Integrating theories to predict clothing purchase on SNS

ABSTRACT

Purpose — This paper aims to design and test a conceptual model integrating UGT, SIC, and
TPB theories to identify the drivers that lead users to develop intentions to purchase clothing
products through SNS.

Design/methodology/approach — Using an online questionnaire, data were collected from
customers of clothing products who visit the SNS of their preferred clothing brands (N =
1,003). Empirical results, using partial least squares (PLS) regressions, were used to test the
conceptual model.

Findings — The results supported the model and showed, as the main result, that purchase
intention through the use of SNS is affected positively by intentions to use SNS and SNS use.
SNS use is influenced by intentions to use SNS and by uses and gratifications (UGT).
Intentions to use SNS are affected positively by UGT, attitude, and perceived behavioral
control (PBC). Attitude is influenced positively by UGT, self-image congruity, PBC, and
subjective norm (SN).

Social implications — These findings reveal that the critical elements in achieving purchase
intentions in users through SNS include obtaining their participation by managing the SNS
according to users' self-image and offering useful gratifications.

Originality/value — This study integrates theories of SIC, UGT, and the TPB in a context of
technology post-adoption to understand users’ purchase intentions through SNS. By
establishing this novel theoretical integration approach, this research furthers insight into
purchase intentions through SNS.
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1. Introduction

SNS pages are also becoming pivotal in influencing users’ willingness to buy products or
services (Poyry et al., 2013). Some of the most famous SNS, such as Facebook, Instagram and
Twitter, have, respectively, 2.2 billion monthly active users, 813 million monthly active
accounts, and 330 million monthly active users (Statista, 2018a). All of this large number of
users could be influenced by the brands’ communication strategies in SNS. In fact, 42.17% of
consumers in the United States felt that SNS significantly influenced their decisions to purchase
goods and services (Statista, 2018b), and in Spain, for example, 14% of SNS users admit that
they use them to buy products and services (IAB, 2016). However, contrary to what happens,
little research has specifically analyzed the antecedents of purchase intentions through the
brands’ SNS. Research on SNS has been mostly based on the adoption and use of SNS as
communication technologies (Al Debei et al., 2013; Baker and White, 2010; Wu, 2015).

In the context of SNS, UGT and the TPB have been previously used to explain participation
and intentions to use these networks. Earlier research has verified the influence of UGT and
TPB in explaining intentions to use SNS (Al-Debei et al., 2013; Baker and White, 2010;
Chiang, 2013; Han et al., 2015). Additionally research on UGT has identified the substantial
relations between the use intensity of substantial domains of SNS, such as contents, friend
management, group coordination and gaming, and the perception of gratifications, (Leiner et
al., 2018), the relationship between motives and behavioral outcomes of use on Instagram
(Sheldon et al., 2017), the differences in the gratifications dimensions perceived by users
depending on the type of social media use (Phua et al., 2017), or users’ gratifications in sharing
photos on Facebook (Malik et al., 2016). These studies, despite the importance of SNS as
commercial platforms, only analyze entertainment, such as participation, and intensity and
intentions of use, rather than the purchase intentions via these platforms. In particular, research

on purchase intentions through SNS has not increased proportionally with the growth and usage
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of SNS. In fact, the research being performed on SNS purchase intentions, using the TPB and
UGT approaches, is as yet quite limited (Hajli et al., 2017; Osatuyi and Qin, 2018).

According to self-image theories, people purchase products and services that are consistent
with their own self-image (Sirgy et al., 2008). Thus, SIC facilitates consumers’ development
of a positive attitude toward products and brands (Ekinci and Riley, 2003). Since SIC may act
as a psychological driver of the users' attitude toward the continuance intention to use SNS as
an entertainment tool (Kang et al., 2013), it is expected that this variable may explain
consumers’ attitudes and intentions toward these commercial platforms. Nonetheless, to our
knowledge, the literature that examines the role of SIC in relation to SNS clothing brand pages
is scarce, and, even more, in theoretical models that integrate TPB and UGT theories.

Given these gaps in previous research, the SIC Theory, the UGT, and the TPB are
integrated in this study to propose a conceptual model which aims to identify the drivers that
influence users' intentions to purchase through clothing brands’ SNS.

The purpose of this study is, therefore, to propose a conceptual framework and test it to
identify the drivers that lead users toward purchase intentions through the SNS of clothing
brands. More specifically, this research examines the simultaneous relationships between

UGT, SIC, attitudes toward SNS, PBC, intentions to use SNS, and purchase intentions in SNS.

2. Literature review and research model

2.1 Self-image congruity

Research in marketing has investigated SIC grounded in the Self-Theory. This theory asserts
that an individual's behavior is directly related to the improvement of their self-concept, which
must be congruent with oneself (Kwak and Kang, 2009). Sirgy (1982) posits that brands satisfy
consumers’ needs according to their degree of congruence with the customer's actual or ideal

self-concept. Additionally, previous literature on consumer behavior suggests that a consumer's



self-image can be confirmed, expressed, and improved through the purchase of products (Sirgy,
1982).

The concept of self-image has been extended to self-image congruence, which is based on
the idea that consumers' purchasing decisions are related to the image of the product. This
means that there are coincidences between the image of the product and consumers’ own image
of themselves (Kressmann et al., 2006), which implies that customers who think their self-
image is congruent with the brand feel more social pressure through their reference groups
(Shinetal., 2016). Likewise, self-image congruity is a predictor of an individual behavior (Haj-
Salem et al., 2016) and the forming of favorable attitudes toward a product (Ibrahim and Najjar,
2008). Previous literature identified the positive on attitude, among e-reader users (Anton et al.
(2013), and one attitudinal variable, namely, engagement (Islam et al., 2018). Consequently, it
is assumed that consumers who perceive a clothing brand page on SNS to be compatible with
their image will tend to develop favorable attitudes toward the clothing brand’s SNS page. So,
the following hypothesis is proposed:

H:. SIC has a positive effect on a user’s attitude toward the SNS.

To the best of our knowledge, the influence of SIC on SN has not been studied within the
context of clothing brands’ SNS pages. Nevertheless, it has been tested in other contexts. For
example, the findings of Shin et al. (2016) confirmed that SIC has a positive influence on the
SN in a study involving a local food brand. Therefore, it is likely that this relationship will be
positive also in the context of this research. Thus, users with a higher level of SIC with the
clothing brand’s SNS page may be more likely to feel more social control. Therefore, the
following hypothesis is expected:

H. SIC has a positive effect on a user’s SN toward the SNS.



2.2 Uses & Gratifications

The UGT approach refers to the behavior of individuals in relation to the media, and it explains
psychological and social antecedents and the subsequent attitudinal and behavioral effects of
media consumption (Apaolaza et al., 2014), and it assumes that individuals seek gratifications
in the consumption of traditional media (Katz et al., 1973). This theory has also been used to
investigate other mass media technologies such as webpages (Luo et al., 2011), smartphone
users (Ha et al., 2015), online games (Huang and Hsieh, 2011), and SNS (Al-Debei et al., 2013;
Han et al., 2015). This research supports the potential explanatory ability of UGT to predict
individual behaviors in SNS in order to encourage users to consume media, to interact, and to
share content and information (Apaolaza et al., 2014).

SNS users access SNS through different devices, connecting to multiple networks and
taking advantage of multiple social resources at any time. However, the different design and
usability features of SNS, such as Facebook, Instagram or Twitter, may result in significant
differences as regards the gratifications for using them (Phua et al., 2017). In fact, there is no
consensus among researchers on measuring the construct, and it depends on the research
context. This study focuses on the UGT variables that have been used repeatedly in previous
research, such as information seeking, affection, leisure, and social presence (Luo et al., 2011;
Xu et al., 2012).

The selection of media will depend on the SNS user’s beliefs and expectations to meet
specific needs (Choi et al., 2009), and the attitude of an individual toward an object is
dependent on their beliefs (Fishbein and Ajzen, 1975). Previous literature has identified the
influence of UGT on attitude among SNS users (Chiang, 2013; Curras-Perez et al., 2014; Ho
and See-Too, 2018), the positive effect of UGT on intentions to use among users of Facebook
(Cheung et al., 2011; Ifnedo, 2016), Twitter (Han et al., 2015), and among users of travel-
related social media (Hur et al., 2017), while other researchers find a positive effect of UGT

on satisfaction and continuance intention among social commerce users of Facebook and
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Twitter (Osatuyi and Qin, 2018). Thus, if a user perceived similar gratifications in a clothing
brand’s SNS pages, it is expected that they will increase their attitude toward and intentions to
use the clothing brand’s SNS page. Hence, the following hypotheses are proposed:

Hs: UGT have a positive effect on a user’s attitude toward the SNS.

Has: UGT have a positive effect on a user’s intention to use toward the SNS.

2.3 The Theory of Planned Behavior (TPB)

The TPB has its origins in the theory of reasoned action (TRA) (Fishbein and Ajzen, 1975),
which proposes that an individual’s behavior is affected by behavioral intentions, which are in
turn affected by attitude and by SN. Fishbein and Ajzen (1975) define attitude and SN as the
favorable or unfavorable evaluation of performing an act, and the function of beliefs about the
reference groups and the motivations to act in accordance with the individual's referent groups,
respectively.

An extension of this theory is TPB (Ajzen, 1991). TPB gathers the antecedents of the
behavioral intentions of the TRA and adds PBC. Ajzen (1991) defines PBC as the intensity
with which the individual perceives that they can control their behavior toward a certain action.
TPB concludes that individuals’ intention to behave in a certain way is influenced by attitude,
PBC and SN, while behavior is influenced by intentions and PBC.

Past studies on SNS have indicated that SN, attitude, and PBC are significantly related to
behavioral intentions (intentions to use) in entertainment contexts (Al Debei et al., 2013; Baker
and White, 2010; Kim et al., 2016). They are also partially related, as in the case of the positive
effect of SN and attitude on intentions to use SNS (Chiang, 2013), to the positive effect of
attitude on intentions among users of social networking tourism sites (French et al., 2017), or
the influence of SN on intentions to use SNS (Ku et al., 2013). Thus, based on the findings
obtained in this previous literature, there is a positive effect on the relationship between SN

and intention to use. Accordingly, this research proposes that higher levels of SN will lead to
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higher levels of intention to use clothing brands’ SNS pages. This leads to the following
hypothesis:
Hs. SN has a positive effect on the user’s intention to use toward the SNS.

These previous studies supported the premise that when users have a positive attitude
toward an SNS, they show more intentions to use it. Therefore, the following hypothesis is
proposed:

Hs. The attitude toward a clothing brand’s SNS page has a positive effect on the user’s
intention to use toward the SNS.

Regarding PBC, a user's perceived control may be related to relevant knowledge about
functionality, uses, and control of the socialization system of the clothing brand’s SNS page.
Thus, SNS users’ PBC regarding the clothing brand’s SNS page exerts a positive influence
on their intention to use. This leads to the following hypothesis:

H-. PBC toward a clothing brand’s SNS page has a positive effect on the user’s intention

to use it.

2.4 Purchase intentions

The TRA explains that intentions are the determinants of behavior (Fishbein and Ajzen, 1975),
and so purchase intentions indicate the consumer's tendency to purchase a service or a product
(Yoo et al., 2000), as well as being a combination of interest in the purchase and the possibility
of purchase (Wu et al., 2015). Consumer behavior literature has used purchase intentions as a
measure of loyalty in various sectors (Aksoy et al., 2013; Huang et al., 2015), while other
authors have used them as a latent variable in structural models (Hsu and Lin, 2015).
Furthermore, it is accepted that consumers who have no experience with a certain product or
service may usually rely on word-of-mouth to acquire information (Bansal and VVoyer, 2000),
and SNS play an important role in electronic word-of-mouth (Luo and Zhong, 2015). Little

research has been conducted to identify the influence of intentions to use SNS on purchase



intentions via SNS. Previous authors have identified a positive direct relationship between
participation in online communities and the intentions to use the services of a web community
(Casalo et al., 2010). The relationship between the intentions to use SNS and the intentions to
purchase products remains underexplored. In this respect, Poyry et al. (2013) found a direct
positive relationship between browsing the Facebook page of a travel agency and the intention
to purchase services. Since browsing implies intentions to use, SNS behavioral intentions are
expected to determine users’ willingness to purchase products from the brand’s SNS.
Accordingly, the following hypothesis is proposed:

Hs. Intentions to use SNS have a positive effect on the users’ purchase intentions.

This study constructed a research model by using the SIC, UGT, and TPB theories as the
theoretical basis, as has been explained previously. The research model is shown in Figure 1

and summarizes the hypotheses posited in this research:

Subjective
H2 MNorm

Self-Image
Congruity Hs

HI

Altitude Hé Intention to - -
toward SNS | — use SNS SHchade
intentions
brand page brand page cnons
Uses &

Gratifications

Figure 1. Research model

Perceived
behavioral
control




3. Methodology

3.1 Data collection

This study focuses on customers of clothing products that visit the SNS of their preferred
clothing brands. Data were collected by using a panel of consumers through an international
independent online supplier of market research. The sample obtained with the panel was
segmented according to different socio-demographic variables in order to obtain a
representative sample of the universe of users of Spanish clothing brands” SNS (IAB, 2016).
To gather the required data, an electronic questionnaire was designed. The period for the data
collection was between the months of April and June 2016. The final sampling provided 1,003

valid questionnaires. Table I shows the profile of the sample.

Table 1. Profile of the sample

Variable Frequency Variable Freguency
Gender Age
- 0,
Male 18.9% oz 2
Female 81.1% i 0
) 35-44 32.9%
Level of education Occupation
Employed 54%
Without education 0.5% Self-employed 6.1%
Basic studies 11.3% Stuqlent 23.6%
Higher studies 40.9% Retired 0.2%
University studies 47 4% Unemployed 14.6%
Others 1.5%
SNS used Average time on fashion website
Less than 5 minutes 27.6%
::ni‘izgfaor'; ggzjz 6-15 minutes 38.3%
. . 16-29 minutes 20.3%
Others (Twitter, Pinterest, etc.) 14% More than 29 minutes 13.8%

3.2. Measurement
To measure the different variables included in the study, 7-point multi-item Likert scales (1 =
strongly disagree; 7 = strongly agree) were adapted from previous studies to fit the research
context.

SIC was measured with four items: three items from the study by Kang et al. (2013), and

one item from the research by Lee and Jeong (2014). The instrument of UGT consisted of four



dimensions called Information Seeking (IS), Affection (AFF), Social Presence (SP), and
Leisure (LEI). IS comprises three items from Park et al. (2009). Four items from Xu et al.
(2012) make up the AFF scale. SP was measured with four items from Cheung et al. (2011),
and LEI includes five items from Xu et al. (2012). UGT is modeled as a second-order formative
measure with formative first-order dimensions and reflective indicators. In agreement with the
nature of this variable, UGT is a multidimensional construct where each dimension has a
specific content domain and may behave independently. This happens because these
dimensions are not necessarily highly correlated and reflecting the same underlying construct.

The SN scale was formed by six items from Mantyméki et al. (2014) and Chiang (2013).
Similarly, PBC was composed of four items adapted from Al Debei et al. (2013) and
Méantymaéki et al. (2014), while attitude was measured with three items from Al Debei et al.
(2013) and one item from the study by Baker and White (2010). Finally, intention to use SNS
was based on three items from Al Debei et al. (2013), while purchase intention was assessed

with two indicators from Tsai and Huang (2007).

3.3. Common method bias assessment

Common method bias (CMB) refers to the variations in responses in self-reported data that are
caused by the employed instrument rather than by the real constructs that these measures
represent. Logically, concerns about CMB may arise when self-report measures obtained from
the same sample are utilized. Since a single informant to measure the model’s variables was
employed, CMB was examined through different procedural and statistical methods (Podsakoff
et al., 2003). First, respondent confidentiality and anonymity of the data was guaranteed. This
may reduce the possibility of respondents responding artificially or dishonestly (Podsakoff et
al., 2003). Second, the use of electronic questionnaires should decrease social desirability bias
(Podsakoff et al., 2003). Third, exploratory factor analysis allowed us to assess the data

factorial structure to detect potential CMB (Podsakoff et al., 2003). Exploratory factor analysis
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with SPSS revealed the existence of a number of different factors and that no single factor was
accumulating the majority of the explained variance. The factor that accumulated the largest
portion of variance had a value of 10.34%. Therefore, common method bias does not seem to
be a problem in this research. Finally, a full collinearity test based on variance inflation factors
(VIFs) following Kock’s (2015) procedure was implemented. The estimations showed that VIF
values ranged from 1.138 to 2.063, thus suggesting, again, that CMB is not a serious problem

in this research.

4. Analysis and results

To test the hypotheses, Structural Equation Modelling with Partial Least Squares (SEM-PLS)
was applied with the SMART-PLS 3.2 software application. SEM-PLS is a multivariate
statistical analysis technique that is used to analyze the structural relationships between
observed variables and latent constructs. SEM.PLS is a distribution-independent method that
has fewer constraints and statistical assumptions than traditional covariance-based methods and
that is primarily used for prediction in causal models. This methodology is suitable when the
interest of the study is focused on prediction and theory development rather than on theory
confirmation (Reinartz et al., 2009). PLS is especially recommended in situations where the
researchers aim to complete confirmed models with new variables and structural paths, when
the phenomenon under research is new or changing, or when different theories are integrated
to define the model (Roldan and Sanchez-Franco, 2012). To our knowledge, no studies have
combined SIC theories, the TPB, and theories related to UGT to explain customers’ purchase
behaviors in SNS. Moreover, PLS offers advantages over traditional structural modeling for
estimating models where formative variables, like UGT, are present (Hair et al., 2011). In view
of these conditions, PLS seems to be particularly suitable for use in this study.

PLS-SEM analysis requires researchers to, firstly, evaluate the measurement model before

examining the significance of the structural paths. If the measurement model accomplishes
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certain required criteria, researchers should then evaluate the structural model in a second stage.

These analysis are shown in the following sections.

4.1 Analysis of the measurement model

The first step of the analysis using the PLS methodology requires the estimation of the
measurement model. This analysis will reveal the suitability of the measures by examining
their reliability and validity. As previously described, the UGT construct is conceived as a
formative second-order factor composed of four first-order reflective constructs. To estimate
second-order models with PLS, a two-stage approach was implemented in accordance with the
procedure described by Wetzels et al. (2009). In the first stage, a model with the first-order
constructs was estimated. This model included the first-order dimensions of UGT as separate
independent constructs. This estimation provided us with the latent variable scores to be used
in the estimation of the second-order factor model in stage two.

In the stage-one estimation, reliability and validity of the first-order constructs were
assessed. According to these results, all the items met or were very close to the typical threshold
of 0.7 required to guarantee individual item reliability (Carmines and Zeller, 1979). Iltems LEI3
(r=0.352) and ISEE4 (A=0.570) were removed because of their low individual reliability. Item
SN3 (A=0.678) was slightly below the critical threshold but it was maintained in the model to
preserve content validity and because the composite reliability of the constructs showed
satisfactory levels. Indeed, all the constructs were internally consistent, since the composite
reliability (CR) indexes were above 0.7. As regards the validity analysis, the constructs met the
convergent validity criteria, since the average variance extracted (AVE) yielded values above
50%. Moreover, the existence of discriminant validity was verified by examining the
Heterotrait-Monotrait ratios between the constructs and by comparing the square root of the

AVE values with the correlations of the latent variables. Discriminant validity was supported,

12



since the HTMT ratios were below the 0.90 threshold, and the square root of the AVE values

was larger than the correlations of the constructs (Henseler et al., 2015).

The results of the model estimation in stage two are shown in Table Il. For the reflective

constructs, indicators presented individual reliability and the constructs met composite

reliability and convergent validity criteria. Discriminant validity was also confirmed by using

the HTMT criteria (Table I11) and the Fornell and Larcker (1981) criterion. For the formative

dimensions, validity was determined by the significance and strength of the weight from every

formative indicator (first-order construct) in the formative latent construct (second-order

construct) (MacKenzie et al., 2005). The weights of the four formative dimensions of UGT

suggested that each dimension was an important indicator of the second-order latent variable

with weights ranging from 0.175 to 0.486.

Table I1. Results of the final measurement model

Construct

Indicator

Weight

Standardized

Composite
Reliability Index

Average Variance

Loading (CRI) Extracted (AVE)
U&G IS 0.491
AFF 0.214*
Uses and sp 0.160* n/a n/a n/a
Gratifications LEI 0.463*
SIC1 0.866*
SIC SIC2 n/a 0.889*
Self-Image Congruity SIC3 0.888* 0.913 0.725
SIC4 0.755*
SN1 0.797*
SN2 0.878*
SN SN3 n/a 0.663*
Subjective Norm SN4 0.867* 0.933 0.702
SN5 0.897*
SN6 0.902*
PBC1 0.800*
PBC *
Perceived Behavioral Eggg n/a 8223* 0.913 0.724
Control PBC4 0.857*
ATT1 0.841*
ATT ATT2 n/a 0.892*
Attitude toward SNS ATT3 0.880* 0.926 0.758
ATT4 0.869*
SNSINT SNSINT1 / 0.919*
Social Networking SNSINT2 nia 0.936% 0.948 0.859
Sites Intentions SNSINT3 0.924*
PI PI1 n/a 0.898*
Purchase Intention P12 0.833* 0.857 0.750
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Table I11. Discriminant validity of the final measurement model

Construct 1 2 3 4 5 6 7

1. UG n/a n/a n/a n/a n/a n/a n/a
2.SIC n/a 0.852 0.662 0.106 0.499 0.348 0.753
3.SN n/a 0.594 0.838 0.144 0.652 0.450 0.612
4. PBC n/a -0.003 0.134 0.851 0.410 0.518 0.115
5.ATT n/a 0.446 0.590 0.372 0.871 0.643 0.465
6. SNSINT n/a 0.322 0.413 0.471 0.583 0.927 0.412
7.PI n/a 0.579 0.483 -0.076 0.364 0.327 0.866

4.2 Analysis of the structural model

Once the measurement model is confirmed to be acceptable, the next step in PLS-SEM involves
assessing the structural model in order to test the statistical significance of the structural paths.
A bootstrapping procedure with 5,000 subsamples was employed for this purpose (Hair et al.,
2011). Bootstrapping is a non-parametric re-sampling technique that provides standard errors
and t-statistics of the parameters (Efron and Tibshirani, 1993). The results of the bootstrapping
analysis revealed that factorial loadings and weights were statistically significant at 1%. In this
stage, the model’s explanatory power should be examined by assessing the R? of the
endogenous constructs. The model explained 36.5% of the ATT construct’s variance, 52.4%
of SNSINT, 35% of SN, and 10.7% of PI. Also, the predictive relevance of the model was also
examined through a Stone-Geisser test, which revealed that the dependent variables of the
model could indeed be predicted by the independent constructs.

Once the explanatory and predictive power of the model is guaranteed, the final step in PLS-
SEM is to assess the statistical significance and relevance of the structural path coefficients.
According to the results of the structural model (Table IV, and Figure 2), SIC has a positive
and significant effect on customers’ attitude toward SNS (B=0.179; t=5.868), thus confirming
Hypothesis 1, and on SN (=0.592; t=24.584), which means Hypothesis 2 can be accepted.
Estimations also revealed that UGT significantly explains customers’ attitudes (=0.490;
t=15.192) and intentions to use SNS ($=0.414; t=11.593). Therefore, Hypotheses 3 and 4 are

accepted. SN does not have a significant impact upon intentions to use SNS (=0.015; t=0.506),
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while the customer’s attitude toward SNS has a positive and significant influence on intentions
to use SNS (B=0.251; t=6.169), thereby rejecting Hypothesis 5 and confirming Hypothesis 6.
Focusing on the influence of PBC, estimations indicated that, as expected, this variable
positively and significantly affected customers’ intentions to use the SNS (=0.219; t=7.506)
of their favorite clothing brands, thus confirming Hypothesis 7. Finally, as hypothesized, SNS
intentions significantly predicted customers’ willingness to purchase products of their favorite
brand through SNS (B=0.327; t=11.654). Coherently, these findings lead us to accept

Hypothesis 8.

Table IV. Results of the structural model

Hypothesis B t-value
H1) Self-Image Congruity - Attitude 0.179 5.868
H2) Self-Image Congruity = Subjective Norm 0.592 24.584
H3) Uses & Gratifications - Attitude 0.490 15.192
H4) Uses & Gratifications - SNS Intentions 0.414 11.593
H5) Subjective Norm - SNS Intentions 0.015 0.506*
H6) Attitude - SNS Intentions 0.251 6.169
H7) Perceived Behavioral Control - SNS Intentions 0.219 7.506
H8) SNS Intentions = Purchase Intentions 0.327 11.654

*ns (not significant), R? and Predictive Relevance (Q?)
R2-ATT=0.365; R>-SNSINT=0.524; R2-SN=0.350; R?-P1=0.107
Q*ATT=0.261; Q>SNSINT=0.425; Q>-SN=0.230; Q>-P1=0.074
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Figure 2. Structural Model Path Coefficients

Notes: *p < 0.001 ; **Not significant

5. Discussion
The main objective of this study was to design and test a conceptual model integrating UGT,
SIC, and TPB theories to identify the drivers that lead users to develop intentions to purchase
through SNS, mainly Facebook and Instagram. No prior research has used these theoretical
frameworks to investigate the intentions to purchase products through SNS. The results largely
support the theoretical model, since seven of the eight proposed hypotheses are accepted and
provide further evidence of the applicability and suitability of UGT, SIC, and TPB to
understand the phenomenon of intention to purchase clothing through social networks.

The findings obtained after applying SIC theory revealed a positive influence of SIC on
attitude and on SN. The former is in line with previous research in other contexts (Anton et al.,
2013; Ibrahim and Najjar, 2008), which means that a positive attitude is generated toward the

clothing brands’ SNS pages when they are able to reflect the image of their users. This positive
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relationship reflects users’ perceptions of themselves as individuals who think that the use of
SNS is positive, good, appropriate, and pleasant as a means to maintain their self-image.
Regarding the positive relationship between SIC and SN, which has remained underexplored
to date in the SNS context, the results show that users feel that a higher impact of SIC on SN
leads to a greater sense of social control. This finding is congruent with Shin et al. (2016), who
found that the SIC of purchasers of local food displayed a positive effect on SN. Nonetheless,
contrary to our expectations and previous literature (Al-Debei et al., 2013; Ku et al., 2013), SN
does not influence intentions to use SNS. This finding suggests that this relationship is positive
when interactions with others are an essential driver to use SNS (Baker and White, 2010;
Curras-Perez et al., 2014; Kim et al., 2016), although when the purpose of users is more
utilitarian, such as purchasing products, the reference groups’ opinion is not significant.

The results of the application of UGT determined the major role of UGT in influencing
attitude (Curras-Perez, 2014), as well as intentions to use SNS (Li et al., 2015). These results
suggest that users of clothing brands’ pages on SNS need to seek out information about the
novelties as well as to share information, interact, and socialize with each other, in addition to
having some entertainment prior to expressing an attitude (Ho and See-Too, 2018). Hence,
users of clothing brands’ SNS pages need more motivational UGT dimensions than those who
use social networks with friends, as shown in the studies by Curras-Perez et al. (2014) and
Chiang (2013), who only identified sociability and entertainment, the first, and playfulness, the
second, as dimensions of UGT that exerted a positive influence on attitude. The same thing
happens with the positive relationship between UGT and intentions to use SNS if our findings
are compared with previous literature. Li et al. (2015) identified the positive effect of UGT on
intentions to use among users of online games, but their dimensions of UGT were hedonic,
utilitarian, and social gratifications. In sum, the results of UGT in this research indicate that

clothing brands’ SNS pages are largely considered pleasure and interconnectivity oriented tools
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through which information, leisure and connections with other users interested in the brand can
be obtained.

Finally, the findings of the application of TPB highlight the main role of attitude, PBC, and
intentions to use SNS in the model. These findings revealed that the degree to which individuals
perceive that they have control over their SNS use significantly predicts SNS intention, which
confirms previous literature on SNS (Dermentzi et al., 2016). Furthermore, intentions to use
SNS exert a strong influence on purchase intentions. This finding reflects those of Poyry et al.
(2013) by demonstrating that browsing on the SNS of clothing brands leads to purchase
intentions. A possible explanation could be that SNS offer users the possibility to see novelties,
clothing collections, and promotional offers, as if they were in a physical store. In fact, this
finding would be related to the results of Duffet’s study (2015), in which he found that the
advertising that companies posted on Facebook favorably conditions attitudes toward the

purchase of the products.

6. Conclusion

This study integrates theories of SIC, UGT, and the TPB in a context of technology post-
adoption to understand users’ intentions to purchase through SNS. Thus, this study examines
a model incorporating SIC, UGT, SN, attitude, PBC, SNS intentions, and purchase intentions
among users of clothing brands’ SNS pages. The results suggest that the model is partially
tested and it should be noted that seven of the eight hypotheses were supported.

This research makes several contributions to the previous literature. First, this is one of the
first studies to empirically test the antecedents to purchase clothing products through clothing
brand’s SNS pages. Second, it also makes some theoretical contributions to existing studies of
intention to use SNS by integrating the theories of SIC and UGT, and contextualizing it within
the framework of clothing brand's SNS pages. Third, four drivers, namely attitude, SIC, UGT,

and PBC, were identified as antecedents of intention to use. Fourth, UGT was identified as a
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key determinant of attitude and intentions to use clothing brands’ SNS pages. Fifth, the
influence of SIC creates pressure by forming SN. However, for these users, the influence of
the reference groups on the use of the clothing brands' SNS pages is not significant.

From a practical perspective, managers can benefit from the findings of this research in
designing their strategies to achieve short- and medium-term objectives, mainly on their
Facebook and Instagram pages. This implies that clothing brands” SNS managers should focus
on developing strategies to improve UGT, particularly in two of its dimensions: information
seeking and leisure. Giving information about new products and new trends, as well as
informing about brand events, and applying entertaining techniques, have been shown to be
important influences on intentions to use SNS, which is the direct antecedent of purchase
intentions. Furthermore, carrying out activities that promote contact between users, such as
features that provide users with the means to gather information about the beliefs and values
held by other users, would increase sociability among users and would further improve the
perceived gratifications. Marketers should consider matching their SNS's image to users’ SIC.
To do so, managers should identify the ideal SIC of the users and develop marketing strategies,
using celebrities, so that the users could identify with them. Another factor to improve is the
users' attitude toward clothing brands’ SNS pages. Competitions, raffles, promotions, and
special discounts on clothing products could help the user to have a more positive attitude
toward the clothing brand’s SNS page.

The investigation has some limitations. First, the disproportion between men and women
in the sample is due to the fact that women in Spain consume clothing brands’ SNS pages far
more than men. As a result, in other countries the situation might perhaps be more balanced
and gender-moderating effects could be explored. Second, the low results of the variance (R?)
in purchase intentions show that both variables are also explained by other factors. Thus future
research could consider incorporating other variables that positively and directly influence

purchase intentions. Third, the research model is still evolving, given the emerging nature of
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purchasing through SNS. As more is learned about the factors involved in the technological
process of buying, it is conceivable that more salient constructs may be identified and new
relationships developed in future studies. Finally, another limitation of the study could be the
fact that we do not separate continuous users from first-time users. First-time users might feel
a different intensity of uses and gratifications to that felt by continuous users. Finally, from a
methodological standpoint, more objective measures to capture customers’ real purchasing

patterns would reinforce this study’s findings.
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