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The Acceptance of User Grouping in Social

Technology and The Engagement of Social Commerce
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Abstract

Social technology has become a critical tool for social behavior in person. With the
increasing popularity of the LINE app, the invention of the user grouping function in
the LINE promotes virtual social communities and social commerce for the users in
Taiwan. Supposedly, the acceptance of social technology may influence the users to
participate in the social community, even social interactions and transactions. Therefore,
we propose a model to examine the effect of acceptance of social technology on social
commerce. In the empirical examination, we employ a single case of group purchasing
user group in the LINE through 277 valid respondents on a survey that contains the
measures on the acceptance of social technology and the behaviors on social commerce.
The results show that the engagement of the social community and the conduct of social
commerce have positive interactiefis, which means that social commerce is a reinforcing
behavior on social interaction. #Furthermore, the peositive effects on community
engagement and social commierce from perceived usefulness and trust of social
technology prove that socialtechnology may be a helpfulicommunication tool and could
be trusted. However, percéived ease of use and risk of social technology is not critical
factors. It demonstrates that the users could decide to engage by personal willingness
and shows the wide diffusion of social.technology.. Nevertheless, the moderations of
trust and perceived risk between community engagement and social commerce indicate
that high trust and low perceived risk could promote interactions in social commerce. In
summary, we confirm that the acceptance of social technology would influence the users
to engage in the virtual social community and social activities, even reinforcing social

behavior in the social community.
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