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摘要 
社會化媒體的廣泛應用，促進了消費者之間、企業與消費者之間的溝通和協

作，真正由消費者驅動的購物時代拉開了帷幕，從而催生了一種新型的商務形式、

即社會化商務。社會化商務就是新生活方式的核心，這種新的生活方式會影響到

人們的溝通、互動、交流、消費等行為。 

社會化媒體的商業化是社會化商務的主要表現形式。諸如微信和 Facebook

之類的社會網路服務日漸崛起，成為主流的溝通和交易的管道。而基於社會網路

服務的線上社交群組的出現，則為線上網路環境帶來了社會化的屬性。在這樣的

環境中，參與者的行為模式，思維模式與社會關係結構都會發生明顯的變化。活

躍在線上社交群組中的消費主體的消費行為模式和傳統線下的消費者的消費模

式有什麼區別？線上社交群組中的用戶是如何在社交群組中進行商業活動的？

這種商業活動的方式和傳統的電子商務活動有何區別？  

本論文將以中國線上社交群組中的進行商業活動的社交群組為研究背景，對

參與社交群組中商業活動的成員的購買行為進行探索性分析，著重關注於社交群

組中成員的實際購買行為，並通過線上社交群組的環境特徵視角，探討線上社交

群組中成員對社交群組特徵的感知和個體價值的感知在成員實際購買行為方面

的影響，繼而實現對線上社交群組中消費者購買行為影響機制的實證性驗證，最

終提出從業者在線上社交群組中進行社會化商務的實踐思路。 

本文進行了兩項研究。首先，通過案例研究來分析社交群組中個人的購買行

為，繼而找出影響購買行為的因素。而後，第二項研究則會通過實證調查來檢驗

並說明影響社交群組中個人的購買行為的最重要因素有哪些。 

調查的結果顯示，社會化氛圍的會對社交群組成員的集體購買意願帶來具有
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重大影響。這與以前的社會影響研究結論相符，社會行動可以受語境特徵和周圍

環境的影響。同時，個人的需求，如社會需求、享樂需求和自我發現需求對群組

成員感知整個社交群組的社會化氛圍帶來重大影響。這揭示了成員感知社會化氛

圍的機制源于群體成員對所訴求的各種利益的理解和期望。 

通過本研究，一方面以群組特性作為切入點，分析社交群組成員對環境特徵

的感知在消費者購買行為方面的影響，拓展相關領域的研究，另一方面將把線上

社交群組中的社交式購買模式引入到社會化商務的研究中，為從業者參與社會化

商務提供實踐指導。因此，本研究具有重要的理論與實踐意義。 

關鍵字：社會化商務；線上社交群組；集體行為；集體購買意向；社會化氛圍  
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Abstract 
The widely used social media promotes the communication and collaboration 

between consumers, businesses and consumers, which lead to a real consumer-driven 

shopping era, and then gave birth to a new business model, namely social commerce. 

Social commerce is the core of a new way of life. The way of human life, the way to 

communication, the way of information dissemination will all be changed due to the 

popularity of social commerce. 

The commercialization of social media is the main form of social commerce. 

Social networking services, such as WeChat and Facebook, increasingly become the 

mainstream channels of communication and transactions. The emergence of social 

networking services based online social groups, brings a socialization of the online 

network environment. In such environment, the behavior patterns, thinking patterns 

and social relations structure of participants will change dramatically. What are the 

differences between the consumption patterns of consumers who participate actively 

within the online social groups and traditional offline consumers? What are the 

consumption and purchase behavior of consumers within online social groups? What 

are the motivations of a consumer within the online social group? What are the 

impacts of individual-level and group-level factors of online social groups on 

consumer’s purchase behavior? What is the relationship between purchase 

motivations and actual purchase behavior within an online social group? 

This paper will take a Chinese online social group as a research platform and 

take group members who participate in collective actions as research objects. This 
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paper takes the actual consumption patterns and social and mass characteristics of the 

online social group as a starting point. This paper investigates group members’ 

perceptions and experiences from the perspectives of the online social group’s 

essential characteristics, interactive features, interaction pattern and content of 

interaction. Then, this paper studies those factors’ impacts on group members’ 

consumption intentions and actual purchase behavior. This paper reveals the key 

factors and underlying mechenisms that influence consumers’ purchase behavior. 

Eventually, this paper proposes related marketing strategies. 

This paper takes the two studies. Firstly, this paper uses case studies to analyze 

individuals purchase behavior within the online social group. Secondly, this paper 

uses an empirical investigation to examine and explain the most important factor that 

affecting individuals purchase behavior. 

The survey results show that the social climate will have significant impact on 

group member’s we-intention to purchase. This is consistent with previous research 

findings that contextual features and the surrounding environment can influence 

social actions. At the same time, needs of individuals, such as social needs, hedonic 

needs and self-discovery needs will have major impact on their perceptions of social 

climate. It reveals that the mechanisms of group member’s perceptions of social 

climate come from the understanding and expectation of demands. 

From one side, this study will enriches and develops theories related to online 

social group and online consumption. From the other side, this study introduce a new 

model of social interaction and online purchase, namely, the interactive purchase 
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within online social group, to the research of online consumer behavior. This study 

builds up an analytical framework of online consumer and provides theoretical 

guidance for social network marketing. Therefore, this study has important theoretical 

and practical contributions. 

Keywords: social commerce; online social group; group action; we-intention to 

purchase; social climate. 
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