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ABSTRACT

This paper aims to develop a framework for mobile social commerce
purchase decisions based on the existing literature. Social media and
mobile technology advancement has shifted the way contemporary selling
is conducted online. This new business model has revolutionised the
relationship between consumers and businesses. Mobile social commerce
integrates the features of social media, which enables the interactions
between users during their mobile shopping experience. Users’ creativities
provide innovative solutions in user generated content (UGC) that not only
solves their own problems, but also provides possible improvements to
products and services. Even so, the authenticity of UGC and the possibility
of fabrication remains a challenge that needs to be resolved. Previous
studies have shown that user engagement in UGC has a significant effect
on enhancing the efficiency of social interaction between businesses and
consumers. The corresponding purchasing decisions depend on the degree
of consumer involvement in UGC. Based on a review of the literature from
2010 — 2020, the positive attitudes towards online community knowledge
sharing will positively influence consumers’ purchasing decisions. A
favourable review about the products or services that generate strong
positive attitudes is more likely to be considered by consumers. Thus, their
purchasing decisions are determined by their commitment to an attitude.
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The risk perception of consumers differs from various dimensions and
capacities. The risk tolerance of each purchasing goal will have an effect
on their purchasing decisions. The framework proposed in this study can
be further tested in the context of Malaysian consumers.

Keywords: mobile social commerce; mobile commerce, social commerce;
users’ engagement, attitude, perceived risk, purchase decision

INTRODUCTION

Social media has had a massive impact on the globalisation of online
shopping. Social commerce has improved conventional e-commerce
by integrating the influence of social networking with online shopping,
and introducing products across social media. Taking advantage of the
immense social media capital and users’ engagement, social commerce is
able to customise products and services based on consumers’ interests and
preferences. The wide acceptance of mobile commerce is largely due to the
ubiquity of smartphones enabled with real-time internet access. Consumers
can communicate among themselves and with the sellers about goods and
services before making a purchase. This represents one of the appealing
aspects of social commerce and mobile commerce. Based on the purchasing
trends, each mobile commerce site can undergo customisation to suit each
customer’s shopping habits by offering similar products and services from
a range of brands and prices (Turban, King, Lee, Liang, & Turban, 2012).

Companies use social media to keep their customers’ informed of
their current business activities, new products, exclusive deals and the
new ways to use their products. According to Li, Dong and Chen (2012),
perhaps the most important success determinant of mobile commerce is
the versatility of technology where consumers adapt to their individual
and community needs in different social and business contexts. Instead of
technological innovation, users’ innovativeness drives mobile commerce to
greater heights (Chao, Reid, & Mavondo, 2013). Thus, it can be deduced
that the incorporation of social media and mobile commerce, also known
as mobile social commerce, is the result of that innovativeness.
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The advancement of technology provides convenience of accessing
online communities mediated by an online environment that created social
media. The computer-mediated social environment (Yadav, de Valck,
Hennig-Thurau, Hoffman, & Spann, 2013) has aided the exponential
growth of online shopping over the last decade. However, Ward, Schlechter
and Boshoff (2011) emphasised the reality that the growth is in fact much
more sluggish than anticipated. According to their study, the majority of
internet users utilised the internet for the search of pre-purchase information
rather than actual purchasing. In the fourth quarter of 2018, the growth of
e-commerce in the United States was less than projected (Ali, 2019) while
China’s online retail market grew at a slower pace in the first quarter of 2019
(Lam & Li, 2019). Although the perceived risk is an important predictor
for explaining the behaviour, consumers prefer to mitigate possible failures
rather than solidify desired buying activities (Pappas, 2016).

Users’ engagement in social commerce is expected to enhance business
operations by increasing traffic to social commerce platforms, identifying
potential business opportunities and optimising the efficacy of marketing
campaigns. On the other hand, users’ engagement can also improve social
interaction reliability between businesses and consumers (Shen, Li, Sun,
Chen, Zhang, & Zhao, 2017). However, users’ engagement has not been
evenly distributed, with only a small portion of users commenting and
participating in the discussion (Khan, 2017).

As user-generated content and information sharing become more
widely available, the level of perceived risks rises even further. Hence,
there are questions in regards to whether user-generated content reviews or
comments are real or merely fabrications done by paid reviewers to increase
the appeal of websites (Filieri, Alguezaui, & McLeay, 2015). Debates
about fake online reviews have raised consumers’ awareness and called
the credibility of reviews into question (Munzel, 2016). Online reviews are
frequently criticised because the information posted on the website often
lack identity, comes from unreliable sources and does not usually go through
a verification process to ensure authenticity (Kusumasondjaja, Shanka, &
Marchegiani, 2012).

The current approaches towards consumer purchasing decisions
due to the influence of mobile social commerce in Malaysia needs to be
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comprehensively explored. Although perceived risks have been identified
as a significant determinant of consumers’ purchasing decisions in the
online environment, it has not been thoroughly investigated in the context
of user-generated content.

Research Objectives

The objectives of this research are as follows:

RO1:To review accessible literature from 2010 to 2020 associated with
mobile social commerce purchasing decisions.

RO2:To develop a research framework for the mobile social commerce and
consumers’ purchasing decisions based on the existing literature.

LITERATURE REVIEW

Mobile social commerce is a relatively new concept that has emerged in
the world of digital marketing. The widespread acceptance of smartphones
and the advancement of technology has elevated the role of a phone to
more than just a communication device. It is because of the popularity of
social networking that businesses have begun to use it in conjunction with
mobile phone technology to advertise and conduct business. The term
'mobile social commerce' refers to the combination of social commerce
and mobile commerce.

Social Commerce

Social commerce is a subset of e-commerce that makes use of social
media platforms in enabling consumers to actively participate in knowledge
sharing and products and services reviews. It is a combination of social
networking and shopping. However, the definition of social commerce
varies. Stephen and Toubia (2010) sees it as a form of internet-based social
media that allows people to sell and promote goods in online communities
and marketplaces. According to Marsden and Chaney (2012), it is a selling
channel on a social media website that promotes user-generated content
and social interaction. Yadav et al. (2013) underlined social commerce
as exchange-related activities of consumers at various stages of decision-
making in the computer-mediated social environment.
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According to Hajli, Sims, Zadeh, and Richard (2017), social commerce
is based on three concepts. Firstly, ratings and reviews that provide
comprehensive product information to potential customers. Engagement
in co-creating content can empower and inform consumers in regards to
product experiences of other users and promotes a higher level of trust.
The identity of reviewers, on the other hand, has an effect on community
members’ views. Secondly, in the absence of sales representatives,
recommendations and referrals enable consumers to rely on experiences of
other users in making purchasing decisions. Finally, through exchanging
experiences and knowledge, forums and communities provide social support
and promote social interaction.

Connections, communication, and relationship building should be
established prior to any actual purchase transactions. Unlike social media
marketing, which redirects users to online stores, products are sold within
the network at the time of use. Traditional e-commerce websites that host
social tools limit consumer interactions to commenting on reviews and
are unable to expand further in adding new customers, sending private
messages, or creating communities (Hajli ef al., 2017). Transactions may
occur differently from the original site, which has the same features as
traditional e-commerce. Both e-retailers and customers can collaborate
on co-creation of content through social commerce platforms. While
engaging with customers, e-retailers can create and co-create their page,
upload pictures, videos, news and promotions. In addition, the consumer
can respond to, comment on, post and rate products and services, as well
as engage with e-retailers and other consumers.

Mobile Commerce

The introduction of mobile devices, especially smartphones, has
changed the way businesses conduct themselves over the internet and has
gone beyond being merely a communication tool for utility (Chong, Chan,
& Ooi, 2012). Kevin Duffey coined the word ‘mobile commerce’ in 1997
when he created the first mobile commerce server, which won the award for
‘the most creative mobile product’ (Shaik & Gupta, 2014). It was described
as the use of wireless technology in offering direct electronic commerce
capabilities to consumers anywhere (Madan & Yadav, 2016). Mobile
commerce refers to all activities (direct or indirect) involving monetary
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consumption or exhaustion of data services provided by a private or public
network through telecommunication wireless services using handheld
electronic devices (Chhonker, Verma, & Kar, 2017).

Due to a number of underlying principles, mobile commerce has
developed at a ground-breaking rate. Ubiquity is viewed as the primary
advantage of mobile commerce (Al-Adwan, Alrousan, Al-Soud, & Al-
Yaseen, 2019) as it provides seamless connectivity regardless of users’
locations. Ubiquity has eliminated spatial and temporal constraints, allowing
continuous interaction between businesses and consumers (Prodanova,
Martin, & Jiménez, 2017). Mobile commerce is closely linked to mobile
apps, which provides consumers the ease of functionality and usability.
Apps serve as bridges between operators and customers (Ye & Liu, 2017)
that reduces search time and allows for purchase task completion, payment
processing as well as product delivery (Ahuja & Khazanchi, 2016).
Interactivity is the result of technology-enabled user interactions (Yim, Chu,
& Sauer, 2017), enabling peer-to peer discussion on purchasing decisions
(Ahuja & Khazanchi, 2016). When accessing the internet through a mobile
device, users provide network operators with their location, enabling
personalised services and the promotion of goods and services in the local
area (Singha & Shukla, 2012; Taleb, Mada, Corici, Nakao, & Flinck, 2017).

Mobile Social Commerce

Academic interest in mobile commerce with social media or social
commerce in the mobile sense is growing, resulting in a new research area
called mobile social commerce (Sun & Xu, 2019). Kucukcay and Benyoucef
(2014) defined mobile social commerce by examining three layers of its
components and discussing its technical and functionality in depth. The key
factors that affect consumers’ intention in utilising mobile social commerce
were identified by Liébana-cabanillas, Villarejo-ramos, and Manuel Franco
(2014), who suggested the Mobile Social Commerce Acceptance Model as
an extension of the TAM model. Sun and Xu (2019) examined 27 papers
on terms applicable to the model of social commerce in order to identify
some consumer behaviour themes and research studies.

The development of information and communications technologies
(ICT) has largely driven the transformation of economic activity in recent
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decades, with the internet becoming the most important tool for businesses
(Liébana-cabanillas et al., 2014). Mobile social commerce involves the
purchase and sale of products and services via mobile phones that is
connected to social media and enables users to interact in a mobile shopping
experience (Zhang, 2016).

Mobile social commerce is reinforced by the features of mobile phone
apps and has the add-on social media functions in mobile commerce, all of
which emphasises users’ generated content. This exclusive characteristic
has enabled the sharing and distribution of similar products and services
information across social applications, giving mobile social commerce an
edge over both social commerce and mobile commerce (Sun & Xu, 2019).
An increasing rate of access to social networks through mobile phones, on
the other hand, indicates that advertisements on social networks are rejected
less frequently and that online purchases are more successful (Liébana-
cabanillas et al., 2014).

According to statistics, e-commerce in Malaysia generated US$3,681
million in revenue in 2019, a 27.5% increase over the previous year
(E-Commerce Malaysia, 2019), and 58% of e-commerce users made
an online purchase via a mobile device (Kemp & Moey, 2019). 44.1%
respondents from the MCMC e-commerce consumer survey reported that
they used social media to conduct product research to validate product
quality through reviews, comments and feedback as well as discover
promotions and discounts and learn about new and current trends. 24 million
of Malaysian consumers use social media and access it through mobile
devices (Kemp & Moey, 2019). Malaysia is also ranked fifth among the
top ten fastest-growing e-commerce countries in 2019 (Lipsman, 2019)
and has the highest mobile social media penetration in Southeast Asia
(Bernama, 2019).

Research Framework

OUM-MyVLE has been used to perform the systematic literature
review of this article. A total of 48 journals/articles from year 2010 to
2020 related to mobile commerce, social commerce and mobile social
commerce were identified and reviewed for the proposed development of
this research framework. Only English language journal articles were taken
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from educational journal publishers such as Emerald, Ebsco, and ProQuest.

Table: Number of Articles Reviewed

Variables No. of articles
Users’ Engagement 17
User’s Attitude 15
Perceived Risk 16

Users’ Engagement on Mobile Social Commerce and
Purchasing Decisions

According to Brodie, Ilic, Junic and Hollebeek (2013), consumer
engagement implies certain interactive experiences between consumers and
brands and/or members of the community, whereas transient engagement
implies that the motivational nature creates relational (dependency) among
members in the virtual community. A multidimensional concept of cognitive,
emotional and behavioural dimensions is also taken into consideration.
Mobile technology’s popularity is driven not only by its usability, but also
by its ability to engage users (Kim, Kim, & Wachter, 2013). The higher
the degree of UGC engagement, the higher level of purchasing behaviours
(Malthouse, Calder, Kim, & Vandenbosch, 2016). However, consumers
must build a sense of passion before they engage; the majority of consumers
prefer to associate with brands they are familiar with.

Users’ engagement optimises online interactions and increases
awareness. The engagement creates a kind of emotional connection between
users and businesses, leading to brand loyalty and creating competitive
advantages. Businesses are able to establish effective communication with
users and overcome the limitations of the traditional advertising model.
Since communication is direct, businesses will be able to respond quickly
to fundamental changes in users’ behaviour on the internet. In this way,
businesses will have the advantage of controlling operating costs and
generating sales (Turban et al., 2012). Users’ engagement has been applied
to literature as independent variables in 17 of the journals reviewed. Zheng,
Cheung, Lee and Liang (2015) demonstrated that users’ engagement
is essential in fostering brand loyalty in online brand communities on
Facebook. This was based on 185 responses collected during a Facebook
event in Hong Kong. According to So, King, Sparks and Wang (2016), 496
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hotel and airline customers in Australia suggested that engagement enhances
customers’ service brand evaluation, brand trust and brand loyalty. Survey
responses from 408 of the undergraduate student population in south-eastern
U.S. by Di Gangi and Wasko (2016) implied that social and technical factors
impact users’ engagement and subsequent usage.

Users’ Attitude towards Mobile Social Commerce and
Purchasing Decisions

Attitude is the tendency to respond to an object with some degree of
favourableness or unfavourableness (Ajzen & Fishbien, 1975). Attitude
comprises of three aspects: affect, behaviour and cognition, all of which
influence how consumers feel about products or services (Kapoor &
Madichie, 2012). When consumers develop feelings toward an object
(affect), the desire to act (behaviour) develops, shaping the trust in the
object’s reality (cognition). Consumers are more likely to consider products
or services that elicit strong positive attitudes. As a result, purchase intention
is determined by the commitment to an attitude.

Ajzen and Fishbein (1975) disclosed that an individual’s attitude
towards a particular behaviour is based on a judgement of positive or negative
feelings. Hence, positive attitudes towards information sharing in online
communities would promote such practices. Individuals do not generally
share their expertise in all situations, but the versatility of processing and
presenting information in a technology-mediated environment allows
the intention to share (Yu, Lu, & Liu, 2010). Cho and Son (2019) found
that social connectedness positively influences social media attitudes and
intentions towards adopting social commerce in apparel shopping. The
study involved 445 respondents from a U.S. university. Akman and Mishra
(2017) in their study on 142 information technology professionals who
were attending a conference in Turkey found that behavioural factors such
as trust, enjoyment, social pressure and satisfaction had a positive influence
on the consumers’ attitude towards usage of social media for commercial
purposes. Hajli, Shanmugam, Powell and Love (2015) in their investigation
involving 200 respondents from online communities in Malaysia has proved
that social support and perceived value construct significantly influences
attitude in the continuance of participation in online communities.
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Perceived Risks and Mobile Social Commerce Purchasing
Decisions

The amount of risks that a consumer perceives when making a
purchasing decision or the possible effects of making a bad decision is
referred to as perceived risks (Parumasur & Roberts-Lombard, 2012).
Purchase activity is discouraged by the uncertainty of the severity of the
result and the probability of losses associated with a purchasing decision
(Thakur & Srivastava, 2015). Maziriri and Chuchu (2017) posited that
any action by consumers will produce several consequences such as the
inability to be anticipated and some may likely be unpleasant. Several
studies have underscored that consumers continue to believe that online
shopping is risky (Bianchi & Andrews, 2012; McCole, Ramsey, & Williams
2010). When faced with doubt on whether purchases would enable them
to achieve their purchasing intentions, consumers prefer to prevent losses
and take defensive measures.

When negative outcomes are likely to happen or positive outcomes are
unlikely to occur, perceived risks will be high. In this situation, consumers
tend to pay attention and carefully process information communicated
through marketing efforts by collecting more data and evaluating them
cautiously (Hoyer, Maclnnis, & Pieters, 2016). The mediating effect of
perceived risks can be traced to Hanafizadeh and Khedmatgozar (2012)
in the adoption of internet banking services in Iran. 414 completed
questionnaires were obtained through a self-administered survey and an
internet survey. The results indicated that apart from social risks, other
dimensions such as time, financial, performance, security and privacy
were found to have significant negative effects on the intention of internet
banking adoption while at the same time increases customers’ awareness
and internet banking adoption. In Benedict and Raju (2019), subjects of the
study were the young working professionals of India from the age group
18-35 who shopped for luxury goods online from online shopping sites,
social media groups and used courier services for delivery. The results
showed that perceived risks partially mediated the relationship between
luxury online shopping perception, online purchasing intentions and the
fact that precautions were necessary as huge sums were invested in buying
luxury goods. Sozer (2019) tested the effect of the mediator role of perceived
risks on consumers’ purchasing intentions for a winter holiday in Istanbul
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City, Turkey. A total of 675 questionnaires were collected. It was found that
the effect of discount offers on purchasing intentions was mediated by the
perceived risks level of consumers.

Based on the past literature, the research framework for mobile
social commerce can be developed and tested in the context of Malaysian
consumers as follows:

Users Engagement ¢

A\ 4

Perceived Risk Purchase Decision

Users’ Attitudes T
towards Mobile
Social Commerce

Figure 1: The Proposed Research Framework

CONCLUSION

The adoption of mobile social commerce has changed the way consumers’
decisions are made and what influences those decisions. The nature of mobile
social commerce engagement formed the initial stage of decision making by
diminishing geographical limitations and allowing interactions among users
and companies. With the mass penetration of mobile phones, socialising and
technology has emerged hence making the presence of users more obvious
and increasing the control over their purchasing decisions. Although online
businesses have flourished in the past decade and become more popular
during the COVID-19 pandemic, there are still consumers with lower risk
tolerance who are sceptical with the idea and reluctant to perform online
purchases. The unique characteristics of mobile social networks provide
the ease and flexibility for the users to engage with the user generated
content and knowledge sharing. This has resulted in the reinforcement
of positive attitudes towards mobile social commerce. The examination
of consumer purchasing decisions through users’ engagement, attitudes
towards mobile social commerce and the mediating effects of perceived
risks provide new insights on how consumers manage risks before arriving
at a purchasing decision. The research is expected to collect data from
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respondents from Sabah, Sarawak and Wilayah Persekutuan Labuan, and
that users’ engagement and user’s attitude towards mobile social commerce
will display significant influence on consumers’ purchasing decisions. For
future studies, the research may include the mediating effect of trust and
involvement of more independent variables to form a more comprehensive
and multidimensional model of consumer purchasing decisions in mobile
social commerce.
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