https://www.emerald.com/insight/1355-5855.htm

The current issue and full text archive of this journal is available on Emerald Insight at:

Social aspect versus service quality
in trust formation toward mobile
payment adoption: a case study
of Indonesia

Lisana
Department of Informatics Engineering, University of Surabaya,
Surabaya, Indonesia, and

Yonathan Dri Handarkho
Department of Informatic, Atma Jaya University Yogyakarta, Yogyakarta, Indonesia

Abstract

Purpose — This research aims to investigate the significant influence of social factors based on the social
impact theory against service quality factors based on uncertainty avoidance dimension in determining user
perception of trust toward mobile payment (MP) usage.

Design/methodology/approach — The theoretical model used was analyzed by adopting the structural
equation modeling technique. Questionnaires were delivered to Indonesian customers as the target
respondents using Google Forms, and finally, 659 valid responses were received.

Findings — Based on the direct effect analysis, service quality had more influence on the user trust perception
than the social aspect. More specifically, Perceived Security was the most influential in increasing the level of
user trust followed by Perceived Usefulness and Network Externalities.

Originality/value — This research presents a comprehensive investigation that applied a different
perspective of the way social and service quality aspects develop user trust toward MP usage.

Keywords Social influence, Service quality, Trust, Mobile payment, Social impact theory, Uncertainty
avoidance
Paper type Research paper

1. Introduction

Nowadays, mobile payment (MP) has been considered a technology that satisfies the
customer’s need for a reliable and comfortable system to be used (Handarkho et al, 2021).
Moreover, it is used for banking and financial purpose by 39.2% of mobile app users in
Indonesia (Hootsuite, 2021). The report above signifies the potential of MP to be a payment
standard in the future, replacing the existing method. This prediction is also supported by the
recent COVID-19 pandemic, which encourages society to seek a safe alternative system such
as MP and avoid physical touch with other individuals (Cao, 2021). Regardless of the feature
and convenience, the intervention of risk and trust issues is still a factor attached to MP,
which leads to users’ concern about adopting the system (Gao and Waechter, 2017). This
issue is not only limited to MP’s ability to execute the transaction safely but also related to
vendors’ capability to provide solutions and guidance to avoid an undesirable situation in
their transaction (Lisana, 2021). In the MP context, trust is conceptualized as an acceptance of
the possible vulnerability of MP in providing the proper services that meet user expectations
(Handarkho, 2021a, b; Shao et al., 2019). From a scholarly perspective, several related research
considers trust to influence users’ intention in using the system (Handarkho, 2021a, b; Patil
etal.,2020; Park et al., 2019; Poromatikul ef al, 2019). However, many sources merely put trust
as a construct that completes their theoretical models rather than discussing its formation in
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already emphasized the trust-building mechanism, this only explains the means of
transferring trust from other entities and does not specifically observe a predictor that
directly and indirectly affects trust formation towards MP (Handarkho, 2021a, b).

However, this research uses a different approach by proposing a model to explain the
process of establishing the trust toward MP services from two related aspects, namely social
and service Quality. The social aspect in the theoretical model is proposed based on the social
impact framework developed by Latane (1981). The theory explains how the effects of other
peoples’ behavior can be represented in several ways, both in number and via a sense of
familiarity. With respect to trust, this framework can highlight that users’” acceptance of a
vulnerability of specific systems is also influenced by others’ behavior or attitude toward the
system (Handarkho, 2021a, b). As mentioned by Vedadi and Warkentin (2020) and
Handarkho (20214, b), to justify uncertainty, people potentially rest on others’ decisions to
address the issue.

Meanwhile, the quality of MP services was grounded based on the dimension of
Uncertainty Avoidance from Hofstede-insights (2022). In detail, this theory explains that
individuals’ tendency to tolerate uncertain things is affected by the gain and losses
perceived by users toward certain behavior (Ladbury and Hinsz, 2009), leading to trust
formation. The selection of this theory is predicated on the supposition that MP is a
platform that is still associated with some risks when it is utilized (Handarkho, 2021a, b;
Shao et al., 2019). People who tend to avoid risk, particularly regarding service adoption,
typically use the quality of the platform as their measurement of choice. This idea is
connected to the concept of uncertainty avoidance. Subsequently, the capabilities of MP to
provide a service that fulfills user expectations in terms of usefulness, security and reliable
regulation help users minimize perceived uncertainty, leading to trust development
(Lisana, 2021; Handarkho, 2021a, b).

This research, however, investigates how social aspects affect users’ tendency to rely on
the quality of services as an assurance to reduce the uncertainty toward the platform, leading
to trust establishment. The involvement of these two theories in a comprehensive manner to
explore trust formation has not been extensively discussed in the prior literature, making this
approach offer an alternate contribution that is considered to fill a research gap in the MP
study. Lastly, the result is expected to bring a profound understanding of the way
Indonesians established their belief toward MP, which vendors and stakeholders tend to use
in improving their services. Finally, two research questions (RQs) are proposed as follows:

RQI. Which social and technical aspect factor has a direct and indirect effect on
individual trust formation in MP usage?

RQ2. Which factors have a significant moderating effect on the formation of trust in
MP usage?

2. Literature study and hypotheses development

Table 1 shows an overview of the prior research related to trust usage in the MP context.
Trust is found to have been employed as one of the factors that predict user’s intention to
adopt MP (Raman and Aashish, 2021; Kumar and Sharma, 2020; Patil et al., 2020; Talwar et al.,
2020; Park et al,, 2019; Poromatikul et al., 2019; Gao and Waechter, 2017). Even though some of
the research has used the trust-building mechanism, still, they only explain the means of
transferring this construct from other entities (Gong ef al, 2020; Handarkho, 2021a, b). This
research offers an alternative approach by explaining the way social influence affects the
development of trust associated with the service quality offered by MP vendors, especially in
the case of Indonesia, as a collectivist society.
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Table 1.

Intervening
The focus of the study  Basic theory Exogenous variables  variable(s) References
The influence of Information Quality, Trust Nelloh et al.
cognitive dimensions Privacy and Security (2019)
on trust and
continuance intention
to use MP
Antecedents of trust Innovation Mobility, Trust and Shao et al.
toward third-party diffusion theory Customization, Perceived risk (2019)
MP platforms which Security and
lead to continuance Reputation
intention
The determinant of Image, Perceived risk, ~ Confirmation, Poromatikul

user continuance Complaint handling, Perceived quality, et al (2019)
intention to use Trust and Perceived value

mobile banking apps Communication and Satisfaction

in Thailand

The role of trust and Economic risk, Perceived risk, Abdul-Hamid
perceived risk toward Functional risk, Economy-based et al (2019)
customer intention to Security risk, Privacy ~ Trust and Trust

use mobile money risk, Time risk, in MM service

(MM) service in Service risk, provider

Ghana psychological risk

and Social risk

2.1 Hypotheses development

2.1.1 Service quality and uncertainty avoidance theory. This study employs Uncertainty
Avoidance from Hofstede’s culture dimensions (Hofstede-insights, 2022) to explain how
society assesses the quality service of MP and its association with trust formation. The
uncertainty avoidance dimension describes how people deal with the risk and uncertainty
derived from a particular situation or specific phenomena, which is also applied in MP
adoption in this study. Al-Okaily et al (2020) also used this theory to explain how users
developed acceptance toward the vulnerability attached to a particular technology such as
MP. In this research context, Uncertainty Avoidance highlights the tendency of society to
avoid and minimize risk through various approaches, which leads to trust formation
(Karahanna et al., 2013). It means people who tend to avoid risk in particular service adoption
usually use the quality of the platform as their measurement. Once users believe the system’s
usage is capable of offering values or benefits, their assessment and perception of the ability
become definite, leading to trust development (Zhou, 2014). In particular, this research
suggests Perceived Usefulness as the factor that represents the ability of MP in answering
user needs during transaction matters. This factor refers to individuals’ belief that MP
provides more benefits than other payment methods (Bailey et al, 2017). Some sources
revealed the role of Perceived Usefulness as a strong predictor of consumer trust in various
online and mobile systems (Larasetiati and Ali, 2019; Shankar and Kumari, 2019). Therefore,
the following hypothesis is postulated:

HI. Perceived Usefulness has a positive direct effect on user’s trust in MP

Uncertainty Avoidance is also related to the effort or strategy put in place to reduce the risk
perceived in certain systems’ usage (Xin ef al., 2015). Concerning MP, the risk issues attached
to this system potentially decrease people’s intention to adopt its services (Gao and Waechter,
2017). Therefore, the availability of reliable regulations and rules from MP vendors can be an
alternative to minimize the uncertainty perceived by users (Fan et al, 2018). While many prior



sources raise Uncertainty Avoidance from a user perspective, this research uses an
alternative approach by considering this factor from the vendor side. In detail, this study
defines Uncertainty Avoidance as the ability of vendors to provide formal rules and
regulations that make MP users feel confident and safe in using the system. This means the
rules and regulations’ quality significantly affects the perceived security and trust toward
mobile payment from the user perspective (Fan ef al, 2018); therefore, the following
hypotheses are proposed:

H?2. Uncertainty Avoidance related to regulation has a positive direct effect on user’s
trust in MP.

H3. Uncertainty Avoidance related to regulation has a positive direct effect on user’s
Perceived Security in MP.

Another technical aspect that is postulated to affect trust is related to security. In detail, this
refers to the system’s ability to protect the user from the potential risk and loss occurring in
the system (Zhou, 2011). It means, the security issues related to financial and privacy loss are
the crucial concern existing in MP and are believed to affect the trust formed toward the
system (Lisana, 2021; Park et al., 2019; Liébana-Cabanillas et al, 2018; Fan et al, 2018). Ooi
et al (2020) stated the higher the users’ perception of the security level, the more their
confidence that the system can be trusted. Regarding MP adoption, many authors argued the
significant effect of Perceived Security on trust (Fan et al, 2018; Zhao and Bacao, 2021; Wong
and Mo, 2019); hence, the following hypothesis was proposed:

H4. Perceived Security has a positive direct effect on user’s trust in MP

2.1.2 Social aspect based on the social impact theory. Previous research related to MP has
already considered social factors that need to be recognized in this platform adoption (Raman
and Aashish, 2021; Handarkho, 2021a, b; Patil ef al, 2020; Abdul-Hamid et al, 2019). In the
trust context, the social aspect is believed to reduce the distance between the user and the
services in terms of belief and acceptance (Lu et al,, 2016). In order to strengthen the ground of
hypotheses development, this study employs the social impact theory from Latane (1981). In
detail, the theory describes how the influences of others’ behavior can be translated into
various forms, including numbers and familiarity.

The number refers to the strength of social influence measured based on the number of
people who perform, adopt or conduct the specific behavior (Handarkho, 2021a, b). In the
context of MP adoptions, the increase in the number of people who use these services is
believed to enhance their trust in the platform’s reliability (Lee and Hong, 2016). Therefore,
this research proposed Network Externalities as a construct that affects trust formation based
on the Number aspect of Social impact theory. This factor refers to the advantages and values
users receive once the people using a particular service multiplies (Mouakket and Sun, 2019).
In the context of the social impact, the benefits gained by the users will rise when the number
of people using particular services increases (Cheng et al., 2019), meaning the utility level is
associated with the population using or adopting it (Qasim and Abu-Shanab, 2016). In the MP
case, provided the user increases, the benefits received also rise, such as the total merchants
supporting the system, the wider MP alternative offered, and a possible lower service cost
(Bailey et al., 2017). Therefore, the following hypothesis is proposed:

Hb5. Network Externalities have a positive direct effect on user’s trust in MP

Meanwhile, familiarity refers to the influence derived from familiar people who have a strong
tie with recipients because of previous interactions or relationships (Ng, 2013; Handarkho,
2020a, b). This theory was confirmed by Cheung ef al. (2020) and Handarkho (2021a, b), who
concluded that behavior from known people, such as family and friends, was often used by
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individuals to establish their trust toward a particular service. In the social factor context,
familiarity was previously conceptualized as a subjective norm, defined as “the degree to
which an individual believes that people who are important to her/him think she/he should
perform the behavior in question” (Fishbein and Ajzen, 1975; Venkatesh and Davis, 2000).
From an MP adoption perspective, people tend to use others’ opinions and experiences who
are close and familiar to them as insurance to minimize the risks and uncertainty attached to
risked services such as payment apps (Gupta et al., 2019; Lisana, 2021). Beldad and Hegner
(2018) use the term “second-hand information” to portray the role of other persons’ ideas in
establishing trust, meaning once individuals face an indecisive situation, they tend to utilize
external opinions and beliefs as a ground to justify their decision. Therefore, this current
research suggests the following hypothesis:

H6. Subjective Norms has a positive direct effect on user’s trust in MP

Hong (2018) said once Network Externalities increase, meaning an elevation in MP user, the
value attached to the services is enhanced. This is also supported by Dickinger et al (2008)
who indicate specific systems’ utility increase in case it is consumed by many other users.
Technically, once the number of customers adopting the product rises, the advantage
received also increases, such as the number of merchants supporting the system, and various
promotions provided by vendors as a consequence of many MP alternatives in the market
(Qasim and Abu-Shanab, 2016; Bailey ef al, 2017). In line with Mouakket and Sun (2019),
elevation in the number of users adopting the system, indirectly increases the complementary
services attached to the product, leading to the user-perceived usefulness. Further, related to
the security aspect in MP, users tend to look up to other persons’ decisions or behavior when
they face uncertainty issues in the services (Handarkho, 2021a, b). In this research context,
users potentially minimize their concerns toward security risks after realizing the system has
been adopted by a significant amount of people (Vedadi and Warkentin, 2020) through the
availability of many complementary products as a consequence of Network Externalities.
Therefore, the following hypotheses were developed:

H7 Network Externalities has a positive direct effect on Perceived Usefulness.
HS. Network Externalities has a positive direct effect on Perceived Security.

The user’s perception of the system’s reliability is also affected by the idea of other familiar
and close people. Gupta ef al (2019) stated the system’s credibility to serve customer
objectives is also influenced by the idea and beliefs of close persons, such as family and
friends. In the MP context, the system’s credibility refers to its ability to ensure the
transaction is executed safely and successfully, meaning the opinion of a familiar person
influences user’s perception toward the usefulness and security of certain services
(Handarkho, 2021a, b; Lisana, 2021). Therefore, this research postulated that the idea of an
important and close person, called Subjective Norms, has a significant effect on user’s
perception toward the usefulness and security of MP, leading to the following hypotheses:

H9. Subjective Norms has a positive direct effect on Perceived Usefulness.
HI10. Subjective Norms has a positive direct effect on Perceived Security.

As explained by Qasim and Abu-Shanab (2016), Network Externalities are consequences
of the population using the system, which implies, provided a person that is close to and
familiar with a user uses the system, the benefit arising from such process is enhanced. In
line with Koenig-Lewis et al. (2015), social norms act as an essential antecedent of Network
Externalities through technology adoption. This is also supported by Beldad and Hegner
(2018), who suggest social influence as a factor significantly affecting users’ appraisal
toward the urgency and usefulness of a particular system, leading to enhancing the



technology’s adoption. Chaouali ef al (2016) also affirmed users are encouraged by the
approval of intimate individuals toward products’ usage, which indirectly helps promote
the achievement of their objective. Hence, based on the rationale above, the following
hypothesis was postulated:

HI11. Subjective Norms have a positive direct effect on user’s Network Externalities
in MP

As mentioned above, this study defines Uncertainty Avoidance as the ability of vendors to
provide formal rules and regulations that make MP users feel confident and safe in using
the system. This means the rules and regulations provided by the vendor will affect user
behavior toward the system, especially related to trust (Fan et al, 2018). However, as Lu
et al. (2016) mentioned, user trust toward information technology adoption is also affected
by the social aspects, which are believed to reduce the distance between the user and the
services in terms of belief and acceptance. In detail, users’ acceptance of the reliability of
services can be derived from observing others’ behavior with the platform (Handarkho,
2020b). It means that user acceptance of the ability of MP vendors, which is reflected
through the regulations they provide, can be considered to be affected by social factors
(Raman and Aashish, 2021; Handarkho, 2021a, b; Patil et al., 2020). Therefore, the following
hypotheses were developed:

HI12. Subjective Norms have a positive direct effect on Uncertainty Avoidance related to
regulation.

H13 Network Externalities have a positive direct effect on Uncertainty Avoidance
related to regulation.

3. Research design and methodology

Neuman's (2014) guidance was applied to develop the research design using a quantitative cross-
sectional approach. Online self-administered questionnaires were distributed to confirm the
theoretical model that each point of an instrument adapted from prior research as can be seen in
Table 2. A five-point Likert scale was employed to collect user responses. Further, the minimum
sample size used is established based on Israel (2003) that stated not less than 400 respondents are
required to achieve a 95% confidence level and 5% precision. The purposive sampling method
was applied by requiring the respondent to have a minimum average in using MP at least one
frequency per month. The choice of the nonrandom sampling is intended to reach all possible
respondents that are suitable for this research. Confirmatory Factor Analysis (CFA) was used to
prepare the data, ensuring the construct validity based on the value of Composite Reliability (CR)
and Average Variance Extracted (AVE). Meanwhile, the value of Cronbach’s alpha coefficients
was used to examine the consistency reliability. Lastly, AMOS software was used to examine
direct, indirect and moderating effect using the structural equation modeling (SEM) technique.

4. Theoretical model and measurement

Figure 1 shows the theoretical model consists of factors derived from social aspects and
service quality that postulated influencing trust formation. Meanwhile, all the measuring
instruments used to validate the model can be seen in Table 2.

5. Data preparation and descriptive analyses
In total, 659 feedback responses were used to validate the proposed model. The respondents
were derived from MP users in four Indonesian cities, including Denpasar, Jakarta, Surabaya
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Table 2.
Indicators and
measuring instrument

Variable (symbol) Indicator Measuring instrument Adopted from
Trust (T) T1 MP is a trustworthy service Chauhan (2015)
T2 I can count on the MP to protect my money
T3 I can count on the MP to transfer my money safely
T4 The MP can be relied on to keep its promises
Subjective SN1 People who are important to me think I shoulduse MP ~ Shankar and
Norms (SN) SN2 People whose opinions I value are preferred me touse ~ Datta (2018)
MP
SN3 People who are important to me (e.g. family members,
close friends and colleagues) support me to use MP
Perceived PU1 I believe MP will be a useful service in my day-to-day  de Sena Abrahao
Usefulness (PU) activities et al. (2016)
pU2 Using MP would make me perform my financial
transactions more quickly
PU3 Using MP increases my productivity
pPU4 MP would bring me greater convenience
Uncertainty UA1 It is important for MP service providers toshow users’  Fan et al. (2018)
Avoidance (UA) formal regulations needed and the corresponding
benefits
UA2 When using MP, I will follow all the rules, regulations
and operating procedures needed
UA3 When using MP, I will read the instructions for every
procedure needed
UA4 Regulations of MP are important to me because it
can protect the safety of my account and my property
UA5 When using MP, I will follow the step-by-step
instructions to make a payment
Perceived Security ~ PS1 I would consider the MP to be trustworthy Musa et al. (2015)
PS) PS2 I think that the MP would have sufficient technical
capacity to protect my private information
PS3 I'would have trust in the security measures used by an
MP to protect my personal and financial information
PS4 Iwould be confident with the security system adopted
by the MP
Network If more and more merchants accept MP, then
Externalities (NE) NE1 The quality of MP services will improve Bailey et al. (2017)
NE2 A wider variety of MP services will be offered
NE3 Customers will have to pay less to use MP services

and Makasar, which were coordinated by personal contact in each town to ensure the
distribution of questionnaires. In addition, AMOS software was used to perform the CFA.
The result showed AVE and CR values were respectively, above 0.5 and 0.7, which satisfied
the criterion proposed by Fornell and Larcker (1981). Meanwhile, the value of Cronbach’s
alpha coefficients indicated the result was good and excellent according to George and
Mallery’s (2003) interpretation. Lastly, the discriminant validity of data shows a satisfaction
result due to AVE square roots being more significant than the value correlations among
other variables. All the data preparation results can be seen in Tables 3 and 4.

To verify there were no common method biases in the data, Harman’s single factor was
run by merging all loading factors into one common value using SPSS software. The result
showed Harman’s cumulative value of 37.54%, less than 50%, which indicates the data are
safe from common method biases (Handarkho, 2021b). Meanwhile, variance inflation factors
(VIF) values were in the range 1.170-1.353, which were lower than the threshold of 3.3, and
the values of tolerance were higher than 0.1. The result showed the data are safe from the
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Experience The theoretical model
Moderating factors
Indicator Loadings AVE CR CA Indicator Loadings AVE CR CA
T1 0.854 0.70 0.90 0.901 UA1 0.757 0.61 0.89 0.886
T2 0.881 UA2 0.813
T3 0.831 UA3 0.779
T4 0.77 UA4 0.768
SN1 0.874 0.77 091 0.908 UA5 0.795
SN2 0.877 PS1 0.854 0.80 0.94 0.94
SN3 0.88 PS2 0.902
pPU1L 0.807 0.67 0.89 0.89 PS3 092
PU2 0.801 PS4 0.903
PU3 0.815 NE1 0.835 0.69 0.87 0.87
Table 3.
PU4 0859 NE2 0.861 Factor analysis and
NE3 0.804 Cronbach’s alpha
Note(s): CA refers to Cronbach’s alpha coefficients coefficient
Variable T SN NE PU PS UA
Trust 0.834
Subjective Norms 0.328" 0.876
Network Externalities 0.358" 0355 0.833
Perceived Usefulness 0364 0441 0381 0821
Perceived Security 0.757" 0.301" 0280 0271 0.894
Uncertainty Avoidance 0291 0.304™ 0.349"™ 0.460" 0.254™ 0.781
Note(s): **Correlation is significant at the 0.01 level (two-tailed) Table 4.

Italics value: the value of AVE square roots

Discriminant validity

multicollinearity problem (Handarkho, 2021b), meaning the correlated determinant variable
was free from redundant information.

Table 5 summarizes the respondents’ characteristics and the data showed the male gender
dominated with 56.4%. Meanwhile, for ages, three groups shared a similar percentage with
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Table 5.
Respondents’
characteristic

the under 25 (34.5%), 25-34 (31.6%) and 35 (33.9%) years old persons. For experience, 35.29%
of respondents used MP 5 until 15 times per month, followed by more than 15 times for
34.82%, and the rest used it below five times. The information showed they had adequate
experience using MP and are considered qualified to be part of this research.

6. Result of direct, indirect and moderating effect analysis

The result of SEM analysis can be seen in Figure 2 and Table 6. The values obtained for each
direct effect were presented in the following form: unstandardized effect followed by the
statistical significance represented by *, ** *** or NS, which refers to 0.05, 0.01, 0.001 or not
statistical significance, respectively. Furthermore, the values in the brackets refer to the
standardized effect, followed by their magnitudes represented by S, M or L, which mean
small, medium or large, respectively. Also, according to Kline (2016), the value of model fit in
Table 7 satisfied the requirement with the following detail: (a) the value of normed chi-square
is between 1 and 5, meaning it is reasonable; (b) GFI, NFL, IFT and CFI values > 0.9, leading to a
good model fit; and (c) RMR and RMSEA values were close to 0, meaning a good model and
close fit, respectively.

Meanwhile, multigroup analysis was used to examine the difference in the critical ratio for
each moderating group. However, the result showed the effect of all moderating factors
toward the direct impact of trust antecedent was not statistically significant, meaning
rejected.

7. Discussion

7.1 Direct, indirect and moderating effects

Table 6 provides a statistical result for each hypothesis. The effect of usefulness on trust was
accepted (H1). It shows when users believe MP provides more benefits in their financial

Measure  Items Frequency  Percent  Measure Items Frequency  Percent

Gender Male 366 56.39 Experience <5 194 29.89
Female 283 4361 (freq. use/month)  5-15 229 35.29
Age <25 224 3451 >15 226 34.82
25-34 205 31.59 Income <5MIDR 247 38.06
>35 220 33.90 >5MIDR 402 61.94

Figure 2.

The result of direct
effect in the
theoretical model
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Network
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Social aspect

Direct effect Total effect Status
Versus service
Perceived Usefulness — Trust (H1) 0.156™#* (0.119 M) Accepted quality in MP
Uncertainty Avoidance — Trust (H2) 0.016 NS (0.011 S) Rejected
Uncertainty Avoidance — Perceived Security (H3) 0.198%** (0.137 M) Accepted
Perceived Security — Trust (H4) 0.753*%%* (0.750 L) Accepted
Network Externalities — Trust (H5) 0.112%%* (0.112 M) Accepted
Subjective Norms — Trust (H6) 0.008 NS (0.010 S) Rejected
Network Externalities — Perceived Usefulness (H7) 0.228%+* (0.300 M) Accepted
Network Externalities — Perceived Security (HS) 0.166%** (0.167 M) Accepted
Subjective Norms — Perceived Usefulness (H9) 0.246%** (0.381 M) Accepted
Subjective Norms — Perceived Security (H10) 0.178%* (0.211 M) Accepted
Subjective Norms — Network Externalities (H11) 0.337%* (0.398 M) Accepted
Subjective Norms — Uncertainty Avoidance (H12) 0.136%** (0.232 M) Accepted
Network Externalities — Uncertainty Avoidance (H13) 0.226%** (0.328 M) Accepted
Indirect effect Total effect Status
Subjective Norms — Network Externalities — Trust 0.039%** (0.046 S) Accepted
Uncertainty Avoidance — Perceived Security — Trust 0.154°#* (0.107 M) Accepted
Network Externalities — Perceived Usefulness — Trust 0.032°*** (0,033 S) Accepted
Network Externalities — Perceived Security — Trust 0.125%** (0.127 M) Accepted
Subjective Norms — Perceived Usefulness — Trust 0.0407* (0.048 M) Accepted Table 6.
Subjective Norms —Perceived Security — Trust 0.133*** (0.157 M) Accepted Hypothesis testing
Note(s): The indirect effect was calculated using the heuristic method by Cohen and Cohen (1983) results
Normed chi-square
Sample size INC) = ;(Q/df RMR GFI AGFI NFI IFI CFI RMSEA
659 612.807/217 = 2824  0.027 0924 0.903 0945 0964 0964 0.053
R% T: 0.705; NE: 0.158; PS: 0.160; PU: 0.327; and UA: 0.222
Note(s): R2is the proportion of the variance explained by the variables affecting it Table 7.
GFIL: goodness of fit index, AGFL adjusted GFI, NFI. normed fit index, IFL: incremental fit index, Fit statistic for the

CFI: comparative fit index, RMR: root mean square, RMSEA: root mean square error of approximation

proposed model

activity, it will increase their trust in the system. While the effect of Uncertainty Avoidance
toward trust was rejected (H2), the influence of this factor toward Perceived Security (H3) was
found to be significant. It means the rules and regulations of the MP platform significantly
affect the perceived security directly. Further, the enhancement of advantages and values
users received due to many people using an MP service was found to affect trust formation
(H5). Further, the level of users’ acceptance toward the MP’s ability to secure them from any
potential financial and privacy losses was found significantly affecting the level of trust
toward MP (H4). This result is also followed by Network Externalities that were found to
affect trust formation (H5). It means the enhancement of advantages and values users
received as a consequence of many people using an MP service was found to affect the
development of trust. Meanwhile, the result of Hypothesis 6 demonstrated that the opinions
and experiences of other people who are close and familiar with the user (Subjective Norms)
were not crucial toward the formation of trust. Contrary to the result of H6, the effect of
Network Externalities was found to be significant to both Perceived Usefulness (H7) and
Perceived Security (H8). Further, the effect of Subjective Norms was found to be significant
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toward Perceived Usefulness (H9), Perceived Security (H10) and Network Externalities (H11).
Finally, the result of H12 and H13 indicates both Network Externalities and Subjective
Norms were found to be significant toward Uncertainty Avoidance. It means that user
acceptance of the regulations provided by MP vendors was found to be affected by social
factors.

From the comprehensive manner, the direct effect analysis showed Perceived Security (H4)
has the most substantial impact on user trust formation toward MP, followed by Perceived
Usefulness (H1) and Network Externalities (H5). Meanwhile, from indirect effect analysis,
Uncertainty Avoidance and Subjective Norms were found to have an indirect impact on trust
through the mediator of Perceived Security (H3) and Network Externalities (H11), respectively.
The result means the users still posit the system’s ability to ensure they do not suffer from any
financial and privacy losses as a crucial and significant aspect affecting trust establishment
toward MP (Lisana, 2021; Liébana-Cabanillas et al, 2018). This also includes the system’s ability
to satisfy user performance expectations plus the availability of precise and reliable
regulations, which help users minimize the concern related to the security aspect of the system;
hence, both results are also in line with prior research (Fan et al, 2018; Wong and Mo, 2019; Zhao
and Bacao, 2021).

As previously mentioned, this current research compares social and service quality
aspects to explore the antecedent of trust formation in the MP usage context. The result
justifies both factors significantly affect the way trust is developed toward MP. From social
aspect, the significant number of people adopting MP is found to positively affect trust
formation through the increase of benefits that users perceived as a consequence of the
elevated population (H5) (Mouakket and Sun, 2019). Meanwhile, the effect of subjective norms
toward trust has only been discovered to be indirectly significant through Network
Externalities (H11), Perceived Usefulness (H9) and Perceived Security (H10) as a mediator.
This means the idea and belief of people that are close and familiar to the users influence not
only the way the system’s popularity is viewed but also the perception conceived toward the
usefulness and security of MP, leading to trust formation (Handarkho, 2021a, b; Lisana, 2021).
Further, the result of H12 and H13 indicated that user acceptance toward regulations that MP
provided was affected by others’ opinions and experiences who are close and familiar to them,
and also the number of the population using or adopting the platform. Hence, these results
align with prior research (Gupta et al., 2019; Lisana, 2021).

7.2 Theoretical implication

This research rests on the observation of trust formation toward MP in collectivist societies such
as Indonesia by comparing the system’s quality with the social aspect. Most prior studies merely
discussed trust as a factor that completed their theoretical models rather than discussing its
formation or elaborating it with the social aspect (Handarkho, 2021a, b; Patil ef al, 2020; Park
et al, 2019; Poromatikul et al, 2019). Therefore, this study employs both social impact and
uncertainty avoidance theory to reveal how social aspects and society’s tendency to avoid
uncertainty by relying on the quality of services, work together to suppress doubt toward the
platform, leading to trust. This study finds that social factors (network externalities and
Subjective Norms) can amplify user perception of the usefulness and safety of the system.
Meanwhile, the discussion of uncertainty avoidance from the vendor side, related to the
provision of reliable regulations and rules from MP vendors, brings alternative insight into how
this construct affects the formation of trust. In detail, even though the result shows the direct
effect of uncertainty avoidance is rejected, the indirect effect analysis indicates this construct
affects trust indirectly through Perceived Security as an intervening variable. This alternative
approach has not been discussed extensively by other related research, which can be considered
a theoretical contribution.



7.3 Practical implication
According to the direct effect analysis, Perceived Security has the most significant impact on
trust formation, followed by decreasing order of importance by Perceived Usefulness and
Network Externalities. To lift user perception in security, the users need to be continuously
informed that the MP, as a new payment method, is a secure and trustworthy system, including
through social media. Therefore, several alternative strategies, such as influencer endorsement,
can be proposed to establish MP image through social network sites (SNS). As reported by a
prior study, individuals tend to follow and mimic behavior or suggestions from people they
adore and idolize (Handarkho, 2020b). Therefore, the use of an influencer or artist as an
endorsement can be a strategy to persuade specific target markets to establish the vendor’s
image as a secure and trustworthy platform. Furthermore, it is even better for vendors and
stakeholders to provide responsive help support in assisting the users with any difficulties
related to MP usage in various channels, including in the SNS platform. Therefore, MP needs to
provide an official SNS account on many popular platforms and provide people who handle
each site specifically to provide a reliable and quick response when the customer contacts them.
Based on the Perceived Usefulness result, the managers are encouraged to continuously
enhance the performance of the current features in the system. Also, the additional new
features that promote the MP usage’s effectiveness and efficiency tend to be embedded into
the system. From a social approach, this addition of new features is also needed to
communicate to the customer, including through MP’s official SNS account. This approach
will enhance the awareness of their user or even potential user about the vendor’s intention to
advance their service through many updates and improvements continuously, following the
trends in society. Furthermore, more incentives or discounts, especially at well-known
merchants, can be offered to users while carrying out financial transactions using MP, than
other payment methods. However, the vendor can not only rely on the monetary promotion to
attract and retain their customer. An alternative strategy needs to be explored to make the
user stay loyal to the platform, even until a promotion deal is expired. Several efforts can be
proposed, including collaboration with other media, brands or actresses who have loyal
followers or use an accumulation points strategy that can be redeemed with unique or limited
gifts or advantages in the future. From the result of Uncertainty Avoidance, the vendor needs
to ensure all regulations related to the system’s safety can be understood by the customer and
delivered effectively. In this case, the usage of social media, websites and other online systems
that allow users to access all mobile payment regulations potentially help increase the user’s
confidence toward the security aspect, leading to trust. However, the regulation needs to be
delivered and packaged in content that is easy to be understood and not merely text oriented.
Furthermore, related to social factors, the escalation of the number of MP users needs to be
followed with benefits and services that can be directly felt, as another deal and promotion that
make people think the system is more beneficial for satisfying their need. Other actions can be
performed related to the security aspect, by providing more customer services that are easy to
access, helpful and reliable to solve every problem faced by users, especially related to
transaction problems. Specifically, from a social perspective, the information on the way and
where customers need to call when facing the issue needs to be communicated and delivered
clearly in every media used to promo their MP service. Further, vendors also need to raise
awareness that every single customer is valuable, and their opinion affect the way other people
built trust toward the company as confirmed by the result of Subjective Norms that imply the
belief and idea of a person helps encourage the individual to develop perception toward the
system’s usefulness and security. Therefore, social commerce strategy also can be proposed as
the alternative approach to address the concern related to the communication issues regarding
the security and usefulness of MP. In detail, through SNS as a community platform, an MP
vendor can deliver and communicate their message to their customer and enable the user to
share their experiences and provide feedback to improve user trust toward the MP platform.
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8. Conclusion

Based on this research, even though service quality still becomes the primary antecedent in
trust formation, the social aspect’s role is proven to have direct and indirect effects on the
establishment of trust. In detail, user assessment toward the system’s usefulness and security
is an influential factor, followed by the benefit felt by the user as a consequence of the
significant number of people adopting the service. Meanwhile, the effect of the availability of
regulation in users’ favor enhances their confidence in the system, followed by the idea of
close persons which also increases the perceived service quality. However, the moderating
effect result failed to detect any different effect for each moderating group, indicating all users
still have an equal perception toward trust formation.

Theoretically and practically, this research provides a profound observation of the social
aspect’s role in trust formation and how it interacts with service quality factors, leading to trust
establishment. However, some limitations need to be discussed as they might affect the
generalization of the results. Firstly, the social aspect observed is limited to Indonesian
respondents, causing the result to be potentially unsuitable for generalizing to other societies with
different cultures. Therefore, another approach can be proposed for future work, such as cross-
cultural research, to provide insight into the effect of cultures on trust formation. Another factor
that is not yet covered also needs to be considered later, which tends to enrich the discussion and
results, as well as lead to profound understanding on trust establishment toward the MP system.
Lastly, this research focuses on the customers as the target respondents; hence, other research is
suggested to be from a merchant perspective, which is more challenging.
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The borders are re-opening! Has virtual reality been a friend or a foe to the tourism industry so far?

Kim-Lim Tan, vy S.H. Hii, Wengian Zhu, Choi-Meng Leong, Eliver Lin

Leveraging the technology acceptance model (TAM) and the stimulus-organism-response (S-O-R) theory, this paper aims to
investigate how the utilitarian and hedonic factors...
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The study aims to verify and compare the relationship of consumer innovativeness and technostress for FinTech usage
behavior of Korean and Chinese Gen Z consumers.
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Determining factors of continuance intention in mobile payment: fintech industry perspective
Patria Laksamana, Suharyanto Suharyanto, Yohanes Ferry Cahaya

To investigate consumer continuance intention in mobile payment in the financial technology (fintech) industry.
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Customers' dining choice using meal ordering apps: insights from China and Indonesia

Adnan Muhammad Shah, Abdul Qayyum, KangYoon Lee

Meal ordering apps (MOAs) have transformed the customers' dining habits, particularly during mobility restrictions of the
COVID-19 pandemic. Under the theoretical cover of...
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Toward a better understanding of the attitude—behavior gap in organic food conative loyalty: a moderation and
moderated mediation analysis

Tatiana Anisimova, Jan Weiss

Previous research has found mixed evidence of an attitude-behavior gap in organic food consumption. However, the complex
mechanisms underlying this gap warrant further...
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A stimulus-organism-response perspective to examine green hotel patronage intention
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Purchase intention of organic foods: are lifestyles of health and sustainability the reason for my purchase decision?
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Performance implications of peer monitoring among suppliers
Qinfang Hu, Jing Hu, Zhilin Yang

What are the performance implications of peer monitoring in a multiple-supplier context? Grounded in agency and social exchange
theories, this study aims to examine how...
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The e-WOM intention of artificial intelligence (AI) color cosmetics among Chinese social media influencers

Attila Endre Simay, Yuling Wei, Tamas Gyulavari, |hanghiz Syahrivar, Piotr Gaczek, Agnes Hofmeister-Téth

The recent advancements in smartphone technology and social media platforms have increased the popularity of artificial
intelligence (Al) color cosmetics. Meanwhile, China...
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The divergent effects of neat food presentation on purchase likelihood: the moderating role of time-related
positioning

Sara Quach, Felix Septianto, Park Thaichon

Underpinned by the fit-fluency framework, this research aims to explore the effect of visual entropy (i.e. the neatness or disorder
of food presentation) on the likelihood...
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Consumers’ perceived value and use intention of cashless payment in the physical distancing context: evidence
from an Asian emerging market

Jianming Wang, Ninh Nguyen, Xinru (Angie) Jiang, Hoang Viet Nguyen, Muhammad Abid Saleem

COVID-19 and its measures such as physical distancing have shifted consumer payment behaviors toward cashless payment.
Physical distancing is likely to remain a norm for...
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Influencing factors of Chinese consumers' purchase intention towards sustainable luxury
Huaxia Yang, Jinlong Cheng, Allen D. Schaefer, Shion Kojo

The authors examined the influence of perceived value on consumer attitude and purchase intention (Pl) and the relationship
between attitude and Pl towards sustainable...
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When do price discounts become attractive? A study comparing discount strategies on consumer perceptions
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While regular price discount (RPD) promotions remain popular, marketers have also introduced gambled price discounts (GPDs) in
recent years. There is a need to understand...
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Exploring factors influencing impulse buying in live streaming shopping: a stimulus-organism-response (SOR)
perspective

Shu-Chiung Lin, Hsiao-Ting Tseng, Farid Shirazi, Nick Hajli, Pei-Tzu Tsai

Based on the stimulus-organism-response theory, this research constructs the influence of the stimulus factors of the live-
streaming shopping environment on consumers'...
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Mass customization: the role of consumer preference measurement, manufacturing flexibility and customer
participation

Jingjing Shi, Fang Huang, Fang Jia, Zhilin Yang, Mingjie Rui

Existing empirical studies emphasize the role of customer preference measurement accuracy (CPMA) on customized product
quality while neglecting the role of manufacturing...
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The effect of Generation Z's perceptions of brand activism on brand loyalty: evidence from Vietnam

Dinh Toan Nguyen, Dang Ha Anh Le, Linh Giang Truong, Ngan Giang Truong, Viet Vinh Vu

The study was conducted to investigate the impact of Generation Z's perceptions of brand activism on brand loyalty
through the mediating role of brand attitude and brand trust.
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The sooner, the better? Interactions of stakeholders in online food delivery service platforms

Tengxiao Jiao, Xiaohua Zhao, Xianguo Li

This research aims to explore the interactions of stakeholders in online food delivery (OFD) platforms, including restaurants, the
delivery system and the platform, and...
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Tourists' perceptions of and reactions to child sex tourism: an exploratory qualitative investigation

Joshua Aston, Jun Wen, Shaohua Yang

Using a qualitative approach, this cross-disciplinary study integrating modern slavery, tourism and marketing expertise outlines
Chinese outbound tourists' perceptions of...
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Social aspect versus service quality in trust formation toward mobile payment adoption: a case study of Indonesia
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This research aims to investigate the significant influence of social factors based on the social impact theory against service quality
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The effects of organizational positioning and donation recognition on charitable giving: insights from moral
foundations theory
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The present research aims to investigate the influence of organizational positioning by drawing upon moral foundations theory in
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The effect of mobile device usage on creating text reviews

Keeyeon Park, Hye-Jin Kim, Jong Min Kim

The purpose of this study is to examine how the usage of mobile devices influences text-posting behavior in the online review-
generation process. This study attempts to...
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Developing a feature-centric and affordance-based conceptualization of social media interactions

Laszlo Sajtos, Joanne T. Cao, Wen Zhang, Gabrielle Peko, David Sundaram

Despite the significance of online communication and interactions, previous research has not systematically compared all features
on a single platform from the users'...
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Is kindness invaluable? The impact of benefit and cost on prosocial behavior intentions o

Chyi Jaw, Kuei-Ju Chi, Guan-jia Li

In the modern increasingly competitive milieu of cause marketing activities, both profit and nonprofit organizations expect their
advocation of prosocial programs to gain...
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Factors influencing consumer use of a sport-branded app: the technology acceptance model integrating app quality
and perceived enjoyment
Doyeon Won, Weisheng Chiu, Hyun Byun

The current study extends the technology acceptance model (TAM) and information system success model (ISSM) to the context of
branded sport applications. Specifically, the...

HTML
PDF (1.2 MB)

g Reprints & Permissions

DOWNLOADS

The fashion retailer's opportunity: effect of deal-seeking behavior on mobile shopping intention of showroomers
Pradeepkumar Chokkannan, Saripalli Bhavani Shankar, Murugan Pattusamy

This study aims to examine the positive impact of showrooming on the fashion retail business by examining the interrelationship
between deal-seeking on mobile devices and...
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The trinity of extended service quality, distinct perceived value, and customer loyalty facilitators

Dae Hui Lee
In line with rapidly developing digitalized marketing technologies, extended service quality has been actively investigated in the
exhibition industry. The importance of...
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Consumers' cultural identity under glocalization: Vietnamese consumers' global and national identities and their
cross-cultural consumption

Ho Jung Choo, Ha Kyung Lee, Jiali Xie

This study aims to investigate the influences of two facets of Vietnamese consumers' cultural identities (i.e. global and national) on
their intent to consume Korean...
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The mediating roles of memorable tourism experiences and destination image in the correlation between cultural
heritage rejuvenation experience quality and revisiting intention
Qiuxiang Zhou, Yongjian Pu, Chun Su

This study primarily aims to investigate the indirect and direct effects of cultural heritage rejuvenation experience quality on
tourists' revisiting intention through...
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Does social exclusion lead to a decrease in green consumption? The roles of loss of control and unwillingness to
sacrifice

Jing Wang, Zunli Liu

Unprecedented environmental crises threaten the world, and most environmental problems are closely associated with human
behaviour. At the same time, social exclusion and...
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How to elevate the quantity and quality of contributors for crowdsourcing tasks: the double-edged role of task
reward

Dianwen Wang, Yupeng Mou, Zhihua Ding, Xuehui Jiang

Crowdsourcing refers to a new business model in which enterprises or individuals publish tasks or problems, attracting freelancers
or contributors to participate in...
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Reasons for resistance to e-waste recycling: evidence from an emerging economy
Muhammed Sajid, KA. Zakkariya

The purpose of this paper, an empirical research, is to identify the psychological and functional barriers that result in
e-waste recycling resistance.
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Impacts of emotional regulation, adaptive selling and customer-oriented behavior on sales performance: the
moderating role of job resourcefulness

Given the increasing intensity of highly competitive markets, this study aims to evaluate the effect of salespeople's emotional
regulation, adaptive selling and...
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Charting the path between communication strategies and overseas purchasing service performance in the
e-commerce context

Jiseon Ahn

Despite the growth of the online overseas purchasing industry, there is a lack of studies addressing these companies’
communication strategies. Thus, this study aims to... 2
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Investigating the live streaming sales from the perspective of the ecosystem: the structures, processes and value
flow
Jin Xue, Matthew Tingchi Liu

Live streaming sales (LSS) is an emerging and flourishing practice in the retail industry. While its implementation has been

pervasively attempted, there is a lack of...
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An empirical study on repeat consumer's shopping satisfaction on C2C e-commerce in Japan: the role of value,
trust and engagement

Emi Moriuchi, Ikuo Takahashi
Technology has advanced and led the revolution of the online e-commerce industry through various online platforms. These

online platforms were integrated to enhance...
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How special am I? Consumer responses to promotion individualization and notification exclusivity
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Warranty or education?: An analysis of marketing strategy choices for remanufactured products

Manman Wang, Sheng Ang, Feng Yang, Jian Song
Implementing effective marketing strategies can reduce consumers' perceived risks and promote the development of the
remanufacturing market. The paper aims to explore the...
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Traditional media or social media? Corporate green media communication and consumer intention to cocreate
green value in post-COVID-19 China

Li Zhao, Jianxin Sun, Ling Zhang, Bowen Ma
This study investigated whether there are differences in the effects of green traditional media communication (GTMC) and green
social media communication on consumers'...
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Creating value for patients through service encounter experiences: evidence from Turkey

Mahmut Selami Akin, Abdullah Okumus
The study aims to guide private healthcare organizations to create value for patients through service encounters (SE) based on the
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Live streaming commerce enhances shopping experience and reduces uncertainty. However, with increasingly fierce competitions,
it has become a challenging task for live...
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The effects of dynamic prompt and background transparency of hover feedback design on the user interface of
shopping websites

Chien-Hsiung Chen, Weimin Zhai

The implementation of interaction design concepts to facilitate communication between users and shopping websites has gained
increasing attention in recent years. Mouse...
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Use of real-life imagery and words in luxury brand trademarks: a study of the trademark lawsuits involving the
Polo/Lauren Company
Kwang-Hwee Cheng

This article presents a study of the trademark lawsuits in Singapore involving the Polo/Lauren Company, L.P. (“PRL") in their
attempts to stop various competitors and...

@ HmL
PDF (162 KB)

4 Reprints & Permissions

DOWNLOADS

;
@

Marketing competency, marketing innovation and sustainable competitive advantage of small and medium
enterprises (SMEs): a mixed-method analysis
Danzen Bondoc Olazo

The purpose of the current research is to investigate the relationship between marketing capabilities and marketing innovation
toward the sustainable competitive advantage...
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Sustaining customer loyalty of fresh food e-tailers: an empirical study in China

Li Cui, Shanshan He, Hepu Deng, Xiaoyi Wang

With the rapid development of fresh food e-commerce, sustaining customer loyalty is becoming critical for fresh food e-tailers
(FFE) to be competitive. This study aims to...
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Battle between psychological ownership and consumer animosity to influence consumers' buying behavior:
a moderated mediation model

Sita Mishra, Garima Saxena, Ravi Chatterjee

This study aims to understand the effect of consumers' national identity (NI) on their willingness to buy (WTB) domestic (Indian)
products vis-a-vis foreign (Chinese...
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Fostering sustainable logistics businesses: the role of innovation ecosystems and institutional contexts for logistics
firms in China

Yulong Liu, Henry F.L. Chung, Lili Mi

Drawing on institution embeddedness and the resource-based view, the authors develop a theoretical framework and empirically
examine how intra-national innovation...
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Fashion involvement, opinion-seeking and product variety as stimulators for fashion e-commerce: an investigated
model based on S-O-R model

Alshaimaa Alanadoly, Suha Salem
This study's aim was to investigate the stimulators of fashion e-consumers within e-commerce environments. The study proposed

a framework utilizing...
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Price promotion in omnichannel retailing: how much is too much?

Sara Quach, Mojtaba Barari, Park Thaichon, Dann Vit Moudry

The study aims to investigate customers' emotional and behavioral responses to price promotion in omnichannel retailing through
the integration of the...
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Advertising with scarcity messages and attitudes for luxury skin-care products

Joshua Fogel, Marcelle Kim Setton

A number of types of scarcity messages are often used in Internet advertisements, but all these types have not been
directly compared to each other.
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Mobile marketing interface layout attributes that affect user aesthetic preference: an eye-tracking study

Liang Xiao, Shu Wang
The rapid growth of m-commerce and mobile marketing has flooded the users with homogeneous contents that raise little user
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Xiaoling Zhang
This study aimed to verify the impact of consumers' self-congruity on brand loyalty behavior when stock-out happens; the role of

the psychological reactance theory as a...

[ v
PDF (657 KB)

;. Reprints & Permissions

DOWNLOADS

The effect of brand experiences on brand loyalty through perceived quality and brand trust: a study on sports
consumers

Halil Erdem Akoglu, Oguz Ozbek
Adopting the brand resonance approach, this research aimed to reveal the effect of emotional (perceived quality) and rational
(brand trust) factors between brand...
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Identifying aggressive versus ethical sales supervision in B2B service recovery: a multilevel perspective

Bilal Ahmad, Da Liu, Naeem Akhtar, Muhammad Imad-ud-Din Akbar

The current research provides a conceptual framework that explains how sales managers' aggression across business-to-business

(B2B) sales organizations triggers...
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Chief marketing officers' future focus and firms' sustainability marketing commitment

Nguyen NQ Thu, Nguyen Dinh Tho

This study examines a moderated moderation model in which the hardiness of chief marketing officers (CMOs) moderates the
relationship between CMOs' future focus and firms'...
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Despite the theoretical advancements of market orientation and firm performance, there is a paucity of research regarding SMEs

18 of 23 11/14/2022, 12:48 PM


https://www.emerald.com/insight/content/doi/10.1108/APJML-09-2021-0669/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-09-2021-0669/full/html
https://www.emerald.com/insight/search?q=Hongshen%20Liu
https://www.emerald.com/insight/search?q=Hongshen%20Liu
https://www.emerald.com/insight/search?q=Zhihui%20Huang
https://www.emerald.com/insight/search?q=Zhihui%20Huang
https://www.emerald.com/insight/content/doi/10.1108/APJML-09-2021-0669/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-09-2021-0669/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-09-2021-0669/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-09-2021-0669/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-09-2021-0669/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-09-2021-0669/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-09-2021-0669/full/pdf?title=the-impact-of-customer-organization-socialization-a-moderated-mediation-model
https://www.emerald.com/insight/content/doi/10.1108/APJML-09-2021-0669/full/pdf?title=the-impact-of-customer-organization-socialization-a-moderated-mediation-model
https://www.emerald.com/insight/content/doi/10.1108/APJML-09-2021-0669/full/pdf?title=the-impact-of-customer-organization-socialization-a-moderated-mediation-model
https://www.emerald.com/insight/content/doi/10.1108/APJML-09-2021-0669/full/pdf?title=the-impact-of-customer-organization-socialization-a-moderated-mediation-model
https://www.emerald.com/insight/content/doi/10.1108/APJML-09-2021-0669/full/pdf?title=the-impact-of-customer-organization-socialization-a-moderated-mediation-model
https://www.emerald.com/insight/content/doi/10.1108/APJML-09-2021-0669/full/pdf?title=the-impact-of-customer-organization-socialization-a-moderated-mediation-model
javascript:;
javascript:;
https://www.emerald.com/insight/content/doi/10.1108/APJML-02-2021-0137/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-02-2021-0137/full/html
https://www.emerald.com/insight/search?q=Xi%20Song
https://www.emerald.com/insight/search?q=Xi%20Song
https://www.emerald.com/insight/search?q=Ziying%20Mo
https://www.emerald.com/insight/search?q=Ziying%20Mo
https://www.emerald.com/insight/search?q=Matthew%20Tingchi%20Liu
https://www.emerald.com/insight/search?q=Matthew%20Tingchi%20Liu
https://www.emerald.com/insight/search?q=Ben%20Niu
https://www.emerald.com/insight/search?q=Ben%20Niu
https://www.emerald.com/insight/search?q=Li%20Huang
https://www.emerald.com/insight/search?q=Li%20Huang
https://www.emerald.com/insight/content/doi/10.1108/APJML-02-2021-0137/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-02-2021-0137/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-02-2021-0137/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-02-2021-0137/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-02-2021-0137/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-02-2021-0137/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-02-2021-0137/full/pdf?title=cooperator-or-supporter-how-can-cross-boundary-macau-zhuhai-metropolis-promote-regional-tourism-together
https://www.emerald.com/insight/content/doi/10.1108/APJML-02-2021-0137/full/pdf?title=cooperator-or-supporter-how-can-cross-boundary-macau-zhuhai-metropolis-promote-regional-tourism-together
https://www.emerald.com/insight/content/doi/10.1108/APJML-02-2021-0137/full/pdf?title=cooperator-or-supporter-how-can-cross-boundary-macau-zhuhai-metropolis-promote-regional-tourism-together
https://www.emerald.com/insight/content/doi/10.1108/APJML-02-2021-0137/full/pdf?title=cooperator-or-supporter-how-can-cross-boundary-macau-zhuhai-metropolis-promote-regional-tourism-together
https://www.emerald.com/insight/content/doi/10.1108/APJML-02-2021-0137/full/pdf?title=cooperator-or-supporter-how-can-cross-boundary-macau-zhuhai-metropolis-promote-regional-tourism-together
https://www.emerald.com/insight/content/doi/10.1108/APJML-02-2021-0137/full/pdf?title=cooperator-or-supporter-how-can-cross-boundary-macau-zhuhai-metropolis-promote-regional-tourism-together
javascript:;
javascript:;
https://www.emerald.com/insight/content/doi/10.1108/APJML-08-2021-0616/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-08-2021-0616/full/html
https://www.emerald.com/insight/search?q=Eugene%20J.%20S.%20Won
https://www.emerald.com/insight/search?q=Eugene%20J.%20S.%20Won
https://www.emerald.com/insight/search?q=Yun%20Kyung%20Oh
https://www.emerald.com/insight/search?q=Yun%20Kyung%20Oh
https://www.emerald.com/insight/search?q=Joon%20Yeon%20Choeh
https://www.emerald.com/insight/search?q=Joon%20Yeon%20Choeh
https://www.emerald.com/insight/content/doi/10.1108/APJML-08-2021-0616/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-08-2021-0616/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-08-2021-0616/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-08-2021-0616/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-08-2021-0616/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-08-2021-0616/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-08-2021-0616/full/pdf?title=analyzing-competitive-market-structures-based-on-online-consumer-generated-content-and-sales-data
https://www.emerald.com/insight/content/doi/10.1108/APJML-08-2021-0616/full/pdf?title=analyzing-competitive-market-structures-based-on-online-consumer-generated-content-and-sales-data
https://www.emerald.com/insight/content/doi/10.1108/APJML-08-2021-0616/full/pdf?title=analyzing-competitive-market-structures-based-on-online-consumer-generated-content-and-sales-data
https://www.emerald.com/insight/content/doi/10.1108/APJML-08-2021-0616/full/pdf?title=analyzing-competitive-market-structures-based-on-online-consumer-generated-content-and-sales-data
https://www.emerald.com/insight/content/doi/10.1108/APJML-08-2021-0616/full/pdf?title=analyzing-competitive-market-structures-based-on-online-consumer-generated-content-and-sales-data
https://www.emerald.com/insight/content/doi/10.1108/APJML-08-2021-0616/full/pdf?title=analyzing-competitive-market-structures-based-on-online-consumer-generated-content-and-sales-data
javascript:;
javascript:;
https://www.emerald.com/insight/content/doi/10.1108/APJML-08-2021-0547/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-08-2021-0547/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-08-2021-0547/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-08-2021-0547/full/html
https://www.emerald.com/insight/search?q=Zhangxiang%20Zhu
https://www.emerald.com/insight/search?q=Zhangxiang%20Zhu
https://www.emerald.com/insight/search?q=Xiaoqian%20Zhang
https://www.emerald.com/insight/search?q=Xiaoqian%20Zhang
https://www.emerald.com/insight/search?q=Jing%20Wang
https://www.emerald.com/insight/search?q=Jing%20Wang
https://www.emerald.com/insight/search?q=Sixuan%20Chen
https://www.emerald.com/insight/search?q=Sixuan%20Chen
https://www.emerald.com/insight/content/doi/10.1108/APJML-08-2021-0547/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-08-2021-0547/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-08-2021-0547/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-08-2021-0547/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-08-2021-0547/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-08-2021-0547/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-08-2021-0547/full/pdf?title=research-on-the-influence-of-online-photograph-reviews-on-tourists039-travel-intentions-rational-and-irrational-perspectives
https://www.emerald.com/insight/content/doi/10.1108/APJML-08-2021-0547/full/pdf?title=research-on-the-influence-of-online-photograph-reviews-on-tourists039-travel-intentions-rational-and-irrational-perspectives
https://www.emerald.com/insight/content/doi/10.1108/APJML-08-2021-0547/full/pdf?title=research-on-the-influence-of-online-photograph-reviews-on-tourists039-travel-intentions-rational-and-irrational-perspectives
https://www.emerald.com/insight/content/doi/10.1108/APJML-08-2021-0547/full/pdf?title=research-on-the-influence-of-online-photograph-reviews-on-tourists039-travel-intentions-rational-and-irrational-perspectives
https://www.emerald.com/insight/content/doi/10.1108/APJML-08-2021-0547/full/pdf?title=research-on-the-influence-of-online-photograph-reviews-on-tourists039-travel-intentions-rational-and-irrational-perspectives
https://www.emerald.com/insight/content/doi/10.1108/APJML-08-2021-0547/full/pdf?title=research-on-the-influence-of-online-photograph-reviews-on-tourists039-travel-intentions-rational-and-irrational-perspectives
javascript:;
javascript:;
https://www.emerald.com/insight/content/doi/10.1108/APJML-06-2021-0436/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-06-2021-0436/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-06-2021-0436/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-06-2021-0436/full/html
https://www.emerald.com/insight/search?q=Ying%20Jiang
https://www.emerald.com/insight/search?q=Ying%20Jiang
https://www.emerald.com/insight/search?q=Junyun%20Liao
https://www.emerald.com/insight/search?q=Junyun%20Liao
https://www.emerald.com/insight/search?q=Jiawen%20Chen
https://www.emerald.com/insight/search?q=Jiawen%20Chen
https://www.emerald.com/insight/search?q=Yanghong%20Hu
https://www.emerald.com/insight/search?q=Yanghong%20Hu
https://www.emerald.com/insight/search?q=Peng%20Du
https://www.emerald.com/insight/search?q=Peng%20Du
https://www.emerald.com/insight/content/doi/10.1108/APJML-06-2021-0436/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-06-2021-0436/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-06-2021-0436/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-06-2021-0436/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-06-2021-0436/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-06-2021-0436/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-06-2021-0436/full/pdf?title=motivation-for-users039-knowledge-sharing-behavior-in-virtual-brand-communities-a-psychological-ownership-perspective
https://www.emerald.com/insight/content/doi/10.1108/APJML-06-2021-0436/full/pdf?title=motivation-for-users039-knowledge-sharing-behavior-in-virtual-brand-communities-a-psychological-ownership-perspective
https://www.emerald.com/insight/content/doi/10.1108/APJML-06-2021-0436/full/pdf?title=motivation-for-users039-knowledge-sharing-behavior-in-virtual-brand-communities-a-psychological-ownership-perspective
https://www.emerald.com/insight/content/doi/10.1108/APJML-06-2021-0436/full/pdf?title=motivation-for-users039-knowledge-sharing-behavior-in-virtual-brand-communities-a-psychological-ownership-perspective
https://www.emerald.com/insight/content/doi/10.1108/APJML-06-2021-0436/full/pdf?title=motivation-for-users039-knowledge-sharing-behavior-in-virtual-brand-communities-a-psychological-ownership-perspective
https://www.emerald.com/insight/content/doi/10.1108/APJML-06-2021-0436/full/pdf?title=motivation-for-users039-knowledge-sharing-behavior-in-virtual-brand-communities-a-psychological-ownership-perspective
javascript:;
javascript:;
https://www.emerald.com/insight/content/doi/10.1108/APJML-08-2021-0624/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-08-2021-0624/full/html
https://www.emerald.com/insight/search?q=Clare%20D%27souza
https://www.emerald.com/insight/search?q=Clare%20D%27souza
https://www.emerald.com/insight/search?q=Marthin%20Nanere
https://www.emerald.com/insight/search?q=Marthin%20Nanere
https://www.emerald.com/insight/search?q=Malliga%20Marimuthu
https://www.emerald.com/insight/search?q=Malliga%20Marimuthu
https://www.emerald.com/insight/search?q=Mokhamad%20Arwani
https://www.emerald.com/insight/search?q=Mokhamad%20Arwani
https://www.emerald.com/insight/search?q=Ninh%20Nguyen
https://www.emerald.com/insight/search?q=Ninh%20Nguyen

Asia Pacific Journal of Marketing and Logistics | Emerald Insight https://www.emerald.com/insight/publication/issn/1355-5855#earlycite

in Indonesia. Customer and competitor...

[ nrw

PDF (265 KB)

9, Reprints & Permissions

DOWNLOADS

Encroachment in a three-echelon supply chain: manufacturer encroachment or distributor encroachment

Tian Wang, Yangyang Liang, Zhong Zheng

The purpose of this paper is to investigate manufacturer encroachment and distributor encroachment in a three-echelon supply
chain consisting of an upside manufacturer, an...

HTML
PDF (461 KB)
d; Reprints & Permissions

DOWNLOADS

Cannabis tourists' perceived constraints to engaging in commercial cannabis tourism overseas: a comparison of
first-time and repeat tourists

Jun Wen, Metin Kozak, Tianyu Ying

Given the increasing number of tourists exposed to commercially available cannabis, it is important to understand visitors'
perceived constraints to cannabis consumption...

@ Home
PDF (514 KB)

@, Reprints & Permissions

DOWNLOADS

How does group-buying website quality for social commerce affect repurchase intention? Evidence from Chinese
online users

Zhuo Sun, Hong Zhao, Zongshui Wang

The success of social commerce group-buying information system (IS) is not a simple accumulation of functions, but a complex
process of system integration that makes it...

@ Hmv
PDF (365 KB)
d; Reprints & Permissions

DOWNLOADS

Effect of channel integration quality on consumer responses within omni-channel retailing

Tser Yieth Chen, Tsai Lien Yeh, Hsueh Ling Wu, Ssu Deng

The aim of this research is to explore the influence of channel integration quality on consumer perception and response
from the individual customer perspective.

[

PDF (470 KB)

9, Reprints & Permissions

DOWNLOADS

19 of 23 11/14/2022, 12:48 PM


https://www.emerald.com/insight/content/doi/10.1108/APJML-08-2021-0624/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-08-2021-0624/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-08-2021-0624/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-08-2021-0624/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-08-2021-0624/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-08-2021-0624/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-08-2021-0624/full/pdf?title=market-orientation-performance-and-the-mediating-role-of-innovation-in-indonesian-smes
https://www.emerald.com/insight/content/doi/10.1108/APJML-08-2021-0624/full/pdf?title=market-orientation-performance-and-the-mediating-role-of-innovation-in-indonesian-smes
https://www.emerald.com/insight/content/doi/10.1108/APJML-08-2021-0624/full/pdf?title=market-orientation-performance-and-the-mediating-role-of-innovation-in-indonesian-smes
https://www.emerald.com/insight/content/doi/10.1108/APJML-08-2021-0624/full/pdf?title=market-orientation-performance-and-the-mediating-role-of-innovation-in-indonesian-smes
https://www.emerald.com/insight/content/doi/10.1108/APJML-08-2021-0624/full/pdf?title=market-orientation-performance-and-the-mediating-role-of-innovation-in-indonesian-smes
https://www.emerald.com/insight/content/doi/10.1108/APJML-08-2021-0624/full/pdf?title=market-orientation-performance-and-the-mediating-role-of-innovation-in-indonesian-smes
javascript:;
javascript:;
https://www.emerald.com/insight/content/doi/10.1108/APJML-04-2021-0225/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-04-2021-0225/full/html
https://www.emerald.com/insight/search?q=Tian%20Wang
https://www.emerald.com/insight/search?q=Tian%20Wang
https://www.emerald.com/insight/search?q=Yangyang%20Liang
https://www.emerald.com/insight/search?q=Yangyang%20Liang
https://www.emerald.com/insight/search?q=Zhong%20Zheng
https://www.emerald.com/insight/search?q=Zhong%20Zheng
https://www.emerald.com/insight/content/doi/10.1108/APJML-04-2021-0225/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-04-2021-0225/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-04-2021-0225/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-04-2021-0225/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-04-2021-0225/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-04-2021-0225/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-04-2021-0225/full/pdf?title=encroachment-in-a-three-echelon-supply-chain-manufacturer-encroachment-or-distributor-encroachment
https://www.emerald.com/insight/content/doi/10.1108/APJML-04-2021-0225/full/pdf?title=encroachment-in-a-three-echelon-supply-chain-manufacturer-encroachment-or-distributor-encroachment
https://www.emerald.com/insight/content/doi/10.1108/APJML-04-2021-0225/full/pdf?title=encroachment-in-a-three-echelon-supply-chain-manufacturer-encroachment-or-distributor-encroachment
https://www.emerald.com/insight/content/doi/10.1108/APJML-04-2021-0225/full/pdf?title=encroachment-in-a-three-echelon-supply-chain-manufacturer-encroachment-or-distributor-encroachment
https://www.emerald.com/insight/content/doi/10.1108/APJML-04-2021-0225/full/pdf?title=encroachment-in-a-three-echelon-supply-chain-manufacturer-encroachment-or-distributor-encroachment
https://www.emerald.com/insight/content/doi/10.1108/APJML-04-2021-0225/full/pdf?title=encroachment-in-a-three-echelon-supply-chain-manufacturer-encroachment-or-distributor-encroachment
javascript:;
javascript:;
https://www.emerald.com/insight/content/doi/10.1108/APJML-06-2021-0411/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-06-2021-0411/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-06-2021-0411/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-06-2021-0411/full/html
https://www.emerald.com/insight/search?q=Jun%20Wen
https://www.emerald.com/insight/search?q=Jun%20Wen
https://www.emerald.com/insight/search?q=Metin%20Kozak
https://www.emerald.com/insight/search?q=Metin%20Kozak
https://www.emerald.com/insight/search?q=Tianyu%20Ying
https://www.emerald.com/insight/search?q=Tianyu%20Ying
https://www.emerald.com/insight/content/doi/10.1108/APJML-06-2021-0411/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-06-2021-0411/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-06-2021-0411/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-06-2021-0411/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-06-2021-0411/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-06-2021-0411/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-06-2021-0411/full/pdf?title=cannabis-tourists039-perceived-constraints-to-engaging-in-commercial-cannabis-tourism-overseas-a-comparison-of-first-time-and-repeat-tourists
https://www.emerald.com/insight/content/doi/10.1108/APJML-06-2021-0411/full/pdf?title=cannabis-tourists039-perceived-constraints-to-engaging-in-commercial-cannabis-tourism-overseas-a-comparison-of-first-time-and-repeat-tourists
https://www.emerald.com/insight/content/doi/10.1108/APJML-06-2021-0411/full/pdf?title=cannabis-tourists039-perceived-constraints-to-engaging-in-commercial-cannabis-tourism-overseas-a-comparison-of-first-time-and-repeat-tourists
https://www.emerald.com/insight/content/doi/10.1108/APJML-06-2021-0411/full/pdf?title=cannabis-tourists039-perceived-constraints-to-engaging-in-commercial-cannabis-tourism-overseas-a-comparison-of-first-time-and-repeat-tourists
https://www.emerald.com/insight/content/doi/10.1108/APJML-06-2021-0411/full/pdf?title=cannabis-tourists039-perceived-constraints-to-engaging-in-commercial-cannabis-tourism-overseas-a-comparison-of-first-time-and-repeat-tourists
https://www.emerald.com/insight/content/doi/10.1108/APJML-06-2021-0411/full/pdf?title=cannabis-tourists039-perceived-constraints-to-engaging-in-commercial-cannabis-tourism-overseas-a-comparison-of-first-time-and-repeat-tourists
javascript:;
javascript:;
https://www.emerald.com/insight/content/doi/10.1108/APJML-04-2021-0231/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-04-2021-0231/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-04-2021-0231/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-04-2021-0231/full/html
https://www.emerald.com/insight/search?q=Zhuo%20Sun
https://www.emerald.com/insight/search?q=Zhuo%20Sun
https://www.emerald.com/insight/search?q=Hong%20Zhao
https://www.emerald.com/insight/search?q=Hong%20Zhao
https://www.emerald.com/insight/search?q=Zongshui%20Wang
https://www.emerald.com/insight/search?q=Zongshui%20Wang
https://www.emerald.com/insight/content/doi/10.1108/APJML-04-2021-0231/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-04-2021-0231/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-04-2021-0231/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-04-2021-0231/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-04-2021-0231/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-04-2021-0231/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-04-2021-0231/full/pdf?title=how-does-group-buying-website-quality-for-social-commerce-affect-repurchase-intention-evidence-from-chinese-online-users
https://www.emerald.com/insight/content/doi/10.1108/APJML-04-2021-0231/full/pdf?title=how-does-group-buying-website-quality-for-social-commerce-affect-repurchase-intention-evidence-from-chinese-online-users
https://www.emerald.com/insight/content/doi/10.1108/APJML-04-2021-0231/full/pdf?title=how-does-group-buying-website-quality-for-social-commerce-affect-repurchase-intention-evidence-from-chinese-online-users
https://www.emerald.com/insight/content/doi/10.1108/APJML-04-2021-0231/full/pdf?title=how-does-group-buying-website-quality-for-social-commerce-affect-repurchase-intention-evidence-from-chinese-online-users
https://www.emerald.com/insight/content/doi/10.1108/APJML-04-2021-0231/full/pdf?title=how-does-group-buying-website-quality-for-social-commerce-affect-repurchase-intention-evidence-from-chinese-online-users
https://www.emerald.com/insight/content/doi/10.1108/APJML-04-2021-0231/full/pdf?title=how-does-group-buying-website-quality-for-social-commerce-affect-repurchase-intention-evidence-from-chinese-online-users
javascript:;
javascript:;
https://www.emerald.com/insight/content/doi/10.1108/APJML-04-2021-0270/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-04-2021-0270/full/html
https://www.emerald.com/insight/search?q=Tser%20Yieth%20Chen
https://www.emerald.com/insight/search?q=Tser%20Yieth%20Chen
https://www.emerald.com/insight/search?q=Tsai%20Lien%20Yeh
https://www.emerald.com/insight/search?q=Tsai%20Lien%20Yeh
https://www.emerald.com/insight/search?q=Hsueh%20Ling%20Wu
https://www.emerald.com/insight/search?q=Hsueh%20Ling%20Wu
https://www.emerald.com/insight/search?q=Ssu%20Deng
https://www.emerald.com/insight/search?q=Ssu%20Deng
https://www.emerald.com/insight/content/doi/10.1108/APJML-04-2021-0270/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-04-2021-0270/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-04-2021-0270/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-04-2021-0270/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-04-2021-0270/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-04-2021-0270/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-04-2021-0270/full/pdf?title=effect-of-channel-integration-quality-on-consumer-responses-within-omni-channel-retailing
https://www.emerald.com/insight/content/doi/10.1108/APJML-04-2021-0270/full/pdf?title=effect-of-channel-integration-quality-on-consumer-responses-within-omni-channel-retailing
https://www.emerald.com/insight/content/doi/10.1108/APJML-04-2021-0270/full/pdf?title=effect-of-channel-integration-quality-on-consumer-responses-within-omni-channel-retailing
https://www.emerald.com/insight/content/doi/10.1108/APJML-04-2021-0270/full/pdf?title=effect-of-channel-integration-quality-on-consumer-responses-within-omni-channel-retailing
https://www.emerald.com/insight/content/doi/10.1108/APJML-04-2021-0270/full/pdf?title=effect-of-channel-integration-quality-on-consumer-responses-within-omni-channel-retailing
https://www.emerald.com/insight/content/doi/10.1108/APJML-04-2021-0270/full/pdf?title=effect-of-channel-integration-quality-on-consumer-responses-within-omni-channel-retailing
javascript:;
javascript:;

Asia Pacific Journal of Marketing and Logistics | Emerald Insight https://www.emerald.com/insight/publication/issn/1355-5855#earlycite

The impact of culture on millennials' attitudes towards luxury brands: evidence from Tokyo and Shanghai

Cheng Lu, Zhencong Sang, Kun Song, Kazuo Kikuchi, Ippei Machida

Based on the theory of social identity mechanism, this study aimed to investigate the associations with millennial consumers' need
for uniqueness (NFU), susceptibility to...

@ HmL

PDF (349 KB)

& Reprints & Permissions

DOWNLOADS

Organizational citizenship behaviors perceived by collectivistic 50-and-older customers and medical-care service
performance: an application of stimulus-organism-response theory

Wooyang Kim, Donald A. Hantula, Anthony Di Benedetto

The study aims to examine the underexplored agenda in organizational citizenship behaviors (OCBs) through the collectivistic 50-

and-older customers' lens when encountering...

[ nrm

PDF (683 KB)

;. Reprints & Permissions

DOWNLOADS

Relationship outcomes following a service failure: the role of agent likability
Alexandru Radu, Sara Quach, Park Thaichon, Jiraporn Surachartkumtonkun, Scott Weaven

This study aims to examine the effects of likeability of service agents on perceived justice and reconciliation and retaliation as
consequences of service failures, taking...

[@ s
PDF (311 KB)

4 Reprints & Permissions

DOWNLOADS

The relationship between needs, motivations and information sharing behaviors on social media: focus on the self-
connection and social connection

Miyea Kim, Mina Jun, Jeongsoo Han

The purpose of this study is to investigate the factors that influence the information sharing behavior of individuals on social
media. Furthermore, the study analyzes the...

[ nrm

PDF (160 KB)

95 Reprints & Permissions

DOWNLOADS

COVID-19 pandemic: consumers' purchase intention of indoor fitness products during the partial lockdown period
in Singapore

Heetae Cho, Weisheng Chiu

The study aims to explore how the perception of coronavirus disease 2019 (COVID-19) affects argument quality of advertisement,
attitude and purchase intentions of the...

HTML

PDF (404 KB)

@ Reprints & Permissions

DOWNLOADS

The influence of e-customer satisfaction, e-trust and perceived value on consumer's repurchase intention in B2C
e-commerce segment

20 of 23 11/14/2022, 12:48 PM


https://www.emerald.com/insight/content/doi/10.1108/APJML-07-2021-0468/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-07-2021-0468/full/html
https://www.emerald.com/insight/search?q=Cheng%20Lu
https://www.emerald.com/insight/search?q=Cheng%20Lu
https://www.emerald.com/insight/search?q=Zhencong%20Sang
https://www.emerald.com/insight/search?q=Zhencong%20Sang
https://www.emerald.com/insight/search?q=Kun%20Song
https://www.emerald.com/insight/search?q=Kun%20Song
https://www.emerald.com/insight/search?q=Kazuo%20Kikuchi
https://www.emerald.com/insight/search?q=Kazuo%20Kikuchi
https://www.emerald.com/insight/search?q=Ippei%20Machida
https://www.emerald.com/insight/search?q=Ippei%20Machida
https://www.emerald.com/insight/content/doi/10.1108/APJML-07-2021-0468/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-07-2021-0468/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-07-2021-0468/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-07-2021-0468/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-07-2021-0468/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-07-2021-0468/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-07-2021-0468/full/pdf?title=the-impact-of-culture-on-millennials039-attitudes-towards-luxury-brands-evidence-from-tokyo-and-shanghai
https://www.emerald.com/insight/content/doi/10.1108/APJML-07-2021-0468/full/pdf?title=the-impact-of-culture-on-millennials039-attitudes-towards-luxury-brands-evidence-from-tokyo-and-shanghai
https://www.emerald.com/insight/content/doi/10.1108/APJML-07-2021-0468/full/pdf?title=the-impact-of-culture-on-millennials039-attitudes-towards-luxury-brands-evidence-from-tokyo-and-shanghai
https://www.emerald.com/insight/content/doi/10.1108/APJML-07-2021-0468/full/pdf?title=the-impact-of-culture-on-millennials039-attitudes-towards-luxury-brands-evidence-from-tokyo-and-shanghai
https://www.emerald.com/insight/content/doi/10.1108/APJML-07-2021-0468/full/pdf?title=the-impact-of-culture-on-millennials039-attitudes-towards-luxury-brands-evidence-from-tokyo-and-shanghai
https://www.emerald.com/insight/content/doi/10.1108/APJML-07-2021-0468/full/pdf?title=the-impact-of-culture-on-millennials039-attitudes-towards-luxury-brands-evidence-from-tokyo-and-shanghai
javascript:;
javascript:;
https://www.emerald.com/insight/content/doi/10.1108/APJML-01-2021-0027/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-01-2021-0027/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-01-2021-0027/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-01-2021-0027/full/html
https://www.emerald.com/insight/search?q=Wooyang%20Kim
https://www.emerald.com/insight/search?q=Wooyang%20Kim
https://www.emerald.com/insight/search?q=Donald%20A.%20Hantula
https://www.emerald.com/insight/search?q=Donald%20A.%20Hantula
https://www.emerald.com/insight/search?q=Anthony%20Di%20Benedetto
https://www.emerald.com/insight/search?q=Anthony%20Di%20Benedetto
https://www.emerald.com/insight/content/doi/10.1108/APJML-01-2021-0027/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-01-2021-0027/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-01-2021-0027/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-01-2021-0027/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-01-2021-0027/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-01-2021-0027/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-01-2021-0027/full/pdf?title=organizational-citizenship-behaviors-perceived-by-collectivistic-50-and-older-customers-and-medical-care-service-performance-an-application-of-stimulus-organism-response-theory
https://www.emerald.com/insight/content/doi/10.1108/APJML-01-2021-0027/full/pdf?title=organizational-citizenship-behaviors-perceived-by-collectivistic-50-and-older-customers-and-medical-care-service-performance-an-application-of-stimulus-organism-response-theory
https://www.emerald.com/insight/content/doi/10.1108/APJML-01-2021-0027/full/pdf?title=organizational-citizenship-behaviors-perceived-by-collectivistic-50-and-older-customers-and-medical-care-service-performance-an-application-of-stimulus-organism-response-theory
https://www.emerald.com/insight/content/doi/10.1108/APJML-01-2021-0027/full/pdf?title=organizational-citizenship-behaviors-perceived-by-collectivistic-50-and-older-customers-and-medical-care-service-performance-an-application-of-stimulus-organism-response-theory
https://www.emerald.com/insight/content/doi/10.1108/APJML-01-2021-0027/full/pdf?title=organizational-citizenship-behaviors-perceived-by-collectivistic-50-and-older-customers-and-medical-care-service-performance-an-application-of-stimulus-organism-response-theory
https://www.emerald.com/insight/content/doi/10.1108/APJML-01-2021-0027/full/pdf?title=organizational-citizenship-behaviors-perceived-by-collectivistic-50-and-older-customers-and-medical-care-service-performance-an-application-of-stimulus-organism-response-theory
javascript:;
javascript:;
https://www.emerald.com/insight/content/doi/10.1108/APJML-07-2021-0510/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-07-2021-0510/full/html
https://www.emerald.com/insight/search?q=Alexandru%20Radu
https://www.emerald.com/insight/search?q=Alexandru%20Radu
https://www.emerald.com/insight/search?q=Sara%20Quach
https://www.emerald.com/insight/search?q=Sara%20Quach
https://www.emerald.com/insight/search?q=Park%20Thaichon
https://www.emerald.com/insight/search?q=Park%20Thaichon
https://www.emerald.com/insight/search?q=Jiraporn%20Surachartkumtonkun
https://www.emerald.com/insight/search?q=Jiraporn%20Surachartkumtonkun
https://www.emerald.com/insight/search?q=Scott%20Weaven
https://www.emerald.com/insight/search?q=Scott%20Weaven
https://www.emerald.com/insight/content/doi/10.1108/APJML-07-2021-0510/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-07-2021-0510/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-07-2021-0510/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-07-2021-0510/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-07-2021-0510/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-07-2021-0510/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-07-2021-0510/full/pdf?title=relationship-outcomes-following-a-service-failure-the-role-of-agent-likability
https://www.emerald.com/insight/content/doi/10.1108/APJML-07-2021-0510/full/pdf?title=relationship-outcomes-following-a-service-failure-the-role-of-agent-likability
https://www.emerald.com/insight/content/doi/10.1108/APJML-07-2021-0510/full/pdf?title=relationship-outcomes-following-a-service-failure-the-role-of-agent-likability
https://www.emerald.com/insight/content/doi/10.1108/APJML-07-2021-0510/full/pdf?title=relationship-outcomes-following-a-service-failure-the-role-of-agent-likability
https://www.emerald.com/insight/content/doi/10.1108/APJML-07-2021-0510/full/pdf?title=relationship-outcomes-following-a-service-failure-the-role-of-agent-likability
https://www.emerald.com/insight/content/doi/10.1108/APJML-07-2021-0510/full/pdf?title=relationship-outcomes-following-a-service-failure-the-role-of-agent-likability
javascript:;
javascript:;
https://www.emerald.com/insight/content/doi/10.1108/APJML-01-2021-0066/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-01-2021-0066/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-01-2021-0066/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-01-2021-0066/full/html
https://www.emerald.com/insight/search?q=Miyea%20Kim
https://www.emerald.com/insight/search?q=Miyea%20Kim
https://www.emerald.com/insight/search?q=Mina%20Jun
https://www.emerald.com/insight/search?q=Mina%20Jun
https://www.emerald.com/insight/search?q=Jeongsoo%20Han
https://www.emerald.com/insight/search?q=Jeongsoo%20Han
https://www.emerald.com/insight/content/doi/10.1108/APJML-01-2021-0066/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-01-2021-0066/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-01-2021-0066/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-01-2021-0066/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-01-2021-0066/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-01-2021-0066/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-01-2021-0066/full/pdf?title=the-relationship-between-needs-motivations-and-information-sharing-behaviors-on-social-media-focus-on-the-self-connection-and-social-connection
https://www.emerald.com/insight/content/doi/10.1108/APJML-01-2021-0066/full/pdf?title=the-relationship-between-needs-motivations-and-information-sharing-behaviors-on-social-media-focus-on-the-self-connection-and-social-connection
https://www.emerald.com/insight/content/doi/10.1108/APJML-01-2021-0066/full/pdf?title=the-relationship-between-needs-motivations-and-information-sharing-behaviors-on-social-media-focus-on-the-self-connection-and-social-connection
https://www.emerald.com/insight/content/doi/10.1108/APJML-01-2021-0066/full/pdf?title=the-relationship-between-needs-motivations-and-information-sharing-behaviors-on-social-media-focus-on-the-self-connection-and-social-connection
https://www.emerald.com/insight/content/doi/10.1108/APJML-01-2021-0066/full/pdf?title=the-relationship-between-needs-motivations-and-information-sharing-behaviors-on-social-media-focus-on-the-self-connection-and-social-connection
https://www.emerald.com/insight/content/doi/10.1108/APJML-01-2021-0066/full/pdf?title=the-relationship-between-needs-motivations-and-information-sharing-behaviors-on-social-media-focus-on-the-self-connection-and-social-connection
javascript:;
javascript:;
https://www.emerald.com/insight/content/doi/10.1108/APJML-04-2021-0235/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-04-2021-0235/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-04-2021-0235/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-04-2021-0235/full/html
https://www.emerald.com/insight/search?q=Heetae%20Cho
https://www.emerald.com/insight/search?q=Heetae%20Cho
https://www.emerald.com/insight/search?q=Weisheng%20Chiu
https://www.emerald.com/insight/search?q=Weisheng%20Chiu
https://www.emerald.com/insight/content/doi/10.1108/APJML-04-2021-0235/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-04-2021-0235/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-04-2021-0235/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-04-2021-0235/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-04-2021-0235/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-04-2021-0235/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-04-2021-0235/full/pdf?title=covid-19-pandemic-consumers039-purchase-intention-of-indoor-fitness-products-during-the-partial-lockdown-period-in-singapore
https://www.emerald.com/insight/content/doi/10.1108/APJML-04-2021-0235/full/pdf?title=covid-19-pandemic-consumers039-purchase-intention-of-indoor-fitness-products-during-the-partial-lockdown-period-in-singapore
https://www.emerald.com/insight/content/doi/10.1108/APJML-04-2021-0235/full/pdf?title=covid-19-pandemic-consumers039-purchase-intention-of-indoor-fitness-products-during-the-partial-lockdown-period-in-singapore
https://www.emerald.com/insight/content/doi/10.1108/APJML-04-2021-0235/full/pdf?title=covid-19-pandemic-consumers039-purchase-intention-of-indoor-fitness-products-during-the-partial-lockdown-period-in-singapore
https://www.emerald.com/insight/content/doi/10.1108/APJML-04-2021-0235/full/pdf?title=covid-19-pandemic-consumers039-purchase-intention-of-indoor-fitness-products-during-the-partial-lockdown-period-in-singapore
https://www.emerald.com/insight/content/doi/10.1108/APJML-04-2021-0235/full/pdf?title=covid-19-pandemic-consumers039-purchase-intention-of-indoor-fitness-products-during-the-partial-lockdown-period-in-singapore
javascript:;
javascript:;
https://www.emerald.com/insight/content/doi/10.1108/APJML-03-2021-0221/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-03-2021-0221/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-03-2021-0221/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-03-2021-0221/full/html

Asia Pacific Journal of Marketing and Logistics | Emerald Insight

21 of 23

Miao Miao, Tariq Jalees, Syed Imran Zaman, Sherbaz Khan, Noor-ul-Ain Hanif, Muhammad Kashif Javed

This research study investigates the factors that influence e-customer satisfaction, e-trust, perceived value and consumers
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Grounded in uses and gratification theory (UGT) and observational learning theory (OLT), this study aims to understand the impact
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This study applied the herd mentality theory to explore local and global social media users’ responses to panic buying across the
Open AgrgAs:UK and Australia during the COVID-19...
hybrid

Editor: HTML
. Prof\ﬁ Phau
PDF (1.7 MB)

Further {pfQrmaLiaten.
« About the journal
o Purchase information

. Editor
« Write 8&this journal

Value co-creation for developing cultural and creative virtual brand communities

Longshan Chen, Leping Yuan, Zhangxiang Zhu

This study aims to explore the value co-creation for developing cultural and creative virtual brand communities (CCVBCs) by
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Factors influencing parasocial relationship in the virtual reality shopping environment: the moderating role of
celebrity endorser dynamism

Chunlin Yuan, Shuman Wang, Yue Liu, Jenny Weichen Ma

This paper explores the driving factors of parasocial relationship (PSR) in the virtual reality (VR) shopping environment, and how

this relationship affects brand equity...
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Ecological consciousness and sustainable purchase behavior: the mediating role of psychological ownership

Sita Mishra, Gunjan Malhotra, Ravi Chatterjee, Waheed Kareem Abdul

This research focuses on the consumption behavior of young consumers by examining their ecological consciousness and several
self-oriented and psychological variables...
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SCOPE

The Asia Pacific Journal of Marketing and Logistics (APJML) provides a unique focus on marketing and logistics in the Asia Pacific
region. It publishes research which focus on marketing and logistics problems, new procedures and practical approaches,
systematic and critical reviews of changes in marketing and logistics and cross-national and cross-cultural comparisons of theory
into practice. APJML is to publish articles including empirical research, conceptual papers, in-depth literature review and testing of
alternative methodologies and theories that have significant contributions to the knowledge of marketing and logistics in the Asia
Pacific region. The journal strives to bridge the gap between academia and practice, hence it also publishes viewpoints from
practitioners, case studies and research notes of emerging trends. Book reviews of cutting edge topics are also welcome. Readers
will benefit from reports on the latest findings, new initiatives and cutting edge methodologies. Readers outside the region will have
a greater understanding of the cultural orientation of business in the Asia Pacific and will be kept up to date with new insights of
upcoming trends. The journal recognizes the dynamic impact of Asian Pacific marketing and logistics to the international arena. An
in-depth understanding of the latest trends and developments in Asia Pacific region is imperative for firms and organizations to arm
themselves with competitive advantages in the 21st century. APJML includes, but is not restricted to: -Marketing strategy
-Relationship marketing -Cross-cultural issues -Consumer markets and buying behaviour -Managing marketing channels -Logistics
specialists -Branding issues in Asia Pacific markets -Segmentation -Marketing theory -New product development -Marketing
research -Integrated marketing communications -Legal and public policy -Cross national and cross cultural studies
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