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Abstract

Social commerce resources are abundant, providing rich information and guiding purchases,
making it easier for consumers to obtain goods and gradually getting used to this
consumption and purchase mode. This study takes Facebook and instagram social fan groups
as examples to explore the impact of social characteristics and social participation on guided
purchase behavior. This study classified fans of Facebook and instagram communities
(category A, category B, category C). A total of 212 valid samples were collected and
statistically analyzed using ANOVA and Scheffe. The Scheffe values of each item were less
than 0.005 and ANOVA The results are remarkable. The results show that there are
differences in social characteristics (uniqueness, similarity, informativeness) and social
participation and behaviors (social participation, parasocial interaction (PSI)) among
members of the guidance/purchase subgroup. The Influence of social characteristics and
social participation on guided purchase behavior.

Keywords: Social commerce, Social network fan club, Social marketing technique, Guided
purchase behavior groups.

1 Introduction

1.1 Motivation

The rise of social networks has made them the most popular network media rapidly
thanks to the fast-evolving virtual world. Sharing texts or posting pictures over social
networks has become a daily routine to connect with others. Social network fan club is
established by opinion leaders and user fans, where the opinion leaders shale their trial
experience, thoughts, photos and information with fans through the fan club and slowly bring
fans close to them, while fans are rewarded with more response and interactions due to the
participation and in turn feel accepted and recognized. Gangadharbatla (2008) mentioned that
people’s attitudes and behaviors toward social networks may come from the need for
belongingness. Hajli (2014) pointed out that the consumption patterns of today’s consumers
are gradually changing, as social business is one of the key corporate driving forces. Social
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commerce works by working with commercial activities via social relationship for powerful
marketing. Relationship with fan clubs is developed through social activities, where opinion
leaders share their experience, answer all fans’ questions and communicate with them. This
has evolved into an important consumption pattern today.

1.2 Purpose of study

Most of previous social commerce studies were focused on investigating the correlation
between social commerce and consumers’ purchase willingness as well as fans’ participation
and consumption behaviors. Seeing that most of the social marketing technique are based on
guided purchase, the purposes of the study are aimed to study the causes of guided
purchase/purchase behaviors found in social network fan clubs and their effects, as follows:

1. Develop dimensional measurement questions based on literature collection and review;

2. Perform validity analysis, reliability analysis and one-way ANOVA on the results from
official questionnaire survey, and verify the existence of difference between guided
purchase behavior groups in the study;

3. This study presents a value as reference for practice and for future studies.

2 Literature Review

The literature review is focused on the three dimensions selected for the study, namely
social characteristics, consisting of “uniqueness,” “similarity” and “informativeness;” social
participation behaviors, including “social participation” and “parasocial interaction (PSI);”

and guided purchase behavior, including “guided behavior and purchase behavior.”

2.1 Dimension of social characteristics
2.1.1 Uniqueness

Online businesses advertise and publish posts with mostly similar contents in social
commerce. According to Derbaix and Vanhamme (2003), contents that are unique and
original are easier to catch consumers’ attention and make them interested, which in turn
results in greater responses. Because of this, consumers become more willing to comment on
a published post or share the post as they grow increasingly interested (Peters et al, 2009).
Obviously, greater uniqueness seems to catch more attention of consumers. Gokerik et al
(2018) suggested that social platform marketing through social media is full of creativity and
uniqueness and, therefore, appealing to more consumers and better catch their attention.
Clearly, unique contents are something that businesses can exploit for better marketing.
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2.1.2 Similarity

The greater similarity a social platform has, the more people participate and the more they
are willing to interact, share information, express themselves and receive recognition from
others. A distinct feature of social network is that people tend to make friends with those
similar to themselves, and are willing to share their experience and information.
Gangadharbatla (2008) mentioned that people’s attitudes and behaviors toward a social
website may come from their need for similarity belongingness. The need for similarity
belongingness is a basic human instinct to form and maintain interpersonal relationships. It is
learned from this, therefore, that people who sing up for a social website have a certain need
for similarity belongingness. Lou and Yuan (2019) argued that the greater the value of
information in a post, social trust, attractiveness and follower similarity are, the greater the
positive influence the followers have on the trust in social network, which in turn has
influence on the recognition of brand social network and purchase willingness.

2.1.3 Informativenessv

Delone and McLean (2003) pointed out in their study that informativeness is the subjective
opinion that a user has on an information system. The contents of information have four
dimensions: usefulness, correctness, timeliness and completeness. They are evaluation
indicators, where the usefulness means that a social community provides its members with
useful information; correctness indicates that the information provided by social community
is correct; timeliness suggests that a social community provides its members with updated
information; and completeness represents that a social community provides its members with
complete information. If a social community provides its members with the information
contents above, and the information is valuable and meaningful, it will make users more
willing to participate in the social community. Noguti and Waller (2020) showed that users
have an active relationship in searching for information in social media, suggesting that
members look for information that is useful for them in social communities.

2.2 Dimension of social participation and behavior

2.2.1 Social participation
Social participation is of the utmost importance for social marketing.

However, not all participation behaviors lead to the desired results. Social participation
means mutual benefits between businesses and consumers in general. Rishika et al (2013)
proposed three influences of social participation: firstly, it encourages greater interactions
between consumers and businesses, thus creating a stronger bond; secondly, it is easier for
consumers to learn others’ opinions and experience of a business through social participation;
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and thirdly, social participation makes it easier to access the products of a business and other
information.

Therefore, social participation helps business establish strong bonding with consumers,
accelerate content spreading, improve purchase willingness, increase the quantity of
purchases, and increase the frequency of users’ participation, all of which contribute to
businesses. However, it is not as easy as creating a Facebook fan page and the result presents
itself. It requires careful management and design opportunities to develop a good relationship
with customers. A business should have a specific target consumer group and investigate
deep into the purpose of their behaviors and, thus, increase social participation and its
frequency effectively.

2.2.2 Parasocial interaction

The rise of virtual social community allows consumers for easy access to massive
information. It has become a very important business topic to attract existing consumers and
uncover potential ones. Sokolova and Kefi (2020) found that the attitude affinity and PSI are
positively correlated, which is a concept of extensive connection between the appearance
attractiveness and PSI. This means that the attitude affinity and attractiveness of an opinion
leader have a certain degree of influence on potential consumer groups. When it comes to
building a good relationship with consumers, the greater the level of PSI in consumer
participation, the more helpful for improving consumers’ purchase willingness.

2.3 Dimension of guided purchase behavior

2.3.1 Guiding link and purchase behavior

The key to the guided purchase is to attach the link to a post that allows consumers to see
the product very quickly. The faster the product is seen by consumers, the better. It is
imperative not to give anyone any chance to read the post without making a purchase! The
key to social community guided purchase is keep publishing contents that interest consumers
and keep probing their willingness to shop and purchase. With the understanding of their
willingness, the next is to encourage their purchase desires step by step, making them
interested and then willing to actually pay for the purchase. Yahia et al (2018) indicated that
the ease of use, convenience, consumer habits and operation motivation of social platform
have significant influence on social business, where the convenience and ease of use have the
greatest influence on social business. A purchase model that is more convenient and an
operation behavior that is easier are the marketing technique that social business platforms
need to pay increasing attention to.
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3 Methodology

3.1 Conceptual framework

For the purpose of the study, fan group members were grouped by their guided purchase /
purchase behaviors, the guided purchase groups compared in terms of social characteristics
(uniqueness, similarity and informativeness) and social participation behaviors (social
participation and PSI), and an analysis performed to determine any difference among these
groups. The following conceptual framework was built based on social characteristics, social
participation behavior and guided purchase/purchase behavior for the purpose of the study:

Figure 1: Conceptual framework
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3.2 Hypotheses and variable definition

3.2.1 Hypotheses
Listed in Table 3-1 below, hypotheses were proposed based on social characteristics and
social participation behavior:
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Table 3- 1 Hypotheses proposed for the study
No. Hypothesis
Difference exists in guided purchase behavior group for

! uniqueness of social characteristics.

’ Difference exists in guided purchase behavior group for
similarity of social characteristics.

3 Difference exists in guided purchase behavior group for
informativeness of social characteristics.

4 Difference exists in guided purchase behavior group for social
participation.

5 Difference exists in guided purchase behavior group for PSI.

3.3 Hypotheses and variable definition

A post was published to the Facebook fan clubs on Facebook, as well as Facebook and
Instagram for the purpose of the study. The post told fans that an online questionnaire survey
was performed through the link provided in the post. At the end of answering the
questionnaire, The Shopee IDs and respondents’ accounts were accessed and compared with
consumers’ purchase records based on whether they received or used a discount code and
made purchase. The respondents were compared against the Facebook or Instagram fan club
list and grouped into A, B and C by their guided purchase behavior.

The survey required the respondents to provide their Shopee IDs and Facebook or
Instagram account names. The account names collected were compared against the
information of Facebook or Instagram fan club and Shopee buyers to determine that the data
collected were correct, improve the effectiveness and accuracy of questionnaire, and ensured
that the respondents were Facebook or Instagram fan club members. The respondents were
grouped into Group A, B and C by their guided purchase behavior, as shown in the following
table and figure:

Table 3- 4 Guided purchase behavior groups of respondents

groups describe
Those who are directed to Xiao Yi Parts Store on Shopee through Facebook or Instagram fan page

A
and make purchase.
Those who are directed to Xiao Yi Parts Store on Shopee through Facebook or Instagram fan page
but do not make purchase.

C Those who make purchase directly at Xiao Yi Parts Store on Shopee.

www.WORLDMBE.org 6 info@WORLDMBE.org



World Conference on MANAGEMENT, BUSINESS ‘@w‘:ﬂs&aﬁamﬁsg
and ECONOMICS #/ORLDMBE
02-04 December 2022 Paris, France
T R
W \ o ' @ A
g o
- Shopee

4 ®-

3.3 Data analysis method

Collected using the specified data collection method, the data was subject to several
analyses. Descriptive statistica, Reliability and validity, Discriminant validity, and finally the
one-way ANOVA.

4 Empirical findings and analysis

Social community posts served as notification based on previous study backgrounds and
purposes. Members of Shopee store were selected as the subjects of study, who were mostly
members of fan clubs. The link to questionnaire was provided, as samples were collected by
distributing online questionnaire. For the target social community, the Facebook fan club was
selected. To ensure that the questionnaires collected were correct and valid, a post link was
published over the Facebook fan page and notification over Facebook and Instagram. The
respondents were asked to provide their Facebook or Instagram and Shopee accounts for a
discount coupon. The accounts of social media and Shopee provided by the respondents were
checked against the list of social community member accounts and buyer accounts collected
at the rear of the Shopee store, thus eliminating those who were not members of social media
fan club and grouping them by their actual purchase behaviors. The respondents were
grouped into A, B and C by the guided purchase behavior. The process is shown in Figure 4-
1 below.
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Figure 4- 1 Questionnaire collection flowchart
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The one-way ANOVA was carried out to determine any significant difference in the
influence social community members and guided purchase, before Scheffe’s posterior

comparisons were performed for testing. The results are presented as follows.

4.1 Sample structure

Samples were collected for four weeks. 337 copies were collected, 90 of which were
invalid samples provided by non-members. With the invalid samples removed, the remaining
247 copies consisted of 212 valid samples and 35 invalid ones, indicating a valid sample

collection of 85.83%. The sample structure is provided in Table 4-1 below.
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Table 4- 1 Sample structure.

Gender Total Percentage
Male 184 86.8%
Female 28 13.2%
Age Total Percentage
Age<19 9 4.2%
20<age <29 85 40.1%
3<age<39 97 45.8%

40 < age <49 19 9%

Age > 50 2 0.9%
Occupation Total Percentage
Students 44 20.8%
Working class 165 77.8%
None 3 1.4%

4.2 Descriptive statistical analysis

The means and standard deviation were determined for the questions developed for the
studied dimensions, including social characteristics (uniqueness, similarity and
informativeness) and social participation behavior (social participation and PSI), to present
how these questions were answered. For most questions, the means was greater than 4 and
standard deviation between 0.7 and 1.2.
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Table 4- 2Sample structure

_ _ Mean Standa
Dimension s rd
deviation
442 1.01
Uniqueness 4.63 102
4,63 1.05
4,62 1.00
3.90 1.16
Similarity 4.75 0.91
4.20 1.19
Informativen 4.70 0.79
oss 4.56 0.86
4.65 0.89
Social 3.33 1.24
participation 317 1.24
3.26 1.28
441 1.06
PSI 4.30 1.13
3.94 1.23

4.3 Reliability and validity analyses

For the reliability of survey questions, Cronbach’s a, the most commonly used indicator in
the Likert’s 6-point scale was used to determine the reliability of these questions. The
analysis result showed that o was greater than 0.7 for both dimensions, suggesting acceptable
reliability for the questionnaires. The values of Cronbach’s a were collected in Table 4-3.

Table 4- 3Questionnaire reliability analysis

Dimension No. of Cronbach’s «
questions value
Uniqueness 4 0.93
Similarity 3 0.86
Informativene 3 0.92
ss
Social 3 0.95
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participation
PSI 3 0.92

For discriminant validity, the values along the diagonal are the square root of AVE, while
the others are the correlation coefficient values between dimensions. The discriminant
validity exists if the square root values along the diagonal are all greater than the correlation
values in the columns and rows for all dimensions (Fornell and Larcker, 1981). As mentioned
above, the square root values of uniqueness, similarity, informativeness, social participation
and PSI along the diagonal were all greater than the correlation coefficient values between
dimensions below, signifying difference between dimensions and good discriminant validity.
By summarizing the above, the dimensions exhibited good discriminant validity and,
therefore, the discriminant validity is effective for this study, as shown in Table 4-4.

Table 4- 4Discriminant coefficient vs. correlation coefficient for combinations of dimensions

Dimension a AVE Uniquen Similarit Informati  Social PSI
value ess y veness  participa
tion
Uniqueness 093 0.836 0.914
Similarity 0.86 0.785 0.830 0.886
Informativen  0.92 0.868  0.868 0.868 0.932
ess
Social 095 0.906 0.686 0.756 0.701 0.951
participation
PSI 092 0.869 0.875 0.879 0.857 0.810 0.932

Note: the figures in bold along the diagonal are square roots of AVE.

4.3.1 Influence of uniqueness in social characteristics on guided purchase of social
community members

The indicates that the significance, P, was smaller than 0.05 for uniqueness for all social
community members, suggesting significant difference (F=34.224, p =.000). This means that
the uniqueness has a certain degree of influence on the guided purchase in social community
members.

4.3.2 Influence of similarity in social characteristics on guided purchase of social
community members

The indicates that the significance, P, was smaller than 0.05 for similarity for all social
community members, suggesting significant difference (F=26.319, p =.000). This means that
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the similarity has a certain degree of influence on the guided purchase in social community
members.

4.3.3 Influence of informativeness in social characteristics on guided purchase of social
community members

The indicates that the significance, P, was smaller than 0.05 for similarity for all social
community members, suggesting significant difference (F=22.536, p =.000). This means that
the informativeness has a certain degree of influence on the guided purchase in social
community members.

4.3.4 Influence of social participation in social characteristics on guided purchase of
social community members

The indicates that significant difference exists in the influence of social participation on
social community members and guided purchase. The significance, P, was smaller than 0.05
for similarity for all social community members, suggesting significant difference (F=31.041,
p =.000). This means that the social participation has a certain degree of influence on the
guided purchase in social community members.

4.3.5 Influence of PSI on guided purchase of social community members

The indicates that the significance, P, was smaller than 0.05 for similarity for all social
community members, suggesting significant difference (F=40.261, p =.000). This means that
PSI has a certain degree of influence on the guided purchase in social community members.

5 Conclusions and suggestions

5.1 Study findings and implication

The convenience introduced by today’s online shopping has changed the consumption
patterns of consumers, as they started gradually to enjoy the convenience that comes with
online shopping. In addition to that, how to shop online cheaply, fast and reliably is now one
of the considerations in consumers. The online marketing in recent years is slowly evolving
and the guided purchase is seen through social participation. For example, guided purchase
by live stream, fan club manager and post publishing are some of the common online
marketing techniques. It is believed in this study that it would be greatly helpful for customer
management to exploit the characteristics of brand community, make consumers recognize
social community and become fans of the community that are actively participating in
community activities.

5.2 Study contributions
By comparing the theories and perspectives of social guided purchase and previous social
marketing, the following theoretical contributions are achieved. Firstly, guided purchase by
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posting in social community is an ongoing marketing technique that has a certain degree of
influence on social marketing.

One of the key points for social community managers to contemplate on is how to publish
posts to catch consumers’ attention and create resonance. Secondly, each of the uniqueness,
similarity and informativeness in social characteristics has difference between the members
of guided purchase groups. Thirdly, it is proven in this study that difference exists in social
participation behavior in guided purchase groups, which means that social participation or
PSI has significant importance to social communities. Therefore, apart from paying attention
to establish a good interactive relationship with community members and working hard to
manage social community relationship, it is more important to covert a consumer who
purchases under the influence of guided purchase by posting product information into one of
the social community members. This is an important topic for social community leaders and
mangers to pay attention to and work hard on.

5.3 Study limits and future suggestions

An online questionnaire survey was performed to study consumers conducting guided
purchase. Specific professional and unique products and specific social community were
selected as the subject of study with the focus on the guided purchase pattern by publishing
posts in Taiwan. It is the era of online shopping today, and it is believed that online guided
purchase will become more and more popular. It is suggested to study the characteristics of
different social communities for a comparison and strengthen the analysis results; or it may
be considered to analysis and compare the difference in guided sales by publishing posts at
different social platforms. In addition, a feasible topic can be the study on different types of
social communities and various international markets before arriving at a theory that is more
appropriate and closer to social guided purchase.
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