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The Effect of Flow on Users’ 
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ABSTRACT

Theapplicationofmobile technologiessuchas4Ghas triggeredsocialcommercedevelopment.
However, due to the perceived uncertainty and risk, users may obtain a poor experience when
conductingsocialshopping.Integratingbothperspectivesofsocialsupportandnetworkexternality,
thisresearchexaminedusers’flowexperienceassociatedwithsocialshopping.Theresultsindicated
thatbothemotionalsupportandnetworkexternalityaffectflow,whichinturnaffectsidentification
andsocialshoppingintention.Theresultsimplythatcompaniesneedtocreateasupportiveclimate
andutilizenetworkexternalityinordertoimproveusers’experienceandfacilitatetheirshopping
behaviour.
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INTRodUCTIoN

Withtheapplicationofmobilecommunicationtechnologiessuchas4G/5G,socialmediahasbeen
developingrapidlyintheworld.AfewsocialnetworkingplatformssuchasFacebook,Twitterand
WeChathavereceivedwideadoptionamongusers.Atthesametime,e-commercehasbecomea
popularchannelforuserstopurchaseproductsandservices.Areportindicatedthatabout79.7%
ofinternetusers(749million)haveconductedonlineshoppinginChina(CNNIC,2020).Recently,
e-commercehasbeenintegratedwithsocialmedia,whichleadstotheemergenceofsocialcommerce
(Hanetal.,2018).Comparedtotraditionale-commerce,socialcommercecanleveragethesocial
networkingrelationshipbetweenuserstocreatevalueforbusinesses(Wangetal.,2019).Realizing
thegreatmarketpotential,companieshavebeguntoadoptsocialcommercemodel.Forexample,
FacebooklaunchedtheF-commerce,whichallowscompaniestocreateonlinestoresinitsplatform.
Asoneoftheleadinge-commercecompaniesinChina,JDhascooperatedwithWeChat,whichisthe
largestsocialnetworkingplatform.However,similartoe-commerce,socialcommercetransactions
alsoinvolveriskanduncertainty,whichincludesselleruncertaintyandproductuncertainty(Baiet
al.,2015).Thismaynegativelyaffectusers’experience,whichinturnleadstotheirlowtransaction
intention.Companiesneed tounderstand the factorsaffectinguserexperienceand takeeffective
measurestofacilitatehisorherbehaviour.

Previousresearchhasexaminedsocialcommerceuserbehaviourfrommultipleperspectives,
suchastrust(Chengetal.,2019;Sharmaetal.,2019;WangandHerrando,2019),socialsupport
(Molinilloetal.,2020;Tajvidietal.,2021),andsocialinteraction(Liuetal.,2016;Xiangetal.,2016;
WangandYu,2017).Thesefactorsaremainlyrelatedtocognitivebeliefs.However,anindividual
user’sbehaviourmayalsoreceiveinfluencefromemotionalbeliefs(TsaiandBagozzi,2014),suchas
flow,whichreflectsanoptimalexperience.Especially,westillhaveaverylimitedknowledgeonthe
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determinantsofflowinsocialcommerce.Inotherwords,howtodevelopflowremainsaquestion.
Thismayundermineourunderstandingofsocialcommerceuserbehaviour.

Thepurposeofthisresearchistoidentifytheeffectofflowexperienceonusers’socialshopping
intention.Weintegratedbothperspectivesofsocialsupportandnetworkexternalitytoinvestigatetheir
effectsontheflow.Socialsupportreflectstheinformationalandemotionalinteractionbetweenusers
(Molinilloetal.,2020).Ithasbeenfoundtobeasignificantdeterminantofuserbehaviourinthesocial
commercecontext(ZhangandBenyoucef,2016).Networkexternalityreflectstheaddedutilitywith
theincreaseofusernumber(LinandBhattacherjee,2008).Associalcommerceisbasedonsocial
media,itmayexertasignificantnetworkexternality.Networkexternalityhasbeenexaminedinthe
contextofsocialnetworkingservices(SNS)(Zhangetal.,2017;ZhuandBao,2018).Wepropose
thatasocialcommerceuser’sexperiencemayreceiveadualinfluencefromhisorherpeers(social
support)andtheplatform(networkexternality).Thatis,auser’sexperienceisnotonlyinfluenced
bytheinformationalandemotionalsupportofferedbyothermembers,butalsoinfluencedbythe
externalityutilityobtainedfromtheplatform.Tosomeextent, social support representsasocial
factor,whereasnetworkexternalityrepresentsatechnologicalfactor.Bycombiningbothsocialand
technologicalperspectives,wecangainacompleteunderstandingofsocialcommerceusers’flow
experiencedevelopment.

LITERATURE REVIEw

Asapopularmodel,socialcommerceuserbehaviourhasreceivedgreatattentionfrominformation
systemresearchers(ZhangandBenyoucef,2016).Duetotheperceiveduncertainty,trusthasbeen
identifiedtobeasignificantfactoraffectinguserbehaviour.WangandHerrando(2019)foundthat
privacyassuranceaffectsinstitution-basedtrust,whichinturnaffectssocialpurchaseintention.Yahia
etal.(2018)arguedthattrustdeterminantsincludereputation,priceadvantageandsocialinteraction.
Trustcanalsobetransferredfromaknownpartytoanunknownone.Sharmaetal.(2019)noted
thattrustinfirmsandtrustinInternetinfluenceconsumers’trustinsocialcommerce.Chengetal.
(2019)suggestedthatparticularizedtrustcanbetransferredtosystemtrust,whichfurtheraffects
socialshoppingintention.

Socialsupport isalsoadeterminantofsocialcommerceuser intention.Tajvidietal. (2021)
foundthatinteractivityaffectssocialsupport,whichinturnaffectsconsumers’intentiontoco-create
brandvalue.Socialcommerceconstructsalsohaveaneffectonsocialsupport(Shanmugametal.,
2016).Molinilloetal.(2020)statedthatsocialsupportaffectscustomerengagement,whichfurther
determinescustomerloyaltytowardsocialcommercesites.LiandKu(2018)notedthatsocialsupport
facilitatesusers’switchingfrome-commercetosocialcommerce.Liuetal.(2020)arguedthatsocial
support,whichincludesinformational,emotional,esteem,andcompanionshipsupport,affectsusers’
belongingnesstoonlinehealthcommunities.

Previousresearchhasnotedthatsocialinteraction,whichreflectsasignificantcharacteristicof
socialcommerce,hasaneffectonuserbehaviour.WangandYu(2017)statedthatsocialinteraction,
whichincludesword-of-mouthcommunicationandobservingotherconsumers’purchase,affects
consumers’ purchase intention. Similarly, Xiang et al. (2016) argued that parasocial interaction
affectsconsumers’impulsebuyingtendency.Flowhasalsobeenexaminedinthesocialcommerce
context.Liuetal.(2016)foundthatinterpersonalinteractioninfluencesconsumers’flowexperience
andpurchaseintention.Kauretal.(2016)notedthatenjoyment,concentrationandsocialinteraction
arethemaincomponentsofflowinSNS-basedbrandcommunities.Peletetal.(2017)arguedthat
telepresenceaffectsflow,whichinturndeterminessocialmediause.

Asevidencedbythesestudies,socialcommerceuserbehaviourhasbeenexaminedfromvarious
perspectivessuchastrust,socialsupportandsocialinteraction.Theeffectofflowhasalsobeennoted.
However,thedeterminantsofflowhavereceivedlittleattention.Thisresearchtriestoexploreflow
byintegratingbothsocialsupportandnetworkexternality.
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