Journal of Marketing Management

June 2020, Vol. 8, No. 1, pp. 37-49

ISSN: 2333-6080(Print), 2333-6099(Online)

Copyright © The Authoz(s). All Rights Reserved.

Published by American Research Institute for Policy Development
DOI: 10.15640/jmm.v8n1a5

URL: https://doi.otg/10.15640/jmm.v8n1a5

What Drives Social Media Relationship Quality in Social Enterprises

Chiou-Fong Wei', Ya-Yun Chengz, Chang-Tang Chiang3, Gwo-Hau Ding4

Abstract

Purpose: This study investigates how social enterprises can apply social media to promote customer
engagement and relationship quality. Drawing on the theory of planned behavior and value co-creation
value perspective, this study proposed a model illustrating how social enterprises can utilize social media to
promote customers’ engagement and strengthen the relationship quality.

Methods: An online questionnaire survey was conducted in Taiwan to collect data and partial least square
regression was used to analyze the validated data.

Findings: the study contributes to the literature on the application of social media to promote customer
engagement and relationship quality and provides useful guidance for social enterprises seeking to employ
social media in order to effectively manage customer relationships.
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1. Introduction

Social media are built on applications of web 2.0, allowing individuals to create and exchange user generated
content through web site services (Kim ez @/, 2010), enabling the firm to monitor consumers’ feedback, and
facilitating the consumers’ awareness of others’ perspectives (Gallaugher & Ransbottham, 2010).Consumers are
utilizing platforms—such as content sharing sites, blogs, social networking, and wikis—to create, modity, share,
and discuss Internet content. This represents the social media phenomenon, which can now significantly impact a
firm's reputation, sales, and even sutrvival (Jan ez a/, 2011).

Social enterprises emerge as both market failure and government failure. Market failure is defined as “the
market is unable to realize all possible gains through trade” (Shepherd & Patzelt, 2011), while government failure
is referred to as “misdirected policies result in bureaucratic, ineffective, and wasteful government service delivery”
(Trivedi & Stokols, 2011), and social enterprise is regarded as “organizations that aim to achieve a social goal by
breaking even (or even making a profit) through the sale of services” (Walk ¢ a/, 2015). Under such definitions,
social enterprises have several characteristics (Di Domenico ef a/, 2010). First, they pursue profit strategies by
means of transaction as profit organizations. A social enterprise adopts marketing strategies to create economic
value for self-sustainment (Walk ez a/, 2015) instead of an individual or stakeholder’s financial rewards. Second,
they aim towards overarching social wealth. The variety of social needs and social problems lead to wide social
wealth that a social enterprise addresses, including natural, human, social, and cultural resources (Zahra et al.,
2014). Third, they attempt to generate additional benefits beyond their social mission, such as increasing social
capital and enhancing community inclusion. Finally, they are most closely associated with communities
characterized by limited access to resources (Yang e al., 2010).

Resource scatcity becomes the hurdle for the development of social enterprise and nonprofit organizations
(Lin & Wang, 2016). Prior research indicated that network relationships play a substantial role in an entrepreneur’s
access resources. Good relationship quality between an entrepreneur and external investors enables the
entrepreneur to gain more capital and physical assets from these external investors (Di Domenico ¢ 4, 2010).
However, these network relationships primarily focus on the entrepreneur and external investors.
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Social enterprise suffers from the lack of a proper instrument to manage customer trelationships because
traditional customer relationships management (CRM) systems are too costly to implement (Polonsky &Sargeant,
2007). The emergence of social media provides a platform to bridge the gap. Because of their powerful
technological and economic features, social media are widely regarded as appropriate platforms for enterprises to
manage customer relationships (Kaplan & Haenlein, 2010) and are potential tools that can be utilized by social
enterprises to effectively develop good customer relationships and help the firms grow and achieve success.

Few analyses address the relationship quality between an enterprise and its customers, scholars recently
found that an enterprise enjoys several benefits from customer engagement which refers to consumer behaviors
beyond transaction activities towards a particular brand or enterprise, such as evaluating the product/service by
word-of-mouth, providing suggestions, or commenting on blogs (Van Doorn ez al., 2010). These benefits include
sale growth, cost reductions, knowledge sharing, incentivized referrals, and enhanced customer loyalty (Hollebeek
et al., 2016). In online environments, a better understanding of customer engagement can help achieve higher
community brand loyalty (Leckie e a/., 2016). For the social enterprises, engaged stakeholders and customers were
considered to rise to resources and generate social capital (Swanson, 2013). To develop long-term customer
relationships and values, the customer role is redefined as a ‘partial employee’ or ‘value co-creator’ (Sweeney e7 al.,

2015).

The main research question of this paper is to explore how a social enterprise encourages customers to
continue using a firm’s branded social media and to develop sound relationships on that platform. Based on the
theory of planned behavior (TPB; Ajzen, 1991) and value co-creation (VCC; Vargo e al., 2008) perspective, this
study aims to investigate how social enterprises can apply social media to promote customer engagement and
relationship quality.

The present study contributes to social enterprise research by pointing to the intangible assets of customer
relationships that are the crux to social entreprencurs. Our findings indicate that appropriate customer
relationships result in trust, satisfaction, and loyal customers for a social entrepreneurship. Next, unlike traditional
CRM programs, which analyze customer behavior internally and passively, this study views customer engagement
as the co-creation of value for successful CRM (Sweeney ez a/., 2015). Third, a social media platform is a beneficial
practical instrument for a social entrepreneur to manage customer relationships because of its open, economical,
interactive, and spreading characteristics. To deliver social mission and social value to customers, a social
entrepreneur can host a social media community to discuss the relative social issues with customers in vatious
forms such as text, images, or videos. Finally, considering that fact that the factors proposed in the present study
are, at least to some extent, available resources for social entrepreneurs, the authors believe that our findings have
considerable practical and workable implications.

2. Literature Review
2.1 TPB

Ajzen (1991) proposed the Theory of Planned Behavior (TPB), the theory discusses the belief factors of
conducting a particular behavior under the control of rational will when one has necessary resources and
opportunities relate to that behavior (Madden e a/, 1992). Through TPB, perceived behavioral control is one of
the key factors determining an individual’s intention of a certain behavior in addition to attitude and subjective
norms (Ajzen, 1991), thus, TPB can be used to predict customers’ engagement behavior and their willingness to
build a relationship with an enterprise.

TPB includes a measure of social influence that is suitable for the intensively social interaction context of
social media to predict customer behavior. Despite the TPB having been widely and successfully used to explain
and predict a variety of behaviors and a range of populations, including entrepreneurship, social psychology, and
consumer behavior (Armitage & Conner, 2001; Madden ef af, 1992), little empirical evidence applies TPB in
marketing relationship and social enterprises. Therefore, there is a need for more substantive and theory-based
research and a deeper understanding of consumer behavior related to establishment of the customer relationship
with social enterprises.

22vce

Co-creation is the joint, collaborative, concurrent, peer-like process of producing newvalue, both materially
and symbolically (Gro nroos and Voi, 2013; Cova et al., 2013). Contrary to the traditional product-dominant logic
focusing on tangible resources and arguing that values generate from the exchange, the service-dominant logic
focuses on intangible resources and relationships and considers that values come from co-creation (Vargo &
Lusch, 2008). Vargo ez al. (2008) propose that values are created collaboratively by the exchange entities including
local firms, stockholders, employees, customers and suppliers from the VCC perspective.
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Among the co-creating value of stakeholders in the business transaction, customers are the most essential in
terms of determining value during the process of obtaining, using and disposing of the product or service.
Therefore, enterprises should stress the importance of co-creating value with customers and encourage customer
engagement in co-creation by developing good customer telationships.

Social media includes discussion forums, blogs, social interactive platforms and rich media sharing sites
(news, images and videos) that provide networks, relations, and interactions, which are three elements central to
co-creation (Vargo & Lusch, 2004). Thus, social media, with its characteristics for networks, relations and
interactions, serves as a platform to foster co-creation for a firm and its customers (Deighton & Kornfeld, 2009).
The social interactions in the online environment do not only offer personal benefits (cognitive, personal
integrative and hedonic benefits), but also social benefits (other members and firm’s benefits) that fulfill
participants’ needs (Kohler ¢ @/, 2011). The resource integration episodes between two actors (i.e. firm and
customer) in a social media setting is exposed and the higher order resource formation dynamics that emerge as a
result of these resource integration episodes can be observed and articulated to explain value co-creation
outcomes in enhancing the business performance of firms. In this regard we recognize the role of social media
platforms as technology engagement platforms in business network value co-creation processes (Frower al.,2015;
Singaraju ¢t al., 2016).

2.3 Social media tool support

Social media employ mobile and web-based technologies to create highly interactive platforms via which
individuals and communities share, co-create, discuss, and modify user-generated content. Social media can be
used to facilitate the interaction between customers and enterprises (Kietzmann ef a/, 2011). The new emergent
media is a useful tool enabling a firm to monitor customers’ online behavior and provide support for the
consumers to participate in the firm’s online brand community (Gallaugher & Ransbottham, 2010). With the
social media tool support (SMTS), the firm can communicate quickly and effectively with current and prospective
customers and employees at low cost (Perrigot ez al., 2012). Effective interactive features of social media can help
the firm manage customer relationships in two ways. First, they increase the understanding of potential customers
of a firm’s value propositions and products/setvices. Second, they enhance the connection and idea exchange
between customers and firms or among customers (Filler ez a/, 2010).

2.4 Perceived empowerment

Empowerment refers to “the capacity of individuals, groups and/or communities to take control of their
circumstances, exercise power and achieve their own goals, and the process by which, individually and collectively,
they are able to help themselves and others to maximize the quality of their lives” (Adams, 2008).

Perceived empowerment is an important concept for collaboration, civic engagement, and community
consciousness (Maynard e a/, 2012). From the perspective of management, enterprises can encourage customers
to engage in the VCC activities through empowerment. Perceived empowerment can increase an individual’s
perception of self-efficacy and power of determination (Filler es a4/, 2010). This type of empowerment can
categorized as psychological empowerment. Another type of empowerment is structural empowerment, which
refers to forms of sharing resources including power, decision, and control under the organizational hierarchy
(Maynard ez al., 2012).

The diffusion and features of technology will influence customers’ perceived empowerment. The internet is
a tool empowering customers (Shankar ez a/., 2006). According to Fuller ¢z 2/ (2010), an internet-based co-creation
platform can increase users’ individual perception of autonomy and self-efficacy. Labrecque ez a/. (2013) indicate
that the contents created by customers in the virtual environment have transferred the marketing power held by
the firms to customers. Using social media, customers can enjoy convenience, free expressions of opinions, and
idea presentation, satisfying their social and psychological needs, and thereby easily expand their individual
influences on the market. In addition to having more information about competitive products available anywhere
on mobile devices, customers can easily express and distribute their opinions to large audiences, and companies
are likely to find it increasingly difficult to manage the messages that customers receive about their
products/services (e.g., Schultz, ¢ al, 2005; Malthouse, ¢# al., 2013). Therefore, this study proposes the following
hypothesis:

H1. The SMTS is positively related to customers’ perceived empowerment.
2.5 Social influence

Social influence refers to the extent to which an individual’s behavior in a certain social context is influenced
by others (Rice ¢# al., 1990). A person will conform his or her subjective norms to meet the expectations of other
people which are important to him or her such as friends or family members (Christian ez a/., 2012).
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The subjective norms will influence the person to change his or her behavior beliefs because he or she
desires to be accepted by the group. Therefore, the subjective norms can be used to predict an individual’s
behavior intention and ate a particular form of social influence. Based on the perspective of social value, a person
or a group tries to influence others’ cognition, belief, attitude, and behavior through social value (Maecker ef a/,
2013).

In general, social influence can be divided into two types: normative influence and informative influence
(Deutsh & Gerard, 1955). Normative influence means that an individual complies with his or her group’s social
norms, while informative influence denotes that the individual selects an appropriate way to behave by observing
others’ behavior as the information source for making decisions. By utilizing social media, the firm can enable
customers to reach a variety of information sources, thereby influencing their intention to engage with the firm. In
addition, the rich functionalities of social media offer a channel for a brand community manager or a customer to
influence other customers. For example, Facebook users can use “Like” or “Share” to express their feelings or to
deliver messages to their friends. They can use different forms of content to influence other consumers such as
texts, images, or videos. Accordingly, the following hypothesis is proposed:

H2. The SMTS is positively related to customers’ social influence.
2.6 Perceived identity

Self-perceived identity means individuals’ having a state of cognitively, emotionally and behaviorally
consistent interpretation of themselves, the environment and all factors of their lives, which is specific but also in
compliance with the society(Ersanlt & Sanli, 2015).Kenz (2005) argues that the extent to which self-value matches
with the group norm will affect a person’s identity in the environment. From the perspective of marketing,
customers tend to think or behave similar to other group members of the brand community by obtaining the
group identity (Hoyer & Maclnnis, 2001). When the member has a stronger group identity, he or she will
contribute to the community and expect reciprocity from the interaction with other community members. In
general, the member can receive the notification messages to understand the other community member’s thought,
attitude or behavior in the social media platform when the community members post or reply to messages in the
community. With the SMTS, customers are able to learn others’ values and behaviors in the brand community,
and it is expected that their perceived identity will be influenced. Therefore, the following hypothesis is proposed:
H3. The SMTS is positively related to customers’ perceived identity.

2.7 Value belief

According to the theory of expected value, an individual’s behavioral decision will be influenced by
expectation belief and value belief. Expectation value refers to the assessment of one’s ability, while value belief is
defined as an individual’s evaluation of pleasure, achievement, practicality and price (Eccles ez a/., 1983; Fredricks
& Eccles, 2002). Satisfying the demand of customers and offering them values are the primary goals of
enterprises. Customers’ perceived value is an overall evaluation of the utility of a product or service in terms of
cost and benefits (Zeithaml, 2000). The customers’ value judgment is an important portion in identifying
customers’ perceived value (Ulaga & Chacour, 2001). There are social missions in social enterprises; these unique
missions may increase customers’ perceived value if customers are aware of the firms’ value propositions. With
SMTS, firms can explicitly illustrate and effectively promote their value propositions to their customers with the
expectation that customers’ value beliefs will be increased. Therefore, the following hypothesis is proposed:

HA4. The SMTS is positively related to customers’ value belief

Value can be regarded as the result co-created by customers and firms, during which customers develop
their value belief based on the confirmation of the firm’s value propositions (Frow& Payne, 2011). In general,
higher value belief means that customers are more satisfied with the co-creation process; therefore, they may have
higher perceptions of identity with the firm. Therefore, the following hypothesis is proposed:
Hb5, Customers’ value belief is positively related to their perceived identity.

2.8 Social media consumer engagement

Schultz and Peltier (2013) proposed that consumer engagement is an elusive construct, and that researchers
and marketers needed to better define, conceptualize, and operationalize this measure of relationship strength.
When a user acts (e.g., post, reply, like or share) in the social media community, notifications are sent not only to
the community members directly but also to the actor’s friends indirectly. Social media contributes to customers’
empowerment perceptions (Filler ez 4/, 2010). The stronger the customer’s empowerment perception of SMTS is,
the stronger the support and effectiveness that the consumer feels that the firm’s brand community renders, hence
boosting his or her social media consumer engagement (SMCE; Sashi, 2012), thus, the following hypothesis is
proposed:
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HG6. Customers’ perceived empowerment is positively related to their SMCE.

In the social media platform, customers can easily influence others or be influenced by others in the firm’s
brand community. When social influence becomes more evident, customers will have a stronger connection
between themselves and the community. Customers will perceive that they are valued, and experience mutually
beneficial feelings. Moreover, the mutual responsiveness and intention to embrace each other can be enhanced
(Dholakia ¢ al., 2004). Previous studies have confirmed that social influence is one of the key factors that drives a
user to continuously contribute content to social media to maintain network position and status (Susarlaer al,
2012). Therefore, social influence may promote customer engagement in the brand community, and this study
proposes the following hypothesis:

H7. Customers’ social influence is positively related to their SMCE.

Based on the theory of place attachment, when consumers have a strong sense of identity and belonging to
the firms’ brand community using social media, they will further experience a strong psychological bond (Goel ez
al., 2011) and therefore increase their engagement in the community. Based on this argument, it can be assumed
that when a community member feels psychologically linked to the social media community and finds distinctive
community values to achieve the identification in the social group, he or she will continuously engage with the
community. Accordingly, this study proposes the following hypothesis:

HS. Customers’ perceived identity is positively related to their SMCE.

2.9 Social media relationship quality

Companies have generally embraced social media because of its potential for engagement and collaboration
with consumers. Through social media, marketers can gain rich, unmediated consumer insights, faster than ever
before, and can foster loyalty through networking (comScore, 2011).Customer engagement behavior will influence
the firm’s operational results including service quality, customer satisfaction, and other business performance
(Skaggas & Youndt, 2004). In particular, previous research has found that customer engagement is an antecedent
of relational quality. Relational quality refers to a customer’s overall evaluation of the firm (Liang ez a/., 2011) and
can be measured by three dimensions: trust, satisfaction and commitment (Palmatier e¢# a/., 2006). Coleman and
Heriot (2014) identify that a set of customer engagement items such as re-site visits, tweets, followers, product
reviews, shares, and likes are key indicators in social media marketing to measure customer quality relationships.
Based on the argument above, this study includes the following hypothesis:

HY. SMCE is positively related to their social media relationship quality.
3. Materials and Methods
3.1 Measures

The measurement items were preliminarily developed from previous literatures and then revised to fit the
context of social media and social enterprise (Haynie & Shepherd, 2009). This research adapted five items from
Venkatesh ez al. (2012), Filler et al. (2009), and Moore and Benbasat (1991) to measure social media tool support.
Pura’s (2005) six-item scale was used to measure value belief. Perceived empowerment was adapted from three items by
Amichai-Hamburger (2008) and Fillerer a/ (2009). The three-item scale of Venkatesh and Davis (2000) and
Venkatesh e al. (2012) was used to measure social influence. Three-item scale was applied to measure perceived identity
from Algesheimer ef /. (2005). The six-item scale was adapted to measure social media customer engagement from
Zhang et al. (2014) and Yooet al. (2013). Finally, this study used four-item scale created by Caceres and
Paparoidamis (2007) to measure social media relationship quality. All the items are listed in appendix 1. The items were
predominantly formulated as Likert-type statements anchored by a 5-point answer scale ranging from 1 (strongly
disagree) to 5 (strongly agree).

Two scholars in the management field who are competent in the subject area in both English and Chinese
translated all the measures from English into Chinese in the proposed model. The measures were back-translated
into English by another two scholars who are also competent in the subject area in both languages to ensure
equivalent meaning (Brislin, 1980). This procedure was performed to minimize the construct bias, method bias
and item bias commonly found in cross-cultural studies (see, e.g., Chidlow e a/, 2014). Partial least squares
structural equation modeling (PLS-SEM), which employs a component-based approach for maximum estimation
of the explained variance of the dependent variables rather than model fit, was used to evaluate our measures and
the proposed model (Hair ez @/, 2011). PLS-SEM was chosen to accommodate the relatively large number of
constructs. Additionally, when the goal of the research is prediction, PLS is also particularly appropriate for
exploratory research because it requires minimal demands with respect to measurement scales, sample size, and
residual redistributions (Henseler e# /., 2009).
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3.2 Sampling and data collection

This study conducted an online questionnaire survey in Taiwan to collect data. The subjects were consumers
who used social media to interact with social enterprises. Questionnaire invitations were posted on 46 Facebook
fans pages for social enterprises in Taiwan, and customers of social enterprises were invited to complete the
questionnaire. A convenience sample of 396 respondents who recognize the values or the missions of social
enterprises participated the survey, and among them, 32 questionnaires were excluded because of identity
redundancy or incomplete response, leaving a total of 364 valid questionnaires for a response rate of 91.9%.

For the gender distribution of the sample, the majority of the respondents, 56 percent, were female. The
majority of sample age, 78.9 percent, ranged from 25 to 54 years old. The second most common age range, 12.8
percent, was from 18 to 24 years old. Regarding the educational level of the sample, most of the respondents had
graduate school and college educations, 53.2 percent and 33percent, respectively. Regarding the occupation
distribution, 27.5 percent were professionals that accounted for the plurality. The second most common
occupation, 18.3 percent, were people from services and sales.

4. Result
4.1 Common method variance and non-response bias

With regard to the issue of common method variance in a self-administered questionnaire survey, this
research adopted Harman’s single factor test (Malhotra e a/., 20006). Five factors with eigenvalues greater than one
were chosen. The explained variance of the first factor was 19.29%, below the threshold value of 50%, indicating
that common method bias was not a significant problem in our data.

Non-response bias was examined by following Armstrong and Overton’s (1977) procedure. Separating the
ordered samples into two groups, we performed an independent t-test to compare the early responses with the
late responses based on the dependent variables (i.e. social media relationship quality). The results showed no
statistical significance, indicating that non-response bias was not an issue in this study.

4.2 Measurement model

To verify the reliability and validity of the proposed measurement model, this study used Cronbach’s o
(Alpha; Cronbach &Meehl, 1955) and composite reliability (CR) to test the measures’ internal consistency
reliability. Convergent validity and discriminant validity were examined (Hair et al., 2014). Three requirements
must be fulfilled to evaluate convergent validity. First, the factor loadings should be both greater than the cut-off
value (0.5) and significant (Kline, 2005). Second, each construct’s average variance extracted (AVE) should be 0.5
or higher. Third, the CR should exceed the threshold value (0.7; Nunally & Bernstein, 1994). The AVE is the
overall mean value of the squared loadings of a set of indicators (Hair ez @/, 2014). Discriminant validity refers to
the degree to which the construct is empirically distinct from the other constructs that it is intended to measure.
The Fornell and Larcker (1981) criterion, a common method for assessing discriminant validity, requires each
construct’s AVE to be higher than the highest squared correlation with any other construct. Discriminant validity
was further evaluated by extracting the factors and cross loadings of the respective constructs’ indicators.

Table 1. Reliability and validity analysis

Constructs Items Loadings Alpha CR AVE
Social media tool support 5 0.804°-0.8901° 0.852 0.893 0.626
Value belief ] 0.713°0.824° 0.871 0.903 0.609
Perceived empowerment 3 0.864°-0.926 0.884 0927 0.810
Social influence 3 0.717°0.888" 0.759 0.862 0.677
Perceived identity 3 0.797*-0.830* 0.801 0.871 0.628
Social media consumer engagement ] 0.802°-0.893" 0.904 0929 0.724
Social media relationship quality 4 0.834°0.003° 0.886 0921 0.746
Tp<=0001

The data displayed in Table 1 indicate that the minimum factor loading is 0.713 and is significant. The
minimum AVE is 0.626 (social media tool support), and the minimum consistency reliability is 0.759 (social
influence). The Fornell and Larcker criterion is also met. Each item loading is above 0.7. These data support the
measurement model’s reliability and validity.
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Table 2 also reports that the correlation coefficient (between customer engagement and relationship quality)
with the greatest value is 0.783, which is below the cut-off value of 0.90 (Hair ef a/, 2010). Therefore, no
multicollinearity problem exists. Finally, Table 2 demonstrates that all indicators load strongly with their construct
and do not have stronger connections with other constructs. In conclusion, the statistical analyses confirmed that
the reliability and convergent and discriminant validity of the measurement model are satisfactory.

Table 2. Sample statistics and correlation coefficients

Constructs Mean SD SMIS VB PE sI PI SMCE SMRQ
Social media tool support (SMTS) 1.895 0597 0.701

Value belief (VB) 1.804 0.577 0592 0.780

Perceived empowerment (PE) 2204 0845 03525 0529 0900

Social influence (SI) 2266 0776 0543 0526 0619 0.823

Perceived identity (PI) 2.158 0.710 0520 0.675 0637 0.684 0.703

Social media consumer engagement (SMCE) 1.864 0.643 0557 0597 0604 0461 0680 0.851
Social media relationship quality (SMRQ) 1.911 0693 0588 0705 0614 0601 0701 0.783 0.864

Note. Diagonal elements are the square root of average variance extracted. SD= Standard deviation

4.3 Structure model

As shown in Figure 1, the explanation powers (R2) of social media consumer engagement and social
media relational quality were 51.8% and 61.3%, respectively; the explanation powers of value belief, perceived
empowerment, social influence, and perceived identity were 35%, 27.6%, 29.5%, and 47.8%, respectively. The R2
values of the six endogenous variables were larger than 25% (Hair ez 4/, 2011), indicating that significant amounts
of variance in these variables were well explained by the proposed independent variables.

In the research model, social media tool supports directly influenced customers’ perceived empowerment,
social influence, perceived identity, and value belief, with path coefficients of 0.525 (p < 0.001), 0.543 (» < 0.001),
0.185 (p < 0.05) and 0.592 (p < 0.001), respectively, thus supporting Hypotheses 1, 2, 3, 4. As depicted in Figure 1,
customers’ value belief had a positive impact on their perceived identity. The path coefficient was 0.566 (p <
0.001), strongly supporting Hypothesis 5. Additionally, the result indicated that customers’ perceived
empowerment and perceived identity directly influenced social media consumer engagement, with path
coefficients of 0.325 (p < 0.001) and 0.554 (p < 0.001). Therefore, Hypothesis 6 and 8 were strongly supported, as
predicted. However, the data showed that customers’ social influence was statistically insignificant in terms of
social media consumer engagement. The path coefficient was - 0.119 (p > 0.05), which indicates that the
Hypothesis 7 was not supported possibly because the social enterprise is at the start-up stage and the perceived
social norm in the brand community on social media is under development, thus, customers will not feel strong
pressure from others’ influence. Another explanation is that other moderators may influence the direct effect.
This finding also indicates that perceived empowerment and perceived identity are more important factors than
social influence and a firm should consider these factors to encourage customer engagement in its social media-
based brand community. Finally, social media consumer engagement directly influenced social media relationship
quality with path coefficients of 0.783 (p < 0.001). Hypothesis 9 was strongly supported, as predicted.

To our surprise, some indirect effects occurred in the structural model, this study applied the mediation
analysis techniques (Hair et al., 2017; Cepeda et al., 2017; Nitzlet al., 2016) to assess the mediation effects by using
the 95% bias corrected bootstrap confidence interval (95% BC bootstrap CI) method to verify whether a mediator
carries the influence of an independent variable to a dependent variable (Baron and Kenny, 1986). The key point
to determine a mediation effect is the evaluation of the significance of the indirect effect. If the confidence

interval for an indirect effect does not include 0 value, it means the mediating effect is significantly different from
0.
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H2:0.543"

Fig. 1. Research Model Results

SMTS: Social media tool support, VB: Value belief, PE: Perceived empowerment; SI: Social influence; PI:
Perceived identity; SMCE: Social media consumer engagement: SMRQ: Social media relationship quality;
*p=<005 " p<001,"" p<0001

Summarized in Table 3, the statistical outcome implied that social media tool supports elicited customers’
value belief and in turn led to a higher level of customers’ perceived identity. The direct effect of social media tool
supports on customers’ perceived identity was 0.185 (p < 0.05). Its indirect effect, significantly mediated by
customers’ value belief was 0.335 with 95% BC bootstrap CI of 0.237 to 0.433, creating a total effect of 0.520 (p <
0.001). In addition, social media tool supports not only directly influenced customers’ perceived empowerment,
social influence, perceived identity, and value belief but also enhanced the extent of social media consumer
engagement. The direct effect of social media tool supports on social media consumer engagement was 0.259 (p <
.01). Its total indirect effect, mediated by customers’ perceived empowerment, perceived identity, social influence,
and the interaction between value belief and perceived identity, was 0.299 with 95% BC bootstrap CI of 0.164 to
0.465, creating a total effect of 0.558 (p < 0.001).

Table 3. Summary of mediating effects tests

95% BC Bootstrap CI

Effects Path Coefficient (2.5%- 97.5%)
Direct SMTS —PI 0.185*
SMTS — SMCE 0.250%*
Indirect SMTS —-VB — PI 0.335%+= 0.237-0433
SMTS —PE — SMCE 0.137** 0.050- 0.260
SMTS —PI — SMCE 0.004* 0.012 - 0.197
SMTS —5I — SMCE -0.102 -0.263 - 0.020
SMTS —-VB— PI — SMCE 0.170*** 0.092 -0.263
Total Indirect SMTS —PI 0.335%** 0237-0430
SMTS — SMCE 0.200%== 0.164 - 0.465
Total SMTS — PI 0.520%*=
SMTS — SMCE 0.558%*=

*p 0.05; **p= 0.01; ***p=<10.001
SMTS: Social media tool support, VB: Value belief. PE: Perceived empowerment; SI: Social influence; PI:
Percerved i1dentity, SMCE: Social media consumer engagement, SMEQ: Social media relationship quality
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5. Discussion
Implications

This empirical study investigated how social enterprises can apply social media to promote customer
engagement and relationship quality. Drawing on the TPB and VCC, this study proposed a research model and
validated it by conducting PLS analysis on data collected from an internet questionnaire survey. The analysis
results revealed that social media tool support positively affects customers’ social influence, perceived
empowerment, perceived identity, and beliefs in the value propositions of the social enterprise. In addition,
customers’ value beliefs also affected their perceived identity. Customers’ perceived empowerment and perceived
identity positively affected their engagement, and customer engagement positively affected relationship quality.

These relationships reveal that social media provides a substantial platform to manage customer
relationships. Because a social entrepreneur usually purposely locates the enterprise in a poor function market (Di
Domenico ¢ al., 2010), the present study confirms that social media is an economical and effective resource to
manage customer relationships to break through the liabilities of smallness, newness, and specialized
organizational resources (Adams ez a/, 2012). Moreover, in line with previous studies (Amichai-Hamburger, 2008;
Falleret al., 2009), this study also confirms customers’ beliefs that they can change the society or community by
interacting and sharing information with other friends on social media. In addition, the value belief to an
origination is an antecedent of individual identity.

For the practical entrepreneurs, in addition to leveraging social media to manage customer relationships,
social media serves as an arena to improve customer value and deliver social mission to other potential customers
outside the community. More specifically, the social value that a social enterprise offers can be thoroughly
discussed within the community, and consensuses can be disseminated and propagated beyond the community by
word of mouth or “share” mechanism support by social media. The more people that are concerned about the
social issue, the more social value that can be created and the higher the chance is to change the society towards
advancing the well-being of people, communities, and societies.

Social media introduce substantial and pervasive changes to communication between organizations,
communities, and individuals. This presents an enormous challenge for firms, as many established management
methods are ill-suited to deal with customers who no longer want to be talked at; instead, customers want firms to
listen, appropriately engage, and respond. (Jan, 2011). Social enterprises, which are lacking of resources, can utilize
the effective, efficient and economic marketing tools to deal with customers. Social enterprises emphasized on
operation of social media will generate benefits on their social mission. By analyzing consumers’ perceived
empowerment, perceived identity, and value beliefs, social enterprises can monitor and understand how social
media activities vary in terms of their function and impact, so as to develop an effective social media strategy
based on the appropriate ways of enhancing relation quality for their brand community.

6. Conclusions
Limitations and future directions

The study contributes to the literature by illustrating how social media application can promote customer
engagement and relationship quality, and it provides useful guidance for social enterprises to employ social media
to effectively manage customer relationships. Based on the research results, social enterprises can utilize social
media so that consumers have a more in-depth understanding of their value propositions, become more powerful
and willing to engage in the firms’ online brand community, and develop good relational quality. Nevertheless, the
study has its limitations. First, the online survey conducted in the study was targeted at the social enterprises in
Taiwan. Application of the research findings in other countries should be mindful that regional difference may
hinder the generalizability of the study results. Second, because the social enterprises are still developing and the
core values of these organizations are promoting, only 364 valid responses who understand the mission of social
enterprises were used for the data analysis. Although the study used bootstrap sampling technique to reduce the
restrictions of a small sample and employed the PLS analysis accordingly, the proposed model might be more
convincing if it were validated by a further study with a larger sample. Third, consumers’ offline engagement and
their engagement in social media environments might impact each other (Brodie et al., 2011). However, this study
did not consider consumers’ offline behavior and their original attitudes towards and satisfaction with the
enterprises’ brands. Subsequent research could further explore this by including these factors in the research
model.

Despite these limitations, they also provide directions for future studies. First, because economic value is so
important to support the sustainability of a social enterprise, future studies might investigate the drivers that
influence a customer’s purchase intention on social media (i.e., social commerce). Next, examining the formation
of customer relationships is another stream to contribute social entrepreneurship.
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More specifically, a process model is useful to elucidate the generative mechanism of the relationship
between entrepreneurship and customers. Finally, because social media provides an occasion to aggregate
customer behavioral footprints, future research can collect these data to identify customer roles on social media
hosted by a social enterprise. Better understanding of customer roles and behavioral patterns helps a social
enterprise co-create value with the customers (Yang ez al., 2014).

Appendix

Social media tool support (Venkatesh ¢z a/, 2012; Fillere al., 2009; Moore &Benbasat, 1991)

TS1: It is joyful to interact on this social enterprise's social media.

TS2: Using its social media makes me understand this social enterprise.

TS3: Using its social media helps me understand this social enterprise's social mission.

'TS4: Using its social media helps me understand this social entetprise's products and setvice.

TS5: Using its social media makes me to communicate with this social enterprise's employees and customers
easier.

Value belief (Pura, 2005)

VB1: The price of this social enterprise’s product and service is acceptable.

VB2: I need this social enterprise's products and service.

VB3: My value is consistent with this social enterprise's value proposition.

VB4: The value of the products/service that social enterprise offers is helpful for the society.

VB5: This social enterprise's value proposition is important.

VBO6: I fully understand this social enterprise's value proposition.

Perceived empowerment (Amichai-Hamburger, 2008; Fullerez al., 2009)

PE1: I have influence on this social enterprise because of the various interaction.

PE2: I have opportunity to participate the activities held by this social enterprise with other members by various

interactions.

PE3: My opinion is taken into consideration because of various interaction with this social enterprise.

Social influence (Venkatesh & Davis, 2000; Venkatesh ez af., 2012)

SI1: People who can influence me think this social enterprise's core value is good.

SI2: People who can influence me think I should buy this social enterprise's products or service.

SI3: I will earn a reputation if I buy this social enterprise's products or service.

Perceived identity (Algesheimerez a/, 2005)

PI1: I am a member of this social enterprise's consumer community.

PI2: I share the same value with this social enterprise's consumers.

PI3: I am proud of this social enterprise's consumer.

Social media consumer engagement (Zhang ¢z al., 2014; Yooet al., 2013)

CE1: It is important to interact with this social enterprise's consumers by its social media.

CE2: If I have good idea, I will provide to this social enterprise by its social media.

CE3: I read the information or news about this social enterprise by its social media.

CE4: I will attend this social enterprise's activities by its social media if available.

CE5: I would introduce this social enterprise's business concept to my friends by its social media.

CEOG: I would recommend this social enterprise's products or setvices to my friends by its social media.

Social media relationship quality (Caceres &Paparoidamis, 2007)

RQ1: This social enterprise can response customers’ needs by its social media.

RQ2: I am satisfied with the interaction with this social enterprise by its social media.

RQ3: I trust this social enterprise by its social media.

RQ4: I am willing to maintain the relationship with this social enterprise by its social media.

References

Adams, J. H., Khoja, F. M., & Kauffman, R. (2012). An empirical study of buyer—supplier relationships within
small business organizations. Journal of Small BusinessManagement, 50(1), 20-40.

Adams, R. (2008). Empowerment, participation and social work. New York: Palgrave Macmillan.

Ajzen, 1. (1991). The theory of planned behavior. Organizational Bebavior and Human Decision Processes, 50(2), 179—
211.

Algesheimer, R., Dholakia, U. M., & Herrmann, A. (2005). The social influence of brand community: evidence
from Buropean car clubs. Journal of Marketing, 69(3), 19-34.

Amichai-Hamburger, Y. (2008). Internet empowerment. Computers in Human Bebavior, 24(5), 1773-1775.

Armitage, C. J., & Conner, M. (2001). Efficacy of the theory of planned behavior: A meta- analytic review. Brizish
Journal of Social Psychology, 40(4), 471-499.



Gwo-Hau Ding et al. 47

Armstrong, J. S., & Overton, T. S. (1977). Estimating nonresponse bias in mail surveys. Journal of Marketing
Research, 14(3), 396-402.

Barger, V., Peltier, J., & Schultz, D. (2016). Social media and consumer engagement: a review and research agenda.
Journal of Research in Interactive Marketing, 10(4), 268-287.

Brislin, R. W. (1980). Translation and content analysis of oral and written material. Handbook of Cross-Cultural
Psychology, 2(2), 349-444.

Brodie, R. J., Hollebeek, L. D., Juric, B., &llic, A. (2011). Customer engagement: conceptual domain, fundamental
propositions, and implications for research. Journal of Service Research, 14(3), 252-271.

Caceres, R. C., &Paparoidamis, N. G. (2007).Service quality, relationship satisfaction, trust, commitment and
business-to-business loyalty. European Journal of Marketing, 41(7/8), 836-867.

Chidlow, A., Plakoyiannaki, E., & Welch, C. (2014). Translation in cross-language international business research:
beyond equivalence. Journal of International Business Studies, 45(5): 562-582.

Christian, J., Bagozzi, R., Abrams, D., & Rosenthal, H. (2012). Social influence in newly formed groups: The roles
of personal and social intentions, group norms, and social identity. Personality and Individnal Differences, 52(3),
255-260.

Coleman, J. E., & Heriot, K. C. (2014). Social media effectiveness for small businesses: concept and measurement.
Journal of Business and Economics, 5(6), 769-774.

comScore. (2011). The comScore 2010 mobile year in review.
http://www.comscore.com/Press_Events/Presentations_Whitepapers/2011/2010_Mobile_Year_in_Revie
w Accessed 07.01.12.

Cronbach, L. J., &Meehl, P. E. (1955). Construct validity in psychological tests. Psychological Bulletin, 52(4), 281—
302.

Deighton, J., &Kornfeld, L. (2009). Interactivity's unanticipated consequences for marketers and marketing. Journal
of Interactive Marketing, 23(1), 4-10.

Deutsch, M., & Gerard, H. B. (1955).A study of normative and informational social influences upon individual
judgment.The Journal of Abnormal and Social Psychology, 51(3), 629-636.

Dholakia, U. M., Bagozzi, R. P., &Pearo, L. K. (2004). A social influence model of consumer participation in
network-and small-group-based virtual communities. Infernational Journal of Research in Marketing, 21(3), 241-
263.

Di Domenico, M., Haugh, H., & Tracey, P. (2010). Social bricolage: Theorizing social value creation in social
enterprises. Entreprencurship Theory and Practice, 34(4), 681-703.

Eccles, J. S., Adler, T., Futterman, R., Goff, S., Kaczala, C., Meece, ., &Midgley, C. (1983). Expectancies, 1 alues, and
Academic Behaviors. San Francisco, CA: W. H. Freeman.

Edward, C. M., Michael, H., Bernd S., Egbert W., & Michael Z. (2013). Managing customer relationships in the
social media era: introducing the social CRM House. Journal of Interactive Marketing, 27, 270-280.

Ersanl K., &Sanli E. (2015). Self-perceived identity scale: a scale development study.Awzerican International Journal of
Social Science, 4(6), 184-194.

Fornell, C., &Larcker, D. F. (1981). Evaluating structural equation models with unobservable variables and
measurement error. Journal of Marketing Research, 18(2), 39-50.

Fredricks, J., &Eccles, J. S. (2002). Children’s competence and values beliefs from childhood through adolescence:
growth trajectories in two male-sex-typed domains. Develgpmental Psychology, 38(4), 519-533.

Frow, P., & Payne, A. (2011).A stakeholder perspective of the value proposition concept.Ewuropean Jonrnal of
Marketing, 45(1/2), 223-240.

Filler, J., MtHlbacher, H., Matzler, K., &Jawecki, G. (2009). Consumer empowerment through internet-based
co-creation, Journal of Management Information Systems, 26(3), 71-102.

Gallaugher, J., &Ransbotham, S. (2010). Dialog management at Starbucks. ML Quarterly Executive, 9(4), 197-212.

Goel, L., Johnson, N. A, Junglas, I., & Ives, B. (2011). From space to place: predicting users’ intentions to return
to virtual worlds. MIS Quarterly, 35(3), 749-771.

Gro nroos, C., &Voima, P. (2013). Critical service logic: making sense of value creation and co-creation. Journal of
the Academy of Marketing Science, 41(2), 133-150.

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2010). Multivariate data analysis. Upper Saddle River, NJ:
Pearson Prentice Hall.

Hair, J. F., Ringle, C. M., &Sarstedt, M. (2011). PLS-SEM: Indeed, a silver bullet. Journal of Marketing Theory and
Practice, 19(2), 139-152.

Hair, J. F., Sarstedt, M., Hopkins, L., &Kuppelwieser, V. G. (2014). Partial least squares structural equation
modeling (PLS-SEM): An emerging tool in business research. Ewuropean Business Review, 26(2), 106-121.

Haynie, M., & Shepherd, D. A. (2009).A measure of adaptive cognition for entrepreneurship
research. Entreprenenrship Theory and Practice, 33(3), 695-714.


https://www.emerald.com/insight/search?q=Victor%20Barger
https://www.emerald.com/insight/search?q=James%20W.%20Peltier
https://www.emerald.com/insight/search?q=Don%20E.%20Schultz
https://www.emerald.com/insight/publication/issn/2040-7122

48 Journal of Marketing Management, Vol. 8, No. 1, June 2020

Henseler, Christian M. Ringle, & Rudolf R. S. (2009).The use of Partial Least Squares Path Modeling in
international marketing. Advances in International Marketing, 20, 277-319.

Hollebeek, L. D., Conduit, J., &Brodie, R. J. (20106). Strategic drivers, anticipated and unanticipated outcomes of
customer engagement. Journal of Marketing Management, 32.(5-6), 393-398.

Hoyer, W. D., &Maclnnis, D. J. (2001).Consumer Behavior. 2nd ed., Boston, MA: Houghton Mifflin Company.

Jan H. K., Kristopher H., Ian P. M.,& Bruno S. S. (2011). Social media? Get serious! Understanding the functional
building blocks of social media. Business Horizons, 54(3), 241-251.

Kaplan, A.M., &Haenlein, M. (2010). Users of the world, unite! The challenges and opportunities of social
media.Business Horizons, 53(1), 59-68.

Kenz, 1. (2005). Attachment and identity as related to a place and its perceived climate.Journal of Environmental
Psychology, 25(2), 207-218.

Kietzmann, J. H., Hermkens, K., McCarthy, I. P., & Silvestre, B. S. (2011). Social media? Get serious!
Understanding the functional building blocks of social media. Business Horigons, 54(3), 241-251.

Kim, W., Jeong, O. R., & Lee, S. W. (2010). On social Web sites.Information Systems, 35(2), 215-230.

Kline, R. B. (2005). Principles and practice of structural equation modeling. New York, NY: Guilford.

Kohler, T., Fueller, J., Matzler, K., &Stieger, D. (2011). Co-creation in virtual worlds: the design of the user
experience. MILS Quarterly, 35(3), 773-788.

Labrecque, L. 1., Mathwick, C., Novak, T. P., &Hofacker, C. F. (2013). Consumer power: evolution in the digital
age. Journal of Interactive Marketing, 27(4), 257-269.

Leckie, C., Nyadzayo, M. W., & Johnson, L. W. (2016). Antecedents of consumer brand engagement and brand
loyalty. Journal of Marketing Management, 32(5-6), 558-578.

Lin, W., & Wang, Q. (2016). What helped nonprofits weather the great recession? Nonprofit Management and
Leadership, 26(3), 257-276.

Liang, T. P., Ho, Y. T., Li, Y. W., & Turban, E. (2011). What drives social commerce: the role of social support
and relationship quality. International Journal of Electronic Commerce, 16(2), 69-90.

Madden, T., Ellen, P. S., &Ajzen, 1. (1992). A comparison of the theory of planned behavior and the theory of
reasoned action.Personality and Social Psychology Bulletin, 18(2), 3-9.

Maecker, O., Grabenstréer, N. S., Clement, M., &Heitmann, M. (2013). Charts and demand: Empirical
generalizations on social influence. International Journal of Research in Marketing, 30(4), 429-431.

Malhotra, N. K., Kim, S. S., &Patil, A. (2006). Common method variance in is research: a comparison of
alternative approaches and a reanalysis of past research. Management Science, 52(12), 1865-1883.

Maynard, M. T., Gilson, L. L., & Mathieu, J. E. (2012). Empowerment—fad or fab? A multilevel review of the
past two decades of research. Journal of Management, 38(4), 1231-1281.

Nunally, J. C., & Bernstein, 1. H. (1994).Psychometric theory (3rd ed.). New York, NY: McGraw-Hill.

Palmatier, R. W., Dant, R. P., Grewal, D., & Evans, K. R. (2006). Factors influencing the effectiveness of
relationship marketing: a meta-analysis. Journal of Marketing, 70(4), 136-153.

Frow P.Nenonen S., Payne A., &Storbacka K. (2015).Managing co-creation design: aatrategic approach to
innovation. British Journal Management, 26(3), 463-483.

Perrigot, R., Kacker, M., Basset, G., &Cliquet, G. (2012). Antecedents of early adoption and use of social media
networks for stakeholder communications: evidence from franchising. Journal of Small Business Management,
50(4), 539-565.

Pura, M. (2005). Linking perceived value and loyalty in location-based mobile services. Managing Service Quality,
15(6), 509-538.

Polonsky, M. J., &Sargeant, A. (2007). Managing the donation service expetience. Nonprofit Management and
Leadership, 17(4), 459-476.

Rice, R. E., Grant, A. E., Schmitz, J., &Torobin, J. (1990). Individual and network influences on the adoption and
perceived outcomes of electronic messaging.Social Networks, 12(1), 27-55.

Sashi, C. M. (2012).Customer engagement, buyer-seller relationships, and social media.Management Decision, 50(2),
253-272.

Schultz, D., Edward M., & Doreen P. (2005). From CM to CRM to CNZ a research agenda for the marketing
communications transition..Advances in Advertising Research, (Vol 11I), 421-432.

Schultz, D. E., &Peltier, J. W. (2013). Social media's slippery slope: challenges, opportunities and future research
directions. Journal of Research in Interactive Marketing, 7(2), 86-99.

Schulze C., Bernd S., & Thorsten W. (2012).Linking customer and financial metrics to shareholder value: the
leverage effect in customer-based valuation. Journal of Marketing.76(2), 17-32.

Shankar, A., Cherrier, H., &Canniford, R. (2006). Consumer empowerment: a foucauldian interpretation. Ewuropean
Journal of Marketing, 40(9/10), 1013-1030.


https://onlinelibrary.wiley.com/action/doSearch?ContribAuthorStored=Frow%2C+Pennie
https://onlinelibrary.wiley.com/action/doSearch?ContribAuthorStored=Nenonen%2C+Suvi
https://onlinelibrary.wiley.com/action/doSearch?ContribAuthorStored=Payne%2C+Adrian
https://onlinelibrary.wiley.com/action/doSearch?ContribAuthorStored=Storbacka%2C+Kaj
https://onlinelibrary.wiley.com/toc/14678551/2015/26/3

Gwo-Hau Ding et al. 49

Shepherd, D. A., &Patzelt, H. (2011). The new field of sustainable entreprencurship: studying entrepreneurial
action linking “what is to be sustained” with “what is to be developed”. Euntreprenenrship Theory and Practice,
35(1), 137-163.

Skaggs, B. C., &Youndt, M. (2004). Strategic positioning, human capital, and performance in service organizations:
a customer interaction approach. Strategic Management Journal, 25(1), 85-99.

Stephen P. S., Quan A. N., Outi N, & Gillian S. M. (20106). Social media and value co-creation in multi-
stakeholder systems: A resource integration approach. Industrial Marketing Management, 54(2016), 44-55.

Susarla, A., Oh, J. H., & Tan, Y. (2012). Social networks and the diffusion of user-generated content: evidence
trom YouTube. Information Systems Research, 23(1), 23-41.

Swanson, L. A. (2013). A strategic engagement framework for nonprofits.Nouprofit Management and Leadership,
23(3), 303-323.

Sweeney, J. C., Danaher, T. S., & McColl-Kennedy, J. R. (2015).Customer effort in value co-creation activities
improving quality of life and behavioral intentions of health care customers.Journal of Service Research,
1094670515572128.

Trivedi, C., &Stokols, D. (2011). Social enterprises and corporate enterprises fundamental differences and defining
teatures.Journal of Entrepreneurship, 20(1), 1-32.

Ulaga, W., &Chacour, S. (2001). Measuring customer-perceived value in business markets: a prerequisite for
marketing strategy development and implementation. Industrial Marketing Management, 30(6), 525-540.

Van Doorn, J., Lemon, K. N., Mittal, V., Nass, S., Pick, D., &Pirner, P. (2010). Customer engagement behavior:
Theoretical foundations and research directions. Journal of Service Research, 13(3), 253-2606.

Vargo, S. L., &Lusch, R. F. (2004). Evolving to a new dominant logic for marketing. Journal of marketing, 68(1), 1-
17.

Vargo, S. L., &Lusch, R. F. (2008). Service-dominant logic: Continuing the evolution. Journal of the Academy of
Marketing Science, 36(1), 1-10.

Vargo, S. L., Maglio, P. P., & Akaka, M. A. (2008). On value and value co-creation: a service systems and service
logic perspective. European Management Journal, 26(3), 145-152.

Venkatesh, V., & Davis, F. D. (2000). A theoretical extension of the technology acceptance model: four
longitudinal field studies. Management Science, 46(2), 186-204.

Venkatesh, V., Thong, J., &Xu, X. (2012). Consumer acceptance and use of information technology: extending
the unified theory of acceptance and use of technology. MIS Quarterly, 36(1), 157-178.

Walk, M., Greenspan, L., Crossley, H., & Handy, F. (2015). Social Return on Investment Analysis.Nonprofit
Management and 1eadership, 26(2), 129-144.

Yang, M. H., Chiang, C. T., & Cheng, Y. Y. (2014). Customer value and customer roles on social media: a travel
agency case study. Luternational Journal of Business and Information, 9(4), 411.

Yang, M. H., Wu, J. T. B, Su, C. J, Kao, T. Y., and Lin, T. C. (2010). The study of social enterprise
management.[nternational Jonrnal of Revenue Management, 4(2), 145-162.

Yoo, C. W., Sanders, G. L., & Moon, J. (2013). Exploring the effect of e-WOM participation on e-Loyalty in e-
commerce. Decision Support Systems, 55(3), 669-678.

Zahra, S. A, Newey, L. R, & Li, Y. (2014). On the frontiers: The implications of social entrepreneurship for
international entrepreneurship. Entreprencurship Theory and Practice, 38(1), 137-158.

Zeithaml, V. A. (2000). Service quality, profitability, and the economic worth of customers: what we know and
what we need to learn. Journal of the Academy of Marketing Science, 28(1), 67-85.

Zhang, H., Lu, Y., Gupta, S., & Zhao, L. (2014). What motivates customers to participate in social commerce?
The impact of technological environments and virtual customer expetiences.Information & Management, 51(8),
1017-1030.



