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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



 

 

16 more pages are available in the full version of this

document, which may be purchased using the "Add to Cart"

button on the publisher's webpage: www.igi-

global.com/article/a-study-of-the-role-of-e-wom-on-social-

commerce/232171

Related Content

E-Collaboration for Internationalizing U.S. Higher Education Institutions
Jaime Ortiz (2009). E-Collaboration: Concepts, Methodologies, Tools, and

Applications  (pp. 770-777).

www.irma-international.org/chapter/collaboration-internationalizing-higher-education-

institutions/8828

Adopting 5G-Enabled E-Healthcare for Collaborative Pandemic Management
Amandeep Dhaliwal (2023). International Journal of e-Collaboration (pp. 1-18).

www.irma-international.org/article/adopting-5g-enabled-e-healthcare-for-collaborative-pandemic-

management/315781

Application of Information Management with Meeting Automation Tool
Andrey Naumenkoand Alain Wegmann (2002). Collaborative Information

Technologies (pp. 274-280).

www.irma-international.org/chapter/application-information-management-meeting-

automation/6683

Users' Distribution and Behavior in Academic Social Networking Sites
Omar Saad Almousa (2018). International Journal of e-Collaboration (pp. 49-65).

www.irma-international.org/article/users-distribution-and-behavior-in-academic-social-

networking-sites/232173

Making Collaborative Writing Decisions Virtually
Alexia P. Idoura (2010). Virtual Collaborative Writing in the Workplace: Computer-

Mediated Communication Technologies and Processes  (pp. 190-214).

www.irma-international.org/chapter/making-collaborative-writing-decisions-virtually/44339

http://www.igi-global.com/article/a-study-of-the-role-of-e-wom-on-social-commerce/232171
http://www.igi-global.com/article/a-study-of-the-role-of-e-wom-on-social-commerce/232171
http://www.igi-global.com/article/a-study-of-the-role-of-e-wom-on-social-commerce/232171
http://www.irma-international.org/chapter/collaboration-internationalizing-higher-education-institutions/8828
http://www.irma-international.org/chapter/collaboration-internationalizing-higher-education-institutions/8828
http://www.irma-international.org/article/adopting-5g-enabled-e-healthcare-for-collaborative-pandemic-management/315781
http://www.irma-international.org/article/adopting-5g-enabled-e-healthcare-for-collaborative-pandemic-management/315781
http://www.irma-international.org/chapter/application-information-management-meeting-automation/6683
http://www.irma-international.org/chapter/application-information-management-meeting-automation/6683
http://www.irma-international.org/article/users-distribution-and-behavior-in-academic-social-networking-sites/232173
http://www.irma-international.org/article/users-distribution-and-behavior-in-academic-social-networking-sites/232173
http://www.irma-international.org/chapter/making-collaborative-writing-decisions-virtually/44339

