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Abstract

The development of new electronic commerce needs a credible environment.
However, it is more difficult to build consumer trust in new electronic commerce
since the characteristic of it, such as mobility, virtuality, personalization, social-
ity and extreme data. How to establish, maintain and increase consumer trust and
purchase behavior in new electronic commerce, and thus transforming potential
customers into actual customers and further into loyal customers is a key problem
in current research and practice.

Cultivating consumer trust is a continuous and dynamic process, which ex-
tends from initial trust formation to continuous trust development. On the basis of
time — varying nature of trust, taking three new eletronic commerces ( mobile
commerce, agricultural eletronic commerce and social commerce ) as back-
ground, this study examines consumer trust and purchase behavior in these con-
texts. First, This paper conducts a systematic study of consumer trust and dynam-
ics of trust evolution in the mobile commerce environment. From the static per-
spective, this study respectively develops and empirically tests a model of trust
transfer, a model of initial trust building, a model of continuous trust and a model
of satisfaction and loyalty. From the dynamic perspective, this study develops and
empirically tests a dynamic model of trust evolution. The research work and the
contributions in this study are as below. Then, we study consumer trust and pur-
chase behavior in agricultural electronic commerce. Finally, we examine consum-
er purchase behavior behavior in social commerce.

Firstly, based on the integration of theory of trust and technology acceptance

meodel and the classification theory, this study builds an online — to — mobile trust
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transfer model to establish initial trust in mobile stock, and analyzes the effects of
trust gained through experience with online stock on initial trust in mobile stock.
The empirical results show that trust in online stock not only has a direct impact
on initial trust in mobile stock, but also has indirect effects on initial trust through
other variables.

Secondly, considering the factors of service characteristics, firm characteris-
tics, environment characteristics and consumer characteristic, this study builds a
comprehensive model of initial consumer trust in mobile commerce and analyzes
the effects of ubiquity, information quality, compatibility, perceived reputation,
perceived size, structural assurance and disposition to trust on shaping initial con-
sumer trust in mobile stock. The results indicate that service characteristics and
environment characteristics have significant impacts on initial trust in mobile
stock. Consumer characteristic not only significantly affects initial trust, but also
has positively moderating effects.

Thirdly, Base on the technology acceptance model, this study builds a mod-
el of continuous trust in mobile commerce and analyzes the impacts of perceived
ease of use, perceived usefulness, convenience, perceived security, propensity
to trust and information quality on continuous trust in mobile stock and usage in-
tention to the service. The empirical results indicate that information quality, pro-
pensity to trust, perceived security and perceived usefulness have positive impacts
on continuous trust in mobile stock. Continuous trust not only has an important
influence on usage intention, but also has strong mediating effects.

Fourthly, based on the extended valence theory, self — perception theory and
IS expectation — confirmation theory, this study builds a three — stage theoretical
model of trust evolution in mobile commerce and explains the law of the dynamics
of trust evolution. The longitudinal results show that in pre — usage stage, trust
not only directly affects usage behavior, but also has indirectly influence on it
through other variables; in usage stage, usage behavior has significant feedback
effects on the cognitive or psychological factors in the future; in post — usage
stage, consumer evaluations have significant impact on trust, which forms new

trust and further will enter a new round cycle, reflecting the law of trust evolu-
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tion.

Fifthly, based on the expectation confirmation theory and the commitment
trust theory of relationship marketing, this study builds a model of customer satis-
faction and loyalty of mobile banking and analyzes the impacts of confirmation and
perceived usefulness on customer satisfaction of mobile banking and the effects of
customer satisfaction, trust and commitment of mobile banking on loyalty. The
empirical results indicate that confirmation and perceived usefulness have positive
impacts on customer satisfaction of mobile banking, and satisfaction, trust and
commitment have positive impacts on customer loyalty of mobile banking.

Sixthly, to reduce the risk, lower the cost and ensure the smooth transac-
tion, how to establish, maintain and improve the mutual trust of the both parties
to the transaction, is an exigent issue to be solved in the development process of
fruit e — commerce e in China. Based on this, combined with consumer cogni-
tion, this study builds a model of factors affecting consumer trust in B2C e — com-
merce of fruit industry, and analyzes the impacts of fruit quality, logistics service
quality, communication, web design, perceived value and propensity to trust on
consumer trust. Through a survey collected valid questionnaires, we use the SPSS
and the PLS — Graph software to conduct statistical analysis. The empirical results
indicate that fruit quality, communication, perceived value and propensity to trust
have positive impacts on consumers’ trust, but logistics service quality and web
design have little effects on consumers’ trust. The proposed studies has important
theoretical and practical values for increasing consumer trust in fruit e — com-
merce firms and improving the rapid and sound development of fruit e — com-
merce.

Seventhly, taking agricultural C2C e — commerce sites as the research ob-
ject, this study builds a model of factors affecting consumer purchase intention in
C2C e — commerce of agricultural products from the point of view of the seller and
analyses the effects of the seller credibility, word — of — mouth recommendation ,
online alliance and community, logistics service quality and third party recogni-
tion on purchase intention in agricultural C2C e — commerce. Through a survey

collected valid questionnaires, we use the exploratory factor analysis and the con-
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firmatory factor analysis to test the reliability and validity, and use the structural
equation model method to examine the theoretical model. The empirical results
show that word — of — mouth recommendation and third party recognition have pos-
itive significant influences on consumer intention to purchase, but the seller cred-
ibility, logistics service quality and online alliance and community do not have
significant effects on consumer intention to purchase.

Finally, based on the theory of restrictiveness and social learning theory, we
have constructed a model of online communication, we explore the drivers of on-
line communication in social commerce and the influence of online communication
on promoting purchase intention. We have surveyed from the Taobao social com-
merce platform ( wow. taobao. com), and analyzed the data by structural equa-
tion. Based on empirical findings, we offer managerial suggestions for enhancing

purchase intention in social commerce.

Keywords: New electronic commerce ; Trust transfer; Initial trust; Continu-

ous trust; Trust evolution; Purchase behavior
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