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ABSTRACT

The rapid development of virtual shopping through social networking
sites raises important research questions. Social networking site features can
shape members’ behavioral intentions toward virtual shopping. In this study,
the S-O-R model is used to examine the effects of online stimuli on
members’ emotional states and responses. The structural equation model
(SEM) tests the conceptual model and hypotheses. The findings show that
both interactivity and identification factors shape members’ trust, flow and
purchase intention.
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1. INTRODUCTION

With the growing population of social networking sites (SNSs), many
online game providers have started to work with social networking sites for
potential business opportunities. According to Plus Eight Star, Asians spend
$5 billion a year on buying virtual goods (VGs) through social networking
sites, accounting for 80% of the international market. Despite the economic
downturn, for the VG market will likely exceed $100 billion globally in this
decade.
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The rapid development of virtual shopping in SNSs raises important
research questions. How do providers influence users’ VG awareness? What
features influence users’ emotional states? To answer these questions, this
study employs the S-O-R model'to examine the effects of platform-based
stimuli on users’ psychological states and their behavioral intentions toward
virtual shopping.

2. STIMULUS-ORGANISM-RESPONSE (S-O-R) MODEL

The stimuli-organism-response’  (S-O-R) model states that
psychological responses to the environment mediate the relationship
between the environment and an individual’s behavior. The S-O-R model
posits that environmental cues act as stimuli that affect consumers’
psychological states (organism), which in turn affect their behaviors
(responses)>.

In online shopping literature, most studies indicate that websites with a
high level of interactivity lead to cognitive and affective motivational states
as well as purchase intentions® ®. Previous studies had examined website
features that influence consumers’ psychological processes and lead to their
usage® ® or purchase behaviors> * °. Previous studies of online shopping
have focused on physical products only little mentioned of virtual products
in the context of SNSs. To address this gap, the S-O-R model is used to
explain the effects of platform-based features on virtual shopping in SNSs.

3. THE RESEARCH MODEL AND HYPOTHESES

Based on the theoretical background presented above, a research model
is developed. The dependent variables are individuals’ behavioral intentions
toward virtual shopping in a SNS. Trust is a rational state, while flow is an
emotional state; both have positive impacts on purchase behavior” 2. Thus,
the intermediary variables are trust and flow. Interactivity and identification
are used as the independent variables in the study® they influence both
rational and emotional factors*® .

The literature indicates that trust has long been regarded as a catalyst in
consumer—merchant relationship, because it provides expectation of
successful transactions'® **. Trust is a dynamic rational process that
influences customer satisfaction toward products and merchants’. It has
always been an important element in influencing consumer behavior and has
been shown to highly significant influence in uncertain environments'*. A
high degree of trust in the social networking site will show higher intentions
to purchases and repeated purchases'* *® as well as higher use intention®®.
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Flow of SNSs refers to the degree of pleasure and time spent of a user
on a social networking site*”*®. Previous studies of online communities had
proposed the positive influence of flow on member use intention®® and
purchase behaviors” 2% %!, These lead to the following hypotheses:

H1: Trust has a positive influence on intention to use virtual goods.
H2: Trust has a positive influence on intention to buy virtual goods.
H3: Flow has a positive influence on intention to use virtual goods.
H4: Flow has a positive influence on intention to buy virtual goods.

Interactivity refers to a user’s perceived responsiveness, perceived
control, and perceived connection to a web-based platform®* 2. Previous
literature indicates that interactivity has a significant effect on trust'® and
flow™. In addition, many studies have demonstrated that a higher degree of
interactivity could bring online users more experience of flow™ 2,

Identification refers to a user’s self-esteem and commitment to
groups®> %. Social identity theory®’posits that trust can be used to measure
tangible and intangible benefits gained from communities and members.
Identification helps users to communicate and interact with like-minded
online friends. A high degree of social identity can bring strong satisfaction
for users, increasing the level of time invested on the site?®. Previous studies
have shown that social identity positive affects trust’’and flow”®. Hence, the
following hypotheses are proposed:

H5: SNS interactivity has a positive influence on trust of a SNS.
H6: SNS interactivity has a positive influence on flow of a SNS.
H7: SNS identification has a positive influence on trust of a SNS.

H8: SNS identification has a positive influence on flow of a SNS.

4. DATA ANALYSIS AND RESULTS
4.1 Sample and Data Collection

This study conducted a web-based survey to obtain data to test the
research hypotheses. A banner with a hyperlink connecting to our website
was posted on Facebook in 2010. A total of 215 valid samples are replied
over a four-week period. The samples are composed of 48% female and
52% male. Of 54% age ranged from 26 to 35, 30% were 18-25; 15% were
36-45, and only 1% were over 46. Most of respondents had received a
college degree (73%); 20% had master degree; and 7% graduated from high
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school. Of 33% reported that they gained monthly between $600 and $1000,
27% less than $600, 27% between $1,000 to $2,000, and 13% over $2,000.

4.2 Measurement

A questionnaire was developed based on previous literature.
Interactivity is defined as the degree of an individual’s perceived
responsiveness, perceived control, and perceived connection to a social
networking site'™ %2 Identification refers to the degree of an individual’s
self-esteem and commitment to groups in a social networking site® 2°. Trust
is defined as the degree of an individual’s confidence in a social networking
site® 2. Flow refers to the degree of pleasure and focus of a user using
virtual goods in a social networking site'” '8, Behavioral intention is defined
as the likelihood that an individual intention towards virtual goods in the
near future?®. Each item was rated on a scale of 1 to 5, where 1 is “disagree”
and 5 is “agree”.

Table 1. Correlation matrix and discriminant validity

CR AVE INT Sl Trust Flow V] IB
INT 922 747 .864
Sl 937 147 .586 .864
Trust 916 732 .708 .695 .856
Flow 923 .750 593 714 .645 .866
10] .890 730 316 464 .365 465 .854
1B .950 .850 .559 597 548 .618 .354 921

Note: INT: interactivity; SI: social identification; 1U: Intention to use; IB: Intention to buy

4.3 Statistical Analysis and Results

A structural equation mode with AMOS 18 was used to assess the
measurement and structural model. The seven fit indices indicated that the
research model had met the criteria for a model fit. Confirmatory factor
analysis (CFA) was employed to evaluate the convergent validity for
modeled constructs and discriminant validity. Convergent validity was
evaluated for the measurement scales using two criteria suggested by
Fornell and Larcker®. Composite reliability (CR) should exceed 0.70%. As
shown in Table 1, all of the conditions for validity were met.
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S O R
Rational Shallow level
LTS .053
(9.013) , Trust of SNS (0.609) Intention to use

(R2=63.2%) (R2=22.9%)

Deep level

Flow of SNS
(R?=57.5%)

ntention to buy
(R?=41.6%)

A5 EEE
(5.652)

(9.693)

Note : ¥2/df=1.752, GFI= 0.89, AGFI=0.85, NFI=0.93, IF1=0.97, CFI=0.97, RMSEA=
0.059 ; *p <0.05, ** p<0.01, ***p <0.001

Figure 1. Path coefficient analysis

Only one of eight hypotheses is non-significant as shown in Figure 1.
The positive relationships among purchase intention, trust, flow of SNS,
SNS interactivity and SNS identification were supported. Interactivity had
significant influences on trust and flow; thus, H5 and H6 were supported.
Identification had significant influences on trust and flow; thus, H7 and H8
were supported. Interactivity and identification explained 63.2% of the
variance in trust and 57.5% in flow. In addition, trust had a significant
influence on purchase intention; thus, H2 was supported. However, the
coefficient between trust and use intention was 0.053; therefore, H1 was
rejected. Flow had a significant influence on use and purchase intentions;
thus, H3 and H4 were supported. Trust and flow explained 22.9% of the
variance in use intention and 41.6% in purchase intention.

5. DISCUSSION AND CONCLUSION

The aim of this study was to examine the effects of online stimuli on
member’s motivational states and their behavioral intentions toward virtual
shopping in a social networking site. Based on the theoretical paradigms of
S-O-R, we confirmed that consumers’ emotional and rational state were
somehow changed when consumers were exposed to different level of
platform-based stimuli (interactivity and identification). Based on our
findings, providing a controllable, responsive, connected mode of
interactivity is important to increase users’ motivations. Consequently, SNS
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operators should advance identification features, combining of
self-categorization, self-esteem, and commitment, which significantly shape
users’ motivations as well.

Both of motivational states generated behavioral intentions toward
buying of virtual goods in a SNS. However, the relationship between trust
and intention to use is not supported. A possible reason is that a user’s trust
in a platform does not automatically transfer to trust in virtual goods. An
individual may be happy to use and buy the site’s self-developed VGs but
may be not glad to use other developers’ VGs. Obviously, the difference
between trust-to-platform and trust-to-VG should be further examined to
advance the understanding of virtual shopping in an online platform.
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