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ABSTRACT

This exploratory study examines factors that are expected to be significantly correlated with trust 
and distrust in social commerce (SC). Unlike other studies, trust and distrust are explored as separate 
dimensions rather than extreme values of a single dimension. Using data from a sample of 662 SC 
users, all of the factors were found to be significantly correlated with trust or distrust, and the results 
were the same for males and females. The findings support the idea that trust and distrust may be 
conceptualized as different dimensions. New findings related mainly to correlations: with distrust, 
involving cultural characteristics and personality traits, and between trust and age, education, and 
SC experience. Practical implications identified factors that may be influenced by practitioners to 
decrease distrust or increase trust as well as factors that define profiles of consumers with different 
levels of trust and distrust.
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INTRODUCTION

Social media (e.g. Facebook, YouTube, and Twitter) are internet-based applications that build on Web 
2.0 technologies to allow the creation and exchange of user generated content in order to motivate 
interactions and collaboration (Al-Adwan & Kokash, 2019). Social media tools (e.g. forums, chat 
rooms, and social networks) enable new business models for electronic commerce referred to as social 
commerce (SC) (Molinillo et al., 2018). SC has three major attributes: social media technologies, 
community interactions, and commercial activities designed to enable sharing of information about 
products or services and their acquisition (Maia et al., 2018). Community interactions involve user 
generated content and user participation in forums, ratings, reviews, recommendations, and referrals 
(Lin et al., 2019). SC provides businesses with commercial activities, such as marketing, advertising, 
and customer service (Lee and Lau, 2020). The benefits from these activities include enhancing the 
corporate brand, increasing trust and customer loyalty, and establishing reputation and credibility 
(Porntrakoon, 2018; Lin et al., 2019).

In Thailand, there are 57 million internet users accounting for 2.5 percent of all internet users in 
Asia (Internet World Stats, 2020). In Thailand Facebook and other SC sites are used increasingly to 
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review and share information about products and services (Porntrakoon, 2018). E-vendors may buy 
SC advertising services to promote their products and services in online communities. For example, 
at the end of the third quarter of 2020, Facebook had earned approximately USD 17.44 billion from 
advertising (Facebook, 2020).

Trust has been theorized in most studies as an important determinant of an individual’s attitude 
towards and use of an online system and numerous studies have identified antecedents to trust in 
online systems (Maia et al., 2018; Porntrakoon, 2018; Lin et al., 2019). McKnight and Chervany 
(2001) identified different trust related concepts such as disposition to trust, institution-based trust, 
trusting beliefs, and trusting intention. In most previous studies trust has been conceptualized as a 
single dimension with extreme values ranging from strong lack of trust through to strong trust. This 
study explores a different approach proposed by Lewicki et al. (1998), Ou & Sia (2009), Seckler et al. 
(2015), Kang & Park (2017), and Porntrakoon (2018) whereby trust and distrust are conceptualized 
as separate dimensions.

Adopting this different view of trust and distrust in the context of SC this study addresses three 
related research questions. In the context of SC in Thailand: Which constructs have been shown to 
be correlated with trust or distrust? Which of these correlations are significant? and What are the 
theoretical and practical implications of the findings? The findings of the study are expected to 
contribute to a theoretical understanding of the correlates with trust and distrust viewed as separate 
dimensions. This has not been investigated adequately in studies of SC. Also, the findings have 
practical implications for those with professional responsibilities related to SC (e.g. users, providers, 
e-vendors, and marketers).

RELATED LITERATURE AND HYPOTHESES

Related Studies
The purpose of the review of related studies was to identify variables that have a significant correlation 
with Trust or Distrust in the context of online environments especially SC. Initially, recent studies 
were accessed with online databases (e.g. ABI/INFORM Complete) using relevant key words (e.g. 
SC, e-commerce, trust, and distrust). The review broadened by accessing relevant references listed 
in reported studies and using additional search terms (e.g. cultural characteristics and personality 
traits). Most studies were quantitative explanatory studies testing theoretical causal models of attitude 
toward and use of SC and related commercial systems using data collected by questionnaires. Fewer 
studies were qualitative, descriptive, or exploratory. Most estimated causal effects on trust with less 
attention to correlations and few considered cultural factors, personality traits, or distrust. Articles 
used different labels for the same or very similar constructs (e.g. Effort Expectancy and Perceived 
Ease of Use) and in such cases a commonly used label was selected.

Twenty two variables were identified as having significant correlations with the variables 
Trust or Distrust. The authors organized these 22 variables into six groups (Characteristics of 
SC, Characteristics of Social Media Websites, Characteristics of E-Vendors, Personality Traits of 
Consumers, Cultural Characteristics, and Characteristics of Individuals). These groupings emerged as 
organizers as the review of previous studies expanded based on characteristics of online environments 
or characteristics of individuals or groups of individuals interacting in those environments.

Table 1 displays the six groups of variables, their definitions, and studies which identified the 
variables as having significant correlations with Trust or Distrust. Table 2 presents definitions and 
references for Trust and Distrust. In both tables underlined references were used for the definitions 
of the variables. In Table 2 * is used to indicate that the study has examined Trust and Distrust as 
separate dimensions.

Trust and Distrust: Trust implies the psychological acceptance of the vulnerability of other 
parties based on their ability to meet individual expectations (Cao et al., 2018). In the context of 
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Table 1. Variables related to trust or distrust

Group Variable Definition Reference

Characteristics 
of SC

Ratings and 
Recommendations

The extent to which a SC consumer shares information 
and recommendations about products with others.

Hsiao et al. (2010), Liang & Turban 
(2012), Huang & Benyoucef (2013), 
Zheng et al. (2013), Hajli (2014), Lee et 
al. (2014), Chen & Shen (2015), Hajli 
(2015), Bianchi et al. (2017), Maia et al. 
(2018)

Community The extent of the participation of community members 
that supports others through social interactions and 
communications.

Characteristics 
of Social Media 
Websites

Perceived Ease 
of Use

The degree to which the site is free of effort. Liang & Turban (2012), Kim & Park 
(2013), Shin (2013), Rauniar et al. (2014), 
Zhou et al. (2014), Osatuyi (2015a), 
Seckler et al. (2015), Chahal & Rani 
(2017), Molinillo et al. (2018)

Perceived Usefulness The extent to which the user believes that using the site 
helps to meet their needs.

Trustworthiness The extent to which the site keeps information 
confidential, secure, and private.

Critical Mass The extent to which size of the membership matters to 
a user.

Characteristics 
of E-Vendors

Competence The e-vendor’s ability to supply the expected goods/
services in an agreed-upon quantity, price, time, and 
condition.

McKnight & Chervany (2001), Park et 
al. (2012), Azam et al. (2013), Kim & 
Park (2013), Tsai & Pai (2014), Dai et al. 
(2015), Wang et al. (2015), Chen et al. 
(2016), Hew et al. (2016), Shanmugam et 
al. (2016), Xiang et al. (2016), Molinillo 
et al. (2018), Poromatikul et al. (2019)

Reputation and 
Integrity

The extent to which consumers believe that the e-vendor 
is honest, fair, responsible, concerned about customers 
and willing to act on their behalf.

Quality of 
Information

The currency, accuracy, and completeness of information 
provided to the users by third parties and the site.

Personality 
Traits of 
Consumers

Extraversion Being full of life, energetic, dominant, gregarious, and 
outgoing.

Devaraj et al. (2008), Osatuyi (2015b), 
Azam et al. (2013)

Neuroticism Being anxious and angry.

Agreeableness Being trusting, sympathetic, straightforward, and selfless.

Conscientiousness Being logical, rational, and competent.

Openness to 
Experience

Propensity to: try new things; learn; be intellectual 
challenged; and curious.

Cultural 
Characteristics

Collectivism Community collaboration through the value of co-
existence and interdependence.

Pornpitakpan (2000), Park et al. 
(2012), Buriyameathagul (2013), www.
geerthofstede.com/national-culture.html

Relationship 
Orientation

The extent of the psychological bond between two 
persons (bunkhun).

Locus of Control A tendency to submit to one’s individual fate, chance, 
and the power of others.

Uncertainty 
Avoidance

The extent to which people feel threatened by ambiguous 
situations and have created beliefs and institutions that 
try to avoid these.

Characteristics 
of Individuals

Gender Male or female. Zhou et al. (2014), Shi & Chow (2015), 
Porntrakoon (2018), Wang et al. (2020)

Education A consumer’s highest level of formal education.

Age A consumer’s age in years.

SC Experience The extent of the consumer’s experience in using SC.

Table 2. Definitions and studies of trust and distrust

Variable Definition Reference

Trust
A consumer’s willingness to engage in a SC transaction, with risk, based on 
expectations that the e-vendor will engage in generally acceptable practices, 
and will be able to deliver the promised products or services.

Lewicki et al. (1998)*, Lewicki et al. (2006)*, Ou & 
Sia (2009)*, Lankton & McKnight (2011), Park et al. 
(2012), Kim & Park (2013), Seckler et al. (2015)*, 
Lu et al. 2016, Kang & Park (2017)*, Maia et al. 
(2018), Porntrakoon (2018)*, Lin et al. (2019), Bolen 
& Ozen (2020)

Distrust The extent to which customers fear a realization of loss if they engage in a SC 
transaction with the e-vendor.

http://www.geerthofstede.com/national-culture.html
http://www.geerthofstede.com/national-culture.html
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SC, this relates to: competence - the ability of the e-vendor to supply products and services in an 
agreed-upon quantity, price, time, and condition (Park et al., 2012); benevolence - the willingness of 
the e-vendor to act on a customer’s behalf (Kim & Park, 2013); and integrity - the honesty, fairness, 
and willingness of the e-vendor to keep promises (Lankton & McKnight, 2011).

One view is that distrust is the opposite to trust in the same dimension (e.g. Lu et al. 2016; Maia 
et al., 2018). For example, a score of X percent for their trust would mean a score of (100 – X) percent 
for distrust. In this view trust is influenced mainly by the trustworthiness of SC (i.e. the extent to 
which the site keeps information confidential, secure, and private). Lewicki et al. (1998), Lewicki et 
al. (2006), Ou & Sia (2009), Seckler et al. (2015), Kang & Park (2017) and others have proposed a 
different view, which is adopted in this study, that trust and distrust are not opposite ends of a single 
continuum but are instead two separate constructs. This view has not been adequately explored in 
the context of SC and this is one of the contributions of this study.

From Table 1, Distrust is the extent to which customers fear a realization of loss if they engage 
in a SC transaction with the e-vendor. Consequently, a high (low) value for Trust is not necessarily 
equated to a low (high) value for Distrust. For example, an individual may trust SC in the sense that 
they are willing to engage in SC based on expectations that the e-vendor will engage in generally 
acceptable practices, and will be able to deliver the promised products or services. However, at the 
same time this same individual may fear a loss if they engage in a SC transaction with the e-vendor. 
Given the various decisions associated with participation in SC, while trust may be high with respect 
to some aspects at the same time distrust may be high with respect to others. The difference between 
Trust and Distrust in the context of SC is illustrated further by the following indicators proposed by 
Ou & Sia (2009) which were used in this study to measure these variables on 5-point Likert scales 
ranging from 1 (Strongly Disagree) to 5 (Strongly Agree).

Opinion About Trust in SC
1. 	 I believe that the e-vendor will deliver the products and services as promised.
2. 	 I believe that the e-vendor will have acceptable practices.
3. 	 I believe in the product information and reviews provided by other consumers in the SC site.
4. 	 I am willing to participate in the social commerce website.

Opinion About Distrust in SC
1. 	 Engaging in social commerce is likely to lead to a loss for the customer.
2. 	 I do not feel comfortable when I use social commerce.
3. 	 I feel that I may experience losses when using social commerce
4. 	 I am afraid when I participate in social commerce.

Personality Traits and Cultural Characteristics: The Big Five personality traits in Table 1 have 
been used in management and psychology research to predict attitudes, cognitions, and behaviors of 
people. Different traits have different effects on trust in and use of technologies (Osatuyi, 2015b). 
Culture refers to the values which make a society distinct. Values are the core of the culture and are 
the socio-cultural products that people have learned and use to guide their lives as effective members 
of society (Hofstede et al., 2010).

In the context of SC the values of Thai people can be characterized by collectivism, locus 
of control, relationship orientation, and uncertainty avoidance (Porntrakoon, 2018). Collectivism 
represents a preference for a framework in society whereby individuals can expect their relatives 
or members of an in-group to look after them in exchange for unquestioning loyalty. Decisions are 
influenced by family members and peers (Buriyameathagul, 2013). External locus of control refers to 
a tendency to submit to one’s individual fate, chance, and the power of others (Pornpitakpan, 2000). 
Thai people tend to have more favorable attitudes toward an advertisement when the endorser is an 
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expert, regardless of the quality of the message (Pornpitakpan, 2000). Relationship orientation refers 
to the relationships among people in the society. Thai people have strong relationships with those they 
respect (Buriyameathagul, 2013). Uncertainty avoidance refers to the degree to which the members 
of a society feel uncomfortable with uncertainty and ambiguity. Thai people are rated moderately 
high on uncertainty avoidance (Pornpitakpan, 2000).

Hypotheses
Based on the studies in Table 1 it is hypothesized that each of the 22 variables in Table 1 has a 
statistically significant correlation (p < 0.05) with: (a) Trust and (b) Distrust as defined in Table 2. 
Previous studies provide strong support for correlations with Trust even though correlations between 
Trust and cultural characteristics and personality traits of consumers have received less attention. 
However, few studies have examined correlations with Distrust and so these hypotheses are considered 
to be mainly exploratory in nature. It is hypothesized that Trust and Distrust are not significantly 
negatively correlated which would be the case if these were extreme values of a single dimension.

These hypotheses were tested for all of the participants representing the target population as well 
as separately for males and females.

RESEARCH DESIGN AND METHODOLOGY

A cross-sectional field study design was used. This approach has been used successfully in many 
previous studies. Quantitative data was collected during the last part of 2020 using a self-administered 
questionnaire. The questionnaire was prepared in the English and Thai languages and was reviewed 
by a focus group of three experienced SC users. The Thai version was then administered in a pilot 
study with a sample of five respondents from the target population. Responses and comments were 
noted and any additional modifications were incorporated into the final versions of the questionnaire. 
The Thai version was used in the full study.

The unit of analysis for the study is a Thai individual at least 15 years of age with at least 1 
month experience in using SC. The size of the target population exceeded 100,000. Based on 5 
percent precision and a 95 percent confidence level the minimum sample size for the study was 
determined to be 400 which also satisfied the statistical validity of the study (http://www.webcitation.
org/66kKEIC0b). A sampling frame was not available and so following Neuman (2006) a purposive 
method was used to select participants. The questionnaire together with instructions designed to limit 
respondents to those from the target population was distributed to the authors’ personal contacts and 
it was also posted on SC websites such as Facebook and Instagram.

The first part of the questionnaire included items related to characteristics of individuals (gender, 
education, age, and SC experience). The second part included questions related to the other 18 
variables defined in Table 1 and Trust and Distrust defined in Table 2. Table 3 presents details of 
the measurement of the 24 variables including the identification of existing measuring instruments 
used to develop the questionnaire items. Indicators for latent variables were measured on five-point 
Likert scales.

DATA PREPARATION, ANALYSES, AND RESULTS

Data from 724 completed questionnaires was entered into an SPSS worksheet. The data set is included 
in Tables 7-26 in the Appendix. A random 10 percent (73) were checked for the accuracy of data entry 
and no errors were found. Sixty two questionnaires were found to include at least one outlier value 
for a variable (i.e. a value 3 or more standard deviations from the mean) and these questionnaires 
were removed from the sample to give a final sample size of 662.

Principal Component factor analysis was used to test the construct validity of the measures of 
the latent variables. The magnitudes of factor loadings for all of the indicators were greater than 0.4 

http://www.webcitation.org/66kKEIC0b
http://www.webcitation.org/66kKEIC0b
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with associated eigenvalues greater than 1 which indicated satisfactory construct validity (Straub 
et al., 2004). The equivalence reliability of these measures was evaluated using Cronbach alpha 
coefficients. The coefficients were all greater than 0.8 and interpreted as either good or excellent 
(George & Mallery, 2003).

Most respondents were females 382 (58 percent). The average age of respondents was 32 years. 
The largest proportion (63 percent) of the respondents either held or was completing a Bachelor Degree. 
The other participants had either completed or were completing a: Doctoral Degree (1.5 percent); 
Master Degree (16 percent); Grade 12/Vocational Certificate or High Vocational Certificate (18 
percent); and Grade 6 or 9 (1.5 percent). Average SC experience was 18 months. These characteristics 
indicate that the respondents were suitable representatives of the target population.

Table 4 shows a range of descriptive statistics for the variables. Each latent variable was 
reduced to a single interval scale variable with values calculated as the weighted mean of the values 
a participant assigned to the indicators for the latent variable using the standard deviations of the 
indicators as the weights.

The standard errors for skewness and kurtosis are not displayed in Table 4 but in each case the 
magnitudes of skewness and kurtosis are less than twice the values of their standard errors. This 
validates the use of t-tests in subsequent analyses (Walpole et al., 2002).

Except for Age, Education, and SC Experience, the value of 3 on the 5-point measurement scale 
indicated that respondents were neutral about the relevance of the variable. T-tests showed that for 
all the participants and separately for males and females the mean value for: Neuroticism was not 
significantly different from 3; Distrust was significantly less than 3; and each of the other variables 
was significantly greater than 3 (p < 0.05).

T-tests were used to examine differences between the mean values of the variables for males 
and females. The only significant differences (p < 0.05) were for Trustworthiness, Reputation and 
Integrity, Quality of Information, Extraversion, Openness to Experience, and Distrust. In each case, 
the mean for males was significantly greater than the mean for females. T-tests showed that the 
mean for Trust was significantly greater than the mean for Distrust among all of the participants and 
separately for males and females (p < 0.05).

Table 6 in the Appendix displays the correlations among all of the variables for all of the 
participants and the last rows show the correlations for all of the variables with Trust and Distrust for 

Table 3. Measurement of variables

Group Latent Variable (Number of Indicators) Measuring Instrument

Characteristics of SC Ratings and Recommendations (8), Community (4) Hajli (2015), Lu et al. (2016),

Characteristics of Social 
Media Websites

Perceived Ease of Use (5), Perceived Usefulness (5), 
Trustworthiness (4), Critical Mass (3) Rauniar et al. (2014)

Characteristics of 
E-Vendors

Competence (4), Reputation and Integrity (6), Quality 
of Information (7)

Park et al. (2012), Kim & Park 
(2013)

Personality Traits of 
Consumers

Extraversion (4), Neuroticism (3), Agreeableness (6), 
Conscientiousness (3), Openness to Experience (3) Osatuyi (2015b)

Cultural Characteristics Collectivism (4), Relationship Orientation (4), Locus of 
Control (4), Uncertainty Avoidance (4) Buriyameathagul (2013)

Trust or Distrust Trust (4), Distrust (4) Ou & Sia (2009)

Single Scale Variable (Level)

Characteristics of 
Individuals

Gender (Nominal), Education (Ordinal), Age (Ordinal), 
SC Experience (Ordinal)

Zhou et al. (2014), Porntrakoon 
(2018)
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the subgroups of males and females. In Table 6, significant correlations (p < 0.05) are highlighted in 
bold type. Table 5 is derived from Table 6 and summarizes the nature of the correlations with Trust 
and Distrust for all of the participants and separately for males and females. In Table 5, S+ and S- 
represent significant positive and negative correlations, respectively, which are highlighted in bold 
type in Table 6. In Table 5, NS indicates that the correlation was not statistically significant (p < 0.05).

DISCUSSION

Among all of the participants distrust in SC on average was very low while, with the exception of 
neuroticism, on average all of the other variables were very high. The extent of neuroticism was not 
significantly high or low. These results applied equally to males and females. The only significant 
differences between the average values for males and females related to six variables (Trustworthiness, 
Reputation and Integrity, Quality of Information, Extraversion, Openness to Experience, and Distrust). 
On average males rated these six variables much higher than females. For all of the participants and 
separately for males and females on average Trust was much higher than Distrust.

Correlations
Correlations for all of the participants and separately for males and females indicate that the variables 
are dependent.

From Table 5 each of the correlations with Trust was significant and positive for all of the 
participants, males, and females. The only exceptions were three variables (Age, Education, and SC 
Experience) where the correlations with Trust for each of these three groups were not significant.

Among the correlations with Distrust in Table 5 the nature of the correlations was the same for 
all of the participants, males, and females. There were three types of correlations:

Table 4. Descriptive statistics

Variable Mean Standard 
Deviation Skewness Kurtosis Variable Mean Standard 

Deviation Skewness Kurtosis

Age 32.23 10.857 .558 -.278 Extraversion 3.32 0.666 .295 .021

Education 15.71 2.051 -.856 3.498 Neuroticism 3.05 0.888 -.165 -.178

SC Experience 18.34 25.806 2.207 4.809 Agreeableness 3.62 0.606 .208 -.272

Ratings and 
Recommendations 3.63 0.899 -.416 .476 Conscientiousness 3.36 0.752 -.193 -.063

Community 3.59 0.707 .059 -.231 Openness to 
Experience 3.48 0.711 .332 -.260

Perceived Ease 
of Use 3.74 0.639 .062 -.526 Uncertainty 

Avoidance 3.55 0.709 .124 -.265

Perceived 
Usefulness 3.90 0.660 -.136 -.632 Collectivism 3.51 0.734 .257 -.614

Trustworthiness 3.12 0.846 -.191 .117 Locus of Control 3.32 0.569 .385 .053

Critical Mass 3.81 0.682 -.430 -.727 Relationship 
Orientation 3.63 0.714 .155 -.619

Competence 3.63 0.658 .080 -.376 Trust 3.42 0.654 .067 .615

Reputation and 
Integrity 3.41 0.733 .227 -.149 Distrust 2.73 0.804 .097 .021

Quality of 
Information 3.56 0.688 .346 -.231
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1. 	 Significant positive correlations with Distrust imply that individuals who: (i) regularly share SC ratings and 
recommendations about products with others; (ii) believe that social media keep information confidential, 
secure, and private; (iii) are extraverted, or neurotic, or open to new experiences; or (iv) have a tendency 
to submit to fate, chance, and the power of others are very likely to have high levels of distrust.

2. 	 Significant negative correlations with Distrust imply that individuals who: (i) are older and have 
high levels of education and SC experience; (ii) believe that social media are very useful especially 
when the social media community is large; and (iii) emphasize community collaboration are 
very likely to have low levels of distrust.

3. 	 Correlations with nine variables (Community, Perceived Ease of Use, Competence, Reputation and 
Integrity, Quality of Information, Agreeableness, Conscientiousness, Relationship Orientation, 
and Uncertainty Avoidance) which are not significant.

Table 5. Summary of correlations with Trust and Distrust

Variable
Trust Distrust

All Participants Males 
Only

Females 
Only All Participants Males 

Only
Females 

Only

Trust 1 1 1 S+ S+ S+

Characteristics of SC

Ratings and Recommendations S+ S+ S+ S+ S+ S+

Community S+ S+ S+ NS NS NS

Characteristics of Social Media Website

Perceived Ease of Use S+ S+ S+ NS NS NS

Perceived Usefulness S+ S+ S+ S- S- S-

Trustworthiness S+ S+ S+ S+ S+ S+

Critical Mass S+ S+ S+ S- S- S-

Characteristics of E-Vendors

Competence S+ S+ S+ NS NS NS

Reputation and Integrity S+ S+ S+ NS NS NS

Quality of Information S+ S+ S+ NS NS NS

Personality Traits of Consumers

Extraversion S+ S+ S+ S+ S+ S+

Neuroticism S+ S+ S+ S+ S+ S+

Agreeableness S+ S+ S+ NS NS NS

Conscientiousness S+ S+ S+ NS NS NS

Openness to Experience S+ S+ S+ S+ S+ S+

Cultural Characteristics

Collectivism S+ S+ S+ S- S- S-

Relationship Orientation S+ S+ S+ NS NS NS

Locus of Control S+ S+ S+ S+ S+ S+

Uncertainty Avoidance S+ S+ S+ NS NS NS

Characteristics of Individuals

Education NS NS NS S- S- S-

Age NS NS NS S- S- S-

SC Experience NS NS NS S- S- S-
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In particular, among all of the participants, males, and females Distrust has a significant positive 
correlation with Trust. This supports the notion that in the context of SC Distrust and Trust are 
separate but not independent dimensions. Otherwise, the correlation between Trust and Distrust would 
be expected to be significant and negative. For example, even though correlation is not a transitive 
relationship the variables with a significant positive correlation with both Trust and Distrust illustrate 
that it is conceivable that an individual with a high level of Distrust who:

1. 	 Frequently shares SC ratings and recommendations about products with others.
2. 	 Strongly believes that social media keep information confidential, secure, and private.
3. 	 Has a strong tendency to: be extraverted, neurotic, or open to new experiences; and submit to 

fate, chance, and the power of others.

may also be very willing to engage in a SC transaction, accepting the risks, and expecting that the 
e-vendor will engage in generally acceptable practices and deliver the promised products or services. Also, 
the significant positive correlation between Trust and Distrust is not contradicted by the findings that:

1. 	 Three variables (Perceived Usefulness, Critical Mass, and Collectivism) are significantly 
positively correlated with Trust and significantly negatively correlated with Distrust.

2. 	 Nine variables (Community, Perceived Ease of Use, Competence, Reputation and Integrity, 
Quality of Information, Agreeableness, Conscientiousness, Relationship Orientation, and 
Uncertainty Avoidance) are significantly positively correlated with Trust but not significantly 
correlated with Distrust.

3. 	 Three variables (Education, Age, and SC Experience) are not significantly correlated with Trust 
but are significantly negatively correlated with Distrust.

Relationship Between the Findings and Previous Studies
The previous studies presented in Table 1 identified 22 variables that were hypothesized to be 
significantly correlated with: (a) Trust and (b) Distrust. The findings indicate general agreement with 
previous studies which reported significant correlations with Trust. Only three of the 22 variables (Age, 
Education, and SC Experience) were not significantly correlated with Trust. However, there was less 
agreement with previous studies about significant correlations with Distrust. Nine of the 22 variables 
(Community, Perceived Ease of Use, Competence, Reputation and Integrity, Quality of Information, 
Agreeableness, Conscientiousness, Relationship Orientation, and Uncertainty Avoidance) were not 
significantly correlated with Distrust. The hypothesis that Trust and Distrust are not significantly 
negatively correlated was supported by the findings. Furthermore, all of these findings were supported 
among all of the participants as well as separately among males and females.

It is noted that because of limited attention to distrust in previous studies the hypotheses relating 
to correlations with Distrust were considered to be exploratory. Also, correlations with cultural 
characteristics and personality traits of consumers have received limited attention in previous studies 
and hypotheses associated with these correlations are considered to be exploratory. In particular, 
although Porntrakoon (2018) focused on causal and moderating effects on Trust and Distrust he did 
report correlations even though they were not discussed in detail and did not include correlations 
separately for males and females. However, Porntrakoon (2018) did report that Trust and Distrust 
are significantly positively correlated.

Consequently, the following may be considered as new or exploratory findings which certainly 
require validation in further studies:

1. 	 The significant positive correlation between Trust and Distrust.
2. 	 Correlations between Trust and Age, Education, and SC Experience.
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3. 	 Correlations between Distrust and Community, Perceived Ease of Use, Competence, Reputation 
and Integrity, and Quality of Information.

4. 	 Correlations of cultural characteristics and personality traits with both Trust and Distrust.

The findings for males and females separately also require further validation.

Practical Implications of the Findings
The findings provide practitioners associated with SC (i.e. customers, providers, e-vendors, and 
marketers) with guidance which may be used in the promotion, development, and use of SC. The 
correlations with and between Trust and Distrust have two main practical implications:

1. 	 Profiles: The findings for the variables in the three categories representing Characteristics of 
Individuals, Personality Traits of Consumers, and Cultural Characteristics in Table 5 primarily 
enable practitioners to build profiles of individuals with different levels of trust or distrust, which 
is of vital importance for targeting developments and promotions of SC sites and functions.

For example, there are few differences between males and females for any of the variables. Customers 
with a low (high) level of distrust are very likely to be old (young) with high (low) levels of education 
and SC experience. Extraversion, neuroticism, and openness to experience are most evident among those 
who have high levels of trust and distrust and the most agreeable and conscientious customers have high 
levels of trust in SC. High (low) values for the four cultural characteristics (Collectivism, Relationship 
Orientation, Locus of Control, and Uncertainty Avoidance) are associated with individuals who have high 
(low) levels of trust. Low (high) distrust is associated with high (low) collectivism and the opposite is 
true for locus of control. Participants in this study were all Thai with expected high values on these four 
cultural characteristics. However, the results may be different for participants from other cultural settings.

2. 	 Actions: Findings for the variables in the three categories (Characteristics of SC, Characteristics 
of Social Media Websites, and Characteristics of E-Vendors) suggest practical actions that 
may be taken to produce desirable levels of trust or distrust. An important finding is that trust 
and distrust should not be seen as the opposite ends of a single dimension. Instead, as separate 
constructs they are significantly positively correlated. This means in practice a customer with a 
high (low) level of trust will be among those who have a high (low) level of distrust even though 
on average among all of the participants and separately males and females the level of distrust 
is very low and significantly less than the level of trust which is very high.

If practical actions are taken to raise an individual’s level of trust then it is important to ensure 
that such actions do not also raise the individual’s level of distrust. This is directly relevant to the 
two variables (Ratings and Recommendations, Trustworthiness) which are significantly positively 
associated with both Trust and Distrust and to a lesser extent to the five variables (Community, 
Perceived Ease of Use, Competence, Reputation and Integrity, and Quality of Information) which 
are significantly correlated (positively) with only Trust. For example, if actions are taken through 
incentives and rewards to encourage customers to increase the extent to which they share ratings and 
recommendations with others then those customers who increase their sharing with others may be 
expected to have greater trust in SC. However, if increasing trust is the only objective for the actions 
they may also increase their distrust in SC, which is not desirable. Thus, increasing the sharing of 
ratings and recommendations is recommended with a potentially positive outcome for trust but it must 
be done in such a way that is not associated with an increase in distrust. The solution might be to ensure 
that the incentives and rewards that are used to increase the sharing of ratings and recommendations 
are carefully designed to emphasize also that there are specific guaranteed safeguards against potential 
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losses associated with purchasing the recommended products or services. Activities designed to 
increase trust must also be designed to decrease distrust.

Findings indicate that high (low) values for Perceived Usefulness and Critical Mass are associated 
with high (low) values for Trust and low (high) values for Distrust. Consequently, an increase in the 
value that a customer places on these two aspects is likely to have desirable outcomes with higher 
trust and lower distrust. Such actions are mainly the responsibility of providers of social media sites 
with participation from the e-vendors as well. The extent to which a customer believes that using 
the site helps to meet their needs requires providers and vendors to know what these needs are and 
then to ensure that they are catered for and promoted to customers. Providers should ensure that the 
size of the membership using the site for SC is promoted in a positive manner including positive 
testimonials from satisfied customers.

CONCLUSION

From a theoretical perspective in answer to “What are the correlates with trust or distrust?” and 
“Which of these correlates are significant?” this exploratory study derived 22 factors from previous 
studies that were hypothesized to be significantly correlated with Trust and Distrust. Only three 
factors (Age, Education, and SC Experience) were not significantly correlated with Trust and nine 
factors (Community, Perceived Ease of Use, Competence, Reputation and Integrity, Quality of 
Information, Agreeableness, Conscientiousness, Relationship Orientation, and Uncertainty Avoidance) 
were not significantly correlated with Distrust. In particular, the hypothesis that Trust and Distrust 
are not significantly negatively correlated was supported and instead the correlation between them 
was found to be significant and positive. All of these findings applied equally to males and females. 
Consequently, it is plausible and instructive to consider Trust and Distrust in the context of SC as 
separate dimensions rather than as extreme values of a single dimension.

New or exploratory findings, which require validation in further studies, include correlations: (a) 
between Trust and Age, Education, and SC Experience; (b) between Trust and Distrust; (c) between 
Distrust and Community, Perceived Ease of Use, Competence, Reputation and Integrity, and Quality 
of Information; and (d) of cultural characteristics and personality traits with both Trust and Distrust. 
Further validation of the findings for males and females separately is required.

From a practical perspective the question “What are the theoretical and practical implications of 
the findings?” was answered by identifying factors: (a) where changes through practical actions may 
achieve desirable outcomes for levels of trust or distrust; (b) which provide a profile for understanding 
consumers with different levels of trust and distrust in SC.

There are limitations on this exploratory study. The external validity of the findings can only 
be enhanced by repeating the study and that is recommended. Future studies may include other 
factors that may have significant correlations with either Trust or Distrust. The theoretical question 
about Trust and Distrust as separate dimensions is not completely resolved even though the findings 
suggest strongly that this is a feasible idea. Future studies need to explore trust and distrust as separate 
constructs in the context of other internet-based systems and activities (e.g. internet banking and mobile 
payment) especially given the well-known importance of trust in relation to the adoption of almost 
all online systems. In addition, for practitioners involved with the provision of SC it is recognized 
that information about some of the factors in the study may not be readily available (e.g. Personality 
Traits of Consumers and Cultural Characteristics) and practitioners may need to give careful attention 
to feasible ways in which they may be able to overcome that problem while respecting the privacy 
and confidentiality of information about online consumers.
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APPENDIX

Table 6. Correlations

Note: Correlations in bold type are the only correlations that are statistically significant at a level of 0.05 or less.
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Table 7. Data set
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Table 8. Data set (continued)
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Table 9. Data set (continued)
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Table 10. Data set (continued)
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Table 11. Data set (continued)
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Table 12. Data set (continued)
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Table 13. Data set (continued)
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Table 14. Data set (continued)
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Table 15. Data set (continued)
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Table 16. Data set (continued)



International Journal of Information Communication Technologies and Human Development
Volume 14 • Issue 1

26

Table 17. Data set (continued)
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Table 18. Data set (continued)
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Table 19. Data set (continued)
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Table 20. Data set (continued)
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Table 21. Data set (continued)
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Table 22. Data set (continued)
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Table 23. Data set (continued)
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Table 24. Data set (continued)
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Table 25. Data set (continued)
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