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Table 3 Factor Loadings and Cross-loadings
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Table 5 Comparison Results between Sellers and Non-sellers
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Information Sharing Behavior in Social Commerce :
The Differences between Sellers and Non-sellers

YIN Chunxiao' , YANG Jinbi®
1 College of Computer & Information Science, Southwest University, Chongging 400715, China
2 School of Business, Jiangnan University, Wuxi 214122, China

Abstract ; With customers’ tendency to interact with others during purchase, social commerce has gained an increasing develop-
ment in the past decade. In social commerce, users’ information sharing behavior is the most frequent ohserved behavior among
users’ interactions. It also guarantees the sustainability of social commerce sites and supports the social marketing campaigns,
thus users’ information sharing behavior should be encouraged. However, the current incentives to encourage users’ sharing be-
havior are pale and lack attractions. Therefore, it is imperative to explore some individualized and customized incentives. In so-
cial commerce sites, on one hand, people who purchase products can share product- and purchase-related information; on the
other hand, some sellers can also share product-related information in order to attract customers. Users with different identity
might be driven by different incentives. Thus, in order to develop customized incentives, it is necessary for social commerce sites
to understand whether the underlying mechanisms or key factors that drive users’ information sharing behavior are different across
different user identity (. e. , sellers and non-sellers).

On the hasis of social cognitive theory, this study focuses on two types of antecedents namely outcome expectancy( including
both expected personal outcome and expected community outcome) and self-efficacy. Drawing on goal theory, the current study
expects that sellers are ego-involved users and non-sellers are task-involved users, and builds up a research model that depicts
the differences between sellers and non-sellers in the effects of outcome expectancy and self-efficacy on the information sharing
behaviors. To test proposed research model and hypotheses, an empirical study is conducted by collecting survey data from 1 177
users of “Meilishuo. com”. The Spss 19.0 is utilized to conduct measurement model analysis and t-test.

The t-test results propose that the effects of expected personal outcome, expected community outcome, and self-efficacy on
information sharing behaviors are significantly different between sellers and non-sellers. Specifically, the information sharing in-
tention of sellers is affected more by expected personal outcome and self-efficacy; while the non-sellers are inclined to be affected
by expected community outcome when they share information in social commerce sites.

Through the empirical study, we enrich the literature of social commerce by exploring the differences between sellers and
non-sellers on the key factors that influence users’ information sharing behavior. In so doing, we set light to future studies on in-
vestigating users’ information sharing behavior in social commerce sites. Our empirical findings can also provide social commerce
sites operators with guidance that user identity should be considered when establishing stimulus. With customized stimulus, oper-
ators can maintain sustainability and promote healthy development of their social commerce sites.

Keywords :social commerce ;information sharing; user identity ; goal theory; outcome expectancy ; self-efficacy
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