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ABSTRACT

The growing popularity of social networking sites has made the experience of
consumers on social commerce environment different from other contexts, as
the consumers can share or reposted about a product or a brand. A latest version
of electronic word of mouth, called social electronic word of mouth (social
eWOM), has become popular for researchers and people from practice, too.
Social eWOM occurs when consumers explore any information related to
brands/ products exchanged among the users of social networking sites. The
distinct social nature of social networking sites indicates an interesting and
proper context for examining eWOM behaviours. Moreover, little research has
been published addressing the factors influencing social eWOM intentions.
Adopting the stimulus — organism — response (S-O-R) framework and Service —
Dominant theory, this study explored the impacts of social commerce
characteristics on social eWOM intentions in an integrative framework:
stimulus environment (social commerce characteristics), consumers’ internal
state (trust, customer experience, perceived value co-creation), and response
(social eWOM intention). In addition, the moderating role of individual cultural
value (individualism and uncertainty avoidance) related to the relationship
between customers’ internal state and social eWOM intentions was examined.

To gain these objectives, this study will be performed using both qualitative
and quantitative methods. First of all, the qualitative method consists of two
focus-group. The findings of focus groups confirmed four dimensions of social
commerce environment, such as information content, personalization, product
selection, and social interaction. Additionally, the relationship between trust and
customer experience was also explored. Then, a survey-based empirical study
was conducted to examine the structural model. Partial Least Square (PLS) was
applied using data collected from 325 respondents comprising users of
Facebook. The results of the study indicate that (1) information content and
social interaction do not influence customer experience; but they influence trust;
(2) personalization and product selection influence both customer experience
and trust; however, the opposite of a prediction is that product selection
negative influence trust; (3) there 1s positively interrelationship between
customer experience, trust and perceived value co-creation, and in turn (4) these
variables significantly influence social eWOM intention; (5) individualism is
moderated between trust and social eWOM intention; and uncertainty avoidance
is moderated between customer experience, trust and social eWOM intention.
Unexpected, the relationship between perceived value co-creation and social
eWOM intention is not moderated by individual cultural value. This research
provides useful and valuable insights into the theory and practice of social
eWOM. It shows how a customer shapes social eWOM intention in social
commerce environment, an area that largely remains unexplored. Additionally,
the study presents limitations and future research.
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ABSTRAKT

Rostouci popularita stranek socialnich siti zptsobila, ze spotfebitelé maji
rizné zkuSenosti z prostiedi socidlni komerce. Diky socidlnim sitim mohou
spottebitelé sdilet své zkuSenosti s produktem ¢i znackou. Word Of Mouth v
nejnovejsi elektronické podobé (socidlni eWom) je zajimavé pro vyzkumné
pracovniky i odborniky z praxe. Kdyz spotiebitelé hledaji na internetu
informace o produktu nebo znacce, vyméenuji si své zkuSenosti s dalSimi
zdkazniky na socidlnich sitich. Socidlni povaha socidlnich siti nabizi velké
moznosti pro védecké zkoumani eWOM. V rdmci zkoumani eWOM byl
publikovan c¢lanek, ktery se zabyva faktory, které ovliviiuji eWOM. Tato studie
vyuzila ramec (SOR) — Stimul, Organismus, Reakce a sluzba a zkoumala
dopady aspektli socialni komerce na eWOM v ramci: prostiedi (aspekty socialni
komerce), vnitiniho stavu spotiebitelti (diivéra, hodnoty, zkuSenost) a reakce
(socidlni eWOM). Krom¢é toho byla zkoumana 1 role kulturnich hodnot
jednotlivee (individualismus) ovliviiujici postoj zdkaznika viici eWOM.

K dosazeni zminovanych cili je v praci vyuzit kvalitativni a kvantitativni
vyzkum. Vysledky kvalitativni metody maji ¢tyfi dimenze socidlni komerce:
obsah, personalizace, vybér produktu, socidlni interakce. Dale byl prozkouman
vztah mezi divérou a zkuSenostmi zakaznikii. Poté byla provedena empiricka
studie, kterd prozkoumala strukturdlni model. Partial Least Square (PLS) byl
pouzit ke zpracovani udajii shromdzdénych od 325 respondentl, jenz jsou
uzivatelé Facebooku. Vysledky studie naznacuji, ze obsah informaci a socidlni
interakce neovliviiuji zkuSenosti zakaznik, ale ovliviiuji davéru. Vliv
personalizace a vybéru produktu ovliviluje zkuSenost a divéru zékaznika,
nicméné¢ vybér produktu negativné ovliviiuje divéru a pozitivné ovliviiuje
vzajemné vztahy mezi zkuSenostmi zdkaznikii, divérou a vytvafenim hodnot.
Tyto proménné vyznamné ovliviiuji vyuZziti socidlni eWOM. Vztah mezi
vnimanym a utvarenim hodnot se zaméfenim na socialni eWOM vSak nema vliv
na individudlni kulturni hodnotu. Tento vyzkum poskytuje uzitecné a cenné
poznatky o teorii a praxi vyuZiti socidlni eWOM. Ukazuje, jak zdkaznik formuje
socidlni eWOM v prostiedi socidlni komerce, coz je oblast, kterd do zna¢né
miry zlstadva neprozkoumdna. Studie navic pfedstavuje omezeni pro moznosti
budouciho vyzkum
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