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Abstract 

This study examined the impact of social commerce on the purchase intentions of 
Millennials who use Facebook by exploring how social commerce constructs influence 
consumer trust. A quantitative research approach was used and data were collected via 
an ‘online’ survey. The target population was 386 young adults aged 25 to 34 residing 
in KwaZulu-Natal, South Africa, referred to as Millennials, and comprises the largest 
group of users on Facebook. Convenience sampling, namely snowball sampling, was 
used to target participants. It was found that social commerce constructs significantly 
influence trust, which positively influences consumer purchasing decisions. The re-
sults of the study showed that trust explained 68% of the variance in purchasing inten-
tions. Since trust is an integral and vital component of social commerce, the role of so-
cial commerce constructs and social support is to build trust in the ‘online’ context and 
consumers’ intention to buy. This suggests that businesses should monitor the quality 
and content of the engagements around their brands on social media, as information 
sharing in social commerce has a significant impact on consumer decisions, i.e., pur-
chase intentions.
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INTRODUCTION

Social commerce is a new category of e-commerce that has emerged 
due to the increased acceptance and use of social media (Al-tit et al., 
2020). It is an internet-based commercial application leveraging Web 
2.0 and social media technologies to influence consumer purchasing 
intentions, preferences, and decisions (Huang, 2016). Social commerce 
constructs are tools generated from social commerce such as ratings 
and reviews, recommendations and referrals, forums and communi-
ties, which have been responsible for altering consumer experiences 
and perceptions towards purchasing (Dashti et al., 2016; Hajli et al., 
2017b). Through social commerce, consumers are steered away from 
ineffective individual decisions towards collective decision making 
with greater effectiveness (Dashti et al., 2016).

Facebook is the most popular social media platform among South 
Africans, with consumers aged 25 to 34 being the largest users (Kemp, 
2019; Qwerty, 2017). These consumers are referred to as Millennials 
and are an attractive market segment due to their disposable income, 
technologically savvy, and open to new ways of communicating 
(Jacobsen & Barnes, 2017). 

Only a few studies have looked at social media explicitly for its abil-
ity to influence purchase intention, and even fewer have looked at 
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Millennials, who are the most frequent users of social media (Jacobsen & Barnes, 2017). In light of the 
above, this paper will analyze the impact of social commerce on the purchase intentions of Millennials 
who use Facebook for shopping purposes.

1. LITERATURE REVIEW  

AND HYPOTHESES

Social commerce constructs are “tools derived 
from social commerce and include ratings and 
reviews, recommendations, referrals, forums and 
communities” (Dashti et al., 2016; Hettiarachchi, 
2017). Social commerce constructs were defined by 
Al-Tit et al. (2020) as Web 2.0 platforms utilized in 
social media that allow consumers to generate and 
share their own content, including their opinions 
and experiences. Consumers are increasingly re-
lying upon content generated by other consumers 
when making purchases (Chen, 2017). Dashti et 
al. (2016) stated that consumers highly value and 
depend upon social commerce constructs to make 
purchase decisions. Consumers utilize these social 
commerce constructs for the aforementioned so-
cial activities, resulting in a higher level of trust 
and intention to purchase (Hajli, 2015).

According to Hajli (2015 cited in Lal, 2017), social 
interactions provided through social commerce 
increases the level of consumer trust and reduces 
perceived risks, which increases the likelihood of 
consumer purchasing. This is consistent with sev-
eral researchers who have argued that social com-
merce constructs are supporting and increasing 
trust, which has resulted in increased purchase 
intentions among consumers (Shanmugam et al., 
2016, 2018; Al-tit et al., 2020). 

It has been asserted by several researchers that 
consumer trust is one of the most significant as-
pects in determining purchase intention in an 
‘online’ environment (Hajli et al., 2017a; Che et 
al., 2017; Manzoor et al., 2020). Consumers re-
gard social commerce platforms as being more 
trustworthy than traditional promotional features 
(Schivinski & Dabroski, 2016), since they allow 
for direct networking, immediate feedback, and 
more authentic material provided by consumers 
through social commerce frameworks (Manzoor 
et al., 2020). Through interactions provided by the 
social commerce constructs, consumers are en-
abled to produce and share content, offer advice 

and utilise other consumers’ information which 
is providing ‘online’ social support. Hence, social 
commerce constructs have a significant impact on 
social support, which ultimately builds consum-
ers trust, thereby impacting purchase intentions 
(Shanmugam, 2016; Hidayatulloh, 2018). 

Ratings are numerical assessments of the calibre of 
products and services (Hajli et al., 2017a), whereas 
reviews are product evaluations written by peers 
and posted on a business’s website or a third-par-
ty platform (Nambisan, 2002 cited in Hajli et 
al., 2017a). Ratings and reviews have shaped so-
cial commerce information sharing, providing a 
wealth of information about products and services 
to other potential consumers. Research conduct-
ed by the Spiegel Centre of Research (2017) found 
that 95% of consumers read ‘online’ reviews pri-
or to making purchases, while 97% of consumers 
stated that reading other consumers reviews influ-
enced their purchasing decisions.

In social commerce, referrals and recommenda-
tions play a critical role in increasing informa-
tion exchange (Hajli et al., 2017b). Consumers are 
more reliant on the experiences of other consum-
ers, such as referrals and product recommenda-
tions, in the ‘online’ setting because they cannot 
directly experience the goods or services (Seneal 
& Nantel, 2004 cited in Hajli et al., 2017b). This 
is in accordance with the findings of a Nielsen 
Believe Survey (2017), which found that 92 per-
cent of consumers believe recommendations from 
friends, while just 33% trust ‘online’ marketing. 
Recommendations arise when individuals visit a 
product webpage, based on the assumption that 
the consumer is interested in a product and en-
dorses it to others. Social media has allowed con-
sumers to express their thoughts about products 
and services, as well as company procedures. This 
has increased the propensity and volume of social 
commerce, highlighted by the impact of socially 
influenced purchasing.

Forums and communities are two kinds of social 
platforms created by ‘online’ businesses to allow 
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consumers to share and obtain information, as 
well as participate in group activities (Hajli et al., 
2017b). Hettiarachci (2017) suggested that busi-
nesses should create ‘online’ forums and commu-
nities to enhance communication channels with 
consumers, allowing them to participate in group 
discussions and share information about products 
and services. 

The emergence of social networking sites has been 
responsible for revolutionising channels of infor-
mation exchange, and within the context of social 
commerce, users frequently utilise social com-
merce constructs in their information-seeking 
and exchange processes (Hajli et al., 2017b). Chiou 
et al., 2002 cited in Haili et al., 2017b) asserted that 
increasing consumers’ knowledge about a product 
or service helps decision-making and increases 
purchase intention. 

To further explore the relationships alluded to above, 
several hypotheses have been postulated with re-
spect to the sample of Millennials in South Africa:

H1: There is a significant positive relationship be-
tween ratings and reviews (as elements of so-
cial commerce), on the purchase intentions of 
Millennials who use Facebook.

H2: There is a significant positive relationship be-
tween referrals and recommendations (as el-
ements of social commerce), on the purchase 
intentions of Millennials who use Facebook.

H3: There is a significant positive relationship be-
tween forums and communities (as elements 
of social commerce), on the purchase inten-
tions of Millennials who use Facebook.

H4: Trust mediates the relationship between rat-
ings and reviews and the purchase intentions 
of Millennials when using Facebook.

H5: Trust mediates the relationship between re-
ferrals and recommendations and the pur-
chase intentions of Millennials when using 
Facebook.

H6: Trust mediates the relationship between fo-
rums and communities and the purchase in-
tentions of Millennials when using Facebook.

H7: There is a significant positive relationship be-
tween trust in the social networking site and 
the purchase intentions of Millennials when 
using Facebook.

H8: Structural capital positively influences 
the ratings and reviews by Millennials on 
Facebook.

H9: Relational capital positively influences the re-
ferrals and recommendations by Millennials 
on Facebook.

H10: Cognitive capital positively influences the 
forums and communities by Millennials on 
Facebook.

2. RESEARCH METHODOLOGY

A quantitative research approach was used, and 
data were collected via an ‘online’ survey, guid-
ed by its advantages (Hair et al., 2003). The target 
population was young adults between the ages of 
25 to 34 years residing in KwaZulu-Natal, who are 
referred to as Millennials and comprise the largest 
group of users on Facebook (Jocobsen & Barnes, 
2017). Since a greater percentage of Millennials in 
KwaZulu-Natal will have disposable income com-
pared to those in other provinces (Stone, 2018), 
KwaZulu-Natal was selected as the location of 
the study as income impacts purchase intentions 
(Imelia & Ruswanti, 2017). 

Non-probability sampling, particularly snowball 
sampling, where the sample increases as the study 
proceeds (Pandey & Pandey, 2015), was adopted 
in this study. The initial participant was selected 
based on convenience, and this participant was re-
quested to recommend individuals within similar 
demographics and ‘online’ purchasing behaviour. 
Hence, through social networks, the researcher 
was able to reach participants who would other-
wise be challenging to recognise. In addition to its 
effectiveness, snowball sampling is also efficient, 
as it assists the researcher in finding the right per-
sons with a minimum amount of time, money, 
and effort (Cohen & Arieli, 2011). 

An ‘online’ calculator (Raosoft, 2004) was uti-
lized to ascertain the study’s sample size based on 
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Krejice and Morgan’s recommendations (1970). 
The primary data collection instrument was a 
structured questionnaire. An ‘online’ survey was 
selected as a data collection mechanism since it re-
quires less time and effort to manage; it is cost-ef-
fective and has minimal risk for bias. The data 
was analyzed primarily by using descriptive and 
inferential statistical techniques.

The social commerce constructs were measured 
using questions based on a five-point Likert scale 
with responses ranging from ‘strongly agree’ to 
‘strongly disagree’. The questions attempted to un-
derstand why a respondent made purchases using 
information obtained from social commerce con-
structs. Responses to these items were treated as 
interval data (Sekaran & Bougie, 2016). 

3. RESULTS

Although 386 respondents were targeted, 309 re-
sponses met the conditions for inclusion in the da-
ta analysis. This translated to an 80% response rate, 
which is generally satisfactory for web adminis-
tered questionnaires (Saunders & Lewis, 2016). 

Respondents in the 29-32-year category were in 
the majority (39.5%), followed by those who were 
between the ages of 24 and 28 (30.4%) and 33 
and 35 (30.1%). The majority (54%) were female 
respondents.

Figure 1 shows that a significant number of re-
spondents had been on Facebook for between 
3 – 9 hours in the month prior to participating 

in the survey, accounting for 37.5% of the sam-
ple [p < .001]. There was an equal representation 
of respondents who spent less than 3 hours on 
Facebook (23.3%) and those who spent between 
9 and 14 hours (24.9%) [p < .001]. A smaller pro-
portion of the sample spent more than 14 hours 
of their time on Facebook in the previous month 
(14.2%) [p < .001].

Confirmatory factor analysis was applied to the 
measurement portion of the model to measure relia-
bility and validity and to test the fitness of the mod-
el to the data. The factor loadings are reported in 
Table 1 through Table 4 for the social commerce con-
structs, social capital constructs, trust and purchase 
intentions, respectively. In addition, the results also 
report Composite Teliability (CR), Average Variance 
Extracted (AVE), and Maximum Shared Square 
Variance (MSV). Reliability is attained when CR > .7 
and all loadings >.5. Convergent validity is attained 
when CR > AVE and AVE > .5. Discriminant validity 
is attained when AVE > MSV. The results in Table 5 
through Table 10 indicate that reliability and con-
vergent validity were attained for all the constructs; 
however, discriminant validity could not be achieved 
for social capital and trust. For social capital, the av-
erage variance extracted (AVE) value of 0.624 was 
less than the maximum shared square variance 
(MSV) values of 0.656 for trust, an AVE of 0.678 was 
reported, which is greater than the MSV of 0.712, 
confirming that discriminant validity could not be 
achieved for both social capital and trust.

Both the initial structural model and the modi-
fied model were evaluated against four criteria: 
the chi-square (χ2) likelihood ratio statistic, the 

Source: Primary data.

Figure 1. Number of hours spent on Facebook within the past month

23.3

37.5

24.9

14.2

.0

5.0

10.0

15.0

20.0

25.0

30.0

35.0

40.0

<3 hrs 3 - <9 hrs 9 - 14 hrs >14 hrs

Hours on facebook

P
e

rc
e

n
ta

g
e



227

Innovative Marketing, Volume 19, Issue 2, 2023

http://dx.doi.org/10.21511/im.19(2).2023.18

Table 1. Factor loadings for purchase intentions
Source: Primary data.

Construct Measured variables Loadings

Purchase  

Intention

q13.1 I have a positive attitude with regards to purchasing products on Facebook. 0.834

q13.2 I am likely to make purchases on Facebook. 0.922

q13.3 I intend to use Facebook in the near future (i.e. next three months) to make purchases. 0.902

q13.4 I plan to use Facebook to make more purchases. 0.944

q13.5 If I need a product, I would like to purchase it from Facebook. 0.93

q13.6 I plan to purchase a product on Facebook if it is available from that platform. 0.92

Composite reliability (CR) 0.966

Average variance extracted (AVE) 0.827

Maximum shared square variance (MSV) 0.712

Table 2. Factor loadings for social commerce constructs
Source: Primary data.

Construct Measured variables Loadings

Ratings  
and  

Reviews

q6.1 Using ratings and reviews has been a good experience for me. 0.646

q6.2 I recommend using ratings and reviews on Facebook. 0.746

q6.3 I use ratings and reviews for acquiring product information over Facebook. 0.793

q6.4 I browse through ratings and reviews before making any purchase decisions over Facebook. 0.775

q6.5 I use ratings and reviews to make purchases over Facebook. 0.763

q6.6 I contribute to ratings and reviews. 0.745

Referrals  
and 

Recommendations 

q7.1 Using referrals and recommendations has been a good experience for me 0.748

q7.2 I recommend using referrals and recommendations on Facebook. 0.797

q7.3 I use referrals and recommendations for acquiring product information over Facebook. 0.826

q7.4 I browse through referrals and purchase decisions over Facebook. 0.839

q7.5 I use referrals and recommendations to make purchases over Facebook. 0.806

q7.6 I contribute to referrals and recommendations. 0.762

Forums  
and  

communities

q8.1 Using forums and communities has been a good experience for me. 0.722

q8.2 I recommend using forums and communities on Facebook. 0.726

q8.3 I use forums and communities for acquiring product information over Facebook. 0.761

q8.4
I browse through forums and communities before making any purchase decisions over 
Facebook. 0.814

q8.5 I use forums and communities to make purchases over Facebook. 0.764

q8.6 I contribute to forums and communities. 0.696

Composite reliability (CR) 0.962

Average variance extracted (AVE) 0.584

Maximum shared square variance (MSV) 0.498

Table 3. Factor loadings for social capital constructs

Source: Primary data.

Construct Measured variables Loadings

Structural 
Capital

q9.1 I have an ongoing relationship with individuals on Facebook. 0.703

q9.2 Individuals on Facebook and I spend a lot of time interacting. 0.823

q9.3 I communicate frequently with individuals on Facebook. 0.793

q9.4 I feel a strong connection with individuals on Facebook. 0.857

q9.5 I feel a sense of belonging with individuals on Facebook. 0.861

Relational  
Capital

q10.1 I accept encouragement from individuals on Facebook in difficult situations. 0.777

q10.2 I accept suggestions from individuals on Facebook when I need help. 0.806

q10.3 I allow individuals on Facebook to care of me in difficult situations. 0.827

q10.4
In difficult situations, individuals on Facebook have expressed their concern over my 
well-being. 0.819

q10.5
I ask individuals on Facebook to provide me with their suggestions before making any 
purchases.

0.817

q10.6
I am willing to give my suggestions when individuals on Facebook want my advice on 
purchasing a product. 0.729
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comparative fit index (CFI), the incremental fit in-
dex (IFI), and the root mean square error of es-
timation (RMSEA). An examination of the fit in-
dices yielded the results shown in Table 5. The fit 
values are evaluated against criteria suggested in 
the literature for a good fit (Schreiber et al., 2006). 
The one-sample chi-square test is used to evaluate 
whether any misfit observed between the patterns 
in the sample data and patterns in the population 
is likely to be due to sampling error. The value of 
the ratio of χ2 to df was 3.72 (p < .001) did not fit 
the desired criteria for the initial model. The IFI, 
CFI, and RMSEA values also did not meet the de-

sired criteria, indicating that the initial model did 
not fit the data. However, improved values for the 
fit indices were observed with the modified model, 
as shown in Table 5, indicating that the modified 
model exhibits an improved fit than the first. It, 
therefore, follows that the modified measurement 
model was accepted.

The modified measurement model, which was 
accepted, was converted to a structural equation 
model represented by the path diagram shown in 
Figure 2. The structural equation model was al-
so evaluated for fit against the same criteria used 

Table 3 (cont.). Factor loadings for social capital constructs

Construct Measured variables Loadings

Cognitive Capital

q11.1 I share a common vocabulary with individuals on Facebook. 0.761

q11.2 Individuals on Facebook and I use understandable narrative forms to post messages. 0.769

q11.3
Individuals on Facebook and I use understandable communication patterns during 
discussions. 0.677

q11.4 I disclose my emotions to individuals on Facebook. 0.825

q11.5 I disclose my personal facts to individuals on Facebook. 0.785

q11.6 I am willing to share my own shopping experiences with individuals on Facebook. 0.707

q11.7 Individuals on Facebook are well acquainted with my personal interests. 0.847

Composite reliability (CR) 0.967

Average variance extracted (AVE) 0.624

Maximum shared square variance (MSV) 0.656

Table 4. Factor loadings for the trust variable

Source: Primary data.

Construct Measured variables Loadings

Trust

q12.1 Facebook is reliable. 0.788

q12.2 I am prepared to give my credit card details to ‘online’ stores on Facebook. 0.858

q12.3 I am prepared to give my personal information to ‘online’ stores on Facebook. 0.859

q12.4 I believe Facebook keeps my personal data safe. 0.827

q12.5 I believe Facebook is a trustworthy social commerce platform. 0.878

q12.6 Individuals on Facebook are truthful when dealing with each other. 0.867

q12.7 Individuals on Facebook keep to their promises. 0.852

q12.8 Ratings and reviews on Facebook are reliable. 0.79

q12.9 Referrals and recommendations on Facebook are trustworthy. 0.778

q12.10 Forums and communities on Facebook are dependable. 0.724

Composite reliability (CR) 0.955

Average variance extracted (AVE) 0.678

Maximum shared square variance (MSV) 0.712

Table 5. Fit indices for the initial and the final measurement model

Source: Primary data.

Fit Indices
Fit values

CriteriaInitial model Final model
χ2 / df (p-value) 3.762 (<.001) 2.307 (<.001) <3
IFI 0.805 0.953 >.9

CFI 0.804 0.952 >.95

RMSEA 0.095 0.065 <.08
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for the measurement model yielding the results 
shown in Table 6. The results in Table 6 show that 
the model has an acceptable fit as all the values 
of the fit indices meet the criteria for model fit. 
Hence the structural model was accepted.

Table 6. Fit indices for the structural model 

Source: Primary data.

Fit Indices Fit values Criteria

χ2 / df (p-value) 2.302 (<.001) <5

IFI 0.953 >.9

CFI 0.952 >.95

RMSEA 0.065 <.08

Following the specification of the structural equa-
tion model, it was necessary to assess the reliability 
of the constructs comprising the structural mod-
el. The Cronbach’s alpha coefficient was applied to 
all the composite variables in the structural model 
to evaluate the reliability of the model constructs. 
Reliability is ascertained when the Cronbach’s alpha 
coefficient is greater than the standards for reliabil-
ity reported in the literature (Robinson et al., 1991, 
pp. 12-18; Kline, 1998, p. 39; Fraenkel & Wallen, 
2000, p. 179). The composite variables of the mod-
el were created by averaging the agreement scores 
across the items included in the variable. A sum-
mary of the composite variables that were used, the 
items that were included for each composite varia-
ble and the Cronbach’s alpha that were reported for 
each is shown in Table 7. 

As can be seen from Table 7, all the composite vari-
ables had Cronbach’s alpha values greater than 0.7, 
indicating that all of them were reliable. 

Table 7. Reliability of the composite variables  

of the structural model

Source: Primary data.

Construct Label
Items 

included

Cronbach’s 

alpha

Ratings and Reviews RatRev 6.1 – 6.6 .896

Referrals and 
Recommendations RefRec 7.1 – 7.6 .920

Forums and Communities ForCom 8.1 – 8.6 .918

Structural Capital StrCap 9.1 – 9.5 .940

Relational Capital RelCap 10.1 – 10.6 .924

Cognitive Capital CogCap 11.1 – 11.7 .927

Trust TRST 12.1 – 12.10 .953

Purchase Intention PI 13.1 – 13.6 .966

Regression analysis was used to test the effect of 
the independent variables on the dependent var-
iables for each hypothesis. Diagnostic tests were 
performed for each regression analysis to test for 
normality of the residuals, linearity and homosce-
dasticity. A summary of hypotheses H1 through 
H3 and H7 through H10 is presented in Table 8. It 
summarizes the relationship between the depend-
ent and the independent variables together with 
the adjusted R Square values, the regression coef-
ficients and the F and t statistics for each of the 
regression models testing the hypotheses at 95% 
confidence. Based on the t-test of significance, hy-

Figure 2. Diagrammatic representation of the structural model
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potheses H1 through H3 and H7 through H10 are 
not rejected.

Hypotheses H4 to H6 for the mediating factors 
were tested separately, and the results are sum-
marized in Table 9. For each of these, the effect of 
the IV (SCC) on the DV (PI) was reduced when 
the mediator (TRUST) was included in the model. 
This means that there is partial mediation in each 
case. Based on the t-test of significance, hypothe-
ses H4 through H6 are not rejected.

4. DISCUSSION 

The findings of this study confirmed a positive re-
lationship between ratings and reviews and the 
purchase intentions of Millennials. These findings 
are consistent with prior research conducted with-
in the discipline of social commerce (Lal, 2017; 
Makmor & Alam, 2017; Yadav et al., 2013 cited in 
Sheikh et al., 2019; Manzoor et al., 2020). The influ-

ence of reviews on purchase intentions is explained 
in terms of the value of user-generated content to 
communicate effective information about products 
and services for the benefit of other potential con-
sumers (Hajli, 2015). On the other hand, ratings 
immediately communicate the perceived value of 
the standard of a product or service (Hettiarachci, 
2017). The influence of ratings and reviews has been 
recognised by some brands which are open to re-
questing consumers to share their reviews about 
their products and services on social media, to lev-
erage the role of existing consumers acting as active 
communicators and content creators who create, 
engage and contribute to product and service rat-
ings and reviews (Onete et al., 2017). Increased en-
gagement with ratings and reviews is recognised as 
being responsible for communicating more social 
cues to other actors on social networks to support 
their purchase intentions (Hajli et al., 2017b).

It was also ascertained that there is a positive rela-
tionship between referrals and recommendations 

Table 8. Summary of regression model analyses

Source: Primary data.

Hypothesis DV IV R2 F df1; df2 p-value B (regression coefficient) t p-value

H1 PI RatRev .365 176.610 1; 307 <.001 .910 13.289 <.001
H2 PI RefRec .468 269.841 1; 307 <0.001 .684 16.427 <.001
H3 PI ForCom .422 223.740 1; 307 <0.001 .649 14.958 <.001
H7 PI TRUST .685 667.400 1; 307 <0.001 .828 25.384 <.001
H8 RatRev SrtCap .333 152.938 1; 307 <0.001 .577 12.367 <0.001
H9 RefRec RelCap .279 118.689 1; 307 <0.001 .528 10.894 <0.001

H10 ForCom CogCap .316 141.710 1; 307 <0.001 .562 11.904 <0.001

Table 9. Summary of regression model analyses for mediators

Source: Primary data.

DV IV R2 F df1; df2 p-value B (regression coefficient) t p-value

H4: Trust mediates the effect of ratings and reviews on consumer purchase intentions
PI RatRev .365 176.610 1; 307 <.001 .910 13.289 <.001

TRUST RatRev .392 198.181 1; 307 <.001 .821 14.078 <.001

PI
RatRev

.697 352.102 2; 306 <.001
.213 3.504 .001

TRUST .849 18.311 <.001

H5: Trust mediates the effect of referrals and recommendations on consumer purchase intentions
PI RefRec .468 269.841 1; 307 <.001 .971 16.427 <.001

TRUST RefRec .433 234.020 1; 307 <.001 .813 15.298 <.001

PI
RefRec

.719 329.067 2; 306 <.001
.349 6.121 <.001

TRUST .764 16.558 <.001

H6: Trust mediates the effect of forums and communities on consumer purchase intentions
PI ForCom .442 223.740 1; 307 <.001 .939 14.958 <.001

TRUST ForCom .403 206.881 1; 307 <.001 .799 14.383 <.001

PI
ForCom

.711 375.936 2; 306 <.001
.301 5.225 <.001

TRUST .799 17.490 <.001
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and the purchase intentions of Millennials. These 
findings are broadly in harmony with the findings 
of prior research conducted within the discipline 
of social commerce (Hajli et al., 2017b; Sheikh et al., 
2017). Prior research has suggested that referrals 
and recommendations have a significant positive 
relationship with the consumers’ purchase inten-
tions (Hajli et al., 2017b; Sheikh et al., 2017). The 
mechanisms by which referrals and recommenda-
tions influence purchase intentions are similar to 
those exhibited in the case of ratings and reviews. 
Referrals and recommendations extend the role 
of consumers in accelerating information sharing 
in social commerce, allowing others to rely more 
on other consumers’ experiences through their re-
ferrals and product recommendations (Hajli et al., 
2017). Hettiarachci’s (2017) assertion that recom-
mendations are personalized product and service 
endorsements support the notion that consum-
ers are becoming more socially influenced when 
making decisions over social commerce (Erkan & 
Evans, 2016). 

A positive relationship between forums and 
communities and the purchase intentions of 
Millennials which was established in this study, 
which confirms what was reported in previous 
studies. Forums and communities allow partic-
ipation in dedicated communities, groups or fo-
rums on a social platform where consumers can 
participate in group discussions and share so-
cial and commercial-related information (Goel 
et al., 2013 cited in Hajli et al., 2017b). Forums 
and communities are significant resources for 
consumers searching information about specif-
ic products, brands and services and therefore 
play a significant role in supporting their pur-
chase decisions (Hettiarachci, 2017).

The study also confirmed that trust mediates the 
relationship between ratings and reviews and con-
sumer purchase intentions. These findings imply 
that as consumers engage with the ratings and 
reviews that other consumers post on Facebook, 
they trust these ratings and reviews as they re-
flect the experiences of other consumers like them. 
Consequently, the trust generated will have a posi-
tive influence on their purchase intentions.

Furthermore, the study confirmed that trust me-
diates the relationship between referrals and rec-

ommendations on consumer purchase intentions. 
This implies that referrals and recommendations 
on Facebook provide social cues that appear as en-
dorsements, therefore positively impacting trust 
in the recommended products and services. The 
trust generated will consequently have a positive 
influence on consumer purchase intentions in so-
cial commerce.

Additionally, the results of the study confirmed 
that trust mediated the relationship between fo-
rums and communities and consumer purchase 
intentions. The structure provided by forums and 
communities supports systems of common mean-
ings among members of the ‘online’ communities. 
The knowledge sharing that follows generates trust 
in the individuals sharing the information and 
provides informational support that allows con-
sumers to trust their purchase decisions. These 
findings show that the three dimensions of social 
commerce constructs considered in this study in-
fluence consumer trust, and consumer trust, in 
turn, influences consumers’ purchase decisions. 

The research findings also confirmed that struc-
tural capital positively influences consumers’ in-
formation and knowledge sharing behavior of rat-
ings and reviews. These findings are in line with 
those of earlier studies such as Ghahtarani et al. 
(2020), who concluded that interactions are an 
important aspect of structural capital. These re-
searchers argued that social interaction through 
social commerce constructs is a collaborative 
way to access information resources that sees an 
increase in familiarity, creating a structural cap-
ital between the parties. Hence, relationships in-
fluence the willingness of customers to buy. Lee’s 
(2017) distinction of the two dimensions of struc-
tural capital expands the concept firstly to refer-
ent ties which motivate the consumption of prod-
ucts and services used by social referents such as 
friends and family. It follows then that reviews by 
referent ties are likely to be held at high value by 
potential customers due to the intimate social rela-
tionships they possess. Secondly, majority ties mo-
tivate decisions that are supported by the pursuit 
of a sense of belonging to the mainstream, which 
can be achieved by consuming products and ser-
vices that are enjoyed by the majority and getting 
involved in engagements and discussions taking 
place in the mainstream (Lee, 2017). Products and 
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services with high ratings and generally positive 
reviews indicate endorsement by the mainstream 
consumer groups and are likely to be perceived as 
having high standards, thereby positively influ-
encing consumer behavior. Other studies have also 
shown that such referent ties play a significant role 
in influencing behavioral intentions (Verkantesh 
& Bala, 2008 cited in Andiani & Alversia, 2017), 
whereas several researchers (Sheikh et al., 2019; 
Ghahtarani et al., 2020; Ramanathan et al., 2017) 
confirm the role of majority ties in information 
sharing and engagement.

Relational capital was postulated to positively 
inf luence information and knowledge sharing 
behavior of referrals and recommendations by 
consumers. This was confirmed in this study 
and supported by previous research. Relational 
capital incentivises consumers’ behavioral in-
tentions in relation to information sharing due 
to the potential benefits that can be drawn from 
the expectations of a personal relationship that 
has developed through interactions with others 
(Andiani & Alversia, 2017). Social motives ema-
nating from aspects such as trust, friendship, re-
spect, warmth, honesty, and support are known 
to affect consumer behaviour which can be de-
veloped through social commerce constructs 

(Andiani & Alversia, 2017; Sheikh et al., 2017). 
Ghahtarani et al. (2020) consider these social 
motives as assets created and applied through 
social relationships, making it plausible to con-
clude that relational capital can positively affect 
consumer information and knowledge sharing 
behavior when making referrals and passing 
recommendations due to the perceived benefit 
of the potential assets that can be drawn from 
such interactions. 

It was postulated that cognitive capital posi-
tively inf luences consumer information and 
knowledge sharing behavior on forums and 
communities. Forums and communities are so-
cial commerce constructs that allow consumers 
to share information and perspectives, create 
content and engaging with others. Cognitive 
capital, therefore, results in a structure that 
supports systems of common meanings among 
groups, incentivising knowledge sharing over 
forums and communities, since individuals be-
longing to those groups share a common under-
standing among each other and share collective 
goals (Tang et al., 2016; Ghahtarani et al., 2020, 
p. 196). As such, engagement in the group activ-
ities of the forums and communities will work 
towards achieving the group’s common goals.

CONCLUSION

This study aimed to examine the impact of social commerce on the purchase intentions of Millennials 
who use Facebook by exploring how social commerce constructs influence consumer trust. A quanti-
tative research approach was used, and data was collected via an ‘online’ survey. The study sheds light 
on the role of social commerce constructs in the purchase intentions of Millenials using Facebook by 
exploring the relationships between the Social Network Theory, Social Cognitive Theory, and Social 
Capital theory in social commerce. 

It was ascertained that, in contrast to traditional physical store environments, social commerce allows 
more open links amongst consumers as they can engage amongst themselves and share information 
through user-generated content. The implications for social commerce are that the information shared 
over social commerce constructs in more cohesive networks is likely to have a stronger influence on 
the consumers’ decisions than in less cohesive networks. Therefore, this justifies recommending that 
businesses should monitor the quality and content of the engagements around their brands on social 
media as information sharing in social commerce has a significant impact on influencing consumers’ 
decisions, especially purchase intentions. In addition, businesses should embrace social commerce con-
structs and encourage existing customers to post reviews, recommendations, ratings and refer other 
consumers. User-generated content can help establish reciprocal interconnections with and amongst 
consumers in cohesive networks that can strongly influence customer behaviour and positively impact 
purchase intentions.
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It was also ascertained that the engagement with social commerce constructs and the interactions in so-
cial networks amongst consumers and influencers can thus provide social reinforcement that promotes 
the contagion process of information sharing. The implications for businesses are that participation 
and engagement with social commerce constructs can also generate new customers, build trust and 
strengthen relationships with existing customers. 
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