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Abstract

Purpose – Social commerce (s-commerce) is an online business model combining commercial and social
features. Vendors may engage in a business-oriented relationship with customers and/or establish a personal
relationship with customers. The role performed by the vendors may not match customer expectations and
needs, resulting in low repurchase intention. Drawing on role theory in the context of customer orientation, this
study integrates functional customer orientation (FCO) and relational customer orientation (RCO) with the
expectation–confirmation model (ECM) to propose a theoretical framework for explaining customers’ post-
consumption behaviors. This study also examines how product-specific attributes moderate the effect of FCO
and RCO on customer satisfaction.
Design/methodology/approach – This study analyzed 273 survey responses fromWeChat users by using
PLS-SEM.
Findings – The results confirmed that the confirmation of customer expectations positively affected FCO
and RCO. Additionally, FCO and RCO had different effects on customer satisfaction, depending on product
type and brand awareness, and their effects on customers’ post-consumption behaviors also varied.
Research limitations/implications – The findings suggest that both business and social roles are
important to customers in C2C s-commerce. This study also demonstrates product characteristics moderating
the effectiveness of customer orientation on customer satisfaction.
Practical implications – This study provides empirical support for vendors and platform developers to
implement appropriate selling strategies and manage customer expectations in C2C s-commerce.
Originality/value –This study is the first to incorporate FCO andRCO into the ECM theoretical framework to
obtain new insights into vendors’ selling approaches in C2C s-commerce, thus contributing to the marketing
literature.
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1. Introduction
With an increase in commercial activities on social networking sites (SNSs), a new type
of online business called social commerce (s-commerce) has emerged. S-commerce refers
to the leveraging of online social capital to support commercial transactions and
activities on SNSs (Liang et al., 2011). The two major types of s-commerce are business-
to-customer (B2C) and customer-to-customer (C2C) s-commerce (Leung et al., 2019).
Differing from well-established firms with the guarantee policies of B2C s-commerce
(Wongkitrungrueng and Assarut, 2020), vendors in C2C s-commerce mainly rely on their
social networks on SNSs to conduct retail activities without institutional protection (Sun
et al., 2016). Therefore, only a few vendors succeed in the highly competitive and
fragmented C2C s-commerce market (Yahia et al., 2018). Lim et al. (2012) reported that
60% of customers had negative shopping experiences in s-commerce and 50% of them
would not repurchase from the same vendor. One of the reasons for this result could be
that the mix of commercial activities and development of friendship on SNSs, the role
performed by vendors may not always match customer expectations and needs (Weitz
and Bradford, 1999). Therefore, it is critical for practitioners and scholars to understand
customer expectations with regard to vendor roles that affect consumers’ post-
consumption behaviors in C2C s-commerce.

Studies on C2C s-commerce have adopted two theoretical perspectives to investigate
this research problem. Some studies have limited the relationship between customers and
vendors to a functional perspective (e.g. Bai et al., 2015; Wongkitrungrueng and Assarut,
2020; Wu and Li, 2018; Yahia et al., 2018). Others have adopted a relational view to
examine the effects of customer–vendor relationships on shopping intentions (e.g. Lin
et al., 2018; Lin et al., 2017). In addition to the functional role of being a vendor, vendors are
also SNS users who develop a personal relationship with customers by posting daily
activities and interacting with customers’ personal posts (Sun et al., 2016). However,
previous studies on s-commerce have not examined which vendor role has a greater effect
on the success of a C2C business. To fill this gap, drawing on role theory, this study
explicitly distinguishes between two vendor roles (i.e. a businessperson and a friend) and
measures the behaviors for these two distinctive vendor roles on the basis of customer
orientation.

Customer orientation (CO) is a set of selling behaviors for achieving long-term
customer satisfaction (Saxe and Weitz, 1982). Previous studies in marketing have
suggested that there are two types of selling behaviors for vendors, functional customer
orientation (FCO) and relational customer orientation (RCO), that represent the task-
oriented selling behaviors and the relation-oriented selling behaviors, respectively
(Wieseke et al., 2014). Our review of the literature on CO revealed that most studies have
examined CO in the offline business-to-business (B2B) context and havemainly evaluated
it from the salesperson’s perspective (see Appendix A). To the best of our knowledge, no
study so far has investigated CO in s-commerce or the distinction between FCO and RCO
and their relative importance. There are calls for exploring the effects of FCO and RCO on
the new sales environment (Homburg et al., 2011; Weitz and Bradford, 1999). In response
to these calls, we examine the effects of FCO and RCO on customer relationship outcomes
in s-commerce.

Role theory posits that expectations regarding others’ roles may differ considerably
depending on the situation (Heide and Wathne, 2006). Studies in marketing have
advocated that the effectiveness of customer-oriented behaviors could be contingent on
different retail situations (Saxe and Weitz, 1982), particularly product characteristics
(Ho et al., 2015; Sheth, 1975). Although a few studies have investigated this moderating
effect on FCO and RCO, they have been limited to vendor evaluations, and have
suggested that future studies examine customer evaluations of product characteristics
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(Homburg et al., 2011). This study investigates the moderating role of two product
characteristics (i.e. product type and brand awareness) in C2C s-commerce as perceived
by customers.

According to role theory, if there is a discrepancy between expectations and actual
behaviors with regard to a person’s role, the divergence in role expectations creates a strong
tension between the exchange parties, which has a negative consequence on the relationship
(Ivey and Robin, 1966). In the selling environment, customers may have divergent
expectations regarding the roles of vendors during their interactions. Owing to a mismatch,
selling approaches may fail to meet customer expectations, leading to discouraging post-
consumption behaviors (Hennig-Thurau et al., 2006; Homburg et al., 2011). Therefore, this
study adopts the expectation–confirmation model (ECM) to explain how customers confirm
their expectations with regard to two vendor roles (i.e. FCO and RCO), which in turn affects
their post-consumption behaviors.

Overall, this study contributes to three aspects of the literature. First, through the
theoretical lens of role theory in the context of CO, we explicitly distinguish between the role
of a friend and the traditional role of a businessperson to enhance the theoretical
understanding of vendor roles in C2C s-commerce. Second, we examine the moderating
effects of two product-specific factors (i.e. product type and brand awareness) as perceived by
customers, on the relationship between CO and customer satisfaction, thereby revealing the
implications of the effectiveness of CO under different conditions. Third, we believe that this
study is the first to incorporate FCO and RCO, as post-consumption expectations with regard
to vendor roles, into the ECM to examine their effects on customer satisfaction and
subsequent post-consumption behaviors (i.e. repurchase and word of mouth (WOM)
intention). The findings will help vendors understand customer expectations with regard to
vendors’ roles. The results will also offer new insights into the effectiveness of CO, thereby
helping vendors develop adaptive selling strategies in C2C s-commerce.

2. Theoretical background
As discussed in the introduction, in the s-commerce environment, vendors offer to assist
customers in making a shopping decision when they are interested in their products (i.e. the
role of a businessperson), and they may simultaneously attempt to develop friendships with
customers to take advantage of their social networks to promote their business (i.e. the role of
a friend). Previous studies in B2B marketing have adopted role theory to investigate the
importance of the roles of vendors. Some areas merit further exploration, especially in the
context of s-commerce. In this section, we first discuss role theory in the context of a vendor’s
customer-oriented selling behaviors. Then, we present a summary of previous studies on CO.
Finally, we discuss how the ECM can be incorporated with the perspective of CO to develop a
theoretical framework.

2.1 A role theory-based perspective of CO
Role theory is theoretically well-developed in the sociology and marketing literature. Merton
andMerton (1968) first proposed that the social status of an individual involvedmultiple roles
rather than being limited to a specific role. Biddle (1986) applied a theatrical metaphor that
regarded the individual as an actor performing a specific role within a particular context. Role
theory posits that roles can be explained by assuming that an individual who has a particular
social position has specific expectations related to their own behavior and that of other
individuals (Biddle, 1986). For example, as a nurse, an individual will be expected to perform a
set of associated duties and obligations (e.g. monitoring a patient’s condition and assessing
their needs to provide the best possible care in the hospital) to fulfill the requirements of the
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social position to the satisfaction of others’ expectations (Solomon et al., 1985). As a result, the
behaviors of individuals can be predictable and context-specific depending on their social
position and situation (Hindin, 2007).

Researchers in relationship marketing have applied role theory to gain a better
understanding of customer–vendor interactions. Heide and Wathne (2006) suggested that
customers shaped the role of a vendor based on different decision-making patterns. Applying
the logic of consequences, customers aim to maximize the benefits resulting from a business
relationship with vendors. Applying the logic of appropriateness, however, customers aim to
create a relationshipwith vendors in exchange for friendship and enjoy the social exchange of
the relationship over economic benefit (Jones et al., 2008). Therefore, consumers have two
general expectations (i.e. the role of a friend and the role of a businessperson) in the context of
vendor roles (Jones et al., 2008).

Homburg et al. (2011) were the first to explicitly classify vendors’ customer-oriented sales
behaviors as FCO and RCO in the B2B marketing context, based on role theory. Unlike
consumer value theory, which explains how consumers make purchase decisions based on
the assessment of multiple value dimensions of a product/service (e.g. functional and social)
(Sweeney and Soutar, 2001), role theory focuses on customers’ expectations related to the
roles of vendors (i.e. role of a businessperson or role of a friend) rather than the product/
service itself (Homburg et al., 2011). Therefore, Homburg et al. (2011) defined FCO as a vendor
playing the role of a businessperson to perform a set of task-oriented behaviors to resolve
customers’ shopping problems. They defined RCO as a vendor playing the role of a friend
who established a personal relationship with customers. These two roles of the vendor have
been discussed in studies on personal selling. Vendors in the traditional role of
businesspersons serve as problem solvers who address customers’ shopping problems and
need to develop a business relationship with customers (Weitz and Bradford, 1999). The role
of a vendor as a friend has only recently received scholarly attention. Maintaining friendships
is considered an intrinsic motivation as customers enjoy the relationship with vendors and
these social relationships trigger expressive responses such as advocacy and altruism in
customers, directly benefiting vendors (Jones et al., 2008).

2.2 The literature on CO
Appendix A provides a summary of the studies on CO in the salesperson–customer
interaction. We searched the Social Sciences Citation Index (SSCI) to identify studies that
investigated the effects of CO on customer-related outcomes (e.g. customer satisfaction and
loyalty) and the effects of FCO and RCO on different variables. Studies involving the
following topics were not included: firm-level CO (e.g. the sub-dimension of market
orientation; Narver and Slater, 1990) andwebsite-level CO (e.g. Poddar et al., 2009), CO serving
only as a dependent variable, customer–service provider relationships in a call center,
hospital, restaurant, or the hospitality industry, and examinations of the effects of only a
single CO dimension on the vendor or firm performance (e.g. job satisfaction or sales
performance). After scanning the abstract and the research model section of all of the papers
found, we retained 23 of the 427 studies in the search results.

All except one of the studies listed in Appendix A were conducted in an offline business
context across B2B and B2C settings; the exception is a recent study that examined one CO
dimension in e-commerce (i.e.Wang and Zhang, 2016). This result implies that no study so far
has investigated CO and its effects in s-commerce. Most of the studies used a one-dimensional
CO measure developed by Saxe and Weitz (1982) that mainly measures the functional
dimension of CO as evaluated by salespeople. The different effects of the functional and
relational dimensions of CO on customer relationship outcomes have been largely ignored in
the literature. Although a few studies on CO have examined the different effects of FCO and
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RCO on customer loyalty (Homburg et al., 2011), vendor creativity (Miao andWang, 2016) and
sales performance (Zang et al., 2020), they have been limited to the B2B context. It is important
to understand the effects of FCO and RCO on a new sales environment that combines
commercial and social features, such as C2C s-commerce, because this combination of
features makes it difficult to predict the effects of the two types of CO (Weitz and
Bradford, 1999).

Researchers in marketing have criticized the evaluation of CO measured by salespeople
because although salespeople may believe that their selling behaviors are highly customer-
oriented, customers may not agree, resulting in bias (Donavan and Hocutt, 2001; Homburg
et al., 2011). Only two recent studies in the B2C context havemeasured FCO andRCO from the
customer’s perspective. Wieseke et al. (2014) examined both types of CO as moderators in the
relationship between negotiation intention and discount. However, the direct effect of CO on
customer relationship outcomes has not been examined. Bateman and Valentine (2015)
manipulated both FCO and RCO by using vignettes rather than measuring them. Thus, few
studies have measured FCO and RCO from the customer’s perspective. An investigation of
the associations between the two types of CO and customer-related outcomes (e.g.
satisfaction, repurchase intention and WOM intention) on the basis of customers’
perceptions can advance our understanding of CO.

Finally, researchers inmarketinghave longargued that the effectiveness ofCO is contingent
on different retail situations (Homburg et al., 2011; Saxe and Weitz, 1982). For example,
customers may perceive task-oriented selling to be more preferable when they need more
shopping advice and suggestions from the vendors to help them evaluate complex products
(Thompson et al., 2005), whereas their perception of the usefulness of functional selling
behaviors may be different in other selling contexts. However, only Homburg et al. (2011)
investigated the moderating effect of product characteristics on the influence of FCO and RCO.
A limitation of their study was that the product characteristics were assessed by sales
managers, not customers. They suggested that future studies could evaluate the product
features based on the perspectives of customers. This study fills this gap by examining the
moderating effects of product-specific features on the relationship between the two types of CO
and customer-related outcomes from the customer’s perspective in C2C s-commerce.

2.3 Extended ECM
As discussed, in the customer–vendor relationship, tension and confusion may arise when
vendors fail to meet the customer’s expectations of appropriate vendor behavior, and this
situation can result in negative consequences such as dissatisfaction (Hennig-Thurau et al.,
2006; Matta et al., 2015). Therefore, a theoretical framework is needed to explain how
customers confirm their expectations with regard to FCO and RCO affects their satisfaction
and post-consumption behaviors in C2C s-commerce. Expectation–confirmation theory
(ECT) (Oliver, 1980) was developed to explain customers’ product repurchase and service
continuance behaviors. ECT posits that repurchase intention is affected by the satisfaction of
customers’ prior use of the products or service. Customer satisfaction is affected by the
confirmation/disconfirmation of their expectation of performance. First, customer
satisfaction is a psychological state in relation to a cognitive assessment of the
expectation–performance discrepancy (i.e. (dis)confirmation) (Oliver, 1980). Second,
customers’ confirmation of expectation is jointly determined by the discrepancy between
pre-consumption expectation and the perceived performance of a specific product or service.
Third, based on the expectation–performance discrepancy, different (dis)confirmation
situations will occur. In recent information systems (IS) studies on the ECM, researchers have
used the terms “disconfirmation” and “confirmation” interchangeably (Bhattacherjee, 2001;
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Liao et al., 2017). Following this practice, in this study, the construct of confirmation in the
ECM is used to refer to the confirmation and disconfirmation status.

Bhattacherjee (2001) revised Oliver’s (1980) ECT by removing pre-consumption variables,
as it was argued that the influence of pre-consumption expectations was captured within
confirmation and satisfaction, whereas the revised ECM only focused on post-consumption
expectations (Liao et al., 2007). In the IS literature, post-consumption expectations in the ECM
have usually been represented by the cognitive belief of perceived usefulness. The reason for
this theoretical refinement is that the original ECT overlooked potential changes in
customers’ expectations over time and the way in which these changes affected subsequent
continuance decisions (Bhattacherjee, 2001). Therefore, the addition of post-consumption
expectations to the ECM reflects the change in customers’ initial expectations to a modified
expectation after the experience of using a product (Bhattacherjee, 2001).

Many studies on the ECM have criticized the original post-consumption expectation (i.e.
perceived usefulness) because it only represented the benefits resulting from IS usage in the
organizational context. To overcome this deficiency, perceived usefulness was replaced by
different variables such as perceived social capital (Chang and Zhu, 2012), perceived benefits
(Lin et al., 2012), perceived value (Hsu et al., 2015), and perceived online group-buying
characteristics (Zhang et al., 2015) in different research contexts. Furthermore, additional
theoretical extensions in the ECMare needed to broaden the scope of customer behavior in the
post-consumption stage and to enhance the applicability of the model in C2C s-commerce
(Thong et al., 2006). Therefore, this study adopts two types of CO based on role theory (i.e. the
role of a businessperson and the role of a friend), which serve as the customers’ post-
consumption expectations in the ECM, and explores how confirmation of customers’
expectations affects their satisfaction and post-consumption expectations.

3. Research model and hypothesis development
Figure 1 shows the research model. In the proposed model, first, the positioning of FCO and
RCO represents customers’ post-consumption expectations related to vendor roles (Homburg
et al., 2011). Second, post-consumption behaviors are expanded to include repurchase

Figure 1.
Research model
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intention and WOM intention to explore two important customer responses in the highly
competitive C2C s-commerce environment (Li and Liu, 2014). Third, product type and brand
awareness are key contextual factors in the shopping situation because customers’
evaluation process varies depending on these factors (Lemmetyinen et al., 2016; Park and Lee,
2009; Xiao and Benbasat, 2007; Yigit and Tıgli, 2018).

3.1 Confirmation, customer satisfaction, repurchase intention and positive WOM
According to the expectation–confirmation theory, expectation serves as a baseline or
standard of comparison for consumers to evaluate the actual performance of the product or
service (Bhattacherjee, 2001; Oliver, 1980). Expectation could be positively disconfirmed (i.e.
perceived performance goes beyond expectation), confirmed (i.e. perceived performance is
equal to expectation), or negatively disconfirmed (perceived performance falls below
expectation) (Jin et al., 2009). Positive confirmation leads to customer satisfaction because the
expected benefits of using the product or service are realized, whereas negative confirmation
hinders the achievement of customer satisfaction (Bhattacherjee, 2001). In this study, when
customers perceive that the actual vendor service is consistent with their expectations (i.e.
positively confirming their expectations regarding the roles of the vendor), this confirmation
leads to satisfaction because the expected benefits are realized. Therefore, we propose the
following hypothesis:

H1. The extent of confirmation of customer expectations positively affects customer
satisfaction.

Subsequently, when customers confirm their expectationswith regard to a product or service,
their satisfaction increases, which leads to a boost in continuance intention (Bhattacherjee,
2001) or repurchase intention (Jin et al., 2009; Oliver, 1980). For instance, in the case of mobile
applications, the likelihood of a repeat purchase by the customer largely depends on customer
satisfaction with positive usage experiences (Hsu and Lin, 2015). Similarly, when customers
are satisfied with the service or product offered by e-stores, they are likely to purchase from
the same store again (Liao et al., 2017). Drawing on social exchange theory, positive or
satisfying shopping experiences secure future returns and benefits and reduce uncertainty,
which encourages repeat purchases from customers (Wieseke et al., 2014). Therefore, we
propose the following hypothesis:

H2. Customer satisfaction positively affects customers’ repurchase intention.

When consumers are satisfied with the performance of online product or service providers,
theywill eagerly encourage others to use the products or services (Li and Liu, 2014). Similarly,
customers are likely to exhibit brand advocacy behaviors such asWOM intention when they
are satisfied with the experience of using the brand’s fan page (Huang and Chen, 2018). This
positive relationship can be explained based on motivation theory. Customers with a high
level of intrinsic motivation, such as altruism or enjoyment, are likely to promote a company
when they are satisfied (Arndt, 1967; Dichter, 1966). Therefore, we propose the following
hypothesis:

H3. Customer satisfaction positively affects customers’ WOM intention.

Li and Liu (2014) incorporatedWOM intention as an important post-consumption behavior in
the ECM and argued that users would recommend e-service providers to others when they
had a high continuance intention to use. Their study confirmed the positive effect of users’
continuance intention on their WOM behavior. When customers have a greater tendency to
make a repeat purchase from the same service provider, their intention to recommend the
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provider to others will be higher (Olaru et al., 2008). Therefore, we propose the following
hypothesis:

H4. Customers’ repurchase intention positively affects their WOM intention.

3.2 Confirmation, FCO, and RCO
Confirmation is a cognitive assessment of the discrepancy between expectation and
performance (Bhattacherjee, 2001). Drawing on cognitive dissonance theory, Bhattacherjee
(2001) suggested that rational individuals would adjust their post-consumption expectations
(e.g. post-adoption perceived usefulness of IS usage) when they found a discrepancy between
expectation and performance (Festinger, 1957). Positive confirmation (i.e. better than
expectation) elevates individuals’ post-consumption expectations, whereas negative
confirmation (i.e. worse than expectation) reduces these post-consumption expectations
(Bhattacherjee, 2001).

Studies on the ECM have demonstrated positive relationships between confirmation and
post-adoption (post-consumption) expectations across different contexts. Using motivation
theory, Lin et al. (2005) proposed that perceived usefulness and perceived playfulness served
as users’ post-adoption expectations, which represented the extrinsic and intrinsic benefits of
using web portals. They also found that when user expectations regarding the benefits of
using web portals were confirmed, their continuance intention increased. Hsu and Lin (2015)
expanded the original post-consumption expectation (i.e. perceived usefulness) to four
dimensions – performance value, emotional value, social value and value for money – based
on customer value theory. They argued that when the value received from mobile
applications positively fulfilled customers’ expectations, customers’ intention to reuse the
applications would increase. Their results confirmed the positive effect of confirmation on
these four value-related dimensions in the context of mobile application use.

Given these propositions, this study expands post-consumption expectations into FCO
andRCObased on role theory. FCO represents the role of a businessperson, who offers a set of
task-oriented selling behaviors for customers, including product recommendations or
customer assistance (Homburg et al., 2011). Drawing on cognitive dissonance theory, when
customers perceive that the performance of vendors’ task-oriented selling behaviors is better
than their expectation, the positive confirmation elevates their post-consumption
expectations, that is, the subsequent perceptions regarding the functional role of vendors
after the interaction (Bhattacherjee, 2001). Therefore, we propose the following hypothesis:

H5. Confirmation of customer expectations positively affects perceived FCO.

RCO represents the role of a friend who aims to develop a personal relationship with
customers by sharing common interests and aspects of personal life (Beatty et al., 1996).
According to cognitive dissonance theory, when customers confirm that vendors’ relational
selling behaviors match their expectations, customers reinforce their perceptions of RCO to
align with their experiences at the post-consumption stage to be more consistent with reality
(Bhattacherjee, 2001). Therefore, we propose the following hypothesis:

H6. Confirmation of customer expectations positively affects perceived RCO.

3.3 FCO, RCO, and customer satisfaction
Saxe andWeitz (1982) asserted that vendors with a high level of CO aimed to create long-term
customer satisfaction and avoid customer dissatisfaction. In other words, when the needs of
customers are met by vendors’ customer-oriented behaviors, customers will be satisfied
(Stock and Hoyer, 2005). Studies in marketing have demonstrated the positive relationship
between functional dimensions of CO and satisfaction (e.g. Goff et al., 1997; Homburg et al.,
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2009; Mullins et al., 2014; Stock and Bednarek, 2014; Stock and Hoyer, 2005; Susskind et al.,
2003). Therefore, we propose the following hypothesis:

H7. Perceived FCO positively affects customer satisfaction.

In C2C s-commerce, customers expect vendors to play not only the role of a businessperson,
helping customers solve shopping problems (Bai et al., 2015), but also the role of a friend,
developing social relationships and maintaining connections in groups of friends (Sun et al.,
2016). Studies have suggested that relational selling behaviors, such as showing great
interest in customers’ personal situations or discussing personal issues with them, fulfilled
customers’ social needs, which increased customer satisfaction (Reynolds and Beatty, 1999).
Thus, when customers perceive that a higher level of RCO is offered by s-commerce vendors,
this important personal relationship with sellers satisfies their social needs. Therefore, we
propose the following hypothesis:

H8. Perceived RCO positively affects customer satisfaction.

3.4 Moderating effects of product type
Researchers in marketing have argued that the effectiveness of CO depends on the
characteristics of the selling situation, such as the contact time with customers (Donavan
et al., 2004), customers’ communication styles and product characteristics (Homburg et al.,
2011). Second, role theory posits that although there is a common expectation regarding
appropriate role behaviors in the customer–vendor relationship, customers’ affective
responses may vary in different encounters and are likely to be moderated by the purchase
situation (Czepiel et al., 1982; Solomon et al., 1985). Third, the effect of customer-perceived
value on customer’s affective state may vary depending on the type of products
(Wongkitrungrueng and Assarut, 2020). Fourth, although previous studies have examined
the moderating role of product characteristics in the offline retailing context (Homburg et al.,
2011), the sales environment has changed substantially. In particular, the moderating role of
product features in customer–vendor interaction has not yet been explored for the online
shopping environment, specifically for C2C s-commerce (Weitz and Bradford, 1999);
therefore, there is an urgent need to investigate the moderating effect of product
characteristics in C2C s-commerce.

Studies have reported that product type and brand awareness were two important
determinants in customers’ shopping processes (Ho et al., 2015; Lu et al., 2014). As customers’
decision-making process during shopping differs based on product characteristics, their
affective states such as customer satisfaction may vary (Lemmetyinen et al., 2016; Parente
et al., 2002). Therefore, this study examines the moderating role of product type and brand
awareness in the relationship between the two types of CO and customer satisfaction.

Studies in marketing have discussed two major product types: search products and
experience products. Search products are characterized by product attributes (e.g. price, size
and color) that customers can obtain complete information about the product prior to
purchase (Nelson, 1974). For example, the attributes of search products such as furniture,
computer equipment, and electronic appliances can be obtained through information search
before shopping (Chiang and Dholakia, 2003). In contrast, experience products are products
whose attributes (e.g. taste, smell and touch) cannot be determined until purchase or products
for which information search related to their attributes is difficult and/or costly (Klein, 1998).
For instance, consumers find it difficult to evaluate food, movies and perfume before using
these products (Senecal and Nantel, 2004).

Several studies have considered product type as a moderator for customers’ decision-
making. For instance, Park and Lee (2009) suggested that when customers found it difficult to
evaluate product attributes, the demand for information about the product increased. In
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online marketplaces, customers require more online product reviews to reduce uncertainty
when evaluating experience products than when evaluating search products. Similarly, Xiao
and Benbasat (2007) argued that when evaluating an experience product, customers usually
relied more on help from others, such as suggestions and assistance from sales agents, to
make a shopping decision than they would when evaluating a search product. Xiao and
Benbasat (2007) postulated that product type moderated the effect of the use of a
recommendation agent on users’ trust of the recommendation agent in such amanner that the
effect on trust was higher in the case of experience products than in the case of search
products. Similarly, Ho et al. (2015) examined the moderating effect of product type on the
relationship between blog type and advertising attitude. They found that in the case of
experience products, expert blogs could offer professional recommendations and appraisals
to customers and that customers reliedmore on experts’ comments to form a better opinion of
the product than on typical blogs, suggesting that customers needed help from experts to
evaluate experience products. In contrast, customers were more confident about evaluating
the information on search products by themselves. Thus, customers could form a better
advertising attitude by viewing typical consumer blogs rather than expert blogs, which
implied that they required less information from experts when shopping for search products.

Homburg et al. (2011) proposed product complexity as a moderator of the relationship
between CO and customer loyalty. Customers require greater cognitive effort to assess
complex products than to assess simple products (Thompson et al., 2005). As a result,
customers accord more value to vendors’ FCO (e.g. assistance in product assessment) when
purchasing complex products. Therefore, FCO has a stronger influence on customer loyalty
in the case of complex products than in the case of simple products. This study argues that
the positive relationship between FCO and customer satisfaction is lower for search products
than for complex products because search products are similar to simple products and
therefore, customers can evaluate the features themselves, requiring less assistance from
vendors. Based on this discussion, we propose the following hypothesis:

H9. Product type has amoderating effect on the relationship between perceived FCO and
customer satisfaction such that the positive effect of perceived FCO on customer
satisfaction is weaker for a search product than for an experience product.

However, customers are also susceptible to overlooking product attributes that may reduce
their confidence when vendors attempt to exhibit relational behaviors to sell complex
products (Heitmann et al., 2007). When buying simple products, customers place emphasis on
relational selling behaviors to determine their loyalty towards vendors (Homburg et al., 2011).
This occurs because customers tend to focus less on understanding the features of the
product and pay more attention to the shopping environment (Andrews and Shimp, 1990).
Therefore, we argue that the positive influence of RCO on customer satisfaction is greater
when buying search products than when buying experience products because customers
have a greater focus on relational aspects in simple shopping situations. Based on this
discussion, we propose the following hypothesis:

H10. Product type has a moderating effect on the relationship between perceived RCO
and customer satisfaction such that the positive effect of perceived RCO on
customer satisfaction is stronger for a search product than for an experience
product.

3.5 Moderating effects of brand awareness
Brand awareness refers to the strength of the brand in the minds of customers, manifested in
their ability to recall and recognize the brand in different situations (Rossiter and Percy, 1987).
The brand name provides valuable information for customers to assess product quality and
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reduce shopping risk (Keller, 1993). Consequently, given a basket of products, consumers
tend to buy products with a reputable brand namewhenmaking a shopping decision. Ho et al.
(2015) stated that brand names represented complete information about a product and
provided an extrinsic cue for consumers to determine product quality. In contrast, consumers
found it hard to determine the product quality of lesser-known brands; therefore, they
required more information and sources from experts to justify choosing lesser-known
products. According to Wang and Yang (2010), given perceived credibility and familiarity,
customers were more willing to purchase products offered by brands with higher brand
awareness, thus suggesting that a credible brand may have a greater influence on purchase
intention when customers believe that the brand has high awareness. Yigit and Tıgli (2018)
examined the moderating effect of brand awareness on the relationship between perceived
risk and online impulse-buying behaviors. Their results showed that when customers had
limited time to make a purchase decision, the effects of perceived risk on their online impulse-
buying behavior might be weaker when brand awareness was high, suggesting that brand
awareness provides an extrinsic cue for customers to justify product quality.

Homburg et al. (2011) examined whether the relationship between CO and customer
loyaltywasmoderated by brand strength in traditional B2B industries. They found that task-
oriented selling behaviors were more important to customers when buying a product with a
weak brand than one with a strong brand because in the case of a weak brand, customers
would seek more information before making shopping decisions (Erdem and Swait, 1998).
Therefore, the authors stated that when buying a product with a higher level of brand
awareness within C2C s-commerce, the relationship between FCO and customer satisfaction
would be weakened, as customers knew the brand well and their reliance on vendors’
assistance was low. Based on this discussion, we propose the following hypothesis:

H11. Brand awareness has a moderating effect on the relationship between perceived
FCO and customer satisfaction such that the positive effect of perceived FCO on
customer satisfaction is weaker when brand awareness is stronger.

In contrast, when a lesser-known brand is sold using relational selling behavior, customers
may perceive vendors to be insincere and the purchase to be risky, which negatively affects
customer loyalty (Homburg et al., 2011). However, to develop loyalty, customers are likely to
expect relational selling behaviors, given that a stronger brand is associated with an
emotional value (Keller, 1993). Therefore, we posit that the relationship between RCO and
customer satisfaction will be positively moderated by products with higher brand awareness
as customers experience an associated emotional value, which increases satisfaction. Based
on this discussion, we propose the following hypothesis:

H12. Brand awareness has a moderating effect on the relationship between perceived
RCO and customer satisfaction such that the positive effect of perceived RCO on
customer satisfaction is stronger when brand awareness is stronger.

3.6 FCO, RCO, repurchase intention, and WOM intention
Repurchase intention andWOM intention are two critical outcomes of a long-term customer–
vendor relationship. In the highly competitive online marketplace, maintaining a relationship
with repeat customers is critical for business survival, as these customers are a stable source
of profit (Zhang et al., 2011). In addition, companies regard WOM as a valuable and reliable
asset because customer referral is a powerful tool that generates sales (Liu et al., 2016). Trusov
et al. (2009) claimed thatWOMmight help service providers attract new customers because it
had a long-lasting effect and a high response elasticity. To achieve these relationship
outcomes, researchers in marketing suggested that offering functional and social benefits to
customers might encourage loyalty to vendors (Reynolds and Beatty, 1999).
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Homburg et al. (2011) suggested that FCO might help customers make better shopping
decisions and fulfill their shopping needs by offering suitable products. When vendors offer
functional benefits to customers by performing a set of task-oriented services, the likelihood
of the customer revisiting the same store (Reynolds and Beatty, 1999) or purchasing from the
same salesperson (Homburg et al., 2014) increases. Therefore, we propose the following
hypothesis:

H13. Perceived FCO positively affects a customer’s repurchase intention.

RCOmay lead to the creation of a trusting and personal relationship with customers, which in
turn cultivates customer loyalty such as repurchase and WOM intention (Homburg et al.,
2011). For example, when vendors demonstrate care for customers, such as by sharing
personal experiences with customers and expressing concern about customers’ personal
situations, the warmth and care may encourage customers to make a purchase from the same
vendor in the future (Homburg et al., 2014). Therefore, we propose the following hypothesis:

H14. Perceived RCO positively affects a customer’s repurchase intention.

With regard to WOM intention, offering functional benefits to customers will increase their
willingness to share their purchasing experiences with friends (Reynolds and Beatty, 1999).
When customers believe that functional selling behaviors, such as a detailed explanation of
the product usage and an accurate description of a product, help them in making a better-
informed shopping decision, their willingness to spread positiveWOM to others will increase
(Homburg et al., 2014). Therefore, we propose the following hypothesis:

H15. Perceived FCO positively affects a customer’s WOM intention.

Furthermore, when vendors make an effort to maintain a good relationship with customers,
customers are more willing to recommend the vendors to others (Homburg et al., 2014). In this
study, we suggest that when customers’ social needs are satisfied through vendors’ relational
selling behaviors, the customers’ intention to encourage others to shop from the vendors will
increase. Therefore, we propose the following hypothesis:

H16. Perceived RCO positively affects a customer’s WOM intention.

4. Research methodology
4.1 Sample and data collection
In this study, the targeted respondents were WeChat users who had purchased products or
services from WeChat social-commerce vendors. WeChat is the most popular social-
commerce platform in China, withmore than 1.2 billion activemonthly users in 2020 (Statista,
2020). China is the world’s largest s-commerce market, with an estimated market value of
2,419 billion yuan in 2022 (Fung Business Intelligence, 2019). In particular, 15 million users
used WeChat to exchange product-related information and conduct sale activities through a
reliable circle of friends (iResearch, 2017). The relationship between vendors and customers
under these circumstances may either be a friendship or a business relationship. Therefore,
WeChat was considered an appropriate C2C s-commerce platform for data collection. We
used Sojump’s (https://www.wjx.cn/) paid sampling service to collect primary data from
s-commerce users on WeChat. Sojump, a credible online survey platform, had 2.6 million
sample resources from different Chinese cities, thus ensuring the randomness of data
collection. Researchers may find it difficult to directly collect data from SNS users because of
privacy settings implemented by SNS developers. Therefore, we followed the approach used
in previous empirical studies on s-commerce to collect data from s-commerce users (e.g. Zhou
et al., 2013; Zhang et al., 2016; Lien et al., 2017; Chi, 2018). If a registered member responded to
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the survey invitation through email or mobile applications, Sojump awarded each valid
respondent with virtual points for redeeming gifts or monetary rewards after survey
completion. Depending on the complexity of the questionnaire, Sojump charged clients
approximately RMB6 to RMB100 per valid response (Lien et al., 2017). After removing
responses completed in an unreasonably short amount of time and those with identical
answers to all questions from a total of 315 responses, 273 valid responses remained. Table 1
presents the characteristics of the respondents. In this study, potential non-response bias was
tested by comparing the responses of early and late respondents because if the perceptions of
the respondents did not represent the entire sample to which the questionnaire was
distributed, non-response bias would be present (Armstrong and Overton, 1977; Jiang et al.,
2004). This study adopted the approach of previous studies by treating the first and the last
70 questionnaires received as the early and late responses (Armstrong and Overton, 1977;
Kwahk and Lee, 2008). The chi-square test did not show significant differences (p > 0.05)
between early and late respondents across all of the demographic variables, including gender,
age, education, and s-commerce shopping experience (Kwahk and Lee, 2008). Therefore, there
was no response bias in this study. Table 2 shows the percentages for the categories of the
demographic variables for early and late respondents, as well as the p-values for the Chi-
square tests.

4.2 Instruments of measurement
The constructs in this studywere adopted from previous studies and the termsweremodified
to suit the s-commerce context. The term “WeChat shopping” – the purchase of products or
services from WeChat vendors – was used to simplify sentence structure and improve the
readability of measurement items. The measurement items and their sources are available in
Appendix B. The questionnaire was translated from English to Chinese and then translated
back to English through the back-translation process with the assistance of four IS and
marketing professors to ensure consistency in meaning (Bhalla and Lin, 1987). A five-point
Likert scale was used to measure all constructs.

5. Data analysis and results
We used SmartPLS 3.2.8 for data analysis through partial least squares structural equation
modeling (PLS-SEM).We chose PLS-SEMbecause of its advantages (Hair et al., 2017). First, it

Attributes Category Frequency Percentage

Gender Male 96 35
Female 177 65

Age 18–24 34 12
25–30 101 37
31–40 103 38
41–50 28 10
Above 50 7 3

Education High school or below 8 3
Diploma or relative course 44 16
Bachelor’s degree 205 75
Master’s degree or above 16 6
Less than 1 year 53 19

S-commerce shopping experience 1–2 years 108 40
3–5 years 88 32
More than 5 years 24 9

Table 1.
Demographic
characteristics

(N 5 273)
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is suitable for studies with many constructs. Second, it complements exploratory research
with a combination of explanation and prediction. Third, it is appropriate for a small sample
size (e.g. ≤500) (e.g. Leung et al., 2022; Shi et al., 2022).

5.1 Measurement model
As shown in Table 3, factor loadings were greater than or equal to 0.70 for all of the
measurement items except FCO2, FCO5, and RCO2, and therefore, these three items were
removed. FromTable 3, the values of AVEwere greater than 0.5 and ranged from 0.59 to 0.88.
In addition, the composite reliability ranged from 0.82 to 0.94, which was greater than the 0.7
thresholds (Hair et al., 2017), thus confirming convergent validity. Discriminant validity was
satisfiedwith the Fornell and Larcker (1981) criterion; the square roots of all of theAVEswere
larger than the corresponding correlations (see Table 4). Discriminant validity was also
verified using the Heterotrait andMonotrait (HTMT) ratio (Henseler et al., 2015). As shown in
Table 5, all of the HTMTvalueswere lower than the 0.90 criterion except for the CS–RI pair of
constructs. Although the degree of discriminant validity was fair, multicollinearity could be a
point of concern. Therefore, a variance inflation factor (VIF) test was performed to assess the
potential issue of multicollinearity. The statistical results indicated that the VIF values for all
of the constructs ranged from 1.16 to 2.43, which were much lower than the threshold of 5
(Diamantopoulos and Winklhofer, 2001), thereby indicating that multicollinearity was not a
concern. Harman’s single-factor test was performed to check the potential issue of common
method bias (CMB) because the samples had been collected from a single source and were
self-reported (Podsakoff et al., 2003). The results revealed that the single factor accounted for
35% of the variance, which was less than the 50% threshold. Furthermore, the unrelated
marker variable was added to the model to examine the CMB (Podsakoff et al., 2003; Tehseen
et al., 2017). We compared the change in the R2 values of the endogenous constructs before
and after adding the marker variable for repurchase intention (i.e. 0.523–0.5315�0.008) and
for WOM intention (i.e. 0.490–0.4915 �0.001). Differences of 0.008 and 0.001 were found in
the R2 value of two endogenous constructs (i.e. repurchase intention and WOM intention)

Attributes Category
Early response

(n 5 70)
Late response

(n 5 70)

p-value for the
Pearson’s

Chi-square test

Gender Male 38.6% 38.6% 1.00
Female 61.4% 61.4%

Age 18–24 15.7% 7.1% 0.24
25–30 35.7% 42.9%
31–40 32.9% 41.5%
41–50 10% 7.1%
Above 50 5.7% 1.4%

Education High school or
below

0% 1.4% 0.37

Diploma or relative
course

17.1% 11.4%

Bachelor’s degree 74.3% 82.9%
Master’s degree or
above

8.6% 4.3%

Less than 1 year 18.6% 18.6%
S-commerce shopping
experience

1–2 years 42.9% 37.1% 0.87
3–5 years 31.4% 34.3%
More than 5 years 7.1% 10%

Table 2.
Analysis of non-
response bias
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Constructs Items Factor loading Mean Median SD

Perceived Functional customer Orientation (FCO)
CR 5 0.82, AVE 5 0.60

FCO1 0.70 3.56 4.00 0.77
FCO3 0.83 3.62 4.00 0.70
FCO4 0.79 3.34 3.00 0.80

Perceived Relational customer Orientation (RCO)
CR 5 0.83, AVE 5 0.62

RCO1 0.71 3.77 4.00 0.67
RCO3 0.81 3.36 3.00 0.94
RCO4 0.83 3.44 4.00 0.89

Confirmation (CF)
CR 5 0.86, AVE 5 0.67

CF1 0.85 3.64 4.00 0.74
CF2 0.77 3.67 4.00 0.81
CF3 0.84 3.82 4.00 0.68

Customer satisfaction (CS)
CR 5 0.85, AVE 5 0.59

CS1 0.80 3.95 4.00 0.57
CS2 0.73 3.84 4.00 0.74
CS3 0.75 3.84 4.00 0.75
CS4 0.81 3.96 4.00 0.67

Repurchase Intention (RI)
CR 5 0.86, AVE 5 0.67

RI1 0.81 4.11 4.00 0.65
RI2 0.83 3.69 4.00 0.83
RI3 0.81 3.85 4.00 0.82

Word-of-Mouth Intention (WOM)
CR 5 0.87, AVE 5 0.62

WOM1 0.78 3.80 4.00 0.76
WOM2 0.72 3.94 4.00 0.80
WOM3 0.80 3.87 4.00 0.76
WOM4 0.84 3.72 4.00 0.81

Brand Awareness (BA) BA1 0.87 3.75 4.00 0.66
CR 5 0.87, AVE 5 0.77 BA2 0.89 3.85 4.00 0.70
Product Type (PT) PT1 0.94 3.81 4.00 0.71
CR 5 0.94, AVE 5 0.88 PT2 0.93 3.58 4.00 0.97

Note(s): FCO2, FCO5 and RCO2 were deleted because of low factor loading (<0.7)

Constructs FCO RCO CF CS RI WOM BA PT

FCO 0.77
RCO 0.37 0.79
CF 0.52 0.28 0.82
CS 0.50 0.34 0.69 0.77
RI 0.47 0.29 0.66 0.71 0.82
WOM 0.42 0.38 0.60 0.64 0.62 0.79
BA 0.34 0.34 0.42 0.47 0.44 0.37 0.88
PT 0.30 0.11 0.35 0.30 0.36 0.27 0.38 0.94

Note(s): The italic diagonal is the square root of AVE

Constructs FCO RCO CF CS RI WOM BA PT

FCO
RCO 0.55
CF 0.72 0.39
CS 0.69 0.47 0.90
RI 0.65 0.40 0.88 0.93
WOM 0.56 0.52 0.77 0.82 0.80
BA 0.49 0.49 0.57 0.64 0.60 0.50
PT 0.39 0.14 0.43 0.37 0.44 0.33 0.49

Table 3.
Reliability and validity

Table 4.
Discriminant validity:

Fornell-Larcker
criterion

Table 5.
Discriminant validity:

HTMT ratio

Customer
orientation in

social
commerce



after partialling out the marker variable; these differences were not significant (less than
0.10), indicating that CMB was not a concern.

Endogeneity is a potential problem in PLS-SEM when an independent variable is
correlated with the error term of the dependent variable to which it is related (Bascle, 2008).
We followed the steps in the study by Sarstedt et al. (2020) to check the issue of endogeneity
by using a Gaussian copula approach. First, we verified whether our variables, which
potentially exhibited endogeneity, were non-normally distributed. We performed the
Lilliefors-corrected Kolmogorov–Smirnov test on the latent variable scores of the
independent variables for WOM intention (i.e. FCO, RCO, CS, and RI) in the PLS path
model’s regressions. The results showed that none of the independent variables had normally
distributed scores, thereby supporting the use of Park and Gupta’s (2012) Gaussian copula
approach. Table 6 presents the results of the Gaussian copula test for 15model combinations.
None of the values of the Gaussian copula for each construct was significant (p > 0.05),
suggesting that endogeneity was not present in this study.

5.2 Hypothesis testing
Figure 2 shows the results of the test of the structural model. Figure 2 illustrates that
confirmation positively affected FCO (β5 0.52, p< 0.001) and RCO (β5 0.28, p< 0.001), thus
providing support for H5 and H6, respectively. Confirmation explained 27 and 8% of the
variance in FCO andRCO, respectively. Themodel explained 58%of the variance in customer
satisfaction. Confirmation had the strongest significant effect (β 5 0.54, p < 0.001), followed
by RCO (β 5 0.12, p < 0.05) and FCO (β 5 0.11, p < 0.05). Therefore, H1, H7 and H8 were
supported. In addition, the model explained 52% of the variance in repurchase intention,
which was significantly affected by customer satisfaction (β 5 0.63, p < 0.001), followed by
FCO (β5 0.15, p< 0.05), thus providing support for H2 and H13, respectively. However, RCO
was not significantly related to repurchase intention (β 5 0.02, p > 0.05), thus leading to the
rejection of H14. The model explained 49% of the variance in WOM intention, which was
significantly affected by customer satisfaction (β 5 0.35, p < 0.001), repurchase intention
(β5 0.30, p< 0.001), and RCO (β5 0.16, p< 0.01), thus providing support for H3, H4, andH16,
respectively. FCO had no effect on customers’ WOM intention (β 5 0.04, p > 0.05), thus
leading to the rejection of H15.

The moderating effect of product type on the association between FCO and customer
satisfactionwas non-significant (β5 0.09, p>0.05), thus leading to the rejection ofH9. Product
type was found to have a significant negative moderating effect on the relationship between
RCOand customer satisfaction (β5�0.16, p<0.01), i.e. the positive effect of RCOon customer
satisfaction was found to be weaker for search products than for experience products,
contradicting the positive moderating effect assumption, H10, leading to its rejection. The
moderating effect of brand awareness on the relationship between FCO and customer
satisfaction was negative and significant (β 5 �0.12, p < 0.05), thus providing support for
H11. Brand awareness was found to have no moderating effect on the relationship between
RCO and customer satisfaction (β 5 0.09, p > 0.05), thus leading to the rejection of H12.

6. Discussion and implications
This study, based on the integration of role theory with the ECM, is one of the first to
explicitly explore how customers’ confirmation affects post-consumption expectations with
regard to vendor roles (i.e. FCO and RCO). We also investigated how FCO and RCO affect
customer satisfaction and post-consumption behavior (i.e. repurchase intention and WOM
intention) in C2C s-commerce. Drawing from studies on adaptive selling, we examined the
moderating effects of product characteristics on the relationship between CO and customer
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Test Construct Coefficient p-value

Gaussian copula of model 1 (endogenous variables: FCO) FCO �0.02 0.87
RCO 0.15 0.00
CS 0.35 0.00
RI 0.30 0.00
CFCO 0.06 0.60

Gaussian copula of model 2 (endogenous variables: RCO) FCO 0.04 0.40
RCO 0.18 0.21
CS 0.35 0.00
RI 0.30 0.00
CRCO �0.02 0.86

Gaussian copula of model 3 (endogenous variables: CS) FCO 0.05 0.36
RCO 0.15 0.00
CS 0.45 0.00
RI 0.30 0.00
CCS �0.09 0.26

Gaussian copula of model 4 (endogenous variables: RI) FCO 0.04 0.41
RCO 0.16 0.00
CS 0.35 0.00
RI 0.32 0.00
CRI �0.01 0.88

Gaussian copula of model 5 (endogenous variables: FCO, RCO) FCO �0.07 0.65
RCO 0.25 0.14
CS 0.35 0.00
RI 0.30 0.00
CFCO 0.11 0.44
CRCO �0.09 0.56

Gaussian copula of model 6 (endogenous variables: FCO, CS) FCO �0.13 0.39
RCO 0.15 0.00
CS 0.51 0.00
RI 0.30 0.00
CFCO 0.16 0.21
CCS �0.14 0.11

Gaussian copula of model 7 (endogenous variables: FCO, RI) FCO �0.05 0.73
RCO 0.15 0.00
CS 0.35 0.00
RI 0.34 0.00
CFCO 0.09 0.50
CRI �0.03 0.65

Gaussian copula of model 8 (endogenous variables: RCO, CS) FCO 0.05 0.37
RCO 0.14 0.36
CS 0.45 0.00
RI 0.30 0.00
CRCO 0.02 0.90
CCS �0.09 0.27

Gaussian copula of model 9 (endogenous variables: RCO, RI) FCO 0.04 0.40
RCO 0.18 0.24
CS 0.35 0.00
RI 0.31 0.00
CRCO �0.02 0.89
CRI �0.01 0.91

Gaussian copula of model 10 (endogenous variables: CS, RI) FCO 0.05 0.33
RCO 0.16 0.00
CS 0.50 0.00
RI 0.23 0.06
CCS �0.13 0.19
CRI 0.06 0.47

(continued )
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satisfaction. The research model also revealed findings that have not yet been extensively
discussed in the literature.

First, the findings reinforce the importance of confirmation in strengthening customer
satisfaction and, subsequently, influencing post-consumption behavior in C2C s-commerce.
These results are consistent with those from prior studies on the ECM (Bhattacherjee, 2001),
suggesting that when customers confirm their expectations after evaluating the actual
performance of vendors against their pre-consumption expectations, the level of satisfaction
increases, which encourages repeat purchase andWOM in C2C s-commerce. The results also
indicate that customers are likely to share positive shopping experiences with others when
they have a high intention to repurchase; these findings are consistent with those in the study
by Li and Liu (2014) on e-service post-adoption behavior.

Second, confirmation has a significant influence on customers’ post-consumption
expectations (i.e. FCO and RCO). These findings are consistent with studies on extended
ECMs. For instance, Lin et al. (2005) found that confirmation exerted a positive effect on both
extrinsic and intrinsic post-adoption expectations when using web portals. This finding
indicated that when users’ pre-consumption expectations were confirmed, after adoption,

Test Construct Coefficient p-value

Gaussian copula of model 11 (endogenous variables: FCO, RCO, CS) FCO �0.18 0.30
RCO 0.25 0.14
CS 0.51 0.00
RI 0.30 0.00
CFCO 0.21 0.17
CRCO �0.09 0.55
CCS �0.14 0.11

Gaussian copula of model 12 (endogenous variables: FCO, RCO, RI) FCO �0.10 0.56
RCO 0.25 0.15
CS 0.35 0.00
RI 0.34 0.00
CFCO 0.13 0.38
CRCO �0.09 0.56
CRI �0.03 0.66

Gaussian copula of model 13 (endogenous variables: FCO, CS, RI) FCO �0.11 0.47
RCO 0.15 0.00
CS 0.54 0.00
RI 0.25 0.04
CFCO 0.15 0.26
CCS �0.17 0.11
CRI 0.04 0.64

Gaussian copula of model 14 (endogenous variables: RCO, CS, RI) FCO 0.05 0.33
RCO 0.15 0.31
CS 0.50 0.00
RI 0.23 0.06
CRCO �0.13 0.19
CCS 0.00 0.98
CRI 0.06 0.48

Gaussian copula of model 15 (endogenous variables: FCO, RCO, CS, RI) FCO �0.16 0.35
RCO 0.25 0.14
CS 0.54 0.00
RI 0.25 0.04
CFCO 0.20 0.20
CRCO �0.10 0.54
CCS �0.17 0.11
CRI 0.04 0.63

Note(s): c indicates the value of Gaussian copulas in the modelTable 6.
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their perceived usefulness and playfulness when using web portals would increase to
converge with reality. Hsu and Lin (2015) found that users’ post-adoption expectations with
regard to four values in the context of the usage of mobile applications were significantly
affected by confirmation, suggesting that users’ post-adoption perceived values would be
elevated after the actual performance of mobile applications was realized. Our results show
that when customer expectations and vendors’ actual performance are consistent, customers’
post-consumption expectations regarding the role of a businessperson (i.e. FCO) and the role
of a friend (i.e. RCO) will be elevated to match their experience, which is consistent with
cognitive dissonance theory (Festinger, 1957).

Third, this study found a positive relationship between the two types of CO (FCO and
RCO) and customer satisfaction and the effects of FCO and RCO on customer satisfaction
were similar. Studies on traditional marketing have reported that customers were satisfied
with vendors’ services or products when they perceived high functional and social benefits
(Reynolds and Beatty, 1999). Our empirical results are consistent with those from previous
studies, suggesting that both vendors’ business and social roles are important for customer
satisfaction in C2C s-commerce. Although the main characteristic of s-commerce is its ability
to help customers improve their own shopping experiences in the future by seeking opinions
and information from other SNS users and friends (Ng, 2013), the initial design of SNSs aimed
to facilitate social interaction and social support between users to help them build close
relationships with each other (Hofer and Aubert, 2013). Therefore, although customers
engaging in social shopping expect their vendors to perform the role of a businessperson to
satisfy their shopping needs, they also seek personal relationships.

Fourth, this study found that the two types of CO had different effects on customers’ post-
consumption behavior. Repurchase intention was found to be positively influenced by FCO
but not RCO. Similar results were reported by Gremler and Gwinner (2000), who
demonstrated that the personal connection between customers and service providers, such
as caring for and interacting with each other, had no effect on customers’ continuance
intention. One interpretation of these results could be that customers’ intention to repeat
purchases depends on how vendors help customers evaluate their shopping needs. In C2C
s-commerce, this help may be in the form of offering the right products or assisting in making
a satisfactory shopping decision rather than interacting socially. However, WOM intention
was significantly influenced by RCO but not FCO. Studies have suggested that after
customers have committed to a relationship with vendors at a personal level, they would be
more concerned about the vendors and might even help other customers. This results in
advocacy and altruistic behaviors such as spreading positive WOM (Jones et al., 2008; Price
and Arnould, 1999). Customers share their positive consumption experiences with others
after perceiving that the vendors are engaging in relational behaviors such as social sharing
and sharing personal interests rather than functional behaviors alone.

The results showed that product characteristics did not have moderating effects on the
relationship between FCO and customer satisfaction, consistent with the findings by
Homburg et al. (2011). However, product type had a negative moderating effect on the
relationship between RCO and customer satisfaction (β 5 �0.16, p < 0.01), i.e. the positive
effect of RCO on customer satisfaction was weaker for search products than for experience
products. This finding, however, contradicts the finding by Homburg et al. (2011). We found
that when buying search products (i.e. product attributes can be assessed prior to use),
customers would feel less satisfied if vendors engaged too strongly in relational selling
behaviors. According to Maier et al. (2015), social media users felt more exhausted and less
satisfied when subjected to intensive and frequent social interaction. Drawing on the concept
of social overload, a possible explanation for these findings is that when customers can easily
evaluate product attributes, relational selling behaviors such as social interaction and
relationship development may not be necessary or may even interrupt their shopping, which
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lowers satisfaction. However, when buying experience products, whose attributes are not
known until purchase (Klein, 1998), the customer may rely on vendor trust that is established
through the relationship-building process.

The results also demonstrated that brand awareness negatively moderated the
relationship between FCO and customer satisfaction, suggesting that when purchasing a
product with a high level of brand awareness, the relationship between vendors’ functional
selling behaviors and customer satisfaction was weakened. This finding is consistent with
that of Homburg et al. (2011), who established that customers relied less on vendors’
assistance when buying a known brand. In this study, brand awareness had no effect on the
relationship between RCO and customer satisfaction, whereas Homburg et al. (2011) found a
positive moderating effect. To explain the positive moderating effect, Homburg et al. (2011)
contended that customers of strong brands were more likely to expect affective sales
behaviors. Unlike in B2B selling, vendors in C2C s-commerce may not represent the brand. In
s-commerce, customers may have very moderate expectations with regard to vendors
engaging in affective salesperson behaviors even though they may be selling a strong brand.

6.1 Theoretical implications
First, although studies have extensively investigated customers’ acceptance of the intention
to participate in social shopping, few studies have examined post-consumption behaviors in
the s-commerce context. This study contributes to a better understanding of customers’ post-
consumption behaviors in C2C s-commerce, where competition between vendors is high and
intense, by incorporating the ECM with the CO perspective.

Second, although previous studies on s-commerce have examined the customer–vendor
relationship from either a functional perspective (Yahia et al., 2018) or a social perspective
(Sun et al., 2016), a theoretical extension to customers’ expectations of different vendor roles
does not exist in the s-commerce literature. To the best of our knowledge, no study has
distinguished between the role of a friend and the traditional role of a businessman played by
a vendor in s-commerce. It is critical to understand which role is more important in improving
customer-related outcomes (e.g. customer satisfaction), as C2C s-commerce is a new sales
environment in which customers may rely more on a specific role of a vendor (Weitz and
Bradford, 1999) or may even be contingent on different selling situations (Homburg et al.,
2011). Furthermore, Chen and Shen (2015) suggested that future studies on s-commerce
should explore different relationship-related antecedents of post-consumption behaviors. To
fill these gaps, this study makes the theoretical contribution of extending the ECM by
replacing the perceived usefulness of IS usage with CO constructs – in the form of two post-
consumption expectations (i.e. FCO and RCO) – from the perspective of role theory. The
results of this study confirmed that both FCO and RCO positively affected customer
satisfaction, suggesting that both business and social roles are important to customers in
C2C s-commerce. In addition, the findings revealed that customers’ repurchase intention was
determined by vendors’ functional selling behaviors, whereas WOM intention was affected
by relational selling behaviors. Thus, this study contributes to the s-commerce literature by
demonstrating that different post-consumption expectations with regard to vendor roles
affect customers’ post-consumption behaviors differently.

Third, in this study, we measured both FCO and RCO from a customer’s perspective to
reflect customer expectations. CO evaluation by salespeople is likely to result in bias as
salespeople may believe that they are highly customer-oriented but customers may not agree
(Donavan andHocutt, 2001). In only two previous studies, FCO and RCOweremeasured from
a customer’s perspective, but they were used as moderators (Wieseke et al., 2014) or
manipulated in vignettes without being measured (Bateman and Valentine, 2015). Thus, this
study offers fresh insights into applications of CO within the C2C marketing literature.
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Finally, given that the effectiveness of CO depends on the shopping situation (Homburg
et al., 2011), this study further contributes to the adaptive selling literature by empirically
examining the moderating role of product characteristics (i.e. product type and brand
awareness) in the CO–customer satisfaction relationship in a social shopping environment,
thus enhancing the theoretical understanding of CO effectiveness in different situations.

6.2 Managerial implications
Studies have reported customers’ reluctance to repeat purchases from the same s-commerce
platform (Lim et al., 2012); therefore, practitioners of s-commerce, including vendors and
platform developers, are devoting considerable effort and resources to maintain business
viability. This study offers empirical support for practitioners to implement selling strategies
and customer expectation management in C2C s-commerce. First, the results showed that
customers’ perceptions of FCO behaviors enhanced customer satisfaction and repurchase
intention. Therefore, vendors should exhibit a set of task-oriented behaviors such as product
recommendations and customer needs assessment to increase the level of customer
satisfaction, which will encourage customers to purchase more products or services.
Specifically, vendors should determine the needs of customers rather than presenting
advanced sales pitches and offering products that customers do not want.

Second, the results showed the positive influence of RCO on customer satisfaction and
WOM intention. Therefore, vendors should develop a personal relationship with customers
because it can improve customer satisfaction andWOM intention. To develop friendshipwith
customers, vendors could share interesting information, including travel and dining
experiences, through social sharing functions on s-commerce platforms. Vendorsmay also be
able to attract customers’ attention and determine common topics of interest by sharing
interests and hobbies on news feeds.

Third, the results confirmed a negative moderating effect of product type on the
relationship between RCO and customer satisfaction. When selling search products to
customers, vendors should pay attention to the effect of their relational selling behaviors on
customer satisfaction. Vendors should avoid excessive relational behaviors, such as sharing
common interests or interesting topics with customers, and should place greater focus on
functional selling approaches. Furthermore, as the relationship between FCO and customer
satisfaction is negatively moderated by brand awareness, in the case of a product with a low
level of brand awareness, customers are more receptive to FCO behavior and value advice
and suggestions from vendors. When selling a product with a high level of brand awareness,
vendors should avoid excessive functional selling behaviors as customers are aware of well-
known brands. In this situation, a mismatch between the expected and actual functional
behavior will weaken the level of customer satisfaction.

Finally, managers of s-commerce platforms will benefit by focusing on improving
commercial and social sharing functions as both FCO and RCO have positive effects on
customer satisfaction and post-consumption behavior. For example, the commercial functions
of platforms enable vendors to explain product features.Managers could add tool functions that
enable customers to measure the size of products, or they could use tags that explain product
features in posts. Interactive features within sharing functions such as live-streaming and
short-video sharing for vendors and customers may help in the development of relationships.

7. Limitations and future research
Although the findings of this study are interesting, it has several limitations, which could be
addressed in future studies.We collected data from a relatively small sample ofWeChat users
in China, which may limit the generalizability of the results. Future studies could test the
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generalizability of these findings by collecting a sample that is larger and is drawn from other
s-commerce platforms, such as Facebook and Instagram, and other countries. Another
limitation of our study is that the product type and brand awareness were measured using 2-
item scales. Future studies could use scales with more items to facilitate the assessment of
scale dimensionality.

In the literature review of CO, we found that no previous study had examined the effect of
FCO and RCO in the s-commerce environment. The results of our study indicated that FCO
and RCO influenced customer satisfaction, repurchase intention, and WOM intention. In
addition, the results showed that FCO and RCO had different effects on these outcome
variables. It will be useful to conduct a more detailed investigation on this topic to gain a
better understanding of how CO affects customer behavior in the s-commerce environment,
particularly the swift guanxi in buyer-seller relationships.

We tested the moderating effect of brand awareness and product type (search vs
experience products) in our research model and found that theymoderated the effects of FCO
and RCO. As discussed previously, customers may prefer different customer-oriented selling
behaviors from vendors under different purchasing situations; therefore, exploring
additional moderators, such as customers’ involvement with the products and the
perceived ability of the s-commerce sellers could further enrich the literature. Moreover,
because the results in this study confirmed the importance of brand awareness in driving
consumers’ satisfaction and their subsequent behavioral responses, future studies could
investigate the constructs associated with the Awareness, Interest, Desire andAction (AIDA)
model, such as affective responses (Yeh et al., 2017), perceived information quality, and
searching intention (Xu and Schrier, 2019), to enhance the comprehensiveness of the study in
the area of s-commerce. Although customer satisfaction is the dominant affective reaction at
the post-consumption stage, other potentially negative reactions, such as regret, could be
considered in future studies to explore the effects of CO on various affective reactions.
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Appendix B

Constructs Questionnaire items Sources

Perceived functional
customer orientation (FCO)

FCO1: My WeChat vendors offer help to find out my
actual needs

Thomas et al.
(2001)

FCO2*: My WeChat vendors have my best interest in
mind
FCO3: My WeChat vendors recommend their products
that meet my needs
FCO4: My WeChat vendors recommend their products
that suited me best
FCO5*: My WeChat vendors find out what kinds of their
products meet my needs

Perceived relational customer
orientation (RCO)

RCO1: My WeChat vendors establish a personal
relationship with me

Homburg et al.
(2011)

RCO2*:MyWeChat vendors show interest inmy personal
situation
RCO3: My WeChat vendors often share with me about
interesting issues such as their traveling and dining
experiences
RCO4: My WeChat vendors often share our common
interests or hobbies with me

Confirmation (CF) CF1: My experience with WeChat shopping was better
than what I expected

Liao et al. (2007)

CF2: The service level provided byWeChat shopping was
better than what I expected
CF3: Overall, most of my expectations from WeChat
shopping were confirmed

Customer satisfaction (CS) CS1: My overall experience of WeChat shopping was
satisfying

Liao et al. (2007)

CS2: My overall experience of WeChat shopping was
pleasing
CS3: My overall experience of WeChat shopping was
contented
CS4: My overall experience of WeChat shopping was
delighting

Repurchase intention (RI) RI1: I intend to continue WeChat shopping rather than
discontinue

Liao et al. (2007)

RI2: My intentions are to continue WeChat shopping
instead of using any alternate means
RI3: If I could, I would like to continue WeChat shopping
as much as possible

Word-of-mouth intention
(WOM)

WOM1: I would tell others positive things about WeChat
shopping

Li and Liu
(2014)

WOM2: I would provide others with information on
WeChat shopping
WOM3: I am likely to recommendWeChat shopping tomy
friends or acquaintances
WOM4: I am likely to encourage others to consider
WeChat shopping

(continued )

Table B1.
Constructs and
measurement items
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Constructs Questionnaire items Sources

Brand awareness (BA) BA1: When shopping on WeChat, I can recognize the
brand of the products that I purchased from my
BA2: WeChat vendors among other competing brands

Yoo and
Donthu (2001)

BA3:When shopping onWeChat, I am aware of the brand
of the products that I purchased frommyWeChat vendors

Product type (PT) PT1: When shopping on WeChat, I have the ability to
judge the importance of product attributes and
performance before I shopped or purchased from my
WeChat vendors
PT2: When shopping on WeChat, I can easily judge the
importance of product attributes and performance before I
shopped or purchased from my WeChat vendors

Lu et al. (2014)

Note(s): *FCO2, FCO5, and RCO2 were deleted because of low factor loadings (<0.7) Table B1.
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