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The Impact of Social Commerce features on Customer trust and tendencies 

Abstract:  

Today, the growth and expansion of the Internet has led to the development of social networking 

sites and the subject of trade in social networks. Social commerce is a subset of e-commerce that 

social networking sites use for social interaction and user contributions to facilitate the online 

purchase and sale of diverse products and services. Consumer trust is a major factor in the success 

of corporate social business executives, so these companies need do a lot of work to be trusted. In 

this research, key factors in social commerce such as reputation, size, quality of information, 

communication, security of transactions and oral references, as well as the impact of trust on trust 

performance (buying tendencies and oral preferences) have been investigated. Validity and 

reliability of the questionnaire used in this research has been confirmed in the form of three 

methods of face, convergent and divergent validity, and the reliability of the tool is also used 

through two methods of Cronbach's alpha coefficient which was greater than 0.7 and a Split Half 

validation. The current research has been implemented at IATA Company, which allows its 

customers to purchase foreign sites such as Amazon and eBay. Empirical analysis based on a 

sample of 380 users and structural equation modeling with Amos software has been identified that 

all features of social commerce (with the exception of size and size) have a significant impact on 

trust and trust also  has a significant impact on buying tendency and oral tendencies. . 

Keywords: Social Commerce, Trust, Trust performance, Purchasing Tendencies, Word of mouth 

tendencies  

 

 

 

Introduction  

    In the offline world, a customer's decision to purchase a product or service is largely influenced 

by friends, family and colleagues. Older business models deal with one-to-one interactions that 

have led to the development of customer and seller relationships, but the social business has 

transformed the customer-seller interaction into a community-based model, making it possible to 

get a more helpful suggestion, to search more effectively, and eventually purchase a desire goods. 

Despite the increasing use of the Internet in Iran, social commerce and Internet shopping have 

become less common in the country. Perhaps one of the biggest obstacles to the establishment of 

social commerce in Iran is the lack of trust  among people in the field and the lack of awareness 

of the active institutions in this area with the mechanisms of trust - building. Jones and Leonard 



(2008) claimed that mistrust was the main reason for the failure of positive relationships with the 

consumer. Vital et al. (2000) argued that e-commerce companies would not be able to fully capture 

their economic potential if they could not get their consumer trust . According to Kim (2011), 

online shoppers' concerns about lack of trust are an important topic for research on social 

commerce (Kim, 2011). Although social business is an important topic for research, the previous 

studies of social commerce are generally limited to defining and describing social commerce 

(Stefan and Tobias, 2010) or defining the characteristics of  it (Weijun & Lin, 2011) or just market 

analysis Social Commerce (Kim, 2011), but no study has been done about trust in social commerce, 

especially in the context of the key features of social commerce and the formation of trust that can 

facilitate the function of trust (buying tendencies and word of mouth ) (WOM). For this reason, 

due to the lack of trust in internet interactions, this study attempts to investigate the impact of key 

social business factors such as reputation, size, quality of information, communications, security 

of transactions and oral references on trust as well as the impact of trust on the performance of 

trust (buying tendencies and word of mouth). 

 

Theoretical Foundations of Research 

Social network concept 

 

The concept of social network was first introduced in 1940 in the field of anthropology by 

Radcliffe Brown. Then, in the mid-1950s, this concept was used by Boot and Barnes (Kouper & 

Kouper, 1989, quoted from Chelpy, 1994). Networks are social structures created by 

communication between individuals and groups (Little John, 2005). 

 

Social relationships can be manifested systematically and clearly as networks. The network can be 

described in a single image as a mass of interactions between many people that may occur at 

different times and places (Brugman, 2010). 

Virtual social networks are a kind of social media that most closely resembles a human society 

and allows a person to communicate with a large number of other people. Virtual social networks 

are a new generation of Internet websites (Asghari, 2015). 

 

The Impact of Social Networking on Purchasing Decisions 
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On social networks, users share their opinions with each other and even propose some solutions. 

This suggests that consumers are looking for opinions about the product or service they are trying 

to buy. As many as 78 percent of global consumers believe that people's suggestions are better 

than anything else for the purchase of goods and services. Researchers also believe that people's 

beliefs are much fairer than corporate marketing messages. Consumers use social networks to look 

for these ideas. Social network members play two roles: they simultaneously provide or use the 

content of the messages. Marketers should pay attention to the fact that messages sent to users 

should not be imposed, but they should be sent through trusted users or networks to influence them 

(Liu, 2005). 

 

The Impact of Electronic Trust on the Acceptance of the Social Commerce 

 

  E-trust is a belief that allows consumers voluntarily to be vulnerable to the subject after 

considering and reviewing the characteristics of the internet sellers (Ha and, Stoel, 2009, pp. 565-

557). Many researchers emphasize the importance of E- trust on the development of long-term 

relationships between companies and customers. Global access to the Internet has raised trust as a 

vital element of e-commerce. In recent years, many empirical studies on e-commerce have tried to 

examine trust in the context of the technology acceptance model (Kim et al., 2009, 311 -283). 

 

Conceptual Model and research hypotheses 

 

Reputation: The reputation is the level of consumer trust that a social company has earned 

honestly with its consumers. (Kim and Noh, 2012, 1372) In this research, the reputation variable 

has been measured using indicators such as good cognition among people, high credibility, honesty 

and familiarity. In the present study, all variables are expressed in terms of the 5-point Likert 

analysis. 

Hypothesis 1: The reputation of firms offering social commerce services has a significant impact 

on consumer trust. 

Size: The size of the social commerce is defined as the extent to which consumers think about the 

size of the company within the framework of the assets and market shares. (Kim and Noh, 2012, 



1373) Indicators that measure the size (size) include large size, large provider, presence in different 

geographic regions, and large role in society. 

Hypothesis 2: Size of companies offering social commerce services have a significant effect on 

consumer trust.  

Quality of Information: The quality of information refers to the latest, accurate and complete 

information provided by the business community to its consumers. (Kim & Park, 2013, p. 324). In 

the quality variable, factors such as providing accurate information, providing useful information, 

reliable information, and sufficiently significant and measurable information are important. 

Hypothesis 3: The quality of information in the field of social commerce has a significant effect 

on consumer trust. 

Transaction security: Transaction security is defined in a spectrum in which social business users 

believe that social commerce can provide a high level of security throughout business transactions 

and provide information about the business areas concerned. (Kim and Park, 2013, 324). The 

transaction security variable in this study is examined using indicators such as implementing 

security measures, the ability to check the identity of the buyers, the impossibility of distorting, 

and changing the sense of security in the electronic payment.   

Hypothesis 4: Security of transactions in the field of social commerce has a significant impact on 

consumer trust.  

Communications: Communication is another introduction to consumer trust in social commerce 

and is defined as an informal and formal process that consumers can comment and share their idea 

. (Moon & Lee, 2008; Rogers, 1986). In the communication variable, factors such as knowing new 

developments, paying attention to consumer feedback, providing critical information, and 

providing timely, measurable information are important.  

Hypothesis 5: Communication in social commerce has a significant impact on consumer trust. 

Word of mouth: refers to the online services through which consumers can exchange their 

information and experiences with other people in order to make final decisions about the purchase 

of their products and services. (Kim and Prabhakar, 2000; Park et al., 1998) The indicators used 

to measure the variable are: usefulness, reliability, ease of use, and value of interaction.  

Hypothesis 6: word of mouth references in the field of social commerce have a significant effect 

on consumer trust.  
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Purchasing tendencies: Refers to a type of service or product. (Richardson et al., 1996), the 

purchasing tendencies variables are measured using indicators such as product review, purchase 

of products, willingness to buy in the future, and the intention to purchase existing products.  

Hypothesis 7: Trust has a significant effect on the consumer buying tendencies in the social 

commerce. 

Word of mouth tendencies: The purpose of it in this research is the efforts made to exchange 

direct and indirect experiences. (Anderson, 1998; Westbrook, 1987). In this variable, factors such 

as mentioning positive points, providing information to others, recommending others, and 

recommending reviews to others are measurable.  

Hypothesis 8: Trust has a significant effect on consumer word of mouth tendency in social 

commerce. 

 

The theoretical framework of research: 

This research attempts to assess the importance of a structure that addresses the key features of 

social commerce (such as reputation, size, quality of information, communications, security of 

transactions and  word of mouth references). Based on this, their impact on the formation of 

consumer trust in the social commerce has been addressed, which has facilitated the functioning 

of trust and ultimately influenced the buying tendencies and word of mouth preferences of the 

consumer.  



 

Figure 1: Conceptual Model (Kim & Park, 2013) 

 

Therefore, this conceptual model of research focuses on the characteristics of social commerce, 

which, as shown in Figure 1, that shows variables in the form of independent variables (reputation, 

size, information quality, communication, security of transactions and word of mouth references), 

mediator variable (  Trust) and dependent variables (shopping  and word of mouth tendencies). 

Research Methodology 

This research was a field research conducted using a questionnaire, and also examined the 

relationships between variables through structural equation modeling. The results of this research 

are applicable to companies that use social commerce, therefore, are an applied research. The 

statistical population of this research was the customers of IATA Company. The sample size of it 

was 380 customers, which was collected by simple random sampling method.   

IATA is a new mail provider for a range of services including e-commerce services, logistics 

services and e-Citizenship Services, which can be used to purchase Iranian users from the world-

famous online stores like Amazon, as well as in the near future, export and sale. It also provides 

international platforms. IATA will post the hybrid postal service and direct mail on its agenda and 

will begin its services in the near future. At present, the existing categories include cell phones and 
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its accessories, men's clothing, jewelry, computer equipment, electronics, home appliances and 

kitchenware, and industrial supplies that can be purchased from the IATA shopping mall. By 

clicking on the product profile, the user has access to other information, such as color, size, 

manufacturer country, and delivery time, and can add it to the cart. To ensure the originality of the 

product, this site also links to the Amazon's home page. Users can also follow the purchase done 

on the site.  

 

Validity and reliability measurement 

In this research, a questionnaire which was extracted from Kim and Park has been used  ( 2013). 

For formal validation, 10 members of the community were distributed and asked to study the 

questionnaire and identify its literary and structural objections. 

The composite validity coefficient of this study is calculated in Table 1 and obtained for each 

construct higher than 0.6, which is a sign of the convergent validity of the tool and the results. 

Table 1: Composite reliability coefficients 

Variable name Combined reliability 

coefficient (CR) 

Reputation 0.87 

Information quality 0.87 

Size 0.82 

Transaction security 0.83 
Communication 0.86 

Oral references 0.90 

Customer trust 0.86 

Shopping desires 0.82 

Oral tendencies 0.91 

 

Divergent validity means that the components of a structure are overlapped or convergent, but they 

are divergent or negatively correlated with opposite structures. In Table 2, colored houses are the 

indicator of the square root of the average of the variance index extracted. Compared to the 

correlations between the structures, it can be easily understood that the average variance index 

extracted from the correlation between the structures in all cases is larger and so it can be 

acknowledged by the existence of divergent validity in the tools and the results.  

Table 2: Comparison of Structural Correlation and Ratio of Extracted Mean Variable Index 
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Variable name Reputation Information 

quality 

Size Transaction 

security 

connections Oral 

references 

Customer 

trust 

Shopping 

desires 

Reputation 0.64        
Information 
quality 

0.58 0.63       

Size 0.36 0.35 0.54      
Transaction 
security 

0.38 0.55 0.32 0.56     

Communication 0.36 0.38 0.38 0.46 0.61    
Oral references 0.35 0.27 0.31 0.30 0.52 0.69   
Customer trust 0.44 0.49 0.29 0.54 0.50 0.40 0.56  
Shopping desires 0.38 0.35 0.33 0.36 0.56 0.59 0.51 0.53 

 

In this research, Cronbach's alpha method was used to determine the reliability of the 

questionnaire. The alpha coefficient obtained in Table 3 is greater than 0.7 and the questionnaire 

is of prime reliability. 

Table 3: Cronbach's alpha coefficient  

Reliability coefficient of Cronbach's alpha Sample size 

Initial test 0.91 30 

Initial test 0.92 380 

 

 

Alpha for variables 

Reputation 0.81 380 

Information quality 0.79 380 

Size 0.74 380 

Transaction security 0.72 380 
Communication 0.79 380 

Oral references 0.85 380 

Customer trust 0.79 380 

Shopping desires 0.79 380 

Oral tendencies 0.81 380 

 

In the split-half method, the items were split into two parts: the Spearman-Brown correlation 

coefficient was calculated for them, the results of which are shown in Table 4. 

 

 

 

Table 4: Reliability coefficient of split-half 

The coefficient of reliability of split-half method 

Initial test 0.96 

 



 

Data analyzing  

In the present study, descriptive statistics and inferential statistics have been used for analyzing 

data obtained. Therefore, in descriptive analysis has been used from frequency distribution table, 

central indices, dispersion and graphs and in inferential analysis has been used from structural 

equations and for using structural equations it has been used from Amos software. 

 

The Confirmatory Factor Analysis 

Factor analysis is a generic name for some multivariate statistical methods which the main purpose 

of it is to summarize data. This method deals with the internal correlation of many variables and 

ultimately categorizes them in the form of finite general factors. Factor analysis (as opposed to 

multiple regression, diagnostic analysis, or focal correlation in which there is one or more 

dependent variables and many independent variables) is also a dependent method in which all 

variables are simultaneously considered. In this technique, each variable is considered as an 

associative variable (Kalantari, 2008, 283). At this stage, efforts have been made to test the 

goodness of the factor structure determined by exploratory factor analysis. 

Prior to conducting a confirmatory factor analysis, the conceptual model of the research included 

6 independent variables (reputation, information quality, and size, security of transactions, 

communication and word of mouth references), a mediator variable (customer trust) and two 

dependent variables (buying tendencies and word of mouth tendencies). Based on the results 

obtained in Table 5, the factor analysis of confirmation of all questions with a confidence level of 

99 was used by Amos software to determine and confirm the factors mentioned in the 

questionnaire.  

 

 

 

 

Table 5: questionnaire items 

Items t- value α St.d Mean 

R
ep

u
ta

ti

o
n
 

This s-commerce firm is well known - 

0.81 0.68 4.37 
This s-commerce firm has a good reputation 14.26 

This s-commerce firm has a reputation for being honest 13.76 

I am familiar with the name of this s-commerce firm 9.05 



S
iz

e 
This s-commerce firm is a very large company 8.96 

0.74 0.72 3.74 

This s-commerce firm is one of the industry’s biggest web-based 

Suppliers 

9.68 

This s-commerce firm has a regional presence 8.22 

This s-commerce firm is a big player in the market - 

In
fo

rm
at

io
n

 

q
u

al
it

y
 

This s-commerce firm provides accurate information on the item that 

I want to purchase 

10.98 

0.79 0.57 
4.51 

 

Overall, I think this s-commerce firm provides useful information 10.90 

This s-commerce firm provides reliable information 12.08 

This s-commerce firm provides sufficient information when I try to 

make a transaction 

- 

T
ra

n
sa

ct
io

n
 s

ec
u

ri
ty

 

This s-commerce site implements security measures to protect its 

online shoppers 

8.51 

0.72 
0.61 

 
4.45 

This s-commerce site has the ability to verify online shoppers’ 

identity for security purposes 

7.60 

This s-commerce site usually ensures that transaction-related 

information is protected from being accidentally altered or destroyed 

during transmission over the Internet 

8.71 

I feel secure about the electronic payment system of this s-commerce 

website 

- 

C
o

m
m

u

n
ic

at
io

n
 This s-commerce firm keeps me informed of new developments 10.32 

0.79 0.68 
4.18 

 

This s-commerce firm listens to my feedback on its service 11.06 

This s-commerce firm provides me with meaningful information 11.87 

This s-commerce firm provides me with timely information - 

O
ra

l 

re
fe

re
n
ce

s 

 

I have heard from others that this s-commerce firm is very useful - 

0.85 

 
0.78 

3.93 

 

I have heard from others that this s-commerce firm is very easy to use 15.92 

I have heard from others that this s-commerce firm is very reliable 15.68 

I have heard from others that this s-commerce firm is not worth the 

effort 

13.34 

C
u
st

o
m

er
 

tr
u
st

 

This s-commerce firm is trustworthy - 

0.79 0.51 4.53 

I trust that this s-commerce firm keeps my best interests in mind 9.78 

This s-commerce firm will keep its promises 9.67 

I believe in the information that this s-commerce firm provides 9.17 

This s-commerce firm wants to be known as a company that keeps its 

promises and commitments 

8.79 

S
h

o
p

p
in

g
 d

es
ir

es
 I am likely to purchase products/services on this s-commerce site - 

0.79 0.70 4.02 

Given the opportunity, I would consider purchasing products on this 

s-commerce site in the future 

9.35 

It is likely that I will actually purchase products on this s-commerce 

site in the near future 

10.25 

Given the opportunity, I intend to purchase products on this s-

commerce site 

10.16 

O
ra

l 

te
n

d
en

ci
es

 I would tell others positive things about this s-commerce firm - 

0.88 0.80 
3.95 

 

I would provide others with information on this s-commerce firm 16.56 

I am likely to recommend this s-commerce firm to my friends or 

acquaintances 

15.82 

I am likely to encourage others to consider this s-commerce firm 14.17 



 

 

Graph 1: Structural equation model and t statistics 

Before the suggested hypotheses are examined and tested, the model should be considered in the 

first stage of goodness of fit. This operation was performed using the Amos software. The value 

obtained for the relative goodness of fit index (RFI), are 0.65, the PCFI, are 0.67 and the PRATIO 

index, is 0.88, which according to the criterion of each indicator have excellent fit. Also, the digits 

obtained from the fitness model for the Comparative Fit Index (CFI), the Root Mean Square Error 

of Approximation (RMSEA) and the Parsimonious normed fitting index (PNFI) are 0.8, 0.07, and 

0.61, respectively.  According to the RMSEA index, which is less than or equal to 0.06, this 

indicator has a moderate degree of fit. A total of 6 criteria are presented, 3 are excellent, 2 are good 

and one is moderate. On the basis of fitting criteria, it can be clearly stated that the data collected 

and its adaptation to the conceptual model provided confirms the fitting of the developed model. 

 

In this research, using structural equation modeling, the relationships between the characteristics 

of social commerce, customer trust and trust performance have been investigated, the results of it 

are presented in Table 6. 

 

 



 

Table 6:  Concluding the data of hypothesis test 

Title t-value Path 

coefficient 

Sig 𝑅2 
result 

Hypothesis 1 2.17 0.04 0.03 0.001 Confirmed 

Hypothesis 2 0.90 0.02 0.36 0.00 Rejected 

Hypothesis 3 4.28 0.12 000. 0.01 Confirmed 
Hypothesis 4 4.64 0.18 000. 0.03 Confirmed 
Hypothesis 5 5.68 0.14 000. 0.01 Confirmed 
Hypothesis 6 3.07 0.06 002. 0.00 Confirmed 
Hypothesis 7 6.20 1.35 000. 1.82 Confirmed 
Hypothesis 8 5.87 1.23 000. 1.51 Confirmed 

 

 

Interpretation of the H1: according to the amount of t given in Table 6, it is clear that this value 

is greater than 96/1, and since the significance level is less than 0.05, it can be concluded that with 

a confidence level of 95% the hypothesis is confirmed. In other words, it can be said that the 

reputation of companies providing social services has a significant impact on consumer trust. 

Regarding the amount mentioned for the path coefficient, the above table also shows that the 

reputation of the firms offering social services represents 0.04 percent of the consumer confidence 

variable. 

 

Interpretation of  H2: As can be seen from Table 6, the value of the t statistic is less than 1.96 

and the value of the significance level is greater than 0.05. As a result, we can say that the 

hypothesis is confirmed. In other words, the size of companies providing social services does not 

have a significant effect on consumer confidence. 

 

Interpretation of H3: The reported values for t and sig statistics in Table 6 indicate that the value 

of the t statistic is greater than 1.96 and the sig is equal to 0.000. Therefore, it can be concluded 

that the hypothesis is confirmed with a confidence level of 99%. In other words, it can be said that 

the quality of information in the field of social commerce has a significant effect on consumer 

trust. Also, since the reported value for the path coefficient is equal to 12.0, we can say that the 

quality of information in the field of commerce is 12% of the consumer trust variable. 



 

Interpretation of H4: Based on the reported values for the t and sig statistics referred to in Table 

6, it is clear that the value of the t statistic is greater than 1.96 and the value of sig is equal to 000. 

Therefore, it can be concluded that the hypothesis is confirmed with a confidence level of 99%. In 

other words, it can be said that the security of transactions in the field of social commerce has a 

significant effect on consumer trust. Also, considering the amount of path coefficient, it can be 

said that the trade-off security variables in the field of social commerce account for 18 percent of 

the consumer trust variable.  

 

Interpretation of H5: According to Table 6, it is clear that the t statistic t is greater than 1.96, and 

since the confidence level is equal to 000, it can be concluded that the hypothesis is confirmed 

with a confidence level of 99% In other words, it can be concluded that communication in social 

commerce has a significant impact on consumer trust. According to the amount of path coefficient, 

it can be said that the communication variable in social commerce explains 14% of the consumer 

trust variable. 

 

Interpretation of H6: Since the value of the statistical t in Table 6 is greater than 1.96 and the 

obtained sig is equal to 000, we can say that the hypothesis is confirmed with a confidence level 

of 99%. In other words, it can be said that oral references in the field of social commerce have a 

significant effect on consumer trust. Also, according to the amount of path coefficient, it can be 

concluded that word of mouth reference variable in the field of social commerce is 0.06% of the 

consumer trust variable.  

 

Interpretation of H7: Table 6 clearly indicates that the calculated value for the t statistic is greater 

than 1.96 and the sig value is 000. Therefore, it can be concluded that the hypothesis is assured 

with a confidence level of 99%. In other words, it can be said that trust has a significant effect on 

consumer buying tendencies in the social commerce. Based on the reported amount for the path 

coefficient, it can be said that the trust variable explains 13.5% of the consumer purchasing 

tendency variable. 



 

Interpretation of H8 : According to Table 6, it is clear that the t statistic t is greater than 1.96, 

and since the level of confidence level is calculated as 000, it can be concluded that the hypothesis 

is confirmed with a confidence level of 99% In other words, it can be concluded that trust has a 

significant effect on the consumer's word of mouth tendency in the social commerce. Since the 

path coefficient is reported as 23.1, it can be said that the confidence variable explains 12.3 percent 

of the variable of consumer tendency in social commerce.  

Conclusion and Recommendations: 

This research examines the impact of various social commerce, including reputation, size, 

communications, security of transactions, the quality of information and word of mouth references 

on trust, as well as the impact of trust on trust performance, such as shopping intentions and word 

of mouth desires. Based on the results obtained in the field of business, the trend of social 

commerce has been heavily taken into consideration by consumers. The results provided new 

perspectives on trust in social commerce. Out of the eight hypotheses in this research, seven of 

them were confirmed, and only one hypothesis that the size of the variable was affected by the 

customer's trust variance was rejected.  

This research has confirmed the hypotheses 1 to 8 with the exception of hypothesis 2. This means 

that there is a significant and positive relationship between the reputation variable, the quality of 

the information, the security of the transactions, the communication and the word of mouth 

references. But, on the contrary, the results of hypothesis 2 are rejected. In other words, the size of 

the company's social service provider does not have a positive impact on customer trust. 

The results indicate that online shoppers believe that they face a lot of risks during online 

purchases. This is why most social business users are demanding the prevention of potential risks, 

such as fraud, etc., on the basis of the reputation of the company's service providers. In this case, 

it is necessary for companies that offer social business to pay attention to some issues. Companies 

need to earn their reputation and increase their stock market so that they can succeed in social 

commerce. Customer perception of reputation of the company plays an important role in building 

trust. If the reputation of the company be high, the trustworthy of customer will be increase.  

Therefore, it is recommended to companies that are going to enter the Internet sales area by 

identifying the needs and requirements of the customers and satisfying them as best as possible, 
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applying the principles of customer orientation, establishing a customer relationship management 

system for satisfaction of Customers , doing these things  from on hand  will lead to loyalty in 

customers, and from the other hand , due word of-mouth advertising, loyal customers provide the 

ground for increased reputation of the company.  

Also, if the social commerce company can provide more useful, and reliable information about its 

products and services will attract more customers.  In this direction, it is suggested to managers 

who are going to work in this field to quickly identify and collect the information they need in 

order to purchase products and analyze them at the fastest time. Solutions that can be used include 

establishing a customer relationship management system, obtaining feedback from customers, 

continuously measuring buyers' perceptions of content quality and information, and assessing 

customer expectations of the information they need. Also, to provide the right information, you 

must first receive this information in order to provide the necessary information in accordance with 

it. We then provide this information in intelligible language alongside the image and product 

specifications on the company site.  

The results describe how word of mouth references have a positive impact on trust. Online 

shoppers are heavily influenced by other advertisers' ads, and these word of mouth references can 

be considered as the most useful tools in this regard. In this case, companies that offer social 

services will be better to  hold the  meetings for their loyal customers on how to buy online from 

the company, and by training this type of purchase, the benefits of it,  promote this type of purchase 

and  even trust on them,  

In this way they can share suggestions and examples of customer purchases on related social 

business sites, and it creates trust and a direct link between the company and customers.  Such 

actions have two advantages: First, loyal customers easily accept this type of purchase, and 

secondly, loyal customers will provide the opportunity to promote this type of purchase through 

word of mouth advertisements and talks with potential buyers. Companies achieve the satisfaction 

with the products and services they provide to customers, and as we know those customer that they 

are dissatisfied will not come back again, but the satisfied customer not only returns, but also can 

represent the organization to at least 6 other customers.  So, with the pleasure of keeping 

customers, you can greatly help offer others to buy goods and services. 

The current research has not examined the effects of other specifications such as personal and 



social data. On this basis, future research is required to examine a wide range of characteristics 

and factors that affect trust and trust performance in the social business. Future researchers can 

explore the trust and performance of trust by extending the research model and by combining the 

other key characteristics. Factors such as experience, consumer knowledge and social norms as 

moderating variables as well as different external variables affecting trust and trust performance. 

Choosing a company's social business with an Internet-based company in developing countries 

offer new exchange mechanisms that will enable them to compete on an equitable and fairer basis 

in global markets. Implementing one company's social business with the other company leads to a 

reduction in the trading costs of the companies. It also provides opportunities for companies in 

developing countries to increase their direct business relationship with international buyers and 

sellers. Among the factors that affect the selection and application of the company's social 

commerce, they are of particular importance. Researchers can examine the factors influencing the 

intention of using corporate social commerce to participate in different companies.  

By examining companies operating in the field of social commerce inside or outside the country, 

it is possible to compare the success of domestic companies in this area with foreign companies 

and try to achieve a higher level. You can also check out the important features of a social 

commerce site from customers' perspective, and compare its performance with the site and identify 

its strengths and weaknesses. Future research can prioritize factors affecting trust based on their 

importance, and based on them, identify the weaknesses and strengths of the companies and design 

appropriate strategies to each one.  
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