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Abstract---- Commercial activities done through the medium of
Internet took a paradigm shift with the introduction of web 2.0. Ecommerce was the first of its generation and followed by social
commerce which used social networking platforms as the base for
commercial activities. Identifying the factors influencing social
commerce usage enable organizations to earn more revenue by
investing more on improving those factors. Hence, the purpose of
this study was to identify the factors affecting social commerce
website usage in the context of Sri Lanka. A conceptual model was
developed based on an extensive review of literature. The conceptual
model was tested using one hundred and sixty usable responses from
postgraduate students. Partial Least Square (PLS) method was used
to test the model. Measurement model analysis was used to test the
reliability and validity of the measurement instrument. Structural
model analysis was used to test the model fit and to test the
hypotheses. The results of structural model analysis supported six
hypotheses. Perceived usefulness and trust toward members were
identified as the most significant factors for social commerce website
usage. The findings of this study provided important implications
for researchers and practitioners interested in social commerce.
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I.
I. INTRODUCTION
Social commerce is the latest addition to electronic commerce
using social media and online media to carry out commercial
activities [1]. Social commerce has been evolving under the
social media revolution and social networking sites helped to gain
popularity and advancement of social commerce [2]. Social
commerce allows customers to be live in the world wide web or
the social web. Social commerce is identified as the new
dimension of e-commerce [1]. Social commerce not only creates
value for customers by enabling buying and selling of products
or services but also creates value for electronic vendors by using
the content created by customers through reviews,
recommendations and experiences [2][3]. Social commerce has
been most generous money generator in e-commerce with the
revenue increase of 10 billion US dollars between years 2015 and
2016 [4]. Even though social commerce is commonly considered
as a collaboration of social media and e-commerce, social
commerce is different from conventional e-commerce [5]. That
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is, social commerce emerged on different social media, such as
websites (Facebook, Twitter) or apps (Whatsapp, Wechat) and it
consists of all important featurs of the social web.
Statistics from PricewaterhouseCoopers [6] showed that 78
percent of consumers are influenced by social media when
shopping online. In 2017, 70.7 percent of internet users of the
United States used social networks. The time spent on internet
among adult users was average 1 hour 15 minutes per day.
According to this report it is a popular channel, and marketers are
interested to access consumers through social media. Consumers
are not gathering in social platforms just to buy a product or a
service, but social media plays a valuable role in the initial stages
along the path to purchase, as a general influence and a research
tool. According to [6] by PricewaterhouseCoopers, online buyers
identified social networks as the most used digital media for
purchase decision making. Thus, this new loop of social
commerce is never going to stop evolving. Retail-friendly
advertisements, products and features from the main social
networking sites such as Facebook, Instagram and Twitter are
constantly been introduced. Hence, influencer merchandising is
still a popular tactic. Social commerce is an emerging market.
Using the social group to get feedback, wisdom and
endorsements has been a growing trend in the recent past.
Emphasizing the importance, social commerce research has
grown exponentially in the past 10 years and thus, it has been an
emerging research area for academics all over the world. [7].
Although, many studies were conducted, most of the research in
social commerce either has its focus merely on technological
aspect of the social commerce or social aspect of social
commerce [5][8][9][10]. Moreover, studies carried out in Sri
Lanka has replicated the existing models without considering the
social context of Sri Lanka [11]. Thus, a research gap exists in
the global and the local scale to examine the overall view; both
social and the technological aspects that influence usage of social
commerce. Therefore, the purpose of this study was to identify
the factors affecting social commerce web sites usage among Sri
Lankan customers. The subsequent sections of this paper are
organized as follows. The next section presents the review of
literature in relation to social commerce theory and concepts. In
Section 3 the research model and the hypotheses formulated
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based on literature are presented. This is followed by data
collection and data analysis in Section 4 and Section 5,
respectively. Next section provides a discussion of data analysis
followed by the implications to theory and practice in Section 7.
Final section of this paper presents the conclusion of the study.
II.
II. LITERATURE REVIEW
The use of different channels to communicate with consumers
has increased with the inception of Web 2.0 in 2005 [1].
Consumers of modern day have become active content creators
in cyber space rather than passive consumers of information
because of social networks and social media [1]. E-commerce is
the procedure by which individuals and entities exchange
products or services online using the Internet-engaged systems
with the help of both the transmission of data and electronic
monetary systems [12]. Inclusive extension of e-commerce is
known as ‘social commerce’ [13][14][15] [16]. Even though
there are many definitions, there is no standard definition for the
term social commerce. Social commerce in general stands for
carrying out e-commerce activities through social media,
generally, by using social networks and Web 2.0 technologies
[2]. Social commerce through social media is known as a
subcategory of electronic commerce that contribute to ecommerce activities [17]. Most of the start-up businesses and
entrepreneurs tend to use social commerce which result in rapid
growth of the technology along the technology life cycle from
‘buzz’ to ‘experimentation,’ and then to ‘adoption’ and
‘maturity’ [18]. The rise in social commerce has affected the
behavior of consumers [19]. Social commerce provide access to
social knowledge necessary for the consumer to obtain a better
understanding of online purchasing and to take accurate purchase
decisions [20]. For businesses today, big or small, social media
is a vital component of their marketing strategies. Hence, it is
important for businesses to build their businesses considering
social media platforms [21][22]. One of the major advantages of
social commerce is the possibility to communicate with massive
number of buyers [23] [24][25]. Businesses are influenced
greatly by social commerce [26] and social commerce
modernizes the way the buyers and sellers interact [27].
Previous studies have justified social support as an important
determinant of consumer behavior. Referencing [28] found that
motivation of the user and the motivation of other users in the
social networking site as an important factor affecting the user
behavior. Therefore, it is evident that, social support theories are
important in understanding consumer behavior in the social
commerce context [2]. Social support theory has been defined by
different scholars. Referencing [29] defined social support as
“Verbal and nonverbal communication between recipients and
providers that provides information that reduces uncertainty
about the situation, the self, the other, or the relationship and
functions to enhance a perception of personal control in one’s life
experience”. Social support is a multidimensional concept, in
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which components could be different from circumstance to
circumstance [30]. Further, according to [31] informational
support has a positive effect on consumer decision making
process. Referencing [5] and [32] also found informational social
support as a resource for individuals in a social networking site
and to build good relationships with other members.
In addition, organizational membership or person’s enduring
desire to be a part of a group has been extensively examined and
studied in the topic of community commitment [33]. Scholars
have identified that there is a major involvement toward a virtual
community and the majority of the individuals are engaged and
present in the community [34][35]. In previous research [36][37]
commitment along with other social interactions such as trust and
electronic word of mouth have been identified as factors affecting
the business success with increase in sales.
Furthermore, trust an important determinant when people
decide in relation to with whom to interact with [38][39]. One of
the critical aspects human behavior is the need to understand the
social environment. Individuals must know how his/her behavior
will influence behavior of others beforehand. In electronic
commerce, trustworthiness is an important factor with the
uncertainties and risks surrounding social commerce web sites
[40]. Due to the importance of the trust factor, studies tend to
focus more on identifying relationships between trust and social
commerce intentions [41]. Identifying the importance, trust
transfer theory has been used in this context of study [5][17].
According to research trust transfer can occur both in real life as
well in virtual life and real-life trust can be easily transferred to
virtual life where social media works as a communication
channel [5]. In e-commerce literature trust has been commonly
studied in online business contexts [42][43]. Trust in social
commerce largely based on the quality of information such as
accuracy, reliability and objectivity [44]. Therefore, informationbased trust is known as an important element of social commerce
trust, and it measures the trustworthiness of information
published in the social commerce websites.
In addition, in the socio-technical perspective, mostly the
Internet related interactions depend on a set of technical tools that
are combined to be used as mediation objects by which the
operator of that object can use it to achieve a certain task [45].
Technology acceptance and adoption studies on information
systems uses different models established in literature. Among
those theories, Technology Acceptance Model (TAM) is the
commonly used theory to understand the acceptance or adoption
of information systems [46]. Review of literature indicated that
many factors have been considered in diverse contexts in
determining the factors that influence consumers to use social
commerce to do commercial activities. Most research undertaken
in social commerce context has been descriptive and lacks a solid
theoretical foundation. The studies reviewed either has more
focus on technological aspect of the social commerce or social
aspect of the social commerce. The present study combined both
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technological aspects and social aspects together to determine the
social commerce adoption intention of consumers. Thus, this
study developed a comprehensive integrated model to examine
the impact of social commerce on consumer decision making
combining both the social support perspective and technological
perspective.
In Sri Lanka, for over 5 years, it maintained over a 20 percent
year growth in internet penetration. By the mid of year 2017 there
were 6.1M+ internet users in Sri Lanka] with an increase of
mobile penetration by 124 percent by March 2017 [47]. Even
with this kind of progress over the web usage, e-commerce still
failed to capture the desired market share in Sri Lanka [48].
Starting from mid-2016, the Sri Lankan numbers on Facebook
increased from 4 million to 5 million with more than 20 percent
penetration. According to this data over 80 percent of the Internet
users in Sri Lanka at least interact with a single social networking
site (SNS). This user group provides a huge opportunity to Sri
Lankan organizations to explore new business model using social
commerce websites and its community base to utilize this
customer base, organizations need to identify the perspective of
Sri Lankan customers. In the Sri Lankan context, none of the
studies examined the influence of trust, social aspect and
technology aspect together on social commerce. Thus, the review
of literature evident a gap in the literature to provide a more
comprehensive view of the factors influencing social commerce
website usage, in the Sri Lankan context. Thus, this study
presents a comprehensive model integrating social support
theory, trust transfer theory, community commitment theory and
TAM which would provide a better overview of social commerce
web site usage.
1. III. RESEARCH MODEL AND HYPOTHESES
This study combined four well established theories in
formulating the conceptual model. Communities have issues
regarding the transactions done via electronic media with
unknown vendors and it has been a well-studied aspect for
electronic commerce adoption [49] [50]. The same applies for the
social commerce adoption in Sri Lanka as well [11]. However,
with the social aspect playing a major role in consumer decision
making, trust on online commerce activities is increased [1].
Trust in social commerce has two ends to it with regard to online
vendors themselves and members of consumer community who
rely on information they provide [5]. This study concentrated
mainly on two aspects of trust. That is trust toward social
commerce websites and trust toward members of social
commerce websites. Above two constructs were derived from the
Trust Transfer Theory (TTT). According to TTT, trust can be
built upon the strong relationships build among community
members who inspire consumers to use certain social commerce
websites [5]. Therefore, people can easily share information,
opinions on product/service or consumer experience with their
peers on social networking sites [17]. In addition to TTT, to
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measure the social aspect of social commerce website usage in
Sri Lanka, Social Support Theory [5][17][51] and Community
Commitment Theory [5][17][35] was used. Perceived ease of use
and perceived usefulness are two constructs of TAM which has
been widely studied, as a model to predict a user’s intention to
accept a technology [3]. These two constructs have been tested
and proved to play an important role in adopting a new
technology. Therefore, these two constructs were also included
to provide a better understanding of the factors affecting social
commerce web site usage in Sri Lanka. Based on the extant
literature it is evident that individual intention to use social
commerce can be enhanced by improving the commitment to
community, informational support, trust and acceptance of the
technology for every individual. Thus, based on the above
justification the conceptual model for this study was developed
(see Fig. 1).
A. Trust Towards Social Commerce Community Members
Trust toward social community members is referred to as
one’s inclination to rely on the feedback of other members in the
community [5]. Social commerce website usage intention was
defined as the aim or plan to use social commerce websites to
fulfill commercial activities [17]. Literature suggested that trust
toward members has a positive relationship with participatory
behaviors [52][53].

Trust toward
members
Trust toward
social
commerce
websites
Information
support
Community
commitment

H1
H2

H3
H4

Intention to use
social commerce
websites

H5
Perceived ease
of use
H6
H7
Perceived
usefulness
Figure 1: Conceptual Framework

Further, some studies have justified the relationship between trust
toward the members of on-line communities and intention to do
on-line transactions [38][54][55]. In a trustworthy environment
people tend to seek help from others as well as give help to others
[5]. Information gathered from trustworthy sources will be used
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for decision making and considered as valuable [56]. Similarly,
people seek help from people who they trust when they want to
know about a certain product or a service or to buy certain
products and services [17]. Therefore, based on the above
justification, following hypothesis was formulated.
H1: Trust towards social commerce community members has a
positive effect on intention to use social commerce websites.
B. Trust Towards Social Commerce Community
Trust toward a community means the individual perception
towards a community as a reliable, trustworthy and foreseeable
place for social activities [5]. The relationship between trust
towards community and intention to interact with that community
has been examined in previous studies [57][58][59]. The rules
among on-line communities and to what extent the rules are been
followed determines individual’s intention to interact with that
community. Brand of the social commerce supplier platform and
its ability to meet consumer expectations has been considered by
users when compiling trust on social commerce websites [60].
Therefore, based on the above justification, following hypothesis
was formulated.
H2: Trust toward social commerce web site community has a
positive effect on intention to use social commerce websites.
C. Informational Support
Informational support is defined as the understanding gained
by individuals, which can be in any form such as an advice,
recommendation or simply an experience of using any product or
service [17]. In online communities such as social networking
sites, users tend to exchange information and support with each
other [2]. Informational support can be classified into different
forms. It can be a recommendation, review, advice or an
experience about product or service [17]. As per previous studies
when choosing a service or product to purchase, consumers
strongly depend on the informational support from other
individuals to take their decisions [60]. On-line informational
support can be identified in the context of on-line commercial
activities as the user-generated content, circular among users
with the goal of sharing opinions and experiences, giving advices
and support decision making, perception, intentions and
behaviors toward products/services or brands [5][37][61][62].
Thus, information support plays a vital role in the social
commerce aspect as well. Therefore, based on the above
justification, following hypothesis was formulated.
H3: Informational support has a positive effect on intention to use
social commerce websites.
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D. Commitment to Social Commerce Websites
Community commitment defined as the organizational
membership or person’s enduring desire to be a part of a group
[33]. Commitment is not merely the feeling of emotional
attachment or obligation [63]. As per explanations from prior
research, commitment is identified as an aspect that needs to
maintain a worthwhile relationship between consumers and
businesses [34]. Referencing [63] described commitment as a
bond where individual’s intentions will not change under
different circumstances. Interactive communication between
community members creates a favorable attitude about the
community and due to that, it will enhance the level of
commitment of members to the community [64]. Further, prior
studies have proven that the interactions or belongingness with
on-line communities influence the level of commitment on the
online community [34][35]. Feeling of a safe and secured
environment; having friends, family on the same community
make people attached to online communities. Social networking
websites plays the role of the community in the social commerce
context [17]. Therefore, based on the above justification,
following hypothesis was formulated.
H4: Commitment to social commerce website has a positive
effect on intention to use social commerce website.
E. Perceived Ease of Use and Perceived Usefulness
TAM suggested two constructs – perceived ease of use
(PEOU) and perceived usefulness (PU) as important predictors
of individual’s intention to use a technology. Perceived ease of
use is defined as the degree to which an individual believes that
using a system would be free of effort (Davis 1989). Prior studies
have demonstrated the application of TAM in information
systems and technology acceptance research [65][66], and
specifically in e-commerce research [50][67]. Perceived
usefulness is the degree to which a person believes that using a
system would enhance his or her performance. Prior research has
demonstrated that PU has a direct effect on intentions to use a
system [67]. Similarly, to PEOU, PU also have been proved as a
main construct of the TAM and PU is an important determinant
on how well the perceived usefulness influence the intention of
using social commerce websites. According to [68], there is a
direct effect of perceived ease of use on perceived usefulness. As
[68] elaborated, if a user becomes more efficient user of a
technology because of ease of use improvements uses become
more efficient. Making a system easier to use, should make the
system more useful [46]. Referencing [46] proved perceived ease
of use as a determinant of perceived usefulness. According to
[69], if a system is easy to use, the users will use more, and it will
in turn will increase job performance. Therefore, based on the
above justification, following hypotheses were formulated.
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H5: Perceived ease of use has a positive effect on intention to use
social commerce website.
H6: Perceived usefulness has a positive effect on intention to use
social commerce website.
H7: Perceived ease of use of social commerce websites has a
positive effect on perceived usefulness of social commerce
websites.
2.
IV.
DATA COLLECTION
The sample of this study comprised of postgraduate students.
This sample represented a cross-section of the population that has
an online presence in Sri Lanka. Postgraduate students in any
country are a great representation of the country, with different
backgrounds, different demographics and different careers [70].
Thus, this sample can give an accurate measurement to conduct
this study. The sample was selected using the convenience
sampling technique. This study mainly focused on seven
constructs; information support, community commitment, trust
toward members, trust toward community, perceived usefulness,
perceived ease of use and social commerce website usage
intentions. To measure these constructs items from previous
studies were used [2][5][10][70][71] with a seven-point Likert
scale anchored from ‘Strongly agree’ to ‘Strongly disagree’.
Research confirmed that data from Likert items are less accurate
when the number of points in the scale is below five points or
when number of points are above seven [72]. Thus, the current
study used the seven-point Likert scale. The questionnaire was
developed in three sections where Part A had two items to know
whether the respondent is using a social commerce website. Part
B had seven sections, with items relating to each construct. Part
C was dedicated to collect demographical data of the
respondents. Questionnaire was developed using Google forms
since it has features to see the responses in a graphical format.
The questionnaire sent out to respondents via electronic mail. A
reminder also was used and sent out after two weeks to potential
respondents to increase the number of responses. Before the main
survey, a pilot study with 40 postgraduates students was carried
out. Some minor wording changes were done, and the test results
indicated that the questions were reliable and valid. In the data
collection, 304 questionnaires were sent out using the mailing
lists and 162 responses were usable for the study.
V.
DATA ANALYSIS
SPSS version 23.0 was used to screen the data and to describe
the characteristics of the study sample of this study. The model
testing was done using Partial Least Squares based Structural
Equation Modelling (PLS-SEM) (SmartPLS 3.0). [73]. SEM
allows the evaluation of both the measurement model and the
structural model simultaneously [1]. This approach has many
advantages over other methods such as regression analysis
(Gefen et al.; 2000). The Partial Least Squares (PLS) method was
used in this study. The reasons to use PLS method in the present
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study were, since it is quite useful and widely used software in
the behavioral sciences [74][75]. Further, PLS is good when the
sample is small [60]. Studies similar to the current study have
used PLS for data analysis and therefore the findings of this study
could be easily compared with existing literature. Moreover,
according to [75] PLS is more appropriate for new models while
covariance-based techniques are more suitable for wellestablished models.
Data screening was the first step of preparing the data set for
main data analysis. Manual check by the researcher was carried
out to ensure that all questions were answered. This helped to
identify some rows with missing values which exceed the 80% of
total columns. Those responses were removed and used mean
substitution for imputing other missing data [76]. Box plot
method in SPSS was used to identify any outliers in the dataset.
There were no outliers in the data set. According to the analysis
of demographic data, 100 percent of the respondents were using
social commerce websites. Findings revealed that more than 80
percent of respondents are using Facebook as their preferred
social commerce website.

A. Measurement Model Analysis
To establish the strength of the research model, tests for
reliability and validity were carried out. Item reliability, internal
consistency reliability, convergent validity and discriminant
validity were evaluated to establish the strength of the
measurement model [76]. 0.7 was considered as the threshold
value for item reliability [77]. Further, ‘Cronbach’s alpha’ and
composite reliability values were used to measure internal
consistency reliability. Threshold value for internal consistency
reliability in this study was considered as 0.7 [76]. In the factor
loadings all the factors had loadings higher than the threshold
level of 0.7 except for the item PU1 (0.67) [76]. Thus, after
removing the PU1, measurement model analysis was carried out
again. The loadings for all the items were above the threshold
value (0.7) (see Table 1).
As given in Table 2, the values for each construct under
composite reliability and Cronbach’s Alpha were above the
acceptable value, 0.70 [76]. Thus, internal consistence reliability
for all constructs were achieved. Construct validity can be
established with convergent validity and discriminant validity
[78]. Convergent validity refers to the degree to which two
measures of the same construct are highly correlated and that the
scale is measuring its intended construct [79]. Factor loadings
and the Average Variance Extracted (AVE) were used to
determine the convergent validity. Acceptable threshold value for
AVE was 0.5 [80]. AVE values of all the constructs were above
.5 and was greater than the threshold value [80], confirming the
convergent validity.
Discriminant validity refers to the degree to which
measurement items that should not be related are in fact unrelated
[79]. Discriminant validity was identified by calculating the
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square root of AVE for each latent construct [81]. If the values in
the diagonal are larger than other correlation values among the
latent variables, discriminant validity could be established.
Further, as given in Table 3, the square root values of AVE are
greater than other correlation values among the latent variables.
Thus, the discriminant validity is established [81].

Table 1: Loadings of the measurement items
Items

CC

CC1

0.94

CC2

0.96

CC3

0.97

CC4

0.97

INFS

PEOU

PU

SCWUI

TTC

0.93

0.95

0.87

Perceived ease of use

0.85

0.89

0.68

Perceived usefulness

0.91

0.94

0.85

Social commerce website
usage intention

0.94

0.95

0.77

Trust toward community

0.85

0.91

0.77

Trust toward members

0.92

0.95

0.86

TTM

CC

INFS1

0.91

INFS2

0.96

INFS3

0.93

PEOU1

0.79

PEOU2

0.83

PEOU3

0.86
0.81

PEOU4
PU2

0.91

PU3

0.93

PU4

0.93
0.86

SCWUI2

0.90

SCWUI3

0.91

SCWUI4

0.89

SCWUI5

0.86

SCWUI6

0.84

TTC1

0.90

TTC2

0.86

TTC3

0.87

TTM1

0.93

TTM2

0.94

TTM3

0.92

Note: CC: Community commitment, INFS: Informational support, PEOU:
Perceived ease of use, PU: Perceived usefulness, SCWUI: Social commerce
website usage intentions, TTC: Trust toward community, TTM: Trust toward
members
Table 2: Internal consistency reliability and convergent validity
Cronbach’s
Composite
Constructs
AVE
Alpha
Reliability
Community Commitment

0.97

Table 3: Discriminant Validity
PE
SCW
INFS
PU
OU
UI

TTC

CC

0.96

INFS
PEO
U
PU
SCW
UI
TTC

0.47

0.93

0.59

0.53

0.82

0.64

0.48

0.71

0.92

0.57

0.58

0.57

0.68

0.87

0.54

0.41

0.60

0.53

0.64

0.87

TTM

0.60

0.53

0.74

0.63

0.71

0.64

TTM

0.92

Note: CC: Community commitment, INFS: Informational support, PEOU:
Perceived ease of use, PU: Perceived usefulness, SCWUI: Social commerce
website usage intentions, TTC: Trust toward community, TTM: Trust toward
members

SCWUI1
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Informational Support

0.98

0.93

B. Structural Model Analysis
After establishing the validity and reliability with the
measurement model analysis, to determine the explanatory power
of the conceptual model and to test the hypotheses, structural
model analysis was carried out. By examining the coefficient of
determination (R2) the explanatory power of the research model
was tested [76]. The cause-effect relationship strength can be
calculated with path coefficient values [76]. To measure the
effect of each path, bootstrapping method was used [76]. The
statistical significance of path coefficients was calculated using
the t-test with 95 percent confidence level. SmartPLS version 3
can generate both T values and p values using bootstrapping.
According to the findings, coefficient of determination, R2, is
0.692 for “Social commerce website usage intention”. This
means that the six other latent variables explain 69.2% of the
variance in intention to use social commerce websites. Further,
variable ‘Perceived ease of use’ explained 50.4% of variance in
‘Perceived usefulness’. As shown in Table 4, all hypotheses were
supported except hypothesis 4 (H4).
Table 4: Hypotheses testing
p
Hypotheses
β
H1: Trust towards social
commerce
community
0.35
0.00
members has a positive

Outcome
Supported
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effect on intention to use
social commerce websites.
H2:
Trust
in
social
commerce
web
site
community has a positive
effect on intention to use
social commerce websites.
H3: Informational support
has a positive effect on
intention to use social
commerce websites.
H4: Commitment to social
commerce websites has a
positive effect on intention to
use
social
commerce
websites.
H5: Perceived ease of use
has a positive effect on
intention to use social
commerce websites.
H6: Perceived usefulness has
a positive effect on intention
to use social commerce
websites.
H7: Perceived ease of use of
social commerce website has
a positive effect on perceived
usefulness
of
social
commerce websites.

0.25

0.00

Supported

0.23

0.00

Supported

0.01

0.95

Not
supported

0.25

0.03

Supported

0.40

0.00

Supported

0.71

0.00

Supported

3. VI. DISCUSSION
According to hypotheses testing results, hypothesis H1, trust
towards social commerce community members had a positive
effect on individual's intention to use social commerce website
(β=0.35, p=0.00). This finding was consistent with previous
studies of [5] and [17]. In [5] they identified ‘trust toward
community’ as a significant factor influencing social commerce
intentions. Referencing [17] also found trust towards community
as a significant factor influencing social commerce usage.
Hypothesis H2, trust towards social commerce community had a
positive effect on an individual's intention to use social
commerce website (β=0.25, p=0.00). This finding was consistent
with previous studies of [5] and [17]. Referencing [5] identified
trust toward community as the most significant factor that
influence intention to use social commerce websites. Referencing
[17] finding was also consistent with the study finding.
According to the study findings, trust toward members was a
more influential factor than the trust toward community. This
finding also was in line with the study of [17]. The reason could
be the consumer considers credibility of members more
important than the community. Two variables of ‘Trust transfer
theory’ showed higher path coefficient values which suggested
trust plays a significant role in influencing individual intention to
use social commerce websites. Hypothesis H3, informational
support had a significant effect on intention to use social
commerce websites (β=0.24, p=0.00). Informational support is
one of the five dimensions of social support theory [82]. Previous
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study findings of [5] [2] and [17] were consistent with the
findings of the current study. Hypothesis H4 was not supported
by the study findings. As shown in Table 4, hypothesis H4 was
not significant, hence we can conclude community commitment
does not directly influence individual’s intention of using social
commerce websites (β=0.01, p=0.95). Referencing [5] and [17]
found community commitment to be statistically significant
when considering intention to use social commerce websites.
However, in this study in the Sri Lankan context, this hypothesis
was not supported. The findings of the study revealed that there
was a significant positive effect of perceived ease of use on
intention to use social commerce websites (β=0.25, p=0.03).
Thus, the hypothesis H5 was supported. This implied that users
intend to use the social commerce websites more frequently as
the system becomes easy to use. This finding was consistent with
[46] and [69]. Further, the results of this study aligned with the
previous studies on social commerce by [10] as well. According
to the study findings, the second most supported hypothesis was
the positive effect of perceived usefulness on individual’s
intention to use social commerce websites (H6) (β=0.41, p=0.00).
When a person perceives social commerce website as useful, then
the intention towards using that website will also be higher. Much
research has been done on e-commerce adoption and the findings
of this study were consistent with previous research [3]. Even
though PU and PEOU from ‘Technology acceptance model’ has
been recognized as having significant relationship with
individual’s intention to use social commerce websites, in the
current study, perceived ease of use had a much lower effect on
intention to use when compared with perceived usefulness
(β=0.25, p=0.03). The strongest effect found in this study was the
effect of PEOU on PU (β=0.71, p=0.00) (Hypothesis H7). This
elaborates that when consumers perceive the social commerce
websites as easy to use, the users will see them as useful. This
finding is consistent with previous studies of [46], who revealed
that firms which have strong and favorable perception of the
usefulness of the systems use more of them than those with weak
or unfavorable perception of the useful systems. Further, finding
of this study was consist with [28][83][84][85] and [86], which
confirmed perceived ease of use had direct effect on perceived
usefulness.
4. VII. IMPLICATIONS
The findings of this study provided important implications for
researchers and practitioners interested in social commerce. In
this study a new model with four aspects was established. The
current study contributed to narrow down the empirical gap by
exploring the factors affecting the usage of social commerce
websites in Sri Lanka. The findings of the study provided some
important implications for practitioners as well. First, the results
of this study found that social factors can play an important role
in facilitating social commerce. It revealed the importance of
information such as reviews, ratings and recommendations for
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organizations and how hard it is to get that information from users
into social commerce websites. Information support in this study
is one of the influencing social factors involved in social
commerce website usage. The reason that informational support
is vital in social commerce is because supportive interactions
among social website members let them feel closer to each other
and more comfortable in exchanging information. The supportive
environment will also enable the users in a social commerce web
site to continue their association with the web site. Most people
join a social networking web site with the belief of interacting
with peers comfortably and conveniently. Without such an
encouraging environment, the motivation to continued use and
information sharing would diminish. Thus, the social commerce
providers should facilitate such a supportive and encouraging
environment when they design social commerce websites.
Another important implication of this study is the lack of
significance of the community commitment factor toward social
commerce usage intention. Commitment to a community
determined by how much time a person spends on a certain
community while contributing to the growth of the community.
According to the results of this study, in the Sri Lanka context
people just want to get the content as viewers but do not like to
contribute with recommendations, reviews and ratings. This was
revealed in a previous study as well [87]. Further, the impact of
trust on the social commerce website usage intention was visible
in the present study. Organizations can ensure the authenticity of
users and platforms to attain competitive advantage through
social commerce. Further, the ease of navigation, attractive
designs can be employed by organizations for their websites
would improve the ease of use and usefulness attributes of the
websites that would ultimately improve intention to use social
commerce websites.
5. VIII. CONCLUSION
This study examined the factors affecting the intention to use
social commerce websites in Sri Lanka. Findings of this study
revealed that perceived usefulness as the most influential factor
when deciding to use social commerce websites followed by
informational support, trust toward members, trust toward
community and perceived ease of use. But community
commitment was not identified as a factor influencing social
commerce website usage in Sri Lanka. The high influence from
perceived usefulness and ease of use suggested the simplicity in
terms of design and technical aspects plays a large role when
influencing social commerce website usage. Trust also was
identified as one of the main influencing factors for people to use
social commerce websites. Higher importance on trust towards
members suggested that in the context of Sri Lanka people place
more trust on individuals than on communities. Members and
their credibility have been highly regarded when making
decisions to use social commerce websites. Increasing trust
among members as well as towards communities would benefit
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influencing individual usage of social commerce websites.
Informational support also was identified as a significant
construct influencing social commerce website usage among Sri
Lankans. Improving the information accessibility and
encouraging people to share information would enhance the
information support aspect. The underlining reason for not
identifying community commitment as a factor influencing social
commerce website usage may be because the study focused only
on investigating and analyzing the factors that influence the
decision to use social commerce website rather than identifying
factors that impact continuous usage and loyalty of social
commerce website.
6.
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