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Abstract

Social media has become an integral part of consumers’ daily lives. Individuals connect 
with one another on social networking sites to like, share, and post information and 
experiences. As social media become popular among millennials, a growing number 
of fashion retailers use social media networks in the context of online commerce 
transactions. Accordingly, an increased number of fashion retailers has been using 
social media as an advertising tool and a retail channel. Despite the popularity of 
social media among millennials, empirical findings are limited to reveal factors asso-
ciated with young consumers’ intentions to use social commerce in fashion shopping. 
This study sought to examine factors affecting millennials’ intentions to use social 
commerce in fashion shopping by adopting the technology acceptance model. A total 
of 524 college students completed an online survey in the U.S. The results of struc-
tural equation model confirmed that perceived ease of use, usefulness, and enjoyment 
had a positive impact on millennials’ attitudes and intentions toward fashion shopping 
in social commerce. While both perceived ease of use and usefulness positively 
influenced enjoyment, usefulness had a stronger impact than ease of use. Compared 
to usefulness, enjoyment had much stronger impact on attitudes. Further structural 
model analysis revealed a direct, positive influence of perceived usefulness of social 
commerce on perceived enjoyment of social commerce, which has not been explored 
in prior studies. These findings provide theoretical and managerial implications.
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I.� Introduction

As an increased number of consumers engage in social networking sites (i.e., 
Facebook, Instagram, and Twitter) on a daily basis (Yuksel, Milne, & Miller, 2016), 
social media has become an important part of the marketing strategy for firms 
(Godey et al., 2016). In particular, a recent consumer survey revealed that 72.7 
million millennials in the U.S. used social media, these young consumers spent 
70% of their social media time on Facebook (Statista, 2016a; Statista, 2016b). 
Millennials (birth years 1983 to 1999) have received a great deal of attention from 
marketers because this generation will soon become the largest generation in the 
U.S. (Goodman, 2015). Their annual spending is estimated to be over $200 billion 
in 2017 (Solomon, 2015). 
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Due to rapidly growing young consumers’ interac-
tion with companies through social media in the U.S., 
most marketers (96%) engage in social media market-
ing as part of their digital marketing strategy (Stelz-
ner, 2015). Almost 70% of U.S. marketers increased 
their budget for social media in 2017 (eMarketer, 2016). 
Social advertising and commerce were reported to be 
the most important strategies for the digital marketing 
industry over the last 12 months (eMarketer, 2016). 
Social commerce refers to the merging of consumer 
shopping and social media experiences. Social com-
merce differs from online or mobile commerce because 
it allows individuals to form virtual communities and 
participate in various activities such as marketing, 
selling, buying, and sharing of products and services 
(Hajli, Sims, Zadeh, & Richard, 2017; Menon, Si-
gurdsson, Larsen, Fagerstrøm, & Foxall, 2016). U.S. 
social commerce sales increased nearly 470% bet-
ween 2012 (three billion) and 2015 (14 billion) and 
almost 85% of orders from social media platforms 
came from Facebook (Saleh, 2014).    

A recent study shows that social media advertising 
and commerce are popular among fashion brands to 
increase consumer website visits and sales (Touchette, 
Schanski, & Lee, 2015). Among diverse social net-
working sites, Facebook and Twitter are the most po-
pular with luxury fashion brands (Kim & Ko, 2012) 
and apparel brands (Touchette et al., 2015). For ins-
tance, Burberry, an English luxury fashion brand, 
offers a free sample of its fragrance to Facebook fans 
who sign up for the sample on their Facebook page. 
Express, the U.S. casual fashion brand, allows consu-
mers to browse products and make efficient transac-
tions on Facebook without moving to their online 
shopping site (Touchette et al., 2015). 

Prior research has investigated consumers’ attitudes 
and intentions toward online and mobile commerce, 
whereas little research has examined fashion shopping 
behaviors in social commerce. A few research studies 
investigated consumer motivations for shopping through 
Facebook pages (Anderson, Knight, Pookulangara, & 

Josiam, 2014), the effects of social media marketing 
efforts of luxury fashion brands on customer equity 
and purchase intention (Kim & Ko, 2012), factors 
affecting continuous use intention of social network 
service marketing (Ko & Kim, 2014), and brand equity 
and consumer response (Godey et al., 2016). Despite 
the popularity of social media platforms among millen-
nials (Bolton et al., 2013), empirical findings are li-
mited to reveal factors associated with young consu-
mers’ intentions to use social commerce in fashion 
shopping. Given the rapid growth of millennials’ so-
cial media use as discussed above, further investiga-
tion is needed to understand those factors.

The technology acceptance model (TAM; Davis, 
1989; Davis 1993; Davis, Bagozzi, & Warshaw, 1992) 
was adopted to develop a theoretical framework for 
the present study. The TAM explains that an indivi-
dual’s information technology acceptance behaviors 
are determined by five variables including perceived 
ease of use, usefulness, and enjoyment; as well as 
attitudes and intentions to use information techno-
logy. Drawing on the TAM, the purpose of this study 
was to examine the effects of perceived ease of use, 
perceived usefulness, and perceived enjoyment of so-
cial commerce on young consumers’ attitudes toward 
social commerce and their intentions to use social com-
merce in fashion shopping. This research contributes 
to expanding the body of research on digital retailing 
for fashion products. 

Ⅱ.� Literature� Review

1.�Theoretical�framework:�Technology�acceptance�

model

The TAM model (Davis, 1989) originated from Fi-
shbein and Ajzen’s (1975) theory of reasoned action 
(TRA), which posits that an individual’s intention to 
perform social behavior is likely to be influenced by 
the individual’s beliefs regarding social pressure and 
his/her attitude toward that behavior. Individuals are 
willing to perform particular behaviors when they 
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perceive expectations from other social members who 
perform that behavior (Fishbein & Ajzen, 1975). Based 
on the causal link between beliefs, attitudes, and in-
tentions to perform a behavior, Davis (1993) pro-
posed that an individual’s information technology 
acceptance behaviors are determined by perceived 
usefulness, perceived ease of use, attitudes toward 
using information technology, and intentions to use 
information technology. Perceived ease of use is de-
fined as, “the degree to which a person believes that 
using a particular system would be free of effort” 
(Davis, 1989, p.320). Perceived usefulness refers to 
“the degree to which a person believes that using a 
particular system would enhance his or her job per-
formance” (Davis, 1989, p.320). Individuals who per-
ceive a high level of usefulness for information te-
chnology are more likely to use the technology (Davis, 
1989). According to Davis (1993), perceived ease of 
use has a direct impact on perceived usefulness. 
When individuals perceived that using information 
technology would be easy, they believed the system 
would be useful and perform their job as they ex-
pected. Attitudes toward using information techno-
logy refer to an individual’s positive or negative res-
ponse toward using information technology (Davis, 
1993). Intentions to use information technology refers 
to an individual’s willingness to use information tech-
nology (Davis, 1993). Davis’ later research (Davis et 
al., 1992) added perceived enjoyment to the TAM 
model and suggested potential influence of perceived 
ease of use on perceived usefulness and enjoyment. 
Perceived enjoyment is defined as an individual’s per-
ception that using information technology is enjoy-
able (Davis et al., 1992). 

The TAM has been applied to numerous studies 
that investigate purchase behaviors in the contexts of 
online commerce (e.g., Ha & Stoel, 2009; Tong, 2010; 
Yu & Park, 2014) and mobile commerce (e.g., Kim, 
Ma, & Park, 2009; Ko, Kim, & Lee, 2009; Nysveen, 
Pedersen, & Thorbjørnsen, 2005). Research on online 
fashion commerce yields mixed results. For instance, 

Ha and Stoel (2009) found that perceptions of use-
fulness and enjoyment positively influenced attitudes 
toward online commerce, whereas perceptions of ease 
of use did not influence attitudes toward online com-
merce. Yu and Park (2014) indicated that perceived 
enjoyment had a positive, direct impact on attitudes, 
but not the other two variables. 

Research on mobile fashion commerce consistently 
provide empirical supports for the relationships bet-
ween variables in the TAM model. For instance, Kim 
et al. (2009) reported that perceived ease of use of 
mobile phones had a significant impact on perceived 
usefulness and perceived enjoyment, which influenced 
on attitudes toward mobile commerce. Ko et al.’s 
(2009) mobile commerce research found that Korean 
consumers who perceive mobile commerce as useful, 
easy to use, and enjoyable perceived value in using 
mobile commerce and showed positive intentions to 
adopt mobile commerce in fashion shopping. Nysveen 
et al. (2005) found that ease of use, usefulness, and 
enjoyment significantly affected attitudes toward using 
mobile services, which influenced the intentions to 
use mobile services. 

2.�Effect�of�perceived�ease�of�use�on�usefulness�

and�enjoyment�of� social� commerce�

Perceived ease of use influenced both perceived 
usefulness and perceived enjoyment (Davis et al., 1992). 
Empirical supports have been found for the relation-
ship between perceived ease of use, perceived useful-
ness, and perceived enjoyment (e.g., Cheema, Rizwan, 
Jalal, Durrani, & Sohail, 2013; Ha & Stoel, 2009; 
Kim et al., 2009; Kwon & Chidambaram, 2000; Nys-
veen et al., 2005; Tong, 2010). For instance, two stu-
dies (Cheema et al., 2013; Ha & Stoel, 2009) consis-
tently found that perceived ease of use significantly 
influenced perceived usefulness of online commerce. 
Tong’s (2010) findings confirmed the positive effect 
of perceived ease of use on perceived usefulness of 
online commerce not only for the U.S., but also for 
Chinese consumers. Similarly, Nysveen et al. (2005) 
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found the positive influence of perceived ease of use 
on perceived usefulness for adolescents using mobile 
services (e.g., payment and text messaging). Re-
searchers (Kim et al., 2009; Kwon & Chidambaram, 
2000) have found empirical support that perceived 
ease of use was a significant determinate of perceived 
enjoyment. Individuals who felt online and mobile 
commerce was easy to use were more likely to per-
ceive online and mobile commerce as useful and 
enjoyable. Based on the positive relationships between 
the three previously studied variables from previous 
studies on online and mobile commerce, the following 
hypotheses were proposed:

H1: Perceived ease of use of social commerce po-
sitively affects perceived usefulness of social 
commerce.

H2: Perceived ease of use of social commerce po-
sitively affects perceived enjoyment of social 
commerce.

3.� Effect� of� perceived� ease� of� use� on� attitudes�

toward� social� commerce

Examination of the relationship between perceived 
ease of use and attitudes toward online commerce 
yielded mixed results. Empirical support for the posi-
tive relationship between perceived ease of use and 
attitudes toward online commerce was found in pre-
vious studies (Chen, Gillenson, & Sherrell, 2002; Chen 
& Tan, 2004; Lee, Fiore, & Kim, 2006; O’Cass & 
Fenech, 2003; Vijayasarathy, 2004). For example, Lee 
et al.’s (2006) findings revealed a significant, positive 
impact of perceived ease of use on attitudes toward 
image interactivity technology of retail websites. How-
ever, researchers (Cho & Fiorito, 2009; Ha & Stoel, 
2009; Liu, Tucker, Koh, & Kappelman, 2003) found 
insignificant effects of perceived ease of use on atti-
tudes toward online commerce. Likewise, perceived 
ease of use of co-designing shoes had no direct effect 
on attitudes toward co-designed shoes; however per-
ceived ease of use indirectly influenced attitudes to-

ward co-designed shoes through product performance 
risk (Yu & Park, 2014). Perceived ease of use was 
regarded as a utilitarian motivation in online com-
merce (Childers, Carr, Peck, & Carson, 2001; Lee et 
al., 2006) which has been found to have a significant 
impact on attitudes toward online commerce (Chil-
ders et al., 2001). In accordance with these findings, 
the present study proposed that consumers who per-
ceive social commerce as easy to use may be likely 
to exhibit a positive attitudes toward social commerce. 
Thus, the following hypothesis was proposed:

H3: Perceived ease of use of social commerce po-
sitively affects attitudes toward social com-
merce.

4.�Perceived�usefulness�of� social�commerce�and�

attitudes� toward� social� commerce

Previous research demonstrated perceived useful-
ness as a strong determinant of attitudes toward on-
line and mobile commerce (e.g., Ha & Stoel, 2009; 
Kim, 2012; Lee et al., 2006). Kim (2012) found that 
perceived usefulness positively influenced attitudes 
toward online commerce. Two studies (Ha & Stoel, 
2009; Lee et al., 2006) found that the effect of per-
ceived usefulness was much stronger than that of 
perceived ease of use on attitudes toward online com-
merce. Likewise, research on mobile commerce found 
perceived usefulness to be a significant indicator of 
attitudes toward adopting mobile commerce (Yang, 
2012). In mobile technology literature, consumers who 
perceived mobile communication as useful had posi-
tive attitudes toward mobile communication (Nysveen 
et al., 2005). Based on the positive relationship bet-
ween perceived usefulness and attitudes toward on-
line and mobile commerce, it is logical to suggest a 
positive relationship for social commerce. Thus, the 
following hypothesis was proposed:

H4: Perceived usefulness of social commerce posi-
tively affects attitudes toward social commerce.
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5.�Perceived�enjoyment�of�social�commerce�and�

attitudes� toward� social� commerce

Researchers (Kim et al., 2009; Lee et al., 2006; 
Yang, 2012; Yu & Park, 2014) found that perceived 
enjoyment significantly influenced attitudes toward 
online and mobile commerce. For example, Yu and 
Park’s (2014) findings showed that perceived enjoy-
ment of co-designing had a strong and positive 
influence on attitudes toward online co-design prac-
tice. Compared to the impact of perceived ease of 
use and usefulness on attitudes, perceived enjoyment 
had the strongest direct impact on attitudes toward 
adopting online commerce (Lee et al., 2006) and mo-
bile commerce (Kim et al., 2009). Yang (2012) found 
that perceived enjoyment positively influenced atti-
tudes toward adoption of mobile commerce. Based on 
the positive relationship between perceived enjoy-
ment and attitudes toward online and mobile com-
merce, it was plausible to suggest the positive influence 
of perceived enjoyment on attitudes toward social 
commerce. Thus, the following hypothesis was pro-
posed:

H5: Perceived enjoyment of social commerce posi-
tively affects attitudes toward social commerce. 

6.�Attitudes� toward�social�commerce�and� inten-

tions� to�use� social� commerce�

According to Fishbein & Ajzen (1975), an indivi-
dual’s attitude toward a behavior positively influences 
the specific behavior. Prior studies have found that 
positive attitudes lead to intentions to use online and 
mobile commerce (e.g., Lee et al., 2006; Park & Kim, 
2007; Yang, 2012; Yoh, Damhorst, Sapp, & Lacz-
niak, 2003). Researchers have confirmed that consu-
mers’ intentions to use online commerce were deter-
mined by positive attitudes toward online commerce 
(Lee et al., 2006; Park & Kim, 2007; Yoh et al., 
2003). Similarly, consumers’ intentions to use mobile 
commerce were influenced by positive attitudes to-
ward mobile commerce (Kim et al., 2009; Yang, 2012). 

A study on mobile services (Nysveen et al., 2005) 
also found the positive relationship between attitudes 
and intentions to use mobile services. Since the rela-
tionship between attitudes and intentions to use online 
and mobile commerce has been found to be signifi-
cantly related, it is logical to suggest a positive rela-
tionship between attitudes toward social commerce and 
intentions to use social commerce. Thus, the following 
hypothesis was proposed:

H6: Attitudes toward social commerce positively 
affect intentions to use social commerce in 
apparel shopping.

Ⅲ.�Method

1.� Sample�and�data�collection

A convenience sample of college students over 18 
years of age was recruited from a major mid-South 
university in the U.S. to conduct an online survey. 
The college student sample was appropriate because 
millennials are a highly educated generation who often 
obtain college degrees (Goodman, 2015). Most college 
students are active social media users (eMarketer, 
2015). After obtaining approval from the Institutional 
Review Board (IRB, a self-administered online survey 
was conducted for data collection. As an incentive 
for participation, students received extra credit points 
added to their course grade (i.e., 5 points out of 
1,000). A total of 768 email invitations were sent to 
the class list by the course instructors. Participants 
were given seven days to log onto the Website and 
complete the survey. 

2.� Survey� instruments

Reliable and valid scale items were adapted from 
previous studies and modified to relate to the topic of 
social commerce. The questionnaire consisted of four 
sections: (a) perceived ease of use of social commerce, 
perceived usefulness of social commerce, and per-
ceived enjoyment of social commerce, (b) attitudes to-
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ward social commerce, (c) intentions to use social 
commerce, and (d) demographic characteristics includ-
ing age, gender, ethnicity, and education attainment. 
All scale items except demographic information were 
measured using five-point Likert-type scales ranging 
from strongly disagree (1) to strongly agree (5). At 
the beginning of the survey, participants were asked 
to indicate their past and current experience of social 
media use. 

Twelve items from two studies (Davis et al., 1992; 
Kim et al., 2009) were adopted to assess perceived 
usefulness of social commerce, perceived ease of use 
of social commerce, and perceived enjoyment of so-
cial commerce. The Cronbach’s alpha value for a 
five-item perceived ease of use was .92, a five-item 
perceived usefulness scale was .92, and A six-item 
perceived enjoyment scale was .95 (Kim et al., 2009). 
Spears and Singh’s (2004) seven-item attitude scale 
was adopted in this study. The Cronbach’s alpha 
value for the scale was .95 (Spears & Singh, 2004). 
A five-item intention scale developed by Engel, Black-
well, and Miniard (1995) and Wakefield and Baker 
(1998) was adopted from Lee et al. (2006). The reli-
ability of the scale was .97 (Lee et al., 2006).

3.�Data�analyses

Data was collected from the online survey and 
analyzed using SPSS. First, descriptive statistics (e.g. 
means, variances, and standard deviations) were used 
to summarize data from demographic variables Se-
cond, exploratory factor analysis (EFA) was performed 
as a data reduction technique for the five variables 
(i.e., perceived ease of use of social commerce, per-
ceived usefulness of social commerce, perceived en-
joyment of social commerce, attitudes toward social 
commerce, and intentions to use of social commerce). 
Third, a Cronbach’s alpha coefficient for each of the 
five measures was calculated to assess reliability as 
well as test discriminant validity of the constructs. 
Fourth, a Pearson correlation coefficient was calcu-
lated to determine the direction and magnitude of the 

relationship between variables. Fifth, confirmatory 
factor analysis (CFA) tested measurement model and 
convergent validity. Finally, the hypothesized rela-
tionships proposed in the present study were tested 
through structural equation modeling (SEM). 

Ⅳ.� Results

1.� Sample�characteristics

The sample was comprised of college students over 
18 years of age at a major Mid-Southern university. 
There were 524 valid and complete responses from 
768 online surveys distributed through email invita-
tion, for a 70% response rate. The majority of the 
sample was female (71%) students between the ages 
of 18 to 24 years old; the other 29% were male. The 
students were from diverse majors; including Agri-
cultural, Food, and Life Sciences, Arts and Sciences, 
Business, Education and Health Professions, and 
Engineering. The majority of participants were Cau-
casian or European (84.4%) and almost half of the 
participants reported more than $100,000 for annual 
household income. Participant characteristics of the 
sample are presented in <Table 1>. The majority of 
participants reported being active users of social me-
dia. Instagram was the most preferred and frequently 
used social networking site followed by Facebook 
(20.1%) and Twitter (10.5%). More than half of the 
participants indicated that they have been visiting 
social media networking sites five or more times a 
day (64%). Slightly less than 50% of participants indi-
cated that they have purchased fashion products 
through social commerce. Of those participants who 
have made a purchase via social commerce, nearly 
28% reported having purchased one to ten items over 
the last year. Interestingly, half of the participants 
indicated that they prefer to shop in a traditional brick 
and mortar store. Online commerce was the second 
preferred channel (36%) followed by social commerce 
(9.2%), and mobile commerce (5.6%). While young 
consumers were found to shop across multiple channels, 
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they still preferred to shop at brick and mortar stores 
for fashion products. 

Participant characteristics Fre-
quency

Percent 
(%)

Gender 

Male 151 28.8

Female 373 71.2

Age 

18~24 516 98.4

25~29   4   .8

30~34   4   .8

Ethnicity

Native American   8  1.5

Black or African American  14  2.7

Asian American  12  2.3

Hispanic or Latino  31  5.9

Caucasian or European American 442 84.4

Two or more races   9  1.7

Other   8  1.5

Annual income

$0~24,999  73 14.0

$25,000~49,999  60 11.6

$50,000~74,999  67 12.9

$75,000~99,999  82 15.8

$100,000 or more 237 45.7

Major within colleges & school

College of agricultural, food and
life sciences 185 35.3

College of arts and sciences  40  7.6

College of business 106 20.2

College of education and health
professions

164 31.3

College of engineering  16  3.1

Undeclared  12  2.5

<Table� 1>�Demographic characteristics of participants 
(N=524)

2.� EFA

EFA was conducted with varimax rotation to ex-
tract one factor each for items assessing perceived 
ease of use, perceived usefulness, perceived enjoyment, 
attitudes toward social commerce and intentions to 
use social commerce. An eigenvalue measuring grea-
ter than 1.0 determined the number of factors ex-
tracted for each construct. As shown in <Table 2>, 
items with factor loadings of .50 or higher on one 
factor and factor loadings of .30 or lower on the other 
factor were retained on one factor. Findings showed 
that each variable had a single factor dimension with 
high factor loadings (.67~.92). Internal consistency of 
each measure was tested with a Cronbach’s alpha 
value and composite reliability (CR) greater than .70. 

3.�Correlations�between�the�variables�and�discri-

minant� validity�

As predicted, the results of Pearson correlation co-
efficient showed strong relationships among the vari-
ables. Perceived ease of use was highly correlated with 
perceived usefulness (.65), perceived enjoyment (.66), 
attitudes toward social commerce (.62) and intentions 
to use social commerce (.69). Perceived usefulness 
was highly correlated to perceived enjoyment (.73), 
attitudes (.67) and intentions to use social commerce 
(.69). Perceived enjoyment was strongly correlated to 
attitudes toward social commerce (.79), which may 
be a result of using positive words to describe atti-
tudes. Attitudes toward social commerce was highly 
correlated to intentions to use social commerce (.69). 
Correlation values less than .85 (Kline, 1998) confirmed 
discriminant validity of the constructs <Table 3>. 

4.�CFA:�Measurement�model�analysis�and�conver-

gent� validity

CFA examined the fit of a five-factor measure-
ment model using a maximum-likelihood estimation 
procedure in Mplus 7.0. The goodness-of-fit of the 
measurement model was determined by examining the 
Chi-square value, comparative fit index (CFI≥.95),
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Constructs Scale items Factor 
loading

Perceived 
ease of use 

of social 
commerce

1. Use of social commerce is clear and understandable. .70

2. Use of social commerce does not require a lot of mental effort. .67

3. Use of social commerce is easy for me to become skillful at shopping for fashion products. .72

4. Use of social commerce allows me to shop the way I want to. .71

5. Use of social commerce is easy to learn. .75

Percentage of variance explained=60.29; Eigenvalue=3.02
Cronbach’s α=.83; Composite Reliability(CR)=.84; Average Variance Extracted (AVE)=.50

Perceived 
usefulness 
of social 

commerce

1. Use of social commerce increases my productivity in shopping for fashion products. .84

2. Use of social commerce enhances my effectiveness in shopping for fashion products. .88

3. Use of social commerce is useful in shopping for fashion products. .81

4. Use of social commerce improves my shopping skills for fashion products. .83

5. Use of social commerce enhances my shopping experience for fashion products. .78

Percentage of variance explained=75.90; Eigenvalue=3.75
Cronbach’s α=.92; CR=.89; AVE=.69

Perceived 
enjoyment 
of social 

commerce

1. Shopping for fashion products through social commerce is entertaining. .86

2. Shopping for fashion products through social commerce is enjoyable. .90

3. Shopping for fashion products through social commerce is interesting. .81

4. Shopping for fashion products through social commerce is fun. .90

5. Shopping for fashion products through social commerce is exciting. .85

6. Shopping for fashion products through social commerce is appealing. .82

Percentage of variance explained=77.96; Eigenvalue=4.68
Cronbach’s α=.94; CR=.94; AVE=.74

Attitudes 
toward 
social 

commerce

1. When I shop for fashion products, social commerce is appealing. .87

2. When I shop for fashion products, social commerce is good. .88

3. When I shop for fashion products, social commerce is pleasant. .87

4. When I shop for fashion products, social commerce is favorable. .83

5. When I shop for fashion products, social commerce is likeable. .89

Percentage of variance explained=79.89; Eigenvalue=3.99
Cronbach’s α=.94; CR=.94; AVE=.75

Intentions 
to use 
social 

commerce

1. I intend to buy fashion products through social commerce. .80

2. I would be willing to buy fashion products through social commerce. .85

3. I would be willing to recommend my friends to buy fashion products through social commerce. .86

4. I would visit social commerce to buy fashion products again. .92

5. In the future, I would be very likely to shop using social commerce for fashion products. .88

Percentage of variance explained=79.46; Eigenvalue=3.97
Cronbach’s α=.94; CR=.94; AVE=.74

<Table� 2> Results of EFA and reliability test for variables (N=524)



218 Factors affecting millennials’ intentions to use social commerce in fashion shopping 복식문화연구

－ 936 －

Constructs PE PU EJ AT IN

Perceived ease of use (PE) 1

Perceived usefulness (PU)  .65** 1

Perceived enjoyment (EJ)  .66**  .73** 1

Attitudes (AT)  .62**  .67**  .79** 1

Intentions (IN)  .60**  .68**  .70**  .69** 1

Mean 3.77 3.47 3.63 3.55 3.40

SD  .67  .86  .80  .79  .91

**p≤.000

<Table 3> Results of correlation coefficients between the variables 

root mean square error of approximation (RMSEA≤ 

.08), and standardized root mean square residual 
(SRMR≤.08) (Hair, Black, Babin, Anderson, & Ta-
tham, 2006; Hu & Bentler, 1999). The results indi-
cated that the five-factor measurement model yields 
a satisfactory fit to the data: [χ2=185.60 (df=80), p≤ 

.000], CFI=.99, RMSEA=.05, and SRMR=.02. All con-
firmatory factor loadings were significant and mea-
sured higher than .85 with highly significant t-values 
ranging from 29.28 to 129.86. In addition, the ave-
rage variance extracted (AVE) of each construct was 
equal to or above .50, which confirmed convertgent 
validity for the constructs in the measurement model 
(Fornell & Larcker, 1981). 

<Fig. 1> The structural equation model showing the relationships among the variables
Note. [χ2=369.47 (df=84), p≤.001], CFI=.96, RMSEA=.08, SRMR=.07, **p≤.05, ***p≤.001

5. Structure model analysis and hypotheses testing

A structural model was estimated using the maxi-
mum-likelihood estimation procedure in Mplus 7.0. 
(Muthén & Muthén, 2012). The structural model was 
found to fit to the data well: [χ2=369.47 (df=84), p≤ 

.001], CFI=.96, RMSEA=.08, SRMR=.07. As shown 
in <Fig. 1>, five proposed structural paths were statis-
tically significant in the predicted direction (p≤.001), 
except one path from perceived ease of use of social 
commerce to attitudes toward social commerce. As 
predicted, perceived ease of use of social commerce 
positively affects perceived usefulness of social com-
merce, supporting H1 (b=.79, t=34.58, p≤.001). 
Perceived ease of use of social commerce positively 
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affects perceived enjoyment of social commerce, su-
pporting H2 (β=.79, t=35.94, p≤.001). There was no 
significant impact of perceived ease of use of social 
commerce on attitudes toward social commerce (β= 
.13, t=1.99). Thus, H3 is not supported. Perceived use-
fulness of social commerce positively affects attitudes 
toward social commerce, supporting H4 (b=.18, t= 
3.39, p≤.05). Perceived enjoyment of social com-
merce positively affects attitudes toward social com-
merce, supporting H5 (b=.62, t=12.61, p≤.001). Finally, 
attitudes toward social commerce positively affects 
intentions to use social commerce, supporting H6 (b= 
.75, t=33.97, p≤.001).

6. Further structural model analysis 

In the structural model, perceived ease of use of 
social commerce did not have a direct significant impact 
on attitudes toward social commerce as previous 
studies found inconsistent results (Chen & Tan, 2004; 
Hwang, Chung, & Sanders, 2016; Lee et al., 2006). 
The relationship between perceived usefulness and 
perceived enjoyment of social commerce was not 
hypothesized in the structural equation model because 
of a lack of empirical evidence from previous stu-
dies. The significant relationship between perceived 
ease of use and enjoyment yielded a potential relation-
ship between perceived usefulness and perceived en-
joyment of social commerce based on modification

<Fig. 2> Modified structural equation model based on modification indices
Note. [χ2=283.37 (df=84), p≤.001], CFI=.98, RMSEA=.07, SRMR=.06, ***p≤.001

indices. Based on modification indices in the struc-
tural model, the insignificant path was removed bet-
ween ease of use and attitudes toward social commerce 
and a potential path was added between perceived 
usefulness and enjoyment of social commerce. As a
result, the structural model showed improved fit to 
the data: [χ2=283.37 (df=84), p≤.001], CFI=.98, 
RMSEA=.07, SRMR=.06. The included path (b=.51, 
t=10.95, p≤.001) significantly improved the model 
fit and six structural paths were statistically signifi-
cant in the adjusted model <Fig. 2>.

V.� Discussion� and� Implications

Social media has become an integral part of con-
sumers’ daily lives. Individuals connect with one an-
other on social networking sites to like, share, and 
post about information and experiences. As noted 
earlier, millennials frequently interact with companies 
through social media. Growth of social media users 
has led marketers to incorporate social media as part 
of their digital marketing strategy. Accordingly, an 
increased number of fashion retailers has been using 
social media as an advertising tool and a retail 
channel. Despite the popularity of social media among 
millennials, empirical findings are limited to reveal 
factors associated with young consumers’ intentions 
to use social commerce in fashion shopping. There-
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fore, the need to conduct new research is identified 
in the context of social commerce. 

Results of the study confirmed the TAM is suit-
able in explaining millennials’ adoption of social com-
merce in shopping for fashion products. This study 
found that perceived ease of use of social commerce 
influences perceived usefulness and enjoyment of so-
cial commerce in agreement with findings from on-
line shopping research (Cheema et al., 2013; Ha & 
Stoel, 2009; Kim et al., 2009; Tong, 2010). The fin-
dings that usefulness and enjoyment of social com-
merce had a positive impact on millennials’ attitudes 
and intentions to use social commerce in fashion shop-
ping supported previous studies on online shopping 
(e.g., Ha & Stoel, 2009; Kim, 2012; Yu & Park, 
2014). Although the direct path coefficient between 
perceived ease of use and attitudes was insignificant, 
this study suggests an indirect effect of perceived 
ease of use on attitudes and intentions based on the 
significance of all other path coefficients in the mo-
del. Thus, the results of this study reinforced the im-
portance of informative and experiential elements on 
social media platforms to enhance behavioral inten-
tions among young consumers (Yuksel et al., 2016).

Further structural model analysis revealed a direct, 
positive influence of perceived usefulness of social 
commerce on perceived enjoyment of social com-
merce, which has not been explored in prior studies. 
The impact of perceived usefulness was stronger than 
the impact of ease of use on perceived enjoyment. 
The findings imply that utilitarian and hedonic bene-
fits are important to augment young consumers’ po-
sitive attitudes and intentions to purchase fashion on 
social media. Aligned with Kim et al.’s (2009) study, 
enjoyment had a much stronger impact on attitudes 
compared to usefulness. The findings suggest that uti-
litarian benefits from an efficient, time saving expe-
rience may engender positive feelings (e.g., enjoyable, 
fun, and exciting), which are crucial to increase millen-
nial shoppers’ fashion purchasing on social media.

The findings from this study also suggest mana-

gerial implications for social commerce retailers and 
marketers. The impact of utilitarian benefits greatly 
influences hedonic benefits, which in turn leads to 
consumers’ positive attitudes and intentions to use 
social commerce when shopping for fashion products. 
Thus, marketers should design social commerce ex-
periences to be easy to use and useful for consumers 
to access fashion product information or experience 
product features. For example, brands such as Kate 
Spade and Tory Burch have adopted shoppable photo 
tags on Instagram that offer consumers in-app details 
about a specific product’s price and description and 
features a “Shop Now” button. This tool assists con-
sumers with instant product information and enhances 
their shopping experience by allowing them to view 
product pages all within the app without ever leaving 
their Instagram feed (Constine, 2016). 

While this study contributes to extending the body 
of social media research, several limitations should 
be recognized. The sample was limited to college 
students at a Mid-Southern university; thus the results 
may not represent the U.S population in general. The 
majority of the sample consisted of primarily Cauca-
sians or European women located in the Mid-South; 
therefore the results may not characterize individuals 
from diverse backgrounds and other specific regions 
of the country. Extending the study to other regions 
of the U.S would contribute greatly to understanding 
consumer intentions to use social commerce while 
shopping for fashion products. Moreover, majority of 
the participants (95%) in the study reported being 
active social media users and approximately 84% of 
the participants indicated visiting social media net-
working sites over five times a day. Thus, the lifestyle 
of the participants and their previous experiences 
with social media may affect the findings of this 
study. Finally, this study examined the relationships 
among perceived ease of use, usefulness, enjoyment, 
attitudes, and intentions to use social commerce in 
shopping for fashion products. The focus on shopping 
for fashion products affects the generalizability of the 
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results to other product categories. To increase the 
validity of the model, future research should test the 
proposed model for other product categories. Further 
investigation is needed to explore other factors (e.g., 
perceived risks and perceived value) that affect pro-
duct purchase through social commerce. 
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