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Abstract--The emergence of social networks has triggered the 

evolution of e-commerce to what is now known as social-

commerce (s-commerce). However, s-commerce users experience 

problems related to its social features that affect s-commerce 

effectiveness. Therefore, the paper examines the effect of social 

feature quality (SFQ) determinants on s-commerce from 

customer perspective by adapting the information systems 

success model. A total of 220 online survey responses were 

analyzed by using confirmatory factor analysis and the structural 

equitation model to test the proposed model. SFQ shows a 

significant effect on perceived usefulness and customer 

satisfaction with an s-commerce system, whereas relationship 

support quality shows a significant effect on perceived usefulness 

and customer satisfaction with an s-commerce system but not on 

social support. A significant relationship is also identified among 

perceived usefulness, customer satisfaction, and net benefits of an 

s-commerce system. 
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I. INTRODUCTION 

The increasing interest in Web 2.0 and social media has 
triggered the evolution of conventional electronic commerce 
(e-commerce) to social commerce (s-commerce). S-commerce 
has various definitions, with its essence lying in social media, 
community, and commerce activities [1]. Therefore, s-
commerce can be defined as a form of an online business that 
combines e-commerce with ―community‖ to facilitate the 
consumers’ online commerce activities (i.e., selling and 
buying) [2]. In this context, the community is supported by 
their use of social media or Internet-based applications, 
including social networking sites (SNS), blogs, and videos 
(YouTube), that are designed to attract users (i.e., customers). 
Therefore, in the s-commerce context, Internet-based 
applications are used to accomplish commerce-related 
activities, including buying, selling, distributing information 
about products and services, and sharing online shopping 
experiences [3]. 

Soon after its emergence, SNS has attracted usage as an s-
commerce platform where customers can engage in online 
shopping [3]. Previous studies show that using SNS as a 
business platform greatly contributes to s-commerce revenue. 
For example, Wong [4] reported that 40% of Malaysian 
Internet users use SNS for online shopping and 51% of them 
admitted that they started shopping online after their exposure 
to SNS (i.e., Facebook). These figures indicate that SNS is a 

well-accepted online shopping platform that can persuade 
people to purchase products. Despite the potential benefits of 
SNS such as saving time and money, customers are often 
exposed to problems related to the social features of s-
commerce, including direct and indirect communication, user-
generated content (UGC), and interaction in online 
communities, thereby influencing the reputation of SNS-based 
commerce and the customer satisfaction [5-8]. Customer 
satisfaction can influence the level of system use and vice 
versa as well as encourage users to increase their system use. 
Meanwhile, an effective system use can lead to customer 
satisfaction depending on the ability of users in maximizing 
their utilization of the available features and functions in the 
system [9]. These effects, in turn, may lead to customer 
loyalty and repurchase behavior, which will enable sellers to 
establish and maintain their relationships with their customers 
while gaining profit. Therefore, the social feature quality 
(SFQ) determinants that affect customer satisfaction must be 
understood from the customers’ perspective. Given that s-
commerce is still developing as a new sales platform, some 
studies have already begun to examine this field, particularly 
its social features. We adapt the information systems (IS) 
success model [10] to examine the effects of these social 
features on the customer satisfaction with s-commerce from 
the customers’ perspective. 

This paper is organized as follows. Section II presents the 
theoretical background of the study, the model utilized in the 
previous literature to investigate the customer satisfaction with 
s-commerce research model, and hypotheses. Section III 
explains the research methodology and Section IV reports the 
findings and offers the discussion. Section V provides the 
conclusion. 

II. RELATED WORKS 

A. S-Commerce and SFQ 

An s-commerce community is supported by social media 
where customers go beyond seller information and directly or 
indirectly interact with other customers when making their 
final purchase decisions. In this case, social interaction plays 
an important role in s-commerce platforms and produces 
different value for businesses [6,11]. Apart from social 
interaction, UGC implies that users or consumers can create 
and publish their own content to help other users make 
purchase decisions in an online marketplace [12]. Therefore, 
social features play important roles in s-commerce. These 
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features promote ―socializing‖ behavior or community 
interactions that can influence the online shopping decisions 
of other members (i.e., customers) [6,11]. Socializing is an 
essential foundation of s-commerce [5]. SFQ is mainly 
measured based on social support and relationship support 
[5,6,11], both of which have significant effects on the 
behavior of users toward s-commerce, which in turn can 
increase the perceived usefulness and customer satisfaction 
with SNS-based commerce. 

Social support explains social supportive communication 
in an online context (i.e., SNS). The emergence of SNS 
functions has allowed community members to go online 
shopping while simultaneously socializing with other 
members or seeking help from other SNS functions (e.g., 
ratings and recommendations) when making purchase 
decisions [6,13]. SNS also provides community members with 
an important source of social support through commercial 
information sharing, which provides these members a sense of 
belonging and appreciation, thereby motivating them to 
participate in s-commerce discussion. Consequently, the 
relationships among the community members are enhanced, 
thereby increasing their confidence to shop online via SNS-
based commerce [5]. 

The participation of customers in the community [14] can 
increase their commitment, promote long-term relationships 
[5,6,11], and build their loyalty to the online community and 
the SNS-based commerce system. Accordingly, sellers can 
maintain their relationship with their customers while gaining 
profit. Previous studies (e.g., [6,7,14] define trust as an 
important element in ensuring relationship quality, that is, 
trust serves as the foundation of any stable relationship. In the 
context of SNS-based commerce, trust among members is 
built through interaction. When the trust among members 
grows, these members perceive SNS-based commerce as a 
trusted platform that they can use to shop online. Meanwhile, 
relationship, which is an intrinsic constituent of relationship 
quality, is built upon communication. In other words, the lack 
of communication may lead to a poor relationship [15,16]. 
Therefore, in this study, communication is considered a 
measure of relationship. Relationship quality is a strong 
determinant of an individual’s s-commerce intention and is 
related to the perceived usefulness and customer satisfaction 
with an s-commerce system. 

B. IS Success Model  

E-commerce is considered a part of IS as it uses 
information and communication technologies to facilitate, 
execute, and process its business functions [17]. Therefore, the 
IS success model [17] has been widely adopted in e-commerce 
research (Fig. 1). Several minor refinements were applied to 
the original model to define the possible measures for each of 
its dimensions and to suit the e-commerce context [10,17]. 
This model focuses on three variables, (e.g., system quality, 
information quality, and service quality) interrelated with the 
use, customer satisfaction, and net benefits of the system. 

 

Fig. 1. IS Success Model [10] 

Given the ability of the IS success model to measure the e-
commerce system, many studies (e.g., [5,6]) have extended 
and adapted this model to investigate the customer satisfaction 
with s-commerce by adding the social feature element. 

Previous studies have employed various terms to refer to 
the use dimension, including perceived usefulness. Some have 
argued that the use dimension represents behavior, thereby 
making this dimension highly appropriate for process models; 
by contrast, other researchers contend that the perceived 
usefulness dimension represents attitude, thereby making this 
dimension most appropriate for causal models [18]. The high 
perceived usefulness of e-commerce results in customer 
satisfaction. Rai et al. [19] validated the above constructs as 
meaningful measures of IS success depending on the type of 
delivery. In sum, perceived usefulness is appropriate when 
considering an attitude derived from perceptions toward past 
IS use [19,20], whereas the use construct is more appropriate 
for measuring an actual behavior than the perception toward a 
behavior [10,19].  Accordingly, we employed perceived 
usefulness to measure how customers view the potential 
benefits of s-commerce. 

C. Research Model and Hypothesis Development 

Our research model was adapted from the IS success [17]. 
We focused on the relationship among SFQ, perceived 
usefulness, and customer satisfaction; all the other dimensions 
of IS success are beyond the scope of our paper. We used 
customer satisfaction instead of user satisfaction after 
considering the customer e-commerce satisfaction construct 
proposed by Molla and Licker [21]. We also used the 
perceived usefulness construct [18] given that our main 
objective is to measure attitudes instead of behaviors [19,20]. 
We added the SFQ element to the left side of the model and 
excluded the other elements in the IS success model, including 
system quality, information quality, and service quality, to 
adapt our model to the objectives and scope of our paper 
[6,20]. The research model is presented in Fig. 2. 

 

Fig. 2. Research Model. 
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SFQ is explained by four constructs: 

Social support is related to a social supportive 
communication in an online context (i.e., SNS). This construct 
is often measured through information support [5,6,13], 
emotional support, and normative support [22]. Therefore, we 
propose 

H1a: Social support has a significant effect on the 
perceived usefulness of s-commerce. 

H1b: Social support has a significant effect on the 
customer satisfaction with s-commerce. 

Relationship support refers to the extent to which the 
members involved in a communication-based relationship 
trust one another and are committed to their community. 
Relationship support is measured through trust, confidence, 
commitment [5,6,11], and communication [16]. This construct 
is also considered as one of the strongest determinants of s-
commerce intention that is related to the usefulness and 
customer satisfaction with an s-commerce [5,6]. Therefore, we 
propose 

H2a: Relationship support has a significant effect on the 
perceived usefulness of s-commerce. 

H2b: Relationship support has a significant effect on the 
customer satisfaction with s-commerce. 

Perceived usefulness refers to the degree to which a user 
believes that using a system will enhance his/her job 
performance [19,20]. In other words, customers with a higher 
level of perceived usefulness experience greater satisfaction 
[23]. Perceived usefulness also refers to the benefits that users 
are expecting to receive after using a particular system. In this 
case, perceived usefulness is concerned with the future (net) 
benefits of a system. The empirical evidence related to e-
commerce [14,24] supports the relationships of perceived 
usefulness with customer satisfaction and net benefits. 
Therefore, we propose 

H3: Perceived usefulness has a significant effect on the 
customer satisfaction with s-commerce. 

H4: Perceived usefulness has a significant effect on the net 
benefits of s-commerce. 

Customer satisfaction refers to how customers rate their 
commerce experience in using s-commerce [21]. When 
customers experience pleasure, they tend to be highly satisfied 
[20]. In their individual-level analysis, customer satisfaction 
offers a moderate to strong degree of support for the net 
benefits of s-commerce [25]. Therefore, we propose 

H5: Customer satisfaction has a significant effect on the 
net benefits of s-commerce. 

III. METHOD 

A. Data Collection 

A total of 248 respondents participated in our survey. All 
these respondents were from Malaysia and had previously 
engaged in online shopping via SNS platforms. We used the 
snowball sampling technique in selecting our sample and 

posted online questionnaires on various SNSs, including 
Facebook and Instagram. This questionnaire was divided into 
two main parts, with the first part asking for the demographic 
information of the respondents and the second part asking for 
the SFQ attribute constructs featured in our model. All 
questions were measured using a seven-point Likert-type scale 
ranging from ―strongly disagree‖ (1) to ―strongly agree‖ (7). 
Upon removing those questionnaires with incomplete and 
duplicate responses, 220 responses were analyzed 
quantitatively via structural equation modeling. 

B. Data Analysis 

We performed confirmatory factor analysis to validate our 
model. We then tested the validity and reliability of our 
measurement items, followed by hypothesis testing analyses. 

IV. RESULTS 

1) Demographic characteristics: A total of 128 (58.2%) 

female and 92 (41.8%) male respondents participated in this 

survey. The majority of these respondents (80.5%) were 

university students aged between 20 and 29 years. Around 

73.2% of these respondents were pursuing bachelor’s degree 

courses. Facebook was the most popular SNS used by these 

respondents, and only one respondent did not have a Facebook 

account. Most of the respondents (78%) spend more than 2 

hours a day on their SNSs. Therefore, all respondents were 

assumed to be familiar with using SNS as an online shopping 

platform 

2) Reliability and validity of measurement items: Based 

on the confirmatory factor analysis, the measurement model 

exhibited an acceptable to fair fitness with the collected data 

(χ2 = 78.822, df = 25, χ2/df = 3.153, GFI = 0.947, AGFI = 

0.893, NFI = 0.974, CFI = 0.982, and RMSEA = 0.078). We 

then tested the validity and reliability of our measurement 

items. All constructs are valid with composite reliabilities of 

above 0.80 and average variance extracted of above 0.50 [26]. 

3) Hypothesis testing analyses: The findings illustrated in 

Fig. 3 support hypotheses H2a, H2b, H3, H4, and H5. 

Specifically, relationship support has a significant effect on 

the perceived usefulness and customer satisfaction with s-

commerce, perceived usefulness has a significant effect on 

customer satisfaction with s-commerce, and both perceived 

usefulness and customer satisfaction have significant effects 

on the net benefits of s-commerce. Overall, SFQ has a 

significant effect on perceived usefulness (0.175***) and 

customer satisfaction (0.198***). 

*p<0.05, ***p<0.001 

Fig. 3. Hypotheses Testing Results. 
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Social aspect is an essential foundation of s-commerce. 
We measure SFQ by using the social support and relationship 
support constructs following the suggestions of previous 
studies (e.g. [5,6,27,28]). Overall, SFQ shows a significant 
relationship with perceived usefulness and customer 
satisfaction with SNS-based commerce. These findings agree 
with previous studies [8,29] and underscore the importance of 
social aspect in supporting the interactions and strengthening 
the relationships among SNS members as they exchange 
information comfortably and conveniently [5,30]. 

Although SFQ showed significant positive associations 
with both perceived usefulness and customer satisfaction with 
s-commerce, we obtain different results for the individual 
construct. Surprisingly, only relationship support showed a 
positive relationship with perceived usefulness and customer 
satisfaction with s-based commerce, which contradicts the 
findings of Liang et al. [5], Hajli [6], and Chen and Shen [14] 
and implies that both social support and relationship support 
influence s-commerce intention. Our findings show the 
significant positive relationship of relationship support with 
perceived usefulness and customer satisfaction, thereby 
proving that relationship support represents the crucial 
elements of SNS-based commerce, including consumer trust, 
confidence, and commitment. This finding is consistent with 
studies which suggest that after SNS-based commerce 
consumers trust an online community member, they can 
confidently engage in SNS-based commerce, begin to realize 
its usefulness, and consequently increase their satisfaction 
with this form of commerce [8,11,31]. As a result, the 
relationship among online community members is 
strengthened along with their commitment and customer 
loyalty, which in turn can lead to a boost in sales [6,8]. 

However, social support quality shows an insignificant 
relationship with perceived usefulness and customer 
satisfaction with SNS-based commerce, which aligns with two 
studies [8,29] but contradicts the results of other studies 
[5,6,14]. In other words, social support, including emotional 
and informational support, is not a prerequisite for SNS-based 
commerce and may instead be related to the quality of 
information itself. Information overload and difficulty in 
controlling information may cause confusion among 
customers [32], thereby raising the concern of whether 
information can actually support customers when making 
purchasing decisions in the context of SNS-based commerce. 
Trust also presents one of the greatest challenges to emotional 
support [6,14]. Specifically, emotional support is weakened if 
online community members do not trust one another. In this 
regard, although the community members show trust to one 
another, their trust level is low, thereby explaining the 
insignificant relationship of social support quality with 
perceived usefulness and customer satisfaction with SNS-
based commerce. 

The insignificant relationship of social support with 
perceived usefulness and customer satisfaction with SNS-
based commerce does not suggest that social support is 
irrelevant to SNS-based commerce. Instead, social support 
complements relationship support, that is, social support 
serves as a core foundation for the social interaction provided 
by SNS-based commerce and plays a key role in building 
relationships among online community members. Consistent 
with previous studies [7,10,25] we find a positive relationship 
among perceived usefulness, customer satisfaction, and net 
benefits of SNS-based commerce. A high level of perceived 
usefulness leads to customer satisfaction [24], whereas a high 
perceived usefulness and customer satisfaction maximize the 
net benefits gained by customers. Therefore, customers benefit 
from their use of SNS-based commerce when they are 
satisfied and perceive this system as useful. 

V. CONCLUSION 

Our findings contribute to IS theory and practice by 
providing some guidelines for monitoring and measuring s-
commerce social feature quality. Emphasis can be given to a 
particular measure depending on the study context. However, 
several limitations of this research must be noted. First, 
although social support and relationship support have many 
attributes, we only use certain attributes that we believe to be 
crucial for the context of our study. Second, we validated our 
research model by using data from Malaysia. Therefore, our 
model may have limited generalizability for other countries 
due to cultural, societal, and situational differences. Third, we 
performed our research in the e-commerce (C2C and B2C) 
domain, which is related to s-commerce. Therefore, our study 
might not represent all domains of s-commerce. Despite these 
limitations, we believe that our study yields important and 
reasonable findings that can provide directions to other 
researchers in the s-commerce and IS-related areas. To 
provide insightful findings, further research must be 
conducted with an expanded sample, additional e-commerce 
domains, and additional SFQ characteristics. 
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