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Abstract

Evidence from practice and academic literature indicates that, compared with traditional
e-commerce, consumers in social commerce are more prone to impulsive purchasing. This
heightened tendency can be attributed to the robust interaction among users in social
commerce. Peer intrinsic and extrinsic motivations represent two distinct mechanisms
that stimulate impulsive purchasing under the influence of others. Given the diversity in
types and strengths of social capital and their varying impacts on peer motivation, this
study endeavors to broaden the understanding of impulsive buying in social commerce. It
examines how peer intrinsic and extrinsic motivations influence purchasing behavior and
explores how these motivations interact with three dimensions of social capital. Within
a specific type of social capital context, the objective of this study is to uncover which
type of peer motivation predominantly drives impulsive purchasing. To empirically test
the research model, an online survey was conducted targeting social commerce users in
China. The findings offer empirical support for retailers in implementing appropriate social
media initiatives and managing consumer relationships in social commerce. By integrating
peer motivation and group-level social capital into the social commerce framework, this
research offers novel insights into retailers’ social media strategies and contributes to
existing literature.

Keywords: consumer behavior; structural equation modeling; social commerce; social
capital theory; peer motivation

1. Introduction

A growing trend for consumers is to search for product information on large social net-
working platforms, such as Facebook, Twitter, WeChat, or TikTok, where people share their
knowledge, interests, likeable personalities, and product consumption experiences [1-3].
Research has shown that retailers should invest more in social media technologies because
consumers are often influenced by the purchasing patterns of their peers [4]. As the sharing
of peers’ experience and communication with peers are easily accessed in social commerce,
peer motivation, which refers to the perceived motivation from knowing about peers’ pur-
chasing experiences, is expected to influence consumers’ behaviors in social commerce [5].
Evidence has been provided in prior research that others’ influences are imperative de-
terminants of impulsive buying behaviors from the social influence perspective [6]. This
implies that consumers may make rational or irrational /impulsive buying decisions fol-
lowing others’ suggestions or choices. With these points in mind, this study aims to reveal
whether peer motivation also led to unexpected impulsive behavior. Specifically, both
peer extrinsic and intrinsic motivation were examined to explored whether and how these
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two types of peer motivations trigger impulsive behavior [5]. This may contribute to
enriching and extending literature focused on the positive effects of peer motivations on
consumer behavior.

Moreover, emerging research has indicated that the social capital, e.g., relationship
among consumers (e.g., tie strength) [3,7] and between consumers and sellers (e.g., swift-
guanxi) [8] also significantly influence consumers’ purchase intention. Considering that
social capital encompasses the existing and potential resources within social group rela-
tionships [9,10], peers” influence on behavior may be contingent upon specific conditions.
Consequently, social capital is treated as a critical moderator between peer motivation
and purchasing behaviors. Previous studies have indicated that social capital is capable
of supporting and facilitating consumers’ rational behavior [11]. Nevertheless, limited
research has focused on exploring the connections between impulsive buying and social
capital (refer to Table S1 in Supplementary Materials). More specifically, how various types
of social capital—namely structural, cognitive, and relational—affect impulsive buying has
been largely ignored in social commerce literature. Furthermore, previous research findings
concerning how various aspects of social capital impact the outcome have yielded inconsis-
tent results (refer to Table S2 in Supplementary Materials). For instance, cognitive social
capital positively moderates the relationship between collaboration practices and suppliers’
social performance, and has no significant effect on the relationship between assessment
practices and suppliers’ social performance [9]. Conversely, cognitive social capital can
enhances the connection between service quality and user satisfaction [12]. Given these
inconsistencies, further studies are necessary to explicitly examine the connections amid
impulsive purchasing and social capital.

Grounded on social capital theory and an empirical survey with 337 valid responses
in China, the present research explores how consumers’ perceptions of peer motivation
influence the urge to buy impulsively. It also examines whether and how group-level social
capital can moderate these effects in social commerce. This research will make contributions
for the current literature on social commerce in three fundamental ways. First, it extends
the motivation concept by incorporating the influences of peers, thereby contextualizing
the link between social commerce and impulsive buying, providing a novel perspective and
theoretical support for understanding impulsive buying. Second, it enriches the literature
by providing novel insights into social group relationships between consumers and retailers.
Finally, this research clarifies several inconsistent findings about the relationships between
consumer behavior and its antecedents.

2. Related Work and Hypotheses
2.1. Impulsive Buying in Social Commerce

Impulse buying is defined as an unplanned and instantaneous purchasing behavior
that occurs without prior shopping intentions [13]. Previous research suggests that studies
on online impulse buying can be broadly categorized into two streams: impulse buying
in e-commerce (IBEC) and impulse buying in social commerce (IBSC) [14]. The present
study focuses on IBSC. Existing research on IBSC primarily addresses two key aspects.
First, the emergence of a new research context has encouraged the application of various
theoretical frameworks and models to explain this phenomenon. Second, a considerable
body of research has focused on identifying the antecedents of impulse buying within
this context.

Regarding the first aspect, researchers have extensively investigated IBSC from a
variety of theoretical perspectives. Among these, the Stimulus—Organism-Response (SOR)
framework is the most widely adopted [15-17]. Similarly, theoretical models such as the
Elaboration Likelihood Model [18] and Dual Systems Model [19,20] have been extensively
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employed in IBSC research. Additionally, Uses and Gratifications Theory [21,22], Latent
State-Trait Theory (LST) [23], Attachment Theory [18], Flow Theory [24,25], Parasocial
Interaction Theory [17], and Social Learning Theory [14] have been frequently applied
in this field. Collectively, these theoretical frameworks enhance the understanding of
IBSC by elucidating the psychological, social, and technological factors that influence
its mechanisms.

Upon the different theories and frameworks of IBSC, researchers investigate the
antecedents of IBSC and regard impulse buying as a socially influenced behavior. Customer
related factors [19], marketing stimuli [26], platform related factors [27] and situational
stimuli [14,28,29] are the most frequently utilized antecedents of IBSC [30]. Situational
stimuli—particularly social cues—demonstrate the most significant cumulative impact
on IBSC, reinforcing the pivotal role of social dynamics in shaping such behaviors [13,30].
Existing studies indicate that when consumers shop together in offline settings, social
influences tend to reinforce impulsive buying tendencies [6], highlighting the inherent
social nature of consumption decisions. Recent research has identified several critical
social determinants of IBSC, such as parasocial interaction [7], interpersonal influence [31],
and peer communication [24]. This social aspect is further intensified in the context of
social commerce, where advances in digital technologies have expanded interpersonal
interactions and introduced novel forms of social influence.

2.2. Influence of Peer Motivation

Prior research has consistently demonstrated that both intrinsic and extrinsic mo-
tivation serve as fundamental drivers of human behavior across a wide range of activi-
ties [32,33]. Individuals who are intrinsically motivated derive pleasure from engaging
in an activity, whereas those who are extrinsically motivated prioritize the outcome over
the process of performing the activity [32]. Furthermore, extrinsic motivation pertains
to individuals’ perceptions of pressure and rewards, while intrinsic motivation relates to
inherent satisfaction [34]. Building upon these established motivational frameworks and
extending them to social contexts, scholars have introduced the concept of peer motivation
as a significant construct, differentiating between peer intrinsic and peer extrinsic motiva-
tion [5]. Peer intrinsic motivation refers to the recognition that individuals are propelled
to participate in activities they perceive as enjoyable, self-directed, and conducive to skill
development, as their peers do. Conversely, peer extrinsic motivation is defined as the
belief that individuals are motivated by the pursuit of external rewards, whether tangible
or intangible, as their peers are.

The relationship between peer influence and consumer behavior is well estab-
lished [35,36]. Studies indicate that peers have a significant influence on individuals’
attitudes toward career choices [37], value co-creation [38], and consumer preferences [36].
Two key mechanisms explain how peer behavior translates into individual action within
social systems [39]. The first mechanism involves transmitting information about prod-
ucts, thereby reducing uncertainty and fostering positive peer influence, which in turn
enhances the desire for consumption. The second mechanism emphasizes the economic
incentives behind consumers’ purchasing decisions, given their knowledge of who has
purchased a product and how such consumption may affect their utility when consuming
it (i.e., positive or negative peer influence). Both mechanisms may be triggered by direct or
indirect interactions (e.g., word of mouth), where no explicit communication is exchanged
between consumers.

Within the social media environment, retailers in this context create online social
groups with various followers or potential consumers. As social interactions take place
in such social groups, peer motivation and peer influence are likely to occur in the so-
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cial commerce context. For example, retailers usually develop initiatives (e.g., raffles) to
stimulate consumer participation and purchasing within their online social groups. When
introducing new products, retailers frequently post pictures of these products on their
social media accounts. Additionally, they may select some consumers or influencers to
review, repost, or promote the products after providing them with free samples. To enhance
interactions, retailers can create campaigns to recognize the most beautiful buyer show-
cases or reward consumers with the highest engagement levels. Consumers who follow
the retailers can participate in these activities and have many opportunities to observe
others’ behaviors. Through this process, consumers develop a desire to share shopping
or consumption experiences, gain rewards or incentives, build reputations through these
activities, receive useful information from peers who share, and feel more motivated by
seeing their peers participate actively and receive rewards. Figure 1 shows the research
model of this research.

Structural Cognitive Relational
social capital social capital social capital

T

H3a+ H3b+ H4a+  H4b- H5a+ HS5b-
Peer intrinsic l J
motivation — HI+ — v Urge to buy
impulsively
H2+

Peer extrinsic
motivation

Figure 1. Research Model.

Intrinsic motivation pertains to the internal drive to engage in activities primarily for
the pleasure and gratification derived from the tasks themselves [40]. Online impulsive
purchasing is often motivated by affective reactions, such as enjoyment and pleasure [16].
The perception of enjoyment plays an essential role in driving impulsive purchasing [41].
If consumers find following retailers and buying products from them enjoyable, they are
likely to be driven by such intrinsic motivation and develop purchase behavior. Further,
according to emotional contagion theory, when consumers express these positive feelings
on social media platforms, a contagion effect of the feelings tends to occur [42]. That
is, the characteristics and intensity of an emotion can be transmitted to others from the
emotion source [43]. When consumers observe peers experiencing pleasure from purchases
within a retailer’s social group, it increases the likelihood that they will develop an urge
to buy something impulsively for experiencing a similar feeling. Therefore, this research
postulates that

H1. Peer intrinsic motivation is positively related to the urge to buy impulsively.

Extrinsic motivation is typically characterized by a rational evaluation of values and
benefits [44]. From this perspective, many behaviors are driven by anticipated outcomes
or rewards, such as monetary incentives, gifts, or power [45]. Prior research suggests
that extrinsic motivators like bonuses and discounts are significant marketing stimuli
for impulse buying [46,47]. Meanwhile, research posits that the closer the interpersonal
relationship, the higher the likelihood of envy-induced comparison [48]. Consumers who
follow the same retailer and belong to the same social group can observe each other due to
the transparency inherent in social commerce. When they observe peers engaging in social
activities and gaining rewards, feelings of envy may arise. Envy can help motivate people
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to increase their behavioral intentions [5]. Hence, consumers are inclined to emulate those
perceived as highly rewarded. This phenomenon can be understood through the social
comparison process between consumers and their peers, where consumers may think,
“I wish I had what you've got”. Therefore, this research postulates that

H2. Peer extrinsic motivation is positively related to the urge to buy impulsively.

2.3. Influence of Social Capital

Social capital theory suggests that social relationships represent productive resources
embedded within social networks [49]. Social capital includes both potential and actual
resources derived from these relational networks and is conceptualized through three di-
mensions: structural, cognitive, and relational [50]. The structural dimension captures
the overall network connections and the pathways through which individuals interact.
Cognitive social capital concerns the shared understanding that enables effective interac-
tions among members [51], while the relational aspect deals with the interpersonal bonds
developed through repeated communication among members [52]. Empirical evidence
consistently demonstrates that online environments are conducive to the formation of
social capital, as virtual interactions can serve both as a replacement for and a comple-
ment to conventional face-to-face interactions [10]. Studies have shown how social capital
drives knowledge sharing and co-creation in virtual communities [53,54], and further
correlates with user satisfaction and behavioral outcomes [9,12]. Consequently, social
capital is critical not only for sustaining virtual communities but also for shaping consumer
decision processes.

Nevertheless, the significant role of social capital in driving impulsive buying has
largely been ignored in existing research. Furthermore, prior studies have predominantly
examined social capital at the individual level in online contexts [9,55]. In the social
commerce context, retailers maintain ongoing interactions with their followers and moti-
vate consumer-to-consumer interactions on social media platforms, which can facilitate
group-level social capital and influence group members’ behavioral intentions. This study
addresses these issues by exploring how group-level social capital moderates the relation-
ship between peer motivation and impulse buying.

Prior research has emphasized the crucial role of information in the decision-making
process, while also highlighting that its collection can be costly [56]. Structural social
capital involves the general network through which individuals are interconnected [50].
Present research identifies social interaction ties as critical representations of the structural
dimension [57]. Beyond facilitating connections between individuals, social interaction ties
also enable the acquisition of valuable resources and information [54]. Social interaction ties
play a pivotal role in information diffusion by establishing efficient channels that can reduce
the effort and time required for information collection [58]. In retailers’ social groups, they
can interact with their followers, forward other consumers’ showcases, or post product
content. Thus, consumers in the social group have abundant opportunities to see their
peers’ responses and attitudes with little effort. If social interaction ties are strong within
the social group, then consumers can easily obtain much information about peers who
follow the same retailer [14]. Compared to weak ties, strong social interaction ties enable
consumers to be more attentive to both intrinsic and extrinsic motivations from their peers.
Therefore, this research proposes the following two hypotheses regarding the strengthened
impacts of these two motivations under this circumstance:

H3a. Structural social capital in a retailer’s social group strengthens the relationship between peer
intrinsic motivation and the urge to buy impulsively.
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H3b. Structural social capital in a retailer’s social group strengthens the relationship between peer
extrinsic motivation and the urge to buy impulsively.

Cognitive social capital refers to the shared understanding and interpretive frame-
works among members of a community [9]. A key manifestation of cognitive social capital
is shared language, which goes beyond mere linguistic commonality to encompass the
internalized symbolic rules that guide members’ interpretations [54]. Shared language
influences the relationship between peer motivation and impulse buying through a dual
mechanism [59]. First, specific words and expressions can establish psychological bound-
aries and signify the exclusivity of social relationships within a given context [10,60]. In the
realm of social commerce, for instance, retailers and consumers often assign nicknames to
products. A red winter coat, for example, may be referred to as “New Year’s armor.” Such
nicknames function as a form of shared language, signaling emotional attachment and
identification with the product [61]. Consequently, communities that frequently employ
shared language tend to demonstrate stronger attachment. Such attachment can enhance
the emotional contagion process and serve as a buffer against negative information [62],
thereby reducing purchase uncertainty and increasing consumers’ willingness to buy. Sec-
ond, ritualized expressions such as “Shangche” (a social commerce term referring to the
act of urging consumers to join a deal) and “Zhongcao” (a social commerce term repre-
senting the desire to purchase a product) transform individual purchasing behaviors into
collective symbolic practices, thereby intensifying emotional contagion and facilitating the
internalization of collective values [63].

The influence of cognitive social capital is primarily manifested through three mecha-
nisms. First, high cognitive social capital enhances the ability to interpret expressions of
pleasure from peers, thereby facilitating a more efficient conversion of peer experiences
into personal emotional experiences. Second, the presence of a shared language promotes
the integration of an individual’s self-concept with their community identity, which in
turn aligns consumption behavior more closely with internal identity recognition. This
process strengthens the impact of emotional energy on impulse buying through the ritual
excitement effect [64]. Third, high cognitive social capital enables consumers to develop
similar cognitive frameworks with their peers. Within such a shared framework, indi-
viduals are more likely to automatically accept peer recommendations, thereby reducing
deliberation during the decision-making process. Based on symbolic interactionism theory,
the reconstruction of motives through shared language essentially achieves value migration
by deconstructing economic rationality [64]. Ultimately, within social commerce groups,
the sustained presence of a shared language transforms peer intrinsic motivations—such as
emotional experiences and identity expression—into drivers of impulse buying, while the
influence of peer extrinsic motivations—such as reward acquisition—on impulse buying is
attenuated. Based on the above, the following two hypotheses are proposed:

H4a. Cognitive social capital in a retailer’s social group strengthens the relationship between peer
intrinsic motivation and the urge to buy impulsively.

H4b. Cognitive social capital in a retailer’s social group weakens the relationship between peer
extrinsic motivation and the urge to buy impulsively.

Relational social capital emphasizes the interpersonal relationships developed during
interactions [65]. This study draw upon the concept of reciprocity to elucidate relational
social capital [65]. Reciprocity emerges from the theory of gift exchange, where one may
give a return gift to maintain social balance or fairness, showing gratitude or rewarding
generosity [66]. Members of the same social group may exchange purchasing experiences
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and recommendations, thereby mutually benefiting each other in social commerce. Facil-
itating actions within a social structure constitutes a pivotal function of relational social
capital, which is essential for both social groups and their members [67]. This study posits
that the presence of strong relational social capital not only enhances group members’
intrinsic enjoyment of reciprocal sharing behaviors but also foster an environment that
promotes peer intrinsic motivation while mitigating the impact of peer extrinsic motivation.
Accordingly, this research offers the following two hypotheses:

H5a. Relational social capital in a retailer’s social group strengthens the relationship between peer
intrinsic motivation and the urge to buy impulsively.

H5b. Relational social capital in a retailer’s social group weakens the relationship between peer
extrinsic motivation and the urge to buy impulsively.

3. Method
3.1. Data Collection

Data were collected through an online survey distributed via a professional survey
platform (www.sojump.com, accessed on 14 August 2023). The target respondents of
the survey were users of two prominent Chinese social media platforms—WeChat and
Weibo, as these are the most widely used social commerce platforms, on which retailers
frequently establish social groups. As of late 2024, Weibo reported 587 million monthly ac-
tive users (https:/ /data.weibo.com/report/reportDetail?id=473&wm=3049_0016, accessed
on 20 December 2024), whereas WeChat Mini Programs had reached 949 million users
(http:/ /baijiahao.baidu.com/s?id=1818018727457021539&wrf=spider&for=pc, accessed
on 20 December 2024). Given their substantial online reach and influence, these platforms
have emerged as key hubs for social commerce, thereby making them highly suitable for the
present study. Participants were required to answer all questions. Respondents were asked
to provide their social media accounts and the retailer accounts they followed, and they
received a monetary incentive of CNY 10 (approximately USD 1.44). A total of 337 valid
responses were obtained.

The demographic characteristics of the respondents are presented in Table 1. To
evaluate the representativeness of the sample, the survey data were compared with the
general social commerce users” demographics. According to recent reports, 63.93% of social
commerce users are female (https://www.iimedia.cn/c1061/102032.html, accessed on
15 September 2024), and 77% are under the age of 34 (https://m.sohu.com/a/772579259_
120801328/, accessed on 15 September 2024). Furthermore, Chinese social commerce users
predominantly consist of females [68]. Prior research also notes that these users tend to be
young adults with a bachelor’s degree [69]. Hence, the representativeness of the sample in
the current study can be deemed satisfactory.

Table 1. Demographic Profiles (N = 337).

Attributes Category Frequency Percentage
Gend Male 78 23.1%
ender Female 259 76.9%
20 or below 139 41.2%
Ace 21-30 172 51.0%
8 31-40 10 3.0%

41 or above 16 4.8%
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Table 1. Cont.

Attributes Category Frequency Percentage
Below college 72 21.4%
Education Bachelor degree 238 70.6%
Master’s degree or above 27 8.0%
5000 or below 239 70.9%
5001-8000 76 22.6%
Income (Monthly) 8000-10,000 16 4.7%
10,001 or above 6 1.8%
Time spent on >0 and <1 117 34.7%
B e o] >1and <2 117 34.7%
o ) >2 and <3 2 12.5%
perday >3 (h) 61 18.1%

3.2. Measures

The present study employed the measurements from prior research and made context-
specific adjustments for this study (Table S3 in Supplementary Materials). For the measure-
ment of all constructs, a 7-point Likert scale was utilized. In this scale, 1 corresponded to
“strongly disagree” and 7 denoted “strongly agree”. Peer intrinsic and extrinsic motivation
were evaluated through four-item scales [5]. Structural, cognitive, and relational social cap-
ital were measured using four-, three-, and two-item scales, respectively [52]. The urge to
buy impulsively was evaluated by four items [70]. Considering the survey was conducted
in China, the items were first translated into Chinese and subsequently back-translated
into English. Before distributing the questionnaire, comparing both English versions and
resolving all inconsistencies ensured the high translation quality of the Chinese version.

3.3. Common Method Bias

As the data acquisition was achieved via a self-reported survey, common method bias
(CMB) could potentially be an issue. To address this, this research carried out two tests to
quantify the magnitude of CMB. First, Harman'’s single-factor test was been performed [71].
The results indicated that the first factor only represented 16.87% of the variance, suggesting
no single dominant factor emerged and no factors dominated the variance. Second, a
partial least squares (PLS) analysis was conducted by introducing a common method factor
linked to all single-indicator constructs derived from the observed indicators [72]. The
findings revealed that the principal constructs accounted for an average variance of 74.2%,
whereas the method factors explained an average variance of merely 0.3% (Table 5S4 in
Supplementary Materials). Additionally, the majority of the loadings on the method factor
were statistically insignificant. Collectively, these results suggested that CMB is less likely
to pose a significant threat to the present research.

4. Data Analysis and Results

The present research employs PLS structural equation modeling. PLS has been demon-
strated to be particularly appropriate for validating predictive models under conditions
where the sample sizes are comparatively small, owing to its component-based estimation
approach [73]. This method has been extensively utilized within the information systems
(IS) field. For validating the research model, SmartPLS 3.0 software was utilized. A two-step
procedure was adopted in data analysis: the measurement model first and then followed
by the structural model [74].
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4.1. Measurement Model

The measurement model was evaluated using construct reliability, convergent validity,
and discriminant validity. Construct reliability was assessed through composite reliability
and Cronbach’s alpha. As presented in Table 2, all values exceeded 0.7, indicating satisfac-
tory reliability [75]. Convergent validity was confirmed as AVE values were above 0.5 and
item loadings exceeded 0.7 [75]. Table 2 shows strong convergent validity. Discriminant
validity was assessed in three ways. First, the results of construct loadings demonstrated
that the cross-loadings between constructs were consistently lower than the loadings
within the same constructs [76]. Second, Table 3 presents the Fornell-Larcker criterion,
which evaluates whether the square roots of AVE values exceed the inter-construct correla-
tions [75]. Third, the heterotrait-monotrait (HTMT) ratio of correlations between constructs
(as shown in Table 4) was below the 0.9 threshold [77]. Tables 3 and 4 confirm satisfactory
discriminant validity.

Table 2. Results of confirmatory factor analysis.

Composite

Construct Item Factor Loading Cronbah’s o Reliability AVE
SIT1 0.858
Structural social capital SIT2 0.894
(Social interaction ties)—SIT SIT3 0.869 0.87 0.91 0.72
SIT4 0.765
Cognitive social capital SLAI 0.791
SLA2 0.866 0.78 0.87 0.70
(Shared language)—SLA SLA3 0.846
Relational social capital REC1 0.940
(Reciprocity)—REC REC2 0.938 0.87 0.54 0.88
PIM1 0.865
Peer intrinsic PIM2 0.888
motivation—PIM PIM3 0910 091 094 078
PIM4 0.879
p L. PEM1 0.754
P :?XtrlnsleM PEM3 0.858 0.80 0.88 0.71
motivation— PEM4 0.872
UBI1 0.847
. . UBI2 0.808
Urge to buy impulsively—UBI UBI3 0.841 0.85 0.90 0.70
UBI4 0.839
Note: PEM2 was deleted because of low factor loading (<0.7).
Table 3. Discriminant validity: Fornell-Larcker criterion.
Construct SIT SLA REC PIM PEM UBI
SIT 0.848
SLA 0.505 0.835
REC 0.401 0.165 0.939
PIM 0.395 0.449 0.409 0.886
PEM 0.316 0.304 0.279 0.515 0.791
UBI 0.434 0.379 0.283 0.537 0.497 0.834

Note: bold diagonal represents the square root of AVEs.
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Table 4. Discriminant validity: HTMT ratio.
Construct SIT SLA REC PIM PEM UBI
SIT
SLA 0.605
REC 0.458 0.201
PIM 0.446 0.532 0.462
PEM 0.393 0.395 0.353 0.613
UBI 0.500 0.461 0.326 0.603 0.578

Peer intrinsic l
motivation

Peer extrinsic
motivation

4.2. Structural Model

A bootstrapping analysis using 5000 subsamples at a 5% significance level was con-
ducted to examine the path significance. The model exhibited an excellent fit, as indicated
by a standardized root mean square residual (SRMR) value of 0.052. This metric evaluates
the discrepancy between observed and predicted correlations, serving as an indicator for
the model fit. The SRMR value was well below the threshold of 0.08 [78]. Specifically,
Figure 2 illustrates the results of the structural model in this study. In the analysis, demo-
graphic variables, such as age, gender, salary, education and daily browsing time, were
controlled. As shown below, peer intrinsic motivation (f = 0.282, t = 4.699) and peer
extrinsic motivation (f = 0.256, t = 4.901) significantly affected the urge to buy impulsively,
supporting H1 and H2. Additionally, this study also compared the differential effects of
peer intrinsic and extrinsic motivation on the urge to buy impulsively, with the aim of
determining which type of motivation is more influential within the context of this research.
The path comparison analysis revealed that peer intrinsic motivation exerted a significantly
stronger influence on the urge to buy impulsively compared to peer extrinsic motivation

EAEAES

_0.217** 0.256***

Relational
social capital

Structural
social capital

Cognitive
social capital

0.145

=0.234™ } ~0.097

Urge to buy
impulsively
48.4%

- 0.282"*

10256

Control variables:
Gender (0.159™")

Age (-0.010)
Education (0.025)
Salary (0.037)
Browsing time (0.039)

Figure 2. Structural Model. *: p < 0.05; **: p < 0.01; **: p < 0.001.

For the moderating effects, the results showed that structural social capital significantly
weakened the effect of peer intrinsic motivation on the urge to buy impulsively (3 = —0.217,
t = 3.158). In contrast, it significantly strengthened the effect of peer extrinsic motivation
on the urge to buy impulsively (3 = 0.145, t = 1.962). Thus, H3b was supported, while
H3a was not. In addition, cognitive social capital significantly strengthened the effect
of peer intrinsic motivation on the urge to buy impulsively (3 = 0.256, t = 3.938) but
weakened the effect of peer extrinsic motivation (3 = —0.234, t = 3.255). Relational social
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capital significantly strengthened the effect of peer intrinsic motivation on the urge to
buy impulsively ( = 0.124, t = 2.149), but it had no significant impact on the effect of peer
extrinsic motivation on the urge to buy impulsively (B = —0.097, t = 1.815). Therefore, H4a,
H4b, and H5a were supported, but H5b was not.

5. Discussion

The present research offers significant insights into how peer motivation and social
capital influence consumers’ urge to buy impulsively. First, the analysis shows that both
peer intrinsic motivation and extrinsic motivation have a positive correlation with the urge
to buy impulsively. This suggests that other consumers’ opinions and behaviors greatly
influence an individual’s likelihood of making impulsive purchases through motivational
mechanisms. The rapid evolution of technology has turned social media into an essential
platform for consumer interaction. When shopping in peer contexts, individuals may
be influenced by peers’ opinions or behaviors, becoming more susceptible to impulsive
buying [6]. Additionally, the findings indicate that peer intrinsic motivation has a stronger
association with the urge to buy impulsively compared to peer extrinsic motivation. While
retailers might intuitively focus on external rewards such as raffles, this study demonstrates
that intrinsic factors—such as peers’ enjoyment, interest, and fun derived from purchasing—
are more strongly correlated with impulsive buying. Therefore, managerial practices
aimed at fostering intrinsic motivation among consumers may prove particularly effective.
However, the findings do not imply that retailers should disregard extrinsic motivators.
Peer extrinsic motivation still positively influences impulsive buying. In general, once
external motivators are established, intrinsic motivators tend to play a more prominent and
efficient role in influencing impulsive purchases.

Second, building on previous research [80], the present study argues that social capital
generated from continuous communications between consumers and retailers in the same
group may influence other consumers’ behavior. In social commerce, this research extends
this line of research by considering the social dynamics between a retailer and multiple
consumers. Within such groups, consumers and the retailer can communicate and interact
with each other, potentially generating group-level social capital. The present research
investigated how social capital moderate consumers’ urge to buy impulsively. The findings
reveal that structural social capital exerts a positive influence on the relationship between
peer extrinsic motivation and the urge to buy impulsively. This suggests that increased
retailer engagement within the social group can reduce consumer uncertainty, making
external rewards more credible and thereby enhancing their impulse buying tendencies.
Conversely, the results show that structural social capital negatively moderates the effect of
peer intrinsic motivation on the urge to buy impulsively. A possible explanation is that fre-
quent interactions between retailers and consumers may be perceived as deliberate efforts
to influence consumer decision-making. From the perspective of Self-Determination Theory
(SDT), such interactions may undermine the positive effect of peer intrinsic motivation on
impulsive buying due to barriers in motivational internalization [44]. When consumers
perceive repeated engagements as manipulative tactics aimed at influencing their choices,
they may experience a diminished sense of control and autonomy. This perceived external
pressure can obstruct the internalization of peer influence into self-endorsed values [81].
Given that intrinsic motivation is closely associated with the perception of autonomy and
free choice, excessive retailer interaction may be viewed as an intrusion, thereby attenuating
the positive influence of peer intrinsic motivation on impulse buying.

Thirdly, cognitive social capital moderates the effect of peer motivation on impulsive
buying. High cognitive social capital enhances the ability to interpret peers” emotions,
converting peer experiences into personal feelings, thereby strengthening the influence of
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peer intrinsic motivation on impulsive buying. This is consistent with previous findings
that cognitive social capital fosters group identity, effort recognition, and satisfaction [12].
Regarding extrinsic motivation, individuals with high cognitive social capital focus more on
shared values than on material rewards—often feeling uncomfortable when purchasing for
external gains. This aligns with supply chain research showing that cognitive social capital
enhances the impact of collaborative practices (internal motivation) on social performance
but not the impact of assessment practices (external pressure) [9]. In this study, peer
extrinsic motivation refers to perceived external rewards. Cognitive social capital reduces
its influence on impulsive buying by prioritizing shared values over material incentives.

Finally, relational social capital positively moderates the effect of peer intrinsic motiva-
tion on the urge to buy impulsively. High relational social capital fosters greater empathy
and reciprocity among consumers within the same social group, further reinforcing this
influence. Nevertheless, no significant moderating role of relational social capital was
found in the connection between peer extrinsic motivation and the urge to buy impulsively,
suggesting strong relationships within a social group do not mitigate the impact of peer
extrinsic motivation driven by material rewards. The results are consistent with prior
research that argues that the relationship between social capital and individual behavior is
complex [63,80].

5.1. Implications for Theory

This research offers several contributions to the extant literature. First, it extends the
concept of motivation to the peer level by integrating social commerce characteristics with
impulsive buying through the lens of peer motivation. Previous research has proposed
the critical role of environmental cues in impulsive buying, such as website or platform
stimuli [18], marketing stimuli [7], situational stimuli [14], and impulsive consumer charac-
teristics [23]. As social commerce becomes increasingly prevalent, new features associated
with social interaction have emerged to support consumers’ purchase behavior. Unlike
conventional e-commerce, social commerce enhances consumers’ ability to easily access
and be influenced by others’ opinions and behaviors, making them more susceptible to
peer influence. Specifically, this study enriches social commerce research by focusing on
both peer intrinsic and extrinsic motivations.

Second, the present research further contributes to the social commerce literature by
examining the dynamics within social groups that contain both consumers and retailers.
Previous studies on impulsive buying have primarily focused on the relationships among
consumers [82]. However, little research has investigated relationships in social groups that
include retailers. Given that social commerce is becoming a pivotal instrument for retailers,
it is important for them to understand how to build good relationships on social media
platforms to attract more consumers. Establishing strong relationships can help retailers
attract more consumers and increase sales.

Finally, while a significant number of researchers have explored how social capital
influences users’ rational behavior, less attention has been paid to its influence on irrational
behavior. This study argues that social capital developed within social groups can mitigate
consumers’ perceived risk during shopping and expedite decision-making, potentially
resulting in impulsive buying behavior. In a similar vein, prior research proposed that
bridging and bonding social capital established online can promote peer communication,
thus leading to an urge to buy impulsively [24]. However, the intricate relationship between
the three dimensions of social capital and impulsive behavior remains underexplored
empirically. Therefore, this research addresses this gap by investigating how the interplay
between the three dimensions of social capital and peer motivation influences consumers’
impulsive behavior. Furthermore, the present study offers a more nuanced understanding
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to the inconsistent findings regarding the relationships between user behavior and its
antecedents. Prior studies on the moderating role of social capital have yielded fragmented
findings across various contexts [9]. The findings contribute to this line of research by
providing new insights into how social capital plays a moderating role in the impulse
buying process within online social groups.

5.2. Implications for Practice

The findings also have pivotal implications for business practitioners. Impulsive
purchasing has long been recognized as an essential factor in online retail profits. Many
retailers invest in social media to attract and convert followers into consumers. This study
provides several suggestions for retailers. First, this study confirms that peer extrinsic
motivation perceived by consumers has a positive association with their urge to buy impul-
sively. Therefore, organizing sponsored activities such as lucky draws, gifts, and special
discount events continues to be effective. Additionally, the findings indicate that address-
ing consumers’ intrinsic needs can be more impactful in driving impulse purchases than
extrinsic motivators. Hence, retailers should also focus on activating intrinsic motivators.
For example, while peers” emotions are external factors, they can influence or inspire con-
sumers’ intrinsic motivation. Similarly, promoting a brand culture that fosters consumer
identification with the brand and retailer, while also instilling a feeling of belonging and
acceptance, can enhance consumers’ intrinsic motivation, leading to increased impulse
buying and higher sales.

In addition, retailers should recognize that the influence of various motivation types
can differ based on the levels of social capital dimensions present in online groups. For
example, at a high level of structural social capital, while the effect of peer intrinsic mo-
tivation is unexpectedly lowered, retailers should at least be aware of the strengthened
impact of peer extrinsic motivation. This suggests that they need to allocate more resources
to help consumers notice how their peers have received external rewards. In contrast, if
a retailer’s social group has reached a high level of cognitive or relational social capital,
then the retailer should emphasize achieving peer intrinsic motivation over peer extrinsic
motivation. In short, a “one size fits all” approach to motivation within the social group
context may not yield optimal behavioral outcomes.

5.3. Limtations and Future Research

This research has some limitations, which also present prospects for future research.
First, the data collection was limited to a survey-based approach conducted exclusively
in China. Future research could benefit from incorporating qualitative or mixed-methods
approaches, which may offer a richer and more in-depth understanding of the psychologi-
cal mechanisms underlying the observed relationships. Furthermore, longitudinal studies
could be employed to capture the dynamic evolution of social capital and its effects over
time, rather than relying on data from a single time point. Additionally, a more compre-
hensive investigation into how these findings may apply to or differ in Western social
commerce contexts would enhance the global applicability and relevance of the study.

Second, although the research model exhibits acceptable explanatory power, it ac-
counts for only 48.4% of the variance in impulsive buying behavior. This result suggests that
future studies should explore additional factors that may influence impulsive purchasing
decisions. Prior research has indicated that market stimuli, consumer characteristics, and
other contextual variables may significantly affect such behavior [16]. For example, retailers
could leverage marketing tactics, such as pricing strategies, limited-time offers, and coupon
distributions, to encourage consumers to make more impulse purchases within a shorter
time frame. Despite these limitations, this study contributes to the existing literature by



J. Theor. Appl. Electron. Commer. Res. 2025, 20, 252 14 of 17

highlighting the role of peer influence within social groups in shaping impulsive buying
behavior, grounded in motivation and social capital theories. To deepen the understanding
of this phenomenon, future research could incorporate alternative theoretical perspectives.

Finally, the present study considers only one manifestation of each dimension of social
capital. Prior research has identified that structural social capital can be measured through
social interaction ties [52,53,63,80,83-87], centrality [67,88], and network density [89]. Fu-
ture research should explore alternative measures of social capital tailored to specific
research contexts.
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