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Abstract 

The spiral popularity of social media has attracted businesses to promote companies, products and 
brands on social media. Some companies have taken it one step further to incorporate the e-
commerce function into social media to take advantage of the vast number of social media users. 
Major social media company such as Facebook tested and introduced an instant purchase function 
to transform the biggest online community to an e-marketplace. However, there are no clear 
indications that people who joined social media community for exchanging information or 
communication would like the idea of turning it to a marketplace. This study examined whether 
social media users perceive social media commerce differently by their gratification when using 
social media and how actively they use social media. The result indicates that information and 
entertainment gratifications have significant positive influence on people’s perception on social 
media commerce. Also, the time spent on Facebook had positive influence on social media 
commerce while the number of Facebook friends did not impact people’s perception of social 
media commerce.  
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1. Introduction  
Social media has become part of Americans’ daily life, especially for young adults. Nine out 

of ten young adults use social media, and 87% of people between the ages of 18 and 29 use 
Facebook (Perrin, 2015; Pew Research Center, 2015). Facebook, the most popular social media 
platform, has an extraordinary 1.23 billion daily active users (Facebook, 2017). 

People mostly use social media to stay in touch with friends, seek entertainment, and learn 
about news and current events (Desreumaux, 2015). The spiral popularity of social media has 
attracted researchers to investigate what makes people use social media. From the perspective of 
uses and gratifications, social media users’ major gratifications when using social media were 
identified as seeking entertainment, information, social interaction, and self-expression (Jung et 
al., 2007; Bradntzeg & Heim, 2009).  

As people spend more time on social media worldwide, its popularity has captured the attention 
of businesses as well because social media offers cost effective ways to promote companies, brands, 
and products for companies from tiny start-ups to giant conglomerates. Companies create official 
corporate accounts on social media (e.g., Facebook, Twitter) to communicate with consumers and 
to promote their products and services.   

Many businesses have used social media (e.g., 74% of Fortune 500 companies have a Facebook 
account and over a quarter of B2B Small and Medium size Enterprises in the UK use social media; 
Michaelidou et al., 2011; Barnds & Lescault; 2015) to increase their sales and to motivate e-
commerce (Hajli, 2014) because 90% of all purchases are subject to social influence (Cheshire & 
Rowan, 2011) and 92% of customers trust recommendations from people they know online 
(Neilsen, 2012). When customers are happy with their purchased products and service, they often 
share the experience on social media with their friends. This sharing leads to sales. For example, 
the online ticket sales website Ticketfly had sales of 3.25 tickets on average from every single 
Facebook share or Twitter tweet (Ha, 2011).  

Some companies have taken it one step further to incorporate the e-commerce function into 
social media, rather than re-directing consumers to their homepage, to take advantage of the vast 
number of social media users. Pampers tested social media commerce by selling new diapers on 
the P&G Facebook fan page before the product launched to market officially. P&G sold all of 
1000 packs of diapers in less than an hour (Evans, 2010). Encouraged by a series of successes, 
major social media companies such as Facebook and Pinterest introduced an instant purchase 
function to provide additional e-commerce revenue channels for businesses.  

However, there are no clear indications that social media users will be social media commerce 
users. Although many retailers hope that social media commerce can work, some marketers 
emphasize that people use social media to interact with their friends, not to purchase merchandise 
(Philips, 2012). Because social media commerce is a recent phenomenon, few researchers have 
investigated the success factors of this new category of online commerce. For example, Han (2014) 
examined how characteristics of social media (e.g., informativeness, interactivity, and convenience) 
affect users’ trust of social media and their purchase intention on social media. Han and Kim (2016) 
measured what types of products (e.g., digital products vs. non-digital products) and what social 
factors (with friend’s name vs. without friend’s name) would facilitate social media commerce. 
Ng (2013) examined the effects of culture and trust in social media and their relationship to 
purchase intention. However, very little research has examined how social media users’ 
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gratification and usage patterns affect their willingness to use social media commerce. We think it 
is important to understand the relationship between social media users’ usage patterns and their 
attitudes toward social media commerce to make social media commerce really take off. We hope 
this study will fill the gap in social media commerce research.  

This paper is structured as follows. First, we discuss the literature on the definition of social 
media commerce and gratifications. Second, we discuss our hypotheses. Third, we present our 
analyses, results, and findings. Finally, we discuss the managerial implications of this research as 
well as its limitations. 

  
2. Theoretical Background  
2.1. Revisiting the Social Media Commerce Definition 

Although there is no ultimate definition of the term for the online commerce that happens 
within social media platforms due to its newness, generally e-commerce activities that derive from 
social media have been referred to as social commerce in previous research.  

 
2.1.1. Social Commerce 

The earlier definition of social commerce focused on Web 2.0 features applied to e-
commerce, such as user-generated content and word of mouth (Kim & Srivastava, 2007). That is, 
when traditional online shopping sites like Amazon.com used customers’ reviews or how-to videos 
to promote the website or to assist in commerce transactions, it was considered social commerce 
(Dennison et al., 2011; Liang & Turban, 2011). Some researchers view social commerce as social 
media–initiated or –assisted online commercial transactions and as a subset of e-commerce (Curty 
& Zhang, 2011; Kim & Park, 2013; Huang & Benyoucef, 2013). 

Because social commerce has evolved with advances in internet technology, it is 
understandable that the definitions of the term vary and change accordingly. As more businesses 
embed online commerce functions in their social media sites, the definition of social commerce 
has been expanded accordingly.  

 
2.1.2. Social Media Commerce 

When the biggest social media website, Facebook, introduced Facebook commerce, or F-
commerce, the definition of social commerce expanded from the previous definition because F-
commerce focuses on developing e-commerce features within the Facebook site (Suraworachet, 
Premsiri, & Cooharojananone, 2012). Thus, the recent definition of social commerce indicates that 
there are two different approaches to social commerce, depend which site initiated. E-commerce 
websites can use social media features and the social media community to boost their business, 
whereas social media sites such as Facebook can add e-commerce functions to gain commercial 
profits (Zhou et al., 2013; Hajli, 2013)   

As noted, there is no specific term that defines e-commerce within social media sites. Based 
on the aforementioned definitions and discussion, we define social media commerce as e-
commerce within social media sites such that customers do not leave the site to purchase products 
but conduct the whole e-commerce transaction within the site. Social media commerce is a subset 
of social commerce and provides e-commerce service to built-in social media community members.   
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2.2. Social Media Uses and Gratification Theory  
To investigate how people use social media and its impact on perceptions of social media 

commerce, we examine previous research drawing from the uses and gratification perspective.  
Uses and gratifications theory assumes that people select a particular type of media seeking 
gratification and that their actions are goal-directed (Katz et al., 1973). This explains why people 
choose certain media and what they do with the media in order to satisfy their psychological needs 
(Katz et al., 1973; Rubin & Perse, 1987). With the prevalence of social media, scholars have 
investigated what motivates people to use this new type of online community. Some research 
divided motivations into outside factors and inside factors, such as extrinsic benefit (usefulness) 
and intrinsic benefit (enjoyment) (Lin & Lu, 2011). Xu et al. (2012) proposed splitting social media 
usage gratification into a utilitarian motivation and a hedonic motivation. Raacke & Bonds-Raacke 
(2008) found the main reasons for using social media were meeting friends and seeking 
information. Likewise, Park et al. (2009) identified information seeking and meeting friends as 
main reasons to use social media, along with entertainment and self-expression. Brandtzæg & 
Heim (2009) discovered similar gratification—information, entertainment, social interaction, and 
personal identity—among Norwegian social media users. Korean social media users showed 
similar gratification seeking from social media usage, such as self-expression, entertainment, 
passing time, professional advancement, communication, and trends (Jung et al., 2007). Among 
prior studies, we identified the four most common gratifications for participating in social media: 
information, entertainment, self-expression, and communication.  
 
2.2.1. Information 

Information seeking was one of the main motivations of internet use (Papacharissi & Rubin, 
2009; Luo, 2002) and proved to be one of the gratifications that social media users seek. Facebook 
users and Myspace users both used the sites to seek information (Raacke & Bonds-Raacke, 2008). 
Even when the users are in different countries and using different social media platforms, 
information seeking has been commonly found as a main motivation. For example, seeking 
information was major motive for using social media in the United States, South Korea (Kim et al., 
2011), and Norway (Brandtzæg & Heim, 2009).  

 
2.2.2. Communication  

Communicating with friends has been mentioned as one of the most common motivations in 
much of the social media literature. People are on social media to communicate with friends and 
family (Jung et al., 2007) and to talk about things with other people (Park et al., 2009). Furthermore, 
people are on social media to meet friends (Raacke & Bonds-Raacke, 2008), not only those they 
already have but also new friends (Wellman & Gulia, 1999). Communication is the most important 
reason why young college students join social media (Baker, 2009) while employees at large 
enterprises also use social media to connect with their co-workers to build strong bonds (Dimicco 
et al., 2008).  

 
2.2.3. Entertainment  

People use the internet to enjoy entertainment (Ko et al., 2005; Papacharissi & Rubin, 2000) 
and join a virtual community for leisure (Ridings & Gefen, 2004). In addition to general 
motivations for using the internet and virtual community, prior studies also identified “seeking 
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entertainment” as a social media motivation (Jung et al., 2007; Park et al., 2009, Lee & Ma, 2012). 
Seeking entertainment is a hedonic motivation; people use social media for fun, pleasure, and 
enjoyment (Xu et al., 2012). That is, people go on social media to escape from work and study 
pressure, to relax, and to pass time (Whiting & Williams, 2013).  Entertainment especially was the 
most important factor for continuing social media use (Lin & Lu, 2011).  

 
2.2.4. Self-expression  

A person has a need to express his or her identity to others (Jones & Pittman, 1982; Pierce et 
al., 2003); thus, people express their own thoughts, ideas, and opinions on the internet via user-
generated content, such as videos, photos, and comments. Furthermore, people express themselves 
more freely online than offline because of the anonymity and invisibility (Tosun, 2012; Belk, 
2013). Yet, people care how other people see them. People use social media to appear attractive to 
other people (Park et al., 2009) and to feel important and be admired (Lee & Ma, 2012).  

 
2.3. Online Shopping Motivation 

The growth of online shopping has attracted academic researchers to investigate why people 
love to shop online rather than offline. Traditional shopping at shopping malls and supermarkets 
was motivated mainly by shopping convenience, social interaction, and shopping experience 
(Westbrook & Black, 1985; Bellenger & Korgaonka, 1980). Online shoppers are similarly 
motivated by shopping convenience (Mikalef et al., 2013; Huang & Oppewal, 2006), socialization 
(Slyke et al., 2002; Joines et al., 2003), entertainment (Fenech & O’Cass, 2001), product variety 
(Bagdoniene & Zemblyte, 2009), and product information (Korgaonkar & Wolin, 1999). Although 
the aforementioned studies identified similar motivations for two different channels of shopping, 
there are a few differences between shopping online and doing so offline. Although offline 
shopping provides immediate possession of products, online shopping does not serve the same 
gratification (McAlister & Pessemier, 1982; Menon & Kahn, 1995), which sometimes leaves 
consumers unhappy (McGann, 2004). On the other hand, people can buy products online at their 
convenience (e.g., any time of the day, any place where the internet is connected), purchase 
immediately, and bargain with sellers (e.g., Ebay, Groupon) (Korgaonkar & Wolin, 1999).  

 
3. Research Model and Hypotheses 

Based on the aforementioned research, we identified information, communication, 
entertainment, and self-expression as the main gratification people seek from using social media. 
Thus, we chose to base our research model on uses and gratifications theory and augmented the 
constructs with people’s main usage of Facebook to seek gratification. We intend to test the direct 
relationship of these constructs on social media commerce perception in this study. We also intend 
to investigate whether the number of Facebook friends and the time spent on Facebook have any 
impact on users’ perception of social media commerce.  

3.1. Hypotheses  
Prior research showed that information seeking was a common motivation both in social 

media and online shopping. People are on social media to seek information regardless of the type 
of social media (e.g., Facebook, Myspace, and Cyworld) or country (e.g., United States, South 
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Korea, and Norway) (Raacke & Bonds-Raacke, 2008; Kim et al., 2011; Brandtzæg & Heim, 2009). 
Consumers choose online shopping over other channels because they get product and product-
related information for free or almost free, which lowers consumers’ search cost (Lynch & Ariely, 
2000). Considering that people who use the internet for product information tend to have a positive 
intention to use the internet for purchases (Shim et al., 2001), it is plausible to assume that people 
who use social media to seek information are likely to have a positive purchase intention on social 
media commerce. Therefore, this study hypothesizes the following:  

 
H1. Facebook use for information will have a positive effect on social media commerce 
acceptance, trust, and attitude.  

Social media use is motivated by the need for self-expression and self-promotion to boost 
the self-esteem of social media users (Nadkarni & Hofmann, 2012). Because the internet provides 
a unique venue to put forth their alternative selves by posting photos, videos, and posts, some 
people express the hidden self (e.g., certain characteristics), and some present ideal selves rather 
than real selves on social media (Manago et al., 2008). The desire for the ideal self leads people to 
purchase items online. Social media users purchase digital items such as avatars and decorative 
objects to present their online identity (Kim et al., 2012). Social media commerce being part of 
social media, we hypothesize that  

H2. Facebook use for self-expression will have a positive effect on social media commerce 
acceptance, trust, and attitude. 

Communicating with friends is the biggest motivation for young adults who use social 
media (Baker, 2009). Communication and interactions among friends influence commitment in 
online communities (Jang et al., 2008), and support from members of communities leads users to 
use social media to purchase items (Hajli, 2014; Park et al., 2007). Chi (2011) identified the social 
interaction motivation of social media as having a positive effect on trust in social media marketing 
(e.g., advertising on Facebook). Furthermore, people shop online to socialize with others (Slyke et 
al., 2002; Joines et al., 2003). These findings suggest that people who use social media for 
communication purposes are more likely to have a positive attitude toward social media commerce. 
Therefore, we propose the following hypothesis:  

H3. Facebook use for communication will have a positive effect on social media commerce 
acceptance, trust, and attitude.  

People use social media as an entertaining tool to relax, pass time, have fun, and escape 
from work (Kim et al., 2011; Xu et al., 2012). Some people do online shopping to achieve the very 
same gratification. These consumers, recreational shoppers, enjoy shopping as a leisure activity 
and find the shopping process itself entertaining (Bellenger & Korgaonkar, 1980). Research has 
discovered that people who find a website enjoyable and entertaining have a positive attitude 
toward the website and online shopping (Childers et al., 2001; Eighmey, 1997) regardless of the 
type of product (e.g., clothing, headphones) (Hassanein & Head, 2005). Therefore, we hypothesize 
that  
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H4. Facebook use for entertainment will have a positive effect on social media commerce 
acceptance, trust, and attitude. 

Previous research found that experience with new channels may change people’s previous 
views on the channel because people begin to trust the channel as they become familiar with it. 
Consumers’ experience with the internet increased their trust in it and had a positive effect on 
shopping behavior (McCole & Palmer, 2002; Järveläinen, 2007). Studies also discovered that 
familiarity with a brand and an e-vendor help customers trust the products; brand familiarity is 
more important when the consumers are inexperienced internet users (Gefen et al., 2003; Chen & 
He, 2003). Based on prior research, people who use Facebook frequently may trust social media 
commerce more than people who do not use it frequently because of their familiarity with the 
brand and the website. Thus, we hypothesize that 

H5. Time spent on Facebook will have a positive effect on social media commerce acceptance, 
trust and attitude.  

Friends’ and peers’ views and actions affect consumers’ attitudes and behavior in general; 
for example, teenagers have a positive attitude toward shopping and spend more money when they 
shop with friends than when they shop alone (Mangleburg et al., 2004). Similar findings were 
identified in an online setting. Friends’ positive views on social media being socially desirable 
affects online users’ attitudes toward advertisements on social media (Taylor et al., 2011; 
Järveläinen, 2007). Studies have found that Facebook friends also have significant impact on their 
friends’ online shopping behavior: Product recommendations from Facebook friends increased the 
probability of purchasing a product (Wang & Chang, 2013). Given this notion, people who have 
many Facebook friends may have a more positive attitude toward social media commerce than 
people with fewer friends. Thus, we propose the following hypothesis:  

H6. Number of friends on Facebook will have a positive effect on social media commerce 
acceptance, trust and attitude.  

4. Research Methodology 
4.1. Sample and procedures 

A self-administered online survey was conducted to examine the relationship between 
Facebook users’ activities on Facebook and their attitude, trust, and acceptance regarding social 
media commerce. Two different versions of a mock-up Facebook page, which showed a random 
product (an online movie or jeans), were created to examine Facebook users’ response to a 
fictitious Facebook commerce function. The online survey respondents were given one of the two 
fictitious Facebook commerce webpages with a highlighted new function—a “Buy button”—to 
conduct an online purchase within Facebook. To rule out effects from types of product, this 
research showed a digital product (an online movie) or a non-digital product (jeans) randomly to 
respondents. Furthermore to avoid the brand effect, the fictitious page did not include any specific 
product name or brand name. 

Our study sample consisted of 146 university students (male=54, female=92) in New York 
City in the United States. The subjects’ ages ranged from 18 to 30 (M=21.90). Subjects were given 
extra credit points for participating in the survey. Although the gender imbalance may influence 
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the results, often women respond to web surveys at a higher rate than men (Sax et al., 2003). 
Furthermore, women use Facebook at a higher rate than men: 83% of women use Facebook, while 
only 75% of men use Facebook, according to a Pew Research Center Report (2016). Roughly nine 
out of ten young adults ages 18 to 29 (88%) use Facebook, making them the biggest group of 
Facebook users among all adults. Given this, we deem that this sample of students represents 
American Facebook users reasonably well.  

4.2. Measurement 
The survey questions and items of measure were adopted from previous research and were 

measured on five- and seven-point Likert scales.  
In the first part of the survey, respondents were asked to read and examine a fictitious 

Facebook page. Then they were asked to indicate the extent of their Facebook use by (1) amount 
of use per day (i.e., how many minutes per day they spend on Facebook, with “1” being less than 
10 minutes per day and “5” being more than 2 hours per day) and (2) the number of Facebook 
friends they have (with “1” being 10 or fewer and “7” being more than 250).  

The next part assessed the participants’ gratification when using Facebook. This part included 
the four major Facebook gratifications that we identified in the aforementioned literature review. 
Using items developed by Ellison et al. (2007) (e.g., “How frequently do you post pictures and 
videos on Facebook?”), gratifications were examined on a seven-point Likert scale, with “1” being 
“Never” and “7” being “Every time”.   

Attitude, trust, and acceptance toward social media commerce were measured through items 
developed by Kalyanaraman and Sundar (2006) and Toukabri (2015)(e.g., “I intend to recommend 
that my friends use Facebook for online purchases in the future”), with “1” being “Strongly 
disagree” and “7” being “Strongly agree”. 

 
5. Results  

This research employed SPSS Ver. 22 to test the proposed hypotheses. Although a total of 151 
university students in New York City participated in the survey initially, due to incomplete answers, 
only 146 responses were analyzed. Out of 146 respondents, 63% was female (N = 92) and 37% (N 
= 54) was male. The median age of respondents was 21.9 years, and age ranged from 18 to 30. For 
ethnicity, 55.5% (N = 81) were white/Caucasian, 14.4% were African American/Black (N = 21), 
13.7% were Asian/Pacific Islander (N = 20), 7.5% were Hispanic (N = 11), and the rest (N = 13) 
accounted for multiple ethnicities. 

  
5.1. Reliability  

A reliability test was employed for each dependent variable, and all items in the study achieved 
reliability. Social media commerce attitude (α = .957) and social media commerce trust (α = .923) 
were assessed by Cronbach’s alpha because it is one of the most popular reliability statistics in use 
(Santos, 1999). Social media commerce acceptance was assessed by Pearson’s correlation 
coefficient (γ = .749) following recommendations from previous research for a two-item scale 
(Cramer et al., 2006).  

 
5.2. Hypotheses Tests 
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To test our hypotheses regarding gratifications, we employed multiple regression analysis 
(See Table 1).  

 
Table 1. Results of the multiple regression analyses by gratifications 

 Acceptance Trust Attitude 
β t p β t p β t p 

Information .169 1.637 .104 .117 1.110 .269 .216 2.088 .039* 
Self-expression -.072 -.649 .517 .073 .642 .522 .085 .763 .447 
Communication .020 .188 .851 -.072 -.648 .518 -.040 -.366 .715 
Entertainment .259 2.937 .004** .191 2.119 .036* .136 1.541 .126 
Note. ***Correlation is significant at p<.01**, p<.05* 
 

The first hypothesis, that Facebook use for information will have positive effect on social 
media commerce acceptance, trust, and attitude, was partially supported. Information gratification 
had a positive impact on attitude toward social media commerce (β = .216, t = 2.088, p = .039). 
However, information gratification had significant influence on neither social media commerce 
trust (p = .269) nor social media acceptance (p = .104).    

The second hypothesis, that Facebook use for self-expression will have a positive effect on 
social media commerce acceptance, trust, and attitude, was not supported. Self-expression 
gratification had no significant effect on social media commerce acceptance (p = .517), trust (p 
= .522), and attitude (p = .447).  

The third hypothesis, that Facebook use for communication will have a positive effect on 
social media commerce acceptance, trust, and attitude, was not supported. Communication 
gratification did not have a significant effect on social media commerce acceptance (p = .851), 
trust (p = .518), or attitude (p = .715). 

The fourth hypothesis, that Facebook use for entertainment will have a positive effect on 
social media commerce acceptance, trust, and attitude, was partially supported. Entertainment 
gratification had a positive impact on social media commerce acceptance (β = .259, t = 2.937, p 
= .004) and trust (β = .191, t = 2.119, p = .036). However, entertainment gratification did not have 
any significant effect on social media commerce attitude (p = .126).  

To determine whether time spent and number of friends on Facebook have a positive effect 
on social media commerce acceptance, trust, and attitude, this study employed multiple regression 
analysis (See Table 2).  
Regarding the fifth hypothesis, which examined whether the time spent on Facebook influences 
social media commerce attitude, acceptance, and trust, the results showed that time spent on 
Facebook had a positive effect on people’s acceptance, trust, and attitude regarding social media 
commerce. As a person spends more time on Facebook, he or she is more willing to accept and 
trust social media commerce and has a more positive attitude toward social media commerce.   

Regarding the last hypothesis, which examined whether number of Facebook friends has 
any positive impact on social media commerce attitude, acceptance, and trust, results showed that 
there is no significant connection between number of friends and social media commerce. That is, 
whether people have a few friends on Facebook or a few hundred, number of friends does not 
affect their attitude, acceptance, and trust toward social media commerce. 
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Table 2. Results of the multiple regression analyses by Facebook use 
 Acceptance Trust Attitude 
 β t p Β t p β t p 
Time 
spent 

.176 2.049 .042* .198 2.322 .022* .184 2.155 .033* 

Number 
of friends 

-.042 -.490 .625 -.116 -1.361 .176 .061 .709 .480 

Note. ***Correlation is significant at p<.01**, p<.05* 
 

6. Discussion 
Because social media commerce is expected to be one of the most popular electronic commerce 

formats, we attempted to unveil factors that facilitate the use of social media commerce. This study 
examined whether social media users’ perceptions of social media commerce differ by their 
gratification when using social media and how actively they use social media. In particular, this 
study attempted to shed light on the relationships between the types of gratifications people seek 
from social media usage and their perceptions of social media commerce. For our hypotheses in 
the study, the four most prominent social media gratifications from prior research (communication, 
information, self-expression, and entertainment) were examined to reveal their influence on social 
media commerce.  

First, we found that information gratification (e.g., checking newsfeeds) had a positive effect 
on social media commerce attitude. This finding supports Chung and Austria’s (2010) contention 
that information gratification is strongly related to consumers’ attitude toward social media 
marketing.  

Conversely, information gratification did not have any significant effect on social media 
commerce acceptance and trust. Previous research identified similar findings; that is, product 
information on social media did not influence a social media user’s intention to use social media 
because of the ease of finding product information online via sources other than social media 
(Mikalef et al., 2013). According to Donthu and Garcia (1999), consumers who did not shop online 
still sought product information online that led them to shop elsewhere. We reason that social 
media users who seek information may search for information regarding products online but may 
prefer to purchase somewhere else because they do not trust this new type of e-commerce.   

Second, we found that self-expression gratification had no significant impact on social media 
commerce attitude, trust, and acceptance. This finding diverges from previous research that found 
that self-presentation is one of the key motivations for shopping for digital items (Kim et al., 2012). 
This disagreement could be attributed to the different nature of the product. Avatars, pictorial 
representation of users, express their identities (Kim & Sundar, 2009). Therefore, non-avatar items 
may not produce same attitude toward social media commerce.  

Third, we found that communication gratification had no significant impact on social media 
commerce attitude, trust, and acceptance. This finding supports Mikalef et al.’s (2013) claim that 
social interaction does not promote product browsing on social media because people want to be 
uninterrupted by others while they shop for products. It is clear that some consumers prefer 
shopping alone over shopping with companions, although shopping is a social experience (Borges 
et al., 2010), because communication with companions generates more to consider, such as 
encouragement, discouragement, and distraction (Prus, 1993).  
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Lastly, we found that entertainment gratification (e.g., watching “funny” videos) has a positive 
impact on social media commerce trust and acceptance. Prior research identified trust as one of 
the most important determinants that influences purchase intention and continued usage (Yoon, 
2002; Chiu et al., 2012). It is also argued that consumers with high trust in a website tend to be 
influenced by the perceived entertainment of a website, which leads them to stay longer on the 
shopping website (Kim et al., 2010). Our findings suggest that those entertainment-seeking social 
media users might be recreational shoppers who enjoy shopping as a leisure activity (Bellenger & 
Korgaonkar, 1980) and find social media commerce to be fun and exciting and, thus, intend to use 
the service in the future.   

In contrast, entertainment gratification had no significant impact on social media commerce 
attitude. This finding agrees with Chung and Austria’s (2010) claim that entertainment 
gratification is not related to consumers’ attitudes toward social media marketing. This finding 
suggests that entertainment gratification is not a significant factor in inducing positive consumer 
attitudes toward social media commerce. Because entertainment is not the only factor that affects 
consumers’ attitudes toward online shopping, other factors (e.g., consumer traits, perceived 
usefulness) may have affected the result.   

Regarding the fifth hypothesis, the amount of time spent on Facebook had a positive impact 
on consumers’ attitude, trust, and acceptance regarding social media commerce. We attribute this 
result to the exposure effect (Zajonc, 1968); in which people develop positive attitudes toward 
things simply because they are familiar. Research has identified prior experience as a powerful 
predictor for intention to share news on social media (Lee & Ma, 2012) and a factor that reinforces 
the familiarity of internet service (Lee, Goh, Razikin, & Chua, 2009; O’Brien, 2010). Familiarity 
with e-commerce sites increases consumers’ purchase intention, trust, and satisfaction (Yoon, 
2002; Chang et al., 2005). Trust in social media is stronger when a person’s familiarity with social 
media is stronger (Ng, 2013). Thus, as people use social media more, they develop positive 
attitudes and greater trust and acceptance.   

Regarding the last hypothesis, somewhat surprisingly, number of friends did not have any 
significant influence on consumers’ attitude, trust, and acceptance regarding social media 
commerce. This finding is not consistent with previous studies that reported that the presence of 
friends and peers increases purchase intention and positive attitude toward online shopping (Luo, 
2005; Mangleburg et al., 2004). A plausible explanation may be the weak tie strength with social 
media friends. Americans have more inclusive social networks rather than exclusive because of 
their individualistic and low-context culture (Hall, 1976). They tend to have more casual, 
instrumental relationships with others, and this applies likewise to relationships on social networks; 
as a result, very close friends are only a minor part of American social media users’ network (Kim 
et al., 2011). Additionally, considering the average Facebook user has 338 friends (Smith, 2014), 
we reason that the weak tie with their Facebook friends did not generate a significant impact on 
social media commerce.  

7. Implications and limitations 
This study provides important managerial implications for marketing practitioners in particular. 

As aforementioned the results of this study confirmed the influence of information and 
entertainment gratifications on social media commerce while the other gratifications did not have 
any significant impact. This finding suggests that marketers should develop entertainment and 
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information oriented features to attract social media users to social media commerce. Marketers 
should also consider to mix entertainment and information components to make the whole social 
media commerce process as entertaining yet informational experience. 

Another implication of this study is that unlike generally what people believe that higher 
number of friends did not have any significance on social media commerce. People who use 
Facebook for longer hours viewed social media commerce in more positive way but their friends’ 
number did not affect their perception on social media commerce. Thus, it is important for 
marketers to remember that perhaps the level of friendship might be more important that the 
number of friends they have on Facebook to steer users to social media commerce.  

Like all other studies, this study is not without limitations. First, the study sample was small 
students sample and gender imbalanced. While industry reports show that female users outnumber 
male users on social media, the imbalanced gender ratio might have affected the result. 
Furthermore, we used relatively small size of students’ sample. Although we argued that sample 
students’ age reflects major social media users’ age, it is difficult to generalize the results.  

Lastly, our study used fictitious Facebook page only to investigate social media users’ 
perception on social media commerce. Although Facebook is the biggest social media at the 
moment, the result may not be applicable to other social media commerce sites. To conclude, we 
aimed to understand whether social media users would accept and use social media commerce as 
well. This study tried to provide the answer by investigating people’s gratification using for social 
media and how these gratifications affect their perception on social media commerce. We found 
people who use Facebook for entertainment and information seeking, perceived social media 
commerce positively. The number of Facebook friends did not impact people’s perception of social 
media commerce but the time spent on Facebook had positive influence on it. We hope the findings 
from this study contribute to understand social media commerce and employ successful marketing 
plan for practitioners.   
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