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Abstract

The emergence of social network sites and increasingly popularity of them has
given rise to a new electronic commerce stream, which is called social commerce.
In social commerce individuals share their information and experiences about
products and services and create a friendly and supporting online environment.
The objective of this study based on social support and relationship quality
theories considered a model is to investigate the relationship between social
support, relationship quality and social commerce intention. In this regard, after
reviewing the relevant literature, a proper research model selected as the research
model. A questionnaire of 22 items adapted from previous literature applied to
data collecting. Then they were conducted on two popular social network users
in Iran named Facebook and Telegram. A sample consists of 384 volunteers filled
out the questionnaires. Pearson correlation analysis method and partial least
square were applied to test the model. The results indicated that social commerce
intention is directly related to both social support and relationship quality. The
research findings emphasize on technological changes in electronic commerce
and provide new strategies to firms and sellers to adopt innovation and serve

social networks in their business.
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1- Introduction

Business world has been faced with many alterations, which one of them
is electronic commerce (e-commerce). In fact, e-commerce is defined as a way
to facilitate financial transactions (Hajli, 2014). Web 2.0 and social networks
have caused the development of 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 quickly than other new
emerging technologies (Nicknezhad, Jalali, Dastgheibifard, & Akbarian, 2010).

Social network users employ these sites as a tool to share their online
shopping experiences as well as products and services information (Kim & Park,
2013). Social networks such as Facebook and YouTube influence on how users
communicate and share information considerably. People join these sites, create
their profiles and communicate with their friends. Strengthening online market
places by social networks characteristics should improve trust between two sides
of transactions as well as users satisfaction (Swamynathan, Wilson, Boe,
Almeroth, & Zhao, 2008). There is no doubt that social networks influence on
shopping decisions so that these sites stimulate people's needs and wishes
(Pirmohamadiani, Mohamadi, & Hoseini, 2013). Social networks provide
customers communicate searching; furthermore, they have remarkable role in
providing offers to customers. Since social networks can increase trust, the
user's intention to e-commerce would increase too (Khoshnood & Mahdauvi,
2011). Social commerce has some benefits for both customers and firms;
customers make consciously purchase decisions based on information provided

by other customers or by firms, and firms attract new customers via positive



advices of their current customers, so they can gain more benefits (Curty &
Zhang, 2011). A concept behind social commerce is that social media enriches
the relationship quality, increases selling and encourage customer's loyalty to
the business through developing closer communicate between e-vendor and
customers (Hajli, 2014).

On the other hand, social support is known as a social value which can be
obtained from online communities by internet users. Since social support can
bring warmth and understanding to individuals, it can also satisfies their
psychological needs (Liang, Ho, Li & Turban, 2011). According to web and
media news, the users of social networks like Facebook, Instagram, Telegram
and etc are growing increasingly in lIran. One of the virtual world experts
declared that almost 85% of internet users in Iran are the members of social
network sites such as Facebook and Google plus (Tehrani, 2016, September 11).
Telegram is the most popular social network in Iran which has more than 20
million members in Iran up to now (Virtual world group, 2016, December 7).
Some stores and small businesses utilize social networks to introduce and
advertise their products and services. Marketing via social media increases sales,
improves customer servicing and develops marketing campaign; therefore, it's a
crucial activity to business success and its survival (Marzangou, Ghorbani, &
Ranjbarvandi, 2014).

As social commerce is a new phenomenon in Iran, further studies in this
area need to be done. Although some researchers have studied social media and
social commerce era in Iran, none of them investigate the role of social support
and information quality in social commerce. In order to find an explanation for
correlation between social support, relationship quality, and social commerce in
this paper, a model to investigate customer's social interactions in virtual world
from the social commerce point of view has been proposed. In order to
investigate this correlation, the below objectives are pursued:1- Understanding

the relationship between social support and social commerce intention 2-



Understanding the relationship between relationship  quality and social
commerce intention 3- Understanding the relationship between social support
and relationship quality. Accordingly, this paper addressed three questions: 1-
To what extent is there relationship between social support in social networks
and social commerce intention? 2-T0 what extent is there relationship between
relationship quality in social networks and social commerce intention? 3-T0
what extent is there relationship between social support in a social network and
relationship quality of its users? In order to answer these questions a survey

conducted on Facebook and Telegram users in Iran.
2-Theoretical background and literature review
2-1Social commerce

Innovation enables a business to be aware of customer needs to develop
new products and services accordingly. Customer loyalty is a useful tool for e-
commerce success. Since loyal customers make repetitive purchases which
leads to improve financial performance of the firm, innovation is so important
for success of a firm in today's competitive markets (Ergun & Kuska, 2013).
Increasing popularity of social networks such as Facebook and Tweeter lead to
develop a new platform in e-commerce called social commerce. Social network
users are encouraged to share product information with their friends or sell
product and services via social media (Liang et al, 2011). Social commerce is
the integration of e-commerce with e- marketing using Web 2.0 and social media
applications. This integration is supported by theories such as social capital,
social psychology, consumer behavior and online collaboration, resulting in a
set of useful applications to drive social commerce (Turban, King, Lee, Liang,
Turban, 2015). Innovation in social commerce is similar to other innovation
activities. It is the key to improve performance and may determine the success

of social commerce projects as well as the success of the entire organization and



its survival. Social media provide managers with new resources for idea
generation, listening to customer's suggestions and complaints, using their ideas
for product design or redesign and improving the methods of business (Turban,
Strauss, Lai 2016).

Sharing customer product information has led to popularity and growth of
social commerce in recent years. This development in social commerce is due
to two main influential factors, consumer bargaining power and rapid progress
in information technologies (Ng, 2013). According to Kim (2013), the
emergence of social commerce reflects the power of collective bargaining as

internet has shifted the bargaining power from sellers to consumers.
2-2 Social support and social commerce

"Social support theory has been proposed to explain how social relationships
influence the cognitions, emotions, and behaviors. This theory emphasizes that
supportive behavior can contribute to health through protecting people from the
adverse effects of stress and promoting self-steam and self-regulation" (Wang
& Hajli, 2014).

Social support is a multi-dimensional concept and is defined as individual
perception of being responded and helped by people in social group. Social
support consists of emotional, instrumental, informational and appraisal
support. Since content and social relationship are the characteristics of social
commerce, social support in social commerce consists of informational and
emotional support (Zhang, Gupta & Zhao, 2014). Online social support
influences considerably on performance of virtual groups, because it is an
innovational social interaction. Internet groups have been developed to facilitate
individual's interactions and increase social support via information sharing
(Hajli & Sims, 2015). Since shopping is a social activity, customers tend to be
affected by social interactions with their friends when making purchase

decisions. Online buyers can get access to social knowledge and experiences



which support them in making more informed and accurate purchase decisions
(Lu, Fan, & Zhou, 2016).

According to social interaction theory, individuals reciprocate with others
when they derive benefits from them. Therefore, social commerce environment
with high perceived interactivity provides a proper site for self-presenting,
content creation and support exchange among customers which can create a
sense of social support (Zhang et al, 2014). Zhang et al (2014) emphasized on
the effects of social support on relationship quality and stated that greater
information sharing, creates a supportive environment in which it would be
common to share shopping information, product knowledge and purchase
experiences with others; hence, it could be said that social commerce intention
positively related to social support.

As mentioned earlier, social support is a multi-dimensional concept, but
in this paper, researchers have considered only two dimensions: informational
and emotional support. Social media facilitates social support creation which
leads to better purchase decision making and provides a supportive climate. In
the other words, greater and better social support may lead to higher intention
to social commerce and influences on customer's social behavior (Hajli & Sims,
2015). In social commerce environment, the customers have access to social
experiences and knowledge for supporting them to have better perception of
purchase goals and to make more conscious purchase decisions (Huang &
Benyoucef, 2013).When social support exists in a social community, its
members would have a closer relationship with each other and share their
valuable information to their friends. The frequent sharing of supportive
information can enhance friendship and trust among members which may
increase social commerce intention (Liang et al, 2011). Thus, it is hypothesized
that:

H1: Social commerce intention is positively related to perceived social

support in a social commerce site.



Hla: Social commerce intention is positively related to perceived
informational support.

H1b: Social commerce intention is positively related to perceived
emotional support.

2-3 Relationship quality and social commerce

Relationship marketing theory shows the effects of network and
cooperation with customers through explaining the role of commitment and
trust. The core of this theory is focused on relationship quality dimensions
including trust, commitment, and satisfaction (Wang & Hajli, 2014).
Relationship quality is usually defined as a multidimensional construct. Three
main dimensions of relationship quality are trust, commitment, and satisfaction.
Trust refers to believing of the honesty and benevolence of the service provider.
Commitment shows a psychological state which is important in an ongoing
relationship with the service provider and satisfaction refers to an emotional
state which is evoked by the overall evaluation of interactions with the service
provider (Liang et al, 2011). Relationship quality is a fundamental element in ¢ -
commerce which refers to relevance, accuracy. and usefulness of the
information on e-commerce website, this element is a key characteristic which
influences on the customer's loyalty and satisfaction in e-commerce (Huang &
Benyucef, 2013). Relationship quality is one of factors in success of a
relationship. Greater customer's trust in the service provider leads to a stronger
communication between them. Trust is so important for both sides of
relationship. Satisfaction is an important aspect in continuing relationship
between customers and sellers, Commitment refers to consumer willingness and
tendency to maintain the relationship (Rahimnia, Harandi & Fatemi, 2011).

Major emphasis of social commerce is marketing orientation. As the web
developed, the marketers use Internet to facilitate e-commerce transactions.
With the emergence of social media, marketing communication changed to a

dialogue with internet users (Turban et al, 2015). Social commerce sites such as



Facebook and Tweeter use viral marketing to promote products and services.
Viral marketing refers to word of mouth by which the customers by advising a
service or product promote it to other customers (Linda, 2010). Word of mouth
influences significantly on consumers' purchase behavior. Social networks are
new media for word of mouth marketing (Amiri, 2012). Relationship quality in
an online context is categorized in e-vendor behavior. In an online context, the
e-vendor develops relationship quality in several manners including investment
in communicate with the customers, customer relationship management, and
social support and so on (Hajli, 2014).

Social commerce constructs including rating, reviews, referrals and
recommendations is related to social communicating. In the communication
channels, the customers reassuring each other through information and
experiences exchange; thereby, their trust increases and consequently their
willingness to purchase will increase too (Wang & Hajli, 2014). Greater
closeness between information sender and receiver leads to more intention for
buying the product advised by the information sender. Purchase intention is
motivated by social interactions in social networks directly (Ng, 2013). As Kim
and Park in 2013 suggested: relationship quality refers to the last, the most
accurate and complete information provided by websites for the users.
Customers tend to trust on the websites which provide them with accurate timely
information. Relationship quality has a direct effect on customer's trust in social

commerce firms; hence, it is hypothesized that:

H2: Social commerce intention is positively related to relationship quality

between social network users and e-vendor

H2a: Social commerce intention is positively related to trust on relationship

between social network users and e-vendor



H2b: Social commerce intention is positively related to satisfaction of

relationship between social network users and e-vendor

H2c: Social commerce intention is positively related to commitment of

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

Through social networks people receive informational and emotional support,
these supports can increase trust and consequently increase the probability of
product purchase (Hajli, 2014). A social network in which social support exists,
it would be common for community members to share their information and
recommendations to their friends. When a user perceives that other members
provide useful information, then acquiring or sharing valuable shopping
information with others would be obligatory (Liang et al, 2011). According to
Wang & Hajli (2014), social support perceived in communities, influences on the
consumer's behavior so that their willingness to communicate with others will
increase which leads to improve relationship quality. In their study, the positive
effect of social support on relationship quality is supported. They suggested that
greater social support facilitates understanding and closeness in the relationship.
Higher interaction and supportive information exchange between members leads
to more warmth and satisfactory relationship so social support promotes

relationship quality; thus, it is hypothesized that:

H3: Relationship quality between the users and e-vendor in a social network is

positively related to social support perceive

H3a: Relationship quality between the users and e-vendor in a social network is

positively related to informational support perceive

H3b: Relationship quality between the users and e-vendor in a social network is

positively related to emotional support perceive



2-5- The research model

Conceptual model indicates the relationship between the variables of research.
Since in this research three concepts (social support, relationship quality. and
social commerce) are investigated, after reviewing relevant literature, the model
offered by Hajli (2014) with some modifications was selected to investigate the

relations between variables. Graph 1 shows the research model.
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Graph 1. The research model adopted from Hajli (2014) with some modifications

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

The study conducted on the students of Kurdistan University and Islamic Azad
university of Sanandaj, who used Facebook and Telegram for internet shopping.
Since the number of these users was not a specific number, in the other words,
the studied population was unknown, 384 questionnaires have been distributed
among the students randomly. In order to select the members of Facebook and

Telegram before offering the questionnaire to any participant the author asked



two filtering questions: whether he or she is the member of Facebook or Telegram

and whether had internet shopping experience or not.
3-2-Data collecting method

In order to collect the required data, a questionnaire included 22 items was used.
7 items for social support adopted from Liang et al (2011). For relationship
quality 10 items adopted from Liang et al (2011) and Ng (2013) and 5 items for
social commerce intention adopted from Liang et al (2011) and Hajli (2014). A

5-point Likert scale was used to measure the constructs.
3-3- validity and reliability of measurement instrument

Although questionnaire items have been adopted from the literature which is a
support for validity of the instrument, in order to test the validity of the
instrument, it has been assessed by convergent validity too. Average variance
extracted (AVE) should be at least 0.50, as shown in table 2 AVE of all constructs
are greater than 0.50. In order to test reliability of the instrument, Chronbach'’s
alpha is used. The value of Chronbach's alpha must be more than 0.70, as shown
in table 2 Chronbach's alpha value of all constructs exceed 0.70, which is a

support for reliability of the instrument.
4- Data analysis approach
4-1- Pearson correlation analysis approach

Via Kolmogorov Smirnov test, the normality of data distribution is tested. The
significance level of all the research constructs exceeded the 0.05 level of the
significance and it shows that research data is normally distributed, so Pearson
correlation data analysis method is used to test the research hypothesizes. The
results of Kolmogorov Smirnov and Pearson correlation method are shown in
table 1.

Table 1: Correlation coefficient between the research variables



Relationship Social Significance  Average  Kolmogorov

quality commerce level Smirnov
Social support 0.521 0.590 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
guality
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 significance

4-2 Partial least square

Partial least square is a comprehensive approach to test and analyze hypothesizes,
latent variables can be investigated by this approach as well as the other variables.
This method is one of the strongest analysis methods which is appropriate for the
researchers of social sciences, management, and information system. In addition,
PLS-SEM supports both exploratory and confirmatory research, is good for small
sample size. Since the current study sample size is relatively small (384), PLS-

SEM was found more appropriate and befitting the purpose of the current study.

The results of partial least square method as well as the results of Pearson
correlation analysis supported the hypothesizes of the research.Table2 shows
correlation between latent variables, standard deviation, average variance
extracted , and Chronbach's alpha values. Average variance extracted for every
variables and constructs should be at least 0.05, as shown 1n table 2 all constructs
reach this criteria and have a value above 0.05 ;hence, it can be concluded that
fitness of the variables have been measured by these constructs. The values of

standard deviation of variables and constructs are below 1 indicates low



dispersion of research data. Square of correlation between variables as shown in
table 2 indicate that all variables and constructs positively correlated with each

other.

Table 2: Square correlation between latent variables

Social Emotional | Informational  Relationship .
. Commitment  Trust  Satisfaction co
support support support quality .
in
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 (
intention
AVE 0.82 0.90 0.83 0.64 0.76 0.85 0.66
Chronbach's
0.82 0.88 0.90 0.74 0.84 0.70 0.85
alpha

Notes: Numbers on the diagonal (in boldface) are the standard deviation. Other numbers are the square
of correlation. Two bottom rows are average variance extracted and Chronbach's alpha values

respectively.
5- Findings:
5-1 Descriptive statistics

The demographic characteristics of respondents indicated that the majority of the
participants 60.7% were female. The participants were between 18 to 45 years
old, of them the majority were in the range of 18 to 25 years old. The majority of

respondents had Bachelor's degree, 56% were single, and 58.5% of respondents



visit Facebook and Telegram at least for 1 to 5 hours a day. As indicated in the
research model, it's supposed that age, gender and hours a day spend in social
networks influence on social commerce intention. Table 3 shows demographic

characteristics of the respondents.

Table 3: Demographic characteristics of respondents

Demographic 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 analysis, coefficient correlation
between social support and social commerce intention is 0.590, coefficient
correlation between social support and relationship quality is 0.521, and
coefficient correlation between relationship quality and social commerce
intention 1s 0.662.These results indicate that social commerce intention is
positively related to both social support and relationship quality, however, the
correlation between relationship quality and social commerce intention is slightly

stronger than the correlation between social support and social commerce



intention. The findings indicate a positive significant relationship between social
support and relationship quality too. Based on these results three main
hypothesizes are supported. Coefficient correlation between the constructs of
social support (emotional and informational support) and social commerce
intention are 0.553 and 0.667 respectively. Coefficient correlation between
constructs of relationship quality (commitment, satisfaction, and trust) and social
commerce intention are 0.556, 0.869 and 0.662 respectively. Coefficient
correlation between emotional support and relationship quality is 0.540, between
informational support and relationship quality, is 0.696. These results indicated
that all secondary hypothesizes of this research are supported like main ones.
Among two constructs of social support, informational support has closer
relationship with social commerce intention and relationship quality, among three
constructs of relationship quality, satisfaction has closest relationship with social

commerce intention.
5-3 Structural model

The results of partial least square by smart PLS software contribute an additional
support to the research hypothesizes. Graph 2 shows the results of partial least
square. As shown on graph, R?s suggest that almost 47% of variance in social
commerce intention is related to social support and relationship quality and 29%
of variance in relationship quality refers to social support. These results indicate
an acceptable level of explanatory power of model. Regarding path coefficients,
social support 0.187 and relationship quality 0.565 both have positive significant
relationship with social commerce intention. Furthermore, social support has a

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

Considering this fact that technological advancements influence significantly on
every aspects of today's life including business and commerce world, the
businesses should adopt these technological advancements to remain in
competitive world. The Internet and social networks are suitable places for
marketing activities. Firms and sellers can utilize social networks to introduce

and advertise their products and services.

The research findings emphasize on the importance of social networks in
developing friendly and supportive online environment for customers. Improving
the relationship quality via commitment, satisfaction and trust can leads to
increase social commerce intention. A contribution of this paper is some key
points to Internet marketing, including the importance of accurate and helpful

information about products and services supplied by e-vendors for customers, and



Importance of social interactions of customers. The research findings encourage

individuals to participate in online activities especially social commerce.

Generally, the objective of this research is investigating the social interactions of
individuals in social networks which develop social support and leads to promote
relationship quality and consequently intention to social commerce. Applying
social support theory and emerging it with relationship quality in marketing has
caused the better perception of social commerce and advantages of social media
for marketing. In fact, the research model has a potential power to identify the
role of social factors in e-commerce and marketing strategies. Significant role of
social interactions in social platforms developed by Web 2.0 in social commerce
era is the main aim of this research. Social interactions develop many advantages
and values for firms and encourage them to apply social media in their marketing

strategies.

As individuals join social networks to receive information and gain social
support, firms and sellers should offer the opportunity for individuals in their
groups or pages to be able to state their suggestions about products and services
and share their knowledge with friends. It's evident that more friendly and
supportive environment cause to increase trust between consumers and e-vendors
which in turn leads to more intention to social commerce. Higher satisfaction of
the relationship between online seller and customers may contribute the

customers to have more participation in social commerce.

The findings suggest that businesses, especially small and medium ones, develop
their online communities and create friendly and supportive environment. The
businesses could have a proper place to introduce and advertise their products and
services through developing more friendly communication with customers and

some innovatory activities in their commercial groups in virtual world.



Meanwhile, social commerce strategies help the businesses to attract more

customers.

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

commerce intention.

This paper, as any other papers, has some limitations which are as follows.
Firstly, there was a lack of adequate literature about online social support.

Secondly, maybe the respondents have been filled out of the questionnaires
carelessly. Thirdly, Limitation of this paper is related to the sample used,
Facebook and Telegram users and the results might vary from the results of the
study on the other social network users. Fourthly, the model was tested only with
the data from lIranian culture, the results might be different in other cultural

context.
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