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[ . Introduction

In recent years, many companies have start-
ed to provide complementary services to sup-
port C2C e-commerce, such as web forums and
chat rooms [Kiku and Lori, 2008]. Particularly
in China, C2C e-commerce has been found more
popular than B2C in that the C2C transaction
volume made up 89% of the whole online shop-
ping market in the first half of 2009 [CNNIC,
2009]. The reasons are as follows. First, the
C2C model provides an online transaction plat-
form for individual buyers and sellers, which
means over 300 million Internet users can free-
ly auction products online. Because individuals
are free to upload commodities on most C2C
e-commerce sites of China, more sellers are
gathered to provide an enormous variety of
commodities, and thereby buyers can find any-
thing they need. Second, as the Internet goes
everywhere and the personal computer be-
comes more popular, the C2C model has re-
ceived widespread support from Internet users
because of the ease of interactions. Third, com-
pared to B2C, the product price of C2C e-com-
merce tends to be lower. In addition, C2C sell-
ers are more independent and more flexible
than the sellers of B2C sites.

The most successful C2C e-commerce firm in
China is Taobao, founded in 2003, belonging to
Alibaba that began as a B2B service as the first
e-commerce company in China. As of June of
2009, registered members of Taobao reached
145 million and transactions 29.4 billion US dol-
lars [Taobao, 2009]. The e-commerce transaction
of China in 2009 was 36.7 billion US dollars,
indicating that Taobao accounted for the whole
country’s 80% growth in e-commerce trans-
actions [CNNIC, 2010]. Different from other
countries’ C2C e-commerce, Chinese people
tend to use instant messengers a lot in their
C2C transactions. Taobao is the first one that
started to bring an instant messenger to C2C
transactions and has successfully connected
vendors and consumers through it. This was
also thought as an important factor that helped
Taobao succeed in the e-commerce market
[Yang and Qian, 2009]. By now, as <Table 1>
shows, major C2C websites in China offer an
instant messenger tool, which could be used to
have enable real time chat between vendors
and consumers. Instant messengers have been
widely used in C2C e-commerce in China to
not only obtain more information about the
product, the seller, or the transaction details,

but also to bargain or request services.

<Table 1> Four Main C2C Platforms and Their Adopted Instant Messengers in China

Provider | C2C platform | Instant Messenger Description
Alibaba | Taobao.com Wangwang Has the largest CZC market share and made instant
messenger popular in C2C e-commerce
Ebay Eachnet.com Yiqutong Tk}e first C2C platform in China that currently collaborates
and Tom with Ebay
. The first and largest instant messenger provider in China
Tencent Paipat.com QQ that also currently provides a C2C platform
Baidu Youa.com Hil Baidu The l.argest Chinese search engine provider that now also
provides a C2C platform and instant messenger
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Previous studies have argued that trust is
one of the most important factors that affect
e-commerce transactions [Kiku and Lori, 2008].
Since, especially in C2C transactions, C2C plat-
form providers usually play mediating roles
between sellers and buyers, trust will have an
increased effect on a consumer’s purchase in-
tention. Because Chinese people have a habit
that they like engaging in conversation when
purchasing something, they are likely to have
less trust in a virtual environment like C2C
e-commerce compared to the traditional tran-
sactions. For this reason, instant messenger
(IM) can be helpful in C2C e-commerce. Thro-
ugh direct communication such as chatting,
buyers and sellers could know more about
each other and products, and thereby improv-
ing trust between them accordingly. Using IM
while completing transactions would contrib-
ute to making the transaction more reliable
and help improve the consumer’s understan-
ding for the transaction. Therefore, more re-
search is needed to identify the relationship be-
tween successful e-commerce and IM usage,
particularly when considering that previous
studies have largely focused on B2B e-com-
merce. In addition, IM can be an important
role in increasing transaction volume because
it can improve communication performance
[Dennis et al., 2008]. This study aims to exam-
ine the effects of instant messenger on trust
and customer satisfaction, which in turn leads
to the purchase intention of C2C e-commerce.

II. Literature Review
2.1 Instant messenger

IM has become a popular Internet applica-

tion around the world since it has been devel-
oped in 1996 [Pui-Lai et al., 2008]. IM is an
Internet-based application that provides close
to real-time communication between people
[Dahui et al., 2005]. Faulhaber [2001] defines
IM as a text-based means of near-real-time
communication between customers who have
registered for the service. Carmeron and Web-
ster [2005] describe IM as a communication
technology that allows employees to send and
receive short text-based messages in real-time
and to view associates who are also ‘online’
and currently available to receive messages.
McClea et al. [2003] labels IM as the ability for
one to see if a chosen friend, co-worker, or as-
sociate is connected to the Internet. From the
literature on IM, we can summarize the fea-
tures of IM as follows.

First, IM is Internet based and can be oper-
ated under an Internet environment, implying
that it can be used ubiquitously. Second, it is
real-time and text-based, which means infor-
mation can be transferred instantly and recor-
ded with no time delay. Third, IM provides
multi-functions such as voice calls, video calls,
file transfers, file sharing, games, and desktop
connections that can be used as computer or
IT support services. Fourth, IM has a low setup
cost. IM is easy to install, and most IM applica-
tions can be used free of charge.

According to media synchronicity theory, the
fit between the information transmission and
information processing needs of the communi-
cation processes and the information transmis-
sion and information processing capabilities of
media will influence the misuse or use of the
media and in the end communication perform-
ance [Dennis et al., 2008]. Dennis et al. [2008]
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contend that convergence processes have a gre-
ater need for rapid information transmission
(preparing information, transmitting, and re-
ceiving) and a lesser need for information pro-
cessing (understanding the meaning of infor-
mation), while the reverse is true for convey-
ance processes. Convergence processes benefit
from synchronicity while conveyance processes
do not. The theory refers to a set of media fea-
tures rather than to specific media tools. For
example, IM used to be described as a text me-
dium, yet many new IM tools now provide au-
dio, video, image sharing, and even applica-
tion sharing. IM is the media that have a high
synchronicity. Therefore, the use of IM can
make a special communication performance
between people.

With these advantages, IM is widely used

<Table 2> Related Research on Instant Messaging

more than before, and thereby studies on IM
have become more important. IM research can
help to reveal why and how people use com-
munication technologies for keeping and buil-
ding interpersonal relationships such as friend-
ships, employee relationships, and business
customer relationships [Dahui et al., 2005]. Since
IM offers features to enhance the conversational
and relationship-oriented attributes required for
communication technologies [Kraut et al., 1999],
in a C2C e-commerce, sellers can use IM to
maintain and enhance their customer relation-
ships. Many former researches have dealt with
IM applications in organizational settings [Pui-
Lai et al., 2008]. For example, Cameron and
Webster [2005] interviewed organizational IM
users to understand how users choose IM as

a communication tool and how IM is used in

Research Types Samples Results
Albert and Survey IM is not only a social communication tool but
David [2003] study 500 college IM users also useful for work.
Four firms: technology firm,
Cameron and Case technical solutions firm, tel- | IM represents another communication tool
Webster [2005] | study ecommunications firm, and | that is rapidly being adopted in organizations.
software engineering firm

Behavioral intention to continue using IM was
predicated by perceived usefulness, perceived

Dahui et al. Survey | 400 undergraduate enjoyment, and perceived critical mass.

[2005] study students Perceived enjoyment and perceived critical
mass had significant effects on the perceived
usefulness of IM.

Faulhaber Case AOL-Time Warner case IM has high network effects.

[2001] study

Nardi et al. i;lcilVZse Interviews and observations ;l")l(nsreztslil‘iy d;)fcﬁﬁegfdvsiiieﬁ?g;z;nd

[2000] from 20 IM users P .ty.

study communication tasks.
Pui-Lai et al. Survey 313 em}?loyees of Taiwan 9 factors affecting IM adoption in
[2008] stud companies who have organizations were proposed
y already adopted IM & '

4 Asia Pacific Journal of Information Systems

Vol. 22, No. 2




The Effects of Use of Instant Messenger on Purchase Intention

the workplace. In their study, they discovered
that critical mass is an important factor and
that IM has become another important commu-
nication channel. In the context of C2C e-com-
merce, we consider IM as an important com-
munication channel as well. <Table 2> summa-
rizes recent research related to IM.

2.2 Trust for vendor

Trust building is one of the fundamental re-
quirements for establishing online exchange re-
lationships [Prashant, 2009]. Therefore, trust is
a necessary element that has to be underlined

in an e-commerce environment. E-commerce is

<Table 3> Related Research on Trust

a relatively new concept to most people. Altho-
ugh it has been much advanced over recent
years, there are still numerous people who are
not familiar with this new transaction platform.
In the e-commerce context, since both sellers
and buyers can not have a direct meeting and
the buyers cannot even directly see the prod-
ucts, establishing trust between the buyers and
sellers is more important than in traditional
transactions. There have been a lot of definit-
ions of trust in e-commerce in former research.
Mayer et al. [1995] defined trust as the willing-
ness of a party to be vulnerable to the actions
of another party based on the expectation that

the other party will perform a particular action

Research Types Samples Results
i\?ﬂ ur;:delrlgartzduate The study provides evidence that online trust is built
Gefen et al. | Survey . & through a belief that the vendor has nothing to gain by
business students at . . . o
[2003] study . . cheating, a belief that there are safety mechanisms built into
a leading business . . o
. the web site, and a belief that it is easy to use.
school in the US
The relationship perspective of Internet consumer commerce
Jarvenpaa | Survey 120 MBA students | is explored, and perceived reputation is found to be another
et al. [2000] | study in Australia. important factor in creating consumer trust in an online
merchant.
60 undergraduate
Kiku and | Survey students in a Perception of web site quality and third party recognition
Lori [2008] | study Southwestern US | influenced C2C e-commerce trust.
university.
1403 undergraduate | It proposed and empirically validated measures for a
McKnight | Survey and graduate multidimensional definition of trust with four high level
et al. [2002] | study students at three interrelated trust constructs, comprised of 16
large universities. | cross-disciplinary, literature-grounded sub constructs.
Prashant Survey 420 faculty Trust has a dual effect on the exchange relationship, directly
members and o . .
[2009] study as well as indirectly through its effect on attitude.
graduate students.
Trust is a complex social phenomenon reflecting
Salam et al. | Conceptu technological, behavioral, social, psychological, and
[2005] al study organizational interactions among human and nonhuman
technological agents.
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important to the truster, irrespective of the
ability to monitor or control that other party.
Trust is a governance mechanism in exchange
relationships by uncertainty, vulnerability, and
dependence [Jarvenpaa ef al., 2000]. It refers the
willingness to depend based on belief in abil-
ity, benevolence, and integrity [Gefen, 2002].
Generally, trust in e-commerce contains the
overall trust [Swan et al., 1988], benevolence,
competence, and integrity of the vendor [McK-
night et al., 2002]. It is difficult to imagine an
exchange relationship that could be developed
and nurtured without trust [Salam et al., 2005].
In summary, trust can simply be thought as a
critical factor that affects an e-commerce trans-
action, and it has been proved that trust has
an influence on a customer’s willingness to
purchase online [Gefen et al., 2003]. Therefore,
we believe that trust is a necessary element
when talking about C2C e-commerce. <Table
3> summarizes recent research related to trust.

2.3 Customer satisfaction

Tse and Peter [1988] defined customer sat-
isfaction as the consumer’s response to the eva-
luation of the perceived discrepancy between
prior expectations and the actual performance
of the product as perceived after its consump-
tion. Oliver [1992] concluded that customer
satisfaction is a summary attribute phenomen-
on coexisting with other consumption emotions.
It is a key issue for all those organizations that
wish to create and keep a competitive advant-
age in this highly competitive world [Jaime,
2009]. Joan et al. [2002] proposed three charac-
teristics for customer satisfaction. First, custo-
mer satisfaction is a response (emotion or cog-
nition); second, customer satisfaction is the re-
sponse of a particular focus that can be expect-
ations, product, and experience; third, custom-
er satisfaction is the response occurring at a

particular time after consumption or after choice.

<Table 4> Related Research on Customer Satisfaction

Research Types Samples Results
. A new satisfaction model was approached by using the
Jaime Conceptual
- latent segment models methodology and an overall
[2009] study . o
satisfaction index was developed.
The former customer satisfaction studies were
Joan et al. | Conceptual . . e
- summarized, and a more detailed customer satisfaction
[2002] study -
definition was proposed.
. 125 owners contacted in | Satisfaction reflects the general affective tone of the
Oliver | Survey . . . . .
shopping centers in consumption experience, appearing to equally
[1992] study . . :
America. represent static and dynamic purchase elements.
1211 e-retailing random | E-satisfaction has an impact on e-loyalty. Convenience,
Rolph and | Survey customers (from an motivation, purchase size, trust, and perceived value
Srini [2003] | study online marketing were found to accentuate the impact of e-satisfaction
research firm list). on e-loyalty.
Expectation and subjective disconfirmation seem to be
Ise and | Conceptual the best conceptualizations in capturing satisfaction
Peter [1988]| study . p p &
formation.
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For the e-commerce field, customer satisfaction
is defined as the contentment of the customer
with respect to his or her prior purchasing ex-
perience with a given electronic commerce
firm [Rolph and Srini, 2003]. In this paper, in
terms of IM usage, we simply consider that
customer satisfaction in a C2C e-commerce is
the C2C buyers’ subjective transaction experi-
ence towards C2C sellers. <Table 4> summa-
rizes the recent customer satisfaction related
research.

. Research Model and
hypotheses

To examine the impact of IM usage, we next
develop our research model and hypotheses as
shown in <Figure 1>.

Trust in e-commerce refers to the beliefs that
the C2C website is capable of providing qual-
ity services and would treat its consumers or
users well [Yaobin et al., 2009]. Handy [1995,
p-46] asserted that “trust needs touch.” Lee et
al. [2000] also pointed out that communication

could affect trust and effectively increase cus-

Trust

Use of

for Vendor

tomer loyalty in Internet shopping. Consistent
with this, text chat through IM has been pro-
ved to have an impact on online trust develop-
ment because IM is considered as a popular
online communication way among Internet
users [Kraut, 1999]. Therefore, IM can be con-
sidered a type of of touch that might play a
role in enhancing trust. Thus, we propose the
following hypothesis.

H1: Use of instant messenger will positively
affect trust for vendor in C2C e-commerce

Doyle [2003] concluded that IM could be used
as a tool for direct marketing, which means
that vendors could directly communicate with
consumers in a real-time manner via IM. Tami-
mi et al. [2003] found that in the case of Lands’
End, customers who used IM were 70 percent
more likely to buy than those who called 800
free numbers. Indeed, when buyers and sellers
communicate via IM, most sellers would in-
troduce their products well as possible. This is
also a kind of promotion that means a seller

can directly persuade a buyer as to whether or

Purchase

Instant
Messenger

Intention

Customer
Satisfaction

<Figure 1> The Research Model
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not they are reputable. Hence, IM could be
very useful in facilitating transactions in the
e-commerce context. Therefore, we propose the

following hypothesis.

H2: Use of instant messenger will positively
affect purchase intention in C2C e-com-

merce

One of the challenges in C2C e-commerce is
refund or exchange. When those kinds of prob-
lems occur, it will be convenient to connect via
IM to solve such problems through a real-time
conversation. Therefore, using IM could be tho-
ught of as a new tool of customer service. Users
not only can have a message chat but also can
send images or have a voice or video chat
through IM software without any delays. This
can greatly improve the quality of service of
C2C e-commerce. Since service quality could
be treated as an antecedent of service satisfac-
tion [Ruyter ef al., 1997], IM could affect cus-
tomer satisfaction that is the result of a process
of service evaluation by customers [Bauer et al.,
2002]. With real time and rich media communi-
cation functions, IM can be very effective in
achieving customer satisfaction. Therefore, we

propose the following hypothesis.

H3: Use of instant messenger will positively
affect customer satisfaction in C2C e-com-

merce

Previous studies have argued that customer
satisfaction and trust have a positive relation-
ship [e.g. Garbarino and Johnson, 1999]. Selnes
[1998] considered satisfaction as a strong ante-

cedent of trust. The feeling of satisfaction about

the relationship enables the customer to build
trust. Trust is built upon the accumulation of
satisfaction in past interactions. Zucker [1986]
suggested that the satisfactory experience with
other’s past behaviors is essential in promoting
trust. Gefen [2004] argued that a past satisfac-
tory experience performs a crucial role in buil-
ding trust between a vendor and clients. So we
can expect that customers who have satisfactory
experience in online shopping tend to form
higher trust. Therefore, we propose the follow-

ing hypothesis.

H4: Customer satisfaction will positively af-
fect trust for vendor in C2C e-commerce

Purchase intention is defined as the consum-
er’s intent to engage in an online exchange re-
lationship with a web retailer [Zwass, 1998].
Previous research has already argued that trust
is a critical factor in an e-commerce transac-
tion, and it positively affects purchase inten-
tion [Sandy, 2003]. Trust has a direct influence
on a customer’s willingness to purchase [Gefen
et al., 2003]. In the context of an Internet shop-
ping mall, trust is shown to influence custom-
ers’ attitude and thus related to intention to
use a vender and purchase intention [Prashant,
2009]. Therefore, we propose the following hy-
pothesis.

H5: Trust for vendor will positively affect

purchase intention in C2C e-commerce

Former studies on satisfaction have pointed
out a positive relationship between customer
satisfaction and purchase intention [Brandy and
Robertson, 2001; Cronin and Taylor, 1992].

8 Asia Pacific Journal of Information Systems
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Consumers with a high satisfaction will have
a strong purchase intention to purchase or re-
purchase products [Zeithaml et al., 1996]. When
customer satisfaction is improved, purchase in-
tention could also be enhanced. This also can
be applied to the context of e-commerce and
online shopping [Collier and Bienstock, 2006].
Thus, the following hypothesis is proposed:

Hé6: Customer satisfaction will positively af-
fect purchase intention in C2C e-com-

merce

IV. Research Methodology
4.1 Measure

As the model shows, in this paper, the fol-
lowing four constructs were involved: instant
messaging, trust, customer satisfaction, and
purchase intention. New measurements were
developed to measure instant messaging in the
context of C2C e-commerce by adapting Lee et
al. [2000]. For the trust construct, measures adop-
ted from Ganesan [1994] and Sako and Helper
[1998] were developed to fit the C2C environ-
ment of China. For the measures of customer
satisfaction, we adopted the measures used in
the work of Oliver [1980] and modified them
to make them fit for the research. For the pur-
chase intention, we adopted the measures from
Dehua et al. [2008]. The questionnaires used
five-point Likert scales and consisted of 16 items
that measured the respondents’ perceptions.

4.2 Data Collection

After the instrument was completed, we

conducted an online survey by sending the
link through some QQ and Wangwang user
groups (QQ and Wangwang are major IM ap-
plications that have a lot of IM users in China).
This questionnaire was only aimed at the users
who had experiences with C2C e-commerce
via IM. Most of the group members had expe-
riences with C2C shopping via IM, and some
were also sellers. The survey had been con-
ducted over one week, and 201 users re-
sponded to it. After being initially screened for
usability and reliability, 187 responses were
found to be complete and usable. These re-
spondent characteristics are summarized in
<Table 5>. On average, as <Table 5> shows,
the number of male and female respondents
was almost the same. Because young people
are the most active Internet users in China
[CNNIC, 2009], most of the respondents were
between 20 and 30 years old.

<Table 5> Respondent Characteristics

Respondent Percent .
profiles Frequency %) Cumulative
Female 91 48.6 48.6
Gender
Male 96 51.4 100.0
<20 22 11.7 11.7
21~30 162 86.6 98.3
Age > 31 3 1.7 100.0
(vears) | Total 187 | 100.0
Average 5
age

V. Data Analysis

The research model introduced in this study
was verified through data analysis carried out
in accordance with a two-step approach using
LISREL 8.70 based on the structural equation
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model [Anderson and Gerbing, 1988]. First, the
convergent validity and discriminant validity
of the measurement model were identified; the-
reafter, a structural model based on the cleansed
measurement model, whose validity was veri-
fied, was examined and used to verify the pro-
posed hypotheses.

5.1 Measurement model

We conducted a confirmatory factor analysis
to evaluate the measurement model. In order
to assess the reliability and convergent validity
of our measurement model, we needed to
check the factor loadings, Cronbach’s a, com-
posite reliability (CR), and average variance ex-
tracted (AVE), as is shown in <Table 6> [Hair
et al., 1998]. We removed items whose loading
values were lower than 0.7 [Cannon and Hom-
burg, 2001]. Hence, IM1, TR4, CS1, and CS2
were eliminated. The Cronbach’s a ranged from
0.752 to 0.771, and the composite reliability of
our measurement ranged from 0.759 to 0.782.
These were all larger than 0.7, which means

<Table 6> Results of Convergent Validity Testing

they were acceptable [Hair et al., 1998]. The
AVE of our measurement ranged from 0.510 to
0.610, which was above the recommended
threshold of 0.5 [Fornell and Larcker 1981].

Discriminant validity of the constructs was
further validated by comparing the x* of the
original CFA with its eight latent variables
against other CFAs with only seven latent vari-
ables where every possible combination of two
constructs was examined, thus considering ev-
ery possible pairwise discriminant validity
check. The x” of the original CFA with its eight
latent variables was significantly better than
any possible union of any two latent variables
[Gefen et al., 2003].

In addition, we checked for possible com-
mon source bias with Harman’s single-factor
test (Podsakoff and Organ, 1986). For this pur-
pose, we performed confirmatory factor analy-
sis for the measurement model of the proposed
research model and the model that included all
indicators as a single latent variable, and com-
pared two models. The result of analysis sho-

wed that the research model (normed chi-sq-

Construct Item Factor loading CR AVE Cronbach’s a

Use of Instant Messenger M2 0.746 0.757 0.610 0.756
M3 0.815
TR1 0.688

Trust for Vendor TR2 0.795 0.759 0.514 0.752
TR3 0.663
CS3 0.722

Customer Satisfaction C54 0.671 0.757 0.510 0.757
CS5 0.749
PI1 0.783

Purchase Intention P12 0.704 0.782 0.545 0.771
PI3 0.727

10 Asia Pacific Journal of Information Systems
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uare = 1.733) was superior to the one factor
model (normed chi-square = 3.446). This analy-
sis suggested that our data sample was likely

not contaminated by common source bias.

<Table 7> Pairwise Discriminant Analysis

Model X
Original model Xy = 65.885
Sv?:k?b;rlgng Purchase Intention ¢ = 1117
Sv(i)tr}I:biCnsing Purchase Intention 2. = 11634
Sv(i)tfkllll)lilr\l/[ing Purchase Intention 2. = 11518
Sv(i)tfkllll)lilr\l/[ing Trust for Vendor ©L = 11288
Compining Trust for Vendor | 1, = 11504
St with M. ¢ = 10725

5.2 Structural Model

The structural model, including the research

hypotheses and the causal paths, was exam-

ined using the cleansed measurement model.
<Figure 2> shows the standardized LISREL
path coefficients of the research model.

The Goodness of Fit Index (GFI) was 0.940
that was above the recommended threshold of
0.8 [Hair ef al., 1998]. The other fit indices were
all satisfactory in that the Normed Fit Index
(NFI) was 0.968 and Comparative Fit Index (CFI)
was 0.986. The chi-square was 65.885, the de-
gree of freedom was 38, and the normed chi-
square was 1.733. Thus, the results of the path
analysis conducted in this study can be re-
garded as being reliable.

These results suggest that the structural mo-
del fitted the data adequately. The use of in-
stant messenger was positively related to cus-
tomer satisfaction (path coefficient = 0.488, t-
value = 5.040) and explained a 23.8% of var-
iance in customer satisfaction. However, the
use of instant messenger did not have a pos-
itive impact on trust for vendor and purchase
intention. Customer satisfaction was positively
related to trust for vendor (path coefficient =
0.733, t-value = 6.090) and explained a 23.7%

Trust

0.129(1.361)

Use of

for Vendor
(R2=0.237)

0.733(6.090**)

0.752(5.345**)

Purchase

Instant
Messenger

-0.107(-1.690)

0.488(5.040**)

Note: ~ Significant at p < 0.01.

Customer
Satisfaction
(R2=0.238)

Intention
(R2=0.219)

0.428(3.402**)

<Figure 2> LISREL Results
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of variance in trust for vendor. Both trust for
vendor (path coefficient = 0.752, t-value = 5.345)
and customer satisfaction (path coefficient =
0.428, t-value = 3.402) were positively associa-
ted with purchase intention to explain 21.9% of

variance in purchase intention.

VI. Discussions

This study attempts to investigate whether
and how IM affects C2C e-commerce. We stud-
ied the effects of use of IM on trust for vendor
and customer satisfaction and their effects on
purchase intention. According to the results, all
hypotheses were supported, except for H1 and
H2. The main finding was that use of IM did
positively affect customer satisfaction that was
also proved to influence purchase intention. In
other words, use of IM indirectly affects pur-
chase intention in C2C e-commerce.

There are two questions to be discussed
about this finding. First, how does IM affect
customer satisfaction? As an Internet based ap-
plication, IM was found to be an efficient and
multifunctional communication method. What
IM provides in C2C e-commerce is building a
channel to enhance the interaction between sel-
lers and buyers, thereby giving more informa-
tion to increase buyers’ trust toward sellers and
ultimately improve transactions. For example,
when a conversation via IM starts, a seller can
introduce his/her products via text chat or even,
more vividly, via video and voice chat; mean-
while, the buyer can ask for more information
that he/she wants to know about the product.
Such accumulated information and good expe-
rience through IM activities could enhance the

degree of trust toward the sellers and their

products. In addition, through the usage of IM,
a buyer can form a positive impression toward
the seller’s service quality before he/she starts
to make a purchase because he/she feels IM is
an additional service the seller provides. Ser-
vice quality has been considered a critical fac-
tor for improving customer satisfaction [Brady
and Robertson, 2001]. IM could also convenien-
tly provide remote service without additional
costs instead of using a phone, which could al-
so enhance one’s satisfaction.

H1 and H2 were not supported. IM does not
independently affect purchase intention, but
indirectly through only customer satisfaction.
So, the other question is that ‘why does IM af-
fect purchase intention indirectly but not di-
rectly? Hypothesis 2 was proposed according
to the assumption that sellers could directly
communicate with buyers to do promotions.
However, most buyers are likely to talk to sell-
ers for the purpose of getting information they
want, rather than directly responding to the
sellers” promotion efforts. Therefore, it might
be hard to expect that the seller’s promotion
through IM will be successful in leading to
making a purchase decision. Obviously, our
study showed that this kind of promotions by
IM was not useful to increase the buyers” pur-
chase intention. Buyers can only form a pur-
chase intention after they start to establish
trust and achieve good satisfaction towards the
sellers. Therefore, IM might only be considered
an indirect factor of purchase intention.

Our results were based on the Chinese mar-
ket, so we also need to consider some Chinese
aspects. For example, as we previously men-
tioned, Chinese people have a habit that they

like to engage in talks when purchasing, but

12 Asia Pacific Journal of Information Systems
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the telephone expenses between different areas
are relatively high. Considering these cultural
and socio-economical characteristics, IM, if
adopted, can more easily provide a good sol-
ution to satisfy them and improve their degree
of customer satisfaction. Accordingly, our re-
sults may be more suitable for the Chinese
context, and it is only prudent that caution be

exercised in generalizing the findings.

VI. Implications and limita-
tions

Results of this study offer several implica-
tions for both researchers and practitioners. For
researchers, first of all, we developed a parsi-
monious research model of IM in the context
of C2C e-commerce. There were a lot of pre-
vious studies on IM, but most former IM stud-
ies focused on its adoption and effect in an or-
ganizational environment [Cameron and Web-
ster, 2005, Dahui et al., 2005; Pui-Lai et al.,
2008]. And some revealed its business value in
the work environment [Faulhaber 2001; Albert
and David 2003]. However, few of them ad-
dressed the role of IM in the context of e-com-
merce. This study introduced IM as a new con-
struct to investigate its role in C2C e-commerce
and examined how IM indirectly influences
purchase intention. Our results indicate that
IM has its theoretical effects in terms of trust
building and enhancing customer satisfaction.
Considering that IM is widely used today, this
study suggests that more business benefits of
IM could be explored and more researches are
needed.

Second, our research also sheds light on what

factors are related to purchase intention in C2C

e-commerce. One is trust that has been thought
as a key element when talking about e-com-
merce. Especially in C2C e-commerce, since the
transaction is executed between consumers, both
buyers and sellers need trust from each other
[Kiku et al., 2008]. Consistent with the previous
studies, we also proved that trust influences
purchase intention. The other one is customer
satisfaction, which is also proved to affect cus-
tomer purchase intention in this study. This
study further showed, by associating IM with
customer satisfaction, that IM had a positive
influence on customer satisfaction. Based on
these results, we found that IM could be thou-
ght of as an indirect factor that influences pur-
chase intention. This study provides a theoret-
ical starting point for researchers who are in-
terested in further studying the role of IM in
the C2C e-commerce environment. There may
be more factors related to IM that are worth
researching in the context of C2C e-commerce.
Our study also showed some implications
for practitioners as well. The results revealed
IM’s business value in the context of C2C e-
commerce. However, as a direct factor that af-
fects customer satisfaction, IM also could be
useful in other business environments. Compa-
nies could utilize IM as a service tool and pro-
vide consulting services or after service via IM.
IM is free and convenient, which means a low
cost to set up and maintain. It is also multi-
functional, and text based chat could automati-
cally be recorded. Owing to IM’s characteristic
and its effect on satisfaction, we suggest that
it will be beneficial for companies to use IM
flexibly in communicating with customers.
For C2C site managers, similar to what we

discussed, it is important to understand the
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factors that could affect purchase intention to
facilitate the transactions. Our results sugges-
ted that IM is an effective communication chan-
nel and can indirectly affect buyers” purchase
intention. Thus, improving the service quality
of IM will be a good approach to increase the
transaction volume of the whole site. There-
fore, C2C site managers should try to make IM
more functional, more convenient to be used,
and guide more buyers and sellers to use it.
For C2C participators, the results of this study
encourage both C2C buyers and sellers to use
IM, which can enhance their communication
capability and thereby improve C2C transac-
tion volume. As a seller, who wants to improve
the buyers’ purchase intention, one needs to
take advantage of IM to have buyers get a
good impression of oneself. A seller’s opera-
tional skill of using IM will be a critical factor
that could affect the buyer’s purchase intention.
Especially in China, where IM has been widely
used in C2C e-commerce, sellers must try to
keep their instant messengers available and
provide good service based on IM to win buy-
ers. We also suggest that buyers use IM as
much possible. Buyers could get more informa-
tion via IM so that they can buy good products
and have a good transaction experience.
There are also some limitations in this study.

First, the findings may have limitation in terms

of generalization because the respondents are
only from Taobao users in China. So it is only
prudent that caution be exercised in generaliz-
ing the findings. Second, the respondent’s ages
range from 20 to 30 years old, and they are
from some limited groups with the same inter-
ests, which means that their shopping purpose
has limitations. However, considering that most
Internet users are young people, this study still
has validity. Third, the respondents are mainly
C2C buyers and do not contain sellers. Thus,

the responses could be biased.

V. Conclusions

Considering that instant messaging has been
widely used in business environments, this pa-
per investigated the impact of instant messag-
ing on purchase intention in the context of
Chinese e-commerce, particularly C2C. We re-
viewed some former research and proposed hy-
potheses based on them. Through online ques-
tionnaires, we tested the research model and
showed that instant messaging positively af-
fects customer satisfaction, which in turn influ-
ences trust for vendor and purchase intention
in C2C e-commerce. Overall, this study gives
a theoretical and practical insight into the use-
fulness of IM in a C2C e-commerce environ-

ment.
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(Appendix) Questionnaire Items

Constructs Items
M1 I often use instant messaging when shopping on Taobao
Use of Instant messenger M2 It's very convenient to use instant messaging
Instant messaging helps me know more about the products
IM3
and the vendors
TR1 The vendors from Taobao are trustworthy
TR2 The vendors from Taobao would keep their promises and
commitments
Trust for Vendor
TR3 The vendors from Taobao would care about their
customers
TR4 The vendors from Taobao are capable of doing their jobs
I could achieve the purpose of purchase effectively in
cs1
Taobao
c I'm satisfied with the quality of goods purchased from
Customer Satisfaction Taobao
Cs3 I'm satisfied with the service of the vendors
Cs4 My choice to purchase from Taobao was a wise one
CS5 Purchasing from Taobao is enjoyable
P11 I would like to purchase on Taobao
Purchase Intention PI2 I expect to purchase on Taobao in the near future
PI3 I would consider purchasing on Taobao in the future
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