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ABSTRACT

The aim of this paper is to contribute to the resbdield which studies the consumer
behavior model in mobile social commerce, starfiogn the evolution of the concepts of
electronic commerce, mobile commerce and sociahweme: It also identifies the main
factors that influence intention to use, througk tilassical TAM model and subsequent
extensions and the inclusion of the perceived @&knsequence of all we proposed the
Mobile Social Commerce Acceptance Model (MSCAM).

To carry out this research, we created a surveyvaned by 353 social network users who
had previously watched a video explaining the fionatg of this new online commercial
format.

The results confirm the relevance of the relatigosiproposed, highlighting the influence
of subjective norms on usefulness and attitudeemxfor the relationship between
perceived risk and intention to use.
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1. Introduction

The emergence of mobile telephones and the rissoofal networks constitute unprecedented
landmarks. In the first place, the large numbefeatures that help make daily life easier can empla
the widespread, growing use of mobile phones. Theeasing number of smartphones in the mobile
market is also a clear example of this trend (Ab¢rl., 2010; Calzada and Estruch, 2011). Gerrerato
Research (2013) estimates that by 2015 there vdlloler 1,500 million smartphone users,
representing 24.8% of active SIM cards, leavingdoabt that the smartphone market presents a
strategic opportunity for many companies as thegngit to profit from the distribution of their
services and multiple marketing programs (Sheefy,12 Secondly, ENISA (2010) computes the
number of worldwide users of social networks by nseaf mobile devices by 2011 as 554 million,
corresponding to 13.3% of mobile phone users. Algtuia Spain the penetration tax for SNS is over
79 % and the 70% of these users access by mohlileeghAB, 2014).

Gomez and Otero (2011) argue that the future ofeb@ak, the most popular national and
international social network, must pass throughpghth of social commerce (S-commerce) as a tool
that complements advertising and the integratioBadial Networks (SN) in the real world via other
parallel technologies such as Quick Response (@B&<or implementing RFID technology (Radio
Frequency Identification). From our perspectiveiglocommerce is at an emerging phase and will be
one of the main tools for sale in the coming years.

Sun (2011) reveals that although the terms soaahncerce or social shopping are considered
analogous by most authors, some regard them ditfgrdn this sense, some researchers believe that
social commerce refers to the perspective of tlmepemy that sells the product, while social shopping
refers to the perspective of the consumer (Steimeh Toubia, 2010). Both concepts are actually
similar and only differ, in the first case, from @ther the perspective is that of the seller or gores.

For this reason we apply the term indiscriminately.

Social commerce is an electronic commerce thathwegousing social media, online media that
supports social interaction, and user contributtonassist in the online buying and selling of prctd

and services. In a more direct way this would beimio place in the same manner as the applications
that combine online shopping and social networksdéEchi, 2006) in the line that Stephen and
Toubia (2010) defined as the integration of sop&thvork characteristics in the functions of basic e
commerce web sites so as to “... allow people ttigyaate actively in the marketing and selling of
products and services in online marketplaces andramities.”

Following the principles established by Shen (2008 can define social commerce as "an extension
of Business-to-Consumer E-commerce where consunmtesact with each other as a main
mechanism in conducting online shopping activit®s;h as discovering products, aggregating and
sharing product information, and collaborativelyking shopping decisions."

Based on this initial approach, our work presemgsfollowing objectives: 1) to analyze the theaalti
evolution of the concepts of electronic commerceq@merce), mobile commerce (m-commerce) and
social commerce (s-commerce), 2) to establishteenpaof behavior following the principals and
modifications of the classic TAM model on the qi@mstof the social shopping experience, and 3) to
define strategies of action for companies that sedo implement s-commerce based on the results
achieved.

Our study is structured in six sections. Followitigs introduction, in section 2 we provide a
theoretical framework aimed at examining e-commenc€ommerce and s-commerce. In section 3,
we establish the research hypotheses and the loedlaviodel proposed. In section 4, we describe the
methodology used in our research. In section 5 madyae and discuss the results. Finally, we draw
the main conclusions and discuss some implicatimaislimitations of the study in section 6

2. Theoretical framework: e-commerce, m-commerce ahs-commerce

The evolution of our society has been marked bypvation since its very beginning. For many, the
sudden rise of ICT has brought about a revolutionlar to that of the emergence of electricity bet
invention of printing.
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Although investments in technology have been lichifer some years in Spain, as shown by the
innovation indicators in the European Union (EUY &he resources invested (Cotec Foundation,
2011), it appears that since 2008 there has bedarage in this trend and the level of investment in
Spain, compared to that of the rest of the EU aiesjthas reached equal proportions.

In spite of all this, the economic activity is ungi@ng an important transformation process, marked
by a triple interaction: 1) a process of technatagirevolution, led by the investment in and the
massive use of ICT; 2) a dynamic of temporal aratiapenlargement of the factors and products
markets, also known as the globalization procasd;3 new patterns of consumer demand and of the
investment of companies and households (Torremé/@ekt al., 2010). These factors were confirmed
in the last report of the Spanish Corporate Asswtiafor Electronics, Information and
Communications Technologies (AMETIC, 2010), whichrifies the high level of technological
acceptance in the Spanish business sector.

In recent years, developments in the field of infation and communications technologies (ICT) and
the important business applications derived froemthhave created significant economic progress in
terms of profitability, productivity, competitiveage and economic growth for both companies and
countries (Dehning and Strapoulos, 2003; Lafue2@5s).

Trade on the Internet today is the most importatemtial tool for companies. This means a revofutio
in both the buying habits of consumers and constousiness relationship formulas (Sharma and
Sheth, 2004). Currently over 90% of total OECD canips have access to Internet. Though in Spain
that number is only 86.6%, the evolution of recgrars shows signs of it catching up with the averag
of OECD countries (AMETIC, 2010).

Different formulas have been identified in the atigc literature to define e-commerce (Vilaseca et
al., 2007). For Treese and Stewart (1998), thisesemts "the use of global Internet for the purehas
and sale of products and services, including palst-service and support". Kalakota and Whinston
(1996) define e-commerce as "the modern methoaioigdbusiness that takes into account the needs
of organizations, merchants and customers to redosts by improving the quality of goods, services
and distribution".

E- commerce is now an essential tool for the bssimevelopment of many companies and has many
advantages, including (Poong et al., 2009; Armdsal.e 2010): continuous accessibility; increased
qguantity and quality of information; direct contam¢tween customers and producers to facilitate
interaction; multimedia access to companies’ cdsteghe creation of new products and services; open
markets; cost reductions; time savings; the imnmdiaf interaction; the personalization and
globalization of offers of markets. These advaesagill only be enhanced with the integration of
web 2.0 in online marketing activities in the nedure (Hannah and Lybecker, 2010).

In this context, m-commerce is an online tradingdelowhere mobile devices perform the classic
functions of trade, for example, assisting in infation searches, facilitating contact between the
consumer and business and completing transactiddrsommerce is strategically important for
companies because it promotes online sales ussupport system that already takes advantage of
varied marketing activities, and therefore reinésrthe channel itself.

In today’s society, the mobile phone has provegifite be a vital tool in any personal or professio
activity, with a very high level of acceptance mnsumers (Masamila et al., 2010).

The main similarities between e-commerce and m-ceroenare (Liébana-Cabanillas, 2012): 1) the
maturity of the former and the growth potentiatiod latter, 2) the greater penetration of e-commerc
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3) the increased accessibility of m-commerce, 4alagous users, 5) the similar levels of
personalization available; and finally 6) the dsigr of buying motives.

On the other hand, s-commerce is a new wave ofmeryarce in which traditional e-commerce is
mediated by social media and social networkingisesvin order to promote online transactions and
shopping-related information exchanges (Wang arehgl2012). Social commerce can be defined as
word-of-mouth applied to e-commerce (Dennison e2@09) or as a type of trade supported by social
media and social network services (SNS) (Curty addang, 2013). S-commerce generates two
advantages which improve any other previous formcaimerce (Zhang, 2009). First of all, it
facilitates interactions between network users,blmg direct interaction for sharing opinions,
purchase advice and experiences (participatoryr@mvient and word of mouth, see Wallace et al.,
2009). Secondly, it allows surfing and getting twoWw a variety of products, which in the offline
context would be impossible to reach (unlimitedessy. Apart from these two advantages, we would
like to add two more: the third one would be thehteological accessibility, since this allows acdess
this type of commerce from different types of madégchnological devices (conventional mobile
phones, smartphones, tablets, etc.), and lasttypdyment facilities that some social networks are
already providing or will provide in the future.

As claimed by different authors (Castelld, 2011 akig and Benyoucef, 2013), s- commerce is going
through an introductory phase. This means thahstrot taken off yet in our country. However, after
consulting several sources, we have detected aigirgmbackground, with many probabilities of
success (Kumar and Benbasat, 2006; Hsiao et dl;2bhe Cocktail Analysis, 2013): a notable
acceptance of social networks, a lower rejectiondyfertising on social networks, a higher level o
the activity of social network users, a high acaess to social networks from mobile phones, better
results of online purchases based on the opiniathafr users, etc.

The emergence of s-commerce reflects the new pasers have nowadays, removing sellers'
bargaining power and replacing it by the consurntteemselves (Webtraub and Poddar, 2011; Gu et
al., 2012). This has reached the point that thelraior is recognized within that network and the
visibility of their actions has a greater persamadl social impact.

For all of the above, we consider that s- commavitebe crucial for future commercial activity.
Hence, we define a behavioral model to verify thiention to use, based on Davis' (1989) classical
model and subsequent adaptations, adding the hak the user might perceive in purchase
transactions on social networks.

3. Research proposal: antecedents of intention oka with mobile social commerce

The objective of this research is, from a holigspective, to develop a behavior model to defiee
intended use of a social commerce among populasers. Our Mobile Social Commerce Acceptance
Model (MSCAM) integrates factors from different sting models and theories (Hajli, 2012) to
respond to the acceptance of this new commerceryst

In the scientific literature, numerous models h&deen used to measure technology acceptance.
However, we will focus on the TAM, as it is the me#dely used model in the scientific literature
concerning commercial mobile services (Wei, Xingard Yue, 2011). Most models mentioned in the
reviewed scientific literature are based on the TAdgdel for analyzing the acceptance of innovation,
although with some limitations. Based on the cladsTAM (Davis et al., 1989), our model is
completed with the inclusion of risk as a relevaleiment in the adoption of social commerce.

The TAM model, as stated by Alcantara (2012), dasnclude subjective norms, as is the case in the
TRA (Fishbein and Ajzen, 1975). Davis et al. (1988tognize the importance of social influence, but
they exclude it from their model because of thebfanms it entails, for not being able to distinguish
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whether the behavior of use is caused by the infleef reference groups or by attitudes, mainly due
to the fact that subjective norms are significahew subjects have little experience with techndlogy
In our research, we have taken this variable intmant due to the importance of this influencetlfiar
adoption of innovations (e.g. Venkatesh and Bal@82Kim, Chol and Han, 2009). Subjective norms
are defined as the extent to which an individuatgiees that people who are important to them think
they should or should not use a certain systemediopn a certain action, etc. (Hsu and Lu, 2004;
Venkatesh and Bala, 2008).

Therefore, subjective norms will have an impactienease of use (Lu et al., 2005; Bhatti, 2007) and
on usefulness (Schepers and Wetzels, 2007; Zhaal, €011; Chang et al., 2011; Kim, Kim and
Shin, 2009; Teh and Ahmed, 2011; Yang et al., 2@Ang et al., 2012). We therefore propose the
following research hypotheses:

H1: Subjective norms have a positive effect ondage of use of s-commerce
H2: Subjective norms have a positive effect onpieeived usefulness of s-commerce
H3: Subjective norms have a positive effect onihention to use s-commerce

On the other hand, the ease of use refers to theidoal’'s perception that using a certain system i

effortless or simply easy to do (Davis, 1989, Taynd Todd, 1995). For this reason, it is considere

to be one of the qualities of greatest impact an dhceptance of a new technology (Moore and
Benbasat, 1991). Particularly in e-commerce, Vigayathy (2004) defines it as “the extent to which a
consumer believes that online purchasing wouldrée 6f effort”. Therefore, this concept is closely

linked to the structure of the website, its contéatease of use, etc.

The impact of the perceived ease of use on theepet usefulness has been proved in numerous
research studies applied to different contextdpmexample in the use of online services (Liaalet
2007), the acceptance of e- commerce (Sanchezd-amt Roldan, 2005), online purchase intention
(Hernandez-Garcia et al., 2011), technology in hiegc (Chang et al., 2011), mobile payment
(Liébana-Cabanillas, 2012) and even in s- comm@rek and Ahmed, 2012). On the other hand, Lai
and Li (2005), Sanchez-Franco et al. (2007), F&fiD9), Qi et al. (2009) and Schierz et al. (2009)
prove that the perceived ease of use has a positipact on the user's attitude and perceived
usefulness.

Considering these circumstances, we propose tlmvioly hypotheses:

H4: Perceived ease of use positively influencesattitude towards the intention to use s-
commerce

H5: Perceived ease of use positively affects usefid in the adoption of s-commerce

Davis et al.'s (1989) original model established iadirect relationship between the belief of
usefulness and the behavioral intention, baseth®idiea that users will form their intentions todsr
certain behaviors when they believe they will imgrdheir performance. This way, usefulness will
affect behavior and therefore the use of the s-cerneanalyzed below. Different research studies
have proven how usefulness is directly relatedtitude (Hsu et al., 2013), but also to the intemtio
use. In line with this idea, we would like to himgfit the studies carried out in the context of ismur
(Luque et al., 2007), social network games (Shuh @hin, 2011), 2.0 travel tools (Mufioz-Leiva et al.
2012; Ayeh et al., 2013), mobile commerce (Aldasakémno et al., 2008) and mobile payment
(Liébana-Cabanillas, 2012), among others. In thetext of our research, we understand that the
usefulness of s-commerce will influence the in@mtio use through the user's attitude toward the
purchase, but also directly, according to the fples of the TAM.In the light of these circumstances,
we propose the following hypotheses:

H6: Perceived usefulness has a positive effechemntention to use s-commerce.
H7: Perceived usefulness has a positive effechemttitude toward the use of s-commerce.

Finally, the relationship between the attitude tal@chnological innovation and the intention o us
has been empirically supported by research inréiffiefields of study, such as using an information
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system (Bhattacherjee and Premkumar, 2004), teation of online auctions (Huang et al., 2011) and
mobile payment systems (Schierz et al., 2009) Wctherefore propose the following hypothesis:

H8: Attitude toward the intended use is an antenedf intention to use s-commerce

3.1. Extensions of the TAM

Bauer (1960) starts an analysis of perceived tis&ugh two components: uncertainty (consumers’
lack of knowledge regarding what might happen whieey make a purchase) and the eventual
negative consequences of the purchase. Laters#mse author stated that all consumer behavior
entails a risk, since the consequences derived ftatannot be anticipated with certainty (Bauer,

1967). Gupta and Kim (2010) define it as “a constenperception about the uncertainty and the

adverse consequences of a transaction performadseler”.

Perceived risk is a multidimensional construct ¢stivgy of different factors, which together explain
the global risk associated with the adoption ofivery product - in the present case, s-commerce
(Featherman and Pavlou, 2003; Lee et al., 2012).

Some authors suggest that the perceived risk in@ekchange relationships is a factor that lirthies
development of e-commerce (Culnan and Armstron§9;1Reichheld and Schefter, 2000). From our
point of view, the perceived risk associated witosmmerce is higher that the risk of any otherranli
purchase (Gupta and Kim, 2010; San Martin and LO@®&0), since the abovementioned
multidimensionality increases due to the risk ofngeexposed to the social network on which the
purchase will take plac€onsidering these arguments, we propose the failphWwypothesis:

H9: The perceived risk negatively influences tiitemtion to use s-commerce.
The final model proposed is summarized in Figure 1.

FIGURE 1
Model proposed: Mobile Social Commerce Acceptance dtiel (MSCAM)

Perceived
Ease of use

Attitude

Subjective Intention to
Norms Use

Perceived
Usefulness

Perceived
Risk

The aim of this study was to analyze the adoptiosooial commerce by users of social networks. The

study subjects were students of the Business Mamawgfeand Administration degree course at a

southern university of Spain. We developed a goestire based on our research model to measure
the variables. The questionnaire was completedassc Following a pre-test, some questions were

rewritten for clarification.

4. Research methodology and data collection
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The questionnaire was made up of two sectionsfitdteone was a group of questions which analyzed
the students' socio-demographic profile, as welhas level of technological innovation and presen
on social networks (see Table 1); the second orseangroup of questions matching the constructs of
our model. The students had access to the queatrenafter having watched a video explaining s-
commerce. The constructs analyzed were measuretheorbasis of an adaptation of the scales
proposed - listed in Annex 1.

The questionnaire was completed by 378 studentsgiifay and June 2013, of which 353 completed
guestionnaires (93 per cent) were deemed valid.

The sample profile of participants appears in Tdblevhich shows that 52.69 per cent of those
surveyed were women and 47.31 per cent were men.

TABLE 1
Demographic and technological information of the p#icipants

Frequency Percentage
Sex
Male 167 47.31%
Female 186 52.69%
TOTAL 353 100%
Age
19 45 12.75%
20 134 37.96%
21 99 28.05%
22 75 21.25%
TOTAL 353 100%
Social Network users
Yes 353 100%
No 0 0%
TOTAL 353 100%

5. Results: reliability and validity of measurementitems

First, to measure the scales’ reliability, we agglihe Cronbach alpha indicator (see Table 2), ih

as the reference value (Malhotra, 1997), and O.7bdéomore restrictive (Nunnally, 1978). A
Confirmatory Factorial Analysis was also condudizdompare the scales’ convergent and divergent
validity.

The convergent validity was evaluated through tidicators’ factorial loads. We verified that the
coefficients were significantly far from zero andat the loads between the latent and observed
variables were high in all cases>(0.7). It could therefore be confirmed that theed variables
adequately explained the observed variables (Haik,€1995).

In terms of discriminative validity, we confirmelat the variations were significantly far from zero
and that the correlation between each pair of scades 0.9 (Hair et al., 1995).

The scales’ reliability can be evaluated based seri@s of indicators extracted from the confirmato
analysis. Specifically, the factor's compound felity (CR) and extracted variance analysis (EVA)
surpassed the reference threshold, 0.7 and 0.pecaidgely, as well as other indicators of global
adjustment for the corresponding models of indigidueasurements (Hair et al., 1995).
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TABLE 2
Convergent validity and reliability of the internal consistency
Variable Item Stand. Coef. | Cronbach’s Alpha CR EVA
SN1 0.891
o SN2 0.898
Subjective Norms 0.93 0.9 0,76
SN3 0.82
SN4 0.78
EOU1 0.63
EOU2 0.913
Ease of use 0.88 0.86 0,61
EOU3 0.482
EOU4 0.897
usi 0.915
) us2 0.892
Perceived Usefulness 0.94 0-.94 0,8
us3 0.916
us4 0.854
AT1 0.809
AT2 0.89
Attitude 0.92 0.92 0,76
AT3 0.916
AT4 0.857
U1 0.907
Intention of use U2 0.961 0.96 0.96 0,88
U3 0.944
PR1 0.907
PR2 0.845
Perceived Risk 0.9 0-91 0,71
PR3 0.697
PR4 0.897

After analyzing the reliability and validity of thieitial measurement scales, we tested the research
hypotheses in the literature review using the stinat equation model (SEM). Considering the
absence of normality of the variables, we optedilier maximum likelihood estimation method and
bootstrapping technique (or bootstrap learning $aesjgor 500 consecutive steps or samples, and a
significance level of 95 percent. The maximum likebd is preferable in the case of small samplkes, a
opposed to generalized or weighted least squarest(8t al., 1995). In the bootstrapping technique
we used the Bollen-Stine’s corrected p-value, ngsthe null hypothesis that the model is correct.
Through re-sampling, this technique permits theddiad error of the constructs to be corrected.

TABLE 3
Statistical summary of the model’s goodness-of-fit

Goodness-of-fit index Recommended value Resultstime study
y2/degrees of freedom <3 2.4
Goodness-of-fit index (GFI) >0.90 0.88

Adjusted goodness-of-fit index (AGFI) >0.80 0.85
Comparative fit index (CFl) >0.90 0.96

Normed fit index (NFI) >0.90 0.93

Root mean square error of approximation (RMSEA) 080. 0.06
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Adjusting the model with absolute, incremental gaisimonious measurements verified that the
model's adjustment was reasonably effective. Tableshows that the goodness-of-fit of all the
statistics is within an acceptable range (Hu anatlBe 1995; Hu et al., 1999).

The results of the structural model are shown gufé 2.
FIGURE 2

Behavioral model (standardized beta): MSCAM.
H5

Perceived 0,22%**

Ease of use
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0,16%**

H1

0,44 Attitude

Intention to
Use

Subjective
Norms

H9
-0,04
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The results of the SEM analysis and the resultthefhypotheses are shown in Table 4. All the
hypotheses were considered significant except lmgsig 9. The results for H9 reveal that the ratatio
between perceived risk and intention to use issigptificant § = -0.04, p>0.001), although there is a
negative and small value relationship between thiEms situation could be explained by the profiles
of the survey respondents (Akman and Mishra, 20th@Y, is, students with an average age of 20.5.
Age is a risk inhibitor in the adoption of certagthnologies (Liébana-Cabanillas, 2012). This means
that younger users have minor problems in the @olopf technology (Phang et al., 2006).

H2

H6

0,57%

Perceived
Usefulness

0,32%**

Note: *** p <0.001

On the other hand, hypotheses 1, 2 and 3 couldenatjected (p <0.001), thus proving the importance
of subjective norms in s- commerce. It is precisslipjective norms which establish the most
significant relationship with the intention to u¢g = 0.45, p<0.001), as a consequence of the
environment in which the purchase is carried ousdeial network). This somehow conditions the
users' potential behavior (Liébana-Cabanillas, 20Er this reason, we have found out that through
subjective norms, users will improve their perceptof the ease of us@ ¢ 0.37, p<0.001) and
usefulnessf{ = 0.54, p<0.001).

Furthermore, our hypotheses regarding the effette@tase of use (H4 and H5) could not be rejected
either. The ease of use is directly and positivelgted to perceived usefulnegs< 0.32, p <0.001)
and attitudeff = 0.21, p <0.001), according to the literaturelyared previously.

Additionally, the relationship between usefulnesd @tention and attitude in H6 and H7 cannot be
rejected either. On this occasion, the usefulnessaiser gives to s-commerce directly affects bogh t
intention of future use(= 0.33, p <0.001) and the user’s attitude towér@fs= 0.52, p <0.001).

Lastly, H8, which relates the users’ favorabletadies towards s- commerce and their intention,
cannot be rejected eithep € 0.18, p <0.01), although it has a lower valuantithe other variables
associated with intention of use.
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In the model all the relationships turned out toskgnificant, except for the one between perceived
risk and intention to use. The percentage corredipgnto the variable 'intention to use' attained
70.7%. The intention to use is positively relatedstibjective norms(= 0.46), usefulnes$ (= 0.32)
and attitudef{ = 0.16), and negatively related to perceived (fisk -0.04).

TABLE 4
Non- standardized coefficientsf) of the model
Hypotheses Effect Bsc S.E. Sig. Valuation
1 SN> PEOU 0.373 0.05 0.000 [Accepted
2 SN> PU 0.547 0.04 0.000 [Accepted
3 SN U 0.459 0.05 0.000 [Accepted
4 PEOU- PU 0.324 0.05 0.000 [Accepted
5 PEOU-> ATT 0.219 0.05 0.000 | Accepted
6 PUIU 0.332 0.06 0.000 [Accepted
7 PU> ATT 0.529 0.04 0.000 [Accepted
8 ATT IU 0.188 0.06 0.000 [Accepted
9 PR-> U -0.04 0.037 0.243 Eliminated

6. Conclusion and future research directions

The technological advances of recent years havdfieddhe way clients carry out their purchases.
From the classic concept of e-commerce, the impheatien of mobile technology and the emergence
of social networks, human behaviors have had tetatathe environment. With the emergence of
social commerce, the technology and socializatfgpuochases have come together, strengthening the
user's presence on the network. This becomes é¢x@rger with the massive penetration of mobile
phones.

Social commerce is increasingly drawing the attentf the professional and academic world. As we
have already mentioned in this paper, the evidehtiee data analyzed and of previous studies shows
that social commerce is a new phenomenon whichsndedper analysis in terms of economic and
social consequences.

Given the importance of this new commercial forarad the massive penetration of mobile phones in
society, there has been a proposal of a reviewefritention to use in the Spanish context, in Wwhic
this type of activities is still at an embryoni@ageé. The model selected to this end was the TAM
model. TAM has been widely used in our researchiaigdconsidered a highly validated model in a
large number of technological innovations - henae decision to use it, including some subsequent
modifications.

The results of our research significantly confitme tlassic relationships of the TAM. The variables
'subjective norms', 'usefulness' and 'attitudelldish a significant relationship with the intemtito
use. We highlight the case of subjective normghasmost important determining factor for the
intention to use social commerce, precisely becafifee environment in which the eventual purchase
is carried out. This leads us to suppose that skee will be aware of the importance of his/herati

on the network, being influenced by them at theeséime, and to some extent promoting the mobile
social word of mouth (M-S-WOM). However, the r@aship established between risk and intention
does not attain the necessary significance, altihdhbig is a negative relationship, as expecteds Thi
suggests that the risk among the selected populgiloung users) is not as important as we
theoretically expected it to be at the beginnirigces younger users have fewer difficulties in the
adoption of a new purchase system.
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The inclusion of social networks in the businedsvéig of companies -based on the domestic use of
SNS- represents a great opportunity both for cotsgaand consumers.

Traditional sales systems are adopting the newdsrexisting in the market, with a special emphasis
on social commerce as a trading system which imcubtle use of social networks in the transactions
carried out by their users. Although this activisy going through an expansion phase in some
countries, in Spain it is still at an embryonicgataThis reduces the chances of success in ligthteof
data analyzed. Therefore, it could be interediingxplore new lines of research related to tlwaso
web/network on which the purchase is carried autyell as to the activity of purchasing.

Concerning the website on which the purchase tplkeae®, we need to further the analysis of website
functionalities, the different existing methodsqi@front, social commerce store and smart commerce
store, among others), as well as the website dpgriaivel.

With regard to the activity of purchasing, we h&wenalyze the influence of social commerce at each
stage of the purchasing process, including theevewf the Elaboration Likelihood model (ELM).
Taking into account the ELM, it would be interegtito analyze users' behavior in the central rante,
which users asses the information provided in éngacognitive and assiduous way, as well as én th
peripheral route, in whichisers will have less experiencand their behavior will be influenced by
secondary aspects, such as the organization ofi¢bsite itself, the order on the website (functiona
aspects or aspects that determine the perceptidtreadase of use) and other elements related to the
format (color, images, etc.).

With regard to technology, we should conduct comapee analyses to find out if the use of mobile
phones, tablets or similar devices can modify #sults of our research, thus enhancing a better
adoption of the mobile social commerce.

Finally, we believe it is crucial to analyze theeptual impact of virtual brand communities, as vasll
the impact of the existing social networks and hiogir users' profile and nature will affect theules
of the social commerce activities (Facebook commedPmterest commerce, etc.).

References

AKMAN, I. & MISHRA, A. (2010). “Gender, age and income differenceaternet usage among employees in organizations”,
Computers in Human Behavijd26, 482-490.

ALCANTARA, J.M. (2012).Modelizacién del comportamiento del consumidor renliEl papel moderador de la cultura, el
disefio web y el idiomahesis. Marketing and Market Research Departniémitcersity of Granada.

ALDAS-MANZANO J., Ruiz-MAFE C. & Sanz-BLAs S. (2008). “Exploring individual personality factoas drivers of M-
shopping acceptancdhdustrial Management and Data Systems, (8)9739-57.

ALLEN, S., GRAUPERA V. & LUNDRIGAN, L. (2010).Pro Smartphone Cross-Platform Development: iPhordackberry,
Windows Mobile and Android Development and DistidoutApress.

AMETIC. ASOCIACION MULTISECTORIAL DE EMPRESAS DE LAELECTRONICA, LAS TECNOLOGIAS DE LA INFORMACION Y LA
COMUNICACION, DE LAS TELECOMUNICACIONES Y DE LOSCONTENIDOS DIGITALES (2010).Las tecnologias de la Informacion
en EspafiaRetrieved June 15, 2013, from www.asimelec.esigpatibnes/Items/ltemDetail.aspx?I1D=4227

ARMESH, H., S\LIOUGHI, Z.S. & Korbp, B. (2010). “Electronic Payment and its Implicasd, Interdisciplinary Journal of
Contemporary Research in Busineg8)2246-255

AYEH, J.K., Au, N. & LAw, R. (2013). "Do We Believe in TripAdvisor? Examiningedibility Perceptions and Online
Travelers’ Attitude toward Using User-Generated @atit Journal of Travel ResearchFebruary 11, 2013, DOI:
10.1177/0047287512475217

BAUER, R. (1967)Consumer behaviour as risk taking. En Cox, D. (ERigk Taking and Information Handling in Consumer
Behavior Cambridge, MA: Harvard University Press.

BAUER, R.A. (1960). “Consumer behavior as risk taking”Hancock, R. (Ed.)PDynamic Marketing for a Changing World
Proceedings of 43rd. Ed. American Marketing Asdimig Chicago, IL, 389-398.

BHATTACHERJEE A. & PREMKUMAR, G. (2004). “Understanding changes in beliefs attitude toward Information
Technology usage: A theoretical model and longitatiiest”,MIS Quarterly, 28), 229-254.

11



Mobile Social Commerce Acceptance Model: factord iafluences on intention to use s-commerce

BHATTI, T. (2007). “Exploring Factors Influencing the Aation of Mobile Commerce”Journal of Internet Banking and
Commerce, 13), 1-13.

CALZADA, J. & BESTRUCH A. (2011). “Telefonia movil en Espafia: regulacioresultados”Cuadernos Econdmicos de ICE,
81,39-70.

CASTELLO, A. (2011). “La venta online a través de mediasales. El social commerce®|SEC-Estrategias, 183-104.

CHANG, J.L.,LIEU, P.T.,LIANG, J.H.,LIu, H.T. & WONG, S.L. (2011). « Factors influencing technology ataepe decisions”,
African Journal of Business Managemer{7)52901-2909.

CHUNG, J.E.,STOEL, L., XU, Y. & REN, J.(2012). “Predicting Chinese consumers’ purchasentites for imported soy-based
dietary supplementsBritish Food Journal, 114), 143-161.

COTEC FOUNDATION (2011)Informe Cotec 2011Retrieved April, 2014,

www.cotec.es/index.php/pagina/publicaciones/noveskstiow/id/945/titulo/informe-cotec-2011--tecnobpginnovacion-
en-espana

CULNAN, M.J. & ARMSTRONG P.K. (1999). “Information privacy concerns, prdueal fairness, and impersonal trust: An
empirical investigation"Organization Science, 1@), 104-115.

CURTY, R., & ZHANG, P. (2013). “Website Features That Gave Rise To S@uemerce”,Electronic Commerce Research
and Applications12 (4), 260-279.

Davis, F.D. (1989). “Perceived Usefulness, Perceived Badé¢se, and User Acceptance of Information TechggloMIS
Quarterly, 133), 319-340.

Davis, F.D., Bagozzi, R.P. & WARSHAW, P. R. (1989). “User Acceptance of Computer Techmolé Comparison of Two
Theoretical Models”"Management Science, 382-1003.

DEHNING, B. & StrAaTOPOULOS T. (2003). “Determinants of a sustainable contivetiadvantage due to an IT-enabled
strategy”,Journal of Strategic Information Systems(10)27-28.

DENNISON, G., BOURDAGE-BRAUN, S. & CHETUPARAMBIL, M. (2009). “Social Commerce Defined.” IBM White Paper,
#23747, November.

ENISA. BUROPEAN NETWORK AND INFORMATION SECURITY AGENCY (2010).Promoting information security as a cultural
and behavioural change. (I) Online as soon as figenspp: 7-70. Retrieved April, 2014,
https://www.enisa.europa.eu/publications/archiveprting-information-security

FaDIL, F.B. (2009).User acceptance of MyKad as a e-commerce tool iraj# Thesis. University Utara Malaysia.

FEATHERMAN, M.S. & Paviou, P.A. (2003). “Predicting e-services adoption: Argeived risk facets perspective”,
International Journal of Human-Computer Studies, 891-474.

FisHBEIN, M. & AJzeN, |. (1975).Belief, Attitude, Intention and Behavior: An Intradion to Theory and ReseardReading,
MA: Addison-Wesley.

GENERATOR RESEARCH (2013). Social Networking and Social Media 201Retrieved June 15, 2013, from
www.generatorresearch.com

GOMEZ, A. & OTERO, C. (201). Redes sociales en la empresa. La revolucionpadto a nivel empresarial y profesional
Madrid: RA-MA Editorial y Publicaciones, S.A.

Gu, B., PARK, J.& KONANA, P. (2012). “The impact of external word-of-mouthusies on retailer sales of high-involvement
products”,Information Systems Research(13182-196.

GUPTA, S. & Kim, H. (2010). “Value-Driven Internet Shopping, TheeMal Accounting Theory Perspectivé?sychology
and Marketing, 2{L), 13-35.

HAIR, J.F.,ANDERSON R.E.,TATHAM, R.L. & WiLLIamM , C.B. (1995)Multivariate data analysis with readingslew Jersey:
Prentice-Hall, Inc.

HaiL, M. (2012). “An Integrated Model for E-commerce djdion at the Customer Level with the Impact of &bci
Commerce” International Journal of Information Science and Maement77-97.

HANNAH, B. & LYBECKER, K.M. (2010). “Determinants of Recent Online Pwsing and the Percentage of Income Spent
Online”, International Business Researclf4B 60-71.

12



Mobile Social Commerce Acceptance Model: factord iafluences on intention to use s-commerce

HERNANDEZ-GARCIA, A., IGLESIAS-PRADAS, S., CHAPARRO-PELAEZ, J. & PASCUAL-MIGUEL, F. (2011). “Exploring the
Attitudes and Intentions of Non-shoppers in theejatance of e-CommerceJpurnal of Universal Computer Science(9){
1314-1328.

Hsiao, K., LiN, J. C., WANG, X., LU, H. & Yu, H. (2010). “Antecedents and consequences of trusiniline product
recommendations: An empirical study in social stwogj Online Information Review, 8d), 935-953.

Hsu, C.L. & Lu, H.P. (2004). “Why do people play online games? An exéshdAM with social influences and flow
experience. Why do people play online games? Aaneldd TAM with social influences and flow experiehcinformation
& Management, 41853-68.

Hsu, C.-L., LN, J.C.-C.& CHIANG, H.-S. (2013). “The effects of blogger recommendation customers’ online shopping
intentions”,Internet Researgt23(1), 69-88.

Hu, L., & BENTLER, P. (1995). Evaluating model fit. In R. Hoyle (E&jructural equation modelling: Concepts, issues and
applications Thousand Oaks, CA: Sage Publications.

Hu, P.J.,CHAU, P.Y K., SHENG, O.R.L.& TaM, K.Y. (1999). “Examining the technology acceptancedel using physician
acceptance of telemedicine technologlgurnal of Management Information Systemg21,81-112.

HUANG, Y.C., TsAY, W.D., Huan, C.H.,LI, Y.H. & LA, M.C. (2011). The Influence Factors of Electronic Bill Presentinen
and PaymentCase Study of Mobile Phone BIIEEE, 4844-4847.

HUANG, Z., & BENYOUCEF, M. (2013). “From e-commerce to social commercelose look at design feature€lectronic
Commerce Research and Applicatioh&(4), 246-259.

KALAKOTA, R. & WHINSTON, A.B. (1996. Frontiers of Electronic CommercReading, MA: Addison-Wesley.

KiM, B., CHol, M. & HaN, |. (2009). “User behaviors toward mobile datavees: the role of perceived fee and prior
experience” Expert Systems with Applications, 85628-36.

Kim, H.B.,Kim, T. & SHIN, S.W. (2009). “Modeling roles of subjective norared eTrust in customers’ acceptance of airline
B2C eCommerce websites'purism Management, 3R66—277.

KUMAR, N. & BENBASAT, I. (2006). “The Influence of Recommendation Systeand Consumer Reviews on Evaluations of
Websites” Information Systems Research(4)7425-439

IAB SpAIN (2014).V Estudio anual sobre Redes Socialestrieved April, 2014http://www.iabspain.net/redes-sociales/

LAFUENTE, R. (2005).Los Servicios Financieros Bancarios Electrénicdalencia: Tirant lo Blanch.

Lal, J.Y. & LI, D.H. (2005). “Technology Acceptance Model fordmtet Banking: An invariate analysidhformation &
Management, 42373-386.

LEE, J.,CHA, M. S.& CHo, C. (2012). “Online Service Quality in Social ComoeWebsites”,n Contemporary Research on

E-business Technology and Strate8$5-351. Springer Berlin Heidelberg.

Liao, C.,CHEN, J.L.& YEN, D.C.(2007). « Theory of planning behavior (TPB) and omsdr satisfaction in the continued use
of e-service: An integrated modeComputers in Human Behavior, ,22804-2822.

LIEBANA-CABANILLAS , F. (2012).El papel de los medios de pago en los nuevos ergatectronicosThesis. Marketing and
Market Research Department. University of Granada.

Ly, J.,YAO, J.& Yu, C. (2005). “Personal innovativeness, social infes and adoption of wireless Internet services via
mobile technology”The Journal of Strategic Information Systefi(3), 245-268.

LUQUE, T., CASTANEDA, J.A., FRiAs, D. MuRoz, F. & RODRIGUEZ, M. (2007). “Determinants of the use of the Intdras a
tourist information sourceThe Service Industries Journ@7 (7), 1-9.

MALHOTRA, N. K. (1997).Investigacion de Mercados. Un enfoque praciéded. México: Prentice Hall Hispanoamericana.

MASAMILA, B., MTENzI, F., SaD, J. & TINABO, R. (2010). “A Secured Mobile Payment Model for Dexghg Markets”,
Communications in Computer and Information Scien¢€)8175-182.

MOORE, G. C. & BENBASAT, |. (1991). “Development of an instrument to measuesgbrceptions of adopting an information
technology innovation”nformation Systems Researc(3)2 192-222.

MuRoz-LEIVA, F., HERNANDEZ-MENDEZ, J. & SANCHEZ-FERNANDEZ, J. (2012). “Generalising User Behaviour in Online
Travel Sites through the Travel 2.0 Website AccepgaViodel”,Online Information Review, 36). 879- 902.

13



Mobile Social Commerce Acceptance Model: factord iafluences on intention to use s-commerce

NUNNALLY , J.C. (1978).Psychometric theory 22 Etlew York: McGraw-Hill.

PHANG, C., SUTANTO, J., KANKANHALLI , A., LI, Y., TAN, B. & TEO, H. (2006). “Senior citizens’ acceptance of inforibat
systems: a study in the context of e-governmenices”, IEEE Transactions on Engineering Managemen(4h3%55-569.

PooNG, Y.S., EzE, U.C. & TALHA, M. (2009). “B2C e-commerce in Malaysia: Perceivedu@hteristics of Innovating and
trust perspective’lnternational Journal of Electronic Businesg4y, 392-427.

Q1 J.,Li, L., LILY. & SHu, H. (2009). “An Extension of Technology Acceptamdedel: Analysis of the Adoption of Mobile
Data Services in ChinaJystems Research and Behavioral Science326407

REICHHELD, F. F. & SCHEFTER P. (2000). “E-loyalty: Your secret weapon on theblyeHarvard Business Review, (43,
105-113.

SAN MARTIN, S.& LOPEZ B (2010). “Posibilidades de la compraventa B2C poifdalé mévil en comparacion con Internet:,
Cuadernos de GestiémnQ (1), 17-34.

SANCHEZ-FRANCO, M. J. & ROLDAN, J. L. (2005). “Web acceptance and usage modeomparison between goal-directed
and experiential web userghternet Research-Electronic Networking Applicatiamsl Policy,15 (1), 21-48.

SANCHEZ-FRANCO, M.J., RONDAN-CATALUNA , F.J.& VILLAREJO-RAMOS, A.F. (2007). “Un modelo empirico de adaptacion y
uso de la Web. Utilidad, facilidad de uso y flugrgbidos”,Cuadernos de Economia y Direccién de Empré6a153-179.

ScHEPERS J. & WETZELS, M. (2007). “A meta-analysis of the technology adeepe model: Investigating subjective norm
and moderation effectsihformation & Managemen#4, 90-103.

SCHIERZ, P.G.,SCHILKE, O. & WIRTz, B.W. (2009). “Understanding consumer acceptance alfile payment services: an
empirical analysis”Electronic Commerce Research and Applicatioii3),209-216.

SHARMA, A. & SHETH, J. (2004). “Web based marketing. The coming naetiah in marketing thought and strategyturnal
of Business Research, 586-702.

SHEEHY, A. (2011).Worldwide Smartphone Markets: 2011 to 20R&trieved April, 2014,
http://www.researchandmarkets.com/reports/18712dddwide smartphone markets 2011 to 2015

SHEN, J. (2008). “User Acceptance of Social ShoppirtgsSiA Research Proposal” PACIS Proceedings, Papé&eédeved
June 15, 2013, from www.aisel.aisnet.org/pacisZp8

SHIN, D.H & SHIN, Y.J. (2011). “Why do people play social netwodages”,Computers in Human Behavi®7, 852—-861.

STEPHEN A. T. & TouslA, O. (2010). “Deriving value from social commercetworks”, Journal of Marketing Research,
47(2), 215-228.

SuN, H. (2011). “Designing for Social Commerce Expetieras Cultural Consumption”Lecture Notes in Computer
Science, 6775102-406.

TAYLOR, S. & Tobb, P.(1995). “Understanding Information Technology Usa@eest of Competing ModelsInformation
Systems Research(2f, 144-176.

TEDESCH, B. (2006). “Like Shopping? Social Networking? T8ocial Shopping”. Retrieved June 15, 2013, from
www.nytimes.com/2006/09/11/technology/11ecom.html].

TeH, P.L. & AHMED, P.K. (2012). “Understanding social commerce adoptiam:extension of the Technology Acceptance
Model”, in Management of Innovation and Technology (ICMIT),eJ2812 IEEE International Conference, @59-364.

THE CocKTAIL ANALYSIS (2013).V Oleada Observatorio Redes SociaRstrieved April, 2014,
http://tcanalysis.com/blog/posts/infografia-5-olaazbservatorio-redes-sociales

TORRENT-SELLENS, J.,CASTILLO, D. GABALDON, P.Ruiz, E. & SaiNz, J. (2010).Hacia la banca multicanaMadrid: ESIC.

TREeSg G.W. & STEWART, L.C. (1998). Designing Systems for Internet Commer&eading, MA: Addison-Wesley
Professional.

VENKATESH, V. & BALA, H. (2008). “Technology acceptance model 3 and a reBeagenda on interventionsDecision
Sciences39 (2), 273-315.

VIJAYASARATHY, L.R. (2004). “Predicting consumer intentions toe usn-line shopping: The case for an augmented
technology acceptance modédfiformation and Managementl (6), 747-762.

14



Mobile Social Commerce Acceptance Model: factord iafluences on intention to use s-commerce

VILASECA, J., TORRENT, J., MESEGUER A. & RODRIGUEZARDURA, |. (2007). “An integrated model of adoption and
development of e-commerce in companies. Adoptiod davelopment of e-commerce in companiesiternational
Advances in Economic ReseartB,(2), 222-241.

WALLACE D., WALKER. J,LoPEzZ T, & JONES M. (2009). “Do word of mouth and advertising meggss on social networks
influence the purchasing behavior of college sttgf#Journal of Applied Business Resear2f(1), 101-109.

WANG, C. & ZHANG, P. (2012). “The evolution of social commerce: gemple, management, technology and information
dimensions” Communications of the Association for Informatiost&ys, 321-23.

WEI G., XINYAN, Z. & YUE, M. (2011). “Literature review on consumer adoptlehavior of mobile commerce services” in
E -Business and E -Government (ICEE) Internatiorahf€renceMay, 1-5.

WEI Y., STRAUB, D. W. & PODDAR, A (2011). “The power of many: an assessment of magagiternet group purchasing”,
Journal of Electronic Commerce Researt,(1), 19-43.

YANG, S.,Lu, Y., GUPTA, S.CASO, Y. & ZHANG, R. (2012). “Mobile payment services adoption asrtime: An empirical
study of the effects of behavioral beliefs, soaifllences, and personal trait€pmputers in Human Behavi@&8, 129-142.

ZHANG, A., YUE, X. & KoNgG, Y. (2011).”"Exploring Culture Factors Affecting thedoption of Mobile Payment’10th
International Conference on Mobile Busing263-267.

ZHANG, L. (2009. Business model analysis for online social shogpmiompanies. Case Company: RunToShopTagsis.
Department of Business Technology/Logistics. HelsBghool of Economics.

15



