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Abstract

The present study aimed to identify the factors affecting the perceived
benefits of social commerce for female online retail customers. The
study population was all scientific works related to the principles and
dimensions of perceived benefits of social commerce of female online
retail customers which included 50 retrieval domestic and foreign
scientific articles from 2000 to 2021. 30 articles of the mentioned articles
were selected as sample. The research was designed as descriptive
analytic one. To collect data library method was utilized. By referring
to the translated and authored books the necessary note taking on index
cards was done and the articles which had the most content concordance
and similarity; concerning the subject, key words and the model were
reviewed. Finally, the findings showed that the most important factors
affecting the perceived benefits were categorized in seven dimensions
which included; motivation, willingness to contribute to social business
information, social business participation behavior, dimensions of social
business, variables and underlying factors of trust and sharing behavior,
factors of social and individual interaction and finally gender.

© 2022 The Author(s). Published by Islamic Azad University Ahvaz Branch. This is an open-access article
uy

distributed under the terms of the Creative Commons Attribution License (http://creativecommons.org/licenses/
by/4.0), which permits unrestricted use, distribution, and reproduction in any medium, provided the original work is properly cited



Identifying the Factors Affecting the Perceived Benefits of Social... ¢ A

Extended abstract

Introduction: The main goal of social media marketing is to create a business based on
the customer orientation and reputation of a company in order to develop and manage
business. Social media marketing involves developing and establishing marketing
strategies using a social media platform to connect with related brands and manage
customer relationships. Social commerce is a concept in which people can collaborate
online, get advice from multiple people, find goods and services, and then buy them.
Social commerce may be one of the most important areas of information systems and
marketing research in the next decade. Social commerce literature has been introduced as
anew method in business since 2005 with reference to e-commerce. Social commerce has
benefited consumers from online shopping results. Today, retailers are turning to social
commerce because social media and social commerce have become an integral part of
21st century business. Social commerce is a new form of e-commerce that integrates
social media with e-commerce policy. According to the above mentioned statements, the
purpose of this study was to identify the factors affecting the perceived benefits of social
commerce for female online retail customers.

Method: The study universe was all scientific works related to the principles and
dimensions of perceived benefits of social commerce of female online retail customers
which included 50 retrieval domestic and foreign scientific articles from 2000 to 2021. 30
articles of the mentioned articles were selected as sample. The research was designed as
descriptive analytic one. To collect data library method was utilized. By referring to the
translated and authored books the necessary note taking on index cards was done and the
articles which had the most content concordance and similarity; concerning the subject,
key words and the model were reviewed.

Results: Finally, the findings showed that the most important factors affecting the
perceived benefits were categorized in seven dimensions which included; motivation,
willingness to contribute to social business information, social business participation
behavior, dimensions of social business, variables and underlying factors of trust and
sharing behavior, factors of social and individual interaction and finally gender.

Conclusions: The present study showed that the use of a number of factors can have a
positive and significant impact on the perceived benefits of the customer compared to
social business. The results of previous studies also showed that external factors such as
the use of rewards can motivate customers to participate more in sharing information in
social business. This has a positive effect on strengthening the customer's understanding
of the benefits of social business. On the other hand, based on the research, it can be
concluded that the most important factors affecting the perceived benefits in the following
seven dimensions include: motivation, desire to participation in sharing information
in social commerce, participatory behavior in social commerce, social commerce
dimensions, Variables and factors that establishing and facilitating trust and participatory
behavior, individuals and social interactions factors and finally the sexual. Indirectly, all
of the above issues affect the perceived benefits of social commerce. In social commerce,
consumers experience two types of outcomes from using social commerce features in
e-commerce: Improving the shopping and pleasure decisions that have been raised in the
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last cases brings these two results as perceived benefits of female customers.

Authors Contributions: Monira Ghahraman Shahraki: General planning of the
framework, content, editing and analysis, submission and correction. Dr. Sohela zarin Joy
Alvar: Collaboration in planning the general framework, selection of approaches, final
review and corresponding author. Dr. Narges Ebrahimi: determination and implementation
of approaches. All authors have reviewed and approved the final article extracted from the
master's dissertation of Monire Ghahreman Shahraki, supervised by Dr. Soheila Zarrinjoy
Alvar and consulted by Dr. Narges Ebrahumi.

Acknowledgments: The authors thank all the individuals who contributed to this research.
Conflict of interest: The authors declared there is no conflicts of interest in this article.

Funding: This article has not received any financial support.



‘ ‘\] K g ) (oode 5 OV-FY @MY O F) e K

@ DOR: 20.1001.1.20088426.1401.13.51.4.2 (g e
VE-J AN sallie 2l s b
VEe N callie 5l G5

oS 1531 5130 p Fio Jolge  olobid
T S g P00 B ) Ol sie  slos! Oyl

"ol (S 5 TP Sor o3 Ve ¢S e Lo e

ol pl el oo ol olKtils oylobl axlg Sl pale auSzsls « G )3k e 69,8 ol | bl IS
oyl el s ookl ol5T slZzils «ylol] a1 Sl psle sasCasls « S8 55l o ppae 05,5 Laliul Y

ol

Ob i selosa | W)l suls STHol sblse ym g0 Jolge (o lawlilds pols dgfh Sua
él:a|5‘fLmea~u)»‘_¢o.Lc)UT adS’ iy 31 O ygm0 drole> éjau_dbi Sl =g 8008 15 )
B g Jodieo a5 tuiog ua}b]— 093900 33 ) b o sloda ] Oylas 0o ST ol slalio
Yo olasi ylomo ol 31.09m Yo¥Y B Yoo Jlow 31 o2yl g odls sode ¥ Uio ) il 3L atlia
cS)STé"-'? Sl il (Lo — o gd g b aiuh Ol abiges (lg—eds 8590
O3t Ao 9 Ot b SLOUS 4o axal o Lo S 0l soliiwl aslbulis’ g, 31 wledlbl
My emlgime (=335 5 (=ila e () Fimiin 4 (Yo g amh plowil p3Y (L6101 (i
S Caledys w5 )8 anlllan 5 )90 aiBlo |y Juo 9 GumdS 5 UT5lg gy E o9 =l
(o 3aSSl ¢ ol A Gl vy Cidd 50 00l S0 sl lio ym J 50 Jmolge (ymt 5 oo O10 gLl
o Slngl e omtlain| & ylom e yliicn jLtd y ¢ omlain| & yloni el dmy SoS Jmy Lo
Jolsi gld 95516 g ,10nF 15t &y )b g Slake! o dicno) JmolgS § Lo puicio ¢ o loi|

bl o0 Commir Colod 58 9§08 9 (— Lok

T (W g 58 833 (45 o)l puiine ¢ oS Lo €yl oS5 (5! 50 1 39 ls”

dodo
S s G Hlzel 5 g o s iio Al 1 ) senS S sl el glaasln ) b L ol Bue
sals, —b,l5L .(Behzadi Nasab, Andrewage & Alboneimi, 2021) ol JSca pow 5 dawy jgtaiod
>l sl Jws o .(Cheung, Pires & Rosenberger, 2020) el )b i L Jasly, s pyo g das o gloaip Ly
oa— (social commerce) _cloz| & )log Jgmd Sl diolign ol o (slo 55 (5,58 &0y 0y g Axwgd
o8l 5l casal asls (g ) San L3 5 & g0y ol co o], 8l T j0 4 cul agpie sloial & )la ol
Dashti, Industrial & Rezaei Dolatabadi,) o5 5w |, Loyl e 5 ails 1) Slaoas 5 YIS s 15 dcogs sasie

s.zarrinjouy@iauabadan.ac.ir :asbbl, | gl 93 cp 5 Dt 1 gormno kit g5 *



o e 35 O yie el O3l o 1581 Bbl3e » Fie Jolge (bl ‘ ‘\:

¢ 015" .(Behzadi Nasab & et al., 2021) el clozxl o )low sla Jow 4l col on (sla 65 & Lo (2017

Gl Ol 5l oz 0,90 sloix| glaailu jo 39 0l (Abed, 2018) il g 5lors pmolgz dngi ¢ cloix| & low
4,8 Lo o Slbls | g Sledbl 6,58 v sloadlio = Ole—=eds 9 (Chen & Shen, 2015) ..\_jlaé)jT Sg>g
GBS G s a5 )5 oot 3 (Chatterjee & Kumar, 2020) o5 Js & )ss o gz b b a5 g5 oo
(Bai, Yao, & Dou, 2015)s5 o L]

GOl 3 gloas o (2SS ST il jslaieas () Sem sl )l Ol (sloizl sloaS—i 5l ol )8
ssloiz! gloasl, ablis .(Ha & John & Chang, 2016)aS oo ool Slwds ¢ Jsmamo L bad o ledbl 4
Oleieas .(Chen & Shen, 2015) vl oasy closa! &l g asas glis b el v S 2SIl o jlan g
b oS oo et GBS B pae 610 1) g0z sl JUS o eloa] & Lo (S 2l 0 jlod wor IS0y
51 Jolas aile T (ol (slo (Sag Gy 51 ) 0y 5 Sl o 4l 055 0y 15 40 bgy o Sl L
.(Kapoor, Tamilmani, Rana & et al., 2018) a0 sgpa |, 40,5 Lo wsgi ool g (glaia

&)z ol gl (Bai & etal, 2015) 54 i o o)1 0,3 suad iul38l 5 Jguame G 4y e slow] o ol o)
Slool ol oyl dns ;0 bl olabasy § Sledbl slapiawaw sloo)s> o St 5l (—S0 LS el ozl
Wang,) o3 zkae &)l )3 (gamizr () plsreds S 2SI )lad a0, LA Y- 2 0 Jlow 5l eloial o)l
ly 055 Laslgy oo bl oS3 pan o sloiz] sloasl, 4 5 )law sla S g oy995-3 L .(Lin & Spencer, 2019
S S s sl L3 ) sl el culys 0 a5 aS ol bzl slacsles Jols g slaizl slo ol - )b
a5 o Jypamo i o A 4y et o il sl il s sl 055 oo Ll o 5 50
Jdoas eloml ol ] nlo dNE, 2013) cul o8 15 sl (B0 S B pas sl 1) 0 )5 3590 10 (6 S i s
o 5l ool o d oy g 18 00,5 059 ol -l 039 Atad g HEOLS B pae L5 5l oW 0 3 ol
21 Al gens 10 mdiliplar ate ool o)lad 5 (celez slaaln, [ ales 5l () (cloiz]
.(Alalwan, Rana, Dwivedi & et al., 2017) c—wloas

g leas L LVl edins (B9 ,8 4y g o Lol aen Joll (ol ,8 00,5 a5 (ol anazrsgi by
4 oliely Huila, @l pla by 800 5 iy Laans 5l .(Rousta & Vabtahai, 2017) 545 oo omles 00aS' B s
danaz.250,5 coooliiwl . 90 5dn s Ol e el aile s slaslaw ) leaS i 5l Buw asdl> bl
Haidarzadeh & Kaini,) cul sl an a5 L (g5 (=3 )law 9 35 pad olaid cow sloailn 5l g )bws ],
03,3 paie Loz Sleas 0 ily o aS e sloasy 35 T sla JUIS 055 ol o o )il 457 5 b yLan (2017
.(Laura, Raul &Yolanda, 2020) u_u5 S_aS o 5 o3, ool 4 g S —< [ olog,d

)l 055 Lagl o p3¥ (il slocs b nj a8 (ole)5-iS 15 055t 5 Ot il )2 (] 05
PESES o S L VPR CONIL Y -] ESI X g IO PO PCSC SV g S :5-3000 Y K VIS U N N BTV N W WP S R WK ¥}
& lee (Amiri & Ahmadian, 2017) cul 6,-51,8 Jls j0 e pmay 0 5l o 5 o] 0 )84 pase SUIS 5
pleol Sog mSUl o jlow  miwlas L) slosa] glaaslon ;) a5 cnl S oSl o jlow 5 g JSi o claz]
Do Bas ool o a sld ) 4 a5 Ly (Jafari, Habibi & Mohammadi Dorbash, 2018) oS

.MQ@@'Wiéb‘;&j)ﬁaéP O ol pmin laml O )lag sas SThol gLl p 550 Jslse olwliss ol

>
S5 g0l 595 9 Sl dmlr (Sag3 b

Lo po (el T dS () 23550 dmalz sl (o= o g g Cepale LU sl ingl
e B o Joiinn a5 10509 (| g 3 05,5 5 b i eloia O jlai sus STyol Ll 5o sladl § (Sl
Wgod Hloicds 0,00 Ve slaai Hloo oyl laS 06 VoYV B Y w0 Jlo 5l = )5 5 Aol oo OYLA 51 b 5L

u)). & ‘_.) ~..ol



(‘\] CTR 9 9 0) (ooke 41yl [OV-FY (O AFY g oy

2l 9s

03— u.Jb Bl 4y dazl o L aS 04 (glasloulis &) gods Sledlbl 6)516—“.’&3‘*‘”5}; SBasayax>gly
).Lu)lb‘f»ljméofjb_’l?p.muawéfb_’ymw..\_u‘abul oY slogsls p b oada sz
SLlse s Fhe Jolse amals o 00285 |8 aalllas o jgn s dlo |y Jos g gudS o5l ingh g9-S90
._xia)f;é_yajs@)ugguu_&”éco)swQlw.:_.i;.oﬁw.?!:.;)L;do_x_.iu_ﬂ)al

Badl

o= ploil &' Sliedion 5 (o) b (eleiiz| )Lt 0t SThol sLalie 1 1550 5 Lo e Jslge 4o o
s asls p LagTas b3 04 ol cews 4y olaaidl

oLeST1531 (SbI 30 9 g 34501 56
bzl )lni gla)Ld ) ay jomie e o 5 038 Casil 1 00 b Joled jo 0SB pan val wlys e 055l
qubb)t@)oijd-;ﬂ‘;\isobb)w) =2 S O S 0 ki s ol Bl e i 03 SSIL 09 o
(Wang & etal., 2019) sigis o jSinlon Loy

=9y DMl m (698l bLI IS LasS slowl ol )-8 jo 1) ()15 planil 05,55l wilgs oo (95 (598 mled S
oSG liw sl bled ol az e 30 cleial O )low o culoas Ol Gldlas 5l (6 s jo (5,28, Blaal o
Jos gVl cloial gloaSils jo Sledlbl 6,135 ST oiilay 09 co el ail ;5598 elaml o Jled o
93,8 1005 co i § selan] slaaS b o oS Lin a0 8 claml Blaal L oy 5 4 g o Blaal oS
Shilal) o9 Oledlbl as oS wloy bled b )5 ¢ cloia] slacdld jo o8 Lin gy 5 anpladls 5w
.(Choi, Park & Kim, 2015) oS soliswl 35 selosxl gboaSi o bo )5 s Sledlbl 5l 50 135

100 (Sl Alwd Qi 4y 00IS B pas 0550l e g% ol 5o

0355l (Wang & et al., 2019)04 5 oo (ws—odo slailoly Jolis a5 (external motivation) g o553l -\
3o o)l cie bLs )| claiz] slaasln ) jo ledbl 25 Lt Slads L (S ym 07=X)) dies g
S a8 Sl L s lee Ly e sl sl e s 5 el il 5l 48,5 5 L,
Sledbl 6,103 STl o bled olom!| s L8 5950 30 ale oo o2 )5 Jolge il 3d slosz ]l jo
ol el ailgi oo LagT 55 (6535 aule s 5 else (el al il a3l 1550 g 5lome sl o
7 =sbeiz gleaS i o oS )L ]38l g 05 sloizlo)low o Gledlbl 6 05 ST oilag o le )57 Joles
{(Choi, Park & Kim, 2015) 5 s csio 15l  —elatin| & low 4 o (6 yiiodawgs 0amiS )0 sLlje

4 L (Ryan & Deci, 2000) el 15500 o, 81 pas i oy g0 Ly 45 (introjected motivation) g0 5,501 -¥
OB S B a0 05,50l 95 ol jo .(Ke & Zhang, 2010) el (Ylon fod b Coromny 4 00 &)l
s ol o aS i leie BaaS B man plw il se e ils (6,108 ST ilan 5o b 51 L auS o T
35,08 s Jgmazme Sledlbol ST il any oS B a ) e S ol BasS & s

el 50 HEOLS OB an L 4 oS g dio ol L a sl l (denitified motivation) o _dazsUiio 5,551 - ¥
oS o )5 Cdw S0 M e o (gl s ot a3l 05Kl EaiS B e ¢ sl lalBT o 5 5,5
Db oo lazlalo, ooyl Hliwgs o gds (oS B an Ll b sable o8 L slon] el 0351

=9 ezl sl y,Ib ol ;81 sla 33l g L o 5,55l ISl ol o (integrated mitivation)a> LS50 3.551-F
.(Wang, Lin & Spencer, 2019) ..l



oy 33 Ol g (oloder! &l ol &SN (ST ¢ Fho olge oLl ‘ ‘\:

el | Ol SleMb! o slio 55 g sbinr! s SleMbl 4 oo ylod 56

Rl o3l (55l (sLalie Ol it 00 Sl g S g a0 Sl o elotzd o jLod 4 SIS Joles
5 sl A5 3l 0,5 Sy 6 ey Ly S g 55 e aS el slaia] (gloaSm Lolol 1 g s gl s
ools a3l o8 ) lie gelass 59 35 o0 13b G ytie (pp SO o S lakal) 5 )L L slodaras
Ol el SIS 2dlg L8, (6 S o5lo] ez (Luo & Ye, 2019) asloul o YIS B jmac any addle a0 5
(Venkatesh & Davic, 2000 )sg a3 5 515 1o dly L) Sy oyl (5,28, dcd 45 Sl Jglio SLols”

(Elos | Ol b &1 Sbl 5 g el D lrs o sl U3 Wb
05l sl)ls golgs0s3 sinn ols o aS cul ol slazel (Eagly, 2013) coul pls e S jo claiz]
s o500 o 555 ST b as el ol poliielaS’ b jo siwe sg s e o Lals (6l
vy g S i b e JLds an gaicwsm po 0 U gloia] jlad b (L5 aes o lis bl 3oy g0 ol
(Wang& etal., 2019) oz lalg) co oo o Swgd

ot &5l 5kl g olal Wb

500 S0 Sledbl cmisS wolwoy cuisS.acwl 38 5T —elatn] coles p eloinl o )los sl
ke -(Karampour, Vali & Mohseni ,2020) .l )b._?).ul.. =<l Ojlw 4 Lles jmoa s S jo Sleas el S
95 2ol sleiel 5 5bo 5 peinns 18 JS3 4 g prdlinns O g0ty 02 (olaiz| O)law slal 45 wilai sl
e i slaiz| Julse 14 (Taghi Pourian, Kathiri & Shakiba, 2020)s 135 Lro)...,b Ok yiin g L8, C s
aals o Lal geloial slaaSes 5l oyl 5 w5 S 1 olo

Sledo! (5 51IFES il 4 568 § Shde! Jlodine; Jolge § s ko

G STl ey a8 oy o aalg ayas Ll Lol sy oxie Logs) oLzl 0T edlalss 4o
500 S0l cogas > 45 ouis 0 Ll Sligdss 5 o (Dwyer, Hiltz & Passerini, 2007)s ls 5 oLedll
Almadhoun, Du-) &l Lag po SleMbl 5,135 ST il gzgr b6 jabay cloialaSi glasl jluw an sloel
(soyar o > Lo SIS sl e Lin (2012) 4 Shin (2010) alez | IS ia g3, (rai Dominic, & Woon, 2011
390 oo lan (elesal Al (sla g sl osliil ol g Sledlal 0 5 IS il s oo ] 0550 5 slel
&S S il gl o 00ST i G Jole SO slasiel o lo o s Salehan, Kim & Koo (2016) (gla_slUas
olazel g ol cogdedy ails 5l sloazel s o9 v > 5 Cial 45 ol (Al 3 eyl il Sl
.(Gupta & Dhami, 2015 ; Sukhu, Zhang & Bilgihan, 2015)ac_v» )Lu’)....l.» S| 6,188 STzl oo STl
e 9 Jelse om Fie e ) (eleizl o S g Coliw 0g udS elatzl o)l il ;00 Slalllas )
.(Maia, Lunard, Longara & Munhoz, 2018) el oais 5y Sledlbl ¢ 135 S il onS

&3P 9 (Lol ol sl
Slaiely ol )5 s slatel iz g 200,53 )5 ol g 4y slotel (19 1 odinne 9kt (53,5 (sLn 9SS
33 (59, bowiimo Sledl yols a4y Jiled cogdledy .5 )ls 55U ledl (28,5 ¢ ol 4y biled (59, bowiimnn Culw g &
Liou, Chih, Hsu & Huang,) .a_S o3 sl ,Lsd) el ledlbl 28 5 4 les a5’ Jo j30 o ;b (6 a8 ST il as
o558 ol Jsl 05,5 1iloais (g0 dias 09,5 55 4y (5 3lme galgz yo Lidls STl 1y 385U sl e (2015
il polazsl (59,8 sl S pgd 09,5 g diwd (535 (o slodiel g il Jols sl )lnin) (slodiz g (agtde



@\: Ca B 9 O) (oe 4 i3 [OV-FY (OINY ANFY ot

Kazemi, Vahidi) ao_ily oo 008 )0 (6,155l 5008 )0 Lol o S o o iilo STl ol Sog3 jlasle e as
.(Motlagh & Vahidi Motlagh, 2014

a5

iz i B

o oy .(Hajli,2015)&_...J)I.lfﬁ.'?t"QLc)LL:I‘5)|.lf~S|J;_;L|)L';é)ﬂ‘_g)Ué).A,aéjb;)_iSé_i).b}I;ﬂ_m;_?

Sleslalysgs cat s oledbl sag o e wxiws 5 Jé cloix! glaasi )0 (5 a5 sas oo lis
stz s BB Hebay Solez ) 5 (5 Bk oS oo Jlasl ] (6268 (mogad oy Dlardaii 50135 o
Shalagcolw sloslaul jo YL gw gloog 5 o)) )5 sl adads Ld pglal ST il s cogas o> 00

.(Malik, Hiekkanen & Nieminen, 2016) siwe Jlad , S (SJoLO? Sloladl (58,5 Las 5 g yygual ,l0 5

S 5 Ao 9 Som
Sloass Gk jllag T s el 0 ar o) gelsz 3 oo po elazzl sloaSlis 5l 5 S o e 559l slio o
39, <l 0gzgdan dzgi Ly as lA5 o ST dlan ], 055 sl 2o coledblializn slaoss s, o) )0 closz]
Crol 950 Sl (0T lb 5 Soms 4T (3535 0oy ogatas syl Sl S 1 5 alis ;5 (93-S
2l ol s B iy 10 &l 65 ol A Cad (5 e Ja gl 00l )0 (Ll e 5 5,55 g9 conedly
ol ghocws bl s o plssil |y (6 )by 3 895 Y gasrs oo 4y i o)L
IS Ly 5 02385 o 8l 30 g S0 a3 51 LT il 35S 3T g 0l e an a9y
195 00l eloial &)l jloanSTyol gLl paS (6,50 5 )b piion (0 5:50] Conl a4z 65 [0 090 anlg>
@ bles ail ails ggbg0 cpl dny Cod (5 T sllas STyol g 03Kl oo iS B raca s ol 50em 0 nlssa oo
dales Sin 095 sla,las s Dby o e 8L ,0 Y sasms (Dl (6 A5 ST oilan 5 g pSUlos, >
535 Sl 5 ot 5 e 3 0l Ll 5 55 58,5 45 ol i o Al i
Jolgs aS ols ol 55 L8 Slalas gl i e ol il seloial O jlow 4y Coms (5 iiin Jawgi 0u

Ol yo Sledbl (6,138 ST pilay o st o8 Liw gl )b i jo ailys oo o iloly sl eslaul asle > >
Oyl melaim Ol (sl 4y Cuid (6 i S50 Co gl )0 Sl Sl £adee cpl 4S 0S5 Sl sl eloiz ]
Gl (e S (6 s ] 4015 (6,5 SV g Sae aiS log ABe 1 S A S GlasgFay elaixlas s >l b
Sleacal el sa s Sy bl s codte 1l i ué jobody willys o elodal (g5l aSi il Slons 4l (gl
blre = e Jelse (m St 45355 ()55 Saled ) (g0 Beods 50 ad e cllas el 1 ;500 (S5
(sl o jlos a8 i (ld) « clasal o) low cleMbl any SaS led o 3 5l ol asy i j0 00 STl
5 s—=loszl Jolss lo giS1e (g a5 ST ol any JLud ) g slaiel smace; Jolge 9 Lo puiiio o cloia| & Lo olal
u)leuOM&S‘)Q'G[—)‘}AJJOJ—M}C#Q)'F,QMW}*&Q}WQ&ML}@M—?WL&J)QB‘SQH
3 =zl g gla Sg oolaul I ases go 90 (B0 iS B pan o el & lo o000 30 cloa]
|y 4 90 pmlond = han o )lee Culgd jo 48T DA g 0 15 Dlosonal Sgge 1S o d 25 | ) S 2SIl O Lo

1o ol e 4y 5 b e 00 Sy Ll e yleeay

(JdoS g 325 5 il g lomome cogz )l (AT (=) aslin 1S ot (e 48 0 e FOWT i 5 S5l (o
Lo ,S5g, olsedl( IS Co )l (5, 4l jo )80 )lsl (g9 ()5 T 550 izl 5 JLw)|
W B dim g5 den Lo S0 2l 5 G (el pl oS 5 50 - S odi g8 5 (ol 2
Al il 5 Al L slad 5 Sl alie .aslesges ol g osls jI 8 w0 el adlie les
Dl oo (el pl o5 5 58 09t g sl (S5 (s Mt =SS (el ay (S et (Slo o 0 e



L e O3 Qb e (Eloir | Dl oul ST1HON (Lo p Fae olas (ollid ‘ ‘\:

o Gt Gl JoST j0 Do g ot L aS LS daen i) sem Sid il o B oy 5 16 )1 Filiw
)l oo el alos g

w‘ 0dLS w)bf ulfwj.: Ja...uj.’ GxSLZ.n LP)L'" c..lb o UJ‘ )J :éél?& ub)w
el 0095 1055 1 o colos 5l allis ol Jbo @b

References

Abed, S. (2018). An empirical examination of Instagram as an s-commerce channel. Journal o f
Advances in Management Research, 15(2), 146-160. DOI: 10.1108/JAMR-05-2017-0057

Alalwan, A- A., Rana, N- P.,, Dwivedi, Y. K., & Algharabat, R. (2017). Social media in marketing:
A review and analysis of the existing literature. Telematics and Informatics, 34(7), 1177-1190.
URL.: https://doi.org/10.1016/j.tele.2017.05.008

Almadhoun, N- M., Durai Dominic, P. D., & Woon, L. F. (2011). Perceived security, privacy,
and trust concerns within Social Networking Sites: The role of Information sharing and
relationships development in the Malaysian Higher Education Institutions’ marketing. /EEE
International Conféerence on Control System, Computing and Engineering, Penang, 25-271),
426-431. URL: URL: 10.1109/ICCSCE.2011.6190564

Amiri, H., & Ahmadian, A. (2017). The effect of electronic banking on the profitability of the
banking network. Quarterly Journal of Strategic and MacroPolicies, FourthYear, 16(1), 69-92.
[Persian] URL: http://www.jmsp.ir/article 47918.html

Behzadi Nasab,S., Andrewage, L., & Alboneimi, E. (2021). Designing a social media marketing
model for chain stores based on brand equity from a consumer perspective. Business
Management, 13(50), 112-129. [Persian] URL: https://civilica.com/doc/1251418/

Bai, Y., Yao, Z., & Dou, Y. F. (2015). Effect of social commerce factors on user purchase behavior:
An empirical investingation from renren. International Journal of Information Management,
35(5), 538-550. DOLI: 10.1016/j.ijinfomgt.2015.04.011

Chatterjee, S., & Kumar, A. K. (2020). Why do small and medium enterprises use social media
marketing and what is the impact: Empirical insights from India. International Journal of
Information Management, 53(1), 102-103. DOI: 10.1016/].ijinfomgt.2020.102103

Chen, J., & Shen, X. L. (2015). Consumer’s decisions in social commerce context: An empirical
investigation. Decision Support System, 79(1), 55-64. DOI: 10.1016/j.dss.2015.07.012

Cheung, M. L., Pires, G., & Rosenberger, P. J. (2020). The influence of perceived social media
marketing elements on consumer—brand engagement and brand knowledge. Asia Pacific
Journal of Marketing and Logistics, 32(3), 26-35. DOI: 108/APIJML-04-2019-0262

Choi, 1., Park, H., & Kim, J. K. (2015). The relationship between motivation and information
sharing about products and services on Facebook. Behaviour & Information Technology, 34(9),
858-868. URL.: https://doi.org/10.1080/0144929X.2014.988177

Dashti, M., Industrial, A., & Rezaei Dolatabadi, H. (2017). Designing a model of factors affecting



@\: Ca B 9 O) (oe 4 i3 [OV-FY (OINY ANFY of

customer participation in social business with an approach to stimulus-living- response model.
Journal of Modern Marketing Research, 7(2), 17-42 .[Persian] URL: https://nmrj.ui.ac.ir/
article 21796.html

Dwyer, C., Hiltz, S., & Passerini, K. (2007). Trust and privacy concern within social networking
sites A comparison of Facebook and MySpace. Proceedings of the Thirteenth Americas
Conference on Information Systems, Keystone, 9(12), 1-14. URL: https://www.researchgate.
net/publication/220889809

Eagly, A. H. (2013). Sex differences in social behavior. A social-role interpretation Psychology
Press. New York: Lawrence Erlbaum. URL: https://doi.org/10.4324/9780203781906

Gupta, A., & Dhami, A. (2015). Measuring the impact of security, trust and privacy in information
sharing: A study on social. Journal of Direct, Data and Digital Marketing practic, 17(1), 43-
53. URL: http://dx.doi.org/10.1057/dddmp.2015.32

Haidarzadeh, K., & Kaini, A. A. (2017). Marketing of store sales (retail.). Tehran: Publishing
Science. [Persian] URL: https://www.gisoom.com/book/11354307

Hajli, N. (2015). Social commerce constructs and consumer’s intention to buy. International
Journal of Information Management, 35(2), 183-191. URL: https://doi.org/10.1016/j.
ijjinfomgt.2014.12.005

Ha, H. Y., John, J., & Chang, Y. K. (2016). Temporal effects of information from social network
on online behaviour: The role of cognitive and affective trust. Internet Research, 26(1), 213-
235. DOI: https://doi.org/10.1108/IntR-03-2014-0084

Jafari, S. M. B., Habibi, P. S., & Mohammadi Dorbash, Z. (2018). The effect of social business
characteristics on trust and willingness to participate. Journal of Business Management, 10(4),
777-794. [Persian] DOI: 10.22059/jibm.2018.249527.2905

Karampour, A., Vali, A., & Mohseni, Q. (2020). Explaining the customer behavioral intention
model based on the dimensions of social business with emphasis on user trust (Case study:
Telegram social network). Management and Entreprenecurship Studies, 6(31), 26-31. [Persian]
URL: http://noo.rs/h7TN7

Kazemi, M., Vahidi Motlagh, T., & Vahidi Motlagh, S. (2014). Investigating the impact of
influential factors on knowledge sharing in iran’s virtual communities. Public Management
Research, 7(21), 107-128. [Persian] URL: http://ensani.ir/fa/article/author/159733

Kapoor, K. K., Tamilmani, K., Rana, N. P,, Patil, P., Dwivedi, Y. K., & Nerur, S. (2018). Advances
in social media research: Past, present and future. Information Systems Frontiers, 20(3), 531-
558. URL: https://www.researchgate.net/publication/320882912

Ke, W., & Zhang, P. (2010). The effects of extrinsic motivations and satisfaction in open source
software development. Journal of the Association for Information Systems, 11(12), 786-808.
URL: http://dx.doi.org/10.17705/1jais.00251

Liou, D. K., Chih, W. H., Hsu, L. C., & Huang, C. Y. (2015). Investigating information sharing
behavior: the mediating roles of the desire to share information in virtual communities. Information
System and e-Business Management, 14(2), 187-216. DOI: 10.1007/s10257-015-0279-2

Lin, S. W. (2012). The effects of motivations, trust, and privacy concern in social networking. Service



oV e O3 Ol sl eloiar ! O lxd ool T30 SbTs0 9 JFEo Jolge (Lol ‘ ‘\:

Business, 6(4), 411-424. URL: https://ideas.repec.org/a/spr/svcbiz/voy2012i4p411-424. html

Luo, Y., & Ye, Q. (2019). Understanding consumers’ loyalty to an online outshopping platform:
The role of social capital and perceived value. Sustainability, 11(19), 53-71. URL: https://doi.
org/10.3390/su11195371

Maia, C., Lunardi, G., Longaray, A., & Munhoz, P. (2018). Factors and characteristics that
influence consumers’ participation in social commerce. Revista de Gestdo, 25(2), 194-211.
URL.: https://doi.org/10.1108/REGE-03-2018-031

Malik, A., Hiekkanen, K., & Nieminen, M. (2016). Privacy and trust in Facebook photo sharing:
age and gender differences. Program, 50(4), 462-480. URL:10.1108/PROG-02-2016-0012

Ng, C. S. P. (2013). Intention to purchase on social commerce websites across cultures:
A cross-regional study. Information & Management, 50(8), 609-620. URL: 10.1016/.
im.2013.08.002

Laura, L-P.,, Raul, P. 1., & Yolanda, P. R. (2020). How situational circumstances modify the
effects of frontline employees’ competences on customer satisfaction with the store. Journal
of Retailing and Consumer Services, Elsevier, 52(C), 101905. URL: https://doi.org/10.1016/j.
jretconser.2019.101905

Rousta, A., & Vabtahai, A .(2017). Consumer behavior. Tehran: Sargol Publishing. [Persian]
URL: https//www.gisoom.com/book/1395355

Ryan, R. M., & Deci, E. L. (2000). Self-determination theory and the facilitation of intrinsic
motivation, social development,and well-being. The American Psychologist, 55(1), 68—
78. URL: https://doi.org/10.1037/0003-066X.55.1.68

Shin, D. H. (2010). The effects of trust, security and privacy in social networking: A security-
based approach to understand the pattern of adoption. Interacting with computers, 22(5), 428-
438. URL: https://doi.org/10.1016/j.intcom.2010.05.001

Salehan, M., Kim, D. J., & Koo, C. (2016). A study of the effect of social trust, trust in social networking
services, and sharing attitude, on two dimensions of personal information sharing behavior. Journal
of Supercomputing, 74(8), 3596-3619. URL.: https://doi.org/10.1007/s11227-016-1790-z

Sukhu, A., Zhang ,T., & Bilgihan, A. (2015). Factors influencing information-sharing behaviors
in social networking Sites. Services Marketing Quarterly, 36(4), 317-334. URL: http://dx.doi.
org/10.1080/15332969.2015.1076697

Taghi Pourian, M. J., Kathiri, S., & Shakiba, A. (2020). The effect of social factors on customers’
intention to buy on social networks through trust in the seller and the product. Marketing
Management, 15(48), 33-45. [Persian] URL:https://jomm.srbiau.ac.ir/article 16648.html

Venkatesh, V., & Davis, F. D. (2000). A theoretical xtension of the, Technology acceptance model:
Four longitudinal field studies. Management Science, 46(2), 186-204. URL: http://dx.doi.
org/10.1287/mnsc.46.2.186.11926

Wang, X., Lin, X., & Spencer, M. K. (2019). Exploring the effects of extrinsic motivation on
consumer behaviors in social commerce: Revealing consumers’ perceptions of social commerce
benefits. International Journal of Information Management, 45(1), 173-175. URL: http://
dx.doi.org/10.1016/j.ijinfomgt.2018.11.010



