a research framework by extending the TAM with 

SCCs to provide more understanding of social commerce research. Subsequently, 

this study provides literature reviews based on previous empirical research, followed 

by the theoretical framework and proposed hypotheses and methodology. Finally, 

the finding of this research, conclusion, implication and future research also will 

explain in this research. 
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2.0 Literature Review & Theoretical Framework 

This study uses SCCs and integrates TAM to highlight the crucial causes of 

consumers to purchase intention in social commerce. To date, no study has 

integrated all the constructs (i.e. SCCs, perceived ease of use, perceived usefulness 

and purchase intention) in one single model. Thus, there is no study in the literature 

has extended SCCs into TAM in the Malaysian context. Hence, this integration 

model is selected for the current study. 
 

2.1 Social Commerce Constructs (SCCs) 

The existence of SCCs comes from the development of social commerce 

website. The communication on the website has huge different technique compared 

to offline communication, as the existence of the communication is based on the 

social interaction within the platform (M. Hajli, 2013). The consumers can participate 

in the platforms to share some information and knowledge-based experiences. As a 

result, consumers can receive social interaction in the platform to seek advice and 

information from various backgrounds and expertise (M. Hajli, 2013). There are prior 

studies identified SCCs in different characteristics, thus, shows with different 

functions, such as Fisher (2010) identified six characteristics of social commerce: (i) 

social media, (ii) ratings and assessments, (iii) social shopping, (iv) community 

advertising, (v) forums and communities and (vi) recommendations and referrals. 

Furthermore, has evaluated SCCs under three characteristics i.e. recommendations 

and referrals, forums and communities, ratings and reviews (M. Hajli, 2013; N. Hajli, 

2015; Makmor & Alam, 2017; Pothong & Sathitwiriyawong, 2016; Shahmoradi & 

Ghaimati, 2016). On the other hand, SCCs has also been characterised under two 

elements i.e. rating and recommendations (Ramli, Bakar, & Aziz, (2016). 

In this study, SCCs will be discussed under three elements i.e. 

recommendations and referrals, ratings and reviews, forums and communities. For 

instance, Kaplan & Haenlein (2010) argued that these three SCCs have a strong 

voice and are justified to be more influential as an evaluator of consumers on an 

online network. On the other hand, recommendations and referrals are referred to as 

information valuable possessed by experienced consumers (Senecal & Nantel, 

2004). Furthermore, ratings and reviews are considered a tool of assessment 

regarding product performance (Sharma, Menard, & Mutchler, 2017). Meanwhile, 

forums and communities are referred to as a site for users to discuss some of their 

opinions with those consumers who are seeking new information and status (N. Hajli, 

2015).  

 

2.2 Social Commerce Constructs and the Perception of Technology Acceptance 
Model (TAM) 

TAM was established by (Davis, 1989). TAM is one of the popular core 

theories that measures individual intention and acceptance (Davis, 1989), and the 

articles of citations alone are over seven hundred to date (Bagozzi, 2007; Lee, Y. 

Kozar, K.A, Larsen, 2003). In the past, TAM has been extended with various 

constructs, such as self-efficacy, personal innovativeness, image, cognitive 

absorption, job relevance, trust, information quality, top management commitment, 

result demonstrability, system quality, computer playfulness, disconfirmation, 

computer anxiety and the perceptions of external control (Benbasat & Barki, 2007). 
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In the TAM model, there are two main factors to show how the individual perception 

towards acceptance and intention, such as the perception of perceived ease of use 

and the perception of perceived usefulness. The perceived ease of use defined as 

"the degree to which a person believed that using a particular system, would be free 

of effort. Meanwhile, the perceived usefulness defined as "the degree to which a 

person believes that using a particular system would enhance his or her job 

performance" (Davis, 1989, p.320).  

Previous literature argued that useful and straightforward system websites 

influence the users’ practice to use the system wisely (Chen & Barnes, 2007). In this 

study, TAM is extended with SCCs. SCCs are one of the convenient platforms and 

provide consumers with various information including several aspects of technical 

capabilities and information knowledge. The features offered on the system website, 

for instance, easy access, good navigation tools and the availability of SCCs affect 

the consumers to participate in the platform (N. Hajli, Wang, Tajvidi, & Hajli, 2017). 

According to Gefen, Karahanna, & Straub (2003), the website design must be at 

ease to use and easy to navigate to develop an effective relationship with 

consumers. Social commerce uses social networking sites to promote product or 

services and to influence social interaction and sharing of knowledge between 

members. Social networking site is often free, and thus huge effort has to be made 

for participants to engage in a social commerce platform. SCCs can be regarded as 

self-searching encyclopedia that contains with fulfilling of information knowledge that 

is useful and easy to use for consumers. Besides, higher social participation enables 

consumers to share more knowledge and generate interaction regarding good 

products or services. As a result, it may also promote the system more easy to use 

as well as the system useable on social commerce websites.  

 

3.0 Research Model & Hypotheses 

This study model is developed to enhance the level of understanding 

regarding emerging social commerce usage on the online network. This proposed 

model integrates SCCs and the TAM to develop and empirically to comprehend the 

factors of consumers have purchase intention in social commerce website. Besides, 

the proposed model also aims to scrutinize the mediating effect of both constructs 

perceived ease of use and perceived usefulness between the relationship with SCCs 

and purchase intention. Additionally, the current model suggests that SCCs have a 

strong relationship with purchase intention. Hence, the relationship becomes 

stronger when the website design offers a system easy to use and usefulness to the 

consumers that would enhance in their long-term relationship which further 

strengthen the purchase intention. Thus, the element of SCCs is deemed necessary. 

Nevertheless, these characteristics are not necessarily sufficient enough to ascertain 

the consumers' purchase intention. Hence, it is crucial to consider the website design 

as proposed in the TAM constructs. Thus, the current study is to propose a new 

conceptual model which considers socio-technological factors. Therefore, this study 

is needed to integrate all the constructs into one single analysis and further 

empirically to test the mediating effect. Figure 1 below shows the constructs that are 

encompassed in the current research model. 
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Figure 3 : Propose a conceptual framework 

3.1 Social Commerce Constructs and Purchase Intention 

Social commerce creates an online transaction between the users in the 

social networking sites to capture information sources-based recommendations, 

discuss and rate their product-based experiences. Thus, social commerce uses 

social networking sites to recognise social interaction in the platforms. SCCs are a 

mixture of social and commercial activities (Liang & Turban, 2011), and it possesses 

three main features in the form of SCCs information sources. Thus according to M. 

Hajli, (2013), these three sources are the important determinants in explaining 

consumers purchase intention. The platforms are more suitable towards on sharing 

information about products or services (Bagozzi & Dholakia, 2002). According to 

Bickart & Schindler (2001), the discussion on the platform provides information and 

creates a friendly community that ultimately leads to purchasing intention. Apart from 

that, Tsang & Prendergast (2009) discovered that consumers often utilize the ratings 

and reviews before making any purchase. For instance, Bausch & McGiboney 

(2008) indicated that 71 per cent of consumers would review the comments and 

information sources, which would assist them before purchasing the products or 

engaging the services. Furthermore, Bonelli (2016) revealed that 84 per cent of the 

consumers used online review and ratings before making their purchase. In this 

study, TAM explains how an individual feels about their acceptance and intention 

towards information technology (Davis, 1989). Previous studies discovered that there 

is a positive impact between SCCs with purchase intention (N. Hajli, 2015; 

Shahmoradi & Ghaimati, 2016). SCCs are regarding information sources that may 

further enhance the relationship with intention in social commerce platforms. The 

consumers will place the order when the technology is undergoing development. 

Therefore, the current study conceptualises the following hypotheses: 

 

H1 Social commerce constructs significantly influence purchase intention 

 

3.2 Social Commerce Constructs and Purchase Intention  

M. Hajli, (2013) proposed that the SCCs are the potential information 

resources, which connect to the design features to facilitate consumers in an online 

network collaboration. The online collaboration between members has contributed to 

the existence of social networking sites on social commerce websites (N. Hajli, 2015; 

Stephen & Toubia, 2010). N. Hajli, (2015) stated the SCCs include several aspects 

of technical capabilities for providing the sources of information knowledge, and the 

information knowledge can be generated through SCCs i.e. recommendations and 

referral, forums and communities, ratings and reviews (N. Hajli & Sims, 2015). Each 
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feature has captured the uniqueness of information sharing which such features can 

reflect towards the technical aspect of SCCs usage.  Furthermore, information-based 

interaction has provided value creation (Füller, Mühlbacher, Matzler, & Jawecki, 

2009). Such interaction can be easily accessed through an online marketplace 

(Stephen & Toubia, 2010) where the content resources are also available (Jianqing 

Chen, Xu, & Whinston, 2011). 

According to Walia & Zahedi (2013), website design is the most crucial 

element and good strategy to ensure business success in the online marketplace. 

Nevertheless, there are hidden technical factors to ensure the SCCs in becoming a 

valuable platform in the eyes of the consumers.  The consumers are eager to 

participate in the platform to seek advice or any information sources regarding good 

products or services. These information sources have modified the consumer's 

purchase experience and perceptions of social commerce websites (Huang & 

Benyoucef, 2013). As such, this study suggests that the SCCs will increase the 

tendency of consumers perceptions towards technical features perceived ease of 

use and perceived usefulness. The more system function has attracted the 

participation of consumers, the more consumers become loyal towards the website. 

Based on the researcher, none of the previous work has measured SCCs with 

perceived ease of use. Nevertheless, a recent study has measured social commerce 

functions with perceived usefulness (N. Hajli et al., 2017). Therefore, this study 

predicts that the more consumers perceived website design, the more consumers 

love to participate and communicate within the platforms. Thus, the current study 

postulates next hypotheses: 

 

H2 Social commerce constructs significantly influence perceived ease of use 

 

H3 Social commerce constructs significantly influence perceived usefulness   

 

3.3 TAM and Purchase Intention 

TAM recognises a long interest in predicting individual intention and usage. 

Previous studies discovered the perception of ease of use and usefulness influence 

purchase intention (Moslehpour, Pham, Wong, & Bilgiçli, 2018; Yoon C., 2015). The 

previous author believes that TAM affects users intention in the online network 

(Gefen & Straub, 2000). There are also various studies which used TAM to explain 

the process of individual intention (Carlos Roca, José García, & José de la Vega, 

2009; Featherman & Hajli, 2015; Liébana-Cabanillas, Liébana-Cabanillas, & 

Villarejo-Ramos, 2015; Shen, 2013). The useful and straightforward of an 

information system may influence the consumers' purchase intention on social 

commerce website. Thus, this study expects the perception of ease of use and the 

perception of usefulness significantly impact purchase intention. Therefore, this 

current study posits that: 

 

H4 Perceived ease of use significantly influence purchase intention 

 

H5 Perceived usefulness significantly influence purchase intention    

 

3.4 TAM as a Mediator Function 
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TAM is qualified as a pathway of technology acceptance. TAM utilises two 

belief information technology centre in predicting individual intention and usage. 

Thus, a meta-analysis of TAM identified two major important factors of an external 

variable i.e. the perception of perceived ease of use and the perception of perceived 

usefulness. Nevertheless, each of these concepts has different usage and measures 

(Legris, Ingham, & Collerette, 2003). There are previous studies has measured the 

mediator of these two constructs of TAM with intention. As such, (Moslehpour, 

Pham, Wong, & Bilgiçli, 2018; Ramayah & May-Chiun, 2007). Thus, previous expert 

(Davis, 1989) has confirmed the constructs of perceived ease of use and the 

perceived usefulness can serve as a mediator function in actual system usage. 

Nevertheless, no empirical study has been measured the mediating constructs of 

perceived ease of use and the perceived usefulness between SCCs and purchase 

intention. Therefore, based on the argument above, this study hypothesized: 

 

H6 Perceived ease of use mediates the relationship between social commerce 

constructs and purchase intention 

 

H7 Perceived usefulness mediates the relationship between social commerce 

constructs and purchase intention    

 

4.0 Research Methodology 

The survey for the present study was selected and created based previous 

literature review. Subsequently, the researcher modified the questionnaires which fit 

the Malaysian respondents. The questionnaire aims to access the current study 

based on Malaysian consumers of purchase intention. Besides, this study used a 

pre-test, and about three people who expert in the Marketing and technological 

usage are involved with the test to analyse factors influence SCCs and the TAM. 

According to Hawkins, Swanson, Kremer, & Fogg, (2014), three experts are enough 

for fine-tuning and verification in earlier research to confirm the content validity of a 

questionnaire. Finally, the finding based statistical analysis this study expects to 

contribute to valuable assumptions including the general overview of social 

commerce research.  

 

4.1 Instrument Development 

For this study, the data collection is from primary data sources. The 

respondents are those consumers who have an account in social networking sites as 

they experienced activities such as interaction, communication and commerce, thus, 

fit to the current objective. The present study used 7 points Likert scale ranging from 

(1=strongly disagree to 7=strongly disagree). According to Lewis (1993), 7 points 

Likert scale contributes a stronger correlation with the t-test result. For this study, 

there are four scale measurements to measures based previous studies: (i) SCCs 

(N. Hajli, 2015), (ii) perceived ease of use, (iii) perceived usefulness (Davis, 1989), 

and (iv) purchase intention (Liu, Chu, Huang, & Chen, 2016). 

 

4.2 Data Collection 

For this study data were collected from a self-administered survey which also 
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conducted in three universities in July 2018. The current study targeted students as 

we have known the students are among the highest registered and participated in 

the social networking sites. As a result of the current study, the researcher found 100 

respondents participated. Chin, Marcolin, & Newsted (2003) stated that a partial 

least square (PLS) only require a minimum sample size for any research. 

Meanwhile, Wilson Von Voorhis & Morgan (2007) argued it is considered a 

reasonable sample size as long as the response reached above 50 observations. 

Furthermore, Kline (1998) specified sample size between 100 to 200 is considered 

acceptable in PLS. From the analysis of this study, the respondents were identified 

as 27 are males and 73 reported from females. Besides, this study respondents age 

reported from 18 to above 40 years. To be concise, 70 per cent from age between 

18 to 25 years old, 19 per cent between 26 to 30 years old, 9 per cent from 31 to 39 

years old and about 2 per cent represent age from 40 years and above.  

 

4.3 Data Analysis & Findings 

The current study applies based PLS technique of structural equation 

modelling for some reasons. First, this study is about to explore and identify factors 

consumers purchase in social commerce websites, it aims to develop a model by 

extending the technology acceptance with SCCs that explain the relationship 

between these determinants. Thus, the present study fit the rule of thumb by (Hair, 

Hult, Ringle, Sarstedt, & M. 2017). Second, this study applied PLS as this analysis 

technique can require a minimum sample size (Urbach  F., 2010). According to Hair 

et al., (2017) a SmartPLS is one of the good analysis which can be used if the study 

only has a small sample size.  

 

4.4 Measurement Model Assessment 

This study analysed for convergent and discriminant validity before 

proceeding with the hypotheses testing. The first of convergent validity, this study 

accessed by three criteria: (i) the composite reliability (CR), (ii) the average variance 

extracted (AVE) and (iii) is outer loading. For the first run outer loading, the result 

discovered two items that need to drop from the analysis due to low loading. After 

the second analysis, all the loadings are above 0.6 (Hair, Anderson, Tatham, & 

Black, 2010). Furthermore, for the CR, its values in this study exceeded 0.9, 

whereas the values of AVE were above 0.5. The second analysis, this study used 

discriminant validity to identify each of the constructs were contribute to the 

uniqueness which is not observed by other studies. Thus, this indicates that the 

measurement is uncorrelated to each other. The study is based on the Fornell-

Larcker criterion. Table 1 states that the result of the square root shows the 

constructs are higher of the off-diagonal cross. 

 
Table 4 : The result of the discriminant validity based Fornell-Larcker criterion 

 PEOU PI PU SCCs 

PEOU 0.827    

PI 0.429 0.878   

PU 0.612 0.187 0.885  

SCCs 0.513 0.454 0.492 0.716 

Notes: PEOU=perceived ease of use; PI=purchase intention; PU=perceived usefulness; SCCs = 
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social commerce constructs; the italic and bold values indicated that the uniqueness of the constructs, 
and it shows that the value has a greater correlation compared with any other constructs, thus the 
result establishing the proposed model of discriminant validity 

 

 

4.5 Multicollinearity 

The multicollinearity is to identify whether or not the items are correlated with 

each other. The analysis is specifically used to detect whether there is a tendency of 

interrelationships among the independent variable. Failure to conduct the 

multicollinearity will affect the misleading interpretation of data analysis (Vatcheva, 

MinJae, McCormick, & Mohammad H. Rahbar, 2016). Nevertheless, there are many 

rules of thumb to be followed to detect multicollinearity. In this study, the 

multicollinearity for VIF found between 1.5 to 2.5 fit the rule of thumb by Durbin & 

Watson (1951). Therefore, this study is not exposed to the multicollinearity issue. 

 

4.6 Structural Model Assessment 

In this study, the model assessment was measured according to the 

hypothesised effect in the research model based one-tailed test type. As a result, 

this study shows the structural model test with estimated path coefficients in figure 2. 

The findings indicated that all the hypotheses were significant. To be specific, the 

SCCs were found significant influence purchase intention with t statistics of 

3.363(p=0.001). Besides, SCCs discovered significant value with perceived ease of 

use and perceived usefulness with the statistics of 6.997(p=0.000), 6.039(p=0.000). 

Furthermore, perceived ease of use found the significant factor of purchase intention 

with t statistics of 3.090(p=0.002) and identified as the most significant influence 

between the relationship. Finally, the perceived usefulness also indicated a 

significant impact on purchase intention with the statistics result of t-test 

2.738(p=0.006). Therefore, this study hypothesis of H1, H2, H3, H4 and H5 are 

supported. To sump up table 2 has summarised the result of the hypotheses testing.  

 

 
Figure 4 : Path coefficient 

Table 5 : The summary of the path analysis 

Hypotheses Path R
2
 T-Statistics P-values Results 

H1 SCCs → Purchase intention  
0.43 

3.363 0.001 Supported 

H2 PEOU → Purchase intention 3.090 0.002 Supported 

H3 PU → Purchase intention 2.738 0.006 Supported 

H4 SCCs → PEOU 0.39 6.997 0.000 Supported 

H5 SCCs → PU 0.38 6.039 0.000 Supported 
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***p<.001, **p<.05, *p<.01, SCCs=social commerce constructs, PEOU=perceived ease of use, 
PU=perceived usefulness 

 

 

 

4.7 Mediation Analysis 

This study also aims for the mediation analysis. Based on this, up to the 

researcher's observation and analysis, there is no study has measured the 

perception of perceived ease of use and the perception of perceived usefulness as 

mediator function with SCCs and purchase intention. Hence, this study is looking for 

the mediation analysis and represent by the hypotheses testing H6 and H7. To fulfil 

the mediation analysis this study used a bootstrapping approach as suggested by  

(Preacher & Hayes, 2008). As a result, the present study discovered that there is a 

significant indirect effect of perceived ease of use with SCCs and purchase intention. 

The result reported based 95% bootstrap confidence interval with (CI.95=0.061, 

0.356). Meanwhile, for perceived usefulness also found as a significant indirect effect 

between SCCs and purchase intention, with a 95% confidence interval 

(CI.95=0.211,0.025). Overall, these findings suggest that both constructs of TAM 

identified as partial mediation between the relationship SCCs and purchase 

intention. Therefore, this study closely corresponds to Baron & Kenny's (1986) with 

the concept of partial mediation. 

 

5.0 Discussion & Conclusion 

These study goals are to comprehend the factors determinants consumers 

purchase intention in social commerce. Thus, the study also intends to test the 

perceived ease of use and usefulness as a mediator on the relationship between 

SCCs and purchase intention. Hence, the present study has extended the 

characteristics of SCCs to measure at consumers level from the perspectives of 

social and technological factors. The finding of this research supports H1 with SCCs 

significantly affect purchase intention and the result is consistent with past research 

(N. Hajli, 2015; Shahmoradi & Ghaimati, 2016). Meanwhile, the current finding of 

social commerce constructs discovers significant influence TAM constructs. Hence, 

supports (H2, H3). Moreover, empirical results of perceived ease of use and the 

perceived usefulness found significant influence purchase intention, and the findings 

reported consistent with previous studies (Dashti, Sanayei, Dolatabadi, & 

Moshrefjavadi, 2016; M. Hajli, 2013; Yoon C., 2015). Thus, support (H4, H5).  

Also, the current study of the mediation analysis revealed that the SCCs and 

purchase intention are partially carried through the perceived ease of use and the 

perceived usefulness. However, the finding is inconsistent with previous literature 

that discovered the perception of perceived ease of use and the perception of 

perceived usefulness as full mediation on the online network (Moslehpour et al., 

2018). Thus, the TAM constructs increase SCCs and purchase intention in the 

platform due to the improved technological website of the platforms. Therefore, the 

online website should focus on technological factors in the process of online 

purchase intention. As consumers who have the skills and knowledge, these 

activities may stimulus them to carefully access the products or services that benefit 

the future. In conclusion, TAM is regarding how individuals come to accept and use 
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technology. 

 

6.0 Limitation & Future Directions 

The present study identified two limitations. First, the study is based on 

students’ respondents. Thus, the result might be different in analyzing real 

consumers. Thus, the future researcher should collect real consumers’ respondents 

to generalise the result. Second, this study is only 100 respondents participated. 

Thus, the result cannot represent the entire population. Hence, future study should 

enhance the number of respondents to participate in the future study. 
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