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Motivations and influence mechanism of political consumerism

in social commerce: moderating effect of political orientation

KONG Qingmin LIANG Xiuqing ZHANG Zheng KANG Xiaxia
( Business School Guangxi University Nanning 530004 China)

Abstract: The rise of political consumerism in social commerce has attracted the attention of scholars. This paper has ana—
lyzed the mechanism of political consumerism in social commerce motivation and its effects and the moderating effect of politi—
cal orientation. The empirical study has found that the self-value expression the social identification and the social approval
have significantly positive effects on the political consumerism and the political orientation plays a moderating effect on the in—
fluence of the self-value expression on the political consumerism. The research conclusion has important guiding significance on
how to manage political consumerism in social commerce.

Key words: social commerce; political consumerism; motivations; political orientation



