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ABSTRACT. The purpose of this study is to investigate 
the factors that influence beliefs formation towards the 
adoption of social commerce in SME travel agencies. 
Accordingly, a distal-proximal model is developed to study 
CEOs’ beliefs towards the usefulness of social commerce. 
Data were collected through a questionnaire survey of 
travel agencies’ CEOs in Isfahan, Iran. With 180 collected 
data from respondents, the Partial Least Squares-Structural 
Equation Modeling approach was taken to assess both 
measurement and structural models of the study. The 
results revealed that CEOs’ innovativeness and attitude 
towards IT as individual factors, and organizational 
resources as institutional factor were significantly explained 
beliefs formation of respondents towards the usefulness of 
social commerce. However, it was found that the 
influences of CEOs’ IT knowledge, subjective norms 
(professional peers, employees) and firm size on perceived 
usefulness were found insignificant. Implications of the 
study are further discussed. 

Dalvi-Esfahani M., Shahbazi H., Nilashi M., Samad S., Mardani A., & 
Streimikiene D. (2018). Factors Influencing Beliefs Formation towards the 
Adoption of Social Commerce in SME Travel Agencies. Economics and Sociology, 
11(3), 207-225. doi:10.14254/2071-789X.2018/11-3/13 
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Introduction 

Formulation of business strategies of several companies has been faced profound 

vicissitudes due to amalgamation of new technologies and innovative channels of 

communication and sales (Liébana-Cabanillas & Alonso-Dos-Santos, 2017) and young 

customers can be referred to as the “handset generation” due to the use of various mobile 

shopping applications (Knežević & Delić, 2017). In this regard, social media tools are utilized 

both for private users and businesses. Social media have altered the approach of relationship 

establishment in today’s society (Zhang et al., 2014; Rutovic, 2016; Kot et al., 2017), 

including relationships among companies and their customers (Zhang & Benyoucef, 2016). 

Accordingly, most leading electronic commerce (e-commerce) companies have been started 

to include Web 2.0 tools to their websites to help their customers to get in touch with other 

consumers, and hence, fostering their purchase intention behavior (Lu et al., 2016).  

The term social commerce has been emerged amidst the proliferation of commercial 

use of social media tools (Curty & Zhang, 2011; Cabelkova et al., 2015). The concept of 

social commerce has been described by Shen (as cited in Liébana-Cabanillas and Alonso-

Dos-Santos, 2017) in 2012 as “a new form of electronic commerce which involves a 

comprehensive approach to social media […] with the purpose of providing assistance within 

the context of online buying and selling of products and services” (p. 2). In a broader sense, 

Zhou et al. (2013) argued that “social commerce involves the use of Internet-based media that 

allow people to participate in the marketing, selling, comparing, curating, buying, and sharing 

of products and services in both online and offline marketplaces, and in communities” (p. 61). 

By integrating user-generated content with storefronts, social commerce enables businesses to 

reach global customers efficiently. Hence, the importance of social commerce depends on its 

penetration as a novel platform of electronic commerce in the near future (Zhang & 

Benyoucef, 2016).  

Major drivers of economies in developing countries are small and medium-sized 

enterprises (SMEs) which are also considered as a source of employment (Abou-Shouk et al., 

2016; Vojtovič, 2016; Dobeš et al., 2017; Pinkovetskaia, Nikitina & Gromova, 2018; 

Pinkovetskaia & Balynin, 2018). These types of firms are regarded as the foundation of 

entrepreneurial activities and a force for innovation (Widya-Hasuti et al. 2018; Ivanová & 

Čepel, 2018), hence, SMEs are recognized as an imperative facilitator of new approaches in 

performing business operations development (Ongori, 2009, Chatzoglou & Chatzoudes, 

2016). Travel agencies, as one of the tourism-related SMEs, have increasingly utilized e-

commerce capabilities to disseminate their tourism products in the marketplace (Wu and 

Chang, 2006, Tsai et al., 2005, Abou-Shouk et al., 2016; Strielkowski, 2017). E-commerce 

has converted travel agencies “from dependence on commission fees as their major revenue 

source to service charge collection” (Wu and Chang, 2006, p. 1253). Hence, travel agencies 

are trying to understand the impact of new technologies – social commerce – to their business, 

so they can make wise decisions regarding the adoption and diffusion of new technologies to 

sell and deliver their products and services to customers and further maintain relationships 

with them (Lin and Fu, 2012).  
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Although a number of studies (Grandon & Pearson, 2004, Wu & Chang, 2006, 

Soteriades et al., 2004, Seyal & Rahman, 2003, Rahayu & Day, 2015, Kurnia et al., 2015, 

Ghobakhloo et al., 2011, Hajli, 2013, Teh & Ahmed, 2012, Hajli, 2015, Abou-Shouk et al., 

2016) investigated the adoption of e-commerce and social commerce from the perspective of 

SMEs, few empirical studies have been conducted on how various factors impact beliefs of 

CEOs towards the use of social commerce in travel e-commerce industry.  

Since the ultimate purpose of this study is to explore CEOs’ beliefs, we have applied 

the distal-proximal approach in investigating the influence of various factors on the beliefs in 

technology use as the final dependent variable. Accordingly, the framework developed by 

Lewis et al. (2003) was applied in this study which posits that one’s beliefs in technology use 

is shaped by various factors including individual, social and institutional factors.  

The organization of the paper is as follows. Theoretical background of the study 

together with research hypotheses and proposed research model are provided in Section 2. 

Section 3 presents the methodology applied in this study. Results of the study are provided in 

Section 4 while discussions over the results are available in Section 5. Implications of the 

study are discussed in Section 6. Finally, Section 7 presents conclusion together with 

limitations of the study. 

1. Theoretical background 

1.1 Distal-proximal framework 

Lewis et al. (2003) developed a framework which suggests that an individual’s beliefs 

towards the use of technology are influenced by three dominant sources of influence 

including institutional influences, social influences and individual factors. The graphical 

representation of the framework is depicted in Figure 1.  

According to this framework, beliefs towards technology use represent core dependent 

variable. Individual factors describe how a person’s cognitive interpretation of information 

technology is linked to his/her cognition. IS literature have also demonstrated the importance 

of social influence on technology usage behavior. Moreover, IS research have long focused 

on how institutional factors influence one’s behavior toward technology. It is agreed that 

institutional factors could significantly influence one’s use of technology. 

1.2 Beliefs towards social commerce 

New technology is perceived by individuals from the perspective of their internal 

cognitive processes and developed beliefs towards that technology (Lewis et al., 2003). 

Technology acceptance model (TAM; Davis, 1989) and theory of reasoned action (TRA; 

Ajzen & Fishbein, 1980), which are the two most dominant technology acceptance models in 

the IS literature, posit that individuals’ beliefs mediate the influence of other variables 

towards the actual use of technology.  

Considerable support is provided in the literature regarding the importance of beliefs 

in technology acceptance behavior. In general, perceived usefulness of technology has been 

recognized as one of the dominant predictors of technology usage behavior in prior studies 

(e.g., Wu and Chen, 2016, Akman and Mishra, 2015, Siamagka et al., 2015, Broman Toft et 

al., 2014, Pagani, 2006). Perceived usefulness postulates the extent to which an individual 

perceives how technology enhances performance (Davis et al., 1989). While numerous studies 

reported the significant impact of beliefs on usage behavior and behavioral intention, in this 
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study we investigate the determinants of individuals’ beliefs (i.e. perceived usefulness) as the 

final dependent variable in the model. 

 
Figure 1. Distal-proximal framework (Source: Lewis et al., 2003, p. 659) 

1.3 Beliefs towards social commerce 

An organization’s adoption and extension of a technology could be predicted by 

aspects such as CEO innovativeness, IT knowledge and attitudes toward IT adoption. In this 

regard, studies have shown that CEO innovativeness is positively linked to the adoption of 

innovation in recent years. In this regard, a study by Al-Qirim (2005) in New Zealand 

indicated that CEO innovativeness is linked to the adoption of e-commerce among SMEs. 

Furthermore, the important role played by the CEO innovative mindset was validated by 

Jantan et al. (2001). The study indicated that the innovativeness of Malaysian SMEs’ CEOs is 

linked to the degree of technology adoption. Taking risks to try new technologies and observe 

things differently are considered as characteristics of innovative CEOs, which such 

personality would encourage them to allocate resources to try new innovations in their firms 

(Jantan et al., 2001). Agarwal and Prasad (1998) point out that innovative individuals are 

more inclined to use technology since they develop more positive beliefs towards the 

technology. Prior studies reported significant influence of innovativeness on perceived 

usefulness of technology (Liao et al., 2015).  

Studies by Thong and Yap (1995), Kula and Tatoglu (2003) and Seyal and Rahman 

(2003) indicated a direct link between IT attitude with the acceptance of a firm’s adoption of 

innovation. Specifically, Seyal and Rahman (2003) had statistically validated the significant 

and positive link between CEO attitude toward IT adoption with the adoption of e-commerce 

among SMEs in Brunei. The study revealed that, due to resource deficiency, managers of 

SMEs are required to demonstrate positive attitudes, as well better understanding on how 

strategically important electronic commerce is. In this light, Ramayah et al. (2016) reported 

that CEOs’ attitudes towards IT adoption play a significant role in motivating SMEs’ website 

continuance intention. CEOs with favorable attitudes, would be more open and receptive 

which drive them spend more time and money on activities related to online innovation, even 

though they are aware of the risks and uncertainties of internet use. 

Previous studies indicated that organizational-level innovation is largely determined 

by the CEO’s knowledge of IT (Hussein et al., 2007). The result of a study by Thong and Yap 

(1995) revealed that IT savvy CEOs would be more open to adopt innovative information 

technologies while Hussein et al. (2007) claimed in the Malaysian context, IT knowledge 

among managers has direct and positive effect on the success of IS implementation. In this 
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regard, the level uncertainty in the adoption of IT adoption will be lessen by having more 

knowledge and less perceived risk of IT adoption. Accordingly, it can be suggested that CEOs 

with higher knowledge in IT would perceive the target technology useful to their businesses. 

Thus, following the abovementioned discussion we can hypothesize that: 

H1: Innovativeness in information technology has a significant positive influence on 

travel agency’s CEO’s beliefs about the usefulness of social commerce. 

H2: Attitude towards information technology has a significant positive influence on 

travel agency’s CEO’s beliefs about the usefulness of social commerce. 

H3: Information technology knowledge has a significant positive influence on travel 

agency’s CEO’s beliefs about the usefulness of social commerce. 

1.4 Social factors 

  IS literature demonstrated different conceptualizations and relevant 

operationalization of social influence. Subjective norm defined as the "perceived social 

pressure to perform or not perform the behavior" (Ajzen, 1991, p. 188) is a dominant 

conceptualization that is based on studies related to behavior models from the social 

psychological standpoint including theory of planned behavior (TPB; Ajzen, 1991) and TRA. 

The next conceptualization that emerges from the studies on communication technologies 

adoption and diffusion is based on the social information processing theory which illustrates 

how one’s cognition on a specific technology is influenced by the information presented 

through one’s social networks (Fulk, 1993). In this light, technology acceptance models have 

approached this construct placed differently despite the numerous instances on the 

significance of social influences. For instance, social influence is excluded in the 

conceptualization of TAM due to its ambiguous psychometric properties, meanwhile, past 

studies on TPB and TRA have shown that similar to attitude, social influence could affect 

usage behavior (e.g., Lai, 2017, Liobikienė et al., 2016, Lee, 2009). On the other hand, the 

latest expansion of the TAM model has shown that besides the effect of social influence on 

intention, it is also strongly linked to the perception of a technology’s usefulness (Venkatesh 

& Bala, 2008). Furthermore, based on the theoretical arguments presented by Kelman (1958), 

it is suggested that social influence can affect the perceived usefulness of technology through 

the psychological pathways of identification and internalization. Through identification, 

believes and behaviors of influential individuals with power would influence one’s believe 

and action, while the process of internalization occurs when a person considers a significant 

referent’s view as part of his/her own believe. Individual characteristics, especially of the 

entrepreneur, has a positive influence on a decision to go international (Gonzalez-Peres et. al. 

2018), also in the travel agency segment, which is more and more sensitive to the 

internationalization of economies, industries and firms. Hence, for the purpose of this study 

following hypotheses are developed: 

H4: Perceived social influence from (a) professional peers and (b) employees has a 

significant positive influence on travel agency’s CEO’s beliefs about the usefulness of social 

commerce. 

1.5 Institutional factors 

Firm size and organizational resources are considered as important institutional factors 

influencing travel agencies’ CEO’s beliefs about social commerce (El-Gohary, 2012, El-

Gohary, 2011). Resource poverty commonly occurs to small businesses (Lepoutre & Heene, 

2006). A firm is experiencing resource poverty when they suffer problems such as high 
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number of competitions, financial limitation, vulnerability to external forces, and the lack of 

professional expertise (Kroon et al., 2013). In this regard, small businesses are often portrayed 

as firms experiencing critical financial constraints, short-range management perspective and 

the lack of internal IT expertise. This creates more obstacles in their adoption of IT, making 

them less inclined to adopt IT (Thong et al., 1996). Prior studies suggested that larger firms 

are more inclined to adopt e-commerce (Al-Qirim, 2005, Ramayah et al., 2016, Ramdani & 

Kawalek, 2007). Hence, it can be argued that in larger travel agencies (measured by number 

of employees) CEOs perceive social commerce more useful to their business strategies.  

Comparative studies between developed and developing nations show that one of the 

prominent facilitators of the e-commerce adoption is organizational resources readiness. In a 

similar vein, there seems to be an emphasis on e-commerce adoption among SMEs in 

developing countries. In this light, a firm's views on the accessibility of financial/business, 

technological, and human resources is referred as organization resources (Molla and Licker, 

2005). Organizational resources create the opportunity for business process improvement to 

business growth and adoption of technology (Ciabuschi et al., 2012). Several studies have 

demonstrated how e-commerce adoption can be determined by the availability of 

technological, financial and organizational resources (Kuan & Chau, 2001, Kabanda & 

Brown, 2017, Zhu & Kraemer, 2005, Tan et al., 2007). Technological resources within an 

organization reflect availability of IT resources and further sophistication in their usage. 

Technological resources could affect the decision to adopt a technology as they can either 

ease or complicate new technology adoption (Kurnia et al., 2015). Meanwhile, capital 

availability to practice social commerce and further to perform activities related to social 

commerce refers to financial resources. Lastly, human resources are related to the availability 

of a knowledgeable and skilled human resources who can support and enhance business 

operations through the initialization and development of social commerce initiatives (Kurnia 

et al., 2015).  

As aforementioned, CEOs of travel agencies with larger number of employees and 

availability of organizational resources would perceive social commerce more useful to their 

firms’ business values. Hence, we can posit that: 

H5: Firm size (number of employees) has a significant positive influence on travel 

agency’s CEO’s beliefs about the usefulness of social commerce. 

H6: Availability of organizational resources has a significant positive influence on 

travel agency’s CEO’s beliefs about the usefulness of social commerce. 

2. Research model 

According to the discussion provided in previous sections, Figure 2 illustrates the 

research model of this study. According to this model, we hypothesized that perceived 

usefulness of social commerce by travel agencies’ CEOs is influenced by individual factors 

(attitude, innovative, IT knowledge), social factors (subjective norms) and institutional factors 

(firm size, organizational resources).  
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Figure 2. Research model 

 

2. Methodology 

2.1 Measurement  

To measure constructs of the research model, relative items were adapted from 

previous studies which further were modified to suite the context of this study. All the 

measurement items of this study’s constructs are developed reflectively except for the items 

of organizational resources constructs. Except for the firm size which was developed as a 

single-item construct (number of employees), other constructs were measured using a five 

point Likert scale ranging from 1 (strongly disagree) to 5 (strongly agree). Items to measure 

CEO innovativeness (three items) and CEO IT attitude (three items) were adapted from the 

study by Thong and Yap (1995). CEO IT knowledge (two items) was measured by the items 

retrieved from the study by Ghobakhloo et al. (2011) on e-commerce adoption by SMEs. 

Subjective norms of professional peers (two items) and subjective norms of employees (two 

items) were measured using the items retrieved from the study by Lewis et al. (2003). 

Organizational resources (three items) which was the only formative construct of the study 

was measured using the items developed by Kurnia et al. (2015). The construct firm size was 

measured by asking the respondents regarding the number of employees in their firms, 

according to the studies by Thong and Yap (1995) and Ramayah et al. (2016). Appendix A 

exhibits the measurement items of this study.  
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2.2 Sample and data collection 

For the purpose of this study, data were collected from travel agencies located in 

Isfahan as one of the most spectacular cities of Iran from the perspective of tourist attractions. 

Target respondents were CEOs who final decisions were made by them. To decide the sample 

size, we utilized the G*Power software with the settings recommended by Cohen (1992). The 

minimum required sample size was equal to 103. Therefore, it was decided that data 

collection for the purpose of this study would be greater than the identified minimum required 

number. 

In order to collect the data, an instrument was targeted at 300 CEOs and owners of 

travel agencies active in providing tourism services to tourists in Isfahan. After two weeks, a 

total of 180 completed questionnaires were received. As exhibited in Table 1, the majority of 

respondents were male (87%), aged between 35-44 (44%), undergraduate as their highest 

level of education (77%) and had 5-20 employees (49%). 

3. Data analysis 

The Partial Least Squares-Structural Equation Modeling (PLS-SEM) approach was 

incorporated to test the research model using the SmartPLS 3.0 software (Ringle et al., 2015). 

Following the two-stage analytical procedure proposed by Anderson and Gerbing (1988), the 

measurement and structural model of the research model was assessed. Accordingly, the 

measurement model was assessed for its indicator reliability, internal consistency, convergent 

and discriminant validity (Hair et al., 2013, Hair Jr and Hult, 2016). The structural model was 

assessed to examine the hypothesized relationships in the model. The bootstrapping method 

(with 5000 resamples) was applied to test the significance level of path coefficients (Hair et 

al., 2013, Hair et al., 2011).  

3.1 Common method bias 

Cross-sectional nature of the current study suggests the probability of existing 

common method bias (CMB). Accordingly, Harman’s one-factor test (Podsakoff et al., 2003) 

and marker variable technique (Lindell and Whitney, 2001) were applied to assess CMB of 

the current study. The results of the analysis showed that the largest variance which was 

explained by a single factor was 36.4% indicting that the majority of the variance was not 

accounted by one factor (Podsakoff et al., 2003). To perform the marker variable technique, 

we have assigned all the items as the indicators of a new common method factor and further 

re-estimated the model. The results on analysis revealed that there was no positive correlation 

among the common method factor (i.e. marker variable) and the variables of the research 

model. Hence, common method bias issues were not detected in the present study. 

3.2 Measurement model assessment 

Reflective constructs of the measurement model were assessed for their indicator 

reliability, internal consistency and convergent validity by examining the values of outer 

loadings, composite reliability (CR) and average variance extracted (AVE), respectively (Hair 

et al., 2013). Suggested by Hair et al. (2013), the values of these assessment criterial should 

be outer loadings > 0.70, CR > 0.70 and AVE > 0.50. For the formative construct 

(organizational resources), it was first examined regarding the collinearity of its indicators 
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where the values of variance inflation factor (VIF) should be 0.20 < VIF < 5, then the relative 

importance of items’ outer weights was assessed utilizing the bootstrapping procedure.  

Based on the results exhibited in Table 2, all loadings were well-above the thresholds 

which indicated there was no issue regarding indicator reliability, internal consistency and 

convergent validity of reflective constructs. 

To assess the discriminant validity, as suggested by Hair et al. (2013), the 

measurement model was assessed against Fornell-Larcker criteria. In this approach, the square 

root of AVE of each construct should be higher than its highest correlation with other 

constructs. Table 3 shows that there is no issue regarding convergent validity of reflective 

constructs as well. 

Regarding the assessment of the only formative construct of the model, Table 4 

exhibits that there is no issue regarding collinearity of indicators. Furthermore, utilizing 

bootstrapping method, we found that outer weights of all indicator items were significant. 

Table 4 shows that there is no issue with the formative construct of the model and 

hence the developed measurement model of this study is valid and reliable to be used 

structural model assessment. 

 

Table 1. Demographic attributes of respondents 

 

 Frequency Percent Cumulative (%) 

Gender    

Male 156 87 87 

Female 24 13 100 

Age    

Below 25 3 2 2 

25-34 43 24 26 

35-44 79 44 70 

45-54 34 19 89 

Above 55 21 11 100 

Education level    

Senior high school (or below) 9 5 5 

Undergraduate 139 77 82 

Postgraduate (or above) 32 18 100 

Company size (number of employees)    

Less than 5 37 20 20 

5-20 88 49 69 

21-49 52 29 88 

50-99 3 2 100 

 

Table 2. Measurement model assessment (indicator reliability, internal consistency, 

convergent validity) 

 

Construct Items Outer 

loading 

Composite 

reliability 

AVE 

CEO IT attitude CIA01 0.862 0.890 0.730 

CIA02 0.857 

CIA03 0.845 

CEO IT knowledge CIK01 0.821 0.863 0.760 

CIK02 0.920 

CEO innovativeness CIN01 0.838 0.881 0.712 
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CIN02 0.857 

CIN03 0.836 

Firm size FSZ 1.000 1.000 1.000 

Perceived usefulness PUS01 0.866 0.894 0.737 

PUS02 0.847 

PUS03 0.863 

Subjective norms: employees SNEM1 0.917 0.904 0.825 

SNEM2 0.900 

Subjective norms: professional peers SNPP1 0.903 0.877 0.780 

SNPP2 0.863 

 

Table 3. Measurement model assessment (discriminant validity) 

 
 CIA CIK CIN FSZ PUS SNPP SNEM 

CEO IT attitude 0.854       

CEO IT knowledge 0.344 0.872      

CEO innovativeness 0.801 0.305 0.844     

Firm size -0.658 -0.159 -0.621 1.000    

Perceived usefulness 0.826 0.305 0.828 -0.691 0.859   

Subjective norms: professional peers 0.627 0.176 0.619 -0.514 0.621 0.909  

Subjective norms: employees 0.589 0.240 0.582 -0.428 0.589 0.696 0.883 

 

Table 4. Assessment of the formative construct 

 

Construct Item VIF Outer 

weight 

t-value Significance 

level 

p-value 

Organizational resources ORS01 1.881 0.481 7.059 * 0.000 

ORS02 1.837 0.405 6.078 * 0.000 

ORS03 1.603 0.282 4.235 * 0.000 
* p < 0.001 (one-tailed test) 

3.3 Structural model assessment 

The developed hypotheses in this study were assessed utilizing the bootstrapping 

method with 5000 resamples as suggested by Hair  et al. (2013). The results of structural 

model assessment are illustrated in Figure 3 and presented in Table 5 

Following the rules of thumb held forth by Hair  et al. (2013), the R2 value of 

perceived usefulness of social commerce can be considered substantial. The results of the 

analysis showed that out of seven developed hypotheses, three hypotheses are significantly 

accepted while four of them are rejected. Hypothesis 1 posits that CEO innovativeness 

significantly determines perceived usefulness of social commerce within travel agencies. The 

results revealed that this relationship with the path coefficient of 0.326 is significant (t-value 

= 4.935, p-value = 0.000), hence, hypothesis 1 is accepted. Hypothesis 2 suggested that 

CEO’s attitude towards social commerce would influence perceived usefulness, where the 

results reported in Table 5 (β = 0.266, t-value = 3.324, p-value = 0.000) confirms the 

acceptance of this hypothesis. The influence of CEO IT knowledge on perceived usefulness of 

social commerce which was suggested in hypothesis 3 was not supported in this study (β = 

0.020, t-value = 0.559, p-value > 0.05), and hence, hypothesis 3 is rejected. The influence of 

subjective norms was discussed in hypothesis 4, but data analysis in this study showed that 

professional peers (H4a, β = 0.066, t-value = 1.381, p-value > 0.05) and employees (H4b, β = 
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0.012, t-value = 0.241, p-value > 0.05) did not have impact on CEOs beliefs towards the 

usefulness of social commerce. Hence, hypothesis 4 was rejected. Hypothesis 5 discussed the 

impact of firm size (number of employees) on CEOs’ perceived usefulness of social 

commerce in which it was rejected with the data collected in this study (β = -0.165). The 

influence of firm size on perceived usefulness was negative which indicated that firms with 

fewer number of employees have CEO’ with beliefs more towards usefulness of social 

commerce. 

  

 
Figure 3. Structural model assessment 

 

Finally, the impact of organizational resources on perceived usefulness was studied in the 

hypothesis 6, in that it was significantly supported (β = 0.167, t-value = 2.323, p-value = 

0.010), and hence, hypothesis 6 was accepted. 

 

Table 5. Structural model assessment results 

 
Hypothesis Relationship Path coefficient R2 t-value Significance level p-value 

H1 CIN → PUS 0.326  4.935 ** 0.000 

H2 CIA → PUS 0.266  3.324 ** 0.000 

H3 CIK → PUS 0.020  0.559 Not supported 0.288 

H4a SNPP → PUS 0.066  1.381 Not supported 0.084 

H4b SNEM → PUS 0.012  0.241 Not supported 0.405 

H5 FSZ → PUS -0.165  3.118 Negative effect 0.001 

H6 ORS → PUS 0.167 0.791 2.323 * 0.010 

*   p < 0.05 (one-tailed test) 

** p < 0.001 (one-tailed test) 
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4. Discussion 

Performing commercial activities through social media should be an inherent part of 

every firms’ marketing strategy and growth plan. Social commerce provides businesses the 

chance of interacting with their customers and target their audiences. Entrepreneurs can 

benefit social commerce by bringing their products to the notice of their customers, sell them 

and also gain benefit from the content generated by their customers. Due to the importance of 

social commerce to the firm’s success in a competitive environment, this study investigated 

travel agencies’ CEOs’ beliefs towards the usefulness of social commerce. Accordingly, a 

research model was developed based on the distal-proximal framework proposed by Lewis et 

al. (2003). More specifically, the results of this study revealed that innovative CEOs with 

more positive attitudes towards IT and technology have more positive beliefs towards the 

usefulness of social commerce to their business and marketing activities. This finding 

corroborates with the findings of previous studies highlighting the importance of CEOs’ 

innovativeness attitude towards IT in technology adoption (Ramayah et al., 2016, Al-Qirim, 

2008, Seyal & Rahman, 2003). Furthermore, beliefs towards the usefulness of social 

commerce were stronger within the firms with better resources. The model explained 79% of 

variance in the beliefs towards the usefulness of social commerce. Table 5 summarizes the 

structural model assessment results. 

The results of study (see Figure 3) showed that two individual factors, innovativeness 

and attitude, are important in driving CEOs’ beliefs towards the usefulness of social 

commerce within travel agencies. It suggests that travel agencies with more innovative CEOs 

have stronger beliefs towards the usefulness of social commerce. This finding is in line with 

prior studies in the literature on e-commerce adoption. Al-Qirim (2008) reported CEO’s 

innovativeness as one of the important factors in determining intention towards e-commerce 

adoption. Also, Ghobakhloo et al. (2011) showed that SMEs with more innovative CEOs are 

more inclined towards the adoption of e-commerce. They argued that innovative CEOs 

“would prefer to apply distinctive and risk solutions such as IS that modify the structure in 

which the problems are generated” (Ghobakhloo et al., 2011, p. 1246). Today, travelers own 

smartphones who are mobile device connected locally and internationally. Hence, they expect 

travel agencies to be interactive, not static. Innovative CEOs of travel agencies would gain 

opportunities provided by Web 2.0 to develop interactive environment to their businesses. 

Yesil and Sozbilir (2013) reported that innovative behavior is more obvious in individuals 

with the personality trait of openness to experience. Hence, CEOs’ with characteristics such 

as curiosity, intelligence and flexibility as the traits of openness to experience would perceive 

social commerce more useful to the business activities of their travel agencies. A reasonable 

explanation would be that those who allocate resources of the organization are the ones who 

influence the decision to adopt technology (Thong & Yap, 1995). In travel agencies as 

tourism SMEs, main decisions are made by CEOs. Major decisions are the ones which are 

made what to do to gain or maintain the competitive edge. Social commerce adoption is one 

possible approach towards competitive edge. Hence, when CEOs perceive that social 

commerce is one of the best approaches to gain competitive advantage, their positive attitudes 

towards social commerce are formed.  

As posited, organizational resources positively influenced perceived usefulness of 

social commerce within travel agencies. This finding is in line with the study conducted by 

Molla and Licker (2005) on e-commerce adoption. They have reported that, e-commerce 

adoption within South African SMEs would be occurred when resources of the organization, 

highlighted as human, business and technology resources, are positively supported. When 

travel agencies have sufficient resources such as adequate infrastructure, procedures to adopt 

social commerce, and trained employees in utilizing social media in business activities, 
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beliefs towards the usefulness of social commerce would be developed within that firm. 

Organizational resources in this study was measured as a formative construct with the 

measurement items focusing on in-house IS skills, financial resources and technical resources. 

It can be argued that, the sample in which data were collected in this study had sufficient 

resources in spite of their size (number of employees), and hence, their beliefs were positively 

more towards the usefulness of social commerce.  

On the other hand, some hypothesized relationships in this study were not supported 

with the data collected in this study. Surprisingly, CEOs’ knowledge in IT which we believed 

it plays an important role in formation of beliefs towards the usefulness of social commerce 

was rejected. It contradicts with the findings of previous studies highlighting the importance 

of IT knowledge on technology adoption (Thong & Yap, 1995, Chatzoglou & Chatzoudes, 

2016, Hussein et al., 2007). We believed that in travel agencies with CEOs owning greater IT 

knowledge and skills, uncertainties towards social commerce adoption and belief formation 

would be diminished. Here, it can be concluded that, travel agencies would perceive social 

commerce useful to their businesses despite depending on their CEO’s IT knowledge. 

Moreover, among the two sources of social influence posited in this study, none were 

related to perceived usefulness of social commerce. SMEs are the organizations recognized 

for the autonomy in which major decisions are made with their CEOs. Hence, traditional 

hierarchical structures which are observed in large organizations are diminished in such 

organizations. Hence, independence and democracy are two important defining characteristics 

of SMEs. Hence, it is not surprising that the messages emanating from employees of such 

organizations were not significant in shaping CEOs’ beliefs about social commerce use. 

Likewise, the self-governance characteristic of SMEs tempers the influence of professional 

peers exerted on travel agencies regarding the use of social commerce.  

The relationship among firm size and perceived usefulness of social commerce was 

found insignificant in this study. Regarding the relationship between firm size and innovation 

adoption, mixed results are reported in the literature (Leal-Rodríguez et al., 2015). While 

several studies reported larger firms are more opt to adopt innovative technologies (e.g., Oh et 

al., 2009, Chatzoglou & Chatzoudes, 2016, Chuang et al., 2007, Peltier et al., 2012), finding 

of this study is in line with the ones that reported the rate of innovation adoption is greater in 

smaller firms (De Jong & Marsili, 2006). Leal-Rodríguez et al. (2015) argued that smaller 

firms are more tend to be innovative since they have “greater flexibility, versatility, and 

capacity to adapt to environment” (p. 805). One possible explanation would be, although 

travel agencies suffer lack necessary resources and know-how to invest in innovations their 

smaller sizes in regard to larger firms gives them “more flexibility and independence from 

institutional bureaucracy” (Leal-Rodríguez et al., 2015, p. 805).    

5. Implications  

5.1 Theoretical implications 

New context, new model and new findings are three theoretical contributions of this 

study to social commerce adoption literature. As for new context, limited studies investigated 

the adoption of social commerce within travel agencies as one of tourism SMEs. To bridge 

this knowledge gap, this study proposed a research model to explore belief formation towards 

the usefulness of social commerce in travel agencies.  

With regard to new model, this study applied the distal-proximal framework proposed 

by Lewis et al. (2003). According to this framework, individual’s beliefs towards technology 

acceptance are influenced by individual factors, social factors and institutional factors. Hence, 
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by reviewing the literature CEO’s innovativeness, attitude towards IT and CEO’s IT 

knowledge were considered as individual factors. Messages from professional peers and 

employees were considered as social factors. Institutional factors were included firm size and 

organizational resources. Findings of the study revealed that, CEOs’ beliefs towards the 

usefulness of social commerce were mainly explained innovative mindset of CEOs, attitude 

towards IT and organizational resources.  

Moreover, related to new findings, results of this study can provide directions for 

further studies on social commerce adoption within tourism SMEs. Researchers are advised to 

investigate potential additional factors that may impact belief formation towards the adoption 

of social commerce by travel agencies. Researchers can integrate well-established technology 

acceptance theories with the framework applied in this study to unravel the acceptance of 

social commerce by SMEs.  

5.2 Practical implications 

Regarding practical implications, IT consultants, vendors and governmental agencies 

can benefit the findings of this study in promoting social commerce adoption within tourism 

SMEs. Accordingly, IT consultants and vendors are advised to target their business marketing 

to SMEs with innovative CEOs. Hence, they should look for innovative mindset indicators 

such as adoption of innovative technologies to enhance business processes, creative 

advertisements, and participations in exhibitions. For those CEOs who are adaptive and are 

less innovative, consultants and vendors should take steps to increase the awareness of such 

CEOs regarding benefits of social commerce which it can accomplished by education. 

Adaptive CEOs are those who prefer to adopt IT when they are sure that adopting that IT 

would enhance their businesses not just doing things differently. With a better understanding 

of social commerce and its benefits to business, CEOs would develop positive attitude 

towards the adoption of social commerce. Related to governmental agencies, their 

responsibility is to increase the literacy of IT among SMEs and other firms. Hence, this can be 

achieved by providing subsidized seminars and training programs on social media and its 

capabilities on enhancing business performance specifically designed for CEOs of SMEs 

active in tourism industry.    

Iran is ranked 14th in the world in terms of internet users (Nasihatkon, 2016). In 

addition, with the registration rate of 53% of Iranians in social media site, the electronic 

marketing in tourism and hospitality has increased in recent years. In case of Iranian tourism, 

as social media have recently been very popular in Iran, the findings of this study will 

accordingly help the tourism SMEs in performing commercial activities through social media. 

In addition, the results will help the CEOs of SMEs to effectively use the social media as a 

marketing tool in attracting their customers and enhancing the business strategies and 

performance. 

Conclusion 

This study investigated beliefs formation towards the usefulness of social commerce 

within travel agencies from the lens of distal-proximal framework proposed by Lewis et al. 

(2003). The influence of three individual factors (CEOs’ innovativeness, IT attitude, CEOs’ 

IT knowledge), two social factors (professional peers, employees) and two institutional 

factors (firm size, organizational resources) were investigated on perceived usefulness of 

social commerce. Data were collected from 180 travel agencies doing their business in 

Isfahan, Iran. After analyzing data utilizing PLS-SEM method, it was revealed that 
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innovativeness, IT attitude and organizational resources were explaining perceived usefulness 

significantly. However, it was found that IT knowledge of CEOs, subjective norms 

(professional peers and employees), and firm size were insignificant in predicting perceived 

usefulness. Despite the contributions of this study, it suffers from some limitations. First, 

limited factors were investigated in this study for each dimension in the framework which 

there may other potential individual, social and institutional determinants explaining beliefs 

formation towards social commerce adoption. Future research may examine this possibility. 

The second limitation of this study focuses on data collection method. In this study, data were 

collected quantitatively, while Brown and Russell (2007) collected their data both 

quantitatively and qualitatively. Hence, future studies should collect qualitative data by 

providing participants’ opinions on the factors impacting their beliefs formation towards the 

usefulness of social commerce. In addition, the majority of the respondents of this study have 

been male, indicating that the sample can be gender-biased. Accordingly, it is highly 

suggested that, the future studies further investigate the role of gender on the beliefs 

formation towards the usefulness of social commerce within travel agencies. Finally, the last 

limitation of this study focuses on the generalizability. Since, data of this study were collected 

from travel agencies performing business in Iran as a developing country, the findings may 

not be applicable in another context. Hence, further studies are required to test the model in 

different national context including more developed countries. Despite these limitations, we 

believe that important determinants of beliefs formation towards the usefulness of social 

commerce were identified in this study. Findings of this study provides implications both for 

literature on social commerce adoption and practices in this context.   
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