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Abstract

This study shows how social presence(SP) dimensions influence online consumer’s behavior in the social
commerce(SC) context. It is expected that the results could be utilized in the development of SC websites.
According to the results, the awareness and cognitive SP dimensions affected consumer trust, but affective
SP did not. And then consumer trust toward SC websites as a belief affected attitude and intention of
consumer. Thus, it was re-confirmed that a consecutive influential relationship in the theory of reasoned
action, i.e., “belief-attitude-intention”, was significant in SC context as well. Finally, it is required as a
future research how to implement the awareness and cognitive SP dimensions in the SC websites.
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<Table 1> Reliability analysis and construct
validity analysis

Factor Factor
Construct . a | Construct . a
oading oading
AW1| 0.427 TR1| 0.636
IAW2| 0.329 TR2| 0.683
Awaren|
IAW3| 0.794 [0.787 TR3| 0.764
ess Trust 0.883
IAW4| 0.673 TR4| 0.790
IAWS5| 0.791 TRS5| 0.792
IAST | 0.769 TR6| 0.766
AffectiASZ 0.810 ATI| 0.851
IAS3 | 0.842 10.926| . . .|AT2| 0.891
ve SP Attitud
IAS4 | 0.865 AT3| 0.870 (0.944
IAS5 | 0.735 ¢ [aT4 0847
ICS1 | 0.795 AT5| 0.857
ICS2 | 0.825 IT1| 0.898
Cogniti|CS3 | 0.741 . |IT2] 0.926
Intentio|
ve SP[CS4 | 0.766 |0.910 IT3| 0.913 |0.947
CS5 | 0.790 " [rraf 0.927
ICS6 | 0.767 IT5| 0.886
3. 5% 2
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4 23 A (overall model fit)
>o SR =
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Affective SP 0.863 RMSEA(0.044), C"S%:'I‘a'l"e

Cognitive SP 0.804 TLI(0.966), PR Significance levels: * p<0.1; *** p<0.01
Zr;sttlde g:;zi 23&;(;6()1’.367)’ [Fig. 2] The results of the research model
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Appendix: Measures for constructs

1. AFElE dde A &3 AF - Biocca et
al.(2001), Shen & Khalifa(2008)
1) <14 (awareness)
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AWD: U= 24 AdA AJo]E AloA] E}QIS 9]
%Xﬂﬁ% xiil=g

AW2: T2 AFEo] A4 7oA AR)ECA U
9 %zﬂzj% SN o]—v—— A 7}

AW3: U= 248 A A AJolE ALY thE A
= %‘%‘ Q1] st}

AW4: T2 AJEE50] 424 AWA Alo]E Aol U
5 TF s

AWS: U= 24 Aul A AL E Abol|A] Ex17} o}
Uk 28 5% 4e

2) 7’44 SP(affective social presence)

ASL: 2 Ams At EAe] ARIES o] 7]
el FF& ki AzHET

AS2: Ui 2 AMA AP B AR V1]
JalM Fe ek BAHnt

AS3: 24 AT AP EAY] AlgE 7] 1
ARA el Y& Frkal Az,

AS4: 9] 782 &4 A A B ARHES
A el e Frha Az

ASs: U= 2 AMA APJEAS] AlgEe] AR
#4A defel TS Frha Az

3) QA4 SP(cognitive social presence)

CSI: Ui &4 AvA APIEE WEehs 545
2 btk

CS2: 24 AvA AP|E Ao ARELS NEE
ol af gt

CS3: = A ﬂtﬂ/\ /\].O]E /\1—/] /\].E]—‘: oA

ol sl st

CS4: 24 7AMA AlO|E o] AFES W] 9
=5 & oldfjdtt

CS5: Lpe] Azbo] A AW APOlE AFe] ARgt
SolA FEaA A

CS6: APl A7te] i AW APOE AdolA

wellAl g gtetAl AgE.

2. AF(trust): 3L AHE - Gefen & Straub(2004),
Wu & Chen(2005)
TRI: &7 AW AP|EE 159 I&& %

=
LN

iﬂ
Sai=

TR2: &4 AWX APRIEE AFe #4995 #
SlEEa=

TR3: 24 AWA APO|E& ﬂ?%"éé Z+ olsf gt

TR4: W= &8 AmA Apo]ES FA9E 45T
? ATt

TRS: 228 AMA AP)Ex A4 S 2 St

TR6: 28 AWA AlO)|EE MH|AS # f&ﬂ}.

3. Bl E(attitude): #1 A= - Fiore et al.(2005), Wu

& Chen(2005)

ATL: U= 24 72 AfolEoA addets S
Folgit}

AT2: U= A AWA AllES sl s7E %E
A=

AT3: 248 AvA Alo]Ed] Fojsh= e 2
A ztoltt,

AT4: 224 AWA Ao Eo]| Folsh= 21 s
ol

ATS: 24 AMA Aol Eof Hojsls 21 44
232 74 E Aol

4. 9 %(intention): Fil AFE - Wu & Chen(2005),
Jung(2008)

ITL: Y &4 Av 2 Alo]Ee] Fojdk o7t g
.

IT2: W Yo 44 7vA Alo]Eo| Fojd o
golt.

T3 e Absaid 44 A AolEd) A5 3
olsti Atk

IT4: U= 7hestd mlefells 24 A2 AlolE
off Folg Zlojt.

ITS: W= AlEeA 28 A Afo]Eof Fold

Zlo]tt.

o R0 .
o ARl
o AAEHY
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