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A Study on the Effect of Social Commerce’s Trust-Building
on Intention of Continuous Use

In-Ho Hwang* - Jin-Soo Kim™*

Abstract

Social commerce (s-commerce) is a subset of e-commerce and uses social media for social interactions.
Although s-commerce has been rapidly growing, disputes between some s-commerce firms and their
consumers often occur over issues such as poor customer services, incorrect product information, and late
refunds. In order for s-commerce to continuously grow, s-commerce firms need to build consumer-trust
in their transaction process to minimize their consumers’ uncertainty.

The purpose of this study is to examine the relationships between the multidimensional trust (ability, integrity,
benevolence) and the intention of continuous use of s-commerce. Moreover, this study presents antecedent
factors needed for trust-building by applying the characteristics of s-commerce, and verifies the relations
between the variables. We test and validate the research model and related hypotheses using structural equation
modeling based on a survey done on 428 people who have previous experience with s-commerce.

The result shows that trust has positive effect on the intention of continuous use, and verifies the necessity of
the antecedent factors (social presence, assurance, informativeness, economic feasibility, and seller reputation)
for trust-building. This study provides strategy for the continuous growth of s-commerce, and suggests theoretical
implication that explains the relationship between the characteristics of s-commerce and consumers.
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32 oL LM} E2H “d(content validity) 78-S HAstAAth W-&E
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A9 A8 AE Vvtow B W] AR 4 NFHE BAA A We 2 AH 5} g}
s mFsen, & A7 el A3sks g vk Wo] gk Cronbach’s a kol 0.757%,
2 54 2 Rgs ARGEe 74 AAE g 2 BAsb glglow AT Al 9l
(seven—point Likert scale) &5¢l1 (1) w$- 12 of T Bagto] WA ol AH HE
A (7) wig 2"EvE AT S B b gty B Aol Age
HEo], £ ZALE Agsir]ol oA Wged  F HeE 34 52 thE <Table >3 2t}

(Table 1> Survey Instrument

Constructs Ttems Source

There is a sense of human contact in the social commerce site.
. There is a sense of personalness in the social commerce site.
Social . SONAINES > >
Presence There is a sense of sociability in the social commerce site. [15, 42]
There is a sense of human warmth in the social commerce site.
There is a sense of human sensitivity in social commerce site.

Social commerce site has enough safeguards to make me feel comfortable using it
to transact personal business.

I feel assured that legal and technological structures adequately protect me from
problems on the social commerce site [3. 36]
I feel confident that encryption and other technological advances on the social ’
commerce make it safe for me to do business there.

In general, the social commerce is now a robust and safe environment in which
to transact business.

Assurance

Web Information obtained on Social commerce site would be useful.
I would learn a lot from using Social commerce site. [6, 42]
I think the information obtained on Social commerce site would be helpful.

This social commerce site provides me with attractive products.
This social commerce site provides me with valuable products.
This social commerce site offers reasonable prices. [30]
I can buy products or services at low prices through social commerce site.
Social commerce site provides benefits beyond my expectations.

The seller of the product is well known.
Seller The image of the product’s seller is favorable.
The seller of the product has good comments from surrounding people. [27, 36]
The seller of the product introduces and recommends good products.
The seller of the product is trustworthy.

Trust Social commerce site is competent ) )
(Ability) Social commerce site knows about products in the social commerce. [15, 46]
y Social commerce site knows how to provide excellent service.

Informativeness

Economic
Feasibility

Reputation

Promises made by social commerce site are likely to be reliable.

(In{éurzi ) I do not doubt the honesty of social commerce site. [15, 46]
enty I expect that social commerce site will keep promises they make.
Trust I expect that Social commerce site intentions are benevolent.
(Benevolence) I expect that Social commerce site puts customers interests before their own. [15, 46]

I expect that Social commerce site is well meaning.

I have intention to continue using social commerce.

Intention of I have intention to make payments when using social commerce. [2. 46]
Continuous Use | I plan on continuously using social commerce. ’
I have intention to recommend social commerce to surrounding people.




A23A Alzs ST A AE FMo| X&EH 0|8k ojxl= FEo| et of 11
4. 714 AZ A AA A Aol B Hd 29l 1A
o APEE ARt AGE A4 B /1E
41 223HA #25Y o A13) 73 Aol A AukH oz AL E = A
B oo F8H MIMe S wHo] o 2] ko] 270} (X7/df), A48 7 74}4450]%-RMR)
BASY 54 B3] gske] SPSS 180 T E VIRFHATAGED, E54FAF(NFD,
Agston B oolgte] J|2EARM AR A S A GA S~ (IFD, 7] g w2Febd2d A 4(CFI), %
HuE U8 <Table 2>9 2t} A FAF(RMSEA) & AHEaHth A3 = A4
Ak AAMeR 8% 5k £EeR 4
40 EM @30l AlgA ElCH 2A B} tH(<Table 3> #%)
Aol F2RY Al GA SgEe Al (Table 3> Fit Indices of Confirmatory Factor Analysis
P4 By A4S A8 TRA T2E 0|8
3t R4EAME Juto g 3l shold g ol BA P X5/df RMR AGH
v eEm Sl ow e e Value 0 1694 | 0043 | 0878
= AAseth 24 B Re AMOS 1808 A Recommend | > 005 | <3 | <006 | > 08
gt o A7 AAsk= 972 A NFI IFI CFI | RMSEA
HEE 43517 Y3t BHhe dEoz AAs Value 0.940 0.975 0.974 0.039
9o}, Recommend | > 0.9 > 09 > 09 < 0.05
(Table 2> Demographic Characteristics
Categories Frequency % Categories Frequency %
Male 229 51.1% Coupang.com 250 55.8%
Gender ‘
Female 219 49.9% Main Wemakeprice.com 98 21.9%
<20 18 4.0% S-Commerce | Ticketmonster.co.kr 89 19.9%
Age 21~30 172 384% Site Groupon.com 1.8%
31~40 203 45.3% Other 0.7%
> 40 55 12.3% < 10,000 46 10.3%
High School 16 3.6% 2~30,000 262 58.5%
University 50 11.2% P“éf;i‘se 4~50,000 8 19.6%
Office 251 56.0% (1 time/Won) 5~70,000 23 5.1%
Occupation | Self Employed 25 5.6% 7~100,000 22 4.9%
Professional 60 13.4% > 100,000 7 1.6%
Housewife 36 8.0% Catering 211 47.1%
Other 10 2.2% Culture 48 10.7%
< 1 million 59 13.2% Fashion 82 18.3%
1~2 million 97 21.7% Main Beauty 26 5.8%
Monthly 2~3 million 116 25.9% Purchase Travel 15 3.3%
Income 3~4 million 84 18.8% Product Book 10 2.2%
(Won) 4~5 million 46 10.3% Electronic 21 47%
5~6 million 35 7.8% Household Items 33 7.4%
> 7 million 11 2.4% Other 2 0.4%
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AT 4 T 31 B2 = 4R)02 = At AFEtdd2 48084 29 F i
AT MG el ASE AR A Z %= (Construct Reliability) 2} &1+ #AFHEE(Ave-

A, A=AH HE2 Uy 9349 2A 3l rage Variance Extracted) #t& AFE-3IIth 71d Al
© 2] Cronbach’s Alpha 7 F&-3kA T Al T durE o T gho] 07 oA, HHEAFES
A AT AT 07 o] o= A[37], 4 2 05 o)ds a7stH49] M= g Alket Az}
7} 086890141 092022 e} AR ooz A &4 o] go| w7t 7P vhE gho 2 YEREI(0.863),
A4 suy oz e ATLAFE EE ASH o155 1Y Re &
A B34S A5 e (Convergent Validity) 2} o2 YR H0614) BF AFA| ooz Ayl &
Wdetd/d (Discriminant Validity)& &3 A48 F¥o] /B =s FRATH<Table 4> =),
(Table 4> Results for Construct Validity and Reliability
Construct Items Factor Loading Cronbach’s Alpha CR AVE
SP1 0.824
Social SP2 0.857
P ! SP3 0.880 0.920 0.890 0.618
resence SP4 0836
SP5 0.813
Assl 0.834
. Ass? 0.809 _
Assurance Ass3 0.881 0.916 0.884 0.656
Ass4 0.909
WI1 0.866
o Wf.b WI2 0859 0896 0883 0.716
nrormativeness WIS 0859
Ecol 0.778
Economic Eco2 0.830
Feasibilit Eco3 0.792 0.904 0.890 0.617
easiputy ECO4 0785
Ecob 0.846
SR1 0.743
Seller SR2 0.827
Remiate: SR3 0.842 0916 0.903 0.651
putation SR4 0.867
SR5 0.838
Trust Abilityl 0.828
(Abilitv) Ability2 0.864 0.878 0.864 0.679
Y Ability3 0.891
Trust Intel 0.837
(Integrity) Inte2 0.872 0.907 0.870 0.691
enty Inte3 0.870
Trust Benel 0.856
(Benevolence) Bene2 0.894 0.916 0.894 0.737
Bene3 0.902
ICU1 0.862
Intention of ICU2 0.699
Continuous Use ICU3 0.892 0.868 0.863 0614
ICU4 0.990
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0.784

0.858
45

0.831
b
42

0.824
a4
a3
AT

0.807
65
68
687
45

0.786
66"
607
587
66"

0.846
a4
67
67
657
e
56

0.810
657
567
657
66
a3
e
39

0.786
69
57
67
a3
70"
0™
407

1.07
1.08
0.97
0.91
091
1.05
1.04
1.05

(Table 5> Results for Discriminant Validity
0.93

Std.
Dev

4.08
4.22
4.60
4.87
441
4.35
416
4.45
493

L7 A AE FMol X&£H 0|89k olF
Mean

“p < 0.01/Values in bold type along the diagonal indicate the square root of the AVE.

3

Construct
Social Presence
Assurance
Seller Reputation
Trust(Ability)
Trust(Integrity)

“p < 0.05,

Web Informativeness
Economic Feasibility

Trust(Benevolence)

Intention of Continuous Use
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/\l/] ;<4 —csl—

L}E‘rME}KTable 6> F=x).

(Table 6 Fit indices of structural model

P X?/df RMR AGFI

Value 0 191 0.069 0.864

Recommend | > 0.05 <3 < 0.05 > 08
NFI IFI CFI RMSEA

Value 0.932 0.966 0.966 0.045
Recommend | > 09 > 09 > 09 < 0.05
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{Table 7) Summary of Hypotheses Test

Hypothesis Path Path C((j;fficient SE. t-value Result
Hla Ability — ICU 0.355 0.085 3.814™ Support
Hilb Integrity — ICU -0.148 0.100 -1.300 Not Support
Hlc Benevolence — ICU 0.354 0.101 3132 Support
H2a Social Presence — Ability 0.415 0.055 6728 Support
H2b Social Presence — Integrity 0.232 0.054 4.038™ Support
H2c Social Presence — Benevolence 0.250 0.050 4583 Support
H3a Assurance — Ability 0.124 0.051 2.200™ Support
H3b Assurance — Integrity 0.467 0.055 8.010™ Support
H3c Assurance — Benevolence 0.286 0.048 5405 Support
H4a Web informativeness — Ability 0.140 0.087 1.639 Not Support
H4b Web informativeness — Integrity 0.055 0.087 0.669 Not Support
H4c Web informativeness — Benevolence 0.159 0.081 2.054™ Support
Hba Economic Feasibility — Ability 0.200 0.082 2587 Support
H5b Economic Feasibility — Integrity 0.025 0.079 0.349 Not Support
H5¢ Economic Feasibility — Benevolence 0.147 0.074 2.143™ Support
H6a Seller Reputation — Ability 0.062 0.069 0.973 Not Support
H6b Seller Reputation — Integrity 0.181 0.070 2914™ Support
Hé6c Seller Reputation — Benevolence 0.145 0.065 2.452" Support
Note : ™p < 0.01, ™p < 0.05, ICU(Intention of Continuous Use).
5 4 =B B Q& Faa shalv) w3 At A A E
A7) Slstol AEAM 2T Faaopd =g
51 o1 Z1} QOF I A[ALK 820& A8 AFE 7IRte g Ats] 4 AAzt B
Z 9 ARA, AAH, B4 3B £ o
AV A AR diel Fhdn  ggsan ool BE B ATl A%e gokl
AT AH[Rpel AAAW 20k EA A ES W o 2o
AR dtel g AlE] S ofA st e AR, A&A o] &0k JaFs nA= A
W, Uolh 2AAA Age] B 84% g = wes) so4el Aoz e ol 24
B gk ool B e ASHez 4gsa  Anze 2R BH U AT o u
Ae DAz gk AnjRpe] A &4 o] g 2l A AEHor fAsta An At
L E Fol7] 93 A AF A AlF A BEE ks AR Ay 2 Ans 28-S
G4 98 A9 20 B2 2 AFgoRA,  Boe] 5949 AFL HAT A9 A%4 o
2A7ME JAEY AFA P B AA EoEE =Y F des Yn g v 724
Ak % 2AAMA AHE Y, B, 59 & P v Rae 40w yehteo), A
Yoo BRsel AEAY AR B83n 2 ASHoz Wy it 2EANA B
= 2HAES A%H olgelwe] MAE A % Wa AR sk} 28AN 2T A4 B
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