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Abstract

The emergence of social network sites and incrgbspopularity of them has
given rise to a new electronic commerce stream,chvhs called social
commerce. In social commerce individuals share rtheformation and
experiences about products and servimes createa friendly and supporting
online environment. The objective of this studydsh®n social support and
relationship quality theories considered a mod&b isivestigate the relationship
between social support, relationshjpality, and social commerce intention. In
this regard after reviewing the relevant literature, a propesearch model
selected as the research model. A questionnair22oitems adaptedfrom
previous literature applied to data collectifigpen they were conducted two
popular social network users in IraamedFacebookand Telegram. A sample
consists of 384 volunteers filled out the questares. Pearson correlation
analysis method and partial least squarze applied to test the model. The
results indicated that social commerce intentiodinsctly related to both social
support and relationship quality. The research ifigsl emphasize on
technological changes in electronic commerce amdige new strategies to

firms and sellers to adopt innovation and servéasoetworks in their business.
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1- Introduction

Business world has been faced with many alteratihg&ch one of them
is electronic commerce (e-commerce). In faestommerce is defined as a way
to facilitate financial transactions (Hajli, 2014)Meb2.0 and social networks
have causethe development a new generation of e-commerce, called social
commerce which was introduced by Yahoo in December 2005. Social
commerce as a new phenomenon is growing more quitldn other new
emerging technologies (Nicknezhad, Jalali, Dastgfeed, & Akbarian,
2010).

Social network users employ these sites as a toshare their online
shopping experiences as well as products and ssrwdormation (Kim &
Park, 2013). Social networks such as Facebook amdlybe influence on
how users communicate and share informatimmsiderably People join these
sites, create their profiles and communicate whirtfriends. Strengthening
online marketplaces by social networks charactesisthould improve trust
between two sides of transactions as well as ssisfaction (Swamynathan,
Wilson, Boe, Almeroth, & Zhao, 2008). There is rauft that social networks
influence on shopping decisions so that these sitesilate people needs and
wishes (Pirmohamadiani, Mohamadi, & Hoseini, 201Spcial networks
provide customers communicate searchimghermore, they have remarkable
role in providing offers to customers. Since sookworks can increase trust,
the user's intention to e-commerce would increase tidhoshnood &
Mahdavi, 2011). Social commerce has sdmeefitsfor both customers and

firms; customers make consciously purchase decidiased on information



provided by other customers or by firms, and firtisact new customers via
positive advices of their current customers,tlsey cangain more benefits
(Curty & Zhang, 2011). A concept behind social coenee is that social
media enriches the relationship quality, increaseling and encourage
customer's loyalty to the businessough developing closer communicate
between e-vendor and custom@tajli, 2014).

On the other hand, social support is known as mlseglue which can be
obtained from online communities by internet us&isce social support can
bring warmth and understanding to individuals, #@ncalso satisfies their
psychological needs (Liang, Ho, Li & Turban, 201Agcording to web and
media newstheusers of social networks like Facebook, Instagréelegram
and etc are growing increasingly in Iran. One of the virtual world exis
declared that almost 85% of internet users in G@nthe members of social
network sites such as Facebook and Google plusrdme2016, September
11). Telegram is the most popular social networkam which has more than
20 million members in Iran up to now (Virtual wortploup, 2016, December
7). Some stores and small businesses utilize soetaforks to introduce and
advertise their products and services. Marketireg social media increase
sales improves customer servicing and devetopgmarketing campaign
therefore it's a crucial activity to business success atwl survival
(Marzangou, Ghorbani, & Ranjbarvandi, 2014).

As social commerce is a new phenomenon in Iraihdu studies in this
area need to be done. Although someearchers havstudied social media
and social commerce era in Iramoneof them investigate the role of social
support and information quality in social commer¢e. order to find an
explanation for correlation between social suppatationship qualityand
social commerce in this papea model to investigate customer's social
interactions in virtual world from the soci@mmerceooint of view has been

proposed In order to investigate this correlation, the dvelobjectives are



pursuedl- Understanding the relationship between soaigbert and social
commerce intention 2- Understanding the relatigndbetween relationship
quality and social commerce intention 3- Understagdthe relationship
between social support and relationship quality.cakdingly, this paper
addressed three questions: 1- To what extent ie thedationship between
social support in social networks and social contmentention? 2-To what
extentis there relationship between relationshialiguin social networks and
social commerce intention? 3-To what extentis theslationship between
social support in a social network and relationgjuplity of its users? In order
to answer these questions a survey conducted @bbaek and Telegram users

in Iran.
2-Theoretical background and literature review
2-1Social commerce

Innovation enables a busines®d@mware of customer needs to develop
new products and services accordingly. Customealtpys a useful tool for e-
commerce success. Since loyal customers make trepgpurchases which
leads to improve financial performance of the firmovation is so important
for success of a firm in today's competitive mask@rgun & Kuska, 2013).
Increasing popularity of social networks such aselbaok and Tweeter lead to
develop a new platform in e-commerce called socammerce. Social
network users are encouraged to share productakoon with their friends
or sell product and services via social media (gist al, 2011). Social
commerce is the integration of e-commerce with arketing using Web2.0
and social media applications. This integratiosupported by theories such as
social capital, social psychology, consumer behaama online collaboration,
resulting in a set of useful applications to drs@cial commerce (Turban,

King, Lee, Liang, Turban, 2015). Innovation in ssa@ommerce is similar to



other innovation activities. It is the key to impeoperformance and may
determine the success of social commerce projectgeh as the success of the
entire organization and its survival. Social megliavide managers with new
resources for idea generation, listening to cust@meuggestions and
complaints, using their ideas for product designeoiesign and improving the
methods of business (Turban, Strauss,Lai 2016).

Sharing customer product informatibas ledo popularity and growth of
social commerce in recent years. This developnresbcial commerce is due
to two main influential factors, consumer bargaghpower and rapid progress
in information technologies (Ng, 2013). According Kim (2013), the
emergence of social commerce reflects the poweolbéctive bargaining as

internet has shifted the bargaining power fromesglto consumers.
2-2 Social support and social commerce

"Social support theory has been proposed to explaim social relationships
influence the cognitions, emotigaad behaviors. This theory emphasizes that
supportive behavior can contribute to hedhilough protecting people from
the adverse effects of stress and promoting sedfrstand self-regulation”
(Wang & Hajli, 2014).

Social support is a multi-dimensional concept asddéfined as individual
perception of being responded and helped by peop$®cial group. Social
support consists of emotional, instrumental, infational and appraisal
support. Since content and social relationshiptla@echaracteristics of social
commerce, social support in social commerce cansistinformational and
emotional support (Zhang, Gupta & Zhao, 2014). @mlisocial support
influences considerably on performance of virtuedups, because it is an
innovational social interaction. Internet groupsvénabeen developed to
facilitate individual's interactions and increaseial support via information

sharing (Hajli & Sims, 2015). Since shopping iso&ial activity, customers



tend to be affected by social interactions withirtHfeends when making
purchase decisions. Online buyers can get accessdal knowledge and
experiences which support them in making more mém and accurate
purchase decisions (Lu, Fan, & Zhou, 2016).

According to social interaction thegnmpdividuals reciprocate with others
whertheyderive benefits from them. Therefosmcial commerce environment
with high perceived interactivity provides a propmete for self-presenting,
content creation and support exchange among customiech cancreate a
sense of social support (Zhang et al, 2014). Zteraj (2014) emphasized on
the effects of social support on relationship dyaéind stated that greater
information sharingcreates a supportive environment in which it wolbél
common to share shopping information, product keoge and purchase
experiences with others; henceould be said that social commerce intention
positively related to social support.

As mentioned earliesocial support is a multi-dimensional concept, but
in this paperresearchers have considerely two dimensions: informational
and emotional support. Social media facilitatesaasupport creation which
leads to better purchase decision making and pesvadsupportive climate. In
the other words, greater and better social suppest leadto higher intention
to social commerce and influences on customer'salsbehavior (Hajli &
Sims, 2015). In social commerce environment, th&auers have access to
social experiences and knowledge for supportingmth®® have better
perception of purchase goals and to make more musspurchase decisions
(Huang & Benyoucef, 2013).When social support exish a social
community, its members would have a closer relatgnwith each other and
share their valuable information to their friendse frequent sharing of
supportive information can enhance friendship angttamong members
which may increase social commerce intention (Liab@l, 2011). Thus is

hypothesized that:



H1:. Social commerce intention is positively relatedperceived social
support in a social commerce site.

Hla: Social commerce intention is positively relatéo perceived
informational support.

Hlb: Social commerce intention is positively rethtéo perceived
emotional support.

2-3 Relationship quality and social commerce

Relationship marketing theory shows the effects ngftwork and
cooperation with customersirough explainingthe role of commitment and
trust. The core of this theory is focused on relahip quality dimensions
including trust, commitment and satisfaction (Wang & Hajli, 2014).
Relationship quality is usually defined as a mutteinsional construct. Three
main dimensions of relationship quality are trustpmmitment and
satisfaction. Trust refers to believing of the h&igeand benevolence of the
service provider. Commitment shows a psychologtatle which is important
in an ongoing relationship with the service providad satisfaction refers to
an emotional state which is evoked by the ovenadliation of interactions
with the service provider (Liang et al, 2011). Rielaship quality is a
fundamental element in e-commerce which referelevance, accuracand
usefulness of the information on e-commerce wepsiie element is a key
characteristizhich influences on the customer's loyalty and satigiadn e-
commerce (Huang & Benyucef, 2013). Relationshigityuis one of factors in
success of a relationship. Greater customer'sitrube service provider leads
to a stronger communication between them. Trustoigmportant for both
sides of relationship. Satisfaction is an importa#pect in continuing
relationship between customers and sellers, Comenitmefers to consumer
willingness and tendency to maintain the relatigmgRahimnia, Harandi &
Fatemi, 2011).



Major emphasis of social commerce is marketingnbaigon. As the web
developed, the marketers Usernet to facilitate e-commerce
transactions.With the emergence of social mediaketiaag communication
changed to a dialogue with internet users (Turbamale 2015). Social
commerce sites such as Facebook and Tweeter @enarketing to promote
products and services. Viral marketing refers todvaf mouth by which the
customers by advising a service or product pronibt® other customers
(Linda, 2010). Word of mouth influences signifidgrin consumergpurchase
behavior. Social networks are new media for worchotith marketing (Amiri,
2012). Relationship quality in an online contextcategorized in e-vendor
behavior. In an online context, the e-vendor dg¥eleelationship quality in
several manners including investment in communicath the customers,
customer relationship management, and social suppdrso on (Hajli, 2014).

Social commerce constructs including rating, regieweferrals and
recommendationss related tosocial communicating. In the communication
channels the customers reassuring each other through imfitom and
experiences exchangéhereby,their trust increaseand consequently their
willingness to purchasevillincrease too (Wang & Hajli, 2014). Greater
closeness between information sender and recedaesito more intention for
buying the product advised by the information sené&eirchase intention is
motivated by social interactions in social netwodisectly (Ng, 2013). As
Kim and Park in 2013 suggested: relationship quabktfers to the last, the
most accurate and complete information provideduvepsites for the users.
Customers tend to trust on the websites which geothem with accurate
timely information. Relationship quality has a direffect on customer's trust

in social commerce firmgience, it is hypothesized that

H2: Social commerce intention is positively related relationship quality

between social network users and e-vendor



H2a: Social commerce intention is positively ratate trust on relationship

between social network users and e-vendor

H2b: Social commerce intention is positively rethtéo satisfaction of

relationship between social network users and elmen

H2c: Social commerce intention is positively rethteo commitment of

relationship between social network users and elmen
2-4 Social support and relationship quality

Through social networks people receive informaticarad emotional support,
these supports can increase trust and consequeotBase the probability of
product purchase (Hajli, 2014). A social networknihich social support exists,
it would be common for community members to shaertinformation and
recommendations to their friends. When a user parsdhat other members
provide useful information, then acquiring or shgrivaluable shopping
information with others would be obligatory (Liaej al, 2011). According to
Wang & Hajli (2014) social support perceid in communities, influences on
the consumer'$ehaviorso that their willingness toommunicatewith others
will increase which leads tonprove relationship quality. In their studyhe
positive effect of social support on relationshipalify is supported. They
suggested that greater social support facilitateerstanding and closeness in
the relationship. Higher interaction and supportivdormation exchange
between members leads to more warmth and satisfa@ationship so social

support promotes relationship quality; thiiss hypothesized that:

H3: Relationship quality between the users andrelgein a social network is

positively related to social support perceive

H3a: Relationship quality between the users andretor in a social network is

positively related to informational support pereeiv



H3b: Relationship quality between the users andredar in a social network is

positively related to emotional support perceive
2-5- The research model

Conceptual model indicates the relationship betwbenvariables of research.
Since in this research three concepts (social stppaationship qualityand

social commerce) are investigated, after reviewelgvant literature, the model
offered by Hajli (2014) with some modifications weelected to investigate the

relations between variables. Graph 1 shows tharelsenodel.

Social
support

i i

i

! Age |

Commit : !
i i

\ ! Gender |

i i

Social i |

_ ) Relationship H2 ' | Hours a day '
Satisfaction |4—— fitv »| commerce -—| AR I
quality intention | | spendingin

' zocial 1

i network i

' sites |

! |

H I

' |

Controller variables

Emotional
supoort

Informational

.\ i
e

support

Graph 1.The research model adopted from Hajli (R0dth some modifications

3- Research Methods
3-1- The studied population and sampling

The study conducted on the students of Kurdistaweysity and Islamic Azad
university of Sanandaj, who used Facebook and Tatedor internetshopping.
Since the number of these users was not a specifitoer, in the other words

the studied populatiowas unknown, 384uestionnaire have beedistributed



among the students randomiy. order to selethe members of Facebook and
Telegram before offering the questionnaire to aastigipant the author asked
two filtering questions: whether he or she is themher of Facebook or

Telegram and whether had internet shopping expegiennot.
3-2-Data collecting method

In order to collect the required dataquestionnaire included 22 iteness used.

7 items for social support adopted from Liang e{(2811). For relationship
guality 10 items adopted from Liang et al (20119 &g (2013) and 5 items for
social commerce intention adopted from Liang €R@all1) and Hajli (2014). A
5-point Likert scale was used to measure the coctstr

3-3- validity and reliability of measurement instrument

Although questionnaire items have been adopted ft@rliterature which is a
support for validity of the instrument, in order test the validity of the
Instrument, it has been assessed by convergemlityaioo. Average variance
extracted (AVE) should be at least 0.50, as showrable 2 AVE of all

constructs are greater than 0.50. In order to tediability of the

instrumeniChronbach's alpha is used. The value of Chronbagpl® must be
more than 0.70, as shown in table 2 Chronbachlsaahalue of all constructs

exceed 0.70, which is a support for reliabilitytio¢ instrument.
4- Data analysis approach
4-1- Pearson correlation analysis approach

Via Kolmogorov Smirnov test, the normality of datistribution is tested. The
significance level of all the research construetseeded tH@®05 level of the
significance and it showthat research data is normally distributed, sas$eea

correlation data analysis method is used to testdlsearch hypothesizes. The



results of Kolmogorov Smirnov and Pearson cormatatnethod are shown in
table 1.

Table 1: Correlation coefficient between the resea@h variables

Relationship Social  Significance Average Kolmogorove|

quality commerce level Smirnov
 Social support 0521 0590  0.088  3.1673 2.623
Emotional 0.540 0.553 0.100 2.9128 2.659
support
Informational 0.696 0.667 0.705 3.4219 4.433
support
Relationship - 0.662 0.120 3.9504 1.516
quality
Commitment - 0.556 0.064 2.7700 3.074
Satisfaction - 0.869 0.088 3.4323 3.816
Trust - 0.662 0.115 2.6491 1.562
Social commerce - - 0093 3.2594 2.099

Note: The test conducted at the 0.05 level of §icance

4-2 Partial least square

Partial least square is a comprehensive approach tdst and
analyzdypothesizes, latent variables can be investighiethis approach as
well as the other variables. This method is onthestrongesanalysis methods
which is appropriate for the researchers of sost@énces, managemernd
information system. In addition, PLS-SEM supporisthb exploratory and
confirmatory research, is good for small sample.s&ince the current study
sample size is relatively small (384), PLS-SEM vasd more appropriate and
befitting the purpose of the current study.

The results of partial least square method as althe results of Pearson
correlation analysis supported the hypothesizethefresearch.Table2 shows

correlation between latent variables, standard afiewi, average variance



extracted ,and Chronbach's alpha values. Averaganea extracted for every
variables and constructs should be at least 0.85shmwn in table 2 all
constructs reach this criteria and have a valuevaalib05;hence,it can be
concluded thafitness of the variablesave been measurdy these constructs.
The values of standard deviation of variables awdstucts are below
lindicates low dispersion of research data. Squdreorrelation between
variables as shown in table 2 indicate that aliakdes and constructs positively

correlated with each other.

Table 2: Square correlation between latent variable

Social
Social Emotional  Informational = Relationship .
Commitment Trust Satisfaction commerce
support support support quality . .
intention
Social
0.016
support
Emotional
0.44 0.013
support
Informational
0.88 0.77 0.013
support
Relationship
) 0.54 0.54 0.69 0.014
quality
Commitment 0.59 0.55 0.64 0.87 0.018
Trust 0.38 0.77 0.43 0.79 0.69 0.014
Satisfaction 0.27 0.42 0.33 0.73 0.67 0.52 0.018
Social
commerce 0.49 0.55 0.66 0.67 0.55 0.66 0.86 0.015
intention
AVE 0.82 0.90 0.83 0.64 0.76 0.85 0.66 0.52
Chronbach's
- 0.82 0.88 0.90 0.74 0.84 0.70 0.85 0.82
alpha

Notes: Numbers on the diagonal (in boldface) aee dtandard deviation. Other numbers are the
square of correlation. Two bottom rows are averag@nce extracted and Chronbach's alpha values
respectively.

5- Findings:



5-1 Descriptive statistics

The demographic characteristics of respondentcateld that the majority of
the participants 60.7% were female. The particppamtre between 18 to 45
years old, of them the majority were in the ran§e® to 25 years old. The
majority of respondents had Bachelor's degree, 56% wegéesand58.5% of
respondents visit Facebook and Telegrameast for 1 to 5 hours a daks
indicated in the research modils supposed that age, gender and hours a day
spend in social networks influence on social conoeantention. Table 3 shows

demographic characteristics of the respondents.

Table 3: Demographic characteristics of respondents

Demographic Range Frequency Percentage
Age 18-25 219 57%
26-35 84 21.9%
36-45 81 21.1%
Gender Female 233 60.7%
Male 151 39.3%
Educational level Diploma 106 27.6%
Bachelor's degree 205 53.4%
Master's degree 73 19%
Marital status Single 252 65.6%
Married 132 34.4%
Hours a day spend in Lower than 1hour 120 31.2%
social networks 1-5 hours 224 58.3%
More than 5 hours 40 10.4%
Total responses 384 100%

5-2 Analytic findings:

Based on the results of Pearson correlation amsalysiefficient correlation
between social support and social commerce intengo0.590, coefficient

correlation between social support and relationsyyality is 0.521, and



coefficient correlation between relationship qualiand social commerce
intention is 0.662.These results indicate that alocommerce intention is
positively related to both social support and refahip quality, howeverthe
correlation between relationship quality and soaalmmerce intention is
slightly stronger than the correlation between @o@upport and social
commerce intention. The findings indicate a positsignificant relationship
between social support and relationship quality Besed on these results three
main hypothesizes are supported. Coefficient caticel between the constructs
of social support (emotional and informational sappand social commerce
intention are 0.553 and 0.667 respectively. Coieffic correlation between
constructs of relationship quality (commitment, idfattion and trust) and
social commerce intention are 0.556, 0.869 and2ré6pectively. Coefficient
correlation between emotional support and relahgnsquality is 0.540,
between informational support and relationship igyais 0.696. These results
indicated that all secondary hypothesizes of tesearch are supported like
main ones. Among two constructs of social suppoftrmational support has
closer relationship with social commerce intentimmd relationship quality,
among three constructs of relationship quality,iséattion has closest

relationship with social commerce intention.
5-3 Sructural model

The results of partial least square by smart PL8waoe contribute an
additional support to the research hypothesizeapls2 shows the results of
partial least square. As shown on grapfis Ruggest that almost 47% of
variance in social commerce intention is related smcial support and
relationship quality and 29% of variance in relasibip quality refers to social
support. These results indicate an acceptable lelvaxplanatory power of
model. Regarding path coefficients, social suppg@d87 and relationship

guality 0.565 bothhave positive significant relationship with social coraroe



intention. Furthermore, social support has a sicgmit relationship, path

coefficient (0.541) with relationship quality too.
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6- Discussion and conclusion

Considering this fact that technological advancemartiluence significantly on
every aspects of today's life including businesd anmmerceworld, the
businesses should adopt these technological advemte to remain in
competitive world. Thelnternet and social networks are suitable places fo
marketing activities. Firms and sellers can utilsoeial networks to introduce

and advertise their products and services.

The research findings emphasize on the importariceooial networks in
developing friendly and supportive online envirominefor customers.
Improving the relationship quality via commitmesgtisfaction and trust can
leads to increasesocial commerce intention. A dmurtion of this paper is some

key points to Internet marketing, including the om@ance of accurate and



helpful information about products and servicespdied by e-vendors for
customers, and importance of social interactioncustomers. The research
findings encourage individuals to participate inlim® activities especially

social commerce.

Generallythe objective of this resear@investigatingthe social interactions of
individuals in social networks which develop socslpport and leads to
promote relationship quality and consequently inbento social commerce.
Applying social support theory angimergingit with relationship quality in
marketinghas caused thieetter perception of social commerce and advantages
of social media for marketing. In fache research model has a potential power
to identify the role of social factors in e-comnerand marketing strategies.
Significant role of social interactions in socidforms developed by Web 2.0
in social commerce era is the main aim of this aegde Social interactions
develop many advantages and values for firms amdurage them to apply
social media in their marketing strategies.

As individuals join social networks to receive infwtion andgain social
support, firms and sellers should offerthe oppotyufor individuals in their
groups omages to be able siate their suggestions about products and service
and share their knowledge with friends. It's eviddrat more friendly and
supportive environment cause to increase trust detwconsumers and e-
vendors which in turn leads to more intention t@ialocommerce. Higher
satisfaction of the relationship between onlineleseand customers may

contribute the customers il@vemore participation in social commerce.

The findings suggest that businesses, especiayl amd medium onesegvelop
their online communities and create friendly angpsutive environmentThe
businesses could have a proper place to introdadeadvertise their products

and services through developing more friendly comication with customers



and some innovatory activities in their commercigdoups in virtual
world.Meanwhile social commerce strategies help the businessestitact

more customers.

The results of this research are similar to theltef some previous papers
including Hajli research (2014), Zhang et al reskdP014) and Wang & Hajli
(2014) at confirmation of correlation between sbcsapport and social
commerce intention, these results also correspomiget results of Ng (2013) as
well as Hajli (2014) at confirmation of correlatitsetween relationship quality

and social commerce intention.

This paper, asany other papehs&s some limitationsvhich are as follows
Firstly,there was aack of adequate literature about online socigbpsut.

Secondly maybe the respondehtsie been filled outof theuestionnaires
carelessly. Thirdly,Limitation of this paper is related to the samplged
Facebook and Telegram usexsd the results mightvary from the results
ofthestudy on the other social network useéfsurthly, the model was tested
only with the data from Iranian culture, the resuttight be different in other

cultural context.
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