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ABSTRACT

Online shopping’s growing popularity is projected to continue in future, as
online vendors increasingly use this channel to sell products. Consumers and vendors
can communicate directly with each other by chat channels. LINE has responded by
adding social commerce channels through Line Shopping, collecting diverse stores in
response to consumer demand. This research studied the intention to shop online by
Line shopping by studying perception of ease of use, perception of risk, attitude
towards purchasing products through Line shopping, and how social commerce
familiarity affects intention to shop online through Line shopping. 401 samples were
consumers experienced with using the Line shopping platform. Data was collected by
online questionnaire and analyzed statistically by multiple regression, using software
packages.

Results were that among factors affecting the intention of online shopping
through the LINE platform, familiarity with social commerce was significant, followed
by attitude towards shopping on Line resulting from perceived risk, and ease of use.
These findings may be useful for entrepreneurs seeking to meet future consumer

needs and requirements for further online shopping apps. Developing better platforms
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offering major shopping incentives would attract attention and win consumer

preference by adopting useful suggestions.
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