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ABSTRACT 

Although the field of social commerce has gained a lot of attention recently, 

there are many areas that still remain unexplored. A new phenomenon 

emerging within virtual communities is a blurring between social and 

commercial activities. To date, scholars in the social commerce literature have 

either focused on customers in the community or on medium to large scale 

businesses. There has been little research on social commerce communities 

which include micro-businesses despite their rapid growth in South East Asian 

countries. 

This study explores a social commerce community of Malay lifestyle bloggers, 

who are a subset of the Malaysian blogosphere community. Bloggers begin by 

using the personal genre, some then move on to set up online businesses using 

their personal blogs as a platform. The characteristic of blogging’s ease of use 

means there are low barriers to starting a small business, merging blogging and 

commerce. This changes the nature of the community by bringing in a new 

relationship, as well as relationships between bloggers and readers, there are 

now also relationships between sellers and customers. 

This study aims to understand the motivations for both sellers and customers, 

and how their relationships as bloggers and readers influence their 

participation in social commerce within the same community. To address the 

research objective, 20 sellers and 21 customers who also play a role as bloggers 

or readers were interviewed. In-depth interviews using laddering and semi-

structured interview techniques were carried out to explore social commerce 

behaviour, the perceived consequences, and goals or values of participation. In 

addition, observation was also conducted on the platform used by the sellers. 

Data was coded using NVivo whilst the themes arising from the coding process 

were transformed into an implication matrix and hierarchical value map using 

Ladderux software.  

This study found that strong ties within the community, influenced by 

homophily and the sense of virtual community, motivated the customers to 
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participate in commercial activities in order to obtain their goals which 

included a sense of obligation, loyalty, satisfaction and self-esteem. The 

relationships influenced customers to trust each other, provide social support 

and made purchasing products more convenient. Sellers were influenced by the 

convenience of using social media and the social support provided by the 

customers which helped them to achieve their goals which are profit and 

business sustainability.  

This study contributes to social commerce theory by highlighting an 

underexplored type of social commerce setting and addressing how trust can 

be transferred from social to commercial activities. The findings provide a 

useful insight for businesses, regardless of their size, to build an understanding 

of the need to create a good relationship with their customers. For macro-

businesses, this model can be used to identify what is lacking in their social 

media marketing strategy. 
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CHAPTER 1 
 

 INTRODUCTION 

The introduction begins with the motivation for this research, then describes 

the research background which introduces the Malay lifestyle blogging 

community. This is followed by a section on social commerce. The chapter ends 

by outlining the scope of the study, the significance of the research and the 

structure of the thesis. 

 Motivations for the Research 

“Social media is about the people, not about your business. Provide for the people 

and the people will provide for you" 

Matt Goulart  

Founder and CEO of Ignite Digital 

The online marketplace is changing. Today, there is a new phenomenon in the 

marketplace: social media, also known as social commerce. The rise of this 

phenomenon has resulted in a power shift from the marketers to individuals 

and communities. Customers no longer want to be talked at; instead, customers 

want firms to listen to them, engage, and respond appropriately (Kietzmann, 

Hermkens, McCarthy, & Silvestre, 2011). Businesses need to embrace this 

change in order to fulfil customers’ rising expectations (Baird & Parasnis, 

2011a, 2011b). 

The adoption of social commerce by the business world has provided more 

opportunities to engage and to create relationships with customers. A report on 

Fortune 500 companies indicates that 83% of these businesses have already 

created accounts on Twitter, while 80% have Facebook brand pages (Barnes, 

Lescault, & Andonian, 2014). This indicates that businesses are showing an 

increasing interest in social commerce as they believe that their activities in 

social media could improve sales.  
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Nonetheless, has social commerce lived up to the hype? Smith (2015) argues 

that social commerce only drives a small share of total online retail sales. This 

could be because many businesses are still struggling to understand what 

customers really want. Despite the popularity of social commerce, Baird and 

Parasnis (2011a) discovered significant gaps between what businesses think 

consumers care about and what consumers say they want from their social 

media interactions with companies. In another paper, Baird and Parasnis 

(2011b) found that many businesses use social media, yet they argue that there 

is still much more that businesses can do to fully exploit the benefits social 

media offers. Their findings indicate that as businesses resolve to venture into 

social commerce, they need to reinvent customer relationships in order to turn 

‘likes’ into purchases. This relates to the issue raised earlier by Kietzmann et al. 

(2011), showing the importance of forming relationships with the customers in 

order to successfully implement social commerce.  

Social commerce has become a trend in Malaysia. However, the Borneo Post 

reported that the growth of social commerce in Malaysia cannot really be 

attributed to big global brands; rather it is due to many Malaysian online 

businesses that operate on a much smaller scale (Wong, 2012). The preference 

is to shop from small online shops hosted on social media such as blogs, 

Facebook and Instagram, which have played a huge role in making online 

shopping accessible for many people in Malaysia. This phenomenon could be 

influenced by the fact that the number of social media users in Malaysia is fairly 

high. According to Kemp (2016), in Malaysia, 59%1 (approximately 18 million) 

of the population are active social media users. The most popular social media 

application as of March 2016 is Facebook (41%), followed by Google+ (23%), 

Instagram (22%) and Twitter (16%)2.  

There are many questions that arise from this phenomenon. What drives the 

customers in Malaysia to purchase from micro-businesses in social commerce? 

What drives the micro-businesses to join the social commerce ‘bandwagon’? 

                                                             
1 Sources: UN, US Census Bureau; ITU, Facebook, GSMA Intelligence  
2 Source: GlobalWebIndex, Q4 2015, based on a survey of internet users aged 16-64. 
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Are these small businesses closing the gap between themselves and their 

customers more effectively than larger organizations? Does this have any 

connection with the relationships and interactions between the micro-

businesses and the customers as raised by Kietzmann et al. (2011) and Baird 

and Parasnis (2011b)? This study attempts to uncover the root reasons behind 

this phenomenon and untangle the relationship between membership and 

participation in social commerce, focusing on the community of Malay lifestyle 

bloggers, which consists of both (i) bloggers, who are also the micro-business 

sellers that use social media to sell their products, and (ii) readers, who are also 

the customers in the community.

 Research Background 

The Malay lifestyle blogging community is a multiple platform community that 

consists of bloggers and their followers. Blogging has been a growing trend in 

Malaysia since the early 2000s. Initially, the postings were mostly about the 

bloggers’ daily life (Hopkins, 2010a), and were followed only by family and 

close friends. As more people started blogging, the number of followers 

increased, especially when the readers found similarities between themselves 

and the lifestyle bloggers. The community shares traits of gender (mostly 

women), race (Malay), language used (Malay and English), educational 

background, hobbies and interests, taste in fashion, and so on.  

Blogs have the ability to facilitate interaction between bloggers and their 

readers. They also provide opportunities for interactions between readers. The 

act of linking and commenting on other blogs also contributes to the spread of 

traffic from one blog to another. Characteristic of digital forms of social 

interaction, this is the reason that blogs are often known as social media or 

social software (Nasr & Ariffin, 2008).  

The increased use of blogs has also influenced social commerce growth in 

Malaysia. According to Wong (2010) and  Yeung and Ang (2016), around 2008, 

many online stores also developed rapidly in Malaysia, and many of them are e-

commerce blogs (or the term used in this study: blogshops). The practice of 
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using blogs and other social media for e-commerce purposes is a popular form 

of online shopping in Malaysia.  

Some of the Malay lifestyle bloggers have ventured into this model of business, 

using their blogs as a marketplace to sell a small range of products. Some have 

created new blogs for the business and linked them to their personal blogs. The 

response from members in the community has often been overwhelming. In 

time, more influential bloggers have joined the blogshop trend and have also 

started to use Facebook and Instagram to support the operation of their 

blogshops. Some have moved entirely to Facebook and Instagram and just use 

their personal blogs for promotion.  

Figure 1.1 summarizes the timeline for the development of the blogging genre 

and monetization in blogging. It shows how the trends and genre of blogging 

have evolved and the changes in the medium of communication in general.  
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Although the Malay lifestyle blogging community has adopted social commerce, 

the norms and practices in the community have not changed. The bloggers are 

still continuing their initial practice of blogging and connecting with their 

readers, combining it with personal posts and advertisements. The blog posts, 

whether personal or commercial, are often written in the same personal voice 

as they used to be, to engage with their readers. 

 Social Commerce 

The emergence of Web 2.0 has encouraged Internet users to create their own 

content and has resulted in a growth in the number of virtual communities. 

From an e-commerce perspective, Web 2.0 has created new opportunities for 

reaching customers as well as promoting products. Web 2.0 technologies, such 

as social media, represent a paradigm shift for the marketing and advertising 

communities (O'Reilly, 2007; Tredinnick, 2006).   

Kaplan and Haenlein (2010) claim that social media allows firms to engage in 

timely and direct end-consumer contact at relatively lower cost and higher 

levels of efficiency than can be achieved with more traditional communication 

tools. This makes social media relevant for all types of business from large 

multinational firms to small and medium sized companies.  

The term social commerce was first coined in 2005 by Yahoo! Inc. It was 

introduced based on the concept of user generated content of online product 

information and advice features. It allowed customers to comment, review and 

rate the products on the ‘Yahoo! Pick List’ (Rubel, 2006; Wang & Zhang, 2012). 

However the term as defined by Yahoo is no longer relevant, as the scope of 

social commerce has expanded since that time to include social media tools and 

content used in the context of e-commerce (Kaminoff, 2011). 

Several attempts have been made by academic researchers and practitioners to 

re-define social commerce. At present, there is still debate regarding the 

definition and scope of social commerce. Stephen and Toubia (2010) define it 

as the marketplace where the individual sellers, instead of firms, are connected 
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with each other through social networks, whilst Decker (2007), Gregoriadis 

(2007), Pagani and Mirabello (2011) and Rubel (2006) define it as a community 

of shoppers who share knowledge and sources on product information, which 

also includes assistance from trusted individuals on goods and services, sold 

online. Others define it as a subset of e-commerce that involves the use of social 

media to support social interaction and user contributions, which include the 

online buying and selling of products and services (Afrasiabi & Benyoucef, 

2011; Liang, Ho, Li, & Turban, 2011; Marsden, 2009; Turban, Lee, King, Liang, & 

Turban, 2012; Wang & Zhang, 2012).  

As the previous discussion illustrates, various kinds of social commerce exist, 

due to different settings as well as the different types of stakeholders involved. 

This study takes the position that business activity by both sellers and 

customers should be considered when defining social commerce, as commerce 

by its very nature involves both parties. Therefore, for the purpose of this study, 

social commerce will be defined as “online selling and buying activities using 

social media technologies and/or platforms within a participating community”.   

 Research Gaps 

Though social commerce has evolved quickly, it has received little attention in 

the Information Systems (IS) discipline compared to other fields (Wang & 

Zhang, 2012). Recently, however, there has been a growing interest from 

researchers in social commerce. Past academic research has addressed issues 

related to the adoption and use of social commerce such as theoretical, 

conceptual and technical boundaries (Curty & Zhang, 2011; Farivar & Yuan, 

2014; Hajli, 2012; Huang & Benyoucef, 2013; Liang & Turban, 2011; Lu, Fan, & 

Zhou, 2016; Mandal, 2015; Mandal & McQueen, 2012; Nosek & McManus, 2008; 

Stephen & Toubia, 2010), tools, systems and platform (Turban, Strauss, & Lai, 

2016a, 2016b) , social media (Kaplan & Haenlein, 2010; Lee et al., 2016), and 

virtual communities and networks (Kim & Srivastava, 2007; Liang et al., 2011; 

Ng, 2013; Sangwan, Guan, & Siguaw, 2009; Sun, Wei, Fan, Lu, & Gupta, 2016).  
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Augar and Zeleznikow (2013) argue that the majority of social commerce 

related research has focused on medium to large organizations; evidence 

supports this claim (Culnan, McHugh, & Zubillaga, 2010; Huang & Benyoucef, 

2013; Stephen & Galak, 2010; Stephen & Toubia, 2010). Furthermore, there are 

a rising number of research articles focusing on customers in social commerce 

(Afrasiabi & Benyoucef, 2011; Guo, Wang, & Leskovec, 2011; Kim & Park, 2013), 

but very few on micro-businesses (Mandal, 2015; Mandal & McQueen, 2012; 

Schaupp & Bélanger, 2016) or individual sellers (Fletcher & Greenhill, 2009).  

Looking at past studies, a few important gaps have been found, which include 

(i) very few studies focusing on micro-businesses and their customers and (ii) 

the virtual communities studied have been limited to customers’ communities, 

which will be explained next.  

Firstly, as mentioned earlier in this section, there is a growing number of 

research articles on the customers’ side of social commerce (Afrasiabi & 

Benyoucef, 2011; Guo et al., 2011; Kim & Park, 2013; Ng, 2013; Shin, 2013), but 

very few studies which focus on customers of micro-businesses. Brandtzæg and 

Heim (2009) argue that it is necessary for IS researchers to understand the 

goals of people who participate in social commerce, as it will be of benefit to 

micro-business sellers in developing strategies. Focusing solely on customers 

of larger businesses may lead researchers to miss some important factors that 

influence customers to participate in social commerce. Larger businesses may 

use very different approaches than micro-businesses to attract customers. 

Secondly, much less is known about the motivations of micro-businesses to 

operate in a social commerce environment as compared to larger organizations, 

which have more resources and greater reputations. Although there are some 

studies that focus on why and how micro-businesses are using social media, 

there are further areas that need to be explored in order to fully understand the 

role and influence of social media adoption in micro-businesses, particularly in 

the area of virtual community participation.  
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Thirdly, past studies have shown that while various virtual communities have 

been studied in a social commerce environment, many studies have been 

limited to brand communities and the interactions amongst customers 

themselves, rather than between customers and the business. This could 

explain why many businesses are still having difficulty in fully understanding 

why customers interact with them using social media without making any 

purchases, revealing a perception gap between a business and their customers 

(Baird & Parasnis, 2011a). Therefore, this study argues that there is a need to 

explore other types of communities which nurture communication and ties 

between sellers and customers in order to fully recognize the role of the virtual 

community in social commerce from the perspective of the customers and 

micro-business sellers. A deeper understanding of the role the virtual 

community plays would provide more opportunities for researchers to 

understand how to exploit the role of the virtual community to refine the social 

commerce model. Thus it is important to address this gap.  

This awareness of the role of the virtual community in e-commerce has led to 

an exploration of the factors that contribute to the motivation of those who 

venture into social commerce. In addition, although lifestyle bloggers 

participating in commercial activities have become a phenomenon in Malaysia, 

most discussions about the phenomenon have come from the practitioners’ 

point of view. 

 Scope of the Study 

This study aims to examine the main factors that influence non-brand 

community members to participate as sellers and buyers in social commerce. It 

focuses on members of the Malay lifestyle blogging community, which is a 

subset of the Malaysian blogosphere community. Blogs’ characteristic ease of 

use means there are low barriers to starting up a social commerce business. An 

online store can be conveniently set up without any cost, merging blogging and 

business into one. As mentioned earlier, this group of bloggers also often use 

other social media such as Facebook and Instagram for their business. The 

purpose is to attract further customers from the same community, as well as 



9 

potential customers outside the community. In other words, this community is 

using multiple social media platforms for social commerce implementation. At 

this point, for the members who venture into business, the relationship 

between bloggers and readers is no longer limited to those roles and moves 

towards a seller and customer relationship. This is what makes this community 

unique: the sellers are also members of the community rather than being 

positioned outside the virtual community.  

Figure 1.2 illustrates the development of the community towards social 

commerce activities. It shows how the roles and the main activities of the 

community members have changed. 

 

 

 

 

 

 

Figure 1.2: The growth of the community 

 Research Methodology 

This study was conducted from the viewpoint of the interpretive paradigm. 

Qualitative research was carried out in order to answer the research questions. 

Case study research was chosen, as this strategy is suitable for the exploration. 

This means the phenomenon of social commerce was examined in a natural 

setting and no experimental controls or manipulation were involved. 

There were two phases of data collection. Firstly, observation was conducted to 

identify and justify the community for this study. Secondly, the in-depth semi-
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structured interviews, which also included the use of the laddering technique, 

were conducted. Laddering is an in-depth interviewing technique used to 

develop an understanding of how consumers translate the attributes of 

products and services into meaningful associations with respect to self 

(Reynolds & Gutman, 1988). It adapts means-end theory, which was originally 

a framework for comprehensively representing the consumer meanings that 

underlie product positioning (Gengler & Reynolds, 1995). 

Interviews were conducted with 20 sellers and 21 customers, aged 25-45 years 

old, who were participating actively in the Malay lifestyle bloggers’ community. 

The participants were chosen from the same community because this study is 

trying to understand the relationship between participation in the community 

and participation in social commerce within the same community. Therefore 

sellers and customers from outside the community were not considered in this 

research.  

Observation and content analysis were carried out to identify the sellers in the 

community. They were chosen based on their active participation as bloggers 

and sellers in the community. Only experienced bloggers (more than 3 years’ 

experience) who had more than 1000 followers were considered as 

participants. Meanwhile for the customers, the participants chosen were those 

who read blogs at least 4-5 times a week, may or may not have had their own 

blog, actively communicated with other people in the community, be it with 

other readers or bloggers, and had experience purchasing goods and/or 

services from sellers in the same community. They were selected based on 

observations which were conducted at an earlier stage of the research in order 

to understand the selected community (i.e. their activities, communication etc.).  

To avoid bias, the customers chosen for this research were those who were not 

also engaged in selling. They were also briefed about the research in order to 

make them understand that the questions being asked were about their role as 

customers and community members. Sellers who could also be customers in 

this community were briefed that the questions related to business should be 

answered as a seller, not from the point of view of a customer.  
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Data was analysed according to the technique used. For example for laddering, 

three steps of analysis – (i) content analysis (coding), (ii) construction of an 

implication matrix and (iii) construction of a hierarchical value map (HVM) – 

were used. For other types of data, a technique developed by Miles and 

Huberman (1994), which includes (i) data reduction, (ii) data display, and (iii) 

conclusion drawing and verifications, was used. In order to ensure the quality 

and rigour of this study, several steps were embedded. These include the 

concepts of credibility, transferability, dependability and conformability. 

 Significance and Contribution of the Study 

This study is significant for social commerce research and those who venture 

into this marketplace. The major contribution to theory is the conceptualization 

of the sense of virtual community in social commerce into a framework that 

reflects the gaps identified from a review of relevant literature related to this 

topic. It explains the relationship between membership in a virtual community 

and commercial activities, not only to provide a better understanding of the 

phenomenon, but also to stimulate reflections on its current stage and its future 

directions. 

In addition, the exploratory nature of this research discloses some potential 

topics for further investigation. Discussions resulting from this study may 

stimulate other researchers to explore further in this area, encouraging 

knowledge sharing and evolution, especially in the area of social commerce. 

This will add to the social commerce body of knowledge. For example, the 

influence of the characteristics of the community, such as the sense of virtual 

community, can be explored from different perspectives.  

The findings also provide guidance for suitable approaches for the integration 

of Web 2.0 technologies within the business environment, in order to improve 

social commerce implementation, especially the interaction between the seller 

and the customer. This gives guidance on the issues of customer engagement 

and loyalty to a particular social commerce site.  
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The findings can also be used as guidance to individuals regarding the 

formulation of appropriate business strategies, which will ultimately enhance 

operating performance in the social commerce environment. This can be 

achieved by educating the social commerce virtual communities on the major 

factors that can lead to the willingness of customers to proceed with 

transactions. It will help them to utilize IS technologies to create strong ties with 

their potential customers.  

 Thesis Outline  

In order to answer the research questions with the above objectives, this thesis 

has been organized into the following chapters: 

Chapter 1: Introduction 

This chapter introduces the motivations, overview of the research background, 

social commerce, scope, methodology and the significance of the study. 

Chapter 2: Literature Review 

The purpose of this chapter is to discuss the topics that form the theoretical 

background for this study, starting with the theoretical foundation of this study, 

means-end theory. The literature on lifestyle bloggers, virtual communities, 

social support, trust and trust transfer theory is discussed. Furthermore past 

studies on social commerce are presented in this chapter. Research questions 

will be presented at the end of this chapter. 

Chapter 3: Research Methodology 

Chapter 3 describes the research methodology used to address the research 

objectives and to answer the research questions. It starts with the research 

paradigm for the study as well as describing the research strategy chosen for 

the study. Next, the research design and data collection procedure are 

explained. The approaches taken to ensuring quality and rigour are also 
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included in this chapter. Finally the issues and challenges as well as ethical 

considerations for this study are presented. 

Chapter 4: Data Analysis 

Chapter 4 describes the data analysis phase. Data analysis procedures are 

explained followed by a discussion on laddering analysis. Next, the design of the 

semi-structured interviews and observation analysis are discussed. The 

chapter ends with the discussion of the inter-reliability test using Cohen’s 

Kappa. 

Chapter 5: Case Descriptions 

This chapter presents the case description for this research which includes the 

background of Malaysia including demographic, cultural and socio-economic 

factors. In addition, in line with the ICT focus of this research, data on internet 

penetration, blogging and blogshops in Malaysia are also presented.  

Chapter 6: Findings 

This chapter reflects on the main findings of the research. The implication 

matrix and the hierarchical value map (HVM) are shown for both sellers and 

customers. Interview excerpts are presented as evidence. In addition, findings 

from semi-structured interviews and observations data are also discussed. 

Chapter 7: Discussion 

Chapter 7 addresses the research questions and the findings of this study. The 

discussion starts with community characteristics and practices which include 

the concept of social ties and homophily, the sense of virtual community, trust 

and social support. In addition, the motivational factors for both sellers and 

customers in the community are presented. The chapter ends by outlining the 

lessons learned from the findings.  
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Chapter 8: Conclusion 

Chapter 8 concludes the thesis by revisiting the findings. In addition, it 

highlights the theoretical and practical contributions, the limitations of the 

research, as well as suggestions of avenues for further research.
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CHAPTER 2 
 

 LITERATURE REVIEW 

The aim of this chapter is to present a critical review of the literature with 

regard to the theoretical background of this research. As noted in the 

chronology of the study, this chapter will synthesize previous literature in order 

to identify what is common from previous research. 

This chapter begins by introducing some of the key concepts used in this 

research. Firstly, in Section 2.1, the theoretical foundation of this research, 

means-end theory will be discussed. Secondly, theories that are related to the 

characteristics of the case chosen in this research will be explained in Sections 

2.2, 2.3, 2.4 and 2.5. These theories are presented in order to examine the 

literature which is used to inform various aspects of the arguments included in 

this thesis.  

Section 2.2 explains related literature on lifestyle bloggers and in the 

community.  The topics covered include (i) the concept of blogshops that 

originated the social commerce activities in this community, (ii) the concept of 

social network theory, highlighting social ties and homophily within the 

community, (iii) the lifestyle blogging virtual community, which focuses on the 

concept of virtual community, and (iv) sense of virtual community dimensions, 

which are significant in developing an understanding of the community 

members.  

In Section 2.3, this study examines the wider theoretical context of trust which 

is presumed to be related to the community’s motivation to participate in social 

commerce. The literature on categories of trust, antecedents, as well as trust 

theory related to social networking platforms is presented. The literature on 

trust is extended in Section 2.4, where the discussion focuses on trust transfer 

theory. There is an explanation of how trust can be transferred from one 

environment to another and a discussions of past studies on trust transfer 

constructs.   
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Section 2.5 presents the literature on social support to describe the ties strength 

in the community. The role and types of social support is examined.  

Lastly, Section 2.6 will cover the working definition for social commerce and 

past studies on social commerce will be deliberated in Section 2.6.1. This is 

presented to highlight various leading definitions of social commerce that have 

been argued by many scholars and practitioners and to identify a suitable 

definition that works for the case. Past research on motivational factors or 

similar research will be presented in Sections 2.62 and 2.6.3. 

The literature review will end by identifying the knowledge gaps found in the 

literature, an outline of the research objectives and research questions in 

Section 2.7. Figure 2.1 illustrates the relationship between the topics covered in 

this chapter. 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2.1: The relationship between the topics discussed in this chapter 
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 Means-end Theory 

Means-end approach is a theory that can be used to investigate and to 

understand how decision makers choose a course of action that they perceive 

to be the most likely to lead them to achieve their goals (Costa, Dekker, & 

Jongen, 2004; Hsiao, Ju Rebecca Yen, & Li, 2012; Olson & Reynolds, 2001). 

According to Costa et al. (2004), the original development and application of 

means-end theory was in the areas of marketing and advertising research 

(Gutman, 1982), and has been used by many scholars.  

The means-end framework consists of three elements: (i) attributes, (ii) 

consequences, and (iii) values (Olson & Reynolds, 2001). Product and service 

attributes are associated with consequences, or product benefits and risks, and 

even personal values that can help consumers fulfil their goals. The output is a 

value chain linking a product attribute to its functional consequences and the 

psychosocial (or emotional) consequences, and finally to the underlying 

personal values or goals of the purchase. In making decisions, it is necessary to 

focus on consequences (outcomes or experience) rather than attributes.  

To apply the means-end theory, a method called laddering is used. Laddering 

operates by modelling knowledge as a set of hierarchies which helps to connect 

between the attributes, consequences and the values (goals). Veludo-de-

Oliveira, Ikeda, and Campomar (2006) claim that this technique originated in 

the field of psychology when Hinkle (1965) developed a technique to model 

people’s belief structures in a simple, systematic way, in order to establish 

individual’s super-ordinate personal constructs.  

According to Rugg et al. (2002), the laddering technique with the means-end 

approach has been adapted by marketing, advertising, architecture, 

information technology, and organizational management researchers. In IS 

research, the means-end approach has been used to understand the user 

experience (UX) or human-computer interaction research (Bleumers, Van den 

Broeck, Lievens, & Pierson, 2012; Vanden Abeele, Gajadhar, & De Schutter, 

2009; Zaman, 2005), eliciting information for system development (Rugg et al., 
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2002), SNSs and social media (Cha, Kweon, Choi, Won, & Kim, 2014; Ho, Lin, & 

Carlson Patrick, 2015; Matook, 2013; Pai & Arnott, 2013), group purchase (Xiao, 

Guo, & DAmbra, 2014) and website design (Subramony, 2002). The means-end 

approach has been used in academic research to identify influential factors 

(Frauman & Cunningham, 2001; Klenosky, Gengler, & Mulvey, 1999), 

motivation  (Arsil, Li, Bruwer, & Lyons, 2014; Bonne & Verbeke, 2006; Ho et al., 

2015; Lin & Tu, 2012; van Huylenbroek et al., 2009), comparison between 

variables (Bourne & Jenkins, 2005; Subramony, 2002; Vanden Abeele et al., 

2009; Zaman, 2005), relationship between constructs (Pieters, Baumgartner, & 

Allen, 1995), and new product development (Celis et al., 2013; Subramony, 

2002). The studies that adapt means-end theory and laddering technique used 

the same underlying concepts but academic scholars usually use slightly 

different versions of the approach tailored to the purpose for which it is being 

used (Rugg et al., 2002).  

This research was framed using the means-end theory as it is more independent 

as compared to virtual community-related theories which will be explained in 

the next section. The means-end theory suggests that personal values play the 

most dominant role in directing an individual’s choice (Hawley, 2009).  Means-

end theory with laddering provides a focus and a direction for the “Why” (Why 

is it important?) questions where identifying the core values can have 

significant potential to inform the decision. According to Kuratko, Hornsby, and 

Naffziger (1997) the conventional interview methods produce a shallow 

understanding of what is going on and neglect the relationships between 

motives. The means-end approach has the ability to derive a unique perspective 

based on the personal meaning of members’ participation. The approach 

provides a much richer understanding of the problem, rather than a general 

reported description as in a typical semi-structured interview. By using 

laddering, it is easier to link each factor listed by the sellers and customers and 

compare it to their past relationship. 

The next section will explain the literature on the lifestyle bloggers as well as 

their relationship with the readers in their community.  
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 Lifestyle Bloggers 

This study is focusing on the social commerce practices of the Malay lifestyle 

bloggers community, therefore it is important to address the concept of lifestyle 

bloggers, as well as the background of the community. This section will address 

the concepts related of social ties and homophily, and the sense of virtual 

community. 

Bruns and Jacobs (2006) define blogging as the reverse-chronological posting 

of individually authored entries which include the capacity to provide hypertext 

links and often allow comment-based responses from readers.  Communication 

in blogospheres does not occur in real time unlike instant messaging (Herring 

et al., 2005; Silva, Goel, & Mousavidin, 2008). Rowse and Garrett (2012) claim 

that the contents of personal blogs are usually more personalised and 

conversational than purely informational websites.  

Blogging has become a trend in Malaysia since early 2000 with various types of 

blogs being written as shown in Table 2.1. 

Genre Description 

Personal  Focuses on personal events, thoughts, etc.  

 Most common type  

 Closely related to the lifestyle blog 

 E.g.: www.liya-hopkins.blogspot.com 

Lifestyle  Focuses on personal activities, but of a more social nature 

(parties, travelling, etc.).  

 Closely related to the personal blog, but not so likely to 

include rants, intimate thoughts, etc.  

 E.g.: www.dianaishak.com 

SoPo (Social-

Political) 

 Focuses on social and political commentary.  

 Emphasises the discourse of free speech, etc. 

 E.g.:  www.papagomo.com 

Tech  Focus on ‘geek’ topics: software, gadgets, etc. 
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 E.g.: www.winniekepala.com 

Food  Focus on making and eating food.  

 Restaurant reviews, recipes, etc.  

 E.g.: www.azlitamasammanis.com 

Blogshop  Using a blog as a way to sell goods online. 

 E.g.: www.bajuborongmalaysia.blogspot.com 

Problog  Focus on ways of making money online.  

 Often using the multi-level marketing (MLM) model.   

 Affiliate schemes, eBooks. 

 E.g.: www.greenlightcpa.blogspot.com 

Professional  The blog complements a person’s offline professional 

activity. 

 Some politicians’ blogs can come under this category.  

 Corporate blogs. 

 E.g.: www.najibrazak.com/en/blog 

Niche blogs  Focus on a narrow interest: Hobbies, Religion, Comic, 

Parenting, Food, Tech etc.  

 Useful for search engine optimisation (SEO). 

 E.g.: www.detikislam.blogspot.com 

Table 2.1: Blog genres in Malaysia (Adapted from Hopkins (2010a)) 

Based on Table 2.1, it can be seen that some of the blog genres are overlapping 

with each other. For example the lifestyle genre is closely related to personal 

genre, whilst technology and food blogs are the example of niche blogs.  

According to Malaysian Communications and Multimedia Commission (2013), 

the most popular reasons to blog is in order to document their personal 

experiences and share them with others, with 37.2% of bloggers in Malaysia 

blogging for this reason. Most bloggers in Malaysia start off their blogs using the 

personal genre, which focuses on the everyday life and thoughts of the blogger 

(Hopkins, 2011). They then slowly turn to be more towards the lifestyle genre 

with some personal posts remaining as part of their blogging style. This study 
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argues that the mixture of lifestyle and personal blogs should also be considered 

as lifestyle blogs as the lifestyle genre is fluid, as claimed by Hopkins (2010a). 

This argument can also be supported by the claim made by Abidin (2016), who 

notes that lifestyle bloggers posts are premised on the ordinary routine of their 

lives.  

As the lifestyle genre developed, blogs became increasingly popular, attracting 

commercial interests (Hopkins, 2010a). Some of the lifestyle bloggers began to 

be paid by advertisers for a proportion of advertising space and advertorials in 

their blogs especially influential bloggers who could attract more readers. This 

motivated lifestyle bloggers to keep their readers engaged with their blogs with 

interesting posts which would eventually change the direction of their blogs. 

For example, Lövheim (2011) claims that apart from advertisements, the 

bloggers display their personal life in postings where they review, sell or 

arrange a competition based on certain products, or write about invitations to 

events and meetings. Smith (2010) found that bloggers often begin with a 

personal purpose to explore content possibilities in order to keep higher web 

traffic to their blogs. Therefore, usually bloggers tend to expand content 

considerations beyond original purposes. According to Smith (2010), at this 

stage bloggers will evaluate their participation in the blogging community and 

post something that could be interesting to be read by many readers, or they 

stick with their original intention to create something personal.  

The previous discussion has shown that the blogosphere has evolved from a 

personal diaristic genre to a lifestyle blog genre. They have also become more 

commercialized. In Malaysia, lifestyle bloggers have engaged in a phenomenon 

called blogshops. This phenomenon not only arose amongst the lifestyle 

bloggers but also attracted the attention of those who were not used to blogging 

(Lim, Diaz, & Dash, 2013). However, the non-bloggers who have blogshops are 

beyond the scope of this study which only focuses on the blogshops 

phenomenon for bloggers in the Malay lifestyle blogging community. The 

concept of blogshops is explained briefly in the next section. 
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 Blogshop  

According to Shafie et al. (2011), a blogshop is a blog that acts as a shop or 

store that uses blogging facilities as their trading platform, offering 

personalized services to their customers. The same phenomenon has also 

emerged in Singapore and in some South East Asian countries from the mid-

2000s (Abidin, 2013a; Fletcher & Greenhill, 2009; Lim et al., 2013; Wong, 

2010; Yeung & Ang, 2016). This point is also made by Lim et al. (2013) who 

argue that the practice of using blogs and other social media for e-commerce 

purposes can also be found in other South East Asian countries such as 

Indonesia, Thailand, the Philippines and Brunei although they use different 

terminology to describe blogshops. 

Lim et al. (2013) claim that blogging and selling or purchasing via blogshops 

usually overlaps, which means these activities are not mutually exclusive. In 

addition, in Malaysia, bloggers also use other social media applications such 

as Facebook and Instagram to sell their products (Hassan, Toland, & Tate, 

2016). Using the same strategy as blogshops, the Facebook store and 

Instashop (Instagram) are used to sell and promote their products. 

To explain how they manage to maintain their readership, while evolving 

into a different genre and adding commercial functions, the next section will 

discuss the relationship between lifestyle bloggers and their readers using 

the social network theory. This is followed by discussion on the concept of 

homophily and social ties. 

 Lifestyle Blogs Community as Virtual Community 

Efimova and Hendrick (2005), Merelo-Guervos, Prieto, Rateb, and Tricas 

(2003) and Efimova and De Moor (2005) argue that the development of 

weblog conversational practices is a community-forming effect of blogging. 

This means, when bloggers share thoughts, express opinions, debate ideas, 

and offer suggestions interactively with the readers, it facilitates the 

formulation of special interest communities.  
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Wei (2004) claims that blog communities are normally developed based on 

similar interests, which can form around numerous themes each with its own 

practices and behaviours. This is supported by Blanchard (2004) who claims 

that blogs have the potential to evolve into socially beneficial, self-sustaining 

virtual communities. Blanchard and Markus (2004) suggest that the 

blogosphere can be defined as a virtual community if it has the 

characteristics of virtual settlement. A virtual settlement is a common virtual 

place where people interact online (Chin & Chignell, 2007; Jones, 1997). 

This study focuses on the Malay lifestyle blogs community in Malaysia, 

particularly sub-groups that are involved in social commerce. Granovetter 

(1973) argues that strong ties consist of frequent interactions occurring at 

least twice a week, whereas weak ties are said to consist of interactions 

occurring less than that. In the Malay lifestyle blogs community, daily 

communication often starts in the comments’ sections of an individual blog. 

From the comments sections, communication is expanded to other social 

media sites, for example Facebook, Instagram and Twitter as well as mobile 

applications such as WhatsApp. Therefore this study argues that this 

community describes the strong ties between members, particularly those 

who engaged with interaction in the community. 

Jones (1997) suggests studying a community through its virtual settlement 

and proposes a set of conditions to explain it. The set of conditions includes 

(i) a minimum level of interactivity; (ii) a variety of communicators; (iii) a 

virtual-common-public space where a significant portion of community 

interactions occur; and (iv) a minimum level of sustained stable 

membership. Those conditions presuppose that there is a cyber-space with 

some kind of group interactions that can be studied to identify if a 

community exists. 

However, in the case of a blog community it is usually difficult to find a single 

shared space as a place for a member to interact with other members. 

Efimova and Hendrick (2005) suggest an alternative approach for blog 

communities. They claim that in order to identify the virtual community in 
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blogosphere, clues indicating the likelihood of a community presence and 

assumptions about norms and practices in it can be used as a starting point.  

Efimova and Hendrick (2005) suggest that the following artefacts (refer to 

Table 2.2) can be used as indicators of a weblog community existence:  

Indicators Definition 

Meme paths Indicate influential blogs as a starting point for analysis 

to mapping paths between blogs, in order to identify the 

social structures behind them. 

Blogs reading 

pattern 

Identify the reading list (blogrolls, RSS subscriptions, 

shared blog lines accounts) and the relation between 

reading lists for a group of people, as regular reading of 

a blog is the starting point for establishing or 

maintaining the relationship in blogosphere. 

Linking pattern Links helps to identify connections between blogs. This 

is supported by Merelo-Guervos et al. (2003) and 

Herring et al. (2005). 

Weblog 

conversations 

Discovering conversations could be a strong indicator 

of a shared context and system of relations that enables 

it (Herring et al., 2005). 

“Tribe" marks, 

group spaces 

and blogger 

directories 

Blogs may display indicators of belonging to a 

particular community. 

Table 2.2: The indicators of a weblog community existence 

Blanchard (2004) argues that some blogs, especially active, popular and 

highly referenced blogs, may fit Jones’s (1997) definition of a virtual 

settlement. Having argued that there is a virtual settlement in the Malaysian 

blogging community and a strong sense of community, this study therefore 

claims that the blog community in Malaysia fits the scope of a virtual 

community, which is the focus of this research. 
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One of the main important concepts in a virtual community is the social 

network theory, which can be explained by the concept of social ties and 

homophily that will be described next. 

 Social Network Theory: Social Ties and Homophily 

Social network theory proposes that an online community can be described 

as a social network composed of nodes and edges, representing individuals 

and relationships (Toral, Martínez-Torres, & Barrero, 2010). According to 

Krause, Croft, and James (2007) social networks show who is connected to 

whom in the population and by what relationship. 

According to Valenzuela, Park, and Kee (2009), individuals with a large and 

diverse network of contacts are thought to have more social capital than 

individuals with small social networks. They also suggest that the ties among 

the members differ based on the similarity they encounter in each other. This 

is because social capital is the resources available to people through their 

social interaction (Lin, 2001). 

Social ties in social networks is related to the concept of homophily. 

According to McPherson, Smith-Lovin, and Cook (2001), homophily is the 

principle that contact between similar people occurs at a higher rate than 

among dissimilar people. Homophily in race and ethnicity creates the 

strongest divides, followed by age, religion, education, occupation, and 

gender in general (McPherson et al., 2001). The presence of homophily has 

important implications on how information flows along the social network 

(Currarini & Vega-Redondo, 2013). Granovetter (1973) suggests that the 

stronger the tie connecting two individuals, the more similar they tend to be.  

According to Gatignon and Robertson (1985) and Rogers (1983), the 

concepts of strength of ties and homophily are similar, or synonymous. 

However, this argument is challenged by Brown and Reingen (1987) who put 

a distinction between these constructs. According to Brown and Reingen 

(1987), homophily refers to the similarity in attributes individuals possess 
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who are in relation (e.g., same or different social status), whereas tie strength 

is a relational property that manifests itself in different types of social 

relation. It shows that although ties can be formed based on homophily, tie 

strength is defined by the linear combination of time, emotional intensity, 

intimacy and reciprocity (i.e. mutuality) (Granovetter, 1973). The latter 

argument is also supported by several scholars such as Brown, Broderick, 

and Lee (2007), Granovetter (1981), McPherson, Popielarz, and Drobnic 

(1992) and Xiang, Neville, and Rogati (2010). Although the contexts of their 

studies were different, their findings show that tie strength can be influenced 

by homophily or vice versa. 

There are two types of homophily (Lazarsfeld & Merton, 1954; McPherson et 

al., 2001) which are status homophily and value homophily. Status 

homophily defines a similar social status characteristics such as race or 

religion, whilst value homophily is based on values, attitudes and beliefs, 

which is the tendency to associate with others who think in similar ways, 

regardless of differences in status.  

Gilly, Graham, Wolfinbarger, and Yale (1998) found that the greater the 

homophily between communicators, the more persuasive the message of the 

communicator. In addition, Li and Du (2011) claimed that the greater the 

homophily, the greater the attention a reader will pay to a blog. This claim is 

also supported by the Malaysian Communications and Multimedia 

Commission (2013), that found when readers trust a medium, they tend to 

rely on that medium as their main source of information. Constant visits to 

the same blogs indicates that the readers are interested in getting to know 

the bloggers and able to influence the interactions between bloggers and 

their readers, subsequently strengthening their ties as blogs are able to 

foster social interaction (Boyd & Ellison, 2007; Hodkinson, 2007). 

Haythornthwaite (2002) argues that more mediums are used for 

communication when the social ties getting stronger.  

Abidin (2013a) discusses the concept of interconnectedness between the 

bloggers and their readers in Singapore, which includes (i) immediacy, (ii) 



27 

constancy, (iii) exclusivity, (iv) intimacy and (v) quality. According to Abidin 

(2013a), readers often expect immediacy in their interaction, and remain 

online constantly. In addition readers interpret their interactions with 

bloggers as exclusive dyadic exchanges and perceived sense of intimacy with 

the bloggers. Abidin (2013a) also claims that readers expect the bloggers to 

fulfil their requests beyond what they are capable of. This expectation 

describes the quality that they expected from the bloggers. This situation 

happens because the readers have a sense of familiarity and closeness with 

the bloggers as the bloggers frequently update their blogs (Abidin, 2013a).  

The previous discussion describes the concept of homophily and social ties 

in social networks, which is the basis of the relationship for a community of 

lifestyle bloggers and their readers. However, despite the advantages of 

homophily, past studies have discovered that it can have limitations. For 

example, Ibarra (1992) argues that gender differences in homophily within 

an organization may lead to gender inequalities in the organizational 

distribution of power. This is because men are more likely to form strong ties 

across multiple networks, therefore men appeared to gain greater network 

returns from similar individual and positional resources, as well as the 

benefit of the homophilous relationships. This is in contrast with women 

who are likely to obtain social support and friendship from other women. 

Therefore, women experience the disadvantages of homophily. This is 

similar to what was found by Roth (2004) where homophily is argued to 

contribute to patterns of discrimination in male-dominated occupations. 

Meanwhile, Woodson (2015) in his study of large law firms argued that many 

black associates were disadvantaged by their own homophily preferences, 

which led them to bond with each other and decline networking with more 

influential white partners. This is because mingling with their own race 

resulted in them having less relationship capital with colleagues, as 

compared to their white peers who had more social contact, and therefore 

they were less likely to receive sufficient mentorship support. This shows 

that associating too much with similar people based on the concept of 
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homophily can lead to a risk of missed opportunities being offered by non-

similar others.  

The next section will discuss the sense of virtual community, which is one of 

the factors that can influence participation. The concept of sense of 

community is argued to be relevant to describe why the readers stick to the 

community even once the blogs have included the commerce elements. 

 Sense of Virtual Community 

Sense of virtual community (SOVC) theory evolved from sense of community 

(SOC) theory by McMillan (1976). Sense of community is a feeling that 

members have of belonging; a feeling that members matter to one another 

and to the group, and a shared faith that members’ needs will be met through 

their commitment to be together McMillan (1976). McMillan and Chavis 

(1986) proposed a definition of sense of community which contains four 

elements:  

i. Membership – feeling of belonging or of sharing a sense of personal 

relatedness. 

ii. Influence – a sense of mattering, of making a difference to a group and of 

the group mattering to its members. 

iii. Integration and fulfilment of needs – the feeling that members’ needs 

will be met but the resources received through their membership in the 

group.  

iv. Shared emotional connection – the commitment and belief that 

members have shared and will share history, common places, time 

together and similar experiences. 

The concept of SOC has been applied to the virtual community as the concept 

of SOVC. Thus, researchers such as Koh and Kim (2003), Blanchard (2007), 

Blanchard (2008), Blanchard and Markus (2004), Forster (2004) and Lin 

(2007) have tried to explain membership in virtual communities. SOVC is 

defined as a member’s feeling of belonging, identity and attachment to each 
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other in computer-mediated communication (Blanchard, 2007; Tsai, Cheng, 

& Chen, 2011).  

Nonetheless due to the different environment, some researchers doubt 

whether the traditional SOC measures can be applied to the virtual setting 

(Abfalter, Zaglia, & Mueller, 2012). Despite the argument that SOC can’t be 

applied to virtual community, other researchers however found evidence to 

support a different view of the virtual context. Obst, Zinkiewicz, and Smith 

(2002) in their research on SOVC found that the members of the virtual 

community experience SOC as found by McMillan and Chavis (1986). 

Researchers such as Koh and Kim (2003) and Blanchard and Markus (2004) 

further investigated McMillan and Chavis’s SOC and found that although SOC 

components exist in SOVC, nonetheless, the components according to the 

different virtual communities.  Blanchard and Markus (2004) propose that 

the differences could be due to the specific nature of interaction in the online 

environment.  

Koh and Kim (2003) suggest the following as the components of SOVC:  

i. Membership - feeling of belonging to a virtual community (Koh & Kim, 

2003); self-reinforcing aspect boundaries, emotional safety, personal 

investment (to become a valuable member), sense of belonging, 

identification with other group members and a common symbol system 

(Rosenbaum, Ostrom, & Kuntze, 2005). 

ii. Influence - making a difference in their virtual community (Koh & Kim, 

2003); members’  perception of impact on the community and the 

amount of influence the community has over the individual member. 

iii. Immersion - dominated by the start of flow caused by human-machine 

interaction (Koh & Kim, 2003). According to Koh and Kim (2003), flow 

is the term used to describe the holistic sensation that people feel when 

they act with total involvement. The term is applicable for virtual 

community as the members tend to display immersive behaviour when 

participating in virtual community. Virtual community characteristics 

like anonymity, addictive behaviour, and voluntary behaviour (Koh & 
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Kim, 2003) may imply a state of immersion (Csikszentmihalyi, 1975; 

Kiesler, Zubrow, Moses, & Geller, 1985; Young, 1996).  

This study adopts the SOVC components as proposed by Koh and Kim (2003) 

to identify the SOVC in the community chosen for this research.  

SOVC has been found by many researchers to be one of the important factors 

that can influence the sustainability of the community as well as promoting 

positive outcomes from the community (Sutanto, Kankanhalli, & Tan, 2011). 

Tsai et al. (2011) claim that SOVC appears to lead to increased satisfaction 

and communication with the virtual community as well as to greater trust 

and social interaction. In addition, Ellonen, Kosonen, Tarkiainen, and Tonteri 

(2013) claim that the SOVC strengthens the online community and results in 

positive business-related outcomes. Meanwhile, Chen, Yang, and Tang 

(2013) found that SOVC plays full mediating roles in the relationship 

between attitude toward the virtual community and knowledge contribution 

intention in the community. 

The previous discussion indicates that the SOVC is likely to influence 

members’ participation behaviour, although Blanchard and Markus (2004) 

claim that SOVC is not uniform for each member due to the fact that members 

experience the SOVC based on their personal perception. Based on the 

discussion, this study concludes that the community is one of the most 

important elements that can influence the successful implementation of 

social commerce. This study suggests that in the Malay lifestyle blogging 

community, SOVC is likely to influence the members not only to continue 

participating in virtual community but also to participate in commerce 

activities within the community. Active participation from both businesses 

and customers is essential to support the business strategies in social 

commerce. This study proposes that the role of virtual community within the 

social commerce environment needs to be recognized in order to improve 

business strategies for those businesses that implement social commerce.  
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Section 2.2 and its sub-sections discusses the concept of blogshops. In 

addition it also describes the blogging community. The next section will 

discuss the concept of trust and how it relates to this study. Trust is one of 

the important elements in maintaining the strength of social ties (refer to 

Section 2.2.3) is by having high level of trust in the community, particularly 

when it involves element of commerce. 

 Trust  

Issues of trust have been studied by many scholars in the e-commerce and 

social commerce field. Lu, Zhao, and Wang (2010) stated that trust can be a 

major factor that affects the prosperity and success of e-commerce 

implementation. Therefore it is considered as an important topic that needs to 

be addressed in commerce related studies. As the community chosen for this 

study has element of both e-commerce and community interactions, the 

concept of trust in this section will mostly be reviewed from the perspective of 

e-commerce/social commerce, trust and social networking trust. 

Many disciplines have their own definitions of trust. For example, Mayer, Davis, 

and Schoorman (1995)  define trust in organizations as the willingness of a 

party to be vulnerable to the actions of another party based on the expectation 

that the other will perform a particular action important to the trustor, 

irrespective of the ability to monitor or control that other party. In regard with 

trust in e-commerce, Gefen (2000) defines it as a single dimension construct 

dealing with a consumer's assessment that the vendor is trustworthy, whilst 

Gao (2010) defines it as a willingness to rely on an exchange partner in whom 

one has confidence.   

In e-commerce research, various antecedents of trust have been discussed as 

the trust concept is vital in this field. There are numerous factors that could 

influence online trust, such as (i) customer-brand and customer-product 

relationship (Laroche, Habibi, & Richard, 2013), (ii) size of firm (Jarvenpaa, 

Tractinsky, & Saarinen, 1999) and (iii) offline trust (Qing, Huang, & Xu, 2008). 
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Table 2.3 explains some of the previous works on trust antecedents based on 

the category of trust that have been explored in e-commerce related research.
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Category Definition Trust Antecedents Researchers  

Knowledge-based trust   Predictable trust based on the information 

one has on the other party. 

 Formed over time with increased knowledge 

about each other, represents a relatively 

strong bonding between two parties and is 

practical for an exchange relationship 

(Lewicki & Bunker, 1995). 

 Grounded in the knowledge of the other 

trading partner (that is the trustee) which 

allows the trustor to understand and predict 

the behaviour of the trustee (Ratnasingham, 

1998). 

Familiarity; Brand; 

Reputation; Website 

quality; Customer service 

Hsu (2008); Lu et al. 

(2010); Dong et al. (2015) 

Relational-based trust  Relational aspect of trust defines trust built 

up over time as a result of repeated 

interactions between the trustor and 

trustee.  

Reliability; Dependability  Sherchan, Nepal, and Paris 

(2013); Rousseau, Sitkin, 

Burt, and Camerer (1998); 

Hartmann, Klink, and 
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 Information available to the trustor from 

within the relationship itself forms the basis 

of relational trust. 

 Frequent, longer- term interaction leads to 

the formation of attachments based upon 

reciprocated interpersonal care and concern 

as the emotion is included in the relationship 

(McAllister, 1995). 

Simons (2015); Whelan 

(2016) 

Identification-based trust  Based on shared interests and values 

(Lewicki & Bunker, 1995). 

 Based on empathy and common values with 

the other trading partners’ desires and 

intentions, to the point that one trading 

partner is able to act as an agent for the other 

with the evolution of time (Ratnasingham, 

1998).  

Joint-values; Strong 

emotional ties; Respect to 

sellers 

Grabner-Kräuter and 

Bitter (2015); Hernandez 

and Jimenez (2011); 

Tamjidyamcholo, Baba, 

Tamjid, and Gholipour 

(2013) 
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Personality-based trust  Defined as the extent to which one displays 

a consistent tendency to be willing to 

depend on others across a broad spectrum 

of situations and persons. 

Propensity to trust Hsu (2008); Lu et al. 

(2010); Pangil and Moi 

Chan (2014); Karpiscak 

and Gordon (2013) 

Institution-based trust  Individual’s trust is affected by the norms 

and rules of surrounding institution. 

 One believes the necessary impersonal 

structures are in place to enable one to act in 

anticipation of a successful future 

endeavour (Shapiro, Sheppard, & Cheraskin, 

1992; Zucker, 1986). 

System assurances; Third 

party assurances; 

Situational normality  

Hsu (2008); McKnight, 

Choudhury, and Kacmar 

(2002); Lu et al. (2010); 

Pavlou and Gefen (2004); 

Lu, Zeng, and Fan (2016); 

Amoroso (2013) 
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Cognition-based trust 

 

 Trust was created based on information 

gathered through the interaction sets.  

 Involve a person’s use of evidence and 

analysis to form attributes of the trust 

components, representing the rationale part 

of human judgment, and distinguish it from 

affect-based trust that stems from affective 

bonds among individuals (McAllister, 1995). 

 Low level of trust (Chen & Dhillon, 2003). 

 How trust is built on first impressions rather 

than through experiential personal 

interactions (Gefen, Karahanna, & Straub, 

2003). 

Reliability; Integrity; 

Competence; 

Responsibility; Level of 

familiarity 

 

 

 

 

 

 

 

 

 

McAllister (1995); 

Rempel, Holmes, and 

Zanna (1985);  

Mayer et al. (1995); Goto 

(1996); Cook and Wall 

(1980); Chen, Rau, and 

Kolz (2013). 

Personality-based trust 

 

 Trust can be traced to the infancy seeking 

and receiving help from caretakers. 

Disposition to trust; 

Situational decision to 

trust 

Lu et al. (2010); Mansour, 

Kooli, and Utama (2014) 

Table 2.3: Trust antecedents based on categories of trust
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Table 2.3 shows that there are various factors that can influence trust in e-

commerce related studies. Some of the categories are related to each other but 

were given different references as scholars explained them in different 

contexts. For example Coleman and Coleman (1994) refer the relational trust 

as identity-based trust, whilst McAllister (1995) refers it as affective trust.  

Bloggers are said to be able to develop relational trust with their audience (Yang 

& Lim, 2009). In addition, Colucci and Cho (2014) found that trust toward blogs 

by a blog reader is built on judgments along three dimensions: (i) content – 

authenticity, curation, and the frequency of posts, (ii) design – aesthetics, 

organization, and image quality, and (iii) the perception of a blogger – perceived 

expertise/reputation and motives of the blogger. As this study is focusing on the 

prior relationship between bloggers and the readers and how it impacts their 

relationship as sellers and customers, this study proposes that the trust in this 

community is likely to be influenced by knowledge based trust (information 

about the bloggers; familiarity), cognition based trust (perceived similarity) 

and relational trust (repeated interaction).  

Gefen (2000) argues that in other domains, trust is usually built up in a gradual 

manner through ongoing interactions as found by Hart and Saunders (1997) 

and Hosmer (1995), where ongoing interaction will create a belief in the ability, 

integrity and intention of the trusted. By having ongoing interactions, beliefs 

concerning the ability, integrity, and intentions of the trusted party will be 

acquired and will consequently influence their trust to the party as found by 

Kumar (1996), Mayer et al. (1995) and Ramaswami, Srinivasan, and Gorton 

(1997). Gefen (2000) argues that this type of trust-building requires extensive 

ongoing two-way interaction which is missing from interaction on the web. The 

argument made by Gefen (2000) was valid at the time of his study, before Web 

2.0 technologies was introduced. Since the technology has changed, two-way 

interactions are now available in various social network platforms. Therefore, 

this study suggests that in a social commerce environment where 

communication between businesses and customers is possible, trust could be 

developed based on the ongoing interaction. 
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In a social networking environment, Ridings, Gefen, and Arinze (2002) claimed 

that trust can be regarded as personal trust, where it exists between two  

unfamiliar parties. Sherchan et al. (2013) argue that the lack of trust in social 

networks goes against their vision of connecting like-minded people, as 

members may not feel comfortable expressing their opinions and sharing ideas. 

According to Dwyer, Hiltz, and Passerini (2007), the trust on the Facebook 

platform and its community are likely to influence the willingness of the 

members to share information. However for a platform such as MySpace, trust 

is not as necessary in the building of new relationship. Dwyer et al. (2007) found 

that Facebook members use the site to manage relationships initiated offline 

which includes maintaining contact with people they already know whilst 

MySpace is more likely to be about creating a new relationship. Their findings 

show that social network platforms with different usage goals are likely to 

influence the way new friendships are built. In addition, Fogel and Nehmad 

(2009) found that Facebook as a platform has a greater sense of trust than 

MySpace. According to Fogel and Nehmad (2009), the reason is that Facebook 

users believe that their contract with Facebook will not be breached, which 

helps to maintain a level of trust. It influences Facebook users to share more of 

their personal information on Facebook. Meanwhile, MySpace users in Fogel 

and Nehmad’s (2009) study believe that their contract with MySpace has been 

breached and hence do not maintain the same level of trust that is given for 

Facebook. 

In terms of the willingness to share information, similar findings to Dwyer et al. 

(2007) have also been found by Shin (2010) who claims that trust leads to 

users’ willingness to share information. Shin’s (2010) findings show that trust 

in the ability of Facebook will lead to a user’s tendency to share more 

information. Meanwhile Hampton, Goulet, Rainie, and Purcell (2011) found that 

there is a significant relationship between the use of social networking and 

trust, but only for those who use Facebook, not other social networking 

platforms. 
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The previous discussion shows that the trust in social network studies can be 

viewed from different points of view, which include trust in the platform itself 

and trust in the members. Levels of trust vary and can be influenced by the goals 

of their usage. Nonetheless, many researchers (Dwyer et al., 2007; Fogel & 

Nehmad, 2009; Hampton et al., 2011; Shin, 2010) have focused more on trust in 

the social network platform itself rather than trust between members, which is 

a gap in the research.  

 Trust Transfer Theory 

The literature shows that trust may be transferred from one source to another 

source (Buntain & Golbeck, 2015; Chen, Huang, Davison, & Hua, 2015; Lee, 

Kang, & McKnight, 2007; Qing et al., 2008; Stewart, 1999, 2003; Stewart & 

Zhang, 2003; Wang, Shen, & Sun, 2013). It is considered to be a cognitive 

process where trust is transferred when it is induced by the perception of 

relatedness between one source and another source of trust. The perception of 

relatedness includes their similarity, closeness and common fate.  

Stewart (2003) has proven that the trust transfer from one target to another 

occurs based on perceived entitativity of the targets. According to Campbell 

(1958), perceived entitativity is the degree to which a collection of individuals 

is perceived as forming a group. By examining the manner of how perceived 

entitativity influences information processing where perceivers expect 

consistency, one can identify how perceptions of relatedness may cause the 

transfer to occur. Different types of interaction can cause perceptions of 

entitativity, therefore Stewart (2003) argues that the greater the perceived 

interaction and similarity between the unknown target and the trusted target, 

the more positive the initial trusting beliefs about the unknown target will be.  

Trust transfer theory has been used in many diverse settings (Stewart, 2003). 

Buntain and Golbeck (2015) claim that research into trust transfer has become 

increasingly important in distributed networks, social networks and e-

commerce. According to Lee et al. (2007) and Wang et al. (2013), the problem 

of lack of trust in e-commerce context is likely to be solved by the trust transfer 
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process. In the online context it has been used to describe the roles of trust 

transfer e-commerce acceptance, purchase intention (Stewart, 2003), e-Word 

of Mouth (WOM) intention, e-commerce company trust and trust in platform 

(Shi & Chow, 2015), and e-commerce website trust (McKnight, Choudhury, & 

Kacmar, 2000).  

Table 2.4 shows some of the trust transfer constructs for previous research in 

social commerce, e-commerce and the World Wide Web. The table explains how 

trust was transferred from one context to other different contexts. 

Scholars Findings Context 

Chen and Shen 

(2015) 

 Trust in platform  Trust in Seller  Purchase intention in 

C2C online shopping 

Qing et al. 

(2008)  

 Offline trust  Initial online trust  Purchase intention 

Stewart 

(1999) 

 Hypertext links trust  Initial 

trust on unknown websites 

 Non-web business trust  initial 

trust on unknown websites 

Websites trust 

Lee, Park, and 

Han (2011) 

 Trust in online shopping mall  

Credibility of online customers 

review 

Purchase intention in 

e-commerce website 

Shi and Chow 

(2015) 

 Social commerce trust 

(information based and 

identification based)  Company 

trust 

E-WOM intention in 

social commerce 

Ng (2013)  Trust in members (closeness and 

familiarity)  Trust in social 

network community 

Purchase intention in 

social commerce 

McKnight et al. 

(2000) 

 Institution-based trust  Trust in 

web business  

Trust intention 

(Proposition) 
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Jiang, Jones, 

and Javie 

(2008) 

 Trusted Third Party Certification 

 Consumer trust in online 

transaction 

Online shopping 

 

Lu et al. 

(2010) 

 Trust in Member  Trust in 

vendor 

C2C purchase 

intention 

Table 2.4: Past studies on trust transfer theory 

However, the existing literature on trust transfer in social commerce seems to 

ignore the influence of different types of community. Much of the trust transfer 

theory in the social commerce domain only focuses on specific brand 

communities that have been initiated by e-commerce companies. In addition, 

previous research gives too much attention to the relationship of members in a 

community of customers and tends to overlook the relationship between 

customers and micro-business sellers.  This study argues that the trust transfer 

is likely to be happening in the selected community as the members change 

from their roles as bloggers and readers to sellers and customers. The trust that 

they hold as bloggers and readers could be transferred to trust as sellers and 

customers. 

 Social Support in Virtual Community 

The strength of social ties, as explained in Section 2.2.3 can also be described by 

the practice of social support (Granovetter, 1973). Mathwick, Wiertz, and De 

Ruyter (2008) found that virtual communities are maintained by the normative 

influences that impose a moral responsibility to volunteer and to reciprocate. 

According to Baym (1997), Ridings and Gefen (2004), Preece (1999), Rheingold 

(1996) and Greer (2000), exchange of support among members is one of the 

characteristics of virtual community. Therefore, the concept of social support in 

virtual community will be explained further in order to understand the tie 

strength in the community. 

Social support refers to members’ experiences of being cared for, being 

responded to, and being helped by members. Thoits (1982) defines social 
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support as the degree to which a person's basic social needs are gratified 

through interaction with others. Malecki and Demaray (2003) view social 

support as an individual’s perception of general support or specific supportive 

behaviours from people in their social network. Ashton and Fuehrer (1993) 

claim that helping can be seen as a subtype of social support. In addition, Kahn 

and Antonucci (1980) and Norbeck, Lindsey, and Carrieri (1981) claim that 

liking, admiration, respect and love are considered as affective transaction that 

can influence members to provide social support. Wasko and Faraj (2000) claim 

that members of virtual community help others because “it is the right thing to 

do” and it indicates their moral obligation. In return  they achieve intrinsic 

satisfaction and self-actualization (Wasko & Faraj, 2000). 

There are four types of social support, which include (i) emotional support (ii) 

instrumental support, (iii) informational support, and (iv) appraisal support 

(Barrera Jr, 1986; Barrera & Ainlay, 1983; Hwang et al., 2011; Langford, 

Bowsher, Maloney, & Lillis, 1997; Norbeck et al., 1981; Sarason, Shearin, Pierce, 

& Sarason, 1987; Sarason, Sarason, Shearin, & Pierce, 1987). Emotional support 

describes a basic provision of close personal relationships (Cunningham & 

Wilkins, 2009). Tsuchihashi-Makaya, Kato, Chishaki, Takeshita, and Tsutsui 

(2009) define it as empathy and understanding, having positive effects, and 

encouraging expressions of feelings. It includes the verbal and non-verbal 

communication of concern and care, and involves listening, empathising, 

comforting, and reassuring (Aggarwal, Liao, & Mosca, 2008; Helgeson & Cohen, 

1996).  

Informational support is defined as advice, directives, or information 

communicated directly to an individual in coping with problems (House, 1981; 

Murray, 2000) whilst appraisal support involves the communication of 

information that is relevant to self-evaluation through processes such as social 

comparison, rather than problem solving (House, 1981). Often informational 

support is considered similar to appraisal support as it involves information 

given to other party. In addition, appraisal support which is described as 

support that happened when someone offers information that allows the other 



43 

person to make an informed decision on their own (House, 1981) is also argued 

to be similar to emotional support (Wills, 1985).  

Lastly, instrumental support is provision of tangible resources for solving 

practical problems (Wilson et al., 1999). Informational support is the most 

common social support practice in the community (Welbourne, Blanchard, & 

Boughton, 2009). Meanwhile, Coursaris and Liu (2009), Braithwaite, Waldron, 

and Finn (1999), Chang (2009) and Hwang et al. (2011) argue that instrumental 

support is rarely provided in a virtual community as compared to informational 

and emotional support because of the virtual nature of the interaction. 

Past studies have shown that many people join virtual communities mainly for 

dispelling their loneliness, finding encouragement, meeting like-minded others, 

and receiving companionship and social support (McKenna & Bargh, 1999; 

Ridings & Gefen, 2004; Sproull & Faraj, 1997; Wellman & Gulia, 1999). This 

shows that generally social support is a common practice in many virtual 

communities which also means that it is important to address the social support 

practice in virtual community related research.  

Ridings and Gefen (2004) argue that friendships and social support are a central 

part of human life and interaction with others whilst  Liang et al. (2011), found 

that in the social commerce environment, a direct outcome of social support is 

enhanced relationship quality, which is known to lead to higher customer 

loyalty.  

Since the members of the community chosen for this study are involved in  

multiple roles, this study argues that the role of social support are likely to 

influence their relationship as bloggers and readers, as well as their 

relationship as sellers and customers.  

 Defining Social Commerce 

In recent years, there has been increasing research interest in social commerce. 

For example, recently, many IS conferences have included social commerce 
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related studies in their tracks, such as the Australasian Conference on 

Information System, and the International Conference on Information Systems.  

Several attempts have been made by academic researchers and practitioners to 

define social commerce (refer to Table 2.5). At present, there is still debate 

among them regarding the definitions and scope of social commerce. One group 

of academics and practitioners defines social commerce as a community of 

shoppers who share knowledge and sources on product information, which also 

includes assistance from trusted individuals on goods and services sold online 

(Beach, 2005; Beisel, 2005; Decker, 2007; Gregoriadis, 2007; Pagani & 

Mirabello, 2011; Rubel, 2006). This is similar to the definition by Raito (2007) 

who argues that social commerce is a trusted environment where customers 

dynamically contribute content for the referral and sale of goods or services 

through positive and negative feedback. However, Raito’s definition is slightly 

different from the others as he specified that the trusted environment in social 

commerce is based on a network of friends and family only. 

The second group argues that social commerce is a subset of e-commerce that 

involves the use of social media to support social interaction and user 

contributions, which assist the online buying and selling of products and 

services (Liang et al., 2011; Marsden, 2009; Turban et al., 2012; Wang & Zhang, 

2012). This is similar to the definition given by Gibbons (2008), Deragon 

(2008), Matsumoto (2009), Afrasiabi and Benyoucef (2011), and Weaver 

(2010), who define social commerce as the use of social media in the context of 

e-commerce or a form of commerce mediated by social media.  

The third section consists of only one definition by Stephen and Toubia (2010), 

who define social commerce as the marketplace where the individual sellers, 

instead of firms; are connected with each other through social networks. Based 

on this definition, it is clear that Stephen and Toubia (2010) do not include 

customers’ activities under the scope of social commerce. According to them, 

customers’ activities within products or services sold via social media are 

referred to as social shopping. However, this argument has been challenged by 

other researchers. For example, Wang (2009) states that social shopping and 
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social commerce are the same concept, which is a new type of e-commerce 

linking shopping and social networking through social media.  

Based on these definitions, it can be seen that the term social commerce 

originated from the idea of knowledge sharing about goods and/or services 

among customers. This study argues that both activities by seller and customer 

via social media platforms should be considered when defining social 

commerce, as the nature of commerce involves both parties. Therefore, the 

definition by Marsden (2009), Gibbons (2008), Deragon (2008), Weaver 

(2010), Afrasiabi and Benyoucef (2011), Liang et al. (2011), Wang and Zhang 

(2012), and Turban et al. (2012) are adopted in this study as a working 

definition. As previously discussed, they define social commerce as a subset of 

e-commerce that involves social media technologies, community interactions, 

and commercial activities. 

Therefore, for the purpose of this study, social commerce will be defined as:  

“Online selling and buying activities using social media technologies and/or 

platforms within a participating community”. 

Table 2.5 compares definitions by several scholars and practitioners and 

identifies key themes and areas of commonality.
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Beach (2005)  Sources for product information and 

advice from the community. For 

example: The Shoposphere and Pick 

Lists. It is a list of products on any topic, 

and can include any of the 90 million 

products available through Yahoo! 

Shopping.  

/  /  / /  

Rubel (2006)  Places where people can collaborate 

online, get advice from trusted 

individuals, find goods and services and 

then purchase them. 

/  /  / /  
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Beisel (2005)  Subset of advertorial content, where 

content is the advertising generated by 

a friend to provide consumers with rich 

social context and relevancy to the 

purchases which they are making. 

/  /     

Decker (2007)  Strategy of connecting customers to 

customers online and leveraging those 

connections for commercial purpose. 

/    /   

Gregoriadis 

(2007) 

 Customers having the means to interact 

with one another in order to make 

better buying decisions. 

/  /  /   

Pagani and 

Mirabello (2011) 

 New form of e-commerce that uses 

social media networks to support social 

interaction and user contributions to 

assist in the online buying and selling of 

products and services. 

/ / / / / /  
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Raito (2007)  A trusted environment where friends, 

family and acquaintances dynamically 

contribute content to the referral and 

sale of goods and services though 

positive and negative feedback, 

reviews, ratings and testimonials 

regarding their experiences past & 

present. 

 A trusted environment in which 

prospective consumers make buying 

decisions based on the advice of a 

network of friends and family, not 

strangers they don’t know or trust. 

/  / 
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Marsden (2009)  A subset of electronic commerce that 

involves using social media, online 

media that supports social interaction 

and user contributions, to assist in the 

online buying and selling of products 

and services.  

 The use of social media in the context of 

e-commerce. 

/ /  / / / / 
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Liang et al. (2011)  Conducting various types of 

commercial activities on social media to 

take advantage of online social capital. 

/ /  / / / / 

Wang and Zhang 

(2012)      

 Social commerce is a form of commerce 

mediated by social media and is 

converging both online and offline 

environments. 

/ /  / / / / 

Turban et al. 

(2012) 

 Social commerce is the second 

generation of e-commerce that 

promotes the activities conducted in 

social networks or by using social 

software. 

/ /  / / / / 

Gibbons (2008)  Monetizing social media sites.  

 Applications that transform a profile 

page on a social network into an online 

store complete with payment 

processing. 

/ /  / / / / 

Deragon (2008)  Conducting commerce using social 

networks. 

/ /  / /  / 
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Matsumoto (2009)   Enable consumers to browse, view, and 

add products to a shopping cart, within 

the context of a social site, like Facebook 

or a blog. 

/ /  / / / / 

Afrasiabi and 

Benyoucef (2011) 

 Networks of sellers and networks of 

customers; evolution of e-commerce 1.0 

(one to one interaction) into a more 

social and interactive form of e-

commerce. 

/ /  / / / / 

Wang (2009)        A new type of e-commerce linking 

shopping and social networking 

through media. 

/ /  / / / / 

Weaver (2010)  Selling with social media. / /  / /  / 
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3 

Stephen and 

Toubia (2010) 

 Emerging trend in which sellers are 

connected in online social networks, 

and where sellers are individuals 

instead of firms.  

*The distinction between social shopping 

and social commerce is that while social 

shopping connects customers, social 

commerce connects sellers. 

/ /  /    

Table 2.5:   Social commerce definitions (Adapted from Wang and Zhang (2012)) 
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2.6.1 Past Studies on Social Commerce 

Social commerce has recently attracted the attention of many scholars. It has 

been shown that previous studies on social commerce have explored various 

issues on the businesses, as well as the customers. In order to explain the 

past studies, the discussion will be based on the main focus for this study, (i) 

businesses and (ii) customers. 

Evidence from the literature shows that for the businesses, the majority of 

social commerce related research has focused on medium to large 

organizations (Augar & Zeleznikow, 2013). This includes studies on (i) social 

media/ social commerce strategy for businesses (Constantinides & Fountain, 

2008; Culnan et al., 2010; Jarvenpaa & Tuunainen, 2012; Mangold & Faulds, 

2009; Michaelidou, Siamagka, & Christodoulides, 2011; Parise & Guinan, 

2008; Saundage & Lee, 2011; Schaupp & Bélanger, 2016; Senadheera, 

Warren, & Leitch, 2011), (ii) social commerce model (Kim, 2013; Wu, Xu, Mo, 

& Liao, 2015; Yadav, De Valck, Hennig-Thurau, Hoffman, & Spann, 2013), (iii) 

social commerce website design features (Curty & Zhang, 2013; Huang & 

Benyoucef, 2013), (iv) perceptions gap between businesses and customers 

(Baird & Parasnis, 2011a), and (v) ROI measurement (Fisher, 2009; Hoffman 

& Fodor, 2010).  

The way micro-businesses operate social commerce is not very thoroughly 

researched as compared to the amount of work on larger organizations. 

Although there are some studies that focus on small businesses use of social 

media (Augar & Zeleznikow, 2013; Lee, DeWester, & Park, 2008; Mandal & 

McQueen, 2012; Michaelidou et al., 2011; Stephen & Toubia, 2010), the focus 

of their studies is on adoption. The direction of their research is different 

from this study as it doesn’t take community interaction into consideration. 

This is because the phenomenon where businesses are part of the 

community is relatively new but has been widely practiced by some South 

East Asian countries as claimed by Abidin (2013a), Fletcher and Greenhill 

(2009), Lim et al. (2013) and Wong (2010).  
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Hence, this study argues that there are further areas that need to be explored 

in order to fully understand the sellers’ motivation. This is especially needed 

in the area of virtual community participation where most studies have 

focused on communities of customers. Micro-businesses that have good 

relationships with their customers should be emphasised in order to 

understand social commerce adoption for different models of 

implementation. This awareness of the role of relationships in virtual 

communities in e-commerce has led this study to explore the factors that 

contribute to the motivation of those who venture into social commerce. It is 

particularly important in social commerce because relationships are an 

essential foundation on which social commerce is built. Missing key items of 

information may lead to ambiguous conclusions in both virtual community 

and social commerce studies. The roles of social ties and homophily as well 

as the sense of virtual community need to be addressed in social commerce 

studies as these concepts are closely related to the relationships within a 

social commerce community.  

Meanwhile, research on the customers of social commerce has explored the 

combination of (i) social commerce/brand community (Liang et al. 2011; 

Hajli, 2015; Zhang et al., 2014; Wang & Hajli, 2014; Sun, Wei, Fan, Lu & Gupta, 

2016), (ii) customers’ behavioural intention (Farivar, Yuan, & Turel, 2016; 

Hsiao, Chuan-Chuan Lin, Wang, Lu, & Yu, 2010; Liang et al., 2011; Todri & 

Adamopoulos, 2014; Zhang, Lu, Gupta, & Zhao, 2014), and (iii) trust (Bansal 

& Chen, 2011; Farivar et al., 2016; Hsiao et al., 2010; Kim & Park, 2013).  

The studies that focus on the community in social commerce such as Liang et 

al. (2011), Hajli (2015), Zhang et al. (2014) and Wang & Hajli (2014) have 

found that participation in social commerce is likely to be influenced by 

social support in the community. The communities studied by Liang et al. 

(2011), Hajli (2015), Zhang et al. (2014) and Wang & Hajli (2014) include the 

micro-blogging community, Facebook community, Renren3 community and 

SinaWeibo3 community. Although the nature of the said communities are 

                                                             
3 Renren and SinaWeibo are the premier social network platforms in China. 
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different as they are using different platforms that might influence how they 

practice social support, nonetheless, they found that social support is an 

important element in social commerce intention. These findings show that 

the inclusion of social support in social commerce research can contribute to 

our understanding of users’ commercial behaviour.  

Meanwhile, Hajli (2015) investigated social media constructs such as forums 

and communities, ratings and reviews, and recommendations and referrals, 

and the role such constructs play within social commerce environments. He 

found that consumers are increasingly using these constructs as a medium 

for social interaction. The interactions eventually lead them to become closer 

to each other, which influences their participation. 

The previous discussions show that the studies that are related to 

community participation are mostly focused on the customers’ community. 

Although the studies (Hajli, 2015; Liang et al., 2011; Wang & Hajli, 2014; 

Zhang et al., 2014) were discovered to have significant findings related to 

relationship quality and social support, nonetheless the contexts chosen for 

their studies didn’t include a consideration of the interaction between sellers 

and the customers in the same community, identifying a gap in this area of 

research. This study therefore argues that there is a need to understand 

sellers and customers in the same community as each community has certain 

unique characteristics that needs to be investigated in order to contribute 

new knowledge to the social commerce domain.  

In addition, based on the previous studies by Baird and Parasnis (2011a), 

there exists perception gaps between businesses expectation and customers’ 

motivation in social commerce. Thus, there is a need for scholars to explore 

the motivational factors for participation for both businesses and the 

customers in the same business environment.  
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2.6.2 Motivation to Participate in Social Commerce by Micro-

businesses 

This section covers related studies on micro-businesses, particularly the 

goals of the micro-business owner for operating businesses. It is important 

to investigate the goals of micro-businesses in different contexts as it will 

give more insight for this study.  

Micro-businesses are generally defined as businesses operating with fewer 

than nine employees (Storey & Curran, 2000). According to Helen Samujh 

(2011), micro-businesses have an important role in contributing towards a 

stable and sustainable social and economic community environment. This 

research will use the term micro-business to describe the type of businesses 

run by the bloggers in this community. Note that the micro-businesses 

chosen in the scope of this study started their businesses after being engaged 

as bloggers in the community. In order to understand the sellers’ motivation 

to participate in social commerce, there is a need to discuss past studies on 

the goals of micro-businesses.  

Greenbank (2001) argues that the goal of micro-business owners in general 

relate to both business and personal objectives which include (i) personal 

economic objectives (i.e. high or higher income, satisfactory income, money 

for luxuries), (ii) personal non-economic objectives (e.g. job satisfaction, 

control, flexibility, reasonable hours), and (iii) business objectives (i.e. profit 

maximisation, survival, employment maintenance, business establishment, 

growth). Greenbank (2001) found that these objectives are influenced by 

individual context (relates to inherited or learned behaviours, abilities, 

perceptions and beliefs), social context (e.g. education, networks of friends) 

and economic context (economic desires and needs of business owner), 

hence the wide range of goals. 

The motivational factors for the micro-businesses venture in social 

commerce or adopting social media have not been studied by many 

researchers. This study argues that the reason for this could be because of 
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the obvious factors related to the advantages of using social media, for 

example cost-effectiveness and the potential of making profits.  

Nonetheless there are several studies highlighting the factors for social 

media adoption by micro-businesses, such as Augar and Zeleznikow (2013) 

who found that absence of cost, minimal risk, pleasant experience on 

feedback, and competitive advantages are amongst the motivators. In 

addition, Mandal and McQueen (2012) found that micro-business owners 

use social media in order to achieve their goals which include (i) gaining new 

customers, (ii) engaging customers, and (iii) WOM marketing.  

The following table (refer to Table 2.6) shows some of the advantages of 

adopting social media, Web 2.0, and/or social commerce by businesses. 

Although some of the advantages were briefly mentioned in previous 

research, this study argues that it is important to acknowledge it in order to 

understand more about the motivational factors for micro-businesses in 

social commerce participation. This is because by reviewing the advantages 

of Web 2.0 to the businesses, this study can investigate the opportunities that 

can be taken by the micro-business sellers by leveraging technology in their 

business. This study argues that the advantages of using these technologies 

could be represented as a motivator to participate in social commerce. 

Factors Scholars Context of Studies 

Business Opportunity Curty and Zhang 

(2011); Wang and 

Zhang (2012) 

Social commerce 

Marketing 

Strategy/Opportunity  

Berthon, Pitt, 

Plangger, and Shapiro 

(2012)  

Web 2.0/social media 

Curty and Zhang 

(2011) 

Social commerce 
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Increase Customer 

Advocacy 

Baird and Parasnis 

(2011a); Baird and 

Parasnis (2011b) 

Social CRM 

New supporters 

(Online Supporters) 

Naylor, Lamberton, 

and West (2012) 

Best practices of the 

use of social media to 

bolster brand 

evaluations 

Potential for Making 

Profit 

Crum (2010); Wang 

and Zhang (2012) 

Social commerce 

Sustainability Issues 

(Trust) 

Zhou, Zhang, and 

Zimmermann (2013) 

Social commerce 

Cost-Effectiveness  Delerue and Hopkins 

(2012) 

Social commerce 

Harris and Rae (2009) Web 2.0 

Singh, Davison, and 

Wickramasinghe 

(2010) 

Organisational use of 

Web 2.0 technologies 

Augar and Zeleznikow 

(2013) 

Small businesses 

social commerce 

adoption 

Cunningham and 

Wilkins (2009) 

Web 2.0 

Jue, Marr, and 

Kassotakis (2009) 

Social media at work 

Perceived Usefulness Augar and Zeleznikow 

(2013) 

Small businesses 

social commerce 

adoption 

Curty and Zhang 

(2013) 

Social commerce 

Perceived Ease of Use Augar and Zeleznikow 

(2013) 

Small businesses 

social commerce 

adoption 
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Curty and Zhang 

(2013) 

Social commerce 

Customer Engagement Augar and Zeleznikow 

(2013) 

Small businesses 

social commerce 

adoption 

Curty and Zhang 

(2011) 

Social commerce 

Table 2.6: The advantages of venturing into social commerce for the 

businesses 

In addition, this study argues that there is a need for scholars to dig deeper 

into the motivational factors for micro-businesses set up by the bloggers to 

venture into social commerce, where there could be different findings 

especially with regard to the nature of social media chosen by the bloggers. 

This is because the use of the social media is fluid and was adopted based on 

the judgement of the bloggers in the community.  

2.6.3 Customers’ Motivation to Participate in Social Commerce 

Much research focuses on the motivational factors for customers to 

participate in social commerce as compared to the micro-businesses. The 

following table (refer to Table 2.7) shows the motivational factors that 

influence the customers or community members’ participation in an online 

context which includes the intention to participate in e-commerce, social 

commerce and social networking sites, which is related to the context of this 

study. 

Motivation Scholars Context of studies 

Perceived Benefit 

 

 

 

 

Siegrist (2000); Siegrist, 

Cvetkovich, and Roth 

(2000) 

Technology acceptance 

Forsythe, Liu, Shannon, 

and Gardner (2006) 

Perceived benefit of 

online shopping 
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 Kim, Gupta, and Koh 

(2011) 

Intention to purchase 

digital item in social 

networking 

communities 

Lin and Lu (2011a);  Intention to continue 

using Facebook fan 

pages 

Gummerus, Sihlman, 

Liljander, and Perret 

(2013) 

Perceived benefits of 

participating in ethical 

Facebook communities 

Zhou, Jin, Fang, and Vogel 

(2015) 

Continuance intention 

in social virtual worlds 

Product Quality 

 

Collier and Bienstock 

(2006) 

Quality in e-tailer 

(delivery of the product 

– the condition of the 

order) 

Bolton and Drew (1991) Consumer purchase 

decision; WOM 

Richardson, Dick, and 

Jain (1994) 

Store brand evaluation 

Teas and Agarwal (2000) Consumers' 

perceptions of quality, 

sacrifice, and value 

Reduce Perceived 

Risk 

Hajli (2014); Hajli and 

Khani (2013) 

Social commerce 

motivations 

Low Level of Risk Kim and Park (2013) Social commerce 

motivations 

Perceived Risk Wu and Wang (2005) Mobile commerce 

Satisfaction 

 

Fang, Chiu, and Wang 

(2011)  

Online re-purchase 

intention 

Kim, Ferrin, and Rao 

(2009) 

E-commerce 

transaction behaviour 

http://link.springer.com/article/10.1057/ejis.2014.27
http://link.springer.com/article/10.1057/ejis.2014.27
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Social Norms 

 

Boyd and Richerson 

(2001); McAdams (1997) 

Online community 

Obligation to 

Assess  

Woodruff and Flint 

(2006) 

Co-creation 

Economics 

Obligation 

Lundkvist and Yakhlef 

(2004) 

Co-creation 

Loyalty Baird and Parasnis 

(2011a) 

Social CRM 

Krishen, Trembath, and 

Muthaly (2015) 

Social Media Firm 

E-loyalty 

 

Srinivasan, Anderson, 

and Ponnavolu (2002) 

E-commerce 

Anderson and Srinivasan 

(2003) 

E-commerce 

Brand Loyalty Habibi, Laroche, and 

Richard (2014) 

Social media 

Status and Prestige Rheingold (2000)  Contribution to virtual 

community 

Recognition Chan, Bhandar, Oh, and 

Chan (2004) 

Virtual community 

participation 

Trust Kim and Park (2013) Social commerce 

intention 

Laroche et al. (2013) Brand loyalty 

Kim et al. (2009) Trust in e-tailer 

Familiarity and 

Closeness 

Ng (2013) Social commerce 

intention 

Social Support 

 

 

 

 

 

Hajli(2014) Social commerce 

intention 

Zhang et al. (2014) Social commerce 

intention 

Wang and Hajli (2014) Social commerce 

intention 
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 Liang et al. (2011) Social commerce 

intention 

Hajli, Shanmugam, 

Powell, and Love (2015) 

Social commerce 

intention 

Perceived 

Convenience 

Ranganathan and 

Ganapathy (2002) 

Efficiency of B2C e-

commerce website 

Ozturk, Bilgihan, Nusair, 

and Okumus (2016) 

Mobile Hotel Booking 

Okazaki and Mendez 

(2013) 

Mobile commerce 

Jiang, Yang, and Jun 

(2013) 

Consumer perceptions 

of online shopping 

convenience 

Table 2.7: The motivations for online participations (social commerce 
activities, online purchasing, online communities etc.) 

Table 2.7 has presented the motivational factors that are related to online 

participation which could be useful for this study. This includes the 

motivational factors for social commerce intention.  

2.6.4 Summary 

Section 2.6 has presented the gaps in social commerce studies which mostly 

represent the limitation of past studies to address the existence of various 

types of communities in social commerce practice. Various motivational 

factors have been found to describe the bloggers decision to adopt social 

commerce. Customers’ behaviour towards social commerce however is 

likely different contexts or scope of studies is likely to represent different 

types of motivation. Therefore this study argues that although there are 

numerous studies on motivational factors, different types of community 

characteristics could draw different findings, particularly a community that 

has not originally been involved in commerce activities. 
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 Research Questions 

This study found that there are important gaps needing to be explored. This is 

because these gaps could deliver some important findings to further develop 

the social commerce field as well as research on virtual communities.  

Firstly, this study found that most research has explored the motivations to 

participate in social commerce for a community of customers, who mostly use 

a single platform for interaction or based on brand loyalty. This has left a gap in 

the social commerce domain where the understanding for a multiple platform 

community such as the blogosphere community is missing from the social 

commerce domain. In addition, most of the communities studied in previous 

research are customers’ communities. This study argues that it is important to 

address the existence of a different types of social commerce implementation 

with different type of community settings. Therefore the motivation of the 

sellers and customers in this community need to be investigated. 

Secondly, the Malay lifestyle blogging community operates in multiple social 

network platforms for both commercial and non-commercial activities. For 

some members in the community, the relationship has grown from being a 

relationship between bloggers and readers to being a sellers-customers 

relationship. As mentioned earlier in this chapter, commerce activities are 

associated with the concept of trust. Another gap is insufficient understanding 

of whether the trust the members have built based on their relationships in the 

community has any influence on their relationship as sellers and customers. 

Thirdly, blogging in general has begun to attract scholarly attention. However 

personal bloggers, as well as lifestyle bloggers, are a category which have 

received less attention in academic studies (Brake, 2009; Cenite, Detenber, Koh, 

Lim, & Soon, 2009; Hopkins, 2011). Nonetheless, according to Hopkins (2011), 

personal blogs and its related genre of lifestyle blog have attracted commercial 

interest. This is because of their capability to influence their readers. This study 

therefore argues that the relationship between the bloggers and the readers is 

worth investigating as it will deepen the understanding on how that 
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relationship influences their participation as sellers-bloggers in commerce 

activities.  

Considering these research gaps, this study aims to examine the main factors 

that influence non-brand community members to participate as sellers and 

buyers in social commerce.  

 

In order to achieve the objectives, the following research questions need to be 

answered: 

 

RQ1: What are the factors that motivate members of the Malay lifestyle 

blogging community to continue their participation in social 

commerce activities? 

RQ1 (a): What are the factors that motivate sellers (bloggers) to 

venture into social commerce? 

RQ1 (b): What are the factors that motivate customers (readers) to 

participate in social commerce? 

RQ2: What is the relationship between the members’ virtual community 

participation and their social commerce participation? 

 Conclusion 

This chapter has highlighted the important topics related to the social 

commerce implementation which include the explanation of means-end theory 

that is used to frame the findings of this study. The discussion then focused on 

the lifestyle bloggers in Malaysia and the participation of the community in 

commerce activities, as well as how the social network theory and the SOVC 

related to this study. In addition past studies on the concept of trust, trust 

transfer theory and social support has also been described, followed by the 

explanation of social commerce concepts. This includes past studies on social 

commerce. Research gaps and research questions are also presented. The next 

chapter will describe the methodology used for this study.  
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CHAPTER 3 
 

 RESEARCH METHODOLOGY 

This section discusses the methodological perspective of the study. This 

research is conducted using the interpretive paradigm and a qualitative 

research methodology approach. This chapter also explains the selection of the 

case study research approach as a research strategy. The unit of analysis, case 

selection, case design, data collection and data analysis procedures are also 

discussed. Moreover, approaches taken to ensure the quality and rigor of the 

research and the role of researcher are also covered.  

 The Research Paradigms  

“All research is based on some underlying assumptions about what constitutes 

valid research and which research methods are appropriate (Myers, 1997)”. 

The philosophical assumptions made by researchers regarding knowledge 

claims are referred to as the research paradigm or world view of the research. 

Creswell and Clark (2007) argue that the research paradigm is important as all 

research needs a foundation for its inquiry and inquirers need to be aware of 

implicit world views they bring to their studies. There are divergent 

philosophical concepts within IS research, which will be explained in the next 

sub-section.  

 Philosophical Paradigm and IS Research 

Philosophical paradigms or epistemology refers to issues concerned with the 

question of what is or what should be regarded as more acceptable ways of 

obtaining knowledge or rules for knowing and how it can be obtained 

(Bryman, 2012; Myers, 1997; O'Leary, 2009). Orlikowski and Baroudi (1991) 

claim that there are three categories of epistemology that are philosophically 

distinct as ideal types.  
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The first epistemology is the positivism paradigm. The positivist world view, 

which is most commonly held in science believes that the only authentic 

knowledge is based on sense, experience and positive verification. It was 

proposed by August Comte (1798-1857) who claims that experience is the 

foundation of knowledge.  Positivist research assumes that only phenomena 

and hence knowledge confirmed by the senses can genuinely be warranted 

as knowledge. Positivist research attempts to test theory in order to 

understand phenomena (Myers, 1997).  The purpose of theory is to generate 

hypotheses that can be tested and that will thereby enable explanations of 

laws. 

The second epistemology is the interpretivism paradigm. For interpretive 

views, the knowledge that researchers gain from empirical research must be 

interpreted in terms of social mechanisms operating at the time. These 

enable the social scientist to grasp the subjective meaning of social action 

(Bryman, 2012). Interpretivists believe that reality and researcher cannot be 

separated, as social construction (such as language, culture and value) 

influences peoples’ understanding of reality, and research can be carried out 

without having to predefine dependent and independent variables (Kaplan 

& Maxwell, 2005). 

The third paradigm listed by Orlikowski and Baroudi (1991) is about critical 

theorist. In critical research, the researchers assume that social reality is 

historically constituted and that it is produced and reproduced by people  

(Myers, 1997). The main goal of critical research is to expose inequities and 

conflict in society. Critical researchers investigate social systems with the 

idea of improving the systems and moving towards a more enlightened 

society.  

As stated earlier, epistemology is important because it is fundamental to how 

we think. According to Anastas (2002), the epistemology will affect what 

kind of research will be conducted, thus it is vital for a researcher to 

determine their epistemology. The epistemology for this research will be 

discussed next.  
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 Philosophical Approach for the Study  

The world view or epistemology for this study is interpretive or social 

construction. As stated by Walsham (1993), interpretive methods of 

research start from the researchers’ basic knowledge of reality. Therefore, in 

contrast to the positivism paradigm, interpretive researchers believe that 

there is no objective reality which can be discovered by researchers and 

replicated by others. This is because there is a need for a better 

understanding through exploration of embedded meanings from the 

participants’ interpretations. Thus, the study attempts to identify why the 

blogosphere community participates in social commerce from the 

participants’ point of view. The data gathered from the community in this 

research were the participants’ constructions of what they and their 

communities were doing. Thus, the interpretive stance was selected as the 

most appropriate for this research. 

 Research Strategy 

This research used the qualitative approach to answer the research questions. 

According to Myers (1997), the qualitative research approach was developed in 

the social sciences to enable researchers to study social and cultural 

phenomena. It is conducted through intense and/or prolonged contact within a 

field or a situation, which reflects the everyday life of individuals, groups, 

societies, and organizations.  The main purpose of qualitative research is not to 

generalize the findings, but to explore a unique interpretation of events 

(Merriam, 1988). This research explores an understudied area, the 

participation of the lifestyle bloggers from the Malaysian blogosphere 

community in social commerce; hence qualitative being the most appropriate 

strategy for this study.  

 Case Study Research 

There are various qualitative research methods, such as action research, case 

study research, ethnography and grounded theory. Case study research was 
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selected as the most suitable for this research. The following is a definition 

of case study research by Yin (2008), the most cited author in the area:   

An empirical inquiry about a contemporary phenomenon, set within its real-

world context – especially when the boundaries between the phenomenon and 

context are not clearly evident (Yin, 2008, Pg. 18).  

Case study research can also be used for both interpretive and positivist 

study. As stated in Section 3.1.2, for this study, case study research is 

conducted with interpretive approach. The rational of choosing case study 

research to conduct the study, will be discussed next. 

Firstly, case study research is relevant when the research questions are 

either in descriptive (What?) or exploratory (How? Why?) forms (Yin, 2013). 

Using case study research will help the researcher to understand the nature 

and complexity of processes taking place, as well as being an appropriate 

way to research an area in which few studies have been carried out. Bryman 

(2012) argues that case study research is suitable when there is little prior 

knowledge of what the variables of interest will be and how they will be 

measured. Thus, based on the literature, there is evidence of a lack of 

research focusing on both sellers and customers participating in the same 

virtual communities, making this topic suitable to be conducted using case 

study research. Furthermore the unique setting of the blogosphere 

community is quite complicated as it started from a community of bloggers 

and their readers and only over time did they started on commercial 

activities.  

Secondly, case study research strategy is also suitable for the exploration. Yin 

(2009) claims that case study research methodology is useful when 

investigating in-depth contemporary phenomena and within a real-life 

context, especially when the boundaries between the phenomena and the 

context are not clearly evident. This is also supported in an earlier study by 

Benbasat, Goldstein, and Mead (1987) who stated that one of the 

characteristics of case study research is the focus on contemporary events. 
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The study explores the concept of social commerce and social media, which 

is currently an emerging trend. Interest in this topic has risen recently due 

to many stimulating gaps that have yet to be filled by IS researchers. There is 

a need to investigate the phenomenon deeply in order to develop new 

knowledge of the chosen community.   

Thirdly, the phenomenon of social commerce was examined in a natural 

setting and no experimental controls or manipulation was involved, which is 

one of the key characteristics of case study research (Benbasat et al., 1987; 

Yin, 2008). This is because the researcher using the case study approach 

develops the study based on a real life setting. 

Finally, the study is also considered as broad and complex, which is another 

characteristic of case study research (Benbasat et al., 1987). The 

justifications for this view are as follows: 

i. From Blogosphere Community to Social Commerce 

This community starts with the interactions between the lifestyle bloggers 

community and their readers. After a few years, they started to sell products 

and services to the other members, changing the nature of the community. 

Nonetheless, they still continued with the blogosphere activities such as 

knowledge sharing, asking for opinion, discussion on certain topics and so 

on. This phenomenon is complicated as the members relationships with each 

other are not only as blogger-readers but they are also connected in a seller-

customer relationship. There are some concerns about this type of 

community, which includes (i) no single shared space (no single platform for 

interaction), and (ii) lack of clear boundaries or membership (Efimova & 

Hendrick, 2005) which make it complex. The nature of the blogosphere 

community makes it suitable for the case study approach whereby the 

boundaries can be defined by grouping the cases under certain 

characteristics which will be explained in Section 3.3.1.  
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ii. Has Various Implementation Models 

There are a few different models in implementing social commerce by the 

businesses in general which indicates that this area of study is very broad. In 

this community, sellers used non standardized implementation. Each may 

use a different method of communication, trading, payment and delivery, 

leading to a broad range of practices and different ways for customers to 

interact with the sellers and other customers. Different implementation will 

eventually create different opportunities and threats which create 

complexity for the scope of this study. 

iii. Uses Different Web 2.0 Platforms 

There are various Web 2.0 platforms which can be utilised in the blogosphere 

community setting as well as their commerce activities’ setting. For example, 

members are using one or more social media platform to communicate as 

well as selling their products. Different platforms are likely to impact the 

communication between social commerce community members in different 

ways.  

 Case Design: Single Case Design 

Case study research can be implemented by selecting a single case or 

multiple cases. Deciding between single and multiple-case design is a 

primary distinction in designing case study research (Yin, 2003). According 

to Yin, single case design is most appropriate for testing a critical case in a 

well-formulated theory or in an extreme/unique case, when documenting 

the precise nature of a phenomenon is not well understood. It is also suitable 

for a representative case, if the researcher wants to capture the conditions of 

a commonplace situation. Revelatory cases (previously non‐accessible 

phenomenon) and longitudinal cases are also suitable for the single case 

approach. 

Multiple case design on the other hand, is suitable for replication logic. The 

cases must be carefully selected. According to Yin (2003), multiple-case 
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design is meant to predict similar results (literal replication) or predict 

contrasting results, but for predictable reasons (a theoretical replication).  

The previous discussion on single and multiple case designs indicates that 

the choice of a single case study is more compelling for this study as it allows 

the exploration of representative cases, which specifically focus on the 

blogosphere community. Willis (2014) argues that the various forms of 

single case study analysis can provide a nuanced, empirically-rich, holistic 

account of specific phenomena, which explains a specific phenomenon in the 

chosen community, where the activities progress from knowledge sharing 

related activities to commerce activities. The argument made by Willis 

(2014) is supported with a claim from Yin (2013) that generalization is not 

an issue for single case study as it does not represent a specific sample, but a 

theoretical proposition. The characteristics of this community fall nicely 

under the category mentioned by Yin (2013). Due to the unique 

characteristics of this community, the study will not use it as a 

representation of other communities that participate in social commerce. 

 The Unit of Analysis 

The unit of analysis is related to the fundamental problem of defining what 

the case is all about. It can be an individual, group, or organization. This 

research focuses on the community as the unit analysis. The cases of analysis 

are the blogosphere community members who are involved in social 

commerce.  
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 Research Design and Data Collection Procedure 

The research was conducted following the design as below:- 

 

 

 

 

 

Figure 3.1: Research design process 

The data collection procedures, which includes two different phases as 

explained in the following table: 

Phase Phase one Phase two 

Objective Selection of case Data Collection 

Method 1. Observation (Identifying 

case); Content Analysis 

(Justifying the case) 

1. In-depth interview  

(Laddering and semi-

structured interviews ); 

2. Observation 

Table 3.1: Data collection procedures 

 Phase One 

The objective of phase one is to select a suitable case for this research. Case 

selection is an important aspect of case study research. Purposive sampling 

which focuses on particular characteristics of the population that are of 

interest, was used for the selection of a case. Purposive sampling is 

 
2nd Phase:  
Interview  

      (Semi-structured and   
       Laddering) 

Observation 
(Blogosphere Community) 
 

Findings 

Case Selection 

Data Analysis 
1st Phase: 

i. Observation 
(Identifying case) 

ii. Content Analysis 
(Justifying the case) 
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characterised by the use of judgement and a deliberate effort to include 

presumably typical groups in the sample (Klinger, 1986).  

The sampling process for the study will be explained next. The following 

diagram (refer to Figure 3.2) illustrates the sampling process. 

 

 

 

 

 

 

 

Figure 3.2: Selection of case process 

The first was based on the preliminary observation. Observation was 

conducted for the purpose of identifying suitable communities, which will be 

discussed next.  

 

Observation has been conducted to provide information about the social 

commerce activities of potential businesses. At this stage, the information 

was only to be used to identify the suitable community and businesses. 

For the first phase, only the interactions in social media group/pages that 

were open to public were chosen for observation. This was to ensure that 

there would be no ethical issues regarding the observation process.  

As mentioned before, purposive sampling was used to identify a potential 

virtual community. Since a list of all social commerce communities was 

not available and the population was not known, the sampling procedure 

Start 

General Knowledge/ 
Recommendation 

Search Engines 

Observation  

Case 
Selection 

List of suitable 
social commerce 

communities 

Social 
Network 
Analysis  
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started with the compilation of potential virtual communities available on 

the internet, particularly in the Malaysian environment.  

The list was compiled using two methods. Firstly, the search for suitable 

communities was based on general knowledge of the social commerce 

activity in Malaysia. Recommendations from prominent persons who are 

involved in social commerce businesses were also taken into 

consideration. Secondly, search engines were also used to get a list of 

social commerce sites. Several keywords based on products and services 

were used to capture the sites. For example “Virtual community + 

Malaysia”; “Community in Malaysia”; “Community Malaysia Forum”; 

“Malaysia forum online community” and so on. Search engines that were 

used in this process are Google, Bing and Yahoo, which are among the top 

search engines on the Internet. This process was done in the 2 months 

from September to November 2013. Upon completion of the search, the 

public communications between members in the virtual communities 

were observed to identify those communities integrated with social 

commerce elements.  

The list of sites was studied in order to choose a suitable case. The 

researcher observed related activities carried out within the community 

in order to select a suitable virtual community that participated in 

commerce activities on top of the non-commerce activities, as well as to 

set the boundaries for this research. The observation covered the 

following aspect in order to identify: 

i. Characteristics of the virtual communities (i.e. Pattern of interaction 

(Porter, 2004); fluid communication - different degree of virtualness, 

sometimes facilitated via face-to-face encounter (Wilson & Peterson, 

2002));  

ii. The members and their level of participations (Blanchard & Markus, 

2004); level of sense of virtual community (Koh & Kim, 2003); 

iii. Commerce-related activities in the community; and 

iv. Social commerce constructs (Hajli, 2015).  
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In addition, as purposive sampling was being used as a sampling 

technique, the final selection for investigation was also based on the 

objective of the research and the judgement of the researcher. The 

selection was conducted based on the discussion between the researcher 

and supervisors, taking into consideration the gap found in the literature 

review. Previous studies have shown that most of the studies conducted 

on virtual communities were directed either to the communities of 

commerce or brand communities. Therefore this study found that the 

most suitable community for this research was the sub-group of Malaysia 

blogosphere community which is the Malay lifestyle blogging community 

consisting of both bloggers and readers. The uniqueness of this 

community as compared to the rest of communities listed in the 

observation is that it started with sharing their lifestyle to their readers 

and then after a few years they started to participate in commerce 

activities.  

There were debates amongst researchers on whether the blogosphere 

could be considered as a virtual community (Blanchard, 2004). Therefore 

the next stage of phase one will explain how the Malay lifestyle blog 

community is in fact a virtual community. 

 Content Analysis (Justifying the Case) 

There is growing evidence of social structures evolving around blogs and 

how these social structures influence norms and practices of blogging 

(Efimova & Hendrick, 2005). Wei (2004) claims that normally blog 

communities are developed based on similar interests and it can form 

around numerous themes with its own practices and behaviours. This is 

supported by Blanchard (2004) who claims that blogs have the potential 

to evolve into socially beneficial, self-sustaining virtual communities. 

Nonetheless, there are some concerns about this type of community, 

which include (i) no shared space, and (ii) lack of clear boundaries or 

membership (Efimova & Hendrick, 2005). It leads to researchers facing 
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very specific problems: where to start looking for a weblog community 

and which indicators to look for.  

Blanchard and Markus (2004) suggest that a blogosphere can be defined 

as a virtual community if it has the characteristics of virtual settlement. A 

virtual settlement is a virtual place where people interact while examining 

artefacts (Chin & Chignell, 2007). Jones (1997) suggests studying a 

community through artefacts of its virtual settlement and proposes a set 

of conditions to explain it: (i) a minimum level of interactivity, (ii) a variety 

of communicators, and (iii) a virtual common-public-space where a 

significant portion of community interactions occur, and (iv) a minimum 

level of sustained stable membership. Those conditions presuppose that 

there is a cyber-space with some kind of group interaction that is studied 

to identify if there is a community there. 

However, in the case of blog communities it is usually difficult to find a 

single shared space as a place for a member to interact with other 

members. Efimova and Hendrick (2005) and Merelo-Guervos et al. (2003) 

suggest an alternative approach for blog communities. They claim that in 

order to identify the virtual community in blogosphere, weak clues 

indicating the likelihood of a community presence and assumptions about 

norms and practices in it can be used as a starting point.  

Figure 3.3 shows the alternative approach suggested by Efimova and 

Hendrick (2005). The starting point for identification is to indicate the 

likelihood of a community presence and assumptions about norms and 

practices in the community.  
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Figure 3.3: Approach to identifying blog communities (adapted from 
Efimova and Hendrick (2005)) 

Efimova and Hendrick (2005) suggest that the following artefacts can be 

used as indicators of a weblog community existence (i) meme paths, (ii) 

blogs reading pattern/ linking pattern, (iii) weblog conversations, (iv) 

Indicators of events, and (v) “Tribe" marks, group spaces and blogger 

directories. The observation based on the indicators were done from 

December 2013 to February 2014. 

a. Meme paths 

Meme paths suggest the identification of influential blogger as a 

starting point for analysis to then find mapping paths leading to other 

blogs in order to identify the social structures behind them. This study 

has chosen a lifestyle blogger who is very influential in this community. 

Hanis Zalikha started her blog in 2008. She was listed amongst the Top 

10 Fastest Rising People in Google Malaysia Top Searches in 2010, 

according to annual trend analysis by Google Zeitgeist. In addition, her 

blog was also listed in InTrend fashion and lifestyle magazine as one of 

the Top 50 Malaysian Best Blogs 2010. She was also nominated in 

Nuffnang Asia-Pacific Blog Awards for Best Celebrity Blog category and 

was shortlisted as a finalist. She has appeared in media and has 45784 

(as of December 2013) followers. This places her as one of the most 

influential bloggers in Malaysia. Hanis’s blog falls under the category of 

lifestyle blogs which is the target community for this research, 

therefore it was chosen to be the starting point for the content analysis 
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in order to identify the social structure behind the lifestyle bloggers 

group. 

b. Blogs reading pattern/Linking pattern 

These artefacts identify the reading list (e.g. blogrolls and RSS 

subscriptions) and the relation between reading lists for a group of 

people, as well as identifying connections between blogs. This is 

because regular reading of blogs and then linking to other blogs are the 

starting point for establishing or maintaining the relationship in 

blogosphere. Links help to identify connections between blogs. This 

argument is supported by Merelo-Guervos et al. (2003) and Herring et 

al. (2005). 

From Hanis’s blog, more than 50 links to other lifestyle bloggers were 

found. The first 20 blogs were taken as a sample. For each blog, 10 

random links were taken to be analysed using NodeXL. NodeXL is an 

open source software that can be used to analyse the connection in 

social media.   

The following table (refer to Table 3.2) lists all the links associated with 

the 20 blog links taken from Hanis’s list. The list was uploaded into the 

NodeXL template downloaded from nodexl.codeplex.com in order to 

identify the linking pattern. 

Blogger A Blogger B Blogger C Blogger D Blogger E 

Ladynoe 

Proudduck 

Amyz 

Cikdaun 

Filla 

Pinkstel 

Pipi 

Ayin 

Diana 

Peej 

Tina 

Ceera 

Pinkstel 

Tijah 

Elly 

Filla 

Ceera 

Neena 

Proudduck 

Akma 

Elly 

Peej 

Choyaya 

Sepet 

Peej 

Choyaya 

Proudduck 

Imyours 

SH 

Jemah 

Pinkstel 

Sepet 

Ceera 

Jemah 

Peej 

Filla 

Elly 

Shila 

Budu 

Qery 
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Tina 

Naga 

Ladynoe 

Neena 

Idayu 

Babies 

Nani 

Filla 

Hanis 

Moon 

Blogger F Blogger G Blogger H Blogger I Blogger J 

Forty 

Maria 

Ladynoe 

Life 

Pg 

izyahya 

Xiaxue 

Pipi 

Nani 

Drive 

Peej 

Filla 

Elly 

Moon 

FatinLiyana 

Diana 

Alia 

Safiyyah 

Illy Arifin 

Yuyu 

Akiss 

Liyana 

Cikdaun 

Nani 

Peej 

Filla 

Ladynoe 

gadis 

FTM 

XS2 

Hanis 

Liyana 

Moon 

Peej 

Tijah 

Puisi 

Ahmad 

Budu 

Pipi 

Filla 

Hanis 

Filla 

Elly 

Peej 

Nani 

Jemah 

Jumi 

Proudduck 

Moon 

Kathyjem 

Blogger K Blogger L Blogger M Blogger N Blogger O 

Ikamadera 

Cikdaun 

Ahsue 

Pnut 

Jemah 

Sepet 

Ceera 

Diana 

Nina 

Syazwani 

Amyz 

Ikamadera 

Ahsue 

Pinkstel 

Budu 

Pnut 

Naga 

Tokrimau 

Hanis 

Proudduck 

Peej 

Ceera 

Sepet 

Filla 

Elly 

Bidan 

Tijah 

Blogserius 

Proudduck 

PinkStel 

Ladynoe 

Chics 

SH 

Proudduck 

Tina 

Moon 

Akiss 

Elly 

Ceera 

Maria 

Peej 

Hanis 

Supermom 

Ceera 

Elly 

Filla 

Proudduck 

Pinkstel 

Chics 

Sepet 

Blogger P Blogger Q Blogger R Blogger S Blogger T 

Sepet 

Jemah 

Filla 

Peej 

Elly 

PinkStel 

Fatin 

Filla 

Proudduck 

Peej 

Jujue 

Choyaya 

Jemah 

Sepet 

Rambling 

Emiyusuf 

curmalay 

Hanis 

Gadis 

Pipi 

Smallkitchen 

Moon 

Naga 

Tokrimau 

Ladynoe 

Hanis 

Curmalay 

FTM 

Ikamadera 

Cikdaun 

Ahsue 

Amyz 

Hanis 

Peej 

Pipi 
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Kathyjem 

Cikepal 

Moon 

Moon 

Irfa 

Leo 

Imyours 

Tijah 

Ceera 

Op 

Fatin 

Kumprix 

Naga 

Tokrimau 

Op 

Table 3.2: Link lists for 20 lifestyle bloggers (Retrieved on 23 
September 2013) 

The following diagram shows the linking pattern generated by NodeXL, 

with each dot representing a blogger:  

 

Figure 3.4: Linking pattern 

The diagram shows that most of the bloggers are connected to each 

other, which indicates that the bloggers are likely to have a relationship 

with other bloggers. 

In addition to the analysis done by using NodeXL, a manual cross-

impact analysis was done in order to show the cross analysis of 

interconnectedness between bloggers and other bloggers in the 

community. Note that the data set is the same 20 bloggers chosen for 

the NodeXL analysis (refer to Table 3.2). 

Both NodeXL analysis and cross analysis (refer to Table 3.3) show that 

the bloggers share the same regular reading which indicates the 

likelihood of them having a relationship in the blogosphere.  
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Table 3.3: Cross analysis of interconnectedness between bloggers 

c. Weblog conversations  

According to Herring et al. (2005), weblog conversations could be a 

strong indicator of a shared context and the system of relations that 

enables it. Therefore there is a need to observe the conversation 

between the bloggers.  

It was found that the conversation between the bloggers and their 

readers (who may or may not be a blogger) includes the following:  

i. Comments on blog – discussion or feedback of the blog post. 

ii. Email and smart phone texting applications – some bloggers 

published the screen shots of  their private conversation with 

their readers on their blogs or social media accounts to (i) share 

 A B C D E F G H I J K L M N O P Q R S T 

A   x        x x      x x  

B   x       x    x  x x x   

C     x  x       x  x x    

D   x  x  x  x    x x       

E   x x          x x  x x    

F         x         x x  

G   x x          x   x    

H   x   x   x   x  x    x                                                                                                                                                                                                                                                                                     

I   x x      x    x     x  

J   x x     x    x x   x    

K x    x       x x   x    x 

L x          x         x 

M   x  x     x    x  x x    

N  x  x  x          x x    

O  x x  x           x x    

P   x x x        x x x      

Q   x x x  x      x x       

R          x      x   x  

S                x  x   

T           x x  x     x  
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the opinion of their readers or generate discussions on certain 

issues, (ii) to spread information, and (iii) seek opinions.  

iii. Social media accounts – Facebook status, comments on Instagram 

or conversations via Twitter, including private messages. 

Based on the findings, it shows that the bloggers were having active 

conversations with some of the readers. It shows that readers would 

also respond to each other’s comments. Some of them continued the 

conversation on their personal space, leaving a link for those interested 

to join the conversation. In addition, there were also remarks from the 

bloggers saying that they were honoured by the support shown by the 

community of bloggers as most of them were very helpful when any of 

them were in need.  

Some of the bloggers acknowledged their loyal readers who could also 

be loyal readers of other blogger. This evident from the screen names 

they used, where it shows that the readers are from the same circle of 

followers. The conversations show that the readers know most of the 

bloggers and vice versa.  

d. Indicators of events   

Indicators of events are seeking for any mention of face-to-face 

meetings or participation in online events. It can be used to indicate 

existing relations between bloggers. Based on the observation, it was 

found that some of the bloggers had organized face-to-face meetings 

with other bloggers (or readers). The meetings included: 

i. Bloggers meet-ups – advertised events, sponsored events, 

personal events – wedding/birthday party, annual gathering. 

ii. Impromptu meet-ups when they visited others’ hometowns 

(vacation/outstation). 

In addition they also participated in online events such as group 

discussions, offering help and support when needed (e.g. personal 
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shopper etc.) The evidence shows that the bloggers are likely to have a 

close relationship with each other.  

e. “Tribe" marks, group spaces and blogger directories  

The tribe marks, group spaces and blogger directories, may display 

indicators of belonging to a particular community. It has been observed 

that the bloggers know each other and use their personal space to 

accommodate their discussions. Those who have the same interest 

develop sub groups based on their interests. They may join one or more 

sub-groups within the lifestyle blogosphere community. Some 

examples of the sub-groups are: 

i. Groups of writers (e.g.: Sindiket Soljah) – gather those who have 

a talent to write, to sell indie books online. 

ii. Parenting theme – discussion on topics like cloth diapers vs 

disposable diapers, pro-vaccine vs anti-vaccine, breastfeeding 

etc. 

f. Conclusion 

As a conclusion, based on all indicators and the observations made of 

this community, this study has concluded that the Malay lifestyle blogs 

community falls under the virtual community category. The analysis 

done at this stage has proven that the blogosphere community has the 

characteristics of virtual settlement which is a cross-platform via the 

personal page of each blogger. This community can be defined as a 

virtual community as it has the characteristics of virtual settlement.  

To support the findings, literature search on this group of bloggers has 

been conducted. Cranefield (2009) argues that in blog-based 

communities, discussions are neither bounded nor facilitated, but 

instead are distributed amongst the blogs of members who employ 

practices such as tagging, RSS feeding and social bookmarking, to 

monitor the conversation. The argument is in line with what was found 
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in this community. Tagging, RSS feeding, and social bookmarking have 

been used widely in this community which update them with any new 

replies in their conversations. In addition, Ahmad (2011) in his study on 

the Malaysian blogosphere considers the blogosphere a virtual 

community, based on the interview data he gathered from bloggers in 

Malaysia, which includes the lifestyle bloggers.  This shows that the 

researcher has acknowledged the blogosphere to be defined as a virtual 

community.  

Based on the indicators and literature, this study suggests that the 

lifestyle blogs community is a virtual community. Although the 

boundaries of the lifestyle bloggers community can’t be define clearly 

like the typical virtual community, the indicators show that they have a 

stable enough core to be considered a virtual community. 

 Phase Two  

After the selection of the case, phase two data collection was conducted. The 

objective of the data collection in phase two was to address the research 

objectives and answer the research question. The following diagram (refer 

to Figure 3.5) illustrates the phase two process. 

 

 

             

 

Figure 3.5: Phase two data collection process 
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The lifestyle blog community consists of the bloggers and their readers. 

The readers may or may not be bloggers. Note that not all members in this 

community participate in the commerce activities. Therefore, there is a 

need to classify the members to ensure that the members that were 

chosen have experience with social commerce activities in the 

community.  

There were a few steps taken in order to select suitable participants. To 

select sellers, the basic criteria used were as follows: 

i. Experienced bloggers (more than 3 years of blogging). 

ii. More than 1000 followers in any of their social media accounts (not 

restricted to blog). 

iii. Communicates frequently with the readers via blog or any social 

media platforms. 

iv. Selling products using blog and other social media. 

For the customers, the following criteria were used: 

i. Follows/reads lifestyle blogs. 

ii. Communicates with bloggers and other members. 

iii. Has experience purchasing from bloggers. 

An email was sent to potential participants in order to get their agreement 

to participate. The emails included some information about the research 

(refer to Appendix A).  

Sellers were identified from the observation explained in Section 3.3.1.2. 

In addition, suggestions by customers and snowballing techniques were 

also used. Meanwhile for the selection of customers, bloggers in the 

community were asked to help the researcher by publishing the 

advertisement about the research to community members in their circle. 
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The content of the advertisement included information about the research 

and the characteristics of customers that were needed in this research.  

Sellers were also asked to nominate anyone in their circle that fitted the 

characteristics given in the advertisement.  Other than that, snowballing 

technique was also used to identify the participants. Confirmed 

participants were asked to suggest other potential participants, whether 

sellers or customers. Potential participants were also chosen based on the 

observation in the public space of sellers’ Facebook pages and were 

approached personally by the researcher.  

A total number of 20 sellers and 21 customers from the community were 

interviewed for phase two. The interviews took around 45 minutes to one 

hour. The following are the demographic backgrounds of the participants: 

Category N Gender Race Age Experience in 

the community 

Sellers 20 Female Malay 25-34   

35-44   

>44        

= 14 

= 5 

= 1 

5-7 years 

8-10 years 

>10 years 

= 6 

= 6 

= 8 

Customers 21 Female Malay 25-34  

35-44         

= 11 

= 10 

3-4 years 

5-7 years 

8-10 years 

>10 years 

= 6 

= 9 

= 4 

= 2 

  Table 3.4: Demographic data for the participants 

Refer to Appendix B and C for the products of the sellers and purchasing 

history of buyers. 

 

This research has gathered data using in-depth, open-ended interviews, 

which consist of laddering and semi-structured interviews. Data 

collection was conducted over 5-6 months. 
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Before the field work, the semi-structured and laddering questions were 

reviewed by the supervisors to ensure that every single item was covered 

based on the research problem. Peer-review was also done with a few 

selected PhD students to get opinions on the suitability of the questions. 

Pilot interviews with sellers and customers were also carried out to 

identify any inappropriate questions. Before the data collection, the 

interview questions were submitted to the Human Ethics Committee of 

Victoria University of Wellington for approval (refer to Section 3.6). 

Both of the in-depth interview techniques will be explained next. 

a. Laddering 

Laddering is an in-depth interviewing technique used to develop an 

understanding of how consumers translate the attributes of products 

and services into meaningful associations with respect to self 

(Reynolds & Gutman, 1988). This is the main source of data for this 

research. The reason why laddering was chosen to be the main source 

is because laddering uses the means-end framework, which provides a 

much richer understanding of how participants derive a unique 

perspective based on the personal meaning of their behaviour (Gengler 

& Reynolds, 1995). 

Veludo-de-Oliveira et al. (2006) claim that the technique originally 

started off in the field of psychology when Hinkle (1965) developed a 

technique to model people’s belief structures in a simple, systematic 

way, in order to establish individual’s super-ordinate personal 

constructs. According to Rugg et al. (2002), the technique has since 

been adapted by marketing, advertising, architecture, information 

technology, and organizational management researchers. The 

laddering technique involves a tailored interviewing format using 

primarily a series of directed probes in order to reveal customers’ 

motives for choosing any particular product or services (Russell et al., 

2004). The questionnaire was set up in a manner where the 
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participants have to answer questions one by one based on their 

previous answers. According to Grunert and Grunert (1995), 

participants are expected to give answers in such a way that the 

sequence of the replies reflects increasing levels of abstraction.  

Originally, this technique uses a hierarchical organization of consumer 

perceptions and product knowledge to get to the root reason for the 

purchase (Reynolds & Gutman, 1988; Wansink, 2003)  , which includes 

(i) product’s attribute (Attribute), (ii) consequences of product use 

(Consequence) and (iii) individuals’ values (Core Values). However, for 

this research, the focus of the laddering technique was on the members’ 

participation in social commerce and what motivates them to 

participate. This means the Attribute (A) will denote the attribute of the 

activities in social commerce, and the Consequence (C) is the 

consequence of their participation in those particular activities. And 

finally, the Core Values (V) is the root reason or goals behind the 

participations.  

These core values serve as a basis for an evaluative judgement, which 

is the basis for interpreting value. As mentioned earlier, evaluative 

judgement in this study is used in the sense of including the overall 

evaluation of a social commerce participation experience by both 

sellers and customers. As mentioned before, the core values from the 

laddering technique are used to determine the root reason behind their 

participation and the factors contributing to that participation.  

Using the laddering technique within an in-depth semi-structured 

interview is classified as soft laddering, whilst the other type of 

laddering, which is either a paper-based or a computer-based 

structured questionnaire, is called hard laddering. Hard laddering a 

lacks of depth and richness when compared to soft laddering. This is 

because the participants’ answers in hard laddering are static and can’t 

be explored more deeply. In soft laddering, participants are allowed to 

provide more than one reason or explanation of their answers, thus soft 
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laddering were used for this study (Russell et al., 2004). Furthermore, 

according to Russell et al. (2004), soft laddering is more suitable for 

exploratory type research. 

There are a few steps involved in collecting laddering data. The 

researcher needs to determine the attributes which will be used as a 

starting point for the laddering technique. This is called the elicitation 

technique. An elicitation technique prompts subjects to generate 

relevant attributes associated with the object(s) studied. Based on 

previous research done by Bech-Larsen and Nielsen (1999), Reynolds 

and Gutman (1988), Grunert and Grunert (1995), Reynolds and 

Gutman (2001)  and Costa et al. (2004), there are five major elicitation 

techniques that can be used in laddering. The techniques that were 

considered for this study are as follows: 

i. Free elicitation – participants are asked to come up with the self-

relevant attributes which are most important to them (Bech-

Larsen & Nielsen, 1999; Grunert, Beckmann, & Sørensen, 2001). 

ii.  Triadic sorting – providing the participants with sets of three 

activities in social commerce and repeatedly asking about the 

similarity of the combinations of two with the other one (Kelly, 

1955; Reynolds & Gutman, 1988).   

iii. Free sorting – the participants form groups on the basis of all the 

related activities in social commerce based on similarity or 

difference of certain aspect(s) in other groups. The groups can 

consist of as many or as few activities as the participants please. 

Then they will be asked how the activities in the groups are alike, 

and how they differ from the other groups (Bech-Larsen & Nielsen, 

1999).  

iv. Ranking – the respondents are asked to decide the priority of the 

activities according to preference and to state the causes for the 

ranking (Bech-Larsen & Nielsen, 1999). 
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v. Choose from a list of attributes – the participants are provided with 

a list of possible attributes or activities. The attributes on the list 

must be generated in some way. This is often done by the use of a 

focus group or another qualitative technique (Bech-Larsen & 

Nielsen, 1999).  

According to Grunert et al. (2001), the selection of the techniques is 

dependent on the aim of the study. This study is only focus on activities 

that are related to the social commerce in the virtual community. Thus 

this study uses a combination of choosing from a list of attributes and 

free elicitation. The elicitation techniques for this study will be 

explained next. 

Firstly, to choose from a list of attributes, a list of activities were 

generated from the data gathered in phase one, which is observation. 

Participants were asked to pick the one activity in social commerce in 

which that they participate most.  

To adapt free elicitation techniques, they were also encouraged to add 

their own preferences on top of what was itemized in the list. They 

were also allowed to choose more than one activity if they were not 

sure which activities they had done most in social commerce.  

The activity which each participant choose is named as their attribute. 

Based on their attribute, participants were pushed up a ladder with 

“why” questions. For example: Why is it (the attribute) important to 

you?  From this stage, probing questions that examine some of the 

consequences associated with the attribute were asked (Wansink, 

2003) until the values behind the activity is clear.  

The following is a sample of one of the laddering interviews: 

Activity: Product Review 

Q: Why is it important for you to write a review?  
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A: There is a demand for it from the followers. That’s a normal thing in this 

community. 

Q: Can you explain more about the demand? 

A: It was some sort of request. For example if I wrote in my blog about the 

new facial product that I used, some of them will ask me, how does it work? 

Was it good... and because we have a good relationship, I try my best to 

fulfil it. It was a good idea too for them to suggest it for me... It helps me to 

create useful contents for my blogs.  

Q: Why is it important for you to fulfil their request?  

A: I think it can lead me to new followers, especially when people use the 

Google search on any particular product, so they may end up reading my 

blog.  

Q: What matters most about having new followers?  

A: I think of every new follower as being a potential buyer. It is important 

to have a customer who is also a follower in order to keep them coming to 

my blogshop and keep on buying products.  

Q: Why is that important?  

A: It will help me to keep running my business.  

Table 3.5: Laddering questions 

The laddering technique is done simultaneously with the semi-

structured interviews and the details of how it was analysed will be 

explained in the next chapter. 

b. Semi-structured Interview 

Semi-structured interviews were used for this study as they are 

designed to extract the interviewee’s ideas and opinions on the topic of 

interest, relying on the interviewer to ask relevant follow up questions 

based on the answer given by the participant. The data from the semi-

structured interview is used to further explain the findings from the 

laddering technique. For example if their answer to the why questions 
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is short and straight forward, there is a need for the researcher to probe 

more on the subject matter. It is also used in between the why series 

questions to avoid the participants being bored or burdened with the 

why questions.  

The basic questions were prepared in advanced based on the 

proposition which includes the behavioural intention, their 

participation in blogosphere community and social commerce, their 

sense of virtual community, customer-seller relationship and their 

activities in the community. Some of the questions are adapted from 

previous online community and social commerce research such as 

Blanchard and Markus (2004) and Koh and Kim (2003). Follow up 

questions based on the participants’ answers were needed to get in-

depth information regarding particular topics. Thus, interview 

questions were slightly different for each interview.  

Refer to Appendix D for the interview protocol. 

c. Observation 

Public online conversations between the virtual community members, 

such as discussion groups, Facebook wall posts, blog comments, and 

discussion threads, were reviewed thoroughly in order to identify the 

sense of virtual community. This includes the membership, influence 

and immersion which are suggested by Koh and Kim (2003).  The 

observation data is used to explain the laddering findings. In addition 

it is also used to confirm that what has been claimed by the participant 

is correctly understood by the researcher. 

d. Pilot  Study 

There were four pilot interviews conducted with two sellers and two 

customers. The issues found during the pilot study include (i) the 

tendency of participants to become tired of a series of “why (why is that 

important) questions”, (ii) it was tedious, and (iii) it was difficult to 
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keep track of various ladders. However these issues were solved by 

switching to other questions first if the participants have problems 

keeping up with the “why” questions and asking the questions later. In 

addition, the researcher does not need to press the participants for the 

answers. The researcher also needed to take their time to note some 

keywords while asking, in order to keep track of ladders. 

 Approaches to Ensuring Quality and Rigour 

Golafshani (2003) argues that reliability and validity in qualitative methods 

serve a different purpose when compared to quantitative methods. According 

to Lincoln and Guba (1985), to establish a good quality study, the qualitative 

paradigm uses terms such as credibility, neutrality or conformability, 

consistency or dependability, and applicability or transferability. This is 

supported by Shenton (2004), who discusses Guba’s constructs that include: (i) 

credibility, (ii) transferability, (iii) dependability, and (iv) conformability as an 

important criterion to pursue a trustworthy study. These four constructs were 

embedded in the study.  

 Credibility 

Firstly, the concept of credibility was embedded in the study. According to 

Lincoln and Guba (1985), credibility is vital in establishing trustworthiness 

in qualitative research as it deals with the congruity of the findings as 

compared to reality. This is because the true value is obtained from the 

discovery of human experiences as they are lived and perceived by 

informants. To promote confidence in the study, member-checking was 

carried out. Participants were asked to review and give their feedback on the 

interview transcripts. 

In addition, peer-checking was also conducted. This was done collectively 

after data analysis had been completed and after the submission and the 

discussion of the coding with the supervisors. Supervisors verified the 

coding before the peer-checking. Peer checking involved colleagues, with 
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experience in qualitative research methods reviewing coding of data to 

confirm the categories and themes that emerged from the data. The 

researcher prepared several anonymous excerpts from the interview 

together with its code. In this study, data from laddering techniques, which 

is the main data has been reviewed and coded by four colleagues. Four PhD 

students were asked to review the coding to see if there is any other themes 

arose and amendments were carried out based on their suggestions. The 

verification using Cohen’s Kappa will be explained in detail in the next 

chapter (refer to Section 4.4). 

 Transferability 

Secondly, transferability was also embedded in the study. Transferability is 

similar to external validity in quantitative studies, which means the research 

can be applied to other situations. In order to apply the study to other 

situations, some steps can be followed. For example, Guba (1981) suggested 

that purposive or theoretical sampling should be done instead of 

representative sampling, so this research used purposive sampling in order 

to ensure transferability (refer to Section 3.3.1.1). 

 Dependability 

Thirdly, the dependability constructs to enable future researchers to repeat 

the work, was also enforced. To address dependability issues, thorough 

understanding of the research is needed; thus researchers need to include 

research design and implementation, and operational details of data 

gathering. The research design and implementation, and operational details 

of the data gathering have been planned in detail, as elaborated in the 

previous sub-section (refer to Section 3.3.1). 

 Conformability 

Finally, the conformability construct was also be embedded in this research. 

Conformability is a concept which leads to objectivity; the result must be 

based on the experiences and ideas of the informants, not the preferences of 
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researchers. An audit trail is needed in order to trace the step by step 

decision making process and procedures described in the detailed 

methodological description. For this study, raw data, coding process (data 

reduction) and every process note is kept safe for an audit trail. 

  Issues and Challenges 

Some issues that were faced during the implementation of this study will be 

discussed in this section. 

Firstly, since this research relies partly on interviews to obtain contextual data, 

several potential limitations (Marshall & Rossman, 1994) in using an 

interviewing technique have been recognized. These limitations include 

concerns regarding bias, since the sample is limited to a small group of key 

informants. Moreover, the interview technique makes replication difficult; 

inevitably, variations occur during the interview procedure, and results may be 

at least somewhat dependent upon the setting of the interview and the 

characteristics of the interviewer. This might lead to generalizability issues. 

Another weakness of the interview technique is inaccuracy due to poor recall of 

the interviewee or the tendency of interviewee to share only what they think 

the interviewer wants to hear. To address this problem, an observation was 

performed. 

Secondly, some of the participants from Malaysia preferred to be interviewed 

in their first language. This may have led to the loss of data during the 

translation. Translated data could mislead the researcher into different 

meanings or contexts to what was actually said by participants. To address this 

problem, a Malaysian fluent in English and Malay was asked to review the audio 

and written transcriptions and help with translation. 

Thirdly, ethical issues are another challenge in this study in the data collection 

phase. To ensure that this research adhered to ethical principles, the researcher 

obtained approval from the Human Ethics Committee, Victoria University of 

Wellington prior to the data collection. This approval is in accordance with the 
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VUW Human Ethics Policy. The next section will explain the ethical 

considerations for this research. 

  Ethical Considerations 

This research involves the members in the Malay lifestyle blogging community. 

In dealing with the human ethics issue, participants were reassured by 

informing them that this research would follow certain regulatory guidelines. 

In ensuring that this research adhered to ethical principles, human ethics 

approval was obtained from the Human Ethics Committee, Victoria University 

of Wellington prior to the data collection, which shows that research conformed 

to the university’s Human Ethics Policy (refer to Appendix E).   

 Conclusion 

This chapter has explained the approach taken in this research to address the 

research questions. The next chapter will discuss the data analysis for all three 

phases of the data collection.  
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CHAPTER 4 
 

 DATA ANALYSIS 

This section discusses the data analysis process for each of the techniques used 

in this study. It started with laddering analysis which consists of content 

analysis and the construction of the implication matrix and the hierarchical 

value map (HVM). This is then followed by the data analysis for the supporting 

data which include semi-structured interviews and observation data. The 

chapter concludes with the inter-reliability test using Cohen’s Kappa. 

4.1 Data Analysis Procedures 

The data analysis was done in three separate ways based on the type of data 

(i.e. laddering data; semi-structured interview data and observation). Analysis 

was done in parallel with data collection. For the semi-structured interviews 

and the laddering techniques, transcriptions of individual interviews were 

prepared before the data analysis started. This mean that each interview was 

transcribed as soon as the interview ended. Express Scribe Transcription 

Software was used to assist with the transcription process. The transcriptions 

were sent back to the participants for confirmation. This was because the 

researcher encountered some difficulty understanding certain terms or 

potentially misleading facts in the transcriptions. The data analysis started after 

the confirmation process was completed. 

The next section will explained the laddering analysis. 

4.2 Laddering Analysis  

The data collected from laddering interviews was analysed separately for 

sellers and customers because of the different activities in which they 

participate. Both sellers and customers laddering data were analysed using 

three steps in laddering analysis as suggested by Reynolds and Gutman (1988).  
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The steps consist of the following: 

i. Content analysis (coding) – The list of factors which influence members’ 

participation are obtained through content analysis.  

ii. Construction of an implication matrix – Summaries of the connections 

between each attribute, consequence, and value. 

iii. Construction of a hierarchical value map (HVM) – The HVM provides 

information about the key benefits customers emphasize when they 

participate in social commerce and the corresponding attributes which are 

associated with those benefits. In addition, how benefits are related to 

customers' personal values/goals can be explained through the paths in 

HVM. These paths indicate the customer decision making process which start 

from attributes and end in values/goals. 

The next section discusses in detail the analysis for laddering techniques.    

4.2.1 Content Analysis  

Content analysis for laddering serves to reduce the raw data in order to 

facilitate interpretation of the data (Reynolds & Gutman, 1988). It consists of 

two steps: data reduction (coding) and categorizations, which are based on 

the suggestion of Reynolds and Gutman (1988). Data reduction involves the 

consolidation of constructs with the same underlying ideas. Generally both 

inductive and deductive coding were used in this research. Figure 4.1 

describes the process of content analysis in general.  

 

 

 

 

Figure 4.1: Coding process 
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Figure 4.1 shows that the main coding was conducted inductively, which 

begins with open coding. This is conducted by generating the categories, 

followed by classification of the categories. Based on this coding, the 

researcher then compared the coding with the existing literature. If suitable 

definitions were found to describe the inductive coding, the terms and 

definitions were adopted for the final coding. Each code and construct was 

properly defined in a list of definitions to avoid the existence of redundant 

codes and constructs. In order to ensure the reliability of the coding, the data 

were coded in three different cycles. This was to ensure that the transcripts 

were thoroughly analysed for coding.  

The following diagram shows sample of the coding process. 

Transcript Coding 

You said you also helped them with the suggestion to 

improve their business. Why is it important for you 

to do that? 

I think that’s what is so special about this community. 

We always tried our best to give constructive feedback 

to the bloggers. Bloggers are mostly like a celebrity in 

this community. We adore them because they 

somehow show a good example as a role model in the 

community. So we love to help them. That is the 

practice  

 

 

 

 

 

 

Social Norm 

Why is it important to practice that?  

It will help them in their business, so I want to help 

them 

 

Social Support 

Why does helping them matter to you?  

I think it could be because we feel that we should help 

them. I mean the readers and bloggers. I feel that as a 

Muslim, I have a responsibility to support Muslim’s 

 

 

Sense of 

Obligation 
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product and as a member in the community, if I have 

the capability to help, I should help.  

So what is important about that? What matters most 

about your feeling of being responsible to help? 

We know them. They are our friends so it feel good to 

have a chance to contribute something to your friends.   

 

 

Self-Esteem 

Table 4.1: Coding sample 

The final codes were then discussed with the supervisors for verification. 

Corrections were made based on the supervisors’ comments. After the 

researcher and supervisors had agreed with the final codes and constructs, 

the peer-checking process was conducted in order to verify the codes. The 

inter-reliability coding process is explained in detail in Section 4.4.  

After coding, a categorization process was conducted to categorize the 

constructs into different dimensions. This was done by first classifying all 

responses into the three basic A/C/V (Attributes/Consequences/Values) 

levels. A set of summary codes was developed to reflect the ladders of A-C-V 

elements (constructs). 28 raw elements based on both deductive and 

inductive coding were obtained for the sellers’ laddering data, whilst 49 raw 

elements were found for customers’ laddering data. A total of 24 unique 

elements were finalized based on the sellers’ ladders, whilst 29 unique 

elements were finalized for the customers’ ladders. Refer Appendix F for a 

complete list of ladders.  

Figure 4.2 and Table 4.2 show an example of categorization process.  
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Figure 4.2: Sample of ladder 

 

Participant:  :  B10 

Status : Customer 

Ladder  : 1 (27) 

 

Constructs/Elements Categorization (A/C/V) 

Purchase Attribute 

VC Relationship Consequences 

Trust Consequences 

Perceived Convenience Consequences 

Risk awareness Consequences 

Loyalty Values 

 
Table 4.2: Coding and categorization process 

 

Table 4.3 and Table 4.4 show the content codes summary for this study. 

A/C/V Elements 

Attributes 01 Selling 

 02 Product Review 

Consequences 03 Sense of Obligation 

04 Social Support 

 05 Reputation 

Loyalty (V) 

Risk Awareness (C) 

Perceived Convenience (C) 

Trust (C) 

VC Relationship (C) 

Purchase (A) 
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 06 New Media Attitude 

 07 Knowledge Sharing 

 08 WOM 

 09 Social Norms 

 10 Customer Trust 

 11 Perceived Convenience 

 12 Potential Customers 

 13 Business Opportunity 

 14 Cost-Effectiveness 

 15 Perceived Risk 

 16 Customer Engagement 

 17 Competitive Advantage 

 18 Technical Knowledge 

 19 Financial Security 

 20 Personal Achievement 

Values 21 Self Esteem 

22 Profit 

23 Business Sustainability 

 24 Satisfaction 

Table 4.3: Summary of the content codes for sellers 

A/C/V Elements 

Attributes 01 Purchasing 

02 Reading Review 

03 Giving Business Input 

Consequences 04 VC Relationship 

05 New Media attitude 

06 WOM 

07 Product Variety 

08 Social Support 

09 Social Norms 
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10 Sense of Obligation 

11 Social Image 

12 Trust 

13 Product Information 

14 Decision Quality 

15 Product Quality 

16 Perceived Convenience 

17 Risk Awareness 

18 Perceived Benefit 

19 Group Buying 

20 Response Time 

21 Status of Purchase Order 

22 Self-Image 

23 Product Review 

24 Creating Value 

 25 Technical Knowledge 

 26 Personal Standard 

Values 27 Self Esteem 

28 Loyalty 

29 Satisfaction 

Table 4.4: Summary of the content codes for customers 

Upon finalizing the unique constructs for both sellers and customers’ data, 

the next step is to develop the implication matrix. 

4.2.2 Using Ladderux to Construct the Implication Matrix  

The implication matrix is a square matrix that displays the number of times 

each element leads to every other element (Saaka, Sidon, & Blake, 2004). In 

other words, it is used to summarise the connections between each attribute, 

consequences, and main values elements for all ladders in this study.  
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The implication matrix was developed by Ladderux software, which is an 

automated software developed for laddering data analysis that provides a 

hierarchical value map as output. The content codes were keyed into 

Ladderux, according to the type of participants (i.e. sellers; customer). Figure 

4.3 shows the interface to key in the codes. Codes were set up according to 

the A-C-V. 

 

Figure 4.3: Creating ladders using Ladderux software 

After completing the data entry for Ladderux, the software then converted 

the data to the implication matrix as shown in the following figure: 

 

Figure 4.4: Implication matrix in Ladderux software 

Refer to Table 6.2 and Table 6.3 in Chapter 6 for the full implication matrix 

for both sellers and customers. 
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4.2.3 Development of Hierarchical Value Map for Sellers 

Once the implication matrix was completed, the data was converted to 

construct HVM. This step was also conducted automatically by using 

Ladderux software.  

HVM demonstrates the relationships between concepts by showing the links 

between the attributes, consequences, and values. To construct a HVM from 

the implication matrix, adjacent relations needed to be developed first. 

Adjacent relations were formed based on the situation: if A→B and B→C and 

C→D, then a chain A-B-C-D is formed (Reynolds & Gutman, 1988). The HVM 

is gradually built up by connecting the chains by considering all the linkages 

in the implication matrix. Usually, the HVM does not display all the elements 

and linkages in the implication matrix. A cut-off value of 5 was selected as 

suggested by Reynolds and Gutman (1988). Thus, only the relations value 

above the cut-off level was considered. Refer to Figure 6.2 and Figure 6.6 for 

sellers and customers’ HVM obtained by drawing all linkages that were 

exceeded the cut-off level of 5.  

When converting the implication matrix table into HVM, some of the 

elements were discarded automatically by Ladderux based on the cut-off 

value of 5. Therefore, in the case of sellers, the elements included for the HVM 

are (i) perceived convenience, (ii) social support, (iii) potential customers, 

(iv) business opportunities, (v) profit, (vi) business sustainability, (vii) self-

esteem, and (viii) cost-effectiveness.  

Meanwhile for the customers, the elements for HVM include (i) VC 

relationship, (ii) trust, (iii) product quality, (iv) perceived benefit, (v) risk 

awareness, (vi) social support, (vii) social norms, (viii) perceived 

convenience, (ix) sense of obligation, (x) satisfaction, (xi) self-esteem and 

(xii) loyalty.  

The completion of HVM is the final stage of laddering data analysis. The 

findings were then integrated with other findings from the semi-structured 
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interviews and observations in order to get an overall views of the case as 

explained in Section 4.3. 

4.3 Semi-structured Interview and Observation Data Analysis 

Miles and Huberman’s (1994) interactive model of qualitative data analysis 

(refer to Figure 4.5) consisting of three concurrent flows of activity; namely 

data reduction, data display, and conclusion drawing/verifications were used 

as a guideline for the semi-structured interview and observation data analysis. 

This study adopted this model for those data. 

Data Collection

Data display

Data reduction

Conclusions: drawing/verifying

 

Figure 4.5: Component of data analysis: Interactive model (source: Miles and 
Huberman (1994)) 

4.3.1 Data Reduction 

The data were coded, analysed and grouped into certain themes, in the same 

way as coding the laddering findings. The coding was mainly based on the 

theme created for laddering data to ensure consistency. In addition, new 

constructs and themes were also developed based on the data.  This 

describes the combination of deductive and inductive coding. Unnecessary 

data that was not related to the research questions was omitted.  
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The coding for observation data was done manually as the data was compiled 

in a mixed form (i.e. in text and images). The following table shows how the 

coding was conducted for observation data. 

Original Data Converted to text Code 

<The descriptions of 

data source> 

E.g. Blog, Facebook etc. 

<Text description with English 

translation> 

<deductive 

and inductive 

coding> 

Table 4.5: Sample of coding for observation data 

4.3.2 Data Display 

As for the data reduction stage, the analysis was done in a deductive manner. 

For semi-structured interviews and observation data, the main ideas that 

help explaining the laddering findings were identified and grouped together. 

Table 4.6 shows how comparisons were made before making final 

conclusions for the research. 

Main Data The explanation for construct as described by:  

Supporting data 

Laddering 

Constructs 

Overall 

Interview Data 

Observation Conclusion 

 

<coding 
based on 
laddering> 

<findings from 

semi-structured 

interview> 

<findings from 
observation> 

<Conclusion 

and the 

explanation> 

Table 4.6: Data display to explain each motivation found in this research 

4.3.3 Drawing Conclusions 

The documents used to display the main data and its relationship with other 

findings were used to identify the core meaning of the data in order to draw 

conclusions. A comparison was made for both sellers and customers’ data to 
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identify the similar motivational factors for both sellers and customers as the 

study would be representing the community as a whole (refer to Figures 6.11 

and 8.1).  

The relationship between their participation in the virtual community and 

the participation in social commerce were identified to address the research 

questions. The characteristics of the community alongside the relevant 

findings were also analysed to identify the activities conducted in the 

community and how it can influence the sense of virtual community. In 

addition, any meaningful or symbolic content that was beyond the context of 

the study was also highlighted in order to draw conclusions. This process 

was repeated until a state of saturation was achieved where further analysis 

produced minimal or no changes to the existing concepts or categories. 

4.4 Inter-rater Reliability using Cohen’s Kappa 

Cohen’s Kappa was used to check the reliability of the codes. It is a measure of 

reliability that has been used extensively in a variety of different settings 

(Guggenmoos-Holzmann, 1996). According to McHugh (2012), inter-rater 

reliability is important as it represents the extent to which the data collected in 

the study is a correct representation of the variables measured. 

Four PhD students who have experience in qualitative research, particularly the 

coding process, were selected for the reliability test. They were given eight sets 

of data which contained four sets of customers and four sets of sellers’ laddering 

transcripts. In addition they were also given a list of definitions. They needed to 

choose a suitable code(s) from the list of definitions to match with the data.  

The first session of peer-checking was conducted at the School of Information 

Management meeting room, whilst the other session was done via Skype. The 

peer-checking sessions were done in the presence of the researcher. The role of 

the researcher in this meeting was mainly to further explain the definitions of 

codes to the participants. This was because the codes were based on the 

literature and some were quite technical and needed further explanation. The 
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analysis was done based on Cohen’s Kappa reliability test on a formatted excel 

file. Tables 4.7 and 4.8 show the report for the reliability test. 

 Coder 1 Coder 2 Coder 3 Coder 4 

Researcher 0.8586572 0.80565371 0.929099 0.964508 

Coder 1  0.718640094 0.841176 0.85874 

Coder 2   0.752868 0.823217 

Coder 3    0.929141 

Table 4.7: The comparison of Cohen’s Kappa value for each coder 

 

Cohen's Kappa for Inter-Rater Reliability 

Number of Items 60 

Number of Raters 5 

Number of Categories 29 

Raters Researcher, Coder 1, Coder 2, 

Coder 3, Coder 4 

Cohen's Kappa 0.848170123 

Table 4.8: The Cohen’s Kappa value for inter-rater reliability test 

The interpretation of Cohen’s Kappa (McHugh, 2012) value for this study 

(Cohen’s Kappa = 0.848170123) shows that the level of agreement of each coder 

is strong where the percentage of data that is reliable is between 64% and 81%. 

The reliability of this data is less than 82% due to the fact that none of the coders 

had been involved with a similar field, therefore their coding was based 100% 

on the definition provided during the coding process. Nonetheless, after the 

reliability test was done, some of the coding was revised in order to ensure that 

all measures had been taken to improve the coding. This step was done before 

converting the data to implication matrix and HVM. 

4.5 Conclusion 

This chapter has presented the data analysis for this research for each type of 

data collected in this study. The next chapter will discuss the case descriptions. 
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CHAPTER 5 
 

 CASE DESCRIPTION 

This section looks at the background of the case chosen for this study. This is to 

provide a picture of the setting of the case. Note that the case description will 

mostly discuss the culture, language and religion related to the Malays since the 

community chosen is the Malay lifestyle bloggers community. 

5.1 Background of Malaysia 

Malaysia covers an area of about 330,396 square kilometres, and is made up of 

13 states in Peninsular (Johor, Kedah, Kelantan, Melaka (Malacca), Negeri 

Sembilan, Pahang, Perak, Perlis, Pulau Pinang (Penang), Selangor, Terengganu 

as well as the Federal Territories of Kuala Lumpur and Putrajaya) and the states 

of Sabah and Sarawak on the island of Borneo as well as the Federal Territory 

of Labuan (Economic Planning Unit, 2015). Figure 5.1 shows a map of Malaysia. 

 

Figure 5.1: Map of Malaysia  

Kuala Lumpur (refer to Wilayah Persekutuan on Figure 5.1) is the capital city, 

as well as the largest urban and metropolitan area in Malaysia, followed by 

Georgetown (capital city of Pulau Pinang) while Johor Bahru (capital city of 

Johor) is the third largest metropolitan area.  
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5.2 Demographic Background  

The current population of Malaysia based on the 2010 census is 28,334,135 and 

the projected population for 2014 was estimated at 30,097,000 (Economic 

Planning Unit, 2015). Malaysia is a multi-ethnic country with the main ethnic 

groups of Malay, Chinese and Indian. Malays and other indigenous peoples of 

Malaysia are called Bumiputera. Other ethnic groups include Kadazan Dusun, 

Bajau and Murut in Sabah as well as Iban, Bidayuh and Melanau in Sarawak 

(Economic Planning Unit, 2015). 

The main language in Malaysia is Malay, whilst English is used as a second 

language. Islam is the official religion of Malaysia at 61.3%. Table 5.1 shows the 

demographic background of Malaysia including the population by ethnic group, 

language and religion. 

Demographic background of Malaysia 

Population*   30,097,000 

Population by 

ethnic group* (as 

of 2014) 

Bumiputera  

 Malay  

 Other Bumiputera 

18,846,000 (62.61%) 

15,239,000 (50.63%) 

 3,607,000 (11.98%) 

Chinese  6,601,000 (21.93%) 

Indian  1,995,000 (5.63%) 

Others   260,000 (0.86%) 

Non-Malaysian citizens  2,395,000 (7.96%) 

Language  Main Language (Official) Malay 

Second Language English 

Other Major languages Mandarin, Tamil, other 

Chinese dialects 

Religion** Islam (Official religion) 61.3% 

Buddhism 19.8% 

Christianity 9.2% 

Hinduism 6.3% 
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Confucianism, Taoism and 

other traditional Chinese folk 

religion 

2.6% 

No religion 0.7% 

Other religions or no 

information 

0.5% 

*Population projection based on the Population and Housing Census of 2010, 

adjusted for under enumeration 

** Estimated 

 

Table 5.1: Demographic background of Malaysia (source: Economic Planning 
Unit (2015)) 

The Bumiputera, consisting of Malay descendants and other indigenous peoples 

in Malaysia, are the majority in Malaysia. The Bumiputera are given priority 

over non-Bumiputera in order to increase Bumiputera representation in many 

facets of life. 

Malays are Muslim as stated in Article 160(2) of the Federal Constitution,  

“The term 'Malay' refers to persons who meet the following four criteria: First, the 

person must profess the religion of Islam. Second, the person must habitually 

speak the Malay language. Third, the person must conform to Malay custom. 

Fourth, the person must have roots in the country by way of birth or descent in 

Peninsular Malaysia or Singapore4 in one of the following four ways: (i) he was 

before August 31, 1957, born in the Federation (of Malaya) or in Singapore, or (ii) 

born of parents, one of whom was born in the Federation (of Malaya) or in 

Singapore, or (iii) was on August 31, 1951 domiciled in the Federation (of Malaya) 

or in Singapore, or (iv) is the issue of any of the above persons” (Fernandez, 

Hawley, & Pridaza, 1975). 

 

                                                             
4 The article no longer applies to Singapore, as it declared independence from Malaysia in 1965 
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5.3 Cultural 

The culture of Malaysia draws on the varied cultures of the different people of 

Malaysia. There are Malay-medium, Mandarin-medium and Tamil-medium 

schools in Malaysia, the fact of which provides some level of insight into the 

ethnic differences. Many Malaysians feel more comfortable amongst their own 

race. According to Kuppusamy (2006), a survey conducted by independent 

Merdeka Centre for Opinion Research clearly shows that the various races in 

Malaysia live peacefully but separately.  

Malaysian cultural values are based on courtesy, tolerance and harmony. 

Malaysian usually avoid direct answers, particularly negative answers in order 

to prevent disagreement and preserve harmony (Kamarudin, 2013). As this 

study focuses on Malays, the discussion on this section will only focus on Malay 

culture.  

Osman‐Gani and Tan (2002) found that the Malay in general are non-

confrontational and choose to avoid hurting relationships. Although their 

research is based on the Malay in Singapore, this study argues that in general 

the Malay in Malaysia have the same traits. Malay culture is centred on the 

diverse religious values of Islam which believes that that success, failures, 

opportunities and misfortunes result from fate or the will of God. For example, 

the Malays will tend not to rely on empirical evidence or hard facts, but prefer 

to be guided by subjective feelings combined with the Islamic faith in a business 

context, when formulating ideas and making decisions (Kamarudin, 2013). 

According to Abdullah (1996), Malays tend to build relationships first before 

getting down to business. Abdullah (1996) observed that Malays see the 

development of relationships as a form of ‘ice-breaker’ which can smooth the 

flow of conversation and enable both parties to assess one another. This is in 

contrast to Westerners, who Abdullah (1996) claims, tend to be more direct and 

explicit to do the business.  
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5.4 Socio-Economic 

Malaysia is a developing economy in Asia which, in recent years, has 

successfully transformed from an exporter of raw materials into a diversified 

economy. The country is a newly industrialised country (NIC). According to 

Singal and Wokutch (2016), NICs are developing countries that have achieved 

a higher standard of living and closed the gap in living standards between 

themselves and the developed countries such as the US, Japan and Western 

Europe. Examples of NICs are Turkey, Thailand, Malaysia, Mexico, Brazil, 

Argentina, South Africa and India.  

Malaysia has made significant progress in the past few decades, establishing 

itself as an upper middle income nation (Economic Planning Unit, 2010). 

Nonetheless, Malaysian economists feels that there is a serious imbalance 

between income and the prices of goods, and that it will not be easy for the 

government to meet its high-income target by 2020 (The Straits Times, 2015). 

The goods and services tax that was implemented in April 2015 has affected the 

consumer sentiment as people's purchasing power has dropped. In addition, 

the increase in electricity tariffs by an average 15% to 16.9% in 2014, the 

increase of sugar prices by 14% and gasoline by 11% in 2013 has also raised 

the cost of living and decreased the purchasing power in Malaysia, particularly 

among middle-class households (Rochan, 2014). 

The following tables (refer to Tables 5.2, 5.3 and 5.4) show some data about 

Malaysia. Table 5.2 shows the data for GDP growth, inflation rate and 

unemployment rate in Malaysia in 2014, whilst Table 5.3 shows the mean 

monthly gross household income by ethnic group and strata in 2014. In 

addition, Table 5.4 shows the poverty rate in Malaysia in 2014. 
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Category 2013 2014 

GDP growth rate (%) 4.7 6.0 

Inflation  rate (% p.a) 2.1 3.2 

Unemployment rate (%) 3.1 2.9 

Table 5.2: GDP growth, inflation rate and unemployment rate in Malaysia in 
2014 (source: Economic Planning Unit (2015)) 

Category MYR* 

Ethnic Group Bumiputera  

(Malay and aboriginal) 

5,548 

Chinese 7,666 

Indians 6,246 

Others 6,011 

Strata Urban 6,833 

Rural 3,831 

*1.00 MYR = 0.244504 USD 

Table 5.3: Mean monthly gross household income by ethnic group and strata 
in 2014 (source: Economic Planning Unit (2015)) 

Incidence of poverty 

Category Percentage 

Overall 0.6% 

Rural 1.6% 

Urban 0.3% 

Incidence of hard-core poverty 

Category Percentage 

Overall 0.1% 

Rural 0.2% 

Urban 0.0% 

Table 5.4: Poverty rate in Malaysia in 2014 (source: Economic Planning Unit 
(2015)) 



 
 

117 

Table 5.2 shows the increase of inflation rate from 2.1% in 2013 to 3.2% in 

2014. This figure explains the raised cost of living and the decreased purchasing 

power in Malaysia. Meanwhile, Table 5.3 shows that the Malays on average have 

the lowest mean monthly gross household income as compared to other ethnic 

groups in Malaysia. Table 5.4 shows that the poverty rate is higher in rural areas 

as compared to urban areas in Malaysia. 

5.5 Internet Penetration in Malaysia 

The Malaysian Government is encouraging the development of ICT in this 

country. There are numerous national ICT initiatives and policies designed to 

drive ICT development in Malaysia. Special funds have also been set up for this 

purpose. As a result, Malaysia has shown a significant growth with improved 

access to computers and the internet for citizens.  

According to Malaysian Communications and Multimedia Commission (2015a), 

in the Industry Performance Report 2014, Malaysia's mobile phone penetration 

rate had breached 148.5%. Meanwhile, household broadband penetration rate 

reached 70.4 % as at the end of March 2015, showing that an increasing number 

of Malaysians have adopted the online or digital lifestyle.  

In addition, there is a paradigm shift in viewing trends, from traditional 

television to online and social networking platforms in Malaysia, where in 2014, 

the growth of data services was between 25% and 40% (Malaysian 

Communications and Multimedia Commission, 2015a). Tey (2015) claims that 

the social media landscape in Malaysia is viewed as vibrant, with most of the 

Malaysian population turning to social media platforms to have their voices 

heard. In their Internet Users Survey 2014, Malaysian Communications and 

Multimedia Commission (2015b) found that 87.1% internet user in Malaysia 

use internet for social networking and virtual community. Malaysian 

Communications and Multimedia Commission (2015a) has also claimed that 

the rise of social media, including mobile application, offers opportunities for e-

commerce and online shopping to grow.  
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5.6 Blogging in Malaysia 

As of January 2016, Malaysia ranked 7th highest for social media usage 

penetration with a rate of 59% (Kemp, 2016; The Statistic Portal, 2016) as 

compared to other countries, which shows that many Malaysians spend time on 

social media. Malaysia has also come second highest in South East Asia where 

91% of its internet population has engaged in social media. 

Blogging is a popular activity and has become a trend in Malaysia since late 90s, 

with estimated numbers of bloggers ranging from hundreds of thousands 

(Hopkins, 2010b) to as high as two million (Bernama, 2010), ranking the 

country among the highest in the world after Indonesia and the European Union 

(Utusan Malaysia, 2008). According to Malaysian Communications and 

Multimedia Commission (2015b), it is difficult to find statistics which reveal the 

exact number of users of various blogging platforms in Malaysia. 

5.7 Lifestyle Blogging in Malaysia 

In the year 2000, bloggers in Malaysia created a forum for their members to 

interact, calling themselves Geng Jurnal, which means group of bloggers. The 

forum platform didn’t last for long due to the rise of Facebook and other social 

networking sites. The members continued blogging and kept in touch using 

other platforms. At this stage of their relationship, most of them have met face-

to-face via various projects including an annual gathering. Meanwhile, there 

were more newcomers to the blogging community in mid-2000s as blogging 

became more popular. This was especially when bloggers realized that they 

could earn money by blogging via Google AdSense5 and Nuffnang6.  

                                                             
5 Google AdSense is an advertising placement service by Google, which is designed for website 
publishers who want to display advertisements on website pages. If the visitors view or click 
the ads, the owners or in this case the bloggers, will earn money. 
6 Nuffnang is a blog advertising company that acts as the middleman between advertisers and 
bloggers. Nuffnang signs up bloggers and plans out an integrated social media advertising 
campaign based on the blogger's popularity, readership and hits, which are tracked by the web 
analytics of their blogs. Nuffnang uses a revenue share model where they get paid by the 
advertiser then pay bloggers based on the number of visitors. 
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The following are general characteristics of the chosen community for this 

research: 

 The ratio of male and female bloggers is unknown as there are no statistics 

available. However most of the influential bloggers encountered during the 

observation phase by this study were women, hence only women bloggers 

were chosen as participants. 

 Most bloggers and readers in this community are middle-class Malaysian. 

 Most active and influential lifestyle bloggers in the community are women 

aged between 25 and 45. However this data is estimated based on the 

observation done in this study. 

 Age and gender of the readers are not available. Nonetheless, based on the 

observation, most of the readers are women around the same age group as 

the bloggers. 

 Many blogs are written in informal Malay language. 

 Most of the famous lifestyle bloggers reside in Kuala Lumpur and Selangor 

which is the central part of Malaysia. Therefore it is easier for them to attend 

Nuffnang and commercial events. Apart from these events, bloggers also 

gather for many occasions such as housewarming or birthday parties. 

Sometimes they set a date to hang out and have a potluck party with other 

bloggers or readers. These face-to-face activities create stronger ties 

between them. 

 Multiple platforms community: In the early years, comments sections on 

blogs were used for public communications and emails were used for private 

conversations with their readers. For those who had already developed 

initial trust, they exchanged phone number as it was easier for them to 

communicate. When they started to use other social media platforms 

(Facebook and Instagram), the communication was mostly done on 

Facebook as it was easier to tag people for notification on the platforms. They 

also used smart phone applications such as WhatsApp7. 

                                                             
7 89% of Malaysians are WhatsApp users 
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 The sub-groups – usually bloggers have their own sub-groups and followers 

based on their s as well as similarities between them. For example Mommy 

bloggers (parenting), Sindiket Soljah (indie books), etc. 

Table 5.5 shows some s of the lifestyle bloggers in Malaysia and the numbers of 

their followers.  From the table, it can be seen that the lifestyle bloggers are 

using multiple platforms to connect with their followers and the number of 

followers differs in each of the platforms, depending on the preference of the 

followers. In addition, the total number of followers by Google Friend Connect 

do not indicate the actual number of followers of each blog. This is because 

many of the bloggers, as well as the followers do not subscribe to the service. 

Therefore other indicators such as monthly unique visitors and total page view 

can be used as alternative indicators for the popularity of the blogs. Some data 

is not available as the bloggers choose not to subscribe to the services. 
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Blogger 

Blog 

Facebook Instagram Twitter 

Followers 

subscribed via 

Google Friend 

Connect* 

Monthly unique 

visitor (Source: 

hypestat.com)** 

Total page 

view 

Hanis Zalikha 41820 4,830 N/A 
Followers: 1.3M 

Friends: N/A 
2.3M 252K 

Red Mommy N/A 128,760 N/A 
Followers: 15.6K 

Friends: N/A 
9632 8801 

Elly Irfan 1426 19,320 N/A 
Followers: N/A 

Friends: 4962 
12.4K 288 

Peej Burhan 2205 4500 14.8M 
Followers: N/A 

Friends: N/A 
8797 2197 

Fillanie 4562 2,100 32.4M 
Followers: N/A 

Friends: 4053 
17.6K 1947 

Diana Ishak N/A 56,610 N/A 
Followers:17.6K 

Friends: 5000 
5650 N/A 

Sepet 4573 600 10.8M 
Followers: 352 

Friends: N/A 
12.8K 583 
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Neena 1910 33,150 7.2M 
Followers: N/A 

Friends: 2860 
4876 N/A 

Ceera N/A 3600 N/A 
Followers: 605 

Friends: 4971 
11.3K 2174 

Kathy 1545 29,910 8.5M 
Followers: N/A 

Friends: N/A 
8817 N/A 

Note: Data was collected on May 2016 

N/A: Data not available 

*Data is based on the number of subscriptions using Google Friend Connect8 and do not represent the actual number of 

followers 

**The number of monthly unique visitors depends on the number of updates on the blog. Some bloggers used other 

platforms to connect with their readers (i.e. Instagram; Facebook) 

  

Table 5.5: The number of followers for a sample of 10 lifestyle bloggers 

                                                             
8 Google Friend Connect has been closed down in 2012, however data can still be accessed on these blogs as of May 2016 
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5.8 Blogshop 

Many Malaysian bloggers started online businesses in the mid-2000s and this 

model of online business is referred to as a blogshop. Although there are many 

individuals and businesses, this study only focuses on the blogshops that are 

run by Malay lifestyle bloggers. In Malaysia, lifestyle bloggers use their personal 

blogs to sell their products. They mix up their personal post, advertising posts 

and so on, and use tagging to make it easier for their readers to find a post. Some 

create new blogs for the business with links provided in their personal blogs. 

Lifestyle bloggers with separate blogs for their businesses usually make 

frequent updates about their business in their personal blogs in order to 

promote their businesses. Note that there is no standard implementation of 

how these bloggers handle their blogshops.  

When other types of social media applications developed in late 2000s, there 

was a shift in the online shopping trend from buying and selling through 

blogshops to the Facebook store, and nowadays bloggers also use Instagram 

(otherwise known as Instashop). Some use multiple platforms for their 

businesses. Although some have shifted their operations to other platforms, 

most lifestyle bloggers still sustain their personal blogs with personal posts 

with links and updates about their businesses.  

The following are the characteristics of the business operations in general. 

Characteristics Descriptions 

Flexible  Many of the sellers state their terms and 

conditions for the customers. However, the 

terms and conditions are quite flexible, 

allowing the customers to negotiate. 

Ordering system   Multiple systems 

1. Via customized forms on their blog.  

2. Via private messages (SMS, social media, 

WhatsApp, email) 

3. Via comment sections 
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Shipping  Multiple options – Via post or by hand 

delivery. 

 Some of the sellers state a specific day for 

shipping and they will update the tracking 

number on multiple platforms. Some send 

personal messages via SMS or WhatsApp, 

email or social media to update the tracking 

number.  

Communication with  

customers 

 Via SMS, WhatsApp, email or private message 

(Facebook, Instagram) 

Pricing  Many display the prices on their online shop 

but some sellers prefer the customers to text 

them to discuss the price 

Payment method  Online transfer, PayPal (not a popular 

option), and cash on delivery 

Table 5.6: General descriptions on how the sellers manage their online store 

Table 5.6 shows that the implementation of online business in this community 

are flexible and can be changed from time to time. As the technology emerged, 

the bloggers take the advantage to adopt latest social media technology in order 

to strengthen-up their business operations. Many of the businesses provides 

multiple options for ordering, payment and shipping which provide 

convenience for the customers.  

5.9 Boundary and Roles in Malay Blogging Community 

Figure 5.2 describes the boundary of the community selected in this study. 

Malay lifestyle bloggers are part of the Malaysian blogosphere which intersects 

with the social commerce in Malaysia. This study will only focuses on the 

members of Malay lifestyle blogging community that participate in social 

commerce.  
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Figure 5.2: Boundary of the community selected in this study 

The following table shows how the members can be grouped according to 

their roles in the community. The classifications in Table 5.7 are explained in 

detail in Table 5.8. 

 Roles in community in general 

Roles in 
commerce 
activities 

Bloggers Readers 

 
Sellers 
 
 

A B 

 
Customers 
 
 

C D 

Non- 
sellers/ 
customers 
 

E F 

Table 5.7: Classification of members’ role in social commerce activities 

 

 

 

 

Malaysian Blogosphere 

Malay 
Lifestyle 
Bloggers 

Social 
Commerce in 

Malaysia 
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Characteristics (included but not limited to) 

Type A 

 Mostly famous or influential 

bloggers. 

 Sell products/services via blog 

(personal blogs or blogshop) 

and/or other social media 

medium. 

 Product Reviewer – Own 

initiatives without any 

engagement from third party 

 Advertiser – advertise (paid/ 

unpaid) others’ businesses 

(community or non-

community members) via 

blog. 

Type B 

 Includes active and non-active 

readers. 

 Sell product/services using blog 

(blogshop) and/or other social 

media medium (i.e. Facebook; 

Instagram). 

 Sell own branding or resellers of 

existing product in the market.  

 Pay influential bloggers to 

advertise their business. 

 

Type C 

 Bloggers.  

 Product reviewer. 

 Advertiser – advertise (paid/ 

unpaid) others’ businesses 

(community or non-

community members) via 

blog. 

 Purchase from members in the 

community. 

 Not involved in selling in the 

community. 

Type D 

 Readers. 

 Have experience with 

purchasing from members in 

the community. 

Type E 

 Bloggers.  

 Read other blogs. 

Type F 

 Readers. 

 Have no experience as sellers or 

customers in the community. 
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 Have no experience as sellers 

or customers in the 

community. 

Table 5.8: Characteristics of the members 

Based on Figure 5.7 and Table 5.8, this case includes the sellers from category 

A and customers from category C and D to participate in this study. This 

selection is important in order to address the research questions. As the study 

is trying to investigate the continuance intention behaviour, only members who 

had experience selling and purchasing were included in the case. In addition, 

only sellers who own a blog (refer to Section 3.3.2.1) will be selected as 

participants. This is because bloggers are the core participants in this 

community and are well-known to the other members as compared to the 

readers. It is important to choose the bloggers in order to put boundaries for 

the customers so that the customers can be chosen from those who have 

experience buying from the bloggers in the community, not the general sellers 

on social media. 

5.10 Conclusion 

The case description explained the background of the community which is one 

of the sub-groups of the Malaysian blogosphere. The descriptions of the 

country’s demographic, social economic cultural as well as the information 

about the community are important in order to draw the conclusion for the 

findings. The next chapter will discuss the research methodology.
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CHAPTER 6 
 

 FINDINGS 

This chapter presents the results for this research. As mentioned in the previous 

chapters, this study involves two different groups of participants; hence the 

findings will be discussed in two separate sections for sellers and customers. 

The discussion starts with an introduction, followed by a description of the full 

implication matrix and HVM for sellers, before breaking the HVM into several 

paths based on the relationships from attribute to values (A to V). Related data 

from semi-structured interviews data and observation is also included to 

support the claims made for each chain. This is followed by the same discussion 

for customers. In addition, other related significant findings such as the type of 

participation and the sense of virtual community which support the laddering 

data are also presented in this chapter. 

 Introduction 

The motivations of the members in this community were investigated using the 

laddering technique and the details of their participations were probed using 

semi-structured interview data.  The main data representing the layers of 

motivation will be presented for both sellers and customers. Meanwhile the 

other findings will be presented according to the main themes found in the 

laddering. 

The following attributes were chosen by the participants as the most common 

commerce-related activities they performed in the community:  

 Sellers: Selling; Product Review  

 Customers: Purchasing; Reading Reviews; Giving Business Input (Co-

creation) 

The consequences and values layers will therefore be developed based on these 

attributes. Note that the constructs for this section are referred to as elements 
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as suggested in laddering technique. In addition, the term sellers will be used 

interchangeably with bloggers, whilst the term customers will be used 

interchangeably with readers.   

The flow of the findings will be presented according to the following diagram: 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 6.1: The flow of findings based on the laddering data 
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following: (i) VC relationship – trust path, (ii) reading review – trust path, (iii) 

VC relationship – social support path, and (iv) VC relationship with self-esteem 

and perceived convenience paths.   

The next section discusses the laddering data as illustrated in Figure 6.1. 

 Sellers’ Motivational Factors 

This section discusses the findings for the sellers. It includes the explanations 

of the relationships between the elements based on the A-C-V, starting from the 

implication matrix and the final elements in HVM. The relationships are 

explained based on direct and indirect linkages that show the strength of the 

relationships between elements. 

Several elements with more than 5 direct and indirect linkages were derived 

from laddering data as the motivational factors for sellers to continue their 

participation in social commerce. The elements are presented as follows:  

Attributes Consequences (Benefit 

Layer)  

Values (Goals layer) 

Selling; 

Product 

Reviews 

Perceived Convenience; Social 

Support; Potential Customers; 

Business Opportunities 

Business Sustainability; Cost-

Effectiveness; Profit; Self-

Esteem; 

Table 6.1: Motivational factors based on benefit and goal layers 

6.2.1 Sellers’ Implication Matrix 

As mentioned before (refer to Section 4.2.2) the implication matrix is used to 

summarize the connections between attributes, consequences and values. In 

order to create the implication matrix for both sellers and customers, a total 

of 41 A-C-V ladders were developed for 20 sellers. As the ladders are based 

on the activities listed by the sellers, one seller could have one or at most 

three activities; hence the number of ladders is more than the number of 

participants.  



 
 

132 

There are two types of connection that exist between elements: (i) direct and 

(ii) indirect relations. In A-C-V ladders, a direct connection between two 

elements exists when one element has a direct link to the other element, 

without any intermediary element in the same ladder. An indirect link 

between two elements occurs when the two elements are mentioned in the 

same ladder, but separated by one or more intermediary elements. In this 

study, participants listed 434 linkages with a total of 165 direct links and 269 

indirect links. 

Table 6.2 shows the sellers’ implication matrix. As can be seen in the table, 

selling behaviour has a strong relationship with the social support element, 

which has 13 direct and 5 indirect relationships. The selling behaviour also 

has a strong relationship with the perceived convenience element (5 direct; 9 

indirect), the business opportunity element (5 direct; 11 indirect) and so on. 

The columns shaded blue indicate the level of relationship between the 

elements. Darker shades indicate a stronger relationship than light shades. 

However, it should be noted that the implication matrix is not the final step 

for laddering methods. Although it provides an indication of direct and 

indirect relationships, it still includes the weak relationships between 

elements of this study that need to be eliminated. This is because only a 

stable set of relations will be considered for HVM. Therefore, strong 

relationships between elements will be presented in Section 6.2.2 that 

describe the HVM. 

6.2.2 Sellers’ HVM 

HVM is developed by using only the relations with a value above the cut-off 

level of 5 which is recommended by Reynolds and Gutman (1988). The cut-

off criterion determines which connections should be included in the HVM in 

order to reduce the complexity of the HVM (Veludo-de-Oliveira et al., 2006). 

It also helps to increase the clarity of the HVM. Thus from 24 elements, only 

10 elements were left in the HVM. Figure 6.1 shows the full HVM for the 

sellers. This study found that the main business-related activities carried out   
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Table 6.2: Sellers’ implication matrix   

 01 02 03 04 05 06 07 08 09 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24 

01 Selling       13.5   2.0   0.3 2.1 1.3 5.9 1.16 5.11 2.4 0.3 0.1 0.1 0.2 0.1 0.1 0.6 0.18 0.8 0.1 

02 Review     1.2 8.1     1.0 0.2   0.1   0.7 0.3     0.2 0.1       0.2 0.6 0.2   

03 Sense of Obligation       3.0                       1.0         1.1   0.1   

04 Social Support               5.0 2.0 0.2 4.1 9.8 8.7 0.1 0.2 0.2 1.0       1.4 0.18 0.5   

05 Reputation                                                 

06 New Media Attitude                 1.0   1.1 0.1       0.1 0.1         0.2     

07 Knowledge Sharing                   1.0   0.1 0.1                 0.1     

08 WOM                   2.0   3.0 0.3                 0.3 0.2   

09 Social Norms                     0.1 1.2 0.2       0.1         0.2 0.1   

10 Customer Trust                     1.0 2.0 0.3                 2.2 1.1   

11 Perceived Convenience                       6.5 4.1 1.2 1.0 1.0 1.0 2.0     0.4 1.5 0.5   

12 Potential Customers                         10.1 1.1 0.1 1.0 1.1       2.1 9.7 1.6   

13 Business Opportunity                           1.1 1.1       1.0 0.1 0.3 7.6 1.3   

14 Cost-Effectiveness                             1.0     1.0     0.1 2.0 3.0 0.1 

15 Perceived Risk                                         2.0 1.0     

16 Customer Engagement                                           1.0 2.0   

17 Competitive Advantage                                           1.1     

18 Technical Knowledge                                         1.0   0.1   

19 Financial Security                                       1.0 0.1       

20 Personal Achievement                                         1.0       

21 Self Esteem                                                 

22 Profit                                             2.0 1.0 

23 Business Sustainability                                                 

24 Satisfaction                                                 
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Figure 6.2: Sellers’ HVM
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by sellers in the community are (i) selling and (ii) product reviews. In this 

chapter, the word ‘goals’ will used to represent the values level in the HVM, 

therefore the goals for engaging in social commerce are (i) profit, (ii) 

business sustainability, (iii) cost-effectiveness, and (iv) self-esteem. 

As seen in Figure 6.1, (i) social support and (ii) perceived convenience are 

the two most basic factors when the sellers decide to participate in selling 

and providing product reviews in this community. To understand how these 

two factors (social support and perceived convenience) can lead to sellers’ 

higher motivation levels (for sellers’ participation), and what the 

corresponding attributes associated with each of these two basic 

motivations are, the relationship chains (A to V) were extracted from the 

HVM. The chains were chosen according to the basic factors: (i) social 

support, and (ii) perceived convenience. Data from semi-structured 

interviews and observations (if any) were also used to support the claims in 

the paths.  

 Social Support Path 

Social support in this study is defined as members’ experiences of being 

cared for, being responded to, and being helped by other community 

members. It was mentioned 27 times in 41 ladders for sellers. 

The findings show that the sellers continue to sell products and/or 

services and write product reviews because by doing so they get social 

support from the customers, as shown in Figure 6.3. It shows that it is 

important for them to engage in the activities because they obtain social 

support from the community members. 

The findings show that selling behaviour has a relationship of 13.5 with 

social support. As a relatively strong relationship in the HVM, it indicates 

that the sellers acknowledge the importance of social support in the 

community in order to successfully sell their product to the community.  
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Meanwhile, product reviews in this study are defined as reviews of goods 

and/or services used by the sellers in their daily lives. This includes paid 

reviews of goods and services provided by other sellers, whether sellers 

from the community or other sellers outside the community. The study 

indicates that the relationship between product reviews and social 

support is 8.01. This is relatively high as product reviews were mentioned 

in only 10 out of 41 ladders. This shows that 8 out of 10 sellers provide 

product reviews because they were aware it would gain them social 

support that would eventually help them with their goals in commercial 

activities.  

 

 

 

 

 

      

 

Figure 6.3: Social support path 
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“I have seen other bloggers get support from the readers, so that’s the reason 

I started it with this community. They might not buy what I sell but they can 

help me with ideas or spread the news about my business” – Participant S16. 

The evidence shows that the sellers are aware of the practice of providing 

social support for the members; therefore, they anticipated that they 

would receive the same support. 

The Relationship between Product Reviews and Social Support  

Meanwhile, the following excerpts explain the review – social support 

relationships: 

“The readers like the reviews. They want to know more about the products. 

And usually, those who request product reviews are the same members who 

always give constructive feedback and ideas about my business. They 

support my business. That’s why I spend the time to provide them with some 

reviews” – Participant S19. 

“This is like give and take. The reviews could help them to know more about 

certain products and it also helps them to make a decision. When you 

provide something for the community, they will usually give something back 

to you. I didn’t realize my readers love to read the reviews but they kept on 

asking me if I could do more reviews. And after that I did it seriously. 

Sometimes sellers in the community send their products for me to review. So 

I was basically motivated by the support of members in the community” – 

Participant S2. 

The excerpts show that bloggers provide reviews of popular products 

because they want to share their first-hand experiences with the readers. 

By doing so, bloggers were expecting support from their readers when 

they ventured into social commerce. 

Figure 6.3 also shows that there is no direct relationship between writing 

a review with both ‘potential customer’ and ‘business opportunities’ 
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elements. However, the supporting data have shown that sellers are 

aware of the importance of writing the product reviews in order to gain 

more customers and obtain more business opportunities.  

This can be explained by the following excerpts: 

“I think it [product reviews] can lead me to potential customers especially 

when people doing a Google search about product reviews might end up 

finding my blog” – Participant S5. 

 “It works like this. When you give a good review, usually your followers will 

share the review on their social media sites. Sometimes it goes viral so with 

that I get new followers. And because I am a seller, this benefits me in terms 

of more opportunities to expand my business” – Participant S2. 

The previous excerpts show that, when sellers complete product reviews, 

they may be able to attract attention from people who are searching for 

specific product reviews via a Google search. In addition, sellers also 

anticipate that reviews may be shared by the followers and may 

potentially go viral in social media. This creates the potential for them to 

get new followers and/or customers, which in turn creates new business 

opportunities.  

The Relationship between Social Support and Strong Ties in the 

Community 

Social support for the sellers (or bloggers before they got involved in 

business) was found to be in line with the good relationships or strong ties 

they had in the community before participating in social commerce. 

Sellers believe it was also possible because the members trusted them. In 

addition, having witnessed the overwhelming support from the 

community members, sellers believe members are likely to support them 

if they participate in social commerce because of their strong ties. This is 

evident in the following excerpts: 



 

139 

 “The friendship is quite strong. I like the way they support each other. 

Although I didn't know anyone at first they were very welcoming. It wasn't 

hard to fit in.” She added: “This includes any business related stuff. They 

back you up if any of your customers accuse you of something. For example 

if people leave bad comments related to your business, they will share their 

side of the story to help clear the seller’s name. We protect each other based 

on trust” – Participant S11. 

Another seller, Participant S4 states: “I guess this [social support from 

members] is because the bonding is quite strong although it was just based 

on online conversation. We have mutual understanding and trust” whilst 

Participant S19 stated: “I am happy with what’s happening in the 

community. Some people see it as a waste of time but the truth is there is 

overwhelming knowledge sharing happening in this community. People are 

really supportive even if you don’t really know them, like, they are just your 

readers but they are willing to help you with anything they can. They are 

also helping me with my business”. 

The previous excerpts from Participants S4, S11 and S19 show that the 

strong ties and trust between members explain why the community 

members provide support to the sellers although it is not shown in the 

HVM. This finding is similar to what is perceived by the customers which 

will be explained in Section 6.3.2.3. 

The Relationship between Social Support and Sense of Obligation  

This research also found that from the sellers’ view, social support has a 

certain degree of relation to sense of obligation of their readers, although 

it is not directly shown in the sellers’ HVM (refer to Figure 6.2), as 

illustrated in the following excerpts.  

“I think it [why she got help from the community] could be because I always 

answer their questions about breast feeding. I am pro-breastfeeding and 

always go to seminars related to EBM, NIP and so on… so they often ask me 
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about that. So when I struggled when I was first starting the business, they 

helped out” – Participant S21. 

“They sent me emails regarding their problems. But none of this I shared on 

my blog because they didn’t want to share their problem with the public. 

Well… I didn’t expect them to return the favour but I can see that some of 

them started to share about my business, things like testimonials and such. 

Some have even become my customers” – Participant S8. 

“And it is easier to get their help. In regard to my business, I think the friends 

[from the community] that I made along the way are those who helped me 

with my online business” – Participant S1.  

Hence, sellers notice that the sense of obligation to return favours is also 

a factor in why the community gives support to the sellers. Next, the types 

of social support will be presented. 

Types of Social Support 

The results indicate that there are four types of social support that exist 

in the community: informational support, appraisal support, emotional 

support, and instrumental support. These are the main categories of social 

support (refer to Section 2.5). The social support subsequently motivates 

sellers to venture into social commerce and aim for the higher goals of (i) 

profit and (ii) business sustainability.  

The practice of social support from the sellers’ point of view is discussed 

next.  

Emotional Support 

Evidence from the interview excerpts shows that emotional support 

among the community members can either be from the bloggers to 

readers or readers to bloggers. 
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Participant S11 claims that the social support practices in the community 

are a result of their social ties, as shown in the following excerpts: 

“Actually in my opinion, because we shared a lot about ourselves, our 

families and life, so people tend to feel connected to each other. Therefore, 

we feel that we should support each other. Like emotional support. If you 

have any problem, just spill it to someone you trust in the community, they 

will try to help you by sharing your problem anonymously to get more 

opinions from others. Things like that. And it doesn’t stop there. We also get 

some support related to our business. As a blogger, you try to help as much 

as you can because you know they are also there for you when you need 

support”. 

Although some of the support does not initially relate to the business 

environment, sellers believe the support in the community eventually 

leads to emotional support in regard to business. This is evident in the 

following excerpts: 

“They are mostly concerned about my family because I always share about 

my family. But sometimes if I rant on Facebook or blogs saying that I’m too 

tired handling the business or want to give up due to work stress, the readers 

send me private messages saying that I shouldn’t give up. They help me to 

go through the emotional phase, so I am really thankful for such support and 

it motivates me to work harder” – Participant S2. 

“Yes, the support is usually personal but I do get support for my business too. 

They usually give moral support when I am down or feel like I can’t do the 

business anymore. I don’t even know some of them but they say that they are 

my silent readers. And sometimes they help to promote my business” – 

Participant S14. 

Instrumental Support 

This study found that the sellers are likely to be motivated by the 

instrumental support given by members. Instrumental support refers to 
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the various types of tangible aid and services that other members may 

provide to the sellers. The results specify that the type of help that the 

sellers get from members includes purchasing a product although they do 

not really need it, providing testimonials for sellers, updating social media 

accounts about the sellers and/or the product, tagging friends on their 

page or a seller’s page, technical help (setting up new accounts etc.) and 

so on. The help not only comes from members who are not sellers in the 

community but also other sellers. For example, if they are selling the same 

product, they allow other sellers to use testimonials from their customers.  

The following excerpts support previous arguments. Participant S4 said 

“The support system [in this community] is not just about emotional support 

but also in monetary form. This includes purchasing”. That statement by 

Participant S4 is supported by Participant S20: “Most of the time I ask them 

to provide a testimonial. But I do get them voluntarily as well. And other 

sellers from the community who sell the same products sometimes allow us 

to use their testimonials. This is because we support each other”.  

Participant S2 also made a statement related to tangible aid: “Most of them 

shared the status on Facebook. And from what I heard from my customers, 

mostly from word of mouth, they told me their friends recommended me. 

Normally they would tell me where they got to know about my business”.  

Informational Support 

This study found that informational support also contributes to the goals 

of sellers in this chain. Informational support involves providing 

individuals or groups with information that they can use to help 

themselves (House, 1981). Examples of informational support include 

advice, guidance, suggestions, directives and information on how to 

address certain issues. Generally, the lifestyle blogging community, 

bloggers and readers, consistently exchange their knowledge which 

includes travel information, parenting and so on. Knowledge sharing has 

been one of the norms for this community as stated by Participant S14: 
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“This community is awesome. I found that they had a great relationship. 

They were really supportive and helpful. It was fun. We shared lots of 

information”.  

The informational support in this community not only covers general 

daily life but also includes business related information, as evident in the 

following excerpts:  

“They were the ones who convinced me to use FB Page & IG for my business, 

or stuff to get, like the popular ones in Malaysia. They informed me about 

trending stuff for netizens” – Participant S9. 

“One of the customers is also doing business, so she invited me to join her 

Facebook group about marketing, promotion, products and time 

management. So in that group they coached us on how to promote our 

product. Well, it’s not really coaching but a sort of support group for small 

businesses” – Participant S15.  

“They even tell me the type of paper that they think is better for packaging 

and where to get a better quality paper and bubble wrap” – Participant S2. 

The excerpts show that the community members (who may or may not be 

their customers) support the sellers by sharing information about the 

demand in the market. Members also provide practical solutions that may 

improve business, such as information about marketing strategy, 

packaging and so on. 

Appraisal Support 

Lastly, there is evidence showing that community members participate in 

giving appraisal support to sellers which is the least well defined of the 

four types as it was said to be similar to emotional and informational 

support. Appraisal support happens when someone offers information 

that allows the other person to make an informed decision on their own 
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(House, 1981). It allows a person to appraise their current situation but 

does not tell them outright what should be done.  

Sellers claimed that the members’ requests for them to sell to the 

community were one of the reasons they started selling. The requests 

apparently gave them ideas on starting their online businesses. This is an 

example of appraisal support in the community, as evident in the 

following excerpts:  

“Actually it started with a request from readers. They wanted the same stuff 

that I am wearing, hence they asked me to sell it to them. They gave me a 

few suggestions and tell me that they trust my judgement. It helped me to 

choose which would be the best things to sell as a start-off” – Participant S7. 

“I started to sell second hand clothes or what nowadays they refer to as pre-

loved clothes. I just sell them to my blogger friends or my blog readers, 

posting it on my blog saying that I want to do spring cleaning and such. I 

love shopping so I have lots of clothes that I need to clear from my closet. So 

after a while, some of the followers started to ask me why I don’t sell new 

clothes as well. I never thought of that before so I started to ask around on 

how to get stock and I got various feedback from my blogs’ followers. One of 

them even gave me details of the process since she knows some of the people 

involved in this business. There are a few options which help me to make my 

decision as there is always someone I can turn to” – Participant S11. 

Previous discussions on four types of social support show that the 

willingness of members of this community to support each other is likely 

to be very strong. The factors influencing social support practices will be 

presented in Section 6.4.4.  

Next, this study will further explain the higher level elements in this path, 

which are the potential customers and business opportunities, as well as 

the goals of participating in social commerce, which are profit and 

business sustainability.  
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The Upper Level Elements in the Social Support Path 

This study first discusses the relationship between the social support 

factors and the upper level element of the path, which is the potential 

customers. Potential customers in this study refers to both the potential 

customers from the community and also the netizens in general. The 

direct and indirect relationship between social support and potential 

customers (9.8) is proven to be high, as shown in the HVM. This 

relationship is portrayed by the following excerpts: 

 “…and if you spend enough time in this community you can see that most 

bloggers sell something because they know they can attract their readers”. 

This view is also shared by Participant S21 who said, “I take that as I 

already have potential customers. So I know this is a good opportunity for 

me to start a business. The customers are already there” – Participant S1.  

“I see them [the readers] as potential customers. I think that because I am 

close to my readers, I can get good feedback. That was my real intention 

when I started the business. It’s more trial and error at first. I was hoping to 

get some support from them because that’s normally what they do when 

someone in the community starts a business” – Participant S19. 

Most of the sellers were confident that they could attract community 

members because of the endless support they got from them. This is due 

to the good relationships and sense of obligation in the community, as 

explained before.  

The next level in the social support path is the connection between the 

potential customers’ element and the business opportunity element. In this 

study, business opportunity is defined as the opportunity for bloggers to 

start or maintain their business. Based on the evidence, this study showed 

that potential customers they obtained from social support gave the 

sellers the confidence to start a business or venture into social commerce. 
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The following excerpts show the relationship between potential 

customers and business opportunity in this chain: 

“They are the ones who gave me the idea regarding the business 

opportunity. Often I saw that other bloggers who started their business got 

a lot of support from community members so I think it’s better to target 

them as my potential customers” – Participant S15. 

“I am currently actively blogging so I think it is important for me to grab the 

opportunity while I still have avid followers. The market is already there” – 

Participant S7. 

The excerpts show that social support among the community members 

from selling and product review activities leads to the social support in 

business and, subsequently an open market for them with potential 

customers as well as business opportunities. The opportunity to start a 

business with a ready market influences the main goals of this chain, 

which are profit and business sustainability.  

 Perceived Convenience Path 

The second highest motivational factor for sellers’ participation in social 

commerce is perceived convenience. Perceived convenience refers to the 

perception of the sellers when the selling process lowers the cognitive, 

emotional and physical burdens for them.  

Figure 6.4 shows that selling is the only attribute which contributes to 

perceived convenience. The results show that perceived convenience was 

mentioned 14 times in 41 ladders. Perceived convenience in this sense is 

referred to as the convenience of using social media applications. 

Although it is a weak link as compared to the selling – social support 

relationship (refer to Figure 6.3), the result shows that the efficiency of 

social media is likely to influence the sellers’ participation in social 

commerce. 
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Figure 6.4: Perceived convenience path 
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Participants indicate that perceived convenience basically includes the 

ease of use of social media apps, better communication and easy access to 

target customers as displayed in the excerpts. According to Participant S1, 

“I think it will be easier to do the marketing because most of my readers 

subscribe to my blog and they also follow my Instagram and they are also in 

my Facebook. So basically I just need to update about the product in my 

social media”.  

Participant S2 mentions the ease of use: “It’s really easy to use the apps”, 

whilst Participant S14 refers to better communication: “I think it makes it 

easy for me to communicate with the customer”.  

The results also indicate that the perceived usefulness of social media 

apps is likely to be the factor of getting more potential customers. This can 

be seen in the following excerpts: 

“I can use it [social media application] efficiently and I think that leads to an 

easy start for me because I target my followers to be my customers” – 

Participant S10. 

“I want to sell the product to the community members so it is important that 

I use a channel that can reach them. They are always online. They read my 

blog almost every day. It’s our daily routine. They are so into Facebook 

because that’s where we usually hang out. So that’s the reason why I sell 

through social media: to reach them” – Participant S11.  

The findings also suggest that from the sellers’ perspective, the availability 

of potential customers is most likely to influence the business opportunity 

as explained before in the social support path (refer to Section 6.2.2.1). As 

shown in the following excerpt, Participant S5 claims: “I think it will lead 

customers to keep on coming to my blogshop and buying products and this 

will help me to keep running my business”, whilst Participant S6 said: “It 

can bring more customers, and more customers means more profits, 

therefore I can keep on selling the product.” 
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In conclusion, this path shows that the business opportunity is an 

important element that needs to be targeted in order to achieve profit and 

business sustainability. It also suggests that the sellers realize the 

potential of using blogs and/or social media applications to sustain their 

businesses. Figure 6.4 also shows that there are other unknown factors (8 

indirect linkages) that indirectly influence business sustainability by 

selling in social media. 

 The Remaining Paths in Sellers’ HVM 

The HVM reveals that there are two other paths in the HVM that do not 

have intermediate factors to achieve goals. Based on Figure 6.5, the 

elements that connect selling to cost-effectiveness and self-esteem seem 

to be missing from the HVM. These paths are considered weak which will 

be explained next.     

Cost-effectiveness is defined as being economical in terms of what is 

received for the money spent on the business. This is possible because of 

low operational costs and low marketing costs. However factors related 

to community participation that may contribute to cost-effectiveness 

goals for the sellers in the community are unknown. This is likely to be 

due to the presence of various other factors perceived by the sellers in the 

community. 

As shown in Figure 6.5, the selling – cost-effectiveness path has two direct 

linkages which means that there are sellers who sell in the community 

because they wanted to increase their self-esteem. There are also four 

indirect linkages which shows that other factors contributing to the path 

from selling to cost-effectiveness remain unknown. This shows that 

factors contributing to cost-effectiveness are weak and were therefore 

eliminated from the HVM.  
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Figure 6.5: Other paths in sellers’ HVM 

Meanwhile, self-esteem refers to the evaluative dimension of the self that 

includes feelings of worth, pride or discouragement. The relationship 

between selling and self-esteem is low with linkages of 0.6. Therefore, as 

with the selling – cost-effectiveness path, this study argues that although 

self-esteem is one of the main goals, it is not clear whether the self-esteem 

felt by the sellers is related to their participation in the community. This 

is because the evidence shows that it is likely to be influenced by personal 

reasons as stated by the following participants:  

“I never thought I could be successful in business. Although it is just small, I 

think I started it well and it build up my confidence” – Participant S2. 

 “I was afraid that if I failed, people would look down on me, so it’s better to 

start small but steady rather than aiming big without a solid plan” – 

Participant S5. 

6.2.3 Summary  

The sellers’ findings show that their participation in the virtual community 

is likely to help them to pursue their goals which are business-sustainability 
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convenience give them more potential customers and business 

opportunities.   

 Customers' Motivational Factors 

This sub-section discusses the findings for customers which includes the 

customers’ implication matrix and HVM. Several elements with more than 5 

direct and indirect linkages were derived from laddering data as the 

motivational factors for customers to continue their participation in social 

commerce.  

The elements are presented as follows:  

Attributes Consequences (Benefit 

Layer)  

Values (Goals layer) 

Customer VC Relationship; Trust; 

Perceived Convenience; Social 

Support; Social Norms; 

Product Quality; Perceived 

Benefit; Risk Awareness 

Loyalty; Sense of Obligation; 

Self-Esteem; Satisfaction  

Table 6.3: Motivational factors based on benefit and goal layers 

6.3.1 Customers’ Implication Matrix 

The total number of ladders developed for customers’ data is 46. There are 

564 linkages in the implication matrix, with a total of 201 direct and 363 

indirect links. The linkages between purchasing and VC relationship denote 

the strongest relationship in customers’ data. Refer to Table 6.3 for the 

customers’ implication matrix. 
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Table 6.4: Customers’ implication matrix  

 04 05 06 07 08 09 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24 25 26 27 

01 Purchasing 18.1 2.0 3.0 3.0 0.4 0.6 0.3 0.1 2.12   0.3 0.6 0.9 0.10 0.11   0.1 0.1 0.2 1.0 0.1   1.0 0.8 

02 Reading Reviews 3.0               3.3 0.4 0.3 0.3   0.3 0.3                 0.2 

03 Giving Business Input 6.0   1.0   1.4 1.4 0.7               0.3 0.1           1.0   0.3 

04 VC Relationship   0.1     3.3 2.5 4.3 0.1 14.0 0.1 0.4 0.4 3.5 0.8 2.9   0.1 0.1           1.5 

05 New Media attitude         0.1 2.0 0.1                                 0.2 

06 WOM                 1.0       1.0 1.2 0.2 1.0               0.1 

07 Product Variety             0.1       1.0 2.0     0.2       0.1   0.1       

08 Social Support           7.1 5.2   1.0                             1.4 

09 Social Norms             3.3   0.1           1.0                 3.2 

10 Sense of Obligation                       0.1     1.0           1.0     1.3 

11 Social Image                 0.1   1.0   0.1       0.1             1.0 

12 Trust                   4.0 2.3 3.3 4.1 5.5 1.6   0.1             0.5 

13 Product Information                     1.0 1.1   2.0 0.1                 0.1 

14 Decision Quality                       2.0 0.1 2.0 2.2   1.0             0.2 

15 Product Quality                             4.0       0.1 1.0 1.0     1.1 

16 Perceived Convenience                           4.1 2.1   1.0 1.0           0.2 

17 Risk Awareness                             3.1     1.0           1.1 

18 Perceived Benefit                               1.0     1.0 0.1   1.0   3.0 

19 Group Buying                                                 

20 Response Time                                               0.1 

21 Status of Purchase Order                                                 

22 Self-Image                                             1.0 1.0 

23 Product Review                                                 

24 Creating Value                                                 

25 Technical Knowledge                                                 

26 Personal Standard                                               0.1 

27 Self Esteem                                                 

28 Loyalty                                                 

29 Satisfaction                                                 
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Figure 6.6: Customers’ HVM
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6.3.2 Customers’ HVM 

Customers’ HVM is constructed by reducing from 29 down to elements to 15 

elements. Figure 6.6 shows the full HVM for the sellers. This study found that 

the main social commerce activities carried out by customers in the 

community were (i) purchasing, (ii) reading reviews and (iii) giving business 

input (include any actions that can increase the worth of goods, services or 

business operations).The HVM also shows that the main goals for engaging 

in social commerce are (i) loyalty, (ii) self-esteem, (iii) satisfaction, and (iv) 

a sense of obligation.  In addition, as seen in Figure 6.6, there were three basic 

motivations when customers decided to participate in this  community, 

namely (i) virtual community, (VC) relationship (purchasing – VC 

relationship; giving business input – VC relationship), (ii) trust (reading review 

– trust) and, (iii) product quality (purchasing – product quality). 

VC relationship is mentioned 28 times in 46 customers’ ladders, making it 

the strongest factor in why community members wanted both to purchase 

and to give business input to the sellers in social commerce settings. The 

connection between purchasing activities with a VC relationship denotes 

18.1 linkages, whilst the connection between giving business input activities 

and VC relationship is 6.0 linkages. Purchasing activities also lead to product 

quality with 6 indirect linkages. Meanwhile, reading review activities lead to 

trust, which is mentioned 20 times in 46 ladders with 3 direct linkages and 3 

indirect linkages. However there is no direct linkage between reading review 

activities and a VC relationship. 

The previous explanations show that the purchasing done by members and 

the business input they give to sellers are mainly influenced by their blogger-

reader relationship. However, reading the reviews that were made available 

by the bloggers has not been influenced by their relationships in the 

community. 

In order to understand how higher level motivations are connected to their 

lower level motivations in social commerce, and what the corresponding 
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attributes associated with basic motivations are, the  relationship chains (A 

to V) were extracted from the HVM.  The chains were chosen based on the 

main path in the HVM, which is the VC relationship. Therefore, the findings 

will be discussed based on (i) VC relationship – trust path, (ii) reading 

reviews – trust path, and (iii) VC relationship – social support path. In 

addition, VC relationship with self-esteem and perceived convenience path 

will also be discussed. Data from semi-structured interviews and 

observations (if any) were also used to support the findings. 

 VC Relationship - Trust Path 

Figure 6.7 presents the extracted HVM for the VC relationship – trust path.  

The attributes or activities involved in this path include purchasing and 

giving business input.  

VC relationship is defined as the personal friendship developed among 

members in the blogosphere community. These relationships are often 

developed through publics and private online communications, and 

sometimes develop into face-to-face interactions to pursue a common 

topic of interest. The relationships are built based on previous 

interactions, experiences, and learning of others in the virtual community 

environment. On the other hand, trust refers to the confidence a person 

has in what other members (sellers) will do, based on their previous 

interactions.  
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Figure 6.7: VC relationship path 
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“I prefer to buy from someone I am familiar with. I know the community 

members so that’s why I prefer to buy from them” – Participant B17. 

Results indicate that having good relationships in the community is what 

is most likely to influence the social commerce participations. This finding 

is consistent with the finding from the sellers’ side, where the sellers 

acknowledge that their good relationships in this community influenced 

them to participate in social commerce. The supporting data shows that 

the relationship is influenced by the presence of homophily, tie strength 

and the SOVC (refer to Section 6.4).  

The Relationship between VC Relationship and Trust 

As shown in Figure 6.7, VC relationship can lead directly to trust. The 

direct link from VC relationship is equal to 14 which is relatively high. The 

fact that the VC relationship only has a direct relationship with trust 

shows that that having relationships in the community is important to 

developing trust.  Customers admitted that it was their trust in the 

bloggers in the community to motivate them to participate, as shown in 

following excerpts: 

“I know a lot about them, from our conversations, from what they’re saying  

on their social media account, so it developed trust, and because of our good 

relationship, I believe that risk of being cheated by the sellers are low” – 

Participant B2. 

“Online shopping is not safe, so it is important for us to know the sellers in 

order to trust them” – Participant B7. 

“I think they can be trusted as they have a reputation they need to maintain 

as a blogger. They simply won’t cheat” – Participant B16. 

The excerpts show that the trust they had as members of the community 

to the bloggers is transferred to their relationship as seller and customer. 

Next, the upper level elements in this path will be discussed. 
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The Upper Level Elements in VC Relationship – Trust Path 

It is apparent in Figure 6.7 that trust can lead to perceived benefits and 

risk awareness. Risk awareness refers to a situation where customers are 

aware of the uncertainty and possible adverse consequences of engaging 

in an activity. Meanwhile, perceived benefits refer to customers’ 

perception provided by the complete shopping experience, not only 

product acquisition but also including any tangible or intangible benefits 

they gain from the purchase or participation in community.  

This study found that customers acknowledge the value that they might 

get (perceived benefits) and acknowledge the risk (risk awareness) they 

might have if there is no trust in their social commerce participation. 

However, for the trust – perceived benefits path, the indirect linkages were 

stronger (1.6) than direct linkages. This means that there must be 

unknown factors that lead from trust to perceived benefits. The excerpt 

from Participant B17 explains the direct relationship from trust to 

perceived benefits:  

“The experience of online shopping can be exhausting if we choose the wrong 

sellers.… Although we do have a consumers’ tribunal, but it is very tedious. 

So I just want to experience something that is simple and easy without 

having to worry about what might happen with the transactions. We need 

to be comfortable because for me, if we want to enjoy the product we 

purchase, we need to experience an enjoyable purchasing process as well”. 

Meanwhile for the trust – risk awareness path, the direct and indirect 

linkages which are 5.5 are considered moderate, as risk awareness was 

mentioned 11 times in customers’ section. The following excerpts explain 

the relationship:  

“If I know the seller, the risk is at least lower compared to buying from a 

stranger outside the community” – Participant B3. 
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“Trust is important because we never know what will go wrong when you 

buy online” – Participant B14. 

“And the trust that we built from the friendship makes it comfortable to deal 

with them. It’s like the probability we get cheated is low” – Participant B14. 

The results show that risk awareness and perceived benefits have direct 

and indirect relationships with the goals of why customers participate in 

social commerce, which is loyalty to the sellers in the community. 

Customers’ perceived benefits has a stronger relationship with loyalty 

(9.4) whilst risk awareness to loyalty is 4.3. This shows that customers 

acknowledge that developing trust from their relationships will lead to 

achieving higher goals, as shown in the following excerpts. 

“I don’t have to worry much about the deal. And that also means that there 

will be high possibility I will return to the same sellers. To think of it, yes, 

most of the time, I buy things from the same sellers when I realized there is 

no risk” – Participant B10. 

“I think everyone will agree with me on this. Whenever we made a purchase, 

we want everything to be right. We must feel satisfied with everything. This 

includes both the product we paid for and how the sellers treat us. So if 

everything is ok, I think it makes me feel satisfied and I will surely buy more” 

– Participant B7. 

“If the risk is low, I would choose to buy from the same sellers” – Participant 

B7.  

“I think for a seller to have their customer return to them, they should be 

aware that there is risk. If there is no risk in the process, people will come 

back to you” – Participant B15. 

The last element connected in the VC relationship - trust path is the 

product quality. Although the linkage is quite low with 3.3, it shows that 

customers realize the importance of relationship and trust in the 
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community in order to attain a good quality product. Participant B3 

stated: “the last thing you want to go through is to be cheated by the sellers. 

Not only in terms of losing money and not getting our stuff, but also in terms 

of the quality of the products”. 

 Reading Reviews - Trust Path 

As shown in Figure 6.8, the reading review activities has direct and 

indirect linkages of 3.3 with trust. Although the relationship is not as 

strong as VC relationship - trust linkages, the reading review activities are 

mainly motivated by trust as they have only been mentioned for six times 

in the ladders. Therefore, the 3.3 linkages are considered to be significant 

for this path. There are also several other unknown elements that 

contribute to trust. 

 

 

 

 

 

 

 

 

 

Figure 6.8: Reading review – Trust path 
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The following excerpts prove the relationship: 

“The reason why I read their review is because I trust their review. Trust is 

important because we know that we are getting the correct information. 

And I get to know about new product in the market” – Participant B9. 

“I think their reviews are mostly trustworthy and reliable” – Participant 

B20. 

“Reading a review from someone we know and trust can help us make 

decisions especially regarding the quality of the products” –Participant B17. 

The previous excerpts show that customers participate in reading the 

reviews provided by members of the community because they believe the 

information they acquire from people they know are reliable. It can help 

them to identify products with good quality. 

The upper level elements in this path are similar to the VC relationship – 

trust path. It includes product quality, perceived benefits, risk awareness 

and loyalty as explain in the VC relationship – trust path in Section 6.3.2.1.  

 VC Relationship – Social Support Path 

Figure 6.9 shows the VC relationship – social support path. The activities 

involved in this path are (i) purchasing and (ii) giving business input. 

Social support in this research refers to a members’ experiences of being 

cared for, being responded to, and being helped by other blogosphere 

community members, or the other way around.  The linkages between VC 

relationship and social support are likely to be moderated with a direct 

and indirect linkages of 3.3 as compared to the VC relationship - trust path.  

This linkages show that the relationship in the community lead customers 

to give social support to the sellers. These findings indicate that the 

relationship between bloggers and readers plays a significant role in 

influencing the members to participate as customers. There are also some 
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unknown indirect influences from their relationships that can lead to the 

social support. 

The findings also show that the customers acknowledge that the social 

support given is not only limited to personal support but also support that 

is related to the business. Consistent with the findings in the sellers’ 

section (refer to Section 6.2.2.1), the social support in this sections also 

found the existence of four types of social support from customers to 

sellers, namely emotional support, instrumental support, informational 

support and appraisal support. 

 

 

 

 

 

 

 

 

 

 

Figure 6.9: VC relationship – Social support path 
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feedback so that she can use it for her business. For advertisement or 

marketing”- Participant B4 (Instrumental support). 

“Usually readers are more supportive in term of giving them motivation; 

some even buy stuff from the bloggers whatever they sell, just for the sake of 

encouraging them to do business” – Participant B13 (Emotional and 

Instrumental support). 

 “I saw many complaints from customers saying that they missed the post 

and it took time to search for it. I have bought a lot of stuff online so I have 

learned from other sellers... as I find it is more practical to have the list on 

their blog as well, so that’s the reason I gave them such a suggestion. I just 

want to help. Because I happen to know about it” – Participant B5 

(Informational Support). 

“I also tell them that they should try to expand their market using other 

social media such as Facebook or Instagram. Facebook and Instashops are 

major hits nowadays. It is easier to search for products using hashtags” – 

Participant B7 (Appraisal Support). 

The types of social support practiced by the customers are similar to what 

are perceived by the sellers (refer to Section 6.2.2.1). The factors 

influencing social support practices are presented in Section 6.4.4. Next, 

the upper level elements in this path will be discussed. 

The Upper Level Elements in VC Relationship with Social Support 

Being aware of the practice of giving social support is one of the reasons 

why customers provide social support to others in the community. This 

explains the next upper element in this path, social norms. Social norms is 

defined as the appropriate behaviour of members in a blogosphere 

community or the pattern of behaviour in a community, or culture, 

accepted as normal and to which a member is expected to conform. In 

other words, it refers to doing what other people are doing in the 

community. The direct relationship from social support to social norms is 
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7 which is stronger than the indirect relationship (1). Findings indicate 

that customers are likely to give social support because everybody else 

also did the same thing. This shows the strong sense of virtual community 

can influence customers to participate in social commerce because they 

want to do things others are doing in the community. 

 “That’s what everybody else doing is in this community. We always buy from 

the blogger, no matter what they sell. It’s like a trend or something” – 

Participant B2. 

“I think that’s what so special about this community. We always try our best 

to give feedback to the bloggers. Bloggers are mostly like celebrities in this 

community. We adore them because they are somehow good role models in 

the community. So we love to help them. That is the practice” – Participant 

B3. 

“I think everybody in this community is supporting each other. You can see 

it clearly especially when the sellers come out with a new product. 

Sometimes, you just buy something not because you need it but because you 

wanted to try it because it is your friends who sell it” – Participant B13. 

The upper elements of social norms are (i) sense of obligation and (ii) 

satisfaction, which are the values or motivations for the customers to 

participate in social commerce in this path. The direct and indirect 

linkages between social norms and both elements are 3.3.  

Findings for the social norms and sense of obligation path will be 

discussed first. Sense of obligation refers to members’ commitment, to 

maintaining community relationships. The direct linkages from social 

norms to sense of obligation is the same the indirect linkages (3.3), which 

denotes a weak linkage. However, when compared to the total number of 

sense of obligation mentions in this study, which is 10 times, this can be 

considered a moderate relationship. The reason why customers feel that 

they need to conform to social norms is because they feel obligated to the 
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community. The reasons include (i) nationalism, (ii) benevolence and (iii) 

a sense of responsibility as evidenced in the following excerpts:  

“There are certain small things that they can improve. I think they might not 

notice it so a customer can take the responsibility to tell them what’s wrong 

and give suggestions to them. I just feel like doing so” – Participant B6. 

“Sometimes, you just buy something not because you need it but because you 

want to try it because it is your friends who sell it. And I feel I should be good 

to them too, like others. I feel like it's my job to help them because everybody 

is doing the same” – Participant B19. 

“I think it could be because we feel that we should help them. I mean the 

readers and bloggers. I feel that as a Malay, I have a responsibility to support 

Malay’s products and as a member in the community, if I have the capability 

to help, I should help” – Participant B3. 

“Seriously, yes [bought the product without any intention to buy at first]. 

Sometimes we just asked about the product out of curiosity. The seller… that 

was the first time I asked the seller regarding the product. Before this it was 

just a conversation that was unrelated to business. I kept on asking this and 

that... The seller nicely spends time to entertain me. Actually I don’t have any 

intention to buy. At the end, I was like “what am I doing?” I feel bad about it 

because she is really nice so I ended up buying the product because she has 

spent her time entertaining all my questions. The way she interacts with me 

makes me end up buying the product.” – Participant B3. 

Next, the relationship between social norms with satisfaction will be 

discussed. Satisfaction refers to the fulfilment of their wishes, expectation 

or needs. The direct and indirect linkages of 3.3 means the social norms 

are not the only reason for customers’ satisfaction. There are several 

unknown factors in the relationship. These findings indicate that the 

social norms lead to the satisfaction of the customers in the community, 

as shown in the following excerpts: 
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“I think it is because everyone in my circle has bought from this seller. She’s 

kind of famous. So it’s like I am proud to tell people that this year I bought 

Eid cookies from Hanis. So it’s like I am not left behind. I don’t know how to 

explain it. I think I’m happy if I can do the same as other people in my circle” 

– Participant B13. 

“Because they [community members] are doing the same. I just want to give 

back to the community. I think it’s probably because it is your responsibility 

in this community as a member. I am satisfied because I am able to 

contribute” – Participant B19. 

 VC Relationship - Self-Esteem and VC Relationship - 

Perceived Convenience Path 

Figure 6.10 shows the linkages between VC relationship with self-esteem 

and VC relationship with perceived convenience. Both have a weak 

relationship with no direct linkages. The indirect linkages between VC 

relationship and self-esteem is 8, whilst the indirect linkages between VC 

relationships with perceived convenience is 9. This finding shows that 

some unknown factors exist that link VC relationship with both paths. 

However other data has shown that amongst the factors are because of 

the ease of use of social media and ease of communication with the sellers. 

For the VC relationship – perceived convenience path, data from semi-

structured interviews shows that customers are likely to feel at ease when 

they know the sellers or they are in a good relationship with the sellers, 

as evidenced below: 

“It is easier to ask them about the product… I mean I don’t have to be formal 

with them. I can text or PM them anytime” – Participant B4. 

“It is convenient that way. I mean, if anything went wrong, we can straight 

away ask them about it without having to feel anxious having to deal with 

someone we don’t know that might not respond the way we want them to 

respond to the situation” – Participant B5. 
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 “It is easy to communicate with the sellers because we already know them 

from their blogs, and some of them have already become my friends in 

Facebook” – Participant B6.  

 

 

 

 

 

 

 

 

 

Figure 6.10: VC relationship – Perceived convenience path and VC 
relationship – Self-esteem path 
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“I don’t want to be left behind when they update about the stuff they’ve 

bought. I am competitive like that. I wanted to be in the circle… I will not be 

happy about it if I am left behind... I guess that makes me nearly as good as 

everyone else” – Participant B21. 

“It makes me feel good to buy from them... shows that I am part of this 

community” – Participant B10. 

The findings show that although the VC relationship elements do not 

directly influence perceived convenience and customers’ self-esteem, due 

to various unknown reasons, the VC relationship has some level of 

influence on these two elements. 

6.3.3 Summary 

The customers’ findings show that participation in the virtual community are 

likely to help them to achieve their goals, such as fulfilling their sense of 

obligation, satisfaction, loyalty and self-esteem. In order to achieve their 

goals, they are influence mostly by homophily and their sense of virtual 

community, which shapes their relationships with other members. 

Consequently they are able to provide social support to the sellers, trust 

them, as well as enjoy the convenience of dealing with the sellers. 

Section 6.2 and 6.3 have explained the motivational factors for both sellers 

and customers, and the relationship between those factors. The next section 

will explain the other findings of this research. 

 Other Findings 

This section discusses the findings from the semi-structured interviews and 

observations. It confirms the findings from the laddering data as well as 

providing the reasons behind the motivational factors for both sellers and 

customers. 
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6.4.1 Reasons for Participating in Blogging Community 

In the context of this study, participation includes blogging and engaging as 

a reader as well as participating in activities organized within the 

community. This study found that the main reasons for members to commit 

to the community are to find friendship, sharing a feeling of similarity 

between them (homophily), to socialize with other members, as an 

alternative media to follow, to gain social support, gain knowledge or get new 

information, to have the chance to share their opinions, and to earn extra 

money. Many of the readers claimed that they are attracted to read blogs 

because of the similarity they have with the bloggers whether being the same 

gender, same background and so on. 

The following is selected evidence for members’ participation in the 

community.  

Reasons Evidence Participants 

Friendship I wanted to have friends. S13 

It is more to get more friends: as a Muslim, I 

believe that friendship is important, and 

maintaining a friendship is also important. I 

want to make friends because I believe my 

religion taught me to make friends with 

everybody. I want to create contacts and I am 

happy to have more friends to discuss gossip, 

business, and family. 

B3 

Similarity I think the main thing is connecting with like-

minded people with same interest so that's why 

I still go and read their blogs. 

B10 

Usually they share about their personal lives, so 

I feel close with them, especially as there are 

B14 
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some similarities between me and them, so 

starting from that point, I feel close with them. 

I think she is similar to me. Her life, 

commitment, opinions are similar to mine, so I 

enjoy interacting with her 

B2 

Socializing After I get married the world for me is my work 

and my family, so socialising in the virtual 

world is great. Sometimes I meet them face-to-

face.  

S6 

I think it’s important because actually when we 

read a blog, it is kind of like we socialize with 

an even bigger community than just our 

friends. 

B1 

Alternative 

media 

News from newspaper and television are 

suffocating nowadays. There is too much 

political influence that actually makes me stop 

reading the newspaper or watch news on 

television. But I still need to know what’s 

happening outside there. So blogs are the 

alternative media for me. Bloggers re-write or 

maybe share opinions in a way that you didn’t 

feel mad when you’re reading it.  

S15 

Nowadays we can get extra info that we can’t 

get from television or newspaper from blog 

B8 

Social 

Support 

The support system is superb. I like it when 

people share their problems and almost all of 

the problems come with solutions or at least 

some possibilities of solutions by the members. 

People care. 

S20 



 

171 

New knowledge, friendship... and what I like 

most is the emotional support from members. 

B20 

Gain 

Knowledge/ 

Information 

Some people see it as a waste of time but the 

truth is there is an overwhelming amount of 

knowledge sharing happening in this 

community 

S19 

There’s a lot of information I get from the 

blogger. So the blog actually helps me gain 

information 

 

Share 

opinions 

It’s like a place where normal people like us 

have a chance to let others (know)… I mean, to 

share our opinions on certain issues. The person 

might not be an expert but somehow their 

opinion is more logical. 

B8 

So the involvement with this community is not 

only regarding the product reviews but you can 

get something else out of it. Before this I didn’t 

know the importance of breast milk. But luckily 

parents nowadays are knowledgeable; we have 

been exposed with information about 

breastfeeding even we are working, how to 

pump and store the milk, and we are also 

exposed to all the gadgets and such that we 

never knew existed before. 

B9 

Earn money I also get some money by advertising other’s 

products on my blogs.  

S21 

I want to have a side income by blogging.  B21 

Table 6.5: Reasons to participate in the blogging community 
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The table shows a mixture of sellers and customers’ view. This evidence 

shows that members of this community regardless their roles (bloggers or 

sellers, readers or customers), are having similar thoughts when they 

participate in the community. These findings are important to draw the 

relationship between their participation as bloggers and readers in the 

community with their participation in social commerce.  

6.4.2 Factors Influencing Members’ Relationships 

This study found that the relationships in the Malay lifestyle blogging 

community were influenced by homophily, tie strength, and the SOVC. 

Homophily can be described as the tendency of individuals to associate and 

bond with similar others. As mentioned in Section 6.4.1, one of the reasons 

for participating in the community is perceived similarity between members. 

This has encouraged them to bond, which shows that they are actually 

experiencing the presence of homophily. The homophily in this community 

has influenced the tie strength among its members, and subsequently 

influenced the relationships in the community. This is evident in the 

following excerpts: 

“The friendship in this community is developed based on the similarity we had. 

Most of us have a similar background. I love to read Blogger A’s and Blogger 

B’s blog because I also have three girls. It is so funny that my girls are just like 

theirs, with all the drama. If we have time we always talk about our girls. It 

creates bonding between us. We become closer” – Participant B21. 

“When you meet like-minded people, it is easier to connect with them. That is 

what I experience in this community. I like making friends with people similar 

to me. I get close to some of the bloggers because of this. It’s easier to 

understand them. We support each other. We trust each other because we 

know each other quite well” – Participant B6. 

“We become close friends because we share the same ideas on parenting” – 

Participant B10. 
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Other interview excerpts that describe the homophily in this community can 

be seen in Tables 6.4, 6.5 and 6.6. The explanation of the SOVC and how it 

affects relationships in this community is explained in Section 6.4.6. 

6.4.3 Factors Influencing Trust 

Trust in the community is influenced by the relationships as shown in the 

customers’ HVM (refer to Section 6.3.2.1). How the relationship between 

sellers and the customers can influence the trust can be explained by their 

relationship as bloggers and readers, which includes homophily, consistency 

of blog post, the reputation of the bloggers, familiarity with the bloggers and 

offline meetings.  

The following table shows the factors related to their relationships that lead 

the customers to trust the sellers.  

Factors Evidence Participants 

Homophily I think some of the bloggers are similar to me; 

their thinking and lifestyle and values. So I 

think I can trust them. 

B8 

I read their blogs frequently and I think we 

are living the same life. Struggling with kids 

and work. She shares a lot of tips on how to 

manage things better. I think I can trust her 

with my secrets. 

B17 

Consistency 

of blog post 

I have been following her for a few years and 

I can remember all her stories and I know she 

doesn’t lie about her life because the stories 

are consistent. 

B11 

No conflicting stories in her posts. I know she 

is being honest with the readers. 

B10 
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Familiarity We always communicate to discuss about our 

daughter. I am familiar with her way of 

thinking. I think that is one of the reasons I 

trust her. 

B6 

She is very nice to me. I always ask her a lot of 

questions because I am a first time mum so I 

always panic about everything but she 

always make me feel better. I trust her. So 

when she start with the business I knew I 

could trust her.  

B2 

Offline 

meetings 

I went with my friend to Nuffnang events and 

I met some bloggers there. They are exactly 

like what they show in their blogs. It was fun 

meeting them. 

B20 

We always have gatherings because we live in 

the same neighbourhood. It is more fun to 

meet face-to-face because we can talk about 

a lot of things. 

B10 

Reputation I don't know all bloggers, but I know most of 

them can be trusted because they have a 

reputation they need to maintain. 

B2 

I think the reputation of the blogger is very 

important. Their reputation takes years to 

build.  

B9 

Table 6.6: Why customers trust sellers 

6.4.4 Factors Influencing Social Support Practices 

As mentioned in Sections 6.2.2.1 and 6.3.2.3, social support is one of the 

motivations for both sellers and customers to participate in social commerce. 

In the case of sellers, they are aware of the support given by the members, 
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including their customers, to them. Meanwhile, customers are willing to 

provide social support for the sellers. The following table explains the factors 

influencing social support practices in the community from both sellers’ and 

customers’ point of view. 

Factors Evidence Participants 

Social ties Because we are friends… so, of course I 

wanted to help her. 

B19 

We are close. So that could be the reason 

why we don’t mind helping each other.  

S4 

Social norms Everyone in this community helps each 

other. So I guess I should do the same. 

B10 

Maybe it is because everyone supports each 

other in the community. 

S1 

Sense of 

obligation 

We are quite close so I think it is our 

responsibility to support them in any way 

we could. Especially as most of the sellers 

are Muslim. 

B7 

She doesn't know how to do it so I think I 

should help. 

B21 

Return good 

deeds 

Sometimes it's for moral support as well 

when I'm feeling down when doing my PhD. 

And nowadays when I'm feeling down like I 

am the worst mother or something so I go to 

their blog and read and then sometimes the 

experience they share is similar to what am 

I going through. So I think that's kind of 

moral support. And I also wanted to do the 

same for others, supporting them. 

B10 

I think it is how I wanted to give back to the 

community.  

B2 
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Admiration The readers, sometimes they looked up to 

you [sellers] so I guess it has something to 

do with that as well. It’s like you have 

already known each other for years so you 

didn’t mind helping each other. Yeah, I think 

so. 

S20 

I am not sure, but it could be because the 

bloggers in the community are some sort of 

idols. So maybe that’s why we get so much 

help. 

S3 

Table 6.7: Factors influencing the social support practices 

Table 6.7 shows that the ties between members, norms, sense of obligation, 

returning good deeds and admiration are among the factors influencing 

social support practices. 

6.4.5 Type of Participation in the Malay Lifestyle Blogging 

Community 

There are three types of participation in lifestyle bloggers community, which 

differ based on the level of participation. The types of participation include 

(i) active members, (ii) silent readers and (iii) lurkers.  

Active members are bloggers or readers who actively participate by posting 

articles on their blogs, following blogs, leaving comments on others’ blogs, as 

well as interacting among themselves, not only in the blogosphere platform 

but also on other social media platforms such as Facebook, Twitter, 

Instagram and so on. In addition, they may participate in face-to-face 

gatherings and maintain their communication via smart phone applications 

such as WhatsApp, Telegram, and Line. This improves the 

interconnectedness between members. According to Abidin (2013a), 

perceived interconnectedness is experienced by readers as a result of having 

followed these commercial bloggers closely over a long period, and having 



 

177 

received continuous bite-sized updates about their daily affairs. The 

following are evidence for these findings:  

“I consider myself an active member as I always participate in the discussions 

and I can say that I read blogs every day. But that is depending on their 

updates” – Participant B12.  

Meanwhile, silent readers are those members who silently follow the blog 

post and the public conversation on other members’ blogs, or social media 

accounts. The silent readers only voice their opinions when they feel they 

need to do so or if the topics capture their interest. Usually the relationship 

between silent readers and other members are based on what they share on 

blogs or social media. Being a silent reader in this community means having 

less communication. However this group of readers avidly follows the blogs 

of their choice and is up to date with what is going on in the community from 

their reading. Therefore, they also feel the interconnectedness; just like 

active members. One of the reasons is likely because they are inspired by 

what the bloggers are sharing on their blogs. Some of the silent readers 

communicate privately with bloggers to share about their problems whether 

anonymously or not. This situation has developed the interconnectedness 

between them and the bloggers, even with less personal communication as 

compared to active members.  

“I rarely comment openly even if the topics are interesting because I hate the 

limelight. But sometimes I send private message to share my opinion” – 

Participant B1.  

The last group of members in the community are inactive silent readers who 

only wander in the community without making any contact or being attached 

to any bloggers. This type of participant is defined as a lurker. Lurkers are  

invisible participants, who may read and access community content but do 

not visibly contribute to the shared online spaces of the online community to 

which they belong (Cranefield, Yoong, & Huff, 2015). Technically, the lurkers 

are very similar to the silent readers, as both of these groups are likely to be 
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invisible. However, the lurkers in this community context do not have any 

perceived interconnectedness as a result of their lack of participation.  

“I am sure there are some people who read the blogs just to grab important 

information. I have friends who read blogs but do not participate in any 

discussion” – Participant B7. 

The findings suggest that the bonding between members of the blogosphere 

community is not merely on the surface. This phenomenon shows that the 

members have somehow developed feelings of trust out of their respect for 

bloggers in the community. In return, bloggers also start to get to know their 

own readers via social media.  

During the interview, it is obvious that the active participants thought highly 

of the bloggers. Their writings about daily life were found interesting by the 

readers especially when they shared something that could be learned and/or 

practiced by the readers. This has consequently develop the respect among 

the readers. Bloggers have become a role models or idols for their followers. 

They have developed trust between them to the extent of sharing their 

personal problems such as monetary or marriage problems. Bloggers are 

usually really careful how they discuss the members’ problems as 

mishandling may tarnish their reputation. They are obligated to give advice 

and keep the problem anonymous if there is a need to ask for public opinion. 

The discussions are usually perceived as being very helpful by the members. 

Hence the reason why readers are so fond of these bloggers. 

6.4.6 Level of the Sense of Virtual Community (SOVC) 

SOVC is defined as the members’ feelings of membership, identity, belonging, 

and attachment to a group that interacts primarily through electronic 

communication with their virtual community (Blanchard, 2007). The 

dimension of SOVC includes membership, influence and immersion (refer to 

Section 2.2.4). Evidence suggests that the participants in this community are 
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likely to have experienced the SOVC, which is explained in the following 

section. 

 Membership 

The members of the community show the characteristics of membership 

dimension of SOVC.  Membership is the feeling of belonging to the 

community. The following table shows the indicators for membership 

dimension. 

Indicators Evidence Participants 

Homophily We share a lot about ourselves, our 

families and lives, so people tend to feel 

connected to each other especially when 

we have similar backgrounds. 

B11 

I feel like I am part of the group although 

I haven’t met many of them. Maybe it’s 

because all of us are similar to each 

other. When you read the blog, you will 

end up laughing at yourself because you 

also share the same issues. 

B17 

Bloggers 

enthusiasm 

When I asked about anything, the 

bloggers would always respond. 

Although sometimes we know they are 

busy, they will at least respond by saying 

they will get back to me when they are 

free. That’s why I feel like I belong in this 

community. 

B18 

I like the way they handle the discussion. 

It shows that they really want to help. I 

think this is why I enjoy being part of the 

community. 

B19 
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Frequent 

blog updates 

When I first joined this community, I felt 

like I knew the bloggers because they 

always updated their blogs; it feels like 

they are talking to you. 

B5 

When you read the blog every day you 

get attached to them. 

B9 

Members’ 

identification  

Yes, I am familiar with other members 

because they always appear when we 

have discussions, mostly on Facebook. 

B21 

I know them [other members] because 

we are mutual friends on Facebook. We 

follow the same bloggers so basically we 

are everywhere. 

B14 

Offline ties Meeting them in small gatherings makes 

me feel more attached to them. 

B3 

Maybe it’s because we always go out for 

dinner so it makes me close to them. 

B11 

Table 6.8: Evidence of membership dimension 

Note that the homophily has been discussed in Section 6.4.2, which shows 

that homophily influences the trust between members in the community. 

This study has also found that homophily is also influencing the feeling of 

membership. Evidence shows that homophily, frequent blog updates, 

members’ identification and offline ties influence the readers to feel close 

to the bloggers. They are also influenced by their respect and admiration 

towards the bloggers enthusiasm when dealing with them.  

 Influence 

Influence in SOVC context describe the ability for the members to 

influence and to be influenced by other members in the community. The 
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members have shown that they are likely to be influenced by other 

members in the community as shown in the following excerpts: 

Factors Evidence Participants 

Compelling 

writing 

Although I never meet any of them, their 

writing is very powerful that it even 

makes you think twice about certain 

decisions. 

B9 

That’s why they were call influential 

bloggers, they know how to convince 

people even just through their writing. 

B20 

Strong ties We are quite close and sometimes I 

follow her parenting style because I 

respect the way she handles her 

daughter. 

B2 

Yes, I was inspired by her passion for 

gardening.  Recently, I have started to 

do a little bit of gardening. 

S2 

Table 6.9: Evidence of influence dimension 

As the community started from blogging, the written form of 

communication has proven to be the most influential form of 

communications. In addition, their strong ties have also encouraged the 

members to inspire members or be inspired by others, which 

subsequently influence their behaviour.   

 Immersion  

Koh and Kim (2003) describes immersion as the holistic sensation that 

people feel when they act with total involvement. The following table 

presents the factors for immersion in this community. 
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Factors Evidence Participants 

Multiple visit 

to blogs 

It feels like I am missing something if I 

don't read it frequently… I always refresh 

to see if there is new update. I spend more 

time than I expect navigating their blogs. 

B11 

It’s fun to know what other people are up 

to. It’s like you got addicted to social 

media. It is the same thing for this 

community. Usually we will read blogs 

every day. It’s addictive. 

B16 

Enjoy Face-

to-face 

meeting 

I was excited when I met her at the 

shopping complex.  

B18 

I think I am more active now after having 

met them. I really like this community 

because at least I know them now.  

B7 

Volunteering 

behaviour 

I love to help them, that’s the least I can 

do for the community 

S3 

I am not sure, but I guess I have some 

responsibility to help them. 

S7 

Table 6.10: Evidence of immersion dimension 

Table 6.10 shows that multiple visits to blogs to check the latest update, 

face-to-face meetings and volunteering behaviour are evident, showing 

that members are immersed in the community. 

 Level of the SOVC 

The discussion on SOVC has shown that the members in this community 

are likely to experience the SOVC. Nonetheless this study found that the 
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level of SOVC differs based on the level of participation. Table 6.11 shows 

evidence for members having different levels of the SOVC. 

Evidence Participants 

I don’t really feel I belong to the community although I 

am addicted to reading blogs. Maybe because I rarely 

communicate with the members. 

B8 

I don’t think everyone is into this community. You will 

actively participate when the discussion is related to you 

so it depends. There are times when I don’t feel like I 

belong to the community and sometimes it is close to my 

heart. 

B1 

Table 6.11: Level of SOVC 

The table shows that some of the members may have experienced all 

dimensions, therefore the level of SOVC is considered high as compared to 

the one who does not experience all dimensions. 

 Summary 

Section 6.4.6 has discussed the three dimensions of the SOVC and how the 

members show evidence of membership, influence and immersion. 

Findings also show that the level of SOVC differs for each member, 

depending on their participation level. Based on the findings represented 

in this section, this study argues that the SOVC has influenced the 

relationship they have with bloggers in the community. 

 Eliminated Elements 

As mentioned before in Sections 6.2.2 and 6.3.2, some elements were omitted 

from the HVM. Having these elements in the implication matrix shows that 

there are other factors that influence members’ motivation. However, because 

only a few members mentioned them, these elements were removed as a result 

of having a weak relationship with other elements.  
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In the case of sellers, the following elements were removed: (i) reputation, (ii) 

new media attitude, (iii) knowledge sharing, (iv) WOM, (v) social norms, (vi) 

customers trust, (vii) economic value, (viii) customer engagement, and (ix) 

sense of obligation. Meanwhile for the customers, the following elements are 

not included in the HVM: (i) new media attitude, (ii) WOM, (iii) product variety, 

(iv) social image, (v) product information, (vi) decision quality, (vii) group 

buying, (viii) reviews, (ix) creating value, (x) technical knowledge, and (xi) 

personal standards. 

 Main Findings Revisited 

This study suggests the presence of homophily, the strong ties between 

members, and experiencing a sense of virtual community lead the Malay 

lifestyle blogging community members to have good relationships. These 

characteristics have also influenced the motivation of members to participate 

in social commerce as explained in this chapter. 

The following table revisited the benefit and values layers for both sellers and 

customers: 

Layers Benefit  Values  

Sellers Perceived Convenience; Social 

Support; Potential Customers; 

Business Opportunities 

Business Sustainability; Cost-

Effectiveness; Profit; Self-

Esteem; 

Customer VC Relationship; Trust; 

Perceived Convenience; Social 

Support; Social Norms; 

Product Quality; Perceived 

Benefit; Risk Awareness 

Loyalty; Sense of Obligation; 

Self-Esteem; Satisfaction  

Table 6.12: The benefit and values layers for both sellers and customers 

The benefit and values layers of the HVM (refer to Sections 6.2.2 and 6.3.2) are 

considered to have more explanatory power to explain the motivation better 

than the attributes layer (López-Mosquera & Sánchez, 2011). This is because 



 

185 

those benefits and values are the elements that underlie individuals’ active, 

conscious and observed behaviour (Fishbein & Ajzen, 1975). By breaking the 

motives for the three layers, certain behaviours and/or choices are more likely 

to be uncovered than by using conventional methods that will often only 

produce a very shallow understanding of what is going on (Grunert & Grunert, 

1995).  

Figure 6.11 shows the main motivations for the members (both sellers and 

customers at a highly summarised level), to continue participating in social 

commerce activities. 

 

 

 

 

 

 

 

 

Figure 6.11: The main motivations of both sellers and customers 

The figure explain how the main motivational factors lead the sellers’ and 

customers’ main goals. Note that on the highly summarised level there are two 

goals associated with sellers’ motivational factors, which are (i) profit and (ii) 

business sustainability, whilst the customers’ goal are (i) loyalty, (ii) sense of 

obligation, (iii) self-esteem and (iv) satisfaction. The motivation that leads to 

the goals are the social support and the perceived convenience.  
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Meanwhile, Figure 6.12 shows the key findings of this research. The diagram 

shows two dimensions of participation in this community: (i) the community 

participation dimension, and (ii) the social commerce participation dimension. 

The first dimension will be explained next. 

In the community participation dimension, the level of participation was found 

to be influencing the community characteristics. The homophily in the 

community shaped the norms and practice of the community, the tie strength, 

and SOVC amongst members, created trust in the relationship and promoted 

social support in the community. The general members’ roles in this community 

are bloggers and readers who used social media platforms and mobile apps to 

communicate.  

The social commerce dimension in the diagram highlights the roles of sellers 

and customers in the community. The implementation of social commerce in 

this community includes the multi-platform, multi-payment and multi-delivery 

options for the customers.  

As shown in the diagram, the trust and norms developed in the community 

participation dimension were transferred to the social commerce participation 

dimension. This means the social relationship between the bloggers and their 

readers drives their commercial relationship. The transformation from the 

social commerce dimension to the social commerce dimension was motivated 

by their goals in participation as explained before in Figure 6.11. Figure 6.12 

has also highlighted the transformation from one dimension to the other as 

influenced by the culture, ethnicity and religious belief of the members.   
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Figure 6.12 Key Findings of this research
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 Conclusion 

Laddering theory assists in uncovering underlying motivations by asking a 

series of questions that start with observed attributes or behaviours, then lead 

through to the benefits that participants derive from those behaviours, and the 

underlying values they represent. Based on the means end theory, the attributes 

layer includes those observed behaviours in the community. These are the 

starting point for understanding customers’ and sellers’ motivations. Attributes 

(in this case, observed behaviours) include listing and selling products, posting 

product reviews and promotions, communicating with community members 

purchasing products, reading reviews, co-creating and so on.  

The findings show that the main factors that influence the sellers and customers 

motivations to participate in commercial activities are mainly because of the 

relationship in the community. Although the sellers’ findings did not directly 

acknowledge the VC relationship in the HVM, the social support that was 

perceived by the sellers in the community showed that the social support they 

gained from the community was a result of their good relationships between 

the community members.
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 CHAPTER 7 
 

 DISCUSSION 

This chapter presents a discussion focusing on the two research questions, 

based on the main findings from both the academic literature and the empirical 

data. Later sections describe the overall lessons learned from the findings. This 

chapter is concluded with a brief summary. 

 Introduction 

Overall, the motivations for participation in social commerce for this 

community can be summarized around a few key themes. Past relationships that 

the customers had with the bloggers in the community led the community 

members to trust the bloggers when they started to sell the products. Trust 

influences them to buy because if they purchase from someone they know, the 

risk is lower when compared to purchasing from strangers, as well as being sure 

of the quality of products advertised by the sellers. 

The customers feel that there is a need for them to provide social support 

because they want to help the sellers by purchasing and help them to spread 

the word about the business. There are various reasons for this phenomenon, 

which include (i) they consider the members to be their friends; therefore they 

should help their friends, (ii) they have received some help from the sellers or 

seen them help others which makes them want to do the same for the sellers, 

(iii) most of the sellers are of the same gender, race and religion; therefore 

customers feel an obligation to support their business, and (iv) they want to 

contribute as it is a norm for the members to support each other in the 

community. 

Furthermore, they perceive participation in the virtual community as more 

convenient. The stores are easily accessed through social media that they use 

daily. They can easily negotiate the price, ask for free gifts, and customize their 

orders, such as packaging a present and so on. Sellers in this community are also 
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flexible in term of payments; they provide multiple payment options, such as 

online transfer, cash on delivery and PayPal.  

Although relationship and trust were not clearly found as motivational factors 

for the sellers, the sellers acknowledged that the social support they gained from 

the customers was the result of strong ties, the SOVC and trust of their customers. 

In addition sellers also perceived that by using social media and selling in the 

community, it was more convenient for them to initiate commerce activities in 

the community. 

All of these main motivations from the consequences layers are supposed to 

have more explanatory control than the attributes level for explaining the 

members’ behaviour (refer to Figures 6.2 and 6.6). In this chapter, these themes 

(relationship, trust, social support and perceived convenience) will be discussed 

in detail, based on the research questions, which are revisited next. 

 Research Questions Revisited  

The primary goal of this research is to examine the main factors that influence 

the Malay lifestyle blogging community members to participate as sellers and 

customers in social commerce. In order to achieve the objectives, the following 

research questions need to be answered: 

RQ1: What are the factors that motivate members of the Malay lifestyle 

blogging community to continue their participation in social 

commerce activities?  

RQ1 (a): What are the factors that motivate sellers (bloggers) to 

venture into social commerce? 

RQ1 (b): What are the factors that motivate customers (readers) to 

participate in social commerce? 
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RQ2: What is the relationship between the members’ virtual 

community participation and their social commerce 

participation? 

 

This chapter addresses these research questions by using the following 

structure:  

 

 

  

  

 

 

   

 

 

 

Figure 7.1: The structure of this chapter. 

Section 7.3 discusses the Malay lifestyle blogging community in terms of its 

characteristics, as well as its common practices. Section 7.4 addresses RQ1 (a), 

whilst Section 7.5 addresses RQ1 (b). The transitions from Section 7.3 to Section 

7.4 and Section 7.5 describe how the community characteristics and practices 

influence the members’ participation in social commerce, which addresses RQ2.  

This study focuses only on the bloggers as sellers and readers as customers. 

Therefore, in this chapter, the term sellers will be used interchangeably with 

bloggers, whilst the term customers will be used interchangeably with readers. 
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 The Community Characteristics and Practices  

Empirical findings from the combination of laddering, semi-structured 

interviews and observations show that the relationships in the community 

influence some of the bloggers’ motivations to proceed with online business. 

They also influence the readers’ motivation to participate in commerce 

activities. Empirical evidence points to the characteristics of the community as 

an influence on the motivations. Therefore, this section will discuss the 

characteristics of the community, which can be explained by social network 

theory, the concepts of homophily and social ties, sense of virtual community, 

level of participation, trust and social support. These characteristics will be 

used to describe the findings of this research.  

 Social Network Theory: Social Ties and Homophily 

Social network theory proposes that an online community can be described 

as a social network composed of nodes and edges, representing individuals 

and relationships (Toral et al., 2010). Social networks show who is connected 

to whom in the population and by what relationship (Krause et al., 2007). 

According to Krause et al. (2007), relationships in a network can represent 

any type of social behaviour. This includes helping to create social capital and 

strengthening weak and latent ties.  

The findings show that the ties between members in the community are 

strong. The reason that this community has strong ties can be explained by 

the concept of homophily. Homophily is defined as the tendency of 

individuals to associate and bond with similar others. According to 

McPherson et al. (2001), this means that people’s personal networks tend to 

be homogenous with regard to many social-demographic, behavioural and 

intra-personal characteristics. The homophily principle suggests that people 

with shared characteristics are more likely to relate to one another 

(McPherson et al., 2001) and create bonding. This argument by McPherson 

et al. (2001) is confirmed by the findings of this study where the members 

reported that they started following other members because they perceived 



 
 

193 

them to be similar, and the more characteristics they share with the bloggers, 

the closer they feel to them (refer to Section 6.4.1). This is because the 

members can easily determine that other bloggers are similar to themselves 

by reading the blog contents. Blogging allows a high degree of self-

presentation and high self-disclosure (Kaplan & Haenlein, 2010) as well as 

sharing. Therefore by reading the blogs, members learn more about the other 

members and they can decide whether to create ties with them based on 

their judgement of their similarity. This study extends the findings by 

showing the similarity can be measured by members by reading the content 

of the blogs. 

Gilly et al. (1998) found that the greater the homophily between 

communicators, the more persuasive the message of the communicator, 

which is in this study, the bloggers and to a lesser extent the readers in this 

community. This study found that the more similar the members were to 

others, the more frequently they would read the blogs and interact. This 

confirms the findings of Valenzuela et al. (2009) who suggest that the ties 

among the members differ according to the similarity they encounter in each 

other. The findings are also in line with the claim made by Li and Du (2011) 

who found that the greater the homophily, the greater the attention a reader 

would pay to a blog. Most blogs are interactive in the sense that they provide 

visitors with the opportunity to post comments (Lenhart & Fox, 2006). The 

members of this community started by commenting on each other’s blogs 

and have expanded their interactions into different spaces such as social 

media applications and cross-platform mobile messaging applications. This 

is because blogs can foster social interaction that leads to connections 

between people who would not have met offline, which is in line with the 

arguments by Hodkinson (2007) and Boyd and Ellison (2007). This 

community which uses a variety of social media platforms to communicate 

opens up more opportunities for members to interact and get to know each 

other better. By following blogs and social media accounts, they become 

more familiar with the background of the bloggers. Engaging in discussions 

with other members, they start to share issues and problems and give social 
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support to each other, which eventually leads to them creating strong ties 

and experiencing the SOVC. This is consistent with the social network theory 

where tie strength is dependent on the amount of time people spend 

together, along with such factors as levels of emotional intensity, mutual 

confiding, and reciprocation (Granovetter, 1973).  

In addition, the findings in this community confirm the arguments by 

Valenzuela et al. (2009) and Lin (2001) by showing that the members were 

connected to each other in this community based on their similarity, and that 

the connection has increased their social networks and social capital as they 

interact more with each other. Valenzuela et al. (2009) argue that individuals 

with a large and diverse network of contacts are thought to have more social 

capital than individuals with small social networks. This is because social 

capital is a resource made available to people through their social 

interactions (Lin, 2001).  

The findings of this study also support arguments about homophily by 

Brown and Reingen (1987) and Granovetter (1973) where the stronger the 

tie connecting two individuals, the more alike they tend to be (Granovetter, 

1973). The findings also support findings by Brown et al. (2007), Granovetter 

(1981), McPherson et al. (1992) and Xiang et al. (2010) who claimed that tie 

strength can be influenced by homophily or vice versa. This can be explained 

by one of the SOVC dimensions, i.e. influence (refer to Sections 6.4.6.2 and 

7.3.2.2). The findings show that members have a tendency to influence or to 

be influenced by other members in the community, as a result of the strong 

ties created in the community.  

The findings on the identification of strong ties are also consistent with the 

argument made by Haythornthwaite (2002) who claimed that the stronger 

the social ties are, the more media the members used to make contact with 

each other. In addition, members will also be more successful in adding new 

media to their repertoire or adapting it to meet their needs, which is the case 

in this community (refer to Section 6.4.5). As shown in the findings chapter, 

the community members use multiple media to communicate with each 



 
 

195 

other including blogs, Facebook, Instagram, Twitter and some smart phone 

applications such as WhatsApp, WeChat, Telegram, Line and so on.            

Another aspect to be explained about the relationship between homophily 

and social ties in this community is the demographic background of 

Malaysians. As Malays, participants of this research are likely to be 

influenced by homophily to create strong ties as many Malaysians are most 

comfortable amongst their own races (refer to Section 5.3). This finding is in 

line with McPherson et al. (2001) who argue that strong homophily is found 

on race and ethnicity. This factor is an effect of the gaps between races in 

Malaysia. Different races in Malaysia can be described as living ‘peacefully 

but separately’ as claimed by a survey conducted by the Merdeka Centre for 

Opinion Research (Kuppusamy, 2006).  

Social support is argued to be one of the characteristics of strong ties 

(Granovetter, 1973). Generally, the community members were proven to 

have strong ties with each other as they demonstrated a high level of social 

support as shown in the findings (refer to Sections 6.2.2.1 and 6.3.2.3). The 

concept of social support will be explained in Section 7.3.5. 

Another important factor that helps to explain the relationships in this 

community is the sense of virtual community theory, which will be discussed 

next. 

 Sense of Virtual Community (SOVC) 

SOVC is defined as the members’ feelings of membership, identity, belonging, 

and attachment to a group that interacts primarily through electronic 

communication with their virtual community (Blanchard, 2007). This study 

found that the experience of SOVC influenced their relationships in the 

community, which then motivated them to participate in social commerce. 

These findings are in line with Ellonen et al. (2013) that the SOVC 

strengthens brand-community, brand-loyalty and brand-related WOM 

intentions. Although they studied a different type of community, their 
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findings imply that SOVC reflects positively on the online community and 

results in positive business-related outcomes, as was found in this study. In 

addition, this study is also confirming the claim by Sutanto et al. (2011) who 

stated that the key to virtual community sustainability is maintaining the 

members’ SOVC. 

According to Koh and Kim (2003), there are three dimensions of SOVC, which 

include (i) membership, (ii) influence and (iii) immersion. The members in 

this community have been proven (refer to Section 6.4.6) to have 

experienced the sense of virtual community as explained in the following 

sub-sections: 

 Membership 

The first dimension of SOVC is membership. Membership in SOVC 

describes the social theory identity defined by Tajfel and Turner (1979) 

which describes a person’s sense of who they are based on their group 

membership. Tajfel and Turner (1979) proposed that the groups (e.g. 

social class, family, football team etc.) which people belonged to were an 

important source of pride and self-esteem. Groups give members a sense 

of social identity: a sense of belonging to the social world. Those 

community members who share some particular qualities are the in-

group whilst members without those qualities are considered the out-

group. The findings show that the members in this community had strong 

feelings of belonging to this community, which will be explained next. 

Firstly, the membership dimension in this community is likely to be 

exhibited by the concept of homophily as explained earlier in Section 

7.3.1. There are two types of homophily (Lazarsfeld & Merton, 1954; 

McPherson et al., 2001): status homophily and value homophily. Status 

homophily defines a similar social status characteristic such as race or 

religion, whilst value homophily is based on values, attitudes and beliefs, 

which is the tendency to associate with others who think in similar ways, 

regardless of differences in status. In the Malay lifestyle blogger 
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community, both types of homophily exist, confirming the claim made by 

Lazarsfeld and Merton (1954) and McPherson et al. (2001). According to 

the participants in this research, many of the members share the same 

gender (female), race (Malay) and religion (Islam) which make it easier 

for them to mingle as they share a similar culture, religious beliefs and 

values (refer to Section 5.3). In addition, sharing the same views on such 

things as hobbies or parenting styles also binds the members together and 

strengthens the feeling of belonging to the group.  

Secondly, in the Malay lifestyle blogging community, influential bloggers 

act as leaders, providing their followers with frequent updates and 

responses to comments while organizing online and offline activities with 

them. They showed their passion by communicating with others. This is 

in line with the claim made by Koh and Kim (2003) that membership is 

affected by the enthusiasm of the community’s leaders.  

Thirdly, the findings confirm the claim made by Abidin (2013a) where 

readers are more attached to the community if there are frequent updates 

by the bloggers as it makes the readers keep reading and waiting for the 

next update. This is because the readers become more connected to the 

blogs and the bloggers. Websites such as wikiHow and Copypress.com in 

their tips for blogging also suggest that frequent updates will keep the 

readers returning to the blogs. 

Fourthly, the bloggers often act as intermediaries who link the readers to 

each other. For example, if any reader needs opinions about certain issues, 

bloggers will share those issues on their blogs or Facebook, opening up 

opportunities for members to discuss the issues. Making the discussion 

available to the readers helps members to get to know the identity of other 

bloggers and readers. This finding shows that the sense of virtual 

community develops because the members can recognize other members’ 

names in postings which is in line with the findings of Blanchard and 

Markus (2002) who reported that this was an important first step in 

experiencing SOVC.  
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Fifthly, as this community does not have a common shared space in which 

members can interact and keep in touch, other than following blogs, they 

usually also follow each other’s social media accounts in order to maintain 

their relationships. By following each other’s social media accounts, 

members reported that they started to know more about the other 

members and developed a better understanding of other members’ 

identities. This finding supports the argument of Blanchard and Marcus 

(2007) who found that identification of identities based on postings or 

conversations was likely to influence the members to feel more attached 

to the community as compared to simply recognizing screen names. 

Sixthly, in general this study argues that offline ties among blogosphere 

members are likely to have a positive impact on their membership in the 

online community. This finding is consistent with earlier studies showing 

that face-to-face meetings are important to nurture the virtual community 

and make stronger virtual links as claimed by Beniger (1987) and Burgos 

et al. (2005).   

 Influence 

The second dimension of SOVC is influence, which occurs when members 

are influencing other members of their community in certain acts. Firstly, 

the findings (refer to Section 6.4.6.2) show that members have a tendency 

to be influenced by other members in the community in making their 

decisions, which is in line with the argument of Keller and Berry (2003). 

The bloggers in this community influence people with their writings on 

various matters. This finding is consistent with Agarwal, Liu, Tang, and Yu 

(2008) who claim that influential bloggers can affect fellow bloggers and 

readers, lead trends, and affect group interests in a community. Comments 

and opinions by non-blogging members in this community are also likely 

to have some degree of influence on the members.  

Secondly, regarding the sense of influence, this study was consistent with 

the findings of Koh and Kim (2003) that offline activities are not likely to 
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have an impact on the members’ perceived influence in the community. 

Offline activities or face-to-face meetings are usually important for online 

community members as they have the ability to reinforce their connection 

to the group and their desire to stay active within the group (Matzat, 

2010). Nonetheless in this community the offline activities do not have 

any impact on the influence they perceived in the community. This is likely 

to be because, in this community, members can always share their 

thoughts in their blogs which has been proven by the findings to have a 

high impact on influencing others in this community. Furthermore, the 

strong ties between members have the tendency to inspire other 

members to think or act alike (Brown et al., 2007; Brown & Reingen, 1987) 

as explained in Section 7.3.1. Therefore even without offline activities, 

members can still influence others, or be influenced by others to follow 

certain trends or make decisions based on what they read on the blogs.  

 Immersion 

The third dimension of a sense of virtual community is immersion, where 

members feel a strong need, if not compulsion, to use the site (Reich, 

2010), or in this case, the blogs and community. Koh and Kim (2003) 

describe it as the holistic sensation that people feel when they act with 

total involvement. The term is applicable to the virtual community as the 

members tend to display immersive behaviour.  

This study found evidence of immersion behaviour in this community 

(refer to Section 6.4.5.3). Firstly, Koh and Kim (2003) argue that 

immersion behaviour is not affected by offline activities. However, in 

contrast to their findings, this study found that offline activities were 

likely to be one of the factors affecting immersion. This is because 

followers look forward to meeting their favourite bloggers face-to-face 

after getting to know the bloggers through their writing. One example of 

offline activities is members’ gathering to get to know each other. Face-to-

face meetings make members feel enjoyment which related to another 

finding by Koh and Kim (2003). Enjoyability is defined as enjoyment or 
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playfulness derived from the community’s content and interactions with 

other members. Koh and Kim (2003) argue that enjoyability is likely to 

lead the members to feel immersed in the community. It was found that 

the Malay lifestyle blogging community members generally enjoyed their 

interaction, whether face-to-face or through their online interactions with 

other community members. Therefore this study argues that both offline 

activities and enjoyability are related in the context of this community as 

factors that affect the immersion behaviour. 

Secondly, the blogosphere community members are likely to have the 

traits of addictive behaviour. Addictive behaviour includes (i) visiting the 

blog many times a day to see if there is any update, (ii) leaving messages 

for bloggers asking them to update their blogs, and (iii) not being satisfied 

with short blog posts as they want to read more. Volunteering behaviour 

is also evident. This includes (i) volunteering to assist when any of the 

members needed help and (ii) volunteering to provide information to 

other members. These findings on addictive and volunteering behaviour 

are consistent with the concept of immersion by Koh and Kim (2003), 

Young (1996), Csikszentmihalyi (1975) and Kiesler et al. (1985). It shows 

that as the members become more immersed in the community, they are 

willing to do more for other members. In this study, this includes 

participating in social commerce. 

The previous discussions have shown that the members in this 

community have experienced SOVC. Nonetheless, this study found that the 

level of SOVC differs based on the individual (refer to Section 6.4.6.4), 

confirming Blanchard and Marcus’ (2004) argument, who suggest that 

SOVC is not uniform for each participant. There are different levels of 

participation that can be used to describe their level of SOVC. 

 Level of Participations 

Blanchard and Markus (2004) identified three types of members: (i) leaders, 

(ii) participants and (iii) lurkers. Generally the level of participation found in 
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this study is consistent with their previous work. This study found that the 

level of SOVC was different for the three types of participants in this 

community, i.e. (i) active participants, (ii) passive participants and (iii) 

lurkers.  

The active participants in this community are the members who regularly 

communicate and participate in community activities, online or offline. This 

is similar to leaders as defined by Blanchard and Marcus (2004). Leaders in 

the Malay lifestyle blogging community can be either bloggers or readers, 

whoever usually leads the discussion of interesting topics. This finding 

supports the claim made by Tonteri, Kosonen, Ellonen, and Tarkiainen 

(2011) who suggest that both reading and posting messages support the 

development of SOVC.  

The characteristics of silent readers in the lifestyle bloggers community is 

consistent with the characteristics of passive and private participants in 

Blanchard and Marcus’ (2004) study where passive participation means the 

members seldom communicate or comment publicly on blog posts, or any 

social media account, but they still have strong attachments to the bloggers 

as a result of reading the blogs, following postings on social media accounts 

on a daily basis, as well as communicating privately with some of the 

members. This is because the blogosphere promotes intimacy between 

bloggers and the readers. Although this group of members does not show 

their participation level publicly, they considered themselves silent readers 

and occasionally helped the bloggers in particular activities, such as 

spreading the word about members’ businesses. This type of participation is 

found to be at either high or moderate levels of SOVC. 

Meanwhile, lurkers are the members who are not connected to the 

community, just reading blogs to get useful information without contributing 

to any of the members. This is consistent with Blanchard and Marcus’ (2004) 

definition of lurkers. This study does not highlight the roles of lurkers in this 

community, so based on the definition of lurkers itself, this study argues that 
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they have low levels of SOVC. Further studies may be needed to fully 

understand this type of participation. 

The previous discussion shows that the members of the Malay lifestyle 

blogging community create relationships among themselves in the 

community as explained by the social network theory, social ties, homophily, 

and SOVC. The explanation of how members develop that trust will be 

outlined next.   

 Trust in the Community 

Trust is essential in a virtual community. In the blogosphere community, 

there are several ways to produce trust. Firstly, members choose to follow 

blogs because of perceived similarity and homophily between themselves 

and the bloggers based on the blog posts, as explained in Section 6.4.1. The 

findings (refer to Section 6.4.3) show that homophily and perceived 

similarity in the community are likely to influence trust. This phenomenon is 

consistent with the argument by Lu et al. (2010) who define perceived 

similarity as a trust building mechanism where trust is established based on 

common characteristics the trustor perceives of the trustee, including 

interests, values, and demographic traits. 

Secondly, there is a consistency in blog posts that members have been 

following for years. Reading the blogs frequently allows members to see the 

consistencies of the bloggers’ thoughts and attitudes. Members believe that 

when the bloggers show consistency in their blog posts, especially in 

personal posts about their family and personal life, it shows that the bloggers 

are telling the truth. According to Blanchard and Markus (2002), people who 

communicate electronically with unknown others are understandably 

concerned about whether the others actually are who they say they are. The 

consistency of the blog posts demonstrates information quality as defined by 

Kim and Park (2013) which generates trust in the bloggers.  
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Thirdly, it was found that the reputation of bloggers in this community was 

developed based on the blog posts, as well as the interactions they had with 

other members in social media. This is in line with Boyd (2006) who argues 

that social interactions using social media were perceived by the reader as 

more direct, personal and authentic as compared to other media (i.e. 

television and radio). Therefore, members can easily judge the character of 

the bloggers, and whether they can be trusted. In addition, frequent social 

media updates by the bloggers has increased members’ sense of familiarity 

and closeness to lifestyle bloggers which confirms the claim made by Abidin 

(2013a). Familiarity refers to the trust building mechanism where 

individuals get to know each other through interactions and then predict 

others’ behaviours based on the information they obtain from this 

interactive process (Lu et al., 2010). Members believe that the bloggers will 

not do anything that will jeopardize their reputations in the community. This 

finding is in line with the claim made by Sherchan et al. (2013) who argue 

that trust can be built up over time as a result of repeated interactions 

between the trustor and trustee. The information available to the trustor 

from within the relationship itself forms the basis of relational trust. 

Fourthly, in this research, it was found that community members do not only 

hold online meetings but also engage in off-line meetings. Public reports in 

social media of such meetings became part of the social life of this 

community. Blanchard and Markus (2002) argue that face-to-face 

communication is often viewed as a necessary precondition for trusting 

online relationships. Nonetheless for most of the community members, the 

face-to-face communication is not the main reason for trust development as 

the members often develop trust before they meet. As explained before in 

this section, the perceived similarity and homophily, the consistency of blog 

posts, and the interactions they had in the community influence the 

production of trust. Face-to-face communication in this community is viewed 

as an element that strengthens the trust, not the necessary precondition for 

trusting as claimed by Blanchard and Markus (2002).  
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This study has also confirmed the findings in previous research which 

include (i) closeness and familiarity (Ng, 2013), (ii) communities are more 

likely to increase trust (Hajli, 2015), and (iii) shared values among members 

(Lin & Lu, 2011a; Sitkin & Roth, 1993; Tsai & Ghoshal, 1998) as being some 

of the factors that influence trust in a virtual community.  

Meanwhile the findings also contradict some of the research from the e-

commerce literature which identifies the factors that influence online trust 

such as (i) customer-brand and customer-product relationships (Laroche et 

al., 2013), and (ii) offline trust (Qing et al., 2008). The contradictions are 

likely to be because of the different context of the study as well as the 

different development of the community in this study which started as a 

knowledge sharing community. This community started to practice 

commerce activities over a period of years as compared to the typical brand 

community platforms which are mostly created by the firms for their 

customers. Nonetheless although the platforms used are different, it was 

proven that the consequences of trust are similar to what has been found in 

previous e-commerce research where trust can both reduce the risk and 

provide benefits (Kim et al., 2009; Siegrist, 2000; Siegrist et al., 2000). 

The previous discussion has indicated that the trust in the community is 

developed based on homophily and perceived similarity, consistency of blog 

posts, interactions, and face-to-face meetings. The type of trust in this study 

conforms to the characteristics of knowledge based trust (Hsu, 2008; Lewicki 

& Bunker, 1995; Lu et al., 2010; Ratnasingham, 1998) where information 

about the bloggers based on their reading increases the members’ 

knowledge about the bloggers, therefore creating the trust. In addition, it 

also confirms the cognition based trust, where trust is developed through 

experiential personal interactions (Chen & Dhillon, 2003; Cook & Wall, 1980; 

Gefen et al., 2003; Goto, 1996; Mayer et al., 1995; McAllister, 1995; Rempel 

et al., 1985). Lastly, it is also in line with the concept of relational trust where 

repeated interaction helps to develop trust towards the members 

(McAllister, 1995; Rousseau et al., 1998; Sherchan et al., 2013). 
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 Social Support Practices in the Community  

Social support refers to a member’s experiences of being cared for, being 

responded to, and being helped by other members of a community. Social 

support has become one of the benefits that members obtain by joining this 

community. Past research by Baym (1997), Ridings and Gefen (2004), Preece 

(1999), Rheingold (1996) and Greer (2000) found that the exchange of 

support among members is one of the characteristics of a virtual community. 

This section will explain why members practise social support. 

Firstly, social support between bloggers and members is a result of, and 

reinforces, the strong ties between members in the community as explained 

in Sections 6.4.4 and 7.3.1. Readers have developed strong ties with bloggers 

and therefore provide social support to each other. This finding complies 

with the claim made by Ridings and Gefen (2004) where individuals join 

online communities and participate in a group because they seek social 

support and friendship in the community.   

Secondly, the readers practice social support because of their admiration for 

the bloggers. The readers look up to the bloggers and want to do their best 

to help when the bloggers are in need. This finding supports the argument 

by Kahn and Antonucci (1980) and Norbeck et al. (1981) where liking, 

admiration, respect and love are considered affective transactions that can 

influence members to provide social support. 

Thirdly, the practice of giving social support in the community has changed 

the norms in this community. This study found that members provide social 

support to others because they need to conform to the social norms as it will 

enhance their sense of belonging in the community. These findings support 

the claim by Mathwick et al. (2008) who found that virtual communities are 

maintained by the normative influences that impose a moral responsibility 

to volunteer and to reciprocate. 
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Lastly, the members in this community provide support because they are 

aware of their obligation to help others. This moral obligation indicates that 

participants help others because “it is the right thing to do” as claimed by 

Wasko and Faraj (2000). The factors that influence their sense of obligation 

to provide social support include (i) nationalism, (ii) benevolence, (iii) sense 

of responsibility and (iv) homogeneity (refer to Section 6.3.2.3). The findings 

also confirm the claim by Wasko and Faraj (2000) that helping members who 

are in need make them feel satisfied. The feelings of obligation can also be 

explained by the nature of the members who are generally Muslims. The 

values of Muslims, although this depends on how religious they are, are 

based on the belief that that everything in this life results from fate or the 

will of God. This view has encouraged the community members to practice 

social support whereby many believe that if they help others, they will get 

help too in the future.  

The previous discussion has shown that social support practices are most 

likely to be influenced by the tie strength amongst the members. In addition 

they are also likely to be influenced by the norms, the sense of obligation and 

admiration to offer help to the members.  

One of the social support practices (refer to Sections 6.2.2.1 and 6.3.2.3) in 

this community is providing information, advice or suggestions to other 

members, known as informational support. In general, the bloggers will 

share their activities on their blogs, and usually readers will ask for more 

information when they are interested in certain topics. Popular topics are 

parenting, eateries and traveling. These topics receive a lot of questions from 

the readers. Bloggers and other readers who have knowledge about the 

subject matter will answer the questions. The readers also approach the 

bloggers to get advice on certain issues, for example decision making. This is 

similar to the Singaporean lifestyle blogging community where readers seek 

advice from bloggers (Abidin, 2013a). Informational support is the most 

common social support practice in the community which is in line with the 

claim made by Welbourne et al. (2009).  
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Another common type of social support in a virtual community is emotional 

support (Welbourne et al., 2009), which is also the case for this community. 

Emotional support is the expression of empathy, love, trust and caring 

amongst the community members. The community practices emotional 

support by encouraging the members who are having tough times, such as 

losing family members or undergoing stressful events. When members 

shared about their hardship, usually readers would express their empathy 

and encouragement towards them. This is done by leaving messages on their 

blogs or social media accounts.  

The practice of instrumental support was also found in this community. 

Instrumental support is a form of social support which encompasses the 

concrete, direct ways people assist others (Langford et al., 1997) which 

includes tangible support such as financial assistance. There are cases where 

bloggers have helped to collect money to help the members in need. There 

are also cases where bloggers have lent money to readers. However this 

practice is not common, which is consistent with Coursaris and Liu (2009), 

Braithwaite et al. (1999), Chang (2009) and Hwang et al. (2011) who claim 

that instrumental support is rarely observed in a virtual community as 

compared to informational and emotional support because of the virtual 

nature of the interactions. 

The last type of support that is practiced by the community is appraisal 

support. Appraisal support is sometimes referred to by scholars as a type of 

informational support which provides help to reassess or redefine 

circumstances, often in a manner that helps make them more positive or 

reveals new information that could be helpful, or a different way to look at 

things (Braithwaite et al., 1999). This is being practised by the community by 

providing various options for members such as travelling options and so on.  

 Summary 

Section 7.3 and its sub-sections discuss the relationships between members 

and the characteristics of the community. Table 7.1 shows a summary of the 
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main findings for this section and a comparison between these findings and 

past studies by several researchers.
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Topics Findings of this study Past studies Status 

Confirm/ 

Disconfirm/Extend 

Social ties and 

homophily 

 

 

 

 

 

 

 

 

 

 

 

 

This community used multiple media for communications 

that indicates that the strong social ties amongst the 

members. 

Haythornthwaite (2002) Confirm 

Homophily: Perceived similarity influenced the readers to 

create bonding with bloggers. 

McPherson et al. (2001) Extend 

Tie strength differs amongst members based on similarity 

between them. 

Valenzuela et al. (2009) Extend 

The more similar the members with others, the more 

frequently they will read the blogs and interact. 

Du and Wagner (2006) Confirm 

Strong ties in the community can be explained by the strong 

social support. 

Granovetter (1973) Confirm 

Members determine homophily and similarity based on 

what they read in blogs. 

Brown et al. (2007) Extend 

Boyd and Ellison (2007) Confirm 

Blogs foster interaction and lead to connection. Hodkinson (2007) Confirm 
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SOVC 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

A sense of virtual community is experienced in this 

community. 

Koh and Kim (2003) Confirm 

Identification of members by following multiple social 

media accounts. 

Blanchard and Markus 

(2004) 

Extend 

There are two types of homophily in this community which 

include status homophily and value homophily and it 

influences the membership dimension in SOVC. 

Lazarsfeld and Merton 

(1954); McPherson et al. 

(2001) 

Extend 

 

Membership dimension is affected by influential bloggers 

who act as leaders in the community. 

Koh and Kim (2003) Extend 

Bloggers act as intermediaries who link readers to each 

other, promoting recognition of members’ screen names in 

the community. 

Blanchard and Markus 

(2002) 

 

Extend 

Following each other’s social media allows the community 

to develop a better understandings of members’ identities. 

Blanchard and Markus 

(2002) 

Extend 

Members’ decision making is influenced by the other 

members.                                  

Keller and Berry (2003); 

Agarwal et al. (2008) 

Confirm 

Offline activities are not likely to impact the members’ 

perceived influence. 

Koh and Kim (2003) Confirm 



 
 

211 

 

 

 

 

Immersion behaviour in this community is likely to be 

influenced by offline activities. 

Koh and Kim (2003) Disconfirm 

There is evidence of addictive and volunteering behaviour 

that explain the concept of immersion. 

Koh and Kim (2003); 

Young (1996); 

Csikszentmihalyi (1975); 

Kiesler et al. (1985) 

Confirm 

Level of SOVC is different for each member, depending on 

the three types of participation in this community, which 

include (i) active participation, (ii) passive participation 

and (iii) lurkers. 

Blanchard and Markus 

(2004); Blanchard and 

Markus (2002) 

Extend 

Trust 

 

 

 

 

 

 

 

Homophily and perceived similarity in the community are 

likely to influence trust. 

 Lu et al. (2010) Extend 

The consistency of the blog posts demonstrates the 

information quality which generates trust in the bloggers. 

Kim & Park (2013) Extend 

Frequent social media updates increase members’ sense of 

familiarity and closeness to lifestyle bloggers. 

Abidin (2013a) Confirm  

The reputation of bloggers was developed based on the blog 

posts and the interaction they had in social media. 

Boyd (2006) Confirm 
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 Trust can be built up over time as a result of repeated 

interactions between the trustor and trustee. 

Sherchan et al. (2013) Confirm 

Face-to-face communication in this community is not a 

necessary precondition for trusting online relationships. 

Instead, it is viewed as an element to strengthen trust that 

has been produced in a virtual environment. 

Blanchard and Markus 

(2002) 

Extend 

Factors influencing trust are related to the relationships in 

the community. 

 

 

 

 

Ng (2013); Lin and Lu 

(2011b); Hajli (2015); Tsai 

and Ghoshal (1998); Sitkin 

and Roth (1993) 

Confirm 

Laroche et al. (2013); 

Jarvenpaa et al. (1999); Lu 

et al. (2010); Qing et al. 

(2008) 

Disconfirm 

Characteristics of trust in this community conform to the 

characteristics of knowledge based trust, cognition based 

trust and relational trust. 

Hsu (2008); Lewicki and 

Bunker (1995); Lu et al. 

(2010); Ratnasingham 

(1998); Chen and Dhillon 

Confirm 
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(2003); Cook and Wall 

(1980); Gefen et al. (2003); 

Goto (1996); Mayer et al. 

(1995); McAllister (1995); 

Rempel et al. (1985); 

Rousseau et al. (1998); 

Sherchan et al. (2013) 

Social support 

 

 

 

 

 

 

 

 

 

 

Liking, admiration, respect and love are considered 

affective transactions that can influence members to 

provide social support. 

Kahn and Antonucci 

(1980) and Norbeck et al. 

(1981) 

Extend 

Social support practices in the community include 

informational support, emotional support, appraisal 

support and instrumental support. 

Welbourne et al. (2009); 

Langford et al. (1997); 

Coursaris and Liu (2009); 

Braithwaite et al. (1999); 

Chang (2009); and Hwang 

et al. (2011) 

Extend 

The practice of social support are considered as norm in this 

community. 

Mathwick et al. (2008) Confirm 
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Common types of social support practices are informational 

and emotional support. 

Welbourne et al. (2009) Confirm 

The practice of instrumental support is seldom provided in 

this community as compared to informational and 

emotional support. 

Coursaris and Liu (2009); 

Braithwaite et al. (1999); 

Chang (2009); Hwang et al. 

(2011) 

Confirm 

Support given to community members is also influenced by 

a sense of obligation, which include (i) nationalism, (ii) 

benevolence, (iii) sense of responsibility and (v) 

homogeneity 

Wasko and Faraj (2000) Extend 

The feeling of obligation can be explained by the nature of 

the Muslim members who believe that it is their 

responsibility to help other Muslim. 

- the Muslim culture 

and belief 

Table 7.1: Summary of the main findings
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The next section will uncover the influence of their relationship and the 

community characteristics which enable the bloggers to successfully venture 

into social commerce as well as motivating readers to participate. 

 Motivational Factors for the Sellers in the Community 

Sellers seek profit and business sustainability as goals for their involvement in 

online business. In addition, cost-effectiveness and self-esteem are also goals 

for starting their micro-businesses.  The main motivational factors that lead 

them to achieve their goals are the social support from the community members 

and convenience that is provided by the nature of the social commerce in this 

community.  

 Social Support from the Community Members 

As illustrated by the findings (refer to Section 6.2.2.1), sellers acknowledge 

that they are aware of the social support provided by community members, 

who may or may not be their customers. As sellers participate more in social 

commerce, they get more support from members, including their customers. 

According to the sellers, the customers help in terms of giving new business 

ideas, WOM, feedback on business transactions, suggestions for packaging 

and so on, extending their ‘bloggers-readers’ support to the businesses run 

by the bloggers. They acknowledge that social ties influence the members to 

provide social support. Although it was not shown clearly in the HVM, data 

from the interviews show that the social support that they gained from the 

customers is a result of their social ties in the community (refer to Section 

6.2.2.1). In addition, the Malay sellers in this community tend to build 

relationships first before getting down to business, which is in line with the 

claim by Abdullah (1996). This shows that culture of Malay people influences 

the close tie between sellers and customers, and subsequently have created 

the opportunities for them to get support from their customers.  

The findings show social support from the community has given the sellers 

access to more customers which provides them with more business 
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opportunities and sustains their businesses. By obtaining more business 

opportunities, sellers make more profit and sustain their businesses which 

were the goals for them starting their online businesses. 

It is generally accepted that businesses venture into social commerce in 

order to access more customers, to gain more opportunities and to sustain 

their businesses, as well as to make a profit (Baird & Parasnis, 2011a; Crum, 

2010; Curty & Zhang, 2013; Mandal & McQueen, 2012; Naylor et al., 2012; 

Wang & Zhang, 2012). This study has yet to find any research showing that 

social support from customers to sellers is positively related to those factors 

(potential customers, business opportunities, business sustainability and 

profit). Although there is past research that discusses social support in 

business, the context of social support covered is different. For example, 

Brüderl and Preisendörfer (1998) explore the support from strong ties 

(support from spouse/life-partner, parents, friends, and relatives; including 

emotional support from spouse) and weak ties (support from business 

partners, acquaintances, former employers, and former co-workers). Their 

study focuses on network support and the success of newly founded 

businesses, and has no relation to virtual community participation.       

 Convenience: As Perceived by Sellers 

The concept of convenience for online businesses usually focuses more on 

customers’ convenience, rather than that of the businesses. However in this 

community, sellers also experience the convenience of doing their business 

in the community, particularly by targeting their blogs’ readers as their first 

group of the customers, taking advantage of the social support given by the 

members.  

In addition sellers also experience convenience by the use of social media 

applications. The use of social media applications, such as Facebook and 

Instagram make it easy for sellers to promote, to sell and to communicate 

with their customers. The ease of use and perceived usefulness of social 

media has assisted them in their businesses and making it convenient for the 
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sellers to conduct online business. These findings are consistent with the 

classic Technology Acceptance Model (TAM) theory (Davis, 1989), which 

emphasizes the importance of usefulness and ease of use in technology 

adoption. This finding confirms a later, social-specific study by Augar and 

Zeleznikow (2013) who found that small business owners adopted social 

commerce because of the TAM characteristics of ease of use and usefulness.  

Sellers in the Malay lifestyle blogging community believe selling in social 

media gives them the convenience of doing business and gaining access to 

potential customers who are their blog’s readers.  

 Other Relevant Motivational Factors for Sellers 

As mentioned in Sections 7.4.1 and 7.4.2, the social support by the members 

in the community and the convenience of using social media technology has 

positive consequences such as giving sellers more access to potential 

customers. This finding supports the claim made by Naylor et al. (2012) that 

one consideration that businesses need to address is how to target new 

supporters.  As the sellers are connected to this community, it is easy for 

potential customers to get access using links provided by other bloggers. 

This finding supports the claim by Stephen and Toubia (2010) that social 

networks between sellers act as ‘virtual shopping centres’ by helping 

customers browse between shops, therefore improving the accessibility of 

the network’s shops. 

The findings also show that by accessing more potential customers, sellers 

are able to create more opportunities for their businesses. This finding is in 

line with the claim made by Curty and Zhang (2013) and Wang and Zhang 

(2012) that the business perspective in the framework of social commerce 

embraces opportunities for retailers in social commerce. It also supports 

Berthon et al. (2012) who claim that social media creates changes in the 

world of marketing where businesses can fully utilize social media as long as 

the marketers understand and know how to engage with customers as 

compared to traditional marketing using other media such as television 

advertising.  
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This study assumes another factor that influences bloggers to venture into 

business is because they want to get extra income as the inflation rate in 

Malaysia is increasing which has also raised the cost of living and decreased 

the purchasing power particularly for those who live in urban areas. 

Although it is not mentioned as a main motivation, there are participants 

who have briefly explained that the business has helped them to survive 

living in Kuala Lumpur. 

 Summary  

Section 7.4 and its sub-sections have shown how participation in the virtual 

community has shaped the motivations of sellers and helped them achieve 

their goals for participating, which are profit and businesses sustainability. 

Table 7.2 shows a summary of the main findings for this section and the 

comparison between the findings with the past studies by several 

researchers.
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Topics Findings of this study Past studies Status 

Confirm/ 

Disconfirm/Extend 

Goals Businesses venture into social commerce to access more 

customers, to gain more opportunities and to sustain the 

business, as well as to make a profit. 

Baird and Parasnis 

(2011a); Crum (2010); 

Curty and Zhang (2013); 

Naylor et al. (2012); Wang 

and Zhang (2012). 

Confirm 

Social support Micro-businesses’ sellers who are involved personally in 

the virtual community, are likely to gain social support 

from the members, including customers in the community. 

Brüderl and Preisendörfer 

(1998) 

Extend 

Social support that they gain from the customers is the 

result of their social ties in the community. 

Granovetter (1973) Extend 

Sellers tend to build the relationship first before getting 

down to business, influencing the support they obtain from 

members. 

Abdullah (1996) Confirm 
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Perceived 

convenience 

The ease of use and perceived usefulness of social media 

has assisted them in their business and made it convenient 

for the sellers to conduct online business. 

Augar and Zeleznikow 

(2013) 

Confirm 

Other relevant 

motivational 

factors 

The convenience of using social media technology allows 

more access to potential customers. 

Naylor et al. (2012); 

Stephen and Toubia 

(2010) 

Extend 

By accessing more potential customers, sellers are able to 

create more opportunities for their businesses. 

Curty and Zhang (2013) 

and Wang and Zhang 

(2012) Berthon et al. 

(2012) 

Confirm 

Table 7.2: Summary of the main findings 

The next section will discuss the customers’ motivation.
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 Motivational Factors for Customers in the Community 

The findings show that the customers’ main goals (values) for participating in 

social commerce activities include self-esteem, loyalty, satisfaction and a sense 

of obligation. These goals show that there is a mixture of participating for their 

own benefit, as well as for the benefit of the community. How the customers in 

this community achieve these goals can be explained by factors such as trust, 

giving social support to bloggers and perceived convenience. These factors, 

which are influenced by their relationship with the bloggers, will be explained 

in this section. 

 Trust Transfer  

Previously, Section 7.3.4 has explained that trust in this community is 

created before engagement in commerce activities begins. When the 

bloggers started to sell in the community, the members acknowledge that 

they were able to purchase items without any fear as they already trusted 

the members of the community. Although the actual security systems are 

rather loose in their implementation, the trust that they have in sellers leads 

them to trust sellers with information such as their address and payment 

details. This finding is in line with the trust transfer theory (Stewart, 2003).  

According to Stewart (2003), trust transfer theory describes how trust 

transfer occurs when the unknown target is being perceived as related to the 

source of the transferred trust. Lee et al. (2007) defines it as people’s trust in 

one field influencing their trust in other fields. It can be transferred from one 

individual to other individuals (Strub & Priest, 1976; Uzzi, 1996) or from a 

place to an individual (Henslin, 1968), and may occur based on the 

communication process or the cognitive process (Stewart, 2003) where a 

relationship exists between sources and target. It can also be transferred in 

the same or different contexts (Buntain & Golbeck, 2015; Stewart, 2003). 

The trust already developed in this community has been proven to be the 

reason why the members trust bloggers as sellers. This study has shown that 
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trust in this community is gained based on homophily, social ties, the 

personality of the bloggers, as well as the consistency of the blog content. The 

trust towards the blogger has consequently influenced their intention to 

continue participating in commerce activities. This finding confirms and 

extends the claim made by Chen and Shen (2015) who found that in social 

commerce communities, trust towards the sellers is influenced by trust 

towards members. Their findings indicate that trust towards the social 

commerce community has the strongest impact on social shopping and social 

sharing intention, whilst in this study, trust towards the bloggers in the 

community influences members to also trust them, the bloggers as sellers. 

So, although the constructs and the context of their research are different,  

this study does conform to past studies by Qing et al. (2008), Stewart (1999), 

Lee et al. (2011), Shi and Chow (2015), Ng (2013), McKnight et al. (2000), 

Jiang et al. (2008) and Lu et al. (2010) who found that trust can be 

transferred from one context to the other.  

 Social Support to Sellers 

In the previous discussion on social support practices in the community 

(refer to Section 7.3.5), it was noted that readers had shown their willingness 

to provide support to other members, whether bloggers or readers. The 

social support offered was not restricted to the personal matters 

experienced by other members (i.e. any difficulty related to family, 

relationships, financial problems, workplace issues etc.), but was also offered 

for their business endeavours (i.e. purchasing, co-creating and so on) in the 

event that fellow community members (in this case: bloggers) ventured into 

business.  

The support that members give to other members before they began 

participating in social commerce, was found to continue once bloggers began 

selling. This supports includes informational support, instrumental support, 

emotional support and appraisal support. Social support is given to sellers as 

a result of the relationships and strong social ties in the community, as 

explained in Section 7.3.5. This finding complies with the argument made by 



 
 

223 

Antonucci (1990) and Leung and Lee (2005). Antonucci (1990) claims that 

companionship in the community has a positive influence on social support, 

whilst Leung and Lee (2005) found that the frequency of participation in new 

media activities (in this case via social media) shows a positive relationship 

with social support. These findings show that members in the blogosphere 

community who participate in social commerce acknowledge that giving 

social support is part of the practice of their community. Note that generally 

the Malay lifestyle blogging community is likely to have a higher sense of 

virtual community, therefore they expect to give support to others. This has 

also been explained in Section 7.3.5 where as a Muslim, they perceive that 

they are obligated to help others. Regardless of whether activities are non-

commerce or commerce activities, customers are willing to provide support. 

These findings on social support confirm the studies by Hajli (2014),  Zhang 

et al. (2014), Wang and Hajli (2014) and Liang et al. (2011) where social 

support is one of the important constructs in social commerce studies. Hajli 

(2014) found that social support with emotional and informational 

dimensions is being created in social networking sites (SNS), and refers to 

the concept as online social support. According to Hajli (2014), this factor is 

a key construct in the development of e-commerce into social commerce. 

This phenomenon is most likely to occur when supportive interactions 

among consumers in SNS develop strong relationships, making them feel 

closer to peers. Although this is similar to what was found in the blogosphere 

community, nonetheless, his study only focuses on relationship building in 

Facebook by a community of customers. His findings are similar to Zhang et 

al. (2014), Wang and Hajli (2014)   , Kim and Srivastava (2007) and Liang et 

al. (2011) where all authors suggest that social support exists in social 

commerce communities and this can influence their relationships as well as 

their participation in e-commerce. However, all the communities involved in 

their studies were customer-based communities which explains the 

contradicting findings from the blogosphere community, which will be 

explained next.  
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Firstly, this study extends the research on social support found by previous 

studies (Hajli, 2014; Liang et al., 2011; Wang & Hajli, 2014; Zhang et al., 2014) 

by establishing that a different type of support exists in this community in 

addition to emotional and informational support. The community members 

in this study perceived social support differently from the previous studies 

because they had previously engaged with the community before it ventured 

into social commerce.  

Hajli (2014), Zhang et al. (2014), Liang et al., (2011) and Wang and Hajli 

(2014) focused on different types of communities, which were mainly the 

community of customers. Different types of communities are likely to have 

different types of social support within the community. This could well be 

why their findings on social support were limited to informational and 

emotional support as compared to the blogosphere community. This 

argument is supported by Blanchard (2004) who claimed that each 

community has its own unique characteristics.   

Secondly, although this study found similar findings to Wang and Hajli 

(2014), where the social media constructs is likely to influence the social 

support in the community, however the context of the social media 

constructs are slightly different. The social commerce constructs are 

inclusive of (i) forums and communities, (ii) ratings and reviews, and (iii) 

referrals and recommendation, nonetheless, the definition of the these 

constructs are slightly different when applied to the Malay lifestyle blogging 

community context. Table 7.3 shows the comparison between the social 

commerce constructs defined by Wang and Hajli (2014) with the context of 

this study.  

Social Commerce 

Constructs 

Wang and Hajli 

(2014) 

The findings of this 

study 

Forums and 

communities 

 Customers only 

 Developed by online 

vendors 

 Consist of sellers and 

customers who also 

play different roles in 

the same community 
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(i.e. bloggers and 

readers). 

Ratings and reviews  Rating and review on 

brand page 

 Rating and reviews on 

members’ personal 

space such as blog, 

Facebook and so on. 

Referrals and 

recommendation 

 Recommendation on 

brand page 

 Referrals and 

recommendation on 

members’ personal 

space such as blog, 

Facebook and so on. 

Table 7.3: Comparison between the constructs’ criteria 

The different columns in Table 7.3 show that though the social commerce 

construct could represent similar terms (i.e. forums and communities) it 

holds different meanings based on the type of communities. Therefore the 

definition of these constructs as found in this research can be used to re-

define the social commerce constructs by Wang and Hajli (2014) so that it 

can be used to represent many types of communities. 

This study found some interesting findings while investigating the social 

support practice, where customers were helping sellers clear up some false 

accusation made by haters. Note that haters is the term used by this 

community for those who troll and negatively provoke people in the 

community. Haters are anonymous members who post negative and 

provocative comments without giving any helpful remarks (Lindgren, 2012). 

Haters are usually negative towards members who are considered an out-

group to the haters, by not having similar values or opinions to themselves.  

In a similar way to other influential figures on the Internet, for example 

Youtubers (Lindgren, 2011; Nycyk, 2012; Rotman & Preece, 2010), the 

lifestyle bloggers community has also experience haters attacking their page, 

be it personal attacks or business-related attacks. However, because of the 

strong ties they have, members will help to clarify the truth by sharing their 
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positive experiences dealing with the sellers. When members find any hate 

post or pages related to businesses, they usually report it to the sellers. In 

other words, readers (who may or may not be customers) do the monitoring 

on the sellers’ behalf. This situation is in contrast with what was found in 

Senadheera et al. (2011) who discovered that hate pages were usually 

created by disgruntled customers and businesses had to take their own 

initiative to monitor the hate pages. Although this finding is interesting as it 

uncovers an important aspect of social support, nonetheless it is outside the 

main scope of this study. 

The discussion of social support shows that community members, including 

customers, are willing to provide social support for sellers, which is in 

contrast to the findings in traditional e-commerce literature where social 

support is usually only provided from customers to other customers in the 

community.   

 Perceived Convenience 

In this study, perceived convenience refers to the perception of the 

customers when a product or service lowers the cognitive, emotional and 

physical burdens for a user. Convenience includes the time and effort saved 

by the consumers (Ranganathan & Ganapathy, 2002; Swaminathan, 

Lepkowska‐White, & Rao, 1999). Customers acknowledge that when 

purchasing and giving business input in this community, they experience a 

lot of convenience in their transactions, as well as the convenience of using 

technology that they are so familiar with. Both sellers and customers claim 

that one of the motivations for them to continue their participation in 

commerce activities is the perceived convenience as claimed by previous 

studies in e-commerce.  

Meanwhile, in a similar way to the sellers (refer to Section 7.4.2), the 

customers perceive the convenience of using social media as one of the 

motivations for them to participate in social commerce activities.  The 

customers claim that they can easily access the sellers in the community, as 



 
 

227 

well as the blog shops or any social media platforms used as a shop because 

they use social media every day. The social media pages are also easily to 

access using mobile applications. While browsing their Facebook or reading 

blogs, the customers can easily browse the shops. The customers also 

confirm that most of them are advanced users of social media, therefore it is 

easy for them to use social media for social commerce activities. This ease of 

use influences their continued participation in commerce activities, which 

complies with TAM (Gefen & Straub, 2000; Teh & Ahmed, 2012).  

In addition, it helps customers to communicate directly with the sellers. They 

acknowledge the perceived usefulness of social media to access the blog 

shops as well as accessing sellers for interaction related to their purchase. 

Customers have also admitted that the flexible system created by sellers 

using social media makes it easy for them to customize their order and 

communicate directly with the sellers. This influences them to buy more 

from sellers in the community. This finding however contradicts with Doolin, 

Dillons, Thompson, and Corner (2007) who claim that there is no support for 

the hypothesis that convenience is associated with increased online 

purchasing. The different context of this study could explain the difference 

in the finding as Doolin et al. (2007) were focusing on electronic retailing 

websites.  

The perceived convenience for the customers is also influenced by their 

relationships and social ties in the community. By knowing the sellers, 

customers are likely to believe that it is comfortable and easy to 

communicate with them. In most cases, the system created by the sellers can 

be flexible and adjusted to their preferences if they are close to the sellers. 

For example, they can ask if they can make two payments before receiving 

the product rather than paying in full. They found it hard to deal with 

traditional e-commerce sites as it is difficult to contact the sellers if anything 

goes wrong. Usually it takes more than 2 days and sometimes up to 14 days 

to get a reply to an email if they are dealing with a big merchant. They can 

also get a refund earlier as compared to purchasing from established e-
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commerce websites as they can contact the sellers using their personal 

mobile phone number via instant messaging such as WhatsApp.  

On the customers’ side, these findings are consistent with the ease of use and 

perceived usefulness in TAM by Davis (1987).  It is also in line with Eastin’s 

(2002)    study which found that participation in e-commerce activities is 

influenced by perceived convenience. It also confirms the findings by Jih 

(2007) who found a positive relationship between customers’ perceived 

convenience with shopping intention. Jih (2007) used the following 

convenience dimensions in her study: use dimension, time dimension, place 

dimension, shopping dimension and service dimension. Although the 

customers in this study do not fulfil all of the dimensions, this study argues 

that perceived convenience is similar to the use dimension (ease of use), 

acquisition dimension (ease of purchase) and time dimension (purchase can 

be made at a convenient time) outlined by Jih (2007) and Brown (1989). It 

also in line with the argument made by Jih (2007) that convenience is 

multidimensional and context dependent on perception. The findings from 

the customers’ HVM however contradicts the argument made by Rowley 

(2004) who found the association between convenience and loyalty.  

The next section will discuss other relevant motivational factors that were 

found in this research.  

 Other Relevant Motivational Factors for Customers 

This study also found several other motivational factors that can lead to 

customers’ goals or values such as perceived benefits, risk awareness, 

product quality and social norms. Firstly, customers are motivated by the 

benefits they obtain by participating in the blogosphere community which 

reflects the findings of the similar research by  Siegrist (2000), Lin and Lu 

(2011b), Kim et al. (2011), Forsythe et al. (2006) who have also highlighted 

that one of the factors that influences participation is the benefit they gain 

from the participation. In this community, some of the benefits that 

customers obtain are discounts and great shopping experiences. Customers 
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in this community use extrinsic attributes, which is the information they get 

from other members to identify product quality. This is including word of 

mouth from people in the community who have experience in purchasing 

from other members. Customers provide testimonies to be published by the 

sellers, which is one of the practices of the community. Testimonials 

published by trusted sellers are also used as indicators.  

Moreover, this study also found that trust towards the seller influenced their 

confidence in the product quality. They believe that by purchasing from 

community members, they are ensured of good quality products. These 

findings have also been confirmed in studies by Collier and Bienstock (2006) 

and Urban, Sultan, and Qualls (2000) who found that customers hoped to 

receive the quality of the products as they expected to get when they made 

the purchase. For this community, the confidence of getting the expected 

quality relies on the level of trust towards the sellers.  

Secondly, customers in the community believe they can reduce their worry 

about low quality products, unsafe transactions and the risk of being cheated 

by scammers, particularly from online shops run by unknown micro-

business sellers. Their belief in the low risk that they may encounter 

influences them to participate. This finding supports Wu and Wang’s (2005) 

claim that perceived risk has a direct impact on behavioural intention. 

Although their research focused on mobile commerce, it is believed that the 

customers from blogosphere communities are aware that the risks are lower 

if they buy from the community.  

One of the motivations influencing the customers to continue to participate 

in social commerce is risk awareness which also confirms previous study by 

Hajli (2013) and Kim and Park (2013). Customers are aware of the risks that 

are associated with e-commerce including the risk of monetary loss, 

unreliable vendors delivering unsatisfactory products or even failing to 

deliver products to consumers, risk of loss of privacy, credit card information 

stolen, incomplete or distorted information provided by retailers, as claimed 

by Jarvenpaa and Todd (1996), Lim (2003), Pavlou (2003) and Nyshadham 
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(2000). Because they trust the sellers, they know the risk is low, as compared 

to traditional e-commerce business, as sellers have their reputations as 

bloggers to be maintained.  

Thirdly, social norms also influence the customers’ participation as they 

participate because they want to provide social support (refer to Sections 

6.4.4 and 7.5.2) which is a norm in this community. It is in line with the claim 

made by Boyd and Richerson (2001) who argue that social norms lead to 

adaptive behaviour, which means that by following norms, people behave 

sensibly without having to understand why they do what they do. It also 

confirms a view by McAdams (1997) who claims that people obey norms 

because they are rewarded by others if they do and punished if they do not. 

 Summary 

Based on the discussion in Section 7.5 and its subsections, it can be concluded 

that customers’ goals or values were mainly influenced by their membership 

in the community that lead them to trust and provide social support to 

sellers. The relationships in the community make it easier for them to 

communicate with sellers and it motivates them to continue their 

participation. Table 7.4 provides a summary of the main findings of this 

section.
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Topics Findings of this study Past studies Status 

Confirm/ 

Disconfirm/Extend 

Trust Trust can be transferred from one context to another. Buntain and Golbeck 

(2015); Stewart (2003); 

Qing et al. (2008); Stewart 

(1999); Lee et al. (2011); 

Shi and Chow (2015); Ng 

(2013); McKnight et al. 

(2000); Jiang et al. (2008) ; 

Lu et al. (2010) 

Confirm 

The trust between customers and sellers in this community 

was transferred from the trust they established when the 

members participated as bloggers and readers. 

Chen and Shen (2015) Extend 

Social support 

 

 

 

The social support offered was not restricted to personal 

matters experienced by other members but was also 

offered for their business endeavours, as a result of the 

relationships and strong social ties in the community. 

Antonucci (1990); Leung 

and Lee (2005) 

Extend 
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 The members provide four types of social support which 

includes informational support, emotional support, 

appraisal support and instrumental support to the sellers. 

Hajli (2014),  Zhang et al. 

(2014); Wang and Hajli 

(2014); Liang et al. (2011) 

Extend 

Different types of communities are likely to have different 

types of social support within the community. 

Blanchard (2004) Confirm 

Members perceived that they are obligated to help others. - Muslim’s belief 

Social 

commerce 

constructs 

Social commerce constructs (forums and communities, 

ratings and reviews, referrals and recommendation) 

definitions are different based on types of communities. 

Wang and Hajli (2014) Extend 

Perceived 

convenience 

The blogger-reader relationship in the community allows 

customers to experience convenience in commercial 

activities. 

Doolin et al. (2007) Extend 

 

Ease of use and perceived usefulness of social media for 

communication with the sellers, influences customers to 

purchase from the sellers. 

Gefen and Straub (2000); 

Teh and Ahmed (2012); Jih 

(2007); Eastin (2002) 

Confirm 

Doolin et al. (2007) Disconfirm 

There is no association between perceived convenience and 

loyalty. 

Rowley (2005) Disconfirm 
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Other 

motivational 

factors 

 

 

 

 

 

Customers are motivated to purchase by the benefits they 

obtain by participating in the blogosphere community. 

Siegrist (2000); Lin and Lu 

(2011); Kim et al. (2011); 

Forsythe et al. (2006)  

Extend 

Trust towards the seller influenced their confidence in the 

product quality. 

Collier and Bienstock 

(2006) and Urban et al. 

(2000) 

Confirm 

Belief in the low risk that they may encounter influences 

them to participate. 

Wu and Wang (2005); Hajli 

(2013); Kim and Park 

(2013). 

Confirm 

Social norms of the community such as providing social 

support, influence participation. 

Boyd and Richerson 

(2001); McAdams (1997) 

Confirm 

 

Table 7.4: Summary of the main findings
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 Lessons Learned 

This section will discuss a few aspects of the lessons learned, which include the 

lifestyle bloggers and the community, branding, the social commerce model, 

and the comparison between the study and traditional e-commerce websites. 

 Lifestyle bloggers 

Generally there are various stages in the growth of the Malay lifestyle 

bloggers. Beginning with diaristic style posts, the direction of their blogs 

develops into a  lifestyle genre as they gain more attention from community 

members. These changes confirm the findings of Smith (2010) who claim 

that bloggers often begin with a personal purpose, and increased traffic to 

their blogs leads bloggers to expand content considerations beyond their 

original purposes.  

The era of social media technologies has influenced the growth of this 

community. When social media applications such as Facebook, Twitter and 

Instagram became popular in Malaysia, most lifestyle bloggers chose to 

integrate their blogs with these social media applications allowing their 

followers to add them as friends or followers.  Lifestyle bloggers update their 

blogs on a frequent basis, as well as integrating their posts across other social 

media platforms. These frequent updates from various platforms gives the 

readers more information about the sellers, so they can identify similarities 

and encourages a feeling of familiarity towards the sellers. This practice 

could be one of the reasons why the readers feel connected to the bloggers. 

This situation is similar to the practice of Singaporean lifestyle bloggers, 

where the multiple cross platform posts have influenced the relationship 

between Singaporean lifestyle bloggers and their readers (Abidin, 2013a). 

This study also found that lifestyle bloggers who successfully attracted the 

attention of the readers eventually became celebrities in the community, 

which is in line with the claims made by Trammell and Keshelashvili (2005) 

and Abidin (2016). 
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This study found that one of the characteristics of lifestyle bloggers in 

Malaysia is that they usually have good writing skills and produce informal 

but polite postings. This is likely to be influenced by the culture in Malaysia 

that values courtesy, tolerance and harmony. This is similar to the study by 

Lövheim (2011) on Sweden’s lifestyle bloggers where she found that 

bloggers expressed themselves through informal and personal posts, but 

were also polite, supportive and used emotionally expressive language.  

The readers in this community enjoy reading blogs because they can learn 

from each other, which supports the claims of Nasr and Ariffin (2008) who 

found that a lot of knowledge exchange happens in the blogosphere. The 

interactions during the knowledge exchange leads the bloggers and readers 

to get to know each other better. These interactions in the blogosphere are  

likely to develop feelings of membership and actually form the basis of this 

community development. This situation supports the  argument made by 

Ramayah, Nejati, and Shafaei (2015), who claimed that bloggers do not only 

produce content to post on their blogs but also build social relations with 

their readers and other bloggers. The possibility for readers to leave a 

comment in an interactive format is an important part of many blogs and this 

specific function can be seen as a form of social networking (Ramayah et al., 

2015). It is also in line with the USA Federal Trade Commission statement 

which claimed that blogs can be considered as social networking sites if they 

includes videos, audios, photos and comments or replies (Federal Trade 

Commission, 2007).  

The relationship between the bloggers and readers becomes more intimate 

when readers start to trust the bloggers more. This can be seen when the 

readers starts to seek advice for their personal problems. Often the readers 

approach the bloggers as advisor. This is consistent with the situation of 

Singaporean lifestyle bloggers as found by Abidin (2013a). Many Malay 

bloggers claim that if they do not know about the subject matter, they will 

publish the problem anonymously and open it up for discussion. This method 

is usually beneficial as there are usually readers who can give good advice 
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based on their personal or professional experience of the subject matter. In 

addition bloggers have also provide free advertising space for individual 

sellers, as well as free announcement or ‘shout out’ promotion for non-profit 

events. The readers claim that they really appreciate the support given by 

the bloggers to address their problems or issues. The practice of giving 

support to the members has become a norm in the community.  

As lifestyle bloggers in Malaysia get more attention from readers, businesses 

and advertising companies have started to use their popularity to promote 

their brands. This is consistent with the argument made by Kayes, Qian, 

Skvoretz, and Iamnitchi (2012) and Lee and Youn (2009) who claimed that 

influential bloggers are recognized by businesses as significant forces for 

product promotion or demotion as it promotes WOM.  This study found that 

lifestyle bloggers who successfully attracted the attention of the readers 

eventually became celebrities in the community, which is in line with the 

claim made by Trammell and Keshelashvili (2005). Many of the Malaysian 

bloggers have subscribed to Nuffnang, which is the blog advertising company 

that provides opportunities for bloggers to generate income through blog 

ads, as well as access to events and contests. The Nuffnang model started in 

Singapore and then expanded its operation in Malaysia, Thailand, Australia, 

China, Philiphines and United Kingdom.  

The advertising opportunities provided by Nuffnang and other companies 

are not the only way for the bloggers to earn money. Realizing the potential 

for making money, Malaysian lifestyle bloggers have also provided some 

spaces in their blogs for advertisements as well as personalized 

advertisement. This specific characteristics of earning income by the lifestyle 

bloggers in Malaysia is similar to lifestyle bloggers in Singapore. According 

to Abidin (2013a) and Chiew (2008) the lifestyle bloggers in Singapore earn 

money from selling advertisement space, writing personalised 

advertisements and selling clothes to their large number of followers.  

The previous discussion has shown that there are a lot of similarities 

between the characteristics of lifestyle bloggers in Malaysia and lifestyle 
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bloggers in Singapore. This could be explained by the similarity in culture 

and race between Malaysia and Singaporea. However in general, it can be 

concluded that lifestyle bloggers around the world are using a similar 

approach of combining personal posts and advertising. By sharing  

interesting facts about their personal life online, they have managed to 

become a platform for advertising and are thus able to make money. Some of 

the bloggers have also developed their own branding. This is inline with 

Cross (2011) who claims successful lifestyle bloggers have built up their own 

brands as a result of being commercialized.  

There are other practices in South East Asian countries that are similar to 

Malaysian and Singaporean lifestyle bloggers’ practices (Abidin, 2013b). This 

could also extend to world-wide lifestyle bloggers as this study found that 

there are generally several streams of income used by many bloggers outside 

Malaysia, which include advertising, affiliate marketing, digital products, 

physical products and services (Andrew, 2016). However, there is little 

evidence to be found in academic research. This situation is similar to what 

is claimed by Brake (2009), Cenite et al. (2009) and Hopkins (2011) who 

argue that personal bloggers, as well as lifestyle bloggers are a category 

which have caught little attention in academic studies. Although there are 

scholars such as Abidin (2013b) and Lim et al. (2013) suggest that this 

implementation is unique to Malaysia, Singapore and other South East Asian 

countries, there is no evidence to support the claim. 

 Beyond Branding 

Generally, previous studies (Bagozzi & Dholakia, 2006; Da Silveira, Lages, & 

Simões, 2013; He, Li, & Harris, 2012; Laroche, Habibi, Richard, & 

Sankaranarayanan, 2012; Wang & Hajli, 2014; Wang & Hajli, 2015) have 

emphasized the roles of branding in social commerce or the e-commerce 

setting which includes brand communities. However this study shows that 

people actively participate in social commerce because of their relationship 

with community members who happen to be the sellers without the 
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influence of any particular brand or brand communities. The community was 

built up from the concept of homophily as explained in Section 7.3.1. 

Looking at the bigger picture, for the case of this study, the relationships in 

this community are likely to replace the function of brand names in 

traditional e-commerce. In traditional business or e-commerce settings, 

brands play a crucial role in promoting trust, loyalty, and product quality, as 

well as influencing group behaviour (Chaudhuri & Holbrook, 2001; Delgado-

Ballester & Luis Munuera-Alemán, 2001; Eunju, Kim, & Zhang, 2008; 

Srinivasan et al., 2002). Srinivasan et al. (2002) identified brand factors that 

potentially affect loyalty, which include customization, contact interactivity, 

cultivation, care, community, choice, and character. Bagozzi and Dholakia 

(2006) found that commitment to a brand can be influenced through 

interactions with small groups of like-minded customers. However in the 

lifestyle bloggers community, findings show that the bloggers create a 

different context of branding, which is based on their reputation as a 

bloggers. The explanation for this phenomenon is related to the relationships 

and social ties between sellers and customers which have been created years 

before the community progressed onto social commerce. Sellers and their 

status as famous, reputable and influential bloggers are the brand in the 

community.  

Most of the sellers in the community sell their own products, which were not 

widely known when they started their businesses. Some are resellers of local 

or unknown brands. This is because they are small scale businesses with 

limited capital. However, despite being new brand in the market, it is 

surprising to see the overwhelming response from community members. As 

suggested by the findings, it shows the relationship is most likely the reason 

why members purchase from the sellers.  

The previous explanation reflects the discussion that customers purchase 

because they are happy to deal with the bloggers and to boost their own self-

esteem by being among the first to buy from the famous bloggers. In addition, 

as explained in Sections 7.3.5 and 7.5.2, customers feel they are obligated to 
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purchase in order to give support to the sellers. The relationships and trust 

in a virtual community play a big role as these constructs influence members 

to purchase new products only because they know the sellers. So the 

‘traditional’ branding is no longer the only construct to create trust in social 

commerce. In the case of this community, the reputations of sellers as a 

bloggers has helped them to create their own brand names without having 

to rely on famous branding. It also explained the risk of relying too much on 

the community for the sellers. The explanation on trust was discussed in 

detail in Sections 7.3.4 and 7.5.1. 

In addition, despite the advantages of having strong ties based on homophily, 

sellers could face risks related to the negative aspects of homophily. This is 

because, although strong ties in the community help sellers to survive, they 

may also prove restrictive, and inhibit sellers from growing beyond the 

boundary of the community. This can jeopardize their growth and hinder 

them from expanding their business to customers with different 

backgrounds and values, which is in line with what was found by Woodson 

(2015). Therefore there are limitations on the lessons large brand 

communities can learn from these micro-businesses. Nonetheless, these 

limitations can be lessened by taking the following approach:  

i. Using the advantages of WOM marketing – for example sellers organized 

a contest that requires their customers to repost information about the 

business. 

ii. Dropship programme9 – recruiting agents to find more customers. 

                                                             
9 The dropship programme is a term used for assigning agents to their business. Often, sellers 

open up an opportunity for members or non-members who are interested in becoming their 

selling agent. The responsibilities of an agent include (i) promoting the products to their circle, 

(ii) taking orders on behalf of sellers, and (iii) transferring orders and shipment details to 

sellers, who then ship the goods directly to the customers. The commission given to the agents 

is based on the total number of sales. 
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iii. Stockist – recruiting other sellers inside or outside the community to 

resell their products. 

These are some of the approaches which have been taken by sellers in this 

community to promote their business to people outside the community. 

 Social Commerce Implementation 

The investigation into social commerce motivation in this research has 

shown that there are missing chapters in social commerce research. Often 

social commerce research focuses on the adoption of social media in 

business operations and investigates a single platform community of 

customers. Although there are many important findings, there is a need for 

scholars to investigate more isolated cases as it has the potential to bring 

more understanding to the field.  

In the mid to late 2000s, while the Malay lifestyle blogging community was 

developing its community practices and norms, another phenomenon called 

blogshop arose in the community. The blogshops phenomenon did not only 

happen inside this community but it also attracted the attention of others 

outside the community. However, the discussion will only focus on the 

phenomenon inside this community.  

The general model of social commerce implemented by sellers in this 

community includes the concepts of multi-platform shop, multi-platform 

ordering systems, multi-platform payment channels, multi-platform 

communication channel, as well as multiple methods of delivery. Basically, 

the implementation of social commerce in this community requires a 

flexibility in conducting business.  

Characteristics Description 

Platforms & 

Promotions 

 Blog 

 Facebook 

 Instagram 
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 Twitter  

Communication 

Method 

Via 

 WhatsApp messenger 

 Social Media: Public and private message  

 Email  

 SMS 

 Telephone 

Ordering System  Via 

 WhatsApp messenger 

 Social Media: Public and private message  

 Email  

 Shopping cart  

 SMS 

Notification  

(Sellers to 

customers) 

Purposes 

 Confirmation of order 

 Acceptance of proof of payment 

 Tracking number 

 

Method 

 WhatsApp messenger 

 Social Media: Public and private message  

 Email  

 SMS 

Delivery Method  Courier 

 By hand  

Payment Method 

& Notification of 

payment (from 

customers to 

seller) 

 Online transfer (direct notification of payment 

via email or screenshot of successful payment) 

 Bank counter or cash deposit machine transfer 

(picture of transaction slip) 

 Cash on delivery 

 PayPal 
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Coaching  Coaching on how to use the products (mostly 

related to beauty products and supplements) 

After sale  Contact customers to get feedback 

Marketing 

Strategy 

 Testimonials by customers 

 Share own experience using the products on 

social media   

 Create blog post related to current issues that 

can attract the attention of netizens. Google 

search results on interesting topics will lead 

netizens to read the blogs and encounter the 

online shop 

 Contest 

 Dropship program (refer to Section 7.6.2) 

 Stockist 

Table 7.5: Descriptions of social commerce implementation in Malay 
lifestyle blog community 

Table 7.5 shows the characteristics of how multi-platforms shops describe 

the use of multiple social media applications in conducting business. This is 

done to target more customers as customers have their own preferences in 

using social media platforms. Usually sellers will accept orders from multiple 

channels such as orders by email, order forms (on blog), as well as public and 

private messages on social media. Recently, some of the sellers have also 

included shopping cart. Instructions on how the payment can be made 

usually will be sent to customers as a confirmation of order. Customers will 

also be provided with sellers’ banking details. Customers will then need to 

make the payment via any method listed by the sellers. Upon notification of 

payment proof by the readers, sellers will pack and courier the order. Sellers 

will contact the customers to notify the courier tracking number. Products 

can also be delivered by hand depending where they are located. An agreed 

meet up point can be set up; it could be either at the bloggers or customers’ 

house or any convenient place. This is similar to what has been practiced in 

Singapore as claimed by Fletcher and Greenhill (2009). Participants of this 
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research claim that the system used by the bloggers is very flexible. However, 

these findings conflict with Fletcher and Greenhill (2009) who claim that the 

“terms and conditions” on Singaporean blogshops are entirely in the sellers' 

favour and are designed to benefit their desire to accumulate the arbitrarily 

right set of goods. The reason behind these conflicting findings could be the 

different age group of participants (13 – 22 years old) studied by Fletcher 

and Greenhill (2009). 

This section has shown that the implementation of social commerce varies 

based on individual cases. This is especially applicable in terms of 

community interaction and participations and the technology used for their 

daily operation. This study concludes by stressing that the definition of social 

commerce is dependent on how it is implemented and needs to be defined 

on a case by case basis as suggested by Huang and Benyoucef (2013).  

 Comparison to Traditional E-Commerce Practices 

Findings from traditional e-commerce research  cannot be generalized to 

social commerce research without considering the difference between 

traditional e-commerce and social commerce implementation, specifically 

regarding the chosen community in this research. The difference could lie in 

the type of business, the technology adopted for the e-commerce websites, 

the particular community and many more. 

Table 7.6 concludes by showing the comparison between social commerce in 

this community and the general traditional e-commerce websites. 
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Criteria Traditional E-commerce  References Findings from this study Supporting 

evidence 

Purchasing 

intention 

Purchase intention is influenced 

by many factors such as trust, 

perceived risk, social presence 

and much more, but rarely 

because of personal relationship. 

Gefen (2000); 

Gefen et al. 

(2003); 

Weisberg, 

Te'eni, and 

Arman (2011) 

Purchase intention is likely to 

be similar to traditional e-

commerce. However the 

main factor for purchase 

decision is the personal 

relationship with the sellers. 

Sections 6.3.2, 

7.3.2, and 

7.5.1 

Community  Communities developed by the 

business or by people who share 

the same sentiment towards 

brand. 

 

Srinivasan et al. 

(2002); Porter 

(2004) 

Unique characteristics of the 

virtual community, 

developed from lifestyle 

blogging community. 

 

Sections 7.3 

and  7.61 

Level of intimacy  Low level of intimacy. 

 The relationships between 

businesses and customers are 

usually at the professional 

level.  

 Businesses only know the 

customers based on 

Zhang et al. 

(2011) 

 

High level of intimacy.  

 Communication is mostly 

done informally. 

 Sellers can be contacted 

directly via multiple 

channels (i.e. Facebook 

accounts; personal phone) 

Section 7.4 
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customers’ data in their 

database (contact info, history 

of purchase, history of 

browsing etc.). 

 

Reputation and 

trust 

Trust is developed based on 

brand or vendor reputation. 

 

McKnight et al. 

(2000) 

Reputation and trust earned 

from social ties in the 

community. 

 Transferred from the 

blogger-reader 

relationship. 

Sections 6.4.3, 

6.3.2.1, 6.3.2.2, 

7.3.4 and 7.5.1 

Flexibility in 

implementation 

Inflexible. 

 Order can only be made using 

the system provided in the e-

commerce websites. 

- Relatively flexible.  

 Multiple ordering and 

payment channels. 

Sections 5.8 

and 7.6.3 

System security High level of security. 

 Support by advance 

technology and third party 

certification. 

 

Head and 

Hassanein 

(2002); Siau 

and Shen 

(2003); Turban 

et al. (2012) 

Low level of data security. 

 The security of the 

customers’ data relies on 

how sellers handle and 

keep their personal data. 

Section 7.6.3 
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Social support Very low level of social support 

from customers to sellers.  

 

No evidence on 

social support 

for the 

businesses. 

High social support to sellers 

from customers 

 Social support is provided 

from customers to 

customers as well as from 

customers to sellers. 

 Type of social support: 

informational support, 

emotional support, 

instrumental support, and 

appraisal support. 

Sections 

6.2.2.1, 6.3.2.3, 

7.3.5, 7.4.1 

and 7.5.2 

Table 7.6: Comparison between the findings of this study and traditional e-commerce study.
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This study shows that the community that ties the sellers and the customers 

provides a new insight into the motivations in commerce activities. The type 

of community and the multiple roles of actors in the community has proven 

to derive some interesting findings which contradict the traditional e-

commerce literature particularly in terms of the relationship between sellers 

and customers in the same community.  

 

 Summary  

In general, Section 7.6 has described the lesson learned in a bigger context of 

the findings. The following table summarised the findings for this section:
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Topics Findings of this study Past studies Status 

Confirm/ 

Disconfirm Extend 

Lifestyle blogger 

 

 

 

 

 

 

 

 

 

 

 

Changes of direction (i.e. from personal to lifestyle) as 

blogs gain more attention from community members. 

Smith (2010) Confirm 

Bloggers as celebrity. Trammell and 

Keshelashvili (2005) and 

Abidin (2016). 

Confirm 

The growth of the community was influenced by the 

growth of social media technologies. 

Abidin (2013a) Confirm 

Bloggers produced informal but polite postings, 

influenced by the culture in Malaysia that values 

courtesy, tolerance and harmony. 

Lövheim (2011) Confirm 

Readers start to seek advice for their personal 

problems. 

Abidin (2013a) Extend 
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Popular bloggers were hired for advertising. Kayes et al. (2012); Lee 

and Youn (2009)  

Confirm 

Bloggers identity is regarded as a branding in the 

community. 

Cross (2011) Extend 

Branding Relationships promote trust, loyalty, and satisfaction 

as compared to the product branding. 

Chaudhuri and Holbrook 

(2001); Delgado-Ballester 

and Luis Munuera-Alemán 

(2001); Eunju et al. 

(2008); Srinivasan et al. 

(2002) 

Disconfirm 

Extend 

Bloggers’ reputations as branding. 

Social commerce 

implementation 

Flexible and fluid. Fletcher and Greenhill 

(2009) 

Extend 

Comparison with 

traditional e-commerce 

websites 

Many of the characteristics of social commerce 

practices in this community are influenced by their 

active participation and close relationships in the 

community. 

Refer to Table 7.6 (Section 7.6.4) 

Table 7.7: Summary of the lesson learned 
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 Conclusion   

This chapter has discussed in detail the similarities and contradictions of 

findings for this research. It shows that social commerce activities participated 

in by members are mainly influenced by homophily, social ties, their sense of 

virtual community, trust, social support and perceived convenience. The strong 

ties among the members have shaped many practices in this community that 

can be benefited by the members regardless of their roles or the activities. In 

the next chapters, the conclusions drawn from the findings and discussions will 

be discussed. Implications for theory, policy and practice will be presented.
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CHAPTER 8 
 

 CONCLUSION 

This final chapter revisits the research questions and reviews the main findings 

of the research in the light of issues raised in the literature review. Next, the 

theoretical and practical contributions are presented. The limitations of this 

thesis are also discussed. This chapter concludes with an exploration of possible 

future directions for this research. 

8.1 A Synthesis of the Main Findings of this Research 

The study set out to explore the motivational factors for participation in social 

commerce for both sellers and customers in the Malay lifestyle blogging 

community. This community of lifestyle bloggers and their readers first 

developed in the early years of blogging in Malaysia and has experienced 

several phases of growth. This includes the changes in terms of technologies 

used, ways of communicating and the norms and practices in the community. 

As members ventured into social commerce, the community evolved further. As 

members hold multiple roles, it is important to understand the relationship 

between these roles and how they affect the motivations for social commerce 

practices in the community.  

This study used means-end theory to understand the core reasons for members’ 

participation in social commerce. The scope of this study covered the roles of 

influential bloggers as sellers, and readers as customers. To answer the 

research questions, laddering, semi-structured interviews, and observations 

were conducted. The relationships between the motivations were also 

discussed from the perspectives of both sellers and customers. At the end of 

Chapter 6 (refer to Section 6.6), a proposed model of the main motivations for 

the members (both sellers and customers) was presented at a highly 

summarized level (refer to Figure 6.11).  
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This section will synthesize the main findings to answer the research questions. 

In the literature review section, three features which underpin the concept of 

the social network theory were introduced: the presence of homophily, social 

ties (refer to Section 2.2.3) and social support (refer to Section 2.5). The 

literature review also identified previous research on the sense of virtual 

community (refer to Section 2.2.4), the theories of trust (refer to Section 2.3) 

and trust transfer theory (refer to Section 2.4). These topics, along with past 

studies on motivational factors for both sellers and customers’ participation in 

social commerce (refer to Section 2.6) will now be revisited. 

The findings were compared with the literature in Chapters 6 and 7. The 

empirical research presented in this thesis identified the motivational factors 

for sellers and customers in the Malay lifestyle blogging community (refer to 

Sections 6.2, 6.3, 7.4 and 7.4) and the relationship of those motivational factors 

with their past experience in the community. In this section, the conclusions are 

presented as responses to the two main research questions: 

RQ1: What are the main factors that motivate members of the Malay lifestyle 

blogging community to continue their participation in social commerce activities? 

Interviewees were asked about the factors that led them to participate in 

commerce activities. These motivational factors, described in Sections 6.3, 6.4, 

7.3 and 7.4, can be divided into two groups which are the benefits and goals of 

participation. They are explained below: 

i. Sellers 

Sellers in this study were selected from famous lifestyle bloggers in the 

community. These sellers have been blogging for more than 5 years and their 

blogs have attracted many avid followers who are engrossed in reading their 

blogs. As a consequence of having many followers, they have managed to obtain 

advertising revenue from businesses in Malaysia. In addition, they have also 

been influenced to start their own online businesses via their own blogs and 

other social media tools such as Facebook and Instagram.   
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As explained in Chapter 6, sellers are strongly motivated to sell and provide 

product reviews on their blogs because they want to gain profit and sustain their 

business. In addition, the selling activities are moderately influenced by the cost-

effectiveness of using social media as a business platform, as well as improving 

their self-esteem in the community. Based on the means-end theory, these 

motivational factors were considered as the main goals or values as to why the 

sellers participate in social commerce activities. Meanwhile, factors such as 

perceived convenience, getting social support from other members, access to 

potential customers and gaining more business opportunities are considered the 

consequences or benefits they obtained from their participation.  

ii. Customers 

Customers within the community can be readers or bloggers themselves. 

However as mentioned in Section 5.9, this study only focused on the customers 

who are readers and not the sellers themselves.    

In the case of customers, the main goals or values for them to participate by 

purchasing, reading the product reviews and giving business input to the sellers 

include their self-esteem, obligation and loyalty to the members of the 

community. In addition, they feel more satisfied when participating 

(purchasing, reading reviews and giving helpful input to the businesses) in 

commercial activities in the community. The benefit layers or the consequences 

of their participation according to the means-end theory describe how 

customers are able to strengthen their relationships in the community, increase 

their trust, identify product quality, be aware of the risks, obtain various benefits, 

give social support, follow norms and experience the convenience of 

participating in commerce activities.  

iii. Sellers vs. Customers 

The findings show that both sellers and customers highlight the role of social 

support as a motivational factor. Sellers acknowledged that they have strong 

support from community members, including their customers. Meanwhile 
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customers claim that one of their motivations for participating is to provide 

support to the sellers. This shows that the ties are strong in this community. 

The relationship between the strength of ties in the community and commercial 

participation, as well as the context of convenience will be explained in detail 

when answering the second research question. 

RQ2: What is the relationship between the members’ virtual community 

participation and their social commerce participation? 

The members joined the community for various reasons. The reasons included 

looking for friendship, socializing, reading blogs as an alternative medium for 

current issue updates, seeking support, gaining knowledge/information, 

sharing opinions, and earning money by blogging. By following blogs, members 

understand more about the bloggers’ lives. Subsequently, members noticed the 

similarities between them and the bloggers that made them feel more 

connected to each other.  

In addition, social media and mobile technology have influenced the way they 

communicate and as a result, strengthened the ties and their level of SOVC. The 

fact that they are from the same ethnicity and religion, as well as having a 

similar gender, age group and educational background, made it easier for them 

to understand each other, creating stronger ties between them. By building 

these relationships within the community, the members influenced one another 

and became immersed in the community. Their varying levels of involvement, 

from active to non-active members, differentiated their experience of SOVC. 

Homophily, social ties and SOVC influenced the level of trust they had in the 

community, as well as forming a norm of providing support to each other, 

regardless of the role they played in the community.  

Answering RQ1 revealed several factors that contributed to participation in 

social commerce activities. Using means-end theory, several chains that showed 

the linkages between motivations emerged (refer to Section 6.2). Firstly, by 

selling their products in the community, the sellers can enjoy the convenience 

of the technology and obtain social support which also allows them to access 
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potential customers who are the readers of their blogs. By gaining more 

customers, they can sustain their businesses and make a profit. Secondly, 

writing product reviews in this community will also earn them more social 

support from community members. This is because the community members 

want to know about their first-hand experience of using the products, which 

help them to make purchasing decisions. Therefore sellers believe that by 

providing reviews, they satisfy their readers and consequently members will 

give more support to them.  

Meanwhile for customers in the community (refer to Section 6.3), purchasing 

and giving business input to the sellers was mainly influenced by their 

relationships in the community. By participating in these activities, customers 

can strengthen their relationships with the sellers. The consequences of the 

relationships are (i) trust development among members, (ii) giving social 

support, and (iii) convenience. 

The findings show that both the sellers and customers’ motivations were 

strongly influenced by the members’ relationships as bloggers and readers in 

the community. The relationships that were developed were based on the 

presence of homophily, strong ties and the SOVC which influenced the customer 

trust towards the members, in this case, the sellers. This shows that the trust 

developed in the community has been transferred to the commerce activities.  

Whilst both sellers and customers agree that they are motivated by social 

support and perceived convenience, the contexts of their motivations are 

different. Firstly, although the sellers have also perceived the convenience of 

using social media for their business, this particular motivation was not 

influenced by the sellers’ past participation as bloggers. The context of 

perceived convenience for sellers is different from that of customers, who 

believe that factors for conveniently participating in commerce activities are 

not only the ease of use and perceived usefulness, but also to a certain extent, 

influenced by their relationship with the sellers. Purchasing from this 

community was easier for customers because they feel comfortable interacting 

with the sellers because of their pre-existing relationships in the community. It 
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makes it easier for them to customize their orders and get faster feedback from 

the sellers.  

Secondly, in terms of social support, the sellers were motivated by the support 

they gained from customers (refer to Section 7.4.1) whilst the customers were 

motivated by the support that they can give to sellers (refer to Section 7.5.2). In 

addition, as the community members come from similar backgrounds, this 

study found that the motivational factors are also influenced by social and 

cultural factors. Members have similar beliefs and cultural boundaries that form 

their motivation to participate. For example, one of the reasons for members to 

provide social support is because they want to help sellers of the same race and 

religion in their businesses. Further, they believe that by doing good to other 

people, they will receive something good in return.  

Community members have shown that they have strong ties and strong support 

networks regardless of the activities that take place in the community. The trust 

they developed in their blogger-reader relationship has been transferred to the 

seller-customer relationship, which shows that regardless of their role in the 

community, practices are shaped by the characteristics of the community, 

which are homophily, social ties and the SOVC.    

The next section summarizes the key findings of this research. 

8.2 Key Findings of this Research 

The motivational factors and the goals for social commerce participation are 

dependent on the roles played by the members of the community. The study has 

shown that the main motivational factors (i.e. trust, social support, etc.), which 

lead to members’ goals can be achieved by nurturing the relationships in the 

community. Figure 8.1 summarizes the key findings of this research as 

explained in Section 6.6 (refer to Figure 6.12). It illustrates how participation in 

the virtual community influences the motivational factors to participate in 

social commerce, as addressed by RQ2, in order to achieve members’ goals.  
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Figure 8.1: Key findings of this study
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As can be seen in the diagram, the community participation dimension consists 

of four elements: (i) community characteristics, (ii) technology used, (iii) 

members’ roles, and (iv) level of participation. The community is characterized 

by the principle of homophily which shapes norms, social ties, the SOVC, the 

sense of trust between members, and the practice of social support between 

members. These characteristics are influenced by a member’s level of 

participation (i.e. active; passive etc.). Generally, the more active the members 

are, the more connected they are to other members, which subsequently affects 

their level of trust and the social support practices in the community. In 

addition, the technology used as the communication medium (i.e. social media, 

mobile applications) also helps to increase the connectedness among members. 

The relationship at this stage is described as a blogger-reader relationship 

denoting the roles of the members.  

The diagram also illustrates that trust in this community has been transferred 

from their blogger-reader relationship to their seller-customer relationship, for 

social commerce participation. In addition, when members of this community 

participate in commercial activities, they continue their usual practice which is 

denoted by the ‘arrow of norm’ from the community participation dimension to 

the social commerce participation dimension in Figure 8.1. This includes the 

practice of supporting other members. The practices in this community, 

including participating in commercial activities, are guided by the members’ 

ethnicity, as well as cultural and religious beliefs, as explained in Chapter 7.   

Finally, the social commerce participation dimension shows the 

implementation model that has also been discovered in this research. As 

explained in Section 7.6.3, this model is used by the sellers in this community to 

provide flexibility and leads customers to experience the convenience of 

shopping from sellers in the community. Sellers provide multiple options for 

customers to browse their products, as well as to choose their payment and 

delivery method preferences. 

The diagram summarizes the understanding gained on how community 

participation influences members’ motivation to participate in social 
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commerce. The next section explains the theoretical contributions of this 

research. 

8.3 Theoretical Contributions 

The chosen community has unique characteristics and presents a different type 

of social commerce setting which has not been widely researched. The 

community is built around lifestyle bloggers within a unique cultural and ethnic 

niche. However, interestingly, it appears they did not originally set out to sell. 

The social commerce exchanges within the community emerged from a virtual 

community which originally served different purposes for its members.  

This study contributes to the existing literature on virtual communities, 

particularly communities related to social commerce. In addition, it brings new 

theoretical implications to the area of social commerce and virtual and lifestyle 

blogging, which will be explained next.   

Virtual Community within Social Commerce 

This study highlights the uniqueness of the virtual community involved in social 

commerce. It provides new insights for scholars undertaking studies in diverse 

types of social commerce settings in terms of community characteristics and the 

role of relationships. This includes building an understanding of the 

characteristics of social commerce implementation in this community (e.g. 

multi-platform, members’ multi-role, multi-communication channels and 

multi-channels for ordering, payment and delivery) and the factors that shape 

relationships in the community (e.g. homophily, social ties, SOVC, trust, and 

social support). 

In addition, this study has also compared community practices with traditional 

e-commerce practices (refer to Table 7.6, Section 7.6.4). The main difference 

between these two practices is the role of relationships in the virtual 

community which highlights the sense of trust between members, the social 

support provided and how it motivates sellers and customers. In the case of 

sellers, social support from customers is influenced by their previous 
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relationship as bloggers and readers. In the case of customers, they provide 

social support because of social ties, the sense of obligation, social norms and 

admiration for the bloggers. Meanwhile customers trust the sellers because 

they have encountered them in the community and thus trust is transferred to 

their new relationship of seller-customer. 

Social Commerce Literature 

This study has extended the literature related to social commerce. In the typical 

social commerce model ‘ratings and reviews’, which is one of the social 

commerce constructs, are usually done in a single space such as on a specific 

Facebook account of the business. This is the place where customers gather 

opinions about the products. However, in the Malay lifestyle blogging 

community, the ‘ratings and reviews’ of products and services are extended to 

the individuals’ spaces such as blogs and Facebook. This is because members 

communicate on various platforms. Therefore the members can access the 

‘reviews and ratings’ on other members’ blogs or their social media accounts 

instead of going to a specific brand page. This finding shows that the social 

commerce constructs can be defined in different ways and are not restricted to 

specific platforms. The term ‘ratings and reviews’ varies depending on the type 

of community and how the community operates. 

In addition, despite the promising opportunities provided by social commerce, 

little progress has been made in understanding the motivational factors 

underlying the decision of micro-business sellers and customers to participate 

in social commerce. By studying both the sellers’ motivations and customers’ 

motivations, this study has identified the importance of homophily, strong ties 

and experienced SOVC in defining their relationships within the community. 

Relationships based on those three elements influence the continuance 

behaviour in social commerce. This is because the relationships influence the 

customers to provide social support to the sellers, they create trust and it is 

more convenient. As for the sellers, support from customers enables them to 

gain profit and sustain their businesses. It also motivates sellers to continue 

selling as they receive social support from customers. These findings have 
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extended the social commerce literature and could help future researchers to 

understand the motivational factors for participation. 

Social Support within Social Commerce 

This study has also contributed to the social support literature in the social 

commerce domain. This study has deepened and extended the understanding 

of the way social support helps to motivate both sellers and customers to 

continue their participation. The findings have emphasized four main social 

support types (informational support, emotional support, instrumental support 

and appraisal support) that are being practised in this community which 

contribute to our understanding of the norms in the community. 

By highlighting the earlier relationship they had as bloggers and readers, it is 

believed that this study has provided important insights into members’ distinct 

roles in social commerce activities. This includes the continuance of providing 

social support to members although their roles have shifted, from blogger to 

seller and from reader to customer. This extends the role of social support in 

the community, as social support is also given to sellers. In addition, by having 

known the sellers from their relationship as bloggers and readers, this 

contributes to the feeling of convenience for customers when purchasing from 

the sellers.  

Trust in Social Commerce 

The research extends several well-known findings related to trust in e-

commerce. While most of the research on trust was developed based on brands 

or reputable companies, in this research trust developed from the participation 

of bloggers and readers in the community. The production of trust was based 

on homophily, social ties, the personality of the bloggers, and the consistency of 

blog posts. Subsequently, trust towards the bloggers has been transferred to 

trust towards the online business run by the bloggers. The finding shows that 

the trust in sellers has been developed from members’ relationships as blogger 
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to reader as compared to the production of trust based on a specific brand and 

the reputation of the businesses. 

Cultural Influences 

This study has also highlighted the role of ethnicity, culture and religious beliefs 

in social commerce which shape many practices in the community. This shows 

that the success of its implementation does not rely only on the business 

strategy and technological factors; the demographic background of the 

community members is also likely to influence norms in the Malay lifestyle 

blogging community. This includes social support practices and the strength of 

relationships between members in the community, which eventually influences 

their behaviour in the community. For example the Malay culture favours both 

the importance of forming relationships before proceeding with business 

transactions and the obligation to help other Muslims.  

The next section will discuss the practical contributions of this study. 

8.4 Practical Contributions 

Lifestyle bloggers have attracted considerable attention from practitioners 

(Hopkins, 2010a), particularly advertisers. This is because advertisers 

recognise that lifestyle bloggers have significant influence on their readers via 

their blogs and social media accounts.  

The Malay lifestyle bloggers who venture into online business within the 

community have shown that they have adopted various social media platforms 

for their business purposes. They have used the concept of ‘trial and error’ to 

find the best way to operate their businesses. In addition, they have merged the 

business platform with their personal space, combining business and leisure 

together to employ social commerce. By presenting the social commerce 

implementation model in this community, this study believes that this research 

makes several contributions to the social commerce practitioners. 
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Firstly, many studies have demonstrated that gaining customers’ trust is the 

first step in persuading them to purchase online. Typically, social commerce 

businesses use social media pages in order to create relationships with the 

customers. The findings of this study show that in this community, it takes more 

than a social media page to persuade customers to make a purchase, which 

explains the importance of past relationships. This is where the social ties and 

SOVC play their part for this specific group of micro-businesses in the 

community. Larger businesses lack this advantage and need to develop 

strategies to create closer relationships with potential customers that ‘like’ 

their social media pages. Businesses, regardless of their size, can use the 

findings to reflect on what is lacking in their social media marketing strategy.  

Secondly, the model can be used for those who plan to start online businesses 

using social media, particularly micro-businesses. For any active participants or 

influential members of virtual communities, they can adapt the findings of this 

research to plan an online business. They can take into consideration how the 

community creates a bond between members and also improve their business 

operations such as improving the flexibility of ordering, payment and delivery 

systems. 

Lastly, the findings show that community engagement creates social support 

from other community members which in turn creates more opportunity for 

micro-businesses to grow, and motivates members to participate in selling and 

product review activities. Micro-business owners who do not have the capacity 

to create their own community can use this case to learn how to expand their 

business using existing social network communities. This is crucial for the 

sustainability of social commerce in small non-brand communities. 

8.5 Limitations of the Study 

The research is limited by several issues which include the time period of a PhD 

thesis, the number of participants interviewed during the limited time frame, 

laddering data issues, the use of a single case design and the rapidly changing 

technological environment. These limitations will be explained next. 
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Firstly, the current data was collected without concern for all types of members 

(refer to Table 5.8, Section 5.8.1) in the community. Ideally more participants 

should have been interviewed to get more diverse data based on the type of 

participation (i.e. active, non-active, lurkers) and as well as looking at non-

blogger sellers in the community. Although this study interviewed 41 

participants, more participants would have provided more insight in order to 

achieve more comprehensive findings. Nonetheless, the findings have been 

strengthened by carrying out further semi-structured interviews and 

observations to add to their accuracy.  

Secondly, some scholars have highlighted issues concerning the loss of data 

when using the laddering technique (Saaka et al., 2004) during the 

transformation of the implication matrix to HVM. This study argues that the 

missing data in some chains shows that the factors are not shared by the 

majority of participants. This shows that the factors cannot be considered as the 

main influential factors in the chain as they are not common factors amongst 

customers in this community. Furthermore this study is also supported by data 

from observations and semi-structured interviews, therefore the loss of data is 

not a significant issue. The implication matrix can be referred to if needed to 

identify the weak constructs for future use.   

Thirdly, the study was conducted using a single case study approach which is 

prone to generalization issues. This means that the findings cannot be 

generalized to the wider population of all social commerce practices. However, 

this research focuses on a very specific community which consists of members 

with multiple roles, which explains the uniqueness of this social commerce 

community. Hence it is argued that the single case approach best suits the 

nature of this study. Furthermore, the aim for this research is to provide an 

understanding of this specific phenomenon that can contribute to concept 

definition and explain relationships as suggested by Eisenhardt and Graebner 

(2007). Therefore, the interpretations of the findings are specific to the views 

and experiences of the participants that were being studied. 
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Lastly, the community operates in a rapidly changing environment which 

influences how the community members interact as well as the way they 

conduct their businesses. The researcher was exposed to the risk of being the 

context being rendered obsolete by the changing of technologies. Nonetheless 

the underlying issues remain similar despite the changing technologies.  

8.6 Future Research 

There has been limited academic study focusing on the lifestyle blogging 

community as compared to other genres of blogging. This study has uncovered 

important findings focusing solely on this community. Further work would be 

useful to refine the findings of this study. Future research should aim to 

highlight other roles in the community. As mentioned in Section 8.5, this study 

is bound by the limited time frame for the PhD study. Therefore, only bloggers 

who are sellers and readers who are customers were considered in this study 

(refer to Section 5.9).  It would be interesting to further investigate other roles 

in the community to compare the motivations of different roles for participating 

in commerce activities. For example the motivation of a reader who is also a 

seller in the community.  

Secondly, it has been known that the community has experienced changes in 

the technology used for communication as well as in commercial activities. 

Further study should be conducted to identify the impact of technology 

evolution towards members’ behaviour within the community. The knowledge 

on how the community is coping with the changes and how it influences their 

motivation in commerce activities could provide more understanding of this 

community practice. 

Thirdly, the study found that members in this community were willing to share 

ideas on how to improve sellers’ operations. This practice explains value co-

creation. This study could be extended to identify who are the main actors of 

co-creation practices in this community. Extending this study could help 

scholars to understand more about voluntary participation in value co-creation 

activities.  
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Fourthly, this study found that a few scholars suggested that the phenomenon 

seems to be unique to some South East Asian countries such as Malaysia and 

Singapore. Nonetheless the evidence for this is limited. Therefore, this study 

could also be extended to similar models in other countries such as Indonesia. 

The comparison would be a good way to understand more about social 

commerce practices in other countries. This will then give further insights on 

how a sense of virtual community could influence the continuation of social 

commerce participation in different environments. 

8.7 Concluding Remarks 

This study examined the intersection between lifestyle blogging, social 

commerce and the use of social media to support a virtual community in a 

specific ethnic, cultural and language niche. However, in combination, they 

were unique due to the nature of the community, where a member’s role was 

interchangeable depending on the activities they engaged in. Many elements 

from previous research on these diverse phenomena were confirmed and 

extended by this study, including the presence of homophily, tie strength, SOVC, 

perceived convenience, trust and social support in the community, and 

motivational factors for members’ participation. 

This study has presented a wide-ranging discussion leading to conclusions 

grouped around the major themes of this research as summarized in Figure 8.1 

(refer to Section 8.2). In many ways, the community practices, members’ roles, 

social media technologies, as well as cultural and religious beliefs have shaped 

the social commerce practices in the community. Figure 8.1 shows that 

although the roles of members have changed based on their activities, the 

characteristics of the community have still influenced the same norms to be 

practiced in social commerce activities. This goes on to influence the trust and 

social support in a business context which helps members to achieve their main 

goals in social commerce.  
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APPENDIX A : INVITATION EMAIL TO PARTICIPANTS 
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APPENDIX B: SOCIAL COMMERCE EXPERIENCE - SELLERS 

Code Social 
Commerce 
Experience  
(2014) 

Main Product Other Product 

S1 3 years Toys Kid’s apparel 
S2 4 years Toys - 
S3 5 years Women clothing Health supplement 
S4 3 years Health Supplement - 
S5 2 years Cake & Bakery - 
S6 1 year Women clothing - 
S7 3 years Women clothing - 
S8 5 years Health supplement Beauty products 
S9 3 years Bags Clothes 

S10 5 years Women clothing  
S11 2 years Women clothing  
S12 5 years Handbags  
S13 3 years Women clothing  
S14 2 years Women clothing  
S15 3 years Health supplement  
S16 2 years Books  
S17 6 years Photography  
S19 3 years Women clothing  
S20 1 year Beauty product  
S21 2 years Beauty product  
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APPENDIX C: SOCIAL COMMERCE EXPERIENCE - CUSTOMERS 

Code  Purchasing 
Experience 
in Social 
Commerce 

Products 

B1 4 years Clothes 
B2 5 years Clothes, toys, health supplement 
B3 4 years Health supplement 
B4 5 years Toys, children apparels 
B5 1 year Clothes, foods 
B6 3 years Toys, children apparels 
B7 4 years Toys 
B8 3 years Clothes, books 
B9 5 years Clothes, breastfeeding equipment, health supplements 

B10 4 years Clothes, handbags 
B11 3 years Health supplement 
B12 4 years Clothes 
B13 1 year Clothes, toys 
B14 1 year Clothes 
B15 4 years Clothes 
B16 5 years Clothes 
B17 3 years Clothes, foods 
B18 2 years Beauty product, clothes 
B19 1 year Clothes, mobile phone accessories 
B20 3 years Clothes 
B21 2 years Clothes, food, health supplements 
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APPENDIX D: INTERVIEW PROTOCOL 

TOPICS ITEM NOTES 

Before 

interview 

Checklist for interview  Voice recorder 

 Back-up recorder 

 Consent forms 

 Notebook 

Introduction 1) Introduce myself 

2) Explain the purpose of the interview 

 Ice-breaking 

 To ensure that the 

participants are 

comfortable to start the 

interview. 

 To make the participant 

aware that the data is 

going to be used only for 

academic purposes. 

Ethics Consent form 

Record Mention at what date/time the interview 

begins. 

 Basic housekeeping 

 Recording descriptive 

information about the 

data source and data 

collection event 

Getting to know 

the participant 

Ask the participant of the following (if 

applicable) 

- name 

- occupation 

- education level 

- age 

- race 

 Basic housekeeping 

 To understand the 

participant 

 To identify other factors 

that could influence the 

experience 

 

Generating 

interest 

 

 Explain to the participant that the 

researcher is going to ask about their 

involvement in blogosphere 

communities. 

  Explain terms used in the interview i.e. 

social commerce, virtual communities, 

members etc. 

 To make the participant 

focus on the topic 

 To give participant some 

idea of what type of 

questions will be asked. 

 To generate interest  
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Topics Questions Notes 

Community Participation 

Sense of virtual 

community 

Can you please describe your participation 

in the community? 

Follow-up questions: 

 How long have you been reading blogs? 

 How often do you read blogs? 

 How often do you read comments? 

 How often do you post comments? 

 Are you regularly in contact with other 

members in blogosphere community? 

 How do you communicate with them? 

How frequently do you communicate 

with them? 

 Are you attached to any members 

within the community? Why? 

 Do you feel connected to the members? 

 Can you describe how do you feel with 

this group? 

 Are you planning to continue your 

participation? Why? 

 Did anyone in the community influence 

you in any way? 

 Do you recognized the screen names of 

other members? How? 

 Do you know the identity of other 

members? How? 

Blanchard (2007); 

Blanchard and Markus 

(2004); Koh and Kim 

(2003); Van den Hooff and 

Huysman (2009); Abfalter et 

al. (2012);  

Roles  Can you explain your role in the 

community? 

 What are the other roles in this 

community? 

 To understand more 

about the community 

Community 

Participation 

 Why do you participate in this 

community? 

 What do you think of this community?  
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 How does your participation benefit 

you?  

Practice 

 

 Can you explain the common practice in 

the community? 

 What activities are you involved in the 

blogosphere community 

a) Reading blog 

b) Comment/Interact virtually 

c) Face-to-face meeting 

d) Others (please state) 

 

 Have you ever shared your problem 

with other members (including 

seller/blogger)? 

Trust Do you trust the members? 

If yes, how do you know they can be 

trusted? 

Social Support Have you ever contributed anything to 

other members? 

Follow up questions:  

 How? 

 Why? 

Homophily  Do you sense any similarity between 

you and the bloggers/other community 

members? 

 If yes, how does the similarity influence 

your participation? 

Social ties  Can you explain your relationship with 

other members? 

Social Commerce Participation 

Laddering  List the commercial or business-related 

activities that you have participates in 

the community 

 Choose from a list of 

attributes 

 Free elicitation 

a. What are the activities that you 

participate in the community?  

 Means-end theory 

 ‘Why’ questions will be 

based on the previous 
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b. Why is it important to you? (based on 

a) 

c. Why is it important that you… (based 

on b) 

d. Why should it be…? 

answer. If the participant 

looks exhausted, proceed 

with other questions.  

 Note the main point and 

ask more questions later 

to understand the 

explanation behind their 

choice. 

Discussion on 

the experience 

using Social 

Commerce 

 

 How often do you buy product/services 

from businesses that used social media? 

 General experience in 

social commerce 

 How long have you been selling/ buying 

via Facebook/blog/forum? 

 

 To confirm that the 

participant has used 

social commerce before. 

 To identify whether or 

not the participant is a 

new user.  

Discussion on 

general 

practices 

 Can you please describe the general 

process of buying-selling of 

products/services in this community? 

 

 

 To understand about 

what is happening in the 

community 

 To know about the 

general practices in that 

particular community 

Discussion on 

buyer-seller 

relationship 

 

 How did you start the conversation? 

 Explain the relationship between 

community members, and between 

customer and seller.  

 To investigate about the 

actors in the virtual 

communities  

 To identify how 

community members 

interact 

 Seller A and Seller B in your community 

sell the same product. 

What are the criteria that make you 

choose one particular seller over 

another?  

 To identify the 

relationship of 

purchasing and past 

relationship 
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Discussion on 

other practices 

(non-

commercial 

practices) 

 Apart from buying-selling products or 

services, do you actively interact with 

other community members (other 

sellers/buyers)?  

 How often you interact with them? 

 To understand the 

practices 

 

Discussion on 

technology 

 How do you communicate? 

 What are the technologies used to 

communicate with other community 

members?  

1) What happens if something goes wrong 

with the technology? 

2) In your opinion, does the technology 

have any impact on the activities in the 

community? 

 To identify the type of 

technology used  

 How do these 

technologies influence 

the practices? 

 

General   Can you describe the initiatives taken 

by seller in order to promote their 

products in social media? 

 Have you ever helped them in their 

business? What? How? Why? 

 

 Customer 

 

  How do you run/ promote your 

business?  

 Have you ever got any help in any form 

from the customers (community 

members?) What? How? Why? 

 Sellers 

Conclusion  Do you have anything else to share?  
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APPENDIX E-1: INFORMATION SHEET 
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APPENDIX E-2: CONSENT FORM 
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APPENDIX F-1: LIST OF LADDERS – SELLERS 

Participants S1 (Ladder 1)  S2 (Ladder 1) 

Values Business Sustainability  

Profit 

Profit 

Consequences Perceived Convenience 

Potential Customer 

Business Opportunity 

Customer Trust 

Attributes Selling Selling 

Participants S2 (Ladder 2)  S2 (Ladder 3) 

Values Profit Self-Esteem 

Consequences Business Opportunity 

Potential Customer 

WOM 

Social Support 

Technical Knowledge 

Perceived Convenience 

Attributes Review Selling 

Participants S3 (Ladder 1)  S3 (Ladder 2) 

Values Business Sustainability 

Profit 

Profit 

 

Consequences Potential Customers 

Customer Trust 

Perceived Convenience 

Business Opportunity 

Social Support 

Attributes Selling Selling 

Participants S4 (Ladder 1)  S4 (Ladder 2) 

Values Profit Business Sustainability 

Consequences Potential Customer 

WOM 

Social Support 

Potential Customer 

WOM 

Social Support 

Attributes Review Selling 

Participants S5 (Ladder 1)  S5 (Ladder 2) 

Values Profit Self-Esteem 

Consequences Business Sustainability 

Customer Engagement 

Potential Customer 

Social Support 

Perceived Risk 

Cost-effectiveness 

Attributes Review Selling 

Participants S6 (Ladder 1)  S7 (Ladder 1) 

Values Business Sustainability Self-Esteem 

Consequences Cost-effectiveness Perceived Risk 
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Technical knowledge 

Perceived Convenience 

Perceived Convenience 

Business Opportunity 

Potential Buyers 

Social Support 

Attributes Selling Selling 

Participants S8 (Ladder 1)  S8 (Ladder 2) 

Values Self-Esteem Profit 

Consequences Personal Achievement 

Financial Security 

Business Opportunity 

Business Opportunity 

Social Support 

Attributes Selling Selling 

Participants S9 (Ladder 1)  S9 (Ladder 2) 

Values Business Sustainability Self-Esteem 

Consequences Perceived Convenience Social Support 

Sense of Obligation 

Attributes Selling Review 

Participants S10 (Ladder 1)  S10 (Ladder 2) 

Values Business Sustainability Satisfaction 

Consequences Cost-effectiveness 

Potential Buyer 

Perceived Convenience 

Profit 

Cost Effective 

Attributes Selling Selling 

Participants S11 (Ladder 1)  S12 (Ladder 1) 

Values Profit Profit 

Consequences Perceived convenience 

Potential Buyers 

Social Norms 

New media Attitude 

Business Opportunity 

Social Support 

Attributes Selling Selling 

Participants S13 (Ladder 1)  S13 (Ladder 2) 

Values Profit Business Sustainability 

Consequences Customer Trust 

WOM 

Social Support 

Business Opportunity 

Customer Trust 

WOM 

Social Support 

Business Opportunity 

Attributes Selling Selling 

Participants S14 (Ladder 1)  S14 (Ladder 2) 

Values Profit Profit 
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Consequences Customer Engagement 

Perceived Convenience 

New Media attitude 

Potential Buyers 

Competitive Advantage 

Social Support 

Attributes Selling Review 

Participants S14 (Ladder 3)  S14 (Ladder 4) 

Values Profit Potential Buyers 

Consequences Potential Buyer 

Social Support 

Perceived Convenience 

Attributes Review Selling 

Participants S15 (Ladder 1) S15 (Ladder 2)  

Values Self-Esteem Profit 

Consequences Potential Buyers 

Perceived Convenience 

Social Support 

Business Opportunity 

Potential Buyers 

Customer Trust 

Knowledge Sharing 

Attributes Selling Review 

Participants S15 (Ladder 3) S15 (Ladder 4)  

Values Profit Profit 

Consequences Business Opportunity 

Potential Buyers 

Social Support 

Potential Buyers 

Perceived Convenience 

Social Support 

Attributes Review Selling 

Participants S16 (Ladder 1) S16 (Ladder 2)  

Values Profit Business Sustainability 

Consequences Potential Buyer 

Social Support 

Customer Engagement 

Sense of Obligation 

Social Support 

Attributes Selling Selling 

Participants S16 (Ladder 3) S17 (Ladder 1)  

Values Profit Profit 

Consequences Cost Effective 

Business Opportunity 

Social Support 

Potential Buyers 

Business Opportunity 

Social Support 

Attributes Selling Selling 

 

Participants S19 (Ladder 1) S19 (Ladder 2)  

Values Business Sustainability Profit 

Consequences Business Opportunity Business Opportunity 
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Potential Buyers 

Social Support 

Social Norms 

Potential Buyers 

Social Support 

Social Norms 

Attributes Selling Selling 

Participants S20 (Ladder 1) S20 (Ladder 2)  

Values Self-Esteem Self-Esteem 

Consequences Potential Buyers 

Social Support 

Perceived Convenience 

Business Opportunity 

Sense of Obligation 

Social Support 

Attributes Selling Review 

Participants S20 (Ladder 3) S21 (Ladder 1)  

Values Profit Profit 

Consequences Perceived Risk 

Business Opportunity 

Social Support 

Potential Buyers 

Business Opportunity 

Perceived Convenience  

Social Support 

Attributes Selling Selling 

Participants S21 (Ladder 2)  

Values Profit 

Consequences Potential Buyer 

Profit 

Attributes Selling 
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APPENDIX F-2: LIST OF LADDERS - CUSTOMERS 

Participants B1 (Ladder 1)  B2 (Ladder 1) 

Values Self-Esteem Satisfaction 

Consequences Self-Image 

Personal Standard 

Perceived Convenience 

Risk Awareness 

Trust  

VC Relationship 

Attributes Purchasing Purchasing 

 

Participants B2 (Ladder 2)  B2 (Ladder 3) 

Values Satisfaction Loyalty 

Consequences Social Norms  

Social Support 

VC Relationship 

Perceived Benefit 

Sense Of Obligation 

VC Relationship 

Attributes Purchasing Giving Business Input 

Participants B3 (Ladder 1)  B3 (Ladder 2) 

Values Loyalty Self Esteem 

Consequences Perceived Benefit  

Decision Quality  

Risk Awareness  

Trust  

VC Relationship 

Sense Of Obligation  

Social Support  

Social Norms  

Attributes Purchasing Giving Business Input 

Participants B4 (Ladder 1)  B4 (Ladder 2) 

Values Self Esteem Self Esteem 

Consequences Social Image  

Decision Quality  

Response Time  

Perceived Convenience  

Trust  

VC Relationship 

Social Support  

Sense Of Obligation  

VC Relationship 

Attributes Purchasing Giving Business Input 

Participants B5 (Ladder 1)  B5 (Ladder 2) 

Values Loyalty Satisfaction 

Consequences Perceived Benefit  

Group Buying  

WOM 

Perceived Convenience  

VC Relationship 

Attributes Giving Business Input Purchasing 
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Participants B6 (Ladder 1)  B6 (Ladder 2) 

Values Self Esteem Satisfaction 

Consequences Perceived Benefit  

Perceived Convenience  

VC Relationship 

Sense Of Obligation  

Social Support  

Social Norms  

VC Relationship 

Attributes Purchasing Giving Business Input 

Participants B7 (Ladder 1)  B7 (Ladder 2) 

Values Loyalty Loyalty 

Consequences Satisfaction  

Perceived Benefit  

Risk Awareness 

Decision Quality 

Trust 

VC Relationship 

Perceived Benefit  

VC Relationship 

Attributes Reading Review Purchasing 

 

Participants B7 (Ladder 3)  B8 (Ladder 1) 

Values Loyalty Loyalty 

Consequences Risk Awareness  

Trust  

VC Relationship 

Perceived Benefit  

Decision Quality  

Product Variety 

Attributes Purchasing Purchasing  

Participants B8 (Ladder 2)  B9 (Ladder 1) 

Values Loyalty Self Esteem 

Consequences Product Quality  

Trust 

Risk Awareness  

Product Information  

Trust 

Attributes Purchasing  Reading Review 

Participants B9 (Ladder 2)  B10 (Ladder 1) 

Values Loyalty Loyalty 

Consequences Product Quality  

Trust  

VC Relationship 

Risk Awareness  

Perceived Convenience  

Trust  

VC Relationship 

Attributes Purchasing Purchasing 

Participants B11 (Ladder 1)  B12 (Ladder 1) 

Values Self Esteem Loyalty 
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Consequences VC Relationship  

Sense Of Obligation  

Social Support  

Social Norms  

New Media Attitude 

Perceived Benefit  

Product Quality  

Product Review 

Attributes Purchasing Purchasing 

Participants B12 (Ladder 2)  B12 (Ladder 3) 

Values Self Esteem Satisfaction 

Consequences Perceived Benefit  

Risk Awareness  

WOM 

Sense Of Obligation  

VC Relationship 

Attributes Purchasing Giving Business Input 

Participants B13 (Ladder 1)  B13 (Ladder 2) 

Values Satisfaction Self Esteem 

Consequences Social Norms  

Perceived Benefit  

VC Relationship 

Social Norms  

Social Support  

Trust 

Attributes Purchasing Purchasing 

Participants B13 (Ladder 3)  B14 (Ladder 1) 

Values Satisfaction Satisfaction 

Consequences Social Norms  

VC Relationship 

Risk Awareness  

Status Of Purchase Order  

Perceived Convenience  

VC Relationship 

Attributes Purchasing Purchasing 

Participants B14 (Ladder 2)  B15 (Ladder 1) 

Values Satisfaction Loyalty 

Consequences Risk Awareness  

Product Information  

Trust 

Risk Awareness  

Trust  

WOM 

Attributes Purchasing Purchasing 

Participants B15 (Ladder 2)  B16 (Ladder 1) 

Values Satisfaction Satisfaction 

Consequences Risk Awareness  

Perceived Convenience  

WOM 

Sense Of Obligation  

Social Norms  

Social Support  

VC Relationship 

Attributes Purchasing Purchasing 
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Participants B16 (Ladder 2)  B17 (Ladder 1) 

Values Satisfaction Self Esteem 

Consequences Product Quality  

Decision Quality  

Product Information 

Trust 

Perceived Benefit  

Product Quality  

Decision Quality  

Trust  

VC Relationship 

Attributes Reading Review Purchasing 

Participants B17 (Ladder 2)  B18 (Ladder 1) 

Values Loyalty Self Esteem 

Consequences Perceived Benefit  

Risk Awareness  

Perceived Convenience 

 Trust  

VC Relationship 

Product Quality  

Trust  

VC Relationship 

Attributes Purchasing Purchasing 

Participants B18 (Ladder 2)  B18 (Ladder 3) 

Values Loyalty Sense Of Obligation 

Consequences Self-Image  

Perceived Benefit  

Product Quality  

Product Variety 

Creating Value  

Product Quality  

Product Variety 

Attributes Purchasing Purchasing 

Participants B19 (Ladder 1)  B19 (Ladder 2) 

Values Loyalty Satisfaction 

Consequences Risk Awareness  

Trust  

VC Relationship 

Sense Of Obligation  

Social Norms  

Social Support  

VC Relationship 

Attributes Purchasing Giving Business Input 

Participants B20 (Ladder 1)  B20 (Ladder 2) 

Values Loyalty Loyalty 

Consequences Perceived Benefit  

Perceived Convenience  

Trust  

VC Relationship 

Perceived Benefit  

Product Quality  

Product Information  

Trust  

VC Relationship 

Attributes Purchasing Reading Review 

Participants B21 (Ladder 1)  B21 (Ladder 2) 
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Values Satisfaction Self Esteem 

Consequences Perceived Benefit  

Trust  

VC Relationship 

Social Norms  

New Media Attitude 

Attributes Purchasing Purchasing 

Participants B21 (Ladder 3)  B21 (Ladder 4) 

Values Self Esteem Satisfaction 

Consequences Social Norms  

Sense Of Obligation  

Social Support 

Perceived Benefit  

Technical Knowledge 

Attributes Giving Business Input Giving Business Input 

 

 


