Supplementary Materials
Table A1. Respondent Characteristics
	Characteristic
	Frequency (N=354)

	
	N
	%

	Gender
	
	

	Male
	121
	34.18

	Female
	233
	65.82

	
	
	

	Age
	
	

	18 - 28
	291
	82.20

	29 - 44
	56
	15.82

	45 or older
	7
	1.98

	
	
	

	Education Level
	
	

	Graduate School
	249
	70.34

	Undergraduate
	89
	25.14

	Postgraduate
	14
	3.95

	Doctoral
	2
	0.56

	
	
	

	Monthly Income (Rp)
	
	

	Less than Rp. 1.000.000
	215
	60.73

	Rp. 1.000.000 - Rp. 5.000.000
	103
	29.10

	Rp. 5.000.000 - Rp. 10.000.000
	27
	7.63

	More than Rp 10.000.000
	9
	2.54


Source: Developed by the author











Table A2. Measurement model evaluation results
	Constructs
	Measurement Items
	Loading
	CA
	CR
	AVE

	Perceived Usefulness
	AI technology in social commerce makes shopping easier for me.
	0.73
	0.80
	0.80
	0.51

	
	AI technology in social commerce will enable sellers to be more productive.
	0.77
	
	
	

	
	AI technology in social commerce will improve my shopping skills.
	0.76
	
	
	

	Perceived Ease of Use
	My interaction with the AI was obvious and easy to understand.
	0.75
	0.83
	0.83
	0.56

	
	I felt confident that the AI answered my questions easily.
	0.70
	
	
	

	
	Overall, I found the system to be easy to use.
	0.77
	
	
	

	
	I easily understood the AI system in Social Commerce.
	0.77
	
	
	

	Social Presence
	I felt a sense of human connection when interacting with the AI service (chatbot).
	0.70
	0.86
	0.87
	0.63

	
	Even though I couldn't see the agent in person, there was a sense of human-like concern.
	0.78
	
	
	

	
	When interacting with a virtual assistant, there was a sense of family.
	0.81
	
	
	

	
	I felt like there was a real person there who was a source of comfort for me when interacting with the AI.
	0.87
	
	
	

	Perceived Convenience

	I expect to receive more personalized recommendations through AI-powered products/services.
	0.74
	0.87
	0.87
	0.58

	
	I believe that AI-powered products/services can provide me with answers to complex questions.
	0.75
	
	
	

	
	AI-powered products/services give me easier access to information.
	0.79
	
	
	

	
	I feel comfortable receiving recommendations from AI.
	0.81
	
	
	

	
	It doesn't take me much time to understand AI recommendations.
	0.72
	
	
	

	User Engagement 
	I'm always thinking about continuing to use social commerce.
	0.72
	0.86
	0.87
	0.58

	
	Social media has piqued my interest in learning more about the brands that frequently appear on my homepage.
	0.73
	
	
	

	
	I feel very positive when using social commerce.
	0.74
	
	
	

	
	I feel happy when using social commerce.
	0.82
	
	
	

	
	I'm proud to use social commerce.
	0.80
	
	
	

	Conversion
	Free shipping promotions will attract me to make online purchases through social commerce.
	0.77
	0.76
	0.81
	0.59

	
	Free product returns will attract me to make online purchases through social commerce.
	0.78
	
	
	

	
	Digital messaging and promotions on social commerce platforms influence my purchasing decisions.
	0.76
	
	
	

	Flow Experience
	I am not distracted when shopping on social commerce platforms that utilize AI.
	0.85
	0.73
	0.87
	0.76

	
	I enjoy the interaction of online shopping through AI.
	0.90
	
	
	

	Repurchase Intention
	I will consider social commerce as my first choice for purchasing similar products in the future.
	0.79
	0.83
	0.83
	0.62

	
	I want to continue purchasing products and services from social commerce platforms.
	0.82
	
	
	

	
	I will return to the store on social commerce platforms to purchase similar products in the future.
	0.75
	
	
	

	Satisfaction
	I am satisfied using my favorite social commerce platform.
	0.89
	0.83
	0.87
	0.68

	
	I enjoy using my favorite social commerce platform.
	0.89
	
	
	

	
	Social commerce has met my expectations.
	0.70
	
	
	


Notes: Loading = Factor Loading, CA = Cronbach Alpha, CR = Composite Reliability, AVE = Average Variance Extracted.
Source: Developed by the author





Table A3. Discriminant Validity
	Latent Construct
	1
	2
	3
	4
	5
	6
	7
	8
	9

	1. Perceived Usefulness (PU)
	0.71
	
	
	
	
	
	
	
	

	2. Perceived Ease of Use (PEU)
	0.60
	0.75
	
	
	
	
	
	
	

	3. Social Presence (SP)
	0.55
	0.58
	0.79
	
	
	
	
	
	

	4. Perceived Convenience (PC)
	0.60
	0.61
	0.64
	0.76
	
	
	
	
	

	5. User Engagement on Social Media (UESM)
	0.65
	0.61
	0.63
	0.66
	0.76
	
	
	
	

	6. Conversion (CONV)
	0.58
	0.64
	0.35
	0.63
	0.63
	0.77
	
	
	

	7. Flow Experience (FE)
	0.66
	0.63
	0.63
	0.67
	0.62
	0.64
	0.76
	
	

	8. Repurchase Intention (REI)
	0.61
	0.61
	0.52
	0.67
	0.60
	0.65
	0.64
	0.79
	

	9. Satisfaction (SAT)
	0.57
	0.61
	0.46
	0.58
	0.63
	0.67
	0.68
	0.65
	0.83


Notes: Diagonal line (Bold) is the root AVEs of correlations between constructs of AVE, n = 354.
Source: Developed by the author



















Table A4. The Goodness of Fit Index
	Type goodness of fit model
	Indeks goodness of fit model
	Cut-off point
	Structural Model Results
	Result

	Absolute Fit measures
	Chi-square (χ2)/CMIN
	Expected to be small
	924.96
	

	
	Degrees of freedom/Df
	
	396
	

	
	CMIN/Df
	2≤ Normed χ2 ≤5
	2.33
	Good Fit

	
	p
	≤0.05
	0.00
	Good Fit

	
	GOF
	≥0.90
	0.84
	Marginal Fit

	
	RMSEA
	≤0.08
	0.05
	Good Fit

	Incremental Fit Indices
	AGFI
	≥0.90
	0.81
	Marginal Fit

	
	TLI
	≥0.90
	0.91
	Good Fit

	
	NFI
	≥0.90
	0.86
	Marginal Fit

	Parsimonious Fit Indices
	PNFI
	≥0.90
	0.79
	Marginal Fit

	
	PGFI
	≥0.90
	0.72
	Marginal Fit


Source: AMOS 24 output analysis













Figure A1. Moderation slope curve of FE on the influence of UESM on SAT
Source: Developed by the author
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Figure A2. Moderation slope curve of FE on the influence of CONV on SAT
Source: Developed by the author


Low FE	UESM = 1	UESM = 2	2.4020000000000001	3.5979999999999999	High FE	UESM = 1	UESM = 2	2.4609999999999999	3.6669999999999998	
SAT	



Low FE	CONV = 1	CONV = 2	2.8570000000000002	3.1429999999999998	High FE	CONV = 1	CONV = 2	2.7370000000000001	3.1070000000000002	
SAT	



