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Abstract

Recently, social networking sites have
begun providing commercial services and
transiting themselves to become a social
commerce platform (SCP). The aim of SCP is to
influence consumers’ purchase decision making
process through social influence. However, the
role of social influence on social commerce is
unclear. Moreover, rare researches discuss the
different influence of social desire and
commercial desire on social commerce intention
dependent on the nature of social and commercial
activities. Based on Model of Goal-Directed
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Behaviour and multiple routes for social
influence perspective, the aim of this study is to
investigate the influence of subjective norm and
social identity on social desire and commercial
desire, as well as explore the impact of those two
different types of desire on Facebook users’
social commerce intention. The results of this
research revealed that social subjective norm and
social identity significantly increase Facebook
users’ social desire. However, only commercial
subjective norm could evoke Facebook users’
commercial desire, rather than social identity.
The results also showed that compared to social
desire, commercial desire has more significant
influence on Facebook users’” commercial
intention. Finally, the discussions and suggestions
were also purposed.

Keywords: Social Commerce, Model of
Goal-Directed  Behaviour, Multiple  Social
Influence, Subjective Norm, Social Identity,
Desire
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