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Abstract: As a new type of business model, social commerce has attracted more attention. we propose a model to explore the
factors influencing customer engagement by using the two-factor theory, as well as the effect of customer engagement on
subsequent participation behavior. The results show that both social support and self-congruence have a positive impact on
customer engagement, while perceived engagement risk and perceived commerce risk have a significant negative impact on
customer engagement, moreover, customer engagement is positively related to social sharing and purchase intention. In addition,
this paper verifies the comparative effect of social commerce platforms. The results show that there are significant differences
in social support and self-congruence between e-commerce and social media platforms.
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1. Introduction

Social media platforms can gather a large number of highly
active and sticky customers in a short period of time, showing
a strong development potential. Inspired by social networking
sites, many enterprises integrate social media functions with
e-commerce functions, and gradually form a new business
model -- social commerce [1]. Social commerce is defined as
the use of Web 2.0 applications and social media to promote
the interaction of individuals on the Internet to support the
process of customer purchasing products or services [2].
Social commerce can increase sales by providing customers
with a more interactive shopping experience [3]. Customers
on the Internet can develop good social relationships with
others, so that they can help others and receive advice during
their purchase process [4]. With the changing of such
shopping mode, customers are gradually keen on obtaining
information and shopping on social commerce websites.

The business model based on customer engagement makes
social commerce a rapidly growing way of online buying and
selling. Customer is usually powerful in explaining and
predicting the results of customer behavior [5]. High
customer retention and engagement can promote business
growth and increase profits [6]. In the future, about 1/3 of the
world’s population will consume through social commerce
platforms [7]. This huge customer base provides opportunities
for the development of Internet platforms.

However, there are still some problems in the field of social
commerce. First, although customer engagement can be used
to measure platform competitiveness, fierce market
competition and low switching costs of customers make it
more difficult for a platform to attract customers’ attention
and participation [8]. In this respect, how to promote
customer engagement is a crucial issue for both scholars and

platforms. Second, there have been numerous literature
studies on positive factors affecting customer engagement,
less research on the factors that have negative effects. Based
on the current situation, this study attempts to solve the above
challenges. The first question is which factors have a positive
or negative impact on customer. Secondly, the different
platforms on which customer engage on social commerce are
also worth paying attention to. Most of the existing studies
focus on a single social platform, and there is still no
systematic study on the difference between the two types of
social commerce platforms. Therefore, the third research
question is: do e-commerce and social media platforms have
different impacts on customer engagement?

2. Literature Review and Hypotheses
Development

2.1. Sor Theory

SOR (Stimuluation-Organism-Response) theory is the
basic theory in the field of customer behaviours. On the field
of social commerce, stimuluation (S) means the
environmental factors that stimulate the emotions of
individuals [9]. Organism (O) refers to the inner mechanical
state of individuals. Response (R) means the active intendecy
and actual perfermance which show after ones are stimulated.
This paper integrates SOR theory to measure social business
customer behavior.

2.2. Customer Engagement

According to the service-oriented logic, customer
engagement is a psychological state generated by the
interaction with the focal agent or object in the service
relationship, which is jointly determined by the cognitive,
emotional and behavioral dimensions of customers. Thus, this



paper uess second-order constructs (absorption, dedication
and vigor) to measure customer engagement [ 10]. Absorption
refers to the embodiment of customers’ cognition and the state
of their immersion and dedication when using social
commerce websites. Dedication are the emotional level of
interest, enthusiasm and inspiration shown by customers.
Vigor is a behavioral measure of how much effort and time
customers are willing to put into using a website.

2.3. Two-factor Theory

As for the factors that influence customer engagement,
there is little discussion on the negative factors that affect
customer engagement. Therefore, we will expand the two-
factor theory to this field in the following to explore the
factors that affect customer psychological engagement from
both positive and negative perspectives to help solve this
problem.

In the field of information systems, the functional value of
a product or organization can be classified as hygiene factors,
which are the factors that inhibit customers from using
products or services [11]. The higher the strangeness and
uncertainty of customers to the environment, the more likely
it is to affect the psychological state of customers, thus
inhibiting the tendency of customers to use products or
services. The customer’s sense of uncertainty about the
potential negative consequences of using a product or service,
namely perceived risk [12]. Therefore, we attempt to explore
the impact of perceived risk on customer engagement by
using perceived risk as a hygiene factor. Engagement risk
refers to privacy risk and social risk, and is a customer’s
assessment of the potential negative consequences of an
action on social commerce.

For social commerce, motivation factors are the key to
determining whether customers participate in online
interaction, as well as whether customers purchase from
specific online stores [13].

From the individual point of view, the motivation of
craving for recognition can be an important factor to stimulate
the psychological changes of customers. The fundamental
reason for individuals to match their self-identity with the
image represented by the organization is to obtain the
approval of others, which is the dominant role of self-
congruence. Self-consistence is defined as “the degree of
cognitive matching between consumers’ self-concept and
product/organizational image” [14]. Research shows that self-
congruence can improve customers’ response to brand
emotion, attitude and behavior [15]. Therefore, we try to
explore whether self-congruence can motivate customers to
engage on social commerce.

From the perspective of social interaction, people tend to
communicate and discuss product or service information with
others in the context of social commerce, seeking opinions
and feedbacks from social contacts, that is, seeking social
support. Social support refers to an individual’s feeling of
being cared for, responded to, and helped by people in a social
group [2]. Social support is an important indicator to measure
customer engagement and positive behavior. Therefore, this
paper tries to explore whether social support can motivate
customer engagement on social commerce.

2.4. Customer Behavioral Intention

Customer behavioral intention can be divided into social
sharing intention and purchase intention. Social sharing
intention is one of the main factors to measure social

commerce activities [16], and it can represent consumers’
tendency of social interaction behavior. According to the
theory of consumer behavior, purchase intention refers to the
tendency of customers to make a purchase decision for the
products or services, which is a behavioral tendency. The
reason for the occurrence of customers’ behavioral intention
can be explained as the change of customers’ psychological
state when they participate in the interaction of social
commerce sites. When a customer browsing the site,
customers participate in website can contact the enterprises or
organizations to establish a powerful psychological, this
increases the possibility of respond to the enterprise, the
organization and its product [17]. The response can bring
profits and create value for enterprises. Therefore, customer
behavior intention is one of the following topic.

3. Hypothesis and Research Model

3.1. Self-congruence

Research believes that a high level of self-congruence
indicates there is a good match between customers and
enterprises, which will affect customers’ cognition and
emotion, thus encouraging them to participate in social
commerce websites [18]. For example, many customers will
buy high-value brands as a symbol of their identity [19] or
will participate in website interaction. When comparing self-
concept with social commerce websites, if customers realize
they have high self-congruence, it means there is a good
match between customers and social commerce websites,
which may increase the participation of customers of social
commerce. Therefore, the following hypotheses are proposed:

HI1: For social commerce, self-congruence has a positive
impact on customer engagement.

3.2. Social Support

ALADWANI [20] found that the quality of social support
has a significant impact on customer engagement in social
business [21]. People need social communication to meet
their needs for social belonging and support [2]. When
customers benefit from social support, they are likely to
develop a sense of mutual responsibility that leads them to
provide support to other community members [22], and when
they establish personal connections with others, they can get
the feeling of contact with others through the site, which
increases the social presence of customers and will eventually
lead to the increase of the use behavior of the site [21].
Therefore, it can be assumed that:

H2: For social commerce, self-congruence has a positive
impact on customer engagement.

3.3. Perceived Risk

Decision field theory holds that risk is an important
consideration in decision making, because in the process of
online shopping, the biggest obstacle is risk [1]. Typical social
commerce behaviors (purchasing and posting comments) are
likely to bring some risks to customers, which may hinder
customers’ participation in social commerce activities [23]
and seriously affect the decision-making results. Even if
customers do not know whether the perceived risk will occur,
the higher the risk they perceive psychologically, the more it
will become one of the major obstacles to making
decisions[24]. In addition, risk is also an important factor
affecting social interaction [25]. Therefore, this paper
proposes the following hypotheses:



H3: For social commerce, perceived engagement risk has a
negative impact on customer engagement.

H4: For social commerce, perceived commerce risk has a
negative impact on customer engagement.

3.4. Social Sharing Intention

When customers are willing to invest time and energy into
the site, have a strong interest in the website, and feel
enthusiasm and significance from the platform, they will have
a tendency to generate certain information in the process of
using the website, such as browsing and comments. Active
customers can provide some valuable information in the
Internet, such as the advantages and disadvantages of goods
[26]. Similarly, customer engagement can improve the
possibility of evaluating products and services, which will
also have a positive impact on word-of-mouth [10]. Therefore,
Wwe propose:

H5: For social commerce, customer engagement has a
positive impact on social sharing intention.

3.5. Purchase Intention

CHEUNG, LEE [10] believe that customer engagement
should have a positive impact on specific engagement
behaviors. Moreover, customers who participate in the
website are more satisfied with the site than other customers
[27], that is to say, customers are more willing to put their
personal energy (from the emotional and cognitive aspects)
into an online social platform, so he/she is more inclined to
participate in the activities on the online social platform in
action. Therefore, this paper proposes:

Hé6: For social commerce, customer engagement has a
positive impact on purchase intention.

3.6. Differences between E-commerce and
Social Media Platforms
The customer’s judgment on this self-congruence will be
influenced by others. The main purpose of customers using e-

commerce is to shop efficiently and to interact with others less,
but the goal of using social media is to face the society more
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Percerved engagement risk

Perceived commerce risk

Hygiene factors

and interact with others. Because customers have more social
interactions in social media and are more vulnerable, the
hypothesis is put forward:

H7a: Compared with e-commerce websites, the self-
congruence of social media websites has more significant
influence on customer engagement.

After adding social elements to the e-commerce, customers
who have not communicated can establish their relationship
through social interaction and social support exchange, which
can greatly affect their decision-making behavior [2, 4]. At
present, all social networking sites have not realized the true
identity authentication of customers. This situation makes
customers communicate more carefully when they
communicate on social platforms, in order to protect their
own information, thus affecting their engagement behavior.
That is to say, engagement status of customers in the second
case may be weaker than that in the first case. Therefore, this
paper puts forward the hypothesis:

H7b: Compared with social media websites, the influence
of social support on customer engagement on e-commerce
websites has more significant influence.

When customers use social media websites, a lot of
websites do not use real-name system. Each customer must
register an account with ID number before using the e-
commerce, which ensures the security of customers
participating in social interaction. Moreover, people on EC
can interact anonymously, which greatly reduces the
possibility of revealing the true identity of customers and the
engagement of customers. Surveys show that around 52% of
Google customers and 70% of Facebook customers are
somewhat or very concerned about privacy when using
services [28]. Compared with social media, online shopping
websites/stores have stronger security and better privacy
system [29]. Therefore, we assume that:

H7c: There are significantly differences between e-
commerce and social media platforms in the impact of
perceived engagement risk on customer engagement.

H7d: There are significantly differences between e-
commerce and social media platforms in the impact of
perceived commerce risk on customer engagement.
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Figure 1. Research model

Based on the foregoing and existing literature, we
developed a conceptual model of customer engagement in
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online social commerce platform. The research model of this
paper is shown in figure 1.



4. Methodology
4.1. Data Collection and Analysis

This paper used questionnaire survey to collect data. We
obtained 824 valid questionnaires, accounting for 95.15% of
the total number. We first conducted descriptive statistical
analysis on the sample data to investigate the demographic
characteristics of the sample. Results show that most are
women, and the main age range is 18-25 years old; most are
undergraduates, and most of them have 4-7 years of online
shopping experience. Most of them buy goods online 1-5
times a month, which shows that most of them have rich
online shopping experience.

We used AMOS 24.0 for our empirical analysis. Results
show that KMO value is 0.956>0.5, Bartlett test significance
is 0.000<0.05, which means the scale was suitable for factor
analysis. Cronbach’s a of all constructs is greater than 0.8,
which indicates the scale has high reliability. The factor loads
of all constructs are greater than 0.6, thus they are all
significant. The combination reliability of all constructs is
greater than 0.8, and the average variance extraction (AVE) is
greater than 0.5, which indicates that the scale has good
convergence validity. The square root of AVE of each
construct is higher than the correlation between this construct
and other constructs, that is, the discriminative validity of the
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scale is qualified.

4.2. Results

The fitting indexes of the model are as follows: x*/df = 3.640,
SRMR=0.0490, CF1=0.914, TLI=0.907, RMSEA=0.057, and
all the indexes of the model meet the standards [30]. Then, the
above assumptions are tested. The standardized path
coefficient and significance of the model are shown in Figure
2, which confirms the influence of four constructs on
customer engagement. The research shows that self-
congruence positively affects customer engagement (f =
0.628, p <0.001), and thus H1 was supported. Social support
has a positive effect on customer engagement (§ = 0.298, p <
0.001), and H2 holds. Perceived engagement risk negatively
affects customer engagement (f =-0.092, p <0.05), H3 holds.
Perceived commerce risks have a negative effect on customer
engagement (B = 0.130, p <0.001), and accept H4. From the
significant results, perceived commerce risks have a stronger
negative impact on customer engagement than perceived
engagement risks. Customer engagement has a significant
positive impact on social sharing intention (f = 0.842, p <
0.001) and purchase intention (f = 0.840, p < 0.001), that is,
both H5 and H6 hold true.

Social Sharing
Intention

0.842%==

Customer

Purchasing
Intention

Figure 2. Analysis results of the model

In order to verify the moderating effect of social commerce
website types on the model, we divided sample into two
groups: e-commerce group and social media group, and the
model is regressed within groups, the types of social
commerce websites play a moderating role on the positive
impact of self-congruence on customer engagement (p=0.009
< 0.01). From the perspective of path coefficient, compared
with e-commerce websites, the self-congruence of social
media websites has a more significant impact on customer
engagement (Bec = 0.574 < Ban = 0.734), that is, H7a is
accepted. In the process of positive impact of social support
on customer engagement, the types of social commerce
websites also play a regulatory role (p= 0.009 < 0.01).
Compared with social media websites, the social support of
e-commerce websites has a more significant impact on
customer engagement (Bec = 0.345 > Bsm = 0.189), that is, H7b
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is accepted. There is no significant difference between e-
commerce group and social media group in perceived
engagement risk and perceived commerce risk on customer
engagement (pper= 0.409 > 0.05, ppcr = 0.337 > 0.5), that is,
H7c and H7d are rejected.

5. Discussion

The research model combines social factors and risk factors
to discuss the impact on customer engagement, which
enriches the literature of social commerce to a certain extent.
Results show that customers’ perceived engagement risk and
commerce risk have a significant negative impact on
customer engagement, which also proves that social
commerce customers are willing to avoid risks. The results
also show that the platform type plays a moderating role in



the positive impact of self-congruence on customer
engagement, and the e-commerce platform has a more
significant impact on it. When social support positively
affects customer engagement, it is the social media platform
that has a more significant impact on it. This series of studies
provides theoretical support for the literature of social
commerce platform comparison.

The results also have significant implications for social
commerce enterprises. Enterprises should use certain
marketing method to make the target people feel self-
congruence with the enterprises, to promote the customer
engagement. Similarly, because social support has a positive
impact on customer engagement, social commerce websites
can provide creating multiple communication sections to
enable customers get social support during their purchasing
process, thus improving customer engagement.

The engagement risk perceived by customers will
negatively affect customer engagement. Therefore, websites
should try their best to take measures to reduce engagement
risk perceived by customers, for example, in the information
display situation that allows customers to freely choose their
homepage, by reducing the exposure of private information to
reduce the engagement risk. Moreover, because customers’
engagement is also negatively affected by customer perceived
business risks, social commerce websites should avoid the
loss of property and theft of payment accounts that customers
may face in the process of using websites, so as to reduce
customer perceived business risks.

This paper has some limitations in the research process.
First of all, most of the subjects are university students, which
influences the generalization of this study. In future research,
the sample data should be evenly distributed in all age sand
career groups as far as possible, so as to make the research
results more representative. Secondly, the consideration of
customer behavior in this paper is limited, only social sharing
and purchase intention are considered, and other customer
behaviors are not considered. In future research, more
complete consideration should be given to the construction of
the model.
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