CITY UNIVERSITY OF HONG KONG
B AT AR

Research on Impacts of Online Social Group
on Customer Purchase Behavior under Social
Commerce Context

R B BRIR TS R B iR
BT R ENR

Submitted to
College of Business
G2
in Partial Fulfillment of the Requirements
for the Degree of Doctor of Business Administration

TreEEegLtEQu

by

Fan Chaobin
JEEAR

July 2016
—EB—NEEA



M

e LIRS Z IR - (i TORE B 1 SR EN R 2 RIS
18> HIE S Se B0l YR (CRLBE 1 MER - fEim e T — i R A s =
BItEE (LTS - 1t & bmB st A E T %L B e A T B E
NPIHERE ~ B8~ 3O~ HESTHR -

e bR LR e b FERBIP - FEAI{S 0 Facebook
AR S RS R RS - BB ORIV S E E o ARt A
MRSy &R _Ert SCRRAHAVHIER - AIlR4R D AEERIRIG 2K T S bRV I - fEERERY
it SEENT IR EEFEAST SR (RS g 8 AR E(L - )5
BEAEAR Bt SRR TS EAGHHE T R AR E AR TR E G B
AR ? & Ert SRR H T R P R A A AR A T T T R SRS BNy 2
sE e P SR E BN T R (AR Y B T R B S B A (T 1 2

A S LA TP SR BB T A TR SR B L SRR R e e S B
S B ACRHE ThRE SE R BN R B BT R TR M T S R SRS
HP R SRVE IR E TRy > IEEaR B R HAVERE R A PR R B iR
BRAH rhple B B SRR AR By RO 18 B (B (B Y I E R S B PRI BT R U7
Ay B E IR BRI OB B ST R BRGNS &
SRR B R SRR T S BRSBTS -

ASCELT T RTEPISE - Bt ARG e o et SRR TP E AR E T
Ry o @M EREET HIAE - MR - 5 AT A E e EEH a5

A IR B SRR T AN R 1T RV R EE N R AR -
S ARG REUT e B R B & B R BV RIS B S AR B A



HAE - BHLFTHH S B TR T - (LG T B ] DU SRR B A
ISP - [FRE > ([BATER > gk - EEE R E SR T kB
B R EE (A B A AL S BB AR R - 1548 T B AT & B
B AT TR R R R S PR A S A A 2 A B BRI S

B ANTTE > — 5 PAERERHECE R UKL - it SR reH e B R 2
ARHE BB S ET BTV E > SRR IR FE > 55— T mERHESR b
AR PRV B S | AZE G b Bsibse b BitEaE2 it &1t
PSR IR - ML > AbTIt EA EH A R 8l

W

TEREE -

BRSEY - e bR - R DAERCRRAE BRI R BERREE R g EAE



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



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



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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