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Abstract
The aim of this paper is to study consumers’ purchase intention on web-based and social-based B2C e-commerce platforms. This
research is one of the first empirical studies to employ the Stimulus-Organism-Response Model (S-O-R Model) as a main
research model. The researchers found six findings which contrast with the previous literature. First, the two-way communication
tools provided by the platform are not powerful enough to significantly affect the emotional needs of online consumers. Second,
the stimulus that affect user’s interpretation of online information is the two-way communication tools provided by the platform.
Third, the risk perceived by a consumer in contemplating a particular purchase action does not significantly affect the emotional
needs of consumers. Fourth, the stimulus that affects users’ curiosity aroused while interacting with the platform is the ability of
the platform to enhance user participation in the platform’s activities. Fifth, consumers’ emotional needs significantly affect
online consumers’ purchase intention. Finally, the degree of users’ attention while using the platform significantly affects
consumers’ purchase intention.
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1 Introduction

Currently, with the rapid development of social media includ-
ing social network services, the e-commerce industry is once
again encountering major changes. It has transformed from a
product-oriented environment to a social and customer-
oriented environment. With this transformation, the new mod-
el of e-commerce has emerged and has been recognized as
social commerce [10]. Once again, customer behavior and
their decision making processes have been impacted because
of this new emerging model of e-commerce. With social com-
merce, customers can access social knowledge, information,
and experiences which can enhance their better understanding
of their online purchase purposes. Furthermore, this form of
social commerce has the ability to make customers’ purchase
decisions more informed and accurate [10].

This research focuses on investigating the effects of stimuli
on the purchase intention of consumers or customers, alongwith
the comparison of the stimuli and their effects on consumers’

purchase intention on a web-based B2C e-commerce platform
and social-based B2C e-commerce platform.

The scope of this research is focused in Thailand because,
at present, the total value of e-commerce worldwide has been
increasing exponentially and this rapid growth of e-commerce
has been clearly evidenced specifically in Asean countries.
From 2015 to 2016, Thailand was ranked third in e-
commerce growth rate (38.9%), which was behind Indonesia
(64.29%) and Malaysia (46.92%). Nevertheless, the total val-
ue of Thailand e-commerce was around 20,686million dollars
which was greater than Indonesia andMalaysia [6]. From this,
it is clearly evident that this form of retailing industry has
undergone a significant transformation period. Moreover, this
transformation has certainly affected customer behavior and
their decision making processes [10].

2 Literature review

2.1 Stimulus-organism-response model

The Stimulus-Organism-Response Model (S-O-R Model) is the
paradigm or theoretical framework developed in the Cognitive
approach, one of the typological classifications of the theoretical
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approaches of consumer behavior study. It was developed as an
attempt to understand the processes of decision making of con-
sumers individually, in groups, or in organizations. Additionally,
themodel also attempts to assess the influences of family, friends,
society, and some reference groups on the decision making pro-
cesses of consumers. The major concept of this approach holds
that consumer behavior is caused by intrapersonal cognition. The
individual consumer is viewed as an information processor and
the consuming behavior of a consumer is said to be influenced by
environmental variables and social experiences.

Specifically, the S-O-RModel is mainly used to evaluate how
stimulus affects consumers and their behavior. The model can be
separated into three parts: stimulus, organism, and response.
Environmental and social stimuli can be classified as the stimuli
which have the effects on the organism, and the response is the
consumer decision making caused by the stimuli and organism
parts of the model. Bray [3] stated that most of the modern
theorists admit that the past experiences of the consumers will
influence the processing of information and determine the infor-
mation that will be sought and received by the consumers.

Online consumers interact with e-commerce sites via their
available interactive features. These features are essential
components of online shopping platforms which may have
influences on the psychological processes of consumers and
lead to purchase intention [12]. In the context of e-commerce
sites, website interactivity is a crucial environmental stimulus
for the online buying process. Additionally, environmental
psychology provides the logical theoretical foundation for
studying the influence of interactivity on e-commerce sites
[12]. Several studies have deployed the S-O-R Model as a
theoretical framework in order to study how website features
affect website consumers and their behavior [7, 12].

According to the S-O-RModel, the environmental cues are
posited as stimuli that affect the individual’s affective and
cognitive reactions, which in turn affect behavior [12]. In the
context of e-commerce site, stimuli relate to the design fea-
tures of the platforms which consumers interact with [7, 12].
For the organism, it refers to the individual’s emotive and
cognitive systems. The response can be in many forms rang-
ing from conscious to unconscious and internal to external
[11, 12]. Many of the past studies in the context of e-
commerce sites have deployed active control and reciprocal
communication as stimuli. Furthermore, they deployed affec-
tive involvement and cognitive involvement as the organism,
and purchase intention as the response. The S-O-R Model in
the context of e-commerce sites can be depicted in Fig. 1.

2.2 Website interactivity

In a study by Jiang, Chan, Tan, and Chua [12], the researchers
utilized active control as a demonstration of mechanical inter-
activity and reciprocal communication as a demonstration of
social interactivity. Likewise, Huang [9] also employed active

control and reciprocal communication in their research frame-
work. Jiang et al. [12] also stated that active control and recip-
rocal communication have been endorsed as important concep-
tualizations in depicting interactivity. Moreover, interactivity
also affects the different types of website involvement [9, 12,
26]. Interactivity also supports consumers in the appropriate
selecting of the information that they need. Huang [9] stated
that interactivity not only affects the website involvement but
also triggers the flow experience of consumers which can be
implied as intrinsic enjoyment, and, therefore, could affect the
consumers’ purchase intention. From the previous studies, it
can be demonstrated that interactivity can be divided into two
parts: active control and reciprocal communication.

Active control refers to the capability to select information
and conduct interaction and is also normally referenced as an
interactivity feature [9]. Jiang et al. [12] also stated that the
effects of active control could be explained by principles of
existing control-related theories in that Bthe ability to control
information flow increases one’s ability to explore and under-
stand the information structure of information system^ [12].
In the context of online shopping, Jiang et al. [12] defined the
definition of active control as Bthe ability to choose informa-
tion and guide an interaction.^ Nevertheless, in the context of
social network services, Huang [9] defined active control as Ba
user perceived control by using a social networking site.^
Active control is an essential component which has an influ-
ence on website users in interactions with technology [12].
Active control of a website could be evaluated by the amount
of flexibility and freedom to control the display of product
information users receive from that website.

Reciprocal communication is defined as the ability of com-
munication between two or more entities [9, 12]. In the extant
works, there are two terms that can be interchangeably used as
reciprocal communication: reciprocity and two-way commu-
nication. Jiang et al. [12] stated that human communication
processes systematically vary with the presence or absence of
reciprocal communication. In the context of online shopping,
Jiang et al. [12] described reciprocal communication as Bthe
ability to communicate between two or more entities.^
However, in the context of social network services, Huang
[9] described this construct as Ba user perceived responsive-
ness and connection by using a social networking site.^
Websites provide the experience of reciprocal communication
to their users via their available communication tools, i.e.,
email contact and live chat. The major objective of these com-
munication tools is to provide the channels to the consumer to
engage in conversations with online website personnel, i.e.,
sales representatives. Some research studies have suggested
that the increased reciprocal communication could reduce the
relationship uncertainty and increase communication intima-
cy. Additionally, reciprocal communication could reinforce
the communication relationship when associating with shared
language, shared signs, and feedback. Huang [9] also
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suggested that the power of control over the information col-
lection of the customer will be increased when customers are
involved in communication.

2.3 Social identity

In the context of online social network sites, Cheung and Lee [5]
conceptualized social identity as Bthe self-awareness of one’s
membership in a group, as well as the emotional and evaluative
significance of this membership.^ Meanwhile, Kwon and Wen
[15] conceptualized social identity in a social network service
(SNS) context as Bthe perception of belonging to the SNS com-
munity where people have the motivation to arise social interac-
tion with others.^ Likewise, Huang [9] conceptualized social
identity as Ba user self-esteem and commitment to groups in a
social networking site.^ There are three main components of
social identity: cognitive social identity, evaluative social identity,
and affective social identity [5, 9]. For these three components,
Cheung and Lee [5] defined cognitive identity as Bthe self-
categorization process renders the self stereotypically interchange-
able with other group members, and stereotypically distinct from
outsiders,^ evaluative social as Bthe evaluation of self-worth on
the basis of belonging to a particular group,̂ and affective social
identity as Ba sense of emotional involvement with the group,
which is characterized by identification with, involvement in,
and emotional attachment to the group.^ Meanwhile, Huang [9]
also defined cognitive social identity as Bthe process of self-
categorization into an online group,^ evaluative social identity
as an Bindicator of the evaluation of self-worth to an online
group,^ and affective social identity as Ba sense of emotional
attachment to the online group.^ All these three components
can be measured by a single construct using social identity and
treated as a combined function of environment-based stimulus.

From previous studies, many researchers have found the
significant impacts of social identity in many dimensions.
Clément, Noels, and Doeneault [4] found that communication
support is significant to users who have social identity or it can
be implied that an online social network service would be
perceived as a useful tool for users who have social identity
and collaborate with other users. In addition, Arnett, German,
andHunt [2] and Simon [22] suggested that Bfactors that affect
the quality and quantity of social interactions may influence
salience of identity and the value of investing in constructing
and enhancing one’s identity.^ From this suggestion, it can be

implied that people who have higher social identity tend to
perceive in-group feeling which can positively distinguish
themselves from out-group feeling and also tend to prefer a
group that can provide them with a positive self-image. Song
and Kim [23] recommended that social identity could be an
important determinant which could affect the intention to uti-
lize a system of virtual community service or a specific tech-
nology. Furthermore, Kwon and Wen [15] also identified the
significance impact of social identity on attitude.

2.4 Perceived risk

In the classical theory of decision, the sources of risk are the
variation in distribution, subjective values, and probabilities of
the possible outcomes. Nonetheless, the theory of consumer’s
perceived risk states that the perceived risk of the consumer
generally comes from uncertainty and the prospectively unde-
sirable outcomes of the purchasing result. The more risk the
consumer perceives; the lower the probability he/she will pur-
chase the products or services. Consumers normally adopt risk
reduction strategies in order to reduce risk, i.e., finding more
information before making a purchase. Lim [16] suggested that
perceived risk is a powerful construct that demonstrates con-
sumer behavior because Bconsumers are more often motivated
to avoid mistakes than to maximize utility in their purchasing.^

In the context of online shopping, Lim [16] identified four
sources of perceived risk. The sources of perceived risk in-
clude technology, vendor, consumer, and product. Firstly, per-
ceived technology risk is the degree of individuals’ belief that
Bif they purchase products or services through the Internet,
they will suffer losses caused by the Internet and its related
technologies^ [16]. Secondly, perceived vendor risk is the
degree of individuals’ belief that Bif they purchase products
or services through the Internet, they will suffer losses caused
by Internet vendors^ [16]. Thirdly, perceived consumer risk is
the degree of individuals’ belief that Bif they purchase prod-
ucts or services through the Internet, they will suffer losses
caused by social pressure^ [16]. In this situation, social pres-
sure can be described as the pressure individuals receive from
their families, friends, or colleagues. Lastly, perceived product
risk is the degree of individuals’ belief that Bif they purchase
products or services through the Internet, they will suffer
losses caused by products^ [16]. Additionally, Vijayasarathy
and Jones [24] found that consumers’ perceived risk is a
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Fig. 1 S-O-R Model in the
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significant factor that has an influence on consumers’ online
shopping behavior. Lim [16] also stated that, in an online
shopping situation, it can be predicted that perceived risk will
have an influence on the consumer. Additionally, Mitchell
[19] observed that perceived risk is often viewed as an ante-
cedent of involvement which is a part of the S-O-R Model.

2.5 Web site involvement

The concept of purchase involvement has been extended into
the context of online shopping and online social network ser-
vices. Many research studies focus and confirm the moderat-
ing effect of involvement on purchase intention [7, 18, 25].
Irrespective of these studies, other studies have paid more
attention to web site involvement because the researchers be-
lieved that it is long-term involvement which has a direct
influence on shaping customer behavior. Another reason is
that web site involvement is a construct that has more stability
than other concepts of involvement. This conclusion comes
from the fact that the sources of the stimuli of web site in-
volvement are mainly the result of the personally relevant
experience of the consumer or knowledge derived from his/
her long-termmemory. This experience or knowledge normal-
ly reflects the consumer’s personal interest in a specific
website over a long period of time. Therefore, website in-
volvement is likely to be experience-based and remains un-
changed; however, the situation changes. This is why it is
included in this research’s framework.

Generally, many studies have investigated two main as-
pects of web site involvement: affective involvement and cog-
nitive involvement [9, 12, 13, 27]. According to these studies,
interactions with web sites encourage both affective
(emotional) effect and cognitive effect in the consumer [7,
14]. Cognitive involvement of the consumer could be raised
by website cues while he/she is interacting with a web site;
such cues could include product description and images, price,
relevant sales policies, etc. Moreover, these cues could assist a
consumer in achieving his/her shopping goal. Likewise, affec-
tive involvement with a web site of a consumer could be raised
by the features available on that web site, which could include
animation, sound, color, and peripheral information [7].

In the context of online shopping or online retailing, Kim and
Lennon [13] suggested that Bthe cognitive state concerns issues
regarding how online shoppers interpret information provided
online and form thoughts and beliefs toward the service/product
being provided.^ Users can also be affectively involved with a
social networking site through features such as friend messages,
photos, music, movies, chat windows, and game activities. In
this context, Jiang et al. [12] defined involvement as Bthe per-
ceived relevance of the web site based in the inherent needs,
values, and interests of the consumer.^ Huang [9] also defined
involvement in the same context as Ba consumer’s overall sub-
jective feelings of personal relevance.^ Additionally, Huang [9]

suggested that involvement is classified as amotivation state that
affects the extent and focus of the attention of consumers as well
as overt behaviors, i.e., shopping and consumption activities.
Specifically, for the context of online shopping or online retail-
ing, Jiang et al. [12] noted that Baffective involvement is asso-
ciated with emotional, hedonistic and it derived from value-
expressive or affective motives.^ They also explained that
Bcognitive involvement is associated with rational, thinking
and is induced by utilitarian or cognitive motives.^ In the same
context, Kim and Lennon [13] defined affective involvement as
Baffective responses [that] reflect emotions and feelings evoked
by environmental stimuli.^ In the same study, cognitive involve-
ment was defined as Bcognitive responses [that] describe con-
sumers’ internal mental processes and states, and involve mem-
ory, knowledge structures, imagery, beliefs and thoughts.^

2.6 Flow

Although the flow theory has its origins in psychology, it has
been generally used to deal with optimal user experiences with
a personal computer [17]. Flow is a complex concept which
many researchers operationalize and measure through several
dimensions. Some measure it by using two constructs, enjoy-
ment and concentration, while others measure it using three
constructs (perceived enjoyment, concentration, and curiosity).
However, another three constructs could also be used in order to
measure flow (perceived enjoyment, perceived control, and
concentration). Additionally, flow can be measured using five
constructs (control, attention, focus, curiosity, and intrinsic in-
terest). Nonetheless, most research studies have specifically
used only four constructs to measure flow, including enjoy-
ment, concentration, perceived control, and curiosity [17].

Recently, in the context of online consumer experiences or
online consumer behavior, much research in this area has initial-
ly focused on studying flow [1, 8, 14, 21]. The reason behind
this phenomenon is that people can develop positive emotions
naturally when they are in a flow state because flow is a highly
enjoyable and absorbing experience [9]. For the online consum-
er, flow could be generated by involving consumers with a
website that provides online environment. In many previous
studies, researchers have found the positive relationship between
purchase intention and return intention of online shopping and
web usage [14, 20]. In addition, flow can be used in the exam-
ination of websites’ effects on attitude and intention [8, 9].
Therefore, flow theory is included in this research’s framework.

2.7 Purchase intention

Purchase intention is classified as one format of the online ex-
perience [9]. Additionally, Huang [9] suggested that there are
two classifications of online experiences: direct product experi-
ence and indirect product experience. Direct product experience
occurs when a consumer obtains information from interacting
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with a product, while indirect product experience comes from
the experience with a product of the consumer and is mediated
by an advertisement. Direct product experience has an influence
on consumer’s expectations regarding what to purchase. The
response of the consumer as a result of this influence could be
in many forms and reactions varying from a conscious purchase
to an unconscious once [9]. Huang [9] also suggests that the
Bintention to buy online is influenced by the level of consumer’s
lack of leisure time, as in offline shopping, but also by the level
of their lifestyle.^ Regarding consumer behavior, one key dif-
ference between online and offline in that the online consumer is
generally more powerful, demanding, and utilitarian in his/her
shopping expeditions. For this reason, the loyalty of a web site’s
customer is low overall [14]; although, as in the real world,
customer loyalty is influenced by the availability of good and
relevant content in an enjoyable context [14].

Huang [9] defined purchase intention in his research, in the
context of virtual goods consumption, as Ba user willing to
buy virtual goods in a social networking site.^ Additionally,
from numerous previous studies, researchers have found a
strong influence of affective involvement, cognitive involve-
ment, and flow on purchase intention. For this reason, these
three concepts have been used to observe consumers’ online
experience in the context of an online social network.

3 Contribution

Most of the studies in the field of B2C e-commerce focus only
on web-based platforms. In addition, there are few empirical
studies of B2C e-commerce in the context of social-based plat-
forms [10]. The main objective of the research, therefore, is to
study these two contexts, web-based and social-based B2C e-
commerce, in terms of the factors that affect the consumers’
purchase intention. Among several studies, a small number of
them employ the S-O-R Model as a main research model.

This research is one of the first empirical studies set up to
compare the effects of the stimuli of online shopping platforms,
both web-based and social-based, on consumers’ online expe-
riences and their purchase intention. The study employs the S-
O-R Model as a main research model to study the effects of
these stimuli on the online experience and consumers’ purchase
intention. The researchers hope to contribute empirical evi-
dence and fill the gap in the field of B2C e-commerce.

4 Research framework and hypothesis

4.1 Research framework

The research framework was constructed according to the com-
bination of the related literature and the results from expert in-
terviews. According to the results of expert interviews, this

research focuses on the factors that are anticipated to have influ-
ences on consumers’ purchase intention at the consumer level
rather than at the organizational level. Figure 2 shows the re-
search framework with its causal relationship. The correspond-
ing hypotheses will be presented in the following subsections.

4.1.1 Online Stimuli

According to the S-O-R Model concept, in this research, there
are four variables which can represent the stimulus part (S) of
the model and are incorporated in the research framework. The
descriptions and measurements of these variables are as follows:

1. Active Control: This variable is intended to capture the
ability of the e-commerce platform to allow users to
choose information and guide the user’s interaction. The
measurements focus on the degree of controlling ability
that users perceived while interacting with the platform.

2. Reciprocal Communication: This variable is intended to
capture the ability of two-way communication tools which
the online shopping platform provides to its users. Themea-
surements focus on the degree of the abilities of these tools
that users perceived while interacting with the platform.

3. Perceived Risk: This variable is intended to capture the
degree of risk perceived by a consumer when contemplat-
ing a particular purchase action. The measurements focus
on the different types of risk and their degree.

4. Social Identity: This variable is intended to capture the
abilities of the online shopping platform which can en-
hance user participation in the platform’s activities. The
measurements focus on the different types of these abili-
ties and their degree.

4.1.2 Online experience and purchase intention

According to the S-O-R Model concept, in this research, there
are five variables which can represent the organism part (O) of
the model and are incorporated in the research framework. The
descriptions and measurements of these variables are as follows:

1. Affective Involvement: This variable is intended to capture
the emotional or affective needs of consumers. The mea-
surements focus on the degree of consumers’ emotional or
affective needs in various aspects which are arousing while
they contemplate a particular purchase situation.

2. Cognitive Involvement: This variable is intended to capture
the users’ interpretation of online information that affects
the thoughts of the users toward the products. Themeasure-
ments focus on the degree of the ability of consumers’
interpretation in various aspects which are arousing while
they contemplate a particular purchase situation.
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3. Perceived Enjoyment: This variable is intended to capture
the users’ perceived enjoyment. The measurements focus on
the degree of various types of enjoyment arousing while
consumers are contemplating a particular purchase situation.

4. Concentration: This variable is intended to capture the users’
attention while using the online shopping platform. The
measurements focus on the degree of consumers’ attention
while they are contemplating a particular purchase situation.

5. Curiosity: This variable is intended to capture the users’
curiosity aroused while they are interacting with the plat-
form. The measurements focus on the degree of the con-
sumer’s curiosity in various aspects which are arousing
while they contemplate a particular purchase situation.

6. Finally, in this research, purchase intention can be repre-
sented as the response part (R) of the model and is incor-
porated into the research framework. Purchase intention is
the variable that is intended to capture users’ willingness
to buy product(s) from the B2C e-commerce online shop-
ping platform. The measurements focus on the B2C e-
commerce online shopping platform selection by a cus-
tomer to make his/her purchase.

4.1.3 Control variables

A set of four experimental units is utilized as a comparison
standard for this research. The controls consist of four differ-
ent settings. The first setting situates the consumers in the
functional product shopping situation on a social-based B2C
e-commerce site. The second setting situates the consumers in
the functional product shopping situation on a web-based B2C
e-commerce site. The third setting situates the consumers in
the expressive product shopping situation on a social-based

B2C e-commerce site. The fourth setting situates the con-
sumers in the expressive product shopping situation on a
web-based B2C e-commerce site.

4.2 Research hypotheses

& H1a: Active control significantly affects affective
involvement

& H1b: Active control significantly affects cognitive
involvement

& H1c: Active control significantly affects perceived
enjoyment

& H1d: Active control significantly affects concentration
& H1e: Active control significantly affects curiosity
& H2a: Reciprocal communication significantly affects af-

fective involvement
& H2b:Reciprocal communication significantly affects cog-

nitive involvement
& H2c: Reciprocal communication significantly affects per-

ceived enjoyment
& H2d: Reciprocal communication significantly affects

concentration
& H2e: Reciprocal communication significantly affects

curiosity
& H3: Perceived risk significantly affects affective

involvement
& H4a: Social identity significantly affects affective

involvement
& H4b: Social identity significantly affects cognitive

involvement
& H4c: Social identity significantly affects perceived

enjoyment
& H4d: Social identity significantly affects concentration
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& H4e: Social identity significantly affects curiosity
& H5: Affective involvement significantly affects purchase

intention
& H6: Cognitive involvement significantly affects purchase

intention
& H7: Perceived enjoyment significantly affects purchase

intention
& H8: Concentration significantly affects purchase intention
& H9: Curiosity significantly affects purchase intention

5 Research methodology

This research was conducted by deploying a three-pronged
approach. Firstly, a literature review was conducted to gather
the relevant theories, concepts, and literature. Secondly, ex-
perts in the areas of web-based and social-based e-commerce
were interviewed to verify the proposed research model.
Finally, a set of questionnaires was developed by making
use of the information derived from the first two steps.
Additionally, the literature review and expert interviews were
iteratively conducted in order to revise the research framework
and the questionnaires.

5.1 Literature review

The relevant literature was reviewed to discover the theories,
concepts, and knowledge of the S-O-R Model and the rela-
tionship between online shopping platforms’ characteristics
and consumers’ purchase intention. Following this, a research
framework was constructed with the information derived from
the literature review.

5.2 Expert interviews

Expert interviewswere conducted to verify the proposedmod-
el from the previous step. Fourteen experts relating to web-
based e-commerce and social-based e-commerce were select-
ed. They are:

– three business owners of B2C e-commerce on online so-
cial network sites who have recently organized their
shops for at least one year or who have experience in
organizing their shops in the past for at least one year;

– three business owners of B2C web-based e-commerce
which are not on online social network sites who have
recently organized their shops for at least one year or who
have experience in organizing their shops in the past for at
least one year;

– four consumers of B2C e-commerce on online social net-
work sites who have had continuous purchasing experi-
ence for at least one year; and

– four consumers of B2C web-based e-commerce which
are not on online social network sites who have had con-
tinuous purchasing experience for at least one year

All of these experts were interviewed with semi-structured
and open-ended questions. The interview of each expert lasted
for thirty minutes and was recorded, transcribed, and encoded.
The results retrieved from the expert interviews are consistent
and covered all possible factors, including the Stimulus and
Organism parts of the S-O-R Model which can lead to online
consumer’s purchase intention.

5.3 Questionnaire survey

The questionnaire was constructed according to the findings
from the literature review and was subsequently revised ac-
cording to the results from the expert interviews. The ques-
tions in the questionnaire was carefully designed to explore
the essence of each construct in a straightforward manner. The
five-point Likert scale was exploited to facilitate the question-
naire as much as possible for respondents to understand and
respond meaningfully. Additionally, before the questionnaire
was actually exploited, a beta test and final revision were
conducted to ensure that the questions did not induce bias.

5.4 Experimental design

An experiment with a 2 × 2 factorial designwas conducted to test
the research model. Four treatments were constructed with two
control variables, online shopping platform (social-based/web-
based) and product type (functional/expressive). Each treatment
provided each shopping scenario to the respondents and was
exploited as an assembled instrument together with questionnaire
for data collection. The four scenarios consist of the scenario of
functional product shopping via a social-based e-commerce site,
the scenario of expressive product shopping via a social-based e-
commerce site, the scenario of functional product shopping via a
web-based e-commerce site, and the scenario of expressive prod-
uct shopping via a web-based e-commerce site.

For both functional and expressive products, an online B2C
e-commerce shop with two platforms (social-based and web-
based) was selected in order to prevent the bias caused by the
diversity of available products.

5.5 Experimental setting

Four experimental scenarios were set up; a respondent was
randomly assigned to each of these four experimental scenarios.
Firstly, the respondents were asked to respond to the demo-
graphic questions. Secondly, the respondents were asked to
go to the online shopping platform (social-based or web-based)
depending on the scenario they were assigned to. Then they
were asked to freely explore the product(s) that they would like
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to purchase. After that, they were asked to answer the questions
about the platform that they had just experienced. Thirdly, the
respondents were asked to go to another online shopping plat-
form (social-based or web-based) and perform the same course
of actions as prescribed in the previous step. Finally, the respon-
dents were asked to select the online shopping platform that
they would like to make the actual purchase on (social-based
or web-based). Additionally, they were asked to identify those
products individually.

6 Results and discussion

6.1 Results of expert interviews

The experts were categorized into four group depending on
the areas of expertise. The results from the interviews are
consistent, as shown in Table 1. Note that the figures are not
mutually exclusive.

6.2 Results of the experiment

The data collected from the experiments, both online and
offline, were merged and migrated to SPSS (AMOS) to per-
form the main data analysis, Structural Equation Modeling
(SEM). Firstly, confirmatory factor analysis (CFA) was con-
ducted in order to verify the reliability of each measurement
instrument. Secondly, a preliminary model was constructed
and then carefully adjusted to be the most optimal. Thirdly,
the proposed model was statistically analyzed with SEM
methodology and was proved to be a fit with the data, as
shown in Fig. 3. The model fit indexes are shown in Table 2.

Using AMOS, hypothesis tests were performed by using the
maximum likelihood estimation technique. The results of the
measurement show that the GFI (0.943), AGFI (0.925), NFI
(0.942), RFI (0.928), IFI (0.971), and CFI (0.971) all exceed the
cutoff values, while the CMIN/DF (1.929), RMR (0.29), and
RMSEA (0.033) met the recommended threshold criteria. The
results of the hypothesis tests can be depicted in Table 3.

As shown in Fig. 3, 15 paths of the research model were
supported. In details, these paths can be explained as follows:

& H1a: Active control significantly affects affective
involvement

The statistical analysis of SEM clearly shows that active
control has statistically significant effects on affective involve-
ment (path coefficient = 1.016, p < 0.001). Therefore, hypoth-
esis H1a is supported.

& H1b: Active control significantly affects cognitive
involvement.

The statistical analysis of SEM clearly shows that active
control has statistically significant effects on cognitive in-
volvement (path coefficient = 1.278, p < 0.001). Therefore,
hypothesis H1b is supported.

& H1c: Active control significantly affects perceived
enjoyment.

The statistical analysis of SEM clearly shows that active
control has statistically significant effects on perceived enjoy-
ment (path coefficient = 1.634, p < 0.001). Therefore, hypoth-
esis H1c is supported.

& H1d: Active control significantly affects concentration.

The statistically analysis of SEM clearly shows that active
control has statistically significant effects on concentration
(path coefficient = 0.902, p < 0.001). Therefore, hypothesis
H1d is supported.

& H1e: Active control significantly affects curiosity.

The statistical analysis of SEM clearly demonstrates that
active control has statistically significant effects on curiosity
(path coefficient = 1.301, p < 0.001). Therefore, hypothesis
H1e is supported.

& H2a: Reciprocal communication significantly affects af-
fective involvement.

& H2b: Reciprocal communication significantly affects cog-
nitive involvement.

The statistical analysis of SEM clearly demonstrates
that there is no statistically significant effect between re-
ciprocal communication and affective involvement.
Additionally, there is no statistically significant effect be-
tween reciprocal communication and cognitive involve-
ment. Therefore, hypotheses H2a and H2b are not
supported.

& H2c: Reciprocal communication significantly affects per-
ceived enjoyment.

The statistical analysis of SEM clearly demonstrates that
reciprocal communication has statistically significant effects
on perceived enjoyment (path coefficient = −0.216, p < 0.05).
Therefore, hypothesis H2c is supported.

& H2d: Reciprocal communication significantly affects
concentration.

The statistical analysis of SEM clearly demonstrates that
reciprocal communication has statistically significant effects
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on concentration (path coefficient = 0.235, p < 0.05).
Therefore, hypothesis H2d is supported.

& H2e: Reciprocal communication significantly affects
curiosity.

The statistical analysis of SEM clearly demonstrates that
reciprocal communication has statistically significant effects
on curiosity (path coefficient = 0.317, p < 0.001). Therefore,
hypothesis H2e is supported.

& H3: Perceived risk significantly affects affective
involvement.

The statistical analysis of SEM clearly demonstrates that
there is no statistically significant effect between perceived
risk and affective involvement. Therefore, hypothesis H3 is
not supported.

& H4a: Social identity significantly affects affective
involvement.

The statistical analysis of SEM clearly demonstrates that
social identity has statistically significant effects on affective
involvement (path coefficient = 1.702, p < 0.001). Therefore,
hypothesis H4a is supported.

& H4b: Social identity significantly affects cognitive
involvement.

The statistical analysis of SEM clearly demonstrates that
social identity has statistically significant effects on cognitive
involvement (path coefficient = 0.628, p < 0.001). Therefore,
hypothesis H4b is supported.

& H4c: Social identity significantly affects perceived
enjoyment.

Table 1 Results of expert interviews

Variables / Effects Percentage of Expert’s Mention of Variables or Effects

Business Owners and Consumers
of B2C Online Stores on Online
Social Network Sites

Business Owners and Consumers
of B2C Online Stores which are
not on Online Social Network Sites

Total Percentage
of All Groups

Active Control 85.71% 71.43% 78.57%
Reciprocal Communication 100% 71.43% 85.72%
Perceived Risk 100% 85.71% 92.59%
Social Identity 71.43% 71.43% 71.43%
Affective Involvement 100% 71.43% 85.72%
Cognitive Involvement 42.86% 85.71% 64.29%
Perceived Enjoyment 71.43% 42.86% 57.15%
Concentration 85.71% 57.14% 71.43%
Curiosity 100% 71.43% 85.72%
Active Control on Affective Involvement 85.71% 57.14% 71.43%
Active Control on Cognitive Involvement 42.86% 71.43% 57.15%
Active Control on Perceived Enjoyment 57.14% 42.86% 50.00%
Active Control on Concentration 71.43% 57.14% 64.29%
Active Control on Curiosity 85.71% 42.86% 64.29%
Reciprocal Communication on Affective Involvement 100% 71.43% 85.72%
Reciprocal Communication on Cognitive Involvement 42.86% 71.43% 57.15%
Reciprocal Communication on Perceived Enjoyment 71.43% 0% 35.75%
Reciprocal Communication on Concentration 42.86% 14.29% 28.58%
Reciprocal Communication on Curiosity 85.71% 42.86% 64.29%
Perceived Risk on Affective Involvement 100% 57.14% 78.57%
Social Identity on Affective Involvement 71.43% 42.86% 57.15%
Social Identity on Cognitive Involvement 42.86% 57.14% 50.00%
Social Identity on Perceived Enjoyment 57.14% 14.29% 35.72%
Social Identity on Concentration 57.41% 14.29% 35.72%
Social Identity on Curiosity 71.43% 14.29% 42.86%
Affective Involvement on Purchase Intention 85.71% 71.43% 78.57%
Cognitive Involvement on Purchase Intention 42.86% 85.71% 64.29%
Perceived Enjoyment on Purchase Intention 57.14% 28.57% 42.86
Concentration om Purchase Intention 14.29% 28.57% 21.43%
Curiosity on Purchase Intention 57.14% 0% 28.57%
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The statistical analysis of SEM clearly demonstrates that
social identity has statistically significant effects on perceived
enjoyment (path coefficient = 0.360, p < 0.005). Therefore,
hypothesis H4a is supported.

& H4d: Social identity significantly affects concentration.

The statistical analysis of SEM clearly demonstrates that
social identity has statistically significant effects on concen-
tration (path coefficient = 0.498, p < 0.001). Therefore, hy-
pothesis H4d is supported.

& H4e: Social identity significantly affects curiosity.

The statistical analysis of SEM clearly demonstrates that
there is no statistically significant effect between social iden-
tity and curiosity. Therefore, hypothesis H4e is not supported.

& H5: Affective involvement significantly affects purchase
intention.

The statistical analysis of SEM clearly demonstrates that
there is no statistically significant effect between affective
involvement and purchase intention. Therefore, hypothesis
H5 is not supported.

& H6: Cognitive involvement significantly affects purchase
intention.

The statistical analysis of SEM clearly demonstrates that
cognitive involvement has statistically significant effects on
purchase intention (path coefficient = −3.696, p < 0.001).
Therefore, hypothesis H6 is supported.

& H7: Perceived enjoyment significantly affects purchase
intention.

The statistical analysis of SEM clearly demonstrates that
perceived enjoyment has statistically significant effects on
purchase intention (path coefficient = 1.670, p < 0.05).
Therefore, hypothesis H6 is supported.

Reciprocal 

Communication

Active Control

Perceived Risk

Social Identity

Affective 

Involvement

Cognitive 

Involvement

Perceived 

Enjoyment

Concentration

Curiosity

Purchase 

Intention

Website Interactivity Website Involvement

Flow

Fig. 3 Result of structural modeling analysis

Table 2 Results of the goodness
of model measurement from
structural modeling analysis

Goodness of fit model measurement Acceptable value Pass

Relative Chi-Square (CMIN/DF) ≤ 2 ✓

Root Mean Residual (RMR) → 0 ✓

Goodness of Fit Index (GFI) ≥ 0.90 ✓

Adjusted Goodness of Fit Index (AGFI) ≥ 0.90 ✓

Norm Fit Index (NFI) ≥ 0.90 ✓

Relative Fit Index (RFI) ≥ 0.90 ✓

Incremental Fit Index (IFI) ≥ 0.95 ✓

Comparative Fit Index (CFI) ≥ 0.95 ✓

Root Mean Square Error of Approximation (RMSEA) ≤ 0.05 ✓
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& H8: Concentration significantly affects purchase
intention.

The statistical analysis of SEM clearly demonstrates that
there is no statistically significant effect between concentra-
tion and purchase intention. Therefore, hypothesis H8 is not
supported.

& H9: Curiosity significantly affects purchase intention.

The statistical analysis of SEM clearly demonstrates that
curiosity has statistically significant effects on purchase inten-
tion (path coefficient = 0.780, p < 0.005). Therefore, hypothe-
sis H10 is supported.

6.3 Discussion

The results of this study can be discussed according to the S-
O-R model. Table 4 below summarizes the research results
based on the proposed hypotheses and their results from both
the literature review and the empirical evidence.

In the construct Bwebsite interactivity,^ the variable Bactive
control^ significantly affects the Baffective involvement^ var-
iable in the construct Bwebsite involvement^ (H1a). This
means that the online shopping platform that allows users to
choose information and guide their interaction (active control)
has a positive impact on the emotional or affective needs of

consumers. This result is consistent with the previous study
(affective involvement) [9, 12, 26].

Additionally, in the construct Bwebsite interactivity,^ the
variable Bactive control^ significantly affects the Bcognitive
involvement^ in the construct Bwebsite involvement^ (H1b).
This means that the online shopping platform that allows users
to choose information and guide their interaction (active con-
trol) has a positive impact on the users’ interpretation of online
information that affects the thoughts of the users toward the
products (cognitive involvement). This result is consistent
with the previous study [9, 12, 26].

In contrast, in the construct Bwebsite interactivity,^ the var-
iable Breciprocal communication^ has no significant effects
on every variable in the construct Bwebsite involvement^ (af-
fective and cognitive involvement).

On the other hand, in the construct Bwebsite interactivity,^
the variable Bactive control^ significantly affects some vari-
ables of the construct Bflow^ (perceived enjoyment, concen-
tration, and curiosity) [9]. Firstly, the variable Bactive control^
significantly affects the variable Bperceived enjoyment^
(H1c). This means that the online shopping platform that al-
lows users to choose information and guide their interaction
(active control) has a positive impact on users’ perceived en-
joyment (perceived enjoyment). This result is consistent with
the previous study [9]. Secondly, the variable Bactive control^
significantly affects the variable Bconcentration^ (H1d). This
means that the online shopping platform that allows users to

Table 3 The results of hypothesis
tests Hypothesis Support

H1a: Active control significantly affects affective involvement ✓

H1b: Active control significantly affects cognitive involvement ✓

H1c: Active control significantly affects perceived enjoyment ✓

H1d: Active control significantly affects concentration ✘

H1e: Active control significantly affects curiosity ✓

H2a: Reciprocal communication significantly affects affective involvement ✘

H2b: Reciprocal communication significantly affects cognitive involvement ✘

H2c: Reciprocal communication significantly affects perceived enjoyment ✓

H2d: Reciprocal communication significantly affects concentration ✓

H2e: Reciprocal communication significantly affects curiosity ✓

H3: Perceived risk significantly affects affective involvement ✘

H4a: Social identity significantly affects affective involvement ✓

H4b: Social identity significantly affects cognitive involvement ✓

H4c: Social identity significantly affects perceived enjoyment ✓

H4d: Social identity significantly affects concentration ✓

H4e: Social identity significantly affects curiosity ✘

H5: Affective involvement significantly affects purchase intention ✘

H6: Cognitive involvement significantly affects purchase intention ✓

H7: Perceived enjoyment significantly affects purchase intention ✓

H8: Concentration significantly affects purchase intention ✘

H9: Curiosity significantly affects purchase intention ✓
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choose information and guide their interaction (active control)
has a positive impact on the degree of user attention while
using the platform (concentration). This result is consistent
with the previous study [9]. Thirdly, the variable Bactive
control^ significantly affects the variable Bcuriosity^ (H1e).
This means that the online shopping platform that allows users
to choose information and guide their interaction (active con-
trol) has a positive impact on the arousing of users’ curiosity
while they interact with the platform (curiosity). This result is
consistent with the previous study [9].

In addition to the construct Bwebsite interactivity,^ the vari-
able Breciprocal communication^ of this construct significantly
affects some variables of the construct Bflow^ (perceived enjoy-
ment, concentration, and curiosity) [9]. Firstly, the variable
Breciprocal communication^ of the construct Bwebsite
interactivity^ significantly affects the Bperceived enjoyment^
variable in the construct Bflow^ (H2c). Thismeans that the online
shopping platform that provides two-way communication tools
to its users (reciprocal communication) has a negative impact on
users’ perceived enjoyment (perceived enjoyment). This result is
consistent with the previous study [9]. Secondly, in the construct
Bwebsite interactivity,^ the variable Breciprocal communication^
significantly affects the Bconcentration^ variable in the construct
Bflow^ (H2d). This means that the online shopping platform that
provides two-way communication tools to its users (reciprocal
communication) has a positive impact on the degree of user

attention while using the platform (concentration). This result is
consistent with the previous study [9]. Finally, in the construct
Bwebsite interactivity,^ the variable Breciprocal communication^
significantly affects the Bcuriosity^ variable in the construct
Bflow^ (H2e). This means that the online shopping platform that
provides two-way communication tools to its users (reciprocal
communication) has a positive impact on users’ curiosity aroused
while interacting with the platform (curiosity). This result is con-
sistent with the previous study [9].

The variable Bsocial identity,^ which is one of the stimuli
variables of the S-O-R Model, significantly affects the
Baffective involvement^ variable in the construct Bwebsite
involvement^ (H4a). This means that the online shopping plat-
form which can enhance user participation in the platform’s
activities (social identity) has a positive impact on the emotional
or affective needs of consumers (affective involvement). This
result is consistent with the previous studies [2, 4, 15, 22, 23].

Additionally, the variable Bsocial identity^ significantly af-
fects the Bcognitive involvement^ variable in the construct
Bwebsite involvement^ (H4b). This means that the online shop-
ping platform which can enhance user participation in the plat-
form’s activities (social identity) has a positive impact on the
user’s interpretation of online information that affects the
thoughts of the users towards the products (cognitive involve-
ment). This result is consistent with the previous studies [2, 4, 15,
22, 23].

Table 4 Results summary
Hypothesis Support

Literature Empirical

H1a: Active control significantly affects affective involvement ✓ ✓

H1b: Active control significantly affects cognitive involvement ✓ ✓

H1c: Active control significantly affects perceived enjoyment ✓ ✓

H1d: Active control significantly affects concentration ✓ ✓

H1e: Active control significantly affects curiosity ✓ ✓

H2a: Reciprocal communication significantly affects affective involvement ✓ ✘

H2b: Reciprocal communication significantly affects cognitive involvement ✓ ✘

H2c: Reciprocal communication significantly affects perceived enjoyment ✓ ✓

H2d: Reciprocal communication significantly affects concentration ✓ ✓

H2e: Reciprocal communication significantly affects curiosity ✓ ✓

H3: Perceived risk significantly affects affective involvement ✓ ✘

H4a: Social identity significantly affects affective involvement ✓ ✓

H4b: Social identity significantly affects cognitive involvement ✓ ✓

H4c: Social identity significantly affects perceived enjoyment ✓ ✓

H4d: Social identity significantly affects concentration ✓ ✓

H4e: Social identity significantly affects curiosity ✓ ✘

H5: Affective involvement significantly affects purchase intention ✓ ✘

H6: Cognitive involvement significantly affects purchase intention ✓ ✓

H7: Perceived enjoyment significantly affects purchase intention ✓ ✓

H8: Concentration significantly affects purchase intention ✓ ✘

H9: Curiosity significantly affects purchase intention ✓ ✓
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In addition to the variable Bsocial identity,^ it significantly
affects some variables of the construct Bflow^ (perceived en-
joyment and concentration). Firstly, the variable Bsocial
identity^ significantly affects the variable Bperceived
enjoyment^ of the construct Bflow^ (H4c). This means that
the online shopping platform which can enhance user partic-
ipation in the platform’s activities (social identity) has a pos-
itive impact on users’ perceived enjoyment (perceived enjoy-
ment). This result is consistent with the previous studies [2,
22, 23]. Secondly, the variable Bsocial identity^ significantly
affects the variable Bconcentration^ of the construct Bflow^
(H4d). This means that the online shopping platform which
can enhance user participation in the platform’s activities (so-
cial identity) has a positive impact on the degree of user atten-
tion while using the platform (concentration). This result is
consistent with the previous studies [2, 22, 23].

From this study, there are three significant effects of the
variables that represent the consumers’ online experiences or
the BOrganism^ section of the S-O-R Model on consumers’
responses or the BResponse^ section of the model. Firstly, the
Bcognitive involvement^ variable in the construct Bwebsite
involvement^ significantly affects the variable Bpurchase
intention^ (H6). This result is consistent with the previous
study [9]. In addition to this result, it means that the user’s
interpretation of online information that affects the thoughts of
the users toward the products (cognitive involvement) has a
negative impact on the user’s willingness to buy the products
on an online shopping platform (purchase intention).
Secondly, the Bperceived enjoyment^ variable of the construct
Bflow^ significantly affects the variable Bpurchase intention^
(H7). This result is consistent with the previous studies [9, 14,
20]. Additionally, this means that users’ perceived enjoyment
(perceived enjoyment) has a positive impact on their willing-
ness to buy the products on an online shopping platform (pur-
chase intention). Thirdly, the variable Bcuriosity’ of the con-
struct Bflow^ significantly affects the variable Bpurchase
intention^ (H10). This means that a user’s curiosity aroused
while interacting with the platform (curiosity) has a positive
impact on a user’s willingness to buy the products on an online
shopping platform (purchase intention). Moreover, this result
is also consistent with the previous studies [9, 14, 20].

Furthermore, the results of this study can be discussed ac-
cording to the S-O-R model in the sense that the stimuli or
variables that affect the consumers’ purchase intention
through the organisms are the variable Bactive control,^ the
variable Bsocial identity,^ and the variable Breciprocal
communication.^ In this study, the variable Bactive control^
was defined as Bthe ability of users to choose information and
guide their interaction.^ The variable Bsocial identity^ was
defined as Bthe platform’s ability to enhance user participation
in the platform’s activities.^ The variable Breciprocal
communication^ is defined as Bthe two-way communication
tools provided by the platforms.^

According to this study, the variable Bactive control^ sig-
nificantly affects the variable Bcognitive involvement^ which
then affects the consumers’ purchase intention. For this rea-
son, it can be interpreted that the greater the ability of users to
choose information, the greater the ability of users’ interpre-
tation of online information, and the more likely they are to
make purchases on social-based e-commerce sites. This could
be because of the nature of social-based e-commerce sites
which can encourage participants to generate and share their
contents [10]. This situation, however, does not exist in the
web-based e-commerce sites.

Regarding the variable Bsocial identity,^ it significantly af-
fects the variable Bcognitive involvement^ which then affects
consumers’ purchase intention. This result can be interpreted as
meaning that the higher the degree of social identity, the greater
the ability users have to interpret online information, and the
more likely they are to make purchases on social-based e-com-
merce sites. This could be because of the high degree of users’
participation (social identity) in the static environment of the
social-based e-commerce sites which can lead to users’ interac-
tion, collaboration, and communication [10]. This situation,
however, does not exist in the web-based e-commerce sites.

Additionally, the variable Bactive control^ significantly af-
fects the variable Bperceived enjoyment^ which then affects
consumers’ purchase intention. Regarding this result, it can be
interpreted that the greater the ability of users to choose infor-
mation, the higher the users’ perceived enjoyment, and the
more likely they are to make purchases on web-based e-com-
merce sites. This could be because of the openness to dynamic
design of the web-based e-commerce sites which can lead to
higher perceived enjoyment. This situation, however, does not
exist in the social-based e-commerce sites.

In addition to the previous result, the variable Bactive
control^ also significantly affects the variable Bcuriosity^
which then affects consumers’ purchase intention. Regarding
this result, it can be interpreted that the more users can choose
information, the more the users’ curiosity is aroused while
interacting with the websites, and the more likely it is that they
will make purchases on the web-based e-commerce sites. This
could be because of the dynamic structure of websites’ infor-
mation which can lead to purchase intention. This situation,
however, does not exist in the social-based e-commerce sites.

Another finding is that the variable Bsocial identity^ signif-
icantly affects the variable Bperceived enjoyment^ which then
affects consumers’ purchase intention. Regarding this result, it
can be interpreted that the higher the social identity, the higher
the users’ perceived enjoyment, and the more likely they are to
make purchases on web-based e-commerce sites. This could
be because of the openness to dynamic design of the web-
based e-commerce sites, which can lead to users’ interaction,
collaboration, communication, and then lead to users’ per-
ceived enjoyment [10]. This situation, however, does not exist
in the social-based e-commerce sites.
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Finally, the last factor that affects consumers’ purchase in-
tention on the web-based e-commerce sites is the variable
Breciprocal communication.^ According to the results of this
study, the variable Breciprocal communication^ negatively af-
fects the variable Bperceived enjoyment^ which then positively
affects consumers’ purchase intention. As for this result, the
greater the two-way communication methods (reciprocal com-
munication) provided by the platforms, the lower the users’
perceived enjoyment, then, the more likely they are going to
make purchases on web-based e-commerce sites. This could be
because social-based e-commerce with numerous two-way
communication tools can lead to users’ annoyance and
frustration.

In addition, the variable Breciprocal communication^ affects
the variable Bcuriosity^ which then affects consumers’ pur-
chase intention. Regarding this result, it can be interpreted that
the more the two-way communication methods are provided by
the platforms, the more the users’ curiosity is aroused while
interacting with the websites, and the more likely it is they are
going to make purchases on web-based e-commerce sites.
Therefore, the web-based e-commerce sites that have a consid-
erable number of two-way communication methods which can
trigger users’ curiosity could enhance the consumers’ purchase
intention. Therefore, when it comes to reciprocal communica-
tion, curiosity is important for purchase intention.

7 Conclusion and implications

This research demonstrates that, according to the S-O-R
Model, when the user’s interpretation of online information
that affects the thoughts of the users toward the products (cog-
nitive involvement) is enhanced, the likelihood of the con-
sumers’ purchase intention on social-based e-commerce sites
will also increase. On the other hand, when users’ perceived
enjoyment (perceived enjoyment) and users’ curiosity aroused
while interacting with the platform (curiosity) are enhanced,
the likelihood of the consumers’ purchase intention on web-
based e-commerce sites will also increase.

7.1 Findings that contrast with previous literature

Interestingly, the results of the literature review demonstrate that
the two-way communication tools that the online shopping
platform provides to its users (reciprocal communication) sig-
nificantly affects the emotional or affective needs of consumers
(affective involvement). However, this research reveals that the
two-way communication tools provided by the platform are not
powerful enough to significantly affect the emotional needs of
online consumers, as suggested by the literature.

Additionally, this research reveals that the stimulus that
affects the user’s interpretation of online information that
affects the thoughts of the users toward the products

(cognitive involvement) is the two-way communication
tools provided by the platform (reciprocal communication).
This result is in contrast with the literature review, but con-
sistent with the experts’ opinions.

Furthermore, the empirical evidence demonstrates that the
risk perceived by a consumer in contemplating a particular
purchase action (perceived risk) does not significantly affect
the emotional needs of consumers (affective involvement).
However, this evidence is in contrast to the literature review.

The empirical evidence also demonstrates that the stimulus
that affects users’ curiosity aroused while interacting with the
platform (curiosity) is the ability of the platform to enhance
user participation in the platform’s activities (social identity).
Additionally, the experts agree with this result. However, it is
in contrast to the literature review.

According to the literature review, the results demonstrate
that online consumers’ purchase intention is affected by con-
sumers’ emotional needs (affective involvement). However,
the empirical evidence clearly reveals that the emotional needs
of online consumers do not have a significant effect on their
online purchase intention as the literature suggested.

Finally, the empirical evidence reveals that the degree of
user’s attention while using the platform (concentration) sig-
nificantly affects consumer’s purchase intention. Accordingly,
the experts agree with this result. However, it is in contrast to
the literature review.

7.2 Findings that conform to previous literature

The empirical evidence reveals that the stimuli that affect the
emotional or affective needs of consumers (affective involve-
ment) are the ability of the online shopping platform to allow
users to choose information and guide their interaction (active
control) and the ability of the platform to enhance user partic-
ipation in the platform’s activities (social identity). According
to the literature, this empirical evidence is in conformance
with the literature review.

Additionally, the empirical evidence demonstrates the rela-
tionship between the variable Bactive control^ and the variable
Bcognitive involvement.^ Furthermore, the empirical evidence
also reveals the relationship between the variable Bsocial
identity^ and the variable Bcognitive involvement.^ This em-
pirical evidence is in conformance with the literature review.

For users’ perceived enjoyment while they are using the
online shopping platforms (perceived enjoyment), the empir-
ical evidence demonstrates that the variables that affect this
variable are the variable Bactive control,^ the variable Bsocial
identity,^ and the two-way communication tools that the on-
line shopping platform provides (reciprocal communication).
These results are in contrast to the literature review.

Furthermore, the empirical evidence demonstrates that the
expected variable Bactive control,^ Breciprocal communica-
tion,^ and Bsocial identity^ significantly affect the degree of user
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attention while using the platform (concentration). This empiri-
cal evidence is in conformance with the literature review.

The empirical evidence of this study also reveals that the
variable Bactive control^ and the variable Breciprocal
communication^ significantly affect users’ curiosity aroused
while they are interacting with the platform (curiosity).
Accordingly, this empirical evidence is in conformance with
the literature review.

In addition to the previously mentioned results, the empirical
evidence of this study also demonstrates that the online users’
experiences which significantly affect consumer purchase in-
tention are the variable Bcognitive involvement,^ the variable
Bperceived enjoyment,^ and the variable Bcuriosity.^ In addi-
tion, these results are in conformance with the literature review.

8 Future study

From the current research, the results of this study can be
further generalized and expanded on. One of the possible di-
rections to expand the context is to include a mobile-based
B2C e-commerce platform. This would provide an opportuni-
ty to study more stimuli which can affect consumers’ online
experiences and purchase intentions.
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