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ABSTRACT

Social commerce is one of the essential ideas and has been connected people in
recent years. Social media has become a significant instrument for scattering data
about organizations, merchandise, and services. Moreover, researchers have
perceived the capability of Internet-based correspondence innovations for improving
network research since a long time ago. Therefore, this study aimed to study the role
of trust as a mediator in the relationship between perceived quality of information,
perceived quality of the system, perceived quality of service and social shopping
intentions. 391 students from Universiti Utara Malaysia were randomly selected to
respond to the survey. The questionnaire consisted of 20 items covering selected
factors PIQ, PSQ, PSvQ, trust and SSI. The data collected for tested and analysed.
The results of this study confirm perceived information quality, perceived system
quality, perceived service quality positively related to the trust as mediator and
significant to the social shopping intention. Finally, this study contributes to the
theory of the Socio- Cognitive Theory because of the implementation of trust can
effectively improve intention to buy and ultimately perceived information quality,
perceived system quality, perceived service quality. In addition, this study also looks
at the implications as well as discusses the recommendations of future studies.

Keywords: Perceived information quality, perceived system quality, perceived
service quality, trust, social shopping intention.
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ABSTRAK

Perdagangan sosial adalah salah satu idea penting dan telah menghubungkan orang
ramai dalam beberapa tahun kebelakangan ini. Media sosial telah menjadi instrumen
penting untuk menyebarkan data mengenai organisasi, barang dagangan, dan
perkhidmatan. Tambahan pula, para penyelidik telah mengenal pasti kemampuan
inovasi korespondensi berasaskan Internet untuk meningkatkan penyelidikan
rangkaian sejak dahulu lagi. Oleh itu, kajian ini bertujuan untuk mengkaji peranan
kepercayaan sebagai mediator dalam hubungan antara kualiti maklumat yang
dirasakan, kualiti sistem yang dirasakan dan kualiti perkhidmatan yang dirasakan
dengan niat membeli secara dalam talian. 391 orang pelajar dari Universiti Utara
Malaysia dipilih secara rawak untuk menjawab tinjauan tersebut. Soal selidik terdiri
daripada 20 item yang merangkumi faktor terpilih iaitu kualiti maklumat yang
dirasakan, kualiti sistem yang dirasakan, kualiti perkhidmatan yang dirasakan,
kepercayaan dan niat membeli secara dalam talian. Data akan dikumpulkan untuk
diuji dan dianalisa. Hasil kajian ini mendapati kualiti maklumat yang dirasakan,
kualiti sistem yang dirasakan, kualiti perkhidmatan yang dirasakan mempunyai
hubungan yang positif berkaitan dengan kepercayaan sebagai mediator dan
signifikan terhadap niat berbelanja secara dalam talian. Akhirnya, kajian ini
menyumbang kepada Teori Sosio-Kognitif kerana pelaksanaan kepercayaan dapat
meningkatkan niat membeli secara efektif dan menambahbaik kualiti maklumat yang
dirasakan, kualiti sistem yang dirasakan dan perkhidmatan yang dirasakan. Selain itu,
kajian ini juga melihat implikasi serta membincangkan cadangan kajian akan datang.

Kata kunci: Kualiti maklumat dirasakan, kualiti sistem yang dirasakan, perkhidmatan
yang dirasakan, kepercayaan, niat membeli secara dalam talian.
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CHAPTER ONE

INTRODUCTION

1.1 Background of Study

Social commerce has been one of the most critical market ideas and has been

connecting people worldwide in recent years. One of the innovative

communication tools for retailers and consumers to interact with is social

media which consumers can spend extra to get just the marketing that aligns

with them. Social media has become a significant instrument for scattering

dataabout organizations, merchandise, and services. It has changed the way in

which relationships are set up in the present society (Zhang, Lu, Gupta & Lao,

2014). Therefore, companies have major changes in designing strategies by

merging new technologies and new communication channels and sales

channels. Besides that, networks and communications between social media

stakeholders have been encouraged by SNSs or social networking platforms.

This change how online businesses worked as SNSs promote the preservation

of social ties and the creation of new connection between users (Busalim &

Hussin, 2016).

Leong, Hew, Ooi and Chong (2020) stated that it is a new form of value-

added to the business model called social commerce, commonly known as s-

commerce. In social commerce, consumers can affect purchase intentions and

purchase decisions of other consumers through social contact (Shen, 2012).

For instance, sharing and exchanging information like feedback, ratings, and

thoughts on brands and goods through social media. As a result,
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customers utilized social commerce channels to base their decisions to buy

goods or services on other consumers' knowledge (Goh, Heng & Lin, 2013;

Hajli & Sims, 2015; Pagani & Mirabello, 2011; Zhang and Benyoucef, 2016).

The formulation has constructed social networking as a tool of various

services and application for private customers and businesses for most

organizations (Liebana-Cabanillas, & Alonso-Dos-Santos, 2017). Several

studies conducted by the Online Business Schools (2015), cited by Liebana-

Cabanillas, & Alonso-Dos-Santos (2017) show that the emergence of social

networks has led to an increase in online audiences of 741% between 2000

and 2014, online audiences increased by 11% in 2014 alone, rising from

around 300 million to 3 billion new Internet users that year. Just 10 % of

the number of ordinary internet users announced that they do not have any

social network profiles around the globe.

Based on Statista Research Department (2020), approximately ninety-one per

cent (91%) of the Malaysian population were using the internet in 2019 and

this number will be increased up to 97.5% by 2025. Thus, there is a significant

increasing number of users in January 2020; up to eighty-one per cent (81%)

ofthe Malaysian population were active in social media than the year of 2016,

which only approximately sixty per cent (60%) of social media users in

Malaysia. These numbers shows that people are aware of online shopping and

later it would be a trend to buy online rather than in store shopping.
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Figure 1.1
Percentage of internet user penetration in Malaysia from
2015 to 2025
Source: Statista Research Department. (2020). Internet
userpenetration in Malaysia from 2015 to 2025

Figure 1.2
Social media users as a percentage of the total population
Malaysia 2020
Source: Statista Research Department (2020). Active
social media users as a percentage of the total population
in Malaysia from 2016 to 2020.

The extensive use of communication technologies and the commonness of

social media networks, such as Facebook, Instagram and Twitter, have

significantly contributed to this social interface's success. It is the second most

viewed website with 10% of all websites visited, according to Experian

(2014). This SNS developed from 21 million members in 2007 (Ellison,
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Steinfield & Lampe, 2007) to more than 1.2 billion active monthly users in

2013 (Facebook, 2014) as cited by Anderson, Knight, Pookulangara &

Josiam (2014). These numbers shows that the increasing on internet users

could be affected by the perceived information quality, perceived system

quality, perceived service quality as the independent variables as the initial

idea for this study.

However, trust is the major problem in this sector that prevents customers

from making online purchases. This is because many issues have arisen in

terms of security and privacy from some irresponsible parties' actions in

exchanging customer "s information, which could cause damage to certain

people andwould make people distrust online shopping.

Thus, it is essential to study the uniqueness of buyer intention towards this

setting to harness social commerce's power. This condition can measure the

level of trust that can be influenced by the perceived information

quality, perceived system quality, perceived service quality, and social

shopping intention among consumers.

1.2 Problem Statement

Trust, security, and privacy are the major factors that lead to the prevention of

online purchase and negatively impact both parties, customers, and firms.

Gefen & Straub (2000) stated that trust is a problematic issue of online

business for consumers, and distrust does not form a healthy relationship

between customers and organizations (Jones & Leonard, 2008). This can

be provenwhen Kim & Park (2013) and Liang and Turban (2011) mentioned

that certain retailers and organizations have flopped in applying social
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business as there aredifferent complaints onsecurity, privacy, and trust in data

exchange.

This is supported by the Kementerian Perdagangan dalam Negeri dan

Hal Ehwal Pengguna (KPDNHEP) which gave the statistics of the entire

figure of Malaysians transaction of online services complaints. KPDNHEP

stated that until September 2020 14 898 cases have been recorded where the

majority of these cases are linked to the issue of online fraud, which includes

goods purchased online but not reaching consumers, ordering non-advertised

goods, receiving different goods and receiving defective goods, compared to

the year of 2019, KPDNHEP recorded only 9 971 cases has been linked to

the issues.

Table 1.1
Number of KPDNHEP Online Services Transactions

Source:Portal Rasmi Kementerian Perdagangan Dalam Negeri dan Hal
Ehwal Pengguna. (2020). Number of KPDNHEP Online Services
Transactions 2019- 2020.

Based on the number of cases, it shows that people are aware of the existence

of s-commerce; therefore, Hajli, Sims, Zadeh & Richard (2017) assumed that

"trust as a belief in the truthfulness, ability, and reliability of both the retail

parties and user feedback" is the significant reason for the customer to refrain

themselves from purchasing the product through online method.

Total Transaction

Year Jan Feb Mac Apr May June July Aug Sept Oct Nov Dec Total

2019 918 627 761 925 908 791 934 719 804 740 926 918 9 971

2020 1112 1260 1996 2170 1975 1912 1965 1412 1366 14898
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Other than that, in the context of s- commerce, there is a high degree of

confusion due to the massive amount of user-generated content and the lack of

face-to-face interaction (Featherman & Hajli, 2016). According to Lu, Fan

and Zhou (2016), the lack of social and human presence in internet commerce

is related to increased risk, lowered social norms, and an obstacle to a

favourable market environment. Hence, it is difficult to gain trust from users

of S-commerce because they are unable to determine the reliability and

validity of the user-generated content (Leong, Hew,Ooi and Chong, 2020).

Besides, to date, Wang and Zhang (2012) mentioned that understanding of

social commerce is dispersed and limited. This is supported by Hajli et al.

(2017) which declared that research is absent in the field of social commerce

that examines the function of trust in SNSs on affecting customers"

expectations to buy from online merchants, and how the impacts of trust (if

there is any) can be moved to purchase intention. Meanwhile, the information

systems community and professionals need a better understanding of the

concept of social commerce since it is an emerging area of research with a

bit of scientific data, and companies need to consider the appropriateness of

different social media platforms for industry (Saundage & Lee, 2011).

Given the lack of knowledge of these new trading technologies in social

media, more research efforts are required to scientifically and empirically

study and assess the relationship between perceived quality of information,

perceived quality of the system, perceived quality of service and social

shopping intentions with trust as a mediator in order to advance our

understanding of thisessential and evolving mode of social commerce. Thus,

this research crosses this gap to understand the relationship between these
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variables. In addition, this research attempts to create a framework that

explains how trust as amediator affects the purchasing purpose.

1.3 Research Question

The resolve of the research in study is to answer as expressed below:

i. Does trust mediate the relationship between perceived information quality

and social shopping intention?

ii.Does trust mediate the relationship between perceived system quality and

social shopping intention?

iii.Does trust mediate the relationship between perceived service quality and

social shopping intention?

1.4 Research Objective

The relationship between perceived information quality, perceived system

quality, perceived service quality and social shopping intention with trust

as the mediator is recognizing in this study. The aims of this study are:

i. To determine the mediating effect of trust on the relationship between

perceived information quality and social shopping intention.

ii.To investigate the mediating effect of trust on the relationship between

perceived system quality and social shopping intention.

iii.To determine the mediating effect of trust on the relationship between

perceived service quality and social shopping intention.
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1.5 Significant of Study

The study is essential in finding the significant relationship between perceived

information quality, perceived system quality, perceived service quality, and

social shopping intention with mediating of trust among students in Universiti

Utara Malaysia (UUM). Investigating the level of social shopping

intention through the relationship between these variables will enable the

researcher to study further this topic that will encourage more people to do

online business toenhance the features or varieties of their products.

Besides that, this study is also important in contribution in terms of

knowledge in social commerce, which starts to grow not only for younger

such as students, but also for the older adults to adapt the new form of

purchase. Encouraging social shopping may benefit the national economy, and

business students may apply the lesson learned during their study by doing

some online business as their part-time job.

1.6 Scope of Study

The scope of this study is covering several significant aspects especially

analysing the relationship between perceived information quality, perceived

system quality, and perceived service quality with the dependent variable,

social shopping intention and mediating of trust. This study focuses on

studentsfrom Universiti Utara Malaysia (UUM).

Universiti Utara Malaysia can be called Malaysia as Eminent Management

University, located at Sintok, Kedah, which their students stay in the campus

and quite far from the town. These students need more money to spend to
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purchase something, including groceries and other expenses like bus fares.

Therefore, this technology known as social shopping will help these people to

spend wisely without wasting time and money on unnecessary things.

Besides, currently, the demand of online products is getting higher because of

the awareness from the buyer. Therefore, there is a need to assess and

evaluate the students' social shopping intention using trust as mediator and

three variables to make them have more time to study, which are perceived

information quality, perceived system quality, and perceived service quality.

1.7 Definition of Key Term

The definitions of key terms for this study are as follows:

1.7.1 Social Shopping Intention

Social shopping intention defined as a process of buying products and

services through web which comprises of five stages: distinguishing

problems, data search, assessment of item choices, buying decision,

and post-buy support (Bauboniene & Guleviciute, 2015).

1.7.2 Trust

Trust is the trustor's readiness to rely on a trustee to do what is

guaranteed in a given context, regardless of the capacity to monitor or

control the trustee, and despite the fact that negative outcomes may

happen (Zainab, Perry & Miriam, 2010).

1.7.3 Perceived Information Quality

Perceived information quality refers to the subjective decisions to the

value of the data in tending to the inquiry posed (Glogowska, Csaki,

Feller & Gleasure, 2016).
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1.7.4 Perceived System Quality

Perceived system quality is an assessment of the performance of a

system highlights dependent on clients' own knowledge of utilizing the

system (Zheng, Zhao, & Stylianou, 2013).

1.7.5 Perceived Service Quality

Perceived service quality defined as the general assessment of the

reliability or disagreeableness of a product or services offered to clients

(Athiyaman, 1997).

1.8 Organization of Chapters

Chapter 1: Introduction

This chapter outlines the entire research that consists of introduction and

background of the study, problem statement, research question and research

objective, significant of research, scope of research, key definition of term,

organization of the study and conclusion.

Chapter 2: Literature Review

The literature of the summary from secondary sources of the data will be

discussed in this particular chapter. A review of the available literatures on

social shopping intention as a dependent variable will be presented, perceived

information quality, perceived system quality and perceived service quality as

independent variables and trust as the mediator of the variables. The research

framework will likewise be highlighted to review past research based on the
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dependent variables, independent variables, and mediator.

Chapter 3: Methodology

This part stipulates the research design, data collection methods, sampling

technique and data analysis. The discussion is focusing on the method that

will be used in the study to obtain the data which comprises of questionnaire

design in order to achieve the objective of the study. The questionnaire will be

provided to help a researcher to conduct the survey. The area of the research

will be discussed in depth.

Chapter 4: Findings

General results and discoveries from the survey provided will be displayed in

this chapter. Partial Least Squares (PLS) will be used to analyse the data and

interpretation is further explained in the results.

Chapter 5: Discussion and Conclusion

This chapter comprises of the research findings, in which further discussion on

significant findings, study limitation and recommendations for future research.

1.7 Conclusion

This chapter has presented an overview concerning the introduction and

background of the study, problem statement, research question, research

objective, the significance of the research, and scope of research. Thus, in

Chapter 2, the study will be discussing the literature review related to the

study.
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CHAPTER TWO

LITERATURE REVIEW

2.1 Introduction

In this chapter, the literature assessments are reflected for variables regarding

perceived information quality, perceived system quality and perceived service

quality, and dependent variable which social shopping intention with trust as

a mediator. The literature reviews are obtained from various sources such as

articles and journals and include discussing the dependent variable: social

shopping intention, independent variables, namely perceived information

quality, perceived system quality, perceived service quality, and the mediator

which is trust. This section also includes the research framework and

development of hypotheses that indicates the dependent and independent

variables. The development of hypotheses aims to derive the relationship of

the selected variables that have been proposed at the end of the section.

2.2 Overview of Social Commerce

Liang, Ho and Li (2012) indicated that business activities directed through

online media are called social commerce or social shopping. Liang & Turban

(2011) defined social commerce as a subset of online business that includes

utilizing web-based media to aid online business transactions and activities.

S- commerce depends on three key ideas: social media, e- commerce and Web

2.0 advances (Zhang, Li, and Wu, 2016).

Hajli (2014) mentioned that through the functionalities of Web 2.0, s-

commerce adopters are directly engaged in the transaction processes via
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the distribution and sharing of information where they can write their own

review, content and rate of products and services as well as upload comments.

Besides, Hajli, Sims, Zadeh, & Richard (2016) stated that there are two

classifications of s- commerce. The first classification depends on internet

business sites such as Amazon but furnished with Web 2.0 functionalities that

permit allow user- generated content and interactions among purchasers.

The second classification of s-commerce is grounded on Web 2.0

advancements that coordinate e- commerce features like Facebook, can give

an assortment of channels such as C2C, B2C, and permits age of substance in

different structures by customers sellers. Furthermore, Chen and Shen (2015)

cited that s- commerce has significant differences compared to traditional e-

commerce even though s- commerce is considered value-added to e-

commerce. According to Yin, Zhang and Wang (2004) Facebook, Whatsapp,

Twitter and others is the example of different types of SNSs that cater to the

numerous features of the social web such as privacy, digital profiles, network

transparency, relationship ties and search that can easily be distinguished

from the e- commerce sites like Alibaba, Amazon, Taobao and eBay.

S- Commerce has developed such a high number of clients that has not been

believed to date. This significant objective is not simply joined significance

concerning the above reasons, yet in addition is created in this setting given

the support and participation of clients in the destiny of the advertising and

sales of products (Rezaeian, Shokouhyar & Yousefi, 2016). Shanmugam, Sun,

Amidi, Khani, and Khani (2016) said this is another change in perspective for

an online business transaction, which has opened up a new section for

information systems (IS) studies. Thus, different driving online business
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sites have been embracing Web 2.0-based instruments and applications to

assist their clients with connecting with different consumers and driving

buyers' purchase expectations (Lu, Fan & Zhou, 2016).

2.3 Definition and Concept of Variables

2.3.1 Social Shopping Intention

Social shopping is a kind of advertising or promotion through which

delegates grant neighbourhood traders to utilize internet innovations

and confined online promotions in manners beforehand inaccessible to

merchants (Lee and Lee, 2012). Rubel (2005) demonstrates that social

shopping networks make places where individuals can help each other

on the web, get counsel from trusted people, discover products and

services, and afterwards buy them.

In the offline world, a customer's choice to purchase an item or service

is mainly influenced by friends, family and colleagues (Rezaeian et al.,

2016). Wu, Wu, Lee and Lee (2015) recommend that purchase

intention is a combination of purchasers' focus on purchasing an item

and the probability of purchasing. Yoo, Donthu and Lee (2000) bring

up that buy expectation implies buyer propensity to buy an item. It is

urgent to perceive clients' buy expectations, in view of a client's

conduct can ordinarily be anticipated by their goal (Park and Kim,

2016).

Purchase intentions in social commerce allude to the clients'

expectations to participate in online buys from e-merchants on SNSs

(Hajli et al., 2016). Hajli (2015) stated that purchase intentions can
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be characterized as a client's goal to participate in web-based

purchasing in long-range social networking sites in the current study.

Besides, social shopping intentions (SSI) are the determinants of

conduct and characterized as "the strength of one's intentions to

perform a specific behaviour" by Fishbein & Ajzen (1975).

Consumer's purchase intention is the reason for purchase behaviour,

and it is likewise a significant framework for businesses to establish

business strategies (Xicheng, Hongwei, Qiangwei & Qican, 2019).

According to Mikalef, Giannakos, & Pateli (2012) cited from Moe

(2003), purchase intention can be related to both goal-oriented and

exploration- oriented browsing behaviour. The key discrepancy

between the two behaviours is that target-oriented consumers will buy

once they discover the item they are searching for, whereas

exploration-oriented ones will probably make an impromptu buy

giving they see a high epicurean incitement (Mikalef, Giannakos, &

Pateli, 2012).

Purchase intention has been identified by Ajzen & Fishbein (1980) and

De Canniere, De Pelsmacker & Geuens (2010) in the past study is

related to the actual behaviour, and this affiliation has affirmed in

certain researches by Ajzen & Driver (1992), Buttle & Bok (1996),

Chow & Murphy (2011), Park & Kim (2016) and Shin (2015).

Subsequently, the construct of purchase intention is seen as a

significant result variable and is incorporated as a dependent variable

in this study.
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2.3.2 Trust

In his study, Gefen (2002) stated that trust is seen as a unidimensional

or a multidimensional idea. Schurr and Oznne (1985) characterize trust

as one's certainty on the exchange gathering's capacity and eagerness

to build up the business' adherence to the relationship standards and

keeping guarantees. Ba and Pavlou (2002) also proposed that trust is a

person's conviction that a trade will occur in a way predictable with

one's sure desires. Therefore, trust (T) is the feeling of confiding in

convictions, alluding to the convictions that "one can depend upon a

guarantee made by another and that the other, in unexpected conditions,

will act toward oneself with humanity and in a considerate manner"

(Suh and Han, 2003).

However, Ming-Hsien, Chandlrees, Binshan, and Hung-Yi (2009)

likewise argued that if an internet business site portrays items or

services precisely, shoppers will trust more on the website. Moreover,

given the framework of social commerce, vulnerability is usually

higher because of the raised level of client-generated content and the

absence of face-to-face communications (Featherman and Hajli, 2015).

In online circumstances, McKnight, Choudhury, and Kacmar (2002)

declared in their research that trust depends on convictions in the

dependability of an exchange party and the qualities of capability,

integrity, and kind-heartedness. With the expansion of social

innovations and interconnectivity of individuals on the Internet, there

is a requirement for some kind of trust and security that will permit
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two parties to diminish their perceived risk in exchanges (Hajli and

Lin, 2014).

Other than that, Kim and Park (2013) mentioned that past research has

used online trust to refer to trust in online commercial surroundings.

They are also cited from Corritore, Kracher, and Wiedenbeck (2003)

that online trust is the purchaser's affirmation and desire that online

firms do not manhandle unmistakable qualities of online environments

for their own benefits and that they are reliable and care for clients

with genuineness, decency, and devotion. Moreover, "The reputation

of an s-commerce firm (or a small/medium-sized firm) indicates the

level of consumers' trust in the firm" (Kim and Park, 2013) and "the

perceived reputation of an s- commerce firm has a positive effect on

the formation of the relationship between the s-commerce firm and its

customers and becomes a key determinant of trust" (Jarvenpaa,

Tractinsky, & Vitale 2000; Park, Gunn, &Han, 2012; Teo & Liu, 2007).

Therefore, Chang and Chen (2008) asserted that trust in a web-based

business, including s-commerce can encourage interaction among

dealers and purchasers, furnishing the web firms with open doors to

accomplish their goals.

2.3.3 Perceived Information Quality

Bailey and Pearson (1983) represent Perceived Information Quality

(PIQ) as a client's response to the qualities of output data versus the 4

client's datanecessities, whereas Nicolaou & McKnight (2006) defined
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PIQ is "to meancognitive beliefs about the favourable or unfavourable

characteristics of the currency, accuracy, completeness, relevance and

reliability of the exchange information". PIQ is also particular from

the constructs service quality and system quality (Nicolaou &

McKnight, 2006), which catches client responses to the facts and the

13 framework produces (Bailey and Pearson 1983; Ives, Olson &

Baroudi, 1983).

McKinney et al (2002) said that system quality and system design

(Wang and Wang, 1996) influence PIQ. A previous study was done to

study the exact backgrounds of perceived information quality like

system design interferences which could influence PIQ by allowing

the system processing integrity (Nicolaou & McKnight, 2006).

Another study done by Gao, Zhang, Wang & Ba (2012) stated that PIQ

referred to how much the data accessible about the qualities of an item,

brand or organization is valuable for clients, which encourages them to

assess such an article.

Information quality can be reflected on the product or service quality

in term of online context (Wang & Strong, 1996). By allowing clients

to have greater insight on what concerns significant perspectives or

properties about the item or services (Chiu, Hsieh and Kao, 2005), seen

that clients can just assess items or service dependent on the site's

introduced data, while in customary retailing, this assessment can be

produced using items visualization, in a tangible way (Kim and Niehm,

2009).
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Therefore, clients rely upon data accessible on the sites (Szymanski

and Hise, 2000) and the assessment that the client does about the

nature of the data that the site offers is an imperative factor for online

buy sites achievement (Liu and Arnett, 2000). This can be concluded

that PIQ is also important in enabling clients to compare prices, look

for different brands, items or services, and read the assessment from

different people about their buy encounters in a given site.

2.3.4 Perceived System Quality

Perceived system quality (PSQ) an assessment of a framework's

performance highlights dependent on clients' own experience of

utilizing the system, as cited in the study by Zheng, Zhao, &

Stylianou (2013). Other than that, PSQ also defined as customer's

opinion about the website'sspecialised performance in the form of data

recovery and conveyance by Teo, Srivastava & Jiang (2008).

Wangpipatwong, Chutimaskul & Papasratorn (2009) initiated that

framework quality has a critical effect on Thailand's continued

utilization of e-government sites. The higher the quality of e-

government sites the higher the citizens' aim to utilise e- government

sites.

According to Phuong and Trang (2018) defined PSQ as a system

quality is clients' view of data recovery and conveyance and to

assess the system quality, four measurements including ease of use

(level of individual's observation that utilizing the system is free of

effort), navigation (assessment of connections to required data),
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interactivity (getting to a search engine and the personal design, i.e.,

the shopping cart feature), and accessibility (speed of access and

accessibility of framework) are utilized. Therefore, system quality was

very significant to change a website surfer to a customer.

Besides, system quality is "the performance of a system in delivering

information" (Noronha & Rao, 2017). De Marsico, and Levialdi

(2004) mentioned that customers would stop utilizing the website if the

system quality is not up to their desire, although the information

quality is high. It is helpful for a client to analyze the items online than

through traditional methods. The outcomes can be customized by

utilizing different sites for clients to see the necessary outcomes (De

Marsico, and Levialdi, 2004).

2.3.5 Perceived Service Quality

Perceived service quality (PSvQ) is characterized as the client's

appraisalof the service's general superiority or greatness based on the

study by Zeithaml (1988). Parasuraman, Zeithaml & Berry (1988) also

defined "Perceived service quality is therefore viewed as the degree

and direction of a discrepancy between consumers' perceptions and

expectations" even though Turel and Serenko, (2004) further

contended that Perceived quality (PQ) is the genuine encounter of a

client about help.

As indicated by Parasuraman, Zeithaml & Berry (1985), the client's

evaluation of overall service quality relies upon the gap among desires
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and view of genuine performance levels which they conceptualized

service quality as comprising of ten determinants, furthermore

compressed to five measurements (Parasuraman et al., 1988). In other

words, Jiang and Wang (2006) described PSvQ as the consumer's

assessment of the service performance received and how it contrasted

and their desire. In this way, clients measure service quality regarding

how much delight they havegotten from the service (Malik, 2012).

Parasuraman, Zeithaml and Berry (1988) recommended the

SERVQUAL model for estimating quality as perceived by the client.

Rahim (2016) said that SERVQUAL is established on five

measurements, frequently marked as RATER (reliability, assurance,

tangible, empathy, and responsiveness). Parasuraman et al. [1988]

indicated that customer assesses service quality by contrasting desires

and observations dependent on the five measurements referenced

previously.

Rahim (2016) concludes in his study that RATER can be defined as

follows; reliability alludes to a business association's capacity to play

out the guaranteed service accurately and dependably. Responsiveness

is the eagerness or availability to offer brief service. Assurance

identifies with the degree of employee information and civility that

moves client certainty of their desires that will be met. Tangible is the

actual appearance and portrayal of the service, equipment and different

clients in Tangible. Furthermore, empathy alludes to employee caring

and singular information / regard for comprehending client needs.
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SERVQUAL model has been tested for estimating service quality in

internet business settings (Devaraj et al., 2002; Kim and Lee, 2002; Li

et al., 2002; Kuo, 2003; Negash et al., 2003). Past research on the

estimation of e-service quality focused on using the SERVQUAL

model by rephrasing the first scale items. Nonetheless, in the service

quality field, service analysts need to consider client assessments of e-

commerce since method for estimating service quality varies between

e-commerce and physical marketplace service (Parasuraman and

Grewal, 2000).

In addition, a few studies have recommended that the SERVQUAL

scale things must be reformulated before they can be genuinely utilized

in the internet shopping setting (van Riel et al., 2001; Santos, 2003).

Along these lines, in view of the SEVQUAL model with consideration

of the characteristics of the web-based shopping setting ought to be

incompletely reformulating (Gwo-Guang & Hsiu-Fen, 2005).

Therefore, the construct of PSvQ is an essential and significant result

variable to the study.

2.4 Previous study on Variables

2.4.1 Trust and Social Shopping Intention

Previous writing demonstrates that the buy from an e-seller relies

upon the client's trust in the e-merchant (Gefen, Karahanna, and

Straub, 2003). Gordon (2007) states that it is because those buyers

trust the item suggestions on the social shopping networks of sites
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that theirexpectation to buy the socially-suggested item is excited, and

in this manner, they may buy from that site. Hajli et al (2016)

additionally suggested that trust in an SNS could expand clients' buy

expectations. Henceforth, Kim and Park (2013) demonstrated that

clients who trust social trade destinations are bound to spread positive

worth-of- mouth and buy on these platforms.

Credibility incorporates trustworthiness and the platform's capacity in

giving the normal results, which expands intentions to purchase on the

platform (Kaiser and MüllerSeitz, 2008). Despite this, Hajli et al (2016)

opposed that if clients don't trust a platform but trust the e-merchant,

they are less inclined to buy conduct with the e-sellers through the

social commerce platform and maybe picked different approaches to

execute with them. Purchasers decide if they will execute an e-

merchant on the platform by assessing its kind-heartedness and

validity (Hajli et al, 2016).

Furthermore, Lu, Fan & Zhou (2010) and Shin (2010) has been

affirmed that trust has a critical part in upgrading intention to buy.

Some research shows that social context is the other factor that

impacts trust (Weisberg, Te'eni, and Arman, 2011). When an online

business platform has social presence (Weisberg et al., 2011) and

social application, shoppers have a sense of safety and, like this, have

more intention to purchase.

Nilashi, Jannach, Ibrahim, Esfahani, & Ahmadi (2016) also initiated a

relationship between customers' trust and purchase intention in e-
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commerce. In addition, in the study of concerns and risks about web-

based business, Ba & Pavlou (2002) and Gefen (2002) expressed a

huge connection between trust and online commerce behaviour. Hsu,

Chen, Kikuchi & Machida (2017) declared that "trust was related more

closely to purchase intention among male Taiwanese". Thus, it is

essential to research thepart of trust on social business appropriation

(Hajli, 2015).

2.4.2 Perceived Information Quality and Social Shopping Intention

Kim, Lee and Kim (2004) tested the connection between the

intentionof utilizing the web to look for items data and the expectation

of utilizing the web to buy, and they found that searching for data can

foresee the buyintention. The authors concluded that the probability of

actual purchase increases because of the availability of the information

about the product selling on the websites and the accessibility of its

information. Chiu, Hsieh and Kao (2005) suggested that "information

quality is related to the behavioural intention of customers" where it

was also verified by Kimand Niehm (2009) that intention to use the

website to purchase is recommended to other people.

Nadiah (2017) cited Miller (1956) and Keller & Staelin (1987) that the

information processing literature concluded that information quality,…,

are among the most critical factors that have an impact on decision

quality. This statement was proven by Fang et al (2011) which found

that "information quality and system quality have significant effects on

satisfaction during online purchasing". This can be determined that a
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successful e- commerce website should have better content, where the

data provided should be "easy to understand, accurate, complete, timely

and relevant to customers' purchase decisions" (Nadiah, 2017).

Goodhue (1995) stated that PIQ imitates the data is accurate,

reliableand precise in details that imply the sources of the information is

capable. Thus, PIQ should positively relate to trusting belief

competence(Nicolaou & McKnight, 2006). However, there are still not

many studies being done yet to study other relationships between PIQ

and online purchase intention that might contribute to the literature on

online shopping intention.

2.4.3 Perceived System Quality and Social Shopping Intention

The incredible quality of a social networking site will urge

purchasers to accept that the platform is an important road for social

associations, and it could urge clients to keep utilizing the platform for

the exchange of data (Ahn et al., 2007, Teo et al., 2008).

As demonstrated by Shih (2004), system quality infers the handling

attributes of a data framework. A few specialists such as Chen & Cheng

(2009) and Wu & Hsu (2015) uncovered that framework quality

positively affects fulfilment and intention to buy. McKinney, Yoon, and

Zahedi, (2002) expressed that clients disappointed with a site because

of the helpless framework quality will probably leave the site.

Nevertheless, not many studies are being done by the researchers

regarding this topic. More studies need to be in the literature reviews on
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this topic to study the relationship between independent and dependent

variables. Thus, this paper will propose the hypothesis related to the

variables.

2.4.4 Perceived Service Quality and Social Shopping Intention

Shih (2004) brought up that when buyers initially access sites to search

for items or services, the impression of administration quality such as

conveyance timing, simplicity of returning product, simplicity of

instalment, and security of protection may encourage or discourage

them from purchasing the Internet. In Liang's study (2011), the effect of

website quality (system quality and service quality) on relationship

quality and SCI has been investigated, and the result was a positive

relationship between theindependent and dependent variable.

Parasuraman, Zeithaml, and Berry (1988) indicated in their study that

PSvQ is high if the degree of service really conveyed surpasses the

degree of the customer's desires. On the contrary, service quality is low

if the degree of service conveyed is beneath purchaser desires. To limit

the perceptional hole, online stores ought to improve their site's service

nature, including dependability, responsiveness, capability, access,

courtesy, communication, credibility, security, and so forth (Shin-Yuan,

Chen, Ning- Hung, 2014).

DeLone and McLean (2003) showed that service quality is basic to the

accomplishment of online business. Past investigations by Chang, Lee

& Lai (2012), Chen & Cheng (2009) and Wu & Hsu (2015) have
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affirmed that clients are happier with business sites when they see

higher service quality and could maintain the intention to buy on the

online website. Hence, this study attempts to examine the direct

relationship between SSI and PSvQ.

2.5 Related theories on the Variables

Social Cognitive Theory (SCT) began as the Social Learning Theory (SLT)

during the 1960s by Albert Bandura (LaMorte, 2019). LaMorte (2019) stated

that SCT places that learning happens in a social setting with dynamic and

corresponding cooperation of the individual, climate, and conduct. It manages

psychological and enthusiastic occasions, natural components, and parts of

conduct (Mobley, Sandoval, 2008).

The exciting element of SCT is the accentuation on social impact and its

accentuation on the outside and inner social support also considers the

extraordinary manner by which people secure and look after conduct, while

likewise considering the social climate wherein people play out the conduct.

Thehypothesis considers an individual's previous encounters, which factor into

whether conduct activity will happen (LaMorte, 2019).

As indicated by Mobley, Sandoval (2008) SCT conduct is a component of

what one would hope to occur as support for specific conduct. People who

esteem the result of a circumstance will endeavour to learn practices fitting to

the circumstance when they accept they are equipped for adequate execution,

and the presentation and result are associated. The objective of SCT is to

clarify how individuals manage their conduct through control and support to
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accomplish objective coordinated conduct that can be kept up over the long

run (LaMorte, 2019).

Hence, Social Cognitive Theory (SCT) is recommended in this study to

support the research framework in order to determine the relationship between

perceived information quality, perceived system quality, perceived service

quality andsocial shopping intention with the role of trust as a mediator.

2.6 Conclusion

Generally, in this chapter, the researcher analysed the previous studies and

researches regarding perceived information quality, perceived system quality,

perceived service quality and social shopping intention with mediating of

trust that are examined in this study. Theoretical and empirical evidence from

previous studies had been discussed and highlighted in this section. Besides,

this chapter also presented the hypothesis development for each variable

and theoretical framework of the study. The next chapter will be discussing

about themethodology and procedure that was utilized in data gathering and

analysis.
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CHAPTER THREE

RESEARCHMETHODOLOGY

3.1 Introduction

The research methodology was recognized as a method that incorporates the

scientific process of collecting and interpreting data to study the subject matter.

The research methodology is evident on the specific procedures that need to be

followed and it is important because the validity of the research and its

findings is relying upon approach, the design and the way in which the data are

gathered and investigated in order to obtain the results (Naoum, 2007).

Therefore, this chapter discusses investigation outline and strategy used as a

piece the study. It clarifies the instruments used for information gathering, the

population and sample, and the review methodology used. This segment

specifies the research design, knowledge accumulation methods and sampling

design. Besides, the research instrument is the survey design shown in

this segment. This is followed by measuring the instrument, the operational

significance of constructs measurement scales, the completion of data

processing and information analysis techniques.

3.2 Research Framework

A theoretical framework has been developed subsequently reviewing

theoretical and empirical literature. This theoretical framework was

developed to express the link between the underlying theories plus

independent variables: perceived information quality, perceived system quality,

perceived service quality, and dependent variable, which social shopping
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Independent Variable Mediating Variable Dependent Variable

Perceived
servicequality

Perceived system
quality

Social shopping
intention

Trust

Perceived
information
quality

intention with trust as a mediator in this study. Figure 3.1 portrays the

hypothesized link between independent variables and dependent variable.

Figure 3.1
Research Framework

3.3 Research Hypothesis

This section discusses the hypothesis developed based on the research model

as shown in Figure 3.1 that reviewing the relationship between PIQ, PSQ,

PSvQ , SSI, and trust based on previous literatures that confirm there is a

positive relationship between the variables.

3.3.1Relationship between perceived information quality, trust and

social shopping intention

Understanding client's trust in internet shopping is significant (Lee

and Turban, 2001) because "trust was considered as one of the activity

triggers that guide exchange among the partner firms fully expecting

proportional and long-term relationships " (Yoon, 2002). Research done by

Lee, Park and Han (2011), cited by Nadiah (2017) discovered that
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"when the trust in online shopping is low, there is no significant

difference in consumers' purchase intentions whereas when the trust level

is high, t h e information provided on the website is meaningful and

influences consumers' decision making and purchase intention". It shows

that the researchers supposed that there is a significant relationship

between PIQ, trust and SSI.

Using decent data can likewise improve the client involvement by

utilizing the mobile application offered by the retailers to have higher buy

intention from the shoppers. The improvement of the exhibition, adequacy,

profitability as far as looking just as purchasing the ideal items and the

helpfulness from the provided data on the mobile application will focus on

the customers' fulfillment to make the purchase of the ideal items through

themobile application. This can be proven when the result indicated from

a study by Hanjaya, Wijaya, Gunawan (2019) that PIQ significantly

influences trust and online purchase. Thus, it is hypothesized that:

H1: Trust mediates the relationship between perceived information

quality and social shopping intention.

3.3.2Relationship between perceived system quality, trust and social

shopping intention

Some studies have examined a theoretical framework where Chang &

Chen (2008) mentioned that website quality leads to perceived trust,

affecting purchase intention. But, there is still not much research being

done to study other relationships between PSQ, trust, and online purchase

intention that might be included in the literature of online shopping
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intention.

Phuong & Trang (2018) stated that once the customer had significant

trust in the website, the system quality will have a limited impact on

purchase intention. However, Chandra, Amlus Ibrahim, Ahzila & Mohd

Harith Amlus (2015) alleged that the connection between perceived

system quality and continuation intention got insignificant consideration

from researchers. But, Chumsombat (2014) and Teo et al (2008)

claimed that"the degree of direct association of perceived system quality

with satisfaction" and "The more a user satisfied with a system (online

services) the more the user will incline to use it again" (Chandra et al,

2015). Hence, the following hypothesis was proposed:

H2: Trust mediates the relationship between p erceived system

quality and social shopping intention.

3.3.3Relationship between perceived service quality, trust and social

shopping intention

Kuo-Chien, Nien-Te, Chia-Lin & Yi-Sung (2014) declared in their study

that "trust works as a mediating variable relationship between website

quality and purchase intention", therefore, the findings was positively

influenced customer purchase intention mediated through perceived trust

as a necessary mediator. These findings are consistent with the literature

(Chang & Chen, 2008) cited by Kuo-Chien et al (2014). There will be

higher intention to purchase if the customer trusts the shop to buy online.

Hence, in order to maintain and increase the buying intention, the sellers/
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suppliers should maintain and renew the product's features so that trust

would be at higher stage (Kuo-Chien et al, 2014).

Unfortunately, not many studies have been done to study on the

relationship between PSvQ, trust and online purchase intention that might

contribute to literature on online shopping intention. Therefore, this study

proposed the following hypothesis:

H3: Trust mediates the relationship between Perceived information

quality and social shopping intention.

3.4 Research Design and Unit of Analysis

The objective of research design is to use the best-strategized research action

to solve the problem by gathering the appropriate information. The study

examines the relationship between the dependent variable (social shopping

intention) and independent variables (perceived information quality, perceived

system quality and perceived service quality) with the mediator (trust) at

Universiti Utara Malaysia (UUM). In this regard, a further discussion will be

carried out in-depthto get a detailed research procedure.

Therefore, there are two styles of the research design approach: the qualitative

and the research approaches. This study is using a quantitative research design.

Chua (2012) mentioned that quantitative research involves numerical primarily

data; hence, this analysis method was considered appropriate in collecting and

analyzing the data. This is upheld by Leedy and Ormrod (2001) that

quantitative research expands after existing hypotheses, in which surveying

and experimentation is conducted.
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Hancock and Algozzine (2016) mentioned that the quantitative research

design bargain four sorts of descriptive, exploratory, case study analysis and

hypothesis and speculation testing. Descriptive research used in this study to

describe the features of the population or phenomena being studied. This

approach relies more on the "what of the research topic than on the "why" of

the research subject (Nassaji, 2015).

Other than that, the study conducted using questionnaires to gather information

from the respondents. In this analysis, questionnaires are being deployed as

methods to be analysed. The questionnaire undermined the questions relevant

to dependent, independent and moderating variables of the study. In addition,

certain demographic concerns, such as gender, age, ethnicity and college

enrolled in UUM were also included in the survey questionnaire.

The data collected through the online distribution of questionnaires that

applied to cater to a considerable number of respondents from students in

Universiti Utara Malaysia. Google form was used to develop the final online

questionnaire that was administrated to Whatsapp Application and Facebook.

Thus, this typeof data collection has chosen not to use the student population,

which is often used in such studies to avoid any bias in representativeness in

the outcomes limiting their generalization (Jarvenpaa, Tractinsky & Vitale,

2000). In thisstudy, the unit of analysis is individuals.

The present study used a cross-sectional survey questionnaire for data

collection. The cross-sectional study associated with the measurement of all

study variables over a short period of time during which data were collected
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from one point in time (Allen, 2017). Therefore, Lilis and Mundy (2005)

expressed that the cross- sectional study was the best instruments that have

utilized by numerous researchers.

3.5 Population, Sample and Sampling Technique

Target Population applies to those populations who follow the essential criteria

set out in the study inquiry (Alvi, 2016). Sekaran and Bougie (2013) describe

the population as a community of individuals and events concerned by the

researcherto do research. As for this study population, students from Universiti

Utara Malaysia were involved with a number of population, N = 28 866

students, which consists of 23 907 undergraduate students. All the data have

been obtaining from the Registrar Department of UUM. Table 3.1 showed the

numberof students in UUM.

Table 3.1
Total population of the UUM

Source: Registrar Department of Universiti Utara Malaysia

The sample chosen is representative of the population and the scholars will

generalize the results to the entire population (Naderifar, Goli, & Ghaljaie,

2017). It is essential for choosing the right sample size in order to help the

researcher avoid time, money and human resources (Sekaran & Bougie,

2013 & Zikmund, Babin, & Carr, 2010). In this study, the sample is not

valid because according to Lai & Cheng (2016) the difficulty in obtaining a

No Programme of study No. of students

1 Undergraduate Students 23 907
2 Postgraduate Students 4 959

Total 28 866
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huge random sample, a non- probability sampling method has been used,

snowball sampling. The non- probability snowball method adopted

because a small number of participants may help to gather a wider sample

across their well- established social networks. Naderifar et al (2017)

expressed, "Snowball sampling is a convenience sampling method. This

method is applied when it is difficult to access subjects with the target

characteristics".

As conveyed by Polit-O'Hara and Beck (2006), this technique also called as

"chain method", is proficient and cost-effective to access individuals who

might some way or another is extremely hard to track down. The snowball

technique takes little time and provides the researcher with the main sample

connected to the researcher (Polit-O'Hara and Beck, 2006). This sort of

networking is especially useful for discovering individuals who are not

ready to uncover their characters such as addicts and lawbreakers (Hejazi,

2006).

Dragan & Isac-Maniu (2013) also mentioned that the "snowball" sampling is

an exploration method through overview and information enlistment which

is normally utilized in sociology, psychology, or management studies, and

this method is suggested because it is a decent research technique when the

behaviors, perceptions, customs, for the depiction of "regular" cases which

can't be summed up for a whole populaces. These researchers also stated that

the quality of this kind of testing is that it is not utilized to assess the

qualities of everyone except to gauge the attributes of a organization of

"covered up" populaces (uncommon, hard to recognize).

In order to encourage the completion of the questionnaire, an online survey
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was created and circulated to a few target respondents through the social

networking website, for example Facebook and WhatsApp Messenger (Lai

& Cheng, 2016).

3.6 Data Collection Procedure

Data collection of this research primarily depends on the questionnaire

which can be distributed after finalizing it and identified the respondent

involved in this research. Pressman (2014) was mentioned that by distributing

thequestionnaires, the researcher can get the relevant data. The study have been

conducted randomly among UUM students through online questionnaire. Once

the questionnaire approved by the supervisor, the questionnaire distribute

online via Facebook and Whatsapp, whether personally and group. The

complete online questionnaire was gathered and disabled after 3 weeks by the

researcher.

3.7 Measurement of Study

This section presents the development of the study questionnaire. The items in

the questionnaire were developed based on the literature review. The study's

dependent variable is social shopping intention while perceived information

quality, perceived system quality, and perceived service quality are

independent variables. Furthermore, trust is a mediator in the relationship

between perceived information quality, perceived system quality, perceived

service quality on social shopping intention.

Since this study uses the online quantitative survey method, it was prepared to

combine the five instruments utilized in this study. The questionnaire was
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segmented into two sections as illustrated in Table 3.2. The first section

covered on the demographic profile of respondents, which are gender, age,

race/ethnicity, and college enrolled in UUM. The second section divided into

four questions where; the first question focused on social shopping intention

that consist of three items, five items on trust, perceived information quality

involves five items, perceived system quality have three questions, and four

items on perceived service quality. The measure of the study is adopting from

various sources with acceptable reliabilities. The measure used in this study

has been summarized in Table 3.3.

Multiple choices and questions on the Likert scale were utilised to design the

questions, and the answers are provided so that respondents can select one

answer from the option given. Meanwhile, the Likert scale is an evaluation

scale as the reaction in the option given. Different Likert-scale used according

to the original items in past research. Five Likert-scale was used for

ranging social shopping intention, perceived information quality, perceived

system quality and perceived service quality measurement from Strongly

disagree (1), Disagree (2), Neutral (3), Agree (4) and Strongly agree (6) whilst

the mediator was used sevenLikert-scales from Strongly disagree (1), Disagree

(2), Disagree somewhat (3), Neutral (4), Agree somewhat (5), Agree (6) and

Strongly agree (7) to range the value that can be referred in Table 3.4.
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Table 3.2
Questionnaire Design

Table 3.3
Sources of items for each variable

Table 3.4
Likert Scale

Part Content

Section A Demographic Profile

Section B Social Shopping Intention

Trust

Perceived Information Quality

Perceived System Quality

Perceived Service Quality

Variables Sources No. of Items

Social Shopping Intention Pavlou & Gefen (2004) 3

Trust Gefen et al (2003) 5

Perceived InformationQuality Shih (2004) 5

Perceived System Quality Shih (2004) 3

Perceived Service Quality Shih (2004) 4

Scale

Social Shopping Intention, Perceived Information
Quality, Perceived

System Quality and Perceived Service Quality Trust

1 Strongly Disagree Strongly Disagree

2 Disagree Disagree Somewhat

3 Neutral Disagree

4 Agree Neutral

5 Strongly Agree Agree

6 Agree Somewhat

7 Strongly Agree
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The Likert- Scale is used to measure the variables. In order to answer

the questionnaire, respondents must select their choices of answer based on

thescale given. It is easier for respondents to give an accurate answer.

3.7.1 Social Shopping Intention

Social shopping intention (SSI) is the dependent variable in this study.

SSI has been modified with Cronbach alpha of 0.94 by Pavlou and

Grefen (2004) and consists of three items that measure SSI. SSI

measured by using 5-point Likert scales with the range of measure

from ―1 (Strongly Disagree) to - 5 (Strongly Agree). The instrument's

adaption was appropriate with the flow research in which the

instruments utilized for instructing field. The table below shows the

items in the SSI variables.

Table 3.5
Item used in Social Shopping Intention

Source: (Pavlou and Grefen, 2004)

3.7.2 Trust

Trust play as a mediator variable of the research. The instrument of

trust was adapted from Trust Scale founded by Gefen, Karahanna &

Straub (2003). Trust has been modified with Cronbach alpha of 0.83

which involved five items measured using 7-point Likert scales with

S
Operational Definition Items

Consumer's intentions to
purchase a product which
they have seen on a social
media website.

1. It is likely that I will actually purchase
products on such asocial shopping website in the
near future.
2. Given the chance, I would consider purchasing
products onsuch a social shopping website in the
future.
3. Given the chance, I intend to purchase
products on such asocial shopping website.
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the range of measure from - 1 (Strongly Disagree) to - 7 (Strongly Agree).

The operational explanation and items are displayed in Table 3.6.

Table 3.6
Item used in Trust

Source: (Gefen et al, 2003).

3.7.3 Information Quality

Perceived information quality (PIQ) is one of the independent variablesin

this study. This variable's instruments were modified from Shih (2004)

scale measurement with the Cronbach alpha of 0.95 using five items and

measured in 5- point Likert scale. Table 3.7 showed the itemsin PIQ.

Operational Definition Items

Trust is a conceptual model
emphasizing the four
foundations of trusting
relationships and giving a
method by which to set up
a typical meaning of the
practices that add to trust
as opposed to those that
disintegrate it.

1. Based on my experience with the social
shopping websitein the past, I know it is honest.

2. Based on my experience with the social
shopping website in the past, I know it cares
about customers.
3. Based on my experience with the social
shopping websitein the past, I know it is not
opportunistic.
4. Based on my experience with the social
shopping websitein the past, I know it is
predictable.

5. Based on my experience with the social
shopping websitein the past, I know it knows its
market.
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Table 3.7
Item used in Perceived Information Quality

Source: (Shih, 2004).

3.7.4 Perceived System Quality

The perceived system quality (PSQ) scale was developed by Shih

(2004) with 3 items and utilized the 5-point Likert scale. Shih (2004)

was tested the PSQ scale with a total of Cronbach alpha is 0.87. The

operational definitions and their items are shown in Table 3.8 below;

Table 3.8
Item used in Perceived System Quality

Source: (Shih, 2004).

Operational Definition Items

PIQ represents the reaction of user
to the attributes of output data
versus the information requirements
of user.

1. Accuracy of information will influence
my decision toshop on a social shopping
website.

2. Completeness of information will
influence my decision toshop on a social
shopping website.

3. Understandability of information will
influence mydecision to shop on a social
shopping website.

4. Timeliness of information will
influence my decision to shop on a
social shopping website.

5. Availability of information will
influence my decision toshop on a social
shopping website.

Operational Definition Items

Perceived system quality also
alludes as users' perception
about the technical
performance of the of the site
in the structure data recovery
and conveyance

1.The query supporting function will influence my
decision to shop on a social shopping website.

2.The function of the search engine will
influence my decision to shop on a social shopping
website.

3.Its reliability will influence my decision to shop on a
social shopping website.
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3.7.5 Perceived Service Quality

The last independent variable is perceived service quality (PSvQ)

which was adapted from Shih (2004) with modified Cronbach alpha

of 0.85. This variable was measured with 4 items and utilized the 5-

point Likert scale. The table shown is the items used in the survey.

Table 3.9
Item used in Perceived Service Quality

Source: (Shih, 2004).

3.8 Data Analysis Method

This study used the second-generation tools of Partial Least Squares Structural

Equation Modelling (PLS-SEM) to analyse the data. SEM has been used in

analysis since it allows potentially supported linear and additive causalmodels to

be studied (Chin, 1998; Haenlein & Kaplan, 2004), as indicated by Hair, Hult,

Ringle, & Sarstedt (2014), which try to maximise the reported variance of the

dependent variable for the extension of hypotheses in exploratory research. Hair

et al. (2007) reported that the method used to interpret data to explain the

sample's characteristics and investigate potential connections in the research

models (Hair, Hult, Ringle, & Sarstedt, 2014; Wong, 2013).

Operational Definition Items

PSvQ is the degree and course
of inconsistency between
shoppers' discernments and
desires

1. Delivery timing will influence my decision
to shop on asocial shopping website.

2. Ease of returning merchandise will influence
my decision toshop on a social shopping
website.

3. Ease of payment will influence my decision
to shop on asocial shopping website.

4. Privacy protection will influence my decision
to shop on asocial shopping website.
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3.9 Conclusion

Generally, this part discusses the techniques conveyed in the current study. It

highlights the method that used on approaches of the research, population, and

sampling techniques, as well as the data collection process. Moreover, the

questionnaire and data collection likewise addressed about the goals and

objectives of this study. The results of the analyses were illustrated in the next

chapter.
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CHAPTER FOUR

FINDINGS

4.1 Introduction

This chapter explained the descriptive statistic of the respondent profile. Next,

this chapter analyzes the constructs' result: perceived information quality,

perceived service quality, perceived system quality, trust and social shopping

intention. The PLS method is used to examine construct validity and

reliability in the calculation of a model.

4.2 Response Rate

Achieving a response rate was another challenge that faces by most

researchers during their data collection phase. If the respondent party included

people in managerial roles, the challenge becomes much more challenging

(Silvius & de Graaf, 2018). However, this study depicts a high response rate

due to the online survey method of collecting data. Table 4.1 displays that the

respondents responded a total of 391 questionnaires.

4.2.1 Data Screening

Data screening is an essential part of the research process, and it's

essential in multivariate analysis to minimize specific data analysis

technique violations. The initial data screen advisable for Smart PLS

adopted data analysis technique (Hair et al., 2011). This method also

ensures that the data is accessible, reliable, and valid for testing the
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theory. As a result, after the data was obtained, the analysis began with

data screening.

4.2.2 Normality Test

PLS-SEM is more tolerant about the normality assumption of data.

Although PLS-SEM is classified as non-parametric and normal data is

nota prerequisite, it is reliable to access the data that is too far from the

normality (Hair, Sarstedt, Hopkins, & Kuppelwieser, 2014). Evaluating

model parameters significantly relates to standard errors from

bootstrapping, which may inflate when data is extremely non-normal.

Normality is the most fundamental analysis, and it explains the degree

of the distribution of sample data corresponds to a normal distribution.

Therefore, before evaluating the model, the data for multivariate

normality was tested. Using Mardia’s coefficient procedure, multivariate

normality using the Webpower tool available in online

(https://webpower.psychstat.org/models/kurtosis) was examined to

further confirm normality (Zhang & Yuan, 2018). This tool identified

Mardia’s multivariate skewness, kurtosis coefficients and p-values. For

this study, Mardia’s multivariate skewness (β= 87.88, p< 0.01) and

Mardia’s multivariate kurtosis (β = 659.46, p< 0.01) indicated that the

data was not multivariate normal. For this reason, PLS-SEM is more

appropriate through the use of the non-parametric inferential technique

(i.e., bootstrapping) (Sarstedt, Ringle, & Hair, 2017).

https://webpower.psychstat.org/models/kurtosis/
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4.3 Profile of Respondents

This section explained the descriptive analysis of respondent demographic

aspects like gender, age, race and college. Table 4.1 display the details of 391

respondents.

Table 4.1
Profile of Respondent

The table shows that most respondents are female, with 297 (76%) and just 94

males (24%). According to the group's age analysis, the majority of the

respondents (52.%) are between the ages of 21 and 22 years old. The study also

discovered that the majority of respondents, 183 (47.3%) are Malay, followed by

Chinese 106 (27.1%) and Indians 24 (6.4%). According to the table, 310

students (79.3%) are from the College of Business, 53 (13.6%) from the College

of Law, Government, and International Studies (COLGIS), and 28 (7.2%) from

the College of Arts and Science (CAS).

Demographic
Variables

Category Frequency Percentage %

Gender Male
Female

94
297

24
76

Age 19-20
21-22
23-24
25-26
27-28
29-30

67
205
93
19
4
3

17.1
52.4
23.8
4.9
1.0
0.8

Race Malay
Chinese
Indian
Others

185
106
25
75

47.3
27.1
6.4
19.2

College College of Arts and Science
(CAS)

College of Business (COB)
College of Law,
Government and

International Studies
(COLGIS)

28

310

53

7.2

79.3

13.6
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4.4 Testing of Goodness of Measurement

The researcher uses a PLS method to measure the reliability and validity of the

model. To examine the relationship between the indicators, the researcher

conducted the Confirmatory Factor Analysis (CFA) using PLS-SEM

software 3.2.9. Figure 4.1 illustrates this research model.
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Figure 4.1
Research Model of the Study
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4.4.1 Assessment of Reflective Measurement Model

The reliability of individual items determined by examining the item

loading on their latent build-up, respectively. The higher the loadings

show there is more variance connected among the construct and

measurement rather than error variance instead of the low loading,

the power of the model explanation is small. The indicator is closely

related and interchangeable for a reflective measurement model, and

itsreliability and validity should be review in detail. So, to assemble

the measurement model, the reliability and validity have been

verified by the researcher. Composite reliability has been used to

measure reliability and convergent, and discriminant validity has

been used to measure the measurement model's validity.

4.4.1.1 Composite Reliability

Internal consistency reliability is the first criteria that need to

be evaluated. Cronbach’s alpha is the classical requirement of

inner consistency. Cronbach’s alpha gives an estimation of the

reliability by observing the inter-correlation of the construct.

Conversely, the PLS- SEM approach estimates the construct

according to individual reliability by doing composite

reliability.

In composite reliability, it measures the reliability of the

construct when values are between 0 and 1. Higher values

show excellent reliability. The value from 0.6 to 0.7 is
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acceptable, while 0.7 to 0.9 is regarded as satisfactory (Hair,

Hult, Ringle & Sarstedt, 2014). Table 4.2 depicted that all

the items loadings are exceeded the recommended cutoff

value of 0.5 (Hulland, 1999). The loading ranges from 0.857

to 0.906, indicated that more half of the variance in the

observed variables could be explained by the construct.

4.4.1.2 Convergent Validity

Convergent validity can be described as the degree to evaluate

correlates positively with alternative measures of a similar

construct. The researcher needs to take into account the outer

loading and also the average variance extracted (AVE). Some

outer loading could be a weak significant. Thus,the standard

outer loading must be higher than 0.708, but the researcher

also should be careful in deleting outer loading that below 0.7

because these will affect the construct content validity (Hair,

Hult, Ringle & Sarstedt, 2014).

Table 4.2 exhibits the convergent validity for this study,

which revealed that the AVE value for all the latent constructs

was greater than the acceptable threshold of 0.5.

Approximately, the values were within the range of 0.586 to

0.677. This range of values explains that the AVE value

greater than 0.5 specified the latent construct explained more

half of the variance of the indicators.
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4.4.1.3 Assessment of Construct

Table 4.2
Results Summary for Reliability and Validity of the Constructs First

First Order
Construct

Scale Type Item Loadings AVE CR Items
Deleted Due
to Low
Loadings

Perceived
Information
Quality

Reflective PIQ1
PIQ2
PIQ3
PIQ4
PIQ5

0.784
0.85
0.829
0.766
0.822

0.658 0.906 -

Perceived
Service
Quality

Reflective PSRVQ1
PSRVQ2
PSRVQ3
PSRVQ4

0.751
0.806
0.817
0.743

0.609 0.861 -

Perceived
System
Quality

Reflective PSYSQ1
PSYSQ2
PSYSQ3

0.827
0.813
0.808

0.666 0.857 -

Trust Reflective TRST1
TRST2
TRST3
TRST4
TRST5

0.753
0.825
0.742
0.782
0.721

0.586 0.876 -

Social
Shopping
Intention

Reflective SPI1
SPI2
SPI3

0.81
0.845
0.814

0.677 0.863 -

4.4.1.4 Discriminant Validity

Discriminant validity means that that unrelated between the two

constructs. The assessment of discriminant validity found that

the theory contains two variables that are predicted to be

uncorrelated. In doing discriminant validity, the researcher

would ensure that the non-overlapping factor does not overlap in

this study. To access the discriminant validity of this study, two

measures were evolved, namely, cross- loading and Fornell-

Larcker criterion. The discriminant validity analysis result

present in Table 4.3.
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Table 4.3
Discriminant Validity using Fornell and Larcker Criterion

Perceived Information Quality Perceived Service
Quality

Perceived System
Quality

Social Shopping
Intention Trust

Perceived Information Quality 0.811
Perceived Service Quality 0.544 0.78
Perceived System Quality 0.615 0.59 0.816
Social Shopping Intention 0.453 0.383 0.462 0.823
Trust 0.523 0.426 0.444 0.501 0.766
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Table 4.4
Loadings and Cross Loadings

Perceived Information Quality Perceived Service Quality Perceived System Quality Social Shopping Intention Trust

PIQ1 0.784 0.431 0.526 0.378 0.404
PIQ2 0.85 0.454 0.546 0.402 0.435
PIQ3 0.829 0.437 0.505 0.385 0.429
PIQ4 0.766 0.412 0.456 0.311 0.416
PIQ5 0.822 0.468 0.462 0.36 0.434
PSRVQ1 0.381 0.751 0.464 0.289 0.316
PSRVQ2 0.412 0.806 0.483 0.311 0.334
PSRVQ3 0.431 0.817 0.473 0.316 0.358
PSRVQ4 0.474 0.743 0.42 0.279 0.321
PSYSQ1 0.521 0.45 0.827 0.388 0.393
PSYSQ2 0.469 0.509 0.813 0.35 0.361
PSYSQ3 0.517 0.491 0.808 0.392 0.329
SPI1 0.43 0.349 0.426 0.81 0.399
SPI2 0.338 0.317 0.354 0.845 0.408
SPI3 0.353 0.284 0.361 0.814 0.429
TRST1 0.401 0.366 0.34 0.387 0.753
TRST2 0.407 0.356 0.37 0.38 0.825
TRST3 0.342 0.272 0.262 0.311 0.742
TRST4 0.408 0.354 0.344 0.402 0.782
TRST5 0.431 0.274 0.366 0.422 0.721
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4.5 Assessment of Structural Model

The researcher estimated the structural model relationship from the

established hypothesis using the PLS-SEM method. The hypothesis tested to

examine the standardized path coefficient. The indirect relationship tested in

this section.

4.5.1 Testing the Mediating Effect of Trust

There are a number of methods that can be used to account for the

mediation effect. Hayes (2009) suggested a method for deciding the

mediation relationship between variables. Firstly, research model need

to be fit using SEM to estimate the relationship between predictors and

mediator – path “a” and the relationship between the mediator and

criterion variables – path “b” to determine mediation. To do this,

bootstrapping was performed. After 500 bootstrapped direct effects

were produced, i.e. path “a” and path “b” were assessed. Secondly, the

t-test via bootstrapping procedure needs to be computed to test the

mediation effect (bootstrap-T). Thirdly, Standard Errors (SE) for all

indirect effects was calculated. Table 4.8 showed that three of the three

indirect effects were significant at the 0.05.

Hypothesis 1: Trust mediates the relationship between perceived

information quality and the social shopping intention.
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Table 4.5
Summary of Result mediation effect of trust on the relationship between
perceived information quality and the social shopping intention

Note: p < 0.05, (t = 1.96)

As illustrated in the table, β = 0.179, t = 4.161 and p > 0.05. Thus, the

result revealed that the mediation effect of trust on the relationship

between perceived information quality and the social shopping

intention was statistically significant. For that reason, Hypothesis 1

was supported.

Hypothesis 2: Trust mediates the relationship between perceived

service qualityand the social shopping intention.

Table 4.6
Summary of Result mediation effect of trust on the relationship between
perceived service quality and the social shopping intention

p < 0.05, (t = 1.96)

The table shows the value of β = 0.077, t = 2.489, and p < 0.05. Thus,

the result revealed that the mediation effect of trust on the relationship

between perceived service quality and the social shopping intention

was statistically significant.

Relationship Std.
Beta

Std.
Error

t-
value LL UL Decision

H1

Perceived Information
Quality -> Trust ->
Social Shopping

Intention
0.179 0.043 4.161 0.103 0.262 Supported

Relationship Std.
Beta

Std.
Error

t-
value

LL UL Decision

H2 Perceived Service
Quality -> Trust ->
Social Shopping
Intention

0.077 0.031 2.489 0.017 0.14 Supported
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Hypothesis 3: Trust mediates the relationship between perceived

system qualityand the social shopping intention.

Table 4.7
Summary of Result for Indirect Effect of Perceived Compatibility

Note: p < 0.05, (t = 1.96)

As shown in the table, β = 0.067, t = 2.073 and p < 0.05, shows that a

trust mediates the relationship between perceived system quality and

the social shopping intention. Therefore, hypothesis 7 is supported.

4.5.2 Summary of Indirect Relationship

Table 4.8
Summary of Indirect Relationship

Confidence
Interval (BC)

Hypothesis Relationship Std.
Beta

Std.
Error t-value LL UL Decision

H1

Perceived
Information

Quality -> Trust -
> Social
Shopping
Intention

0.179 0.043 4.161 0.103 0.262 Supported

H2

Perceived Service
Quality -> Trust -

> Social
Shopping
Intention

0.077 0.031 2.489 0.017 0.14 Supported

H3

Perceived System
Quality -> Trust -

> Social
Shopping
Intention

0.067 0.032 2.073 0.003 0.124 Supported

Relationship Std.
Beta

Std.
Error

t-
value LL UL Decision

H2

Perceived System
Quality -> Trust ->
Social Shopping

Intention
0.067 0.032 2.073 0.003 0.124 Supported
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4.6 Analyzing Predictive Relevance and R2 value

Table 4.9
Predictive Relevance ( 2) and ( 2) Values

Note: Omission distance 7

To measure the model's predictive relevance, the researcher evaluates by

using cross-validated redundancy measurement from the PLS blindfolding

approach to every endogenous construct. The 2 values showed the

predictive accuracy and the �2 the value showed the model’s predictive

relevance. �2 Values of 0.75, 0.50, and 0.25 are considered substantial,

moderate, and weak. In this study, the 2 value is 0.251 and 0.312, which

higher than 0.25. Thus, the predictive accuracy of the model considers

moderate. 2 Values larger than zero are meaningful. The valueof 2 must

be higher than zero. Table 4.9 shows the 2 value for trust is 0.174 and 0.164

for social shopping intention, which was bigger than zero. Thus, the

predictive capability of the model considers good. Values bigger than 0

depict as small while 0.25 as a medium, and 0.50 as the tremendous

predictive accuracy of the PLS path model.

Constructs Q2 R2 Results of Predictive
Relevance

Trust 0.1
74

0.3
12

Good

Social Shopping
Intention

0.1
64

0.2
51

Good
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4.7 Summary of Findings

Table 4.10
List of Hypothesis Result

4.8 Summary of Chapter

This study investigates the mediation effect of trust on the relationship

between perceived information quality, perceived service quality, perceived

system quality perceived and social shopping intention. SPSS was used for

descriptive analysis of the respondent for initial data analysis. Furthermore,

the researcher used the PLS-SEM approach to measure validity and reliability.

All three hypotheses, indirect relationships, were tested using the

bootstrapping technique in the PLS-SEM method. Overall, the research

finding is acceptable according tothe reliability test, convergent validity test,

and discriminant validity test. The structural model was tested to test the

direct and indirect relationship.

Hypothesis Description Results
Result of Indirect Effects

H1 Trust mediates the relationship between perceived
information quality and the social shopping intention. Supported

H2 Trust mediates the relationship between perceived service
quality and the social shopping intention. Supported

H3 Trust mediates the relationship between perceived system
quality and the social shopping intention. Supported
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CHAPTER FIVE

DISCUSSIONS, RECOMMENDATIONS AND CONCLUSION

5.1 Introduction

This section examines the discoveries of the investigation acquired from

the data performed on the information accumulated. The discussion will be

directed by the objective introduced prior in Chapter One. The outcomes

are relied upon to give significant understanding to the targets.

5.2 Overview of Findings

The study was conducted to examine three independent variables:

perceived information quality, perceived system quality, and perceived

service quality on social shopping intention with mediating of trust that

focused on undergraduate students in Universiti Utara Malaysia.

The discussion of the study was based on the mentioned hypothesis on

Chapter Three. Considering the results from Chapter Four, it can be

concluded that trust have a mediating effect on the relationship between

perceived information quality, perceived system quality and perceived

service quality on social shopping intention. Additionally, this study also

showed a significant and robust relationship between trust and social

shopping intention. Furthermore, trust enhances the strength of the

relationship between perceived information quality, perceived system

quality, and perceived service quality on social shopping intention.
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5.3 Discussion

The study conducted was to determine the role of trust as a mediator in the

relationship between perceived information quality on social shopping

intention, perceived system quality on social shopping intention and

perceived service quality on social shopping intention. To achieve the

study's objective, this section discussed the findings where the results are

in line with theprevious findings as shown in the following.

5.3.1 Trust as a mediator between Perceived Information Quality and

Social Shopping Intention

This study contributed trust literature by examining trust as a

mediator on the relationship between PIQ and SSI. The result of the

study indicates that there is a positively significant relationship

between Perceived Information Quality (PIQ) and Social Shopping

Intention (SSI).

The study found that the result of trust as a mediator and

significance with the variables is consistent with findings of Lee,

Park and Han (2011) which has been cited by Nadiah (2017).

Besides, a study by Hanjaya, Wijaya, Gunawan (2019) also

mentioned that PIQ significantly influences trust and online

purchase.

Customers were often seeking accurate information about the product

before purchase deals happen. Therefore, it is clear that the retailers'

information is attracting consumers and gaining their trust that can

lead to buying intention from the shopper.
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5.3.2 Trust as a mediator between Perceived System Quality and

Social Shopping Intention

The results revealed that the relationship between PSQ and SSI with

trust as a mediator is also important because it is positively significant

betweenthe variables. It was proven by Chumsombat (2014) and Teo

et al (2008) claimed that these variables are significant and the user

will intendto use the product or service again when trust is in line and

the more usersare satisfied with the system the more people will use it

repeatedly (Chandra et al, 2015).

Users are attracted to something new, rarely found at an affordable

price. When people are satisfied with the product's presentation, it

could lead people to buy or use it again. Thus, it is essential for the

retailers to update their products and services so that buyers could

gain trust from their loyal customers while attracting more customers

to buy the product.

5.3.3 Trust as a mediator between Perceived Service Quality and

Social Shopping Intention

As discussed before, trust is needed to enhance the intention of buying

a product or services online. Therefore, the ease of purchase leads a

satisfied customer to buy often from a trusted online shop or website

and this mechanism has an essential role in the relationship between

PSvQ and SSI.

From the results in Chapter Four, it is proved that PSvQ and SSI have
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a significant relationship with mediating trust. This result is in line

with the previous findings by Chang & Chen, (2008), cited by

Kuo-Chien et al (2014) where these researchers tested the variables

and got positively significant. They also indicated that maintaining

and renewing the product features can keep the buyer's trust and

increase the intention to purchase at a higher stage. In a nutshell,

people’s trust is depending onthe service provided by the seller. The

better the service offered, the morepeople would buy.

5.4 Implication of Study

This section explains the implication of this research to the students in

Universiti Utara Malaysia (UUM). The implications resulting from the

outcome of the study will be discussed by focusing on both theoretical and

practical.

5.4.1 Theoretical Implications

This study has been able to examine the variables that impact social

shopping goal among undergraduate students from the Socio-

Cognitive Theory. This commitment is significant in light of the fact

that there is a limited study in the relationship of independent

variables (perceived information quality, perceived system quality,

and perceived service quality) and social shopping expectation among

undergraduate students in UUM. Castelfranchi and Falcone (2015)

claimed that in predicting various strategies for building or gaining

trust, cognitive analysis of trust is crucial for recognising internal and
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external attribution.

The examination model of this investigation can quantify the people's

expectation towards other electronic business methods. In expansion,

this investigation overhauls our insight into how trust in a business's

commercial centre and social presence through believing convictions

and clients' experience separately sway the purchasers' aim towards

social trade. This examination also enhances the current writing by

investigating what trust in the commercialcentre means for the social

shopping intention.

5.4.2 Practical Implications

Based on the research findings, the result showed that trust has a

positive significant relationship between three independent variables

and the dependent variable as a mediator. It is clearly explained that in

order to maintain and increase the intention to purchase, perceived

information quality, perceived system quality and perceived service

quality of a product should be considered and need to pay attention by

the retailers so that customers would believe and have trust on the

product or service provided.

This can also be boosted by encouraging students to be more alert

about the elements that need to be considered before buying some

product or service online. Buying and selling from online shop is risky

because it involves money transaction via online, therefore, buyer or

seller need to be extra careful and should have knowledge about

virtual field so that online platform can give advantage for both parties.
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5.5 Limitation of Study

Identifying the different programme between undergraduate and postgraduate

is also one of the limitations of the online questionnaire distribution. Due to

the process of distributing questionnaire online and there is no face-to-face

meeting between the respondents, it is difficult to identify whether they

are in undergraduate or postgraduate programmes. Even though the

researcher mentioned that the online questionnaire only for undergraduate

students, the researcher has to monitor completing the survey.

Therefore, it is a must for the researcher to monitor all of the activities during

the study because getting the accuracy of the responses is very significant in

defending the results.

5.6 Recommendation for Future Research

To understand the other factors that could mediate the relationship between

independent variables and dependent variable, the future researcher should do

more test on the mediating factor. This can contribute to the public in terms

of knowledge for business people and consumers to enhance understanding

the effect of mediating role on the relationship between PIQ, PSQ and PSvQ

with SSI.

At the same time, future research could test whether trust is the only variable

essential to the person involved in the online transaction or some variables

need to pay attention to support the trust as the independent variable.

Business people needto know the factors that can give them more advantages

to survive in this modern era and enhance purchase intention.
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5.7 Conclusion

The purpose of this study is to investigate the mediator, trust has significant

relationship between perceived information quality on social shopping

intention, perceived system quality on social shopping intention, and

perceived service quality on social shopping intention.

Overall, the study concluded that trust as a mediator is positively significant

to the independent variables between perceived information quality,

perceived system quality, and perceived service quality on social shopping

intention. Trust is one of the essential elements in the virtual transaction.

Without trust, it is difficult to ensure and guarantee the customer's transaction

or the seller is not a scam.

However, the virtual field has a positive and negative impact on the business

nowadays. Thus, further research on this topic should be done to know more

about the variables and the implications on online business.
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