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Abstrak 

Electronic Word of Mouth (e-WOM) memainkan peranan penting dalam 

mempengaruhi niat tingkah laku pengguna dalam perdagangan sosial (s-perdagangan). 

Kajian berkaitan pengaruh  atribut anggapan e-WOM terhadap niat penggunaan 

berterusan s-perdagangan adalah terhad kepada sikap pengguna dalam penggunaan 

berterusan s-perdagangan. Walaubagaimanapun, faktor kontekstual lain seperti 

kepercayaan dan komitmen adalah penting dalam mengekalkan hubungan penjual-

pembeli dalam s-perdagangan. Malahan, terdapat persaingan sengit untuk 

mengekalkan pelanggan dan memastikan penggunaan berterusan s-perdagangan bagi 

mencapai kelebihan bersaingan. Kajian ini menggabungkan Technology Acceptance 

Model (TAM)  dan Commitment-Trust Theory (CTT)  untuk meneliti hubungan antara  

atribut anggapan e-WOM, kepercayaan, komitmen, dan niat untuk terus menggunakan 

s-perdagangan. Rangka kerja ini turut mengkaji kesan pengantaraan bagi faktor dan 

hubungan berkaitan. Kajian ini mengadaptasi paradigma post-positivism dan kaedah 

penyelidikan kuantitatif. Data telah dikumpul daripada 365 pengguna s-perdagangan 

di Malaysia melalui tinjaun atas talian. Data telah telah dianalisa menggunakan teknik 

analisa statistik dan Permodelan Persamaan Struktur. Hasil kajian menunjukkan 

bahawa niat penggunaan berterusan dipengaruhi secara signifikan oleh kegunaan 

anggapan, kemudahan penggunaan, dan keseronokan penggunaan e-WOM. Hasil 

kajian turut mendedahkan bahawa kepercayaan dan komitmen mempengaruhi niat 

penggunaan berterusan secara signifikan. Sementara itu, kemudahan penggunaan dan 

keseronokan anggapan didapati mempengaruhi kepercayaan secara signifikan. 

Tambahan pula, keseronokan anggapan hanya mempengaruhi komitmen. Di samping 

itu, kepercayaan secara signifikan mengantara hubungan kegunaan anggapan, 

keseronokan anggapan, dan niat penggunaan berterusan. Akhirnya, komitmen secara 

signifikan mengantara hubungan kemudahan penggunaan anggapan, keseronokan 

anggapan, dan niat penggunaan berterusan. Secara teori, kajian ini menyumbang 

dengan menggabungkan CTT dan TAM untuk menunjukkan ciri anggapan e-WOM, 

kepercayaan, dan komitmen dalam konteks penggunaan berterusan s-perdagangan. 

Secara praktikal, ia menyediakan pengetahuan berkaitan faktor penting bagi 

perniagaan yang beroperasi atas platform s-perdagangan. 

 

Kata kunci: Atribut anggapan e-WOM, Kepercayaan, Komitmen, Niat penggunaan 

berterusan, s-perdagangan. 
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Abstract 

Electronic Word of Mouth (e-WOM) plays a significant role in influencing users’ 

behavioural intention in social commerce (s-commerce). Research on the influence of 

perceived attributes of e-WOM on continuous use intention of s-commerce is limited 

to users’ attitudes in continuous usage of s-commerce. However, other contextual 

factors like trust and commitment are very crucial in sustaining a seller-buyer 

relationship on s-commerce. Moreover, there has been fierce competition to retain 

customers and ensure continuous usage of s-commerce to gain competitive advantage. 

This study integrates Technology Acceptance Model (TAM) and Commitment-Trust 

Theory (CTT) to examine the relationship between perceived attributes of e-WOM, 

trust, commitment, and continuous use intention of s-commerce. The framework also 

examines the mediational effects of those factors and their relationships. This study 

adapts post-positivism paradigm and quantitative research method. Data was collected 

from 365 s-commerce users in Malaysia through online survey. The data was analysed 

using statistical analysis techniques and Structural Equation Modelling. The results 

showed that continuous use intention is significantly affected by perceived usefulness, 

ease of use, and enjoyment of e-WOM. It is also revealed that trust and commitment 

significantly affected continuous use intention. Meanwhile, perceived ease of use and 

perceived enjoyment are found to significantly influence trust. Furthermore, perceived 

enjoyment influenced commitment only. Additionally, trust significantly mediated the 

relationship between perceived usefulness, perceived enjoyment and continuous use 

intention. Lastly, commitment significantly mediated the relationships between 

perceived ease of use, perceived enjoyment, and continuous use intention. 

Theoretically, this study contributes by incorporating CTT and TAM to show the 

relationship for perceived attributes of e-WOM, trust, and commitment in the context 

of continuous use of s-commerce. Practically, it provides knowledge about the factors 

that are vital to businesses operating over the s-commerce platforms.. 

 
Keywords: Perceived attributes of e-WOM, Trust, Commitment, Continuous use intention, S-
commerce. 
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CHAPTER ONE 

INTRODUCTION 

1.0 Introduction 

This chapter entails an introduction to the study by explaining the background of the 

research and stating the problem statement. Next, this chapter formulates the research 

questions and the research objectives. Then, it entails the description of the scope of 

the study as well as the significance of the study are proposed next. Additionally, the 

operational definitions of the critical terms understudied in this research. Finally, this 

chapter is concluded with a summary. 

1.1 Research Background 

The rapid growth in Information and Communication Technology (ICT) with the 

appearance of Web 2.0 empowered both corporate organizations and consumers and 

have also reshaped the way of doing business in general, and commerce in particular 

(Huseynov & Yildirim, 2016; Hong & Zhu, 2006). The ICT and Web 2.0 technologies 

allow consumers to make inquiries and shop online anywhere at any time (Dawot, 

Song, Hashim & Hussin, 2014; Maamar, 2003; Wen, Chen & Hwang, 2001). In other 

words, the advent of online shopping gave birth to electronic commerce (e-commerce) 

which has continue to gain so much acceptance across industries and economies 

(Dawot et al., 2014; Maamar, 2003).  Evidently, Orendorff (2017) reported that, the 

global e-commerce sales will rise from USD1.3 trillion from 2014 to USD 4.5 trillion 

in 2021. Similarly, in Malaysia, it was predicted that the number of e-commerce users 

would grow from 13.86 million in 2016 to 21.4million in 2022 (The Statistics Portal, 

2018). 
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Social commerce (s-commerce) which was first introduced by Yahoo! in the year 2005 

is a subset of e-commerce which gained popularity in tandem with the maturation of 

social media platforms including Facebook, Twitter, Blogs and other online media in 

electronic commerce (Yadav, de Valck, Henning-Thuraru, Hoffman, & Spann, 2013). 

Meanwhile, the difference between s-commerce and e-commerce is the function of 

social interaction embedded in social media platforms which support user 

contributions and enhance consumer’s experiences of online shopping and enquiry of 

products and services through social media platforms (Hsu & Lin, 2017; Natto, Begg 

& McRobbie, 2016; Lu, Fan & Zhou, 2016; Huang & Benyoucef, 2013; Maamar, 

2003).    

In essence, s-commerce introduced an opportunity for consumers to share and promote 

electronic Word-of-Mouth (e-WOM) among customers in order to make perfect 

purchase decision (Bai, Yao & Dou, 2015; Kim & Srivastava, 2007; Noor, Sulaiman 

& Bakar, 2014). E-WOM refers to the user-produced contents that are sent on social 

media. It was reported by Liang, Ho, Li and Turban (2011) that 83% of online shoppers 

are interested in communicating and sharing their experiences and opinions with 

others, and around 67% of consumers make their purchasing decision based on others’ 

reviews and comments. Additionally, consumers are more effected by social 

interactions on social media in their willingness to accept s-commerce compared to 

traditional e-commerce (Kim & Park, 2013; Shen & Eder, 2011; Shin, 2013).As a 

result, s-commerce is not only a business channel but also a source of information, 

feedbacks and reviews which are powerful source of collaboration among consumers 

with regards to making efficient purchase decisions (Erzmoneit, Gustafsson & 

Westroth, 2017; Kim & Park, 2013). 
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Additionally, s-commerce transforms business strategy to be more consumer-centered 

rather than product-centered marketplace (Curty & Zhang, 2013; Kim & Park, 2013). 

As a consumer-centered marketplace, the s-commerce businesses change their strategy 

by giving priority for customers to build and enhance good relationships between and 

among them rather than just selling and buying products in order to enable businesses 

to achieve value creation and build long-term relationships (Wang, Min & Han, 2016; 

Gebauer & Kowalkowski, 2012).  

In view of this, researchers and practitioners have been concerned to delved into 

understanding how e-WOM are perceived by users of s-commerce. Also, the 

association between consumers’ perception of e-WOM and continuous use of s-

commerce has been dominating the attentions of previous researchers (Chan, Cheung, 

Shi, Lee & Lee, 2016). The literature currently has been able to demonstrate that, e-

WOM have important implications on consumer’s attitude and behaviors (e.g., 

Jokinen, 2016; Mowzer, 2016; Bataineh, 2015; Tsao & Hsieh, 2015; Ahmad, 

Vveinhardt & Ahmed, 2014; Cheung, Xiao & Liu, 2012; Hajli, Lin, Featherman & 

Wang, 2014; Hajli & Khani, 2013). Meanwhile, little is known so far on how s-

commerce users’ perception of e-WOM attributes affects the attitude of users of s-

commerce especially in the context of s-commerce users’ continuous use.  

According to Hajli, Shanmugam, Powell and Love (2016), continuous use of any kind 

of technology is crucial in explaining the success of such technology. Additionally, 

studies have demonstrated that continuous behavior has a vital role in predicting the 

sustainability of a business and determining its success and sustaining its market 

competitiveness (Jang, Ko & Kim, 2013; Chen, Yen & Hwang, 2012). Hence, the 

favorable perception of s-commerce users towards the virtual attributes namely; 
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usefulness, ease of use and enjoyment of e-WOM to continue the use of s-commerce 

can assist the actualization of the social values and economic potentials of s-commerce 

(Hong, Lee & Suh, 2013). 

In addition, Bilgihan and Bujisic (2015) stressed that commitment and trust help to 

create long-term relationships, which is necessary for the stability of a business. 

Similarly, the importance of commitment in any given relationship is to keep it long 

and successful (Chen, Ho & Wu, 2014). In consonance, the literature on e-commerce 

has indicated that commitment and trust are key predicting factors to customer loyalty, 

involvement and attachment (Bilton, 2016). In fact, Chen and Shen (2015) argued that 

when users are committed to an ongoing relationship with the community of s-

commerce, they will increase their efforts in ensuring committed engagement in the s-

commerce activities to help in growing the online community. Given this fact, the 

importance of interaction and relationship on the success of any transaction in s-

commerce, the continuous use of s-commerce is likely dependent on the trust and 

commitment of users towards e-WOM on social platforms (Hajli et al., 2016).   

In furtherance, previous studies have emphasized that user’s attitude towards the 

intention to use s-commerce is highly essential (Lu, Zhao & Wang, 2010; Wu & Tsang, 

2008; Gefen, Karahanna & Straub, 2003; Ba, 2001). In specifics, Lal (2017) noted 

that, the success of s-commerce hugely depends on user’s attitude towards s-commerce 

environment, information sharing, trust and e-WOM. The review of previous studies 

reveals that, these factors have varying implications in explaining continuous use s-

commerce (e.g., Hajli, 2012, 2013; Hajli, 2015; Huang & Benyoucef, 2015; Kim & 

Park, 2013). However, limited studies have delved into the user’s perception of the 

attributes of e-WOM and its influence on s-commerce continuous use. 
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Perceived attributes of e-WOM is particularly crucial in explaining user’s intention to 

continue using s-commerce for shopping. This is because one of the highlights of s-

commerce is the incorporation of e-WOM in the process of online purchase decisions. 

With this, a lot of online buyers preferred reading suggestions given by experienced 

customers before making their decision to buy certain products or use certain services 

(Hajli, Sims, Zadeh & Richard, 2017; Chen, Shen & Chen, 2014). However, 

consumers are controlled by their evaluation of e-WOM shared by experienced users 

and subsequently by the effect of e-WOM on the continuous use of s-commerce 

(Bataineh, 2015; Lal, 2017). 

Additionally, studying perceived attributes of e-WOM in explaining continuous use of 

s-commerce has various important implications in explaining the commitment of s-

commerce users to share comment and post reviews on s-commerce platforms. This is 

because e-WOM generated by users are on voluntary basis and it is often based on 

their passion and dedication to the products or services in question. Also, s-commerce 

users may feel uncertain towards s-commerce due to lack of technical know-how and 

limited experience on the use of s-commerce (Hajli & Khani, 2013). Therefore, the 

trust of consumers towards the social connections on s-commerce is important factors 

in evaluating the attributes of e-WOM which are likely generated by unseen and 

unknown experienced users of products on social platforms (Chen & Shen, 2015; Yoo, 

2014). Also, consumer’s sense of commitment towards sharing their experience on s-

commerce is important in explaining consumer’s continuous use of s-commerce (Yen, 

2009; Hashim, 2012; Hashim & Tan, 2015; Lal, 2017).  

Additionally, s-commerce has been increasing adopted across developed countries as 

well as developing economies such as; Malaysia. Some reports have revealed that, 
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Malaysians who have access to Internet and social media actively search for product-

related information and engage in commerce and business transactions through social 

media (Zainal, Harun & Lily, 2017). Also, researchers (e.g. Strutton, Taylor & 

Thompson, 2011; Christodoulides, Michaelidou & Argriou, 2012) attended the 

exponential growth of e-WOM among users of social media most especially Facebook. 

Facebook has been renowned as one of the platforms where users share their product, 

market and purchase experiences to help others make more informed purchase 

decisions (Christodoulides, et al., 2012). Therefore, the economic importance of e-

WOM, users’ trust and commitments on continuous usage behavior (Zainal et al., 

2017) necessitate the thrust of the current research. Therefore, this examines both the 

direct and mediational relationships between e-WOM, trust, commitment and 

continuous use of s-commerce in Malaysia.  

1.2 Problem Statement 

The operational model of s-commerce, unlike that of e-commerce, incorporates the 

functions of social interactions and communication among users which are otherwise 

known as e-WOM. In this regard, some researchers (e.g., Gunawan, Diana, Muchardie 

& Sitinjak, 2016; Elwalda, Lu & Ali, 2016; Elwalda & Lu, 2014; Chen et al., 2012) 

have indicated that users’ satisfaction towards e-WOM significantly influence users’ 

behavior and decision making. Meanwhile, others bemoaned that perceived 

satisfaction of s-commerce, and social media users do not necessarily lead to 

continuous use intention (Chan et al., 2016; Yen, 2009). However, there is a scarce of 

research on the influence of perceived attributes of e-WOM such as; perceived 

usefulness, perceived ease of use and perceived enjoyment on continuous use behavior 

of s-commerce users (Zainal et al., 2017; Al-Haidari & Coughlan, 2014; Berger, 2014; 

Chen et al., 2012).  
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In addition, s-commerce in one hand is unarguably a technological domain whereby 

its continuous use can be explained through the perception of e-WOM attributes in 

terms of usefulness, ease of use and enjoyment (Elwalda et al., 2016; Sun, Youn, Wu 

& Kuntaraporn, 2006) in line with the theoretical perspective of Technology 

Acceptance Model (TAM). At the other hand, s-commerce is also a commercial hub 

where purchase and transactions are based on trust and commitments. Meanwhile, the 

chunk of previous studies on either adoption, acceptance, use or continuous usage 

intention of s-commerce often rely on TAM which only explain users’ attitude towards 

continuous use intention (Cho, 2015).  As such, several recent researchers (e.g. Lu & 

Gallupe, 2016; Majali & Bohari, 2016; Lu et al., 2016) have lamented that theoretical 

models that only focus on users’ attitudes and perceptions such as; TAM and Theory 

of Planned Behavior (TPB) fall short in explaining other contextual factors that are 

also important in the seller-buyer relationships which are anchored through s-

commerce. Therefore, users’ perception of e-WOM might not be enough to explain 

continuous use intention of s-commerce. However, there is a scarce of studies which 

have incorporated the theoretical perspectives of TAM and Commitment-Trust Theory 

(CTT) to propose a model that incorporates both trust and commitment together with 

technological related attributes of e-WOM in explaining continuous use intention of s-

commerce (Elwalda et al., 2016; Hashim & Tan, 2015). 

Additionally, there has been several studies which have reported the significant effects 

of both commitment and trust on purchase intention of s-commerce users (Hajli et al., 

2017; Wang & Hajli, 2014; Hashim, 2012). Another set of researchers have 

demonstrated that, perceived attributes of e-WOM evoke trust and commitment among 

the community of users on s-commerce (Potgieter & Naidoo, 2017; Elwalda et al., 

2016; Lu et al., 2016; Steyn & Mawela, 2016; Kim & Park, 2013; Qin, 2007). Hence, 
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the relationships amongst perceived attributes of e-WOM, trust, commitment and 

continuous use intention of s-commerce are currently unclear. That is why it is still 

hard to explain why some users still discontinue using s-commerce in spite of having 

trust, commitment and positive perceptions of e-WOM attributes (Hashim & Tan, 

2015). Therefore, this study aims at advancing the problems highlighted above by 

examining the direct and indirect relationships among e-WOM, trust, commitment and 

continuous use of s-commerce among users in Malaysia.  

1.3 Research Questions 

In order to fill the gaps raised in the preceding section, the following questions were 

raised:  

1. What is the influence of perceived attributes of e-WOM (perceived usefulness, 

perceived ease of use and perceived enjoyment) on continuous use intention of 

s-commerce? 

2. What is the influence of trust on continuous use intention of s-commerce? 

3. What is the influence of commitment on continuous use intention of s-

commerce?  

4. What are the meditational effects of trust and commitment on the relationships 

between perceived attributes of e-WOM and continuous use of s-commerce?  

1.4 Research Objectives 

The broad objective of this present study is to determine the direct and indirect 

relationships between perceived attributes of e-WOM, trust, commitment and 

continuous use of s-commerce. The specifics objectives are as follows:  
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1. To examine the influence of perceived attributes of e-WOM on continuous use 

intention of s-commerce.  

2. To determine the influence of trust on continuous use intention of s-commerce. 

3. To determine the influence of commitment on continuous use intention of s-

commerce. 

4. To examine the mediation effects of trust and commitment on the relationship 

between perceived attributes of e-WOM and continuous use of s-commerce. 

1.5 Research Scope 

The broad objective of this study is to examine the perceived attributes of e-WOM (i.e, 

perceived usefulness, perceived ease of use and perceived enjoyment) and the 

mediational effects of trust and commitment on continuous use intention of s-

commerce. Hence, the research model in the current study was developed based on the 

integration of TAM and CTT. TAM and CTT are relevant underpinning models for 

the proposed theoretical model because TAM explains the attitude aspect of the model. 

Meanwhile, CTT explains the contextual factors such as trust and commitment.  

This study focuses on examining consumer continuous use intention of s-commerce 

users in Malaysia because of the increasing level s-commerce usage among users in 

Malaysia. The number of s-commerce users was forecasted to grow from 13.86 million 

in 2016 to 21.4 million in 2022 (The Statistics Portal, 2018). Furthermore, Malaysians 

are also known for being active when it comes to searching product-related 

information and engaging in commerce transactions using social media (Zainal et al., 

2017). Additionally, there is a significant level of fierce competition among product 

and sellers in s-commerce. Hence, retaining customers and ensuring continuous usage 

of the s-commerce is crucial determinant of profitability in the context of s-commerce. 
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Therefore, the current study employs a cross-sectional survey among users of s-

commerce in Malaysia. 

In specifics, the data were collected using an online survey. The questionnaire 

designed for data collection entails the scale of measurements that were adapted from 

prior studies. Minor modifications were made to adjust to the context of this study. 

The scale of measurements was also validated through the ratings of experts from 

related disciplines and the reports of both face and content validity helped to eliminate 

ambiguity and double-barreled questions from the final version of the questionnaire.  

In this study, only respondents with continuous use experiences are included as 

respondents. The URL link of the survey questionnaire was disseminated on Facebook 

and respondents were allowed one-time access to the survey. The responses of the 

respondents who have never used s-commerce were eliminated and the analysis 

reported in this research is therefore focused on continuous users alone. Finally, the 

data were analyzed, findings were presented and discussions, conclusions and 

recommendations were inferred. 

1.6 Significance of this Study 

The following sections present the discussions on the significance of this study which 

is twofold namely; the theoretical significance and the practical significance. The 

following sections present both the theoretical and practical significance of this 

research. 
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1.6.1 Theoretical Significance of this Study 

The findings reported in this study have more than one theoretical significance chiefly 

among them is the fact that, this research combines two theoretical perspectives of 

both CTT and TAM to propose the direct and indirect relationships among perceived 

attributes of e-WOM, trust, commitment and continuous use of s-commerce. By 

combining the perspectives of the two theories, this study advances the limitations of 

the individual theories. For instance, the technology acceptance model explains the 

connection between user’s attitude and users’ behavior, leaving out other contextual 

factors like trust and commitment. Additionally, the CTT theory ignores the effect of 

attitude as important factor for explaining behaviors of users. Therefore, this study 

contributes by extending the theoretical proponents of both CTT and TAM.  

Additionally, the results presented in this study advances the discussion on the 

acceptance of s-commerce. Even though s-commerce is widely accepted currently, in 

order to maintain this current trend, it is imperative to theorize the factors that are 

responsible for continuous use of s-commerce. Hence, the results of this study provide 

empirical evidences on the relationships among e-WOM, trust, commitment and 

continuous use of s-commerce.   

Finally, the results presented in this study provide important theoretical contributions 

by establishing the mediational effects of both commitment and trust on the 

relationships between perceived attributes of e-WOM and continuous use intention. 

By the doing so, this study clarifies the interactions between attitudinal factors, social 

factors and behavioral factors beyond the direct relationships that has been reported in 

previous studies. 
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1.6.2 Practical Significance of This Study 

Practically, the findings of the current research are significant in optimizing the 

business opportunities of s-commerce. By understanding the factors that are important 

for users’ continuous use of s-commerce, business owners on s-commerce are 

informed on how to increase their understanding of s-commerce users and their 

behavioral intention using a theoretically sound framework. In particular, business 

owners can adopt the model validated in this study to comprehend the influencing 

factors on the behavioral intention of s-commerce users and to explain how s-

commerce users make decision to continuously use s-commerce services. Following 

the assertion that continuous use can help business build an on-going relationship with 

their customers in order to improve the sustainability, survival and profitability of their 

business over the s-commerce platforms. Thus, understanding the factors that enhance 

continuous use of s-commerce is vital to edging businesses operating over the s-

commerce platforms in the fierce competitiveness therein.   

Additionally, the result of the relationships between trust and commitment proves 

insight on how the use of s-commerce can eventually be used to build a longstanding 

relationship between firms operating in s-commerce and their consumers. Also, the 

findings revealed in this study can be used to gain competitive advantages in highly 

interactive environments using commitment and trust (Sitinjak, 2016; Hajli & Sims, 

2015; Huang & Benyoucef, 2013). 

1.7 Operational Definitions of Variables 

There are several key terms used throughout the current study. The operational 

definitions of these terms are declared in the following subsections.  
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1.7.1 Continuous Use Intention 

It is the decision of the user to continue using s-commerce services in term of 

purchasing products (Abdullateef, Iwu, Kareem & Manzuma-Ndaaba, 2015; Lee & 

Kwon, 2011). 

1.7.2 Perceived Usefulness of e-WOM 

Perceived usefulness is the level at which a consumer observed that using e-WOM 

enhances their experience within the context of s-commerce (Elwalda et al., 2016). 

1.7.3 Perceived Ease of Use of e-WOM 

Perceived ease of use is the level at which a customer believes that using e-WOM is 

simple, and straightforward (Elwalda et al., 2016). 

1.7.4 Perceived Enjoyment of e-WOM 

Perceived enjoyment is the extent to which a customer feels that e-WOM is fun and 

entertaining (Elwalda et al., 2016). 

1.7.5 Trust  

Trust is the willingness of a user to depend on the words and judgements of the other 

users in s-commerce (Chen et al., 2014)  

1.7.6 Commitment  

Commitment is the willingness of one to build long term relationship with another 

party (Morgan & Hunt, 1994). In line with this, commitment is operationalized as the 

perception of commitment by s-commerce users with regards to their relationships 

with other users.  
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1.7.7 Social Media  

Social media is a sharing content between users and their social networks by using 

social networking websites or services (Kljucanin, Pourjanaki & Shahbazi, 2012). 

1.7.8 Electronic Commerce (e-commerce) 

E-commerce is the process of conducting commercial transactions through computer 

networks, such as the Internet (Huseynov & Yildirim, 2016). 

1.7.9 Social Commerce (s-commerce) 

S-commerce is defined as an internet-based commercial application, exploiting social 

media and Web 2.0 technologies which support social interaction and user-produced 

content to help consumers in their decision-making and possession of a product and/or 

a service (Huang & Benyoucef, 2013a). 

1.7.10 Unit of Analysis 

A unit of analysis is the principle entity a study is based on (Bailey & Pearson, 1983). 

1.8 Summary of This Chapter 

This chapter presents the issues which motivates the thrust of this study. This is 

followed by the theoretical gaps which were highlighted in the problem statement. The 

chapter also presents the research questions which were raised based on the gaps that 

were highlighted in the problem statement. Subsequently the research objectives were 

created in tandem with the research questions. The scope and the significance of this 

research were also discussed in detail. Finally, this chapter presents brief definitions 

of the understudied variables. 



 

15 

CHAPTER TWO 

LITERATURE REVIEW 

2.0 Introduction 

The primary objective of the chapter is to review previous studies on consumer’s 

continuous use behaviour of s-commerce about e-WOM, commitment and trust of 

users. This chapter contains sections and subsections related to the variables 

understudied in this research. In specifics, this chapter starts with Section 2.1 which 

discusses the concept of electronic commerce. Section 2.2 and Section 2.3 present in-

depth discussion on social media and s-commerce respectively. Section 2.4 discusses 

the concept of continuous use of s-commerce. Furthermore, in Section 2.5, previous 

studies on e-WOM attributes including perceived usefulness, perceived ease of use 

and perceived enjoyment were reviewed. Following this, Section 2.6 holds review of 

trust and commitment as mediating variables. Meanwhile, Section 2.7 entails the 

review of related theories namely; the Technology Acceptance Model and 

Commitment-Trust Theory. Furthermore, the proposed relationships between the 

variables understudied are deliberated in Section 2.8. Additionally, Section 2.9 holds 

the discussion on the proposed theoretical model proposed in this study. Finally, 

Section 2.10 is the last section where the whole chapter is summarized.   

2.1 The Evolution of Electronic Commerce and Benefits 

The global growth in the Information and Communication Technology (ICT) and the 

exponential growth in web technology have changed the way business operates in 

general, and commerce in particular (Hong & Zhu, 2006). Through the use of ICT and 

Web 2.0, users are provided with extensive information from many different online 
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sources. Lately, those technologies have been showing an indispensable effect in 

helping users to shop online (Dawot et al., 2014).   

E-commerce was conceptualized in the mid of 1990s, as a platform for electronic 

transactions in purchasing goods and supplying resources using either business-to-

customer or business-to-business models and relying on the dynamics of business 

ecosystems which are based on the merging of separate markets and value chains that 

are generated in the network communication framework. Meanwhile, the evolution of 

E-commerce boomed during the 2000-2002 as a result of closing of large companies 

who based their activities merely on physical transactions. Hence, the adoption of e-

commerce was a form of competitive advantages not until recently when e-commerce 

has grown from being a competitive advantage to being a necessity for eradicating 

delays in business transactions. Within the context of business processes, e-commerce 

can be defined as the use of electronic networks with the objective of simplifying and 

fastening all phases of business activities including the goods production to their saling 

and delivery. In other words, e-commerce is the process of holding trading transactions 

by computer networks, like the Internet (Huseynov & Yildirim, 2016). 

 The advent of e-commerce has transformed the dynamics of business in the service 

and retail sectors and provided the benefit of ease shopping for consumers (Jahanshahi, 

Zhang, & Brem, 2013). Some of the benefits of e-commerce is that it enables the 

purchaser to shop at any time with the latest information on product varieties from 

different prices from different suppliers (Akroush & Al-Debei, 2015). Also, working 

parents can shop through e-commerce and work easily, hence saving valuable time for 

them (Agwu & Murray, 2014). Akroush and Al-Debei (2015) argued that electronic 

purchase process could save valuable time and cost for customers through the ease 
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search of information and price differentiation among online suppliers. Additional 

benefits of e-commerce to consumers include convenience shopping and savings in 

time and cost (Freathy & Calderwood, 2016).  

Meanwhile, businesses also have many benefits available to them by the use of e-

commerce in several ways. For instance, firms use e-commerce to save their cost, to 

rationalize their processes and to achieve productivity (Khan, Liang, & Shahzad, 2015; 

Savrul, Incekara, & Sener, 2014). For example, e-commerce can improve the 

organization of processes and automation of repetitive tasks (Alonso-Almeida & 

Llach, 2013). Thus, it enables small businesses from increasing their revenue, 

enhancing their efficiencies, and achieving a competitive advantage (Dan, 2014). Dan 

(2014) argued that those companies which are using e-commerce could gain their own 

competitiveness as it help in reducing transaction costs. Another critical benefit of e-

commerce to firms includes the possibility of obtaining a competitive advantage 

through cost and efficiency gains.  

Some scholars have argued that firms using e-commerce can achieve improvements in 

customer service and supply chain management through the use of e-commerce 

comparing with conventional businesses. Also, firms which are using e-commerce get 

the advantage of transfer channels, fast delivery, and efficient inventories management 

(Elseoud, 2014; Hande, Ghosh, & Govil, 2015). 

Furthermore, e-commerce provides a tool for companies to achieve faster and more 

efficient customer service, as e-commerce-based firms can offer online services like 

tracking systems, which, in turn, results in minimizing customer phone calls and cost 

saving (Dan, 2014). Jahanshahi et al. (2013) demonstrated that e-commerce also could 
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enhance a company’s reputation, minimizing transaction costs as well as improving 

customer services. With e-commerce, small firms can reduce the distance between 

them and consumers through direct transactions, which can shift their market to global 

rather than local (Carlucci, Ciani, Proserpio, Mitina, & Blatov, 2014).  

In summary, the invention of e-commerce has continued to gain acceptance because 

of its immense benefit for companies, customers and suppliers. For companies, e-

commerce is said to be an invention that eliminates the unnecessary processes which 

effect business efficiency and cost (Lewis, 2001). Secondly, consumers stand a chance 

with digital form-based product/service to reduce price, simplify product searching, 

ordering and receiving processes (Clegg, Unsworth, Epitropaki & Parker, 2002; 

Pautasso & Alonso, 2004). Finally, the adoption of e-commerce allows suppliers to 

use up-to-date technologies for effortless communication with company partners and 

for shortening the supply chain and reducing the cost of the transaction (Biro & 

Messnarz, 2000).   

However, e-commerce without social instruments has begun to be considered as 

antiquated, traditional and may never again be competitive online (Teves, 2013). 

Recently, with the increasing prominence of Social Media, users are moving from 

being passive information consumers to active content creators, which result in rising 

s-commerce as a new kind of online commerce (Zhang, Benyoucef & Zhao, 2016). 

Therefore, s-commerce is the concern of this study as explained in the following 

section. 
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2.2 The Evolution of Social Media in Electronic Commerce 

Social media is a platform used to generate, post, and share content in virtual worlds 

(Lee, Goh, Razikin, & Chua, 2009; Wang & Yu, 2015). Several definitions of social 

media are already wrapped up in the literature. For instance, Kljucanin et al. (2012) 

defined social media as a sharing content between users and their social networks by 

using social networking websites or services. Likewise, Safko and Brake (2009) 

defined social media as an activity, a practice, and behavior between human groups 

who share content including information, knowledge and opinion by using interactive 

media. The most known and used definition of social media is that gave by Kaplan and 

Haenlein (2009) which is “social media is a group of Internet-based applications that 

build on the ideological and technological foundations of Web 2.0, and that allow the 

creation and exchange of user generated content.” The researchers have the same point 

of view when they defined social media which is platform that enables individuals to 

share their experience, opinion, information and knowledge with other users. 

Pertinent to social media, it is essential to bring along the related concepts, namely; 1) 

Web 2.0 and 2) User Generated Content (UGC). The former is a term that first emerged 

in 2004 to present the modern way in which software developers and end users can 

interacted on the World Wide Web. It is a platform in which its content is modifiable 

not by the one individual but all the users in a collaborative manner. Wikis, bogs and 

collaborative projects such as Slideshare and Wikipedia are among other examples of 

these applications. One must bear in mind that Web 2.0 is considered as a platform for 

the evolution of social media (Chen et al., 2012; Nikolova, 2012). In contrast to the 

Web 2.0 that gives the whole ideology and technical foundations of social media, UGC 

represents all the types of contents that are generated, posted or shared on social media 

by users or consumers of on s-commerce platforms (Wang & Yu, 2015). Schivinski, 
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(2011) described UGC as all kinds of contents that are generated from and between 

social media users. Thus, UGCs are the types of content that are created about by users 

or consumers for another consumers’ use. This is applicable because social media 

allows users to communicate and share self-generated contents among a multitude of 

friends and followers. The possibility of generating and sharing contents affirms the 

active and influential role of consumers opinion otherwise known as e-WOM in s-

commerce (Zailskaite-jakste & Kuvykaite, 2012). The Organization for Economic 

Cooperation and Development (OECD) (2012) emphasized that for any content to be 

a UGC, the following three aspects must be existed:  

a. It must be accessible to the public through any of the social networking sites 

(such as Facebook, Twitter, blogs and YouTube). 

b. The content must be created and published with certain amounts of creativity. 

This includes using animations, images, graphics, fictional or fictitious words.  

c. Lastly, it must be created solely by individuals who are not working for any 

professional or corporate bodies. 

While discussing the topologies of user engagement behavior of consuming social 

media contents, Bruhn, Schoenmueller and Schafer (2012) revealed that there are three 

stages to users’ consumption of social media content. The three stages are; the 

minimal, the medium and the ultimate stages. The minimal stage of social media 

engagement is more or less a passive stage, where users just read or view contents 

posted by firms on their social media pages. The medium stage is when social media 

users reply to messages, comments or like posts/contents created by firms on social 

media. The ultimate stage is known as the contributing stage of creating UGC. This 
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stage of social media engagement is when users post personal reviews, videos or 

photos for other social media users’ distribution and consumption. 

Based on the elucidation of the two concepts mentioned above, the current literature 

defines social media as the collection of Internet-based applications that expand on the 

ideological and technological establishments of Web 2.0, which permits the creation 

and exchange of user-generated content. In general, social media enables the 

interaction, correspondence, collective effort and exchange of information, 

experience, and opinions among users. Moreover, from the perspective of business, 

social media provides a new trend of correspondence with the consumer (Hsu & Lin, 

2017; Li & Gao, 2014; Nikolova, 2012; Zhang, Guo, Hu & Liu, 2017). It offers a 

double correspondence where the consumer assumes a significant role; a specific 

consumer can review content, create and even share that content and his experience 

with other consumers (Nikolova, 2012). 

Besides, numerous companies from different industries and sizes are utilizing social 

media to monitor and react to the consumers' criticisms about their brands and products 

(Hashim, 2012; Huang & Benyoucef, 2013a; Huang & Benyoucef, 2013b). Likewise, 

it opens additional opportunities to companies by offering a faster arrangement and 

return of data. Similarly, social media, on the one hand, provides a chance for 

companies to interface and straightforwardly impart their image an incentive with the 

consumers and this will develop more grounded associations with their purchasers 

(Wang et al., 2016). On the other hand, it also helps consumers to communicate and 

share their views on a particular product or brand with others virtually. This means, 

consumers can get into a public conversation to gain full information that will help 
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them to make a choice and later the information will spread hugely (Zhang & 

Benyoucef, 2016; Zhang et al., 2017). 

 

Figure 2.1. Social Media Map (New Zealand Teachers Council) 

Based on Figure 2.1, social media channels including blogs, Wikipedia, Facebook, and 

YouTube create value to the whole value chain between customers, companies, 

suppliers, and even employees and beyond on the social platforms (Baghdadi, 2013). 

Indeed, social media avails a number of benefits to different set of groups.  

For instance, social media provides a business enterprise the opportunity to develop 

active and engaging relationships with customers. Among other benefits of social 

media is to divert traffic to their commercial websites and generate feedback and 

support from customers, and their brand (Baghdadi, 2013; Kietzmann & Canhoto, 

2013). Additionally, social media enables users to be actively engaged with their brand 

and company (Constantinides & Fountain, 2008). It has resulted in new perceptions 
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and behaviors of the users (Hughes, 2010). Also, social media offers B2B companies 

a communicative and interactive platform with their customers to build a trustworthy 

relationship, and to recognize prospective partners in terms of B2B activities 

(Baghdadi, 2013). 

Social media does not offer its users the opportunity to vent their complaints and 

express their homage about any products or services, and even business processes (Xu, 

Guo, Li, Lau & Liao, 2012), but also to contribute their recommendations to the 

manufacturers of products or to service providers. For instance, Volkswagen 

introduced online social layer to the configuration of their cars by allowing their 

customers to share personal opinions on the configuration process of Volkswagen cars 

(Baghdadi, 2013). The following section discusses the evolution of s-commerce.  

2.3 Social Commerce 

Many reports have established that the success of the next generation of online 

business will be based on the abilities to attract new customers and leverage business 

results (Baghdadi, 2013; Hajli, 2012; Wang & Yu, 2015; Zhang & Benyoucef, 2016; 

Zhang et al., 2017). As such, s-commerce has become a buzzword evoking a fusion of 

two significant digital inclinations: Social Media and E-commerce based on the 

interactions and communications between the users and online shoppers. In this 

context, the market power is shifting from companies to customers (Hajli & Sims, 

2015; Stephen & Toubia, 2010). In other words, the contents, comments and reviews 

that are generated by individuals on s-commerce has enormous value in the success of 

shopping online (Hashim, Yusof, Affendi, & Ahmad, 2015). Hence, accommodating 

of such interactions and communications is edging s-commerce over e-commerce.  
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The term “Social Commerce” was first initiated by Yahoo in the year 2005 through the 

launching of collaboration shopping tools including Pick List and User Rating (Yahoo, 

2005). By using these tools, Yahoo plans to establish a community of shoppers who will 

rate goods and/or services and generate and share information within the community and 

other shoppers (Yahoo, 2005). 

The literature is immersed with plenty of S-commerce definitions that have been 

explored to come up as the most general and suitable definition of s-commerce. For 

example, Kwahk and Ge (2012) defined s-commerce as:  

“Subset of electronic commerce that involves using social media, online 

media that supports social interaction, and user contributions to assist 

in the online buying and selling of products and services”. 

 

Wu, Shen and Chang (2015) defined s-commerce as the process of using Word-Of-

Mouth (WOM) to e-commerce, and it is the combination of retailers’ products and 

shoppers’ interaction with contents. This means, consumers make their purchasing 

choices based on others’ feedbacks. In other words, consumers will be highly influenced 

by whom they trust and know (Kim & Srivastava, 2007). Similarly, Chen et al. (2014) 

defined s-commerce as the concept of e-WOM that applied to e-commerce. While Poyry, 

Parvinen and Malmivaara (2013) defined it as commerce activities supported by Web 

2.0 technology. Curty and Zhang (2013) characterized it as a technologically empowered 

platform where customers can communicate during social shopping exercises. 

Meanwhile Shen and Eder (2011) give a more comprehensive definition of s-commerce 

by defining it as a technology-enabled platform that supports social interaction while 

performing shopping activities such as product search, aggregating and sharing of 
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content in order to make a collaborative shopping decision. Huang and Benyoucef 

(2013a) on the other hand defined s-commerce as: 

“an internet-based commercial application, leveraging social media 

and Web 2.0 technologies which support social interaction and user 

generated content in order to assist consumers in their decision making 

and acquisition of product and services”. 

Wang and Zhang (2012) explained s-commerce by saying:  

“Social commerce involves the use of social media that supports social 

interactions and users’ contributions to assist activities in buying and 

selling of products and online and offline services”.    

At the end we can find that there is a similarity in defining s-commerce, which is as a 

platform focused mainly on social goals such as interactions rather than transactions 

(Wang & Zhang, 2012). Hence, this study adopts Huang and Benyoucef (2013a) 

definition because it fits the objectives of this research in explaining the role of social 

interaction and generating content in influencing consumers’ decisions regarding certain 

product.  

S-commerce benefits can be bifurcated into: the advantage to customers and the 

advantage to retailers. From a customer's point of view, s-commerce offers trust, service 

and fun experience. Along these lines, it has nothing to do with angles, for example, 

social media promoting adaptation or web-based business deals improvement (Bucci, 

2014). As a matter of first importance, it is simple for a consumer to get suggestions 

from companions and different consumers, and these proposals are all the more 

persuading and dependable, because of an expansion in the purported "source 

credibility" permitted by social media content (Noor et al., 2014; Kietzmann & Canhoto, 
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2013).In addition, s-commerce enabled customers to interact with each other and with 

the service provider quickly and conveniently without boundaries (Bataineh, 2015). This 

interaction will increase their satisfaction levels and  reduce the risk of buying a new 

unknown product (Bucci, 2014; Kim & Srivastava, 2007; Salvatori & Marcantoni, 

2015). In addition, s-commerce enables customers to have the opportunity of receiving 

better service from vendors and businesses (Alshibly, 2014; Bucci, 2014; Noor et al., 

2014). Nevertheless, s-commerce may also have an emotional benefit through the 

opportunity of connecting them with friends. Hence, socializing while commencing and 

also enhancing the journey of the customer from need recognition, product discovery, 

product selection, product referral, to becoming an engaging and rewarding social and 

commerce experience (Bucci, 2014).  

From business’ perspective, s-commerce transforms business strategy to be a 

consumer-centered rather than a product-centered marketplace (Curty & Zhang, 2013; 

Kim & Park, 2013). This means, within s-commerce, businesses change their strategy 

by giving the priority to build relationships with their consumers and enhance the 

relationships among their consumers rather than only selling their products in order to 

enable business to achieve consumer’s value creation and build a long-term 

relationship with them as well (Gebauer & Kowalkowski, 2012). Furthermore, s-

commerce enables businesses to review consumers’ e-WOM about their products and 

respond quickly to their complaints which in turn will contribute to increase 

consumer’s trust and loyalty (Kim & Park, 2013). In regard to this set of benefits, many 

consumers and companies adopted s-commerce. 

It has been widely recognized in the literature that continuance use behavior of 

consumers is needed, as the social potentials and values of s-commerce cannot be 
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recognized without consumers' on-going usage and communication (Hajli et al., 2016; 

Hajli, 2014; Chen et al., 2012; Liang et al., 2011). In addition, continuous usage has 

been recognized as one of the crucial factors to guarantee the sustainability of IS 

systems (Hashim, 2012; Chiu, Wang, Shih, & Fan, 2011; Hashim, Tan, & Andrade, 

2011; Zhang, Fang, Wei, & Chen, 2010; Lin, Hung, & Chen, 2009; Chen, 2007; Jin, 

Cheung, Lee, & Chen, 2007). Thus, encouraging long-term usage intention within s-

commerce is vital to generate a stable and dynamic business (i.e., s-commerce).  

In conclusions, e-commerce has continued to gain global acceptance and importance 

(Wen et al., 2001).  Evidently, it has been reported that, 77% of global consumers are 

using e-commerce. Such a huge percent reflects the importance of e-commerce in 

consumers shopping activities (Ben-Shabat, Moriarty, Nilforoushan & Yuen, 2015).  

However, the absence, of consumers’ feedback in the e-commerce framework paved 

way to the increasing popularity of s-commerce (Natto et al., 2016; Hajli & Khani, 

2013; Shin, 2013). Hence, the collaborative interaction among consumers who are 

buying and transacting online gave an edge to s-commerce over e-commerce (Huang 

& Benyoucef, 2013; Kietzmann & Canhoto, 2013; Kim & Srivastava, 2007; Maamar, 

2003). This shows the importance of feedback in the online shopping environment 

(Kim & Srivastava, 2007). 

The invention of s-commerce gave raise for the interactions between customers and 

business owners online and also among consumers (Parise & Guinan, 2008). The 

invention of such interactions and communications enable consumers to ask questions, 

get more information on a certain product, give feedbacks about the products and the 

way the company is dealing with their customers, respond to comment made by others, 

and to share the experience, positive WOM, co-creation and/or collaborative decision 
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(Mata & Quesada, 2014; Shin, 2013). In other words, social network users have the 

opportunities to discuss various issues related to a particular company’s products in 

order to make right purchasing decisions.  

Additionally, the incorporation of social networks into the e-commerce framework has 

also allow online shoppers to discuss in groups on matters related to the products of a 

company or the manufacturing company. Such conversations can provide useful 

feedbacks on the products and the way the company is dealing with their customers 

(Constantinides & Fountain, 2008). 

 As a result, the new trend of e-commerce has been shifted towards a new concept 

based on the interaction-friendly among all parties called s-commerce where all 

consumers and sellers can interact easily. The s-commerce is increasingly becoming 

one of the most crucial areas in the Information systems field since it encourages users 

of social networking sites to shop while socializing and for visitors to e-commerce 

websites to socialize while shopping (Natto et al., 2016). 

2.4 Continuous Use Intention of Social Commerce 

According to Bhattacherjee and Premkumar (2004), first IT usage is referred to as 

acceptance. Meanwhile, post-usage is known for continuous use. Continuous usage 

has been described differently in literature as not only a continuing activity but also as 

confirmation, incorporation and utilization (Abdullateef et al., 2015). In spite of the 

different definitions in the literature, there is an unanimous among researchers that 

online continuous use behavior is an ongoing activity of using IS (Al-hawari & 

Mouakket, 2012). For instance, Chou and Hsu (2016) described constant use as the 

continuing to shop from the same online retailer with many times shopping.  
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Meanwhile, Hajli et al. (2016) defined it as a frequency of consumers’ participation in 

their favourite social networking site. Similarly, according to Lee (2010) continuous 

use refers to the regularity or frequency of using a particular system. Likewise, Hashim 

(2012) defined it as a behavior that takes place after the adoption process as a result of 

regular use. Another definition provided by Abdullateef et al. (2015) referred 

continuous use as the possibility of consistently using the online services to make their 

purchases. Similarly, Jin, Zhou, Lee and Cheung (2013) defined it as own willingness 

to continue using online services. Similarly, Lee and Kwon (2011) defined continued 

usage as a persistence decision which follows an initial acceptance decision of a 

system.  

In general, all the above definitions unanimously hinted that, certain factors determine 

or influence continuous use behavior. Most specifically with regards to s-commerce 

continuous use intention can be defined as the decision of the user to continue using s-

commerce services in term of purchasing products after making the initial acceptance 

decision. Following past research of online shopping and the use of IS, the current 

research concentrates on continuous use intention instead of the continuous use 

behavior itself because continuous use intention is strongly associated to volitional 

behavior in which individuals have control over their decision to undertake activities 

(Chou & Hsu, 2016). In other words, the intention to continue using the s-commerce 

system is what eventually leads to the use behavior.  

As the electronic and social environment continue to be influential for companies in 

retaining existing consumers in and attracting new ones who are critical for sustaining 

revenue, increase profitability, and market share (Bhattacherjee, 2001), meanwhile 

competition in the electronic commerce environment is intensified. In other words, 
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retaining customers on e-commerce becomes the most critical challenge for 

stakeholders. A study by Hsu, Yen, Chiu and Chang (2006) revealed that 80% of Web 

users stop surf the Web sites. Thus, they suggested that it is essential to understand the 

factors influencing users’ online shopping continuous use. Similarly, Al-Maghrabi and 

Dennis (2011) listed a number of problems starting with the unpredictable nature of 

customer behavior, the development of global Web-stores, the increasing product and 

service availability, reasonably low switching costs, and the absence of a compelling 

reason to choose one retailer over another, consumers will experiment or rotate among 

multiple firms. They highlighted that retaining customers is a financial imperative for 

e-shopping business, primarily as attracting new customers is considerably more 

expensive than in the case of traditional bricks-and-mortar stores.  

Then again, Chang and Zhu (2012) substantiated that after fast development recently, 

the expansion of SNSs users’ number has now reduced. Furthermore, the long haul 

advancement of social networking sites (SNSs) needs to depend on their users’ 

consistency and persistence usage. Although SNSs have pulled in numerous users by 

a wide margin, however holding these users isn't a simple task on account of rivalry 

from new competitive social platforms. In the long run, holding existing shoppers of 

the business received internet-based life isn't simple as well. 

In the same line, Chen et al. (2012) pointed out that the business over social media (i.e. 

s-commerce) is very competitive business environment where existed products can be 

easily replaced by new ones. At the same time, sites that fail in retaining their 

consumers would seriously jeopardize their profitability (Chan et al., 2016; Lin, 

Featherman & Sarker, 2017). Consequently, s-commerce needs to have firms with high 
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intention to retain their customers to survive in the mentioned highly competitive 

environment. 

The literature has reported that in the first quarter of 2013, Facebook lost 7.4 million 

visitors which represent 8.5% (SocialBakers, 2013). Eventually, Zhang and Gu (2015) 

highlighted that some of the s-commerce websites are unsuccessful. Hong, Lee and 

Suh (2013) affirmed that this marked unsuccessfulness to the lack of ongoing 

relationships with the consumers. In addition, these authors have highlighted that in 

order to make ISs successful, particularly those social types, it is crucial to make sure 

that current users are continue using it. Furthermore, Yen (2009) stated that the s-

commerce websites became unsuccessful due to the reluctance of users to continue 

their participation in these websites. 

Additionally, Chan et al. (2016) stated that the drivers of users’ continuous use of 

social media remain as a myth to social media service providers. They added, 

sustaining a stable and sound user base is prerequisite for the success of social media, 

and failure in retaining users would seriously jeopardize the sites’ development and 

profitability. Consequently, past research calls for more studies looking at the retention 

of online customer and continuous use, due to the fact that retaining online customers 

is very difficult (Chou & Hsu, 2016). This study is motivated by responding to this 

call and aims to deepen understanding about the formation of user’s intention to 

continuously use s-commerce.  

In conclusion, in view of the important of s-commerce for both business owners and 

consumers, it is therefore important to understand the factors that are responsible for 

continuous use of the system. This is because continuous use usually results in business 



 

32 

success, stability and sustainability (Lin et al., 2017). Additionally, continuous use can 

help business to gain long-term survival, achieve their success, and sustain its global 

competitiveness (Jang et al., 2013; Chen et al., 2012). For example, Chen et al. (2012) 

argued that regardless of the business model, the key to success in the Web 2.0 era is 

the capability to attract a large user base, as Facebook has demonstrated, rather than 

large capital. Furthermore, it has been confirmed that commitment contributes to the 

creation of relationship, building of successful long-term relationship, and 

maintenance of the relationship quality (Noor, 2012). Therefore, understanding 

continuous use of s-commerce is imperative to abate the fear of failure in the mind of 

stakeholders and theorists who are involved with s-commerce (Zhou, Jin, Fang & 

Vogel, 2015). 

2.5 Perceived Attributes of E-WOM on S-Commerce 

Al-Haidari and Coughlan (2014) defined e-WOM as the virtual communication and 

interaction on experiences, opinions, and recommendations and favorites as well as 

others’ reviews and comments between online shoppers and social media users. 

According to Gunawan et al. (2016), Erkan (2016), Tantrabundit (2015), Villarejo-

Ramos, Sánchez-Franco, García-Vacas & Navarro-García (2014) as well as Yoo, 

Sanders and Moon (2013) e-WOM is said to be a strong influence on consumer 

behavior and buying decision.  

Chen et al. (2012) highlighted that the communication by e-WOM is vital for the 

interactions of online consumer within s-commerce environment. This because, when 

e-WOM is shared through different media that are embedded with some Web 2.0 

application and which there are many users, more users will be interested to follow the 

trend and hence the stickiness and traffic of the website will be increased. This can be 
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stated in other words that, s-commerce consumers’ decision are influenced by the 

comments, reviews and recommendations otherwise known as e-WOM posted by 

other social media users (Gunawan et al., 2016; Hajli & Sims, 2015; Huang & 

Benyoucef, 2013). In this regards, Lopez and Sicilia (2014) as well as Elwalda and Lu 

(2014) clearly argued that e-WOM is a source of influence for consumer’s behavior 

and purchasing decision making on s-commerce.  

Hajli and Sims (2015) also revealed that, e-WOM is the core of s-commerce. This is 

because e-WOM provides different values such as co-creation when collaboration 

between consumers and business to generate a new channel of value creation which 

can be easily accessed by consumers browsing the marketplace with readily available 

content. Additionally, it enhances creativity and lead to increase sales for traders (Hajli 

& Sims, 2015).  Furthermore, it supports users’ acquisition of services and products 

(Hajli & Sims, 2015). Meanwhile, Elwalda et al. (2016) argued that, the highlighted 

importance of e-WOM is determined by its perceived attributes. In this regard, Elwalda 

et al. (2016) pointed out to four factors which are important in the perception of online 

consumers towards e-WOM. These attributes are; perceived usefulness, perceived ease 

of use, perceived enjoyment and perceived control. 

In the same light, Ningthoujam, Manna and Mainra (2016) focused on fifteen different 

attributes of e-WOM within Facebook. These attributes include; ease of use, 

involvement, participation and telepresence. Doma, Elaref and Abo Elnaga (2015) 

however focused on perceived ease of use and usefulness of e-WOM in social media. 

In other words, the budding literature on perceived attributes of e-WOM has been 

commonly based on the attributes from the TAM (Doma et al., 2015). Therefore, this 

study focuses on the extended version of the TAM which includes three major 
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attributes (refer Section 2.6.3). These three attributes namely; perceived usefulness, 

perceived ease of use and perceived enjoyment are discussed in the following 

subsections.  

2.5.1 Perceived Usefulness 

Perceived usefulness is one of the most widely studied variables of users’ perception 

towards the adoption of a technology (Doma et al., 2015; Tong et al., 2006; Pavlou, 

2003). TAM suggests that perceived usefulness is the main determinant for using and 

adopting an information system. In essence, perceived usefulness is referred as user’s 

belief and conviction that an information system useful for enhancing their 

performance and therefore deserved to be used (Davis, 1989). Thus, perceived 

usefulness is operationalized as users’ perception of usefulness towards e-WOM which 

is expected to enhance their experience within the context of s-commerce.  

Perceived usefulness has been recognized as a cognitive belief which determines 

users’ acceptance or rejection of a technology (Davis, Bagozzi, & Warshaw, 1989). 

Recent researchers have also affirmed that perceived usefulness is crucial for 

explaining initial and continuous use of a technology (Mou, Shin, & Cohen, 2017; 

Upadhyay, Khandelwal, Nandan & Mishra, 2018). Most especially, studies in the 

realm of e-service, e-commerce and s-commerce have exalted much effort in 

considering the role of perceived usefulness as the reflection of users’ attitude towards 

electronic services, commerce and other online platforms (Gefen et al., 2003; Pavlou, 

2003; Chandra, Srivastava, & Theng 2010; Bhattacherjee 2001; Mou et al., 2017). 

Other research (e.g. Bhattacherjee & Premkumar 2004; Mitzner et al., 2010; Roberts, 

Schutter, Francis, & Radina, 2018) have included perceived usefulness as a key 

determinant of system usage.  
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In the same line, researchers have also ascertained perceived usefulness as one of the 

attributes of e-WOM which shape social media perception towards the acceptance of 

e-WOM (e.g. Elwalda et al., 2016). For instance, Liang, Ekinci, Occhiocupo and 

Whyatt (2013) examined international travelers' e-WOM communication by relaying 

on the theoretical perspective of TAM. Their study demonstrated that perceived 

usefulness is significantly and directly impactful on users’ attitude towards adopting 

e-WOM. In essence, these results suggested that consumers are likely to use e-WOM 

if they perceived the comments and reviews presented by other users of s-commerce 

to be useful. Similarly, Casalo, Flavian and Guinaliu (2010) demonstrated that the 

perception of travelers towards the usefulness of other users’ comments in online 

platforms influence others to participate. In addition, Elwalda et al. (2016) investigated 

the effects of perceived derived attributes of e-WOM on purchase intention of 

customers and found that perceived usefulness resulting from OCRs significantly 

influences individuals’ intention to buy online. Their result confirms that the potential 

importance of the perceived usefulness of e-WOM in affecting the intention of 

customers to buy online. All these studies are highlighted in Table 2.1.  
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Table 2.1 

Summary of prior studies that used perceived usefulness with e-WOM. 

Author(s) Context  Theory  Result  

Elwalda et al. 

(2016) 

Online shopper’s 

e-WOM 
TAM 

PU of e-WOM is very 

important in affecting 

customers’ intentions to 

shop online. 

Liang et al. 

(2013) 

International 

travelers’ e-WOM 
TAM 

PU is significantly and 

directly impactful on 

users’ attitude towards 

adopting e-WOM 

Hsu et al. (2013) Blog  TAM 

the perception of 

usefulness increases 
positive attitudes and 

evoke favorable actions 

towards commercial 

activities online. 

Casalo et al. 

(2010) 
Online platform TAM 

The perception of 

traveler's towards the 

usefulness of other 
users’ comments in 

online platforms 

influence others to 

participate.  

 

In addition, Lin (2007) studied the biggest online communities in Taiwan and revealed 

that the feeling of being a part of the virtual communities and perception of usefulness 

are significant factors leading to the purchase intention of users. Ismagilova, Dwivedi, 

Slade and Williams (2017) claimed that usefulness of e-WOM affect individual's 

adoption intention. In this respect, Kumar and Benbasat (2006) empirically proved that 

the more users are exposed to e-WOM, the more their perception of usefulness towards 

e-WOM. 

In another study, Hsu et al. (2013) reported from a study conducted on 327 blog readers 

that the perception of usefulness increases positive attitudes and evoke favorable 
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actions towards commercial activities online. In line with the foregoing, this study sets 

to examine s-commerce users’ perception of usefulness towards e-WOM.  

In line with previous studies, perceived usefulness defines consumers or users’ 

perception towards a salient technology or system. Hence, when consumers or users’ 

perceived e-WOM as useful, beneficial and worthwhile, they will expectedly develop 

a favorable attitude and subsequently intend to use or accept the message of e-WOM. 

Perceived usefulness is one among important factors of TAM (Davis, 1989) which 

models the associations between users’ perception, attitude and behavior (Venkatesh, 

Morris, Davis, & Davis, 2003). Therefore, perceived usefulness is a vital factor for 

determining users’ attitude towards the usage and continuous usage of a technology 

(Mitzner et al., 2010; Mou et al., 2017; Roberts et al., 2018).  

2.5.2 Perceived Ease of Use 

The technology acceptance model (Davis 1989) is one of the most widely adopted 

models for explaining users’ attitude towards the acceptance and adoption of 

information technology and information systems. The TAM model primarily proposed 

that user’s adoption and acceptance is according to two perceptions, namely; perceived 

usefulness and perceived ease of use (Gefen & Straub, 2000). There is an enormous 

body of literature on user’s adoption which is replete with studies that employ TAM 

for explaining the adoption of new technology and continuous use of technology 

(Ozturk, Bilgihan, Nusair, & Okumus, 2016). These studies unanimously 

demonstrated that perceived ease of use is related to the easy of expected function of 

the technology. In other words, perceived ease of use relates to the intrinsic 

characteristics such as; fixability, clarity and the assessment of ease of usage of a 

technology (Elwalda et al., 2016).  
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According to TAM (Davis 1989), perceived ease of use is important for shaping users 

favorable attitude towards the usage and adoption of a technology. In a later study that 

expanded on the original TAM model, Davis, Bagozzi and Warshaw (1992) explained 

the role of users’ perceptions on technology adoption by asserting that the intention of 

a user to adopt a new technology is influenced by both intrinsic and extrinsic 

motivations. According to Davis et al. (1992) “extrinsic motivation refers to the 

performance of an activity because it is perceived to be instrumental in achieving 

valued outcomes that are distinct from the activity itself” (p. 1112). On the other hand, 

“intrinsic motivation refers to the performance of an activity for no apparent 

reinforcement other than the process of performing the activity per se” (p. 1112). Davis 

et al. (1992) classified perceived ease of use as an intrinsic motivation. 

In addition, the majority of the TAM-based studies asserted that perceived ease of use 

directly affects the adoption and acceptance technology especially when the primary 

functions of the technology is related with the intrinsic characteristics the technology 

interface (Gefen & Straub, 2000). By relating such proposition to e-WOM on s-

commerce platforms, perceived ease of use is expected to affect the adoption because 

the required information is embedded in the s-commerce platform which can influence 

users’ perception of ease of use.  

Furthermore, researchers have also ascertained perceived ease of use as one of the 

attributes of e-WOM which shape social media perception towards the acceptance of 

e-WOM (e.g. Elwalda et al., 2016). For instance, Liang et al. (2013) examined 

international travelers' e-WOM communication by relaying on the theoretical 

perspective of TAM. Their study demonstrated that perceived ease of use is 

significantly and directly impactful on users’ attitude towards adopting e-WOM. In 
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essence, these results suggested that consumers are likely to use e-WOM if they 

perceived the comments and reviews presented by other users of s-commerce to be 

useful. Similarly, Elwalda et al. (2016) examined the effects of perceived derived 

attributes of e-WOM on the intention to purchase of customers and suggest that 

perceived ease of use resulting from OCRs significantly influences individuals’ 

intention to shop online. Their result confirms that the potential importance of the 

perceived ease of use of e-WOM in influencing the online purchasing intention of 

customers. Table 2.2 highlighted these studies. 

Table 2.2 

Summary of prior studies that used perceived ease of use with e-WOM. 

Author(s) Context  Theory  Result  

Elwalda et al. 

(2016) 

Online shopper’s 

e-WOM 
TAM PEOU of e-WOM is very 

important in affecting 

customers’ intentions to 

shop online. 

Liang et al. 

(2013) 

International 

travelers’ e-WOM 

TAM PEOU is significantly and 

directly impactful on 
users’ attitude towards 

adopting e-WOM 

Hsu et al. (2013) Blog TAM the perception of ease of 

use increases positive 
attitudes and evoke 

favorable actions towards 

commercial activities 

online. 

 

In addition, in an e-commerce context, study findings suggest that perceived ease of 

use is positively related to consumers’ attitudes toward an e-commerce site, intention 

to transact, and intention to return (Ahn, Ryu, & Han, 2004; Koufaris, 2002; Pavlou, 

2003). 
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Perceived ease of use is the perception and belief that a system can be accessed and 

used with less or no effort (Davis, 1989). Therefore, this study refers to users’ 

perception of ease of use towards e-WOM is simple and earnest. Davis (1989) 

considered perceived ease of use as how an individual feels effortless towards using a 

particular system. In other words, when customers consider a new technology or an 

application as being easy to use, they are expressing their willingness to accept it 

(Venkatesh & Davis, 1996; Davis, 1989). In a social advertising network context, 

Luna-Nevarez and Torres (2015) argued that perceived ease of use of consumers has 

a positive effect on attitudes toward such context.  

Similarly, Yang (2013) conducted a study on Openrice.com and found that the 

intention of e-WOM is influenced by the website’s perceived ease of use. Consistently, 

Rifat, Iqbal and Nisha (2017) claimed that perceived ease of use play key role in the 

technology adoption in Bangladesh. Similarly, Lingyun and Dong (2008) 

conceptualized that ease of use is important constructs for explaining consumers’ 

behavior in online shopping. Likewise, Gao and Bai (2014) found that consumers’ 

intention to use the technology is strongly affected by the couple constructs (i.e., 

perceived ease of use and perceived usefulness). In summary, the influence of 

perceived ease of use on technology adoptions has been demonstrated in previous 

studies especially on initial usage (Hong, Thong, & Tam, 2006; Hsieh, Rai, & Keil, 

2008). However, previous studies have not really examined the impact of perceived 

ease of use on continuous use. The following section discusses the perceived 

enjoyment variable.  
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2.5.3 Perceived Enjoyment 

Perceived enjoyment is defined as "the extent to which the activity of using a certain 

technology is perceived as being enjoyable" (Kim & Zhang, 2010). Furthermore, 

Carroll (1988) defined enjoyment as the extent to which using a system is perceived 

as enjoyable apart from its functionality. Hence, enjoyment is, in other words, an 

intrinsic driver (Lee, Cheung, & Chen, 2005). 

Perceived enjoyment has been used to extend the original TAM model by Davis et al. 

(1992). Perceived enjoyment was included to explain how enhanced enjoyment of 

using the system is connected to the intention of users to use it. Hence, the more a 

system is seemed enjoyable, the greater the likelihood of accepting and using it. 

Additionally, users will form intentions to continue using certain technology if they 

find it to be useful, ease to use and enjoyable. One of the major derived dimensions of 

customers’ behavior and technology post adoption behavior is perceived enjoyment 

(Nguyen, 2015; Mantymaki & Merikivi, 2010; Kim & Zhang, 2010; Thong, Hong, & 

Tam, 2006).  

The body of knowledge on information system has indicted perceived enjoyment as 

one of the major factors or attributes for explaining the use and re-use of information 

technology system. Evidently, Davis et al. (1992) expanded the original TAM with the 

introduction of perceived enjoyment as one of the main factors for studying users’ 

attitude and perception of adopting a technology. In line with the assumption of Davis 

et al. (1992), many researchers have looked on the existence of the behavioral intention 

and perceived enjoyment association. For instance, Ha and Stoel (2009) found the 

prospect of online shopping is mainly affected by the enjoyment perception towards 

the shopping activity. Additionally, Li, Chua and Lu (2005) reveal that perceived 
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enjoyment directly affects the intention of using instant messaging. Besides, Nguyen 

(2015) reckons that consumers' behavior is mostly affected by perceived enjoyment. 

Similarly, the result of Gao and Bai (2014) indicate that perceived enjoyment strongly 

affects the intention of consumers to use new technology. 

Likewise, Koufaris (2002) pointed out that customers' intention to re-use an online 

shopping platform is impacted by perceived enjoyment. Similarly, Mantymaki and 

Merikivi (2010) found that the intention of individuals to use social virtual worlds 

continuously is predicted mainly by enjoyment perception. Additionally, Abed, 

Dwivedi and Williams (2016) reported that enjoyment has significant positive effects 

on behavioral intention to use social media continuously. Likewise, Thong et al. (2006) 

reveal that individuals who experienced enjoyment with the information technology 

are more likely to continue using it. Likewise, the results of Li (2016) show that online 

consumers repurchase intention are positively impacted by perceived enjoyment.   

Drawing on e-WOM, perceived enjoyable refers to customers’ perception of fun and 

entertaining towards e-WOM. Previous studies have demonstrated the significance of 

users’ perception of enjoyment in the context of e-WOM. Contributing e-WOM may 

provide the contributors the sense of enjoyment (Jin, Xiang, Lee, Cheung, Zhou & 

Zhao, 2010). Schindler and Bickart’s (2005) research indicated that enjoyment 

perception is one of the important factors that influence individuals’ consumption of 

online contents.   

Dholakia, Bagozzi and Pearo (2004) also noted that Internet users on virtual 

communities participate for perceived enjoyment reason. Also, Cheung and Lee (2012) 

as well as Okazaki (2009) found that enjoyment is a significant factor that influence 
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users for engaging in e-WOM. By employing qualitative and quantitative approaches, 

Phelps, Lewis, Mobilio, Perry and Raman (2004) revealed that enjoyment is a crucial 

reason for using emails. Also, Kang and Schuett (2013) demonstrated that perceived 

enjoyment positively influences user’s behavioral intention to share e-WOM on social 

media. Taking in consideration the importance of online shoppers’ perception of 

enjoyment towards the reviews of other online users or known as e-WOM, the current 

study therefore aims to understand the influence of perceived enjoyment of e-WOM 

on consumers' continuous use of s-commerce when they have the sense of trust and 

commitment. 

2.6 Trust and Commitment  

Trust and commitment are very crucial topics in the customer behavior and customer 

relationship literature (Shi, 2014). Without a concrete base of commitment, effective 

customer relationships cannot be initiated (Shi, 2014). Trust is another vital factor for 

customer relationship and the success of a business. Further discussion on these two 

factors are provided in the next subsections. 

2.6.1 Trust 

Fundamentally, the concept of trust has been examined from different perspectives in 

various contexts and domains (Hajli et al., 2014). For instance, Chen et al. (2014) 

defined trust as the faith that what is shown in the website is based on benevolent and 

honest. Liang et al. (2011) defined trust as the belief of an individual that the online 

society is benevolent and honest. Morgan and Hunt (1994) defined trust represents the 

belief in the integrity and reliability of the one party by the other party in a trade-off 

interaction. According to Wu, Chen and Chung (2010) trust is the assurance and depth 

of feelings of individuals despite of the inadequate evidence. Chen et al., (2014) 
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defined trust as the willingness of an individual to depend on the actions, words, and 

decisions communicated by other members in the online society. Chow and Shi (2014) 

stated trust reflect on the originality and credibility of information received by 

customers. Tseng and Hsu (2010) defined trust as “the information source is perceived 

to be believable, trustworthy, and reliability by the information receivers”. In this study 

trust is defined as the willingness of an individual to depend on the decisions and words 

communicated by other users in s-commerce.  

Along several years, trust was is considered as one of the crucial topics in the online 

business world. For example, online businesses can achieve their success by promoting 

trust for customers in their online activities. Also, trust has been attracting the attention 

of scholars over the past decade (Bianchi & Andrews, 2012; Chang, Hsu & Lee, 2014; 

Chou & Hsu, 2016; Lee & Kim, 2017; Salehnia, Saki, Eshaghi, & Salehnia, 2014; 

Shanmugam, Sun, Amidi, Khani & Khani, 2016; Pavlou, 2003; Zhang et al., 2016). 

Seligman (1999) stated that maintenance of economic exchange relations becomes 

possible due to trust. This implies that the concept of trust is crucial for any type of 

commerce. Within the context of e-commerce, trust has been identified as a key 

element in the success or failure of e-commerce (Pengnate & Sarathy, 2017; Hajli & 

Khani, 2013). However, the importance of trust for the success or failure of the 

business is not limited to the context of e-commerce because it is also an important 

matter in s-commerce as well (Beyari & Abareshi, 2016; Hajli et al., 2017; Pothong & 

Sathitwiriyawong, 2016).  

S-commerce is a high competitive environment; thus, trust plays a very important role 

(Potgieter & Naidoo, 2017; Hajli, 2014). This mainly could be due to the fact that 

individuals often have no prior relationship with each other in this virtual social 
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environment (Samuel, Wei, Lang & Padmanabhan, 2014). In this vein, Bao and 

Volkovynska (2016) argued that trust can be of special value for s-commerce as 

principle of socialization is in the very core of this phenomenon. In other words, unlike 

the websites of e-commerce, which are based on direct online transactions, s-

commerce focuses on social communications which result in more business 

opportunities (Shi & Chow, 2015). Some studies affirmed the unsuccessful of some 

businesses adopted social media to trust issues (e.g., Hajli et al., 2017; Kim & Park, 

2013; Liang & Turban, 2011).  

Mantymaki (2011) Claimed that trust is among other widely studied factors which 

affecting online behavior of consumers. Sledgianowski and Kulviwat (2009) reveal 

that trust has a significant direct influence on behavioral intention of individuals. Pi, 

Liao and Chen (2012) developed a model that test the influence of consumers’ trust in 

website on their intention to continuous adoption of online services. Their results 

revealed that the intention of consumers to continuously adopt online services is 

affected by website trust.   

Sien (2015) conducted a survey to investigate the factors that affect the purchase 

intention of consumers towards online community shopping in Malaysia. 300 valid 

consumers who reside in Malaysia participate in the survey. The result reveals that 

trust effects a moderate impact on the purchase intention of consumers. Shin, Chung, 

Oh and Lee (2013) conducted a study to investigate the indirect effect of site quality 

on repurchase intention through trust in the Internet shopping context. They found that 

enhancing trust plays a mediating role in the effect of site quality on repurchase 

intention. Hsu, Ju, Yen and Chang (2007) reveal that identification-based trust plays a 
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critical role in knowledge sharing behavior within the context of knowledge sharing 

behavior.  

Mosavi and Ghaedi (2012) collected data from those who have purchased apple mobile 

phone to test the effect of trust on customer repurchase intention. Their results imply 

that trust impacts repurchase intention. Li, Browne and Chau (2006) studied the direct 

outcome of trust on the individual behavioral intention. They reported that trust has a 

direct effect on behavioral intention. After studying the effect of s-commerce 

constructs on trust and the effect of trust on intention to buy, Hajli (2013) found that 

trust is the key factor to increase consumer's intention to buy. Further, the model that 

developed by Hajli (2013) showed that trust is an on-going issue in e-commerce and 

can be built through s-commerce constructs. Similarly, Elwalda and Lu (2014) as well 

as Al-hawari and Mouakket (2012) investigate how offline trust influence customer's 

behavioral in regards to online continual usage of the online booking in the UAE 

airline context. Their finding shows that offline trust is not a direct predictor of the 

online continual usage behavior of customers. Similarly, Ali (2016) finds that trust 

does not predict online repurchase intent.  

In addition to important role of trust on user's behavioral intention, Elwalda and Lu 

(2014) confirm that building trust is a vital factor in the online environment and cannot 

be underestimated. Hence several scholars tried to examine the factors which help 

businesses with trust building in online environment in general, and in s-commerce in 

particular. According to Hajli and Khani (2013) and Elwalda and Lu (2014) who 

argued that trust in s-commerce is built through the sharing of experience, otherwise 

known as e-WOM. In this regard, Hajli and Khani (2013) find that e-WOM contributes 

to the increasing of trust level for new products.   



 

47 

Sharing the same line of thinking, several studies have found that e-WOM provided 

by other customers create a high level of trust in a certain product (including goods or 

services) (e.g., Pothong & Sathitwiriyawong, 2016; Hajli & Khani, 2013; Ono, 

Nishiyama, Kim, Paulson, Cutkosky, & Petrie, 2003; Ba & Pavlou, 2002). Hajli (2015) 

sought to develop constructs of s-commerce and examine their indirect effect through 

trust on the intention to buy. They use a survey method of 243 UK students and find 

that the level of trust is increased with the existence of these constructs. They also find 

that social media helps to increase trust level and intention to buy of consumers.  

In 2013, a conceptual model was introduced by Hajli to address the effect of s-

commerce constructs on trust. This model describes the relationship between s-

commerce constructs and trust, which helps both the practitioners and academicians to 

better comprehend the link between s-commerce constructs and trust. However, this 

model is still conceptual and needs to be supported by empirical studies for more 

reliability. In another empirical study conducted by Hajli et al. (2014) examined s-

commerce consumers’ trust in new products and services from s-commerce constructs 

perspective. In order to investigate the influence of s-commerce constructs on 

consumers’ trust, they use a survey of 300 individuals who had previous experience of 

using social media. Results show that s-commerce constructs could generate e-WOM 

from customers of new products, which can help consumer develop trust. Awad and 

Ragowsky (2008) examined the relationship between e-WOM and trust in e-

commerce. By conducting an empirical study, they find that trust in e-commerce 

affects by e-WOM.   

See-To and Ho (2014) conceptually conduct a study to answer how do e-WOM in 

social media affect consumers’ trust on the product as well as how do e-WOM in social 
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media and the consumers’ trust on a product formed by e-WOM in social media affect 

purchase intention. Although See-To and Ho (2014) theoretically build the 

relationships between e-WOM and consumers’ trust through a somewhat complex 

model compared to other studies (i.e., moderating role of consumers’ trust on the 

influence of e-WOM on intention to purchase product in social media), the study has 

no empirical results. Elwalda et al. (2016) go step further when they examined the 

effect of the e-WOM derived attributes on trust and intention to purchase.  

Trust is a necessary mechanism for building successful relationship in the virtual 

environment (Wu et al., 2010). Based on Morgan and Hunt’s (1994) study, trust and 

commitment have been recognized as essential in creating and maintaining successful 

long-term relationship. Thus, several researchers examined the mediating effect of 

trust on continuous use intention (e.g., Hashim & Tan, 2015; Wu et al., 2010). 

However, most of them focused on investigating its mediating role on the relationship 

between satisfaction and continuous use behavior (e.g., Bilton, 2016; Hashim & Tan, 

2015; Hashim, 2012; Wu et al., 2010). 

For example, Hashim and Tan (2015) find that users who are satisfied with a website 

will tend to trust the website more and engage with continuous intention. In contrast, 

Chen et al. (2014) find that trust among individuals represents a direct effect on social 

shopping, and an indirect effect on social sharing via trust towards community. In 

addition to the satisfaction, e-WOM represents a vital factor in influencing user 

decision to purchase and continually use certain services or product, support 

consumers' acquisition of services and products, and provide value creation, 

effortlessly accessed by consumers browsing the marketplace with readily available 

content, enhance creativity, lead to increase sales for traders, and present the efficient 
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means of capturing and retaining users (Gunawan et al., 2016; Hajli & Sims, 2015; 

Villarejo-Ramos et al., 2014; Yoo et al., 2013). 

Pengnate and Sarathy (2017) find that ease of use indirectly influences behavioral 

intention through trust. Reviewing the literature, however, discovered that there are 

limited studies examined the mediating effect of trust on the association between e-

WOM derived attributes and continuous use intention. Based on the aforementioned 

discussions, it can be affirmed that the existing studies examined the role of trust as a 

predictor of purchasing intention, loyalty and post purchasing intention, outcome of e-

WOM and many other factors, moderator on purchase intention, and mediator on the 

effect of satisfaction on continuous use or loyalty. However, there is acute shortage of 

empirical research to investigate the effect of e-WOM perceived attributes on user's 

intention to continuously use s-commerce services through trust.   

Morgan and Hunt (1994) theorized that an elevated level of trust can lead directly to 

commitment of the customers. Trust is believed to promote commitment both in 

interaction efficiency and fulfillment of social needs of the customers (Chen et al., 

2014). Due to the fact that commitment is considered as a central to build a successful 

and friendly long-term relationship and develop relational transaction. This study 

considers commitment as one of the factors that mediate the relationships between 

perceived attributes of e-WOM and continuous use intention, Next section discusses 

literature related to commitment.   
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2.6.2 Commitment 

Commitment is among the critical issues in the customer behavior literature and 

customer relationship (Shi, 2014). Businesses cannot build good relationships with 

cannot without the presence of commitment (Shi, 2014). Commitment is “the degree 

to which a use is willing to maintain the relationship with the Web site” (Liang et al., 

2011). Commitment is the willingness of one party to build long term relationship with 

another party (Morgan & Hunt, 1994). In online community context, commitment 

refers to members’ desire to maintain their relationships with the brand community 

(Kuo & Feng, 2013). In this case, commitment relationship measures consumer’s 

loyalty, as well as profitability and efficiency improvement (Lee, Park, Lee & Yu, 

2008; Morgan & Hunt, 1994). 

In line with that, commitment is a central variable whose outcome can be achieved and 

clarified by reducing consumers turnover, providing higher motivation, and increasing 

organizational citizenship behaviors (Morgan & Hunt, 1994) and which results in 

building and maintaining customer relationship (Noor, 2012). The notion of 

commitment has recently been leveraged to investigate customer post adoption 

behavior with respect to online services (Zhou, Fang, Vogel, Jin & Zhang, 2012) 

In his empirical study, Hashim (2012) revealed that commitment positively affect 

continuous behavior. It is believed that, commitment is one of the main factors that 

lead to produce positive e-WOM and enhance firm’s image and reputation alike, that 

leads to increase business’s opportunities of retaining consumers (Noor, 2012). 

Furthermore, Hong et al. (2013) argue that relationship commitment is critical factor 

to be considered for the successful use of social media. Consequently, numbers of 

studies have found significant positive relationship between commitment and 
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continuous behavior (Hashim & Tan, 2015; Hong et al., 2013; Hashim, 2012; Hashim 

et al., 2012; Yen, 2009). For instance, Yen (2009) revealed that the commitment of 

users to relationships established in online community reduce their willingness to leave 

the community. Additionally, according to Hong et al. (2013) having commitment to 

virtual community can significantly influence users’ continuous usage intention and 

increase their loyalty to the virtual community. Similarly, Zhang, Tian and Jin (2015) 

found that when a user has a high sense of commitment, he /she will have more 

intention to further use online knowledge repositories, then could be continuance 

intention on online services, and give full play to its value. In line with these results, 

user’s commitment has been found to have direct significant positive influence on 

continuous to adopt online communities (Wang & Datta, 2006; Yen, 2009). On the 

other hand, Kuo and Feng (2013) confirmed that the link between positive perceived 

benefits (i.e., intrinsic and hedonic benefits such as perceived usefulness and 

enjoyment) and commitment has been supported in various contexts.  

As a mediating variable, Hashim and Tan (2015) propose that commitment plays a 

mediating role on the continuous use behavior. Hashim and Tan (2015) contended that 

commitment plays a mediating role on the relationship between satisfaction and 

continuous behavior in online social communities. However, to the best of this study 

knowledge there is limited studies that examined the mediating role on the relationship 

between perceived attributes derived from e-WOM and continuous use intention. 

In summary, trust and commitment play key role to improve consumers’ continuous 

use intention. Additionally, several studies revealed that trust and commitment can 

play a mediating role between social support and continuous behavior. In this regards, 

this study examined the mediating role of trust and commitment on the relationships 
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between perceived attributes derived from e-WOM and continuous intention to use s-

commerce services. Next section discusses the related theories used to develop the 

model of this study.  

2.6.3 Trust and Commitment as Mediators 

It has been proposed that trust and commitment are key mediating variables for 

successful marketing and gain the competition which will then contribute to build 

consumers’ decision to continuously use certain product (Van Vuuren, Roberts-

Lombard & Van Tonder, 2012; Wu et al., 2010). Wang, Gu, An and Zhou (2014) prove 

that trust and commitment are looked as the symbol of long-term relationship 

formation.  In view of this, the following subsections discuss the role of trust and 

commitment as mediating variables on the relationships between perceived attributes 

of e-WOM and continuous use intention of s-commerce. 

2.7 Related Theories 

Several theories and models exist in the literature trying to explain the users’ 

continuous use intention of different technological systems and the factors that 

influence and predict the intentional behavior like the Theory of Reasoned Action 

(TRA), Theory of Planned Behavior (TPB) (Ajzen, 1985), Technology Acceptance 

Model (TAM) (Davis, 1989), Expectation Confirmation Theory (ECT), Diffusion of 

Innovation Theory (DIT), Motivational Model (MM), Social Cognitive Theory (SCT), 

Commitment-Trust Theory (CTT) (Morgan &Hunt, 1994), and Unified Theory of 

Acceptance and Use of Technology (UTAUT). However, TAM, TPB and ECT 

(Oliver, 1980) are the widely used theories in examining consumers’ continuance 

intention in the online business environment (Hossain & Quaddus, 2012). Next sub-

sections present the most theories used by previous studies in a more detail. 
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2.7.1 Theory of Planned Behavior (TPB) 

The theory of planned behavior (TPB) (Ajzen, 1991; Ajzen, 1985) is determined by 

the intention to perform the behavior. The behavioral intention is, in turn, determined 

by an attitude towards the behavior, subjective norms and perceived behavioral 

control. In addition, TPB views perceived behavioral control as having a direct effect 

on behavior.  

It could be defined along three constructs: the attitude towards behavior is seen as a 

function of behavioral beliefs and outcome expectations. Subjective norms mean a 

function of normative beliefs and the motivation to comply. Normative beliefs are the 

perceived opinions of the persons or groups potentially important to the individual, 

whereas the motivation to comply reflects the importance attached to a specific 

referent. Finally is the perceived behavioral control which refers to the presence or 

absence of the requisite resources and opportunities necessary to perform a specific 

behavior. Perceived behavioral control is determined by control beliefs, i.e. the 

perceived availability of e.g. skills and resources, whereas perceived facilitation is the 

evaluation of the importance of these resources (Ajzen, 1991). 

The TPB has been a very popular theory for the development of various types 

information technology acceptance, usage and adoption Researchers studying the use 

of IT have recently taken different approaches to define the beliefs which contribute 

to one's attitude towards using IT. The theory fundamentally emphasizes users’ belief 

as the major determinant for the acceptance and usage of a technology (Pavri, 1988; 

Ajzen & Fishbein, 1980). As identified in Figure 2.2, the TPB consider attitude, 

subjective norms and behavioral control as the antecedents of behavioral intention and 

subsequently actual behavior (Madden, Ellen, & Azjen, 1992). Major advantage of this 
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model is that it studies the behavior aspect of individual and their eventual behavior 

towards a certain technology (Kibet, 2016). The major disadvantage of this model is 

that it does include the adoptions aspect of technology as proposed in the TAM model 

by Davis (1989) (Kibet, 2016). 

 

 

 

Figure 2.2. Theory of Planned Behavior.  

Source: Legris, Ingham and Collerette (2003).  

This theory has been used widely in literature to explain continuous use behavior in IS 

(e.g., Mouakket, 2015; Hajli et al., 2016; Hsu et al., 2006; Cheung, Chan & Limayem, 

2005). For instance, Mouakket (2015) integrates TPB with expectation confirmation 

theory (ECT) to predict users’ continuance usage intention towards social media and 

finds that user satisfaction, perceived usefulness, and subjective norms significantly 

influence continuance intention. Wang et al. (2014) mentioned that ECT is becoming 

one of the dominant theoretical perspectives to study consumer post purchase 

behavior, and service marketing in general. Hence, next section explains ECT.  

2.7.2 Expectation Confirmation Theory (ECT) 

Expectation confirmation theory (ECT), also called expectation disconfirmation 

theory, was developed by Oliver (1980). This theory developed to study customer 
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service (Oliver, 1980). In other words, an individual will have the intention to continue 

using certain IS and Technology product or services after satisfaction is formed and it 

is useful for him. ECT describes customer satisfaction by comparing the perceived 

performance with the expectation before consumption.   

ECT posited that users’ continuous use intention is determined primarily by their 

satisfaction with prior use of the product or service (Oliver, 1980). In other words, an 

individual will have the intention to continue using certain IS and Technology product 

or services after satisfaction is formed and it is useful for him. This theory clarifies 

how consumers’ satisfaction with prior use of product or service determines their 

repurchase intention. In this regard, Yen (2009) stressed that satisfaction does not 

always predict continuous use behavior. In addition, Lu and Gallupe (2016) argued 

that examining satisfaction do not address the question of why people discontinue 

using s-commerce. Furthermore, in s-commerce the main key characteristic of s-

commerce is to support the communication level and social interaction (Majali & 

Bohari, 2016; Lu et al., 2016). Based on that, satisfaction is important, though, it is not 

enough to understand the continuous use intention within the context of social media. 

The most important strength of the ECT model is that it explains the combination of 

both pre-usage (expectation) and post-usage (perceived performance) experiences of 

users. In other words, ECT does not only proffers the factors for initial usage or 

purchase, rather it theorizes the factors that determine repurchase intentions (Oliver & 

DeSarbo, 1988). As identified in Figure 2.3, the ECT model establishes that 

technology users formed (ex-ante) expectations of the technology-product or service 

prior to purchasing it. Subsequently, the usage of technology will result in an (ex-post) 

perceived performance that is influenced by their expectations. If the difference 
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between actual performance and expectations was is substantial, the perceived 

performance would similarly increase with their expectations. Additionally, users’ 

expectation and the experienced perceived level of confirmation positively affects their 

satisfaction. Therefore, when consumers confirmed their expectation and perceived 

performance, customers’ satisfaction would be increased. Finally, satisfied consumers 

will, therefore, form an intention to repurchase re-use the technology (Lin, Wu & Tsai, 

2005). 

 

 

 

 

Figure 2.3. Expectation Confirmation Theory (ECT).  

Source; Lin et al. (2005). 

In a nutshell, the ECT basically explains the extent to which users’ perceived 

expectations towards the functionalities and performance of a technology are realized 

by the actual usage of the technology. Thus, by realizing such expectations, users are 

convinced to continue using the technology (Bhattacherjee & Lin, 2015; Hsieh & 

Wang, 2007; Mantymaki & Islam, 2014). Basically, researchers have validated the 

ECT model as the overall confirmation of expectations of usefulness, confirmation of 

ease of use, and confirmation of attitude which subsequently evoke their continuous 

usage intention (e.g., Jang et al., 2013; Chang & Zhu, 2012; Yin, Cheng & Zhu, 2011; 

Venkatesh & Goyal, 2010; Terzis, Moridis, & Economides, 2013; Brown, Venkatesh, 

& Goyal, 2014). However, even though the ECT model has been used widely in 
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literature to explain continuous use behavior of information systems. This current 

study employs TAM as one of the underpinning theories guiding the composition of 

the proposed model because according to Hong et al. (2006) who employed both TAM 

and ECT for understanding the continued IT usage behavior, they concluded that TAM 

is more parsimonious theory, and this suggested that TAM could be an applicable tool 

for predicting continued usage behavior. The next section will explain TAM. 

2.7.3 Technology Acceptance Model (TAM) 

The TAM (Davis, 1986; Davis, 1989) was developed to explain and predict why and 

how users accept a computer-based information system based on the TRA, expectancy 

theory, and self-efficacy theory. Davis (1986) and Davis (1989) focused on the end-

user systems that are directly used by organizational members voluntarily to support 

their work performance. The main purpose for the development of the TAM was to 

identify how external factors influence internal beliefs, attitudes, and intentions (Davis 

et al., 1989). Davis et al. (1989) suggested that uncontrollable environment variables 

(e.g., system design characteristics, user characteristics, and task characteristics) can 

be considered external variables because the TRA assumes that any other factors 

influence behavior directly by influencing attitudes, subjective norm, or their relative 

weights.  

The TAM as shown in Figure 2.4 posits the relationships among the constructs derived 

from the TRA, expectancy theory and self-efficacy theory. The TAM consists of the 

ability to predict intentions in terms of their attitudes, perceived usefulness, perceived 

ease of use, and related variables (Davis, 1993). Davis (1986) considered attitude, 

perceived usefulness, and perceived ease of use to be user motivations. User 

motivations can be categorized by affective responses (e.g., attitudes) and cognitive 



 

58 

response (e.g., perceived usefulness and perceived ease of use) to a certain information 

technology (Davis, 1986). 

 

 

 

 

Figure 2.4. Technology Acceptance Model 

Source: Legris et al. (2003). 

The TAM includes the relationships among its constructs. According to the TAM, a 
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on behavioral intention and the joint effect of perceived usefulness and perceived ease 

of use on attitude were drawn from Fishbein and Ajzen’s (1975) TRA. The direct and 

mediating effects of perceived ease of use and perceived usefulness were derived from 

expectancy theory and self-efficacy theory. In particular, the TRA primarily provided 

the theoretical rational for the TAM. 

The relationships among the TAM constructs have suggested both theoretical and 

practical implications in the workplace. The direct effect of attitude on behavioral 

intentions was postulated to develop behavioral intentions toward using a computer 

system based on a cognitive evaluation of how individuals believe it will improve their 

job performance. The joint effect of perceived usefulness and perceived ease of use on 

attitudes posits that if people believe that using a particular system would enhance their 

job performance and the system is easy to interact with, they will have a positive 

attitude toward using the system. The direct effect of perceived ease of use and 

perceived usefulness was drawn from the notion that people believe that the system 

does not need any special challenging tasks to learn and it is easy to use. Consequently, 

they believe the system will improve their job performance (Davis et al., 1989). 

However, the effect of perceived ease of use on perceived usefulness was not originally 

included in the TAM because perceived usefulness involves the expected overall 

impact of system use on job performance (i.e. process and outcome). Conversely, ease 

of use is related only to those performance impacts regarding the process of using the 

system in itself (Davis, 1993). 

In addition to the perceived usefulness and perceived ease of use, Davis et al. (1992) 

reported that perceived enjoyment has a significant effect on behavioral intention. 

Perceived enjoyment is referred to as the perception of enjoyment towards a particular 
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enjoyment (Kim & Zhang, 2010). Hence, perceived enjoyment is a crucial factor for 

explaining users’ attitude towards an information system (Lee et al., 2005). Previous 

researchers on information system unanimously demonstrated that perceived 

enjoyment is one of the factors that determine the adoption and re-adoption of an 

information system. Consequently, Davis et al. (1992) extend the original TAM with 

the introduction of perceived enjoyment to the TAM.   

Perceived enjoyment is a significant motivation for shopping. Hence, perceived 

enjoyment should be integrated into the TAM in order to understand online consumer 

behavior in depth (Yoo, 2014). Further, researchers suggested that the extended TAM 

with perceived enjoyment explains the user’s information technology intention 

behaviors better than the original TAM (Yoo, 2014). Therefore, the role of perceived 

enjoyment in the TAM has been tested in the online context by many scholars (e.g., 

Bounkhong, 2017; Elwalda et al., 2016; Nguyen, 2015; Chang, Hung, Cheng & Wu, 

2015; Yoo, 2014; Gao & Bai, 2014; Tu, Fang, & Lin, 2012; Mantymaki & Merikivi, 

2010; Lingyun & Dong, 2008). Elwalda et al. (2016) collected data from actual online 

buyers for their study using survey. They find that the intention of customers to shop 

online and their trust are significantly influenced by their perceptions of usefulness, 

ease of use and enjoyment towards e-WOM. Perceived enjoyment is a significant 

intrinsic and hedonic motivation for shopping online. Lingyun and Dong (2008) 

conceptually extended the works on TAM in the e-commerce research by integrating 

three additional factors one of them is perceived enjoyment. 

The significant role of perceived enjoyment in the TAM was highlighted in the social 

media as well (Chang et al., 2014; Mantymaki & Merikivi, 2010). For instance, Chang 

et al. (2014) focused on perceived usefulness, perceived ease of use and perceived 
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playfulness to explain why users of social media are continue using it. They collected 

data using an online survey with 671 Facebook users. Their results suggest that 

perceived ease of use is the primary predictor of user’s intention to continue to use 

social media, and perceived playfulness may have facilitated users’ continued 

intentions to use social media. In addition, they find that perceived usefulness 

significantly affected the intention to continue to use social media. Similarly, 

Mantymaki and Merikivi (2010) examined user’s intention to continue to use social 

media by applying TAM. In their study data were collected from 2215 actual users. 

They found that perceived enjoyment is the main determinant of the continuous use 

intention.  

Similarly, the benefit of perceived enjoyment has been highlighted in the context of s-

commerce (Bounkhong, 2017). Bounkhong (2017) adopted the TAM to examine 

factors affecting consumer’s attitudes and intentions to purchase fashion products 

through s-commerce. Data were collected from 531 college students through online 

survey. The results confirm that perceived usefulness, perceived ease of use, and 

perceived enjoyment of s-commerce have a positive impact on consumer’s attitudes 

and intentions to purchase fashion products within the context of s-commerce.    

The role of perceived enjoyment in the TAM has been tested in the context of Internet 

technology use. For instance, Gao and Bai (2014) collected data from 368 Chinese 

consumers. They found strong support for the effects of perceived usefulness, 

perceived ease of use, and perceived enjoyment in predicting the behavioral intention. 

In the context of mobile games perceived enjoyment has been hypothesized as the 

central driver of continual use (Nguyen, 2015). Nguyen (2015) collected data from 

220 actual players of mobile game through online survey distributed on different 
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mobile game forums and social networking sites. The study found that perceived 

enjoyment has significant effect on continuance intention.  

TAM has been widely applied to investigate user’s behavioral intention of various 

types of technology including social media (Ayeh, 2015), e-WOM (Elwalda et al., 

2016; Liang et al., 2013; Hsu, Chang, & Lin, 2013), e-commerce (Fayad & Paper, 

2015; Pavlou, 2003), e-banking (Raida & Neji, 2013), e-retailing (Renko & Popovic, 

2015), mobile marketing (Wong & Zhou, 2015), and knowledge management systems 

(Lin, 2008). For instance, Lin (2008) developed and empirically tested an integrated 

knowledge management continuous use model. This author applied TAM to examine 

technology acceptance/continuous use and introduced commitment to explain 

continued IS usage.  

The main advantages of TAM are that it gives the factors which can lead to adoption 

of information system and has leeway for extension comparatively to competing 

models (Kibet, 2016). In other words, it can be extended when new technologies are 

introduced (Zafiropoulos, Karavasilis, & Vrana, 2012). However, it has also 

disadvantage which is mainly represented in that it fails to evaluate some of the barriers 

that prevent the adoption of technology (Kibet, 2016). 

Based on the above discussion and examples, it is recognizable that the TAM has been 

used to explain the effect of information adoption, and the continuous use behavioral 

intention (Abed et al., 2016; Chang et al., 2014; Mantymaki & Merikivi, 2010). TAM 

is a powerful model to explain users’ behavioral intention (Bounkhong, 2017; Elwalda 

et al., 2016). The practical utility of TAM stems from the fact that s-commerce is 

technology-driven (Pavlou, 2003). Bounkhong (2017) confirms the robustness of the 
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TAM within the s-commerce context. They utilized the TAM to explain consumer’s 

attitude and intentions to shop within the context of s-commerce.  

Many researchers have confirmed that the TAM is able to explain the continuous use 

behavioral intention as well. For instance, Mantymaki (2011) suggested using TAM 

as a theoretical model for predicting continued usage behavior. In addition, Li (2016) 

points out that TAM can predict not only user’s acceptance behavior but also 

continuous use intention. Therefore, in this study TAM is applied to examine the 

perceived derived attributes from e-WOM. According to Elwalda et al. (2016) there 

are few studies examined the impact of e-WOM perceived derived attributes on 

continuous use intention. However, those studies focused on examining the direct 

relationship between perceived attributes derived from e-WOM and behavioral 

intention (e.g., Elwalda et al., 2016; Elwalda & Lu, 2014). Due to the fact that 

examining the mediating role of a particular variable helps to explain how or why two 

other variables are related (Fairchild & McQuillin, 2010). Furthermore, Hashim and 

Tan (2015) clearly stated that examining the mediating effect of trust and commitment 

can give additional insights to why users discontinue using certain services despite 

they have establish positive experience. Therefore, this study will examine the 

mediating role of trust and commitment on the relationship between perceived 

attributes derived from e-WOM and continuous use intention within the context of s-

commerce by integrating CTT with TAM. The following section discusses how this 

study employed CTT in details. 
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2.7.4 Commitment-Trust Theory (CTT) 

Commitment-trust theory (CTT) has been developed by Morgan and Hunt (1994) who 

argued that the success of marketing relationship depends largely on the contextual 

factors (i.e., trust and commitment) that facilitate the relationship. Trust means the 

“confidence in an exchange of partner’s reliability and integrity” (Morgan & Hunt, 

1994), while commitment means “an exchange of partner believing that an on-going 

relationship with another is so important as to warrant maximum efforts at maintaining 

it”. Based on this theory, trust and commitment are mediating variables between 

relationship termination costs, relationship benefits, shared values, communication, 

and opportunistic behavior as antecedents’ factors and acquiescence, propensity to 

leave, cooperation, functional conflict, and decision-making uncertainty as outcome 

factors (Morgan & Hunt, 1994).  

Previous studies in relationship marketing have shown strong support of the theory by 

considering trust as a psychological aspect and commitment as an outcome variable 

that keep both parties maintaining a relationship (Hashim, 2012). According to this 

theory, trust and commitment can encourage a successful relationship by 1) upholding 

the relationship by promoting a cooperative environment between exchange partners; 

2) help partners abstain from attractive short-term alternatives and in favor of long-

term benefits; and 3) viewing potentially high-risk actions as being prudent and 

believing that their partners will not act opportunistically as show in Figure 2.5. 
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Figure 2.5. Commitment-Trust Theory 

Source; Morgan and Hunt (1994)  

This theory would apply to almost all relational exchanges (Morgan & Hunt, 1994). 

Previous studies have used this theory to examine various relational context like online 

retailing relationships (Mukherjee & Nath, 2007), consumer-enterprise relationships 

through micro-blogging (Hsu, Liu & Lee, 2010), consumer-bank relationships using 

Internet banking, IS department-user service relationships (Carr, 2006), relationships 

between researchers (Rampersad, Quester & Troshani, 2010), and knowledge sharing 

within online communities (Hashim & Tan, 2015; Hashim, 2012). The use of this 

theory can also be extended to the context of s-commerce. This is because previous 

experience sharing within s-commerce also is based on the social relationships that 

exist between users. In addition, s-commerce is a commercial hub, where trust is very 

important to make the transaction. Through social exchange, users collaborate to make 

their decision.  

Past studies confirmed that CTT sheds lights on each stage of relationship development 

and supports research in various contexts (Shi, 2014). Compared with other theoretical 
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models with centered on other factors of relationship quality such as customer loyalty, 

satisfaction and continuance intention (Shi, 2014; Yen, 2009), the CTT provides a 

more comprehensive theoretical framework with regard to the emerging commitment 

and trust issues on s-commerce, and enables the researchers to understand specific 

antecedents and outcomes of both trust and commitment (Shi, 2014). Based on CTT, 

this study proposes the research model as including relationship mediators.   

The existing continuous use literature also shows that trust and commitment are able 

to influence users’ continuous use when using social networks (Hashim & Tan, 2015; 

Hashim, 2012; Yen, 2009). According to Yen (2009), trust and commitment are two 

important factors that influence users’ continuous participation significantly within an 

online community. However, within an online community, user trust and commitment 

will decrease if others show opportunistic behavior (e.g., lurking). Users in an online 

community do care about each other especially when other users keep their promises. 

If users view others as opportunistic, it can reduce their trust and commitment and at 

the same time lower their intention to participate continuously within a community 

(Yen, 2009). Hashim and Tan (2015) also stressed that CTT is a suitable approach for 

explaining continuous use behavior in an interactive environment because examining 

the mediating role of trust and commitment can give additional insights to why users 

discontinue using certain services despite they have establish positive experience. 

Chen et al. (2014) also stressed that CTT is a suitable theory for understanding the 

consumers’ behavior intention in the s-commerce environment because it is useful to 

understand the benefits and impacts of online relationship exchange. However, to what 

extent trust and commitment can mediate the relationships between the perceived 

attributes derived from e-WOM communication and users’ continuous use behavior 

intention is not clear. Hence, examining the mediating effect of these two important 



 

67 

variables can add better understanding of how these factors influence users’ 

continuous use behavioral intention beyond the direct relationship demonstrated by 

previous studies. 

2.8 Research Gaps 

As evident in the literature reviews presented in the above sections and most especially 

the literature review presented in Table 2.3, it can be summarized that the majority of 

studies were conducted within western and developed countries such as Korea, United 

States, and Germany. Only few studies examined the issues related to continuous use 

within developing countries, and most of them focused on China (e.g., Zhang et al., 

2017; Chang & Zhu, 2012; Yin et al., 2011). This highlights the scarcity of empirical 

studies that were conducted within developing countries such as Malaysia. For 

instance, Hajli et al., (2010) who focused on the continuous participation of online 

communities is the only study recorded from Malaysia. Therefore, it is important to 

know the factors that influence continuous use intention in Malaysia since the 

economy growth of China is more advanced than Malaysia as shown in Figure 2.6.  
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Figure 2.6. GDP Growth of Asian Economies (in percent) 

Source: Asian Development Bank (2018) 

Additionally, based on previous researches most of studies focused on battery of 

factors most commonly satisfaction (e.g; Krasnova, Veltri, Eling & Buxmann, 2017; 

Lin et al., 2016; Hashim & Tan, 2015; Mouakket, 2015; Al-Haidari & Coughlan, 2014; 

Chang et al., 2014; Villarejo-Ramos, et al., 2014; Chang & Zhu, 2012; Chen et al., 

2012; Mosavi & Ghaedi, 2012; Hashim 2012; Yin et al., 2011; Kim & Zhang, 2010; 

Qin, 2007) as the major predicting factor to continuous use behavior and intention. 

Only a few researchers consider the influence of e-WOM and its virtual attributes on 

customers’ or users’ behavior in the context of e-commerce and s-commerce (Elwalda 

& Lu, 2014).  In view of the unanimous conclusions from previous studies on the vital 

role of e-WOM in the context of s-commerce (Gunawan et al., 2016; Elwalda et al., 

2016; Elwalda & Lu, 2014; Chen et al., 2012), this present study considers the 

attributes of e-WOM in explaining continuous use intention of s-commerce.  
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In this regard, it has been argued that, e-WOM is an efficient means of capturing and 

retaining customers, as it presents a high level of credibility to developing long-term 

relationships as relational marketing suggests (Villarejo-Ramos et al., 2014). Hajli and 

Sims (2015) stated that e-WOM supports consumers' acquisition of services and 

products. These authors added that it shapes s-commerce and provides a set of values. 

Additionally, WOM also enhances creativity and has led to increase sales for traders. 

In spite of the fact that, the literature is replete with discussions on the importance of 

e-WOM in influencing continuous use behavior, the investigation of its impact on 

continuous use behavior is quite limited (Elwalda & Lu, 2014).  

In particular, the perceived attributes of e-WOM including; perceived derived 

attributes of e-WOM are suggested to be a main key affecting factors on customers’ 

intention (Elwalda et al., 2016). Such importance of perceived derived attributes raises 

the need for investigating their effects on consumer’s continuous use intention. 

Meanwhile, limited studies have been conducted on how these perceived derived 

attributes of e-WOM contribute to explain customer’s continuous use intention in the 

context of s-commerce (Elwalda et al., 2016). More so, the few studies (Majali & 

Bohari, 2016; Kim & Park, 2013) as shown in Table 2.3 rather focused on users’ 

intention to share e-WOM.  

Additionally, Lu et al. (2016) clearly stated that the presence of human and social 

elements is claimed as the major challenge hindering the growth of e-commerce. On 

the other hand, new design features built upon social media and Web 2.0 technologies, 

including ratings, comments, social proof, and reciprocity applications (Huang & 

Benyoucef, 2013) have enhanced customer participation and allow them to collect 

socially rich information (Lu et al., 2016). Furthermore, Lin et al. (2017) highlighted 
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that in today’s businesses many firms and organizations have moved their businesses 

online and engaged their consumers on social media, which created new opportunities 

for firms and organizations to gain business values through the interaction with their 

consumers. Based on that, theorists have claimed satisfaction is important, though, it 

is not enough to understand the continuous use intention within the context of social 

media since ongoing relationship within social media does not only depend on user's 

feeling of satisfaction (Yen, 2009). Therefore, many researchers (e.g; Elwalda et al., 

2016; Hidayat, Zalzalah, & Ekasasi, 2016; Steyn & Mawela, 2016; Chou & Hsu, 2016, 

Gao & Bai, 2014) who have examined the continuous use behavioral intention have 

included social factors into their hypothesized models. For example, Ho (2010) 

examined continuous use behavior in a micro-blog platform from the perspective of 

social support. Likewise, Hajli et al. (2016) proposed a social-related influence 

construct that drive the post-adoptive intentions and behaviors of online communities. 

Liang et al. (2011) used social support to examine s-commerce behaviors. Hsu and Wu 

(2011) examined the influence of social influence on users’ continuous use of 

Facebook in Taiwan. Li and Wang (2017) choose social influence to examine 

continuous use within the context of social media.  

However, Lu and Gallupe (2016) argued that examining satisfaction and social factors 

do not address the question of why people discontinue using s-commerce. At the same 

time, Majali and Bohari (2016) as well as Lu et al. (2016) argued that the main key 

characteristic of s-commerce is to support the communication level and social 

interaction. Cho (2015) suggested that theories such as TPB or ECT, which attribute 

people, discontinue use behavior to the users’ unmet expectations and perceived 

mental images. Chofurther argues that these theories only explain a small set of drivers 

of discontinuous behavior. 
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In addition to satisfaction, continuous intention has also been investigated from the 

perspective of trust (Chou & Hsu, 2016; Elwalda et al., 2016; Gao & Bai, 2014; Hajli, 

2013; Mosavi & Ghaedi, 2012; Al-hawari & Mouakket, 2012; Hsu et al., 2010; 

Sledgianowski & Kulviwat, 2009; Yen, 2009; Li, Browne & Chau, 2006). Trust is 

regarded in the literature as a foundation of e-commerce and the most critical factor 

for its success (Lu et al., 2016). It is even more important for s-commerce. According 

to Kim and Park (2013) trust enables business to achieve goals such as improving and 

enhancing relationship with consumers or increasing consumers purchasing behavior. 

In other words, trust can affect business sustainability. Trust has been widely examined 

in literature as an antecedent factor for continuous intention and loyalty (e.g. Potgieter 

& Naidoo, 2017; Steyn & Mawela, 2016; Qin, 2007).  

Also, Morgan and Hunt (1994) explained that trust and commitment have been 

identified as central in building and maintaining successful long-term relationship. 

According to Valenzuela and Vasquez-Parraga (2006) when business managers want 

to build loyalty among their users, they should not only work on satisfying them, but 

also on establishing long-lasting relationships with them through trust and 

commitment. Since trust and commitment are important for building, enhancing and 

maintaining long-term relationship many studies have examined them as antecedents 

of continuous use behavior (e.g. Potgieter & Naidoo, 2017; Hidayat et al., 2016; 

Omidinia, Matin, Jandaghi & Sepahyar, 2013; Yen, 2009; Li, Browne & Chau, 2006). 

Additionally, the direct influence of trust and commitment has been identified as 

salient factors predicting users' behavior in online environment (Hashim, 2012).  

In sum, examining satisfaction and do not address the question of why people 

discontinue using s-commerce (Lu & Gallupe, 2016). At the same time, Majali and 
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Bohari (2016) as well as Lu et al. (2016) argue that the main key characteristic of s-

commerce is to support the communication level and social interaction. In this regard, 

some researchers have examined the role of e-WOM on consumer's loyalty and post-

purchasing behavior (Salehnia et al., 2014; Huang, Shao & Wang, 2013; Yoo et al., 

2013; Dithan, 2011). Nevertheless, due to the complex nature of the problem, such a 

relationship is not yet entirely understood (Elwalda & Lu, 2014).  Therefore, based on 

the findings of previous researchers (e.g., Bilton, 2016; Hashim & Tan, 2015; Hashim, 

2012; Hsu et al., 2010) on the importance of social factors such as; trust and 

commitment, this study proposes the mediational effect of trust and commitment on 

the relationships between perceived attributes of e-WOM and continuous intention of 

s-commerce. These hypotheses are developed in the following sections. 
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Table 2.3 

Summary of prior studies on continuous use behavioural intention. 

Author(s) Country  Brief Description IV(s) DV(s) Field of study Brief finding(s) 

Potgieter and 

Naidoo (2017) 

South 

Africa 

To investigate the extent to which 

perceived value, service quality and 

social factors influenced the 

customer’s intention to continue 

using a global motor vehicle firm’s 

social media-based online brand 

community (OBC). 

trust, perceived 

responsiveness, 

perceived usefulness, 

perceived ease of 

use, social norms 

members’ 

intention to 

continue using the 

firm’s OBC 

s-commerce The results indicate that service 

quality factors such as trust and 

social influence factors such as 

social norms explain a greater 

part of the variance in OBC 

continuance intention compared 
with utility factors such as 

perceived usefulness. The effects 

for responsiveness and ease of 

use were not statistically 

significant. 

Lee & Kim 

(2017) 

Korea the studies on the integrated model 

encompassing SNS qualities 

Including information, system and 

service quality, hedonic value 

(which are gratifications for SNS 

usage), flow, relationship quality 
(which are trust and satisfaction), 

continuous intention are almost 

nonexistent. 

 

 

 

 

Relationship quality 

(trust and 

satisfaction)  

continuous 

intention 

Social media Conceptual study 
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Table 2.3 (Continue) 

Krasnova et al. 

(2017) 

Since the 

study was 

based in 

Germany 

To theorize and investigate gender 

differences in the determinants of 

continuous intentions, this study 

draws on the expectation-

confirmation model, the uses and 

gratification theory, as well as the 

self-construal theory and its 

extensions. 

Satisfaction, (age and 

number of friends are 

not the focus of their 

study but they 

integrate them as a 

control variables) 

 

continuous 

intentions 
Social media While both men and women are 

motivated by the ability to self-

enhance, there are some gender 

differences. Specifically, while 

women are mainly driven by 

relational uses, such as 

maintaining close ties and 

getting access to social 

information on close and distant 

networks, men base their 

continuous intentions on their 

ability to gain information of a 

general nature. 

Elwalda et al. 

(2016) 

London Examines the relationship between 

perceived attributes of online 

customer reviews and purchase 

intention. 

Perceived 

usefulness, perceived 

ease of use, 

perceived enjoyment, 

perceived control, 

attitude, and trust 

Purchase intention Online shopping Customers’ intention to purchase 

online is significantly influenced 

by perceived attributes of online 

customer reviews and trust.  

Hidayat et al. 

(2016) 

Indonesia To examine the influence of trust, 

commitment, communication, and 

conflict handling in customer 

loyalty. 

Relationship 

Marketing (trust, 

commitment, 

communication, 

conflict handling) 

Customer loyalty fast food restaurant 

business 

showed a positive influence 

between relationship marketing 

dimensions and customer loyalty 

Majali & 

Bohari (2016) 

N/A The study aims to detect what drive 

individuals to share their 

consumption experience or product 

related-information in social media. 

Social relational 

factors; trust, 

reciprocity, and 

sense of community.  

User’s intention to 

share their e-

WOM through 

social media. 

Social media Conceptual study 
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Table 2.3 (Continue) 

Hajli et al. 

(2016) 

Malaysia To investigate the constructs and 

related theories that drive 

continuance participation in on-line 

communities from their intention 

and behavior perspectives. 

Perceived value, 

social support, 

subjective norms, 

attitude and 

perceived behavioral 

control.  

Continuance 

Participation 

Behavior 

on-line communities The research demonstrates that 

users' continuance participation 

is dependent on their intention 

and behavior. 

Steyn & 

Mawela (2016)  
Africa To determine why consumers 

would opt for online purchasing. 

Trust, perceived 

benefits, perceived 

risks 

online purchasing 

intention  
e-Commerce The presence of the following 

antecedents, which provide the 

intrinsic motivation to transact 

online, is required on e-vendor 

websites for consumers to trust 

online purchasing: presence of 

third party seals; high quality 

product information; familiar 

processes; e-vendor reputation; 

product guarantees; public 

consumer feedback portals; and 

effective and accurate product 

delivery 

Zhang et al. 

(2016) 

China S-commerce enables companies to 

promote their brands and products 

on online social platforms. 

Companies can, for instance, create 

their pages on social networking 

sites to develop their relationship 

with consumers. In such 

circumstances, how to build 

consumers’ brand loyalty becomes 

a critical concern. 

Relationship quality 

(trust, commitment, 

and satisfaction) 

consumers’ brand 

loyalty 

s-commerce The finding suggests that loyalty 

is 

primarily determined by 

relationship quality 
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Table 2.3 (Continue) 

Gunawan et al. 

(2016) 
Indonesia To determine the effect of e-WOM 

on brand switching (continuous 

use) 

E-WOM Brand switching  

behavior 
s-commerce E-WOM partially and 

simultaneously affecting brand 

switching behavior through 

brand image. Therefore, e-

WOM, should be important 

variable to be concerned about in 

order to keep consumers from 

switching to other brands 

Lin et al. 

(2017) 

 

 

United 

States 

Developed an advanced framework 

to explain users’ SNS continuous 

decisions. The study proposes an 

SNS continuous model by 
integrating SNS-oriented constructs 

(perceived privacy risk, perceived 

enjoyment, perceived reputation, 

and community identification) into 

the established ECM-ISC model 

and introduce gender as a key 

moderator. 

user’s satisfaction users’ continuous 

decisions 

Social media Indicated that the relationship 

between privacy risk and SNS 

continuous intention is fully 

mediated by user’s satisfaction 

with SNS usage. 

Li & Wang 

(2017) 

 

 

 

 

 

 

U.S.  Self-determination theory, and net-

valence model, the study develops 

four models that explain 

individuals’ continuous intention. 

 

individuals’ 

continuous 

intention 

Social media individuals’ intention reasonably 

well, and net-valence model with 

perceived benefits and risks as 

second-order constructs explains 
the largest amount of variance of 

SNS continuous intention. 
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Table 2.3 (Continue) 

Chou & Hsu 

(2016) 
Taiwan However, little attention has been 

paid to how online customers’ 

shopping habit moderates the 

relationship between their 

evaluations of online services and 

repurchase intention. 

Perceived benefit 

(satisfaction with 

outcome quality + 

satisfaction with 

process quality) 

investment (trust + 

learning). 

repurchase 

intention 

Online customer 

shopping 

Our findings show that shopping 

habit increases the influence of 

emotional evaluation on 

continuous, while habit weakens 

the impact of rational evaluation 

on continuous intention. 

Lu et al. (2016) China  The study theorizes the nature of 

social aspect in online SC 

marketplace by proposing a set of 

three social presence variables. 

These variables are then 

hypothesized to have positive 

impacts on trusting beliefs which in 

turn result in online purchase 

behaviors 

Trust in sellers Purchase intention S-commerce The results confirm the 

significant positive impact of 

trusting beliefs on purchase 

intention in the context of online 

SC marketplace. Additionally, 
the findings suggest that social 

presence factors grounded in 

social technologies contribute 

significantly to the building of 

the trustworthy online 

exchanging relationships. 

Hajli & Sims 

(2015) 

London To investigate the role of social 

media in facilitating online 

communication between 

consumers through social 

commerce constructs, leading to 

online social support. 

 

 

 

Social support and 

social commerce 

constructs. 

Social commerce 

intention 

Social commerce The results show that social 

commerce intention was affected 

by social commerce constructs 

and social support. 



 

78 

Table 2.3 (Continue) 

Hashim & Tan 

(2015) 
N/A To examine the mediating role of 

identification trust and affective 

commitment on members’ 

continuous knowledge sharing 

intention 

Satisfaction  members’ 

continuous 

knowledge 

sharing intention 

Business online 

communities 

identification trust and affective 

commitment are significantly 

mediating the relationship 

between satisfaction and 

continuous knowledge sharing 

intention 

Cho (2015) South 

Korea  

The study discusses how the 

Heideggerian perspective with 

regard to equipment or technology 

can help us to understand 

technology discontinuance. 

the Heideggerian 

perspective 

technology 

discontinuance 

usage 

Social media Heidegger’s discussion on 

disturbance can rectify the 

current negative perception of 

discontinuance.  

Mouakket 

(2015) 

UAE Extended the expectation–
confirmation model by 

investigating the influence of 

enjoyment and subjective norms as 

critical factors that directly 

influence continuous usage 

intention, and added habit as a 

mediator between satisfaction and 

continuous intention. 

Satisfaction, 
perceived usefulness, 

enjoyment, habit, and 

subjective norms 

Continuous 

intention. 

Social media find that perceived usefulness, 

satisfaction, 

habit, enjoyment, and subjective 

norms explain 54.8% of the 

variance in continuance intention 

Al-Haidari & 

Coughlan 

(2014) 

Kuwait  Few studies have examined e-

WOM types of messages within the 

Middle Eastern context. 

 

 

 

 

Satisfaction 

 

Online communities 
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Table 2.3 (Continue) 

Elwalda & Lu 

(2014) 
London Examines the relationship between 

perceived attributes of online 

customer reviews and purchase 

intention. 

Perceived 

usefulness, perceived 

ease of use, 

perceived enjoyment, 

perceived control, 

attitude, and trust 

Purchase intention Online shopping Customers’ intention to purchase 

online is significantly influenced 

by perceived attributes of online 

customer reviews and trust.  

Chang et al. 
(2014) 

Taiwan Few studies have examined how 

SNSs can help build customers’ 

loyalty. 

Satisfaction with 

vendor, and trust in 

vendor. 

customers’ loyalty s-commerce   The results reveal that 

satisfaction with the vendor and 

trust in the vendor affect 

customer loyalty significantly. 

Villarejo-

Ramos et al. 

(2014) 

N/A The study aims to analyze the effect 

of e-WOM communication on the 

affective commitment developed by 

SNS users and its effect on the 

behavior of 

Loyalty. 

e-WOM, 

satisfaction, 
community 

commitment 

loyalty behavior 

in users of social 

media 

Social media Conceptual 

Gao & Bai 

(2014) 

China  The research aims to develop and 

test an integrative model of factors 

determining consumers’ acceptance 

of Internet of Things (IoT) 

technology. 

Perceived 

usefulness, perceived 

ease of use, trust, 

social influence, 

perceived enjoyment, 

perceived behavioral 

control. 

Behavioral 

intention to use 

Internet of Things The result show strong support 

for the effect of Perceived 

usefulness, perceived ease of use, 

social influence, perceived 

enjoyment, and perceived 

behavioral control. However, 

trust played an insignificant role 

in predicting the intention. 

Salehnia et al. 

(2014) 

Iran Presenting a model of loyalty based 

on trust. 

trust loyalty e-bank Trust enhances loyalty. 
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Table 2.3 (Continue) 

Kim & Park 

(2013) 
Korea, The study identifies the key factors 

in s-commerce, that is, the 

characteristics of s-commerce 

influencing Korean consumers’ 

trust in s-commerce. 

In addition, the study assesses the 

effects of trust on trust performance 

(purchase intentions and WOM 

intentions). 

s-Commerce 

Characteristics, and 

trust 

purchase 

intentions and e- 

WOM intentions 

S-commerce The results indicate that all the 

characteristics of s-commerce 

(except for economic feasibility) 

had significant effects on trust 

and that trust had significant 

effects on purchase and WOM 

intentions 

Yoo et al. 

(2013) 

Korea To understand how electronic word 

of mouth influences the online 

shopping patterns of customers. 

e-WOM 

communication 

Loyalty  e-commerce  The findings illustrate that the 

intrinsic motives are more 

important than the extrinsic ones 
as the antecedents of e-WOM 

participation. 

E-WOM will lead customers to 

build e-loyalty towards the 

online site. 

Hong et al. 

(2013) 

Korea To understand how users form their 

continuous usage intentions toward 

social software. 

Relationship 

commitment and 

system quality 

continuous usage 

intentions 

Social media System quality and relationship 

commitment are a significant 

determinants of continuous 

usage intention. 

Omidinia et al. 

(2013)  

Iran To assess the relation of 

relationship marketing factors and 
the customers’ loyalty and to assess 

the factors priority and the 

difference of these variables in the 

public and private banks in the 

province. 

trust, commitment, 

communication, 

conflict handling 

Customer loyalty public and private 

banks 

Commitment, trust, 

communication and conflict 
handling factors hold the first to 

fourth priorities in relation to the 

customers’ loyalty. 
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Table 2.3 (Continue) 

Hajli (2013) N/A Trust is an ongoing issue in e-

commerce and can be built through 

social commerce constructs 

Social commerce 

constructs, Trust, and 

perceived usefulness 

Intention to buy s-commerce Conceptual study.  

Chang & Zhu 

(2012) 

China 

 

 

This paper tested the role of 

perceived social capital and flow 

experience in driving users to 

continue using SNSs.  

Flow experience, 

satisfaction, 

perceived bonding 

social capital, 

perceived bridging 

social capital.  

continuous 

intention 

Social media Users’ SNS continuous intention 

is influenced by their level of 

satisfaction with initial use. 

Chen et al. 

(2012) 

N/A Examined the effect of satisfaction 

and e-WOM on continuous 

intention. 

Satisfaction and e-

WOM 

Continuance 

intention 

Social media continuous intention is 

influenced by  satisfaction and e-

WOM.  

Al-Hawari & 

Mouakket 

(2012) 

UAE To highlight how offline factors 

trigger online continual usage by 

customers’ of airline e-ticket 

booking services.  

Image, trust, 

subjective norms, 

and employee-based 

service quality.  

online continual 

usage 
e-ticket booking The results show that pre-

existing offline image and 

subjective norms have a direct 

significant relationship with 

online continual usage. 

However, trust has no direct 

relationship with  online 

continual usage   

Mosavi & 

Ghaedi (2012) 

Iran To examine the effects of customer 

satisfaction, complaint handling 

and shared value on trust and test 
the effects of trust on customers 

loyalty, commitment, and 

repurchase intention.  

Trust  Customers’ 

loyalty, 

commitment, and 
repurchase 

intention. 

Companies 

marketing products  

The results confirm that trust 

most influenced by   customer 

satisfaction, complaint handling 
and shared value. In addition, the 

results show that the most 

impacts of trust are on customer 

loyalty, commitment, and 

repurchase intention.  
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Table 2.3 (Continue) 

Hashim (2012) N/A The study aims to provide a better 

understanding of continuous 

knowledge sharing by:  

i) examining the characteristics of 

continuous knowledge sharing; 

and  

ii) predicting the determinants of 

members’ continuous knowledge 

sharing intentions within a business 

online community context 

Satisfaction, and 

perceived usefulness 

members’ 

continuous 

knowledge 

sharing intentions 

business online 

community 

The result confirms that social, 

personal, and technology-related 

enablers drive members’ 

continuous knowledge sharing 

intention. 

Yin et al. 

(2011) 

China Our model examines direct and 

indirect factors affecting users’ 

continuous 

Intention of SNS usage. 

Perceived 

usefulness, 
satisfaction, 

perceived enjoyment, 

structural 

embeddedness, 

perceived privacy 

risk.  

continued usage 

intention (CUI) 

Social media Different effects of individual 

motivations such as perceived 
usefulness and perceived 

enjoyment on continued usage 

intention (CUI) in SNS. We also 

find significant impact of non-

individual motivation (i.e., 

structural embeddedness) on 

CUI. 

Dithan (2011) Uganda to establish the relationship 

between relationship marketing, 

word of mouth communication and 

consumer’s loyalty in the Mobile 

Telecommunication Industry 

Relationship 

marketing, and word 

of mouth 

Customer loyalty Mobile 

Telecommunication 

Industry 

The findings indicate that a 

significant positive relationship 

existed between relationship 

marketing and customer’s 
loyalty. In addition, Findings 

reveal that a significant positive 

relationship exists between word 

of mouth and customer’s loyalty. 
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Table 2.3 (Continue) 

Hsu & Wu 

(2011) 
Taiwan to develop an integrated model 

designed to examine users’ 

continuance of Facebook 

Social influence, 

performance 

expectancy, effort 

expectancy, flow 

experience, and 

satisfaction 

users’ 

continuance 

intention of 

Facebook 

Social media Results show that users’ 

continuance intention of 

Facebook is determined by social 

influence, performance 

expectancy, effort expectancy, 

flow experience, and 

satisfaction. 

Liang et al. 

(2011) 

Taiwan To understand the user’s social 

sharing and social shopping 

intention 

in social networking Web sites 

Social support and 

Web site quality 

User’s intention to 

use social 

commerce and to 

continue using a 

social networking 

site.  

Social commerce The results indicate that Social 

support and Web site quality 

positively influence the user’s 

intention to use social commerce 

and to continue using a social 

networking site. 

Kim & Zhang 

(2010) 

United 

States. 

An individual’s technology 

continuance is determined by both 

continuance intention and habit 

Satisfaction and 

habit.  

individual’s 

technology 

continuance usage 

Mobile computing 

technology 

Conceptual  

Ho (2010) Taiwan The study used satisfaction and 

attitude as the main variables and 

integrated variables from TAM, 

ECM, COGM, and SDM that 

explainuser continuance intention 

to use e-learning platforms. 

Social support continuous use e-learning The results demonstrate that the 

four models explain and predict 

e-learning continuance intention. 

Yen (2009) Taiwan The study seeks to theorize the 
antecedents and consequence of 

relationship commitment in the 

VCs and identify how CTT can be 

adapted in a knowledge sharing 

environment. 

Relationship 
benefits, shared 

values, and trust 

Acquiescence, 
propensity to 

leave, and 

cooperation 

Online communities The findings show that 
relationship commitment and 

trust is the strongest predictor of 

members’ continuance intention. 
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Table 2.3 (Continue) 

Sledgianowski 

& Kulviwat 

(2009) 

U.S The study aims to investigate 

factors influencing user adoption of 

social media.  

Playfulness, critical 

mass, trust, 

normative pressure, 

perceived ease of 

use, and perceived 

usefulness 

Intention to use 

and actual use 
Social media  All the determinants have a 

significant direct effect on intent 

to use, with perceived 

playfulness and critical mass the 

strongest indicators  

Wang, Xu, & 

Chan (2008) 

N/A We are interested in assessing the 

role of general and specific 

computer self-efficacy (CSE) in 

predicting users' continuous 

intention of these sites. 

Perceived ease of 

use, perceived 

usefulness, pleasure, 

and arousal 

Facebook 

continuous 

intention 

 

Social media Both levels of CSE played 

important roles in affecting 

users’ continuous of Facebook, 

through the mediation of 

thinking (included ease of use 

and usefulness) and feelings 

(included pleasure). 

Qin (2007) Jiangxi To predict and explain consumer 

behavior in the online shopping 

context. 

 

Perceived 

usefulness, 

disconfirmation, 

perceived risk, 

satisfaction, trust, 

shopping 

environment. 

Continued 

intention 

Online shopping Perceived risk has a stronger 

effect on satisfaction than 

perceived usefulness. Trust and 

satisfaction together has more 

effect than shopping enjoyment 

on continuance intention. 

Li, Browne, & 

Chau (206) 

N/A To investigate the continuous usage 

of Web site. 

Trust, affective 

commitment and 

calculative 

commitment.  

continuous usage Web site. Trust, affective commitment and 

calculative commitment were 

significantly associated with an 
individual’s behavioral intention 

to continue to use a Web site. 
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Table 2.3 (Continue) 

Ha (2006) Korea  How customer satisfaction affects 

its antecedent and outcome 

variables. This research also takes 

the important integrative step of 

understanding the consumer 

behavioral constructs of consumer 

satisfaction. 

Expectation, 

performance and 

disconfirmation.  

word-of-mouth, 

brand loyalty, 

attribution and 

repurchase 

Online services The findings particularly show 

that customer satisfaction 

directly affects the outcome 

variables without the mediating 

role of perceived service quality. 

More specifically, service 

quality is not a requirement, but 

a sufficient condition. 

Valenzuela & 

Vasquez-

Parraga (2006) 

Mexico 

and Chile 

To explain how hotel guests 

develop loyalty 

Satisfaction   Hotel guest 

loyalty 

Hotel  The results show that if managers 

want to build loyalty among their 

guests, they should not only work 

on satisfying them, but also on 
establishing long-lasting 

relationships with their 

customers by developing enough 

trust and commitment with them.  

Morgan & 

Hunt (1994) 

U.S. To theorize that trust and 

commitment are required to build 

long- term relationships. 

Relationship 

termination costs, 

relationship benefits, 

shared values, 

communication, and 

opportunistic 

behavior. 

Acquiescence, 

propensity to 

leave, 

cooperation, 

functional 

conflict, and 

uncertainty 

 Theorize that successful 

relationship marketing requires 

relationship commitment and 

trust. 
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2.9 Theoretical Model 

The theoretical model proposed in this study as presented in Figure 2.7 relies on the 

theoretical arguments of TAM and CTT. In specifics, the theoretical assumption of 

TAM generates the basis for the relationships between perceived attributes derived 

from e-WOM and continuous use intention of s-commerce. In addition, the reliance 

on TAM to provide the theoretical guidance for the development of the hypothesized 

model is supported by a study conducted by Hong et al. (2006) who affirmed that, 

TAM is more parsimonious theory as against ECT and TPB. Therefore, this suggested 

that TAM is apt for predicting continued usage intention. In furtherance, the CTT 

guides the assumption that, both trust and commitment directly influence continuous 

use intention of s-commerce. Also, the meditational effects of both trust and 

commitment are implicitly supported by the theoretical premise proffered by the CTT.   

Additionally, the model advances on the theoretical gaps and recommendations of 

previous researchers such as; Elwalda et al. (2016) and Elwalda and Lu (2014), Chow 

and Shi (2014), Tseng and Hsu (2010), Chen et al. (2014), Hashim (2012) and Chou 

and Hsu (2016). Hence, the theoretical model depicts the connections between 

perceived attributes of e-WOM (i.e., perceived usefulness; perceived ease of use and 

perceived enjoyment), trust, commitment and users’ intention to continuously use s-

commerce. The model also assumes the mediational effects of both trust and 

commitment on the relationships between perceived attributes of e-WOM and 

continuous use intention of s-commerce.  

Furthermore, the connections between the variables in the proposed model are 

representations of the hypotheses that are developed in this research. In other words, 

there are eighteen hypotheses represented in the theoretical model. Hence, analyzing 
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the collected data represents the validation of the proposed theoretical model. Also, 

the validation of the hypothesized model serves as evidence of the perspectives of 

TAM with regards to the influence of perceived usefulness, perceived ease of use and 

perceived enjoyment of e-WOM on continuous use intention of s-commerce. 

Meanwhile, the validation of the proposed model of this study evident the premise of 

CTT with regards to mediational effects of trust and commitment on the direct effect 

of perceived attributes derived from e-WOM on customer’s intention to continue using 

s-commerce services.  
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Figure 2.7. Theoretical Model 
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2.10 Hypotheses Development 

The justifications for the development of hypotheses in this study are presented in the 

following sections. 

2.10.1 Direct Relationships between Perceived Attributes of e-WOM and 

Continuous Use Intention of S-Commerce 

The following subsections present the explanation for the development of H1, H2, and 

H3. 

2.10.1.1 Direct Relationship between Perceived Usefulness of e-WOM and 

Continuous Use Intention of S-Commerce 

With regards to the premise of TAM, perceived usefulness is important to determine 

user behavior in online environment (Vijayasarathy, 2004; Davis, 1989). Users’ 

intention towards an information system is mainly predicted by perceived usefulness 

(Gao & Bai, 2014). When customers identify that a specific system is useful and can 

improve their performance, they are more likely to adopt the information system (Gao 

& Bai, 2014; Davis, 1989). Additionally, when users have the perception that a system 

is useful, users will have a positive attitude towards it and ultimately, will intend to 

use and re-use the system.  

Previous researchers have convincingly demonstrated that; perceive usefulness is a 

significant determinant of continuous use behavior and intention. For example, Ahn et 

al. (2004) reported from a web survey conducted among 932 internet users. The study 

revealed that there is a direct relationship between perceived usefulness and users’ 

behavioral intention. Similarly, Thong et al. (2006) found that perceived usefulness is 

a significant determinant of users’ intention to continue using an information 
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technology system. Other researchers (Elwalda et al., 2016; Li, 2016; Lin et al., 2017; 

Renko & Popović, 2015; Trivedi & Kumar, 2014; Zafiropoulos et al., 2012; Chen, 

Gillenson & Sherrell, 2002; Limayem, Khalifa & Frini, 2000) have also reported a 

positive association between perceived usefulness and use or intention to continue 

using a technology.  

In the context of e-commerce, the finding of Renko and Popović (2015) suggests that 

users believe that purchasing via the Internet would enhance their effectiveness in 

getting product information and their effectiveness in purchasing products. Moreover, 

Elwalda et al. (2016) established that customer behavioral intention is significantly 

influenced by the perception of usefulness towards e-WOM. 

The chunk of studies on the effects of e-WOM, have reported the significant impact of 

e-WOM on customers’ purchase intentions and sales (e.g., Gunawan et al., 2016; 

Villarejo-Ramos et al., 2014; Lu, Chang & Chang, 2014; Chen et al., 2012; Ye, Law, 

Gu & Chen, 2011; Clemons, Gao & Hitt, 2006). Perceived usefulness in virtual 

communities is reflected by the experiences of attaining and disseminating information 

with other customers which enhances individual performance of using the system 

(Sien, 2015; Gao & Bai, 2014; Lin, 2007).  

Additionally, previous studies have reported the significant effect of perceived 

usefulness towards e-WOM (Liang et al., 2013; Casalo et al., 2010). Moreover, Chen, 

Dhanasobhon and Smith (2007) stated that a significant nexus exists between reviews 

and comments that are perceived to be helpful on amazon.com. Also, review quality 

was found to be an important dimension of the review usefulness (Cheung, Lee, & 

Rabjohn, 2008). In this regard, Park, Lee and Han (2007) revealed that sales of portable 
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multimedia players are positively influenced by the quality of reviews. Furthermore, 

Hsu, Lin and Chiang (2013) highlighted that online shopping customers are influenced 

by the useful perception they have towards the comments and recommendations they 

read on blogs. Mudambi and Schuff (2010) indicated that e-WOM offers logical, 

valuable information in the various process of purchase decision. In other words, 

perceived usefulness of e-WOM can influence customers’ intention to continue using 

s-commerce for shopping. This study, therefore proposed the following hypothesis: 

H1: Perceived usefulness of e-WOM has a positive influence on continuous use 

intention of s-commerce 

2.10.1.1 Direct Relationship between Perceived Ease of Use of e-WOM and 

Continuous Use Intention of S-Commerce 

The connection between perceived ease of use of e-WOM and continuous usage 

intention of s-commerce relied on theoretical perceptive of TAM. According to Davis, 

(1989) and Vijayasarathy (2004) the acceptance of any technology or information 

system is significantly dependent on their perception of easy to use. In other words, 

when users perceived a system to be easy to use, they will develop a favorable attitude 

to use and to continue the use of the system (Seng & Khalid, 2016). Additionally, when 

users have the opinion that the use of certain technology requires fewer efforts, they 

are more likely to adopt that technology. Hence, if the system is easy to use, users will 

have a favorable attitude towards the system and subsequently influence to use and re-

use the system. 

According to Seng and Khalid (2016), perceived ease of use has been used widely as 

a predictor for intention of e-commerce and mobile commerce adoption by many 

researchers. Consistence with this notion, findings from a web survey of 671 Facebook 
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users indicates that perceived ease of use is the primary factor that predicted whether 

users would continue using Facebook (Chang et al., 2014). Similarly, Ali (2016) 

examined and established a significant relationship between perceived ease of use and 

repurchase behavior. He concludes that simplicity in making an online purchase is 

going to result in repeating the purchase. Furthermore, Thong et al. (2006) reported 

that perceived ease of use is a significant determinant of users’ intention to continue 

using the information technology systems. This positive association has been 

confirmed by many other studies (Chang et al., 2014; Zafiropoulos et al., 2012).  

Perceived ease of use in virtual communities comes from the belief that purchasing 

and getting information about product would be free of effort (Renko & Popović, 

2015). Additionally, existing literature has highlighted the significant role of perceived 

ease of use in adopting e-WOM (e.g., Chung, Lim, Lim & Lee, 2014). Hence, 

considering the importance of e-WOM as the backbone of s-commerce, the perception 

of ease of use towards e-WOM determines if consumers will pay attention to what 

other consumers are commenting or recommending on s-commerce (Senthilkumar, 

Ramachndran & Anand, 2013).  

Additionally, Elwalda et al. (2016) have highlighted the significant role of perceived 

ease of use derived from e-WOM in purchasing products online. Moreover, they 

established that customer behavioral intention is significantly affected by the perceived 

ease of use derived from e-WOM. Based on these, the perceived ease of use of e-WOM 

is likely to influence users’ intention to continuously use s-commerce services. The 

current study, therefore, proposed the following hypothesis:  
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H2: Perceived ease of use of e-WOM has a positive influence on continuous use 

intention of s-commerce. 

2.10.1.2 Direct Relationship between Perceived Enjoyment of e-WOM and 

Continuous Use Intention of S-Commerce 

Davis et al. (1992) included perceived enjoyment as a predictor to continuous use 

intention of technologies. For instance, Lin et al. (2017) reported that users’ intention 

to continuously use social media is influenced by perceived enjoyment. Similarly, Gao 

and Bai used data collected from 368 internet consumers to demonstrate that perceived 

enjoyment is one of the factors which have strong influence on consumers’ behavioral 

intention to use IT. The literature also recorded a noticeable influence of perceived 

enjoyment on Internet usage and mobile services (Ha & Stoel, 2009; Wu & Liu, 2007; 

Nysveen, Pedersen & Thorbjornsen, 2005; Teo, Lim & Lai, 1999).  

Similarly, the enjoyment of social media usage was found to be positively influential 

on tourists’ behavioral intention to visit a destination (Chen, Shang, & Li, 2014). 

Additionally, perceived enjoyment has been found to have a significant positive effect 

on users’ behavioral intention to continuously use social media for business purposes 

(Abed et al., 2016). In addition, Thong et al. (2006) demonstrated that perceived 

enjoyment is significant determinants of users’ intention to continue use the 

information technology systems. 

Furthermore, Ali (2016) while using data gathered from 180 online shoppers, found 

that perceived enjoyment is an important factor which motivates online shoppers to 

continuously purchase products online. According to Chung, Tyan and Chung (2017) 

many researchers exploring social media use intentions have emphasized on the aspect 
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of pleasure-oriented information systems and place enjoyment as the key motivational 

factor influencing an individual’s continuous use of social media.  

In addition, perceived enjoyment has approved its great role in influencing consumers’ 

continuous use of social media by many researchers (e.g., Li, 2016; Chang et al., 2015; 

Mouakket, 2015; Nguyen, 2015; Gao & Bai, 2013; Mantymaki & Merikivi, 2010). In 

this regard, Reynolds and Ruiz de Maya (2013) stated that revisit intention behavior 

to the service provider’s website is impacted by perceived enjoyment. In the same 

light, Koufaris (2002) reported that customer’s intention to repurchase is significantly 

and directly affected by perceived enjoyment. Additionally, Mouakket (2015) find that 

user’s intention to continuously use social media is affected by perceived enjoyment.  

Another study conducted by Bauer, Falk and Hamerschmidr (2006) revealed that 

perceived enjoyment influence the intention of online customers to return. Also, Chang 

et al. (2014), demonstrated that, perceived enjoyment may facilitate users’ intention to 

continuously use social media. In addition, Mantymaki and Merikivi (2010) reported 

that perceived enjoyment of social virtual world affects users’ continuous use 

behavioral intention. Similarly, Rouibah, Lowry and Hwang (2016) demonstrated that 

perceived enjoyment increase the intention to adopt a technology.   

Furthermore, Van Dolen, Dabholkar and Ruyter (2007) concluded that users’ 

perception of enjoyment within online chat group affects users’ satisfaction with the 

chat. Additionally, perceived enjoyment is reported in literature to be one of the main 

key drivers for user’s participation in virtual communities and e-WOM (Elwalda et al., 

2016; Cheung & Lee, 2012; Schindler & Bickart, 2005). Within the context of e-WOM 

in s-commerce platforms, Elwalda et al. (2016) contended that the enjoyable 
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experience provided by e-WOM will influence individual’s intention to purchase from 

online platform. Similarly, Kang and Schuett (2013) corroborated that perceived 

enjoyment increased user’s behavioral intention to share e-WOM on social media. 

Therefore, if users of s-commerce perceived the comments and recommendations on 

s-commerce platforms to be enjoyable, they are likely to continue to use s-commerce. 

Hence, the current study constructs the following hypothesis:   

H3: Perceived enjoyment resulting from e-WOM has a positive influence on 

continuous use intention of s-commerce. 

2.10.2 Direct Relationship between Trust and Continuous Use Intention of S-

Commerce 

Trust plays a very important role in influencing consumer’s behavior. In this regards, 

Hajli (2013) examined the influence of trust on consumers’ intention to buy products 

within s-commerce environment. The study confirmed the significant role of trust on 

consumer’s intention to buy. In line with this, Kim and Park (2013) studied the 

relationship between trust and consumers intention to purchase products within the 

context of s-commerce. They found that consumers who trust s-commerce are more 

likely to show intention to purchase products on s-commerce sites. Similarly, Li, 

Browne and Chau (2006) examined the direct effect of trust on the individual 

behavioral intention. They found that trust has a direct effect on behavioral intention. 

Their result suggests that if an individual attributes higher honesty, integrity, and 

benevolence to the service provider, he shows a stronger intention to maintain the 

relationship and continue to use the web site.   

Bao and Volkovynska (2016) investigated the relationships between e-WOM and trust 

as well as between trust and intention behavior by saying the frequent sharing of 
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information can enhance friendship and trust among users, which may further increase 

the intention to conduct shopping activities. Chang and Chuang (2011) revealed that 

trust is an important antecedent of cooperation and knowledge sharing in virtual 

communities. Similarly, Elwalda et al. (2016) reported that trust is the key antecedent 

of online shoppers’ behavioral intention. Chen and Shen (2015) also confirmed that 

trust towards members within social media has significant direct effect on social 

shopping intention.  

In another study, Chen et al. (2014) found that trust towards other users has a direct 

effect on customers’ behavioral intention within s-commerce. Yen (2009) also 

demonstrated that trust and commitment are the strongest predictors of continuance 

intention. Chang and Chuang (2011) further stated that when relationships are highly 

trustworthy, people are more willing to engage in social exchange and cooperative 

interaction. The study of Hidayat et al. (2016) corroborated that the study of Chang 

and Chuang (2011) by revealing the direct influence of trust on customer’s loyalty.  

Based on their findings, they recommended businesses to focus on relationship 

marketing dimensions (trust and commitment) to gain the customer’s loyalty. 

Similarly, Omidina, Matin, Jandaghi and Sepahyar (2013) found that trust is essential 

to increase the competitive ability of the companies. Meanwhile, Pi et al. (2012) have 

found that trust in online shopping is significantly related to intention of continuous 

use. Likewise, Ofori, Boateng, Okoe and Gvozdanovic (2017) reported that trust is the 

most significant factor determining continuous intention behavior. In the context of s-

commerce, when users have a significant level of trust, they are most likely to continue 

using the s-commerce system for shopping. Therefore, this study proposed the 

following hypothesis: 
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H4: Trust has a positive influence on continuous use intention of s-commerce 

2.10.3 Direct Relationship between Commitment and Continuous Use Intention 

of S-Commerce 

Few previous researchers have linked continuous use intention to commitment. They 

explained that, commitment is a key predictor that paves the way to increase user’s 

intention to continuously use the online services (Hong et al., 2013). In this context, 

the social platforms provide a space for users to share their experience and 

communicate with each other. Hence, when users of s-commerce are committed to 

share their experience with others and receive useful recommendations from their 

friends are likely to continue using s-commerce (Chen & Shen, 2015).  

According to the result revealed by Shaari and Ahmad (2017), community 

commitment has a direct significant relationship with user’s intention behavior. Prior 

studies have demonstrated a positive relationship between commitment and user 

retention (Chen et al., 2014). The higher commitment towards a virtual community 

website, the more a user wants to contribute and interact with the community (Wu et 

al., 2010). When users have the sense of commitment, towards a technology or other 

users of a technology, they tend to continue using such technology (Li, Huang, Chen, 

Zheng & Liu, 2018). 

Other studies such as; Cheung and Lee (2009), Yen (2009); Gounaris (2005), Jin et al. 

(2010), Jin, Cheung, Lee and Chen (2009), Li, Browne and Chau (2006) and Lin 

(2008) have also revealed that commitment has a positive impact on continuous use. 

In this regard, Jin et al. (2009) asserted that the full value of community commitment 

can be realized with users’ continuous participation within the community. In the 

context of s-commerce, Chen et al. (2014) claimed that social networking community 
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is not only a place for social interaction, but also a place for sharing consumption 

experiences and obtaining useful product information and recommendations. Thus, in 

this kind of virtual community, users with high level of commitment towards the 

community in s-commerce may want to continue to participate in the s-commerce 

platform. The study of Hidayat et al. (2016) confirmed such assumption by empirically 

revealing that, there is a direct influence of commitment on customer’s loyalty. 

Similarly, Omidinia et al. (2013) found that relationship marketing dimensions (trust 

and commitment) are essential to increase the competitive ability of the companies. In 

addition, Li and Chang (2014) reported that community commitment influences 

consumers’ willingness to repurchase intention on social media. This is in line with 

the findings of Yen (2009) who reported that commitment is the most direct and 

powerful predictor of persistent relationship in social media. On this basis, when users 

are committed they are likely to create the intention of continuous usage. Therefore, 

this study formulated the following hypotheses: 

H5: Commitment has a positive influence on continuous use intention of s-

commerce 

2.10.4 Direct Relationships between Perceived Attributes of e-WOM and Trust 

The following subsections present the explanation for the development of H6, H7, and 

H8.  

2.10.4.1 Direct Relationship between Perceived Usefulness of e-WOM and Trust 

of S-Commerce 

Generally, online shopping and other online transactions fundamentally centers on 

trust (Gefen et al., 2003). Mcknight and Chervany (2002) pointed out that trust is not 

only responsible for the relationship between customers and buyers but also moderates 
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the relationship between users and the online shopping platforms. In other words, there 

are two types of trust namely; the institutional and interpersonal trust. The institutional 

concerns with the trust of users on online shopping platforms such as s-commerce 

meanwhile the interpersonal trust has to do with the trust between customers and 

sellers. Both the institutional and interpersonal trusts influence perceived usefulness 

of users in the context of online shopping. Evidently, previous TAM studies have 

suggested that perceived usefulness is affected by trust (Gefen et al., 2003). Also, 

others have concluded that both perceived usefulness and ease of use are antecedents 

of e-commerce trust (Koufaris & Hampton-Sosa, 2004).  

Awad and Ragowsky (2008), for instance, demonstrated that both the perception of 

technology users in terms of perceived usefulness and perceived ease of use have an 

impact on users trust of e-commerce transactions. The absence of physical interaction 

in online environment in general, and online shopping in particular requires the firms 

to provide the required cues to enhance customer trust (Ling, bin Daud, Piew, Keoy & 

Hassan, 2011). Useful, clear and easily understood information on websites are likely 

to decrease the confusion caused by asymmetric information and increase the trust in 

firms within electronic channels (Lan & Chen, 2014).  

Jarvenpaa, Tractinsky and Saarinen (1999) indicated that when consumer have the 

perception that a system is useful they are likely to trust the system. In this regard, 

Kumar and Benbasat (2006) established that the perceived usefulness increases when 

e-WOM are available. Similarly, Pengnate and Sarathy (2017) asserted that perceived 

usefulness is a significant contributing factor in developing trust among online 

customers. This imply that, the perception of users towards the comments, reviews and 

recommendations that are posted by other users on s-commerce platforms are 



 

100 

important to evoke trust from users. On this basis, this study proposed the following 

hypothesis:  

H6: Perceived usefulness of e-WOM has a positive influence on trust 

2.10.4.2 Direct Relationship between Ease of Use of e-WOM and Trust 

In relation to e-WOM, prior researches have suggested that customers’ reviews and 

recommendations on the social media platforms are generally useful for improving 

customers’ trust (Awad & Ragowsky, 2008). Likewise, Chen, Wu and Yoon (2004) 

argued that more information sources may improve customer trust. Wong and Zhou 

(2015) examined the relationships among perceived ease of use and trust and 

commitment in attitudes. Their results concluded that there is a positive relationship 

between perceived ease of use and trust, and between ease of use and trust and 

commitment in attitudes as well. Also, Gefen et al. (2003) stated that perceived ease 

of use may increase customer trust, with the perception that firms within electronic 

environment is manipulating on the buyer-seller relationship. 

According to Noor et al. (2014), Karjaluoto, Munnukka and Tikkanen (2014), Salehnia 

et al. (2014) as well as Liang et al. (2011), customers trust other customers’ e-WOM 

more than they trust e-WOM provided by service provider. Firstly, e-WOM in terms 

of comments, reviews and recommendations are often posted by customers on 

voluntary basis; hence, e-WOM is a reflection of a high level of honesty and credibility 

(Hu et al., 2010). Furthermore, Sen and Lerman (2007) demonstrated that customers 

tend to trust e-WOM, regardless of being negative or positive especially when the e-

WOM are easily accessible when making a purchase. As stated by Zhao and Lavin 
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(2012), trust is enabled through knowledge transfer. Therefore, e-WOM as trusted 

sources of online information is likely to increase consumers’ trust. 

Similarly, Hajli and Khani (2013) demonstrated that online communication through 

sharing of past experience and other valuable and useful information can be used to 

build customers’ trust online. Also, online reviews was found to be useful to increase 

customers’ trust and subsequently product sales (Sen & Lerman, 2007). Additionally, 

it was revealed that 97% of customers found online reviews to be accurate and 

trustworthy (BrightLocal, 2017; Zaremba, 2014). Jarvenpaa et al. (1999) contended 

that the higher the perception of usefulness, the more trust they have for a website.  

Xiaorong, Bin, Qinghong, Liuli and Yu (2011) also demonstrated that e-WOM 

contents have significant influence on customers’ trust. In essence, because customers 

perceived the reviews of other customers who have previous experiences on the s-

commerce system to be a useful and valuable part of a website and has an impact on 

customers’ intention; perceived ease of use reviews and comments may also influence 

customer trust to using s-commerce. Finally, perceived ease of use of e-WOM, as 

revealed by their understanding and clarity of e-WOM, collectively influence 

customers’ trust (Tung, 2008; Koufaris & Hampton-Sosa, 2004; Gefen et al., 2003). 

Hence, when users perceive the comments and reviews by other customers as 

understandable and usable, they are likely to develop a significant level of trust 

towards the s-commerce community. Subsequently, this study proposes the following 

hypothesis: 

H7: Perceived ease of use of e-WOM has a positive influence on trust  
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2.10.4.3 Direct Relationships between Perceived Enjoyment of e-WOM and Trust 

Perceived enjoyment has been demonstrated as a motivational factor to customer 

willingness to transact and shop online (Chen & Barnes, 2007). In other words, when 

consumers have the conviction that shopping online is enjoyable it is likely they have 

the belief that the online transaction is trustworthy (Mattila & Wirtz, 2000; Agarwal 

& Karahanna, 2000). In addition, Hwang and Kim (2007) demonstrated that perceived 

enjoyment is associated to customers’ trust of e-commerce platform. Koufaris and 

Hampton-Sosa (2002) demonstrated that an enjoyable experience on a website 

enhances users’ trust towards the website.  

Similarly, perceived enjoyment is found to raise website appeal, which therefore 

influence customers’ trust (Hampton-Sosa & Koufaris, 2005). Moreover, Chen and 

Barnes (2007), demonstrated that perceived enjoyment of technology is positively 

related to customers’ trust towards bookselling website. The attributes of e-commerce 

with regards to trust of honesty, compassion and aptitude are influenced by customers’ 

perception of enjoyment (Chen & Barnes, 2007). In the context of online customer 

review, perceived enjoyment is very interesting factor for online shoppers while 

shopping online. In this vein, Elwalda et al. (2016) revealed that enjoyment in e-WOM 

is very important in building trust. They concluded that e-WOM might provide an 

enjoyable experience. Furthermore, Rouibah et al. (2016) reported that perceived 

enjoyment increases users’ trust. In other words, when users perceived the comments 

and reviews of other users of s-commerce as enjoyable and appealing, they are likely 

to develop a level of trust for the users. Therefore, this study proposes the following 

hypothesis: 

H8: Perceived enjoyment of e-WOM has a positive influence on trust  
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2.10.5 Direct Relationships between Perceived Attributes of e-WOM and 

Commitment 

The following subsections present the explanation for the development of H9, H10, and 

H11.  

2.10.5.1 Direct Relationships between Perceived Usefulness of e-WOM and 

Commitment 

It has been repeatedly argued that, users of a system develop sense of commitment to 

the system through active participation and experience. Therefore, perceived 

usefulness essentially summarizes the benefits realized by users from using the system. 

A useful system promotes users to explore and participate more in the system, thus 

potentially leading to a higher commitment to the system. Perceived usefulness is 

conceptually similar to perceived value in the service marketing research field. The 

positive impact of perceived value on customer retention has been demonstrated at 

length in service marketing (Lin, 2008). When user believe there are net benefits 

relative to the amount of time and effort taken to use a service and their needs for such 

a service persist, they will form attitudinal disposition in favor of continued usage of 

the service in the future. In this regard, Maduku (2016) reveals that perceived 

usefulness is positively and significantly related to attitude towards using Internet 

services.  

Furthermore, Lin (2008) presented evidence that perceived usefulness is positively 

related to the commitment in the context of electronic knowledge repositories. Teo et 

al. (2003) established evidence that in the context of an online learning communities, 

perceived usefulness helped foster users’ sense of belonging to the community. Sense 

of belonging is similar to commitment and develops from an individual’s personal 
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involvement in a system and makes the user feel as though he or she is an integral part 

of the system (Lin, 2008). Lin (2008) confirms that as the users recognize the benefits 

and values gained from using the system, they will likely enjoy the use of the system 

because they maintain a positive attitude and loyalty toward the usage experience.  In 

other words, Lin (2008) stated that users who perceive a system to be useful and 

advantageous, their sense of commitment will be increased. Wong and Zhou (2015) 

reported that there is a positive relationship between perceived usefulness and trust 

and commitment in attitudes. Therefore, when users perceived e-WOM as beneficial 

in shopping more effectively and efficiently, they are more likely to develop 

commitment to the s-commerce through positive experience. Consequently, this study 

proposes the following hypothesis:  

H9: Perceived usefulness of e-WOM has a positive influence on commitment of 

s-commerce 

2.10.5.2 Direct Relationships between Perceived Ease of Use of e-WOM and 

Commitment 

Machogu (2014) stated that there is a strong relationship between ease of use and 

commitment towards online services. Commitment can be regarded as a kind of 

attitude that evokes increased participation and involvement towards a goal (Wang et 

al., 2014; Saari & Judge, 2004). In this regard, perceived ease of use of the Internet 

positively affects users’ attitude (Raida & Néji, 2013). Theoretically, TAM proposed 

that perceived ease of use and usefulness are the two key variables that affect users’ 

attitude (Davis, 1989). Empirically, Chang et al. (2014) found that ease of use 

determines attitudes and the intention to continue using the social media. Similarly, 
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the study of Maduku (2016) evinced that perceived ease of use has a significant and 

positive effect on attitudes towards using Internet services.  

In furtherance, when individuals are committed to a community, they become vested 

in its successes and failures. This imply that, when users develop positive attitudes and 

behavior toward the products and brands favored by that community, they become 

vested in its successes and failures (Zhang, Zhou, Su & Zhou, 2013). Wong and Zhou 

(2015) examined the relationships between perceived ease of use and trust and 

commitment in attitudes. Their results concluded that there is a positive relationship 

between perceived ease of use and trust and commitment in attitudes. With regards to 

this, this study proposed that when consumers of s-commerce perceived e-WOM as 

easy to understand, commitment among consumers of s-commerce could be 

established. Based on this discussion, the subsequent hypothesis is proposed: 

H10: Perceived ease of use of e-WOM has a positive influence on commitment of 

s-commerce 

2.10.5.3 Direct Relationships between Perceived Enjoyment of e-WOM and 

Commitment 

When users experience positive emotions in a fun environment, they will form a strong 

relationship commitment. Furthermore, emotional ties play an important role in 

relationship commitment. This connection between emotional and commitment will 

cause emotional reaction and will be easy to influence user’s repurchase behavior (Li, 

2016). A study conducted by Scanlan, Carpenter, Schmidt, Simons and Keeler (1993) 

identified the desire for enjoyment or fun as an important motive for participating in a 

certain activity and vice versa. Gupta and Kim (2008) revealed that perceived 

enjoyment significantly affects customer commitment in the context of virtual 
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communities. Furthermore, Williams (2013) stated that enjoyment has been the most 

consistent predictor of commitment within sport environment.  

Similarly, Li and Chang (2014) corroborated that perceived enjoyment has the most 

influence on commitment in joining social media. Kuo and Feng (2013) found that fun 

is the main factor to form community commitments, and this in turn will form users’ 

loyalty. Additionally, these authors added that the link between positive perceived 

benefit (such as perceived usefulness and enjoyment) and commitment has been 

supported in various contexts. Similarly, Wienke and Jekauc (2016) highlight that 

perceived enjoyment is a key factor for commitment to support and reflects a positive 

emotional response like general feelings (e.g., pleasure) to the sporting experience. 

Furthermore, Weiss and Neibert (2013) highlighted that perceived enjoyment emerges 

as the significant predictor for commitment in the context of athletic training education 

programs. In this regard, the perception of enjoyment is likely to increase users’ 

commitment towards other users of s-commerce. Based on this discussion, the 

following hypothesis is proposed: 

H11: Perceived enjoyment of e-WOM has a positive influence on commitment 

2.10.6 Direct Relationship between Trust and Commitment of S-Commerce 

Based on the CTT, consumers’ commitment is influenced directly by consumers’ trust 

(Caceres & Paparodamis, 2007; Yen, 2009; Morgan & Hunt, 1994). From Morgan and 

Hunt (1994) viewpoint, when trust and confidence feelings are existed among 

consumers, they will be committed to sustain their relationship within the community. 

Committed partners will be more likely to attach and involve themselves in the 

community activity (i.e. sharing positive e-WOM). Trust is important to increase the 
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confident level between both parties that take part in a relationship. When both parties 

trust each other, it will result in a positive outcome (e.g. commitment) and avoid 

members from conducting unexpected actions (Morgan & Hunt, 1994).  

The study of Hsu et al. (2010) demonstrated that trust has direct influences on 

consumers’ commitment. Consumers’ trust in enterprises’ micro-blogs would enhance 

their commitment to the enterprises. Furthermore, their results revealed that the 

influence of consumers’ trust on their behavioral intention must go through 

commitment. Similarly, Shaari and Ahmad (2017) revealed that trust would 

significantly affect community commitment in brand community context. 

Additionally, Li, Browne and Chau (2006) found that trust has a significant positive 

relationship with commitment. Their result suggests that the more user trusts the 

relationship with the service provider, the more likely they will be attached to the 

relationship. Chen et al. (2014) indicated that trust towards community would enhance 

community commitment. They reported that trust is an essential antecedent of 

commitment in s-commerce. In the context of this study, the trust of users can increase 

their commitment towards the use of s-commerce. Therefore, this study hypothesizes 

the following: 

H12: Trust of s-commerce users has a positive influence on commitment  

2.10.7 Mediational Effects of Trust and Commitment 

Trust is one of the values that might be provided by online communication of 

individuals through sharing the experience of a new product (Hajli & Khani, 2013).  

However, trust is an issue in s-commerce. This is because in many cases, consumers 

have no prior knowledge about each other in their virtual networks (Hajli et al., 2017; 

Hajli & Khani, 2013). Previous researchers have found that e-WOM, offered by social 
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media, increases the level of trust to the network on new products. According to 

Morgan and Hunt (1994), trust and commitment are the central requirements to build 

and maintain long-term relationship and continuous use of s-commerce. Thus both 

trust and commitment are likely to increase the influence of perceived attributes of e-

WOM on users’ continuous use intention of s-commerce. Therefore, the following 

sections explain the mediating roles of trust and commitment on the relationships 

between perceived attributes of e-WOM and continuous use intention of s-commerce. 

2.10.7.1 Trust as a Mediator 

Trust is important in shaping reliable and socially accepted behavior within a situation 

where there is an absence of workable rules (Hashim, 2012). Existing continuous use 

literature shows that previous studies have used trust to examine users’ continuous 

intention using virtual environment (Hashim & Tan, 2015; Hashim, 2012; Yen, 2009). 

However, the understanding of how trust influences continuous intention is limited 

only to a direct relationship between trust and continuous use (Hahsim & Tan, 2015; 

Hashim, 2012; Yen, 2009). According to CTT, trust is one of the key mediating 

variables to build, maintain and develop long term relationship (Morgan & Hunt, 

1994). Based on the review of several related studies, users in an online environment 

will continue using the services if they believe that users do care about each other and 

they are keeping their promises (Yen, 2009). Hence, trust will have a direct and 

positive influence on their intention to continuously use online environment. This has 

been clearly proven by previous studies which have shown the significant influence of 

users’ trust on users’ behavioral intention (e.g., Ofori et al., 2017; Abed et al., 2016; 

Elwalda et al., 2016; Noor et al., 2014; Pi et al., 2012). For instance, Pi et al. (2012) 

found that trust influence continuous use intention within online shopping. Also, Ofori 
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et al., (2017) found that trust has the most significant effect on continuous intention 

behavior.  

Additionally, Abed et al. (2016) revealed that trust has a significant positive effect on 

behavioral intention to continue using social media for business purposes. At the same 

time, Elwalda et al. (2016) corroborated that perceived usefulness of e-WOM 

significantly impacts users’ trust within online environment. The use of s-commerce 

is beneficial, and it could affect the user’s decision and perception in the business 

transaction (Noor et al., 2014).  

Similarly, Pengnate & Sarathy (2017) assert that ease of use is a contributing factor in 

developing trust among online customers. Interestingly, these authors, at the same 

time, find that trust plays a mediating role on the relationship between ease of use and 

behavioral intention. Awad and Ragowsky (2008) find that perceived ease of use has 

a significant positive effect on online trust. The more easy and effortless s-commerce 

site, the more level of trust in s-commerce is increased (Noor et al., 2014). Perceived 

ease of use is the strong predictor of trust within online shopping environment (Yoo, 

2014).  

In addition to perceived usefulness and perceived ease of use, perceived enjoyment 

has attracted the intention of the researchers to examine its effect on trust. For instance, 

Hwang and Kim (2007) find that perceived enjoyment has a direct effect on users’ 

trust within online context. Likewise, Chen and Barnes (2007) find that enjoyment of 

technology is positively associated with customers’ initial trust. Similarly, Rouibah et 

al. (2016) find that perceived enjoyment positively influences consumer trust. 

Additionally, in the context of e-WOM, Elwalda et al. (2016) find that perceived 
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enjoyment derived from e-WOM has a positive effect on customers’ trust in e-vendor. 

Based on the above discussions, the following hypotheses are formulated.  

H13: Trust mediates the relationship between perceived usefulness of e-WOM and 

continuous use intention of s-commerce 

H14: Trust mediates the relationship between perceived ease of use of e-WOM 

and continuous use intention of s-commerce 

H15: Trust mediates the relationship between perceived enjoyment of e-WOM 

and continuous use intention of s-commerce 

2.10.7.2 Commitment as a Mediator 

Commitment is important in shaping reliable and socially accepted behavior within a 

situation where there is an absence of workable rules (Hashim, 2012). Existing 

continuous use literature have shown that previous studies have used commitment to 

examine users’ continuous intention using virtual environment (Hashim & Tan, 2015; 

Chen & Shen, 2015; Chen et al., 2014; Hashim, 2012; Jin et al., 2010; Yen, 2009). 

This has been stated clearly by Chung et al. (2017) who clarify that researchers have 

investigated commitment widely to explain user continuance behavior. According to 

CTT, commitment is one of the key mediating variables to build, maintain and develop 

long term relationship (Morgan & Hunt, 1994). Based on the review of several related 

studies, committed party believes the relationship is worth working on to ensure that 

it endures indefinitely (Yen, 2009). Hence, commitment will have a direct and positive 

influence on their intention to continuously use online environment. This has been 

clearly proven by previous studies which have shown the significant influence of 

users’ commitment on users’ behavioral intention (e.g., Shaari & Ahmad, 2017; Ho & 
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Wang, 2015). For instance, Ho and Wang (2015) find that individual community 

participation has a significant positive effect on repurchase intentions. Jin et al. (2010) 

find that users’ commitment to an opinion platform including affective and normative 

commitment has a positive effect on their continuance intention to contribute their e-

WOM. Shaari and Ahmad (2017) find that community commitment has a significant 

relationship on behavioral loyalty. 

At the same time Lin (2008) corroborated that perceived usefulness significantly 

impacts users’ commitment in the context of electronic knowledge repositories. 

Similarly, Teo et al. (2003) revealed that perceived usefulness has a significant positive 

effect on belonging to the community within the context of online learning community. 

The use of s-commerce is beneficial and it could affect the user’s decision and 

perception in the business transaction (Noor et al., 2014).  

Similarly, Machogu (2014) asserted that ease of use is a contributing factor in 

increasing the sense of commitment among online services customers. Chang et al. 

(2014) find that perceived ease of use has a significant positive effect on online 

commitment. The more easy and effortless s-commerce site, the more sense of 

commitment in s-commerce is increased (Wong & Zhou, 2015). Perceived ease of use 

is a strong predictor of commitment within online shopping environment (Chang et al., 

2014). 

In virtual communities, perceived enjoyment significantly affects customer 

commitment (Gupta & Kim, 2008). Li and Chang (2014) find that perceived 

enjoyment influences community commitment on social media. At the same time, 

these authors find that community commitment influences consumers’ willingness to 
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repurchase intention on social media. Hence, this study proposed the following 

hypotheses: 

H16: Commitment mediates the relationship between perceived usefulness of e-

WOM and continuous use intention of s-commerce 

H17: Commitment mediates the relationship between perceived ease of use of e-

WOM and continuous use intention of s-commerce 

H18: Commitment mediates the relationship between perceived enjoyment of e-

WOM and continuous use intention of s-commerce 

2.11 Summary of the Chapter 

This chapter provides a review and integrates current theories of previous studies on 

the issues of continuous use Intention in s-commerce. Additionally, this chapter 

discusses the research model that was developed based on technology acceptance 

theory and commitment-trust theory. The chapter also discusses the hypothesis 

development based on the identified research questions and objectives of this study. 

The following chapter describes the research methodology and discusses the 

methodological issues related to the current study.   
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CHAPTER THREE 

RESEARCH METHODOLOGY 

3.0 Introduction 

This chapter presents the description of the research paradigm and the methodological 

approach and design applied in this study. Section 3.1 presents discussions on research 

paradigm followed by Section 3.2 which entails the research methodology. Then, 

Section 3.3 holds the research design as employed in this study. Subsequently, Section 

3.4 describes the population of this study. Meanwhile, Section 3.5 describes the 

instrument design. Section 3.6 presents the operational definition and measurement of 

the variables. Section 3.7 discusses the assessment of validity and reliability of the 

measurement. Section 3.8 entails the explanation of data collection procedure and unit 

of analysis is discussed in Section 3.9. Section 3.10 presents the data analysis 

techniques and finally, Section 3.11 summarizes this present chapter.  

3.1 Research Paradigm 

Research paradigm refers to the philosophy which helps and guides researchers to 

select proper method in investigating any phenomenon. The paradigm also provides 

logical orientation for researchers to embrace a certain methodology (i.e. quantitative, 

qualitative, or a mix method) in order to establish a better understanding about a 

particular problem (Saunders, Lewis & Thornhill, 2012; Creswell, 2009). There are 

several types of paradigms namely; post positivism, constructivism, advocacy and 

pragmatism. The selection of a certain paradigm is determined by a researcher’s 

epistemological approach in a way that confirms with the objective and purpose of a 

research. Therefore, research paradigm defines the suitability of a research 

methodology for any particular research (Saunders et al., 2012; Creswell, 2009).  
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Post-positivism is usually paired with quantitative research methods. Normally, those 

who follow this paradigm will start by identifying a theory and researchers propose 

new hypotheses about a certain phenomenon, collect data from the real world and then 

depend on scientific and systematic analysis of those data to support or refute the 

proposed hypotheses (Saunders et al., 2012; Creswell, 2009). The purpose behind this 

process is to provide better understanding of a phenomenon and by using rigorous 

scientific tools. Using this approach, objectivity must be preserved whereby a 

researcher must not let his/her beliefs, values and own perspectives influence the study 

conclusions or outcomes. In other words, data interpretations must depend on 

systematic analysis instead of enduring on personal opinions to avoid bias (Saunders 

et al., 2012; Creswell, 2009).  

On the other hand, the constructivism paradigm is usually associated with qualitative 

research methods (Creswell, 2009). In this paradigm, instead of beginning with a 

theory and trying to retest it, a researcher starts with a phenomenon that holds a certain 

degree of ambiguity as well as, a limitation about the related knowledge or of the 

number of studies related to this phenomenon. That is why the purpose behind this 

kind of research is to formulate a theory about a certain phenomenon rather than testing 

an existing one (Creswell, 2009). The researcher uses his/her beliefs, own skills and 

experiences in interpreting the collected data in order to draw conclusions. Therefore, 

this kind of research involves a certain degree of subjectivity due to the researcher’s 

direct involvement with the data analysis and interpretation process (Creswell, 2009).  

With the advocacy paradigm, also referred to as participatory paradigm, both 

qualitative and quantitative methods can be used (Creswell, 2009). The aim of these 

studies is to establish a political dispute regarding important societal issues such as 
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inequality, suppression and women empowerment. Most of these studies are vital in 

order to improve the conditions of people who suffer from such societal problems, 

create an action agenda and bring change to the world (Creswell, 2009). In this type of 

research, the participants can play bigger role by helping in collecting the data, 

designing the questions and gaining benefits or rewards for their role in the research. 

Therefore, this paradigm is also referred to as participatory (Creswell, 2009).  

In the pragmatic worldview, a researcher uses different approaches and methods with 

the aim to reach a better understanding about a problem (Saunders et al., 2012; 

Creswell, 2009). Mixed methods can be used for this kind of research. However, the 

researcher has the freedom to choose the suitable method for conducting the study 

depending on the nature of the study, its requirements and objectives (Saunders et al., 

2012; Creswell, 2009).  

The current study adapts postpositivism paradigm in order to reach a better 

understanding about the issue of consumer’s continuous use of s-commerce. As a 

result, a quantitative research methodology was utilized in order to comprehend the 

research problem from a wider perspectives and opinions of the research subjects. The 

following section explains this methodology in detail. 

3.2 Research Methodology 

The selection of a certain research methodology (i.e. quantitative, qualitative or mixed 

methods) depends on the purpose and the objectives of the research (Christensen, 

Johnson & Turner, 2014; Saunders et al., 2012; Creswell, 2009). The approach that is 

chosen for a certain study determines the practical steps that are carried out in order to 

answer the research questions for a particular study. Therefore, the selection of an 
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appropriate methodology is important for any study as it will influence the research 

results and its quality (Christensen et al., 2014; Saunders et al., 2012; Creswell, 2009).  

In this research, a quantitative method is considered an appropriate choice of 

methodology in order to answer the research questions raised in this study. Also, the 

adoption of quantitative research method is expected to assist the researcher in 

providing a deeper and more thorough understanding of the issue of consumers’ 

continuous usage of s-commerce. This is because, it has been opined by research 

experts that, quantitative research method allows the researcher to keep a neutral role, 

maintains objectivity and uses statistical methods to analyze numeric data in order to 

prove or disprove the proposed hypotheses. More importantly, the researcher will not 

depend on his/her own personal interpretation of the data regarding the issue being 

studied (Saunders et al., 2012; Sekaran & Bougie, 2010). In other words, under the 

purview of quantitative research method, the role of the researcher is to summarize the 

findings and deduce implications and generate conclusions in relation to the topic of 

the research (Saunders et al., 2012; Sekaran & Bougie, 2010).  

Additionally, quantitative research method is employed in this research in consonance 

with the explanation of Leedy and Ormrod (2005) that the quantitative research 

method is the best method to learn about the relationship among measurable variables 

with the intention of explaining, predicting and managing phenomenon. Furthermore, 

quantitative approach is instrumental in analyzing and proving theories, discovering 

essential variables for future research, relating variables posed by questions or 

hypothesis, using standards of validity, reliability and statistical procedures (Creswell, 

2009). Also, the use of quantitative methods is more appropriate when a proposed 



 

117 

theoretical or conceptual model needed to be tested across a broader sample of the 

population (Deshpande, 1983). 

3.3 Research Design 

Research design represents a roadmap for researching in a detailed manner by 

specifying the data collection methods, appropriate analysis tools and any other critical 

practical steps needed to address the research questions (Creswell, 2009). This study 

employed a cross-sectional survey research design as this approach helps to provide 

standardized information to describe variables or to study the relationships between 

variables (Malhotra, 1999). Thus, in the current study, a survey research design is 

appropriate for collecting data from the respondents, which are then used to study the 

relationships between the determining factor for continuous use of s-commerce. 

Furthermore, the “what type” of research questions used in this study requires the 

adoption of a survey research design. The survey research design is a suitable method 

when it involves studies that try to answer “who” and “what” types of questions (Yin, 

1994).  

Many types of research have been identified in the literature. Each of those types of 

research or methods are designed in general to answer different kinds of questions. 

According to Sekaran (2003), there are three types of research, i.e., exploratory study, 

descriptive study and hypothesis study. An exploratory study is conducted when the 

information about the phenomena that is undertaken is lacking or there is no 

information in the literature. So, it is conducted to get a new knowledge (Sekaran, 

2003). This research needs initial work to understand the nature of the phenomena 

(Sekaran, 2003). On the other hand, a descriptive study is used to verify the nature of 
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the phenomenon to be able to describe the characteristics of the phenomenon (Sekaran, 

2003).  

Hypothesis study is conducted to interpret further the nature of the relationship among 

the concerned variables. Gay and Diehl (1996) classified research into five categories, 

namely, historical study, descriptive study, correlation study, causal-comparative 

study and experimental study. A historical study includes studying, understanding and 

explaining events that already happened in the past (Gay & Diehl, 1996).  

Descriptive study includes gathering necessary data to test hypotheses or answer the 

main questions related to the current phenomenon of the study (Gay & Diehl, 1996). 

The two authors also explained correlation study as research that investigates whether 

there is a relationship between two or more quantifiable variables, and what the degree 

of this relationship is. Correlation studies basically evaluate a number of variables 

thought to be related to other major variables in the framework (Gay & Diehl, 1996; 

Sekaran, 2003). However, both causal-comparative and experimental study are 

conducted through the comparison and contrast group, to substantiate a cause-effect 

relationship (Gay & Diehl, 1996). 

By answering the questions that have been mentioned in Chapter one, the purpose of 

this study will be achieved, since the key aim of this study is to empirically test certain 

hypotheses to investigate the relationship among the variables included in this study. 

The nature of this study is a correlation study. A correlation study is cross-sectional 

study, which includes collecting data just once, perhaps within a period of days, weeks 

or months (Sekaran, 2003), including the survey of the perspectives of the respondents 

towards the phenomenon undertaken in the study. The main advantage of using a 
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cross-sectional design is that it is economical compared to the longitudinal design, and 

also it provides a snapshot of the variables that are significant at a single point in time 

(Sekaran, 2003). Figure 3.1 presents the research design framework which details the 

methodological flow of this present study. 
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Figure 3.1. Research Design Framework 
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3.4 Population of the Study 

Population is defined as the total number of people a study aims at studying (Sekaran, 

2012). In other words, population is the group of people who are the subjects of a 

study, from which a sample is drawn (Babbie, 2012). It is regarded as one of the crucial 

research fundamentals that comprise common characteristics of all the individuals in 

the group. As such, population is the context and the target of a study. In other words, 

the target population of this study is made up of s-commerce users in Malaysia. 

Reports from the Business Insider (2018) have highlighted the rise of s-commerce and 

its impact on the retail market in Malaysia. Evidently, the statistics retrieved from 

Asean Up (2018) revealed that there are 25.08 million Internet users in Malaysia with 

80% (20 million) of them shopping on s-commerce platforms. Therefore, the entire 

users of s-commerce users in Malaysia are the target of this study in which the sample 

of this study will be drawn from and subsequently the findings of this study will be 

generalized on.  

3.4.1 Sampling Size 

Sample size is the exact number of respondents drawn from the larger population of a 

research target (Faul, Erdfelder, Lang, & Buchner, 2007). The power statistics test is 

employed to reduce the cost of sampling error. The power statistic test is the analysis 

that ensures the probability of rejecting the null hypothesis (which proposed no 

significant relationship between the variables) (Snijders, 2005). Theorists opined that 

the bigger the sample size, the more important the power statistics test (Faul et al., 

2007). In the light of this argument, the power analysis was conducted in this research 

to determine the appropriate sample size for this study using G*Power 3.10 software 

(Faul et al., 2007). The following parameters were keyed into the G*Power software: 

Power (1-β err prob; 0.95); Alpha significance level (α err prob; 0.05); medium effect 
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size f² (0.15) and five main predictor variables (i.e., perceived usefulness, perceived 

ease of use and perceived enjoyment, trust and commitment). The result of the power 

analysis as presented in Figure 3.2 below reveals that a minimum sample of 138 is 

required to test a regression-based model of this study (Salkind, 2010).  

 

Figure 3.2. The Output of a Priori Power Analysis 

The determination of 138 as the minimum required sample size for this study 

necessitates a further need to ensure larger sample size. Additionally, the sample size 

required for conducting a Structural Equation Modeling (SEM) should be 10 times 



 

123 

larger than the total number of observed constructs (items) (Joreskog & Sorbom, 1996; 

Bentler & Chou, 1987). Since the model used in this study is estimated to be 30 items, 

it was determined that a total sample required to run SEM is equal to 300. 

Meanwhile, according to Creswell (2007) a high response rate is very important for 

the purpose of generalizing the study’s findings to the population understudied. In 

order to ensure maximum response rate, the determination of 300 as the minimum 

required sample size for this study necessitates a further need to ensure larger sample 

size. In this regard, Salkind (2010) advised that the minimum sample size can be 

increased to fulfill certain research objectives, especially because it is very uncommon 

in a survey study to attain a 100% response rate, due to possible uncooperative 

respondents. Therefore, in order to increase response rate, the researcher considered 

over-sampling by increasing the sample size with 100% (300) of the minimum sample 

size which is 300 (Salkind, 2010). Therefore, the summation of 300 with the minimum 

sample size (300) is equal to 600. This means that a sample size of 600 is required for 

this study.  

3.4.2 Sampling Technique 

In social research, there may be circumstances where it is not feasible or theoretically 

practical to adopt a particular sampling technique (Trochim, 2005). This is due to the 

lack of sampling frame (Mowzer, 2016; Ting, Cyril de Run & Liew, 2016; Sien, 2015; 

Trochim, 2005). Similar situation applies to this study, where the list of online 

shoppers is not available. Trochim (2005) and Pasternak (2017) attested that there is 

no available list of online shoppers; hence it is impossible to employ a probabilistic 

sampling selection technique in this study. Rather, a snowball technique is employed 

for the selection of sample in this study (Creswell, 2012). Similarly, in literature, non-
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probability sampling technique have been adopted tremendously by previous 

researchers for examining consumers’ behavioral intention within online setting when 

the sampling frame cannot be obtained (e.g., Hsu & Lin, 2017; Erkan, 2016; Ting et 

al., 2016; Tantrabundit, 2015; Yoo, 2014; Chang & Zhu, 2012; Bianchi & Andrews, 

2012). For instance, Hsu and Lin (2017) and Yin et al. (2011) used convenience and 

snowball sampling method.   

In specifics, the snowball sampling technique helps the researcher to select the 

respondents who serve the purpose of the study when they have unique characteristics 

(Zikmund, Babin, Carr & Griffin, 2010). Accordingly, this study adopted a 

snowballing technique to target users who had experience of using s-commerce and 

those willing to participate in the survey. Snowballing was employed by posting the 

link of the survey in five Facebook groups including Doctorate Support Group, 

N.E.WS.E.E.D, EXPAT in Kuala Lumpur, Penduduk Alor Setar/Jitra (PASJ) and PhD 

Support Group. The researcher asked experienced people in these groups to participate 

in the survey. In addition, the researcher implored respondents to help invite any of 

their associates with s-commerce usage experience to participate in the survey of this 

study. Furthermore, the researcher distributed the link of the survey to friends who 

have experienced s-commerce. Similarly, the friends in turn distributed the link to their 

friends in the same manner. This procedure has been employed by previous scholars 

such as Hsu and Wu (2011). Initially the link posted in these groups for four times. 

After that the link shared on Facebook pages by friends for 20 times. 

3.5 Unit of Analysis 

Bailey & Pearson (1983) argued that the unit of analysis is the principal entity a study 

is based on. Yin (1994) suggested a general guide that can be used to determine the 
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unit of analysis which by considering the statement and focus of the research questions. 

In this study, the research questions make explicit references to understand consumers’ 

continuous use intention. Therefore, the unit of analysis in this study is at the individual 

level, who are among the experienced s-commerce users. 

3.6 Instrument Design 

The design of instrument used in this study is arranged in three (3) sections. 

Meanwhile, the questionnaire is appended with an in introductory letter where the 

research is briefly introduced as well as the basic definition of the research variables. 

Following this, Section A of this research questionnaire presents a filtering question 

which is used to allow only respondents with s-commerce experience to continue 

answering the survey. Since the focus of this study is to understand continuous use 

behavioral intention, only those who have experience shopping with s-commerce are 

included in this study. In consonance with the approach employed by Chang and Zhu 

(2012), the filtering question is “on average, how frequent do you purchase from s-

commerce?” If the answer is “Never” or “Rarely”, the respondent is directed to quit 

the survey.   

Subsequently, Section B includes questions regarding the measurement of the entire 

variables understudied in this research. This section is designed to measure the six 

constructs: (1) CUI, (2) PU, (3) PEOU, (4) PE, (5) TRUST, and (6) COMM. The 

current study applied the Seven-point Likert Scale. Respondents are asked to select the 

appropriate response from 1 (I strongly disagree) to 7 (I strongly agree). The Seven-

point Likert Scale provides an appropriate number of alternatives for the respondent 

while also providing a distribution of acceptable skewness (Bilton, 2016). The Seven-

point Likert Scale has also been found to be reliable and validated in previous trust, 
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commitment, loyalty, and continuous use intention research (e.g., Chung et al., 2017; 

Bilton, 2016; Hashim & Tan, 2015; Yoo, 2014; Chen et al., 2014; Wang et al., 2014; 

Chen et al., 2012; Hashim, 2012).  Meanwhile, the questionnaire ended with Section 

C which holds questions on demographic information of the respondents. The 

following subsections discuss the operational definition and measurement of variables 

in this study.  

3.7 Measurement of Variables 

The online survey measures six variables, which are Continuous Use Intention (CUI), 

Perceived Usefulness (PU), Perceived Ease of Use (PEOU), Perceived Enjoyment 

(PE), Trust (TRUST), and Commitment (COMM). The measurement items of the 

variables were developed based on previous studies. Some of the items are slightly 

reworded to fit with the context of this study (i.e., s-commerce). They are described 

further next.  

3.7.1 Continuous Use Intention 

To measure the intention to continue the usage of s-commerce, six (6) items were 

adopted from Hashim (2012) and Chou and Hsu (2016). The items adopted as 

presented in Table 3.1 explore their intention to continuously purchase using s-

commerce applications.  
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Table 3.1 

Items for measuring continuous use intention 

Constructs  Codes  Items Source(s) 

Continuous 

use 

CU1 I plan to continue purchasing products 

using s-commerce in the future.  

Hashim, 

(2012); Chou 

& Hsu, 

(2016) 

 CU2 I will frequently use s-commerce to 

purchase products continuously in the 

future. 

 CU3 I will continue to purchase products using 

s-commerce as much as possible.  

 

 CU4 I will consider s-commerce the first choice 

to buy similar products in the future.  

 

 CU5 I would like to continue using s-commerce 

to purchase products. 

 

 CU6 I will continue using s-commerce to buy 

similar products in the future.  

 

 

3.7.2 Perceived Usefulness of e-WOM 

To measure s-commerce users’ perception of usefulness as one of the attributes of e-

WOM, six (6) items were adopted from Elwalda et al., (2016) and Elwalda & Lu 

(2014) and additional two (2) items were adopted from Pavlou (2003) making a total 

of 8 items for measuring perceived usefulness of E-WOM. The items adopted as 

presented in Table 3.2 explore s-commerce users’ evaluation and perception of 

usefulness, effectiveness, functional, practical and easy access towards e-WOM. These 

items were adopted because they are akin to the operational definition of perceived 

usefulness of e-WOM in this study and they have demonstrated good reliability and 

validity (Elwalda et al., 2016).  
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Table 3.2 

Items for measuring perceived usefulness 

Constructs  Codes  Items Source(s) 

Perceived 

usefulness  

PU1 E-WOM enhances my s-commerce shopping 

activities effectively. 

Elwalda & Lu 

(2014) 

 PU2 I find using E-WOM as useful. 

 PU3 E-WOM improves my performance in 

shopping within s-commerce. 

 PU4 E-WOM makes it easier for me to shop 

within s-commerce. 

 

 PU5 E-WOM makes it easier for me to search 

and find information about products 

 

 PU6 E-WOM allows me to accomplish my 

shopping more quickly. 

 

 PU7 I evaluate E-WOM as practical Pavlou (2003) 

 PU8 I evaluate E-WOM as functional 

 

3.7.3 Perceived Ease of Use of e-WOM 

To measure this concept, the five items were adopted from Elwalda et al. (2016) and 

Elwalda and Lu (2014). The items as presented in Table 3.3 measures the perception 

of effortless understanding and clarity of e-WOM. The items were adopted because 

they have demonstrated acceptable reliability and validity in previous studies (Elwalda 

et al., 2016). 
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Table 3.3 

Items for measuring perceived ease of use of e-WOM 

Constructs  Codes  Items Source(s) 

Perceived 

ease of use 

PEOU1 Understanding E-WOM requires less effort. Elwalda et al. 

(2016); 

Elwalda & Lu 

(2014) 

PEOU2 Understanding E-WOM requires less time.  

 PEOU3 E-WOM interaction is easy to understand. 

 PEOU4 E-WOM interaction is easy to follow. 

 PEOU5 I find it easy to understand E-WOM 

 

3.7.4 Perceived Enjoyment of e-WOM 

To measure this concept, three (3) items were adopted from Elwalda et al. (2016) and 

one item adopted from and Elwalda and Lu (2014). The items adopted as presented in 

Table 3.4 explores respondents’ evaluation of E-WOM as enjoyable, entertaining, 

pleasant and interesting. 

Table 3.4 

Items for measuring perceived enjoyment 

Constructs  Codes  Items Source(s) 

Perceived 

enjoyment  

ENJ1 I find the experience of reading E-WOM 

is enjoyable. 

Elwalda et al., 

(2016) 

 ENJ2 I find the experience of reading E-WOM 

is pleasant. 

 ENJ3 E-WOM is interesting.  

 ENJ4 E-WOM is kind of entertaining. Elwalda & Lu 

(2014) 
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3.7.5 Trust 

To measure trust as a variable in this research, five (5) items from Chow and  Shi 

(2014) and Tseng and Hsu (2010) were adopted. The item presented in Table 3.5 

explores respondents’ evaluation of E-WOM as truth, honest or false and trustworthy. 

The items have also demonstrated strong reliability in previous studies (Chow &  Shi, 

2014; Tseng & Hsu, 2010; Chen et al., 2014).  

Table 3.5 

Items for measuring trust 

Constructs  Codes  Items Source(s) 

Trust  TRUST1 I trust the information shared on s-

commerce by other users to be true. 

Chow & Shi, 

(2014); 

Tseng & Hsu 

(2010) 

 TRUST2 Users of s-commerce are trustworthy. 

 TRUST3 The information offered by other s-

commerce users are reliable. 

 TRUST4 S-commerce users do not make false 

statements. 

 

 TRUST5 The information offered by the other s-

commerce users is trustworthy. 

 

 

3.7.6 Commitment 

To measure this concept, four (4) items were adopted from Chen et al., (2014). The 

items presented in Table 3.6 explore how users perceived emotional and strong 

attachments and sense of belonging in the relationship with other users of s-commerce.  
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Table 3.6 

Items for measuring commitment 

Constructs  Codes  Items Source 

Commitment  COMM1 I have a real emotional attachment to 

others when using s-commerce. 

Chen et al., 

(2014) 

 COMM2 I feel a strong relation with others when 

using s-commerce. 

 

 COMM3 I feel a sense of belonging towards others 

when using s-commerce. 

 

 COMM4 I feel like a part of the group when using 

s-commerce. 

 

 

3.8 Assessment of Validity and Reliability 

Before the actual data collection in this study, the items presented in the above sections 

are validated. To ensure the measurement of variables in this study is valid and reliable, 

both face and content validities and reliability are conducted in this research (Sekaran 

& Bougie, 2010). The following subsections present the results of the face validity and 

content validity and pilot study which were conducted to ensure reliability.   

3.8.1 Assessment of Face Validity and Content Validity 

In this section, both the face and content validities of the measures of the understudied 

variables are examined. According to experts such as Churchil (1979) and Mackenzie, 

Podsakoff and Podsakoff (2011) content validity is examined to determine the 

adequacy of items in measuring the conceptual interpretation of the construct they are 

representing. Meanwhile, face validity is a method of ensuring the wordings of adopted 

measures are understandable and devoid of ambiguity (Bordens, & Abbott, 2005). In 

this study, the content validity and face validity of the items and are examined by 

employing the approach suggested by Polit and Beck (2006). Hence, seven (7) experts 
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in the field of information system, customer relationship management and service 

marketing were recruited for validating the items and measures employed in this study. 

Following the argument placed by Polit and Beck (2006), a total number of seven (7) 

experts is considered appropriate and any number above seven (7) is unnecessary. The 

selection of experts in study was based on the characteristics proffered by Rogers and 

Lopez (2002) and Hallowell and Gambatese (2010). These authors asserted the need 

for selecting the experts who have all the following characteristics: 

1) Experts must have a specialization in the field of the study under 

examination,  

2) Must hold an advanced degree such as (PhD.),  

3) Must be faculty members at an accredited university,  

4) Must have authored a significant number of publications in the area of 

study, and  

5) Must have at least five (5) years of research and teaching experience.  

Following the above criteria, the researcher recruited seven (7) experts who have all 

the characteristics listed above. The profiles of the experts are summarized in Table 

3.7 below. 
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Table 3.7 

Experts’ Background 

ID Position Expertise 
Years of 

Experience 
Institutions Qualifications 

Expert 

1 

Professor Information System 32 years Universiti 

Utara 

Malaysia 

PhD. 

Expert 

2 

Senior Lecturer Islamic finance, the 

experience in research 

methodology and data 

analysis by using SPSS 

and PLS. 

More than 5 

years 

University 

of Seiyun- 

Yemen 

PhD. 

Expert 

3 

Senior Lecturer CRM, service marketing 5 years Universiti 

Utara 

Malaysia 

PhD. 

Expert 

4 

 

Professor Information System 20 years Universiti 

Utara 

Malaysia 

PhD. 

Expert  

5 

Senior Lecturer MIS 5 years Universiti 

Utara 

Malaysia 

PhD. 

Expert 

6 

Senior Lecturer Technology 

Management- ICT 

7 years Universiti 

Utara 

Malaysia 

PhD. 

Expert 

7 

Senior Lecturer Mobile Digital 

Marketing  

5 years Universiti 
Utara 

Malaysia 

PhD. 

 

The experts were asked to complete a validity form (See Appendix A). The form 

provides the experts a scale for rating the representativeness of each item for the 

purpose of assessing the content validity through Content Validity Index (CVI) (Polit 

& Beck, 2006). Thus, the CVI of both the item-level and the scale-level CVIs were 

calculated from the ratings of experts. The experts were requested to rate the relevance 

of the items with regards to the constructs under which the items were placed. The 

experts were provided a 4-point scale using the following labels: 1 = “not relevant”, 2 

= “somewhat relevant”, 3 = “quite relevant” and 4 = “highly relevant”. The 4-point 
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scale is considered most appropriate as it is devoid of neutral and ambivalent midpoint. 

Also, both “not relevant” and “highly relevant” were employed as anchors for the 

expert ratings as they were the most popularly acceptable among experts of item 

validation and development (DeVellis, 2003).   

The item-level CVI involves the validity of the items while the scale-level CVI 

signifies the validity of the scale. Additionally, the validity form also enables the 

experts to append additional comments for assessing face validity. Finally, the validity 

form also presents experts with the operational definitions of the understudied 

variables. The results of both content and face validities are presented below.  

3.8.2 Content Validity Result 

This section presents the result of the content validity based on the CVI ratings of 

seven (7) experts. According to the explanation provided by Polit and Beck (2006), 

calculating CVI from the ratings of 7 experts is considered appropriate and enough to 

yield accurate index. The Item-Level CVI was calculated by converting both 1= “not 

relevant” and 2 = “somewhat relevant” ratings to 0 and 3=“quite relevant” and 

4=“highly relevant” to 1. Thus, every 1 and 2 ratings from the experts were counted 

as 0 and every 3 and 4 ratings were counted as 1. The total number of items rated 

relevant was divided by the total number of raters (7 in the case of this research). 

According to Polit and Beck (2006), an acceptable Item-Level CVI for raters more 

than six is 0.83. The results of the Item-Level CVI calculations were used to delete 

items that were rated not relevant. Appendix B shows the results of the Item-Level 

CVI. The results showed that majority of the items scored 0.85 and above. However, 

no item scored lower than 0.85, hence no item was deleted as this stage.  
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Additionally, Polit and Beck (2006) suggested using the average of the Item-Level 

CVI for calculating Scale-Level CVI. Thus, Scale-Level CVI was calculated by the 

mean of every item rated relevant divided by the total number of items. An acceptable 

Scale-Level CVI according to Field (2009) is 0.90. The results presented in Appendix 

B shows that all the scales have Scale-Level CVIs more than 0.90, indicating content 

validity of the overall scales. 

3.9 Face Validity Result 

Additionally, to assess face validity in this study, the comments of the experts were 

implemented to correct and enhance the clarity of the items. Based on the feedbacks 

received from the experts, a number of questions were rephrased to eliminate 

ambiguous words. Specifically, Expert 1 suggested rephrasing three items of the 

perceived usefulness construct. The first item of this construct was changed from 

“electronic word of mouth (e-WOM) enhances my s-commerce shopping effective” to 

be “electronic word of mouth (e-WOM) enhances my s-commerce shopping activities 

effectively”. The second item was rephrased from “e-WOM improves my shopping 

performance within s-commerce” to “e-WOM improves my performance in shopping 

activities within s-commerce”. The third item was rephrased from “e-WOM allows me 

to accomplish my task more quickly” to “e-WOM allows me to accomplish my 

shopping more quickly”.  Meanwhile, Expert 3 added one item to the perceived ease 

of use construct: "understanding e-WOM requires less time". Other experts were 

agreed with the items of constructs. Their opinions and suggestions were considered 

in rearranging and redesigning the final questionnaire used for the main survey in this 

study as shown in Appendix C.  
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3.9.1 Pilot Study 

Sequel to obtaining the face and content validity results, it is essential to conduct a 

pilot study to examine the reliability of the items. The pilot study was undertaken to 

improve the instrument presented in Appendix C. It follows the suggestions proffered 

by Malhotra, Hall, Shaw and Oppenheim (2008) as well as Sekaran and Bougie (2010) 

who suggested that 30 samples are a suitable size for the pilot test. Meanwhile, Cooper 

and Schindle (2008) suggested a range between 25 and 100 subjects. Based on this, 

the sample size of 37 respondents was selected as samples for the pilot test in the 

current study.  

The respondents of the pilot study were selected among the experienced users of s-

commerce. For the pilot study, the data collection was conducted by posting an 

invitation thread on Facebook to invite the s-commerce users. Facebook was selected 

as a platform to post the link of the instrument because this platform is a popular 

platform among Malaysian when it comes to online shopping (Zainal et al., 2017). 

Furthermore, users who are using Facebook are exposed to many social marketing 

platform as many businesses are using this platform to market their products and 

services (Kietzmann & Canhoto, 2013). Most importantly, the selection of this 

platform is in line with previous studies which examine user’s behavior within s-

commerce context (e.g., Shanmugam et al., 2016; Abed et al., 2016; Hajli & Sims, 

2015; Chang et al., 2014; Kietzmann & Canhoto, 2013; Chen et al., 2012). The 

invitation thread was connected together with online survey page through a hyperlink.  

Statistical Package of Social Science (SPSS) was used to assess the reliability of the 

scales proposed in this study. In particular, Cronbach’s Alpha is reported to reveal the 

degree to which the scales are free of random errors and causes the degree of 
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correlation found among two scales (Pallant, 2011; Sekaran & Bougie, 2010). 

Additionally, Cronbach’s Alpha is used to establish the internal consistency which is 

a measure of the extent to which all the items of the scale measure the same underlying 

concept of the variable being measured (Pallant, 2011; Zoltan & Tatsuya, 2010). 

Moreover, the average correlation indication between the items of scale is provided by 

Cronbach's coefficient alpha and ranges from 0 to 1 (Pallant, 2011). When correlation 

among the respective items of the questionnaire is high, Cronbach's alpha is expected 

to be high as well. The minimum level of 0.6 for Cronbach's alpha is suggested (Hair, 

Black, Babin, Anderson, & Tatham, 2012). The inter-item correlation was also 

assessed as the measure of distinctive representation between the items in a scale. 

Hence, an item with less than 0.3 can be considered unreliable. Therefore, in this study, 

both Cronbach’s Alpha and inter-item correlation were used as the basis for judging 

the reliability of the items proposed in this study. Specifically, a scale must have more 

0.60 Cronbach’s Alpha value and inter-item greater than 0.3 in this study.  

The result of pilot test as obtained from SPSS is presented in Table 3.8. Overall, the 

finding revealed that, all the scale obtained high and acceptable Cronbach's alpha 

values, which show the internal consistency of the scale. Moreover, before obtaining 

the acceptable Cronbach's alpha values, few items with low inter-item correlation 

values were dropped from the scales. In specifics, two (2) items were dropped from 

Perceived Usefulness. Hence, “I evaluate E-WOM as practical” and “I evaluate E-

WOM as functional” were dropped from the perceived usefulness scale. Finally, the 

analyses of content validity, face validity and reliability revealed valid and reliable 

scales and items for the collection of main data in this study. Table 3.8 shows the 

number of items retained in all the scales proposed for data collection. 
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Table 3.8 

Summary of pilot study result 

Factors 

Number of 

items before 

Pilot Study 

Cronbach’s Alpha Items deleted 

Number of 

Items 

Retained  

PU 8 0.938 2  6 

PEOU 5 0.929 Nil 5 

PENJ 4 0.942 Nil 4 

TRUST 5 0.946 Nil 5 

COMM 4 0.883 Nil 4 

CUI 6 0.895 Nil 6 

3.10 Final Data Collection Procedures 

After finalizing the instrument design and the assessments of validity and reliability, 

the instrument was ready for final data collection. However, before proceeding with 

the main data collection, the refined and validated instrument was translated from 

English to Bahasa Melayu by a language expert at the Universiti Utara Malaysia. 

Meanwhile, the translated version was compared to the original questionnaire to ensure 

consistency of the translation process and the translated copy was edited by an expert 

of Information System at the School of Computing, College of Arts and Science, 

UUM. The expert was requested to ensure that, the right terminologies were used and 

profession-based jargons were eliminated in order to ease respondents’ understanding 

of the translated questionnaire. This method of translation has been used by previous 

study in the realm of information system studies (e.g., Chou & Hsu, 2016). Both the 

English and Bahasa Melayu versions of the instruments were administered to the 

respondents to give flexibility to the respondents to choose their preferred language. 

This is because the s-commerce users in Malaysia consist of those with different level 

of English proficiency. 
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Subsequently, the survey was conducted through online survey using an Internet 

survey tool known as SurveyMonkey for data collection. This method is chosen based 

on the advantages listed in Table 3.9. 

Table 3.9 

Reasons for adopting online survey (Adopted from Bryman & Bell, 2007) 

Advantage Explanation 

Global reach Since this study examines continuous use within social 
commerce, using a pen and pencil type of survey seems 

inappropriate tool. Therefore, the advantage of an 

online survey that allows global reach makes it easier 
and cheaper to obtain information from respondents 

that are dispersed geographically. 

Attractive format An online survey offers a wide variety of stylistic 

formats in presenting a questionnaire. Its ability to 
represent questions in many forms (e.g., single and 

multiple responses, dichotomous questions, multiple-

choice questions, and even open-ended questions) 
makes it more attractive. Also, its ability to filter and 

control the logic flow is useful to avoid confusing. 

Fewer unanswered questions An online survey can be designed in such a way that 

respondents cannot go to subsequent questions without 
answering the current one. Thus, it can help reduce the 

number of incomplete responses. 

Ease of data entry and analysis The responses are stored automatically in a database 

and can be easily extracted for data analysis. 

 

The survey was initiated by October 19, 2017 and ended by November 27, 2017. The 

screenshot of the data/response obtained from the survey is included in Appendix D. 

The survey restricted respondents to respond only one time in order to avoid 

redundancy. Firstly, the URL of the survey questionnaire 

(https://www.surveymonkey.com/r/YQ56F7X) was sent through a Facebook 

invitation. Next, three reposts thread were posted in the Facebook. The threads were 

posted to remind the participants to response to the survey. The screenshot of the 

https://www.surveymonkey.com/r/YQ56F7X
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Facebook invitation can be found in Appendix E. Facebook is chosen as a source of 

data collection because it is a popular platform among Malaysian when it comes to 

online shopping (Zainal et al., 2017). Furthermore, Facebook serves as a gateway to 

many s-commerce platforms for its users (Kietzmann & Canhoto, 2013). Most 

importantly, the selection of this platform is in line with previous studies who have 

examined user’s behavioral intention within s-commerce context (e.g., Krasnova et al., 

2017; Shanmugam et al., 2016; Abed et al., 2016; Hajli & Sims, 2015; Chang et al., 

2014; Kietzmann & Canhoto, 2013; Chen et al., 2012). To increase response rate and 

survey participation, the survey provided five lucky draws. Five gifts were given to 

randomly selected participants. The detail about response rate can be found in Section 

4.1.  

3.11 Data Analysis Method 

The data was collected using online survey questionnaires and analyzed using the 

combinations of both preliminary analysis and inferential statistics. The preliminary 

analysis was conducted using SPSS version 23.0 for Windows and the inferential 

aspect of the statistics was done by employing the SEM technique, using the Partial 

Least Square-SEM (PLS-SEM). Meanwhile, before diving into the inferential 

statistics, a few preliminary analyses were conducted, including data cleaning, 

multicollinearity, homoscedasticity and linearity using SPSS version 23.0 for 

Windows. The main purpose of the preliminary analysis was to get the collected data 

ready and appropriate for inferential statistics by using the PLS-SEM technique. The 

two major types of data analyses are discussed in detail below.  
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3.11.1 Descriptive Analysis 

Descriptive analysis was conducted in this study to describe the data and the 

respondents (Hair et al., 2012). Descriptive analysis in this study includes the 

frequency of occurrence, average score, central tendency (mean, median and mode) 

and the measure of dispersion (range, variance and standard deviation) of the variables 

understudied in this research. It is worth noting that, the descriptive analysis is not the 

main analysis for answering the research questions rather; it is conducted for 

manipulation checks. 

3.11.2 Assessment of PLS-SEM 

The inferential analysis in this study involves the statistical development of the 

proposed theoretical model and testing of the hypotheses proposed using the PLS-SEM 

technique. The PLS-SEM is considered the most appropriate method for this study 

data analysis compared to the conventional SPSS regression analysis modelling of 1st 

generation techniques. Hence, both methods are alike and, in some cases, yield similar 

results; the former has an advantage of estimating both structural models (i.e., the 

relationship between constructs) and measurement model (i.e., the relationship 

between indicators and construct) concurrently (Duarte & Roposo, 2010). Moreover, 

PLS-SEM as the 2nd generation technique allows the modelling of multiple exogenous 

latent variables and latent endogenous variables simultaneously (Gefen, Straub & 

Boudreau, 2000). 

PLS is an appropriate technique for analyzing in this study because of its ability to 

handle a complex model with a high number of constructs, indicators, and relationships 

(Barclay, Higgins, & Thompson, 1995). Also, PLS is prominent among larger models 

when the importance moves from individual variables and parameters to groups of 
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variables and total parameters (Wold, 1985). Hence, the proposed theoretical model in 

this study is considered a complex model especially considering the inclusion of 

mediational effects of both Trust and Commitment variables.  

Consequently, following the suggestions of experts, the two stage is employed in this 

study include (1) Measurement model assessment and (2) Structural model assessment 

(Hair, Sarstedt, Hopkins, & Kuppelwieser, 2014; Hair et al., 2012; Henseler, Ringle, 

& Sinkovics, 2009). These two stages were used to establish different objectives as 

depicted below. 

Table 3.10 

The Steps of PLS-SEM Analysis 

First Step: Measurement Model Assessment  Second Step: Structural Model Assessment  

Individual item reliability examination  Path coefficients significance assessment  

Establishment of internal consistency reliability  R-squared values level evaluation  

Convergent validity determination  Effect size determination  

Ascertaining discriminant validity  Determining predictive relevance  

 Assessment of indirect effect  

 

3.12 Summary 

This chapter elaborates the researcher’s philosophical stance. It also covers the 

research processes and survey method designed for this study.  More importantly, the 

sampling technique and instrument design were elaborated in detail. Then, the 

assessments performed to test the validity and reliability of the instrument were 

explained. Furthermore, the data collection procedure and analysis methods were 

described as well. Through these activities, the objectives indicated in Chapter one are 

achieved.  The following chapter describes the findings of this study. 
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CHAPTER FOUR 

DATA ANALYSIS AND FINDINGS 

4.0 Introduction 

This chapter entails the analysis and findings of this study. The statistical analyses are 

conducted using the statistical techniques discussed in the previous section. The 

analyses conducted in this study are presented mainly in two phases. The first phase 

presents the description of the data and the respondents. The second phase holds the 

inferential statistics where the hypotheses proposed are tested and reported. In 

specifics, Section 4.1 discusses response rate. Section 4.2 presents the discussions on 

preliminary data analysis. This is followed by Section 4.3 where the demographic 

information of the respondents. Section 4.4 holds the assessment of PLS-SEM path 

model including the measurement model and structural model assessment. This section 

also entails the mediational effects. Finally, Section 4.5 is where the whole findings 

are summarized.  

4.1 Response Rate 

In this research, an online survey link was posted through Facebook. By the time the 

survey ended, 677 respondents had filled the online survey questionnaire. 20 responses 

were eliminated because the respondents were from outside Malaysia. Additionally, 

168 responses were deleted due to uncompleted answers. Finally, based on the 

question which was used to filter the s-commerce users from non-users, 114 responses 

were resultantly excluded from the study. As a result, this study has 375 valid 

responses to be analyzed which resulted to a 62.5% response rate. Hence, 375 out of 

the 600 originally sampled respondents resulted into 62.5% response rate. Following 

the argument proffered by Creswell (2012) that a response rate of 50% or above is 
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adequate for surveys. Therefore, the analysis of this study is based on 375 respondents, 

representing 62.5% response rate, which is considered acceptable.  

4.2 Preliminary Data Screening 

This section presents the preliminary data analysis which involves the screening and 

cleansing of the collected data and making the data appropriate for inferential 

statistical analysis. The preliminary analysis is conducted with SPSS version 20. The 

data screening involves several procedures as suggested by Hair et al., (2012) and Hair 

et al., (2014). This includes testing of non-response bias, assessing and treating 

outliers, testing normality, linearity test, homoscedasticity test and multicollinearity 

test (Hair et al., 2012). These series of tests and processes are reported in the following 

subsections. 

4.2.1 Testing Non-Response Bias 

Non-response bias is a type of error a researcher expects to make during the estimation 

of sample characteristics as a result of under-estimation of some certain types of 

respondents due to non-response. Experts have explained that “there is no minimum 

response rate below which a survey is biased and conversely, no response rate above 

which a survey is never biased” (Singer, 2006). Pearl and Fairely (1985) asserted that 

non-response bias must be investigated irrespective of its size. Hence, there is a need 

to conduct non-response bias in this study.  

As such, this study conducted an independent t-test on the non-response bias by 

dividing the respondents into two independent groups based on the responses on the 

English and Malay versions of survey questionnaire administered in this study. 

Therefore, the mean values for the variables understudied are compared. The results 
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of the Independent Sample T-test presented in Table 4.1 shows the result of the Levene 

test revealing that the mean values for all the variables of the study have no significant 

differences between the Malay language and English language respondents (p>0.01). 

The results therefore indicate the absence of response-bias, which implies that the data 

is applicable for further analysis. 
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Table 4.1 

Independent samples test 

 

Levene's Test for 

Equality of 

Variances 

t-test for Equality of Means 

F Sig. t df 
Sig. (2-

tailed) 

Mean 

Difference 

Std. 

Error 

Differenc

e 

95% Confidence Interval 

of the Difference 

Lower Upper 

PU 

Equal variances assumed 18.471 .523 1.501 364 .134 .80342 .53541 -.24946 1.85630 

Equal variances not 

assumed   1.459 280.322 .146 .80342 .55066 -.28053 1.88737 

PEOU 

Equal variances assumed 16.529 .214 1.846 364 .066 .85866 .46518 -.05612 1.77344 

Equal variances not 

assumed   1.812 311.288 .071 .85866 .47400 -.07399 1.79131 

PENJ 

Equal variances assumed 10.298 .741 .941 364 .347 .36653 .38933 -.39908 1.13215 

Equal variances not 

assumed   .924 312.567 .356 .36653 .39655 -.41371 1.14678 

TRUST 

Equal variances assumed 10.935 .301 1.939 364 .053 .93855 .48392 -.01308 1.89018 

Equal variances not 

assumed   1.906 315.284 .058 .93855 .49247 -.03039 1.90750 

COMM 

Equal variances assumed 9.954 .112 1.820 364 .070 .79694 .43778 -.06396 1.65784 

Equal variances not 

assumed   1.788 314.249 .075 .79694 .44567 -.07993 1.67381 

CUI 

Equal variances assumed 6.474 .411 -.160 364 .873 -.09690 .60550 -1.28761 1.09382 

Equal variances not 

assumed   -.157 318.823 .875 -.09690 .61550 -1.30785 1.11406 
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4.2.2 Treating Outliers 

Outliers represent extreme responses to a particular observation. Outliers are 

undesirable because they symbolize a unique permutation of two or more variables 

(Byrne, 2010). At the bivariate level, outliers were determined by inspecting the 

boxplot graph, using the descriptive method in SPSS. Following the suggestion 

proffered by Hair et al. (2012), the visual inspection of the boxplot graph was used to 

detect outliers at the bivariate level. The initial boxplot generated 10 critical values 

and outliers in the data set, although Hair et al., (2012) argued that outliers should not 

be deleted except they are confirmed aberrant and detrimental to the study analysis. 

Subsequently, these 10 cases were deleted from the data set, leaving the total valid 

respondents for this study 365 cases. Therefore, Figure 4.1 presents the bloxplot graph 

depicting no critical values. 

 

Figure 4.1. Linearity Test 
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4.2.3 Assessing Normality 

This study utilized a graphical approach to determine the normality of the data 

collected (Tabachnick & Fidell, 2007). The graphical method was chosen because 

Field (2009) suggested that a study sample larger than 200 should examine the shape 

of the distribution graphically rather than by looking at the value of skewness and 

kurtosis statistics. As a result, with a sample size of 365, which is clearly above 200, 

using the graphical method to test for normality of data for this study was justified. 

Accordingly, a histogram and normal probability plot is assessed to confirm the 

normality of the data gathered in this study. Figure 4.1 shows that the data collected 

for this study follows a normal pattern since all the bars on the histogram are close to 

a normal curve. The bell-shaped curve in Figure 4.2 also indicates a normal 

distribution (Hair et al., 2012). Thus, even though PLS can work with non-normal data, 

this study did not violate normality assumptions. 
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Figure 4.2. Histogram Chart for Normality Assumption 

4.2.4 Linearity Test 

Additionally, in order to affirm the normality and linearity of the data collected in this 

study, the assessment of linearity is also conducted in this study through a graphical 

assessment. Figure 4.3 presents the normal P-P plot which depicts the correlation line 

between the variables understudied (Hair et al., 2012; Field, 2009). The figure reveals 

a relatively straight line with little deviation which indicates a decent linearity between 

the variables (Hair et al., 2012). 
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Figure 4.3. Normal P-P Plot for Assessing Linearity Test 

4.2.5 Homoscedasticity Test 

Homoscedasticity was tested using graphical method in this study. Graphically, the 

scatter plot is visually explored to determine if the data scatter randomly across the 

horizontal axis of the plot. If so, this will be interpreted as thus; the data is 

heteroscedastic and not homoscedastic. Figure 4.4 below shows the scatter plot, which 

reveals that the data scatter across the horizontal axis and thus, the data collected for 

this study is heteroscedastic (Hair et al., 2012). 
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Figure 4.4. Scatter Plot for Assessing Homoscedasticity 

4.2.6 Multicollinearity Test 

The correlation matrix of exogenous latent constructs was used to detect 

multicollinearity. A correlation coefficient of 0.90 and above indicates 

multicollinearity between exogenous latent constructs. Furthermore, Hair et al. (2012) 

stressed that multicollinearity can also be examined by calculating the tolerance level 

and Variance Inflation Factor which is often known as (VIF) to determine the degree 

of collinearity among the variables. Tolerance is said to be the indicator of the variance 

of a predicator variable not explained by the other predicator variables. According to 

Myers (1990) the presence of multicollinearity is identified when the VIF is higher 

than 10 and the tolerance is less than 0.1. Both the VIF and Tolerance were calculated 

using the regression analysis in SPSS. The result presented in Table 4.2 shows that, 

none of the variables understudied in this study has a VIF higher than 10 and tolerance 

value less than 0.1. Thus, this indicates the absence of multicollinearity in the data 

obtained for this study.   
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Table 4.2 

Multicollonearity assessment 

Model 
Unstandardized Coefficients Standardized Coefficients 

t Sig. 
Collinearity Statistics 

B Std. Error Beta Tolerance VIF 

(Constant) .369 .231  1.594 .112   

PU .312 .050 .298 6.288 .000 .521 1.919 

PEOU .153 .058 .141 2.642 .009 .411 2.432 

PENJ .242 .056 .238 4.289 .000 .381 2.623 

TRUST .232 .044 .227 5.301 .000 .640 1.564 

COMM        
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4.3 Demographic Information of the Respondents 

This section presents the descriptive analysis of the demographic information of the 

respondents in this study. The demographic profile also includes brief information of 

the respondents’ intention to continuously use s-commerce.  Additionally, the social 

media platforms that are incorporated by s-commerce are rated by the respondents. 

Moreover, the frequency of s-commerce usage and motives for using s-commerce are 

also asked to the respondents. Finally, the respondents were asked to specify the type 

of product that has been purchased using s-commerce. The descriptive analysis of the 

demographic information of the respondents is presented in Table 4.3.  

The result presented in Table 4.3 shows the distribution of gender of the respondents. 

The result shows that, majority of the respondents in this study are female (63.3%), 

meanwhile only 36.7% of the respondents are male. Also, this result shows that, 

majority of the respondents 53.7% are between the ages of 20 and 25 years old. This 

is followed by 19.7% respondents between the ages of 31-35years. On the other hand, 

only 3.6% respondents are above the age of 40 years. This shows that, the chunk of 

the respondents are young adults falling between the age of millennial otherwise 

known as digital-citizens. In the same sense, the result presented in Table 4.3 shows 

that, less than half of the respondents are married (35.1%). Meanwhile majority of the 

respondents are single (64.7%). This confirmed the facts that, majority of the 

respondents in this study are young adults below the age of forty years.  

Finally, the result also demonstrates that, the respondents in this study are well-

educated. Evidently the result in Table 4.3 evinced that, more than half of the 

respondents have a bachelor’s degree (58.4%). This is followed by 21.4% of the 

respondents who are with a master’s degree. This confirmed that the respondents in 
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this study are literate enough to understand the subject matter and to share their valid 

opinion to this study.  

Table 4.3 

Demographic information of respondents 

  Frequency  Percentage (%) 

Gender Female 231 63.3 

 Male 134 36.7 

 Total 365 100.0 

Age 20 - 25 years 196 53.7 

 31-35 years 72 19.7 
 26-30 years 50 13.7 

 36-40 years 28 7.7 

 More than 40 years 13 3.6 

 Less than 20 years 6 1.6 

 Total 365 100.0 

Marital Status Single 236 64.7 

 Married 128 35.1 
 Others 1 0.3 

 Total 365 100.0 

Highest Education 

Qualification 

Doctorate 49 13.4 

Master 78 21.4 

 Bachelor 213 58.4 

 Diploma 18 4.9 

 Secondary school 7 1.9 

 Total 365 100.0 

 

Furthermore, the results reported in Table 4.4 shows that, a huge number of the 

respondents 97.3% has the intention of continue using s-commerce. This shows that, 

the respondents in this study are to a large extent apt for this study.  

Additionally, the result in Table 4.4 also shows that, Facebook is the most connected 

s-commerce users with s-commerce websites (83%). This is followed by Instagram 

(49%) and Twitter (9.6%). Additionally, 12.6% of the respondents indicate that, they 

use s-commerce on daily basis and 26% use it few times a week. Finally, the result 
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shown in Table 4.4 revealed that, clothes and footwear are the most purchased goods 

with s-commerce while flowers are the least purchased goods on s-commerce. 

Table 4.4 

Respondents’ s-commerce use information 

  Frequency Percentage (%) 

Continuous Use Intention Yes 355 97.3 

No 10 2.7 

Total 365 100.0 

Social Media Platforms Facebook 311 82.9 

 Instagram 186 49.6 

 Twitter 36 9.6 

 WhatsApp 24 6.4 

 Others 10 2.7 

Frequency of s-commerce visit Once a few hours 143 39.2 

Few times a week 95 26.0 

 2-3 times a month 65 17.8 
 Daily 46 12.6 

 Less than once a month 16 4.4 

 Total 365 100.0 

Motives of s-commerce use Convenient 276 73.6 

 Save time 276 73.6 

 Many choices 259 69.1 

 Save Cost 221 58.9 

 Fun 125 33.3 

 Others 3 0.8 

Types of products purchased on 

s-commerce 

Clothing 282 75.2 

Footwear 136 36.3 
 Home & living 112 29.9 

 Computer hardware 102 27.2 

 Electronics 101 26.9 

 Tickets 101 26.9 

 Sport 99 26.4 

 Books or Magazine 93 24.8 

 Jewelry or Watches 78 20.8 

 Travel 70 18.7 

 Video 61 16.3 

 Computer software 53 14.1 

 Cosmetics 50 13.3 
 Food 47 12.5 

 Music 22 5.9 

 Flowers 18 4.8 

 Others 10 2.7 
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4.4 Assessment of PLS-SEM Path Model 

The PLS-SEM reporting technique involves two main steps of assessment which are 

the assessment of the measurement model (i.e. the outer model) followed by the 

assessment of the structural model (i.e. the inner model) (Chin, 2010; Hair et al., 2012). 

The following subsections present the result of both measurement and structural 

models’ assessment of the hypothesized model in this study. 

4.4.1 Assessment of Measurement Model 

The assessment of the measurement model concentrates on the reliability and the 

validity of the constructs and indicators (i.e. the items) that are used to measure a 

certain construct (i.e. a latent variable). Reliability refers to the accuracy and the 

consistency of the measurement instrument; while validity refers to whether the 

measurement instrument truly represented the constructs it was intended to measure 

originally (Hair et al., 2014). Measurement model assessment can be done by 

employing four evaluation tests: internal consistency reliability, indicator reliability, 

convergent validity and discriminant validity (Chin, 2010; Hair et al., 2012; Hair et al., 

2014). They are described further next. 

4.4.1.1 Internal Consistency Reliability 

The internal consistency reliability is an important criterion, and it must be evaluated 

for each construct within the proposed model. The internal consistency reliability of 

the items measuring each variable was assessed through the value of Composite 

Reliability (CR) (Hair et al., 2014). The composite reliability value ranges from zero 

to one, and it is considered to be acceptable if it exceeds the threshold of 0.7 (Hair et 

al., 2014). In the current study, the CR values for the model’s constructs ranged from 

0.888 to 0.933, which is considered a satisfactory criterion for the constructs. Table 
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4.5 presents the CR values for all the constructs within the current model in this study. 

Therefore, the result revealed that internal consistency reliability was established in 

this study. 

4.4.1.2 Indicator Reliability 

When assessing the measurement model, the reliability of each indicator (i.e. the 

items) must be examined; the indicator’s reliability is considered acceptable if the 

outer loading for that indicator is above the value of 0.7 (Chin, 2010; Hair et al., 2014). 

After analyzing the data, the loadings of the items within the current study’s model 

ranged from 0.702 to 0.905. Within the present study, all items loading exceed the 

threshold of 0.7. Therefore, no indicators are preserved. The indicators’ outer loadings 

are shown in Table 4.5. 

4.4.1.3 Convergent Validity 

Convergent validity refers to the amount of variance of a particular construct shares 

with its indicators, or in other words, the extent to which the indicators of the same 

construct correlate positively with each other (Chin, 2010; Hair et al., 2012, 2014). 

The value of the Average Variance Extracted (AVE) is used to assess the convergent 

validity of the measurement model where the AVE value is considered acceptable 

when it is equal or above the threshold value of 0.5 for a particular construct (Chin, 

2010; Hair et al., 2014). For this study, all the constructs’ AVE values within the 

measurement model were above 0.5 which indicated that it had satisfied the criterion 

of convergent validity. Table 4.5 displays the AVE values for all constructs within the 

measurement model. 
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Table 4.5 

Outer Loading of the Indicators 

Constructs  Items Factor Loading 
Cronbach's 

Alpha 
Composite 

Reliability  
AVE 

Commitment  COMM1 0.806 0.888 0.923 0.751 

 COMM2 0.905    

 COMM3 0.889    

 COMM4 0.863    

Continuous 

use intention 

CUI1 0.807 0.914 0.933 0.699 

CUI2 0.841    

 CUI3 0.860    

 CUI4 0.791    

 CUI5 0.861    

 CUI6 0.855    

Perceived 

enjoyment 

PENJ1 0.831 0.893 0.925 0.756 

PENJ2 0.893    

 PENJ3 0.890    

 PENJ4 0.863    

Perceived 

ease of use 

PEOU1 0.788 0.873 0.908 0.665 

PEOU2 0.737    

 PEOU3 0.853    

 PEOU4 0.853    

 PEOU5 0.841    

Perceived 

usefulness 

PU1 0.732 0.898 0.920 0.658 

PU2 0.831    

 PU3 0.811    

 PU4 0.833    

 PU5 0.842    

 PU6 0.814    

Trust  TRUST1 0.702 0.841 0.888 0.614 

 TRUST2 0.823    

 TRUST3 0.848    

 TRUST4 0.710    

 TRUST5 0.822    
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4.4.1.4 Discriminant Validity 

Discriminant validity can be defined as the degree to which a particular construct can 

be differentiated from other constructs within the same model. In other words, to what 

extent the study’s participants recognized a specific variable (i.e. a construct) 

distinctively and did not confuse it with other variables of the same research (Hair et 

al., 2014; Chin, 2010).  

The discriminant validity is evaluated using the Fornell-Larcker criterion (Fornell & 

Larcker, 1981). The rule of thumb for the Fornell-Larcker criterion is that each 

construct’s square root of the AVE value must be higher than the construct’s 

correlations with other latent variables (i.e. constructs) within the same model (Hair et 

al., 2014; Chin, 2010). 

Another method for assessing discriminant validity is by examining the outer loading 

of each indicator. The rule of thumb is that each indicator’s outer loading on its original 

construct must be greater than the same indicator’s cross-loadings on other constructs 

(Hair et al., 2014; Chin, 2010). The current study employed the two methods of 

Fornell-Larcker for assessing discriminant validity. The data analysis results showed 

that all constructs within the model had fulfilled the discriminant validity criterion as 

presented in Table 4.6. The diagonal cells on the table represent the square root of the 

AVE values for all constructs. The diagonal cells were found to be higher than all of 

the off-diagonal cells which constitute the construct’s correlations with the other 

constructs in the model. 
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Table 4.6 

Discriminant validity (Fornell-Larcker method) 

 Commitment 
Continuous 

use intention 

Perceived 

ease of use 

Perceived 

enjoyment 

Perceived 

usefulness 
Trust 

Commitment 0.866      

Continuous 

use intention 0.573 0.836     

Perceived ease 

of use 
0.413 0.629 0.816    

Perceived 

enjoyment 
0.553 0.679 0.750 0.870   

Perceived 

usefulness 
0.440 0.650 0.691 0.670 0.811  

Trust 0.690 0.613 0.617 0.623 0.531 0.783 

 

Additionally, Table 4.7 presents the results of the second method, the indicator cross-

loading. The diagonal cells represent the indicators’ loadings on their original 

constructs. These values were found to be greater than the indicators’ cross-loadings 

on the other constructs of the model. The results obtained from the two methods 

affirmed that all constructs in the model were distinctively recognized in this study 

and that the discriminant validity for the measurement model was achieved. This step 

concluded the measurement model assessment after examining all the required criteria 

for the model’s reliability and validity, which both were found to be adequate and 

sufficient. Hence, the following section discusses the structural model assessment 

procedure. 
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Table 4.7 

Discriminant validity (indicator cross-loading method) 

  Commitment 
Continuous use 

intention 

Perceived 

enjoyment 

Perceived ease of 

use 

Perceived 

usefulness 
Trust 

COMM1 0.806 0.495 0.510 0.384 0.393 0.587 

COMM2 0.905 0.476 0.467 0.365 0.347 0.606 

COMM3 0.889 0.478 0.458 0.354 0.352 0.587 

COMM4 0.863 0.531 0.478 0.328 0.426 0.606 

CUI1 0.459 0.807 0.559 0.479 0.562 0.488 

CUI2 0.482 0.841 0.547 0.498 0.552 0.513 

CUI3 0.540 0.860 0.606 0.544 0.541 0.530 

CUI4 0.456 0.791 0.532 0.528 0.489 0.511 

CUI5 0.485 0.861 0.586 0.572 0.548 0.530 

CUI6 0.451 0.855 0.572 0.534 0.567 0.504 

PENJ1 0.445 0.516 0.831 0.678 0.534 0.497 

PENJ2 0.496 0.594 0.893 0.673 0.576 0.573 

PENJ3 0.473 0.612 0.890 0.669 0.643 0.527 

PENJ4 0.505 0.632 0.863 0.595 0.576 0.565 

PEOU1 0.318 0.490 0.556 0.788 0.491 0.493 

PEOU2 0.314 0.447 0.528 0.737 0.477 0.456 

PEOU3 0.362 0.527 0.648 0.853 0.577 0.522 

PEOU4 0.340 0.512 0.639 0.853 0.612 0.523 

PEOU5 0.348 0.581 0.676 0.841 0.645 0.519 
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Table 4.7 (Continue) 

PU1 0.297 0.512 0.488 0.513 0.732 0.392 

PU2 0.362 0.572 0.569 0.545 0.831 0.441 

PU3 0.347 0.492 0.513 0.553 0.811 0.424 

PU4 0.332 0.498 0.518 0.557 0.833 0.412 

PU5 0.385 0.534 0.573 0.595 0.842 0.472 

PU6 0.407 0.549 0.591 0.594 0.814 0.437 

TRUST1 0.427 0.533 0.547 0.556 0.524 0.702 

TRUST2 0.554 0.468 0.500 0.463 0.374 0.823 

TRUST3 0.577 0.549 0.549 0.556 0.512 0.848 

TRUST4 0.529 0.341 0.320 0.339 0.234 0.710 

TRUST5 0.612 0.479 0.489 0.471 0.394 0.822 
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Additionally, the HTMT ratio was examined. Comparing to Fornell-Larcker criterion, 

HTMT is more reliable criterion for evaluating discriminant validity (Henseler, Ringle 

& Sarstedt, 2015). The HTMT criterion in the present research shows that discriminant 

validity is achieved. The highest correlation found is 0.799, which is within the 

conventional yardstick of 0.85 (Henseler et al., 2015) as shown in Table 4.8. 

Table 4.8 

Heterotrait-Monotrait ratio (HTMT) 

S/N Constructs 1 2 3 4 5 

1 CUI      

2 Commitment 0.634     

3 Perceived ENJ 0.749 0.619    

4 Trust  0.692 0.799 0.708   

5 Perceived EOU 0.703 0.469 0.849 0.712  

6 Perceived usefulness 0.717 0.490 0.747 0.600 0.777 

 

To sum up, this study evaluated the measurement model through several stages such 

as factor loading, Cronbach’s Alpha, Composite reliability, convergent validity, and 

discriminant validity. The main purpose forgoing through all these processes is to 

determine the reliability and validity of the measurement before testing the hypotheses. 

After the analysis, reliable and valid model was derived. Figure 4.5 illustrate the final 

model. 
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Figure 4.5. Algorithm Report 
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4.4.2 Structural Model Assessment 

After completing the measurement model assessment, the next step is to assess the 

structural model (i.e. the inner model) (Hair, Ringle, & Sarstedt, 2011, Hair et al., 

2014; Chin, 2010). Several tests need to be carried out in order to assess the 

hypothesized relationships through the interpretastion of path coefficients, reporting 

the R-Squared (R2), effect sizes (f2) and predictive power of the proposed model (Q2) 

and variance inflation factors (VIF) (Chin, 2010; Hair et al., 2011, 2014). These steps 

are discussed in detail in the following subsections. 

4.4.3 Testing Direct Relationships 

The results presented in Table 4.9 and Figure 4.6 are interpreted with regards to the 

hypothesized direct relationships. The hypotheses were tested and reported using the 

path coefficient parameters including the beta value (β), t-value and significance value 

(p). The interpretations of these findings with regards to the direct relationships in this 

study are discussed as follows.  
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Figure 4.6. Bootstrapping Report
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Table 4.9 

Structural model assessment 

Hypotheses Hypothesized Relationships Beta Value 
Stand. 

Error 

T 

Statistics  

P 

Values 

Confidence 

Intervals 

Decision Lower  

Limit 

(5%) 

Upper 

 Limit 

(95%) 

H1 Perceived Usefulness -> Continuous Use Intention 0.262 0.265 4.064 0.000 0.167 0.362 Supported 

H2 Perceived Ease of Use -> Continuous Use Intention 0.121 0.123 1.801 0.036 0.023 0.255 Supported 

H3 Perceived Enjoyment -> Continuous Use Intention 0.227 0.225 3.474 0.000 0.118 0.323 Supported 

H4 Trust -> Continuous Use Intention 0.120 0.117 1.826 0.034 0.015 0.234 Supported 

H5 Commitment -> Continuous Use Intention 0.199 0.200 3.576 0.000 0.122 0.302 Supported 

H6 Perceived Usefulness -> Trust 0.105 0.104 1.609 0.054 -0.005 0.216 Not Supported 

H7 Perceived Ease of Use -> Trust 0.298 0.301 4.471 0.000 0.193 0.396 Supported 

H8 Perceived Enjoyment -> Trust 0.329 0.326 5.672 0.000 0.231 0.418 Supported 

H9 Perceived Usefulness -> Commitment 0.085 0.081 1.407 0.080 -0.025 0.179 Not Supported 

H10 Perceived Ease of Use -> Commitment -0.248 -0.252 4.024 0.000 -0.355 -0.164 Not Supported 

H11 Perceived Enjoyment -> Commitment 0.303 0.306 4.904 0.000 0.2 0.396 Supported 

H12 Trust -> Commitment 0.609 0.612 11.632 0.000 0.522 0.689 Supported 

Note: t-values significance at 1.64, p<0.05  
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H1: Perceived usefulness of e-WOM has a positive influence on continuous use 

intention of s-commerce  

The findings presented in Table 4.9 indicate that, the path coefficient between 

perceived usefulness of e-WOM and continuous use intention is positive and 

statistically significant (β = 0.262, t = 4.064, p < 0.05). This implies that, for every 

increase in perceived usefulness of e-WOM, there is an expected 26.2% increase in 

continuous use intention of s-commerce users. This shows that, perceived usefulness 

significantly influences continuous use intention of s-commerce users. On this basis, 

this particular hypothesis is supported.  

H2: Perceived ease of use of e-WOM has a positive influence on continuous use 

intention of s-commerce  

The path coefficient between perceived ease of use of e-WOM and continuous use 

intention is revealed in Table 4.9. The result shows that, perceived ease of use have a 

positive influence on continuous use of s-commerce users (β = 0.121, t = 1.801, p < 

0.05). This shows that, for every increase in perceived ease of use, there is an expected 

12.1% increase in continuous use intention of s-commerce users. Therefore, H2 is 

supported. 

H3: Perceived enjoyment resulting from e-WOM has a positive influence on 

continuous use intention of s-commerce  

Table 4.9 demonstrates that the path coefficient between perceived enjoyment 

resulting from e-WOM and continuous use intention of s-commerce users is 

statistically significant (β = 0.227, t = 3.474, p < 0.05). This implied that, for every 
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increase in perceived enjoyment resulting from e-WOM, there is an expected 22.7% 

increase in continuous use intention of s-commerce users. With regards to this, this 

particular hypothesis is supported. 

H4: Trust has a positive influence on continuous use intention of s-commerce  

The relationship between trust and continuous use intention of s-commerce users is 

revealed in Table 4.9. The coefficient shows that, trust has a positive influence on 

continuous use intention of s-commerce users (β = 0.120, t = 1.826, p < 0.05). This 

shows that the variations in continuous use intention of s-commerce users are 

explained by 12% variations in s-commerce users’ trust. Therefore, H4 is supported. 

H5: Commitment has a positive influence on continuous use intention of s-

commerce  

The findings reported in Table 4.9 reveal the coefficient between commitment and 

continuous use intention of s-commerce users is statistically positive and significant 

(β = 0.199, t = 3.576, p < 0.05). This can be interpreted that, for every increase in s-

commerce users’ commitment, there is an expected increase 19.9% in continuous use 

intention of s-commerce. Hence, commitment has a positive influence on continuous 

use intention of s-commerce. On this basis, this particular hypothesis is supported.  

H6: Perceived usefulness of e-WOM has a positive influence on trust 

The results presented in Table 4.9 show the path coefficient between perceived 

usefulness of e-WOM and trust of s-commerce. The results demonstrate an 

insignificant influence of perceived usefulness of e-WOM on trust of s-commerce (β 
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= 0.105, t = 1.609 p < 0.05). Impliedly, the variation in trust of s-commerce can be 

explained by 10.5% variation in perceived usefulness e-WOM. Therefore, this result 

reveals that the H6 is supported. 

H7: Perceived ease of use of e-WOM has a positive influence on trust 

The influence of perceived ease of use of e-WOM on trust of s-commerce is revealed 

in the findings presented in Table 4.9. The results reveal that, perceived ease of use of 

e-WOM has a positive and significant influence on perceived ease of use of e-WOM 

on trust of s-commerce (β = 0.298, t = 4.471, p < 0.05). Hence, for every increase in 

perceive ease of use of e-WOM there is an expected 29.8% increase in trust of s-

commerce. On this basis, this hypothesis is statistically supported.  

H8: Perceived enjoyment of e-WOM has a positive influence on trust 

The positive influence of perceived enjoyment of e-WOM on trust of s-commerce is 

hypothesized in this study and tested. The results presented in Table 4.9 revealed that, 

the path coefficient between perceived enjoyment of e-WOM and trust of s-commerce 

is positive and significant (β = 0.329, t = 5.672, p < 0.05). In other words, the variations 

in trust of s-commerce are explained by 32.9% of variations in perceived enjoyment 

of e-WOM. Therefore, this particular hypothesis is supported.  

H9: Perceived usefulness of e-WOM has a positive influence on commitment 

The results presented in Table 4.9 reveal the path coefficient between perceived 

usefulness of e-WOM and commitment of s-commerce users as insignificant (β = 

0.085, t = 1.407, p < 0.1). This shows that, the variations in s-commerce users are 
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explained by 8.5% variation in perceived usefulness of e-WOM. Therefore, this 

particular hypothesis is supported. 

H10: Perceived ease of use of e-WOM has a positive influence on commitment 

The findings presented in Table 4.9 demonstrate that the path coefficient between 

perceived ease of use of e-WOM is negative but significant (β = -0.248, t = 4.024, p < 

0.05). This result shows that, for every increase in perceived ease of use, there is an 

expected 24.8% decrease in commitment of s-commerce users. On this basis, this 

hypothesis is not supported.  

H11: Perceived enjoyment of e-WOM has a positive influence on commitment 

The path coefficient between perceived enjoyment of e-WOM and commitment of s-

commerce users (β = 0.303, t = 4.904, p < 0.05) is positive and significant. This result 

implies that, the variations in commitment of s-commerce users are explained by 

30.3% variations in perceived enjoyment of e-WOM. Therefore, this particular 

hypothesis is supported.  

H12: Trust of s-commerce users has a positive influence on commitment 

The results presented in Table 4.9 reveal that, the path coefficient between trust of s-

commerce users and commitment of s-commerce users is positive and significant (β = 

0.609, t = 11.632, p < 0.05).  This implied that, the variations in commitment of s-

commerce users are explained by 60.9% variations in trust of s-commerce users. On 

this basis, this hypothesis is supported.  
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4.4.4 Testing the Mediating Effect of Trust and Commitment 

Based on the theoretical model proposed in this study, the mediating role of both trust 

and commitment on the relationship between perceived attributes of e-WOM 

(perceived usefulness, perceived ease of use and perceived enjoyment) and continuous 

use intention of s-commerce was proposed. To test H13, H14, H15, H16, H17 and H18, this 

study used the Preacher and Hayes (2004, 2008) method of bootstrapping the indirect 

effect. As indicated by Preacher and Hayes (2008), the indirect effect lower limit (5%) 

and upper limit (95%) does not straddle a zero in between, indicating there is 

mediation. Subsequently, the standardized estimates of structural model consisting of 

the coefficients of the path analysis, t-values and p-values is reported to analysis the 

direct hypotheses in this study (H13, H14, H15, H16, H17, and H18,). Additionally, to test 

for the indirect effects of trust and commitment, a bootstrap of 2,000 samples was 

performed with a 95% bias-corrected confidence intervals. This study follows the 

approach of Preaches and Hayes (2008) who suggested that performing mediation with 

the bootstrapping technique can determine the mediating variable’s effect in a 

structural model. According to Zhao, Lynch and Chen (2010) there are five 

benchmarks available for the assessment of mediation effects, three of these 

benchmarks are consistent with mediation effects, and the two others explain the 

situation of non-mediation, as listed below:  

1- Complementary mediation:  this exists when mediation occurs significantly at 

both direct and indirect effects.  

2- Competition mediation: mediation occurs as if both paths are significant then 

can be close to zero, meaning at the opposite direction.  

3- Indirect-only mediation: this exists only on the indirect effect.  

4- Direct-only non-mediation: this exists on the direct effect.  
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5- No-effect on mediation: this exists when there is no direct or indirect effect. 

Therefore, the typology of Zhao et al. (2010) is employed for the interpretation of the 

results in relations to H13, H14, H15, H16, H17, and H18, in this study. Accordingly, the 

discussions below show the supported Hypotheses and the unsupported hypotheses. 

H13: Trust mediates the relationship between perceived usefulness of e-WOM and 

continuous use intention of s-commerce 

The findings presented in Table 4.10 shows that the mediational effect of trust on the 

relationship between perceived usefulness of e-WOM and continuous use intention is 

significant (β=0.039, t=1.959, p<0.1). This result implied that, perceived usefulness of 

e-WOM significantly influences continuous use intention through the mediational 

effect of trust. Therefore, this hypothesis is accepted. 

H14: Trust mediates the relationship between perceived ease of use of e-WOM and 

continuous use intention of s-commerce 

The findings presented in Table 4.10 shows that the mediational effect of trust on the 

relationship between perceived ease of use of e-WOM and continuous use intention is 

insignificant (β=-0.018, t=0.844, p>0.05). This result revealed that, perceived ease of 

use of e-WOM does not significantly influence continuous use intention through the 

mediational effect of trust. Therefore, this hypothesis is not accepted.  

H15:Trust mediates the relationship between perceived enjoyment of e-WOM and 

continuous use intention of s-commerce 
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The findings presented in Table 4.10 shows that the mediational effect of trust on the 

relationship between perceived enjoyment of e-WOM and continuous use intention is 

significant (β=0.131, t=4.381, p<0.05). This result demonstrates that, perceived 

enjoyment of e-WOM significantly influences continuous use intention through the 

mediational effect of trust. Therefore, this hypothesis is accepted.  
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Table 4.10 

Mediation effect of trust between perceived attributes of E-WOM and continuous use intention 

            Confidence Intervals   

 
Mediation 

 Path 
Beta SE  t-Value p-Value 

Lower  

Limit (5%) 

Upper 

 Limit (95%) 
Decision 

H13 PU> TRUST >CUI 0.039 0.020 1.959 0.025 0.009 0.076 Supported  

H14 PEOU> TRUST >CUI -0.018 0.021 0.844 0.200 - 0.049 0.016 Not Supported  

H15 PENJ> TRUST >CUI 0.131 0.030 4.381 0.000 0.088 0.188 Supported 

Note: t-values significance at 1.96, p<0.05 
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H16: Commitment mediates the relationship between perceived usefulness of e-

WOM and continuous use intention of s-commerce 

The findings presented in Table 4.11 shows that the mediational effect of commitment 

on the relationship between perceived usefulness of e-WOM and continuous use 

intention is insignificant (β=0.028, t=1.453, p<0.05). This result implied that, 

perceived usefulness of e-WOM significantly influences continuous use intention 

through the mediational effect of users’ commitment. Therefore, this hypothesis is 

accepted.  

H17: Commitment mediates the relationship between perceived ease of use of e-

WOM and continuous use intention of s-commerce 

The findings presented in Table 4.11 shows that the mediational effect of commitment 

on the relationship between perceived ease of use of e-WOM and continuous use 

intention is significant (β=0.073, t=3.490, p<0.05). This result revealed that perceived 

ease of use of e-WOM significantly influences continuous use intention through the 

mediational effect of commitment. Therefore, this hypothesis is accepted.  

H18: Commitment mediates the relationship between perceived enjoyment of e-

WOM and continuous use intention of s-commerce 

The findings presented in Table 4.11 shows that the mediational effect of commitment 

on the relationship between the perceived enjoyment of e-WOM and continuous use 

intention is significant (β=0.081, t=3.371, p<0.05). This result demonstrates that 

perceived enjoyment of e-WOM significantly influences continuous use intention 

through the mediational effect of commitment. Therefore, this hypothesis is accepted. 
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Table 4.11 

Effect of Commitment as mediator between perceived attributes of E-WOM and continuous use intention 

      Confidence Intervals  

 
Mediation 

 Path 
Beta SE  t-Value p-Value 

Lower  

Limit (5%) 

Upper 

 Limit (95%) 
Decision 

H16 PU> COMM >CUI 0.028 0.019 1.453 0.073 0.001 0.061 Not Supported 

H17 PEOU>COMM>CUI 0.073 0.021 3.490 0.000 0.045 0.114 Supported 

H18 PENJ>COMM >CUI 0.081 0.024 3.371 0.000 0.044 0.125 Supported 

Note: t-values significance at 1.96, p<0.05
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4.4.5 Assessment of Variance Explained by Exogenous Variables (R2) 

The results presented in Table 4.12 shows that, the model developed in this research 

have 52.2% variance explained on commitment, 44.4% variance explained on trust 

and 58.9% variance explained on continuous use intention. The interpretation of these 

results is that, perceived usefulness of e-WOM, perceived ease of use of e-WOM and 

perceived enjoyment of e-WOM collectively explain 52.2% and 44.4% variations in 

commitment and trust respectively. Additionally, perceived usefulness of e-WOM, 

perceived ease of use of e-WOM and perceived enjoyment of e-WOM, commitment 

and trust all explained 58.9% variations in continuous use intention of s-commerce.   

There has not been a unanimous threshold for the acceptance of a model based on the 

R2 values. However, Falk and Miller (1992) explained that, R-squared value above 

0.50 is considered substantial, 0.30 is considered moderate while 0.10 is considered 

weak. According to this categorization, the R-squared values of the endogenous 

variables in the model specified in this study range between substantial and moderate 

level. In specifics, the R2 value for both commitment and continuous use intention are 

substantial meanwhile the values for trust is moderate.  

Table 4.12 

R-Square of each endogenous latent variable 

Construct R-square (R2)  

Continuous use intention 0.589 Substantial  

Commitment  0.522 Substantial 

Trust 0.444 Moderate  

 



 

179 

4.4.6 Assessment of Effect Size (f2) 

Effect size is defined as the effect of an exogenous latent variable on an endogenous 

latent variable by the changes that occur in the R-Squared value. Effect size is 

calculated by the increase in the R-Squared value of the latent variable to which the 

path is connected, relative to the latent variable’s proportion of unexplained variance 

(Chin, 1988). According to Cohen (1988), the effect size is represented and calculated 

with the following formula:   

Effect Size: f2 = R2 Included – R2 Excluded 

1-R2 Included 

 

According to Cohen’s categorization of the effects of f2 values, 0.02 is considered as 

small, 0.15 as moderate and 0.35 as high. Table 4.13 shows the findings of effect size 

in this study and the interpretation of the effect sizes. The findings presented in Table 

4.13 showed that the effect sizes of the exogenous variables range from none to high 

effect sizes.  

 

 

 

 

 

 

 



 

180 

Table 4.13 

Effect Sizes of the latent variables based on the recommendation of Cohen (1988) 

Exogenous Variables  f2 Effect Size  

Trust    

Perceived Usefulness of e-WOM 0.009 None 

Perceived Ease of Use of e-WOM 0.060 Small 

Perceived Enjoyment of e-WOM 0.077 Small 

Commitment     

Perceived Usefulness of e-WOM 0.007 None 

Perceived Ease of Use of e-WOM 0.046 Small 

Perceived Enjoyment of e-WOM 0.070 Small 

Trust 0.432 High 

Continuous Use Intention   

Perceived Usefulness of e-WOM 0.077 Small 

Perceived Ease of Use of e-WOM 0.012 None 

Perceived Enjoyment of e-WOM 0.043 Small 

Commitment  0.046 Small 

Trust 0.014 None 

 

4.4.7 Assessment of Predictive Relevance (Q2) 

In this study, the Stone-Geisser test was employed to determine the predictive 

relevance of the research model using blindfolding procedures (Geisser, 1975). 

Blindfolding procedure is only applied to dependent variables that have a reflective 

measurement model operationalization (Sattler, Volckner, Riediger & Ringle, 2010). 

Reflective measurement model, like the model used for this study, specifies that an 

underlying concept causes variation in a set of visible indicators. Given that the 

endogenous latent variables in this study were reflective, hence it applied a 

blindfolding procedure to the independent variables in the hypothesized model.  

Therefore, a cross-validated redundancy measure (Q2) was used to assess the 

predictive relevance of the research model (Hair et al., 2014). The cross-validated 

redundancy approach was used because it contained the essential elements of the path 
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model and the structural model to predict eliminated data points. The Q2 is a criterion 

to measure how well a model predicts the data of omitted cases (Chin, 1998). Henseler 

et al. (2009) noted that a research model with Q2 statistics greater than zero is 

considered to have predictive relevance. Furthermore, a research model with higher 

positive Q2 values suggests more predictive importance. Table 4.14 shows the results 

of cross-validated redundancy. The results of the cross-validated redundancy measure 

Q2 for the endogenous latent variable shown in Table 4.14 is above zero, suggesting 

the predictive relevance of the model is established (Chin, 1998). 

Table 4.14 

Construct Cross-Validated Redundancy 

 Endogenous Variables Q² (=1-SSE/SSO) 

Commitment 0.364 

Continuous Use Intention 0.383 

Trust 0.248 

 

4.4.8 Collinearity Test (VIF) 

The collinearity test is measured by the variance inflation factors (VIF), which should 

be less than 5 (Hair et al., 2014). In this study, all variance inflation factors (VIF) 

ranged from 1.8 to 2.966. Therefore, the VIF values in this research are acceptable. 
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Table 4.15 

Collinearity Test (VIF) 

 CUI Commitment 

Perceived 

ENJ Trust  

Perceived 

EOU 

Perceived 

Usefulness 

       

CUI       

Commitment 2.093      

Perceived ENJ 2.929 2.737  2.542   

Trust  2.577 1.8     

perceived EOU 2.966 2.836  2.677   

perceived 

usefulness 2.162 2.147  2.127   
 

4.5 Summary of the Chapter 

This study employs SPSS program and Partial Least Squares Structural Equation 

Modeling (PLS-SEM) as the technique of analysis. In this chapter, the analysis of the 

data collected in this research comprising of the exploratory analysis, descriptive 

statistics and PLS-SEM are presented. Table 4.16 and Figure 4.7 summarize the results 

of all hypotheses tested. 
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Table 4.16 

Summary of hypotheses tested 

Hypotheses Statements Findings 

H1 
Perceived usefulness of e-WOM has a positive influence on 
continuous use intention of s-commerce 

Supported 

H2 
Perceived ease of use of e-WOM has a positive influence on 

continuous use intention of s-commerce 
Supported 

H3 
Perceived enjoyment resulting from e-WOM has a positive 

influence on continuous use intention of s-commerce 
Supported 

H4 
Trust has a positive influence on continuous use intention of s-

commerce  
Supported 

H5 
Commitment has a positive influence on continuous use intention of 
s-commerce 

Supported 

H6 
Perceived usefulness of e-WOM has a positive influence on trust of 
s-commerce 

Not  

Supported 

H7 Perceived ease of use of e-WOM has a positive influence on trust of 

s-commerce 

Supported 

H8 Perceived enjoyment of e-WOM has a positive influence on trust of 
s-commerce  

Supported 

H9 Perceived usefulness of e-WOM has a positive influence on 
commitment of s-commerce  

Not  

Supported 

H10 Perceived ease of use of e-WOM has a positive influence on 
commitment of s-commerce  

Not 
Supported 

H11 Perceived enjoyment of e-WOM has a positive influence on 
commitment of s-commerce  

Supported 

H12 Trust of s-commerce users has a positive influence on commitment 
of s-commerce  

Supported 

H13 Trust mediates the relationship between perceived usefulness of e-
WOM and continuous use intention of s-commerce 

Supported 

H14 Trust mediates the relationship between perceived ease of use of e-

WOM and continuous use intention of s-commerce 

Not 

Supported 

H15 Trust mediates the relationship between perceived enjoyment of e-

WOM and continuous use intention of s-commerce 

Supported 

H16 Commitment mediates the relationship between perceived 
usefulness of e-WOM and continuous use intention of s-commerce 

Not 
Supported 

H17 Commitment mediates the relationship between perceived ease of 
use of e-WOM and continuous use intention of s-commerce 

Supported 

H18 Commitment mediates the relationship between perceived 
enjoyment of e-WOM and continuous use intention of s-commerce 

Supported 
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Figure 4.7. Validated Theoretical Model 

 

Perceived Usefulness 

of e-WOM 

Perceived Ease of Use of 

e-WOM 

 

Trust  

Continuous Use Intention 

of S-Commerce Users 

Perceived Enjoyment of 

e-WOM 

R2 = 0.444 

R2 = 0.522 

0.262*** 

0.227*** 

0.121*** 

0.120*** 

R2 = 0.589 

Commitment  



185 

CHAPTER FIVE 

DISCUSSION AND CONCLUSION OF THE STUDY 

5.0 Introduction 

This chapter provides the discussion of the findings presented in the previous chapter. 

The discussion of the findings is presented in relation with the objectives of this study. 

Also, the implications of these findings are discussed in both theory and practice. 

Additionally, an overall conclusion of this study is presented to end the chapter. In 

specifics, Section 5.1 provides an overview and a recapitulation of the research. 

Section 5.2 explicates the discussion of the findings. Section 5.3 and 5.4 present the 

contributions of the findings both theoretically and practically respectively. This is 

followed by Section 5.5 where the limitations and recommendations for future studies 

were discussed. Finally, Section 5.6 provides an overall conclusion for this study.   

5.1 Overview of the Study 

The broad objective of this present study is to determine the direct and indirect 

relationships between perceived attributes of e-WOM, trust, commitment and 

continuous use of s-commerce. This study relies on the theoretical perspectives of the 

technology acceptance model and the commitment-trust theory to propose a theoretical 

model (presented as Figure 2.2 in Chapter 2). The theoretical model proposed entails 

12 direct hypotheses and six (6) indirect hypotheses. The cross-sectional online survey 

design was employed, and data was collected among 365 users of s-commerce in 

Malaysia. The data collected was analyzed using both statistical techniques in SPSS 

and PLS-SEM. 
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5.2 Discussion of the Research Findings 

The following subsections present the discussions of the findings presented in this 

research. In order to put the findings reported into perspectives, the following 

subsections discusses with regards to their theoretical and practical implications and 

in relation to the findings of previous studies. In specifics, the discussions presented 

below, are arranged following the specific objectives of this study as follows:  

1. To examine the influence of perceived attributes of e-WOM on continuous use 

intention of s-commerce.  

2. To determine the influence of trust on continuous use intention of s-commerce. 

3. To determine the influence of commitment on continuous use intention of s-

commerce. 

4. To examine the mediation effects of trust and commitment on the relationship 

between perceived attributes of e-WOM and continuous use of s-commerce. 

5.2.1 The Relationship between Perceived Attributes of e-WOM and Continuous 

Use Intention of S-Commerce 

In relation with the first specific research objective (to examine the influence of 

perceived attributes of e-WOM on continuous use intention of s-commerce), three 

hypotheses (H1, H2 and H3) were developed and tested. Through the findings of these 

three hypotheses, the first research objective is achieved. The following subsections 

discuss the findings of the individual hypotheses.  

5.2.1.1 Perceived Usefulness of e-WOM and Continuous Use Intention of S-

Commerce 

The first hypothesis was developed and tested in line with first research objective 

examines the positive influence of perceived usefulness of e-WOM on continuous use 
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intention of s-commerce. The results of this study revealed that perceived usefulness 

of e-WOM has positive influence on continuous use intention of s-commerce. This 

result indicates that the perceive usefulness of e-WOM increases users’ intention to 

continuously use s-commerce services. This finding agrees with previous studies (Lin 

et al., 2017; Elwalda et al., 2016; Doma et al., 2015; Elwalda & Lu, 2014; Gefen et al., 

2003; Pavlou, 2003; Davis, 1989) who have also reported in different context that, the 

perception of usefulness towards a system does increase users’ adoption and 

continuous usage intention. Hence, the body of literature (e.g., Lin et al., 2017; 

Hashim, 2012; Thong et al., 2006) on users’ behavior has been unanimous with regards 

to the positive influence of perceived usefulness on continuous use intention. This 

present study affirm such assumption by providing an empirical evidence to the 

positive and significant relationship between s-commerce users’ perceived usefulness 

of e-WOM and their continuous use intention of s-commerce services. 

Additionally, this finding supports the theoretical argument of TAM. Hence, the result 

of the first hypothesis tested in this study provides empirical evidence to an important 

part of the theoretical claims of TAM. Most specifically, the result of this study is in 

agreement to the theoretical claim that, users will stimulate the intention intentions to 

continue using certain technology if they find it to be useful (Thong et al., 2006). In 

this regard, it is demonstrated in this research that, s-commerce will continue to form 

an intention of using s-commerce in as much as they perceived the e-WOM on s-

commerce as useful. In other words, this implies that, s-commerce users’ continuous 

use intention is significantly influenced by the perceived usefulness derived from e-

WOM (Elwalda et al., 2016). 
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The implication of these findings is that, users with positive belief and perception of 

usefulness from other users’ comments and reviews within the same environment and 

s-commerce applications will expectedly encourage other users to hold an intention to 

continually use and involve in the business activities and transactions on s-commerce 

(Hashim, 2012).Perceived usefulness of e-WOM is expected to continuously predict 

users’ usage intention of s-commerce users because they mainly rely on their 

evaluations of previous bargaining and experiences of previous users (Li, 2016). 

Subsequently, if users perceived the reviews, comments and users’ recommendations 

devolved on s-commerce by previous users to be useful, it will have a positive 

implication on their behavioral intention (Liang et al., 2013; Hsu et al., 2013).  

5.2.1.2 Perceived Ease of Use of e-WOM and Continuous Use Intention of S-

Commerce 

The second hypothesis was developed and tested in line with first research objective 

examines the positive influence of perceived ease of use of e-WOM on continuous use 

intention of s-commerce. The result reported in this regard revealed that, perceived 

ease of use of e-WOM has a positive impact on continuous use intention of s-

commerce. This indicates that the perception of ease of use towards e-WOM increases 

users’ intention to continuously use s-commerce services. This result is consistent with 

previous studies (Ali, 2016; Elwalda et al., 2016; Seng & Khalid, 2016; Chang et al., 

2014; Thong et al., 2006; Davis, 1989) who similarly reported that, when users 

perceived a technology as easy to use, they will intend to use it continuously (Davis, 

1989). Hence, this study implied that, s-commerce users will form intentions to 

continue using s-commerce because they find it easy to use (Thong et al., 2006). 
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Additionally, this result provides an evidence of the TAM. Consistent with the 

theoretical argument of TAM, the perception of ease to use towards s-commerce will 

facilitate the continuous usage intention of commerce and transactions through the s-

commerce applications. In other words, the perception of simplicity in making an 

online purchase through s-commerce is therefore expected to result in a repeated 

purchase through s-commerce (Ali, 2016). The finding of this study enrich the existing 

literature by suggesting that the perceived ease of use derived from e-WOM is an 

important motive for users to continue using s-commerce services.  

5.2.1.3 Perceived Enjoyment of e-WOM and Continuous Use Intention of S-

Commerce 

The third hypothesis was developed and tested in line with first research objective 

examines the positive influence of perceived enjoyment of e-WOM on continuous use 

intention of s-commerce. The result presented in this study shows perceived enjoyment 

of e-WOM has a positive influence on continuous use intention of s-commerce. This 

empirical result demonstrated that perceived enjoyment of e-WOM helped to increase 

users' continuous use intention. This result indicates that when s-commerce users 

perceive that e-WOM is entertaining, their evaluations and continuous usage intention 

improve. This result is in line with a number of previous researches (e.g., Abed et al., 

2016; Ali, 2016; Elwalda et al., 2016; Elwalda & Lu, 2014; Chang et al., 2014; Kang 

& Schuett, 2013; Ha & Stoel, 2009; Thong et al., 2006; Koufaris, 2002; Teo et al., 

1999; Davis et al., 1992) who have all established that, enjoyment is a key driver 

impacting customers’ purchase decision process. This result imply that, when s-

commerce users perceived e-WOM to be enjoyable, they tend to continue using s-

commerce for purchasing and other business purposes (Elwalda et al., 2016; Elwalda 
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& Lu, 2014; Chang et al., 2014; Ha & Stoel, 2009; Koufaris, 2002; Teo et al., 1999; 

Davis et al., 1992; Abed et al., 2016).  

This result also falls under the purview of the TAM theoretical prism by evincing that, 

s-commerce users will form intentions to continue using certain s-commerce just 

because they find e-WOM about the technology to be enjoyable (Thong et al., 2006). 

The element of enjoyment of e-WOM is a vibrant motive for customers to transact 

online (Elwalda et al., 2016). Additionally, the finding of this study expands the 

existing work to suggest that the perceived enjoyment derived from e-WOM is an 

important motive for users to continue using s-commerce services.  

5.2.2 The Relationship between Trust and Continuous Use Intention of S-

Commerce. 

The second objective of this study is to examine the positive influence of s-commerce 

trust on continuous use intention of s-commerce. To pursue such an objective, the H4 

was developed and tested. The result of this study revealed that there is a statistically 

significant and positive influence of trust on continuous use intention of s-commerce. 

Hence, by examining this particular hypothesis, the second research objective is 

achieved.  

The implication of this finding is that users’ continuous use intention of s-commerce 

is contingent to the level of trust users have on s-commerce. Hence, when users trust 

the kind of experiences of other users, they are likely to continue using s-commerce. 

This result is corroborated with previous studies (Abed et al., 2016; Bao & 

Volkovynska, 2016; Elwalda et al., 2016; Hidayat et al., 2016; Ofori et al., 2017; Chen 

& Shen, 2015; Chen et al., 2014; Omidinia et al., 2013; Kim & Park, 2013; Pi et al., 

2012; Chang & Chuang, 2011; Yen, 2009; Li, Browne & Chau, 2006) who evinced 
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that an enhanced level trust among users may increase the intention to conduct 

shopping activities on s-commerce (Bao & Volkovynska, 2016).In other words, this 

result implied that users who perceived s-commerce as a trusted business platform will 

have the intention to continue using it in the future (Abed et al., 2016).  

This result also has a theoretical backing in CTT theory by empirically revealing that, 

trust is one of the strongest predictor of users’ intention to continuously uses-

commerce (Chen et al., 2014; Yen, 2009). Hence, this study confirms that trust is an 

important factor that has positive influence on users’ continuous use intention within 

s-commerce.    

5.2.3 The Relationship between Commitment and Continuous Use Intention of S-

Commerce. 

The third research objective in this research is to investigate the positive influence of 

commitment on the continuous use intention of s-commerce. To achieve this objective, 

the H5 was proposed and tested. The result presented in this study demonstrated that 

the commitment of users of s-commerce has a positive and significant influence on 

continuous use intention of s-commerce. The result of this hypothesis represents the 

attainment of the third research objective in this research. The result of this particular 

hypothesis implied that, when the users have the sense of commitment from other users 

in s-commerce, they will be more likely to use s-commerce continuously.  

The empirics of previous studies (Shaari & Ahmad, 2017; Chen & Shen, 2015; Ho & 

Wang, 2015; Chen et al., 2014; Jin et al., 2010; Yen, 2009) corroborate the result of 

this present study that, committed users of s-commerce make maximum efforts at 

maintaining their relationship with others-commerce users (Chen & Shen, 2015). 

Therefore, highly committed individuals feel strongly dependent on their associates 
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and their relationship. They have a long-term orientation toward relationships that they 

expect to develop further in the future (Yen, 2009). Similarly, the argument presented 

by Jin et al. (2010) supported these findings by revealing that the intention of 

continuous use of s-commerce is dependent on the commitment of s-commerce users 

to the platforms.  

In other words, this result provides empirical evidence to the CTT theory in explaining 

that commitment is one of the strongest predictors of users’ intention to continue using 

s-commerce (Chen & Shen, 2015; Yen, 2009). In that regard, s-commerce users who 

are committedly involved in s-commerce tend to be loyal and committed to 

continuously use the s-commerce (Ho & Wang, 2015). Hence, this study revealed that 

commitment is an important factor that has a positive influence on users’ continuous 

use intention within s-commerce.    

5.2.4 The Relationship between Perceived Attributes of e-WOM and Trust 

In order to achieve the fourth research objective which is to examine the influence of 

perceived attributes of e-WOM on trust of s-commerce users, three hypotheses (H6, H7 

and H8) were developed and tested. Through the findings of these three hypotheses, 

the fourth research objective of this study is achieved. The following subsections 

discuss the findings of the three hypotheses related to this objective.  

5.2.4.1 Perceived Usefulness of e-WOM and Trust 

The positive influence of perceived usefulness being one of perceived attributes of e-

WOM is examined on trust of s-commerce users. The finding of this study reveals that, 

perceived usefulness of e-WOM has insignificant influence on trust of s-commerce 

users.  The implication of this study is that, the perception of usefulness towards e-
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WOM has no positive impact on increasing the sense of trust of users towards s-

commerce. In other words, this result suggested that when users perceived e-WOM as 

useful for them to complete shopping, it does not lead to the development of the trust 

to the s-commerce users.  

With regards to this, this study does not support the assumption reported by previous 

researchers that is the usefulness of the system would raise the feeling of trust among 

members of virtual communities (e.g., Maduku, 2016; Wong & Zhou, 2015; Chang et 

al., 2014). The reason for this result could be due to the fact that user’s trust is a 

personal decision or attribute which does not relate to the system-related attribute. In 

other words, user’s trust is likely to be created in relation to interpersonal factors and 

rather than the useful convictions that is perceived from e-WOM.  Finally, the result 

presented in this study could not confirm the positive impact of perceived usefulness 

of e-WOM on trust. In other words, this study could not confirm the theoretical 

perspective of perceived usefulness towards e-WOM on their attitudes in this regard, 

their trust. 

5.2.4.2 Perceived Ease of Use of e-WOM and Trust 

Also, in an attempt to achieve the fourth research objective, the relationship between 

perceived ease of use of e-WOM and trust was examined through H7. The result 

reported in this study revealed that perceived ease of use of e-WOM has a positive 

influence on trust within s-commerce. The significantly positive impact of the 

perceived ease of use of e-WOM on users' trust implies that the effortlessly and 

understandable interaction between users of s-commerce derived from e-WOM is 

helpful for building trust on the purchase and business transactions on s-commerce. 

This result is in line with previous researchers (e.g., Abed et al., 2016; Elwalda et al., 
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2016; Yoo, 2014; Noor et al., 2014; Awad & Ragowsky, 2008; Tung, 2008; Gefen et 

al., 2003) who unanimously reported that, an increased level of perception of ease of 

use of a system will have a stronger effect on online trust (Awad & Ragowsky, 2008).  

Additionally, this result provides an understanding that, e-WOM is straightforward 

and embedded with clear instructions and recommendations can have a positive 

influence on user’s perception of trust in s-commerce (Noor et al., 2014). Hence, 

consumers are more likely to believe online vendors on s-commerce are trustworthy 

when they perceive that the e-WOM on those online outlets is easy to use (Yoo, 2014). 

Therefore, s-commerce users will conclude that the site is easy to use and trustworthy 

if the e-WOM about the outlets provides an understanding that the website is easy to 

use (Gefen et al., 2003). This result informs that, s-commerce users who find the e-

WOM on s-commerce easy to use for business purposes are more likely to perceive it 

as trustworthy (Abed et al., 2016). Therefore, this study confirms that perceived ease 

of use is an essential factor that has a positive influence on trust within s-commerce. 

The implication of this result is that it confirms the theoretical perspective of TAM 

which purported that users’ perceptions is a significant sway on their attitude and 

behavior (Davis, 1993; Davis et al., 1989). In this regard, this result confirms that, 

perceived ease of use is proved to be an influence on their trust.   

5.2.4.3 Perceived Enjoyment of e-WOM and Trust 

Finally, with respect to the fourth research objective, the influence of perceived 

enjoyment was assessed on trust. This was examined through the H8. The results of 

this study identified perceived enjoyment of e-WOM has a positive influence on trust. 

This result suggested that the users of s-commerce have trust of the s-commerce 

because of their perception of enjoyment of e-WOM. This result is in consonance with 
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the findings of prior studies that suggested a significant impact of perceived enjoyment 

on trust (Elwalda et al., 2016; Elwalda & Lu, 2014; Chen & Barnes, 2007).  

The implication of this result is that, when customers perceive the use of e-WOM on 

s-commerce as enjoyable, they are more likely to trust s-commerce as a platform for 

online business, commerce and transactions (Rouibah et al., 2016; Hwang & Kim, 

2007). In other words, this result envied that, s-commerce users trust the platform 

because of their perception of enjoyment towards e-WOM (Elwalda et al., 2016). 

Therefore, this study approves that perceived enjoyment is a vital factor that has 

positive influence on trust within s-commerce. Additionally, this result has another 

implication with regards to advancing the theoretical perspective of TAM. In other 

words, by confirming the influence of perceived enjoyment on trust, this result 

confirms with the prism proffered by TAM. 

5.2.5 The Relationship between Perceived Attributes of e-WOM and 

Commitment 

The fifth objective of this study is to identify the influence of perceived attributes of 

e-WOM on commitment of s-commerce users. To achieve this objective, three 

hypotheses (H9, H10 and H11) were developed and tested. The findings of these three 

hypotheses were interpreted and discussed in the following subsections.   

5.2.5.1 Perceived Usefulness of e-WOM and Commitment 

The positive influence of perceived usefulness of e-WOM on commitment of s-

commerce users was hypothesized and tested. The results of this study identified 

perceived usefulness of e-WOM has an insignificant influence on commitment within 

s-commerce. Thus, the perception of usefulness of e-WOM has no role in influencing 

the behavioral commitment of s-commerce users. Thus, this study implies that the 
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attitude of usefulness towards the comments and reviews of other customers on s-

commerce have no positive impact on increasing the commitment of users towards s-

commerce. In other words, this result suggested that when users perceived e-WOM as 

useful for them to complete shopping, it does not lead to the development of the 

commitment to the s-commerce users.  

With regards to this, this study does not support the assumption reported by previous 

researchers that is the usefulness of the system would raise the feeling of commitment 

among members of virtual communities (e.g., Maduku, 2016; Wong &Zhou, 2015; 

Chang et al., 2014). The reason for this result could be due to the fact that user’s 

commitment is a personal decision or attribute which does not relate to the system-

related attribute. In other words, user’s commitment is likely to be created in relation 

to interpersonal factors and rather than the useful convictions that is perceived from e-

WOM.  Finally, the result presented in this study could not confirm the positive impact 

of perceived usefulness of e-WOM on commitment. In order words, this study could 

not confirm the theoretical perspective of perceived usefulness towards e-WOM on 

their attitudes in this regard, their commitment.     

5.2.5.2 Perceived Ease of Use of e-WOM and Commitment 

The H10 is developed and tested to assess the positive influence of perceived ease of 

use on e-WOM on the commitment of s-commerce users. The findings of this study 

identified that the users' perception of ease of use towards e-WOM has a negative 

influence on commitment within s-commerce. Thus, this study implies that the attitude 

of ease of use towards the comments and reviews of other customers on s-commerce 

have no positive impact on increasing the commitment of users towards s-commerce. 

In other words, this result suggested that when users perceived e-WOM as easy to 
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understand and requires less effort from them to complete shopping, it does not lead 

to the development of the commitment to the s-commerce users.  

With regards to this, this study does not support the assumption reported by previous 

researchers that is the ease of use of the system would raise the feeling of commitment 

among members of virtual communities (e.g., Maduku, 2016; Wong & Zhou, 2015; 

Chang et al., 2014). The reason for this result could be due to the fact that user’s 

commitment is a personal decision or attribute which does not relate to the system-

related attribute. In other words, user’s commitment is likely to be created in relation 

to interpersonal factors and rather than the ease of use convictions that is perceived 

from e-WOM.  Finally, the result presented in this study could not confirm the positive 

impact of perceived ease of use of e-WOM on commitment. In order words, this study 

could not confirm the theoretical perspective of perceived ease of use towards e-WOM 

on their attitudes in this regard, their commitment.  

5.2.5.3 Perceived Enjoyment of e-WOM and Commitment 

Finally, in relation to the fifth research objective, perceived enjoyment of e-WOM is 

established to have a significantly positive influence on commitment of s-commerce 

users. Hence, the results of this study identified perceived enjoyment derived from e-

WOM has a positive influence on commitment within s-commerce. Thus, hypothesis 

H11 was statistically confirmed in this study. This result suggested that the perceived 

enjoyment of e-WOM can increase the sense of commitment among users of s-

commerce.  

This result is consistent with previous studies (Williams, 2013; Gupta & Kim, 2008). 

For instance, Li and Chang (2014) found that when the members of the community in 
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s-commerce platform have a higher level of enjoyment perception towards e-WOM on 

the s-commerce platforms, it is conducive to elevating community members’ 

commitment to maintaining and remain committed to their engagements on s-

commerce. Additionally, the perception of enjoyment towards e-WOM on s-

commerce is one of the reasons individuals to participate in a particular activity 

(Williams, 2013). Also, the result of this research revealed that fun and enjoyment 

encourage maintenance of recreational sport and exercise in the long term (Wienke & 

Jekauc, 2016). Hence, this study confirms in the context of s-commerce that perceived 

enjoyment is an essential factor that has a positive influence on commitment within 

their relationships and engagement with s-commerce users. 

5.2.6 The Relationship between Trust and Commitment 

With regards to the sixth research objective, the path coefficient between trust and 

commitment of s-commerce users was assessed and reported in this research.  In 

specifics, the result of the H12 as reported in this research revealed that, there is a 

positive and significant influence of trust on commitment of s-commerce users. This 

finding implies that, when users of s-commerce develop the sense of trust with other 

users of s-commerce, their level of commitment towards the s-commerce community 

is likely to increase significantly.  

The result presented in this study is in line with the empirics of previous studies in 

continuous use literature that have tested the relationship between trust and 

commitment (Chen & Shen, 2015; Hashim & Tan, 2015; Chen et al., 2014; Hashim, 

2012; Hashim et al., 2012; Yen, 2009). According to the previous studies, s-commerce 

users with a significant level of trust usually has concern about other users and would 

not take advantage of them. In other words, the perceived trust of s-commerce users is 
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an essential factor as it helps to reduce the opportunistic or dubious characteristics of 

other users of s-commerce. Hence, s-commerce users with a high level of trust usually 

care about others and would not take advantage of others (Yen, 2009). 

The result of this implies that, the perception of trust towards the users of s-commerce 

community would enhance users’ commitment towards s-commerce users (Chen et al., 

2014). In other words, when s-commerce users develop a good relationship with other 

users of s-commerce is likely to be committed and depend on the bond on s-commerce 

platforms. If members develop a sense of trust toward s-commerce community, the 

uncertainty and risk surrounding communicative activity will be reduced (Chen & 

Shen, 2015). The higher the trust of the members towards s-commerce community, the 

higher their commitments towards s-commerce platform itself (Shaari & Ahmad, 

2017).  

Additionally, this result is consonant with the theoretical prism of CTT. In specifics, 

the positive and significant nexus between trust and commitment of users of s-

commerce as reported in this study evident the claim proffered by CTT (Morgan & 

Hunt, 1994). In other words, the result explains that, a significant level of trust 

positively influences s-commerce commitment (Hashim & Tan, 2015; Hashim, 2012). 

Thus, users who trust other users of s-commerce are likely to have a better commitment 

to maintaining their relationship with others within the community. 

5.2.7 Mediating Relationships 

This section discusses the results of the mediation effects of trust and commitment on 

the relationships between perceived attributes of e-WOM (i.e., perceived usefulness, 

perceived ease of use, and perceived enjoyment) and continuous use intention. The 
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next subsections 5.2.7.1 and 5.2.7.2 discuss the mediational role of trust in relation to 

H13, H14, and H15 and commitment as related to H16, H17 and H18 respectively.   

5.2.7.1 The Mediational Effect of Trust on Perceived Attributes of e-WOM and 

Continuous Usage Intention of S-Commerce 

As one of the attempts to achieve the final and the seventh research objective, the 

mediational effect of trust between perceived attributes of e-WOM namely; perceived 

usefulness, perceived ease of use and perceived enjoyment and continuous use 

intention of s-commerce. This section therefore discusses the results ofH13, H14, and 

H15 with regards to the mediational effect of trust between perceived usefulness of e-

WOM, perceived ease of use of e-WOM, perceived enjoyment of e-WOM and 

continuous usage intention of s-commerce.  

With regards to the mediational effect of trust on perceived usefulness of e-WOM and 

continuous use intention of s-commerce, the result of H13 revealed that, trust 

significantly mediates the relationship between perceived usefulness of e-WOM and 

continuous use intention of s-commerce. This result implies that, when consumers 

perceived e-WOM posted by other users as useful, their sense of trust will increased 

and this will increase their intention to continue use s-commerce services. This further 

reveals the importance of trust in explaining s-commerce users’ behavior towards 

continuous use intention of s-commerce with the impact of perceived usefulness.  

Additionally, the result of H14 shows that, the association between perceived ease of 

use of e-WOM and continuous use intention of s-commerce users. The result shows 

that, consumers’ perception of ease to use towards e-WOM shared by other consumers 

is not influence their sense of trust, which in turn will not affect the influence of trust 

on continuous use intention of s-commerce.  
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Finally, the result of H15 revealed that trust significantly mediates the relationships 

between perceived enjoyment and continuous use intention of s-commerce users. The 

result demonstrates that, when s-commerce users perceived e-WOM as enjoyable, their 

sense of trust will increase and this in turns will increase their intention to continue use 

s-commerce services. 

These findings of the meditational effect of trust are similar to studies conducted by 

Hashim (2012) and Hashim and Tan (2015), who found that trust has a mediating 

effect on the relationship between satisfaction and intention to continuously use online 

communities. Another study conducted by Shin et al. (2013) examines the mediating 

role of trust in the relationship between site quality and repurchase intention in the 

Internet shopping context. They found that site quality can affect repurchase intention 

by enhancing customer trust. On the other hand, Yen (2009) demonstrates that trust is 

an essential factor as it helps to reduce opportunistic behavior by other members in 

online communities. On top of that, as pointed by Hashim (2012) the presence of trust, 

as well as the commitment between s-commerce users, is vital to developing a highly 

successful and influential relationship that can enhance the continuous behavioral 

intention of the s-commerce platform (Hashim, 2012).  

In the context of s-commerce, Chen and Shen (2015) find that social support 

significantly affected consumers’ trust, which in turn exerted profound impacts on 

user’s behavioral intention. Hajli (2013) proposed trust as a mediator on the 

relationship between perceived usefulness and consumers’ behavioral intention within 

the context of s-commerce. In another study conducted by Chen et al. (2014) examined 

the mediating role of trust towards community on the relationship between trusts 

towards members and user’s behavioral intention. Based on the previous discussion 
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this study empirically finds that trust plays an important role in mediating the 

relationships between perceived attributes of e-WOM and continuous use intention 

within the context of s-commerce. This result literally confirms with the CTT which 

argued that, both commitment and trust importantly determines business-related 

relationships.  

5.2.7.2 The Mediational Effect of Commitment on Perceived Attributes of e-

WOM and Continuous Use Intention of S-Commerce 

The section aspect towards achieving the seventh research objective, the mediational 

effect of commitment on the relationships between perceived attributes of e-WOM 

including perceived usefulness, perceived ease of use and perceived enjoyment and 

continuous use intention of s-commerce. This section, therefore, discusses the results 

of H16, H17, and H18 with regards to the mediational effect of commitment on the 

relationships between perceived usefulness of e-WOM, perceived ease of use of e-

WOM, perceived enjoyment of e-WOM and continuous use intention of s-commerce.  

The result of H16 shows that, the association between perceived usefulness of e-WOM 

and continuous use intention of s-commerce users. The result shows that, consumers’ 

perception of usefulness towards e-WOM shared by other consumers is not influence 

their sense of commitment, which in turn will not affect the influence of trust on 

continuous use intention of s-commerce.  

Additionally, the result of H17 revealed that, commitment significantly mediates the 

relationship between perceived ease of use of e-WOM and continuous use intention of 

s-commerce users. This result has an implication that, when consumers perceived e-

WOM posted by other users as ease to use, their sense of commitment will increase 

and this will increase their intention to continue use s-commerce services. 
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Finally, the findings reported revealed that H18 evinced that, commitment have a 

significant mediational effect on the relationship between perceived enjoyment and 

continuous use intention of s-commerce users. This result implies that users who have 

an enjoyable perception of e-WOM tend to engage s-commerce with continuous 

intention when they have sense of commitment. Based on the findings of this study, it 

is evinced that through commitment of s-commerce users, the influence of perceived 

enjoyment is increased on continuous use intention of s-commerce users.  

In other words, the above discussions revealed that, commitment is a significant 

mediator between perceived attributes of e-WOM and continuous use intention of s-

commerce. These findings are similar to studies conducted by Hashim (2012) and 

Hashim and Tan (2015), whom found that commitment has a mediational effect 

between satisfaction and intention to continuously use online communities. When 

business managers want to build loyalty among their users, they should not only work 

on satisfying them, but also on establishing long-lasting relationships with them 

through trust and commitment (Valenzuela & Vasquez-Parraga, 2006). Another study 

conducted by Shin et al. (2013) to assess the mediating role of commitment on the 

relationship between site quality and repurchase intention in the Internet shopping 

context. They found that site quality can affect repurchase intention by enhancing 

customer commitment. Yen (2009) demonstrates that commitment is a central factor 

as it leads to decrease turnover, higher motivation, and members’ behavioral intention 

to continue use virtual communities. 

Chen and Shen (2015) reported that social support significantly influenced community 

commitment, which subsequently impacts on user’s behavioral intention. In another 

study conducted by Zhou et al. (2012) on social virtual services, it was also found that 
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users’ continuous use intention is dependent on commitment. Hence, concerning the 

seventh research question, this study affirms that commitment plays a significant 

mediational role on the relationship between users’ perceived attributes derived from 

e-WOM and continuous use intention. 

5.3 Theoretical Contributions 

The results of this study present a number of theoretical contributions to the body of 

knowledge. These contributions are specified as follows: 

Firstly, this research proposed a theoretical model (See Figure 5.1) that integrates the 

theoretical proponents of TAM and CTT in order to explain continuous use intention 

of s-commerce users. In specifics, this study utilized TAM to offer better 

understanding on the influence of perceived attributes derived from e-WOM (i.e., 

perceived usefulness, perceived ease of use and perceived enjoyment) on s-commerce 

acceptance/continued usage. User’s intention to continue using s-commerce is 

explained by introducing trust and commitment as mediator variables. Both trust and 

commitment variables were derived from CTT. The technology acceptance model 

explains user’s intention to continue using s-commerce services. Meanwhile, 

commitment-trust theory is adopted to examine the mediational effects of the three 

perceived attributes of e-WOM on continuous use intention. The incorporation of these 

factors is vital to the comprehensive understanding of the determinants of continuous 

use intention. Also, this study contributes by expanding the body of study in this 

regard. 
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Additionally, the incorporation of these two models advances a better understanding 

of continuous use intention within the context of s-commerce. Hence, expanding the 

explanation of continuous use intention of s-commerce users, this study incorporates 

both perceptions and attitudes of users as the determinant factors towards users’ 

continuous intention of s-commerce. In other words, the theoretical model proposed 

in this study explains that continuous use intention of s-commerce users is not only 

dependent on perceived attributes of e-WOM but also on the mediational effect of both 

trust and commitment.  

Secondly, this research confirms the mediational effects of both trust and commitment 

in the relationship between the perceived attributes of e-WOM and user’s intention to 

continue using s-commerce services. The finding of this study helps to fill the gap in 

the area of s-commerce literature by revealing the mediational influence of trust and 

commitment on the relationship between perceived attributes of e-WOM and 

continuous use behavior. Since it has been theorized that trust and commitment are 

key intervening variables for building a successful market relationship (Morgan & 

Hunt, 1994), this study contributes in this regard to the understanding of the 

importance of s-commerce trust and commitments towards the comments and reviews 

of other users on s-commerce platforms and their role towards continuous usage of s-

commerce systems.  

Finally, this study contributes to the technology usage and continuous usage and 

technology acceptance literature especially in the context of s-commerce technology. 

The findings reported in this study provide the validation of the factors that are 

important for the continuous use of s-commerce. This shows that the three perceived 

attributes of e-WOM are important in driving users’ decisions towards the adoption 
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and continuous use decisions. Hence, the results of this study affirm that, as long as 

they have the sense of trust and commitment and they perceived the e-WOM on s-

commerce to be useful, ease of use and enjoyment they will continue to use s-

commerce for transactions and commerce. 

5.4 Practical Contributions 

The findings presented in this report offer many meaningful contributions for business 

owners that could improve the relationships, interactions and communications 

between the service providers, businesses operating through s-commerce platforms 

and s-commerce users. The practical contributions of this study are detailed as follows.  

With regards to the overall contributions, this study shows that e-WOM plays a vital 

role affecting users’ intention to continue using s-commerce services, suggesting that 

service providers need to allow users to post reviews on their websites. Hence, the 

perceived usefulness, ease of use and enjoyment of e-WOM is demonstrated to have a 

significant effect on users’ intention to continue using s-commerce services. E-WOM, 

hence, appear to provide a useful facility for the service providers to increase their 

sales. Thus, service providers may encourage their users to post reviews on their pages 

and websites and to partake in sharing and posting more of e-WOM. In essence, service 

providers and businesses operating on s-commerce can stimulate s-commerce users' 

intentions through e-WOM. 

Also, the result presented in this study established the possibility of evoking s-

commerce users' trust through e-WOM. The enjoyable attributes of e-WOM such as; 

clear, understandable, pleasant and enjoyable, are key drivers for developing users’ 

trust. Therefore, posting e-WOM that hold such attributes should be encouraged. 
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Although some e-WOM appear to be unfavorable, the results show that e-WOM can 

still be beneficial for the service provider. For instance, previous research on e-WOM 

proposes that service providers should embrace online reviews rather than fear those 

comments and reviews (Elwalda et al., 2016). The experience of reading the reviews 

of other users seems to have a great impact on the user’s intention and attitude; hence, 

service providers might consider perceived attributes of e-WOM as part of their 

essential marketing strategies. To encourage such attributes in e-WOM, some tools 

may be installed in the review system.  

Furthermore, the results presented in this study show that the attribute of enjoyment 

for e-WOM is very crucial in influencing both trust and user’s intention to continue 

use s-commerce platform. It appears that s-commerce users are interested in enjoyment 

factors while shopping. As e-WOM might evoke an enjoyable perception, s-

commerce-based business must therefore improve the experience of shopping within 

the context of s-commerce. In other words, business operating on s-commerce 

platforms must frequently interact with their customers’ reviews in order to induce an 

enjoyable atmosphere for the e-WOM services. 

Additionally, this study indicates that the element of ease of use and enjoyment in e-

WOM are very important in building trust and enhancing the sense of commitment as 

well as influencing users’ intention to continue shop within s-commerce. It appears 

that s-commerce users are interested in ease of use and enjoyment factors while 

shopping within s-commerce. As e-WOM might provide an enjoyable experience and 

easy to understand and follow others’ experiences. Thus, organizations operating on 

s-commerce platform should cultivate the climate of trust and legit condition in 

internet-based life. Customers of s-customers ought to likewise be inspired to post 
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justifiable, simple to take after and pleasant remarks via social media to make an 

atmosphere of trust with the goal that different shoppers create trust in e-WOM. 

Furthermore, the model of this study can be connected to different industries, which 

hope to have the constructive outcome of trust convictions on any behavioral 

intentions. 

Clearly, the findings of this study indicate that businesses which adopt s-commerce 

need to effectively promote e-WOM since it can lead to better development of its 

marketing relationship (trust and commitment). In addition, they need to give attention 

to their marketing relationships (trust and commitment) since it can lead to improve 

the continuous use of their consumers. Thus, marketing relationships (trust and 

commitment) can help businesses to enhance the returning behavior of their consumers 

and build a long-lasting relationship with them. Therefore, business owners must focus 

on increasing the sense of trust and commitment of their consumers and motivate them 

to share their e-WOM that can help them to achieve their business goals. Furthermore, 

the study suggests that business owners can invest in improving their marketing 

relationships (trust and commitment) in order to enhance the impact of e-WOM 

strategy and consequently improve their relationship with customers. 

In furtherance, the findings of this study provide evidence that trust and commitment 

are two important mediating variables that mediate significantly the relationships 

between perceived attributes derived from e-WOM and continuous use intention. 

Facilitating trust and improving the sense of commitment among users of s-commerce 

is important as it helps in building, maintaining and developing long-term relationship, 

which leads to the sustainability of the business over social media.  
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Finally, the overall findings reported in this research reveal the importance of factors 

with regards to the perception of customers towards e-WOM, commitment and trust 

in enhancing continuous use intention of s-commerce. By implication, this study 

enlightens business owners operating on s-commerce platforms on how to establish a 

long-term relationship with their customers which is vital ensuring business 

sustainability, survival and competitiveness over the s-commerce platform. 

Additionally, this study provides insights for s-commerce operators to further enhance 

s-commerce platforms with social media hyperlinks so as to proactively present e-

WOM to their customers and users. By linking social media platforms such as 

Facebook comments pages, it becomes easy for consumers to go through the reviews 

of other consumers to read, process and be influenced by the reviews of other 

customers. Having discussed the contributions of this research, the following section 

addresses the limitations.  

5.5 Limitations and Future Works 

Although the current study has undertaken a fairly comprehensive review of the IS 

body of knowledge in the literature, this study is not free of certain limitations. These 

limitations are discussed in the following paragraphs. Based on the discussions, some 

directions for future work are also proposed. 

Firstly, the limitation of this study is in the nature of the research design being a cross-

sectional method by using online survey design. Due to the use of the cross-sectional 

survey approach, the findings of this research are based on primary data. Thus the 

study only relies on the opinions and perceptions of respondents with no focus on 

secondary or panal data. Therefore, future researchers are charged to examine the role 

of perceived attributes of e-WOM, trust and commitment on continous use intention 
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of s-commerce using secondry data or panel data. Also, future researchers might 

consider ethnographic designs to explore s-commerce users activities on s-commerce 

with regards to the attributes of e-WOM and users trust and comminment.  

Secondly, this study is unable to justify significant relationships between perceived 

usefulness, perceived enjoyment of e-WOM and trust. Also, the relationship between 

perceived usefulness and commitment was found to be insignificant. Although these 

relationships are supported by the prisms of TAM and CTT, however the data collected 

in this study could not support such hypotheses. Therefore, future researchers are 

recommended to consider these relationships using different approach or research 

design.  

Thirdly, this study was conducted in Malaysia. Shopping lifestyle and culture might 

vary among countries. Hence, other scholars could examine the model of this study in 

other countries and comparing the results will help to enhance the generalizability of 

this research findings.  

Fourthly, this study used Facebook as an s-commerce platform. Thus, future 

researchers are cautioned about generalizing the results of this research to other social 

media platforms.  Even though Facebook is still the most popular social media outlet 

based on its number of users, but further studies can extend the current model to other 

social media platforms which have become strong competitors for Facebook such as 

Instagram and Snapchat.  

Finally, this study focused on examining the effect of perceived attributes derived from 

e-WOM. Future research could include some other variables such as e-WOM 

credibility and social support into the study model to further validate the model. 
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5.6 Conclusion 

This study addresses the relationships between the perceived derived attributes of e-

WOM when users of s-commerce, trust, commitment and continuous use intention of 

s-commerce. The concentration of the model was to address the seven research 

questions, which are: “Is there a significant relationship between perceived attributes 

derived from e-WOM and continuous use intention?; Is there a significant relationship 

between perceived attributes derived from e-WOM and trust?; Is there a significant 

relationship between perceived attributes derived from e-WOM and commitment?; Is 

there a significant relationship between trust and continuous use intention?; Is there a 

significant relationship between commitment and continuous use intention?; To what 

extent does trust mediate the relationship between perceived attributes derived from e-

WOM and continuous use intention?; and To what extent does commitment mediate 

the relationship between perceived attributes derived from e-WOM and continuous 

use intention?”. This study argues that the perceived attributes derived from e-WOM 

have significant effect on user intention to continue using s-commerce services. 

Principally, the model claims that the perceived usefulness, perceived ease of use, and 

perceived enjoyment positively affect user’s intension to use s-commerce services 

continuously. In addition, the model focus on examining the mediating effect of trust 

and commitment on the relationships between perceived derived attributes of e-WOM 

and user’s intention to continue use s-commerce services. The model was validated 

through an online survey of users of s-commerce.  

The findings of this research show that perceived derived attributes from e-WOM 

significantly affect the user’s behavioral intention. In specifics, this study established 

that continuous use intention within the context of s-commerce is significantly 

influenced by the perceived usefulness, perceived ease of use, and perceived 
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enjoyment. Also, this study empirically evinced that the continuous use intention 

within the context of s-commerce is significantly affected by trust and commitment. 

Additionally, trust and commitment are influenced by perceived ease of use and 

perceived enjoyment, but not by perceived usefulness. Interestingly, the results also 

show that trust and commitment play a mediating role on the relationships between 

perceived attributes derived from e-WOM and intention to continue using s-commerce 

services, though, they are not influenced by perceived usefulness. Theoretically, this 

study contributes to the technology usage and continuous usage and technology 

acceptance literature especially in the context of s-commerce technology. Practically, 

the overall findings reported in this research reveal the importance of factors with 

regards to the perception of customers towards e-WOM, commitment and trust in 

enhancing continuous use intention of s-commerce. Although the current study has 

undertaken a fairly comprehensive review of the IS body of knowledge in the 

literature, this study is not free of limitation. These limitations are discussed 
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Appendix A 

Content Validity Form 

 

Dear Sir/Ma,  

 

We seek your kind indulgence to provide feedback on the items included in the questionnaire 
of the study entitled; The Mediating Roles of Trust and Commitment on the relationships 

between Perceived Attributes of e-WOM and Continuous Use Intention of S-Commerce. 

The objective of this research in broad terms is to examine the significant influence of 

perceived attributes of e-WOM (perceived usefulness, perceived ease of use and perceived 
enjoyment of e-WOM) on trust, commitment and continuous use intention of e-WOM.  

 

Also, this study examines the mediating effect of both trust and commitment on the 
relationships between perceived attributes of e-WOM on continuous use intention of s-

commerce.  

 
Kindly rate the items of the questionnaire base on their relevance to the understudied variables 

in this research. Also, we would appreciate it if you could put some remarks in the comment 

section provided in the attached questionnaire. 

 
If you require further information about this research, please contact: 

 

Researcher: 
Atyaf Sami Noori 

School of Computing,  

UUM, Sintok, Kedah, Malaysia.  

Email: mhsalbayati@yahoo.com 
 

Main Supervisor:  

DrKamarulFaizalHashim 
School of Computing  

UUM, Sintok, Kedah, Malaysia.  

 
Co-Supervisor:  

DrShafinahFarvinPackeer 

School of Computing  

UUM, Sintok, Kedah, Malaysia.  
 

 

 

 

 

 
  

mailto:mhsalbayati@yahoo.com
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Kindly evaluate the following items based on their relevancy for measuring the concept under 

which they are placed. The items will be distributed to respondents to rate their agreement or 

disagreement using a 7 point Likert Scale. Finally, the comment boxes are provided after the 
survey for your overall comments and specific comments on any of the items.  

 

 

 

  

Definitions 

Social Commerce  
Social commerce (s-commerce) refers to the adoption of the social media to facilitate the 

interaction among users and assist them to collaborate and make their decision regarding 

the products and services. 

 

Electronic Word-Of-Mouth 

Electronic Word-Of-Mouth (e-WOM) refers to the user-generated contents that are posted 

on social media. It has three perceived derived attributes which are: perceived usefulness, 
perceived ease of use, andperceived enjoyment. 

 

Continuous Use Intention of S-Commerce 
It is the decision of the user to continue using s-commerce services in term of purchasing 
products. 

Perceived Usefulness of e-WOM 

Perceived usefulness is the degree to which a consumer believes that using e-WOM 

enhances their experience within the context of s-commerce. 

Perceived Ease of Use of e-WOM 

Perceived ease of use refers to the degree to which a customer believes that using e-WOM 

is simple, and straightforward.  

                                                Perceived Enjoyment of e-WOM  

Perceived enjoyment refers to the extent to which a customer feels that e-WOM is fun 

and entertaining. 
 

Commitment  
Commitment is the perception of commitment by S-commerce users with regards to their 

relationships with other users. 

Trust 
Trust is an individual user’s willingness to rely on the words and decisions of the other users 

in s-commerce. 
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Please use the following scales to rate relevance of the items below.  

1 = not relevant, 2 = somewhat relevant, 3 = quite relevant, 4 = highly relevant.  

 

 

S/N Continuous Use Intention of S-Commerce Relevance  

1 
I plan to continue purchasing products using s-

commerce in the future.  
1 2 3 4 

2 
I will frequently use s-commerce to purchase 

products continuously in the future.  
1 2 3 4 

3 
I will continue to purchase products using s-

commerce as much as possible.  
1 2 3 4 

4 
I will consider s-commerce the first choice to 

buy similar products in the future.  
1 2 3 4 

5 
I would like to continue using s-commerce to 

purchase products. 
1 2 3 4 

6 
I will continue using s-commerce to buy similar 

products in the future.  
1 2 3 4 

Comments: 

 

 

 

 

 Commitment  Relevance  

1 

I have a real emotional attachment to others 

when using s-commerce. 
1 2 3 4 

2 

I feel a strong relation with others when using s-

commerce. 
1 2 3 4 

3 

I feel a sense of belonging towards others when 

using s-commerce. 
1 2 3 4 

4 

I feel like a part of the group when using s-

commerce. 
1 2 3 4 

Comments: 
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 Trust Relevance 

1 I trust the information shared on s-commerce by 

other users to be true. 
1 2 3 4 

2 Users of s-commerce are trustworthy. 1 2 3 4 

3 The information offered by other s-commerce 

users are reliable. 
1 2 3 4 

4 S-commerce users do not make false statements. 1 2 3 4 

5 The information offered by the other s-

commerce users is trustworthy. 
1 2 3 4 

Comments: 

 
 

 

 

 
 

 

 Perceived Usefulness of e-WOM Relevance 

1 

E-WOM enhance my s-commerce shopping 

activities effectively. 
1 2 3 4 

2 I find using E-WOM as useful. 1 2 3 4 

3 

E-WOM improves my performance in 

shoppingwithin s-commerce. 
1 2 3 4 

4 

E-WOM makes it easier for me to shop within s-

commerce. 
1 2 3 4 

5 

E-WOM makes it easier for me to search and 

find information about products 
1 2 3 4 

6 

E-WOM allows me to accomplish my 

shoppingmore quickly. 
1 2 3 4 

7 I evaluate E-WOM as practical 1 2 3 4 

8 I evaluate E-WOM as functional 1 2 3 4 

Comments: 
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 Perceived Ease of Use of e-WOM  Relevance    

1 Understanding E-WOM requires less effort. 1 2 3 4 

2 Understanding E-WOM requires less time. 1 2 3 4 

3 E-WOM interaction is easy to understand. 1 2 3 4 

4 E-WOM interaction is easy to follow. 1 2 3 4 

5 I find it easy to understand E-WOM 1 2 3 4 

Comments:  

 
 

 

 
 

 

 Perceived Enjoyment of e-WOM  Relevance    

1 

I find the experience of reading E-WOM is 

enjoyable. 
1 2 3 4 

2 

I find the experience of reading E-WOM is 

pleasant. 
1 2 3 4 

3 E-WOM is interesting. 1 2 3 4 

4 E-WOM is kind of entertaining. 1 2 3 4 

Comments: 

 

 

 
 

 

 



 

248 

Expert’s suggestions and comments regarding the questionnaire: 

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

____ 

Expert Information: 

Name of Expert: ______________________________________ 

Expertise Area: _______________________________________ 

Years of Experience in the Particular Area: _________________ Years 

Official Stamp: 

 

Thank you very much; your support in this study is highly appreciated. 
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Appendix B 

Results of Content Validity Index (CVI) 

 

Item-Level and Scale-Level CVIs for Automotive CBBE 

 Experts  

Continuous Use Intention of S-Commerce 

Items 1 2 3 4 5 6 7 Item-Level CVI 
CUI1 4 4 4 3 3 4 4 7/7=1.00 

CUI2 4 4 4 4 4 4 4 7/7=1.00 

CUI3 4 4 4 4 4 4 3 7/7=1.00 
CUI4 4 4 4 4 3 4 3 7/7=1.00 

CUI5 4 4 4 4 4 4 3 7/7=1.00 

CUI6 2 4 3 4 4 4 3 6/7=0.85 

Proportion Relevant:   0.83 1 1 1 1 1 1 S-CVI/Ave =  
6.83/7 = 0.97 

Commitment  

COMM1 2 4 4 4 4 4 4 6/7=0.85 
COMM2 3 4 3 4 4 4 4 7/7=1.00 

COMM3 1 4 4 4 4 4 4 6/7=0.85 

COMM4 4 4 4 4 3 4 3 7/7=1.00 

Proportion Relevant:   0.50 1 1 1 1 1 1 S-CVI/Ave =  
6.25/7 = 0.92 

Trust 

TRUST1 2 4 4 4 4 4 4 6/7=0.85 

TRUST2 2 4 4 4 4 4 4 6/7=0.85 
TRUST3 4 4 3 4 4 4 4 7/7=1.00 

TRUST4 4 4 4 4 4 4 4 7/7=1.00 

TRUST5 4 4 4 4 4 4 4 7/7=1.00 
Proportion Relevant:   0.60 1 1 1 1 1 1 S-CVI/Ave =  

6.60/7 = 0.94 

Perceived Usefulness of e-WOM 

PU1 4 4 4 4 4 4 4 7/7=1.00  
PU2 4 4 3 4 4 4 3 7/7=1.00 

PU3 4 4 3 3 4 4 3 7/7=1.00 

PU4 4 4 4 3 3 4 3 7/7=1.00 
PU5 4 4 3 3 3 4 3 7/7=1.00 

PU6 4 1 3 3 4 4 3 5/7=0.85 

PU7 1 4 3 3 3 4 3 5/7=0.85 

PU8 3 4 1 3 4 4 3 5/7=0.85 
Proportion Relevant:   0.87 0.87 0.87 1 1 1 1 S-CVI/Ave =  

6.61/7 = 0.94 

Perceived Ease of Use of e-WOM 

PEOU1 4 4 2 3 4 4 3 6/7=0.85 
PEOU2 4 4 3 3 4 4 4 7/7=1.00 

PEOU3 4 4 3 3 3 4 4 7/7=1.00 

PEOU4 4 4 3 3 4 4 4 7/7=1.00 
PEOU5 2 3 3 3 4 4 3 4/7=0.85 

Proportion Relevant:   0.80 0.80 0.80 1 1 1 1 S-CVI/Ave =  

6.40/7 = 0.91 
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Perceived Enjoyment of e-WOM 

PENJ 3 4 3 3 4 4 3 6/7=0.85 

PENJ 4 4 4 3 3 4 3 6/7=0.85 
PENJ 3 4 1 3 4 4 3 6/7=0.85 

PENJ 3 4 4 3 3 4 2 6/7=0.85 

Proportion Relevant:   1 1 0.80 1 1 1 0.80 S-CVI/Ave =  

6.50/7 = 0.92 
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Appendix C 

Pilot Study 

 

Dear Respected Respondent, 

My name is Atyaf Sami, a doctoral candidate at School of Computing, College of Arts and 

Sciences, Universiti Utara Malaysia. This study is aimed at having a better understanding of 

the influence of e-WOM on the s-commerce continuous use intention among consumers of s-

commerce. This questionnaire has three sections and it will only take 5-10 minutes to 

complete this survey. All responses are treated anonymous and will be kept strictly 

confidential. Your cooperation and willingness to participate in this survey is highly 

appreciated. If you have any questions regarding this research, you may address them by 

contacting me. 

 

Thank you.  

Atyaf Sami 

PhD Candidate 

School of Computing – College of Arts and Science  

University Utara Malaysia. 

H/P: +6011-21404199 

E-mail: mhsalbayati@yahoo.com 

Note: 

Continuous use intention refers to a continuance decision follows an initial acceptance 

decision. Users’ repeated acts of co-creating usage and shopping. 

Social commerce (s-commerce) refers to an online shopping activity/ies that take place 

using web 2.0 or social media applications. 

S-commerce user refers to the person who uses s-commerce for buying products on s-

commerce. 

E-WOM refers to any statements (comments) made by customers about a product or a 

company via the social media (in other words, e-WOM means the comments consumer write 

or leave evaluating or reflecting their experience with the product or service). 

 

  

mailto:mhsalbayati@yahoo.com
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SECTION A: This section requires you to share your previous experience using 

social commerce (s- commerce). Please select appropriate answer and fill up your 

response where needed: 

 

1. Do you havethe intention to continue purchasing products from s-commerce?                     

 Yes  

No 

 

2. Please state the platform(s) used by each of the s-commerce website you 

visited. 

I. Facebook 

II. Twitter    

III. Instagram    

IV. WhatsApp 

V. Viber 

VI. Others (please state) 

 

3. How frequent do you purchase from s-commerce? 

 

I. Once a few hours  

II. Daily  

III. Few times a week  

IV. 2-3 times a month 

V. Less than once a month  

 

4. What motivates you to use s-commerce? (You can choose more than one) 

 

 Convenient  

   Save cost 

   Save time 

   Provides many choices 

   Fun  

   Other (please state) ____________________________ 

 

5. Please choose the types of products that you have purchased through the s- 

commerce (You can choose more than one):   

 

              Clothing                                 Jewelry and Watches 

              Footwear                                Books or Magazines 

              Equipment                             Home and Living 

              Videos, DVDs                       Travel (e.g. airline tickets, hotels) 

              Music & CDs                        Computer Hardware 

              Flowers                                  Software  

              Foods                                     Electronic Products (e.g. Camera)                                       

              Sports Goods                         Tickets (e.g. Concert, Movies) 

 

             Others (please state): ___________________________ 
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SECTION B: Based on your experience using s-commerce, please select your 

responses for each statement using the scale from 1 to 7, where:  
 

Strongly 

Disagree 
Disagree 

Somewhat 

Disagree 
Neutral 

Somewhat 

Agree 
Agree 

Strongly 

Agree 

1 2 3 4 5 6 7 

 

Code  Items/ measurements 7 Point Likert Scale  

1 
Electronic word of mouth (E-WOM) enhances 

my social commerce (s-commerce) shopping 

activities effectively. 

1 2 3 4 5 6 7 

2 I find using E-WOM as useful. 1 2 3 4 5 6 7 

3 
E-WOM improves my performance in 

shopping within s-commerce. 
1 2 3 4 5 6 7 

4 
E-WOM makes it easier for me to shop within 

s-commerce. 
1 2 3 4 5 6 7 

5 
E-WOM makes it easier for me to search and 

find information about products. 
1 2 3 4 5 6 7 

6 
E-WOM allows me to accomplish my 

shopping more quickly. 
1 2 3 4 5 6 7 

7 I evaluate E-WOM as practical. 1 2 3 4 5 6 7 

8 I evaluate E-WOM as functional. 1 2 3 4 5 6 7 

9 Understanding E-WOM requires less effort. 1 2 3 4 5 6 7 

10 Understanding E-WOM requires less time. 1 2 3 4 5 6 7 

11 E-WOM interaction is easy to understand. 1 2 3 4 5 6 7 

12 E-WOM interaction is easy to follow. 1 2 3 4 5 6 7 

13 I find it easy to understand E-WOM. 1 2 3 4 5 6 7 

14 
I find the experience of reading E-WOM is 

enjoyable. 
1 2 3 4 5 6 7 

15 
I find the experience of reading E-WOM is 

pleasant. 
1 2 3 4 5 6 7 

16 E-WOM is interesting. 1 2 3 4 5 6 7 

17 E-WOM is kind of entertaining. 1 2 3 4 5 6 7 

18 
I trust the information shared on s-commerce 

by other users. 
1 2 3 4 5 6 7 

19 Users of s-commerce are trustworthy. 1 2 3 4 5 6 7 

20 
The information offered by other s-commerce 

users are reliable.  
1 2 3 4 5 6 7 
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21 
S-commerce users do not make false 

statements.  
1 2 3 4 5 6 7 

22 
The information offered by the other s-

commerce users are trustworthy. 
1 2 3 4 5 6 7 

23 
I have a real emotional attachment to others 

when using s-commerce. 
1 2 3 4 5 6 7 

24 
I feel a strong relation with others when using 

s-commerce. 
1 2 3 4 5 6 7 

25 
I feel a sense of belonging towards others when 

using s-commerce. 
1 2 3 4 5 6 7 

26 
I feel like a part of the group when using s-

commerce. 
1 2 3 4 5 6 7 

27 
I plan to continue purchasing products using s-

commerce in the future. 
1 2 3 4 5 6 7 

28 
I will frequently use s-commerce to purchase 

products continuously in the future. 
1 2 3 4 5 6 7 

29 
I will continue to purchase products using s-

commerce as much as possible. 
1 2 3 4 5 6 7 

30 
I will consider s-commerce the first choice to 

buy similar products in the future.  
1 2 3 4 5 6 7 

31 
I would like to continue using s-commerce to 

purchase products. 
1 2 3 4 5 6 7 

32 
I will continue using s-commerce to buy 

similar products in the future.  
1 2 3 4 5 6 7 
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SECTION C: Demographic information. Please choose your answer where 

appropriate.  
 

1. Gender:             Male 

            Female 

2.  Age:                         Below 20 years 

                                    20-25 years   

              26-30 years 

              31-35 years 

            36-40 years 

            41 years and above 

 

3. Education:  Primary school        

                                    Secondary school 

                                    Diploma 

                                    Bachelor 

                                    Master 

            PhD 

                                                If others, please specify: ______________________ 

4. Your occupation (please state): ___________________________ 

 

5. Your location                            Within Malaysia 

                                                                Outside Malaysia 

If it is within Malaysia please specify your state: ____________________________ 

 

6. Marital status:  

 

Single 

Married 

Others (please state):     ____________________________ 
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Appendix D 

Data/Response Obtained From the Survey 
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Appendix E 

Facebook Invitation Examples 
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