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ABSTRACT

With the emergence of electronic commerce, the development of social
networks has introduced the concept of social commerce. Since accepting
new technology can be somewhat challenging for Internet users, this study
examines the effect of perceived risk on the adoption of social commerce
from their perspective. For this purpose, a conceptual model based on the
Technology Acceptance Model (TAM) has been created to take into account
different types of risks, including financial, functional, social, time,
psychological, and privacy risks. The results of the study, which applied a
structural equation modelling (SEM) approach and partial least squares
(PLS), revealed that, among 277 active users of social media, perceived risk
has a significant impact on the perceived usefulness of social commerce.
Moreover, among the different constructs of risk, psychological and social
risks have no noticeable effect on commerce adoption.

Keywords: Social Networking, E-Commerce, Social Commerce, TAM,
Perceived Risk

1. INTRODUCTION

The rapid advances in technology have led to the development of
business markets and, in turn, have brought about accelerated changes in
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traditional marketing. Today, online advertising and marketing, the methods
and techniques of online product sales, commercial interactions and
business information exchanges, and online auctions are widely used
methods of commerce, so business owners cannot survive by relying on
their previous practices.

With the advent of social media, the customer-relationship environment
has changed, and vendors are forced to address their customers’ changing
needs. Business owners and marketing managers attempt to use actual
customers to influence potential customers and encourage them to buy
products.” They also provide suitable products by analyzing the information
gathered in these networks and analyze the relationships between customers
and businesses and the similarities between their behaviors.

As the exchange of ideas about products on social networks provides
better and cheaper opportunities to gather required information for decision-
making before and after the purchase of products and services, customer
satisfaction will increase through the use of these networks.?

According to research undertaken by the America Marketing
Association, 47% of customers reported that they use social networks to
search for information in order to obtain gift ideas, and 29% of customers
stated that they also purchased goods from social networks.*

Research reveals that consumers spend more time engaging in social
networks rather than on other online activities such as e-mail.° The
popularity of social media among users, the attractiveness of these areas for
business owners as an environment in which the client is easily accessible,
the profitability of these networks for most large and small businesses,
especially emerging businesses, and the success of social media and social
networking sites in attracting buyers and investors suggest that social media
play a very important role in the daily activities of users and the commercial
processes of business owners. These advantages have led to the formation of
a new business trend on these networks called social commerce. In fact,
social commerce is an emerging and rapidly growing process through which
online stores can connect with other stores and customers. Therefore, it is
essential for businesses to implement a social commerce business model.°

A recent report by McKinsey estimates that the use of social
technologies could be worth between 900 billion to 1.3 trillion U.S dollars.
Furthermore, one third of consumers are influenced by social commerce.’
The use of e-commerce has numerous benefits, including increased
purchasing power and the emergence of new markets for producers, cutting
out middlemen, increased revenue, increased sales, quick access to
information, reduction in advertising cost, and access to trans-regional
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markets. However, like any other technology, social commerce has some
disadvantages, such as information security and the unknown impact on
human social relations.®

Despite the increase in online shopping, a large percentage of Internet
users believe that online shopping carries risk and uncertainty. The risks are
greater in an online shopping environment compared to a physical shopping
environment, as when shopping online, clients are unable to examine the
products in person; there is a lack of tangible evidence in relation to product
quality, and security and privacy concerns also arise in this context.’

Researchers have shown that buyers are more willing to buy products
when other consumers have talked about the benefits of the products, rather
than when they rely only on the product descriptions. Input from previous
consumers comes through online rankings, voting, and recommendations. In
addition, these transactions create a sense of integrity, reliability, and risk
reduction in relation to a product.®

Despite the profitability of social media for most large and small
businesses, unfortunately, little research has been done regarding this
subject. In addition, due to the disappearance of geographical and political
boundaries through social commerce, lack of interest in this context may
lead to reduced income and production of domestic firms that will increase
the rate of bankruptcy. So, being successful in business and daily deals
requires the use of social media.

Moreover, lack of knowledge about the effective factors of social
commerce adoption from the customers’ perspective can become an obstacle
in many business environments. In addition, given the importance of e-
commerce and its continuity with economic and legal issues, a framework in
which all communication patterns and problems are considered should be
developed for the use of this technology.

Thus, this study sought to investigate the effect of perceived risk in
terms of Internet users on the adoption of social commerce. In particular,
perceived risk has been studied as a multidimensional concept, and the
impact of this variable on users’ buying behavior is examined with a
particular focus on various aspects of risk (financial, functional, social, time,
psychological, and loss of privacy). In addition, this study sought to add this
dimension to the general acceptance model; thus, the Technology
Acceptance Model (TAM) was selected as a reference framework, and a
conceptual model consisting of various constructs of perceived risk was
developed to study the basic factors influencing users’ behavioral intention
to purchase from social networks. Hence, organizations acquire the
necessary knowledge to adopt appropriate strategies of market development
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and help government institutions and companies in more extensive
implementation of e-government.

With this purpose, the current literature is examined first. Then,
research methodology is expressed, and the research model and hypotheses
are developed. Finally, conclusions and recommendations for future
research are presented.

2. LITERATURE REVIEW

Today, social media is a developing phenomenon in marketing, and
marketers have perceived the use of social media as a part of their marketing
strategy to obtain more customers™. With the development of social
networking sites in the virtual world, e-commerce and thereby social
commerce have emerged,"** which use social media to create an
environment for social interaction.”*'* The interactions through social
networks and their advantages and structural features have an impact on
customers’ interactions and demand by increasing shared experiences
through creating communities and are effective in identifying products and
gathering and sharing product information that will lead to increased
customer satisfaction and intention to use social commerce®**4.

Acceptance of new technologies has always been a major concern
within companies and organizations. Since the acceptance of any new
technology is challenging, the prerequisite of taking advantage of social
commerce is its conscious acceptance. Various theories have been applied in
studies on information and communication technologies (ICTs), including
the theory of diffusion of innovation (DOI) that helps to identify factors
affecting the adoption of an innovative information system,™ the theory of
technology acceptance model (TAM) to predict and explain the willingness
of users to use information technology (IT),' the theory of technology fit
(TTF) in order to understand the connection between information systems
and individual performance’, the theory of planned behavior (TPB) for
predicting human behavior in different situations,'® the unified theory of
acceptance and use of Technology (UTAUT) to determine the behavior of
the adoption and use of technology,”® and the theory of technology,
organization, and environment adoption (TOE) for the acceptance of
different IT products and services in the organization? that helps to predict
users’ acceptance of a technology/innovation. These theories have improved
users’ attitudes towards ICTs and have also increased their tendency to adopt
and use them?,

Among all of these theories, the TAM model is one of the most widely
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recognized models of users’ acceptance and use of new technology and is
more suitable for reviewing acceptance among end users*®??. According to
this theory, perceived usefulness and perceived ease of use are effective
regarding users’ decision about new technology®.The concept of perceived
risk in marketing and consumer behavior literature has been studied from
different points of view. The traditional theory of decision defines this
variable as consumers’ possible behavioral outcomes, possibilities, and
personal values®.

Research on the factors affecting social commerce acceptance revealed
that perceived risk has a negative impact on social commerce acceptance®*.
Moreover, many researchers indicated the impact of perceived usefulness,
perceived ease of use and perceived risk,>%&91423253% gyhiective norms?,
cultural factors®*®, attitude, and self-efficacy’® on the acceptance of e-
commerce and social commerce.

Drawing upon the theory of diffusion of innovation, Poorrangi et al.*
indicated that IT benefits, testability, top management support, resistant to
change, culture, and IT complexity all affect e-commerce
acceptance.Similarly, AlGhamdi et al.*® listed resistance to change, lack of
clear rules in the field of social commerce, poor infrastructure, traditional
ways of shopping, lack of confidence online, and lack of government
regulation as the most important factors in the adoption of e-commerce. Tan
et al.*’ also studied the effective factors of adoption from the B2B
perspective and indicated that limited access to computers, lack of trust, lack
of a culture of sharing information across the organization, and an inability
to deal with rapid changes are the most important factors inhibiting the
adoption of e-commerce. Rumanyika and Mashenene® revealed that weak
telecommunications infrastructure, poor security, lack of education and
training, poor social and cultural readiness, and the absence of IT
professionals are the most important barriers to the use of e-business in
Tanzania. Moreover, Kim and Prabhakar® indicated the positive effects of
reputation, size of organization, quality of information, communities, and
societies’ experience on confidence in e-commerce adoption. “Social
commerce is a new evolution of e-commerce that combines the commercial
and social activities by deploying social technologies into e-commerce
sites” Lu et al.*?

In the field of social commerce, Lu et al.*> have studied social
presence, trust, and social commerce purchase intention and indicated that
the social presence of the web, perception of others, and social presence of
interaction affect a user’s trust in online sellers that consequently will
increase purchase intention in social commerce. Turban et al.*! indicated
that social forums and communities, recommendations and preferences,
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credits and revisions, trust, and intention to buy are the effective factors on
the willingness of consumers to purchase goods. Yang and Li* studied the
effect of gender on social commerce adoption, and indicated that the
pleasure of searching information affects the acceptance and intention to use
social commerce among men and women. Chen et al.** examined online
impulse buying in C2C social commerce and indicated the positive impact
of information quality, the trait of the impulsiveness, and the number of
“likes” on consumers' buying activity. In addition, Featherman et al.*?
indicated that perceived risk, subjective norm, perceived usefulness, and
perceived ease of use influence the intention to use an e-service in social
commerce era. Sun et al.*® also indicated that customers are motivated to
adopt social commerce according to their career path, motivation by others,
financial profit, and technology factors. Moreover, Zhang et al.** revealed
that trust can be transferred from media and the social context to their
information-gathering process.

Moreover, a social context should increase its credibility and
acceptance if it attracts more users and advertisers. Hajli'? indicated that
consumers who use structures of social commerce to engage and create
content on the Internet have more confidence and are more willing to
engage in online shopping. Furthermore, Chen and Wang™® revealed the
positive effect of perceived usefulness and visibility of results and the
negative impact of perceived risk on confidence and intention to use social
commerce. Herrando et al.*® indicated that the cognitive experience and
emotional feelings related to social commerce increase user participation.
Tian et al.*’ have examined the effect of social information channels on
consumer purchase decisions on social commerce sites and indicated that
big data analytics can be successfully combined with a theoretical model to
produce more robust and effective consumer purchase decisions.

The research on e-commerce and social commerce adoption is briefly
shown in Table 1.

Tablel. Prior research on e-commerce and social commerce

Resource Target Factors
[47] To develop a conceptual model for Friends-Based Opinion; Leaders-Based Social
social commerce research Information
[40] To study the social presence, trust, Social Presence of Web; Perception of Others;
and social commerce purchase Social Presence of Interaction; Trust in Online
intention Sellers
[41] To investigate online impulse buying  Information Quality of the Advertisement; Trait of

in C2C social commerce the Impulsiveness; Number of Likes
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Resource Target Factors
[42] To study the consumers Evaluation of Perceived Risk; Subjective Norm; Perceived
new e-services, new commerce Usefulness; Perceived Ease of Use; Intention to
systems and settings, and self-service Use
technologies in the social commerce
era
[43] To understand the application of career path; motivation by others; financial profit;
transaction-focused social commerce technology factors
from the merchants’ perspectives
[46] To analyze the role of passion in Spread of sSWOM; Enjoyment; Passion; Social
engaging users in social commerce Presence; Interactivity
[1] To study the factors affecting the The Benefits of Technology; Testability
adoption of e-commerce Capabilities;  Top Management  Support;
Resistance to Change; Culture; The Complexity of
Technology
[33] To study the factors affecting the Organizational Culture; Top  Management
adoption of e-commerce Support; Methods of Access to the Internet; Web
Portal; Availability of Technical Personnel
[27] To study the product differences in Perceived Usefulness, Perceived Ease of Use,
consumers’ e-commerce adoption Perceived Risk
behavior
[13] To study the factors affecting the Information Quality, Service Quality, System
adoption of e-commerce Quality, Perceived Ease of Use, Perceived
Usefulness, The Confidence In the Technology,
Enjoy and Benefit From The Characteristics of
Technology, Attitude
[35] To study the factors affecting the Strong ICT Infrastructure; Testability of The
adoption of e-commerce Technology; Government Support; Reliable and
Secure Online Payment Infrastructure; Staff
Training and Raising Awareness of the
Technology; Size of Organization; Type of
Products and Services; Utility; Website Setup
Costs; The Inability To transfer Services and
Products; Lack of Confidence In Online Sales;
Resistance to Change; Lack of Clear Rules in the
Field of Social Commerce; Poor Construction of
Information  Technology; Old Habits And
Traditional Ways of Shopping; Non-Profitable
And Useful Online Payment; Lack of Adequate
Products for Online Sale
[23] To study the effect of risk on the Products and services perceived risk; perceived
adoption and use of e-commerce risk in online transactions; perceived ease of use;
perceived usefulness
[12] To study the factors affecting the Attitude; self-efficacy
adoption of e-commerce in SMEs of
Malaysia
[29] To study the factors affecting the It Security, Readiness And Willingness of Senior

adoption of e-commerce in SMEs

Managers, Perceived Usefulness, Organizational
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Resource Target Factors
Readiness, Benefits of Technology, Customer
Needs
[36] To study the factors affecting the Perceived External Readiness; Perceived Pressure
adoption of e-commerce in SMEs of From The Market, Industry Readiness to Use
China Technology; E-Government Readiness in Terms of
Infrastructure; Perceived Internal Preparation; The
Institutionalization of E-Commerce Governance;
Business Resources; Technology Awareness;
Business Type
[2] To study the factors affecting the Perceived Usefulness; Perceived Ease of Use;
acceptance of e-commerce External Influences and Pressures; Interaction;
Self-Efficacy; Facilitating Conditions; Attitudes
toward Technology; Subjective Norms; Behavioral
Control
[25] To study the relationship between e- Perceived Self-Efficacy; Perceived Usefulness;
commerce acceptance by potential Perceived Ease of Use; Attitudes toward
buyers and their electronic experience  Technology; Intention to Buy
[31] To study the effects of innovation Perceived Technology Benefits; Flexibility of The
characteristics and perceived risk on Technology; Perceived Complexity of The
the adoption of e-commerce by the Technology; Perceived Testability; Observability
SMEs in Bangladesh of Results; Perceived Risk
[26] To study the factors affecting the Organizational Readiness; External Pressure;
adoption of e-commerce in SMEs of Perceived Ease of Use (The Complexity of The
Malaysia Technology), Perceived Usefulness
[37] To study the barriers of e-commerce Poor Telecom Infrastructure; Poor Security
adoption among small and medium Systems; Lack of Education And Training, Poor
enterprises in Tanzania Government Policies; Allocation of High Taxes on
E-Commerce Services, Poor Social And Cultural
Readiness; Lack of Capital; Lack of IT Specialist;
Sudden Changes In Technologies; Lack of
Communication Standards
[34] To study the cultural influence on the Geographical Region; Business Size; Type of
diffusion and adoption of social Business; Ideas, Beliefs ~ And  Values;
media technologies Responsiveness To Cultural Values; Attitudes
Toward Trust; Familiarity With New Technology
[28] To study the effects of collectivism Actual Use; Intention To Use; Perceived
on social commerce use Usefulness; Perceived Ease of Use; Customer
Preferences; Subjective Norms; Customer Interests
And Concerns
[7] To study the effects of social Factors Affecting Customer Behavior; Perceived
comparison, social presence, and Usefulness;  Perceived Pleasant  Perceived
enjoyment in the acceptance of social Usefulness; Perceived Ease of Use; Personality
shopping websites And Social Entity
[38] To study the effect of initial trust, Reputation, Size of Organization, Quality of
perceived risk on the adoption of e- Information, Communities And  Societies,
commerce Experience, Confidence
[39] To study the social commerce Perceived Usefulness; Impact of  Social

adoption in China

Interactions and Associations, Searching for
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Resource

Target

Factors

[5]

[11]

[45]

[24]

(32]

[30]

[44]

To study factors  affecting the

adoption of social commerce

To study the social commerce
structures and the willingness of
consumers to buy

To study the trust development and
transfer from electronic commerce to
social commerce

To study the determinants of mobile
commerce adoption by online
consumers

To review the current status of mobile
commerce adoption by
telecommunications companies in
Jordan

To study the structure and design of
e-commerce and social commerce

To find the relationship between
customers trust to social networking
sites, promotional information posted

Information, Saving Time

Orders and Delivery; Forums and Com; Unities;
Credits and Revisions; Trust; Perceived
Usefulness

Social Forums and Communities;
Recommendations and Preferences; Credits and
Revisions; Trust; Intention to Buy

Perceived Benefits; Perceived Risk; Perceived
Cost; the Visibility of Results; Confidence in
Electronic  Commerce;  Social Commerce
Confidence; Consistency; Intention To Use
Perceived Usefulness; Perceived Ease of Use;
Behavioral Intention to Accept Technology

External Variables; Perceived Ease of Use;
Perceived Usefulness;  Attitude; Behavioral
Intention to Use The System

Usability; Information Quality; System Quality;
Service Quality; Perceived Usefulness

Privacy Policies and Institutional Structures;
Individual Laws And Insurance; Security; Trust;
Publicity; Gaining A Reputation Among Users

[22]

in this network and use of this
information to decide to buy

To study the effect of perceived risk
on buying behavior through the
Internet

Ease of Use

The research conducted on the adoption of e-commerce and social
commerce have been conducted more from the perspective of business
owners, and few studies have investigated the acceptance of e-commerce
and social commerce from the perspective of users. In addition, few studies
have been done in this area in Iran. Hence, this study examines the impact of
perceived risk on the adoption of social commerce from the perspective of
users using the conceptual model, developed based on the Technology
Acceptance Model (TAM). Factors affecting the adoption of social
commerce have been extracted by using content analysis and extensive
literature review. Therefore, we have searched among the associations for e-
commerce and social commerce adoption, including scientific papers,
journals, databases, and various Master's and PhD theses/dissertations
published between 2000 and 2016. At the end of the search process, a total

Financial Risk; Functional Risk; Time Risk; Social
Risk; Psychological Risk; Privacy Risk; Attitude,
Intention to Use, Perceived Usefulness; Perceived
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of 11 factors were found that were the most closely related to the aim of this
research.

3. RESEARCH MODEL AND HYPOTHESES
DEVELOPMENT

Understanding the theoretical models that explain the acceptance and
use of IT by organizations is important to facilitate a better understanding of
the key IT adoption factors in the organizations of the developed and
developing countries. Many studies have been conducted in the field of IT
adoption, and the use of enterprise systems has shown that the TAM model
is more suitable for reviewing the acceptance of end users. Since it is better
that this framework be combined with other models to provide better results,
different constructs of risk including financial, social, functional, time,
privacy, and psychological risk were added to this model. A conceptual
model is shown in Figure 1.

Perceived ease of H3a o Intention to
L
use Use
Functional
(Y

H3 - H1 Risk
Perceived
Usefulness H4a

H2 H4

Perceived Risk

H4d

Subjective Norm

H4g

H4e

Financial Ha4f

Risk Privacy Risk
Psychological
Risk

Figure 1. Research model

With regard to the literature and research model, our hypotheses are
explained as follows:

Perceived Usefulness

Perceived usefulness is the extent to which any innovation or
technology is considered better than others. Perceived usefulness is an
important factor in adoption and has certain advantages'®*. Perceived
usefulness of technology refers to the extents to which customers believe
that the use of social commerce will improve the purchasing process beyond
the traditional condition'®. According to TAM, perceived ease of use of new
technologies has a significant impact on perceived usefulness'®; therefore
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we propose the following:

H1: Perceived usefulness has a positive impact on intention to use social
networks.

Subjective Norm

The subjective norm is the users’ belief in the importance of terms,
norms, and rules for using technology*’. The more impressionability social
media users demonstrate and the more noticeable effect of important people
on persuasion and use of the social commerce, the more the user perception
of social commerce usefulness will be'. Therefore, we propose the
following:

H2: Subjective norm has a positive impact on perceived usefulness of social
networks.

Perceived Ease of Use

Ease of use is the extent to which organizations believe that
understanding, using, and learning a new technology is simple***®, and
customers believe that the use of e-commerce in cyberspace is possible
without physical and mental effort'®. Accordingly, if social media users feel
that shopping sites and the social media platform requires less physical and
mental effort and can be easily used, their perception of the usefulness of
this technology is greater, and they will have higher intention to use social
media; therefore, we propose the following:

H3: Perceived ease of use has a positive impact on the perceived usefulness
of social networks.

H3a: Perceived ease of use has a positive impact on intention to use social
networks.

Perceived Risk

Perceived risk is defined as the uncertainty of services or goods®. In
social commerce, consumers can share product information with their
friends and evaluate products with each other, which may lead to intrusion
of privacy*®. Some researchers have defined perceived risk regarding the
purchase of goods in the context of e-commerce as customer perception of
the uncertainty of buying a product or service through e-commerce?” 2%,
Therefore, we propose the following:

H4: Perceived risk has a negative impact on the perceived usefulness of
social networks.
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H4a: Perceived risk has a negative impact on the intention to use social
networks.

e Functional Risk

Functional risk is the probability of product failure, lack of advertising
efficiency, and ultimate lack of desired benefits due to the negative
evaluation of product characteristics, dishonesty advertising, low efficiency,
and poor performance of the product®. Risk refers to the factors that affect
customer mentality and the possibility of using social commerce®; therefore,
we propose the following:

H4b: Perceived risk of social networks is determined with its associated
functional risk.

e Time Risk

The time risk is the potential harm of losing time due to a wrong
purchase decision and time to search for products and purchase®. This risk
refers to the customers’ concerns about these subjects®: therefore, we
propose the following:

H4c: Perceived risk of social networks is determined with its associated
time risk.

e Privacy Risk

Privacy risk is the frustration of online shopping®. The privacy risk
refers to the potential risk of losing control over personal information when
user information is used without their permission®. Private information can
be tracked and used on the Internet in order to share with others®. If the
user's private data is collected and used without their consciousness, the use
and popularity of this network will reduce®; therefore, we propose the
following:

H4d: Perceived risk of social networks is determined by its associated
privacy risk.

e Psychological Risk

A psychological risk refers to the inability of a customer to see the
results of buying products and using other ideas. It includes the lack of
testability of a product that leads to customer anxiety and apprehension
while shopping®. If people can try shopping with new technology before
making a decision to buy a product on the Internet, testability is present® 2"
% therefore, we propose the following:

H4e: Perceived risk of social networks is determined by its associated
psychological risk.

e Social risk
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Social risk is the risk of losing one's position in social groups caused by
the lack of sufficient knowledge about the usage of social networks or
intentional or unintentional incorrect behavior in social networks, the
influence of friends and family members, and consequently the loss of a
person's social status®>. Accordingly, the less users trust social media sites
from which to buy products and services due to the possibility of losing
their position in a social group, the more they will adopt and use social
commerce; therefore, we propose the following:

H4f: Perceived risk of social networks is determined by its associated social
risk.

e Financial risk

Financial risk refers to the concerns arising from the exchange of
financial information and its associated risks in a virtual web environment*®.
In other words, financial risk refers to the possibility of losing capital paid
through insecure online payment ports™, the disclosure of financial
information and passwords, and fraud resulting from the lack of reliable and
secure online payment infrastructure®. Moreover, financial risk includes
non-profit and useless online payment methods®; therefore, we propose the
following:

H4g: Perceived risk of social networks is determined by its associated social
risk.

3.1 Method: Participants and Data Collection

The purpose of this study is to investigate the factors affecting the
adoption of social commerce by Internet users based on the conceptual
model developed by considering the Technology Acceptance Model (TAM)
as a reference model, with emphasis on perceived usefulness and perceived
risk. The basic factors influencing users’ behavioral intention to buy
products via social networking are studied using partial least square (PLS)
and SmartPLS.2 software. An electronic standard questionnaire that
previously tested data in prior research was used to gather the required
information. The questionnaire was designed with two parts: the first part
included some demographic information of the respondents, such as
education, gender, age, and experience of shopping through social
commerce. The second part included the main questions, which were based
on a 5-point Likert scale ranging from strongly agree (5) to strongly
disagree (1) to measure the effect of each factor. The reliability and validity
of the questionnaire are examined using experts’ ideas and Cranach’s alpha.
The Cronbach's alpha should be more than 0.6*¢, which was higher than 0.7
for the whole scale of the questionnaire, indicating the high reliability of the
questionnaire (Table 2).
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The participants of this study included 50 active groups in Telegram,
LinkedIn, and Facebook to whom the questionnaire link was sent.
According to the Cochran formula for infinite population, the sample size
should be 385,53 hence more than 500 questionnaires were distributed, and
170 complete useable questionnaires were received and analyzed using
partial least square (PLS) and SmartPIS.2 software. According to the results,
the majority of respondents (52%) were men, 73.3% were employed, and
49.8% respondents were between 25 to 34 years old.

4. DATA ANALYSIS

The convergent validity, the average variance extracted (AVE), and
composite reliability (CR) were used to evaluate the validity of the model.
The factor loading above 0.5 is acceptable®®. Based on the results, the
loadings of 15 factors were less than 0.5 and were excluded from the study
and the model re-run (Table 2). Those with CR values higher than 0.755 and
an AVE higher than 0.556 were all acceptable. So, according to the results,
the model is confirmed. Moreover, the hypotheses were tested by estimating
the path coefficients and R? value. Three values—0.19, 0.33, and 0.67—are
considered as the criteria for quantities of weak, medium, and strong R?,
respectively®’. According to Table 2, the R? of intention to use and
perceived usefulness are 0.07 and 0.20, respectively, which are at the weak
and medium levels. Moreover, the goodness of fit (GOF) of the model is
used to measure the overall fitness of the model. According to Cirrone et al.
*8 ‘a GOF between 0.33 and 0.66 indicates good fitness of the model. The
result of the study indicates that the GOF of the model is 0.45, which shows
a strong fit of the overall model.

Table 2. The results of the model analysis

Composite

2
reliability R

Factor Reference Factor Loading AVE

0.55
Intention to Use [23] [28] 0.50
0.60 0.55 0.71 0.07
0.66
0.68

0.60

Perceived [3] [14] [23] [32] 0.63 0.60 0.72

Usefulness 0.60 ' 0.20
0.73

0.76
Subjective Norm [6] [18] 0.61 0.57 0.72
0.66
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Composite

Factor Reference Factor Loading AVE Lo
reliability

RZ

0.87

. [23] [28] [16] 0.55
PerceleeJcsieEase of [32] 0.80 0.56 0.70

0.66

0.68

The result of the structural model assessment is presented in Table 3.
According to the results, the subjective norm (5 = 0.194, t = 2.68), perceived
ease of use (B = 0.228, t = 3.84), and perceived risk (f = 0.262, t = 4.062)
have significant and positive effects on perceived usefulness. Moreover,
perceived usefulness (5 = 0.262, t = 3.53) and perceived ease of use (f =
0.192, t = 2.070) have a positive effect on intention to use. But the effect of
perceived risk (6 = 0.020, t = 0.149) on intention to use was rejected.
Therefore, hypotheses H1, H2, H3, H3a, and H4 were accepted, and
hypothesis H4a was rejected. In addition, the results indicated that, among
all of the risk factors, all except time risk (4 = 0.069, t = 0.352) and
psychological risk (5 = 0.009, t = 0.044) affect perceived risk. In general,
the effects of perceived risk on intention to use were not significant, so
hypotheses H4c and H4e were rejected, and hypotheses H4b, H4d, H4f, and
H4g were supported. Based on the results, subjective norm and perceived
ease of use have a positive impact on intention to use through perceived
usefulness but have no effect through perceived risk. It should be mentioned
that the results of the hypotheses tests are presented in Table 4 and the final

model is presented in Figure 2.

Table 3. Results of hypotheses test

Hypotheses Relations

t-Value

Path
Coefficient

Results

H1 Perceived Usefulness = Intention to Use
H2 Subjective Norm = Perceived Usefulness
H3 Perceived Ease of Use = Perceived Usefulness
H3a Perceived Ease of Use = Intention to Use
H4 Perceived Risk & Perceived Usefulness
H4a Perceived Risk = Intention to Use

H4b Functional Risk & Perceived Risk

H4c Time Risk =»»Perceived Risk

H4d Privacy Risk = Perceived Risk

H4e Psychological Risk = Perceived Risk
H4f Social Risk = Perceived Risk

H4g Financial Risk = Perceived Risk

3.530
2.684"

*kk

3.814
2.070"

*okk

4.062
0.149"

*okk

4.275
0.035
3.3207"
0.044%

3.521
3.526""

FEF

0.262
0.194™

HkK

0.228
0.192"

HkKk

0.262
0.020*

Fkk

0.644
0.069"
0.273™
0.009*1*

0.284
0.252""

Accept
Accept
Accept
Accept
Accept
Reject
Accept
Reject
Accept
Reject
Accept
Accept

Note: t > 1.96%; t > 2.52%*; t > 3.32%**
Rejectedx
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- 2.07"
Perceived ease

Intention to use
of use 353"
2.68 Perceived 1
usefulness 0.14* .
* 4.25" Functional
\ Perceived Risk

Subjective / 350"

Norm K y
3.52™" 332"
Financial Privacy
Risk Risk

Figure 2. Results of structural model test

5. DISCUSSION

The rapid development of technology has caused business markets to
extend beyond their geographical boundaries and has shifted the traditional
marketing paradigm. Modern businesses often use online advertising and
marketing, sell goods via the Internet, exchange business information
electronically, and offer online auctions. Businesses relying on old methods
alone are unlikely to survive®. Given the uncertain and turbulent economics,
companies need to streamline their operations to reduce costs. In addition,
they need inexpensive strategies to increase their competitiveness and to
attract and retain more customers. Social commerce offers numerous
benefits, including reduced costs, easy access to diverse products, expanded
markets, decreased social costs, increased choice, and time savings as well
as some disadvantages, such as privacy risk. These advantages and
disadvantages have increased the need for research on social commerce
adoption. Many factors influence the adoption of any new technology or
innovation, and identifying and evaluating these factors can be helpful in
ensuring its successful use. In this study, factors affecting the adoption of
social commerce by Internet users were examined, with special attention
paid to the effects of perceived usefulness and perceived risk. In particular,
the study model, which includes six variables related to perceived risk
(financial, functional, social, psychological, time, and privacy risk) that
affect the purchase behavior of users, is expanded to obtain the necessary
information for creating suitable strategies for market development.
According to the results, perceived risk and psychological and time risks did
not affect intention to use, which was in accordance with the findings of
previous studies>*®. However, Liu and Wei?® and Azam and Quaddus®
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found a positive impact of perceived risk on the intention to use.
Furthermore, according to previous research®%%° subjective norm and
perceived ease of use were positively associated with the intention to use.
With regard to the results of the current study, when social networks
simplify the process of purchasing products and services, the use and
adoption of social commerce will increase. Therefore, business owners will
benefit from making the online shopping process easier, providing a
mechanism for sharing the shopping experience and for word-of-mouth
advertising. Moreover, in accordance with the results of several
studies?>#>?827:28.29 the effects of perceived usefulness and perceived ease of
use on intention to use were approved. In addition, the effect of perceived
risk on perceived usefulness was approved. Given the effect of perceived
risk on perceived usefulness, the initial decision of the online trading system
is fundamentally influenced by the perceived usefulness of the system. In
fact, users are willing to take risks and shop online, but perceived risk
influences their satisfaction and may lead to customers’ mistrust and
unwillingness to use social commerce if they perceive it to be unworthy.
According to the results of the study, the effects of privacy risk, functional
risk, social risk, and time risk on intention to use were approved in
accordance with the a previous study®. Accordingly, the less risk social
network users feel in getting information and ordering and receiving goods
and products purchased from social media, the less financial risk there is in
the purchase process of social media and less potential risk of losing time
because of the wrong purchase decision they will face. The fewer searches
and purchases of products customers perform, the less risk of psychological
trauma will result from the unsuccessful purchase. Hence, more acceptance
and use of social commerce will result.

6. CONCLUSION AND RECOMMENDATIONS

The use of social media has been profitable for the majority of large
and small businesses. However, many studies have shown that business
transfer in the context of social media and social networking is not always
profitable and even leads to companies’ failure and bankruptcy®.
Understanding of the factors influencing the users’ purchase decision helps
the business to understand the reaction of clients on marketing strategies.
Moreover, understanding why, where, and how customers purchase will
improve marketing campaigns and will lead to a better prediction of
customers’ response to marketing strategies. According to the literature
review of this study, few studies have investigated the acceptance of e-
commerce and social commerce from the perspective of users. Moreover,
the studies that have been conducted in this area (Iran) focused more on the
challenges and barriers to adopt social commerce in organizations, and there
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is no research on the effective factors on social commerce adoption from the
users’ perspective. Hence, by investigating social commerce adoption from
the perspective of social media users, this study plays an important role in
the spread of adoption of new technologies. The findings of this study have
practical implications for the strategic investment and design of social
shopping sites. The conceptual model of this study can also be used for the
adoption of other innovations. With regard to the positive impact of
functional risk on willingness to accept social commerce, business owners
should adopt a procedure to ensure the accuracy of advertising, increase
performance, and optimize purchasing through social media. Moreover,
given the positive impact of social risk, business owners should identify the
risk of negative experiences by mining shared information and creating a
positive feeling of shopping in the context of social media. In addition,
because of the positive effect of financial risks, banks and other financial
institutions must work more closely with business owners. It is also
necessary to establish regulatory agencies to control the value of goods. In
addition, the establishment of digital business consulting organizations and
acting as a professional facilitator leads to more ease of use of social media
and will increase the use of social media for purchasing goods.

Due to the recent emergence of social media, we are at the beginning
step of social commerce adoption; therefore, conducting further research
and providing strategies for admission is necessary. Hence, focusing more
on marketing and research in the field of marketing strategies has been
proposed. Moreover, suppliers and regulators need to develop strategies for
market segmentation to attract more users to use social commerce.
Additionally, business owners and marketing managers can develop
appropriate marketing strategies and offer appropriate products by analyzing
the data gathered in these networks about the relationships between
customers and businesses and the similarities in their behavior. This study
focused specifically on social shopping web sites. Future research should
examine social commerce applications, including mobile applications and
virtual reality systems to enhance our understanding of the rapid growth and
potential of social commerce.

Since the economic and cultural conditions of people in developed and
developing countries differ, various factors affect social commerce adoption
among different countries. Therefore, it is suggested that future research
examine the social commerce adoption in developed and developing
countries and compare the results.

In this study, we studied some factors affecting the adoption of social
commerce. Several organizational factors influence people's confidence and
intention to buy, such as organizational culture and infrastructure, that can
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affect the adoption of social commerce. Therefore, future research should
also examine the impact of these factors. In addition, social commerce
includes various approaches such as C2C and B2C approaches; therefore,
we suggest that future research investigate the factors influencing the
adoption of social commerce and compare the results with the current
findings.

6.1 Limitations

In this study, we studied some of the factors affecting the adoption of
social commerce. Other factors influence people's confidence and intention
to buy, such as organizational culture and infrastructure, that can be
effective for the adoption of a social commerce. Because of the novelty of
the subject, experts in this area are few. Moreover, people’s familiarity with
issues related to trade, social commerce, and their related risks is low, and
the lack of access to some databases made the process of gathering data
difficult for us.
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