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A Study on the Social Commerce in Smartphone Environment®

Hyunchul Ahn** - Hyoung-Yong Lee™*

B Abstract &

Currently, Social Commerces have increasingly gained popularity with the growth of Social Network Services (SNS).
As the applications of smartphones are being applied in widespread areas, social commerces in the smartphone
environment have entered a new chapter. The applications of social commerces on smartphones are widely used, which
has increased the market share of social commerces exponentially. Thus, we tried to find out factors which may affect
the user acceptance of social commerces in the smartphone environment. We develop a research model to examine
how social commerces in the smartphone environment are accepted by users based on the academic factors-switch
costs, trend-seeking tendency, richness in media. The theoretical model is validated through an survey of social
commerce users in the smartphone environment from the undergraduates and the graduates in Seoul, Korea. The
structural equation analysis is conducted based on the partial least square (PLS) approach. The results reveal that
the switch cost will have positive mediating influences to the intention to use social commerce in the smartphone
environment. We also find that the perceived usefulness of the smartphone is affected by the media richness. The
results also suggest that the trend-seeking tendency has no influences to the users of social commerces in the
smartphone environment. Also, theoretical and practical implications are discussed. The findings are believed to
increase our understanding an interesting mobile phenomenon, as well as making contributions.

Keyword : Smartphone, Media Richness Theory, Switch Cost, Technology Acceptance Model,
Social Commerce, Social Network Service(SNS)
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(Table 1> Descriptive Analysis

Frequency Percent
Gender Male 80 52.9%
Female ! 47.1%
20~29 145 96.1%
Age 30~39 5 3.3%
40~49 1 0.6%
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(Table 2> Reliability and Factor Analysis

Construct Item | Loading | Cronbach’s alpha
RI1 0923
Media Rz | 064
Richness RI3 | 0673 08
RI4 0.781
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Trend-seeking TST? 0.740 0814
Tendency
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(Appendix) Survey Measurement

Construct Items
RI1 I can communicate effectively with smartphones
Media RI2 Smartphones help our communication with voices, images, and messages.
Richness RI3 Smartphones’ communication helps us to better understand each other through several
(RD) functions.
RI4 Smartphones’ communication helps us exchange commucations quickly
. TST1 | I generally like to experiment with new sales tools.
Trend-seeking
Tendency TST4 | I am usually hesitant to try new and unproven sales tools.
(TST) . .
TSTS5 | I prefer to let other people work out with a new sales tool before I use it
PU1 | I can finish shopping quickly with a social commerce application on my smartphone
PU2 I can finish shopping efficiently with a social commerce application on my smartphone
Perceived PU3 | I can finish shopping effectively with a social commerce application on my smartphone
Usefulness
(PU) PU4 | I can get some more value with a social commerce application on my smartphone
PU5 | I can finish shopping easily with a social commerce application on my smartphone
PU6 | It it very useful to use a social commerce application on my smartphone
SC1 | Sign up for a new social commerce service is inconvenient
SC2 Build a new profile in a new social commerce service take too much time and effort
SC3 Entering required information to join a new social commerce service iS annoying
Switch Cost
(SC) sca It takes too much time to notify my friends about my movement to a new social
commerce service
SC5 | I may lose contact with some friends if I move from my current social commerce service
SC6 | It is difficult to build a new network of friends in a new social commerce service
AT1 | It is good for me to use a social commerce application on samrtphones
Attitude AT2 | It is satisfactory for me to use a social commerce application on samrtphones
(AT) AT3 | It is appropriate for me to use a social commerce application on smartphones
AT4 | I don't like to use my smartphone in ordet to use a social commerce application
INT1 | I will use a social commerce application on my smartphone
Intention INT2 | I will always use a social commerce application on my smartphone
to Use
(INT) INT3 | I will use several fuctions of the social commerce application on my smartphone
INT4 | I will recommend a social commerce application on smartphone to my colleagues
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