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ABSTRACT 

Social commerce (s-commerce) relies on social media to support the buying and 

selling activities between customers and sellers.  S-commerce sites have nowadays 

enabled their sellers to form their individual community, constitutes invited members 

of other shoppers, serving as trusted agents or targets and share shopping information 

and experience with their new customers.  This study termed this new facet of 

communities as social commerce individual vendor community (SCIVC). 

 

A recent business paradigm of s-commerce sites indicates that customers spend a 

little time with s-commerce sellers and/or members in SCIVC, and thus swift trust, a 

quickly formed trust in a new relationship, deems be more appropriate representing as 

a basis of their trust building formulated.  From the perspective of trust transfer 

theory, this thesis firstly develops the swift-based trust transfer process model and 

then examines how both swift trusts factors of individual sellers and members in 

SCIVC would affect customer trust in s-commerce sites.   Secondly, this thesis 

verifies how the social support affects the model constructs of the swift-based trust 

transfer process, and subsequently how they further affect relationship outcomes on s-

commerce sites.  In this thesis, we quantified social support based on functional 

customer orientation construct and relational customer orientation construct; whereas 

respective swift guanxi and swift credibility constructs used to measure factors of 

swift trust factor between a customer with their seller and between a customer with 

their members of SCVIC.  Lastly, we measured relationship outcomes by the 

following factors: repurchase intention, social shopping intention (i.e. measured by 

WOM adoption), and social sharing intention (i.e. measured by WOM intention). 

 

 

Based on a survey of 287 s-commerce shoppers from a s-commerce site - WeChat, 

our results revealed that the customer trust in s-commerce sites can be transferred 

from both respective swift trusts.  This implies that their trust can be influenced by s-

commerce parties, that are individual sellers and members of SCVIC.   Our results 

also showed that the proposed social support factors, namely functional and relational 

customer orientation, both have mainly a positive relationship on respective swift 

guanxi, swift credibility, and customer trust factors, and subsequently influenced the 

three proposed factors of relationship outcomes.  Exceptional insignificant cases 

included the relationship between relationship customer orientation and customer 

trust, the relationship between swift guanxi and WOM adoption and the relationship 

between swift credibility and WOM intention.   

 

In conclusion, this thesis makes three main contributions.  First, it confirms consumer 

trust in s-commerce sites can be transferred from their sellers via guanxi trust and 

members in SCVIC via credibility trust.  Second, it confirms functional and relational 

customer orientation have a profound total effect on both the proposed relationship 

mediator of trust and relationship outcomes.  Lastly, it confirms the proposed 

customer orientation constructs and relationship mediator of trust promote not only s-
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commerce shopping behavior through collaborative sharing and social shopping but 

also individual-based repeat buying decisions. 
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CHAPTER 1 INTRODUCTION 

This chapter presents the objective, justifications, and the organization of this 

thesis.  It composes of the following sections: 

a) Purpose, Scope, and Research Justifications; 

b) Overview of the Research Models; and 

c) Organization of this Thesis. 

1.1. Purpose, Scope, and Research Justifications 

Social commerce (s-commerce) is referred to as activities of buying and selling of 

products and services between consumers and sellers over social media with 

collaborative e-commerce tools (Sharma et al., 2017).  Inherited from social 

collaborative features, social commerce provides two-way social communication 

connections, such as consumer-to-consumer (c2c) interaction and consumer-to-

seller (c2s) interaction, to encourage consumers to participate social shopping 

activities such as sharing and exchanging trustworthy information about products 

and services with community members and to reach a consensus before execute 

sales transaction with sellers (Kim & Park, 2013; Ng, 2013).  These sharing 

consumption experiences via communication tools promote consumers intend to 

shop on s-commerce sites and make s-commerce to succeed (Chen & Shen, 2015; 

Tajvidi et al., 2017). 
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Previous studies considering various models to secure s-commerce shopping and 

have articulated that distrust is a key factor why customers refuse to commit 

themselves to shop or revisit s-commerce sites again (Crosby et al., 1990; Gefen, 

2000; Kim & Park, 2013; Stewart, 2003).  A paradigm shift of recent s-commerce 

studies has cultivating s-commerce trust through customer motivation and 

voluntarily participates in online connections that would enhance consumers’ 

loyalty and could encourage customers to repeat to shop (Diao et al., 2015).  This 

trend includes brand trust studies in c2c and c2s interactions in two separate 

studies.  In the first study conducted by Tajvidi et al. (2017), they considered 

communication tools severing as influence factors to a relationship mediator, 

which consisted of social support factor of measures from trust, commitment, and 

satisfaction.  They assumed that sellers provide marketer-generated contexts 

(MGC) that can assist customers to measure their “consumption goal” (Goh et al., 

2013) and acquire clarification via communications (Kim & Park, 2013) in the 

brand communities.  They found that both c2c interaction (i.e. targeted between 

customers and members from the brand communities) and c2s interaction (i.e. 

targeted between customers and brand page of MGC) have significantly 

influenced to the proposed social support factor of a relationship mediator in s-

commerce sites.  In the second study, Liu et al. (2018) focused on the brand trust 

in social media brand communities (SMBCs), which refers to “firm-initiated 

communities built among admirers of a brand on social media sites” (p. 1), and 

determined how consumer trust in a brand can be transferred from two targets of 

trusted parties, such as marketers (i.e. agencies or employees who interact with 

customers on behalf of companies or sellers) and other consumers (i.e. members 

of communities), in the SMBCs.  In their study, they treated the c2s interaction as 
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the initial trust between customers and marketers in SMBCs, and c2c interaction 

as the initial trust between customers and members in SMBCs.  Through the 

perspective of the theory of trust transfer, they drew the conclusion that consumer 

trust in a brand can be transferred from two targets of trusted parties – marketers 

and other consumers – that are c2s and c2c initial trusts have both a significant 

effect on brand trust in SMBCs.  This result significantly contributed to enrich the 

theory of trust transfer in the communication process in brand trust.  This thesis 

sets to extend these brand trust studies with c2c and c2s models and to develop a 

customer trust model for promoting s-commerce sites.  The reason is being that 

most recent sellers in s-commerce sites are shops selling none-branded goods and 

services.  The brand trust studies have a limited useful to explain the latter 

behavior.   We further explain our research objective and rationale clearly below. 

Recent studies of s-commerce sites suggest that their individual sellers are 

generally small-in-size and mainly selling non-branded goods or services 

(iResearch, 2017; Leeraphong & Papasratorn, 2018; Wongkitrungrueng & Assarut, 

2018).  Buyers of these s-commerce sites are mainly interested in shopping for 

different goods and services from various stores and thus the behavior of return to 

purchase has not been secured (Lim et al., 2012).  Although a direct 

communication between sellers and buyers such as c2s interaction is made 

available, the c2c interaction still relied on the open forum (Che et al., 2017).  A 

new s-commerce facet of s-commerce sites such as WeChat has now allowed 

individual sellers create their own community and appoint their trusted agents to 

participate in c2c interaction with their respective buyers independently (Dan, 

2018).  As opposed to SMBCs in brand trust studies, this thesis called the 
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community created by individual sellers in s-commerce sites as social commerce 

individual vendor community (SCIVC).   Nowadays, most s-commerce sites 

consider such a new feature of c2c interaction is one of the standard features for 

their stores.  Our basic research question was that who would benefit more from 

this new feature of SCIVC, the s-commerce sites or their individual sellers (i.e. 

non-branded firms)?   Can the customer trust model proposed by Liu et al. (2018) 

be used to cultivate and improve brand loyalty for s-commerce sites?  That is, can 

the customer trust of s-commerce sites be transferred from the trusted parties of 

individual sellers via c2c and c2s interactions?  Would individual sellers 

exercising c2c and c2s features and creating their individual community help s-

commerce sites promote business performance in terms of s-commerce social 

support (i.e. social shopping intention, and social sharing intention) as verified by  

Liang et al. (2011) in e-commerce, and the repeat of purchase by Lin et al. (2017)?  

Lastly, would there any social support features help to predict c2c and c2s 

interactions as suggested by previous studies such as Chen & Shen (2015), Liang 

et al. (2011), and  Lin et al. (2018)? 

As mentioned, the main components of our research model were generally 

grounded from the concept of the communication channels of the trust transfer 

process model proposed by Liu et al. (2018) which consisted of the following 

three model constructs: brand trust, c2s initial trust, and c2c initial trust.  Brand 

trust refers to a fan trusting a brand, c2s initial trust refers to a fan trusting 

representatives, and c2c initial trust refers to a fan trusting other fans.   In this 

thesis, these corresponding constructs referred as customer trust, c2s initial trust, 

and c2c initial trust.  Whereas, customer trust refers to a customer trusting s-
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commerce sites, c2s initial trust refers to a customer trusting a seller of s-

commerce sites, and c2c initial trust refers to a customer trusting community 

members appointed by individual sellers.  This thesis considers community 

members or “other shoppers” as the community of SCIVC.  We now proceed to 

explain how to quantify our research model below. 

Previous studies considering trust have reported that customer trust varies upon 

how well a customer (or a trustor) knows about the seller (or a trustee).  Robert et 

al. (2009) spell out that customer trust can either be considered as knowledge-

based trust or swift trust.  They explained that the trust of individuals is gradually 

developed over time based on how much of trustors know about their sellers or 

stakeholders or team members; individual swift trust is formed initially when 

trustors know a little about each other, but this effect declined and replaced by 

knowledge-based trust when trustors accumulated sufficient information to assess 

the behavior of their team-mates.  Also, Li et al. (2009) also articulate that 

individual swift trust is particularly applied to online shoppers because consumers 

have many shopping choices and they tend to “expend limited time and effort” on 

unfamiliar virtual stores.  It has also generally observed that individual swift trust 

is applied to most customers shopping in s-commerce stores such as WeChat or 

Instagram.  Reasons are being that these s-commerce stores were generally small-

in-size which selling mainly non-branded goods and services (iResearch, 2017; 

Leeraphong & Papasratorn, 2018; Wongkitrungrueng & Assarut, 2018).  Their 

customers were mainly interested in shopping for different goods and services 

from various s-commerce stores (Lin et al., 2018; Wongkitrungrueng & Assarut, 

2018; Wu & Li, 2018).    
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Judging from the above, our customer trust in s-commerce sites considered as the 

knowledge-based trust and c2s and c2c initial trusts constituted of swift trust from 

SCVIC.   We now outline our research goals clearly in below. 

The first goal of my thesis is to examine whether the customer trust in s-

commerce sites can be transferred from other trusted parties in SCIVC (Chen & 

Shen, 2015; Sharma et al., 2017).  Specifically, the proposed model has grounded 

from the theory of trust transfer and the objective is to study how consumer trust 

in s-commerce sites can be transferred from the trusted targets of c2c swift trust 

and c2s swift trust.  Each of these c2c and c2s swift trusts “captures a unique 

angle of interactivity, which are combined to reflect a holistic picture of customer 

interactions in a social commerce environment” (Tajvidi et al., 2017, p. 3).  In this 

thesis, the trusted target of c2c connection refers to other customers or members 

of SCIVC, whereas the target of c2s connection refers to individual sellers of 

SCIVC.  This so-called “trust transfer process model” allows us to answer a 

research question such as to the extent to which, and in what way, efforts 

expended on trust transfer of c2c and c2s swift trusts of SCIVC to consumer trust 

in s-commerce sites. 

The second objective of our thesis is to propose and examine the influence factors 

of the above trust transfer process model.  Prior s-commerce studies have focused 

on several key antecedents of trust building such as s-commerce characteristics 

(Sharma et al., 2017), social support (Chen & Shen, 2015; Liang et al., 2011; Lin 

et al., 2018), social presence of vendors (Lu et al., 2016).  This thesis proposes to 

focus on our social support based on the customer-centric approach outlined by 

Sheth et al. (2000) for two reasons.  First, we consider individual sellers can now 
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create their c2c connection independently together with a community of invited 

members serving as a trusted target, therefore social support features should also 

be catered to ensure that they match to the needs of a trusted target and their 

customers.  Second, the doctrine of market-driven logic clearly spells out that s-

commerce vendors should offer more resources and activities to support and build 

partnership with their customers than focus on individual core products and 

services (Prahalad & Ramaswamy, 2000; Sheth et al., 2000).  This thesis adopts 

the customer orientation theory and proposes two antecedent constructs as 

functional customer orientation and relational customer orientation.  Functional 

customer orientation refers to as a set of task-oriented services offer to motive s-

commerce consumers by satisfying shopping decisions such as buying the product 

matched to their needs.  Relational customer orientation refers to activities or 

benefits which promote happiness or partnership with s-commerce users such as 

pampering services.  Our objective here is to verify if customer orientation theory 

can be used to predict the behavior of three model constructs of the trust transfer 

process model, namely c2c and c2s swift trusts in SCIVC and consumer trust in s-

commerce sites. 

At last, we followed the study of Chen and Shen (2015) and proposed that the 

relationship outcomes of this thesis echo the contents of the constructs of our trust 

transfer process model.  This part of our study intends to verify whether s-

commerce shoppers could help and shape s-commerce behavior by learning 

experience gained through c2c and c2s interactions by shifting their consumption 

decisions based on collaborative shopping and social shopping. This study also 

purposes to consider individual-based repurchased intention for verifying whether 
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consumers intend to repeat to shop in s-commerce sites.  The latter reason is being 

that previous studies reported that almost 50% of s-commerce shoppers will not 

revisit s-commerce sites (Lim et al., 2012), and we like to further examine if our 

model can predict customers’ repurchase intention in s-commerce shopping.  In 

short, this thesis proposes the following three measures: social shopping intention, 

social sharing intention, and repurchase intention.  Social shopping intention 

refers to the extent to which a customer to adopt other shoppers’ shopping 

experience to make his/her shopping decisions in s-commerce sites.  Social 

sharing intention measures the extent to which a customer to spread word of 

mouth about the good things about s-commerce shopping.   Repurchase intention 

refers to the extent to which a customer to repeat to shop in s-commerce sites (Lin 

et al., 2017).   

1.2. Overview of the Research Model 

This thesis develops a theoretical model based on trust transfer theory that 

examines whether customer trust in s-commerce sites can be explained and 

transferred from the  two sources of trusted parties (i.e. other customers serving 

the trusted target in consumer-to-consumer interaction and the seller serving as 

the trusted target in consumer-to-seller interaction), and then adopts customer 

orientation theory serving as social support services provided by s-commerce 

sellers in s-commerce sites to predict the behaviors of two swift trusts of c2c and 

c2s interactions and consumer trust, and subsequently the relationship outcomes 

on s-commerce shopping.  This thesis proposes the social commerce individual 
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vendor community (SCIVC) as individual seller-initiated community built by 

themselves on s-commerce sites. 

In particular, we examine how social support services of s-commerce firms or 

sellers can be used to explain swift trusts of both trusted members and sellers in 

SCIVC, and consumer trust in s-commerce sites, and how the latter three trust 

transfer constructs further impact on the intention of consumers promote to shop 

in s-commerce sites. We quantify customer orientation theory based on constructs 

of functional customer orientation and relational customer orientation. We 

measure consumers’ intention to promote by considering three relationship 

outcomes such as repurchase intention, social shopping intention, and social 

sharing intention. 

The measurement items of constructs in this study are adopted from previously 

established studies.  This thesis firstly assesses the validity of the measurement 

model by using the statistical method of confirmatory factor analysis.  We then 

analyze the proposed relationships in the research model using the statistical 

method of Structural Equation Modeling (SEM).  The SEM allows our study to 

firstly validate the measurement model, and then to assess the significance of 

relationships in the structural model.  The data of this study is collected from a 

survey study conducted on a popular social commerce site in China – WeChat. 

1.3. Organization of this Thesis 

This thesis is organized into seven chapters.  Chapter 1 introduces the research 

background, rationale, objective, overview of the research model, and 
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organization of this thesis.  Chapter 2 presents the literature review on relevant 

theories and concepts in this thesis, including social commerce, trust and trust 

transfer theory, customer orientation theory, and relationship outcomes of 

intending to promote shopping in s-commerce.  The proposed research model and 

hypotheses are explained in Chapter 3.  Chapter 3 also describes the methodology 

that employed in this study to examine the measurement and structural models.  

Chapter 4 presents the sample profiles of respondents. The results findings of this 

study are shown in Chapter 5.  Chapter 6 presents the discussions of result 

findings and implications.  Lastly, Chapter 7 draws a conclusion on the overall 

findings, contributions, limitations, and future research directions of this thesis. 
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CHAPTER 2 LITERATURE REVIEW 

This chapter aims at presenting a holistic review of the concepts and theories that 

are related to the contents of this thesis.  It includes the following sections: 

a) Social Commerce; 

b) Trust; 

c) Trust Transfer Theory; 

d) Social Support with Customer Orientation Theory; and 

e) Relationship outcomes. 

2.1 Social Commerce 

With the increasing popularity of social networking sites (SNSs), such as 

Facebook, Twitter, and WeChat, a new form of online business, called s-

commerce, has been emerged.  S-commerce combines e-commerce with SNSs 

enable customers to participate in online shopping activities with community 

members.  As s-commerce is a new emerging concept in online marketplaces, 

literature have attempted to define them clearly in various ways such as those 

provided by Liang and Turban (2011), Kim and Park (2013), and Ng (2013).  

Table 2.1 provides a list of sample definitions of s-commerce from previous 

studies.  Most definitions share the views that there are three major elements 
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included in s-commerce such as social network technologies, community 

interactions, and commercial activities.  In this regard, this thesis considers s-

commerce as the shopping activities relating to buying and selling products and 

services between consumers and sellers in the community over SNSs.   

Next, we discuss two basic components that form the foundation of this thesis of 

study: c2c and c2s communications, and SCIVC concept. 

Table 2.1 Definitions of Social Commerce 

Literature Definitions 

Stephen and 

Toubia (2010, p. 

215) 

“Social commerce and social shopping are forms of Internet-

based “social media” that allow people to participate actively 

in the marketing and selling of products and services in 

online marketplaces and communities”. 

Liang and 

Turban (2011, p. 

6) 

“The delivery of e-commerce activities and transactions via 

the social media environment, mostly in social networks and 

by using Web 2.0 software”. 

Wang and Zhang 

(2012, p. 106) 

“A form of commerce that is mediated by social media and is 

converging both online and offline environments. Social 

commerce involves using social media that support social 

interactions and user contributions to assist activities in the 

buying and selling of products and services online and 

offline”. 

Kim and Park 

(2013, p. 319) 

“A new business model of e-commerce driven by social 

media (e.g., SNSs) that facilitates the purchasing and selling 

of various products and services”. 

Ng (2013, p. 

609) 

“The online buying and selling activities initiated via social 

media, which entails business transactions through either 

social media (e.g., on a Facebook store) or other e-commerce 

sites”.  

2.1.1  c2c and c2s Communications 

Previous studies suggested that customer-to-customer (c2c) and consumer-to-

seller (c2s) are two major types of social communications made available in s-

commerce. 
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S-commerce sites enable customers to share their shopping experiences and to get 

product suggestions from others to build effective c2c communication.  

Researchers suggested that c2c communications in the form of recommendation, 

referral, and rating can support customers’ purchase decision making (Hajli, 2015; 

Sharma et al., 2017; Sheikh et al., 2019).  In addition, Ng (2013) claimed that the 

message exchanges or photo sharing with online friends (i.e., familiarity) and 

intense liking and moral support (i.e., closeness) can enhance the customers’ 

feeling of secure with members in their communities.   

In the perspective of c2s communication, Lin et al. (2017) claimed that 

communication with customers can take many forms, for instance, sellers can 

respond to customers’ questions in a timely manner, make product suggestions to 

customers, and receive customer feedback in order to improve their services (Kim 

& Park, 2013; Lin et al., 2017; Yahia et al., 2018).   

In addition, Tajvidi et al. (2017) articulate that each of c2c and c2s 

communications “captures a unique angle of interactivity, which are combined to 

reflect a holistic picture of customer interactions in a social commerce 

environment” (Tajvidi et al., 2017, p. 3).  Thus, the effect of both c2c and c2s 

communications should also be interpreted together so that the overall picture of 

s-commerce can be better interpreted. 

2.1.2  Concept of Social Commerce Individual Vendor Community (SCIVC) 

S-commerce sites have nowadays facilitated the capability of their sellers to 

formulate their own community, via invited their loyal shoppers, serving as 
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trusted agents and share shopping information and experience with their new 

customers.  This study termed this new facet of the community as social 

commerce individual vendor community (SCIVC).  Examples of s-commerce 

sites that have the SCIVC feature include Facebook and WeChat (Bao & 

Volkovynska, 2016; Dan, 2018).  The SCIVC feature plays an important role 

when we developed our thesis model later. 

2.2 Trust 

Trust has been considered as a critical factor for business success in a wide range 

of disciplines, including marketing (Chaudhuri & Holbrook, 2001; Doney & 

Cannon, 1997), management (Mayer et al., 1995), knowledge sharing (Chow & 

Chan, 2008; Renzl, 2008), information systems (Vance et al., 2008), virtual team 

(Robert et al., 2009), e-commerce (Gefen et al., 2003; Lim et al., 2006), social 

media (Laroche et al., 2012), and s-commerce (Kim & Park, 2013).   

In marketing literature, scholars articulate that trust will increase the cooperation 

between suppliers and buyer by reducing their conflicts (Doney & Cannon, 1997; 

Morgan & Hunt, 1994).  In e-commerce, since the products cannot be tangible, 

tested by customers nor face-to-face interactions with sellers, trust is needed to 

secure the online transactions (Lim et al., 2006).  Gefen (2000) pointed out that 

trust is the salient factor influences customers’ purchase intention towards online 

vendors.  Previous studies on s-commerce have also suggested that trust is one of 

the essential elements of success for promoting transactions and business 

relationships (Chen et al., 2009; Leeraphong & Papasratorn, 2018). 
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2.2.1  Definitions of Trust 

Mayer et al. (1995) provided a widely accepted definition of trust.  They defined 

trust as “the willingness of a party to be vulnerable to the actions of another party 

based on the expectation that the other will perform a particular action important 

to the trustor, irrespective of the ability to monitor or control that other party” 

(Mayer et al., 1995, p. 712).   

Many researchers have claimed that trust can be quantified by considering their 

multidimensional characteristics (Chowdhury, 2005; Johnson & Grayson, 2005; 

McAllister, 1995; Swift & Hwang, 2013).  In general, trust can be measured in a 

form of affective trust or cognitive trust.  Affective trust refers to the perceived 

strength and feelings of security of the relationship between trustors and trustees 

(Rempel et al., 1985).  Whereas, cognitive trust refers to the extent to which a 

trustor is willing to depend upon the reliability and competence of a trustee 

(Moorman et al., 1992; Rempel et al., 1985).   This thesis follows the doctrine of 

cognitive trust and considers our consumer trust as the extent to which a consumer 

has confidence in the reliability and integrity of s-commerce sites.  

To quantify consumer trust, we adopted the work of Robert et al. (2009).  They 

proposed the following three measurement items:1) I would probably consider 

him or her trustworthy, 2) I see no reason to doubt his or her competence, and 3) I 

believe I would be able to rely on him or her.  These items originally measure the 

extent to which an employee perceived other team members are trustworthy and 

reliable.  We adopted these questions to measure our consumer trust towards s-

commerce sites (we labeled it as Trust in our research model).  We denoted these 
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three measurement items as Trust1, Trust2, and Trust3 and we adopted them in 

our questionnaire development with phrase modification that aligns to this study 

later.  Table 3.2 in Chapter 3 and also Appendix A show a final version of these 

works. 

2.2.2  Knowledge-Based Trust versus Swift Trust 

According to Robert et al. (2009), trust can be classified into knowledge-based 

trust and swift trust.  Knowledge-based trust, also known as developed trust, 

refers to a trustor can evaluate the ability, integrity, and benevolence of a trustee 

based on their accumulated knowledge that resulted from past interaction.  

Whereas, swift trust refers to a trust which is built quickly in a new relationship 

and reflects limited interaction between trustors and trustees (Meyerson et al., 

1996).  They further explained that swift trust will be disappeared over time and 

substituted by knowledge-based trust when personal knowledge and interaction 

between trustors and trustees is accumulated.   

Previous literature in s-commerce mainly focused on knowledge-based trust 

because they assumed that consumer trust has been accumulated through past 

historical experience with users via online or social network communities or 

friendships (Hajli, 2015; Ng, 2013; Qin, 2017; Sun et al., 2016).  Lately, many 

online shopping studies claimed that shoppers are tended to expend limited time 

and effort for shopping environment (Guo et al., 2017; Li et al., 2009; Ou et al., 

2014).   Li et al. (2009) referred the latter case as the swift trust, and further 

explained that customers would not willing to spend too much time with 

unfamiliar virtual stores because shoppers have many shopping choices.  S-
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commerce stores share these features together with small-size shops selling non-

branded goods and services.  Thus, swift trust plays an important role in s-

commerce sites.   We are not aware of any s-commerce study of swift trust relates 

to sellers’ community of SCIVC.  Therefore, there is an urgent need to develop a 

research model that measures swift trust of the community or members of SCIVC.  

To link this concept to our study, we now proceed to explain firstly the trust 

transfer theory and then develop its association with swift trust of this study below. 

2.3 Trust Transfer Theory 

Trust transfer theory posits the relationship of three actors: trustor, trustee, and 

third person.  Trustor is the person who judges to render trust or not, trustee refers 

to the trustworthiness of events that assessed by a trustor, a third person is the 

“broker” or association event that takes place in the trust transfer process (Stewart, 

2003).  Wang et al. (2013) explained the underlying logic of the trust transfer 

process and stated that “when the trustor trusts in the third person and there is a 

close relationship between the trustee and the third person, the trustor’s trust in the 

third person will be transferred to the trustee” (p.1396).   Previous trust transfer 

studies suggested that there are two types of the trust transfer process; namely the 

cognitive process and communication process.  We now discuss them below.   

2.3.1  Cognitive Process versus Communication Process 

The cognitive process is based on the trustors’ knowledge on the trustee of events 

that associated with the third party or trusted sources such as similarity and 

business tie (Stewart, 2003).  When a trustor perceives the similarity and 
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relationship ties between a trustee and a trusted source, a trustor will transfer 

his/her trust from the trusted source to the trustee.   

On the contrary, the communication process of trust transfer may occur when 

“either the target or a trusted third party exerts direct influence on the trustor” 

(Stewart, 2003, p.6).  Liu et al. (2018) supplemented that “the communication 

process of trust transfer occurs when the trustor is directly influenced by the 

trusted source during their communication” (p.1).  In other words, the 

communication process emphases on the interaction between a trustor and the 

trusted sources and the trustor is directly influenced by the experience of the 

trusted sources (Liu et al., 2018).  A trustor can learn the secondhand information 

and experience of the trusted sources about the trustee through the word of mouth 

communication.  For instance, if a trustor receives a positive word of mouth 

referral about a trustee (e.g., an unknown seller) from his/her trusted sources (e.g., 

friends), he/she will transfer his/her trust in friends to the unknown seller (Kim & 

Prabhakar, 2004; Kuan & Bock, 2007; Stewart, 2003).   

This thesis adopts the communication process as our trust transfer model because 

it has received less empirical attention (Liu et al., 2018), and that there is no 

literature that we aware to include both c2c and c2s interactions influence to 

relationship performance.  Next, we thus discuss the connection of the 

communication process of the trust transfer model in s-commerce studies. 

2.3.2  S-commerce Connection 
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Previous trust studies have clearly indicated that the study of customer trust can 

be focused on different trusted targets or parties.  Individual customers are 

considered as the trustor of an act, whereas trusted targets are referred to 

stakeholders of the trustee to an act.  In e-commerce applications, examples of 

trusted targets could be ranging from the stakeholders including customers, 

employees, suppliers, distributors, partners, stockholders, and regulators (Shankar 

et al., 2002). 

In communication channels, these targets may also refer to different parties such 

as firm representatives and other shoppers.  For instance, in the study of brand 

trust, Liu et al. (2018) considered the following two trusted targets in the 

environment of social media brand communities (SMBCs): marketers and other 

shoppers.  Particularly, they pointed out that marketers are firm representatives 

participated in the interaction with their customers; and whereas other shoppers 

are fans of their firm (i.e. brand).  They also proposed consumer trust can be 

transferred from these two trusted targets (i.e., other shoppers and marketers) to 

the brand.  

In this thesis, we consider the trusted targets of communication channels in s-

commerce sites refer as individual sellers and members of SCIVC.  When 

connecting the communication process of trust transfer in s-commerce, this thesis 

proposed consumer trust in s-commerce sites can be transferred from their trusted 

targets via c2c trust (i.e., members of SCIVC) and c2s trust (i.e., sellers).  

According to Chen et al. (2009), they defined c2c trust as “a perception that 

members of a community are willing to be vulnerable to the actions of other 
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members in business transactions based on past experience” (p. 150).  Besides, 

Wongkitrungrueng and Assarut (2018) defined c2s trust as “the belief that the 

seller is trustworthy, provides good-quality services, and does not take advantages 

of customers” (p. 5).  However, previous trust transfer studies revealed that the 

initial trust of the communication process has mainly measured by knowledge-

based trust such as trust model in the community proposed by Chen and Shen 

(2015), or brand trust model proposed by Liu et al. (2018).  We now proceed to 

discuss on how to quantify initial swift trusts of c2c and c2s that directly relevant 

to this thesis.  

2.3.3  c2c and c2s Swift Trusts 

Based on the communication process of trust transfer modelling, this thesis 

considers consumer trust in s-commerce sites can be transferred from the initial 

trust of c2c swift trust and the initial trust of c2s swift trust (Liu et al., 2018).  This 

thesis proposes swift credibility and swift guanxi as the quantifiable measures for 

c2c and c2s swift trusts, respectively.  We discuss each of them in the following 

sections.  

2.3.3.1 Swift Credibility (SWC) as c2c Swift Trust 

Credibility refers to a customer perceives a comment is truthful, accurate, and 

credible (Smith & Vogt, 1995).  The credibility of a comment provides objective 

information for customers to make a better shopping decision and save their 

shopping time (Matute et al., 2016).  According to Luo et al. (2013), although 

comment credibility influences on customer shopping behaviors, they argued that 
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the effect of the comments from unknown members on customers’ comment 

adoption may be different than the comments shared from their friends.   

In this thesis, SWC refers to a customer perceives the comments or observations 

about sellers are credible during a brief communication with members in SCIVC.  

We argue that unlike previous studies on friendship groups where everyone 

knows each other (Sun et al., 2016), a customer has now no past experience and 

personal knowledge about other members before he/she participated in SCIVC 

(Robert et al., 2009).  Customers cannot rely on knowledge-based trust to evaluate 

the trustworthiness of the members in SCIVC.  Therefore, swift trust plays a role 

in the new or temporary systems like SCIVC (Li et al., 2009; Robert et al., 2009).  

Since exchanging product reviews or feedback are the main activity among 

members in SCIVC (Diao et al., 2015), trust can be built through the comments or 

observations exchange among the community members (Gibreel et al., 2018).  

Therefore, we propose that customers can be quickly formed their trust towards 

members through credible comments or observations (Cheung et al., 2009).   

Kramer (1999) proposed five peripheral routes of building swift trust, including 

dispositional trust, category-based trust, role-based trust, third party-based trust, 

and rule-based trust.  According to Robert et al. (2009), third party-based trust 

enables trustors to transfer their trust from the trusted sources to the trustees with 

whom they lack enough knowledge to evaluate their own trust judgments.  For 

instance, if I trust A and A trusts B, then I will trust B.  When it comes to s-

commerce, exchanging product reviews or feedback are one of the main activities 

among members (Diao et al., 2015) and nearly 70% of consumers rely on the 

recommendations of their friends or people they trusted to make a purchase 
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decision in s-commerce sites (Chen & Shen, 2015; Ng, 2013).  In particular, the 

communication process of trust transfer may take place when customers are 

directly influenced by other members who also participate in social shopping 

activities.  We argue that customers are likely to trust the comments from other 

members when their recommendations or statements are reasonable or credible 

ones (i.e., SWC), especially when both parties do not know each other enough to 

develop a long relationship trust.  In other words, consumer trust in s-commerce 

shopping can be built through the exchange of the credible comments or 

observations among the community members in SCIVC (Gibreel et al., 2018; Che 

et al., 2017; Cheung et al., 2009).   In sum, this thesis proposes SWC as c2c swift 

trust based on third party credible information. 

To quantify SWC, we adopted the measurement items proposed by Cheung et al. 

(2009).  They proposed the following three items for measuring SWC: 1) I think 

review is credible, 2) I think review is factual, and 3) I think review is accurate.  

These items originally measured the credibility level of those reviews collected 

from an online discussion forum.  Following literature studies, we amended and 

adopted these questions to fit for this study accordingly.  We denoted these three 

operationalized items as SWC1, SWC2, and SWC3 and we adopted them in our 

questionnaire development with phrase modification that aligns to this study later.  

Phases such as “when briefly communicating with members” will be added to 

reflect the accuracy of swift trust representation to this thesis. Table 3.2 in 

Chapter 3 and Appendix A show a final version of these works. 

2.3.3.2 Swift Guanxi (SWG) as c2s Swift Trust 
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As mentioned before, Kramer (1999) proposed five types of swift trust, including 

dispositional trust, category-based trust, role-based trust, third party-based trust, 

and rule-based trust.  This thesis proposes SWG as c2s swift trust based on rule-

based trust.  The reason is that according to Robert et al. (2009), rule-based 

factors such as the organizational/society structures, explicit and tacit 

understandings regarding transaction norms provide another basis for inferring 

others’ behavior when the personal knowledge about others is absented.  For 

instance, Kramer (1999) pointed out that the culture of Japanese society is based 

on mutual assurance, this high degree of perceived credibility helps to reduce the 

social uncertainty in transactions.  Thus, people in Japanese society rely on their 

culture to form trust towards each other quickly during the transactions.  In China, 

guanxi plays a unique role in the social and business life (Ramasamy et al., 2006).  

Prior literature emphasizes that guanxi is a key cultural factor for businesses to 

come into a fruitful stage of profitability and market growth in Chain (Wong, 

2007).  In online shopping, Ou et al. (2014) proposed an online form of guanxi, 

called swift guanxi (SWG), to measure the extent of interpersonal relationship 

from the traditional environment to the online marketplaces.  Ou et al. (2014) 

defined SWG as “a buyer’s perception of a swiftly-formed interpersonal 

relationship with a seller that comprises mutual understanding, reciprocal favors, 

and relationship harmony” (p. 210).   Ou et al. (2014) pointed out that the 

concepts of swift trust and SWG share the similar nature that the buyer-seller 

relationship between strangers is quickly formed through the main function such 

as “lubricate online transactions”.  The swift relationship between buyers and 

sellers is temporal and unsteady.  In addition, online customers do not want to 

invest time to build a deep relationship with sellers (Lin et al., 2018; Ou et al., 
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2014).  Hence, the purpose of SWG is used to facilitate online transactions 

through rapidly gain a significant level of understanding and psychological 

comfort (Ou et al., 2014).  In sum, we propose SWG as c2s swift trust based on 

rule-based trust. 

Ou et al. (2014) proposed that SWG comprises the following three constructs: 

mutual understanding, relationship harmony, and reciprocal favors.  In this study, 

we dropped the reciprocal favors construct because it relates to loyal cultivation 

which deviates to our study of swift trust in the s-commerce environment.  Our 

swift trust refers to the quick or initial development of swift guanxi without 

association with knowledge of members such as friends or acquaintances (Lee & 

Dawes, 2005).   In the end, we identified the following two constructs for 

representing our SWG: mutual understanding, and relationship harmony.  We 

further elaborate them in below. 

a) Mutual Understanding (MU) 

MU refers to a common understanding of the needs, such as implicit rule 

between customers and sellers, which forms a foundation of swift guanxi 

development (Ou et al., 2014).  A clear communication process between 

shoppers and sellers helps to reduce the misunderstanding and uncertainty 

between them (Chong et al., 2018).  In this sense, mutual understanding 

motivates both parties to reach a consensus such as making a purchasing 

agreement or facilitating online transactions.  Subsequently, a significant 

level of MU is the main component of SWG in online shopping (Chiu et al., 

2018).   
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b) Relationship Harmony (RH) 

Cai et al. (2019) pointed out that harmony is a core concept in 

Confucianism-oriented Chinese culture.  Ghoshal and Moran (1996) 

claimed that sellers should adopt a smooth and respectful communication 

style when interacting with their customers in order to build a harmonious 

relationship.  Without achieving relationship harmony, SWG between buyer 

and seller will be subjected to the termination because the conflicts and 

arguments form barriers to the reach a smooth communication between 

them (Ou et al., 2014).  In this thesis, we denote RH (i.e. relationship 

harmony) as the format to measure mutual respect and conflict avoidance 

between vendor sand shoppers in s-commerce (Ou et al., 2014). 

We intended to adopt these two constructs for measuring our SWG.  We now 

discuss their measurement items below. 

a) MU for SWG 

To quantify MU, we adopt the following measurement items proposed by 

Ou et al. (2014): 1) we can understand each other’s needs, 2) we understand 

the point of view of each other, 3) we make ourselves heard, 4) we follow 

the flow of conversation, and 5) we show interest in each other’s opinions.  

These items originally measured MU between the shopper and online 

vendors.  Following previous literature, we amended and adopted them to 

fit for this study accordingly.  We denoted these five measurement items as 

MU1, MU2, MU3, MU4, and MU5 and we adopted them with phrase 
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modification that aligns to this study later.  Table 3.2 in Chapter 3 and 

Appendix A show a final version of these works. 

b) RH for SWG 

Similar, we adopted RH proposed by Ou et al. (2014) for this thesis. They 

proposed the following three measures: 1) we maintain harmony, 2) we 

avoid conflict, and 3) we respect each other.  These items originally 

measure RH between the shopper and online vendors.  Following literature 

studies, we amended and adopted them to fit for this study accordingly.  We 

denoted these three operationalized items as RH1, RH2, and RH3 and we 

adopted them with phrase modification that aligns to this study later.  Table 

3.2 in Chapter 3 and Appendix A show a final version of these works. 

The thesis adopted the above two constructs for quantifying our SWG, which has 

treated as a multidimensional measure as shown in our proposed model later.   

2.4 Social Support with Customer Orientation Theory 

Social support refers to as “information leading the subject to believe that he (i.e. 

a customer) is cared for and loved, esteemed, and a member of a network of 

mutual obligation” (Cobb, 1976, p. 300).  Such social support helps individuals to 

feel warm even if there is no actual solution for solving their problems.  The 

concept of social support has been examined in various contexts.  In mental health 

literature, researchers revealed that social support would lower the stress of 

individuals’ psychological health (Schaefer et al., 1981).  In online communities, 
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users are more willing to interact with others and help each other when they 

perceive a good social support (Laurenceau et al., 1998).  In social media, people 

developed an online network with their friends, and using online social network 

communities as a mean to support their social functions (Oh et al., 2014).  In s-

commerce, Liang et al. (2011) regarded receiving suggestions and encouragement 

from other customers as social support because their former shopping experience 

can promote individuals to participate in s-commerce shopping.  Further, Chen 

and Shen (2015) suggested that social support among users help to facilitate the 

trust building with members in s-commerce sites.   

Customer orientation theory refers to the identification of a set of customer-

oriented supporting features or factors that contribute to “help customers make 

purchase decisions that will satisfy customer needs” (Saxe & Weitz, 1982, p. 344).   

Most of the existing s-commerce studies treated shoppers, of whom they were 

also blended together with other customers in  SCIVC in this study, as their focus 

of study (Chen & Shen, 2015; Liang et al., 2011; Sun et al., 2016; Zhang et al., 

2014).  This thesis suggests that social support should be customer-centric 

oriented so that they can be used to support the following three challenges.  First, 

social commerce individual vendor community (SCIVC) is created by individual 

vendors (Dan, 2018), thus, vendors play a leading role in offering customer-

oriented service to customers in SCIVC (Wu & Li, 2018).  For instance, Dan 

(2018) stated that vendors provide product information and product 

recommendation for customers to achieve point-to-point marketing.  Second, 

social support should be customized to focus on how vendors can support 

information sharing for their shoppers.  Third, s-commerce firms should offer 
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more resources and activities to support partnership building with customers 

rather than just to focus on their core products and services (Prahalad & 

Ramaswamy, 2000; Sheth et al., 2000).  Therefore, our social support concept is 

based on vendors’ customer orientation and we further examine their effect on 

consumer trust building in SCIVC. 

The importance of customer orientation has long been emphasized in the 

marketing literature (Homburg et al., 2011; Stock & Hoyer, 2005; Zablah et al., 

2012).  Particularly, Saxe and Weitz (1982) pointed out that customers are most 

receptive to a customer-oriented approach in social support for solving their 

shopping problems.   Previous studies also revealed that customer-oriented social 

support could easily resolve transaction actions that might have caused the 

damage of customers’ interest and thus improve transaction sales (Saxe & Weitz, 

1982).  As a result, previous marketing studies generally agreed that customer 

orientation is one of the key factors that contribute to consumer trust building 

(Macintosh, 2007; Huang and Dastmalchian, 2006; Luo et al., 2008).  In addition, 

prior studies mentioned that social support offers not only functional benefits but 

also relational benefits to trading (Chen & Shen, 2015; Liang et al., 2011).  In this 

regard, our social support is based on customer orientation theory and consists of 

the following two constructs (Homburg et al., 2011): 1) functional customer 

orientation (FCO) and 2) relational customer orientation (RCO).  We now discuss 

these two customer orientation constructs in the following sections. 

2.4.1  Functional Customer Orientation (FCO)  
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FCO refers to a strategy of sellers to provide task-related supports to customers 

and aims to address customer shopping needs in s-commerce sites.  In the early 

stage of FCO studies, Saxe and Weitz (1982) proposed the following five 

dimensions for measuring FCO: product description matching, product matching, 

customers’ need matching, organization’s decision matching, and job performance 

matching.  We developed our FCO constructs based on the following dimensions, 

directly linked to customer-focused research: product description matching, 

product matching and customers’ need matching.  In this thesis, we labelled them 

as product description matching, product matching, and need matching.  We 

further explain them below. 

a) Product Description Matching (PDM) 

PDM refers to how well sellers describe their product accurately online, 

which can be based on different features such as honesty, accuracy, and 

clear expectations about product description (Michaels & Day, 1985; Saxe 

& Weitz, 1982).  An accurate product description is a main resource for 

customers to judge what they shop and make purchase decision quickly 

(Blanco et al., 2010; Kim & Park, 2013).  The sources of accurate 

information form functional service support in s-commerce (Shi et al., 

2016).   

b) Product Matching (PRM) 

PRM refers to services or products that offered by sellers are matching with 

what customers want to buy (Michaels & Day, 1985; Saxe & Weitz, 1982).  
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Since there are many different kinds of products sold in s-commerce 

(Wongkitrungrueng & Assarut, 2018), too much information hinders the 

ability of customers to find the right products for them (Hu et al., 2016).  

Sellers should recommend the right products that match with what 

customers wanted to buy.  Hence, PRM enhances customer shopping 

performance (Zhang et al., 2014). 

c) Need Matching (NEM) 

NEM refers to sellers help customers assess their shopping goals (Michaels 

& Day, 1985; Saxe & Weitz, 1982).   Previous studies reported that s-

commerce customers seek the shopping advises and decisions from 

members’ community (Diao et al., 2015; Leeraphong & Papasratorn, 2018).  

For example, customers can post questions of their shopping difficulties 

online and then waited for the replies from members in online commerce 

sites (Liang et al., 2011).  In this regard, we assume that our s-commerce 

shoppers would carry out the same practice and seek help from members in 

SCIVC (Chen & Shen, 2015; Sun et al., 2016).   

We intend to adopt the above constructs to represent our FCO, and we now 

identify their operationalized items below: 

a) PDM for FCO  

Michaels and Day (1985) proposed the following measures to quantify the 

PDM construct: 1) salespeople answer questions about products as honestly 
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as possible, 2) salespeople describing a product to a customer, 3) 

salespeople give accurate representations, and 4) salespeople paint rosy 

pictures of products.  These items measured originally how well salespeople 

describe their physical products for their customers.  In this thesis, we 

removed the item (4) because it is difficult to quantify in the s-commerce 

content.  Following previous researches, we amended and adopted them to 

fit for this study accordingly.  In the end, we adopted the first three of above 

measurement items as our PDM construct, and we labelled them as PDM1, 

PDM2, and PDM3 with phrase modification that aligns to this study later.   

Table 3.2 in Chapter 3 and Appendix A show a final version of these works. 

b) PRM for FCO 

Michaels and Day (1985) proposed the following two measures to quantify 

the PDM construct: 1) salespeople recommend the product best suited to 

solve the problems and 2) salespeople take a problem-solving approach in 

selling to customers.  These items measured originally how well salespeople 

match their products with the needs of customers.  In this thesis, we propose 

to adopt them both to measure our PRM construct.  We denoted them as 

PRM1 and PRM2, and adopted them with phrase modification that aligns to 

this study later.  Table 3.2 in Chapter 3 and Appendix A show a final 

version of these works. 

c) NEM for FCO  
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Michaels and Day (1985) proposed the following measures to quantify the 

NEM construct: 1) salespeople try to find out which products would be 

most helpful to customer, 2) salespeople try to figure out what customer 

needs are, 3) salespeople try to get customer to discuss the product needs, 4) 

salespeople spend more time trying to persuade than they do trying to 

discover customer product needs, and 5) salespeople talk first and listen to 

customer needs later.  These items measured originally how well 

salespeople help their customers assess their needs.  In thesis, we 

considered the first three measures and removed items (4) and (5) because 

they were not related to the s-commerce environment.  We labelled them as 

NEM1, NEM2, and NEM3, and adopted them with phrase modification that 

aligns to this study later.  Table 3.2 in Chapter 3 and Appendix A show a 

final version of these works. 

2.4.2  Relational Customer Orientation (RCO) 

RCO refers to a strategy of sellers to provide caring of services for customers and 

aims to fulfill or support their emotional needs quickly in s-commerce sites.  In 

the early stage of RCO studies, Crosby et al. (1990) and Donavan et al. (2004) 

proposed the following three constructs for measuring RCO: personal relationship, 

pampering, and hobby sharing.  In this thesis, we considered the last two 

constructs; namely pampering and hobby sharing.  We removed the first construct 

because it aimed at friendship which is considered as knowledge-based trust 

instead of swift trust.  We further explain these constructs below.   

a) Pampering (PAM) 
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PAM refers to a set of services from which sellers make customers believed 

that they are being cared (Donavan et al., 2004).  In s-commerce, users look 

for a sense of care via online communities (Chen & Shen, 2015; Ng, 2013).  

Pampering service can generate caring for customers (Shi et al., 2018).  The 

caring approach can help customer to lower the anxiety and subsequently 

promote enjoyment (Liang et al., 2011).  Customers may develop a positive 

attitude towards sellers when they receive caring from sellers.  Figure 2.1 

shows one example of the pampering service offered in WeChat s-

commerce. 

 
 

 

 

 

b) Hobby Sharing (HOB) 

HOB refers as sellers post or share interesting issues and common interests 

with their customers.  Sun et al. (2017) claimed that informational 

“Happy New Year” greeting 

from the seller. 

Figure 2.1 Examples of Pampering Service offered in WeChat S-Commerce 
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communication like sharing jokes and chatting interesting issues can attract 

direct attention from their customers and motivate purchase intention.  

According to Ye et al. (2019), instead of implementing a “hard” strategy 

such as providing more verified product information to customers, social 

interaction considers as a soft” strategy that can be implemented by sellers 

to retain a good relationship with s-commerce customers.  Social activities 

such as sharing hobby become a very common practice in s-commerce.  

Figure 2.2 illustrates one example of HOB from the WeChat s-commerce. 

 
 

 

 

 

 

In this thesis, we adopt these two constructs to represent our RCO, and we now 

discuss their measures of operationalized items below: 

Dining experiences sharing from the seller. 

Figure 2.2 Examples of Hobby Sharing offered in WeChat S-Commerce 
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a) PAM for RCO 

Donavan et al. (2004) proposed the following items to quantify PAM 

construct: 1) nurturing customers, 2) every customer's problem is important, 

3) giving individual attention to each customer, and 4) making every 

customer feel like he/she is the only customer. These items measure 

originally how sellers pampering their “offline” customers.   In this thesis, 

we adopted the first three measures and removed item (4) because it is 

difficult to measure in the s-commerce environment.  We labelled them as 

PAM1, PAM2, and PAM3 and we adopted them with phrase modification 

that aligns to this study later.  Table 3.2 in Chapter 3 and Appendix A show 

a final version of these works. 

b) HOB for RCO 

Homburg et al. (2011) proposed the following items to quantify the HOB 

construct: 1) talk with customers about private issues, 2) point out things 

common interests, 3) establish a personal relationship with customers, and 4) 

show high interest in the personal situation of customers.  These items 

measure originally the tendency of sellers to build a personal relationship 

with customers in the conventional marketing environment (Donavan et al., 

2004).  In this thesis, we adopted the first two questions and removed item 

(3) and item (4) because they were not related to swift trust.  We labelled 

them as HOB1 and HOB2 and we adopted them with phrase modification 

that aligns to this study later.  Table 3.2 in Chapter 3 and Appendix A show 

a final version of these works. 
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2.5 Relationship Outcomes 

This thesis follows the studies of Chen and Shen (2015), we proposed that the 

relationship outcomes of this thesis echo the contents of the constructs developed 

in the trust transfer process.  We intend to examine whether our s-commerce 

customers would help s-commerce shopping to grow by shifting their 

consumption decisions based on collaborative sharing and social shopping.  This 

thesis also purposes to consider individual-based repurchased intention and to 

verify whether consumers intend to repeat to shop in s-commerce after 

experiencing c2c and c2s swift interactions.  The reason is that relevant studies 

claimed that nearly 50% of customers would not revisit the same s-commerce site 

(Lim et al., 2012).  Therefore, there is a need to understand the factors 

contributing to customers’ repurchase intention in s-commerce (Liang et al., 2011).  

2.5.1  Repurchase Intention (REP) 

In this thesis, REP refers to the likelihood of a customer continues or repeats to 

shop in s-commerce sites.  Scholars from different fields have examined the 

concept of repurchase intention based on various contents of the shopping 

environment.  For example, previous studies on information systems (IS) consider 

“IS continuance intention” to represent the users’ intention for repeating the use of 

a particular system (Bhattacherjee, 2001).  Furthermore, some researchers adopted 

“revisit intention” to measure the likelihood of consumers revisit the same 

websites such as online shopping websites and online brands (Che et al., 2015; 

Jung et al., 2014). 
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Understanding REP is critical for the online managers.  First, repeat consumers 

are a stable source of profit for all kinds of businesses (Gupta & Kim, 2007).  

Second, although cultivating new customers is equally important for business, the 

actual success still relies only on customers’ repeat to shop again (Bhattacherjee, 

2001; Lee, 2010).   

Previous repurchase studies have proposed different influencing factors to predict 

consumer repurchase or continuance intention.  In e-commerce, Zhang et al. (2011) 

investigated the effects of e-seller characteristics such as website usability and 

reputation on REP.  They found that e-seller characteristics have a strong effect on 

REP.  In s-commerce, Liang et al. (2011) found that social supports, relationship 

quality, and website quality have a positive influence on continuance intention of 

in s-commerce sites.  In addition, Lin et al. (2017) found that the relationship of 

trust between buyers and sellers, that is swift guanxi, has a significant effect on 

REP.   

In this thesis, we followed the work of Liao et al. (2007). Liao et al. (2007) 

proposed the following three operationalized items to measure REP construct:  1) 

continue using Cyber University System (CUS) rather than discontinue it use, 2) 

continue using CUS than use any alternative means, and 3) continue using CUS as 

much as possible. These items measure originally the users’ continuance use in 

the e-service.   We adopted them in s-commerce and labelled them as REP1, 

REP2, and REP3 with phrase modification that aligns to this study.  Table 3.2 in 

Chapter 3 and Appendix A show a final version of these works. 
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2.5.2  Social Shopping Intention (SHOP) 

SHOP refers to the extent to which a customer adopts other shoppers’ shopping 

experience as his/her shopping decisions in s-commerce sites (Chen & Shen, 

2015).  It is one of the important studies of relationship outcome that focuses on 

whether shoppers would help s-commerce shopping to grow by shifting 

consumption decisions based on social shopping behavior (Liang et al., 2011). 

Other studies have called them differently in literature.  For instance,  Cheung et 

al. (2009) called it as “word of mouth adoption” (WOMA) and it reflects the 

willingness of shoppers to accept the information or product reviews from others 

and using them to form a basis in online shopping decisions.  In addition, 

Sussman and Siegal (2003) labelled it as “information adoption” and it studies the 

willingness of individuals to accept the information such as the contents of the e-

mail in the organizational setting for their decision making. 

Previous online studies suggested that SHOP constitutes as a critical indicator of 

how a new shopper decides to shop.  When shoppers facing difficulty in shopping 

decision, they mostly consider other consumers’ suggestions as to their choices of 

option for shopping (Chen & Shen, 2015).  For instance, it was reported that 

almost 70% of shoppers rely on the recommendations of their friends or people 

they trusted in the social network communities before making a purchase decision 

(Chen & Shen, 2015; Ng, 2013).  Lately, s-commerce literature further iterated 

that the predictive result of SHOP has very much depended on its determinant 

constructs such as consumer trust, and credibility of recommendation. For 

instance, Fu et al. (2018) found that consumer trust towards a community has a 

considerable influence on SHOP than perceived usefulness and enjoyment.  
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Whereas, Hajli (2018) proposed two dimensions of information quality including 

information usefulness and information credibility to predict social shopping 

intention.  They found that the effect of information credibility has a slightly 

higher effect than information usefulness on SHOP.  Lately, Lin et al. (2018) 

found that knowledge-based trust of “moments” and consumer trust have also a 

significant effect on social shopping in WeChat s-commerce sites. 

In this thesis, we followed the work of Cheung et al. (2009) and treated SHOP as 

the WOMA construct.  Cheung et al. (2009) verified the following measurement 

items: 1) agree with review, 2) information from review contributed to my 

knowledge of discussed product, 3) review made it easier for me to make 

purchase decision, 4) review has enhanced my effectiveness in making purchase 

decision, and 5) review motivated me to make purchase action.  These items 

measure originally how customers accept the reviews or comments as their 

shopping decisions.  We adopted these items and labelled them as WOMA1, 

WOMA2, WOMA3, WOMA4, and WOMA5 with phrase modification that aligns 

to this study later.  Table 3.2 in Chapter 3 and Appendix A show a final version of 

these works. 

2.5.3  Social Sharing Intention (SHAR) 

SHAR refers to the likelihood of a shopper shares their shopping experience with 

other users in s-commerce sites (Chen & Shen, 2015).  It is related to 

collaborative sharing study and determined if shoppers would help s-commerce to 

grow by sharing their gained experience with other users or members in s-

commerce sites (Liang et al., 2011).  Scholars examined the concept of SHAR in 
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various ways.  Some studies use “word of mouth intention” (WOMI) to measure 

the likelihood of a customer shares their shopping experiences with others in a 

casual manner (Cheung & Lee, 2012; Kim & Park, 2013).  Likewise, Liu et al. 

(2016) adopted “information sharing” to reflect the willingness of customers 

would share product or service related information on social shopping websites.   

Companies are always looking for a way to motivate SHAR because the referral 

power of customers contributes to profits of success (Kumar et al., 2007).  In 

addition, user-shared contents (also known as WOM) is a reliable and valuable 

asset of companies, particularly for the online businesses including both e-

commerce and s-commerce (Liu et al., 2016; Trusov et al., 2009).  The reason is 

that user-shared contents can improve customers’ shopping decisions and 

subsequently promote their shopping intention (Ng, 2013).   

Previous studies also suggested that SHAR is positively influenced by c2c trust 

(Chen & Shen, 2015) and c2s trust (Lin et al., 2018).  They claimed that these 

trusting relationships will smooth away customers’ concern about opportunistic 

behaviors.  Consequently, customers will share their shopping experiences when 

they found the s-commerce community is safe and reliable.  In addition, social 

support encourages SHAR based on the social exchange idea.  When customers 

have experience in receiving supports from other members (i.e., receiving product 

suggestions), they will most likely offer the similar supports to others in return 

(i.e., providing product suggestions) in s-commerce (Liang et al., 2011; Zhang et 

al., 2014).   
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In this thesis, we followed the work of Kim and Park (2013), and treated our 

SHAR as WOMI.  Kim and Park (2013) proposed the following measurement 

items for WOMI: 1) tell others positive things about this firm, 2) provide others 

with information on this firm, 3) recommend this firm to my friends or 

acquaintances, and 4) encourage others to consider this firm.  These items 

measure originally how customers share their shopping experiences about a firm 

with others in s-commerce sites.   We adopted these items and labelled them as 

WOMI1, WOMI2, WOMI3, and WOMI4 with phrase modification that aligns to 

this study.  Table 3.2 in Chapter 3 and Appendix A show a final version of these 

works.   

To ease for reference purpose of different terminologies used in this thesis, we 

further provide their major concepts as shown in Table 2.2.  In Table 2.3, we 

outline different parties and their roles in the content of trust transfer theory. 

 

 

 

 

 

 



 

42 

 

Table 2.2 Definitions of the Major Concepts  

Constructs Definition  References 

Trust 

(Consumer 

trust in s-

commerce) 

The extent to which a consumer has confidence 

in the reliability and integrity of s-commerce 

sites 

(Robert et 

al., 2009) 

Swift trust A trust which is built quickly in a new 

relationship and reflects limited interaction 

between trustors and trustees 

(Meyerson 

et al., 

1996) 

c2c swift trust  An initial trust of connectivity between a 

customer and members of the community (i.e. 

SCIVC) 

(Meyerson 

et al., 

1996) 

Swift 

credibility 

A customer perceives the comments or 

observations about sellers is credible during a 

brief communication with members in SCIVC 

(Cheung et 

al., 2009) 

c2s swift trust An initial trust of connectivity between 

customers and sellers 

(Meyerson 

et al., 

1996) 

Swift guanxi A customer’s perception of a swiftly-formed 

interpersonal relationship with sellers that 

comprises mutual understanding, reciprocal 

favors, and relationship harmony 

(Ou et al., 

2014) 

Functional 

customer 

orientation 

A strategy of sellers to provide task-related 

supports to customers and aims to address 

customer shopping needs in s-commerce sites 

(Saxe & 

Weitz, 

1982) 

Relational 

customer 

orientation  

A strategy of sellers to provide caring for 

customers and aims to fulfil their emotional 

needs quickly in s-commerce sites 

(Homburg 

et al., 

2011) 

Repurchase 

intention 

The likelihood of a customer continues or 

repeats to shop in s-commerce sites 

(Ou et al., 

2014) 

Social 

shopping 

intention 

The extent to which a customer to adopt other 

shoppers’ shopping experience to make his/her 

shopping decisions in s-commerce sites 

(Chen & 

Shen, 

2015) 

Social sharing 

intention 

The likelihood of a customer to share his/her 

shopping experience with other shoppers in s-

commerce sites 

(Chen & 

Shen, 

2015) 

Table 2.3 Definitions of the Roles in Trust Transfer Theory  

Roles Definition 

Trustor Customers in s-commerce sites 

Trustee  S-commerce sites 

Third parties Sellers and shoppers in s-commerce sites 
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CHAPTER 3 METHODOLOGY 

This chapter consists of two main parts.  First of all, the development of the 

proposed research model and the generation of research hypotheses are discussed.  

Second, we depict the research methodology, data collection procedure, and data 

analysis methods.  These two parts are explained in the following sections: 

a) Research Model and Model Constructs;  

b) Research Hypotheses Development; 

c) Instrument Development; 

d) Questionnaire Design; 

e) Research Sampling and Data Collection Procedure; and 

f) Statistical Analysis Methods. 

3.1 Research Models and Model Constructs 

In this section, we present two research models; with the first one refers to our 

basic model which consists of model components as presented in Chapter 1, and 

the second model expands the contents by elaborating the representation of their 

model constructs. 
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Figure 3.1 depicts the basic research model with three model components: 1)  

social support services that conceptualize functional customer orientation 

construct and relational customer orientation construct, 2) trust transfer process 

composes two initial trust constructs, i.e. c2c swift trust, c2s swift trust, and trust 

construct of s-commerce shopping, and 3) relationship outcomes of s-commerce 

shopping comprise three constructs; namely repurchase intention, social shopping 

intention and social sharing intention. 
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In this study, social support measures are mainly based on a literature survey on 

previous studies of customer orientation from the marketing discipline.  

Functional customer orientation (FCO) consists of three quantified constructs that 

formed by sellers as their business strategy offered to their potential customers; 

namely product description matching (PDM), product matching (PRM), and need 

matching (NEM).  Whereas, relational customer orientation (RCO) composes 

pampering (PAM) construct and hobby sharing (HOB) construct.  The quantified 

measures for two initial trusts, c2c swift trust and c2s swift trust, refer to swift 

credibility (SWC) and swift guanxi (SWG).  The trust of this thesis resembles the 

study of Robert et al. (2009) and cognitive trust is used for measurement.  Lastly, 

relationship outcomes of social shopping intention (SHOP) and social sharing 

intention (SHAR) reflect the continuation of initial trust practices, and we 

followed word of mouth (WOM) literature to quantify them based on word of 

mouth adoption (WOMA) from Cheung et al. (2009) and word of mouth intention 

(WOMI) by Kim and Park (2013), respectively.  The measures of repurchase 

intention (REP) are based on the study of Liao et al. (2007).  Figure 3.2 depicts 

the final model of this thesis by combining all these measuring constructs together 

with their relationships with the respective proposed hypotheses.   In this model, 

we treat multi-dimensional measures of FCO, RCO, and SWG as each of 

respective second order of measures so that it allows us to interpret our result 

findings better (Liu et al., 2018).   

 In the next section, we discuss the development of hypotheses for the proposed 

model. 
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3.2 Research Hypotheses Development 

We organize and present our proposed model based on three sets of hypothesis: (1) 

H1 and H2, which examine the relationships of the trust transfer process between 

two swift trusts (i.e., SWC and SWG) and trust towards s-commerce (i.e., Trust); 

(2) H3a-c, H4a-c, and H5a-c, which examine the relationships between three 

constructs of the trust transfer process (i.e., SWC, SWG, and Trust) and three 

constructs of relationship outcomes (i.e., REP, WOMA, and WOMI); and (3) H6a, 

H6b, H7a, and H7b, which investigate the relationship between FCO and RCO 

constructs and three constructs of the trust transfer process.   

3.2.1  Effects of SWC and SWG on Trust 

In this section, we discuss the hypotheses regarding two swift trusts, namely swift 

credibility (SWC) and swift guanxi (SWG), on consumer trust (Trust) in s-

commerce contexts.  We now explain each of these hypotheses below. 

3.2.1.1 Effects of SWC on Trust 

According to the communication process of trust transfer, a trustor is influenced 

by the trusted source during their communication.  A trustor (i.e., a customer) can 

obtain the information about a target (i.e., an unknown seller) during the 

communication with trusted sources (i.e., friends of the customer) (Stewart, 2003).  

For example, Kim and Prabhakar (2004) pointed out that trust transfer can take 

place along informal channels of communication between trustors and trusted 
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sources such as word of mouth communication.  They argued that the service of 

internet banking is hard to assess without first-hand experience.  Therefore, the 

customers’ perception of the service of internet banking will be influenced by 

word of mouth referrals.  If customers receive a word of mouth referral from a 

trusted source, they will build initial trust in the internet banking service.    

Further, Chen et al. (2009) investigated the effect of consumer trust towards their 

members of the community (i.e., c2c trust) in an e-commerce site.  They claimed 

that when community members develop a strong c2c trust through communicating 

or chatting with other members, they will perceive the e-commerce site is a 

reliable one.  As a result, their trust towards members can be transferred to trust in 

an e-commerce site.  In the context of social media brand communities, Liu et al. 

(2018) suggested that c2c trust is developed during the communication between a 

customer with their fans or members of their SMBCs.   As a result, consumer trust 

can be transferred from c2c trust to brand trust during the communication process 

of trust transfer.   In this thesis, we consider the trust transfer process taken place 

between a customer with members of SCIVC. In this study, we consider SWC 

(i.e., c2c trust) representing as a customer perceives the comments or observations 

about sellers are credible during a brief communication with members in SCIVC.  

If customers believe the shopping comments or observations from other members 

in SCIVC is credible through the brief communication process, they will perceive 

s-commerce sites as a trustworthy place to shop because other members have also 

participated in social shopping activities.  Further, the existence of c2c trust offers 

fertile soil for building consumer trust towards an institution or a site (Chen & 

Shen, 2015; Chen et al., 2009).  Therefore, we argue that the quickly formed c2c 
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trust in the form of SWC can be transferred to consumer trust in s-commerce sites.  

Therefore, we hypothesize that: 

H1. Swift credibility has a positive effect on consumer trust towards s-commerce. 

3.2.1.2 Effects of SWG on Trust 

SWG refers to a new relationship of swift trust between customers and sellers 

through mutual understanding and relationship harmony in s-commerce (Ou et al., 

2014).  According to Liu et al. (2018), they proposed that the 

representative/marketer of a brand plays a role in building brand trust in the social 

media brand communities.  They claimed that when customers form their trust 

towards the marketer during the communication or interaction with the marketer, 

their trust may transfer from the marketer (i.e., c2s trust) to brand trust based on 

the communication process of trust transfer theory.  In addition, Sukrat et al. 

(2015) claimed that there is a strong association between sellers and s-commerce 

sites such as Facebook.  They stated that online customers intend to trust in s-

commerce sites when they trust the sellers, and they also confirmed that consumer 

trust in sellers positively influences consumer trust in s-commerce sites.  In this 

regard, it is reasonable to state that when customers trust in sellers in the form of 

SWG during the brief interaction, they will perceive s-commerce sites are a 

reliable place to shop, in turn transfer their trust from c2s trust (i.e., SWG between 

customers and sellers) to trust towards s-commerce shopping.  Therefore, we 

hypothesize that: 

H2. Swift guanxi has a positive effect on consumer trust towards s-commerce. 
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3.2.2  Effects of SWC, Trust, and SWG on REP, WOMA, and WOMI 

In this section, we discuss the hypotheses regarding three constructs (i.e., SWC, 

Trust, and SWG) of the trust transfer process on the three constructs of 

relationship outcomes (i.e., REP, WOMA, and WOMI).  We now explain each of 

these hypotheses below. 

3.2.2.1 Effects of SWC on WOMI 

WOMI refers to the likelihood of a customer to share their shopping experiences 

with others in s-commerce sites (Cheung & Lee, 2012; Kim & Park, 2013).  

Previous studies have found credibility has a significant effect on WOMI.  For 

example, Lien and Cao (2014) regarded the credibility of the comments about the 

products or services advertised on WeChat as a form of trust and they found that 

credibility has a positive effect on WOMI.  They stated that the trust perception 

about the users’ comments of products on WeChat could lead to them in 

spreading positive product reviews or ratings on WeChat.  Previous researches on 

s-commerce have suggested that if one believes other members are truthful then 

they are willing to share shopping experiences in the reliable environment (Chen 

& Shen, 2015; Shi & Chow, 2015).  Thus, we argue that when customers consider 

members’ comments about sellers in SCIVC are credible then they are likely to 

share their shopping information with others.  Therefore, we hypothesize that: 

H3a. Swift credibility has a positive effect on word of mouth intention. 
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3.2.2.2 Effects of SWC on WOMA 

Likewise, there is a similar effect of SWC on WOMA.  WOMA is defined as the 

extent to which a customer to adopt other members’ observations about the sellers 

to make shopping decisions in s-commerce.  According to Cheung et al. (2009), if 

a customer who believes the product review or recommendation as credible, he or 

she is likely to learn from it and adopt the review to make a purchase action in an 

online discussion forum.  In contrast, if users perceive customer feedback is 

perceived as less credible, they will be unlikely to follow the review.  Their results 

confirmed that the credibility of user comments has a positive effect on 

customers’ review adoption.  In the context of online communities, Ridings et al. 

(2002) revealed that if users perceive other members are truthful, they are 

intended to get information from others.  Similarly, in SNSs, Chu and Kim (2011) 

found that users’ trust in SNSs’ members has a positive influence on opinion 

seeking such as getting opinions from their friends in SNSs before buying new 

products.  In s-commerce, Ng (2013) proposed that if users believe the members 

of their social communities are trustful, they are likely to have a strong intention 

to buy a product that recommended by their social network members.  In this 

sense, we propose that if customers think the comment or observation of members 

about sellers in SCIVC is credible, factual, and accurate, they are likely to adopt 

such customer reviews and shopping experiences to make purchase shopping 

decisions in s-commerce.  Therefore, we hypothesize that: 

H3b. Swift credibility has a positive effect on word of mouth adoption. 
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3.2.2.3 Effects of SWC on REP 

In online shopping context, Park et al. (2011) proposed that if customers think the 

online review is trustful, they will depend upon the recommendations to purchase 

in e-commerce websites and they confirmed this positive relationship.  

Khammash and Griffiths (2011) contended that if customers perceive the reviews 

are reliable, they will consider such recommendations to be more useful for 

making shopping decisions.  Furthermore, Matute et al. (2016) argued that if 

customers believe the online feedback provided by other users in the websites is 

credible, then they are likely to consider them relevant and helpful in their 

shopping decision making and consequently will be likely to repurchase the 

products from online shops in the future.  In this regard, we postulate that if 

customers consider other SCIVC members’ comments about sellers are accurate, 

they are willing to repeat purchase on s-commerce sites.  Therefore, we 

hypothesize that: 

H3c. Swift credibility has a positive effect on repurchase intention. 

3.2.2.4 Effects of Trust on WOMI 

Previous studies claimed that trust plays a crucial role in WOMI in both online 

and offline settings.  In conventional marketing, Sichtmann (2007) suggested that 

trust in a corporate brand may reduce the risk of disappointing people who get 

recommendation which would eventually rebound negatively on the customers 

who gave the advice and they find a positive effect of consumer trust on WOMI.  

De Matos and Rossi (2008) contended that trust in an organization can lower 
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anxiety, uncertainty, and vulnerability about the transaction and it leads to affect 

word of mouth activities.  In s-commerce, Kim and Park (2013) argued that Trust 

will lead to sharing their shopping experience or product-related information with 

others.  Their findings confirmed that Trust significantly influences their intention 

to spread word of mouth.  Likewise, Chen and Shen (2015) confirmed a positive 

relationship between Trust and social sharing intention.  They claimed that 

customers will share their shopping experience if the environment of s-commerce 

sites is reliable.   Therefore, we hypothesize that: 

H4a. Consumer trust towards s-commerce has a positive effect on word of mouth 

intention. 

3.2.2.5Effects of Trust on WOMA 

Similarly, Chen and Shen (2015) proposed that customers adopt online reviews 

from community members to make their purchase decisions because they perceive 

the environment of s-commerce sites is trustful and reliable.  Previous studies 

have confirmed that there is a positive relationship between Trust and social 

shopping intention (Chen & Shen, 2015; Liang et al., 2011; Ng, 2013).   Likewise, 

Lin et al. (2018) suggested that if sellers demonstrate a higher level of 

benevolence, integrity, and ability to buyers will lead to smooth away buyers’ 

concerns and worries about opportunistic behaviors in s-commerce.  Customers 

accept the word of mouth from members because the shopping environment is 

safe and secured (Liang et al., 2011).  In view of this, we suggest that when 

customers have a higher level of trust in s-commerce sites, then they are inclined 

to accept word of mouth from members.  Therefore, we hypothesize that: 
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H4b. Consumer trust towards s-commerce has a positive effect on word of mouth 

adoption. 

3.2.2.6 Effects of Trust on REP 

In the relationship marketing literature, Morgan and Hunt (1994) found that trust 

positively influences long-term relationship outcomes such as cooperation, 

functional conflict, and uncertainty.  Further, Chaudhuri and Holbrook (2001) 

suggested that REP is found to be positively affected by trust in companies.  In the 

context of online shopping, Chiu et al. (2009) concluded that trust is positively 

related to REP because trust can reduce the fears of seller opportunism and they 

confirm this positive relationship.  Zhang et al. (2011) claimed that when the 

relationship quality between buyers and sellers is high in terms of trust and 

satisfaction, buyers are likely to form their REP.  Bao et al. (2016) pointed out 

that trust can reduce the perceived risks and uncertainty involved in repeat 

transactions and further to lower the barriers between buyers and sellers and 

enhance the intention of customers to continuously shop in e-commerce.  

Numbers of previous studies confirmed the positive effect of Trust on REP in 

online shopping (Bao et al., 2016; Fang et al., 2011; Zhang et al., 2011).  In this 

regard, we propose that there is a positive effect of consumer trust in s-commerce 

sites on their REP.  Therefore, we hypothesize that: 

H4c. Consumer trust towards s-commerce has a positive effect on repurchase 

intention. 
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3.2.2.7 Effects of SWG on WOMI 

Fong and Burton (2006) claimed that Chinese customers are more willing to 

participate in word of mouth communication than western consumers because of 

the collectivistic value, namely guanxi, exists in Chinese culture.  In s-commerce, 

Lin et al. (2018) claimed that when buyers developed SWG with sellers, they are 

likely to participate in positive social behaviors.   Because customers think sellers 

can understand and respect them through mutual understanding and harmonious 

interaction.  Subsequently, this positive relationship motivates customers to share 

information with and provide suggestions for other members in s-commerce sites.  

Their results confirmed that there is a positive effect of SWG on customers’ social 

sharing with other members in s-commerce.  In view of this, we argue that when 

customers perceive a strong SWG with sellers, they are likely to share their 

shopping experiences with other members in s-commerce sites.  Therefore, we 

hypothesize that: 

H5a. Swift guanxi has a positive effect on word of mouth intention. 

3.2.2.8 Effects of SWG on WOMA 

Similarly, Lin et al. (2018) proposed that when the SWG is established between 

buyers and sellers, customers will participate in positive social behaviors via s-

commerce sites accordingly.  Their study confirmed that a positive influence of 

SWG on the willingness of customers to adopt others’ reviews or feedback to 

shop in s-commerce sites.  In addition, Chiu et al. (2018) claimed that when 

customers developed SWG with sellers, they are likely to get the information 
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from the shopping website to make a purchase decision because a harmonious 

relationship and effective communication with sellers can reduce their uncertainty 

in online shopping.   They show that both mutual understanding and relationship 

harmony, together with reciprocal favor, have a significant direct effect on 

consumer trust in getting information from the e-shopping website.  Therefore, we 

hypothesize that: 

H5b. Swift guanxi has a positive effect on word of mouth adoption. 

3.2.2.9 Effects of SWG on REP 

The effect of SWG on REP has been examined in the online marketplace (Chiu et 

al., 2018; Chong et al., 2018; Ou et al., 2014; Shi et al., 2018).  Ou et al. (2014) 

are the first to develop SWG and examined its effect in Taobao’s online 

marketplace.  They argued that customers are likely to rely on this interpersonal 

relationship to make a repeat purchase decision.  In the end, their results 

confirmed that SWG strongly affects REP.  Recent studies have confirmed the 

positive effect of SWG on REP in e-commerce websites (Chong et al., 2018; Shi 

et al., 2018) and an online auction website (Chiu et al., 2018).  In s-commerce, 

Lin et al. (2017) examined SWG between customers and an online fruit seller in 

Sina Weibo and they confirm this positive relationship.  It is reasonable to expect 

that if mutual understanding and relationship harmony can be swiftly developed 

between customers and sellers, the intention to repeat purchase in s-commerce 

sites will be increased.  Therefore, we hypothesize that: 

H5c. Swift guanxi has a positive effect on repurchase intention. 
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3.2.3  Effects of RCO and FCO on SWC, Trust, and SWG 

In this section, we discuss the hypotheses regarding two constructs of social 

support that is FCO and RCO on three constructs of the trust transfer process, that 

is, SWC, Trust, and SWG.  We now explain each of these hypotheses below. 

3.2.3.1 Effects of RCO on SWC 

RCO refers to a strategy of sellers to provide caring to customers and aims to 

fulfill their emotional needs quickly in s-commerce sites (Wieseke et al., 2014).  

Since sellers are also social media users who can share their traveling and daily 

life pictures with shoppers and they can provide emotional support to shoppers 

(Yang et al., 2016).  Furthermore, Chen and Shen (2015) validated the positive 

effect of emotional support on trust towards members in s-commerce sites as they 

argue that offering empathy, concern, caring, understanding, and encouragement 

in the community can develop trust towards members in SCIVC.  Hajli (2018) 

also suggested that providing emotional support helps to reduce uncertainty and to 

develop the credibility of members’ observations or reviews in the community.  

They found that emotional support has a direct effect on SWC in s-commerce.  In 

addition, Sun et al. (2017) suggested that sellers can get more customers’ attention 

and trust by chatting interesting things or sharing common interests in their 

community and these activities can promote customers’ shopping behaviors.  In 

this regard, we argue that RCO helps to create a social atmosphere which may 

develop a trusting environment for everyone involved in SCIVC (Sun et al., 2016).  

Therefore, we hypothesize that: 
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H6a. Relational customer orientation has a positive effect on swift credibility. 

3.2.3.2 Effects of RCO on Trust 

Crosby et al. (1990) pointed out that sellers share their background and personal 

things would help to build consumer trust.  They found a positive relationship 

between relational service support and trust.  In s-commerce, sellers are one of the 

users of social media and they can share personal opinions with and offer 

emotional support to others (Yang et al., 2016).  Liang et al. (2011) proposed that 

the messages include emotional concerns such as caring, understanding, and 

empathy in a social community can contribute to consumer trust towards s-

commerce sites.  From the relational perspective, such emotional support will help 

to build trust in s-commerce sites.  The study of Liang et al. (2011) confirmed that 

emotional support has a positive influence on consumer trust towards s-commerce 

sites.  Likewise, Ng (2013) suggested that social interaction like posting 

supportive messages and photo sharing among users can facilitate users’ trust in a 

social network community.  In view of this, we argue that sellers perform RCO 

can help consumers to build their trust in shopping in s-commerce sites.  

Therefore, we hypothesize that: 

H6b. Relational customer orientation has a positive effect on consumer trust 

towards s-commerce. 
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3.2.3.3 Effects of RCO on SWG 

Crosby et al. (1990) suggested that sharing common interests with customers can 

contribute to mutual understanding, high contact intensity, and cooperative 

intentions.  In online marketplaces, Ou et al. (2014) contended that SWG can be 

rapidly built when buyers perceive a high quality of interaction with sellers.  

Likewise, Shi et al. (2018) articulated that SWG will be developed when 

customers perceive a sense of care from online retailers.  In this sense, we argue 

that sellers perform RCO including sharing funny things with buyers and 

concerning their problems, customers will develop SWG with sellers in s-

commerce.  Therefore, RCO can enhance mutual understanding and form a 

harmonious relationship with buyers, that is, SWG.  Therefore, we hypothesize 

that: 

H6c. Relational customer orientation has a positive effect on swift guanxi. 

3.2.3.4 Effects of FCO on SWC 

FCO refers to a strategy of sellers to provide task-related support to customers and 

aims to address customer shopping needs in s-commerce sites (Saxe & Weitz, 

1982).  According to Chen and Shen (2015), when customers perceive a high 

level of functional support such as resolving problems and getting suggestions 

from the s-commerce community, they will perceive the whole community is 

trustful and their worry about opportunistic behaviors will be reduced.  They 

claimed that if customers can obtain instrumental assistance in the s-commerce 

community, their confidence on other members will also be higher and further to 
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develop c2c trust.  Likewise, Hajli (2018) proposed that functional support from 

peers helps customers make a better informed shopping decision in s-commerce.  

As a result, this supportive climate enhances the usefulness and credibility of 

members’ consumption observations and reviews in the community.  Thus, Hajli 

(2018) found that functional support has a positive effect on SWC in s-commerce.  

In this regard, when sellers provide a high quality of functional service for 

customers in SCIVC, customers will perceive the community is a reliable place 

and consider the shared information among members is properly governed by 

sellers.  As a result, customers are likely to trust the members and the shared 

shopping review and observations in SCIVC (Diao et al., 2015; Sun et al., 2017).  

Therefore, we propose that performing FCO in SCIVC helps to promote the 

credibility of suggestions provided by members.  Therefore, we hypothesize that: 

H7a. Functional customer orientation has a positive effect on swift credibility. 

3.2.3.5 Effects of FCO on Trust 

In conventional marketing literature, Swan et al. (1985) proposed that sellers offer 

functional service support for customers can build a higher level of trust.  

Macintosh (2007) claimed that FCO aims to satisfy customers’ needs and address 

their concerns about making purchase decisions.  A high level of FCO can 

increase consumer trust in the service employees and their trust in the 

organizations of the employees.  They provided empirical support for the positive 

relationship between FCO and Trust.   In s-commerce, Lin et al. (2017) 

demonstrated that product recommendations from sellers to consumers have a 

positive effect on consumer trust because sellers can address consumers’ shopping 
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difficulties.  Furthermore, Kim and Park (2013) found that when firms provide 

functional service support such as providing accurate information to buyers will 

motivate consumer trust building in s-commerce.  Hence, we postulate that when 

sellers provide FCO to their customers, they will perceive the shopping 

environment is safe and reliable and thus promotes consumer trust building in s-

commerce sites.  Therefore, we hypothesize that: 

H7b. Functional customer orientation has a positive effect on consumer trust 

towards s-commerce. 

3.2.3.6 Effects of FCO on SWG 

In marketing literature, a higher FCO will lead to a higher level of relationship 

quality such as customer satisfaction and commitment with sellers (Donavan & 

Hocutt, 2001; Stock & Bednarek, 2014).  In other words, sellers offer FCO can 

build a strong relationship with customers and to lower the likelihood of 

customers’ switching behaviors (Donavan & Hocutt, 2001; Jones et al., 2003).  

Dorsch et al. (1998) suggested that the development of high quality of a customer-

seller relationship depends on good functional service support.  In e-commerce, 

Shi et al. (2018) confirmed that the high quality of online customer services such 

as offering product information, shopping process assistance, and timeliness of 

service response will facilitate the relationship harmony and mutual understanding 

between buyers and retailers, that is, SWG.  Thereby, providing FCO from sellers 

can contribute to the development of SWG with customers.  In s-commerce, Lin 

et al. (2017) suggested that recommendation from sellers will enhance SWG.  

When customers perceive sellers’ product recommendations are personalized, 
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valuable, and practical to meet their needs then they are likely to develop a 

positive attitude towards sellers.  We argue that when sellers provide FCO, 

including product description, product matching, and need matching, for s-

commerce shoppers, it will help to build mutual understanding and relationship 

harmony.  Therefore, we hypothesize that: 

H7c. Functional customer orientation has a positive effect on swift guanxi. 

3.2.4  Summary of Hypotheses 

The proposed research model includes three main model components: social 

support, trust transfer process, and relationship outcomes.  The model construct of 

FCO is measured with three components, namely product description matching, 

product matching, and need matching.  The model construct of RCO includes two 

components, namely pampering and hobby sharing.  The model construct of SWG 

contains two components, namely mutual understanding, and relationship 

harmony.  For the relationship outcomes, they are represented by three constructs, 

namely REP, WOMA, and WOMI.  The proposed hypotheses grounded in s-

commerce context are summarized in Table 3.1.  
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Table 3.1 Summary of Hypotheses 

H1 Swift credibility is positively related to consumer trust towards s-

commerce. 

H2 Swift guanxi is positively related to consumer trust towards s-commerce. 

H3a Swift credibility is positively related to WOM intention. 

H3b Swift credibility is positively related to WOM adoption. 

H3c Swift credibility is positively related to repurchase intention. 

H4a Consumer trust towards s-commerce is positively related to WOM 

intention. 

H4b Consumer trust towards s-commerce is positively related to WOM 

adoption. 

H4c Consumer trust towards s-commerce is positively related to repurchase 

intention. 

H5a Swift guanxi is positively related to WOM intention. 

H5b Swift guanxi is positively related to WOM adoption. 

H5c Swift guanxi is positively related to repurchase intention. 

H6a Relational customer orientation is positively related to swift credibility. 

H6b Relational customer orientation is positively related to consumer trust 

towards s-commerce. 

H6c Relational customer orientation is positively related to swift guanxi. 

H7a Functional customer orientation is positively related to swift credibility. 

H7b Functional customer orientation is positively related to consumer trust 

towards s-commerce. 

H7c Functional customer orientation is positively related to swift guanxi. 
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3.3 Instrument Development 

In this thesis, we examine the proposed model via hypotheses by using a dataset 

collected from a questionnaire survey.  This section elaborates on how to develop 

measurement items for our model constructs and presents the measurement items 

of the model constructs in our proposed research model.  We discuss each of them 

starting from the left-hand side of Figure 3.2 in below. 

3.3.1  Functional Customer Orientation (FCO) Construct 

In this study, functional customer orientation (FCO) construct refers to a 

multidimensional measure with three characteristics of sellers’ adoption as a way 

of customer-centric business strategy.  We adopted the multidimensional 

measures of FCO proposed by Michaels and Day (1985) with modification as 

discussed in Chapter 2.  As shown in Table 3.2, our FCO represents by a) product 

description matching (PDM), b) product matching (PRM), and c) need matching 

(NEM).  PDM construct has three measurement items; PDM1, PDM2, and PDM3.  

Besides, PRM construct has two measurement items; PRM1 and PRM2.  In 

addition, NEM construct has three measurement items; NEM1, NEM2, and 

NEM3. 

3.3.2  Relational Customer Orientation (RCO) Construct 

Similarly, relational customer orientation (RCO) construct measures on the basis 

of a multidimensional measure.  We adopted the multidimensional measures of 
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RCO proposed by Donavan et al. (2004) and Homburg et al. (2011) with 

modification as discussed in Chapter 2.  As shown in Table 3.2, our RCO 

represents by a) pampering (PAM) and b) hobby sharing (HOB).  PAM construct 

has three measurement items; PAM1, PAM2, and PAM3.  In addition, HOB 

construct has two measurement items; HOB1 and HOB2. 

3.3.3  Swift Guanxi (SWG) Construct 

We adopted the multidimensional measures of swift guanxi (SWG) proposed by 

Ou et al. (2014) with modification as discussed in Chapter 2.  As shown in Table 

3.2, our SWG represents by mutual understanding (MU) construct and 

relationship harmony (RH) construct.  MU construct has five measurement items; 

MU1, MU2, MU3, MU4, and MU5.  In addition, RH construct has three 

measurement items; namely, RH1, RH2, and RH3.   

3.3.4   Trust towards S-Commerce (Trust) Construct 

We followed the measures of consumer trust towards s-commerce (Trust) of 

Robert et al. (2009) for the reason being that our study is relatively similar to 

theirs.  Thus, we have three measurement items of Trust construct as shown in 

Table 3.2 as Trust1, Trust2, and Trust3.   

3.3.5  Swift Credibility (SWC) Construct 

This study resembles the study of Cheung et al. (2009) in which initial trust bases 

on “expend limited time and effort” with members in a virtual environment.  We 
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adopt their swift credibility (SWC) construct as shown in Table 3.2 with 

modification for three measurement items of SWC; namely SWC1, SWC2, and 

SWC3.  

3.3.6  Repurchase Intention (REP) Construct 

This study adopts the work of Liao et al. (2007) with modification to suit for 

repurchase intention (REP) construct.  We thus have three measurement items of 

REP as shown in Table 3.2, namely REP1, REP2, and REP3. 

3.3.7  Word of Mouth Adoption (WOMA) Construct 

This study adopts the work of Cheung et al. (2009) with modification to suit for 

word of mouth adoption (WOMA) construct.  We thus have five measurement 

items of WOMA as shown in Table 3.2, namely WOMA1, WOMA2, WOMA3, 

WOMA4, and WOM5.   

3.3.8  Word of Mouth Intention (WOMI) Construct 

This study adopts the work of Kim and Park (2013) with modification to suit for 

word of mouth intention (WOMI) construct.  We thus have four measurement 

items of WOMI as shown in Table 3.2, namely WOMI1, WOMI2, WOMI3, and 

WOMI4.  
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Table 3.2 Constructs and Measurement Items (1/2) 

Constructs Measurement items Sources 

Functional customer orientation (FCO) 

Product 

description 

matching 

(PDM)  

PDM1: WeChat seller describes products honestly. (Michael

s & Day, 

1985) 
PDM2: WeChat seller describes products 

accurately. 

PDM3: WeChat seller gives me an accurate 

expectation of what products will do/be. 

Product 

matching 

(PRM) 

PRM1: WeChat seller recommends product(s) that 

best suited to me. 

(Michael

s & Day, 

1985) PRM2: WeChat seller recommends product(s) that 

meet my needs. 

Need 

matching 

(NEM) 

NEM1: WeChat seller offers help to find out what 

kinds of products meet my needs. 

(Michael

s & Day, 

1985) NEM2: WeChat seller offers help to find out my 

actual needs. 

NEM3: WeChat seller offers help to discuss my 

needs together. 

Relational customer orientation (RCO) 

Pampering 

(PAM) 

PAM1: WeChat seller nurtures me. (Donava

n et al., 

2004) 
PAM2: WeChat seller shows that my problem is 

important. 

PAM3: WeChat seller gives individual attention to 

me. 

Hobby 

sharing 

(HOB) 

HOB1: WeChat seller posts about interesting issues 

such as traveling and dining experiences. 

(Hombur

g et al., 

2011) HOB2: WeChat seller posts and shares common 

interests or hobbies. 

Swift guanxi (SWG) 

Mutual 

understandin

g  

(MU) 

MU1: When interacting with WeChat seller, we can 

understand each other’s needs. 

(Ou et 

al., 2014) 

MU2: When interacting with WeChat seller, we can 

understand the point of view of each other. 

MU3: When interacting with WeChat seller, we can 

make ourselves heard. 

MU4: When interacting with WeChat seller, we can 

follow the flow of conversation. 

MU5: When interacting with WeChat seller, we 

show interest in each other’s opinions. 

Relationship 

harmony 

(RH) 

RH1: When interacting with WeChat seller, we 

maintain harmony.  

(Ou et 

al., 2014) 

RH2: When interacting with WeChat seller, we 

avoid conflict. 

RH3: When interacting with WeChat seller, we 

respect each other. 
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Table 3.2 Constructs and Measurement Items (2/2) 

Constructs Measurement items Sources 

Swift 

credibility 

(SWC) 

SWC1: When briefly communicating with other members 

who participate in the WeChat activities, I think their 

observations on this WeChat seller are factual. 

(Cheung 

et al., 

2009) 

SWC2: When briefly communicating with other members 

who participate in the WeChat activities, I think their 

answers on my enquiries about this WeChat seller 

are accurate. 

SWC3: When briefly communicating with other members 

who participate in the WeChat activities, I think their 

comments on this WeChat seller are credible. 

Trust 

towards s-

commerce  

(Trust) 

T1: In regarding to s-commerce, I think WeChat can be 

counted on. 

(Robert 

et al., 

2009) T2: In regarding to s-commerce, I think WeChat has my 

confidence. 

T3: In regarding to s-commerce, I think WeChat has high 

integrity. 

Repurchase 

intention 

(REP)  

REP1: I intend to continue shop at WeChat rather than 

discontinue. 

(Liao et 

al., 2007) 

REP2: My intentions are to continue shopping at WeChat 

than use any alternative means. 

REP3: If I could, I would like to continue shop at WeChat 

as much as possible. 

Word of 

mouth 

adoption 

(WOMA) 

WOMA1: I consider the shopping experiences of members 

before I shop WeChat. 

(Cheung 

et al., 

2009) WOMA2: I consider the shopping experiences of members 

on WeChat as it contributes to my knowledge of 

discussed product/service. 

WOMA3: I consider the shopping experiences of members 

because it makes my purchase decision on WeChat 

easier (i.e. to purchase or not to purchase). 

WOMA4: I consider the shopping experiences of members 

on WeChat because it enhances my effectiveness in 

making purchase decision. 

WOMA5: I ask members about their shopping experience 

on WeChat because it motivates me to make purchase 

action. 

Word of 

mouth 

intention 

(WOMI) 

WOMI1: I would tell others positive things about my 

shopping experience and suggestion on WeChat. 

(Kim & 

Park, 

2013) 

 
WOMI2: I would provide others with information about 

my shopping experience on WeChat. 

WOMI3: I am likely to recommend WeChat shopping to 

others. 

WOMI4: I am likely to encourage others to shop WeChat. 
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3.4 Questionnaire Design 

In this section, we first introduce the proposed steps to test and validate our 

questionnaire, and then describe the final structure of our questionnaire. 

3.4.1  Questionnaire Validity 

The questionnaire validity is observed in its content validity and reliability (Li et 

al., 2005).  Content validity refers to the assessment of the correspondence of the 

measurement items to be included in a construct and its conceptual definition (Li 

et al., 2005).  Reliability refers to the extent to which measurement items are free 

from error thus being able to produce consistent results (Li et al., 2005).  To 

enhance questionnaire validity, we follow the method proposed by Bock et al. 

(2005) and Li et al. (2005) and implement them in the following two steps: 1) 

pilot study, and 2) translation and back translation. 

3.4.1.1 Pilot Study 

The English version of our proposed measurement items has been examined 

firstly by an expert panel which consists of two local professors, who are IS and 

strategic management researchers.  Item wordings are revised after considering 

their feedbacks.   And then, we translated the English version into Chinese one 

and invited a business professor in China for proofreading.  A pilot study has 

been then conducted with China’s business students.  The main objective in the 

pilot study is the scrutiny and a check thoroughly on the appropriateness and 

language of the research constructs in the Chinese environment.  We have asked 



 

 

71 

 

our respondents to complete our proposed questionnaire and collected their 

responses after they completed. Based on their feedback, we have then 

incorporated their comments so that our questionnaire can be improved for the 

readability and clarity.  We have also altered the original format of our proposed 

questionnaire so that the final format becomes more friendly reading. 

3.4.1.2 Translation and Back Translation 

As our target respondents are WeChat shoppers in China, the draft questionnaire 

has been firstly translated into Chinese version by an independent translator.  A 

back translation from the Chinese version has also been conducted to compare the 

English version with original items.  We discuss any conflicts until an agreement 

has been reached for each question.  Further, both original English and Chinese 

version of the questionnaire has been sent to a bilingual IS expert and a bilingual 

strategic management expert to confirm on their consistency, clarity, and 

accuracy of wordings.  

3.4.2  Questionnaire Structure 

Appendix A shows the final format of our questionnaire, which consists of four 

sections.  Section one consists of 13 questions, which are used to collect data for 

measurement items of services offered by a s-commerce seller; including product 

description matching construct, product matching construct, need matching 

construct, pampering construct, and hobby sharing construct.  These 13 

measurement items are measured in a five-point Likert scale; from “1 = strongly 

disagree” to “5 = strongly agree”.   Section two consists of 14 questions, which 
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are used to collect the measurement items for mutual understanding, relationship 

harmony, trust towards s-commerce, and swift credibility.   Section three consists 

of 12 questions, which are used to collect the measurement items for repurchase 

intention, WOM adoption, and WOM intention.  All these questions in sections 2 

and 3 are also measured in a five-point Likert scale; from “1 = strongly disagree” 

to “5 = strongly agree”.   Lastly, in section four, the demographic data is collected.  

The collected information includes gender, age, education and employment 

background, and their spending and shopping behavior. 

3.5 Research Sampling and Data Collection 

The sample of this thesis consists of a s-commerce shopping site in China - 

WeChat.  WeChat was selected for two reasons; 1) swift guanxi construct is 

directly applied to Chinese communities (Chiu et al., 2018; Ou et al., 2014); and 2) 

WeChat is the largest s-commerce site in China with 1.08 billion of users as 

reported in the year 2018 (Statista, 2018).  To reach WeChat users for data 

collection, we followed previous publications such as Zhou et al. (2013), Zhang et 

al. (2016), Lien et al. (2017), and Chi (2018), to conduct our online survey based 

on a popular online survey site in China – Sojump.   This study used Sojump’s 

paid sample service mainly because we can randomly access over 2.6 million of 

sample sources located in different cities in China (Zhou et al., 2013).  We 

decided to recruit up to 300 qualified respondents based on two reasons.  First, 

due to the budget constraint, we can only recruit around 300 respondents.  Second, 

this sample size was also followed a few recent social media studies, which 

collected around 300 samples from Sojump’s database (Lien et al., 2017; Zhou et 
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al., 2013).  Sojump employed a self-selection method, one of the non-probability 

sampling techniques, to contact our targeted respondents.  For instance, Sojump 

sent an email invitation to their registered members.  If the registered members 

decided to respond to their invitation, he or she can access to our online survey.  

In the survey, we clearly informed respondents about the objective of this study 

and we asked if they have shopped in WeChat before.  We asked respondents to 

focus on one WeChat seller they picked when answering our questions. 

Respondents were also aware that their personal information would be treated 

confidentially.  In total, we collected 287 valid responses.  We will discuss the 

data cleaning process in Chapter 4.    

3.6 Statistical Analysis Methods 

This section presents the statistical analysis methods of our proposed model.  This 

thesis follows a 2-step analytical procedure for data analysis by firstly assessing 

the measurement model, and then the structural model (Tatham et al., 1998).  The 

following contents execute these two procedural steps: 

(a) measurement model assessment; and 

(b) structural model assessment. 

3.6.1  Measurement Model Assessment 

The measurement model refers to the relationships between measurement items 

(i.e. observed variables) and constructs (i.e. latent variables) (Igbaria et al., 1997). 
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The purpose of assessing measurement model is to ensure instrument quality.  We 

follow the instructions of previous studies (Chin et al., 1997; Podsakoff et al., 

2003) to validate our measurement model by assessing the content validity, 

convergent validity, discriminant validity, reliability, and common method bias of 

the measurement model. 

3.6.1.1 Content Validity 

Content validity can be evaluated through various means such as panel evaluation, 

qualitative interview, and pilot test of the instrument (Tilden et al., 1990).  In this 

thesis, we assess the content validity of the measurement scales using the 

following two steps. First, we evaluate the quality of measurement scales based on 

prior studies.  Second, we invite a panel of IS experts to evaluate the validity of 

measurement scales. 

3.6.1.2 Convergent Validity 

Convergent validity refers to all items measuring a construct actually load onto a 

single construct (Campbell & Fiske, 1959).  We evaluated convergent validity by 

using three criterions (Chow & Shi, 2015), namely (1) all factor loading should be 

greater than 0.7 (Chin, 1998), (2) composite reliability should be above 0.7 (Chin, 

1998), and (3) average variance extracted (AVE) should be greater than 0.5 

(Fornell & Larcker, 1981). 
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3.6.1.3 Discriminant Validity 

Discriminant validity refers to the examination of each proposed construct is 

intended to measure a distinctive subject  (Campbell & Fiske, 1959).  It was 

evaluated by examining whether each construct’s average variance extracted 

(AVE)’s square root was larger than the correlation between it and other 

constructs (Chin, 1998).  The proposed construct should better explain a 

measurement item than other constructs according to the underlying principle of 

discriminant validity.  The degree of discriminant validity is adequate if the scales 

of one construct have higher correlations with each other than with items of other 

constructs.  To conclude, we can assert the construct is well differentiated with 

other constructs if AVE’s square root of a construct is higher than its correlations 

with other constructs (Fornell & Larcker, 1981). 

3.6.1.4 Reliability 

Reliability refers to the internal consistency of operationalized items in each 

construct. Reliability concerns the extent to which the results of our 

operationalized items are consistent and stable.  High reliability indicates that the 

measurement items are able to produce consistent results (Tatham et al., 1998).  

We use the widely adopted Cronbach’s Alpha (α) test to assess the reliability of 

each construct in this study.  If the measurements of a construct demonstrate high 

Conbach’s α value, it indicates that the construct has a high level of reliability and 

its measurement items are highly homogeneous (Kerlinger & Lee, 1964).  The 

Conbach’s α value reflects the extent to which the operationalized items of a 

construct are correlated.  To achieve an acceptable high level of reliability, most 
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previous studies consider the Cronbach’s α value of a construct should be larger 

than 0.7 (Nunnally et al., 1967).  Alternatively, Hair et al. (1992) suggest that the 

Cronbach’s α value can be relaxed and considers a threshold value of 0.5 as the 

minimal level of reliability. 

3.6.2  Structural Model Assessment 

Structural Equation Modeling (SEM) is adopted in this study.  SEM is a powerful 

second generation multivariate analysis technique for examining causal models 

and evaluating the corresponding measurement model simultaneously (Gefen et 

al., 2000).  It is a statistical technique for specifying and estimating models of 

linear relationships among variables using a combination of statistical data and 

qualitative causal assumptions (MacCallum & Austin, 2000).  Gathering a 

collection of statistical techniques, SEM enables studies to examine a set of 

relationships between dependent variables and independent variables, and at the 

same time, it can assess measurement items of significant variables.  SEM is 

superior to traditional factor analysis and regression analysis because the 

measurement model is assessed within the context of the theoretical structural 

model (Liang & Huang, 1998). 

In this study, the component-based SEM technique - Partial Least Squares 

(PLS) – was used to assess the measurement and structural models.  PLS has been 

adopted widely for data analysis by studies in difference disciplines such as 

information systems (Song et al., 2014; Zhang et al., 2009), marketing   (Grace & 

O'Cass, 2004; Johnson et al., 2006; Unal & Donthu, 2014), and management 

(Basu, 2014; Bontis et al., 2007).  Along with the increasing popularity of PLS for 
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statistical analysis, there have been some arguments on the limitations of PLS.  

For example, the study of Rönkkö and Evermann (2013) pointed out that “PLS 

does not have a test of overall model fit” (p. 443).  In addition, Rouse and Corbitt 

(2008) claimed that, for studies with small samples, PLS “is likely to discount 

relationships that would show up with larger samples and more accurate statistical 

tools” (p. 849).  Regarding previous criticisms on PLS, some recent studies have 

also pointed out that “most arguments of PLS-SEM critics were wrong” (Sarstedt 

et al., 2014b, p. 158), and that PLS actually has certain advantages over 

covariance-based SEM (e.g., Lisrel) such as “it is robust and exhibits relatively 

higher statistical power” (Sarstedt et al., 2014a, p. 133) with small sample sizes.   

Based on the literature, PLS is considered as appropriate and advantageous for our 

study for the following major reasons.  First, according to the “Rules of Thumb 

for Selecting CB-SEM (covariance-based SEM) or PLS-SEM” (Hair et al., 2011, 

p. 144), PLS is advantageous for the structural model which involved with 

formative constructs.  Our research model has three formative constructs (i.e., 

FCO, RCO, and SWG).  Second, PLS has its advantageous feature of analyzing 

complex models which involved with many constructs (Sarstedt et al., 2014b).  

Our structural model includes a large set of relationships among model constructs.  

Third, PLS makes minimal demands on the normal distribution and works with 

nominal, ordinal, and interval scaled variables (Chin, 1998).  This also fits the 

scale of our model constructs.  Therefore, the above advantageous features of PLS 

indicate that it is the best suitable technique for data analysis in our study. 

The software package SmartPLS 2.0 was used to perform our data analysis.  We 

conducted the data analysis of SEM in two phases by following the instructions of 
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Tatham et al. (1998).  In phase one, the measurement model was assessed in terms 

of reliability, convergent validity, and discriminant validity.  In phase two, the 

structural model was assessed through the examination of our proposed 

relationships between the independent and dependent variables.  We investigate 

the significance of direct relationships and indirect relationships among constructs. 
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CHAPTER 4 SAMPLING PROFILES 

This chapter presents the sampling profiles of our participants.  It includes the 

following sections: 

a) Demographic Information of Respondents; and 

b) Mean Scores and Standard Deviations of Model Constructs. 

4.1 Demographic Information of Respondents 

This thesis collected a total of 313 responses from Sojump online survey service.  

We followed the literature and performed the following two steps to remove 

invalid responses (Hu et al., 2016; Zhou et al., 2013): 1) missing important 

answers, and 2) same answers for all questions.  In the end, we removed 26 

invalid responses.  A total of 287 valid responses remained.  The respondents’ 

demographic information is shown in Table 4.1.  Of these samples, about 64.8% 

(i.e. 186 responses) were female and 35.2% (i.e. 101 responses) were male.  Most 

of the respondents were working in a private firm (78.4%) and hold a bachelor’s 

degree (74.6%).  Most of the respondents were between 25 to 40 years old (i.e. 

213 responses or 74.2%); 81.2% of the respondents had completed university 

education; 93.4% of them are working with fixed income; 48.1% of the 

respondents earned income between￥4,000 and ￥7,000 per month.  In term of 

their shopping behavior, 89.2% of respondents had more than one year of WeChat 

shopping experience; 99.0% of them had engaged WeChat shopping at least one 
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time in the past three months; and together with all of them (100%) have 

purchased from at least one WeChat seller and spent more than ￥20 in the past 

three months of WeChat Shopping.  Therefore, our respondents have shopped 

with WeChat sellers previously.  Furthermore, Table 4.1 shows that the 

respondents are collected from twenty-six province in China.  18.5 of the 

respondents are from Guangdong, followed by Shanghai (9.4%), and Beijing 

(8.7%).   

Since the data collected from a single source and were self-reported, we assessed 

the potential issue of common method bias (CMB) by conducting Harman's 

single-factor test (Podsakoff, MacKenzie, Lee, & Podsakoff, 2003).  The test 

reported that the single factor accounted for 28.7% of the variance, which is lesser 

than 50% threshold.  Therefore, CMB is unlikely to be a serious issue in this study.  

In addition, since we collected all respondents from Sojump company at once 

time, non-response bias cannot be determined in this study. 
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Table 4.1 Demographic Information of Respondents (1/3) 

 Category Frequency (Percentage) 

Gender Male 

Female 

101  (35.2%) 

186  (64.8%) 

Age <18 

18-24 

25-30 

31-40 

41-50 

>50 

0      (0.0%) 

36    (12.5%) 

106  (36.9%) 

107  (37.3%) 

31    (10.8%) 

7      (2.4%) 

Education Level High school or below 

Diploma or relative course 

Bachelor’s degree 

Master’s degree or above 

8      (2.8%) 

46    (16.0%) 

214  (74.6%) 

19     (6.6%) 

Occupation Student  

Privately employed  

Self-employed  

Public servant  

Housewife 

Retiree 

Unemployed 

11     (3.8%) 

225   (78.4%) 

15     (5.2%) 

28     (9.8%) 

3       (1.0%) 

4       (1.4%) 

1       (0.3%) 

WeChat shopping 

experience (i.e. 

WeChat stores 

only) 

Less than 1 year 

1–2 years  

3–5 years  

More than 5 years 

31    (10.8%) 

193  (67.2%) 

59    (20.6%) 

4      (1.4%) 

WeChat usage 

experience 

Less than 1 year 

1–2 years  

3–5 years  

More than 5 years 

0       (0.0%) 

29     (10.1%) 

195   (67.9%) 

63     (22.0%) 

Past transactions in 

last 3 months on 

WeChat 

None  

1–5  

6–10  

11–15 

16-20 

21-25 

More than 25 

3       (1.0%) 

136   (47.4%) 

83     (28.9%) 

41     (14.3%) 

14     (4.9%) 

8       (2.8%) 

2       (0.7%) 

Numbers of 

WeChat sellers 

that you have 

purchased from 

Only 1 seller 

2-5 sellers 

6-10 sellers 

11-15 sellers 

16-20 sellers 

More than 20 sellers 

6       (2.1%) 

165   (57.5%) 

93     (32.4%) 

15     (5.2%) 

5       (1.7%) 

3       (1.0%) 
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Table 4.1 Demographic Information of Respondents (2/3) 

 Category Frequency (Percentage) 

Type of products 

have you 

purchased in 

WeChat 

(you may choose 

more than one) 

Clothing and footwear  

Fashion accessories 

Food and health products  

Skin care & cosmetics  

Electronic appliance 

Sporting gear  

Others 

198   (69.0%) 

141   (49.1%) 

175   (61.0%) 

174   (60.6%) 

42     (14.6%) 

64     (22.3%) 

5       (1.7%) 

Money spent (in 

RMB) on WeChat 

shopping in last 3 

months 

Less than ￥20 1     (0.3%) 

￥21-￥50 1     (0.3%) 

￥51-￥100 11   (3.8%) 

￥101-￥300 33   (11.5%) 

￥301-￥500 57   (19.9%) 

￥501-￥1000 82   (28.6%) 

￥1,001-￥2000 53   (18.5%) 

￥2,001-￥3000 33   (11.5%) 

￥3,001-￥5000 12   (4.2%) 

More than ￥5000 4     (1.4%) 

Personal Income in 

RMB (monthly) 

Less than ￥2000 7     (2.4%) 

￥2000 - ￥3000 9     (3.1%) 

￥3001 - ￥4,000 20   (7.0%) 

￥4001 - ￥5,000 43   (15.0%) 

￥5,001 - ￥6,000 48   (16.7%) 

￥6,001 - ￥7,000 47   (16.4%) 

￥7,001 - ￥8,000 35   (12.2%) 

￥8,001 - ￥9,000 41   (14.3%) 

More than ￥10,000 37   (12.9%) 
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Table 4.1 Demographic Information of Respondents (3/3) 

Number of 

Province 

Name of Province Number of Response 

1 Guangdong 53   (18.5%) 

2 Shanghai 27   (9.4%) 

3 Beijing 25   (8.7%) 

4 Jiangsu 24   (8.4%) 

5 Shandong 21   (7.3%) 

6 Zhejiang 19   (6.6%) 

7 Hubei 16   (5.6%) 

8 Hebei 13   (4.5%) 

9 Liaoning 12   (4.2%) 

10 Henan 11   (3.8%) 

11 Jiangxi 10   (3.5%) 

12 Hunan 8     (2.8%) 

13 Sichuan 7     (2.4%) 

14 Fujian 7     (2.4%) 

15 Tianjin 6     (2.1%) 

16 Shanxi 5     (1.7%) 

17 Yunnan 4     (1.4%) 

18 Heilongjiang 4     (1.4%) 

19 Guangxi 3     (1.0%) 

20 Chongqing 3     (1.0%) 

21 Shaanxi 3     (1.0%) 

22 Anhui 2     (0.7%) 

23 Jilin 1     (0.3%) 

24 Guizhou 1     (0.3%) 

25 Hainan 1     (0.3%) 

26 Xinjiang 1     (0.3%) 

Total 287 (100%) 
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4.2 Mean Scores and Standard Deviations of Constructs 

A five-point Likert scale was used for all the questions in the questionnaire.  

Table 4.2 displays the mean scores and standard deviations of our constructs with 

their respective measurement items.  As shown in the table, all of the mean scores 

are greater than “3”.  The construct of “RH” has the highest mean value of 4.14, 

while the construct of “PAM” has the lowest mean value of 3.39.  For standard 

deviations, the construct of “HOB” has the highest value of 0.82, while the 

construct of “RH” has the lowest value of 0.48. 

Table 4.2 Mean Scores and Standard Deviations of Constructs (1 of 2) 

Constructs and Scale Items Mean scores Standard deviations 

Product description matching (PDM) 

  PDM1 

  PDM2 

  PDM3 

3.60 

3.57 

3.61 

3.61 

0.64 

0.78 

0.79 

0.78 

Product matching (PRM) 

  PRM1 

  PRM2 

3.48 

3.35 

3.62 

0.64 

0.80 

0.70 

Need matching (NEM) 

  NEM1 

  NEM2 

  NEM3 

3.64 

3.66 

3.57 

3.67 

0.57 

0.70 

0.78 

0.81 

Pampering (PAM) 

  PAM1 

  PAM2 

  PAM3 

3.39 

3.51 

3.57 

3.10 

0.59 

0.79 

0.74 

0.86 

Hobby sharing (HOB) 

  HOB1 

  HOB2 

3.40 

3.35 

3.44 

0.82 

0.94 

0.89 
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Table 4.2 Mean Scores and Standard Deviations of Constructs (2 of 2) 

Constructs and Scale Items Mean scores Standard deviations 

Mutual understanding (MU) 

  MU1 

  MU2 

  MU3 

  MU4 

  MU5 

3.76 

3.72 

3.81 

3.39 

3.86 

4.00 

0.52 

0.66 

0.77 

0.89 

0.78 

0.66 

Relationship harmony (RH) 

  RH1 

  RH2 

  RH3 

4.14 

4.07 

4.15 

4.20 

0.48 

0.64 

0.68 

0.62 

Swift credibility (SWC) 

  SWC1 

  SWC2 

  SWC3 

3.64 

3.67 

3.60 

3.65 

0.63 

0.74 

0.76 

0.75 

Trust towards s-commerce (Trust) 

  Trust1 

  Trust2 

  Trust3 

3.75 

3.66 

3.85 

3.76 

0.56 

0.67 

0.75 

0.71 

Repurchase intention (REP) 

  REP1 

  REP2 

  REP3 

3.89 

4.11 

3.69 

3.85 

0.63 

0.65 

0.83 

0.82 

WOM adoption (WOMA) 

  WOMA1 

  WOMA2 

  WOMA3 

  WOMA4 

  WOMA5 

3.90 

3.72 

4.02 

3.94 

3.95 

3.85 

0.55 

0.68 

0.77 

0.74 

0.72 

0.83 

WOM intention (WOMI) 

  WOMI1 

  WOMI2 

  WOMI3 

  WOMI4 

3.84 

3.80 

3.94 

3.87 

3.72 

0.62 

0.76 

0.80 

0.77 

0.81 
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CHAPTER 5 RESULTS 

This chapter describes the results of the validation of the measurement model, and 

the analysis of our structural model.  This chapter consists of the following two 

sections: 

a) Measurement Model Assessment; and 

b) Structural Model Assessment. 

5.1 Measurement Model Assessment 

This section reveals the results of content validity, reliability test, convergent 

validity, and discriminant validity as discussed in Chapter 3. 

5.1.1  Content Validity 

In this thesis, we conducted a related literature review and the selected appropriate 

measurement items based on their well-established previous researches.  In such, 

the proposed measurement items are of high quality in correctly representing the 

meaning of respective constructs.  In addition, we have invited two IS professors 

and ten Chinese business students who conversant in s-commerce studies to 

carefully verify the proposed measurement items.  Their valuable comments 

contributed to the refinement of our measurement items.  In this way, we 

concluded that the contents of our proposed measurement items were considered 

as validity one. 
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5.1.2  Convergent Validity 

We assessed the convergent validity of our proposed constructs based on the 

following three criteria: factor loading, composite reliability (CR), and average 

variance extracted (AVE) value.  Table 5.1 presents these results.  In this table, we 

removed one measurement item each from constructs of mutual understanding (i.e. 

MU2) and relationship harmony (i.e. RH2) so that all factor loadings in each 

construct are higher than a value of 0.7.  In the end, all factor loadings of 

measurement items in a construct are above the value of 0.7, with the highest 

value of 0.90 and the lowest value of 0.70.  The CR values are all greater than 0.7, 

with the highest value of 0.89 for the construct of hobby sharing (i.e. HOB) and 

the lowest value of 0.78 for the construct of pampering (i.e. PAM).  The AVE 

values of all constructs were well above 0.5, with the highest value of 0.81 for the 

construct of hobby sharing (i.e. HOB) and the lowest value of 0.52 for the 

construct of mutual understanding (i.e. MU).  Based on the results, we concluded 

that all of our proposed constructs demonstrate adequate convergent validity.  
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Table 5.1 Results of Convergent Validity Analysis  

Measures Items Mean 
Factor 

Loading 

Composite 

Reliability 

Average 

Variance 

Extracted 

Product 

description 

matching 

(PDM) 

PDM1 3.57 0.83 

0.85 0.66 PDM2 3.61 0.82 

PDM3 3.61 0.80 

Product 

matching 

(PRM) 

PRM1 3.35 0.87 
0.84 0.72 

PRM2 3.62 0.84 

Need matching 

(NEM) 

NEM1 3.66 0.72 

0.79 0.56 NEM2 3.57 0.77 

NEM3 3.67 0.76 

Pampering 

(PAM) 

PAM1 3.51 0.75 

0.78 0.55 PAM2 3.57 0.77 

PAM3 3.10 0.76 

Hobby sharing 

(HOB) 

HOB1 3.35 0.90 
0.89 0.81 

HOB2 3.44 0.90 

Mutual 

understanding 

(MU)* 

MU1 3.72 0.70 

0.81 0.52 
MU3 3.39 0.71 

MU4 3.86 0.73 

MU5 4.00 0.74 

Relationship 

harmony (RH)* 

RH1 4.07 0.88 
0.85 0.73 

RH3 4.20 0.83 

Swift credibility 

(SWC) 

SWC1 3.67 0.86 

0.88 0.71 SWC2 3.60 0.80 

SWC3 3.65 0.86 

Trust towards 

s-commerce 

(Trust) 

Trust1 3.66 0.81 

0.83 0.62 Trust2 3.85 0.77 

Trust3 3.76 0.78 

Repurchase 

intention (REP) 

REP1 4.11 0.80 

0.86 0.66 REP2 3.69 0.84 

REP3 3.85 0.80 

Word of mouth 

adoption 

(WOMA) 

WOMA1 3.72 0.73 

0.86 0.54 

WOMA2 4.02 0.70 

WOMA3 3.94 0.73 

WOMA4 3.95 0.75 

WOMA5 3.85 0.79 

Word of mouth 

intention 

(WOMI) 

WOMI1 3.80 0.80 

0.87 0.62 
WOMI2 3.94 0.72 

WOMI3 3.87 0.79 

WOMI4 3.72 0.83 

Note: * MU2 and RH2 were deleted for a low factor loading (<0.7). 
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5.1.3  Discriminant Validity 

We evaluated the discriminant validity of each construct by following the criteria 

described in Chapter 3; that is, whether the square root of the AVE for each 

proposed construct is larger than its correlation values with other constructs.  

Table 5.2 shows the results of this analysis.  In this table, the square root of the 

AVE for each construct is presented in the diagonal entries.  The square root of 

AVE values ranges from 0.74 to 0.90.  All constructs demonstrated adequate 

discriminant validity since the square root of the AVE for each construct (i.e., the 

diagonal entry of each column) is larger than its correlations with other constructs.  

Therefore, our proposed constructs show adequate discriminant validity.  
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Table 5.2 Results of Discriminant Validity Analysis 

 PDM PRM NEM PAM HOB MU RH SWC Trust REP WOMA WOMI 

PDM .81            

PRM .60 .85           

NEM .43 .51 .75          

PAM .39 .50 .48 .74         

HOB .20 .26 .42 .51 .90        

MU .31 .36 .35 .37 .40 .72       

RH .28 .26 .26 .22 .17 .46 .86      

SWC .38 .36 .28 .37 .33 .47 .29 .84     

Trust .53 .49 .44 .45 .40 .58 .47 .48 .79    

REP .34 .44 .40 .38 .24 .52 .42 .49 .53 .81   

WOMA .39 .38 .30 .27 .29 .46 .38 .64 .56 .53 .74  

WOMI .41 .41 .39 .36 .34 .51 .39 .36 .55 .62 .55 .79 

Note: Diagonal elements are the square root of AVE for each construct and the off-diagonal elements are the correlations between 

constructs. 
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5.1.4  Reliability 

As explained in Chapter 3, we adopted the Cronbach’s alpha (α) test to assess the 

reliability of our proposed constructs.  Table 5.3 shows the Cronbach’s α values of 

all of our proposed constructs in this thesis.  In this table, the Cronbach’s α values 

of all constructs ranged from 0.60-0.79, which all were above the threshold value 

of 0.5 (Hair et al., 1992).  The constructs of WOMA and WOMI both have the 

highest Cronbach’s α value of 0.79, while the construct of PAM has the lowest 

Cronbach’s α value of 0.60.  Therefore, we concluded that all proposed constructs 

demonstrate minimal to good reliability.  

Table 5.3 Results of Reliability Test  

Construct Measurement Items 
Cronbach’s 

α 

Product description matching 

(PDM) 
PDM1, PDM2, PDM3 

0.75 

Product matching (PRM) PRM1, PRM2 0.62 

Need matching (NEM) NEM1, NEM2, NEM3 0.61 

Pampering (PAM) PAM1, PAM2, PAM3 0.60 

Hobby sharing (HOB) HOB1, HOB2 0.76 

Mutual understanding (MU) MU1, MU3, MU4, MU5 0.70 

Relationship harmony (RH) RH1, RH3 0.64 

Swift Credibility (SWC) SWC1, SWC2, SWC3 0.79 

Trust towards s-commerce 

(Trust) 
Trust1, Trust2, Trust3 

0.70 

Repurchase intention (REP) REP1, REP2, REP3 0.75 

Word of mouth adoption 

(WOMA) 

WOMA1, WOMA2, WOMA3, 

WOMA4, WOMA5 

0.79 

Word of mouth intention 

(WOMI) 

WOMI1, WOMI2, WOMI3, 

WOMI4 

0.79 
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5.2 Structural Model Assessment 

In the following, we present the result findings of direct relationships and indirect 

relationships of our structural model. 

5.2.1  Direct Relationships   

The proposed research model is presented in Figure 3.2 in Chapter 3 was tested 

using SmartPLS 2.0.  Figure 5.1 reveals the result findings including the variance 

explained (R2 value) of their respective dependent variables.  Table 5.4 outlines 

the results of the hypothesis testing of the structural model, including the 

estimated path coefficients, standard errors, and t-statistics.  Table 5.5 presents a 

summary of hypotheses testing.  We now discuss these results below. 
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5.2.1.1 Effects of CO on SWC 

The result findings of the predictive model of SWC are shown in the lower section 

of Figure 5.1.  The analysis revealed that the path coefficient from FCO to SWC 

is β=0.29 with ρ<0.01. H7a is thus supported.  Also, the path coefficient from 

RCO to SWC is β=0.25 with ρ<0.01.  H6a is therefore validated. 

In conclusion, the effects of FCO and RCO are both positively significant to SWC.  

Among these two customer orientation strategies, FCO exhibits a higher 

predictive power (H7a: β=0.29, p<0.01) on SWC than the RCO (H6a: β=0.25, 

p<0.01).    FCO and RCO explain 22% of the variance about SWC. 

5.2.1.2 Effects of CO on SWG 

The result findings of the predictive model of SWG are shown in the upper 

section of Figure 5.1.  Hypotheses H6c and H7c are used to predict SWG.  Our 

analysis revealed that the path coefficient from RCO to SWG is β=0.27 with 

ρ<0.01.  H6c is thus supported.  Also, the path coefficient from FCO to SWG is 

β=0.30 with ρ<0.01.  H7c is also supported. 

To conclude, the effects of FCO and RCO are both positively significant to SWG.  

In comparison, it shows that FCO has a higher predictive power (H7c: β=0.30, 

p<0.01) on SWG than RCO (H6c: β=0.27, p<0.01).  FCO and RCO explain 25% 

of the variance about SWG.  



 

 

95 

 

5.2.1.3 Effect of CO on Trust 

In our proposed model, the predictive model of Trust was based on the overall 

contributions from four constructs, namely FCO, RCO, SWC, and SWG. 

As shown in the left-hand side of Figure 5.1, it revealed that the path coefficient 

from RCO to Trust is β=0.11 with ρ>0.05.  H6b is thus rejected.  Again, the path 

coefficient from FCO to Trust is β=0.32 with ρ<0.01.  H7b is supported.   

In relation to the prediction power from SWC to Trust, the path coefficient is 

β=0.12 with ρ<0.05.  Thus, H1 is supported.  Also, the path coefficient from SWG 

to Trust is β=0.38 with ρ<0.01.  H2 is also supported.   

In general, the effects of FCO, SWC, and SWG are all positively significant to 

Trust.  Our result revealed that SWG (H2: β=0.38, p<0.01) has the highest 

predictive power on Trust, followed by FCO (H7b: β=0.32, p<0.01) and then 

SWC (H1: β=0.12, p<0.05).  FCO, SWC, and SWG explain 54% of the variance 

about Trust. 

5.2.1.4 Effects of SWG, SWC, and Trust on REP 

In our proposed model, the predictive model of REP was based on the overall 

contributions from three constructs, namely SWG, SWC, and Trust. 

As shown in the right-hand side of Figure 5.1, it demonstrated that the path 

coefficient from SWC to REP is β=0.24 with ρ<0.01.  H3c is thus supported.  In 
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relation to the prediction power from Trust to REP is β=0.23 with ρ<0.01.  H4c is 

supported.  Again, the path coefficient from SWG to REP, the path coefficient is 

β=0.31 with ρ<0.01.  Thus, H5c is validated.   

In general, the effects SWC, Trust, and SWG are all positively significant to REP.  

Our result illustrated that SWG (H5c: β=0.31, p<0.01) has the highest predictive 

power on REP, followed by SWC (H3c: β=0.24, p<0.01) and then Trust (H4c: 

β=0.23, p<0.01).  SWC, Trust, and SWG explain 41% of the variance about REP. 

5.2.1.5 Effects of SWG, SWC, and Trust on WOMA 

The result findings of the predictive model of WOMA are shown in the right-hand 

side of Figure 5.1.  Hypotheses H3b, 4b, and H5b are used to predict WOMA.  

Our analysis revealed that the path coefficient from SWC to WOMA is β=0.46 

with ρ<0.01.  H3b is thus supported.  Also, the path coefficient from Trust to 

WOMA is β=0.27 with ρ<0.01.  H4b is also supported.  However, the path 

coefficient from SWG to WOMA is β=0.11 with p>0.05.  H5b is thus rejected.   

To conclude, the effects of SWC and Trust are both positively significant to 

WOMA.  In comparison, it shows that SWC has a higher predictive power (H3b: 

β=0.46, p<0.01) on WOMA than Trust (H4b: β=0.27, p<0.01).    SWC and Trust 

explain 50% of the variance about WOMA. 
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5.2.1.6 Effects of SWG, SWC, and Trust on WOMI 

In our proposed model, the predictive model of WOMI was based on the overall 

contributions from three constructs, namely SWC, Trust, and SWG.   

As shown in the right-hand side of Figure 5.1, it revealed that the path coefficient 

from SWC to WOMI is β=0.06 with ρ>0.05.  H3a is thus rejected.  Again, the 

path coefficient from Trust to WOMI is β=0.34 with ρ<0.01.  H4a is validated.  In 

relation to the prediction power from SWG to WOMI, the path coefficient is 

β=0.30 with ρ<0.01.  Thus, H5a is supported.  

To conclude, the effects of Trust and SWG are both positively significant to 

WOMI.  It displays that Trust has a higher predictive power (H4a: β=0.34 with 

ρ<0.01) than SWG (H5a: β=0.30 with ρ<0.01) on WOMI.  Trust and SWG 

explain 37% of the variance about WOMI. 

Overall, we present the results of structural model testing and the summary of the 

hypotheses testing results in Table 5.4 and Table 5.5 respectively. 
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Table 5.4 Results of Structural Model Testing   

Hypotheses Path 
Parameter 

Estimate 

Sample 

Mean 

Standard 

Error 

T 

Statistics 

H1 SWC -> Trust  0.12* 0.12 0.06 2.16 

H2 SWG -> Trust 0.38** 0.38 0.05 7.67 

H3a SWC -> WOMI 0.06 0.06 0.07 0.85 

H3b SWC -> WOMA  0.46** 0.46 0.06 7.80 

H3c SWC -> REP 0.24** 0.24 0.06 4.05 

H4a Trust -> WOMI 0.34** 0.33 0.07 4.96 

H4b Trust -> WOMA  0.27** 0.27 0.06 4.16 

H4c Trust -> REP  0.23** 0.23 0.08 2.98 

H5a SWG -> WOMI  0.30** 0.30 0.07 4.40 

H5b SWG -> WOMA  0.11 0.11 0.07 1.70 

H5c SWG -> REP  0.31** 0.30 0.06 5.24 

H6a RCO -> SWC  0.25** 0.25 0.07 3.82 

H6b RCO -> Trust  0.11 0.11 0.05 1.89 

H6c RCO -> SWG 0.27** 0.27 0.06 4.74 

H7a FCO -> SWC  0.29** 0.30 0.07 4.26 

H7b FCO -> Trust  0.32** 0.32 0.06 5.34 

H7c FCO -> SWG  0.30** 0.30 0.07 4.53 

* p<0.05; ** p<0.01;  
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Table 5.5 Summary of Hypotheses Testing Results 

Hypotheses Results 

H1 Swift credibility is positively related to consumer trust 

towards s-commerce. 

Supported 

H2 Swift guanxi is positively related to consumer trust towards 

s-commerce. 

Supported 

H3a Swift credibility is positively related to WOM intention. Not 

supported 

H3b Swift credibility is positively related to WOM adoption. Supported 

H3c Swift credibility is positively related to repurchase intention. Supported 

H4a Consumer trust towards s-commerce is positively related to 

WOM intention. 

Supported 

H4b Consumer trust towards s-commerce is positively related to 

WOM adoption. 

Supported 

H4c Consumer trust towards s-commerce is positively related to 

repurchase intention. 

Supported 

H5a Swift guanxi is positively related to WOM intention. Supported 

H5b Swift guanxi is positively related to WOM adoption. Not 

supported 

H5c Swift guanxi is positively related to repurchase intention. Supported 

H6a Relational customer orientation is positively related to swift 

credibility. 

Supported 

H6b Relational customer orientation is positively related to 

consumer trust towards s-commerce. 

Not 

supported 

H6c Relational customer orientation is positively related to swift 

guanxi. 

Supported 

H7a Functional customer orientation is positively related to swift 

credibility. 

Supported 

H7b Functional customer orientation is positively related to 

consumer trust towards s-commerce. 

Supported 

H7c Functional customer orientation is positively related to swift 

guanxi. 

Supported 
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5.2.2  Indirect Relationships   

In this thesis, we followed the steps proposed by Hayes et al. (2011) to conduct a 

mediation analysis, which enables testing multiple independent and mediating 

variables, as follows. 

Consider Figure 5.2, which has four model constructs X, Y, M1 and M2.  We let a 

β value represents a significant path value between two model constructs, such as 

a1 between model construct X and M1.  Any combination of direct link between 

two model constructs are known as direct effects, such as X has a direct effect on 

respective Y, M1, and M2 with respective β values of c’, a1 and a2; M1 and M2 has 

a direct effect on Y with respective β values of b1 and b2, and M1 has a direct 

effect on M2 with respective β value of a3. Any possible significant paths that are 

not directly linked between two model constructs but lead to different paths 

between them refer as indirect effects and computed as the summation of the 

product of possible significant paths as below: 

Indirect effect on X on Y via M1 and M2 = a1a3b2 

Indirect effect on X on Y via M1= a1b1 

Indirect effect on X on Y via M2 = a2b2 

The total effect is computed as the sum of direct effect and their total indirect 

effects.  For example, the total effect of X on Y is computed as below: 
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Total effect of X on Y = direct effect on X on Y + sum of indirect of X on Y via 

other possible significant paths  

=c’ + a1b1 + a1b2 + a1a3b2                                      

 
Figure 5.2 A Multiple-Step Multiple Mediator Model 

In the following, we examined the direct effects, indirect effects, and total effects 

of two social support constructs (i.e. FCO and RCO) on SWG, Trust, and SWC, 

and both of them on relationship outcomes of REP, WOMA, and WOMI.  This 

analysis allows us to clarify the importance of all variables with respect to 

particularly REP, WOMA, and WOMI.  Table 5.6 shows the direct (D), indirect 

(I), and total (T) effects of all significant model constructs.  We now proceed to 

elaborate these indirect effects below. 

5.2.2.1 Indirect effects on SWG, Trust, and SWC  

It shows that only both FCO (β=0.15) and RCO (β=0.13) have indirect effects on 

Trust.  Of these effects, FCO (β=0.15) has a higher value of total effects than 
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RCO (β=0.13) on Trust. 

5.2.2.2 Indirect effects on REP, WOMA, and WOMI  

Table 5.6 reveals that independent variables (i.e. FCO and RCO) and trust transfer 

constructs (i.e. SWG, Trust, and SWC) both have indirect effects on REP, 

WOMA, and WOMI as below: 

a) From FCO and RCO constructs 

FCO has indirect effects on REP (β=0.27), WOMA (β=0.26), and WOMI 

(β=0.25).  In addition, RCO has indirect effects on REP (β=0.17), WOMA 

(β=0.15), and WOMI (β=0.13).  All indirect effects of FCO have a higher 

value than RCO on respective REP, WOMA, and WOMI.   Similarly, the 

total effects of FCO also have a higher value than RCO on respective REP, 

WOMA, and WOMI.   

b) From SWG, Trust, and SWC constructs 

SWG has indirect effects on REP (β=0.09), WOMA (β=0.10), and WOMI 

(β=0.13).  In addition, SWC has indirect effects on REP (β=0.03), WOMA 

(β=0.03), and WOMI (β=0.04).  The indirect effects of SWG have a higher 

value than SWC on REP, WOMA, and WOMI.  The total effects of REP 

have the highest value from SWG (β=0.40), and then followed by SWC 

(β=0.27) and Trust (β=0.23).  While, the total effects of WOMA have the 

highest value from SWC (β=0.49), and then followed by Trust (β=0.27) and 
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SWG (β=0.10).  At last, the total effects of WOMI have the highest value 

from SWG (β=0.43), and followed by Trust (β=0.34) and SWC (β=0.04).  
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Table 5.6 Direct, Indirect, and Total Effects of Significant Model Constructs 

 
 SWG Trust SWC REP WOMA WOMI 

D I T D I T D I T D I T D I T D I T 

FCO  0.30 - 0.30 0.32 0.15 0.47 0.29 - 0.29 - 0.27 0.27 - 0.26 0.26 - 0.25 0.25 

RCO  0.27 - 0.27 - 0.13 0.13 0.25 - 0.25 - 0.17 0.17 - 0.15 0.15 - 0.13 0.13 

SWG - - - 0.38 - 0.38 - - - 0.31 0.09 0.40 - 0.10 0.10 0.30 0.13 0.43 

Trust - - - - - - - - - 0.23 - 0.23 0.27 - 0.27 0.34 - 0.34 

SWC - - - 0.12 - 0.12 - - - 0.24 0.03 0.27 0.46 0.03 0.49 - 0.04 0.04 

Note: D= direct effect, I=indirect effect, T=total effect. 
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CHAPTER 6 DISCUSSIONS AND IMPLICATIONS 

This chapter presents the interpretations of result findings, as well as the detailed 

discussions and implications on our research findings.  Specifically, our 

discussions here echo to the three objectives outlined in Chapter 1.  It includes the 

following sections: 

a) Overall model 

b) Effects of SWG and SWC on Trust 

c) Effects of FCO and RCO on SWG, Trust, and SWC 

d) Effects of SWG, Trust, and SWC on REP, WOMA, and WOMI 

e) Indirect Effects of FCO and RCO on REP, WOMA, and WOMI 

6.1 Overall model 

Based on trust transfer theory, this thesis firstly investigates how swift trust 

towards SCIVC and swift trust towards individual sellers affect consumer trust 

towards s-commerce shopping, and secondly how the social supports affect our 

proposed trust transfer process, and subsequently how both further affect the 

relationship outcomes on s-commerce.  We also examine the mediating roles of 
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the trust transfer process on its relationship between social supports and 

relationship outcomes.   

We validated our proposed model by using data collected from s-commerce 

vendors in WeChat via Sojump’s online survey site.  Our results revealed that 

consumer trust in s-commerce sites can be developed and transferred from two 

interpersonal swift trust factors (i.e., SWG and SWC) and these constructs are 

significantly predicted by the perceptions of FCO and RCO in SCIVC, and that 

they further determine three relationship outcomes (i.e. REP, WOMA, and 

WOMI).  Overall, our observations verify all hypotheses in the proposed model 

except H3a (i.e. SWG positively relates to WOMA), H5b (i.e. SWC positively 

relates to WOMI), and H6b (RCO positively relates to Trust).  In addition, we 

also confirm the key mediating effects of the trust transfer process on its 

relationship between social supports and relationship outcomes.  We now discuss 

these detailed research findings below. 

 6.2 Effects of SWG and SWC on Trust 

In this section, we discuss the first objective of this study outlined in Chapter 1, 

that is, the trust transfer of SWG and SWC on Trust.  SWG represents the c2s 

swift trust, SWC refers to the c2c swift trust, and Trust is the consumer trust in s-

commerce sites.  In this thesis, we treat the first two initial constructs as swift 

trusts of the communication process of trust transfer on consumer trust in s-

commerce shopping. 
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The results of our model suggested that FCO, SWG and SWC constructs were all 

served as important predictive factors on Trust.   Although these findings 

sufficiently concluded that SWG and SWC both significantly serve as the trust 

transfer of swift trust factors on Trust, we decided to perform another test based 

on our original proposed trust transfer model, that is a regression model which 

represents as (Trust = β1 SWG + β2 SWC).  Statistical result from PLS shows the 

findings as (Trust = 0.52 SWG + 0.24 SWC), with both ρ<0.01 and R2 value is 

0.44.  We thus conclude that the predictive behavior of Trust can be transferred or 

observed from the initial swift trusts from both 1) customers about SWC in 

SCIVC, and 2) customers about SWG with individual s-commerce sellers.  The 

regression model finding also suggests that SWG has higher predictive power 

than SWC, explaining 44% of the variance about Trust.  Thus, it is suggested that 

s-commerce sellers should focus imperatively on SWG with their customers even 

though many s-commerce sites have nowadays facilitated communication features 

such as individual sellers’ c2c communication channel.  It is interesting to note 

that our model also spells out the similar findings except that Trust was explained 

54% by three constructs in the following significant ordering: 1) SWG, 2) FCO, 

and 3) SWC.  We further elaborate these observations below. 

First, our results indicated that SWG is positively related to Trust.  This 

observation suggests that sellers can steadily build their guanxi relationship 

through understanding customers’ needs and also developing a harmonious 

relationship with them (Ou et al., 2014).  The SWG between customers and sellers 

has secured the reliability of an online transaction environment and reduced the 

risk of good purchasing in s-commerce shopping.  This finding is consistent with 
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the results reported in literature studies.  For example, Chong et al (2018) found 

that SWG positively affects consumer trust in online shopping.  They argued that 

good guanxi requires understanding and avoiding opportunistic behaviors from 

sellers, which in turn would improve consumer trust in shopping with the 

information provided online.  To conclude, sellers are thus urged to cultivate 

SWG through listening to customers’ needs and respecting each other so that a 

higher level of consumer trust in s-commerce sites can be enhanced. 

Second, our findings reveal that SWC in SCIVC is positively related to Trust. 

This result suggests that the credible sources from third party information in 

SCIVC reduce the risk in s-commerce.  WeChat shops are mainly composed by 

individual firms and they are relatively small in size, this phenomenon may lead 

to customers perceive a higher risk to shop in s-commerce (Che et al., 2017; 

Leeraphong & Papasratorn, 2018).  Hence, it is observed that customers seek 

credible information from SCIVC to lower their level of shopping uncertainty and 

risk (Ng, 2013).  It is concluded that Trust is highly dependent on credible sources 

from SCIVC.  In other words, SWC serves as a trust transfer to predict an 

outcome of Trust (Liu et al., 2018; Stewart, 2003).  Our finding is consistent with 

previous trust transfer studies.  Drawing on trust transfer theory, Lim et al. (2006) 

argued that customers rely on the positive shopping experiences from their peers 

for building their trust towards an online store.  They explained that comments 

shared by other shoppers would formulate important trusted sources for customers 

considering purchase decisions.  This observation is especially true for those 

customers who were the first timer in online shopping.  Similarly, Pavlou and 

Gefen (2004) also verified the trust behavior of  Amazon’s customers and 
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explained that consumer trust can indeed be developed and transferred from 

decision variables such as positive comments gathered from Amazon’s 

community.  In s-commerce, researchers reported that an initial trust construct 

like information support via WOM communications, which including 

measurement items such as user advice, guidance, and useful information, has a 

positive and significant effect on consumer trust in s-commerce sites (Gibreel et 

al., 2018; Lin et al., 2018).  

In addition, when comparing to the influencing power of SWC from SCIVC, our 

results reveal that SWG has a higher significant effect on consumer trusting in 

WeChat.  Previous cultural studies also supported to our similar findings.  For 

instance, Sherma et al. (2017) reported that c2s trust such as perceived security 

and privacy have a higher significant effect on consumer trust in s-commerce sites 

when comparing to c2c trust (i.e., ratings and recommendations) in the USA.  

Furthermore, Che et al. (2017) found that c2s trust such as perceived benevolence 

and integrity have a higher significant effect on consumer trust in Instagram 

shopping than c2c trust, that is, key opinion leader and peer customer 

endorsement in Hong Kong.  In sum, our findings suggest that consumer trust in 

s-commerce sites primarily mainly relies on their communication relationship 

with sellers, and they treat information gathered from members in SCIVC as a 

secondary source of reference only (Chow & Shi, 2015; Liu et al., 2018).   

6.3 Effects of FCO and RCO on SWG, SWC, and Trust 

This section investigates the relationships between two components of social 

supports, namely FCO and RCO, and three trust transfer process constructs (i.e. 
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SWG, Trust, and SWC).  The results showed that FCO and RCO were the two 

most important antecedents of both SWG and SWC.  And both FCO and RCO 

have a slightly higher effect on SWG than SWC.  These observations suggest that 

customers’ swift trusting toward communications with vendor and 

communications with members of the community are highly dependent on both 

social support services offered by vendors, and thus vendors should pay 

undividedly attentions on both social supports.   

Another interesting finding is that only FCO, together SWG and SWC, have an 

effect on Trust.  It reveals that s-commerce shoppers consider FCO as the most 

important social support when they shop with other vendors on s-commerce sites, 

and that their trust in s-commerce shopping also relies on the help from both c2c 

and c2s communication channels.  When comparing between FCO and RCO, it 

seems that all vendors could adopt similar FCO easily but not services such as 

thought pampering and hobby sharing.  In this regards, one trust towards shopping 

over s-commerce sites may not have a direct effect by RCO.  In this regard, RCO 

exerted that its effect on Trust indirectly though both SWG and SWC.  Evidently, 

our results from Table 5.6 indicated that indirect and total effects of RCO on Trust 

were reported as 0.13.  We elaborate these effects further in below.  

6.3.1  Effects of FCO and RCO on SWG 

Our results illustrate that FCO is positively related to SWG.  This observation 

suggests that features such as accurate product information, product matching, and 

customer need assessment contributed to the success of SWG in the s-commerce 

environment.  Previous studies articulated similar findings such as, in traditional 
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marketing studies, Macintosh (2007) also found that the travel counselors adopted 

FCO to achieve a higher level of trust via communication with their customers.  In 

online shopping context, Shi et al. (2018) demonstrated that a set of task-oriented 

customer service support, including providing product information, shopping 

process assistance, and responsiveness, positively affects SWG with retailers.  

Likewise, Lin et al. (2017) found that functional benefits such as personalized 

recommendations from vendors and timely responsiveness have a positive effect 

on SWG in s-commerce.   

In addition, our results reveal that RCO is positively related to SWG.  This 

observation suggests that a relational aspect of the interaction between buyers and 

sellers like daily life experience sharing and emotional concerns can help to 

rapidly form a high level of mutual understanding and relationship harmony, that 

is, SWG in s-commerce.  Our results are consistent with previous studies.  In 

conventional marketing literature, a social bond between buyers and sellers can be 

established through social disclosure like sharing personal life experience.  

(Crosby et al., 1990; Donavan & Hocutt, 2001).  In the online shopping context, 

Ou et al. (2014) contended that high quality interactions can reduce uncertainty 

and help to build SWG.  The study of Shi et al. (2018) claimed that if online 

retailers create a sense of care through customer-centric service support, buyers 

are likely to develop SWG.  We have thus extended the prior understanding of 

RCO from traditional marketing to s-commerce by confirming its major role in 

positively influencing SWG development in the SCIVC environment. 

Overall, the effect of FCO on SWG is slightly larger than RCO.  One possible 

explanation is that FCO emphasizes on matching customer service needs, which 
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helps to build an understanding and harmonious relationship (Ou et al., 2014; 

Saxe & Weitz, 1982).  In addition, according to a recent report (iResearch, 2017), 

there are many reported problems associated with poor service/product quality in 

s-commerce including inaccurate information, insecure guarantee, and lack of 

protection for s-commerce shoppers.  Hence, FCO plays a critical role in building 

SWG with customers through features such as accurate product description, 

product matching, and need assessment.  RCO has simply handicapped in this 

area of interpretation.   

6.3.2  Effects of FCO and RCO on SWC 

Our results show that FCO is positively related to SWC.  This observation 

suggests the features provided FCO facilitates on how WeChat shoppers view 

their decision on information gathered from members in SCIVC.  Sellers should 

emphasize the quality of functional features such as product accurately, identify 

customer need, and product matching that would advance a higher SWC for 

shoppers. 

The above findings are consistent with previous studies that good informational 

support facilitates relational trust in a s-commerce community (Sun et al., 2016).  

For instance, Liang et al. (2011) indicated that providing messages like 

recommendations, advice, and knowledge could resolve shoppers’ unclear 

observations gathered from the social network community.  Chen and Shen (2015) 

found that when there is informational support in the social network communities, 

members tend to build trust towards others and advise their positive relationship.  

Similarly, in our study, we have confirmed that when sellers provide relevant 
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FCO to WeChat shoppers, consumers perceive a dependable environment in 

SCIVC which leads to a higher level of trust towards members (i.e., SWC). 

In addition, our results show that RCO has a significant effect on SWC.  Sellers 

offer features of RCO such as sharing interesting things and offering pampering 

service enhance the credibility of members’ shopping observations and reviews in 

SCIVC.  Sun et al. (2017) reported that vendors interact with their consumers 

through informal communications such as talking interesting things and sharing 

jokes can better draw customer’s attention to the community-based s-commerce.  

Therefore, as we expected, implementing RCO can enable sellers to form a warm 

and social climate with shoppers, such atmosphere will increase the credibility of 

information such as product reviews or feedback from other members in SCIVC.   

Our finding has somewhat consistent with the results of prior researches that a 

good social climate may help develop trust among members.  For instance, Sun et 

al. (2016) implied that an interactive environment with emotional support helps to 

create a social climate in a social group and consequently facilitate trust building 

among users.  Chen and Shen (2015) confirmed that when there is a high level of 

emotional support in the social network communities, the trust development 

among members may be enhanced with a higher level of the positive relationship.  

Likewise, Liang et al. (2011) also found that when users perceive a high level of 

emotional support from other members of the community, they tend to the s-

commerce communities more.   

To sum up, the effect of FCO on SWC of our finding has slightly higher than 

RCO.  This observation suggests that WeChat shoppers focus more on relevant 



 

 

114 

 

features from social support that allow them to decide what to trust from members 

in SCIVC. 

6.3.3  Effects of FCO and RCO on Trust 

Our result findings show the significant roles of FCO predict Trust.  This 

observation suggests that WeChat shoppers would trust e-commerce more when 

sellers offer relevant features of FCO including product accurately, identify 

customer need, and product matching. 

Our findings are consistent with results in previous researches.  For instance, Lin 

et al. (2017) found that relevant services such as product recommendation from 

sellers improve their trust in s-commerce sites.  Kim and Park (2013) contended 

that FCO features such as accurate and up-to-date information about products and 

services lead to consumer trust in s-commerce shopping.  Hence, this study also 

confirmed that FCO has a similar positive significant effect on consumer trust in 

the s-commerce shopping environment with the consideration of SCIVC. 

Nevertheless, our results suggested that RCO did not play any direct motivating 

role in predicting the behavior of Trust, which has contradicted to our proposed 

prediction.  This insignificant direct effect may be caused by the fact that FCO, 

SWC, and SWG exerted a pronounced effect on Trust thus weaken the direct 

effect of RCO (Chen & Shen, 2015).  However, this result altered for the indirect 

and total effects of RCO on Trust.  The indirect effect of RCO on Trust was 0.13, 

via both SWG and SWC.  Statistically, Table 5.6 reveals that their total effects of 

RCO on Trust were 0.13, and FCO, SWG, and SWC were 0.47, 0.38, and 0.12.  
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One interesting observation from these total effects of FCO, RCO, SWG, and 

SWC on Trust is that the ranking of significant constructs has changed to FCO, 

SWG, RCO, and SWC when compared to their direct effects (i.e. SWG, FCO, and 

SWC).  These results imply that both communication processes of two swift trusts 

(i.e. c2c and c2s) for transfer process also played an important role in FCO and 

RCO on Trust as well. 

To conclude, FCO has a significant effect on Trust but RCO played an indirect 

effect on trust construct via two initial casual constructs of the trust transfer 

process (i.e. SWG and SWC).  Overall, FCO has the highest total effects on Trust, 

followed by SWG, RCO, and SWC. 

6.4 Effects of SWG, Trust, and SWC on REP, WOMA, and 

WOMI 

This section investigates consumers’ decision in s-commerce based on three 

relationship outcomes: REP, WOMA, and WOMI, and the findings demonstrated 

that Trust was the only dominant antecedent of REP, WOMA, and WOMI.   

In term of SWG, an interesting observation is that it has a direct effect on REP 

and WOMI, and its effect on WOMA is fully mediated by Trust with a β value of 

0.10 (see Table 5.6).  While, SWC has a direct effect on REP and WOMA, and its 

effect on WOMI is also fully mediated by Trust with a β value of 0.04 (see Table 

5.6). 
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One very interesting finding is that the total effect of SWG has changed the 

position of influencing role on WOMI.  The values of total effect generally refer 

as the combination of direct and indirect effects of model constructs of the whole 

model.  Table 5.6 reveals that the direct β values of SWG and Trust on WOMI 

were 0.30 and 0.34, and their corresponding total β values were 0.43 and 0.34.  

SWG has a higher influential role than Trust on WOMI when total effect values 

were considered together.  This observation suggests that our proposed trust 

transfer model which based on communication process has not only predicted 

consumer trust in s-commerce shopping but also presented the accurate whole 

picture on the importance of SWG on relationship outcomes, especially WOMI.   

We further elaborate each of the above findings below. 

6.4.1  Effects of Trust on REP, WOMA, and WOMI 

Our results suggested that Trust has a positive effect on REP.  This observation 

reflects that the willingness of customers to repurchase in s-commerce sites can be 

explained by the trust factor in s-commerce.  This finding is consistent with 

previous studies.  For example, Bao et al. (2016) contended that Trust is a critical 

factor influencing customer purchase decisions for the reason that it helps to lower 

the risk and uncertainty involved in the online transactions.  In s-commerce, Shin 

(2013) confirmed that shoppers will continue to shop s-commerce sites in the 

future if they trust in s-commerce sites. 

In addition, our findings also show that Trust has a positive effect on WOMA and 

WOMI.  Consistent with previous studies, Gremler et al. (2001) confirmed that 
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there is a direct positive relationship between Trust and positive word of mouth 

participation in the organizational setting.  Sichtmann (2007) suggested that 

consumers perceive a high level of trust with a corporate brand then they are 

tended to engage in word of mouth behaviors.  In s-commerce, Kim and Park 

(2013) also reported that shoppers with a high level of trust in s-commerce sites 

will lead to their willingness to share shopping experience and related information 

with others.  Likewise, Shi and Chow (2015) found that consumer trust in s-

commerce sites can increase their confidence in recommending the company and 

its products to their friends.   

6.4.2  Effects of SWG on REP, WOMA, and WOMI 

Our results exhibited that SWG has a positive effect on REP.  This finding reveals 

that when sellers develop SWG with buyers via mutual understanding and 

relationship harmony then their willingness to repeat purchase on s-commerce 

sites is higher.  Not surprisingly, this finding is consistent with prior researches.  

For example, Ou et al. (2014) explained this phenomenon very well.  They stated 

that online shopping involves high risks of product and transaction uncertainties 

and thus reduces the confidence and desire of shoppers to shop online.  This is 

particularly true in China because the institutional environment is still relatively 

weakening there.  In addition, Lin et al. (2017) also found that SWG between an 

online fruit seller and buyers contributes to repeat purchase intention in s-

commerce.  In sum, SWG is thus important to encourage customers to shop again 

in s-commerce sites.   
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In addition, our results indicate that SWG has no significant effect on WOMA, 

which is contradicting to our prediction.  This suggests that a high level of SWG 

is insufficiently motivating buyers to adopt others’ shopping opinions to make 

purchase decisions.  Although the previous study of Lin et al. (2018) confirmed 

that SWG between buyers and sellers has a positive effect on social shopping 

intention, we found there is an insignificant relationship in this thesis.  This 

insignificant effect may be caused by the fact that both Trust and SWC exerted a 

pronounced effect on WOMA thus weaken the direct effect of SWG (Chen & 

Shen, 2015).  Statistically, Table 5.6 reveals that their total effects of Trust and 

SWC on WOMA were 0.27 and 0.49; whereas the total effect of SWG on WOMA 

was only 0.1. 

Next, our findings present that SWG is positively related to WOMI.  This result 

demonstrates that if customers develop SWG with sellers with features such as 

mutual understanding and relationship harmony then they would likely to share 

their social shopping experience with others.  Our finding is consistent with the 

results in prior research that a higher level of SWG may drive people to engage 

WOMI.  For example, Mak et al. (2011) confirmed the guanxi between 

candidates’ and executive search consultants significantly contributes to the 

intention to spread word of mouth.   In s-commerce, Lin et al. (2018) claimed that 

if customers have developed SWG with sellers then customers are likely to 

participate in positive social behaviors such as sharing their purchase experience 

with others.   

6.4.3  Effects of SWC on REP, WOMA, and WOMI 
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Our results show that SWC in SCIVC has a positive effect on REP.  This finding 

suggests that customers perceive members’ sharing shopping experience in 

SCIVC leads to them to shop again in s-commerce.  Consistent with previous 

researches, our proposed SWC in SCIVC also predicts the formation of REP.  For 

example, Khammash and Griffiths (2011) contended that online feedback affects 

consumer loyalty and purchase decisions.   Reza Jalilvand (2012) confirmed that 

the positive reviews on online products promote REP.  Fan and Miao (2012) 

indicated that a high level of credibility of online users’ feedback imposes a 

positive effect on review acceptance, which in turn facilitates the intention of 

customers to purchase in e-commerce.  Bai et al. (2015) also reported that helpful 

and reliable information from users in s-commerce sites contributes to customers’ 

shopping intention. 

In addition, the results show that SWC in SCIVC has a positive effect on WOMA.  

This observation implies that customers would adopt the shopping experiences or 

product recommendations that they experienced from communication process of 

trust transfer model, i.e. c2c swift trust, and adopted these practices when they 

shop on s-commerce later.  Our result is consistent with the similar findings in 

prior WOMA studies that the information credibility from a third party exerts a 

significant effect on WOMA.  For example, Cheung et al. (2009) found that the 

credibility of customer review has a positive effect on WOMA.  Ng (2013) 

suggested that customers perceive a high level of trust in their social network 

community then they will adopt similar exercises when they shop in s-commerce. 

Lastly, our results revealed that SWC has an insignificant effect on WOMI, which 

contradicts our expectation.  This reveals that a high level of trust that customers 
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place on customers’ review is insufficient to motivate their WOMI.  This 

insignificant effect may be caused by the fact that both Trust and SWG exerted a 

pronounced effect on WOMI thus weaken the direct effect of SWC (Chen & Shen, 

2015).  Statistically, Table 5.6 reveals that their total effects of Trust and SWG on 

WOMI were 0.34 and 0.43; whereas the total effect of SWC on WOMI was only 

0.04. 

6.5 Indirect Effects of FCO and RCO on REP, WOMA, and 

WOMI 

Both FCO and RCO were contributed indirectly to REP, WOMA, and WOMI 

through three components of the trust transfer process, namely SWG, Trust, and 

SWC.  Our findings exhibit that FCO has a higher effect than RCO on REP, 

WOMA, and WOMI.  We further elaborate these observations below. 

6.5.1  Indirect effect of FCO on REP, WOMA, and WOMI 

Our results show that FCO has a positive indirect effect on REP, WOMA, and 

WOMI.  This finding suggests that sellers in s-commerce should carefully 

consider features such as products’ description matching, customers’ product 

matching, and customers’ need matching.  The positive indirect effects of FCO 

are quite evenly distributed on REP, WOMA, and WOMI, and their respective 

indirect β values as 0.27, 0.26 and 0.25.  In sum, FCO has played a positive 

indirect effect on REP, WOMA, WOMI, and the important order of ranking is 

first with REP, and then followed by WOMA and WOMI. 
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6.5.2  Indirect effect of RCO on REP, WOMA, and WOMI 

Our results show that RCO has a positive indirect effect on REP, WOMA, and 

WOMI.  This finding suggests that sellers in s-commerce should carefully 

consider features such as products’ description matching, customers’ product 

matching, and customers’ need matching.  The positive indirect effects of RCO 

are quite evenly distributed on REP, WOMA, and WOMI, and their respective 

indirect β values as 0.17, 0.15, and 0.13.  In sum, RCO has played a positive 

indirect effect on REP, WOMA, WOMI, and the important order of ranking is 

first with REP, and then followed by WOMA and WOMI. 
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CHAPTER 7 CONCLUSION 

This chapter presents the conclusion of this thesis.  It draws on the overall 

findings, contributions and implications, limitations, and future research 

directions of this thesis.  The chapter consists of the following sections: 

a) Overview of Research Findings; 

b) Contributions to Theory Development; 

c) Contribution to the Practitioners; and  

d) Limitations and Future Research Direction 

7.1 Overview of Research Finding 

This study is one of very few emerging works to empirically investigate the 

consumers’ decision in s-commerce based on social commerce individual vendor 

community (SCIVC).  We proposed a theoretical model based on customer 

orientation theory, trust transfer theory, and collaborative sharing and social 

shopping concepts.  In particular, our integrated model firstly examines consumer 

trust can be transferred from communication process of initial consumer-to-

consumer (c2c) swift trust and initial consumer-to-seller (c2s) swift trust, and then 

adopts customer orientation theory serving as social support services provided by 

s-commerce sellers to explain the trust transfer process (i.e. two initial swift trusts 

and consumer trust), and subsequently the relationship outcomes on repurchase 
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intention, social shopping intention, and social sharing intention.  We quantified 

customer orientation theory based on constructs of functional customer orientation 

(FCO) and relational customer orientation (RCO). We also measured c2c swift 

trust, c2s swift trust, consumer trust, social shopping intention, and social sharing 

intention based on swift credibility, swift guanxi, cognitive trust, word of mouth 

adoption, and word of mouth intention. 

Our results show that 1) both SWC and SWG have a positive and significant 

effect on Trust, 2) both FCO and RCO have a positive and significant effect on 

the trust transfer process, except for the relationship between RCO and Trust, and 

3) three components of the trust transfer process have a positive and significant 

effect on three customer relationship outcomes of s-commerce shopping, except 

for the relationship between SWG and WOMA and the relationship between SWC 

and WOMI.  To conclude, our results confirmed that the role of FCO and RCO in 

building c2c and c2s swift trust and Trust, which in turn influence the favorable 

outcomes on s-commerce shopping. 

7.2 Contributions to Theory Development  

By proposing and empirically validating an integrated research model in s-

commerce, this thesis contributes to the literature in following five main points.  

First, we proposed consumer trust in s-commerce sites can be transferred from the 

communication process of initial c2c swift trust and initial c2s swift trust.  The 

recent paradigm of s-commerce indicates that users spend a little time with s-

commerce firms or members of SCIVC, and thus swift trust deems to be more 
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appropriate serving as a basis to form communication process of trust transfer 

building in s-commerce.  Furthermore, we also demonstrated how to refine 

measurement items that are straightly related to swift trust, such as the removal of 

the reciprocal construct from SWG. 

Second, there are two types of trust transfer processes in literature.  Many 

previous studies have paid significant attention to the cognitive process of trust 

transfer in s-commerce (Che et al., 2017; Chen & Shen, 2015; Fu et al., 2018).  

We adopt the communication process of the trust transfer approach to investigate 

the trust transfer from c2c and c2s swift trust to consumer trust towards s-

commerce shopping through the initial communication or interaction with 

members and sellers in SCIVC.  We found that c2s swift trust (i.e., SWG) has a 

considerable direct effect on Trust than by c2c swift trust (i.e., SWC) in SCIVC.  

In this regard, we contribute to s-commerce literature by showing that c2s 

relationship plays a more important role in building consumer trust than c2c 

relationship.  This study generalizes the findings of trust transfer in SCIVC 

environment and provides a better understanding of the communication process of 

trust transfer. 

Third, our proposed initial c2c and c2s swift trusts have demonstrated one 

interesting phenomenon on social shopping intention and social sharing intention 

that otherwise cannot be observed in the study of Chen and Shen (2015).  That is, 

c2s swift trust is serving as the complemented the insignificant between c2c swift 

trust and social sharing intention, and that c2c swift trust complemented the 

insignificant between c2s swift trust and social shopping intention.  These two 
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swift trusts are indeed combined to reflect a holistic picture in a social commerce 

environment (Tajvidi et al., 2017). 

Fourth, this thesis contributed to social supports based on customer orientation 

theory.  We proposed FCO and RCO based on previous works and empirically 

examined their effects as antecedents of the trust transfer process (i.e., swift trusts 

and consumer trust towards s-commerce) in SCIVC.  Our findings confirmed that 

two customer orientation constructs have a positive and significant effect on the 

trust transfer process, except for the relationship between RCO and Trust.  

However, it is interesting to note that RCO has a total effect on Trust via their 

indirect effects from both swift trusts.  Furthermore, statistical results also 

revealed that both FCO and RCO have a total effect on REP, WOMA, and WOMI.  

Our proposed social supports that based on customer orientation theory have a 

profound total effect on both the trust transfer process and relationship outcomes.  

Thus, this study generalizes the effect of two customer orientation constructs 

serving as social supports in the new research context in s-commerce. 

Finally, this thesis also considered relationship outcomes including REP.  An 

interesting finding is that three constructs of the trust transfer process have a 

positive effect on REP.  It was also reported that both FCO and RCO have a total 

effect on REP.  Adding all up together with the fourth contribution above, we 

concluded that the proposed customer orientation constructs and the trust transfer 

process promote not only s-commerce shopping through collaborative sharing and 

social shopping but also individual-based repeat buying decisions. 

7.3 Contributions to the Practices  
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From a practical perspective, this thesis offers four suggestions for s-commerce 

sellers.  First, c2s swift trust is significant to WOMI and REP.  Sellers should 

learn how to communicate with their customers through SWG features such as 

trying to develop a mutual understanding of what customers’ expectation together 

a harmony atmosphere so that they will return for visit, and then share a good 

word about happy shopping experience with others.   

Second, c2c swift trust is significant to WOMA and REP.  Customers with a 

satisfactory past shopping experience would repeat purchase from s-commerce 

sites and share their consumption experience with other shoppers.  In this regard, 

sellers should invite satisfied customers with a basic understanding of services or 

products they offered as members of SCIVC, so that customers would consider 

their words of recommendation are sincere and credible before making their 

purchase decisions and revisit back for further shopping later.   

Third, FCO is proven effective for individual swift trusts building.  This 

observation suggests that although social media is originally designed for social 

interaction, sellers should deploy more aggressive strategies to improve FCO.  In 

terms of enhancing FCO in SCIVC, sellers can provide accurate expectations and 

information about the products for customers because a clear product description 

could help them evaluate products effectively and reduce their shopping 

uncertainty.  In addition, the purpose of participating in SCIVC is that customers 

want to find out the right product to match their needs in a short time.  Therefore, 

sellers should suggest a suitable product for matching customer needs.  Further, 

when the shopping objective of customers is ambiguous, sellers should offer help 

to identify and assess their needs.  Ultimately, accurate product information, 
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product matching, and need assessment can help to build a supportive 

environment for building individual swift trusts.  

Fourth, RCO is also reported as effective for individual swift trusts building.  To 

improve RCO, sellers should provide a sense of care for customers.  For instance, 

sellers should take care of their customers and listen to their problems.  Customers 

may think they are being cared when sellers pay attention to their difficulties.  

They thus will perceive better emotional support from sellers in SCIVC.  In 

addition, sellers are also one of the SNS users and they can share interesting 

things such as traveling and dining experiences and common hobbies with their 

customers.  It is also noted that sharing common interests could help sellers to 

form a good conversation with customers and draw better customer attention.  

Hence, RCO is a soft strategy for sellers to build a warm environment and 

subsequently promote individual swift trusts development in SCIVC.   

In addition, the finding of this study provides a useful guideline to s-commerce 

managers who intend to leverage their s-commerce sites and to reap future 

benefits.   

First, our research demonstrates that the effect of c2c swift trust and c2s swift 

trust are positively significant on consumer trust in WeChat shopping.  This 

implies that the strategy which provides communications tools that allowing 

sellers to enhance relationships with their own clients is a wise move.  These 

communication systems should be care-free to all users so that the happy 

customers of these sellers would transfer their trust to s-commerce sites, and 

further promote word of mouth to other users. 
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Second, s-commerce managers should foster a culture for sellers to post their 

quality information that helps their business transaction so that their customers 

would revisit s-commerce sites again.  This is especially true that most sellers in 

s-commerce sites, particularly for WeChat, are relatively small-sized shops with 

many of them are students or house-wife.  If possible, managers should help to 

develop a standard set of FCO for them such as how to describe a product clearly.  

It is an important strategy to exercise because how their customers fell about these 

features would somehow influence on how they trust that s-commerce sites as the 

whole, and which subsequently leads to whether they would decide to buy, return 

to visit, and tell good things about s-commerce sites.  Third, our findings could be 

also applied to other community-based or group-based s-commerce sites.  Since 

WeChat supports the function of group chat and many sellers start to create their 

own community for selling products or services (Sun et al., 2016; Sun et al., 2017).  

Other group-based s-commerce sites like Facebook managers can be applied our 

findings to develop a user-friendly group function such as inviting friendly old 

shoppers to join a community of SCIVC, and conducting their swift trusts 

accordingly (Chen et al., 2016).  Lastly, our finding suggested that trust towards s-

commerce shopping is the key mediator of our three relationship outcomes (i.e., 

REP, WOMA, and WOMI) in the Chinese context.  In the other cultural contexts, 

Ng (2013) found that trust towards a s-commerce community is the key mediator 

between two c2c social interaction factors and purchase intention in two different 

cultures from the Latin America region and the East Asia region.  Sharma et al. 

(2017) also found that trust in s-commerce shopping is the key mediator between 

two types of trust (i.e., c2c and c2s) and purchase intention in America.  In sum, 

we suggest that trust towards s-commerce shopping is the significant mediator 



 

 

129 

 

between various influencing factors and relationship outcomes across different 

cultures.  In other words, s-commerce managers should pay attention to the 

cultural issue of consumer trust in their s-commerce site when they considered 

launching them in other countries.  

7.4 Limitations and Future Research Directions 

This study has the following limitations which may restrict the generalizability of 

the findings, and which could be addressed in future research: 

a) limited focus on antecedents of individual swift trusts; 

b) conceptual view of swift trust constructs; 

c) conceptual view of customer orientation constructs; 

d) conceptualization of second-order constructs; 

e) cultural differences;  

f) different types of social commerce; 

g) data collection method; and 

h) control variables. 

7.4.1  Limited Focus on Relationship Antecedents 
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Our proposed research model only considered the influence of two social support 

constructs as antecedents of individual swift trusts such as SWG and SWC.  FCO 

and RCO explain 25% of the variance about SWG, and 22% of the variance about 

SWC.  The R2 values of SWG and SWC are relatively low, future studies should 

add other relevant factors to enrich our understanding of individual swift trusts 

and consumer trust development.  

7.4.2  Conceptual View of Swift Trust Constructs 

This thesis has adopted SWG and SWC to measure c2s swift trust and c2c swift 

trust respectively.  However, researchers claimed that swift trust can be measured 

in various ways (Robert et al., 2009).  Future research is encouraged to examine 

these factors in s-commerce. 

7.4.3  Conceptual View of Customer Orientation Constructs 

This thesis only examined the swift nature of the measurement items from 

customer orientation.   In particular, customer orientation is the selling practice of 

vendors that aim to “help customers make purchase decisions that will satisfy 

customer needs” (Saxe & Weitz, 1982, p. 344).  We only adopted product 

description matching, product matching, and need matching as the main facets of 

FCO construct.  Future studies should explore other aspects of FCO construct, 

such as satisfying matching and delivery matching, and extend the number of their 

measurement items of these constructs in swift nature.    

7.4.4  Conceptualization of Second-Order Constructs 
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This thesis has conceptualized FCO, RCO, and SWG as a second-order construct 

and explored their measures in the s-commerce context.  Although we identified 

the key measures of each second-order construct through the literature review, we 

must admit that these measures are not comprehensive ones.  Thus, future 

researches should explore additional constructs of different dimensions of social 

support and SWG in other research environments in order to offer a better 

understanding of these constructs in literature.  In addition, this study only 

considered c2c swift trust as a first-order construct.  Future researches are 

encouraged to employ other relevant factors of c2c swift trust and to 

operationalize it as a second-order construct. 

7.4.5  Cultural Differences 

Although the business implications of s-commerce are global, this study only 

addressed the Chinese s-commerce context.  It is suggested to replicate this study 

in other locations and examine any differences in results.  We suggest future 

studies can employ a cross-national approach to examine the effect of culture on 

c2c and c2s trust transfer process in this research context.  Examples of such 

cultural studies included online shopping behavior between Hong Kong and 

Australia cultures conducted by Sia et al. (2009), and supply chain practice 

between USA and Taiwan by Chow et al. (2008). 

7.4.6  Different Types of Social Commerce 

We only collect data from WeChat, which is a popular social media in China.  

Previous literature classified two general types of s-commerce sites, namely, 
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social media-based and e-commerce-based (Huang & Benyoucef, 2015), wherein 

the patterns of customer shopping behaviors might be different.  We suggest 

future studies to examine the generalizability of our findings in e-commerce-based 

sites such as Taobao and JD. 

7.4.7  Data Collection Method 

First, since we collected the data through a single online questionnaire, our data 

limit us to assess consumer trusts and shopping behaviors based on their 

perceptions.  Thus, the bias of customer perceptions may exist in the measurement.  

A buyer panel data such as the consumers’ purchase record (i.e., purchase 

behaviors) and the number of the comment they have posted in s-commerce sites 

(i.e., eWOM behaviors) may offset the limitations.  In addition, although we used 

Sojump’s paid sample service to collect 287 respondents from 26 provinces in 

China, the data collection procedure such as how did Sojump randomly send our 

online survey to their members is not clear.  In future studies, we should provide a 

clear guideline for Sojump to randomly select our target respondents such as 

simple random by using a random table in order to generalize the results in the 

China context.  Finally, this thesis collected the data at one point in time, which 

means that causal relationships beyond the theoretical hypotheses cannot be 

established empirically.  Longitudinal studies could be applied to examine causal 

relationships in future studies. 

7.4.8  Control Variables 
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We do not consider any control variables on relationship outcomes in this thesis.  

Future studies may employ control variables for the relationship outcomes.  In 

addition, we suggest future studies may consider different control variables as 

moderators and examine their influence in s-commerce. 
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APPENDIX A  

Questionnaire 

This survey has two main objectives: 1) to gain an understanding about your 

experience in using WeChat for shopping, and 2) to identify your evaluation on 

what quality of services should WeChat sellers or stores be emphasized so that 

your journey of WeChat shopping is a pleasant one.  Your participation is very 

important to the success of this research and will be highly appreciated. I sincerely 

hope that you could spend a few minutes of your valuable time to complete the 

questions in this questionnaire. Your responses in this survey will be treated 

strictly confidential and no information which could reveal your personal 

information. The results of this study will be used for academic purposes only. 

Thank you very much for your participation in this study. 
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Part A 
1. Did you join a private chat room of a WeChat Seller (i.e., a WeChat Seller’ 

group chat)? 

1) Yes (Continue the survey, thank you.) 

2) No (End of survey, thank you.) 
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Part B 

Section I: 

Please indicate the ratio to which agree with the following statements according to 

your perception of WeChat shopping that you are following. 

A. FCO: 
 Strongly 

disagree 
Disagree Neutral Agree 

Strongly 

agree 

A1. PDM: 
1. WeChat seller describes products 

honestly. 
1 2 3 4 5 

2. WeChat seller describes products 
accurately. 

1 2 3 4 5 

3. WeChat seller gives me an 
accurate expectation of what 
products will do/be. 

1 2 3 4 5 

A2. PRM: 
4. WeChat seller recommends 

product(s) that best suited to me. 
1 2 3 4 5 

5. WeChat seller recommends 
product(s) that meet my needs. 

1 2 3 4 5 

6. WeChat seller offers help to find 
out what kinds of products meet 
my needs. 

1 2 3 4 5 

A3. NEM: 
7. WeChat seller offers help to find 

out my actual needs. 
1 2 3 4 5 

8. WeChat seller offers help to 
discuss my needs together. 

1 2 3 4 5 

 

 

 
B. RCO: 
 Strongly 

disagree 
Disagree Neutral Agree 

Strongly 

agree 

B1. PAM: 
9. WeChat seller nurtures me. 1 2 3 4 5 
10. WeChat seller shows that my 

problem is important. 
1 2 3 4 5 

11. WeChat seller gives individual 
attention to me. 

1 2 3 4 5 

B2. HOB: 
12. WeChat seller posts about 

interesting issues such as 
traveling and dining experiences. 

1 2 3 4 5 

13. WeChat seller posts and shares 
common interests or hobbies. 

1 2 3 4 5 
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Section II: 

C. Swift Guanxi: 
 Strongly 

disagree 
Disagree Neutral Agree 

Strongly 

agree 

C1. MU: 
14. When interacting with WeChat 

seller, we can understand each 
other’s needs. 

1 2 3 4 5 

15. When interacting with WeChat 
seller, we can understand the 
point of view of each other. 

1 2 3 4 5 

16. When interacting with WeChat 
seller, we can make ourselves 
heard. 

1 2 3 4 5 

17. When interacting with WeChat 
seller, we can follow the flow of 
conversation. 

1 2 3 4 5 

18. When interacting with WeChat 
seller, we show interest in each 
other’s opinions. 

1 2 3 4 5 

C2. RH: 
19. When interacting with WeChat 

seller, we maintain harmony. 
1 2 3 4 5 

20. When interacting with WeChat 
seller, we avoid conflict. 

1 2 3 4 5 

21. When interacting with WeChat 
seller, we respect each other. 

1 2 3 4 5 

 

 
D. Swift Credibility: 
 Strongly 

disagree 
Disagree Neutral Agree 

Strongly 

agree 

22. When briefly communicating with 
other members who participate in 
the WeChat activities, I think their 
observations on this WeChat seller 
are factual. 

1 2 3 4 5 

23. When briefly communicating with 
other members who participate in 
the WeChat activities, I think their 
answers on my enquiries about this 
WeChat seller are accurate. 

1 2 3 4 5 

24. When briefly communicating with 
other members who participate in 
the WeChat activities, I think their 
comments on this WeChat seller 
are credible. 

1 2 3 4 5 
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E. Trust towards S-Commerce: 
 Strongly 

disagree 
Disagree Neutral Agree 

Strongly 

agree 

25. In regarding to s-commerce, I 
think WeChat can be counted 
on. 

1 2 3 4 5 

26. In regarding to s-commerce, I 
think WeChat has my 
confidence. 

1 2 3 4 5 

27. In regarding to s-commerce, I 
think WeChat has high integrity. 

1 2 3 4 5 
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Section III: 

F. Relationship Outcomes: 
 Strongly 

disagree 
Disagree Neutral Agree 

Strongly 

agree 

F1. REP: 

28. I intend to continue shop at 
WeChat rather than discontinue. 

1 2 3 4 5 

29. My intentions are to continue 
shopping at WeChat than use any 
alternative means. 

1 2 3 4 5 

30. If I could, I would like to continue 
shop at WeChat as much as 
possible. 

1 2 3 4 5 

F2. WOMA: 
31. I consider the shopping experiences 

of members before I shop WeChat. 
1 2 3 4 5 

32. I consider the shopping experiences 
of members on WeChat as it 
contributes to my knowledge of 
discussed product/service. 

1 2 3 4 5 

33. I consider the shopping experiences 
of members because it makes my 
purchase decision on WeChat 
easier (i.e. to purchase or not to 
purchase). 

1 2 3 4 5 

34. I consider the shopping experiences 
of members on WeChat because it 
enhances my effectiveness in 
making purchase decision. 

1 2 3 4 5 

35. I ask members about their shopping 
experience on WeChat because it 
motivates me to make purchase 
action. 

1 2 3 4 5 

F3. WOMI: 
36. I would tell others positive things 

about my shopping experience and 
suggestion on WeChat. 

1 2 3 4 5 

37. I would provide others with 
information about my shopping 
experience on WeChat. 

1 2 3 4 5 

38. I am likely to recommend WeChat 
shopping to others. 

1 2 3 4 5 

39. I am likely to encourage others to 
shop WeChat. 

1 2 3 4 5 
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Section IV: 

Please answer the following questions according to your own information. 
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— End of survey. Thanks for your participation! — 
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