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ABSTRACT

Thisstudyaimedtoexaminehowinformationquality(IQ)attributesaffectperceivedusefulness
andcustomersatisfactionofSNS-basedcommercefromtheperspectiveofMalaysianSNSusers.
Although many studies have been conducted to identify possible IQ attributes in the context of
e-commerce,onlyalimitednumberofstudieshavetestedandexaminedthedirecteffectsoftheIQ
attributesonperceivedusefulnessandcustomersatisfaction,particularlyinthes-commercecontext
(i.e.,SNS-basedcommerce).ThedatafromMalaysiarespondentswerecollectedthroughanonline
survey,usingasnowballsamplingtechnique.Thehypotheseswereanalysedusingmultiplelinear
regression.Theresultsindicatedtheperceivedusefulnesswassignificantlyaffectedbycompleteness,
easeofunderstanding,andpersonalization.Customersatisfactionwassignificantlyaffectedbythe
completenessandperceivedusefulness.However,neithertheaccuracynortimelinesshadaneffect
on perceived usefulness or customer satisfaction. The findings suggest that completeness is the
strongestattributeofIQ.
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INTROdUCTION

TheevolutionofWeb2.0andsocialmediahascausedashiftfromconventionalelectroniccommerce
(e-commerce) to social commerce (s-commerce). S-commerce is a new concept in the study of
e-commercemarkets;asaresult, ithasbeendefinedindifferentways.LiangandTurban(2011)
suggestedthattherearethreeessentialelements(socialmedia,community,andcommerceactivities)
thatmustbeconsideredwhendefinings-commerce.S-commercecanbedefinedasaformofonline
businessthatcombinese-commerceandsocialmediatoprovideconsumerswithdailydealsandto
facilitatethebuyingandsellingofproductsandservices(Stephen&Toubia,2010).Socialmedia
referstoInternet-basedapplicationsoperatedinWeb2.0thataredesignedtoattractvisitors(e.g.,
customers)toonlinedestinations[e.g.,socialnetworkingsite(SNS)-basedcommerce].Web2.0is
seenasaplatformforharnessingcollectiveintelligence(Kaplan&Haenlein,2010).Oneofthemost
populartypesofsocialmediaisSNS,whichconsistofweb-basedservicesthatallowindividualsto
socializeandbuildtheirownvirtualnetworkcommunitiestocommunicateandshareinformation,
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astheywouldinreal-life(Boyd&Ellison,2008).Hence,inthes-commercecontext,SNSisdefined
asatooltoaccomplishbuyingandselling-relatedactivitiesthatinvolves,sharingonlineshopping
experiencesandsharinginformationabouttheproductsandservices.

InMalaysia,s-commercefirstbecamepopularin2010andgrewrapidly.Ithasbeenreportedthat
SNS,particularlyFacebook,haveplayedanimportantroleinthegrowthofs-commerce.According
toWong(2014a;2014b),91%ofMalaysianonlineusershaveshoppedonline,and40%ofthemhave
usedanSNS(i.e.,Facebook)asanonlineshoppingplatform.51%oftheseuserstypicallystarttheir
onlineshoppingbydiscoveringitonFacebook.Asforonlinesellers,36%ofthemrespondedthat
anSNSisthepreferredplatformtoselltheirproductsandservices.Forsellerswhoarenotcurrently
selling their products online, 74%preferred to conduct their onlinebusiness throughSNS (e.g.,
FacebookandInstagram).TheseresultsimplythatSNSisanacceptablee-commerceplatformin
Malaysia.Theincreasedpopularityanduseofe-commerceinMalaysiahavebroughtaboutseveral
problemswithonlineshopping.ThemajorconcernsofMalaysianonlineshoppersarefraud,trust,
security,anddissatisfaction,indicatingthatMalaysiansstilllackconfidenceine-commerce(Wong,
2014c).In2012,theCompaniesCommissionofMalaysiaintroducedanewregulation(Consumer
Protection:ElectronicTradeTransactionsRegulations2012)toprotectcustomersandtoincrease
theirconfidenceinactivelyparticipatingine-commerce.Thisregulationwent intoeffect inJuly
2013.Underthisregulation,onlinesellersmustdisplaytheirbusinessnameandregistrationnumber
ontheirSNSpages.Enforcingthisregulationisexpectedtodecreaseonlineshoppingfraud.The
issueofdissatisfaction,particularlyasitrelatestoproductsandservicesshouldbehandleddirectly
bytheonlinesellersinordertoensurethattheyretaincustomersandmaintainclientrelationships
(Schauppetal.,2009).

Despitethepotentialbenefits(e.g.,savingtimeandmoneyandeasilyaccessinginformation)of
SNS-basedcommerceinMalaysia,thereisnoguaranteethatcustomerswillnotexperienceproblems.
Infact,customersareoftenexposedtoproblemssuchasonlinefraud(Wong,2014c).SNS-based
commerceisaninformationcenterwhereirresponsiblesellerscantakeadvantageoftheopportunity
topersuadecustomersbymanipulatinginformation.Failuretocontroltheseproblemswillleadto
abadreputationforSNS-basedcommerce.Asaresult,offlinecustomerswillfeelreluctanttoshop
onlineandwilllosetheirconfidenceinSNS-basedcommerce.ThisissupportedbyWong(2014a),
whoreportedthat37%ofcustomersinMalaysiadonotshoponlineowingtosecurityconcerns,and
that35%donottrustonlinesellers.Asforcurrentonlinecustomers,theproblemstheyfacemaylead
themtobecomedissatisfiedwithSNS-basedcommerce.Dissatisfactionissometimescausedbythe
waytheinformationispresentedinSNS.

Based on the above discussion, information is considered to be the important element that
customersneedtomakee-commercedecisions.Therefore,theinformationqualityofonlinesellers
affectscustomersatisfaction.Thisiswidelysupportedbymostofthestudies(Wang&Liao,2008;
Sharkeyetal.,2010;Zaied,2012;Filieri&McLeay,2013;Chenetal.,2016;Ghasemaghaeiand
Hassanein, 2016) that have been conducted in this area. When customers are satisfied with the
informationprovidedbyonlinesellers,theystarttoperceiveSNS-basedcommerceasuseful.When
this happens, SNS-based commercebecomesbeneficial to the customers, and theymight use it
continuously.Thisleadstocustomerloyaltyandrepurchasebehaviors,consequentlyenablingsellers
toestablishandmaintaintheclientrelationshipswhilesustainingaprofit(Schauppetal.,2009).
Hence,priorityshouldbegiventounderstandingtheinformationqualitydeterminantsthataffect
customersatisfactionfromthecustomers’perspective.S-commerceisstilldevelopingandisanew
salesplatforminMalaysia.Therefore,veryfewstudieshavebeenconductedinthefieldofs-commerce,
particularlystudiesrelatedtoinformationquality.Littleisknownofconsumers’perceptionstowardthe
informationqualityofSNS-basedcommerce.WeemployedandadaptedtheIS(InformationSystem)
successmodel(DeLone&McLean,2004)toexaminetheeffectsofinformationqualityattributeson
customersatisfactioninSNS-basedcommercefromthecustomers’perspective.
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Toachievetheaimofourstudy,weintroducedtheterm“SNS-basedcommerce.”Inthisstudy,
SNS-basedcommerceincludestheuseofaseller’sSNS(e.g.,Facebook,Instagram,andTwitter)page
byusers(i.e.,customers)whenshoppingonline.Thepurposeoftheseller’sSNSpageistopromoteand
sellproductsandservices.Theusers’shoppingactivitiesarerelatedtosearching,ordering,booking,
andbuyingproductsandservicesfromtheSNSorareinitiatedbytheSNS,whichinvolvei)ordering
orbookingproductsorservicesthroughtheseller’sSNSpageandpayingforthepurchasethroughan
onlinebankingtransaction,manuallytransferringthepaymenttotheseller’sbankaccount,orpaying
fortheproductorserviceupondelivery;ii)searchingforproductsandservicesviatheSNSwiththe
intentiontomakeapurchase;andiii)findingtheseller’sSNSpageleadsthecustomertotheseller’s
onlineshoppingwebsite,wherethecustomercanshoponlineandcompletehisorhertransaction.
SNS-basedcommercecantaketheformofcustomer-to-customer(C2C)orbusiness-to-customer
(B2C)commerce(Shanmugam&Jusoh,2014).Thisstudyfocusesonthesetwotypesofcommerce.

Therestofthispaperisorganizedasfollows.Section2offersabriefoverviewofthetheoretical
backgroundofthestudy,focusingmainlyonpreviousmodelstoinvestigatecustomersatisfactionof
s-commerce.Section3presentsthecurrentresearchmodelandhypotheses.Section4explainsthe
researchmethodandcontainsourdatacollection,onlinesurvey,anddataanalysis.Section5presents
theresultsanalysisofthestudy.Section6discussesthestudyfindings,andSection7providesthe
conclusionofthepaper.

THEORETICAL FOUNdATION

Information Systems (IS) Success Model
In the e-commerce research context, the IS success model (DeLone & McLean, 1992; 2003) is
constantlyreferredtobyresearchersmeasuringcustomersatisfaction,particularlywhenmeasuring
e-commerce success factors. The model (DeLone & McLean, 1992) consists of six interrelated
variablesofsystemquality,informationquality,use,andusersatisfactionontheleft-handsideofthe
model,andindividualimpactandorganizationalimpactontheright-handsideofthemodel.Inresponse
todramaticchangesinISpractice,especiallywiththeadventandexplosivegrowthofe-commerce,
DeLoneandMcLean(2003)updatedtheISsuccessmodeltoincludesomeminorrefinements.The
intentiontousedimensionhasbeenproposedasanalternativetotheusedimensiontodealwiththe
multidimensionalaspectsofuse.Aservicequalitydimensionwasaddedasanindependentvariable
tomeasurethedimensionsofuseortheintentiontouse.Inaddition,thenetbenefitsdimensionwas
addedtoreplacetheindividualandorganizationalimpactdimensionsbecauseitisbettertogroup
themintoasingleimpactorbenefitsincetheimpactorbenefitdependsonthesystemevaluation
purpose.Thismodelwasexpandedbyprovidingandsuggestingappropriateandpossiblemeasures
foreachdimensionoftheISsuccessmodeltoaddresstheneedsofthee-commerceenvironment
(DeLone&McLean,2004).OwingtotheabilityoftheISsuccessmodeltomeasuree-commerce
success,manystudies(e.g.,asinTable1)haveusedthemodeltoinvestigatee-commerce-related
customersatisfaction.

ThemainargumentwhenadoptingtheISsuccessmodeliswhethertousethedimensionof
useorintentiontouse.Ratherthanchoosingthedimensionofuseorintentiontouse,somestudies
(e.g.,Brown&Jayakody,2008;Chenetal.,2013)substitutedtheperceivedusefulnessdimension
owingtotheargumentthat,ine-commercesystems,highperceivedusefulnessleadstocustomer
satisfaction.Ithasbeenarguedthattheusedimensionisabehaviorthatisappropriatefortheprocess
model.However,theperceivedusefulnessdimensionisanattitudethatisappropriateforthecausal
model(Seddon&Kiew,1996).Raietal.(2002)validatedthesetwoconstructs(useandperceived
usefulness)andfoundthattheyaremeaningfulmeasuresofISsuccess,dependingonthedelivery
type.Insummary,theperceivedusefulnessconstructisusedwhenitrelatestoanattitudederived
fromtheperceptionsofbenefitsgainedfromtheuseofapreviousIS(Raietal.,2002;Laietal.,
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2006).Meanwhile,theuseconstructisusedtomeasureanactualbehaviorratherthantheperception
ofabehavior(Raietal.,2002;DeLone&McLean,2003;Wang&Liao,2008).

SomeresearchershaveusedmodelsotherthantheISsuccessmodel.Thetechnologyacceptance
model(TAM)hasbeenwidelyusedinIS-relatedareasaswellase-commerce.TAMwasintroduced
inordertoexplainandpredicttheadoptionofinformationtechnology(Davis,1989).Accordingto
TAM,theperceivedeaseofuseandperceivedusefulnessinfluenceattitudetowarduse.Thisinfluences
behavior intention,which then influencesactualusage.Theperceivedeaseofuseandperceived
usefulnessareaffectedbyexternalvariables.Therefore,someresearchersmodified theTAMby
tailoringittothecontextoftheirresearch.Forexample,i)Zaied(2012)usinganintegratedsuccess
modelthatwasderivedfromtheDeLoneandMcLeanISsuccessmodelandTAM,andfoundout
thatinformationqualityhasastrongsignificanteffectonISsuccess.However,thismodelismost
likelytobeusedinevaluatinginformationsystemsinanorganization,especiallyasrelatedtothe
initialadoptionofISsystems.ii)WangandChou(2014)usedamodifiedTAM,insertinginformation
qualityasoneoftheexternalvariablestoindicatethefactorsthataffectedrepurchasingintentionon
onlinegroup-buying.AlthoughthemodifiedTAMhasbeenwidelyusedinthee-commercecontext,
thepurposeofthemodelistoevaluatetheinitialadoptionofthesystem.Therefore,satisfactionis
notmeasuredsincesatisfactionhappensafterthepost-adoptionofthesystem.Inaddition,Xuetal.
(2013)usedtheWixomandToddmodel(WixomandTodd,2005)tostudytheroleofservicequality,

Table 1. Previous studies of IS success model in e-commerce

Study Brief description Finding

DeLoneand
McLean(2004)

AdoptedtheISsuccessmodelbyproposingpossible
attributesforeachdimensiontomeasuree-commerce
success,thentestedthemodelviaaconsumer
electronicsretailchainandtheBarnesandNobleonline
bookstore.

TheISsuccessmodelwasaflexible
andrelevantframeworktomeasure
e-commercesuccess.Information
quality(IQ)withrelevanceand
completenessattributeswasfoundto
affectusersatisfaction.

Brownand
Jayakody(2008)

TestedandvalidatedarevisedconceptualmodelofB2C
e-commercesuccessusingtheISsuccessmodel.The
intentionofuseandusedimensionswerereplacedwith
theperceivedusefulnessdimension,anddimensions
forloyaltyincentivesandtrustwereadded.Some
modificationsweremadetothedimensionrelationship.

IQwithaccuracyandcompleteness
attributeshadasignificanteffecton
perceivedusefulness,whichaffected
usersatisfaction.

WangandLiao
(2008)

TestedDeLoneandMcLean’sadaptationoftheIS
successmodelinthecontextofgovernment-to-customer
(G2C)e-government.

IQaffectedusersatisfactionwith
precise,sufficient,andtimeliness
attributes

Sharkeyetal.(2010) MeasuredtheIQandservicequalityattributesofan
e-commercemodelthataffectsusersatisfaction,based
ontheDeLoneandMcLeanISsuccessmodel.

IQwitheaseofunderstanding,
personalization,completeness,
relevance,andsecurityattributes
influencedusersatisfaction.User
satisfactionwasmostinfluenced
byeaseofunderstandingand
personalization.

Fangetal.(2011) ExtendedtheISsuccessmodelbyintroducingjustice,
trust,andrepurchaseintentiondimensionstostudy
customersatisfactionandrepurchaseintention.

IQwithrelevant,easyto
comprehend,accurate,complete,and
timelinessattributeswasasignificant
determinantofcustomersatisfaction.

Chenetal.(2013) AdaptedtheISsuccessmodelbyproposingtwonew
qualitydimensions(processandcollaborationqualities)
tounderstandakeyISfactorandimproveB2B
e-commerce.Perceivedusefulnesswasusedinplaceof
ausedimension.

IQhadasignificanteffecton
perceivedusefulness.Customer
satisfactionwasalsoaffectedby
perceivedusefulness.
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systemqualityandinformationqualityinwebsiteadoption.Theideaofthemodelistointegrate
theusersatisfactionwiththeTAM.Althoughsatisfactionisaddressedinthismodel,itisaddressed
asanobject-basedattituderatherthanasoverallsatisfactionwiththesystem.Thesignalingtheory
(Connellyetal.,2011)hasbeenusedindiscussinginformationine-commerce,forexample,instudies
byMavlanovaetal.(2012)andBenlianandHess(2011).Thesestudiesemphasizedthebehaviorof
twoparties(sellerandbuyer)inaccessingdifferentinformation.Signalingtheoryinthecontextof
e-commercesuggeststhatwebsitefeaturesplayanimportantroleinsignalingtheinformationfrom
sellertobuyer(Mavlanovaetal.,2012).Thistheoryismostlikelyapplicablefore-commercesites.
However, ins-commerce,particularlySNS-basedcommerce, it isquitechallengingtodefinethe
signalasmostlycontentbasedonuser-generatedcontent(UGC).Moreover,FilieriandMcLeay(2013)
adoptedtheelaborationlikelihoodmodel(ELM)toidentifytheinformationadoptionfromonline
reviews.ELMaimstoexplainattitudechangewhichisoutofthescopeofthisstudy.E-Imagemodel
thatwasadaptedbyotherresearchers(e.g.,Walczak&Gregg,2009;Opunietal.,2014)explainsthe
consumer’simpressiontowarde-commerceande-business.Thismodelemphasizeshowe-commerce
ande-businessimagescanattractconsumersdoingtheironlineactivity.Whiles-commerce(i.e.,
SNS-basedcommerce)basedonUGCmostlyfacilitatesC2C,itisquitedifficulttoadaptthemodel
becauseSNS-basedcommercerepresentsoneindividualseller,butmanysellersandafunctionfor
thesellerstobuildtheirownimagearelimited,especiallywhendisplayingtheirproductimages.In
addition,inmostcases,informationcannotbecontrolledbytheseller.

Ase-commerceisanIS-relatedfield,s-commerceisasubsetofe-commerce(Liang&Turban,
2011),andSNSisanapplicationofs-commerce.Thus,theISmodelcanbeadaptedandusedinSNS-
basedcommerce.TheISsuccessmodelisthemostappropriatemodeltobeadapted,hereinbecause
thisstudyfocusesonpost-adoptionofthetechnology,andoneofthemostimportantcomponentsof
thisstudyiscustomersatisfaction.

Information Quality in S-commerce
AlthoughIQhasbecomeoneroleofthefundamentalgeneralwebsiteaswelle-commercedesign,the
roleofIQinthes-commercecontextisdifferent,takingintoconsiderationthreekeyreasons(Chenet
al.,2016).First,unlikee-commerce,s-commercefocusesentirelyonUGC,wherebythes-commerce
usersarethemaincontentcreators.Hence,thereislimitedcontroloverthecontent(Zhengetal.,
2013).Thecontentmayvarynotonlyfortheproductinformation(howthesellerspromotetheir
products),whichcanbeintheformoftext-basedproductsbutalsothebuyingprocessinformation.
Thelatterincludeshowthetransactionwillbeconducted,owingtothefactthatthereisnotonlyone
sellerinthes-commercesystemandthesellersmaybethere.

Second,s-commercehaslimitedfunctiontosupport“buyandsell”activity(Chenetal.,2016).
Forexample,aC2CFacebookpage,asformofSNS-based-commercehaslimitedfunctiontosellers
topostadvertisinginformationonline.Moreover,afunctiontoconducttransactionsisnotprovided.
Inotherwords,sellershavenorighttochangetheenvironmentofthepage(Chenetal.,2016).This
situationbecomesthebiggestchallengefacedbysellerswhendetermininghowtocreateanddisplay
contentsinsuchlimitedfunctioninordertoencourageimpulsebuying.

Third, takingintoconsiderationthedifferencesbetweene-commerceands-commerce, there
maybedifferentfindingswhentheIQisconceptualizedtos-commerce.Oneofthebiggestfactors
contributingthissituationisthats-commerceusersconsistofmanysellersandmanybuyers.Therefore,
theinterpretationofinformation,whichcomesfromavarietyofsources,mayleadtouncertainty(Chen
etal.,2016).TherehavebeendiscussionsonIQins-commerce,includingthefollowing:i)Zhenget
al.(2013)conductedastudytoinvestigateusers’continuanceintentionsinvirtualcommunitiesfroma
qualityperspective,butdidnotlookintothedimensionsofIQindetail.ii)HuangandBenyoucef(2013)
proposeds-commercedesignprinciplesandincludedtheIQasoneoftheimportantcomponents,but
sincethiswasearlydevelopment,thevalidationhasnotyetbeenconducted.iii)Chenetal.(2016)
conductedastudytoinvestigatetheeffectofIQonconsumers’impulsivenessandurgetobuyin
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s-commercebyusingFacebookasaplatform.Theperceivedusefulnessandcustomers’satisfaction
areincludedinthisstudy.FewpriorstudiesonIQinas-commercecontexti.e.,SNS-basedcommerce
havebeenconducted,inparticularly,investigatingtheIQdimensioneffectonperceivedusefulness
andcustomers’satisfactionwiths-commerce.Thismotivatedustoconducttheresearchinthispaper.

Information Quality dimensions
FromTable1,previousstudiesoftheISsuccessmodeline-commerceindicatethatinformationquality
isoneofthemostimportantcomponentsaffectingtheperceivedusefulnessandcustomersatisfaction
withe-commerce.ThisisinaccordancewithastudybyZaied(2012),whostatedthatinformationhas
asignificantinfluenceonISsuccess.Owingtothenatureofthee-commerceenvironment,inwhich
thesystemprovidesinformationtoitscustomers,thequalityoftheinformationplaysanimportant
roleincustomersatisfaction.Inthecontextofe-commerce,IQreferstothecontentofane-commerce
site(Molla&Licker,2001;DeLone&McLean,2004)andtheinformationthatispresentedonan
e-commercesite(i.e.,SNS-basedcommerce).Thisinformationisrelatedtothecorebusiness(i.e.,
productandserviceinformation)and,includesoutsideinformationthatisfoundontheSNS(e.g.,
reviewsandopinionsfromSNSmembers).Thisinformationtriggersandassistscustomerstoinitiate
onlinetransactionsandtoreturntothee-commercesiteonaregularbasis(Molla&Licker,2001).
IQhasbeenfoundtohaveamajorinfluenceon(i)awebsite’sperceivedusefulness,assuggestedby
SeddonandKiew(1996)andvalidatedbyLedereretal.(2000).Inaddition,researchbyGhasemaghaei
andHassanein(2016)foundthat17of20studiesstatedthatIQhasasignificantrelationshipwith
perceivedusefulness.(ii)Theuseofane-commercesystem,assuggestedbyMollaandLicker(2001)
andDeLoneandMcLean(2004)andvalidatedbyBrownandJayakody(2008).Somestudies(Raiet
al.,2002;Wang&Liao,2008)alsovalidatedtherelationshipbetweenIQandusersatisfaction.The
resultsfoundthatIQhasastronginfluenceonusersatisfactionwithasystem.Sincetheadventof
theInternet,exploringandinvestigatingtheIQattributesofuseandusersatisfactionwithasystem
hasreceivedalotofattention.Inthee-commercefield,IQattributessuchascompleteness(Nelson
etal.,2005;Schauppetal.,2009),easeofunderstanding(Fangetal.,2011),accuracy(Nelsonetal.,
2005;Kimetal.,2012),timeliness(Nelsonetal.,2005;Kimetal.,2012),andpersonalization(Fan
&Poole,2006;Liangetal.,2009)shouldbeconsideredwhenexpectingprospectivebuyerstoinitiate
onlinetransactionsandreturntothesiteonaregularbasis(Molla&Licker,2001;DeLone&McLean,
2004).Inaddition,GhasemaghaeiandHassanein(2016)statedthatinformationthatiscomplete,
accurate,understandable,current,andrelevanttoconsumersisneededforthesuccessofawebsite.

RESEARCH MOdEL ANd HyPOTHESES dEVELOPMENT

OurresearchmodelisbasedontheISsuccessmodel(DeLeon&McLean,2004).Ratherthanadopting
andadaptingtheentiremodel,wefocusedontherelationshipbetweentheIQandthedimensions
ofperceivedusefulnessandcustomersatisfactionbythoroughlyexaminingtheIQattributes.We
usedthecustomersatisfactionconstructinsteadofusersatisfactionafterconsideringthecustomer
e-commercesatisfactionconstructbyMollaandLicker(2001).Insteadofusingtheuseconstruct,
weadoptedperceivedusefulness,asproposedbySeddonandKiew(1996),sinceourmainconcern
wastomeasureattitudesratherthanbehaviors(Raietal.,2002;Laietal.,2006).Thecurrentresearch
modelispresentedinFigure1.

Inthisstudy,thedefinitionofcustomersatisfactionisderivedfromMollaandLicker(2001)and
isdefinedasthedegreeofcustomerresponserelatedtohis/herexperienceinallaspectsofcommerce
activities(suchasinformation,transaction,andserviceandsupportofproductsandservices)thatare
conductedviaSNS.Whencustomersexperiencethepleasuretheyexpectedfromthebenefits,theyare
morelikelytobesatisfied(Laietal.,2006).IQisexplainedbythefollowingfiveselectedconstructs:

Completeness. Completeness refers to the extent to which information is available and has
sufficientbreadthanddepthforthetaskathand(Nelsonetal.,2005).Inthiscontext,theinformation
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providedbysellersinSNS-basedcommerceisconsideredtobecompleteiftheinformationsufficiently
assistscustomersinmakingdecisionsoncommerceactivities(Wang&Liao,2008;Chenetal.,2013).
Therefore,itcanbeconcludedthatthecompletenessofinformationofthehighestqualitywillsimplify
customercommerceactivities,leadingtoperceivedusefulnessandcustomersatisfactionwiththe
system.Thisissupportedbypreviousstudiesthatincludedcompletenessasaninformativeattribute
of IQ,whichwasfoundtobeadeterminantofperceivedusefulness(DeLone&McLean,2004;
Brown&Jayakody,2008)andcustomersatisfactionine-commercesystems(DeLone&McLean,
2004;Sharkeyetal.,2010).Thus,weformedthefollowinghypotheses:

H1a:CompletenesshasapositiveeffectontheperceivedusefulnessofSNS-basedcommerce.
H1b:CompletenesshasapositiveeffectonthecustomersatisfactionofSNS-basedcommerce.

Ease of understanding.Easeofunderstandingistheclarityoftheinformation,meaningthatthe
informationiseasytocomprehend(Fangetal.,2011).ThisisparticularlyimportantinSNS-based
commercesystems,wheretheproducts,services,andcommerceprocessinformationshouldbeas
accessibleandsimpleaspossibletohelpSNSusersmakeimportantcommercedecisions.Thus,the
easeofunderstandingtheinformationaffectstheperceivedusefulnessandcustomersatisfactionwith
onlinesystems(Sharkeyetal.,2010;Fangetal.,2011).Thus,wehypothesized:

Figure 1. Research model: IQ effect on perceived usefulness and customer satisfaction in SNS-based commerce
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H2a:EaseofunderstandinghasapositiveeffectontheperceivedusefulnessofSNS-basedcommerce.
H2b:EaseofunderstandinghasapositiveeffectonthecustomersatisfactionofSNS-basedcommerce.

Accuracy. Generally, accuracy is interpreted as the degree to which information is correct,
unambiguous,meaningful,believable,andconsistent(Nelsonetal.,2005).Inthiscontext,theaccuracy
ofinformationdependsonhowSNSbased-commerce’sconsumersperceivethatitsinformationis
accurate,correct,andvalid.Falgeetal.(2012)definedaccuracyastheextenttowhichtheinformation
correctlyrepresentsanactionorreal-worldstate.Themoreaccuratetheinformation,thehigheristhe
perceivedusefulnessofthesystem.Ithasbeensaidthataccuratewebsitecontentallowscustomers
toperceivelowerrisksandusefulnessinordertobetterjustifytheirdecisionsandhelpthemtoreach
optimaldecisions.Thisinturnaffectsperceivedusefulness(Brown&Jayakody,2008)andcustomer
satisfaction(Fangetal.,2011).Therefore,maintainingtheaccuracyoftheinformationqualityis
crucialforSNS-basedcommercetosustaintheircustomers.Thus,wehypothesized:

H3a:AccuracyhasapositiveeffectontheperceivedusefulnessofSNS-basedcommerce.
H3b:AccuracyhasapositiveeffectonthecustomersatisfactionofSNS-basedcommerce.

Timeliness.Timelinessisdefinedastheextenttowhichaccesstoinformationissufficientlyup-to-
dateforthetaskathand(Fangetal.,2011).Whenawebsiteisnotconsistentlyupdatedandbecomes
outdated,itcannotdelivertheexpectedperformanceandprovidesnoaddedvaluetousers;thus,those
userswillnotuseit(Kuo&Lee,2009).Thetimeliertheinformation,thehigheristheperceived
usefulness,leadingtocustomersatisfaction(Wang&Liao,2008;Fangetal.,2011).Timelinessis
essentialtotheusefulnessofinformation.Newinformationprovidedaftertheinformationisalready
inuseinapivotaldecisionismerelyhistory(Kuo&Lee,2009).Thus,wehypothesized:

H4a:TimelinesshasapositiveeffectonperceivedusefulnessofSNS-basedcommerce.
H4b:TimelinesshasapositiveeffectoncustomersatisfactionofSNS-basedcommerce.

Personalization. Personalization means different things to different people, and its meaning
oftendependsonthefocusoftheresearch(Fan&Poole,2006).Therefore,personalizationisthe
abilityofSNS-basedcommercetoprovidecontentandservicesthataretailoredtoindividualsbased
ontheknowledgeoftheirpreferencesandbehaviors.Personalizationisanimportantapproachfor
webstrategiestofocusonmanagingcustomerrelationshipsbydeliveringuniquevalueandbenefits
totheindividualcustomer(Fan&Poole,2006).Previousstudiesfoundthatpersonalizationhasa
significanteffectonperceivedusefulness(Liangetal.,2009;Chenetal.,2013)andadirecteffect
oncustomersatisfaction(Sharkeyetal.,2010).Therefore,wehypothesized:

H5a:PersonalizationhasapositiveeffectontheperceivedusefulnessofSNS-basedcommerce.
H5b:PersonalizationhasapositiveeffectonthecustomersatisfactionofSNS-basedcommerce.

Perceived usefulness.Commonly,perceivedusefulnessisdefinedasthedegreetowhichauser
believesthatusingaparticularsystemwillenhancehis/herjobperformance(Raietal.,2002;Lai
etal.,2006).Itcanbeexplainedasthebenefitsthatusersbelievetheywillreceiveafterutilizinga
particularsystem.Inthiscase,perceivedusefulnessisconcernedwiththefuturebenefitsgainedby
thecustomerafterperformingcommerce-relatedtasksviaSNS.Thisimpliesthatcustomerswitha
higherlevelofperceivedusefulnessexperiencegreatersatisfaction.Theempiricalevidencerelated
toe-commerce(e.g.,Brown&Jayakody,2008;Chenetal.,2013)supportedtherelationshipbetween
perceivedusefulnessandcustomersatisfaction.Hence,wehypothesized:

H6:PerceivedusefulnesshasapositiveeffectonthecustomersatisfactionofSNS-basedcommerce.
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METHOd

data Collection
Inthisstudy,respondentsfromMalaysiawithexperienceshoppingonlineviaSNSwereselectedto
examinethehypothesizedrelationshipstatedintheresearchmodel.Weusedasnowballsampling
techniquetoobtainthedatasample.WepublishedthesurveyquestionnaireonourSNSpages(i.e.,
Facebook,Twitter,andInstagram)andaskedSNSfriendstosharethesurveyquestionnaireontheir
pages.Atotalof235responseswerereceived.Afterremovingincompleteandduplicateresponses,
atotal189responseswereincludedinthesampleforanalysis.

Survey Questionnaire
Thequestionnairewasdividedintotwomainparts.Thefirstpartcollectedbasicinformationabout
therespondent’scharacteristics,includingsex,age,education,employment,income,andSNSusage.
ThesecondpartwasdevelopedbasedontheIQattributeconstructs,asstatedintheresearchmodel.
Inthispart,theitemsforeachconstructwereadaptedfrompreviousresearchtofitthecontextofthis
study.AlistofitemsforeachconstructisshownintheAppendix.Forallmeasures,aseven-point
Likert-typescale,rangingfrom“stronglydisagree”(1)to“stronglyagree”(7),wasemployed.Before
conductingthemainsurvey,thequestionnairewaspre-testedwithasmall,convenientsampleof30
peopletoensurealogicalarrangementofquestionsandtoconfirmthatalloftheconstructswere
statisticallyfreeofproblemsintermsofthereliabilityandvalidityofitems.

data Analysis
DatawereanalyzedquantitativelyusingtheStatisticalPackageforSocialScience(SPSS)version20.0.
Aprincipalcomponentanalysiswasusedtomeasurethevalidityoftheconstructs,andCronbach’s
alphawasusedtomeasurethereliabilityoftheconstructs.Thehypothesesweretestedusingmultiple
linearregression.

RESULT

demographic Characteristics
All189oftherespondentswhoparticipatedinthesurveywerefromMalaysia,andallhadshopping
experiencesviaSNS.From thedescriptive statistics,61 (32.3%) respondentshadonlyoneSNS
account,58(30.8%)respondentshad twoSNSaccounts,47(24.7%)respondentshad threeSNS
accounts,and23(12.2%)respondentshadmorethanthreeSNSaccounts.Facebookwasthemost
popularSNSusedbytherespondents:135respondentshadusedFacebook,35respondentshadused
Instagram,and5respondentshadusedTwitterforSNSshoppingactivities.Mostoftherespondents
reportedspendingtwotofourhoursadayonSNS.Otherdetailedcharacteristics,includingsex,age,
education,employment,andincome,arepresentedinTable2.

Construct Validity and Reliability
Thisstudyemployedatotalofsevenconstructs.FiveconstructsrepresentedtheIQasindependent
variables, completeness, ease of understanding, accuracy, timeliness, and personalization. Two
constructsservedasdependentvariables:perceivedusefulnessandcustomersatisfaction.Threeitems
weresetforeachoftheIQcharacteristicconstructs,andfouritemsweresetforboththeperceived
usefulness and the customer satisfaction constructs. A principal component factor analysis was
conductedtovalidatetheconstructs.Fiveitemswereeliminatedfromthemainanalysisowingtofactor
loadingvaluesoflessthan0.50(<0.50):oneitemfromeaseofunderstanding,onefromtimeliness,
oneitemfromperceivedusefulness,andtwoitemsfromthecustomersatisfactionconstruct(Field,
2013).AconstructwithaCronbach’salphavalueof0.70orhigherwasconsideredtobereliable.All



Journal of Organizational and End User Computing
Volume 32 • Issue 1 • January-March 2020

10

oftheconstructsmetthereliabilitycriteria,withaCronbach’salphavaluehigherthan0.70(Field,
2013).Table3showsthedetailvalidityandreliabilityanalysisresults.

Constructs Correlation
AccordingtoTable4,thecorrelationmatrixshowedthatmostoftheconstructshadamoderateto
strongcorrelation(0.500–0.800).Althoughmostofthecorrelationpointswerebetween0.500–0.699,
somecorrelationpointsexceeded0.700.Ourconcernwasthatthiscorrelationmightcauseapotential
multicollinearityproblem.Toidentifyamulticollinearityproblem,weformallyexaminedthedata
usingthevarianceinflationfactor(VIF),acommonmeasureofmulticollinearityinregressionanalysis,
whichindicatesthedegreetowhicheachpredictorvariableisexplainedbyotherpredictorvariables
(Field,2013).AVIFvaluelessthan5(<5)andathresholdVIFvaluelessthanorequalto10(i.e.,
tolerance>0.1)indicatedthattheconstructswerefreefromamulticollinearityproblem(Field,2013).
TheVIFresultsshowedthatthevaluesofallconstructswerelessthan5(i.e.,2.100–3.002),andthe
tolerancevariationvaluewasgreaterthan0.1(i.e.,0.333–0.476).Theseresultsillustratedthelack
ofamulticollinearityprobleminthisstudy.

Hypothesis Testing
Multiplelinearregressionanalysisresults,asshowninTable5(5a),indicatedthattheoverallregression
modelfortherelationshipbetweentheIQandtheperceivedusefulnessofSNS-basedcommerce
wassignificantatthep<0.001level(F=40.246,withfivedegreesoffreedom,withadjustedR2=
0.511).Completeness(β=0.353,t=4.528,p<0.001),easeofunderstanding(β=0.214,t=2.745,
p<0.01),andpersonalization(β=0.279,t=3.242,p<0.01)significantlyaffectedtheperceived

Table 2. List of demographic characteristics

Sample composition (n = 189)

Demographic variable n Percent (%)

Sex
Male
Female
Age
20–29years
30–39years
40–49years
Education
Somehighschool
Highschooldiploma
Bachelor’sDegree
Master’sDegree
PhD
Employment
Privatesector
Publicsector
Self-employed
Student
Unemployed
Income (monthly)in (MYR)Malaysian 
ringgit
LessthanMYR1500
MYR1500–MYR2999
MYR3000–MYR4900
MYR5000–MYR6999
MYR7000–MYR8900
MorethanMYR9000


83
106


152
33
4


17
14
141
14
3


65
32
21
60
11



90
53
24
9
4
9


43.9
56.1


80.4
17.5
2.1


9.0
7.4
74.6
7.4
1.6


34.4
17.0
11.1
31.7
5.8



47.6
28.0
12.7
4.8
2.1
4.8
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usefulnessofSNS-basedcommerce.Therefore,hypothesesH1a,H2a,andH5aweresupported.The
remainingIQattributesofaccuracy(β=0.010,t=0.123)andtimeliness(β=0.044,t=0.549)did
notsignificantlycontributetothevarianceincustomer-perceivedusefulnessofSNS-basedcommerce.
Therefore,atlevelp<0.05,hypothesesH3aandH4awererejected.

AsfortherelationshipsshowninTable5(5b)betweentheIQandperceivedusefulnessand
customersatisfactionwithSNS-basedcommerce,theresultsshowedthattheoverallregressionmodel
wassignificantatthep<0.001level(F=39.172withsixdegreesoffreedom),withanadjustedR2
=0.549.Completeness(β=0.156,t=1.978,p<0.05)andperceivedusefulness(β=0.439,t=
6186,p<0.001)significantlyaffectedthecustomersatisfactionofSNS-basedcommerce.Therefore,
hypothesesH1bandH6weresupported.Easeofunderstanding(β=0.149,t=1.877),accuracy(β
=0.019,t=0.239),timeliness(β=0.097,t=1.258),andpersonalization(β=0.019,t=0.225)did
notsignificantlyaffectthecustomersatisfactionofSNS-basedcommerce.Thus,atlevelp<0.05,
hypothesesH2b,H3b,H4b,andH5bwererejected.

Table 3. Construct validity and reliability analysis results

Factor Loading Cronbach’s 
alphaItems CP EU AC TM PS PU CS

IQCP1
IQCP2
IQCP3

.748

.770

.536

.869

IQEU5
IQEU6

.703

.728
.865

IQAC7
IQAC8
IQAC9

.751

.746

.643

.875

IQTM10
IQTM12

.797

.763
.817

IQPS13
IQPS14
IQPS15

.573

.641

.790

.851

PU1
PU3
PU4

.710

.791

.781

.892

CS1
CS4

.779

.849
.912

*Note: CP: Completeness; EU: Ease of Understanding; AC: Accuracy; TM: Timeliness; PS: Personalization; PU: Perceived Usefulness; CS: Customer 
Satisfaction

Table 4. Construct correlation

Pearson’s Correlation Coefficient

Constructs CP EU AC TM PS PU CS

CP
EU
AC
TM
PS
PU
CS

1
.676**
.656**
.580**
.664**
.664**
.626**

1
.629**
.641**
.646**
.611**
.603**

1
.689**
.729**
.548**
.533**

1
.703**
.501**
.526**

1
.628**
.573**

1
.701**

1

** p < 0.01
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dISCUSSION

Ouranalysisresultsindicatethatcompletenesswasthedominantdeterminantsinceitsignificantly
affected both the perceived usefulness and customer satisfaction of SNS-based commerce. This
findingisinagreementwithpreviousstudies(DeLone&McLean,2004;Zhengetal.,2013;Chen
etal.,2013),implyingthat,whenparticipatinginSNS-basedcommerce,customersrelyonhaving
complete information to assist them in making decisions. These results suggest although there
is limited function (Chen et al., 2016) for sellers in aSNS-based commerce environment, other
functions such as comments may contribute to the completeness of the information in assisting
thebuyer.This isconsistentwithaChenetal.(2016)finding,whichstatedthatmostfrequency
informationfoundins-commerce(i.e.,aFacebookgroup)istextualinformation,andinthiskindof
information,completenessleadstohighimpulsivenessonthepartoftheconsumertobuyaproduct.
The completeness of the information it is not mainly about the product information (i.e., price,
brand,description,instructionsforuse)whichbuyersobtainitfromsellersandotherbuyersthrough
commentfunction,butisalsoacompletesetoftask-relatedinformationonwhatshouldbuyersdo
whendoingpurchasing.Thus,completenesscontributestoahighperceivedusefulnessandtocustomer
satisfactionofSNS-basedcommerce.

Ourfindingssupporttheviewpointthataneaseofunderstandingaffectstheperceivedusefulness,
implyingthatsimple,well-organizedinformationthatiseasytoreadandunderstandisveryhelpful
forcustomerswhenmakingonlineshoppingdecisions(Jeongetal.,2003).However,theviewpoint
thattheeaseofunderstandingaffectscustomersatisfactionwasnotsupported.Liangetal.(2009)
statedthatpersonalizationhasasignificanteffectontheperceivedusefulness.Thisissimilartoour
findingsandisinlinewithastudybyDeLoneandMcLean(2004),whichimpliedthatSNS-based
commercemustbeabletoprovidetailoredinformationtocustomers,basedoncustomerknowledge

Table 5. Multiple regression analysis results

5a. Regression analysis between IQ and Perceived Usefulness

Model Summary
Adjusted R2: .511, df: 5, F: 40.246, p<0.001

Coefficients

Variables β t Sig

Completeness
EaseofUnderstanding
Accuracy
Timeliness
Personalization

.353

.214

.010

.044

.279

4.528
2.745
.123
.549
3.242

.000***

.007**

.904

.584

.001**

5b. Regression analysis between IQ, Perceived Usefulness, and Customer Satisfaction

Model Summary
Adjusted R2: .549, df: 6, F: 39.172, p<0.001

Coefficients

Variables β t Sig

Completeness
EaseofUnderstanding
Accuracy
Timeliness
Personalization
PerceivedUsefulness

.156

.143

.019

.097

.019

.439

1.978
1.877
.239
1.258
.225
6.186

.049*

.062

.811

.210

.822

.000***

***p< .001, **p< .01, *p< .05
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andpreferences,toencouragetheperceivedusefulnessofasystem.However,wediscoveredthat
personalizationdidnotsignificantlyaffectcustomersatisfaction.

Surprisingly,timelinessandaccuracydidnotsignificantlyaffecteithertheperceivedusefulness
orcustomersatisfactionofSNS-basedcommerce.ThisresultcontradictsastudybyKuoandLee
(2009).Oneofthepossiblereasonsforthis,assuggestedbyCheungetal.(2008),isthattimeliness
isassociatedwithaparticularproduct,service,andevent,especiallyaneventthathasalreadytaken
place.However,inourstudy,wefocusedonlyongeneralSNS-basedcommerce,ratherthanfocusing
onaparticularproduct,service,orevent.ThisresultsuggeststhatSNS-basedcommerce’sconsumers
incorporatepastinformationwhentheymakedecisions(Filieri&McLeay,2013).Accuracydidnot
significantlyaffecttheperceivedusefulnessinourchosensetting.Thiscanbeexplainedbythewaythat
customersperceivedaccuracy.Usually,accuracyoccursthroughtheconfirmationordisconfirmation
ofuserknowledge(Cheungetal.,2008).IfacommentorpostinSNS-basedcommercematcheswhat
customersalreadyknow,theyarelikelytobelievethattheinformationisaccurate.However,ifthe
commentorpostdoesnotmatchwhatcustomersalreadyknow,theywillbelievethattheinformation
isinaccurateandmayperceiveitasbeingrisky.ThismayleadcustomerstoperceiveSNS-based
commerceaslessornotuseful,leadingtocustomerdissatisfaction.Anotherfactorthatcontributesto
theinsignificantrelationshipbetweenaccuracyandperceivedusefulnessandcustomers’satisfaction
withSNS-basedcommerceisthenatureofSNS-basedcommerceanditsconsumers.UnlikeSNS-based
commerce,inane-commerceenvironment,theownerofane-commercewebsitetakesmostofthe
controlofthewebsitesothat–theaccuracyoftheproductsintermofpictureandtextualinformation
(i.e.,descriptionoftheproductandtasksrelatedtothebuyingprocess)areeasilymonitored.However,
inSNS-basedcommerce,sellershavelimitedcontrolovertheinformation,andsellersfromadiverse
backgroundwilllowertheaccuracyofinformation.Forexample,aspellingmistakewillcontributeto
incorrectinformation,thelowqualityofapicturewillaffecttherealstateofthepicture,andcomments
fromotherSNS-basedcommerceconsumersmayleadtobiasedinformation,asZaied(2012)and
Chenetal.(2016)stated.Theydefinedaccuracyinwhichinformationiscorrectandfreefrombias
commentsandisabletorepresentthereal-worldstate.Therefore,inSNS-basedcommerce,whenthe
accuracyofinformationisdifficulttoachieve,consumerssearchforacompletenessofinformation.
ThisissupportedbythefindingsofXuetal.(2013)andChenetal.(2016),whodemonstratedthat
completenesshasahighrankcomparedtoaccuracy.

Concurrentwithpreviousresearch,thisstudyshowedthatcustomersatisfactionisaffectedbythe
perceivedusefulnessofasystem(Raietal.,2002;Laietal.,2006;Brown&Jayakody,2008;Chen
etal.,2013).Therefore,perceivedusefulnessisthemostimportantelementinSNS-basedcommerce
sinceitcanaffectcustomersatisfaction.

Overall,ourfindingsrevealed(asinthemodelsummaryinTable5)that,asawhole,perceived
usefulnessandcustomersatisfactionweresignificantlyaffectedbytheIQ,althoughnotallindividual
IQattributescontributedtotheresults.TheresultinwhichIQsignificantlyaffectstheperceived
usefulness and customer satisfaction is in accordance with the findings of Ghasemaghaei and
Hassanein(2016),whostatedthatmostofthepreviousstudiesinthisareayieldedthesameresults.
TheresultsshowedthatMalaysianSNS-basedcommerceusersareconcernedabouttheavailability
ofinformation.Onepossiblereasonfortheirconcernregardinginformationqualitymayberelated
totheInternetitself.ThisisinlinewithWong(2014a,2014c),whostatedthatMalaysianonline
shoppersarenotsatisfiedowingtoInternetsecurityconcerns,Internetusageincompetence,andthe
hassleofInternetshopping.

CONCLUSION

Fromatheoreticalstandpoint,thisresearchadaptedtheISsuccessmodeltoinvestigatetheeffects
ofIQattributesonperceivedusefulnessandcustomersatisfactionofSNS-basedcommerce.Many
previousstudiesadaptedandvalidatedtheISsuccessmodelinthee-commercecontextandfound
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that perceived usefulness and customer satisfaction are strongly affected by IQ. Although many
studies were conducted to identify the possible IQ characteristics in an e-commerce context, a
limitednumberofstudiestestedandexaminedthedirecteffectoftheidentifiedIQcharacteristicson
perceivedusefulnessandcustomersatisfaction,particularlyinans-commercecontext(i.e.,SNS-based
commerce).Therefore,thisstudyattemptedtofillthisgapbyempiricallyexaminingtheidentified
IQattributes’effectsonperceivedusefulnessandcustomersatisfactionofSNS-basedcommerce.
TheresearchfindingsthatindicatetheIQattributesshouldbeemphasizedinSNS-basedcommerce.
Further research isneeded toexplainwhysomeof the identified IQcharacteristicscontradicted
significantfindingsfrompreviousresearch.

Fromapracticalpointofview, studying theperceivedusefulness andcustomer satisfaction
isessentialforpractitioners(i.e.,onlinesellersandSNS-basedcommerceowners).Tomaintaina
competitiveadvantage,practitionersshouldfocustheireffortsonimprovingtheirsystems(inthis
case,SNS-basedcommercesystems)topreventtheircustomersfromswitchingtocompetitors.As
IQattributesactasexternalvariablesinaffectingtheperceivedusefulnessandcustomersatisfaction,
practitionersneedtoprovidethehighestqualityofinformation.Theresearchfindingssuggestthat
practitionersshouldimprovethecompleteness,easeofunderstanding,andpersonalizationofthe
informationtheyprovide.DevelopmentofasuitableapproachtoimprovetheIQshouldbeconsidered.
Forexample,toimprovethecustomers’easeofunderstandingtheinformation,practitionersshould
providesimpleandcleardirectionstoorganizetheirinformation(Jeongetal.,2003).Thiscanbe
accomplishedbyusingsimplewordsandstandardlanguage(e.g.,avoidusingbombasticlanguage
orwordswithunclearmeanings)andbyorganizing thestepsanddirections inasimplemanner
(e.g.,usenumbersandarrowsinsteadofusingonlypictures).Beforesuggestinganapproachfor
improvement, practitioners shoulduse this research to evaluate the strengths andweaknessesof
their information. Inaddition, these researchfindingshelppractitioners toprioritize information
characteristicsinSNS-basedcommerce.Weconcludethatthisstudy’sfindingscanactasguidelines
forpractitionerstoprovidehigh-qualityinformationtoensurethatcustomersaresatisfiedwiththeir
SNS-basedcommerceexperiences.

Werecognizeseverallimitationsinthisresearch.First,ourresearchmodelwasvalidatedonlywith
datafromMalaysia.Generalizingittoapplytoothercountriesmightbelimitedowingtodifferences
(e.g.,culture,society,andsituations).Second,thisresearchwasconductedwithinthespecificdomain
ofe-commerce(C2CandB2C)relatedtos-commerce.Therefore,thisstudymightnotrepresentall
e-commercedomainsthatmightbeapplicablefors-commerce.Third,althoughtherearemanyIQ
attributes,thisstudyusedonlycertainattributesthatwebelievedtobesuitableandcrucialforthe
contextofthestudy.Thesewereobtainedafterperformingarelatedliteraturereview.Despitethe
limitations,webelievethisstudyyieldsimportantandreasonablefindings.Thisstudycanprovide
directionstootherresearchers,aswellastoITmanagerswhoareinterestedintheIQoftheirsystem
or web topic. Therefore, to provide insightful findings, we recommend that further research be
conductedwithexpandedsamples,e-commercedomains,andIQcharacteristics.
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APPENdIX A: QUESTIONNAIRE: ITEMS MEASUREd FOR EACH CONSTRUCT

Table 6. Questionnaire

Construct Items

Completeness






Easeof
understanding


Accuracy



Timeliness



Personalization



Perceived
usefulness




Customer
satisfaction

IQCP1ThisSNSprovidesacompletesetofinformationrelatedtomyshoppingactivities.
IQCP2ThisSNSprovidesinformationincludingallnecessaryvalueformyshoppingactivities.
IQCP3ThisSNSprovidesinformationthataddressestheneedsofmyshoppingactivities.

IQEU4ThisSNSprovidesinformationwithaclearmeaning.*
IQEU5ThisSNSiseasytoread.
IQEU6ThisSNSprovidesinformationthatisunderstandable.

IQAC7ThisSNSproducescorrectinformation.
IQAC8ThisSNSprovidesaccurateinformation.
IQAC9ThisSNSprovidesvalidinformation.

IQTM10ThisSNSprovidesthemostrecentinformation.
IQTM11ThisSNSproducesthemostcurrentinformation.*
IQTM12ThisSNSalwaysupdatestheirinformation.

IQPS13ThisSNSprovideseffectiveone-on-oneinformation.
IQPS14ThisSNSproducesinformationcustomizedforme.
IQPS15ThisSNSaddressesmypreferences.

PU1UsingthisSNSenhancesmyshoppingproductivity.
PU2UsingthisSNSmakesiteasiertoperformmyshoppingactivities.*
PU3UsingthisSNSimprovesmyperformance(e.g.,savesmoney).
PU4UsingthisSNSenablesmetoaccomplishmyshoppingactivitiesmorequickly.

CS1IamsatisfiedusingthisSNStodomyshoppingactivities.
CS2IampleasedwiththisSNStodomyshoppingactivities.*
CS3IamdelightedwiththisSNStodomyshoppingactivities.*
CS4IlikeusingthisSNStodomyshoppingactivities.

*Droppedfromfinalanalysis

*Dropped from final analysis


