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ABSTRACT 

This study aims to investigate the role of social commerce construct (SCCs) in influencing emotional support, 

informational support, perceived usefulness, and perceived risk, which will increase trust in the buying process 

through TikTok s-commerce in Indonesia. This study was obtained by an online survey answered by 305 

respondents with criteria as TikTok users and have made a purchase process on TikTok at least once in the last 

three months. The results using SmartPLS 3.0 from 15 proposed hypotheses indicate two not significant 

hypotheses: emotional and informational support toward s-commerce intention, and the results of the other 

hypotheses are significant. Therefore, this research suggests practical implications that can be considered by 

companies or brands utilizing s-commerce to be able to improve buying process, which is used as a marketing 

strategy through social media to increase the intention of the consumer buying process through existing content 

created by the users. 

Keywords: Social Commerce Constructs, Social Support, Perceived Usefulness, Perceived Risk, Social 

Commerce Intention. 

1. INTRODUCTION 

The development of the internet and e-commerce 

has created online purchases of products and services 

that can occur anytime and anywhere by many people, 

in line with the increasing popularity of social media, 

which has created a new direction in electronic 

commerce called social commerce (s-commerce) [1]. 

Indonesia is a growing market where users of social 

media platforms in Indonesia have increased by 10 

million users (6.3%) [2]. S-commerce has created 

value for consumers and online sellers, and it has 

created a situation that allows them to transaction 

products or services using content created by 

consumers through ratings and reviews, 

recommendations and referrals, forums and 

communities [3]. One of the social media that has 

stolen the attention in recent years is Tiktok which has 

become the most downloaded platform globally with 

more than 65 million installs and occupies the top 

position beating four platforms owned by Facebook 

[4]. 

This study aimed to determine the role of social 

commerce constructs (SCCs) in influencing 

perceptions of emotional support, support information, 

perceived usefulness, and perceived risk [5] [6], which 

in turn will increase trust in use in the buying process 

on TikTok as an e-commerce in Indonesia. Knowledge 

of s-commerce in this study refers to [3], [7]. The 

research includes consumer interactions that refer to 

the use of s-commerce on the TikTok platform in 

Indonesia, which aims to make an empirical 

contribution in Indonesia by analyzing the role of 

SCCs, emotional support, informational support, 

perceived usefulness, perceived risk, and trust that 

influence on s-commerce intention. 

2. LITERATURE REVIEW 

2.1. Emotional Support 

Emotional support can be interpreted as a sense of 

empathy associated with a concern, understanding, 

love, the creation of encouragement between users in 

online communities that make them feel they receive 

support and are considered to be there, taken into 
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account, and valued [7]. Emotional support focuses 

more on expressing the concerns of other users so that 

it can help solve a problem indirectly [8]. 

2.2. Informational Support 

Informational support is a form of information that 

users of social networks intentionally create by 

offering input, opinions, suggestions that can provide 

relevant related information. As a result, users can 

solve the problems they are facing so that eventually, 

they can come up with new ideas or make better 

purchasing decisions [5] [9]. 

2.3. Trust 

Trust is a belief that arises from a person in the 

ability and willingness of the other party to make 

exchanges to build a business, comply with norms, and 

keep his promises [10]. Trust can exist in an online 

context with greater relevance where there is a higher 

level of uncertainty [11] [12].  

2.4. Perceived Usefulness 

Perceived usefulness can be interpreted as users 

believing that using a particular system can improve 

their work performance [13]. A good system can 

create perceived usefulness, thus making users believe 

in the system and this is one of the Technology 

Acceptance Model (TAM) [13].  

2.5. Perceived Risk 

Perceived risk can be interpreted as consumer 

beliefs that can be experienced or felt due to negative 

and uncertain conditions experienced during the 

online purchase process [14] [15].  

2.6. Social Commerce Construct 

Social commerce constructs (SCCs) come from the 

existence of s-commerce through ratings and reviews, 

recommendations and referrals, forums and 

communities [3]. SCCs are divided into [7]: 

• Ratings and reviews 

• Recommendations and referrals 

• Forums and communities  

2.7. Social Commerce Intention 

Social commerce intention is a measurement 

related to anticipating possible actions taken by 

consumers [16]. This new genre, s-commerce, tries to 

take advantage of commercial opportunities in SNSs 

by connecting through existing networks with the 

community to gain a commercial advantage.  

3. RESEARCH MODEL AND 

HYPOTHESIS 

SCCs allow users to generate and submit content 

to social networks to help other consumers get answers 

during the buying process, which can positively 

influence the intentions of other users to engage in 

various activities in s-commerce [4]. Interactions 

between users on social networks can directly affect s-

commerce intention [7]. Which can affect the behavior 

of other users and will lead to usage intentions with 

making the purchase process in s-commerce [6]. The 

hypothesis is: 

H1: SCCs positively influences s-commerce intention 

Information shared in the form of content on social 

networks or social media through SCCs will provide 

social support for consumers or other users, both in the 

form of emotional support and informational support 

that will help them during the decision-making process 

in s-commerce [17]. The main reason why people 

choose to join online forums and communities is to get 

social support, both emotionally and informationally, 

so they can exchange relevant information related to 

reviews or ratings, recommendations or referrals [16] 

and can get emotional social support because they feel 

supported by the existing community. The the 

hypothesis are: 

H2: SCCs positively influences emotional support 

H3: SCCs positively influences informational support 

Users believe that using a certain system can 

improve job performance [12]. SCCs includes several 

aspects that technology can provide various sources 

related to knowledge and information generated 

through SCCs [6]. Furthermore, the interactions 

between these users can be easily accessed through 

social networks [18], because there are many different 

contents available, which can be helpful for other users 

in searching for related information, according to what 

they need or want. [19]. The hypothesis is: 

H4: SCCs positively influences perceived usefulness 

Lack of knowledge about sellers in e-commerce 

can also increase the influence of risks detrimental to 

online shopping [20]. Consumers use s-commerce 

constructs to produce content that can be used as 

valuable information for other users on social 
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networks. It can certainly reduce the risk that other 

users in s-commerce may feel because they have 

obtained various product-related information from 

content created through the SCCs construct. As a 

result, perceived risk in s-commerce can become more 

challenging for consumers [21]. The hypothesis is: 

H5: SCCs negatively influences perceived risk 

Users on known social networks can more 

efficiently help transfer perceptions of trust to other 

relatively unknown users, which helps build trust [22]. 

For example, when users in s-commerce who already 

have high popularity in an online forum recommend a 

particular seller, other users tend to show a high level 

of trust in that seller [23]. SCCs can create social 

interaction and exchange of information to generate 

trust among their users [24]. The following hypothesis 

is: 

H6: SCCs positively influences trust 

Users' emotional and informational support has 

encouraged other users to use social networks to 

purchase products or services. Furthermore, this has 

encouraged other users to be more active in providing 

emotional support [16]. Therefore, socialization and 

social interaction between users through social media 

in social support can influence user decisions in the 

buying process in s-commerce [25]. The hypothesis 

are: 

H7: Emotional support positively influences s-

commerce intention 

H9: Informational support positively influences s-

commerce intention 

Theories about social support and trust transfer 

helped understand the effect of content created based 

on the experiences felt and shared on social networks 

that can create a sense of trust among users [22]. The 

emergence of user trust comes from social support that 

other users have provided with emotional support and 

information provided so that a sense of feeling is built 

in a relationship within social networks with user 

support through content to create a sense of trust [6]. 

Based on this description, the following hypothesis 

are: 

H8: Emotional support positively influences trust 

H10: Informational support positively influences trust 

So it can be concluded that perceived usefulness 

can influence s-commerce intention, this is because 

high interaction in content created by users or other 

consumers online can affect product sales. Although, 

after all, users feel the benefits that can be felt from the 

content [26], the exchange of information obtained 

through eWOM in the form of posted content has 

shown that there can be a relationship with consumer 

behavior that can have an impact on other users' 

purchase intentions in s-commerce [25]. The 

following hypothesis is: 

H11: Perceived usefulness positively influences s-

commerce intention 

The quality of content on social networks that 

consumers have posted can influence customers' trust 

[7]. So it can be said that perceived usefulness affects 

trust, this is because users can feel the benefits of 

content produced by users or consumers on social 

media, which can affect the emergence of trust that 

using a certain system can improve work performance 

and affect the trust of other users [17] [5]. The 

following hypothesis is: 

H12: Perceived usefulness positively influences trust 

The fact that social interaction occurs between 

users in a group is likely to be one of the main factors 

determining consumer behavior [27]. The users each 

have a great influence on the intentions of other users 

to use s-commerce [16]. Therefore, users and have an 

influence on s-commerce intention or intention in 

making the purchase process on social networks. The 

hypothesis is: 

H13: Perceived risk negatively influences s-commerce 

intention 

In the online buying process between buyers and 

sellers, there is no physical interaction in the process, 

thus making the perceived risk can be felt on trust, 

which is one of the essential factors that must be 

considered in s-commerce, so that it can help in 

reducing the perceived risk (perceived risk). risk) by 

consumers [16]. Perceived risk can affect user trust in 

the buying process on social networks [28]. The 

hypothesis is: 

H14: Perceived risk negatively influences trust. 

Trust in social networks can determine the 

credibility created due to content creation and 

activities carried out by other users [29]. So, it can be 

said that trust influences s-commerce intention 

because the content that has been produced by users or 

consumers online influences the intentions of other 

users in making purchasing decisions in s-commerce 

[5] [25]. The hypothesis is: 
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H15: Trust positively influences s-commerce 

intention. 

This is the proposed model in Figure 1. 

 
 

Figure 1. Research model 

Source: Authors’ own work 

4. RESEARCH METHODOLOGY 

4.1. Data analysis and measurements 

This study refers to previous studies [7] and [30]. 

Items adapted from previous research; Social 

Commerce Constructs (SCCs) was measured through 

the scale of [5]. The proposed scale [9] was measured 

to Emotional support & Informational support. 

Perceived usefulness is measured following the 

proposal [31]. Trust was measured through the scale 

of [16]. A survey was conducted using an online 

questionnaire to test the proposed model and with the 

items have been adopted from previous studies. 

In collecting the results of respondents' answers 

using a questionnaire data collection technique based 

on an online questionnaire in the form of a google 

form, by distributing the questionnaire in the form of 

a link and posting it on social media, either through 

TikTok, Instagram, Facebook, and Whatsapp. Using 

the purposive sampling method and a Likert scale 

measuring instrument in five levels from strongly 

disagree with 1 to strongly agree with 5. TikTok as s-

commerce users in Indonesia are the target population 

in this study. The population in this study are people 

who have used TikTok at least in the last three months 

and have made at least one purchase process on 

TikTok during that time. This study got 305 

respondents. This study uses the PLS-SEM method 

with the SmartPLS program. This method is 

considered more suitable in applying actual conditions 

that can be used using a small number of samples and 

data that does not have to be normally distributed [32]. 

4.2. Measurement and Structural Model 

This study were carried out concerning several 

assessment benchmarks. (Table 4.1) shows the value 

of validity and reliability as well as R square (R2 ), 

where the results of this validity test are measured 

based on the value of the loading factor (LA) of the 

construct indicator, which can be said to be valid if the 

factor loading value of the model > 0.7 as and the value 

of average variance extracted (AVE) > 0.5. 

Furthermore, the reliability test results of each of the 

constructs of this study were tested by looking at the 

Composite Reliability (CR) and Cronbach's Alpha 

(CA) values of each construct. In order to achieve 

good reliability, the composite reliability value is > 

0.7, and the Cronbach alpha value is > 0.7 [18]. The 

R-square value will range from 0 to 1, where closer to 

1 indicates the more significant influence of the 

selected independent variable [32]. 

Table 1. Results of Measurement & Structural Model 

Variable Indicator LF AVE CR CA R2 

RaR 

RaR1 0.862 

0.761 0.927 0.895 

 

RaR2 0.862 

RaR3 0.884 

RaR4 0.881 

FC 

FC1 0.893 

0.802 0.942 0.918 
FC2 0.906 

FC3 0.906 

FC4 0.878 

ReR 

ReR1 0.914 

0.841 0.955 0.937 
ReR2 0.925 

ReR3 0.918 

ReR4 0.913 

 ES 

ES1 0.914 

0.846 0.955 0.937 0.498 
ES2 0.905 

ES3 0.935 

ES4 0.926 

IS 

IS1 0.884 

0.839 0.940 0.904 0.489 IS2 0.929 

IS3 0.935 

PU 

PU1 0.907 

0.824 0.949 0.929 0.582 
PU2 0.896 

PU3 0.895 

PU4 0.933 

PR 

PR1 0.709 

0.774 0.931 0.907 0.068 
PR2 0.864 

PR3 0.960 

PR4 0.962 

TR 

TR1 0.839 

0.761 0.905 0.842 0.676 TR2 0.878 

TR3 0.899 

SCI SCI1 0.895 0.749 0.947 0.932 0.771 
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SCI2 0.915 

SCI3 0.890 

SCI4 0.790 

SCI5 0.816 

SCI6 0.880 

Source: Authors’ own work 

Measuring discriminant validity using the method 

of [33], with discriminant validity was evaluated by a 

correlation between constructs. Therefore, the square 

root of the AVE value of each construct must be higher 

than all construct correlation values. 

Table 2. Discriminant Validity Test Results 

 ES IS PR PU SCC SCI TR 

ES 0.920       

IS 0.635 0.916      

PR -0.267 -0.262 0.880     

PU 0.629 0.754 -0.280 0.908    

SCCs 0.706 0.699 -0.261 0.763 0.839   

SCI 0.673 0.727 -0.381 0.817 0.774 0.866  

TR 0.708 0.721 -0.339 0.706 0.729 0.762 0.872 

Note: Values in bold are square root of the AVE 

value of each construct 

 Source: Authors' own work 

(Table 2) shows that the indicators used in this 

study have good discriminant validity in compiling 

each of the variables. 

4.3. Result of Hypothesis  

This section will explain the path coefficient test 

results to obtain the t-statistic parameters for each 

relationship path used in hypothesis testing. The level 

of precision or the limit of inaccuracy (α) = 5% = 0.05 

with a t-table value of 1.64 [32]. 

Table 3. Results of Hypothesis Testing 

  OS (O) (|O/STDEV|) P-values 

SCCs  

SCI 
0.199 3.357 0.001 

SCCs  ES 0.706 25.287 0.000 

SCCs  IS 0.699 17.026 0.000 

SCCs  PU 0.763 25.335 0.000 

SCCs  PR -0.261 4.826 0.000 

SCCs  TR 0.222 3.449 0.001 

ES  SCI 0.065 1.330 0.184 

ES  TR 0.270 4.101 0.000 

IS  SCI 0.076 1.365 0.173 

IS  TR 0.262 3.355 0.001 

PU  SCI 0.395 6.462 0.000 

PU  TR 0.142 2.067 0.039 

PR  SCI -0.114 3.736 0.000 

PR  TR -0.101 2.622 0.009 

TR  SCI 0.199 2.547 0.011 

       Source: Authors’ own work 

Based on (Table 3) shows that almost all the 

hypotheses are acceptad, axcept H7 and H8 are not can 

be accepted. 

5. DISCUSSION AND CONCLUSION 

This study was conducted to determine the role of 

social commerce constructs (SCCs) in influencing 

perceptions of ES, IS, PU, and PR, which will increase 

the trustworthiness of use in the buying process on 

TikTok as s-commerce in Indonesia. The model in this 

study was tested using the PLS-SEM method with data 

from the survey results answered by 305 respondents 

who had met the criteria. The results of this study from 

15 hypotheses are almost all significant, but two 

hypotheses are not significant: ES and IS toward SCI. 

6. IMPLICATIONS 

Implications of this research can provide 

knowledge and descriptions related to a broader vision 

of consumer behavior in the buying process involving 

on s-commerce. Sellers can take advantage of the 

SCCs to be able to increase usage intentions in the 

buying process on TikTok. 

7. CONTRIBUTION 

The contribution of the article to family firms can 

help in developing a family business by taking 

advantage of the presence of s-commerce through its 

construct, also to the Covid-19 pandemic, this can be 

a contribution to start utilizing s-commerce as much as 

possible because during this covid people are starting 

to shift to using s-commerce 

8. LIMITATION AND SUGGESTION  

The limitations of this study are that it only focuses 

on one s-commerce platform and covers a fairly wide 

area, and there is no age limitation for the respondents 

in this study, as well as brand specifications. Further 

research can do it on different s-commerce by 

providing generation, region boundaries, and brand 

specifications. 
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