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Abstract 

The continuous fever of social media shows that social shopping signifies the main 

future e-commerce opportunities. For academics, it would be one of the most important 

and stimulating research topics, which creates values of great theoretical and practical 

implication. This paper aims to reveal the importance of understanding trust in a website 

and trust in product recommendation to enhance purchase intention through social 

network service (perceived ability, perceived integrity, and perceived critical mass). The 

research model is empirically tested with survey data from 170 respondents who have 

experienced social shopping in South Korea. The findings indicated that social network 

service can be conceptualized as a composite of three dimensions (perceived ability, 

perceived integrity, and perceived critical mass) and perceived critical mass is the most 

important factor for social network service. Second, social network service has positive 

influences on trust in a website, trust in product recommendation, and purchase intention. 

Interestingly, social network service has the most effect on trust in a website and the least 

effect on trust in product recommendation. Third, trust in a website has positive 

influences on trust in product recommendation and purchase intention. Fourth, trust in 

product recommendation has a positive influence on purchase intention. While social 

network service has the most impact on purchase intention of social shopping, trust in a 

website has the least impact on it. Thus, the research model demonstrated the importance 

of social network service to purchase intention. Social shopping websites should focus on 

establishing the higher level of social network service that can provide the useful 

information about product recommendations and effective website designs that customers 

trust. 

 

Keywords: Social Network Service, Trust in a Website, Trust in Product 

Recommendation, Purchase Intention 

 

1. Introduction 

Social commerce has gained popularity recently because its evolution emphasizes the 

role of online social networking in furthering business [1]. Consumers could find, share, 

commend and evaluate products, exchange shopping information, knowledge and 

opinions and make transactions through their personal online social network ties [2]. 

Shen [3] saw a social shopping website as an innovative business model based on 

online social networking since it could enable retailers to grasp potential customers in a 

new method [4]. Consumers’ participation in a social shopping website is critical because 

their participation can augment member-generated contents, motivating more interaction 
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among the members. Moreover, the performance and quality of a social shopping website 

depend on consumers’ participation which can leverage the positive social shopping 

results [5]. Thus, understanding customer behavior on social shopping websites is very 

important job for marketers to maximize positive retailing performances.  

Social commerce constructs is defined as online forums, ratings, communities, reviews 

and recommendations [6]. The information provided by these social commerce platforms 

or communities can have an influence on potential customers’ buying intention. More and 

more researchers have begun to study the constructs [7].  

Security and trust is crucial for an online commerce environment [8]. Individual 

consumers tend to perform the transaction only in conditions of current trust. Hajli [6] 

suggested that trust is a vital factor in online social community. Some previous studies 

have examined trust in a website or trust in online communities [7, 9], but few studies 

have focused on trust in product recommendation [10, 11, 12, 13]. 

The antecedent variable of trust in buyers’ recommendations on the social network has 

rarely been discussed in spite of many researches on internet. For examining the possible 

antecedents of trust in recommendations, Hsiao et al. [10] performed a questionnaire 

survey based on an open-ended question and suggested that perceived ability, perceived 

benevolence/integrity, and perceived critical mass of the reviewers were the three most 

repeatedly mentioned reasons for trusting the recommendations of purchasers. However, 

they did not consider the three constructs as antecedents of trust in a website. Prior studies 

showed that perceived vendor reputation, perceived site quality, and structural assurance 

of the web have been widely used as antecedents of trust in a website [14, 15]. Besides 

trust in recommendations, trust in websites is another important predictor affecting online 

shopping behaviors [16]. 

Thus, it is meaningful to investigate the roles of trust in a website and trust in product 

recommendation in the relationship between social network service and purchase 

intention. This study investigates the role of social network service in order to build trust 

in a website and trust in product recommendation. It also examines how social network 

service affects purchase intention. 

 

2. Theoretical Background and Hypothesis 

Hajli [6] suggested that potential customers mention and recommend products or 

services through social network activities such as communities, ratings, reviews, referrals, 

and recommendations. The constructs are expected to influence successful social 

commerce. Meanwhile, online communities give people in the social network the 

opportunity to share interest and acquire knowledge [17]. 

Ability is the members’ perception of online communities’ competencies and 

knowledge noticeable to the expected performance [18]. In the setting of social networks, 

ability is also the powerful antecedent to create trust among the members who usually 

focus on a specific mutual interest, hobby, and event [18]. A trustee who obeys moral 

standards such as trustworthiness could increase a trustor’s confidence in the trustee’s 

behavior [10]. Hsiao et al. [10] proposed perceived ability and perceived integrity as two 

key factors of trust in product recommendations. They also suggested that because 

consumers are inclined to trust more in the recommendations from large numbers of other 

consumers, perceived critical mass can be another antecedent of trust in product 

recommendation. Meanwhile, Lu et al. [19] suggested that social presence of web and 

social presence of interaction positively influence trust in sellers.  

According to social psychology research, human can learn from and be influenced by 

the knowledge and experiences of other people who they know or trust [20]. Trust can be 

established through social interactions with other members and the social network 

environment [19]. Because of the absence of effective regulation over the opportunistic 

behaviors of e-vendors in the online transactions, people are more likely to transact 
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business with the vendors which they trust. In addition, people tend more to trust the 

information provided by other purchasers like themselves more than that provided by 

firms [21]. Through consumers’ trust in the opinions or recommendations shared by other 

buyers, websites may augment their sales. Thus, trust is often deemed the base of e-

commerce [22] and the most vital factor for the success of e-commerce [23]. 

Teo and Yu [24] suggested that shoppers may buy products from a website considering 

economic value when their purchase intention toward the products has been formed by 

others’ recommendations. Chevalier and Mayzlin [25] proposed that other shoppers’ 

product recommendations have an effect on their purchasing behavior at web sites. Kim et 

al. [26] identified that buyers’ intention to buy products online was also affected by trust 

in the web seller. Rahimnia and Hassanzadeh [27] also suggested that e-trust positively 

affects e-marketing effectiveness. Trust in sellers is also identified to positively affect 

purchase intention of social commerce [19]. Meanwhile, social commerce uses 

relationships on social networking platforms as the medium for social sharing about 

products or sellers to persuade curiosity in a product, thereby growing the purchase 

intention [28].  

To identify the relationships between social network service, trust in a website, trust in 

product recommendation, and purchase intention of social shopping, we propose the 

following hypotheses. 

H1 Social network service positively drives trust in a website of online 

community. 

H2 Social network service positively drives trust in product recommendation of 

online community. 

H3 Trust in a website positively drives trust in product recommendation of online 

community. 

H4 Social network service positively drives purchase intention of online 

community. 

H5 Trust in a website positively drives purchase intention of online community.  

H6 Trust in product recommendation positively drives purchase intention of 

online community. 

 

3. Research Methodology 

As shown in Figure 1 research model proposes a structure to explore the effects of 

social network service on two types of trust and purchase intention in social shopping 

websites. 

 

 

Figure 1. Research Model 

The items were borrowed from previous studies in the literature of online social 

shopping and were modified for this research. The scale items for perceived ability, 

perceived integrity, and perceived critical mass of social network were adapted from Lou 
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et al. [11], Ridings et al. [12], and Hsiao et al. [10]. The scale items for trust in a website 

and trust in product recommendation were adapted from Gefen [29], Hsiao et al. [10] and 

Sung et al. [13]. The scale items for purchase intention were adapted from Teo and Yu 

[24] and Hsiao et al. [10]. The items were measured on a seven-point Likert-type scale, 

ranging from “disagree strongly” (1) to “agree strongly” (7). Table 1 shows the modified 

questionnaire. 

Table 1. Questionnaire Items 

Constructs Measurement Scales Source 

Social 

Net 

work 

Perceived 

Ability 

1. The members of the online community have 

knowledge about the issue. 

2. The members of the online community are capable of 

taking part in the issue. 

3. The members of the online community have enough 

qualification for the issue. 

[10,  

11, 

12, 

13] 

Perceived 

Integrity 

1. The members of the online community are concerned 

about what is important to other people  

2. The members of the online community will do their 

best to assist other people. 

3. The members of the online community are impartial 

to other people. 

4. The members of the online community are truthful 

with other people. 

Perceived 

Critical 

Mass 

1. There are many members in the online community. 

2. The members of the online community often interact. 

3. The members of the online community take part in 

product rating actively. 

Trust in a Website 

1. The website is reliable. 

2. I trust the website. 

3. I think that the website is dependable. 

[10, 

13, 

28] Trust in Product 

Recommendation 

1. The product recommendations of the online 

community are reliable. 

2. I rely on the product recommendations of the online 

community. 

3. The product recommendations of the online 

community are dependable. 

Purchase Intention 

1. I would consider purchasing the recommended 

product from the online community. 

2. I am likely to purchase the recommended product 

from the online community.  

3. I am willing to purchase the recommended product 

from the online community. 

[10, 

13, 

23] 

 

4. Data Analysis and Results 

The data for this research were collected from 200 respondents who understand online 

social shopping. A questionnaire survey was performed from October 26 to November 6, 

2015. After eliminating the incomplete responses, 170 questionnaires were employed in 

the data analysis. Of those, 74.7 percent of respondents were female, and most 

respondents were in their 20s and 30s. 77.1 percent had experienced online communities 

and 53.5 percent had purchase experiences through online communities, indicating that 

the data mostly represented the assessments of online social shopping. Table 2 presents 

the demographic profile. 
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Table 2. Demographic Profile 

Measure (Items) Frequency Percent (%) 

Gender 
Male 43 25.3 

Female 127 74.7 

Age 

In their early to mid-20s 77 45.3 

In their late 20s 21 12.4 

In their early to mid-30s 48 28.2 

In their late 30s 13 7.6 

Over 40 11 6.5 

Experience of Online 

Community 

Some 131 77.1 

None 39 22.9 

Purchase Experience of 

Online Community 

Some 91 53.5 

None 79 46.5 

Internet shopping 

Expenditure of a 

Monthly Average 

Under $100 84 49.4 

$100-200 48 28.2 

$200-300 19 11.2 

$300-400 19 11.2 

Confirmatory factor analysis (CFA) was employed to examine both the goodness-of-fit 

of the measurement model and the reliability and validity of the scale items [30]. As 

indicated in Table 3, the fit indices of the measurement model were as follow: χ
2
 = 

241.616 (df = 126, p = .000), χ
2
/df = 1.918, GFI = 0.874, IFI = 0.974, TLI = 0.964, CFI = 

0.974, and RMSEA = 0.074, indicating that the model reasonably fits the data. Multiple 

measurement items are highly reliable for measuring each construct because all of the 

Cronbach’s alpha values are above 0.9 [31]. Convergent validity is also acceptable 

because all the item loadings exceed 0.8, composite reliabilities exceed 0.9, and average 

variance extracted (AVE) for each construct exceed 0.7 [32]. Discriminant validity is 

acceptable because the square roots of AVE are higher than the inter-construct 

correlations as shown in Table 4 [32]. 

Table 3. Confirmatory Factor Analysis 

Factor Items Loading S.E. t-Value 
Cronbach’s 

α 

Composite 

Reliability 
AVE 

PA 

Pa1 0.890 - - 

0.946 0.948 0.860 Pa2 0.954 .048 21.365 

Pa3 0.937 .049 20.387 

PB 

Pb1 0.806 - - 

0.921 0.926 0.758 
Pb2 0.935 .071 15.126 

Pb3 0.847 .086 11.581 

Pb4 0.889 .073 14.084 

PCM 

Pcm1 0.854 - - 

0.918 0.937 0.788 Pcm2 0.903 .059 16.477 

Pcm3 0.904 .058 16.517 

TW 

Tw1 0.895 - - 

0.952 0.954 0.873 Tw2 0.966 .048 22.817 

Tw3 0.941 .053 21.010 

TR 

Tr1 0.923 - - 

0.953 0.958 0.852 Tr2 0.950 .040 24.312 

Tr3 0.929 .042 22.409 

PI 
Pi1 0.937 - - 

0.972 0.972 0.920 
Pi2 0.975 .034 29.958 
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Pi3 0.965 .036 28.679 

χ
2
 = 241.616, DF = 126, p = 0.000, CMIN/DF = 1.918, GFI = 0.874, IFI = 0.974, TLI = 

0.964, CFI = 0.974, RMSEA = 0.074 

PA: Perceived Ability, PB: Perceived Integrity, PCM: Perceived Critical Mass, TW: 

Trust in a Website, TR: Trust in Product Recommendation, PI: Purchase Intention 

Table 4. Discriminant Validity Analysis 

 PA PB PCM TW RT PI 

PA 0.927      

PB 0.792 0.871     

PCM 0.762 0.852 0.888    

TW 0.639 0.649 0.680 0.934   

TR 0.683 0.705 0.699 0.822 0.923  

PI 0.674 0.729 0.803 0.710 0.755 0.959 

The squared roots of the AVE values are in bold type on the diagonal. 

PA: Perceived Ability, PB: Perceived Integrity, PCM: Perceived Critical Mass, TW: 

Trust in a Website, TR: Trust in Product Recommendation, PI: Purchase Intention 

A second-order confirmatory factor analysis determines the importance of each 

dimension [33]. The results of a second-order confirmatory factor analysis of social 

network showed that the fit indices suggest a good fit of the second-order model to the 

data (χ
2
 = 49.462, df = 29, p = 0.010, χ

2
/df = 1.706, GFI = 0.944, IFI = 0.989, TLI = 

0.983, CFI = 0.989, RMSEA = 0.065). Perceived ability has a factor loading of 0.870, 

perceived integrity has a factor loading of 0.957, and perceived critical mass has a factor 

loading of 0.961 as a second-order factor.  

A structural modelling (SEM) was used to test the hypotheses with the software AMOS 

(Analysis of Moment Structures) 18.0. As shown in Table 5, the fit indices of the path 

model were identified to reasonably close the data (χ
2
 = 268.889, df =132, p = 0.000, χ

2
/df 

= 2.037 GFI = 0.859, IFI = 0.969, TLI = 0.960, CFI = 0.969, RMSEA = 0.078). The 

findings of the hypotheses testing were as followed. H1, H2, H3, and H4 were significant 

at p < 0.001 and H6 was significant at p < 0.01. However, H5 was not significant at p < 

0.05. Thus, five hypotheses were supported. 

 

 

Figure 2. Structural Model 

Table 5. Results of Model Testing 

Hypothesis: Path Estimate S.E. t-value Result 

H1: Social network → Trust in a website 0.734 0.068 9.553 Supported 

H2: Social network → Trust in product 

recommendation 
0.289 0.069 4.364 Supported 

H3: Trust in a website → Trust in 0.640 0.079 9.495 Supported 
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product recommendation 

H4: Social network → Purchase 

intention 
0.568 0.079 7.184 Supported 

H5: Trust in a website → Purchase 

intention 
0.117 0.100 1.318 Rejected 

H6: Trust in product recommendation → 

Purchase intention 
0.243 0.091 2.585 Supported 

χ
2
 = 268.889, DF = 132, p = 0.000, CMIN/DF = 2.037, GFI = 0.859, IFI = 0.969, TLI = 

0.960, CFI = 0.969, RMSEA = 0.078 

 

5. Conclusions 

This study explored the effects of trust in a website and trust in product 

recommendation on purchase intention through social network service (perceived ability, 

perceived integrity, and perceived critical mass). The results show several interesting 

implications as follows. First, this study showed that the formation of trust in a website 

and trust in product recommendation is positively affected by social network service 

(perceived ability, perceived integrity, and perceived critical mass). Interestingly, 

perceived critical mass has more effect than that of perceived ability and perceived 

integrity. This is inconsistent with Hsiao et al.’ study [10] which suggested that perceived 

ability has more effect than that of the other factors. This implies that trust in a website 

and trust in product recommendation of social shopping are associated with risk-taking 

decision and consumers tend to depend more on large numbers of other shoppers. Thus, 

perceived critical mass of the product and website evaluations in a social network may be 

a primary predictor for trust in a website and trust in product recommendation. 

Second, the results revealed that consumers’ trust in a website strongly affects their 

trust in product recommendation. Shoppers may trust more the product recommendations 

on a social shopping website which they depend on. This is consistent with previous 

studies on trust [34]. The higher trust in a website is, the higher trust in product 

recommendation is. Meanwhile, social network service has more effect on trust in a 

website compared to trust in product recommendation. Thus, trust in a website may be 

more important factor for trust in product recommendation.  

Third, this study demonstrated that social network service and consumers’ trust in 

product recommendation positively affect purchase intention but consumers’ trust in a 

website does not affect. In previous studies trust in a website is presented as an important 

factor of online purchase intention [26, 27]. However, the results of this study showed that 

the effect of trust in a website on purchase intention is not significant at p < 0.05. Rather, 

the effect of trust in product recommendation on purchase intention is significant at p < 

0.01. This is partly consistent with Hsiao et al.’s study [10]. Interestingly, social network 

service has more effect on purchase intention than that of trust in product 

recommendation. This implies that consumers depend more on social network service 

than trust in product recommendation when purchasing products on the social shopping 

website. 

Fourth, a few studies have investigated the relationship between trust in product 

recommendation and purchase intention in social shopping. This study contributes to 

more understanding of the effect of trust in product recommendation in social shopping. 

Thus, this paper identifies these two types of trust and emphasizes the importance of them 

in the social shopping environment.  

As the findings presented in this study indicate, in order to increase performance, social 

shopping managers should focus on building strong trust in a website and trust in product 

recommendation through social network service (perceived ability, perceived integrity, 

and perceived critical mass).  
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The results of this study should be interpreted with caution because there are some 

limitations. First, deriving more generalized results would likely require applying the 

same model in other provinces of South Korea. Second, consumers’ attitudes toward these 

two types of trust in social shopping can vary over time. Such bias in the sample might 

influence the results. It would be meaningful to conduct the same study in another time 

point and compare the results.  
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