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Abstract 

The main objectives of this research were to 1) analyze exploratory 

factors for Social Commerce Model for food and beverage business in 

Phitsanulok Province and 2) analyze the second order confirmatory factors for 

Social Commerce Model for food and beverage business in Phitsanulok 

Province. This was the quantitative study for the 534 customers from many 

restaurants and coffee shops in Phitsanulok Province. The researcher did data 

analysis by percentage, mean, SD, CV, and structural equation model analysis 

by AMOS. 

 Referring to the research findings, it was found as follows: 1) the 

exploratory factor analysis for Social Commerce Model consisted of three 

components - Conversation, Community, and E-Commerce 2) as for confirmatory 

factor, the model for Social Commerce was aligned with the empirical data       

(2 = 80.316, df = 49, p-value = 0.102, 2/df = 1.263, GFI = 0.982, AGFI = 

0.971, CFI = 0.99, RMSEA = 0.022) and it was also found that Community had 

the highest score (0.917), followed by E-Commerce (0.798) and Conversation 

(0.783). Referring to the findings, it was concluded that the Community is the 

most influential factor to Social Commerce, followed by E-Commerce and 

Conversation respectively. 

Keywords: Social Commerce; Conversation; Community; E-Commerce;     

   factor analysis 
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Introduction 

 The advanced social media and Web 2.0 has significantly affected 

customer behavior from previously as one communication to two-way 

communication which the customers can create content and have the interactive 

and real-time online conversation with the buyers. This intriguing phenomenon 

has caused the increasing E-Commerce. Consequently, in both E-Commerce 

and Social Commerce, the entrepreneur necessarily adjusts themselves by 

applying new programs or platforms in order to increase efficiency and sustain 

the business growth. For example, the Social Commerce can integrate the 

advantages from both social media and Web 2.0 to boost up the social 

interactivity in Community and provide opportunities for User-Generated 

Content so that customers can exchange and share information among each 

other in Community which chiefly leads to online referral to products 

accordingly (Huang and Benyoucef, 2015).  

 Typically, the traditional Electronic Commerce focused on maximizing 

the business efficiency rather than users. Due to the one-way communication, it 

was difficult to bounce information from each customer to the others or even to 

entrepreneur. Since the highlighted activity to stimulate the Commerce was the 

conversation which the customers could share information and experience and 

let the others do “Like” and/ or “Share” contents. Nevertheless, nowadays Social 

Commerce has been rapidly used not only to extend the E-Commerce but also 

to establish the real-time transaction as well as to build the customer relationship 

within the Community. This strategic platform can strengthen customer 

relationship and ensure the sustainable profitability by providing two-way 

communication which customers can always express and share their opinion 

more freely.  

 The restaurants and coffee shops in Phitsanulok Province was the great 

examples of those who apply Social Commerce in creating information in 

Community as simulated store front where customers could order and gain any 

update information and promotion campaigns as well as build relationship with 

each other. This could really increase satisfaction to the online customers 

 and also facilitate the entrepreneur in building and sustaining customer  

relationship with the regular customers. (https://thai.tourismthailand.org, 

accessed on Feburary 25, 2018) 
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 In the past, the restaurants and coffee shops in Phitsanulok Province 

faced issues in three major areas -- (1) few Community in restaurants and coffee 

shops in terms of quality of promise to customers, following to the promise to 

customers, measuring customer satisfaction in after-sales services, and customer 

satisfaction towards the management of restaurants and coffee shops, etc. (2) 

unsupported Conversation e.g. experience sharing among customers, setting on 

direct review or suggestion on restaurants and coffee shops to online friends, 

reviewing and ranking restaurants and coffee shops, etc. (3) unsupported 

Electronic Commerce platform for sharing experience of using service to 

restaurants and coffee shops, asking for recommendation from online friends 

before deciding to purchase products and service at restaurants and coffee shops, 

and recommending restaurants and coffee shops to each other. 

Since there were few previous research on Community, Conversation, 

and E-Commerce, this research was to focus on studying Community, 

Conversation, and E-Commerce as factors for Social Commerce Model for food 

and beverage business in Phitsanulok Province which was composed of (1) 

Conversation which focuses on two-way communication among customers or 

between customers and entrepreneur (2) Community which was established on 

online platform and (3) E-Commerce which was developed from the strong 

relationship in Community and led to the online business. The Social Commerce 

was relatively aimed at building and sustaining long-term profitability. 

The expected results from this study significantly help the entrepreneur 

of restaurants and coffee shops in Phitsanulok Province apply the concept and 

practices of Conversation, Community, and E-Commerce in their business to 

ensure both short-term and long-term profitability. In addition, it was 

recommended that government promote the policy on Community and promote 

the digital economy.  

Research Objectives   

1. Analyze exploratory factors for Social Commerce Model for food and 

beverage business in Phitsanulok Province 

2. Analyze the second order confirmatory factors for Social Commerce 

Model for food and beverage business in Phitsanulok Province 
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Research Hypothesis 

1. Independent variables can be categorized in exploratory factors for 

Social Commerce Model for food and beverage business in Phitsanulok 

province 

3. The second order confirmatory factors for Social Commerce Model for 

food and beverage business in Phitsanulok Province have goodness of 

fit measure with the empirical data. 

Theory and Related Research 

Social Commerce  

Social Commerce refers to the business activity on social networks 

such as Facebook, Instagram, Twitter, etc. where users or customers create 

content by themselves. For example, customers set up ranking or rating 

satisfaction after using any product as well as giving comment on products on 

the webpage. Furthermore, they can create product recommendation or new 

topic on Community or social network which leads to the user referral at the 

real-time communication (Diao et al., 2015; Zhou et al., 2013; Liang and Turban, 

2012; Wigand et al., 2008; Kim and Srivastava, 2007). It has been referred that 

the Social Commerce Model can be divided into three main layers (Huang and 

Benyoucef, 2015, Narakorn, 2018, Narakorn and Seesupan, 2018). The most 

inner one is called “Conversation”, followed by the middle layer as 

“Community”, and the most outer as “E-Commerce” as Figure 1.  

 

 

 

 

 

 

 

 

 

 

 

Figure 1: Social Commerce Design Model  
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1. Conversation means the private opportunity for users to have 

conversation and dialog to share opinion or experience on product, product 

ranking, content creation, or information sharing. This is important for selling 

and marketing purposes. Therefore, sellers and buyers can exchange experience, 

doing questions and answers on product by online conversation, or eventually 

doing online business. In particular, the sellers can add the product-related 

knowledge and experience during conversation with prospect customers as well 

as post the comment into topics initiated by customers (Han et al., 2011; Koch 

et al., 2011; Huang and Benyoucef, 2013). 

The Conversation can be measured by five observed variables -- (1) 

your online friends do ranking the restaurants and coffee shops with high 

creditability (Con1) (2) your online friends recommend restaurants and coffee 

shops without bias (Con2) (3) your online friends recommend restaurants and 

coffee shops with high creditability (Con3) (4) By overall, your online friends 

share experience on restaurants and coffee shops with high creditability (Con4) 

and (5) your online friends create topics on restaurants and coffee shops with 

high creditability (Con5) (Hajli, 2015).  

2. Community refers to social activity among online users in 

Community. This occurs when users gradually connect and expand their 

networks with those who have common interest and become the communities 

where everyone can have interaction at any time. The activity in Community 

can be categorized into three types -- (1) community support which refers to 

providing recommendation to online friends who poste topics or opinion in the 

online network (2) connection which refers to having interaction with online 

friends as building and strengthening online relationship in community (3) 

relationship maintenance which refers to any activities which users do together 

in the online community which eventually strengthen relationship among them 

(Hajli, 2014; Chen and Shen, 2015; Liang et al., 2012; Narakorn and Seesupan, 

2018; Narakorn and Seesupan, 2019).  

The Community can be measured by five observed variables -- (1) 

restaurants and coffee shops commit to follow the agreement with users with 

sincerity (Com1) (2) restaurants and coffee shops do their best in keeping 

agreement with users (Com2) (3) customer satisfy the management of 

restaurants and coffee shops in social network (Com3) (4) customers feel great 
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on the management of restaurants and coffee shops in social network (Com4) 

and (5) customers feel happy on the management of restaurants and coffee shops 

in social network (Com5) (Hajli and Sims, 2015; Wang and Hajli, 2014; Zhang 

et al., 2016).  

3. E-Commerce refers to the online business in social media which is 

definitely accessible and serves customer needs at the real time. The 

characteristics of online business is to convince the online friends who have 

common interest to buy product as group. Moreover, this offers the participation 

in experiencing the product by “sharing” or “giving Like” which helps promotes 

the group purchasing at the end (Wu et al., 2015). 

The E-Commerce can be measured by four observed variables -- (1) 

your online friends always recommend restaurants and coffee shops  (Mer1) (2) 

your online friends always share experience in using restaurants and coffee 

shops (Mer2) (3) your online friends choose targeted restaurants and coffee 

shops without any hesitation when seeing online posts by any other online 

friends (Mer3) and (4) you always ask for opinions from online friends before 

using targeted restaurants and coffee shops (Mer4) (Hajli, 2015; Hew et al., 

2016). 

 

Research Method 

The researchers conducted this study by quantitative method and 

Structural Relationship Model (SEM) and divided the study into two main parts 

- exploratory factor development and confirmatory factor development as 

following detail: 

 1. The exploratory factors were firstly developed by creating factor 

model from related documents and research. After that the researcher used the 

model in developing the research framework which relatively led to developing 

questionnaire which was distributed to targeted participants - the online users in 

Thailand. The collected data will be analyzed by the Exploratory Factor 

Analysis (EFA) in SPSS. 

 2. The confirmatory factors were initially developed by using 

exploratory factors from No. 1 as main framework to develop questionnaire 

which was distributed to targeted participants - the online users in Thailand. The 
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collected data will be analyzed by the Second Order Confirmatory Factor 

Analysis (2nd Order CFA). 

Population and Sample Size - The population in this study was 

customers to restaurants and coffee shops in Phitsanulok Province. Moreover, 

according to Hair et al., (2010) which suggested that the optimal number of 

sample group is 10-20 times of the observed variables, due to 14 items in this 

research, the appropriate sample group were 140-240 participants. This is 

aligned to what Comrey and Lee (1992) recommended that the sample size of 

500 participants is ranked as excellent level. As a result, the number of 534 in 

this research was highly reliable.  

Research Tool - The questionnaire in this research could be divided 

into three parts (1) basic information of targeted participants (2) customer 

behavior in using social network and (3) Social Commerce Model which 

consists of Conversation, Community, and E-Commerce.    

Data Collection - The researcher collected data by two-stage stratified 

sampling scheme and simple random sampling at 9 districts in Phitsanulok 

Province (Mueang Phitsanulok, Nakornthai, Conversation Trakan, Bang 

Rakam, Bang Krathum, Phrom Phiram, Wat Bot, Wang Thong, and Noen 

Maprang) 

Data Analysis - This could be divided by research objectives into two 

parts as follows: 

1. Exploratory factor analysis to customers to restaurants and coffee 

shop by Maximum likelihood and Varimax rotation by SPSS  

2. Confirmatory factor analysis to customers to restaurants and coffee 

shops by the Second Order Confirmatory Analysis by AMOS 

 

Research Findings 

 According to the sample size, it was found as follows: most respondents 

were female, were 29.58 years old at average, had monthly income between 

10,000-19,999 Baht (31.10%) followed by those who had monthly income less 

than 10,000 Baht (29.00%) and had monthly income between 20,000– 29,999 

Baht respectively. 
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Research Objective 1: Result of the Explore Factor Analysis (EFA) 

for the Social Commerce Model for restaurants and coffee shops in Phitsanulok 

Province  

1. According to Kim and Mueller’s principle, the researcher analyzed the 

reliability of variables by Kaiser-Meyer-Olkin Measure of Sampling Adequacy 

and found that KMO was 0.920 which means that the variables were valid to be 

used in data analysis at extensively high level (remark: it requires more than 

0.800). In addition, referring to Bartlett’s Test of Sphericity, it was found that 

all variables had inter-correlated at 0.000 level of statistical significance. This 

definitely indicates that variables were valid for being used in the research. 

2. Referring to the Principle Component Analysis, it could be found that 

the communality among all 14 variables in Social Commerce Model for 

restaurants and coffee shops in Phitsanulok Province was between 0.553 - 0.716. 

This value refers to the medium to high level which could be used in any 

components in the research. 

         3. The result of Orthogonal Rotation by varimax was shown as table 1.  

Table 1:  The Value of Component in Social Commerce Model by Varimax 

Rotation (n=534) 

No. 
 

Question 
Factor 

 Conversation Community E-Commerce 

1  Con2 .731 .273 .147 

2  Con4 .670 .299 .152 

3  Con3 .661 .209 .250 

4  Con5 .612 .259 .217 

5  Con1 .578 .276 .225 

6  Com3 .282 .691 .154 

7  Com4 .236 .680 .284 

8  Com5 .249 .668 .266 

9  Com2 .281 .535 .272 

10  Com1 .364 .528 .247 

11  Mer2 .198 .315 .753 

12  Mer3 .138 .179 .618 

13  Mer1 .244 .324 .595 

14  Mer4 .207 .141 .586 
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According to Exploratory Factor Analysis (EFA), the first component 

was named as Conversation which includes questions Con1, Con2, Con3, 

Con4 and Con5. The second component was titled as Community which 

consists of questions Com1, Com2, Com3, Com4 and Com5. The third 

component was E-Commerce which was composed of 4 questions -- Mer1, 

Mer2, Mer3 and Mer4. 

Research Objective 2: Result of Confirm Factor Analysis for Social 

Commerce Model for restaurants and coffee shops in Phitsanulok Province. 

It was found that the Social Commerce which consists of three  

main components acquired the standard solution ( ) between 0.783 - 0.917  

which indicated that Community was the highest score (0.917) followed by  

E-Commerce (0.797) and Conversation (0.783) respectively as table 2. 

 

Table 2: Factor Loading Score Presented as Standardized Score for Social  

  Commerce Model after Adjusting Model (n=534) 

Component Social Commerce Model 

Factor 

Loading 

( ) 

R2 

Conversation  0.783 0.616 

Con1 

Your online friends do ranking the 

restaurants and coffee shops with high 

creditability 

0.683 0.466 

Con2 
Your online friends recommend 

restaurants and coffee shops without bias 
0.755 0.570 

Con3 

Your online friends recommend 

restaurants and coffee shops with high 

creditability 

0.740 0.547 

Con4 

By overall, your online friends share 

experience on restaurants and coffee 

shops with high creditability 

0.743 0.552 

Con5 

Your online friends create topics on 

restaurants and coffee shops with high 

creditability 

0.711 0.506 

Community  0.917 0.840 

Com1 

Restaurants and coffee shops commit to 

follow the agreement with users with 

sincerity 

0.641 0.411 



Conversation, Community, and E-Commerce          Narakorn, P. and Tumatinna, S. 

110 

Table 2: (Continued) 

Component Social Commerce Model 

Factor 

Loading 

( ) 

R2 

Com2 
Restaurants and coffee shops do their best 

in keeping agreement with users 
0.675 0.455 

Com3 

Customer satisfy the management of 

restaurants and coffee shops in social 

network  

0.786 0.618 

Com4 

Customers feel great on the management 

of restaurants and coffee shops in social 

network  

0.763 0.582 

Com5 

Customers feel happy on the management 

of restaurants and coffee shops in social 

network  

0.744 0.554 

E-Commerce  0.797 0.636 

Mer1 
Your online friends always recommend 

restaurants and coffee shops   
0.739 0.547 

Mer2 

Your online friends always share 

experience in using restaurants and coffee 

shops 

0.840 0.706 

Mer3 

Your online friends choose targeted 

restaurants and coffee shops without any 

hesitation when seeing online posts by 

any other online friends  

0.629 0.396 

Mer4 

You always ask for opinions from online 

friends before using targeted restaurants 

and coffee shops  

0.617 0.381 

Referring to table 3, it was found that according to the goodness fit 

measure between Social Commerce Model and empirical data, the ratio of 

2/df  was 1.263 which means to pass the criterion (remark: criterion is less 

than 3). In addition, it could be found that GFI (0.979), AGFI (0.966), and CFI 

(0.996) passed the criterion (remark: criterion is more than 0.9) as well as 

RMSEA (0.022) (remark: criterion is 0.021). Consequently, it could be 

concluded that the components of Social Commerce Model had goodness fit 

with empirical data as illustrated in Figure 2. 
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Table 3: Summary of Component Fit Measure Between Social Commerce    

 Model and Empirical Data 

Index Criteria Value Result 

p-value > 0.05 0.095 Passed 

2/df < 3 1.263 Passed 

GFI > 0.90 0.979 Passed 

AGFI > 0.90 0.966 Passed 

CFI > 0.90 0.996 Passed 

RMSEA < 0.05 0.022 Passed 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2: Social Commerce Model (post-adjustment) 

 

Indices of Model Fit: Chi-square = 
80.316, df = 65, p < 0.095, 
CMIN/DF = 1.236, GFI = 0.979, 
AGFI = 0.966, CFI = 0.995, 
RMSEA = 0.021 
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Conclusion and Discussion 

 The component model had goodness fit with empirical data. This could 

also ensure that there should be three main components in Social Commerce 

Model as follows: 

Community: The respondents focused on online community (  = 

0.917). This really means to the quality of relationship among online users 

which definitely helps all of them connected and sustain relationship among 

each other. Typically, it could be referred that human being is social animal 

which needs the group living and supports for each other by giving 

recommendation, providing information for problem-solving as well as 

listening for feedback or opinion from others. This result was significantly 

aligned with Huang and Benyoucef (2015) and Wu et al., (2015) 

Wu et al., (2015) proposed that Community is the key component of 

Social Community and Community as the place where all members can have 

conversation, build relationship, and exchange and keep update information 

among each other. Lin and Huang (2012) and Liao et al., (2013) indicated that 

Community is the social group which significantly becomes Social Ties that 

connects people from different locations by internet and leads to the Social 

Exchange, the commonality in community objectives, characteristics, interests, 

and identity. Referring to the findings from this research, the Community plays 

a major role in Social Commerce.   

E-Commerce: The respondents considered E-Commerce second 

priority ( = 0.797). One of the keys was to make group purchasing by user 

participation since the main online activities are to view product review  

from friend ranking, comment, recommendation, and experience sharing. This 

phenomenon was aligned with Huang and Benyoucef (2015) and Wu et al., 

(2015) 

The E-Commerce is the vital element to the Social Commerce as it 

provides the sellers the great opportunity for offering their products in 

Community, giving product information to online customers and friends, 

which help promote the product image and creditability. In addition, this really 

makes the buyers more convenient as to be additional channel to sales which 
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the customers can seek for information and order the products all the time  

(Wu et al., 2015). As research findings, the researcher concluded that E-

Commerce is the crucial component of Social Commerce, following the 

Community.  

 Conversation: The respondents regarded Conversation as last priority 

( = 0.783). In the Conversation, users could freely create content, present and 

share information among each other. The main online activities were to directly 

present products for their online friends, exchange or share information or 

experience in using products, and recommend new products accordingly with 

high creditability. Additionally, users could easily generate new content such as 

product ranking or sharing their comment on products. These activities were in 

line with Huang and Benyoucef (2015) and Wu et al., (2015) 

The Conversation is significant component of Social Commerce as 

providing the sellers the opportunity to conduct the Conversation with the 

customers as well as promptly share information with each other and keep 

maintaining any interesting discussion topics (Wu et al., 2015). Referring to  

the research findings, it could be concluded that the Conversation is the  

important element to Social Commerce, following Community and E-Commerce 

respectively. 

 

Recommendation  

For the online sellers  

As the research conclusion that the Community is the most vital 

component of Social Commerce, followed by E-Commerce and Conversation, 

it is recommended that the online sellers should build the Community so that all 

members can have the Conversation, share information among each other, 

which finally builds and strengthens relationship (Lin and Huang, 2012; Liao et 

al., 2013). 

As national policy 

1. For public sector: it is suggested to develop policy for (1) building 

the infrastructure and networks to technology and communication to support  

the Community (2) setting the governmental agency which monitors the 
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Information accuracy and security for the online information in order that Thai 

users could utilize the information more appropriately and effectively. 

2. For private sector: it is recommended that the online entrepreneur set 

up the Community where the sellers and customers can build and strengthen the 

relationship with each other. 

Limitations of the study  

The sample group of this study is the customers who buys any kinds of 

products. In the next research, it is advisable that the researcher should narrow 

the scope of study into more specific product or industry in order to gain the 

more insightful findings and results. 

For application 

1. It is recommended that in order to design Social Commerce Model, the 

researcher should clarify which components should be focused – 

Conversation, Community, or E-Commerce 

2. In designing Social Commerce Model, it is necessary to understand 

customer behavior in order to design the model as the specific needs. 

For research 

 It is advisable to develop the curriculum or designing process for Social 

Commerce which utilize the result of this research. 
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