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Purpose — This study aims to explore, confirm and verify the use of artificial intelligence (AI) in social
commerce to influence perceived value. This model proposes social presence as a moderator between perceived
value and satisfaction.

Design/methodology/approach — This study employed a deductive approach and a quantitative research
design. Data were collected from 309 social commerce users in Indonesia and analyzed using AMOS to test the
covariance-based structural equation modelling technique.

Findings — The results indicate that the use of Al in terms of perceived usefulness and ease of use can increase
perceived value. The moderating role of social presence can also strengthen the relationship between perceived
value and satisfaction.

Practical implications — Companies can utilize Al-driven customer journey mapping to predict consumer
behaviour while providing hybrid services to maintain emotional value in interactions. Furthermore, Al-based
co-creation platforms can involve consumers in product or campaign design, thereby strengthening loyalty and
creating competitive differentiation.

Originality/value — These findings present a novel concept, highlighting social presence as a factor that
enhances understanding of how customer-perceived value translates into satisfaction in the context of Al use.
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1. Introduction
Social commerce (s-commerce) is a combination of online shopping and social media that
aims to support transactions and change the way consumers interact globally (Elshaer et al.,
2024). As a digital channel, s-commerce has proven influential in disseminating information
that can shape consumer attitudes and decisions (Xu et al., 2023), as it provides a space for
intensive interaction between customers (Wang et al., 2021). The effectiveness of interactions
in s-commerce is increasingly enhanced by the support of artificial intelligence (AI)
technology, which can recommend content personally, in real time and according to user
preferences. This has a positive impact on increasing product purchase conversions (Grover
and Arora, 2025). An example of successful Al implementation can be seen in Amazon, which
has automated various aspects of its business through chatbot services, targeted product
recommendation systems and supply chain optimization (Yin and Qiu, 2021).

Generally, the use of Al in s-commerce can be viewed from two perspectives: business
owners and customers. For business owners, Al is utilized in the form of chatbots, automated
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product description generation, data analysis, sales predictions, after-sales service and fake  Journal of Asian
review detection. Meanwhile, for customers, Al provides convenience through features such Business and
as interactive chatbots, product recommendations, image recognition, personalized shopping Economic Studies
experiences and streamlined payment processes (Febrian, 2025; Wang et al., 2023). These
various Al-based systems have been widely implemented in the s-commerce ecosystem
(Pauceanu et al., 2023), strengthening s-commerce’s position as a key innovation in today’s
digital world. Therefore, to ensure long-term effectiveness and relevance, it is crucial to
evaluate the performance of the Al systems used regularly. This evaluation aims not only to
identify weaknesses or errors in the system but also to encourage continuous improvement,
adapt to dynamic user needs and improve overall service quality.

Previous research has discussed how to evaluate Al utilization from a customer experience
perspective (Cheng and Wang, 2025). One approach is to use the technology acceptance model
(TAM) concept (perceived usefulness and ease of use) to understand the effectiveness of Al
use in online businesses (Bui et al., 2025; Wang et al., 2023). The TAM model has advantages
over other technology acceptance models in the adoption of internet-based and mobile
technologies because it provides a higher level of explanatory power (Ibrahim et al., 2024).
TAM can increase perceived value because the perceived ease and usefulness of AI can
encourage users to assess the technology as more valuable and worthwhile (Yin and Qiu,
2021). However, previous studies have overlooked the crucial role of social influence, which is
a key difference between e-commerce and s-commerce. E-commerce focuses on online
buying and selling transactions without involving intense social interaction, while s-
commerce emphasizes the importance of social connectivity in the purchasing process
(Barbosa and Santos, 2023). A lack of social presence can hinder online businesses due to the
absence of human interaction and a lack of trust (Alnoor et al., 2022).

Based on this gap, this study makes a novel contribution by proposing a model that
examines the moderating role of social presence in Al adoption in s-commerce. While
previous research has only positioned social presence as an antecedent or direct mediator (Al-
Oraini, 2025; Hong et al., 2024), its contingent role in enhancing the perceived value generated
by AT has received less empirical attention, particularly in managing Al in s-commerce, which
is increasingly replacing human interaction. Social presence does not necessarily explain how
perceived value leads to satisfaction (Ye et al., 2026), but rather determines when and under
what conditions its influence becomes stronger or weaker. Perceived value derived from
functional efficiency and personalization does not automatically translate into customer
satisfaction because digital interactions lack human warmth (Wang et al., 2026). Social
presence acts as a condition that enhances the emotional interpretation of perceived value
(Grewal et al., 2020), thereby influencing customer satisfaction. Therefore, this study
examines how social presence moderates the relationship between perceived value and
customer satisfaction in the context of s-commerce using Al technology. This study also
provides a more comprehensive understanding of the dynamics of social interactions on s-
commerce platforms and how Al can enhance customer-perceived value when supported by a
strong social presence.

This research consists of several systematic stages. After identifying the research problem
and conceptual framework, the research instrument was developed, and data were collected
empirically. Data analysis used a tailored method and concluded with a discussion of the
results.

95

2. Literature review

Al is a scientific field that develops intelligent machines that mimic human cognition to learn
and solve problems, and it is applied through natural language in web search, speech and
images (Na et al., 2022). To sustain this technology, proper evaluation of its use is essential.
The TAM is proposed as a powerful tool to explain the factors that lead users to adopt new
technologies, with two key factors: perceived ease of use and perceived usefulness
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JABES (Davis, 1989). Perceived ease of use is a factor that encompasses how potential users evaluate
33,2 an application and refers to the ease of use of the system (Venkatesh et al., 2003). Another
factor is perceived usefulness, the consumer’s perception of how useful a product or service is.
These two dimensions are often used to interpret perceived value (Jo, 2022). Perceived value is
defined as the perceived difference between what consumers pay and what they receive during
the shopping process (Zeithaml, 1988). S-commerce has successfully shifted AI’s role from a
functional technology to an interactive social actor (Hsu et al., 2026; Liao, 2026). Evaluation
of AT systems is not solely based on their usability but also on the quality of the interactions
they deliver. For example, chatbots or automated services that help interactively recommend
products. The concept of anthropomorphism can also be used to examine how users tend to
attribute human characteristics to Al systems (Greilich et al., 2025). For example, natural
language communication, personalized responses and emotional expressions can increase
consumer emotional engagement (Chaturvedi et al., 2025).

Previous research has demonstrated the importance of understanding consumer behaviour
to meet their desires in online marketplaces. Al-driven behaviours can influence consumers’
perceived utility and hedonic value, ultimately increasing purchase intentions (Dixit et al.,
2025). However, these results require further discussion in investigating consumers’
emotional responses to Al interactions. While AI has been shown to increase enjoyment
and engagement during online shopping (Elmashhara et al., 2024; Febrian, 2023; Hoyer et al.,
2020), highly automated interactions can actually reduce emotional intimacy and create
impersonal experiences. These inconsistencies suggest that the effectiveness of Al in s-
commerce depends not only on technological performance but also on users’ perceptions of
the social interaction during communication.

96

HI1. Artificial intelligence has a significant effect on increasing utility value
H2. Artificial intelligence has a significant effect on increasing hedonic value

Perceived value is an essential concept in marketing that helps companies understand
customer purchasing decisions and improve products or services to meet their needs (Zhang
et al., 2024b). This concept can be explained through the theory of consumption value (Sheth
et al., 1991), which states that consumer decisions are influenced by five value dimensions:
functional value, emotional and/or hedonic value, social value, epistemic value and
conditional value. However, in the context of s-commerce, the most dominant dimensions
are utilitarian value and hedonic value (Lin et al., 2020). Perceived value and customer
satisfaction are closely related, forming the basis for creating successful business dynamics
(Yum and Kim, 2024). The basis for its formation is perceived value, which serves as a
reference for customer perceptions of a product (Blut et al., 2024). When customers perceive
high value, they tend to be more satisfied with their purchases (Tedja et al., 2024). Perceived
value can be formed from utility and hedonic value (Yin and Qiu, 2021). The practical benefits
and utility value consumers derive from a product are referred to as utility value (Zhang et al.,
2024b). Customers tend to feel satisfied and inspired to make a purchase when the product
displayed can meet their needs or concerns. Meanwhile, hedonic value is defined as feelings of
pleasure, relaxation, excitement, curiosity, surprise and mental engagement and interest during
the interactive process (Chen et al., 2025). These feelings arise from the perceived usefulness
obtained through purchasing and using a brand, which evokes emotions and affection, derived
from personal pleasure and satisfaction (Schnebelen and Bruhn, 2018). Increasing utilitarian
and hedonic value can increase customer satisfaction (Yum and Kim, 2024). Although in some
situations, utilitarian value is the primary driver of consumer satisfaction due to the immediate
benefits experienced when shopping online (Liu et al., 2020), research also confirms that
hedonic value plays the most important role due to its entertaining and interactive nature
(Mutya and Tlankadhir, 2025). These differences in results may be due to differences in
consumer experience and platform characteristics. Therefore, we hypothesize that:

H3. Utility value has a significant effect on increasing satisfaction
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H4. Hedonic value has a significant effect on increasing satisfaction Journal of Asian
Business and

Customer satisfaction is often used as a key indicator of businesses to assess the extent to Economic Studies

which a product meets customer expectations (Nilashi et al., 2023). This evaluation is essential

because it influences overall purchasing behaviour and can accurately predict future

purchasing behaviour (Acar et al., 2024). User satisfaction and continued behaviour can be

studied by understanding the concept of expectation confirmation theory (ECT) (Oliver,

1980). This concept compares the extent to which expectations are met before and after a 97
purchase, thus forming satisfaction with a product or service (Yi et al., 2024). One consumer
activity anticipated by marketers is repurchase intention. Repurchase intention refers to
consumers’ willingness to make planned purchases in the future, reflecting their belief or
attitude to repurchase a particular product or service based on an evaluation of previous
experiences (Febrian et al., 2025; Hussain et al., 2024). Repurchase intention can be formed if
consumers feel satisfied (Nuralam et al., 2024). Therefore, marketers need to understand how
to create customer satisfaction to increase repurchase intention.

H5. Satisfaction has a significant effect on increasing repurchase intention.

The concept of social presence is used to explain user intentions in s-commerce activities and
the role of social presence in the interaction process (Tao et al., 2024). The concept was
introduced by (Short, 1976) to help increase trust, build relationships and encourage purchase
intentions because consumers feel they are interacting with real people, not just systems. The
concept explains that easy access to social presence is a crucial factor in creating effective
conversations and engagement between two individuals through the support of modern
technology (Kim et al., 2016). Social presence has been confirmed to stimulate positive
psychological responses, such as feelings of trust, and behavioural responses, such as
increased purchase intentions in both offline and online retail (Grewal et al., 2020). This can be
achieved by fostering a sense of social warmth and incorporating hedonic motivation into
online shopping experiences (Alnoor et al., 2022).

The emergence of human-like Al technology in s-commerce has increased consumers’
sense of presence as social actors (Lee and Oh, 2021). This technology has given rise to critical
discourse regarding the authenticity of the resulting social interactions (Kim and Wang, 2024;
Vo et al., 2025). Although AI can mimic humans, social presence is still necessary because Al
is inherently simulative and not authentically relational (Beerends and Aydin, 2025). For
example, Amazon’s voice assistant service features show that users are more satisfied when
they can interact socially with it (Purington et al., 2017). This perception may be an essential
factor preceding users’ feelings of social presence with Al-powered services (Jin and Youn,
2023). Previous research has found that how users evaluate technology is determined by their
perceptions of social presence (Pitardi and Marriott, 2021). Therefore, this can be used to
predict user satisfaction (Hayashi et al., 2004). Although several studies have explored the
underlying motivations for Al use, little is known about how various social presence factors
relate to user satisfaction. This study reaffirms the critical role of social presence in users’
evaluations of Al use in s-commerce. Shao and Kwon (2021) emphasize social presence as a
determinant of user satisfaction. Thus, companies need to understand the role of social
presence in creating more personal and meaningful interaction experiences, thereby
strengthening perceived value (utility value and hedonic value) and increasing customer
satisfaction.

Previous research also suggests that cultural context plays a significant role in shaping user
responses to Al interactions (Lim et al., 2021). Users from individualistic cultures tend to
emphasize functional efficiency over relational cues. In contrast, research in collectivistic
cultures, including Southeast Asian contexts, highlights the importance of social presence and
perceived social connectedness in evaluating technology (Dang and Li, 2026; Kitayama and
Salvador, 2024). For example, Indonesia is characterized as a collectivist society that values
relational closeness (Martina et al., 2023). They value relational interaction cues and social
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JABES warmth over functional performance. Al interactions that can create a stronger sense of social

33,2 presence can enhance users’ emotional well-being (Zhang et al., 2024a). Therefore, the role of
social presence in enhancing perceived value and user satisfaction observed in this study is
consistent with findings from other collectivist cultural contexts and extends the literature by
providing empirical evidence from an emerging market environment.

H6. Social presence moderates by strengthening the relationship between utility value
98 and satisfaction.

H7. Social presence moderates by strengthening the relationship between hedonic value
and satisfaction.

The proposed research model, which describes the indirect influence of Al on repurchase
intention and the moderating role of social presence, is illustrated in Figure 1.

3. Method

3.1 Sample and procedure

The quantitative method used was to distribute questionnaires to respondents. Purposive
sampling was used to target respondents who were social media users and experienced with AT
features. However, this approach may limit the generalizability of the findings, as the sample
may not fully represent all s-commerce users in Indonesia. Data were collected via a Google
Form distributed via WhatsApp and social media. A total of 309 samples were collected with
several defined demographic characteristics. Respondents’ responses focused solely on
questionnaire questions related to their experiences, without requesting personal data to
maintain data confidentiality. Table A1 [1] presents the characteristics of the respondents in the
survey. Based on gender, female respondents predominated at 62%. By age, young people
aged 18-28 were the largest group. The dominance of young respondents can also introduce
demographic bias because they are more familiar with AI technology. Based on the selected
social media type, TikTok was the most popular at 40%. This figure indicates that the younger
generation uses TikTok extensively.
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Figure 1. Research model
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3.2 Measures Journal of Asian
A five-point Likert scale, ranging from 1 (strongly disagree) to 5 (strongly agree), was used to Business and
measure respondents’ responses to the questions posed for each variable. Question items were Economic Studies
adopted from relevant previous research. Al is conceptualized as a second-order reflective
construct consisting of two dimensions: perceived usefulness and perceived ease of use,
following the TAM (Shoukat et al., 2025; Venkatesh et al., 2003), social presence (Toader
et al., 2020), perceived value, which has two dimensions: hedonic and utility value (Yin and
Qiu, 2021), satisfaction (Sheikh et al., 2019) and repurchase intention (Shang and Bao, 2020). 99

3.3 Data analysis

This study analyzed data and tested hypotheses using a structural equation modelling (SEM)
approach, conducted in two stages: testing the measurement model and the structural model.
The AMOS statistical tool was used to perform these tests, including validity, reliability and
hypothesis testing. SEM was chosen due to its superior statistical integrity compared to other
approaches, such as multiple regression analysis (Hair et al., 2021). SEM can simultaneously
test complex relationships, accommodate latent variables and consider measurement error,
resulting in more accurate estimates and a model that better fits the empirical data.

4. Results

4.1 Measurement model

Before testing the measurement model, data normality was checked to ensure that there were
no missing values or outliers. Data normality was checked using a z-score reference value of
+3 (Andrade, 2021). Common method bias testing was also conducted to measure errors
caused by the same measurement environment and data source. To test for common method
bias, this study used Harman’s single-factor test to analyze all key variable items (Podsakoff
etal., 2003). The amount of variation explained by the first factor was 26%, which is below the
standard threshold of 40%. This indicates that there is no serious common method bias in this
study, and the data can be analyzed in the next step. After the data were deemed to meet the
normality requirements, the measurement model was then tested using AMOS. Confirmatory
factor analysis was used to test and ensure the suitability of the measurement model through
validity and reliability. Several methods can be used to test validity and reliability. Convergent
validity is seen from the loading factor value of all question items >0.5 and the average
variance extracted > 0.5 (Hair et al., 2020) shown in Table 1. Thus, all constructs have the
recommended validity value. Furthermore, reliability is seen from the composite reliability
(CR) >0.7 as recommended (Nunnally and Bernstein, 1994; Sarstedt et al., 2022). The CR
value of all constructs is above 0.7. All these results confirm the validity and reliability criteria
according to the required values, so that it can be continued to the next stage, namely, testing
the hypothesis or structural model. Goodness of fit testing on the measurement model is also
seen in chi-square (y?/df) = 2.410, goodness of fit index (GFI) = 0.838, incremental fit index
(IFT) = 0.924, normed fit index (NFI) = 0.877, Tucker—Lewis index (TLI) = 0.912 and root
mean square error of approximation (RMSEA) = 0.068. Overall, the measurement model
demonstrated an acceptable to marginally acceptable fit according to commonly
recommended SEM fit criteria.

4.2 Structural model

The path diagram for the research model explains the unstandardized path coefficients and
decisions for each hypothesis. Table A2 [1] presents both standardized path coefficients and
significance values obtained from the SEM analysis. Hypothesis 1 confirmed that Al has a
significant positive effect on utility value (p = 0.915, p = <0.001), indicating that users who
perceive Al features as useful and easy to use tend to perceive significantly greater utilitarian
benefits in s-commerce. Hypothesis 2 also showed that AT has a significant positive effect on
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JABES Table 1. Measurement model

33’2 Construct Item Loading AVE CR
Artificial 0.55 0.90
Intelligence Perceived usefulness
I often find product or service information on s-commerce that ~ 0.743
matches my preferences
100 AI technology in social commerce makes it easier for me to 0.774
shop
Al technology in social commerce will make sellers more 0.735
productive
Al technology in social commerce will improve my shopping  0.565
skills
Perceived ease of use
My interaction with the AI was very clear and easy to 0.772
understand
I believe the Al easily answered my questions 0.735
Opverall, I believe the system is easy to use 0.785
I easily understood the Al system in social commerce 0.775
Utility value With AT support, online shopping can save me more time 0.865 0.68 0.91
With AT support, online shopping can save me money 0.86

Shopping on Al-powered social commerce platforms increases  0.847
my shopping efficiency
Al marketing technology can provide me with options, making  0.769
it more convenient
With the support of Al marketing technology, shopping 0.784
becomes more convenient
Hedonic value With the support of Al technology, online shopping makes me  0.737 0.69 0.90
feel thrilled
With the support of Al technology, online shopping makes me  0.803
feel very relaxed

With AT support, online shopping can increase my desire to 0.88
shop
With Al technology, it can spark my curiosity and surprise me  0.901
Satisfaction I am satisfied with using my favourite social commerce 0.703 0.70 0.88
I am pleased with using my favourite social commerce 0.894
I am happy with my favourite social commerce 0.905
Repurchase I will consider this social commerce platform as my first choice  0.763 0.63 0.83
intention for purchasing similar products in the future
I intend to continue purchasing products from this social 0.811
commerce platform
I will return to this social commerce platform to purchase 0.802
similar products in the future
Social presence I felt a sense of human contact when interacting with the online  0.585 0.54 0.85
agent

Even though I could not see the agent in real life, there wasa  0.831
sense of human warmth
When interacting with the virtual assistant, there was a sense of ~ 0.737

sociability
I felt there was a person who was a real source of comfort tome 0.773
I felt there was a person who is around when I am in need 0.725

hedonic value (B = 0.916, p = <0.001), indicating that Al-driven features significantly
enhance users’ enjoyment and emotional shopping experience. Hypothesis 3 confirmed that
utility value has a significant positive effect on satisfaction (§ = 0.308, p = <0.001). This
finding suggests that practical benefits such as efficiency and convenience contribute to
customer satisfaction. Hypothesis 4 indicated that hedonic value has a slightly stronger,
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moderate effect on satisfaction (f = 0.388, p <0.001), implying that emotional and enjoyable  Journal of Asian
shopping experiences play a more dominant role in shaping satisfaction than purely functional Business and
benefits. In addition, satisfaction has a significant positive effect on repurchase intention Economic Studies
(B = 0.970, p = <0.001). Thus, Hypothesis 5 is confirmed. These results indicate that satisfied
users are highly likely to continue purchasing through the same s-commerce platform. The
structural model demonstrated an acceptable level of fit based on the overall GFI indices
through chi-square ()(Z/df) = 2.923, GFI = 0.841, IF1 = 0.919, NFI = 0.881, TLI = 0.905 and
RMSEA = 0.079. 101

4.3 Moderation

Moderation analysis was conducted to examine whether social presence moderated the
relationships between utility value and satisfaction, as well as between hedonic value and
satisfaction. The moderation effect was tested using the product indicator approach in SEM.
The indicators of utility value, hedonic value and social presence were mean-centred to reduce
potential multicollinearity. Two interaction constructs were created by multiplying the centred
indicators of utility value and hedonic value by social presence. These interaction constructs
were then incorporated into the SEM model to assess the moderating role of social presence.
The results showed that the interaction effects of social presence were positive and statistically
significant for the utility value—satisfaction relationship (p = 0.366, p = 0.002) and the
hedonic value—satisfaction relationship ( = 0.277, p = 0.004). The positive interaction
coefficients indicate that higher levels of social presence strengthen the positive effects of
utility value and hedonic value on customer satisfaction. The empirical results indicate that
Hypothesis 6 and Hypothesis 7 are supported. To further interpret the moderating effects, this
study employed Jeremy Dawson’s simple slope analysis (Dawson, 2023), comparing the
relationships at low (—1 standard deviation (SD)) and high (41 SD) levels of social presence.
Figures A1[1] and A2 [1] show that the relationships between perceived value dimensions and
satisfaction are stronger at higher levels of social presence. The steeper slopes under high
social presence indicate an amplifying moderating effect.

5. Discussion

This study investigates the moderating parameters of social presence, including a
performance evaluation of Al utilization to increase repurchase intention in s-commerce.
Our study found that AT utilization, shaped by perceived ease of use and usefulness, can
increase perceived value in the form of hedonic and utilitarian values. These results support
previous research explaining that high usefulness and ease of use of Al can increase hedonic
and utility value (Noerman et al., 2025; Xie et al., 2024). These results confirm that the
adoption of Al-based technology is not only viewed as a tool to increase efficiency but also
as a means of providing enjoyable experiences for consumers through more personalized
and relevant interactions. When consumers perceive Al as easy to use and useful, they not
only experience functional value (utility) such as time savings and increased productivity
but also derive hedonic value in the form of satisfaction, pleasure and a more engaging
experience. This is consistent with the concept of the TAM and the theory of consumption
value perspective, which emphasizes that perceived usefulness and ease of use will drive
the formation of more comprehensive consumer value, encompassing both rational and
emotional aspects.

The results of this study also confirm that social presence can strengthen the influence of
perceived value, both hedonic and utilitarian, on increasing customer satisfaction. These
results provide new evidence that social presence plays a crucial role as a catalyst in
strengthening the influence of perceived value, both hedonic and utilitarian, on satisfaction.
Social presence provides a sense of social warmth and fuels hedonic motivation for online
shopping (Alnoor et al., 2022). A strong social presence makes consumers feel closer, more

Downl oaded from http://ftp. nowublishers.conljabes/article-pdf/33/2/94/11732078/ j abes- 09- 2025- 0519en. pdf by guest on 21 July 2026



JABES connected and more valued in online interactions, making the perceived value of a product or
33,2 service more easily translated into satisfaction. Without social presence, perceived value may
be understood solely as functional benefits, but with real social interaction, this value expands
into the emotional and experiential realms, thus having a greater impact on satisfaction.
Therefore, the theory of consumption value is validated and confirmed in this study.
Furthermore, this study creates an empirically validated model that contributes to the body of
knowledge in s-commerce.

This study also provides insight into why social presence strengthens the effect of
perceived value on customer satisfaction. This sense of social presence makes users feel cared
for and understood, making the interaction experience more meaningful (Hamilton et al.,
2021). Furthermore, social presence also increases trust because users perceive autonomy or
control in the interaction process, thus strengthening their confidence in the system they are
interacting with (Pavone and Desveaud, 2025). When Al interactions provide human-like
responsiveness, empathy and contextual understanding, consumers are more likely to perceive
them as authentic rather than merely algorithmic. This perceived authenticity reduces
psychological distance and increases consumer trust in the platform. Thus, increased social
presence fosters emotional engagement by making consumers feel socially validated and
personally involved during the shopping process. These findings extend social presence
theory, which posits that Al-based interactions can increase satisfaction by fostering perceived
authenticity. Perceived value is strengthened when AI interactions are perceived as socially
authentic and trustworthy rather than simply impersonal technological interfaces.

102

5.1 Theoretical implications

This study contributes theoretically by demonstrating that the effectiveness of AI in s-
commerce is shaped not only by technological perceptions such as usefulness and ease of use
but also by socially embedded interaction experiences, as reflected in social presence. While
previous studies mainly examined AI from functional and technological perspectives, this
study shows that social presence strengthens the transformation of utilitarian and hedonic
value into customer satisfaction. These findings provide a more integrated understanding of
how technological and social factors jointly influence repurchase intention in an Al-based s-
commerce environment. Ultimately, this research confirms that increasing customer
satisfaction through the use of Al in s-commerce can increase repurchase intention. These
results support previous research (Dhaigude and Mohan, 2023; Hui et al., 2025), which
asserted that customer satisfaction plays a key role in building repurchase intentions, mainly
when supported by interactive experiences utilizing digital technology (Loke et al., 2025).
This research confirms the concept of ECT, which emphasizes satisfaction as a key variable
that bridges the match between initial expectations and actual experiences. In the context of
Al-based s-commerce, customers not only assess the suitability of product or service functions
but also associate the digital interaction experience with their level of satisfaction. When
satisfaction is achieved, expectation confirmation becomes stronger and encourages
consumers to make repeat purchases. Thus, this research extends the application of ECT to
the modern digital context by demonstrating that the use of Al can strengthen the relationship
between customer satisfaction and repurchase intentions.

5.2 Practical implications

The results of this study are helpful for practitioners in evaluating the effectiveness of Al in
shaping positive customer perceptions, which can serve as a basis for future marketing
strategies. The use of Al in s-commerce aims not only to increase efficiency but also to create
enjoyable and relevant shopping experiences for consumers. Businesses can integrate easy-to-
use, useful Al technology to strengthen personal interactions, thereby enhancing perceived
value from both utilitarian and hedonic perspectives. Thus, Al not only provides functional
value in the form of time savings, efficiency and increased productivity but also provides
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satisfaction, enjoyment and an engaging shopping experience for consumers. The Journal of Asian
implementation of easy-to-use and useful AI features may help enhance customer Business and
perceptions of value and satisfaction during s-commerce interactions. Economic Studies

Furthermore, this study’s findings emphasize the importance of establishing and
strengthening a social presence in online interactions when using AI. A tangible social
presence, such as live chat, interactive reviews, real-time customer service or virtual
communities (Grover et al., 2026), can strengthen consumers’ perceptions of both the
utilitarian and hedonic value of a product or service. This is important because consumers
assess not only functional benefits such as efficiency and usability but also seek emotional
experiences such as a sense of appreciation, closeness and connection with the seller and other
user communities. In practice, companies can implement personalized Al chatbots to greet
consumers by name or provide recommendations based on shopping history, introduce live
shopping features that enable real-time interaction between sellers and consumers and build
virtual communities that serve as a platform for consumers to share experiences. Furthermore,
companies can respond to reviews interactively with personalized replies and use Al-based
sentiment analysis to gain a deeper understanding of consumer perceptions. With these steps,
social presence will be strengthened, allowing consumers to experience not only functional
benefits but also emotional experiences.

Since Al significantly influences utilitarian and hedonic value, platforms should focus on
Al features that improve usability, responsiveness and recommendation relevance during
shopping interactions. Companies can use Al interaction data to better understand customer
preferences and improve shopping experiences. With this technology, companies can better
understand consumer behaviour patterns, anticipate obstacles that could reduce satisfaction
and design proactive strategies to maintain a consistent customer experience at every stage of
the shopping journey. Furthermore, implementing Al-based co-creation platforms is crucial
because they allow consumers to participate in product development, campaign design or
service experiences through feedback intelligently analyzed by AI. This may help increase
customer satisfaction and encourage repeat purchase behaviour.

By achieving satisfaction, consumers will feel their expectations are confirmed, ultimately
strengthening loyalty and the likelihood of repeat purchases. This demonstrates that
implementing Al not only improves operational efficiency but also serves as a strategic tool
for building long-term customer relationships. Companies can leverage Al to develop
personalized product recommendation systems tailored to consumers’ preferences and
shopping history. In this way, Al can be used to provide product recommendations based on
consumers’ shopping preferences and previous interactions. Implementing activities such as
integrating innovative notification features to remind consumers of promotions or products
that align with their interests, and using Al-based data analysis to identify the most frequent
points of satisfaction and complaints, can be beneficial. These steps can continuously improve
customer satisfaction, ultimately strengthening loyalty and encouraging repeat purchases.

103

6. Conclusion

This study concludes that the use of Al in s-commerce, driven by perceived ease of use and
perceived usefulness, increases perceived value across utilitarian and hedonic dimensions,
thereby boosting customer satisfaction and ultimately increasing repurchase intention. Social
presence has been shown to moderate this relationship by strengthening the emotional value and
experience of interactions, so that satisfaction is formed not only from functional benefits but
also from a sense of closeness, appreciation and connectedness among consumers, sellers and
online communities. These results confirm the relevance of the TAM, the theory of consumption
value and ECT in the modern digital context, demonstrating that satisfaction plays a key role in
linking technological benefits to customer loyalty. Practically, this study emphasizes the need for
companies to integrate Al not only for efficiency but also to create personalized, interactive and
relevant shopping experiences. Companies are advised to build Al-driven customer journey
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JABES mapping that can predict consumer behaviour end-to-end and integrate AI with human touch
33,2 through hybrid services, so that digital interactions remain warm and emotionally valuable.
Additionally, companies can develop Al-based co-creation platforms that involve consumers in
providing input on product or campaign designs, so consumers feel part of the business process.
This approach not only increases satisfaction and loyalty but also creates competitive
differentiation that is more difficult for competitors to replicate.

While this study makes several contributions to existing research, it has several limitations.
First, the study employed a cross-sectional design, which limits the ability to infer causal
relationships among Al utilization, perceived value, satisfaction and repurchase intention.
Longitudinal studies are therefore recommended to examine how consumer perceptions and
behaviours toward AI in s-commerce evolve. Second, the study relied on self-reported
quantitative data collected from users across multiple s-commerce platforms. Although this
approach provides broader generalizability, it may obscure platform-specific characteristics
and interaction patterns that could influence consumer responses toward Al features. Future
research could therefore focus on a single platform or compare platforms more effectively
better to understand contextual differences in Al-driven s-commerce experiences. Third, the
exclusive use of survey-based measures may increase the risk of common method bias and fail
to capture consumers’ deeper emotional and behavioural experiences fully. Future studies
could integrate qualitative or experimental approaches to explore in greater depth how Al-
generated interactions shape consumers’ emotional and behavioural experiences. From a
theoretical perspective, future research could further extend the TAM, theory of consumption
value and ECT by incorporating additional psychological and relational constructs, such as
trust in Al, perceived transparency, consumer engagement or anthropomorphism. Future
studies may also examine whether the effectiveness of Al differs across demographic groups,
cultural contexts or product categories.

104

Acknowledgments

The author would like to express his sincere gratitude to the reviewers and participants of the 7th Asian
Conference on Business and Economic Studies (ACBES 2025) for their valuable input and constructive
suggestions, which have significantly improved the quality of this manuscript, and to the Universitas
Lampung for supporting the completion of this research.

Notes
1. Please see Figures A1-A2 and Tables A1-A2 in the Supplementary Online Appendix.

Supplementary material
The supplementary material for this article can be found online.

References

Acar, A., Biiyiikdag, N., Tiirten, B., Diker, E. and Galigir, G. (2024), “The role of brand identity, brand
lifestyle congruence, and brand satisfaction on repurchase intention: a multi-group structural
equation model”, Humanities and Social Sciences Communications, Vol. 11 No. 1, pp. 1-13, doi:
10.1057/s41599-024-03618-w.

Al-Oraini, B.S. (2025), “Chatbot dynamics: trust, social presence and customer satisfaction in AI-
driven services”, Journal of Innovative Digital Transformation, Vol. 2 No. 2, pp. 109-130, doi:
10.1108/jidt-08-2024-0022.

Alnoor, A., Al-Abrrow, H., Al Halbusi, H., Khaw, K.W., Chew, X.Y., Al-Maatoq, M. and Alharbi, R.K.
(2022), “Uncovering the antecedents of trust in social commerce: an application of the non-
linear artificial neural network approach”, Competitiveness Review, Vol. 32 No. 3, pp. 492-523,
doi: 10.1108/CR-04-2021-0051.

Downl oaded from http://ftp. nowublishers.conljabes/article-pdf/33/2/94/11732078/ j abes- 09- 2025- 0519en. pdf by guest on 21 July 2026


https://doi.org/10.1057/s41599-024-03618-w
https://doi.org/10.1108/jidt-08-2024-0022
https://doi.org/10.1108/CR-04-2021-0051

Andrade, C. (2021), “Z scores, standard scores, and composite test scores explained”, Indian Journal of ~ Journal of Asian
Psychological Medicine, Vol. 43 No. 6, pp. 555-557, doi: 10.1177/02537176211046525. Business and

Barbosa, B. and Santos, J.D. (2023), “Bibliometric study on the social shopping concept”, Economic Studies
Administrative Sciences, Vol. 13 No. 10, p. 213, doi: 10.3390/admsci13100213.

Beerends, S. and Aydin, C. (2025), “Negotiating the authenticity of Al: how the discourse on Al rejects
human indeterminacy”, AI and Society, Vol. 40 No. 2, pp. 263-276, doi: 10.1007/s00146-024-

01884-5. 105

Blut, M., Chaney, D., Lunardo, R., Mencarelli, R. and Grewal, D. (2024), “Customer perceived value: a
comprehensive meta-analysis”, Journal of Service Research, Vol. 27 No. 4, pp. 501-524, doi:
10.1177/10946705231222295.

Bui, H.Q., Phan, Q.T.B. and Nguyen, H.T. (2025), “AlI adoption: a new perspective from accounting
students in Vietnam”, Journal of Asian Business and Economic Studies, Vol. 32 No. 1, pp. 40-51,
doi: 10.1108/JABES-06-2024-0300.

Chaturvedi, R., Verma, S., Srivastava, V. and Khot, S.S. (2025), “Exploring the Frontier of
anthropomorphism in Al agents: trends and way forward”, Business and Society Review,
Vol. 130 No. 1, pp. 42-80, doi: 10.1111/basr.70002.

Chen, Y., Tao, L., Zheng, S., Yang, S. and Li, F. (2025), “What drives viewers’ engagement in travel
live streaming: a mixed-methods study from perceived value perspective”, International Journal
of Contemporary Hospitality Management, Vol. 37 No. 2, pp. 418-443, doi: 10.1108/IJCHM-01-
2024-0115.

Cheng, Y. and Wang, Y. (2025), “Leveraging artificial intelligence — powered chatbots for nonprofit
organizations : examining the antecedents and outcomes of chatbot trust and social media
engagement”, Journal of Philanthropy, Vol. 30 No 1, e70013, pp. 1-13, doi: 10.1002/
nvsm.70013.

Dang, Q. and Li, G. (2026), “Unveiling trust in Al: the interplay of antecedents, consequences, and
cultural dynamics”, AI and Society, Vol. 41 No. 1, pp. 669-692, doi: 10.1007/s00146-025-
02477-6.

Davis, F.D. (1989), “Perceived usefulness, perceived ease of use, and user acceptance of information
technology”, MIS Quarterly, Vol. 13 No. 3, pp. 319-340, doi: 10.2307/249008.

Dawson, J.F. (2023), “Interpreting interaction effects”, available at: http://www.jeremydawson.co.uk/
slopes.htm

Dhaigude, S.A. and Mohan, B.C. (2023), “Customer experience in social commerce: a systematic
literature review and research agenda”, International Journal of Consumer Studies, Vol. 47
No. 5, pp. 1629-1668, doi: 10.1111/ijcs.12954.

Dixit, R.S., Choudhary, S.L. and Govil, N. (2025), “Analyzing the impact of artificial intelligence on
the online purchase decision-making process through the lens of the UTAUT 2 model”, Discover
Computing, Vol. 28 No. 1, pp. 28-88, doi: 10.1007/s10791-025-09575-5.

Elmashhara, M.G., De Cicco, R., Silva, S.C., Hammerschmidt, M. and Silva, M.L. (2024), “How
gamifying Al shapes customer motivation, engagement, and purchase behavior”, Psychology
and Marketing, Vol. 41 No. 1, pp. 134-150, doi: 10.1002/mar.21912.

Elshaer, I.A., Alyahya, M., Azazz, A.M.S., Mansour, M.A., Mohammad, A.A.A. and Fayyad, S.
(2024), “Understanding the Nexus between social commerce, green customer citizenship, eco-
friendly behavior and staying in green hotels”, Sustainability, Vol. 16 No. 4, pp. 1-23, doi:
10.3390/s5u16041409.

Febrian, A. (2023), “Increasing customer equity through social media content and engagement”,
Entrepreneurial Business and Economics Review, Vol. 11 No. 3, pp. 39-56, doi: 10.15678/
EBER.2023.110303.

Febrian, A. (2025), “The role of artificial intelligence in increasing E-commerce brand equity”, Journal
of Technology Management and Innovation, Vol. 20 No. 1, pp. 61-73, doi: 10.4067/S0718-
27242025000100061.

Downl oaded from http://ftp. nowublishers.conljabes/article-pdf/33/2/94/11732078/ j abes- 09- 2025- 0519en. pdf by guest on 21 July 2026


https://doi.org/10.1177/02537176211046525
https://doi.org/10.3390/admsci13100213
https://doi.org/10.1007/s00146-024-01884-5
https://doi.org/10.1007/s00146-024-01884-5
https://doi.org/10.1177/10946705231222295
https://doi.org/10.1108/JABES-06-2024-0300
https://doi.org/10.1111/basr.70002
https://doi.org/10.1108/IJCHM-01-2024-0115
https://doi.org/10.1108/IJCHM-01-2024-0115
https://doi.org/10.1002/nvsm.70013
https://doi.org/10.1002/nvsm.70013
https://doi.org/10.1007/s00146-025-02477-6
https://doi.org/10.1007/s00146-025-02477-6
https://doi.org/10.2307/249008
http://www.jeremydawson.co.uk/slopes.htm
http://www.jeremydawson.co.uk/slopes.htm
https://doi.org/10.1111/ijcs.12954
https://doi.org/10.1007/s10791-025-09575-5
https://doi.org/10.1002/mar.21912
https://doi.org/10.3390/su16041409
https://doi.org/10.15678/EBER.2023.110303
https://doi.org/10.15678/EBER.2023.110303
https://doi.org/10.4067/S0718-27242025000100061
https://doi.org/10.4067/S0718-27242025000100061

JABES Febrian, A., Purnomowati, I., Mahardiyanto, A., Lina, L.F. and Novita, D. (2025), “The role of
33.2 artificial intelligence in forming favorable customer attitudes on E-commerce websites”, Journal
’ of Artificial Intelligence and Technology, Vol. 5, pp. 159-167, doi: 10.37965/jait.2025.0696.

Greilich, A., Bremser, K. and Wiist, K. (2025), “Consumer response to anthropomorphism of text-
based AI chatbots: a systematic literature review and future research directions”, International
Journal of Consumer Studies, Vol. 49 No. 5, e70108, doi: 10.1111/ijcs.70108.

106 Grewal, D., Noble, S.M., Roggeveen, A.L. and Nordfalt, J. (2020), “The future of in-store technology”,
Journal of the Academy of Marketing Science, Vol. 48 No. 1, pp. 96-113, doi: 10.1007/s11747-
019-00697-z.

Grover, A. and Arora, N. (2025), “The integration of AI and social commerce in healthcare: new era of
engagement, personalisation, and decision making”, in Transforming Healthcare Sector Through
Artificial Intelligence and Environmental Sustainability, pp. 211-229, doi: 10.1007/978-981-97-
9555-0_11.

Grover, A., Sharma, P., Kaswan, M.S., Chaudhary, R. and Kumar, V. (2026), “Synergy of social
commerce and Industry 4.0: fostering customer experiences in the digital era”, International
Journal of Industrial Engineering and Operations Management, Vol. 8 No. 2, pp. 89-110, doi:
10.1108/1JIEOM-12-2024-0078.

Hair, J.F., Howard, M.C. and Nitzl, C. (2020), “Assessing measurement model quality in PLS-SEM
using confirmatory composite analysis”, Journal of Business Research, Vol. 109, November
2019, pp. 101-110, doi: 10.1016/j.jbusres.2019.11.069.

Hair, J.F., Hult, G.T.M., Ringle, C.M., Sarstedt, M., Danks, N.P. and Ray, S. (2021), “An introduction
to structural equation modeling”, in Partial Least Squares Structural Equation Modeling (PLS-
SEM) Using R, Springer, pp. 1-29, doi: 10.1007/978-3-030-80519-7_1.

Hamilton, R., Ferraro, R., Haws, K.L. and Mukhopadhyay, A. (2021), “Traveling with companions: the
social customer journey”, Journal of Marketing, Vol. 85 No. 1, pp. 68-92, doi: 10.1177/
0022242920908227.

Hayashi, A., Chen, C. and Ryan, T. (2004), “The role of social presence and moderating role of
computer self efficacy in predicting the continuance usage of e-learning systems”, Journal of
Information Systems Education, Vol. 15 No. 2, pp. 139-155, available at: http://jise.org/
Volume15/15-1/Pdf/139-Abs.pdf

Hong, J.C., Lin, C.H. and Juh, C.C. (2024), “Using a Chatbot to learn English via Charades: the
correlates between social presence, hedonic value, perceived value, and learning outcome”,
Interactive Learning Environments, Vol. 32 No. 10, pp. 6590-6606, doi: 10.1080/
10494820.2023.2273485.

Hoyer, W.D., Kroschke, M., Schmitt, B., Kraume, K. and Shankar, V. (2020), “Transforming the
customer experience through new technologies”, Journal of Interactive Marketing, Vol. 51
No. 1, pp. 57-71, doi: 10.1016/j.intmar.2020.04.001.

Hsu, C.-L., Lin, J.C.-C. and Miao, Y.-F. (2026), “Product recommendation source, persuasive messages
and media richness in social commerce”, Journal of Business Research, Vol. 204, 115874, doi:
10.1016/j.jbusres.2025.115874.

Hui, G., Al Mamun, A., Reza, M.N.H. and Hussain, W.M.H.W. (2025), “An empirical study on logistic
service quality, customer satisfaction, and cross-border repurchase intention”, Heliyon, Vol. 11
No. 1, e41156, doi: 10.1016/j.heliyon.2024.e41156.

Hussain, K., Fayyaz, M.S., Shamim, A., Abbasi, A.Z., Malik, S.J. and Abid, M.F. (2024), “Attitude,
repurchase intention and brand loyalty toward halal cosmetics”, Journal of Islamic Marketing,
Vol. 15 No. 2, pp. 293-313, doi: 10.1108/JIMA-08-2022-0210.

Ibrahim, F., Miinscher, J.C., Daseking, M. and Telle, N.T. (2024), “The technology acceptance model
and adopter type analysis in the context of artificial intelligence”, Frontiers in Artificial
Intelligence, Vol. 7, January, pp. 1-14, doi: 10.3389/frai.2024.1496518.

Jin, S.V. and Youn, S. (2023), “Social presence and imagery processing as predictors of chatbot
continuance intention in human-Al-interaction”, International Journal of Human-Computer
Interaction, Vol. 39 No. 9, pp. 1874-1886, doi: 10.1080/10447318.2022.2129277.

Downl oaded from http://ftp. nowublishers.conljabes/article-pdf/33/2/94/11732078/ j abes- 09- 2025- 0519en. pdf by guest on 21 July 2026


https://doi.org/10.37965/jait.2025.0696
https://doi.org/10.1111/ijcs.70108
https://doi.org/10.1007/s11747-019-00697-z
https://doi.org/10.1007/s11747-019-00697-z
https://doi.org/10.1007/978-981-97-9555-0_11
https://doi.org/10.1007/978-981-97-9555-0_11
https://doi.org/10.1108/IJIEOM-12-2024-0078
https://doi.org/10.1016/j.jbusres.2019.11.069
https://doi.org/10.1007/978-3-030-80519-7_1
https://doi.org/10.1177/0022242920908227
https://doi.org/10.1177/0022242920908227
http://jise.org/Volume15/15-1/Pdf/139-Abs.pdf
http://jise.org/Volume15/15-1/Pdf/139-Abs.pdf
https://doi.org/10.1080/10494820.2023.2273485
https://doi.org/10.1080/10494820.2023.2273485
https://doi.org/10.1016/j.intmar.2020.04.001
https://doi.org/10.1016/j.jbusres.2025.115874
https://doi.org/10.1016/j.heliyon.2024.e41156
https://doi.org/10.1108/JIMA-08-2022-0210
https://doi.org/10.3389/frai.2024.1496518
https://doi.org/10.1080/10447318.2022.2129277

Jo, H. (2022), “Continuance intention to use artificial intelligence personal assistant: type, gender, and  Journal of Asian
use experience”, Heliyon, Vol. 8 No. 9, e10662, doi: 10.1016/j.heliyon.2022.e10662. Business and

Kim, D. and Wang, Z. (2024), “Social media influencer vs. virtual influencer: the mediating role of ~Economic Studies
source credibility and authenticity in advertising effectiveness within Al influencer marketing”,
Computers in Human Behavior: Artificial Humans, Vol. 2 No. 2, 100100, doi: 10.1016/
j.chbah.2024.100100.

Kim, M.J., Lee, C.-K. and Preis, M.W. (2016), “Seniors’ loyalty to social network sites: effects of 107
social capital and attachment”, International Journal of Information Management, Vol. 36 No. 6,
pp. 1020-1032, doi: 10.1016/j.ijinfomgt.2016.04.019.

Kitayama, S. and Salvador, C.E. (2024), “Cultural psychology: beyond East and West”, Annual Review
of Psychology, Vol. 75 No. 1, pp. 495-526, doi: 10.1146/annurev-psych-021723-063333.

Lee, S., Ally and Oh, H. (2021), “Anthropomorphism and its implications for advertising hotel brands”,
Journal of Business Research, Vol. 129, pp. 455-464, doi: 10.1016/j.jbusres.2019.09.053.

Liao, T.-H. (2026), “The importance of human interactivity in artificial intelligence use in advertising:
development of a new scale”, International Journal of Advertising, Vol. 45 No. 1, pp. 193-228,
doi: 10.1080/02650487.2025.2541505.

Lim, V., Rooksby, M. and Cross, E.S. (2021), “Social robots on a global stage: establishing a role for
culture during human-robot interaction”, International Journal of Social Robotics, Vol. 13
No. 6, pp. 1307-1333, doi: 10.1007/s12369-020-00710-4.

Lin, J., Guo, J., Turel, O. and Liu, S. (2020), “Purchasing organic food with social commerce: an
integrated food-technology consumption values perspective”, International Journal of
Information Management, Vol. 51, 102033, doi: 10.1016/j.ijinfomgt.2019.11.001.

Liu, F, Lim, E.T.K,, Li, H., Tan, C.-W. and Cyr, D. (2020), “Disentangling utilitarian and hedonic
consumption behavior in online shopping: an expectation disconfirmation perspective”,
Information and Management, Vol. 57 No. 3, 103199, doi: 10.1016/j.im.2019.103199.

Loke, Y.J., Lee, H.S.H. and Chin, P.N. (2025), “Bridging the digital divide in the adoption of digital
financial services”, Journal of Asian Business and Economic Studies, Vol. 32 No. 2, pp. 82-92,
doi: 10.1108/JABES-04-2024-0183.

Martina, D., Witjaksono, M.A. and Putranto, R. (2023), “Advance care planning in Indonesia: current
state and future prospects”, Zeitschrift Fir Evidenz, Fortbildung Und Qualitat Im
Gesundheitswesen, Vol. 180, pp. 94-98, doi: 10.1016/j.zefq.2023.05.016.

Mutya, T. and Ilankadhir, M. (2025), “Exploring multifaceted convenience factors in online social
commerce: the role of hedonic value in shaping impulse buying behaviour”, Journal of
Economic and Administrative Sciences, pp. 1-18, doi: 10.1108/JEAS-10-2024-0423.

Na, S., Heo, S., Han, S., Shin, Y. and Roh, Y. (2022), “Acceptance model of artificial intelligence (AI)-
Based technologies in construction firms: applying the technology acceptance model (TAM) in
combination with the technology—organisation—environment (TOE) framework”, Buildings,
Vol. 12 No. 2, p. 90, doi: 10.3390/buildings12020090.

Nilashi, M., Abumalloh, R.A., Samad, S., Alrizq, M., Alyami, S. and Alghamdi, A. (2023), “Analysis
of customers’ satisfaction with baby products: the moderating role of brand image”, Journal of
Retailing and Consumer Services, Vol. 73, 103334, doi: 10.1016/j.jretconser.2023.103334.

Noerman, T., Riyadi, Yuliaji, E.S. and Natasha, C.A.M. (2025), “The impacts of social influence and
hedonic motivation on experience and continuance intention of using Al in SMEs’ HRM”,
Cogent Business and Management, Vol. 12 No. 1, 2542422, doi: 10.1080/
23311975.2025.2542422.

Nunnally, J.C. and Bernstein, I.H. (1994), Psychometric Theory, McGraw-Hill, New York, NY.

Nuralam, I.P., Yudiono, N., Fahmi, M.R.A., Yuliaji, E.S. and Hidayat, T. (2024), “Perceived ease of
use, perceived usefulness, and customer satisfaction as driving factors on repurchase intention:

the perspective of the e-commerce market in Indonesia”, Cogent Business and Management,
Vol. 11 No. 1, 2413376, doi: 10.1080/23311975.2024.2413376.

Downl oaded from http://ftp. nowublishers.conljabes/article-pdf/33/2/94/11732078/ j abes- 09- 2025- 0519en. pdf by guest on 21 July 2026


https://doi.org/10.1016/j.heliyon.2022.e10662
https://doi.org/10.1016/j.chbah.2024.100100
https://doi.org/10.1016/j.chbah.2024.100100
https://doi.org/10.1016/j.ijinfomgt.2016.04.019
https://doi.org/10.1146/annurev-psych-021723-063333
https://doi.org/10.1016/j.jbusres.2019.09.053
https://doi.org/10.1080/02650487.2025.2541505
https://doi.org/10.1007/s12369-020-00710-4
https://doi.org/10.1016/j.ijinfomgt.2019.11.001
https://doi.org/10.1016/j.im.2019.103199
https://doi.org/10.1108/JABES-04-2024-0183
https://doi.org/10.1016/j.zefq.2023.05.016
https://doi.org/10.1108/JEAS-10-2024-0423
https://doi.org/10.3390/buildings12020090
https://doi.org/10.1016/j.jretconser.2023.103334
https://doi.org/10.1080/23311975.2025.2542422
https://doi.org/10.1080/23311975.2025.2542422
https://doi.org/10.1080/23311975.2024.2413376

JABES Oliver, R.L. (1980), “A cognitive model of the antecedents and consequences of satisfaction
33.2 decisions”, Journal of Marketing Research, Vol. 17 No. 4, pp. 460-469, doi: 10.1177/
’ 002224378001700405.

Pauceanu, A.M., Vaduva, S. and Nedelcut, A.C. (2023), “Social commerce in Europe: a literature
review and implications for researchers, practitioners, and policymakers”, Journal of Theoretical
and Applied Electronic Commerce Research, Vol. 18 No. 3, pp. 1283-1300, doi: 10.3390/
jtaer18030065.

Pavone, G. and Desveaud, K. (2025), “Gendered Al in fully autonomous vehicles: the role of social
presence and competence in building trust”, Journal of Consumer Marketing, Vol. 42 No. 2,
pp. 240-254, doi: 10.1108/JCM-05-2024-6865.

Pitardi, V. and Marriott, H.R. (2021), “Alexa, she’s not human but. .. Unveiling the drivers of
consumers’ trust in voice-based artificial intelligence”, Psychology and Marketing, Vol. 38
No. 4, pp. 626-642, doi: 10.1002/mar.21457.

Podsakoff, P.M., MacKenzie, S.B., Lee, J.-Y. and Podsakoff, N.P. (2003), “Common method biases in
behavioral research: a critical review of the literature and recommended remedies”, Journal of
Applied Psychology, Vol. 88 No. 5, pp. 879-903, doi: 10.1037/0021-9010.88.5.879.

Purington, A., Taft, J.G., Sannon, S., Bazarova, N.N. and Taylor, S.H. (2017), “Alexa is my new BFF’:
social roles, user satisfaction, and personification of the Amazon Echo”, Conference on Human
Factors in Computing Systems - Proceedings, Vol. Part F127655, Association for Computing
Machinery, pp. 2853-2859, doi: 10.1145/3027063.3053246.

Sarstedt, M., Ringle, C.M. and Hair, J.F. (2022), “Partial least squares structural equation modeling”, in
Handbook of Market Research, pp. 587-632, doi: 10.1007/978-3-319-57413-4_15.

Schnebelen, S. and Bruhn, M. (2018), “An appraisal framework of the determinants and consequences
of brand happiness”, Psychology and Marketing, Vol. 35 No. 2, pp. 101-119, doi: 10.1002/
mar.21073.

Shang, B. and Bao, Z. (2020), “How repurchase intention is affected in social commerce?: an empirical
study”, Journal of Computer Information Systems, Vol. 62 No. 2, pp. 326-336, doi: 10.1080/
08874417.2020.1812133.

Shao, C. and Kwon, K.H. (2021), “Hello Alexa! Exploring effects of motivational factors and social
presence on satisfaction with artificial intelligence-enabled gadgets”, Human Behavior and
Emerging Technologies, Vol. 3 No. 5, pp. 978-988, doi: 10.1002/hbe2.293.

Sheikh, Z., Yezheng, L., Islam, T., Hameed, Z. and Khan, I.U. (2019), “Impact of social commerce
constructs and social support on social commerce intentions”, Information Technology and
People, Vol. 32 No. 1, pp. 68-93, doi: 10.1108/ITP-04-2018-0195.

Sheth, J.N., Newman, B.I. and Gross, B.L. (1991), “Why we buy what we buy: a theory of
consumption values”, Journal of Business Research, Vol. 22 No. 2, pp. 159-170, doi: 10.1016/
0148-2963(91)90050-8.

Short, J. (1976), The Social Psychology of Telecommunications, Jhon Wiley & Sons, London.

Shoukat, M.H., Elgammal, I., Selem, K.M. and Shehata, A.E. (2025), “Fostering social media user
intentions: Al-enabled privacy and intrusiveness concerns”, Spanish Journal of Marketing-ESIC,
Vol. 29 No. 2, pp. 253-269, doi: 10.1108/SIME-07-2023-0205.

Tao, M., Alam, F., Lahuerta-Otero, E. and Mengyuan, C. (2024), “Get ready to buy with me: the effect
of social presence interaction and social commerce intention on S-commerce live streaming”,
Sage Open, Vol. 14 No. 1, pp. 1-24, doi: 10.1177/21582440241232751.

Tedja, B., Al Musadieq, M., Kusumawati, A. and Yulianto, E. (2024), “Systematic literature review
using PRISMA: exploring the influence of service quality and perceived value on satisfaction
and intention to continue relationship”, Future Business Journal, Vol. 10 No. 1, p. 39, doi:
10.1186/s43093-024-00326-4.

Toader, D.C., Boca, G., Toader, R., Macelaru, M., Toader, C., Ighian, D. and Radulescu, A.T. (2020),
“The effect of social presence and chatbot errors on trust”, Sustainability (Switzerland), Vol. 12
No. 1, pp. 1-24, doi: 10.3390/SU12010256.

108

Downl oaded from http://ftp. nowublishers.conljabes/article-pdf/33/2/94/11732078/ j abes- 09- 2025- 0519en. pdf by guest on 21 July 2026


https://doi.org/10.1177/002224378001700405
https://doi.org/10.1177/002224378001700405
https://doi.org/10.3390/jtaer18030065
https://doi.org/10.3390/jtaer18030065
https://doi.org/10.1108/JCM-05-2024-6865
https://doi.org/10.1002/mar.21457
https://doi.org/10.1037/0021-9010.88.5.879
https://doi.org/10.1145/3027063.3053246
https://doi.org/10.1007/978-3-319-57413-4_15
https://doi.org/10.1002/mar.21073
https://doi.org/10.1002/mar.21073
https://doi.org/10.1080/08874417.2020.1812133
https://doi.org/10.1080/08874417.2020.1812133
https://doi.org/10.1002/hbe2.293
https://doi.org/10.1108/ITP-04-2018-0195
https://doi.org/10.1016/0148-2963(91)90050-8
https://doi.org/10.1016/0148-2963(91)90050-8
https://doi.org/10.1108/SJME-07-2023-0205
https://doi.org/10.1177/21582440241232751
https://doi.org/10.1186/s43093-024-00326-4
https://doi.org/10.3390/SU12010256

Venkatesh, V., Morris, M.G., Davis, G.B. and Davis, F.D. (2003), “User acceptance of information Journal of Asian
technology: toward a unified view1”, MIS Quarterly, Vol. 27 No. 3, pp. 425-478, doi: 10.2307/ Business and
30036540. Economic Studies

Vo, D.T., Nguyen, L.V.T., Dang-Pham, D. and Hoang, A.P. (2025), “What makes an app authentic?
Determining antecedents of perceived authenticity in an Al-powered service app”, Computers in
Human Behavior, Vol. 163, 108495, doi: 10.1016/j.chb.2024.108495.

Wang, G., Tan, G.W.-H., Yuan, Y., Ooi, K.-B. and Dwivedi, Y.K. (2021), “Revisiting TAM?2 in 109
behavioral targeting advertising: a deep learning-based dual-stage SEM-ANN analysis”,
Technological Forecasting and Social Change, Vol. 175, 121345, doi: 10.1016/
j.techfore.2021.121345.

Wang, C., Ahmad, S.F., Ayassrah, A.Y.A.B.A., Awwad, E.M,, Irshad, M., Ali, Y.A., Al-Razgan, M.,
Khan, Y. and Han, H. (2023), “An empirical evaluation of technology acceptance model for
Artificial Intelligence in E-commerce”, Heliyon, Vol. 9 No. 8, e18349, doi: 10.1016/
j-heliyon.2023.e18349.

Wang, S., Fatima, N., Shahbaz, M. and Asif, M. (2026), “Building user trust in Al chatbots for
customer service through human-like cues and perceived reliability”, Scientific Reports, Vol. 16
No. 1, p. 7860, doi: 10.1038/s41598-026-38179-2.

Xie, C., Wang, Y. and Cheng, Y. (2024), “Does artificial intelligence satisfy you? A meta-analysis of
user gratification and user satisfaction with Al-powered chatbots”, International Journal of
Human-Computer Interaction, Vol. 40 No. 3, pp. 613-623, doi: 10.1080/
10447318.2022.2121458.

Xu, X.-Y., Gao, Y.-X. and Jia, Q.-D. (2023), “The role of social commerce for enhancing consumers’
involvement in the cross-border product: evidence from SEM and ANN based on MOA
framework”, Journal of Retailing and Consumer Services, Vol. 71, 103187, doi: 10.1016/
j.jretconser.2022.103187.

Ye, Q., Li, Y., Luo, Y. and Pang, Z. (2026), “The impact of Al anchor anthropomorphism on users’
willingness to co-create value in tourism live-streaming contexts: the mediating role of social
presence and the moderating role of perceived control”, Frontiers in Psychology, Vol. 16,
1724176, doi: 10.3389/fpsyg.2025.1724176.

Yi, M., Chen, M. and Yang, J. (2024), “Understanding the self-perceived customer experience and
repurchase intention in live streaming shopping: evidence from China”, Humanities and Social
Sciences Communications, Vol. 11 No. 1, pp. 1-13, doi: 10.1057/s41599-024-02690-6.

Yin, J. and Qiu, X. (2021), “Al technology and online purchase intention : structural equation model
based on perceived value artificial intelligence winning consumers”, Sustainability, Vol. 13,
pp. 1-16, doi: 10.3390/su13105671.

Yum, K. and Kim, J. (2024), “The influence of perceived value, customer satisfaction, and trust on
loyalty in entertainment platforms”, Applied Sciences, Vol. 14 No. 13, p. 5763, doi: 10.3390/
app14135763.

Zeithaml, V.A. (1988), “Consumer perceptions of price, quality, and value: a means-end model and
synthesis of evidence”, Journal of Marketing, Vol. 52 No. 3, pp. 2-22, doi: 10.1177/
002224298805200302.

Zhang, J., Wang, X., Lu, J., Liu, L. and Feng, Y. (2024a), “The impact of emotional expression by
artificial intelligence recommendation chatbots on perceived humanness and social
interactivity”, Decision Support Systems, Vol. 187, 114347, doi: 10.1016/j.dss.2024.114347.

Zhang, H., Zheng, S. and Zhu, P. (2024b), “Why are Indonesian consumers buying on live streaming
platforms? Research on consumer perceived value theory”, Heliyon, Vol. 10 No. 13, 33518, doi:
10.1016/j.heliyon.2024.e33518.

Corresponding author
Angga Febrian can be contacted at: angga.febrian@feb.unila.ac.id

For instructions on how to order reprints of this article, please visit our website:
www.emeraldgrouppublishing.com/licensing/reprints.htm
Or contact us for further details: permissions@emeraldinsight.com

Downl oaded from http://ftp. nowublishers.conljabes/article-pdf/33/2/94/11732078/ j abes- 09- 2025- 0519en. pdf by guest on 21 July 2026


https://doi.org/10.2307/30036540
https://doi.org/10.2307/30036540
https://doi.org/10.1016/j.chb.2024.108495
https://doi.org/10.1016/j.techfore.2021.121345
https://doi.org/10.1016/j.techfore.2021.121345
https://doi.org/10.1016/j.heliyon.2023.e18349
https://doi.org/10.1016/j.heliyon.2023.e18349
https://doi.org/10.1038/s41598-026-38179-2
https://doi.org/10.1080/10447318.2022.2121458
https://doi.org/10.1080/10447318.2022.2121458
https://doi.org/10.1016/j.jretconser.2022.103187
https://doi.org/10.1016/j.jretconser.2022.103187
https://doi.org/10.3389/fpsyg.2025.1724176
https://doi.org/10.1057/s41599-024-02690-6
https://doi.org/10.3390/su13105671
https://doi.org/10.3390/app14135763
https://doi.org/10.3390/app14135763
https://doi.org/10.1177/002224298805200302
https://doi.org/10.1177/002224298805200302
https://doi.org/10.1016/j.dss.2024.114347
https://doi.org/10.1016/j.heliyon.2024.e33518
mailto:angga.febrian@feb.unila.ac.id

	The role of social presence in moderating the impact of artificial intelligence on perceived value in social commerce
	Introduction
	Literature review
	Method
	Sample and procedure
	Measures
	Data analysis

	Results
	Measurement model
	Structural model
	Moderation

	Discussion
	Theoretical implications
	Practical implications

	Conclusion
	Acknowledgments
	Notes
	Supplementary material
	References


