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Abstract Social commerce is a term derived from the fusion of social media and e-commerce. This
study aims to classify social commerce benefits as social benefits, confidentiality benefits, economic benefits,
and customization benefits based on previous research claims. We also examine the effect of social commerce
relationship benefits on trust and flow, and the effect of trust and flow on customer loyalty. Also, we
examine how the relationship between trust and customer loyalty, and commitment and customer loyalty
varies with self determination. The following are main results of this study. First, social benefits,
confidentiality benefits, economic benefits, and customization benefits have significant effects on trust and
flow. Second, social commerce trust and flow have a positive effect on customer loyalty. Third, the
relationship of social commerce trust, flow, customer loyalty is differ depending on self determination. This
study suggests the necessity of differential approach according to self-determination.

Key Words: Social commerce, social benefits, confidentiality benefits, economic benefits, customization
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Table 2 Validity and Reliability of Items

Component Cronbach’s
loyalty Costomization flow Social Confidence trust Economic a
loyalty?2 .822 133 288 125 128 .220 205
loyalty3 .808 149 248 172 187 221 165 946
loyalty1 187 162 305 147 .149 218 158 ’
loyalty4 172 216 254 131 184 .203 .161
Customization2 .149 861 .196 .096 125 112 .082
Customization3 .090 352 149 116 107 083 .203
Customization 154 837 218 158 134 148 115 925
Customization4 .166 785 144 111 176 126 .200
flow4 .305 243 780 153 145 203 181
flow3 315 250 780 189 146 .190 .188 960
flow?2 .309 247 780 144 .186 .166 .249 ’
flow1 310 224 774 .183 149 220 193
Social2 127 129 157 .856 .198 173 196
Sociall 138 171 140 855 127 .108 212 926
Social3 .168 132 158 845 .190 156 .109
Confidence2 130 138 105 188 .853 .096 172
Confidence4 174 155 177 133 845 142 173 914
Confidence3 .188 204 147 193 822 201 .088
trustl 319 187 207 204 185 827 170
trust3 .300 185 226 194 196 812 .200 951
trust4 314 191 335 198 212 679 .203
Economic2 202 .249 197 214 221 148 792
Economic3 205 278 221 211 191 .186 774 .894
Economicl 231 157 257 213 127 176 694
Total 3.581 3.547 3.349 2.780 2.711 2.424 2.371
9% of Variance 14.922 14.779 13.953 11.585 11.297 10.099 9.879
Cumulative % 14.922 29.702 43.655 55.240 66.537 76.635 86.514

Table 3 Confirmatory Factor Analysis of Items

Estimate CR. Construct reliability AVE
Social2 1
Sociall 0.918 26.008 0.870 0.478
Social3 0.966 24.689
Confidence4 1
Confidence3 0.936 23.231 0.843 0.413
Confidence2 0.902 21517
trust3 1
trustl 0.997 61.678 0.942 0.715
trust4 0.845 26.422
loyalty?2 1
loyalty1 0.918 28.836
loyalty3 0.935 29.938 0.927 0581
loyalty4 0.881 25.382
Economic3 1
Economic2 0.974 28.402 0.850 0.433
Economicl 0.737 17.232
Customizationl 1
Customization4 0912 20.746
Customization3 0.991 22.961 0.893 0458
Customization2 0.994 24.215
flow2 1
flow4 0.97 30.565
flow3 0.972 33.195 0936 0619
flowl 0.943 31.996
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Table 4 Discriminant Validity of Items

Social Confidence trust loyalty Economic Customization flow
Social 0.478
Confidence 0.332 0.413
trust 0.270 0.278 0.716
loyalty 0.223 0.265 0.464 0.582
Economic 0.331 0.301 0.331 0.361 0.433
Customization 0.180 0.217 0.229 0.232 0.332 0.458
flow 0.263 0.269 0.394 0.554 0.425 0.350 0.619
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5 7 AT wese] dEAS Adta & & g b 138 A9EA 24 Ansd 145 §
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Table 5 Path Analysis
estimate C.R. support

Hi-1 | Social — Trust + 0.190™ 3.487 O
H1-2 | Confidence — Trust + 0.186™ 3.775 O
HI-3 | Economic — trust | + 0.127" 2.367 o)
Hi-4 | Customization — trust | + 0.337" 5.748 o
H2-1 | Social — flow + 0.324™ 5.042 o
H2-2 | Confidence — flow + 0.128" 2.648 @)
H2-3 | Economic — flow | + 0.241™ 4122 @)
H2-4 | Costomization — flow | + 0.170™ 2.655 @)
H3 | trust — loyalty + 0.335™ 8.547 @)
H4 | flow — loyalty + 0.464™ | 11515 @)

x*= 327.1(df=162, p=0.000), x*/df= 2.020 GFI= .933, AGFI=
913 CFI= 977, NFI= .956, TLI= 973, RMSEA= .048

“p<0l, "p<05
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Table 6 Significance Differences of Self Determination

X2 df GFI RMSEA A X2
free Model 714.106 472 0.826 0.044
Restricted trust — loyalty 722.827 473 0.825 0.778 8.721
Model flow — loyalty 738.063 473 0.822 0.774 23.957

Table 7 Comparing to Self Determination

Al

self determination(I) self determination(L) Significance
Estimate C.R. Estimate C.R. Difference
trust — loyalty 0.232" 5.080 0.543** 6.023 O
flow — loyalty 0.742" 11.094 0.157* 1.891 O
=P 01, *+P<.05, *P<.10
gt JHe AT ZAEA ARAS fel o2 FES] fste] A7) ARG Hl 7HA FE
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