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ABSTRACT 

 

Intention to purchase in existing online business practice is learned through observation of 

information display by online seller. The emergent growth of persuasive technologies currently holds a 

great potential in driving a positive influence towards consumer purchase behavior. But to date, there is still 

limited research on implementing persuasion concept into the recommender system context. Drawing upon 

the principle design of persuasive system, the main purpose of this study is to explore social learning 

advantages in creating persuasive features for E-Commerce recommender system. Based on Social 

Cognitive Theory, the influence of personal and environmental factors will be examined in measuring 

consumer purchase intention. In addition, dimensions of social learning environment are represented by 

observational learning theory and cognitive learning theory. From those reviews, this study assumed that 

social learning environment can be created based on attentiveness, retentiveness, motivational, knowledge 

awareness and interest evaluation cues of consumer learning factors. Furthermore, the persuasive 

environment of recommender system is assumed to have positive influence towards individual 

characteristics such as self-efficacy behavior, perceived task complexity and confused by over choice. 

Findings from those reviews have contributed to the development of a research model in visualizing social 

learning environment that can be used to develop a persuasive recommender system in E-Commerce and 

hence measures the impact towards consumer purchase intention. 

 

Keywords: Recommender Systems, E-Commerce, Social Cognitive Theory, Social Learning, Persuasive 

Systems, Purchase Intention. 

 

1. INTRODUCTION  

 

The design of a website is not only for fulfilling 

customer’s needs and interest but is expected to 

assist customers through the steps of buying 

process. Thus, instead of simply seen as a brochure 

for online products, E-Commerce should therefore 

be a vital instrument of customer service and 

persuasion [1]. Currently, most outstanding E-

Commerce do not just display the products which 

may influence user’s needs, but the website actively 

recommends items that potentially interest users 

based on purchase history or similar user’s 

preferences [2]. Amazon is a typical example of E-

Commerce website which implements 

recommendation services that intelligently suggest 

items to that an active user may like. A survey 

shows that at least 20 percent of sales in Amazon 

come from the work of the recommender system 

[3]. In situations where there is an information 

overload, providing personalized recommendations 

has been proven to be a major source for enhanced 

functionality, user satisfaction, and revenue 

improvements [5]. 

 

According to [6] and [7], area of research in 

recommender system is being focused on the 

algorithm aspect or system-centered, which 

specifically looks on development and evaluation 

of the algorithm to generate the most accurate 

recommendations. But recently, the emerging 

research in recommender system is starting to be 

based more on user-centric characteristics. These 

include researches that focus on recommendation’s 

presentation [8], system transparency which 

explains how the system work to the end user [7], 
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and recommendation’s novelty and persuasion [9]. 

Scholar [10] stated that recommender system also 

can act as computer-human persuasion which may 

utilize some patterns of interaction that seem 

similar to social communication. Persuasion 

concept in E-Commerce recommender system is 

rarely explored. The opportunities to improve the 

quality of recommender system can be achieved 

through exploring the benefits of social influence in 

designing persuasive features. Thus, this study 

mainly aims to examine the persuasiveness of 

recommender system represented by consumer 

purchase intention and persuasive social features. 

For the purpose of creating a persuasive 

technology, [11] argued that computers can be 

more effective persuaders since they have capacity 

to adjust influence tactics based on developed 

situations and have a high level of interactivity 

compared to human ability. Moreover, user 

behavior plays an important role in determining the 

system works as it should in order to create the 

persuasive experiences via technology [12]. This 

includes either people are using the system in the 

intended way or even in an unintended way, it may 

provide learning opportunities that may further be 

integrated in future iterations of the system.   

 

Theories of persuasion typically aim at studying 

influences or changes in behaviors and attitudes of 

people [13]. Scholar [14] suggested that socio-

technical system can be designed by building upon 

user motivations and goals which then can 

influence their behaviors and attitudes. The 

understanding of fundamental aspects of human 

behavior is important as a requirement in applying 

social support features effectively for persuasive 

systems. In addition, the medium for channeling 

this understanding via persuasive systems needs to 

be devised to enhance positive user experiences and 

social interaction [16]. The evolution of user’s 

participation is facilitated by social web through 

technological environment that engages diverse 

audiences, enhances creativity and fosters user 

collaboration, which then turns into active 

contributors [17]. Socially active people nowadays 

are surrounded with technological advancements 

including online purchasing from E-Commerce. 

Marketing competitiveness has resulted in 

consumers being confused over choices and 

information overload. Intention to purchase is 

learned trough social engagement and participation 

in online communities via numerous social 

networks. Learning can occur through the process 

of acquiring information from experience and 

information storing [18]. Social learning is one of 

the persuasive design principles which aim to 

motivate users to perform a target behavior by 

observing others’ behavior through the systems 

[19]. Social cognitive theory by [20] is often 

applied in studies on individual behavior to 

elucidate the interaction among environmental 

factors, personal factors and behavior intention. 

Towards achieving the proposed research purpose 

as stated, the next section will discuss more on 

investigating how to create the persuasive 

environment of social features of recommender 

system. Review on social cognitive theory and 

consumer learning theory will be done. Moreover, 

the personal factors also will be examined and will 

be further linked with environmental factors and 

consumer purchase intention. The research model 

will be proposed to visualize the measurement for 

each factor discussed. 

2. THE CONCEPT OF PERSUASIVE 

SYSTEMS AND BEHAVIOR CHANGE 

 

Persuasive technology is defined as an 

interactive information technology which is 

designed for the purpose of changing behavior or 

attitude of the users [11]. The emergent growth of 

the Internet and other ambient technologies has 

opened up the opportunities for persuasion 

communication since the user can be reached 

easily. Some examples of application areas which 

have implemented persuasive technologies are 

healthcare, education, sustainability and E-

Commerce. Persuasive systems are defined as 

computerized software or information system with 

the purpose to reinforce, shape or change the user 

attitudes or behaviors or even both [21]. From the 

definition above, there are three expected outcomes 

of persuasive system, namely voluntary 

reinforcement, shaping or change of attitudes and 

change or shaping or the behaviors. The concept of 

persuasion can be defined as communication 

process which includes message passing from 

persuaders to the recipient (persuadee) with the 

intention to influence recipient’s behavior whilst 

leaving the power of making the decision to the 

recipient [19]. Moreover, system persuasiveness 

can be defined as user perceptions which concern 

on the quality of the systems, evaluation of 

system’s features whether they meet the user’s 

needs and expectation of system excellence [22], 

and the integration of system evaluation and its 

impact on the individual [23]. According to [11], 

the measure of system quality can be represented 

by their ease of access, usage easiness, error-

freeness, convenience, system responsiveness, 
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information quality, system attractiveness, user 

loyalty and positive user experience.   

The generic steps of persuasive system 

development are first starting with the analysis of 

persuasion context and selection of persuasive 

design principles, followed by requirement 

definition for software qualities, software 

implementation and behavior change [19]. Design 

principles of persuasive system (PSD) consist of 

four dimensions, which are primary task support, 

dialogue support, system credibility and social 

support. All those dimensions are proven to have 

significant impact on system persuasiveness and 

system qualities evaluation [24]. The primary task 

support can be defined as extrinsic IT task support 

which involves the usage if information technology 

is used as instrument in achieving the user goal. 

Besides that, dialogue support is related to system 

interactivity and its impact on increasing user 

motivation to achieve the target goals. System 

credibility is about the support process by making 

the system design more reliable and persuasive 

while social support is about incorporating a range 

of social influence for the purpose of motivating 

and persuading to perform a particular action or 

behavior. The range of social influence can be 

represented by social behavior benefits such as 

social learning, social facilitation, social 

comparison, normative influence, cooperation, 

competition and recognition. However, the design 

model does not suggest the implementation of all 

possible software features in creating the persuasive 

social systems.  

 

Research from human computer interaction 

(HCI) perspective specific to E-Commerce context 

has mainly focused on designing website interfaces 

with the purpose of improving decision-making 

effectiveness and efficiency, which can lead a user 

towards intention to make a purchase from the 

Internet [25]. E-commerce websites are becoming 

increasingly functionally persuasive, and are 

incorporating increasingly dynamic persuasive 

techniques as similar to those applied by face-to-

face sales-persons, to enhance system credibility, 

facilitate the process of online buying, and motivate 

users to adopt the systems [26]. An example of a 

persuasive technique, which is commonly applied 

on E-Commerce websites, is customer review 

boards, where each product is linked to reviews 

from previous consumers, allowing customers to 

compare alternatives. People who visit a website 

are assumed to have a certain goal; therefore 

presenting the appropriate content of the website is 

needed to enable them to achieve their goals. 

Online seller is responsible in triggering the user 

intention to care for information offered on the 

website and the same time if they can handle it. 

Moreover, responsibilities also go for the obligation 

to create the ease in accessing information and as 

intuitive to perceive as possible.  

 

2.1 Social Cognitive Perspective\ 

Social Cognitive Theory is suggested by [27], 

which describes learning occurrence within social 

context. Moreover, learning can be influenced by 

personal factors and environmental events, which 

then result in pattern of behavior. All those factors 

operate as interacting determinants that influence 

each other [28]. Social Cognitive Perspective has 

been applied in various domains of human 

functioning such as choice of career and physical 

health but is very limited in the domain of 

persuasive systems. Research by [17] has proposed 

social cognitive model in investigating user 

engagement in feedback sharing that takes place in 

airport service. Social learning, social comparison 

and normative influence have been applied as 

software features in airport facilities to examine 

behavior change of travelers.  

 

According to the above theory, the reciprocal 

interactions of personal and environmental events 

are assumed to have significant influence towards 

one’s behavior. Environmental events can be 

represented by various models for the purpose of 

information extraction during consumer learning 

process. The way information is modeled to create 

persuasive environment of recommender system is 

the main research aim for this study. Besides that, 

consumer’s personal factors such as perceived task 

complexity and confused by over choice due to 

information overload in online transaction are 

assumed to have positive influence towards 

persuasive environment. Consumer self-efficacy, 

which describes consumers’ belief regarding their 

capability to succeed and attain a given level of 

performance, is assumed to have positive 

interaction with persuasive environment. This 

expectation is assumed to shape the process of 

consumer decision making, which includes the 

selection process of action and behavior taking. 

Taking the same concept as social cognitive 

perspective, this current study aims to explore the 

effect of personal and software features as 

environment factors towards the target behavior of 

consumer purchase intention in E-Commerce. 

Social learning approach will be used as software 

features to represent environment factor for this 

study. For this reason, the proposed social cognitive 
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model with specific measurement is designed in the 

next section. 

 

2.2 Social Learning Dimensions 

Social learning for persuasive system can be 

defined as the use of system to observe others’ 

behavior and being motivated to perform the target 

behavior. Based on Social Learning Theory, 

concept of observational learning has been 

introduced, which stated that people retrieve 

behavior knowledge and skills by observing others, 

thus having direct influence on their own behavior 

[27]. An example of implementation can be seen in 

e-health application where a shared fitness journal 

in mobile application is provided for encouraging 

physical activity [32]. [33] in her work has 

proposed the main roles of social learning 

environments. These include supporting a learner in 

finding the right content, to connect with 

appropriate people and being a learner’s motivation 

to learn differently but in effective ways.  

 

Experiment using social influence features in 

persuasive system has been done and results claim 

that it has multiple positive impacts on user 

perceptions and behaviors [34], and the presence of 

others influence people’s actions [35]. The main 

intention in designing software features with social 

learning environment is to visualize such a presence 

of other people that work toward a similar goal and 

interest. In achieving the similar situations or the 

same target goals, people are assumed to be able to 

be motivated by people that face the same issues 

and work towards the same directions. Design of 

social learning features should also consider the 

applicability of the system that enables the user to 

see the progress of their peers and make the others 

aware and being observant about their performance. 

An online learning environment can greatly benefit 

from the integration of recommender system to 

personalize the learning process and adapt it to the 

user’s existing knowledge, abilities and preferences 

[36]. 

 

2.3 Observation Learning Theory 

Previous studies have confirmed that 

consumer’s purchase decision is influenced by 

observational learning activities of sales volume 

and reference of other’s EWOM [49],[50]. 

According to [29], observational learning occurred 

through the process, which consists of 

attentiveness, retentiveness and motivational 

factors. Attentiveness is about the way information 

is modeled through salience, attractiveness and 

functional value activities to raise consumer 

attention.  Retentiveness is about the way 

information is modeled to make it memorable. This 

can be achieved through symbolic representation 

and application [51]. Motivational factor is about 

the way information is modeled as incentive 

motivator to raise consumer motivation. This can 

be achieved through personalization of standard 

similarity and self-approved [52]. 

 

2.4 Cognitive Learning Theory 

Cognitive learning theory holds the kind of 

learning which involves human problem solving 

that enables individuals to gain some control over 

their environment. This type of learning can occur 

through the statement that exhibiting knowledge 

and skills related to products [53]. The role of this 

learning factor is to show the cognitive information 

processing about product characteristics which 

disclose learning process and outcome of past 

buyers; hence stimulate the critical thinking of 

potential online buyers. Research by [54] has 

shown that others’ opinions and reasoning may 

reduce consumer’s cognitive processing efforts and 

energy expenditure and next improve the decision 

process of consumer. Model of cognitive learning 

stated that consumer learning process can be 

triggered through knowledge awareness and interest 

evaluation factors. Knowledge awareness can be 

created through the length of information, which 

consists of argument quality and participative cues. 

Meanwhile, interest evaluation can be achieved 

through consumer review of information and match 

their own knowledge and experiences with 

situations described as well as estimate their own 

learning curves. 

 

3. STUDY DESIGN AND THE PROPOSED 

MODEL  

 

Social Cognitive Theory has indicated that 

behavior intention may be influenced by 

environmental and personal factors. According to 

Ajzen, behavior intention is influenced by social 

norms through a user’s attitude toward the behavior 

[46]. A subjective norm is known as the need for 

social pressure to engage or not to engage in a 

particular behavior. In this study, social norm will 

be represented by the system features of social 

learning, which is expected to have significant 

influence towards user behavior. The 

implementation of social learning environment in 

recommender system is also expected to bring 

persuasion context for each person’s behavior. 

Besides that, the relationship scheme of social 

cognitive theory [29] has shown that the observed 
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behavior may be learned through the influence of 

personal factors. Personal factor is determined by 

individual perceived self-efficacy towards a 

specific behavior. As example, consumers are 

getting to believe that their ability in seeking the 

right information in online website will result in 

completing their decision about purchase intention. 

Behavior determinant is the response received by 

the user after performing the behavior.  

 

Based on the review of those determinants from 

social cognitive theory, this present study aims to 

propose a model to investigate the appropriate 

factors which represent personal and environmental 

factors that will give a significant influence towards 

consumer purchase intention for E-Commerce 

recommender system. The concept of persuasion is 

represented by applying social learning dimension 

in environmental factor, which represents software 

feature for recommender system. Social learning 

dimension represents consumer learning theory of 

observational learning and cognitive theory. 

Meanwhile, personal factor is represented by 

consumer self-efficacy, perceived task complexity 

and confused by overchoices. Both personal and 

environmental factors for this study are believed to 

have a significant influence towards consumer 

purchase intention in recommender system that 

takes place in E-Commerce setting. The proposed 

model with those determinants is shown in Figure 

1. The measurement and definition for those 

proposed determinants for the research model is 

further detail in Table 1.  

 

 
Table 1:  Operational Measurement and Definition 

Factor Attributes 
Definition and 

Example 

Personal 

Factor 

Self-

Efficacy 

User belief 

regarding their 

capability to 

succeed and attain 

a given level of 

performance [37] 

- Shopping 

satisfaction 

- Frequency of 

use 

- Outcome 

expectancies 

Perceived 

Task 

Complexity 

Task complexity 

is about a person-

task interaction 

[38].  

Task complexity 

is related to task 

and system’s 

motivation. The 

value of 

completing the 

task (task 

motivation) is 

influenced by 

system’s 

motivation that 

can be achieved 

through 

considerations of 

system’s features 

[39] 

Confused by 

Overchoices 

User feels 

difficult in 

making decision 

to choose and 

feels overchoice 

due to the power 

of influence and 

stores offered 

[40].  

Environm

ental 

(social 

learning 

features) 

Observation

al Learning 

Theory 

Observational 

learning occurs 

when consumers 

observe the 

actions of others 

and make the 

same choice that 

others have made 

[49][50] 

Learning occurs 

through the 

process which 

consists of 

attentiveness, 

retentiveness and 

motivational 

factors [29] 

Cognitive 

Learning 

Theory 

The cognitive 

dimension refers 

to statements 

exhibiting 

knowledge and 

skills related to 

the product [53]. 

Cognitive cues 

such as 

knowledge 

awareness and 

interest 

evaluation 

embedded in text 
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messages provide 

critical 

information for 

potential buyers 

Behavior 

Intention 

Consumer 

Purchase 

Intention 

In relation to 

consumer 

perception, 

behavior and 

attitude [44].  

Purchase behavior 

acts as an 

important key 

point for 

consumers during 

product 

evaluation [55].  

Purchase behavior 

will be driven by 

the physiological 

motivation which 

is related to the 

need of retail 

store in fulfilling 

their need [56]. 

Decision making 

style is related to 

mental orientation 

in characterizing 

consumer 

approach in 

making choices 

[45]. 

 

 

 
Figure 1: Proposed Research Model for Persuasive 

Recommender System 

 

 

4. DISCUSSION  

 

Even though the research on persuasive 

technology has been growing progressively, 

investigation in the context of E-Commerce 

recommender system still receives little attention. 

Besides that, self-learning behavior of consumer 

has opened up the opportunity for online sellers to 

leverage their consumer experience by designing an 

intelligent agent as a tool to persuade and assist 

users on the website. Based on the persuasion 

context of persuasive technology, social learning 

environment can be created to learn about others’ 

behavior and being motivated to perform the same 

[17]. The proposed model in the previous section 

describes operational measurement which can be 

used to create a persuasive recommender system by 

leveraging social learning approach. Review on 

persuasive design principles has shown that social 

learning support can be used to create a persuasive 

environment to trigger user motivation to make 

purchase decision by observing their peers’ 

behavior and history through the system. Consumer 

learning perspective of observational learning 

theory and cognitive learning theory is found to be 

important determinants in creating online learning 

environment for persuasive system. The way 

information is modeled based on attentiveness, 

retentiveness and motivational factors is assumed to 

be able to be used as important cues in creating 

social learning environment in recommender 

system. Besides that, cognitive factor such as 

knowledge awareness and interest evaluation is 

assumed to be important cues which can be 

embedded in information displayed to consumer. 

 

Moreover, user characteristics such as self-

efficacy, task complexity and being confused by 

information overload, are also proposed as personal 

factors which can influence consumer purchase 

intention from persuasive recommender system. 

Self-efficacy such as shopping satisfaction and 

frequency of use is found to be important 

determinants that trigger user motivation in making 

decisions about product purchasing. The main 

purpose of recommender tools is to assist consumer 

decision making by minimizing overload of 

information in terms of product choice and 

completing their online transaction from task 

complexity [5]. Thus, this study aims to investigate 

the influence of these personal factors towards 

consumer purchase behavior based on persuasive 

learning features of recommender system. Based on 

those reviews, this study further aims to validate the 

proposed personal, environmental and behavioral 
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factors in creating a persuasive recommender 

system. Quantitative research method will be used 

to conduct the survey among participants who have 

experience in online buying. Parallel with that, the 

survey instrument will be developed based on each 

determinant for validation purpose.  

 

5. CONCLUSION 

 

As conclusion, the quality of recommendation 

service can be improved through the evaluation of 

user-centric based [9]. Taking the recent 

advancement of persuasive technology, this study 

aims to enhance research discussion on 

recommender system development in triggering 

consumer purchase intention. Furthermore, this 

study is expected to fill the gap caused by limited 

research on implementing persuasion concept into 

E-Commerce recommender system. Previous 

research [48] has shown that consumer purchase 

intention is more influenced by their observation 

learning behavior, which proves that such 

environment for consumer learning support is 

important in present online business practice. Thus, 

the proposed research model is hoped to provide a 

lens for online seller in maximizing their marketing 

strategy in designing the persuasive features of 

recommender system to enhance their website 

credibility; hence influencing consumer purchase 

intention.  

 

Taking social cognitive model as a basis, 

personal factor and environmental event is assumed 

to influence learning process, which results in 

behavior pattern of the consumer. Consumer 

purchase intention is measured by the influence of 

persuasive learning environment of recommender 

system. In addition, this study assumes that 

consumer characteristics such as self-efficacy, 

perceived task complexity and confused by over 

choice are the induced factors for persuasive design 

of recommender system. Review on social learning 

dimension has disclosed several important factors 

which can be used to design persuasive application 

features for E-Commerce recommender system. 

Practically, those learning features can be used by 

online sellers to recommend items which may 

enhance consumer motivation during their buying 

process. As an example, information about brand 

statistics is recommended to consumers, which then 

influences self-learning and purchase decision of 

the consumer 

 

 

 

REFRENCES:  

 [1] Nor Rasyidah, (2012). Overview of E-

Commerce [PowerPoint slides]. Retrieved from 

http://www.slideshare.net/imesyada/customer-

behavior-in-ecommerce? 

[2]  Yu, C. (2015). Social Interface and Interaction 

Design for Group Recommender Systems 

(Doctoral thesis, Polytechnique Federale De 

Lausanne, Switzerland). Retrieved from 

http://infoscience.epfl.ch/record/204684/files/E

PFL_TH6353.pdf 

[3]  Li, Y. M., Wu, C. T., & Lai, C. Y. (2013). A 

social recommender mechanism for e-

commerce: Combining similarity, trust, and 

relationship. Decision Support Systems, 55(3), 

740-752 

[4]  Pathak, B., Garfinkel, R., Gopal, R., 

Venkatesan, R., & Yin, F. (2010). Empirical 

analysis of the impact of recommender systems 

on sales. Journal of Management Information 

Systems, 27(2), pp. 159-188. 

[5] Sandoval, S.V. (2015). Novelty and Diversity 

Evaluation and Enhancement in Recommender 

Systems  (Doctoral thesis, Universidad 

Autonama Demadrid, Madrid, Spain). Retrieved 

from http://dl.acm.org/citation.cfm?id=1944341 

[6]   Xiao, B., & Benbasat, I. (2007). E-commerce 

product recommendation agents: Use, 

characteristics, and impact. Mis 

Quarterly, 31(1), 137-209. 

[7] Pu, P., Chen, L., Hu, R.: E-Commerce product 

recommendation agents: Use, Characteristics, 

and impact. Proceedings of the fifth ACM 

conference on Recommender systems, 157–164 

(2012) 

[8]  Nanou, T., Lekakos, G., Fouskas, K.: The 

effects of recommendations’ presentation on 

persuasion and satisfaction in a movie 

recommender system). Multimedia systems, 

16(4-5), 219–230 (2010) 

[9] Cremonesi, P., Garzotto, F., & Turrin, R. 

(2012). Investigating the persuasion potential of 

recommender systems from a quality 

perspective: An empirical study. ACM 

Transactions on Interactive Intelligent Systems 

(TiiS), 2(2), 11. 

[10] Nass, C., Steuer, J., & Tauber, E. R. (1994, 

April). Computers are social actors. 

In Proceedings of the SIGCHI conference on 

Human factors in computing systems (pp. 72-

78). ACM. 

[11] Fogg, B. J. (2003). Persuasive Technology: 

Using Computers to Change What We Think 

and Do. San Francisco: Morgan Kaufmann 

Publishers. 



Journal of Theoretical and Applied Information Technology 
 31

st
 August 2016. Vol.90. No.2 

 © 2005 - 2016 JATIT & LLS. All rights reserved.   

 

ISSN: 1992-8645                                                       www.jatit.org                                                          E-ISSN: 1817-3195      

 
84 

 

 

[12] Lindqvist J, Cranshaw J, Wiese J, Hong J, 

Zimmerman J (2011) I’m the mayor of my 

house: Examining why people use foursquare: 

a social-driven location sharing application. 

Proceedings of the SIGCHI Conference on 

Human factors in computing 

systems,Vancouver, BC, Canada. 2409–2418. 

Doi: 1.1145/ 1978942.1979295 

[13] O'keefe, R. M., & McEachern, T. (1998). 

Web-based customer decision support 

systems Communications of the ACM, 41(3), 

71-78. 

[14] Oinas-Kukkonen, H. (2013). A foundation for 

the study of behavior change support 

systms. Personal and ubiquitous 

computing, 17(6), 1223-1235. 

[15] Sinha, R., Swearingen, K.: The role of 

transparency in recommender systems. CHI'02 

exteded abstracts on Human factors in 

computing systems. 830–831 (2002) 

[16] Oduor, M., Alahäivälä, T., & Oinas-

Kukkonen, H. (2014). Persuasive software 

design paterns for social influence. Personal 

and ubiquitous computing, 18(7), 1689-1704. 

[17] Stibe, A., Oinas-Kukkonen, H., & Lehto, T. 

(2013, January). Exploring social influence on 

customer engagement: a pilot study on the 

effects of social learning, social comparison, 

and normative influence. In System Sciences 

(HICSS), 201 46th Hawaii International 

Conference on (pp. 2735-2744). IEEE. 

[18] Idler, S. (2012, June 19). How Individual 

Learning Styles Improve the User Experience. 

Retrieved from http://blog.usabilla.com/how-

indiidual-learning-styles-improve-the-user-

experience/ 

[19] Oinas-Kukkonen, H., & Harjumaa, M. (2009). 

Persuasive systems design: Key issues, 

process model, and system 

fetures. Communications of the Association 

for Information Systems, 24(1), 28. 

[20] Banura, A. (1977). Social learning theory. 

General Learning Press. 

[21] Oinas-Kukkonen, H., & Harjumaa, M. (2008). 

A systematic framework for designing and 

evaluating persuasive systems. In Persuasive 

technology (pp. 164-176). Springer Berlin 

Heidelberg. 

[22] Aladwani, A. M., & Palvia, P. C. (2002). 

Developing and validating an instrument for 

measuring user-perceived web quality. 

Information & management, 39(6), 467-476. 

 

[23] Kim, H., & Fesenmaier, D. R. (2008). 

Persuasive design of destination web sites: An 

analysis of first impression. Journal of Travel 

research. 

[24] Alhammad, M. M., & Gulliver, S. R. (2014). 

Persuasive Technology and Users Acceptance 

of E-commerce: Users Perceptions of Website 

Persuasiveness. Journal of Electronic 

Commerce in Organizations (JECO), 12(2), 1-

13. 

[25] Benbasat, I. (2010). HCI research: Future 

challenges and directions. AIS Transactions 

on Human-Computer Interaction, 2(2), 1. 

[26] Kaptein, M. (2011). Toward effective codes: 

Testing the relationship with unethical 

behavior. Journal of Business Ethics, 99(2), 

233-251. 

[27] Bandura A (1976) Social learning theory. 

Prentice Hall, Englewood Cliffs 

[28] Bandura, A., Social Foundations of Thought 

and Action: A Social Cognitive Theory, 

Prentice-Hall, Englewood Cliffs, NJ, 1986 

[29] Bandura, A., “Social Cognitive Theory of 

Mass Communication,” Media Psychology, 

3(3), 2001, pp. 265-299.  

[30] Bandura, A., “Social Cognitive Theory of Self-

Regulation,” Organizational Behavior and 

Human Decision Processes, 50, 1991, pp. 248-

287.  

[31] Denler, H., Wolters, C., & Benzon, M. (2013). 

Social cognitive theory. Education. com. 

[32] Consolvo, S., Everitt, K., Smith, I., & Landay, 

J. A. (2006, April). Design requirements for 

technologies that encourage physical activity. 

In Proceedings of the SIGCHI conference on 

Human Factors in computing systems (pp. 

457-466). ACM. 

[33] Vassileva, J. (2008). Toward social learning 

environments. Learning Technologies, IEEE 

Transactions on, 1(4), 199-214. 

[34] Rosas P, Howard S, Gibbs M (2013) managing 

multiple influences: self-monitoring and social 

comparison at the same time and context. First 

international conference on behavior change 

support systems, Sydney, Australia, pp 19–22 

[35] Flynn FJ, Amanatullah ET (2012) Psyched up 

or psyched out? The influence of co actor 

status on individual performance. Organ Sci 

23(2):402–415 

[36] Tang, T. Y., Daniel, B. K., & Romero, C. 

(2015). Recommender systems in social and 

online learning environments. Expert Systems, 

32(2), 261-263. 

 



Journal of Theoretical and Applied Information Technology 
 31

st
 August 2016. Vol.90. No.2 

 © 2005 - 2016 JATIT & LLS. All rights reserved.   

 

ISSN: 1992-8645                                                       www.jatit.org                                                          E-ISSN: 1817-3195      

 
85 

 

[37] A. Bandura, Self-efficacy mechanism in 

human agency, American Psychologist 37 (2) 

(1982) 122–147 

[38] Campbell, D. J. (1991). Goal level, task 

complexity, and strategy development: A 

review and analysis. Human Performance, 4, 

1–31. 

[39] Gill, T. G. (1996). Expert systems usage: Task 

change and intrinsic motivation. MIS 

Quarterly, 20 (3), 301–329 

[40] Lysonski, S., & Durvasula, S. (2013). 

Consumer decision making styles in retailing: 

evolution of mindsets and psychological 

impacts. Journal of Consumer Marketing, 

30(1), 75-87. 

[41] Daft, R. L., Lengel, R. H., & Trevino, L. K. 

(1987). Message equivocality, media selection 

and manager performance: implications for 

information systems. MIS Quarterly, 11, 355 

e366 

[42] Hajli, M., Bugshan, H., Lin, X., & 

Featherman, M. (2013). From e-learning to 

social learning–a health care study. European 

Journal of Training and Development, 37(9), 

851-863. 

[43] Thoits, P.A. (1982), “Conceptual, 

methodological, and theoretical problems in 

studying social support as a buffer against life 

stress”, Journal of Health & Social Behavior, 

Vol. 23 No. 2, pp. 145-159 

[44] Jaafar, S. N., Lalp, P. E., & Naba, M. M. 

(2012). Consumers’ Perceptions, Attitudes 

and Purchase Intention towards Private Label 

Food Products in Malaysia. Asian Journal of 

Business and Management Sciences, 2(8), 73-

90. 

[45] Sproles, G.B. and E.L. Kendall, 1986. A 

methodology for profiling consumers’ 

decision-making styles. J. Consum. Aff., 

20(2): 267-279 

[46] Ajzen, I. (2011). Theory of planned behavior. 

Handb Theor Soc Psychol Vol One, 1, 438. 

[47] Bandura, A. (1999). Social cognitive theory of 

personality. Handbook of personality: Theory 

and research, 154-196. 

[48] Cheung, C. M., Xiao, B., & Liu, I. L. (2012, 

January). The impact of observational learning 

and electronic word of mouth on consumer 

purchase decisions: The moderating role of 

consumer expertise and consumer 

involvement. In System Science (HICSS), 

2012 45th Hawaii International Conference 

on (pp. 3228-3237). IEEE. 

 

[49] Chen, Y., Wang, Q., & Xie, J. (2011). Online 

social interactions: A natural experiment on 

word of mouth versus observational learning. 

Journal of marketing research, 48(2), 238-

254.  

[50] Cheung, C.M., & Thadani, D. R. (2012). The 

impact of electronic word-of-mouth 

communication: A literature analysis and 

integrative model. Decision Support Systems, 

53(1), 461-470. 

[51] Yi, M. Y., & Davis, F. D. (2003). Developing 

and validating on observational learning 

model of computer software training and skill 

acquisition. Information System Research, 

14(2), 146-169. 

[52] Mbati, L. (2013). Online social media 

applications for constructivism and 

observational learning. The International 

Review of Research in Open and Distributed 

Learning, 14(5). 

[53] Lu, X., Li, Y., Zhang, Z., & Rai, B. (2014). 

Consumer Learning Embedded in Electronic 

Word of Mouth. Journal of Electronic 

Commerce Research, 15(4), 300. 

[54] Mudambi, S. M., & Schuff, D. (2010). What 

makes a helpful review? A study of customer 

reviews on Amazon. com. MIS quarterly, 

34(1), 185-200. 

[55] Keller K.L. (2001). Building customer-based 

brand equity. Marketing management Vol. 

10(2). pp.14-19.  

[56] Kim J. O. and Jin B.H.(2001). Korean 

consumers’ patronage of discount stores: 

Domestic vs. multinational discount stored 

shoppers’ profile. Journal of Consumer 

Marketing, Vol. 18(3). pp. 236-255.  

     

  

 

 

 


