
DOI: 10.4018/JOEUC.2020010101

Journal of Organizational and End User Computing
Volume 32 • Issue 1 • January-March 2020


Copyright©2020,IGIGlobal.CopyingordistributinginprintorelectronicformswithoutwrittenpermissionofIGIGlobalisprohibited.



1

The Effect of Information Quality on Social 
Networking Site (SNS)-Based Commerce:
From the Perspective of Malaysian SNS Users
Jongchang Ahn, Hanyang University, Seoul, South Korea

 https://orcid.org/0000-0003-1807-035X

Suaini Sura, Universiti Malaysia Sabah, Kota Kinabalu, Malaysia

ABSTRACT

Thisstudyaimedtoexaminehowinformationquality(IQ)attributesaffectperceivedusefulness
andcustomersatisfactionofSNS-basedcommercefromtheperspectiveofMalaysianSNSusers.
Although many studies have been conducted to identify possible IQ attributes in the context of
e-commerce,onlyalimitednumberofstudieshavetestedandexaminedthedirecteffectsoftheIQ
attributesonperceivedusefulnessandcustomersatisfaction,particularlyinthes-commercecontext
(i.e.,SNS-basedcommerce).ThedatafromMalaysiarespondentswerecollectedthroughanonline
survey,usingasnowballsamplingtechnique.Thehypotheseswereanalysedusingmultiplelinear
regression.Theresultsindicatedtheperceivedusefulnesswassignificantlyaffectedbycompleteness,
easeofunderstanding,andpersonalization.Customersatisfactionwassignificantlyaffectedbythe
completenessandperceivedusefulness.However,neithertheaccuracynortimelinesshadaneffect
on perceived usefulness or customer satisfaction. The findings suggest that completeness is the
strongestattributeofIQ.
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INTROdUCTION

TheevolutionofWeb2.0andsocialmediahascausedashiftfromconventionalelectroniccommerce
(e-commerce) to social commerce (s-commerce). S-commerce is a new concept in the study of
e-commercemarkets;asaresult, ithasbeendefinedindifferentways.LiangandTurban(2011)
suggestedthattherearethreeessentialelements(socialmedia,community,andcommerceactivities)
thatmustbeconsideredwhendefinings-commerce.S-commercecanbedefinedasaformofonline
businessthatcombinese-commerceandsocialmediatoprovideconsumerswithdailydealsandto
facilitatethebuyingandsellingofproductsandservices(Stephen&Toubia,2010).Socialmedia
referstoInternet-basedapplicationsoperatedinWeb2.0thataredesignedtoattractvisitors(e.g.,
customers)toonlinedestinations[e.g.,socialnetworkingsite(SNS)-basedcommerce].Web2.0is
seenasaplatformforharnessingcollectiveintelligence(Kaplan&Haenlein,2010).Oneofthemost
populartypesofsocialmediaisSNS,whichconsistofweb-basedservicesthatallowindividualsto
socializeandbuildtheirownvirtualnetworkcommunitiestocommunicateandshareinformation,
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astheywouldinreal-life(Boyd&Ellison,2008).Hence,inthes-commercecontext,SNSisdefined
asatooltoaccomplishbuyingandselling-relatedactivitiesthatinvolves,sharingonlineshopping
experiencesandsharinginformationabouttheproductsandservices.

InMalaysia,s-commercefirstbecamepopularin2010andgrewrapidly.Ithasbeenreportedthat
SNS,particularlyFacebook,haveplayedanimportantroleinthegrowthofs-commerce.According
toWong(2014a;2014b),91%ofMalaysianonlineusershaveshoppedonline,and40%ofthemhave
usedanSNS(i.e.,Facebook)asanonlineshoppingplatform.51%oftheseuserstypicallystarttheir
onlineshoppingbydiscoveringitonFacebook.Asforonlinesellers,36%ofthemrespondedthat
anSNSisthepreferredplatformtoselltheirproductsandservices.Forsellerswhoarenotcurrently
selling their products online, 74%preferred to conduct their onlinebusiness throughSNS (e.g.,
FacebookandInstagram).TheseresultsimplythatSNSisanacceptablee-commerceplatformin
Malaysia.Theincreasedpopularityanduseofe-commerceinMalaysiahavebroughtaboutseveral
problemswithonlineshopping.ThemajorconcernsofMalaysianonlineshoppersarefraud,trust,
security,anddissatisfaction,indicatingthatMalaysiansstilllackconfidenceine-commerce(Wong,
2014c).In2012,theCompaniesCommissionofMalaysiaintroducedanewregulation(Consumer
Protection:ElectronicTradeTransactionsRegulations2012)toprotectcustomersandtoincrease
theirconfidenceinactivelyparticipatingine-commerce.Thisregulationwent intoeffect inJuly
2013.Underthisregulation,onlinesellersmustdisplaytheirbusinessnameandregistrationnumber
ontheirSNSpages.Enforcingthisregulationisexpectedtodecreaseonlineshoppingfraud.The
issueofdissatisfaction,particularlyasitrelatestoproductsandservicesshouldbehandleddirectly
bytheonlinesellersinordertoensurethattheyretaincustomersandmaintainclientrelationships
(Schauppetal.,2009).

Despitethepotentialbenefits(e.g.,savingtimeandmoneyandeasilyaccessinginformation)of
SNS-basedcommerceinMalaysia,thereisnoguaranteethatcustomerswillnotexperienceproblems.
Infact,customersareoftenexposedtoproblemssuchasonlinefraud(Wong,2014c).SNS-based
commerceisaninformationcenterwhereirresponsiblesellerscantakeadvantageoftheopportunity
topersuadecustomersbymanipulatinginformation.Failuretocontroltheseproblemswillleadto
abadreputationforSNS-basedcommerce.Asaresult,offlinecustomerswillfeelreluctanttoshop
onlineandwilllosetheirconfidenceinSNS-basedcommerce.ThisissupportedbyWong(2014a),
whoreportedthat37%ofcustomersinMalaysiadonotshoponlineowingtosecurityconcerns,and
that35%donottrustonlinesellers.Asforcurrentonlinecustomers,theproblemstheyfacemaylead
themtobecomedissatisfiedwithSNS-basedcommerce.Dissatisfactionissometimescausedbythe
waytheinformationispresentedinSNS.

Based on the above discussion, information is considered to be the important element that
customersneedtomakee-commercedecisions.Therefore,theinformationqualityofonlinesellers
affectscustomersatisfaction.Thisiswidelysupportedbymostofthestudies(Wang&Liao,2008;
Sharkeyetal.,2010;Zaied,2012;Filieri&McLeay,2013;Chenetal.,2016;Ghasemaghaeiand
Hassanein, 2016) that have been conducted in this area. When customers are satisfied with the
informationprovidedbyonlinesellers,theystarttoperceiveSNS-basedcommerceasuseful.When
this happens, SNS-based commercebecomesbeneficial to the customers, and theymight use it
continuously.Thisleadstocustomerloyaltyandrepurchasebehaviors,consequentlyenablingsellers
toestablishandmaintaintheclientrelationshipswhilesustainingaprofit(Schauppetal.,2009).
Hence,priorityshouldbegiventounderstandingtheinformationqualitydeterminantsthataffect
customersatisfactionfromthecustomers’perspective.S-commerceisstilldevelopingandisanew
salesplatforminMalaysia.Therefore,veryfewstudieshavebeenconductedinthefieldofs-commerce,
particularlystudiesrelatedtoinformationquality.Littleisknownofconsumers’perceptionstowardthe
informationqualityofSNS-basedcommerce.WeemployedandadaptedtheIS(InformationSystem)
successmodel(DeLone&McLean,2004)toexaminetheeffectsofinformationqualityattributeson
customersatisfactioninSNS-basedcommercefromthecustomers’perspective.
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