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Abstract 
The development of social networking sites (SNSs) and Web 2.0 technology have given rise to a 
new electronic commerce paradigm called social commerce. Social commerce is a subset of elec-
tronic commerce and uses SNSs for social interactions and user contributions to facilitate the on-
line buying and selling of products and services. Recent years have witnessed the rapid growth of 
social commerce in China, but users are not willing to share their online shopping information and 
the intention to use social commerce is lower than traditional electronic commerce. So improving 
Consumers’ trust and use intention has become a crucial factor in the success of social commerce. 
Since social commerce users mostly are e-commerce users, this paper discusses whether trust on 
e-commerce can transfer to social commerce, and what are the factors influencing trust and trust 
performance of social commerce. The results of an empirical analysis based on a sample of 449 
users with online shopping experience indicate that consumers’ trust in e-commerce has a signifi-
cant positive impact on trust in social commerce and relative advantage; perceived relative ad-
vantage and result demonstrability positively affect customers’ trust in social commerce and trust 
in social commerce positively affects their intention to use; while perceived risk negatively affects 
a customer’s intention to use. 
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1. Introduction 
With the rapid development of electronic commerce in China, the competition in the traditional e-commerce is 

 

 

*Corresponding author. 

http://www.scirp.org/journal/ajibm
http://dx.doi.org/10.4236/ajibm.2016.65053
http://dx.doi.org/10.4236/ajibm.2016.65053
http://www.scirp.org
http://creativecommons.org/licenses/by/4.0/


L. Chen, R. M. Wang 
 

 
569 

becoming increasingly fierce, and the profit space is limited. In order to attract more consumers to shop online, 
many businesses began to develop social marketing in e-commerce, which is a new mode of e-commerce named 
social commerce. According to the survey data released by China Internet Network Information Center (CNNIC), 
although social commerce is a promising form of electronic commerce, the consumers’ willingness to use is not 
high, probably because they don’t trust the way of online shopping combined with social participation and dis-
cussion. The consumers may be disgusted with too much advertising and sales promotions, worrying about too 
much disclosure of personal privacy and poor transaction security, and don’t trust the reliability and authenticity 
of other people’s online evaluation. So trust is still a main influencing factor for consumers to use a social com-
merce website. 

As social commerce is the combination of e-commerce and social network, one form of social commerce is 
adding social functions in the e-commerce site to promote online shopping. Many social commerce websites 
such as Taobao are trying to develop social commerce in China. Social commerce users usually have good skills 
and experience of e-commerce, and they usually have trust and loyalty for e-commerce websites. This paper 
discusses whether trust on e-commerce can transfer to social commerce, and what are the factors influencing the 
trust and trust performance of social commerce. 

2. Previous Research 
2.1. Social Commerce 
The development of social networking sites (SNSs) and Web 2.0 technology have given rise to a new electronic 
commerce paradigm called social commerce. Social commerce has been a hot topic for researchers in recent 
years. Social commerce is a subset of electronic commerce and uses SNSs for social interactions and user con-
tributions to facilitate the online buying and selling of various products and services (Kim and Park, 2013; Hajli，
2014) [1] [2]. Social commerce provides a new business online and offline integration environment (Wang and 
Zhang, 2012) [3] and consumers make purchase decision by means of obtaining and comparing prices through 
interpersonal interaction, availability, configuration information (Liang and Turban, 2011) [4]. 

2.2. Trust and Trust Transfer 
Compared with e-commerce, social commerce is a new business model which is full of uncertainty and risk. 
Nowadays in China, consumers’ intention to use of social commerce is not high, trust is always a very important 
problem deserving further research to promote the intention of use. Many researchers have studied a lot about 
trust in social commerce. Sanghyn Kim (2013) claimed that the characteristics of social commerce including 
reputation, size, information quality, transaction safety, communication and word-of-mouth referrals have a sig-
nificant impact on consumer trust [1]. Nick Hajli’s (2015) study showed that social commerce constructs in-
cluding ratings and reviews, recommendations and referrals, forums and communities will increase the level of 
trust and intention to buy [2]. Mahmood (2013) studied the impact of recommendation, community, rating and 
interactivity during each stage of decision making for user transactions and built up a social commerce adoption 
model [5]. Harris and Dennis (2013) claimed that recommendations from friends help to change using habits of 
online shopping and real life friends have higher impact on building consumer trust [6].  

Most literatures study the problem of social commerce trust from the perspective of social characteristic, but 
less research is carried out from the relationship between e-commerce and social commerce. Since there are nat-
ural link between e-commerce and social commerce, this paper is going to find the factors influencing consum-
ers’ trust transfer from e-commerce to social commerce. 

3. Research Model and Hypotheses 
A social commerce trust model will be developed in this research in order to explain the influence of electronic 
commerce on social commerce. Specifically, this research investigates some positive factors and negative fac-
tors that may affect consumers’ trust and intension of use. These are included in the model as shown in Figure 
1. 

3.1. Innovation Diffusion Theory 
The innovation diffusion theory proposed by Rogers (1962) defines innovation diffusion as a social process,  
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Figure 1. Research model.                                                                        

 
during which innovation spread through social systems and organizations over time. Innovation diffusion theory 
explains the spread of rising technologies from the macro level. Rogers puts forward five major factors affecting 
diffusion of innovation; they are relative advantage, compatibility, complexity, observability and trialability [7]. 
Then Moore and Benbasat (1991) extend the five factors to eight factors based on the background of information 
system and information technology adoption. These include relative advantage, complexity, image, visibility, 
compatibility, result demonstrability, trialability and voluntary [8]. Previous research of innovation diffusion 
theory applied in the field of information system show that relative advantage, compatibility and complexity are 
the most important factors influencing innovation adoption.  

In the research background of social commerce, as consumers are skilled with shopping on an e-commerce 
website, when the online community is added into the website, what are the factors that will lead to consumers’ 
trust and intention of use? Three factors are chosen from the innovation diffusion theory to apply in this research. 
They are relative advantage, compatibility and result demonstrability. Relative advantage means whether the 
new business model has more advantages for consumers, for example more conducive to online shopping or 
more convenient to communicate with friends. Compatibility means whether social commerce and e-commerce 
are compatible in aspects such as the user’s browsing habits, functions, interfaces, security etc. Result demon-
strability means social commerce provides a platform that can help users to obtain other people's shopping in-
formation and recommendation. 

3.2. Valence Theory 
Valence theory is a kind of consumer decision theory based on rational cognition, and it studies consumer beha-
vior from both positive and negative attributes. The theory considers perceived risk and perceived benefit to be 
the two fundamental aspects of consumer decision-making. Previous studies show that valence theory is effec-
tive for electronic commerce environment. Kim and Ferrin (2009) applied valence theory into the research on 
the influencing factors of consumer trust and satisfaction in electronic commerce [9]. Yaobin Lu and Shuiqing 
Yang (2011) developed a trust-based customer decision-making model of the non-independent, third-party mo-
bile payment services context based on a valence framework [10]. 

We introduce positive valence and negative valence here to explain the influencing factors of consumer trust 
and intention of use when transferring from electronic commerce to social commerce. 

1) Positive valence 
Positive valence is the factor that can promote consumer trust and willingness to use in the model. The tradi-
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tional valence theory only tests the impact of perceived benefit. Considering the innovation and new characteris-
tics of social commerce, three constructs of innovation diffusion theory are proposed to be expected to have pos-
itive influence on consumers’ trust and trust performance. They are relative advantage, compatibility and result 
demonstrability. We therefore hypothesized: 

H1. Relative advantage positively affects a customer’s trust to social commerce. 
H2. Relative advantage positively affects a customer’s intention to use. 
H3. Compatibility positively affects a customer’s trust to social commerce. 
H4. Compatibility positively affects a customer’s intention to use. 
H5. Result demonstrability positively affects a customer’s trust to social commerce. 
H6. Result demonstrability positively affects a customer’s intention to use. 
2) Negative valence 
When transferring from e-commerce to social commerce, customers not only perceive positive impact but al-

so bear some risks. Traditional valence theory only tests the impact of perceived risk. We expand the negative 
valence to perceived risk and perceived cost. In social commerce, when shopping with their friends online, con-
sumers usually share the products information and evaluation with each other, which may lead to the leakage of 
personal privacy. The Perceived risk may lead to the result that consumers don’t trust and are not willing to use 
social commerce. We thus hypothesized: 

H7. Perceived risk negatively affects a customer’s trust to social commerce. 
H8. Perceived risk negatively affects a customer’s intention to use. 
The consumers who used to shopping online relying on the business provided product information and per-

sonal experience, now will spend much more time and energy maintaining the relationship with friends, reading 
other people’s comments, and looking for satisfied products. The time, money and energy spent during the 
process may increase cost of shopping and consumers’ perceived cost. Therefore we have the following hypo-
theses: 

H9. Perceived cost negatively affects a customer’s intention to use. 

3.3. Trust and Trust Transfer Theory 
McKnight (2003) claimed that trust transfer is one of the important mechanisms of trust establishment [11]. K.J. 
Stewart (2003)’s research show that: people’s trust can transfer from source to target when there are relatedness 
between source and target [12]. The relatedness includes similarity, proximity and common fate. The relatedness 
between electronic commerce and social commerce covers all the three impacts. Since e-commerce and social 
commerce have the same purpose of promoting the purchase of goods and services, they are similar, proximate 
and have the common fate.  

As an important business form in China, research findings on e-commerce trust and use intention is very rich 
and fruitful and consumers have built up high level of trust for e-commerce. If the social network service (SNS) 
is added in an e-commerce website, consumers’ trust in e-commerce will transfer to social commerce. Thus we 
propose: 

H10. E-commerce trust positively affects a customers’ trust to social commerce. 
H11. Social commerce trust positively affects a customer’s intention to use. 
Studies on e-commerce trust show that trust can reduce the perceived risk and improve the perception of ad-

vantage. Therefore we propose: 
H12: E-commerce trust negatively affects customers’ perceived risk. 
H13: E-commerce trust positively affects customers’ perceived advantage. 

4. Methodology 
4.1. Instrument 
The research model includes eight constructs, and each construct is measured with 3 - 4 items which are selected 
from the relevant research literature. Some of items are modified to fit the context of social commerce. A ques-
tionnaire including demographics of samples and multi-items of constructs used 7-point Likert scales to measure 
the degree of agreement. The questionnaire was firstly pre-tested by an expert interview, and then was further 
revised and improved according to the experts’ opinion. After the questionnaire was revised, 20 users were in-
vited to carry out a pilot test, and some items were revised again. The final items are listed in Table 1. 
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Table 1. Scales and items.                                                                                  

Constructs Questionnaire Source 

Perceived 
risk 

There may be a risk of disclosing personal information on a social commerce site 

Shwadhin  
Sharma,  

Robert E.  
Crossler  
(2014) 

There may be a risk of sharing personal shopping information on a social commerce site 

There are risks for believing in web reviews and recommendations of a social commerce website. 

Perceived 
cost 

I may have to spend more time buying products by using social commerce. 

I may have to spend more energy buying products by using social commerce. 

I may have to spend more money buying products by using social commerce. 

Social  
commerce trust 

The social commerce website seems to be worthy of trust. 
Sanghyun Kim,  
Hyunsun Park  

(2013) 
The social commerce website understands my interests and demand. 

The information provided by the social commerce website is worthy of trust. 

Electronic  
commerce trust 

Electronic commerce is worthy of trust. 
McKnight  

(2002) Electronic commerce is reliable. 

I often go shopping online. 

Relative  
advantage 

Social commerce has more advantages, which helps to shop online. 

Yao Bin Lu,  
Shuiqing Yang,  
Patrick Y. K.  
Dhau (2011) 

Social commerce has more advantages, which makes shopping moreefficient 

Social commerce has more advantages, which helps to communicate with friends 

Compatibility 

The function of social commerce and electronic commerce is compatible. 

Social commerce and e-commerce have the similar form of shopping. 

I am accustomed to using social commerce shopping 

Result 
demonstrability 

After joining the social community of a web store, my friends’  
shopping information is conducive to my shopping 

After joining the social community of a web store, my friends’  
comments on products is conducive to my shopping 

After joining the social community of a web store, my friends’  
recommendation on products is conducive to my shopping 

Intention  
of use 

If a product is recommended by my social network friends, I would like to buy it online. 
Celeste  
See-Pui  

Ng (2013) 

During online shopping, I would like to accept recommendation and  
evaluation of products from my social network friends 

I would like to share my shopping experience and information to my social network friends 

4.2. Sample Collection 
Social commerce develops from electronic commerce, and is closely related to electronic commerce. In China, 
the number of people who shop online has reached to four hundred million by December 2015. Electronic 
commerce has become an important shopping way in people’s daily life. With the popularity of the Internet and 
smart mobile phones, the future development trend is the socialization of electronic commerce. So the survey is 
aimed at people with the experience of online shopping, to study whether the consumers who have built trust in 
electronic commerce would also trust social commerce.  

Sample data are collected through an online survey, 478 questionnaires were answered by people from dif-
ferent stratums including different education background, level of income, gender, age and other demographics 
variables. After deleting the responses that give the same answers for all the questions and who have no online 
shopping experience, we obtain totally 449 questionnaires. The total valid respondents included 218 males and 
231 females. 90.4% response range was from 18 to 50 years old, with 37.8% of 18 to 30 years and 33.1% of 30 
to 40 years old. 
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4.3. Statistical Analysis 
Except for the descriptive statistical index, data collected from the questionnaires includes all of the model ob-
servation variables which are functions of latent variables and observation errors. In this paper, statistical analy-
sis includes exploratory factor analysis and confirmatory factor analysis for all observed variables using SPSS. 
After deleting unsuitable items, all the factors correspond to the model constructs. Structural function model 
(SEM) is used to measure causal relationship between latent variables and then build path, thereby the model 
assumption is verified. 

5. Data analysis and Results 
5.1. Validity Analysis 
We firstly apply exploratory factor analysis to test the measurement model using Varimax Rotation method. The 
Kaiser-Meyer-Olkin (KMO) value of sample data is 0.902 and Bartlett’s Test of Sphericity is significant at the 
level of 0.0001, which indicate that the data are suitable for principal component analysis. As shown in Table 2, 
eight factors are extracted after confirmatory factor analysis and they explain 79.344% of the variance. In order 
to guarantee good validity, we need to revise some indicators. The third item of compatibility and the third item 
of trust in electronic commerce are rejected. As a result, all the indicators loaded on the expected factors are 
higher than 0.7, while the indicators loaded on other factors are lower than 0.406, which means good convergent 
validity and discriminant validity.   

 
Table 2. Factor loadings and cross-loading of the measruement model.                                             

 
Factors 

1 2 3 4 5 6 7 8 

RED3 0.806 0.180 0.068 0.244 0.081 0.138 0.177 0.147 

RED2 0.800 0.253 0.042 0.274 0.116 0.179 0.054 0.136 

RED1 0.709 0.167 0.037 0.282 0.120 0.216 0.170 0.207 

REA2 0.161 0.833 0.012 0.165 0.010 0.214 0.210 0.201 
REA1 0.227 0.802 0.076 0.184 0.102 0.196 0.224 0.101 
REA3 0.372 0.637 −0.051 0.177 0.072 0.200 0.088 0.406 

PEC1 0.072 −0.034 0.877 −0.008 0.214 −0.015 0.062 0.125 

PEC2 −0.024 −0.069 0.867 0.052 0.215 −0.074 0.071 0.182 

PEC3 0.062 0.165 0.787 −0.003 0.186 0.160 −0.044 −0.173 

IU2 0.231 0.153 0.011 0.753 0.157 0.131 0.222 0.123 

IU1 0.244 0.110 0.057 0.737 0.059 0.209 0.186 0.165 

IU3 0.269 0.195 −0.020 0.736 0.037 0.257 0.003 0.100 

PER2 0.096 0.045 0.185 0.021 0.863 0.109 0.026 −0.036 

PER1 0.111 0.010 0.123 0.113 0.854 −0.024 −0.063 0.125 

PER3 0.027 0.087 0.352 0.077 0.770 0.009 −0.014 0.071 

TRU_SC2 0.206 0.239 −0.020 0.236 0.024 0.737 0.284 0.100 

TRU_SC3 0.181 0.222 0.081 0.253 0.020 0.706 0.367 0.116 

TRU_SC1 0.222 0.184 0.026 0.255 0.094 0.673 0.172 0.298 

TRU_EC2 0.160 0.250 0.027 0.175 −0.040 0.242 0.825 0.102 

TRU_EC1 0.148 0.172 0.061 0.161 −0.038 0.311 0.810 0.099 

COM2 0.240 0.216 0.148 0.176 0.077 0.259 0.084 0.730 

COM1 0.252 0.367 0.050 0.245 0.122 0.146 0.175 0.668 

Eigen-value 8.426 3.224 1.537 1.153 1.056 0.763 0.683 0.612 

Variance % 38.302 14.653 6.987 5.240 4.802 3.470 3.107 2.783 

Cumulative 38.302 52.955 59.943 65.182 69.984 73.454 76.561 79.344 
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5.2. Reliability Analysis 
We then conduct a confirmatory factor analysis to further examine the model. The reliability of the measurement 
model is usually measured by values of Cronbach’s Alpha, Composite Reliability (CR) and Average Variance 
Extracted (AVE). As shown in Table 3, all of the factors’ Cronbach’s Alpha values are greater than 0.7, the 
composite reliability is greater than 0.6 and the AVE value exceeds 0.5, which means good consistency and 
convergent reliability of the model. 

5.3. Hypothesis Testing 
The research model and the hypotheses are tested using AMOS 17.0, the maximum likelihood estimation me-
thod is used to compute path coefficient and fit the model. The fitting index include: x2/df = 1.373, GFI = 0.922, 
AGFI = 0.894, CFI = 0.981, NFI = 0.935, RMSEA = 0.062. All of them are within the scope of the proposed 
value, which means the fitting degree of the model is good. The path coefficients and hypothesis results are 
shown in Table 4. 

The test result certified the hypothesis that consumers’ trust in e-commerce has a significant positive impact 
on trust in social commerce and relative advantage; perceived relative advantage and result demonstrability po-
sitively affects customers’ trust in social commerce and trust in social commerce positively affects their inten-
tion to use; and perceived risk negatively affects a customer’s intention to use. 

 
Table 3. Reliability and validity test.                                                                                

Factors Items Factor loadings Cronbach’s Alpha Composite reliability AVE 

Perceived risk 

PER1 0.774 

0.837 0.8357 0.629 PER2 0.799 

PER3 0.806 

Perceived cost 

PEC1 0.895 

0.844 0.8525 0.6634 PEC2 0.888 

PEC3 0.633 

Social commerce 
trust 

TRU_SC1 0.736 

0.839 0.8421 0.6408 TRU_SC2 0.807 

TRU_SC3 0.854 

Electronic commerce 
trust 

TRU_EC1 0.869 
0.856 0.856 0.7482 

TRU_EC2 0.861 

Relative advantage 

REA1 0.859 

0.885 0.8878 0.7255 REA2 0.89 

REA3 0.804 

Compatibility 
COM1 0.771 

0.743 0.7275 0.5718 
COM2 0.741 

Result demonstrability 

RED1 0.784 

0.873 0.8684 0.6877 RED2 0.853 

RED3 0.849 

Intention of use 

IU1 0.759 

0.8 0.7972 0.5672 IU2 0.768 

IU3 0.732 
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Table 4. Hypothesis results.                                                                        

Hypotheses Estimate S.E. C.R. P (<0.05) Result 

H12: Perceived risk <--- Electronic commerce trust 0.027 0.045 0.603 0.547 Reject 

H13: Relative advantage <--- Electronic commerce trust 0.494 0.042 11.632 *** Accept 

H10: Social commerce trust <--- Electronic commerce trust 0.363 0.042 8.704 *** Accept 

H7: Social commerce trust <--- Perceived risk 0.019 0.033 0.555 0.579 Reject 

H1: Social commerce trust <--- Relative advantage 0.33 0.045 7.286 *** Accept 

H3: Social commerce trust <--- Compatibility 0.07 0.078 0.892 0.373 Reject 

H5: Social commerce trust <--- Result demonstrability 0.134 0.067 1.993 0.046 Accept 

H11: Intention of Use <--- Social commerce trust 0.372 0.069 5.384 *** Accept 

H9: Intention of use <--- Perceived cost -0.058 0.035 -1.632 0.103 Reject 

H8: Intention of use <--- Perceived risk 0.098 0.044 2.238 0.025 Accept 

H2: Intention of use <--- Relative advantage 0.184 0.055 3.35 *** Accept 

H4: Intention of use <--- Compatibility -0.056 0.085 -0.657 0.511 Reject 

H6: Intention of use <--- Result demonstrability 0.383 0.076 5.057 *** Accept 

6. Conclusion and Discussion 
The consumers’ trust is very important for online trading in the virtual world which is full of risk and uncertain-
ty. With the rapid development of electronic commerce, most consumers have built trust in online shopping, but 
they are still lack of trust in social commerce. The theme of this paper is to find the factors that will contribute to 
consumers’ trust transfer from electronic commerce to social commerce.  

Adding web community functions in an electronic commerce website is a kind of innovation for e-commerce. 
Web communities provide a platform for consumers to share products information and discuss with friends, 
which helps them to increase the efficiency and effect of online shopping. The result of the empirical research 
shows when using the new function, customers’ perceived advantage and result demonstrability can significant-
ly promote consumer trust in social commerce, and then improve the use intention. But consumers will also face 
the risk of personal privacy disclosure, which will negatively affect consumer trust and willingness to use. 

Socialization is the trend of the future development of electronic commerce, so the e-commerce sites and 
business should be aware of the opportunities and challenges brought about by the socialization of electronic 
commerce. Specific policy recommendations include building a virtual community in an e-commerce site and 
taking steps to attract more consumers to participate in information sharing and discussion on the products 
which can effectively improve consumers’ potential purchasing power and increase business revenue. 
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