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A Study of the Role of e-WOM 
on Social Commerce
Youngkeun Choi, Sangmyung University, Seoul, South Korea

ABSTRACT

Thepurposeofthisstudyistodiscoverhowelectronicwordofmouthengagesusers
andencouragesthemtopurchase.Byproposingtheconceptsofelectronicwordof
mouthasdifferentwaystoprovidereciprocalexperience,thisstudydevelopsamodel
thatexplorestheantecedentsofelectronicwordofmouthanditsroleinexplaininga
consumertopurchaseinsocialcommerce.Forthis,thisstudysurveys352consumers
using social commerce in Korea and analyzes the data using AMOS 24. In the
results,first,informationquality,informationcredibility,needsofinformation,and
attitude towards information increaseconsumerelectronicwordofmouth.Second,
theconsumer’selectronicwordofmouthincreasestheirpurchaseintention.Finally,
information quality and attitude towards information among the antecedents of
consumerelectronicwordofmouth increasehisorherpurchase intention through
hisorher electronicwordofmouth.The findingscontribute to researchon social
commercebypayingscholarlyattentiontomeaningfulengagementcharacterizedby
electronicwordofmouth.
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1. INTROdUCTION

Recentdevelopmentsinwebtechnologiesandtheemergenceofsocialmediaconcepts
andtoolshaveresultedinnewdevelopmentsthataffecte-commerce.Consumersmust
beactivelyinvolvedinbuyingandsellingproductsandservicesinonlinemarketsand
communities(Huang&Benyoucef,2015).Thisnewphenomenonisalsoreferredtoas
socialcommerce(Hajli,2014)wheree-commerceusessocialmediatoolsandWeb2.0
technologies.Socialcommercehasasignificantimpactonsocialinteractionbetween
businessprocesses andconsumers (Spaulding,2010). In fact, in this environment,
consumerscanbeexposedtomoresocialandcollaborativeonlineshoppingexperiences
togatherinformationgatheredtobetterunderstandtheirpurchasesandsupportmore
accurate shopping decisions (Dennison et al., 2009). Online merchants can better
servetheircustomersbyidentifyingconsumerbehavior,preferences,andexpectations
(Constantinides et al., 2008). Unlike traditional e-commerce, which focuses on
improving theefficiencyofonlineshopping,socialcommerceoffersa richsocial,
interactiveandcollaborativeonlineshoppingexperience(Yangetal.,2015;Kimet
al.,2018).

Creatinganelectronicwordofmouth(e-WOM)inanonlinecommunityisanother
essentialsocialcommercetoolandmaybeimportanttoyourbusiness(Kozinetsetal.,
2010).Manypreviousstudieshaveshownthate-WOMisoneofthemostimportant
informationsourceswhenconsumersareshoppingontheInternet(Liuetal.,2015).
CheungandThadani(2012)foundthat91%ofuserssaidtheywouldliketoreferto
onlinereviews,blogs,andotherformsofuser-generatedcontentbeforepurchasing
newproductsorservices,while46%ofusersindicatedthatthesecontentsimpacted
theirdecisions.WiththerapiddevelopmentofWeb2.0,onlineuserreviewscomein
manyshapesandforms.Reviewscanbeprovidedlocallyonanindividualproduct,
Website,orplatform,distributedonacompany’sFacebookpage,orincomparison
servicesincludingplatformsthatexclusivelypresentoverallconsumers’assessments
ofgoodsandservices,suchasTripAdvisororYelp(Pettersen2017).Reviewspersuade
otherswithusefulinformationaboutproductssothattheycanachievethepurposeof
self-enhancementand identity-signaling (Berger2014).However,one recent study
arguedthatevaluationorreviewingsystemswereneitherfullyreliablenortransparent.
Theireffectivenessisthereforesubjecttoseriousdoubt(Hausemeretal.2017).

Theemergenceofsocialcommercehasbroughtanewdimensiontoe-WOMby
allowinguserstocommunicatewiththeirexistingnetworks.Incontrasttoothersocial
commerce platform, users can exchange their opinions and experiences about the
productorserviceandfriendlypeople.Familiarpeoplerefertopeopletheyalready
know,suchasfriendsoracquaintances(Kozinetsetal.,2010).Infact,accordingtoa
recentstudyofsocialcommercehasincreasedthenumberofonlinereviewswrittenby
consumers(Trusovetal.,2010).Marketershavebeguntoparticipateinsocialmedia
throughtheirofficialaccountsbecauseofconsumerinterest.Theyconsiderthiswebsite
ascurrentandtheopportunitytointeractwithpotentialcustomers(Michaelidouet
al.,2011).Forthisreason,online,onlinesocialenvironmentisconsideredsuitable
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