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Customer engagement behavior is a critical success factor for community

e-commerce. While many community e-commerce websites are currently

improving service quality to enhance customer engagement behavior, little

is known about how such e-services affect customer engagement behavior.

Building upon the stimulus-organism-response (SOR) model, this study

developed a research model to explain how e-service quality of community

e-commerce platform affects customer engagement behavior through

customer trust and perceived risk. The research model was empirically

evaluated by surveying 326 customers who have shopped through the

community e-commerce platforms. The results indicate that e-service quality

(system design, intelligent fulfillment, security assurance, and interactive

service) positively affects customer engagement behavior. Besides, customer

trust and perceived risk play a mediating role between e-service quality

and customer engagement behavior. This study offers recommendations to

managers on how to build an attractive community e-commerce platform to

stimulate customer engagement behavior.

KEYWORDS

community e-commerce, e-service quality, customer engagement behavior,
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Introduction

The emergence of e-commerce platform has changed the way of traditional retail
trading, fundamentally breaking the limitation of time and space, and providing
enterprises and customers with a convenient interactive platform. It is more convenient
for customers to realize their purchasing and social needs on the e-commerce platform,
and customer engagement behavior has become a critical determinant for the success
of e-commerce platforms (Roy et al., 2018a). In highly competitive online shopping
environments, providing high e-service quality to promote customer engagement
behavior is a major challenge for online enterprises (Vo et al., 2020). Briefly defined, the
core of customer engagement is that customers are highly participated in the interactive
process, which contributes to the development of customer-based outcomes, such as
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customer loyalty, and helps to improve the competitive
advantage of enterprises (Van Doorn et al., 2010). It is thus
important for e-commerce platforms to understand how to
stimulate customer engagement behavior (Roy et al., 2018a).

Studies in the e-commerce and marketing domain indicate
that the characteristics of e-commerce websites such as
interactivity and personalization can positively affect customer
engagement behavior (Benlian, 2015; An et al., 2020; Henkens
et al., 2021). Inspired by the service characteristics of successful
e-commerce, many community companies have begun to
improve the service quality of the platform and integrate
virtual community functions into e-commerce websites to
increase their attractiveness to consumers (Goraya et al., 2021).
Community e-commerce involves an interactive and sharing
e-commerce model, which drives the completion of customers’
purchase transactions through social interaction, information
sharing, and content generation among members in a virtual
community (Wang et al., 2021). Prominent characteristics
of community commerce e-services are personalization and
communization (Luo et al., 2020).

Through e-services, customers can form the perception of
e-service quality, thus leading to a change in customer behavior
(Liu et al., 2021; Cheng et al., 2022). For instance, customers can
join personalized virtual communities through the interactive
interface, including interest circles and group buying, which
greatly improves customers’ purchase behavior (Chen et al.,
2015). Furthermore, personalized recommendations and high
participation in e-service promote customers’ trust, thereby
also influencing customer engagement behavior (Chiang et al.,
2020). As such e-services can help customers make behavioral
decisions, and they will attach importance to the e-service
quality of community e-commerce platform. On the other
hand, with the improvement of e-service quality, enterprises
can improve customer recognition, a favorable corporate
reputation, observed corporate growth and customer loyalty,
thus promoting enterprises to achieve sustainable social practice
(Fernando et al., 2022). Importantly, promoting customer
engagement behavior is an important strategy for enterprises
to improve customer loyalty, as well as an important way
to promote value co-creation and knowledge sharing between
customers and enterprises (Anand et al., 2020). Therefore, it is
crucial for the community e-commerce platform to improve the
e-service quality and stimulate customer engagement behavior.

Yet, although some studies provided initial evidence that
a positive causal relationship may, exist between the e-service
quality of e-commerce platform and customer behavior
(Elsharnouby and Mahrous, 2015; Al-dweeri et al., 2017), other
studies on virtual communities also found that the cognitive
internal states and attitudes of customers may significantly
affect customers’ engagement (Brengman and Karimov, 2012;
Vohra and Bhardwaj, 2019). However, the studies on customer
engagement behavior of e-commerce platforms fail to consider
the antecedent effect of e-service quality in detail. The present

literature does not explain why e-service quality may influence
customer engagement behavior, especially for community
e-commerce platforms.

While customers’ perceptions of platforms, such as trust and
perceived risks, seem to play a significant role in the formation
of customer engagement behavior (Roy et al., 2018a), only few
studies have examined the influence of e-service quality on
these factors. Luo et al. (2020) have analyzed how e-service
quality affects customer trust in online second-hand exchange
platform. Mou et al. (2020) have studied how alternative website
quality affects customer trust and perceived risk. The results of
the studies indicate that e-service quality may have different
influences on customer perception factors according to its
dimensional characteristics. As only the e-service quality of
traditional e-commerce has been investigated, it remains unclear
how the e-service quality of community e-commerce platform
may affect customer trust and perceived risk and the resulting
customer engagement behavior.

To better understand if and how the e-service quality
of community e-commerce platform influences customer
engagement behavior, this study systematically explored the
effects generated by the e-service quality of community
e-commerce platform (system design, intelligent fulfillment,
security assurance, and interactive service). This study is guided
by two research questions: (RQ1) What impact does the e-service
quality of community e-commerce platforms have on customer
engagement behavior? To explain the impact of e-service quality,
this study developed a research model that connects the
e-service quality of community e-commerce platforms (system
design, intelligent fulfillment, security assurance, and interactive
service) to customer engagement behavior, through customer
trust and perceived risk. In so doing, this study investigated:
(RQ2) How do customer trust and perceived risk mediate the
relationship between e-service quality and customer engagement
behavior?

Previous studies have suggested that the stimulus-organism-
response (SOR) model can be used to understand the effect
of websites’ characteristics on customer behaviors (Benlian,
2015; Lin et al., 2017). According to the SOR model, customer
perceptions (O) are influenced by the external environment
(S), especially e-service quality, which eventually drives their
different behaviors (R). Thus, this study used the SOR model
as an overarching framework to describe the causal relationship
between the e-service quality of community e-commerce
platform, customer trust and perceived risk, and customer
engagement behavior. This study conducted a survey among
customers of the community e-commerce platform, and 326
participants used and reported the results of the questionnaire.

The results of this study provide novel contributions to
the research stream on customer engagement behavior and
community e-commerce. On the one hand, this research
contributes insights to answer the question of customer
engagement behavior, which is a crucial factor for the success
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of a community e-commerce platform and can be strengthened
by high e-service quality. Up to now, this question has not
been examined although it is crucial (Vo et al., 2020). The
developed research model considers the e-service characteristics
of community e-commerce platforms and introduces the
e-service quality as a determinant of consumer perceptions and
behavioral responses. On the other hand, this research provides
a research model to study and explore how customer perception
factors and their interplay mediate the relationship between
e-service quality and customer engagement behavior. So far,
early e-service quality studies have mainly focused on studying
how e-service quality can affect customer satisfaction. This
research model considers community influence, and introduces
customer trust and perceived risk as important perceived factors
of community e-commerce, and hence provides a step toward
studying community e-commerce activities from a more holistic
perspective.

Literature review

Community e-commerce

Community e-commerce integrates virtual communities
with e-commerce (Luo et al., 2020). It promotes communication
and interaction among customers of e-commerce platforms
through virtual communities, and thus drives business
transactions (Goraya et al., 2021). Community e-commerce
has changed traditional e-commerce in several ways. On the
one hand, a community e-commerce platform provides many
personalized community functions, which is an important way
to attract customers. Through highly interactive social activities,
customers can be more motivated to participate, which also
makes community e-commerce closer to customers (Wang
et al., 2021). On the other hand, traditional e-commerce mainly
relies on large-scale traffic to provide competitiveness for
business development, while community e-commerce mainly
realizes market segmentation based on virtual communities.
The precise positioning of customers can be achieved through
community marketing, thus improving customer conversion
rate (Chen et al., 2015).

Previous studies on community e-commerce mainly focused
on online group buying (one of the community e-commerce)
and virtual community (Yen and Chang, 2015; Zhang
et al., 2021). However, several recent studies have offered
fresh insights into community e-commerce (Vohra and
Bhardwaj, 2019; Wang et al., 2021). Some scholars have
adopted the perspective of satisfaction to study which
factors determine customers’ continuance usage intention in
community e-commerce platforms (An et al., 2020). Other
researchers have studied the influence of motivation and attitude
on customers’ willingness to participate in online group buying
(Luo et al., 2020).

However, because community e-commerce shopping entails
significant human-computer interaction and interpersonal
interaction, it is necessary to consider both the e-service
and customer perception thereof together. In the community
e-commerce literature, preliminary evidence suggests that the
e-services of community e-commerce platforms may affect
consumers differently depending on their unique needs (Vohra
and Bhardwaj, 2019). However, few studies have examined how
the e-service of community e-commerce platform influences
customers’ repeat purchase behavior and social interaction.
Therefore, this study comprehensively considers the e-service
quality and customer perception of community e-commerce
and explores the changes in the influence of e-service quality on
customer engagement behavior.

The stimulus-organism-response
model

The SOR model emphasizes that certain factors in the
environment (stimulus) influence the internal emotional and
cognitive states of an individual (organism), and thereby
influence the individual’s behavior (response) (Mehrabian and
Russell, 1974). According to the SOR model, the perceived
state of the organism mediates the relationship between stimuli
and customer behavior (Kang et al., 2021). In the e-commerce
domain, several studies adopted the SOR model to examine how
website characteristics as stimulus (e.g., platform environment
characteristics and service quality) affect customer behavior,
such as their purchasing behavior (Benlian, 2015; Liu et al.,
2021). Similarly, Lin et al. (2017) used the SOR model to study
which and how technical features of social commerce websites
can affect the repurchase intentions of customers.

Given the different perspectives of these studies, various
factors have been suggested to measure customers’ perceived
state, such as trust and perceived risk. From the results of
these studies, the SOR model not only is well suitable for
explaining how a certain website stimulus (such as e-service
quality) affects customer perception, and then affects customer
engagement behavior. By establishing a causal relationship
between stimulus, organism, and response, it also provides
a reasonable mechanism to track the effects caused by the
e-service quality of community e-commerce platform. The
e-services of community e-commerce platforms are designed to
stimulate specific cognitive perceptions of customers to increase
purchase intention and social interaction (Luo et al., 2020).
Numerous intelligent e-service functions, such as community
activities and group buying (Yen and Chang, 2015), meet the
personalized consumption needs of customers that promote
customer interaction and the formation of customer community
belonging. All of these factors influence customer purchase
intention and social interaction. Following the SOR model, we
operationalize “stimulus” as the e-service quality of community
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e-commerce platforms (system design, intelligent fulfillment,
security assurance, and interactive service), “organism” as
customer trust and perceived risk, and “response” as customer
engagement behavior.

E-service quality

Service quality has been widely recognized as a prerequisite
for customer perception (Luo et al., 2020). E-service quality
refers to “the extent to which online websites improve
the efficiency and effectiveness of customers’ browsing and
consumption, including service links such as distribution and
consultation” (Zeithaml et al., 2000). It reflects customers’
overall quality perception of the online transaction process
and service results (Gummerus et al., 2004). E-service quality
has been extensively studied in customer perception literature,
mainly involving the influence of perceived quality on business-
customer behavior relationships (Hung et al., 2014). For
example, Elsharnouby and Mahrous (2015) argue that the
e-service quality affects customers’ attitudes toward websites and
their willingness to participate.

E-service quality has different dimensions, suggesting that
there are different ways to influence customer perception in a
specific environment. Wolfinbarger and Gilly (2003) combined
the concept of static quality with the dynamic measurement
method and proposed the E-Tail Q model, including website
design, performance/reliability, privacy/security, and customer
service. In addition, based on the virtual environment, some
researchers divide e-service quality into four dimensions and
propose an E-S-QUAL model: efficiency, system availability,
fulfillment, and privacy (Parasuraman et al., 2005).

Lopes et al. (2019) found that compared with the
E-S-QUAL model when measured by the E-Tail Q scale,
perceived quality can better explain positive word-of-mouth and
repurchase intention. The E-Tail Q model is more suitable to
explain customers’ perception of service provider commitment
(McMullan, 2005). Since this research is to explore the
influence of e-service quality on customers’ repeat purchase
behavior and social interaction behavior, this research focuses on
revealing customers’ perceptions and evaluations of community
e-commerce service providers, and the research scenario is
more similar to the E-Tail Q model. Therefore, this research
uses the dimension design of e-service quality developed by
Wolfinbarger and Gilly (2003) for reference to illustrate the
comprehensive evaluation of e-service by customers in all steps
of the purchase process on the e-commerce platform.

Referring to the dimension design of the eTailQ model,
combined with the e-service characteristics of community
e-commerce, e-service quality is divided into four factors.
System design, which provides the basis for all other dimensions
of e-service quality, is composed of functions that provide
customers with personalized interface presentations, covering

all processes of customer page browsing, information search,
and community selection (Lopes et al., 2019). For instance,
commodity exchange is conducted through the community
function in the platform interface. Intelligent fulfillment
includes the accurate display and description of commodity
information, and the ability of the e-commerce platform to
deliver purchased commodities within the promised time,
emphasizing the ability to use big data for intelligent analysis
(Elsharnouby and Mahrous, 2015), for example, tracking
the logistics information of commodities through big data
analysis. Security assurance refers to the safety degree of
an e-commerce platform to protect customers’ consumption
experience (Luo et al., 2020), for example, through privacy
agreements or anonymous commenting functions. Interactive
service includes the services that the community e-commerce
platform can quickly and effectively respond to customers’
purchase transactions, consultation, and assistance needs
(Ahmad et al., 2017), such as responding, helping, and
answering customers’ questions.

Customer trust and perceived risk

To represent the cognitive states (of the organism), this
study draws on two factors, customer trust and perceived risk.
Literature suggests that customer trust and perceived risk can
significantly influence customer behavior (Shao et al., 2019;
Andronie et al., 2021; Goraya et al., 2021). Moreover, the website
service characteristics of an e-commerce platform may have an
impact on these factors (Jiang and Lau, 2021).

Trust appears between two parties who act consciously
in altruism (Mayer et al., 1995). In a specific environment,
trust can be transferred between multiple trust subjects in the
environment, and the trust parties can actively understand
the trust objects through contact and interaction, so as to
realize trust transfer (Salganik et al., 2006). Research shows
that potential customers of e-commerce platforms can transfer
their perception of trust in the shopping environment of
the platform website to the relevant subjects of the goods
they want to purchase, stimulating and improving their
purchase and consumption intentions (Jiang and Lau, 2021). In
addition, several e-commerce studies have shown that trust can
significantly increase consumers’ online purchasing behavior
and/or information sharing behavior (Chen and Chang, 2012;
Lu et al., 2016; Vinerean et al., 2022). This study adopts the
definition of customer trust (McKnight et al., 2002), which
focuses on the customer’s trust in the e-commerce platform, and
emphasizes that customers believe in the e-commerce platform
and hold objective trust expectations.

Perceived risk is an uncertain subjective psychological
evaluation produced by customers in the purchase decision
process (Taylor, 1974). This uncertainty mainly comes from two
reasons, the lack of relevant knowledge and the interference of
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uncontrollable factors (Sitkin and Pablo, 1992). Some studies
have shown that the higher the level of uncertainty, the stronger
the perceived risk (Chen and Chang, 2012; Liang et al., 2018).
In addition, uncontrollable factors increase with the virtuality
of the network environment, and these uncertainties all increase
the perceived risks (Shao et al., 2019; Paz and Delgado, 2020).
This study focus on the customer’s expectation perception of
loss in the process of using the e-commerce platform, including
the subjective psychological perception of various possible
consequences after consumption.

Although many studies have explored the role of customer
trust and perceived risk in the field of e-commerce and e-service
(Hansen et al., 2018; Vimalkumar et al., 2021), most of them
have not focused on the community e-commerce platform to
explore the intrinsic role of trust mechanism and perceived risk.
For the development of a community e-commerce platform,
the sense of trust and belonging of community members is
crucial to their purchasing behavior and social interaction
behavior. Improving customers’ sense of trust and belonging
and reducing their perceived risks can greatly promote customer
engagement behavior. However, the mechanism of risk and trust
of community e-commerce platform has not been well studied.
Therefore, this study regards customer trust and perceived risk
as motivating factors of customer behavior, which are affected
by the e-service quality of community e-commerce.

Customer engagement behavior

Customer engagement behavior is a critical factor for
e-commerce platform to realize value co-creation (Mollen
and Wilson, 2010). Customer engagement has broadly been
conceptualized from different perspectives. On the one hand,
customer engagement is conceptualized as the psychological
process of building a brand relationship through customers’
cognition and emotion (Bowden, 2009; Henkens et al., 2021).
Jaakkola and Matthew (2014) believe that customer engagement
refers to the psychological state of customers who participate
in the process of value co-creation through interaction. On the
other hand, customer engagement is conceptualized as a series
of behaviors are driven by motivation factors (Kang et al., 2021).
Van Doorn et al. (2010) claimed that customer engagement
behavior is a series of behaviors generated by customers in the
experience process, not just purchase behavior. These behaviors
may bring value to the company and ensure its future sales and
performance (Cambra-Fierro et al., 2013).

Customer engagement behavior is usually expressed as the
spontaneous behavior of customers, and it is the behavioral
manifestation of customers participating in the process of
value co-creation (Van Doorn et al., 2010). In the process of
mutual cooperation and interaction between customers and
enterprises, and between customers and customers, value is
created together, and psychological and behavioral customer

engagement is formed (Centobelli et al., 2020). Therefore,
studies using this conceptualization typically measure customer
engagement behavior through different behavioral indicators.
Some scholars mainly measure customer engagement behaviors
through a large number of social interaction behaviors, such
as word-of-mouth activities, recommendations, helping other
customers, and sharing and forwarding comments (Van Doorn
et al., 2010; Chiang et al., 2020). When firms provide
more convenient and fair services, positive word-of-mouth
behaviors and helping behaviors of customers will appear
(Roy et al., 2018a,b). Cambra-Fierro et al. (2013) claimed that
customer engagement is a series of transactional (repurchase
and loyalty) and non-transactional behaviors (commitment,
word-of-mouth, and customer-to-customer recommendations).
Given its broad scope, driven by previous literature, this
study emphasizes that customer engagement behavior mainly
refers to customer repeat purchase behavior in the process
of consumer experience and value co-creation, and customer
social interaction behavior, such as comment interaction, and
word-of-mouth recommendation, and helping others.

Research hypotheses

Considering that customer engagement behavior in
community e-commerce relies on e-services to participate in
the interaction process, not just customer perception. Therefore,
our study combines a stimulus-organism-response model to
test critical antecedents that impact customer engagement
behavior on community e-commerce platform. Specifically,
the e-service quality (system design, intelligent fulfillment,
security assurance, and interactive service) of community
e-commerce platform acts as stimulus to influence customer
trust and perceived risk (O), which subsequently affects
customer engagement behavior (R). Additionally, since trust
affects customers’ attitudes toward community e-commerce
platform, we believe that customers’ trust in platforms affects
customers’ perceived risk. Figure 1 depicts the overall structure
of our research model.

Effect of e-service quality on customer
trust and perceived risk

The effect of the e-service quality of e-commerce platform
on customer trust can be explained by the information
system model. Applied in the e-commerce context, the
information system success model shows that the system quality,
information quality, and service quality have an impact on
customers’ experience perception (DeLone and McLean, 1992).
In particular, in the virtual e-commerce environment, customers
may prefer a high level of e-service quality to enhance their
transaction confidence in the platform (Luo et al., 2020).
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FIGURE 1

Research model.

For instance, personalized design can stimulate customers’
perceived usefulness and perceived ease of use of e-commerce
platform, thus enhancing customer trust (Friedrich et al., 2019).
Customers consider such high-quality website services can
reduce search costs and transaction costs, and it is one of the
trustworthy information sources.

E-service features of different dimensions have a cumulative
effect on customer trust (Brengman and Karimov, 2012).
For instance, when the system design achieves maximum
performance, customers are more likely to get a satisfactory
online shopping experience, thereby enhancing customers’ trust
in the platform (Hung et al., 2014). Similarly, intelligent
fulfillment represents the accurate update and timely
transmission of information, which may affect customer
trust because it reflects the ability of e-commerce platform
e-service to understand customers’ basic needs and desires
for consumption (Ahmad et al., 2017). In addition, security
assurance is considered as an important factor to protect
customers from uncertainty and risks in the consumption
process, and customers’ perception of safety and security is
crucial to building trust in e-service systems (Shao et al.,
2019). Interactive service enables customers to realize
timely service contact when encountering problems, so
as to correct possible errors in online shopping, and can
also bring positive results, such as improved satisfaction
(Elsharnouby and Mahrous, 2015). This may increase
customers’ willingness to participate in activities and ultimately
enhance customers’ trust in the platform. Considering that
high e-service quality can affect customer trust, and these
effects may accumulate, it can be assumed that a higher level
of e-service quality will also be associated with a higher level

of customer trust. Therefore, the following hypothesis is
proposed:

H1a: System design positively influences customer trust
in the platform.

H1b: Intelligent fulfillment positively influences customer
trust in the platform.

H1c: Security assurance positively influences customer trust
in the platform.

H1d: Interactive service positively influences customer trust
in the platform.

In the e-commerce context, Kim et al. (2008) showed
that website factors related to security and privacy protection
and system quality can reduce the perceived risk of buyers.
Factors such as the convenience of interface design affect
customers’ perception of the website quality, which in turn
affects customers’ perceived risks of its service quality (Hung
et al., 2014). The social exchange theory can be used to explain
the effect of e-service quality on perceived risk. Generally,
individuals can evaluate their expected value extracted from
the exchange through comparative cost-reward analysis, which
in turn influences their perception and behavior (Priporas
et al., 2017). The perception of service quality can be affected
by different internal processes, and customers can balance
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perceived benefits and perceived risks in this process (Mou et al.,
2020). Perceived value can be used as an additional theoretical
perspective to help understand the potential effect of e-service
quality on perceived risk. In the process of interacting with
the website, different e-service features can affect customers’
perceived usefulness and perceived enjoyment (Benlian, 2015;
Friedrich et al., 2019). These perceptions may negatively affect
their perceived risk (Martins et al., 2014).

E-commerce platform reduces perceived risk through
various service modes (Mulcahy et al., 2019). For instance,
customers can participate in various community activities
through the functions of community interaction and group
purchases provided by the system design, thereby enhancing
their loyalty to the platform. This reduces the customers’
perceived risk to a certain extent (Hasan et al., 2021). Intelligent
fulfillment of the community e-commerce platform uses big
data technology to improve the authenticity of commodity
information and can effectively reduce customers’ perceived risk
(Mulcahy et al., 2019). Additionally, the basic service objectives
of the e-commerce platform include making customers feel
safe and reliable when consuming and helping customers solve
problems in time and effectively through interactive service.
All these factors ensure that customers can be provided with
a pleasant shopping environment, thus reducing customers’
perceived risk (Williams, 2021). It can thus be reasoned that
providing high e-service quality will be associated with low
perceived risk. Therefore, the following hypothesis is proposed:

H2a: System design negatively influences customer
perceived risk.

H2b: Intelligent fulfillment negatively influences customer
perceived risk.

H2c: Security assurance negatively influences customer
perceived risk.

H2d: Interactive service negatively influences customer
perceived risk.

Effect of customer trust on customer
perceived risk

While the connection between perceived usefulness and
trust has widely been investigated in the e-commerce literature,
different opinions exist on whether customer trust influences
perceived risk or perceived risk influences customer trust. In
this context, studies focusing on initial online trust argue

that when customers may already believe in a shopping
platform, customers trust the platform to reduce the risk
of technology through security protocols/functions, thereby
reducing customer perceived risk (Chen and Chang, 2012;
Hansen et al., 2018). Therefore, trust directly affects customers’
attitudes toward the website, and it also affects the overall
attitude of the website through perceived risk, presenting a
reverse change relationship (Williams, 2021).

The interrelationship between trust and perceived risk exists
throughout the customer’s purchase and consumption process
(Qalati et al., 2021). At the initial stage of customers’ contact
with community e-commerce platform, due to information
asymmetry, customers have not formed initial trust in
community e-commerce platform, mainly considering whether
the purchase and use of products can meet their own
needs. Because of the uncertain trust problem, the perceived
risk level of customers is rising (Shao et al., 2020). As
customers repeatedly contact e-services, if customers find
that community e-commerce platform can meet their needs
in multiple ways, they will increase trust and thus reduce
their perceived risks. In line with studies focusing on initial
trust (Brengman and Karimov, 2012; Shao et al., 2019), this
study assumes that trust can improve customers’ positive
attitude toward the platform, and believe that e-commerce
platforms can act for their benefit, which can result in a lower
level of perceived risk. Therefore, the following hypothesis is
proposed:

H3: Customer trust negatively influences customer
perceived risk.

Effect of customer trust and perceived
risk on customer engagement behavior

Initial evidence has also been reported that customer
trust in the platform can facilitate the formation of customer
engagement. In the e-commerce context, only when customers
have enough trust in the e-commerce platform can they
engage in social interaction and purchase on the platform
for a long time (Hasan et al., 2021; Pop et al., 2021). The
trust transfer theory also holds that consumers’ trust in
the platform and virtual community can make consumers
feel concerned. The formation of this concept positively
influences customer engagement behavior (Goraya et al.,
2021). Moreover, customers’ trust in the platform can increase
website stickiness, which may encourage customers to have
an interest in and positive attitude toward the platform,
thus being more likely to firmly stick to the platform
(Friedrich et al., 2019). Furthermore, Roy et al. (2018a)
found a significant positive correlation between trust and
customer engagement behavior. Following Roy et al. (2018a),
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it can be argued that with the increase of customer trust,
websites may make customers more comfortable and
satisfied, thus stimulating the possibility of customer
engagement behavior. Therefore, the following hypothesis
is proposed:

H4: Customer trust positively influences customer
engagement behavior.

With respect to the effect of perceived risk on customer
engagement behavior, Qalati et al. (2021) can show that the
higher the perceived risk of consumers using the community
e-commerce platform for shopping, the lower the possibility
of subsequent purchase and consumption experience. When
customers perceive risks beyond their acceptable range, they
will reduce their social interaction behaviors or even abandon
long-term consumption intentions (Liang et al., 2018). In
the e-commerce context, Chiu et al. (2014) found that
perceived risk is the result of a comprehensive comparison
between the profits and risk losses obtained by customers
in the process of purchasing transactions. Once customers
understand that using the e-commerce platform may have
negative consequences, they avoid it by reducing customer
engagement behavior. In addition, Mulcahy et al. (2019) provide
evidence that perceived risk can also directly influence customer
engagement behavior. In line with Mulcahy et al. (2019),
it can be argued that the more customers think that using
e-service is risky, the more likely they are to reduce customer
engagement behavior. Therefore, the following hypothesis is
proposed:

H5: Customer perceived risk negatively influences customer
engagement behavior.

Mediating role of customer trust and
customer perceived risk

Community e-commerce divides customers in the form
of virtual communities, usually adding personalized interest
circles, group buying and other service navigation functions. At
the same time, the interaction between customers and members
of their community also greatly improves the customer’s
perception of service quality (Luo et al., 2020). Customer
engagement behavior is mainly generated in the process
of interaction between customers and enterprises or other
customers. There is preliminary evidence that e-service quality
is an important factor affecting customer relationship and can
significantly affect customer attitudes and behaviors (Islam et al.,
2019). For community e-commerce, customer’s consumption
experience has an impact on engagement behavior. Therefore,
the e-service quality of community e-commerce platform

affects customer behavior, especially customer engagement
behavior.

The e-service quality of the community e-commerce
platform stimulates customer engagement behavior by
improving customer trust. High levels of system design,
intelligent fulfillment, security assurance, and interactive
service can bring a more convenient and comfortable shopping
environment to customers (Elsharnouby and Mahrous, 2015).
This effectively reduces customers’ information screening
costs in the shopping process and improves decision-making
quality (Pop et al., 2021), thereby contributing to a better
consumption experience and enhancing customers’ trust in
the community e-commerce platform. Customer trust in
the platform reduces the uncertainty in the consumption
process (Shao et al., 2019; Andronie et al., 2021), prompts
customers to actively participate in community activities,
and increases the possibility of customer engagement
behavior.

The customer’s perceived risk may affect the customer’s
expectation of using the community e-commerce platform. By
improving the e-service quality of the community e-commerce
platform, customers can reduce the perceived risk of the
platform and improve the customer perceived value and
subsequent willingness to use it (Mulcahy et al., 2019). The
system design, intelligent fulfillment, security assurance, and
interactive service of the community e-commerce platform
enable customers to obtain a reliable e-service experience,
reduce risk perception in the process of consumption (Mou
et al., 2020), and thus improve customer satisfaction with
the community e-commerce platform. On the community
e-commerce platform, each dimension of e-service quality has
a different influence on customer perceived risk, and if the
customer’s risk perception can be reduced, it promotes customer
engagement behavior. Therefore, the following hypothesis is
proposed:

H6: Customer trust mediates the effects of system design
(H6a), intelligent fulfillment (H6b), security assurance
(H6c), and interactive service (H6d) on customer
engagement behavior.

H7: Customer perceived risk mediates the effects of
system design (H7a), intelligent fulfillment (H7b), security
assurance (H7c), and interactive service (H7d) on customer
engagement behavior.

In conclusion, considering the relationship between
e-service quality, customer perception, and customer
engagement behavior of community e-commerce platform,
based on the above theoretical background and SOR paradigm,
this study proposed a research model to investigate how the
e-service quality influences customer engagement behavior
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through customer trust and perceived risk, as shown in
Figure 1.

Research design

Sample selection

This study adopts the survey method to collect data for
empirical tests. This questionnaire includes eight variables,
the measurements of which are derived from previous studies.
Combining the development characteristics of the community
e-commerce platform and the consumer’s consumption
experience habits, some items have been fine-tuned to adapt
to the context of this study. Since all items were originally
developed in English, the forward-backward translation
procedure was used to ensure translation accuracy. All the
items are translated into Chinese and then back-translated
into English. The consistency of the two versions is checked
to guarantee that Chinese scales can effectively convey the
expected meanings of all the items. In addition, this study made
reasonable modifications to the questionnaire through group
interviews and guidance from relevant experts to improve the
comprehensibility of the questionnaire.

Considering that community e-commerce platforms
mainly carry out e-commerce transactions based on virtual
communities, this study adopts the form of an online survey.
The distribution and collection of questionnaires mainly rely on
Wenjuanxing platform1, which is among the largest professional
research data collection service platform in China. This survey
is aimed at customers of community e-commerce platforms,
and randomly invited people who have recent online shopping
experiences on community e-commerce platforms to distribute
questionnaires for the survey. To ensure the quality of the
survey sample data, a paid bonus was set up to encourage
respondents to fill in the questionnaire carefully. Meanwhile,
during the questionnaire collection, the questionnaire whose
filling time is less than 90 s is deleted to improve the validity of
the survey data. In total, 326 valid questionnaires were received
from March to April 2022.

Variable measurement

The relevant variables in this study adopt a 5-point Likert
scale to measure each item (1 = strongly disagree, 5 = strongly
agree), and the respondents are required to choose according
to their actual situation. The items of system design, intelligent
fulfillment, security assurance, and interactive service are
adapted from Wolfinbarger and Gilly (2003) and Luo et al.

1 https://www.wjx.cn/

(2020). The items of customer trust are adapted from Kim
and Park (2013) and Möhlmann (2015). The items of customer
perceived risk are adapted from Chiu et al. (2014) and Shao
et al. (2019). Customer engagement behavior, which includes
customer repeat purchase behavior and social interaction
behavior, is based on Cambra-Fierro et al. (2013) and Henkens
et al. (2021). The control variables in this model include the
online experience of using a community e-commerce platform,
gender, age, education level, and occupation.

Sample characteristics

This research uses SPSS23.0 and AMOS21.0 to process
and analyze the data, including descriptive statistical analysis,
confirmatory factor analysis, structural equation modeling, and
mediation effect analysis.

The demographic statistics of the study’s respondents are
presented in Table 1. Of all the respondents, 62.2% were
female (n = 204) and 37.4% were male (n = 122). Most of
the respondents were ages between 18 and 24 years (n = 160,
49.1%), and most have a bachelor’s degree (n = 175, 53.7%).
The majority of the respondents were enterprise staff (n = 147,
45.1%), followed by students (n = 88, 27.0%). In terms of
customer experience, 53.1% of the respondents have 1–3 years
of experience using community e-commerce platforms (n = 173,
53.1%).

TABLE 1 Demographics of respondents (N = 326).

Measure Items Frequency Percentage

Gender Male 122 37.4%

Female 204 62.6%

Age Under 18 3 0.9%

18∼ 24 160 49.1%

25∼ 30 119 36.5%

31∼ 36 33 10.1%

37∼ 42 5 1.5%

Over 42 6 1.8%

Education level High school or below 21 6.4%

Junior college 68 20.9%

Bachelor 175 53.7%

Graduate or above 62 19.0%

Occupation Student 88 27.0%

Enterprise staff 147 45.1%

Government staff 29 8.9%

Staff of public institution 10 3.1%

Individuals and freelance 27 8.3%

Other 25 7.7%

Online experience 6–12 months 88 27.0%

1–3 years 173 53.1%

More than 3 years 65 19.9%

Frontiers in Psychology 09 frontiersin.org

https://doi.org/10.3389/fpsyg.2022.965998
https://www.wjx.cn/
https://www.frontiersin.org/journals/psychology
https://www.frontiersin.org/


fpsyg-13-965998 September 8, 2022 Time: 6:59 # 10

Fan et al. 10.3389/fpsyg.2022.965998

Data analysis

Measurement model analysis

This research uses Cronbach’s alpha and Composite
Reliability (CR) to analyze the reliability of the model.
Table 2 shows that Cronbach’s alpha values ranged from
0.804 and 0.890, which is higher than the critical value of
0.7. The composite reliability (CR) values of all variables are
between 0.839 and 0.925, which means that the composite
reliability of all variables is satisfied. In addition, this research
uses average variance extracted (AVE) and item loading to
test the validity of the model. The item loadings of all
constructs are between 0.713 and 0.887, which exceeds the

TABLE 2 Confirmatory factor analysis.

Construct Items Mean SD Standard
loadings

Alpha CR AVE

SD SD1 3.71 0.703 0.723 0.881 0.873 0.579

SD2 3.85 0.793 0.782

SD3 3.89 0.796 0.767

SD4 3.79 0.879 0.784

SD5 4.02 0.854 0.746

IF IF1 3.67 0.712 0.731 0.804 0.839 0.637

IF2 3.97 0.772 0.870

IF3 3.95 0.765 0.788

SA SA1 3.32 0.939 0.836 0.893 0.874 0.698

SA2 3.35 0.867 0.819

SA3 3.27 0.931 0.852

IS IS1 3.67 0.672 0.776 0.821 0.842 0.640

IS2 3.66 0.756 0.817

IS3 3.81 0.742 0.808

TS TS1 3.78 0.689 0.878 0.890 0.925 0.753

TS2 3.65 0.732 0.863

TS3 3.74 0.672 0.852

TS4 3.78 0.651 0.879

PR PR1 2.56 1.082 0.858 0.888 0.923 0.750

PR2 2.67 0.955 0.870

PR3 2.60 1.014 0.887

PR4 2.58 0.937 0.849

CEB RPB1 3.94 0.697 0.866 0.853 0.905 0.761

RPB2 3.83 0.765 0.890

RPB3 3.93 0.797 0.861

SIB1 3.44 0.935 0.714 0.850 0.855 0.541

SIB2 3.39 0.822 0.716

SIB3 3.15 0.934 0.783

SIB4 3.28 0.935 0.713

SIB5 3.65 0.863 0.751

All standard loadings are significant at p < 0.001; alpha, Cronbach’s alpha; SD, system
design; IF, intelligent fulfillment; SA, security assurance; IS, interactive service; TS, trust;
PR, perceived risk; RPB, repeated purchase behavior; SIB, social interaction behavior;
CEB, customer engagement behavior.

acceptable level of 0.5, and the average variance extracted
(AVE) values are higher than the critical value of 0.5. The
results show that the validity of the questionnaire is also
satisfied.

Furthermore, this research tested the discrimination
validity. As shown in Table 3, the square root of each variable’s
AVE is higher than the correlation between any two variables.
Thus, the discrimination validity of the measurements is
confirmed. Moreover, this research also tested the existence
of multicollinearity between structures. All the variable
inflation factor (VIF) values less than 3.33, which indicates
that there is no obvious multicollinearity problem in this
study.

Because this study collected data by questionnaire, the
validity of the survey data may be affected by common
method bias. Therefore, this study collected questionnaires
anonymously to ensure the rigor of the research process. In
addition, this study also conducted Harman’s single factor
test to check for possible method bias. According to the test
results, all the extracted factors explained less than 50% of the
total variance, and the first variance explained by one factor
was 37.751%, indicating that the common method bias of the
sample data was not a major concern in this study. At the
same time, according to the results of the fit of the one-
factor model, χ2/df = 2.503 > 3, RMSEA = 0.061 < 0.100,
CFI = 0.953, NNFI = 0.924, IFI = 0.934, which are all
higher than the minimum fitting standard value of 0.9.
This further indicated that there was no common method
bias in this study.

Structural model testing

Figure 2 and Table 4 show the standardized coefficients
and significance level of each path in the model. This research
first tests the impact of e-service quality on customer trust
and the perceived risk of community e-commerce platform.
The results show that various dimensions of e-service quality
are positively associated with customer trust. System design
(β = 0.189, P < 0.001), intelligent fulfillment (β = 0.230,
P < 0.001), security assurance (β = 0.165, P < 0.01), and
interactive service (β = 0.245, P < 0.001) is positively associated
with customer trust. These results show that H1a–H1d are
all supported. This is in line with similar studies (Kim and
Park, 2013; Lin et al., 2017). Consistent with the above
hypothesis, various dimensions of e-service quality have a
negative impact on customer perceived risk. System design
(β = −0.409, P < 0.001), intelligent fulfillment (β = −0.243,
P < 0.001), security assurance (β = −0.124, P < 0.01), and
interactive service (β = −0.115, P < 0.001) is negatively
associated with customer perceived risk. These results indicate
that H2a–H2d are also supported. Customers are prone to
perceived risks due to low e-service quality, in line with similar
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TABLE 3 Test results of discriminant validity.

Construct SD IF SA IS TS PR RPB SIB

SD 0.761

IF 0.488** 0.798

SA 0.577** 0.428** 0.835

IS 0.318** 0.487** 0.505** 0.800

TS 0.454** 0.611** 0.410** 0.633** 0.868

PR −0.733** −0.324** −0.637** −0.252** −0.332** 0.867

RPB 0.548** 0.488** 0.524** 0.374** 0.497** −0.510** 0.866

SIB 0.498** 0.420** 0.582** 0.399** 0.484** −0.452** 0.540** 0.735

Diagonal numbers are AVE square root, others are correlation coefficients, ** indicates P < 0.01.

FIGURE 2

Model testing results.

studies (Martins et al., 2014; Mulcahy et al., 2019; Mou et al.,
2020). Therefore, the results show that the e-service quality
of community e-commerce platform is positively associated
with customer trust, and negatively associated with customer
perceived risk.

The results also show that customer trust has a negative
impact on customer perceived risk (β = −0.332, P < 0.001),
thus supporting H3. There is a negative relationship between
customer trust and uncertainty perception, which is in line
with with previous studies (Mayer et al., 1995; Shao et al.,
2019; Vimalkumar et al., 2021). Additionally, the results
also provide empirical suggesting that trust is positively
correlated with customer engagement behavior (β = 0.499,
P < 0.001), and perceived risk is negatively correlated with
customer engagement behavior (β = −0.497, P < 0.001).
These findings, respectively, support H4 and H5. Therefore,
the results show that customer trust has a positive impact
on customer engagement behavior, while perceived risk has
a negative impact on customer engagement behavior, in line

with similar studies (Chiu et al., 2014; Friedrich et al.,
2019; Hasan et al., 2021). Table 4 shows the results of
all hypothesis tests. The R-Square of customer engagement
behavior is 0.443, indicating that about 44% of customer
engagement behavior is explained by customer trust and
perceived risk. This empirical result clearly shows that
customer perception affects customer engagement behavior
in community e-commerce platforms. Similarly, the R-Square
of trust is 0.536, and the R-Square of perceived risk
is 0.620, which indicates that system design, intelligent
implementation, security guarantee, and interactive service have
good explanatory power for customer trust and perceived
risk.

Mediating effect test

This research uses the PROCESS plug-in of SPSS23.0 to
test the mediating effects of customer trust and perceived
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TABLE 4 Structural equation modeling results of the hypotheses.

Hypotheses Paths Path
coefficients

T-
values

P-
values

Supported?

H1a SD→ TS 0.189 3.847 *** Yes

H1b IF→ TS 0.230 5.503 *** Yes

H1c SA→ TS 0.165 3.076 0.003 Yes

H1d IS→ TS 0.245 5.972 *** Yes

H2a SD→ PR −0.409 −10.074 *** Yes

H2b IF→ PR −0.243 −5.407 *** Yes

H2c SA→ PR −0.124 −2.652 0.008 Yes

H2d IS→ PR −0.115 −2.716 0.006 Yes

H3 TS→ CEB 0.499 10.443 *** Yes

H4 PR→ CEB −0.497 10.460 *** Yes

H5 TS→ PR −0.332 −6.342 *** Yes

***P < 0.001.

risk based on regression analysis and bootstrapping
method. In the present study, the samples of bootstrapping
analysis are obtained as 5,000, and the sampling method
is the non-parametric percentile method of bias-
corrected correction, and the 95% confidence interval is
constructed for testing.

The test results are shown in Table 5. The bootstrapping
analysis shows that the indirect effect of system design on
customer engagement behavior is significantly mediated
by customer trust (estimate = 0.135), with a 95%
confidence interval excluding zero (CI = 0.122–0.286). The
mediating effect of trust between intelligent fulfillment
and customer engagement behavior (estimate = 0.221,
CI = 0.198–0.453), between security assurance and customer
engagement behavior (estimate = 0.118, CI = 0.104–
0.252), and between interactive service and customer
engagement behavior (estimate = 0.222, CI = 0.223–0.441)
are also confirmed. Hence, H6a, H6b, H6c, and H6d are
supported.

As presented in Table 5, the results show that customer
perceived risk plays a partial mediating effect between the

four e-service quality dimensions and customer engagement
behavior. Therefore, H7a, H7b, H7c, and H7d are supported.

Therefore, findings indicate that customers’ perception
of e-service quality of community e-commerce directly and
positively affects the main stage of customer engagement
behavior, and both customer trust and perceived risk can
mediate this process. The results are in line with similar studies,
for example (Elsharnouby and Mahrous, 2015; Islam et al.,
2019).

General discussion

Understanding customers’ purchase and participation
intention in community e-commerce is particularly important
for companies. E-service quality is one of the factors that affect
customer engagement behavior. The current research on them
mainly focuses on traditional e-commerce. How to provide
unique e-service and stimulate customer engagement behavior
is of strategic significance to the long-term development
of community e-commerce companies. Therefore, this
research empirically investigates the impact of the e-service
quality of community e-commerce platform on customer
engagement behavior.

Based on the SOR model, a mediation model was built
in the present study to reveal the impact of e-service quality
on customer engagement behavior through customer trust
and perceived risk. This study empirically measures the
model by surveying customers who have consumed via
the community e-commerce platform, and some valuable
findings have been drawn. The e-service quality (system
design, intelligent fulfillment, security assurance, and
interactive service) of community e-commerce platform
has a significant impact on customer cognition (including
customer trust and perceived risk), which is positively
associated with customer engagement behavior. Additionally,
the empirical results indicate that customer trust and
perceived risk have significant positive impacts on customer
engagement behavior, and play a mediating role between

TABLE 5 Test for mediating effects.

Relations Direct effect Indirect effect Totaleffect 95% CI Results

H6a SD-TS-CEB 0.370*** 0.135*** 0.505*** [0.122, 0.286] Supported

H6b IF-TS-CEB 0.296*** 0.221*** 0.517*** [0.198, 0.453] Supported

H6c SA-TS-CEB 0.391*** 0.118*** 0.509*** [0.104, 0.252] Supported

H6d IS-TS-CEB 0.110*** 0.222*** 0.332*** [0.223, 0.441] Supported

H7a SD-PR-CEB 0.366*** 0.140** 0.506*** [0.062, 0.385] Supported

H7b IF-PR-CEB 0.386*** 0.130*** 0.516*** [0.109, 0.289] Supported

H7c SA-PR-CEB 0.388*** 0.121*** 0.509*** [0.076, 0.294] Supported

H7d IS-PR-CEB 0.243*** 0.089*** 0.332*** [0.067, 0.207] Supported

**P < 0.01,***P < 0.001.
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e-service quality and customer engagement behavior.
More specifically, the e-service quality of community
e-commerce platform influences the customer engagement
behavior through the partial effect of customer trust
and perceived risk.

Theoretical implications

The results of this research make important contributions
to the literature. First, this research employed the SOR
model to investigate how e-service quality impacts customer
engagement behavior by the mediation effect of customer
trust and perceived risk. The present study primarily
focuses on the environmental characteristics and individual
drivers that stimulate customer engagement behavior in
community e-commerce platforms. Previous e-commerce
studies have separately examined the important roles of
e-service quality and customer perception in shaping the
customer decision-making process (Al-dweeri et al., 2017;
Qalati et al., 2021). However, the unique e-services of
community e-commerce promote customer engagement;
thus, customers pay increasing attention to the e-service
quality and experience perception. It is necessary to
explore the effect of customer perception between e-service
quality and customer engagement behavior. Therefore,
there are some deficiencies in previous community
e-commerce research that this study has somewhat
addressed, thus providing a theoretical basis for future
studies on customer engagement behavior in community
e-commerce.

Second, this research explored the relationship between
community e-commerce and e-service quality. With
the promotion of precision marketing on the Internet,
personalization and communization have changed the way
many people live online. Community e-commerce has
changed many aspects of traditional e-commerce, but previous
studies have not investigated the impacts of these changes
(Chen et al., 2015; An et al., 2020). Therefore, the study
of customer behavior in community e-commerce platform
must consider the stimulating effects of these environmental
characteristics. Recognizing the crucial role of e-service
quality, this research concentrated on four dimensions,
including system design, intelligent fulfillment, security
assurance, and interactive service, and validated their effects on
customer engagement behavior. This extends prior research on
community e-commerce and provides a conceptual foundation
for studying the e-service quality in the community e-commerce
platform.

Finally, this study recognizes the crucial role of customer
trust and perceived risk in influencing the e-service quality of
community e-commerce and customer engagement behavior.
Because community e-commerce is a form of social commerce

with high participation, customer trust and low-risk perceptions
are important foundations for customers to participate in
community activities and experience consumption. Although
some studies have shown that e-commerce platform can
build customer trust in social interactions (Kim et al.,
2009; Shao et al., 2019), it is still unknown how to build
customer trust in the platform and whether customer trust
can lead to customer engagement behavior. Additionally,
unlike the traditional e-commerce platforms, the e-service
characteristics of community e-commerce platform have
different impacts on customer trust and perceived risk,
thus affecting the stimulation of customer engagement
behavior. This study offers a new research perspective for
future customer perception of community e-commerce
platform.

Practical implications

The current research presents several practical implications
for the management of community e-commerce platforms.
First, community e-commerce managers should improve
the e-service quality of community e-commerce platform,
including system design, intelligent fulfillment, security
assurance, and interactive service. For example, they could
optimize the system design of community e-commerce
platform, and reasonably handle shopping and social functions.
Community e-commerce platform companies can make
full use of new media such as graphics and text, video,
and live broadcasts to enhance customers’ interest, and
improve the shopping and social interaction functions such
as websites, mobile apps, mini-programs, and video numbers.
In addition, they could use high-tech such as artificial
intelligence and block chain to strengthen the security and
reliability of community e-commerce platform, and they
can also subdivide different communities and customers
in the community e-commerce platform to improve the
response service.

Second, the results of this study show that the e-service
quality of community e-commerce platform can positively
influence customer engagement behavior through customer
trust and perceived risk. Therefore, community e-commerce
operators should consider doing so to strengthen customer
community belonging. For example, they can regularly
investigate experience evaluation through big data analysis
and random questionnaires, and timely adjust their
marketing strategies. In addition, managers can carry
out personalized marketing activities through virtual
communities to attract more customers to participate in
community interactions. When customers actively participate
in social interactions, customers’ trust in the platform can
be enhanced, and it is more likely to stimulate customer
engagement behavior.
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Limitations and further research

This study has several limitations. First, customer
engagement behavior is a dynamic behavior and may evolve
over time, as may customer perception and the development of
e-service. Thus, future research can consider the longitudinal
exploration of customer engagement behavior. Second, this
study focuses on the mediating effects of customer trust
and perceived risk, and does not further analyze whether
this effect is affected by other boundaries, such as corporate
social responsibility, corporate reputation and big data
management, under the background of digital transformation
(Centobelli et al., 2020; Fernando et al., 2022). Regarding
these limitations, some future research directions can be
identified. For example, how IoT technology can be applied to
community e-commerce and e-services can be further analyzed
to verify whether and how it affects the long-term effects of
customer engagement behavior. Third, this research uses the
questionnaire survey method for empirical analysis. Although
the measurement items in the survey questionnaire mainly
refer to the maturity scale of the previous literature. Thus, it is
recommended that future research use experimental methods
and the fsQCA method to check the validity of the results and
reduce bias.

Conclusion

With the rapid development of community e-commerce,
it has become more and more important to stimulate
customer engagement behavior in virtual communities.
This research focuses on e-service quality and other
factors that promote customer engagement behaviors on
community e-commerce platform. Findings indicate that
improving the e-service quality (system design, intelligent
fulfillment, security assurance, and interactive service)
has a strong positive effect on stimulating customer
engagement behavior. Furthermore, this study found that
customer trust and perceived risk significantly contribute
to improvements in customer engagement behavior. The
present study advances the current understanding of
customers’ activities on community e-commerce platform
by empirically showing that e-service quality of community
e-commerce platform increases customers’ trust in the
platform, and reduces customers’ perceived risk, thereby
representing an effective strategy for increasing customer
engagement behavior. This study suggests that community
e-commerce should improve the e-service quality in
system design, intelligent fulfillment, security assurance,
and interactive service, cultivate customers’ trust in the
platform, and reduce customers’ risk perception of the platform,
because these perceptions significantly affect customer
engagement behavior.

Data availability statement

The raw data supporting the conclusions of this article
will be made available by the authors, without undue
reservation.

Ethics statement

Ethical review and approval was not required for the
study on human participants in accordance with the local
legislation and institutional requirements. Written informed
consent from the patients/participants or patients/participants
legal guardian/next of kin was not required to participate in
this study in accordance with the national legislation and the
institutional requirements.

Author contributions

WF contributed to the conceptualization, methodology,
statistical analysis, data curation, and writing. BS contributed
to the revision, investigation, supervision, funding acquisition,
and project administration. XD contributed to the revision. All
authors contributed to the manuscript revision and read and
approved the submitted version.

Funding

We acknowledge the financial support from the National
Natural Science Foundation of China (grant nos. 72110107002
and 71974021) and the National Social Science Foundation of
China (grant no. 21BGL246).

Conflict of interest

The authors declare that the research was conducted in the
absence of any commercial or financial relationships that could
be construed as a potential conflict of interest.

Publisher’s note

All claims expressed in this article are solely those of the
authors and do not necessarily represent those of their affiliated
organizations, or those of the publisher, the editors and the
reviewers. Any product that may be evaluated in this article, or
claim that may be made by its manufacturer, is not guaranteed
or endorsed by the publisher.

Frontiers in Psychology 14 frontiersin.org

https://doi.org/10.3389/fpsyg.2022.965998
https://www.frontiersin.org/journals/psychology
https://www.frontiersin.org/


fpsyg-13-965998 September 8, 2022 Time: 6:59 # 15

Fan et al. 10.3389/fpsyg.2022.965998

References

Ahmad, A., Rahman, O., and Khan, M. N. (2017). Exploring the role of website
quality and hedonism in the formation of e-satisfaction and e-loyalty: Evidence
from internet users in India. J. Res. Interact. Mark. 11, 246–267. doi: 10.1108/
JRIM-04-2017-0022

Al-dweeri, R. M., Obeidat, Z. M., Al-dwiry, M. A., Alshurideh, M. T., and
Alhorani, A. M. (2017). The impact of e-service quality and e-loyalty on online
shopping: Moderating effect of e-satisfaction and e-trust. Int. J. Mark. Stud. 9,
92–103. doi: 10.5539/ijms.v9n2p92

An, J., Myers, M. D., and Yang, X. (2020). Mothers’continuance usage intention
of a pregnancy and parenting community e-commerce platform: Platform
gratifications and mother characteristics. J. Electron. Commer. Res. 21, 277–293.

Anand, A., Centobelli, P., and Cerchione, R. (2020). Why should I share
knowledge with others? a review-based framework on events leading to knowledge
hiding. J. Organ. Change Manage. 33, 379–399. doi: 10.1108/JOCM-06-2019-0174

Andronie, M., Lãzãroiu, G., ?tefãnescu, R., Ionescu, L., and Coco?atu, M. (2021).
Neuromanagement decision-making and cognitive algorithmic processes in the
technological adoption of mobile commerce apps. Oeconomia Copernicana 12,
863–888. doi: 10.24136/oc.2021.028

Benlian, A. (2015). Web personalization cues and their differential effects on
user assessments of website value. J. Manage. Inform. Syst. 32, 225–260. doi:
10.1080/07421222.2015.1029394

Bowden, J. L. H. (2009). The process of customer engagement: A conceptual
framework. Journal of Mark. Theory Pract. 17, 63–74. doi: 10.2753/MTP1069-
6679170105

Brengman, M., and Karimov, F. P. (2012). The effect of web communities
on consumers’ initial trust in B2C e-commerce websites. Manage. Res. Rev. 35,
791–817. doi: 10.1108/01409171211256569

Cambra-Fierro, J. J., Melero-Polo, I., and Vázquez-Carrasco, R. (2013).
Customer engagement: Innovation in non-technical marketing processes.
Innovation 15, 326–336. doi: 10.5172/impp.2013.15.3.326

Centobelli, P., Cerchione, R., Chiaroni, D., Del Vecchio, P., and Urbinati, A.
(2020). Designing business models in circular economy: A systematic literature
review and research agenda. Bus. Strategy Environ. 29, 1734–1749. doi: 10.1002/
bse.2466

Chen, Y. C., Wu, J. H., Peng, L., and Yeh, R. C. (2015). Consumer benefit
creation in online group buying: The social capital and platform synergy effect
and the mediating role of participation. Electron. Commer. Res. Appl. 14, 499–513.
doi: 10.1016/j.elerap.2015.07.003

Chen, Y. S., and Chang, C. H. (2012). Enhance green purchase intentions: The
roles of green perceived value, green perceived risk, and green trust. Manage. Decis.
50, 502–520.

Cheng, Z., Shao, B., and Zhang, Y. (2022). Effect of product presentation videos
on consumers’ purchase intention: The role of perceived diagnosticity, mental
imagery, and product rating. Front. Psychol. 13:812579. doi: 10.3389/fpsyg.2022.
812579

Chiang, C. T., Yang, M. H., Koo, T. L., and Liao, C. H. (2020). What
drives customer engagement behavior? the impact of user participation from a
sociotechnical perspective. J. Electron. Commer. Res. 21, 197–214.

Chiu, C. M., Wang, E. T. G., Fang, Y. H., and Huang, H. Y. (2014).
Understanding customers’ repeat purchase intentions in B2C e-commerce: The
roles of utilitarian value, hedonic value and perceived risk. Inform. Syst. J. 24,
85–114. doi: 10.1111/j.1365-2575.2012.00407.x

DeLone, W., and McLean, E. R. (1992). Information systems success: The quest
for the dependent variable. Inform. Syst. Res. 3, 60–95. doi: 10.1287/isre.3.1.60

Elsharnouby, T. H., and Mahrous, A. A. (2015). Customer participation in
online co-creation experience: The role of e-service quality. J. Res. Interact. Marke.
9, 313–336. doi: 10.1108/JRIM-06-2014-0038

Fernando, Y., Halili, M., Tseng, M. L., Tseng, J. W., and Lim, M. K. (2022).
Sustainable social supply chain practices and firm social performance: Framework
and empirical evidence. Sustain. Prod. Consum. 32, 160–172. doi: 10.1016/j.spc.
2022.04.020

Friedrich, T., Schlauderer, S., and Overhage, S. (2019). The impact of social
commerce feature richness on website stickiness through cognitive and affective
factors: An experimental study. Electron. Commer. Res. Appl. 36:100861. doi: 10.
1016/j.elerap.2019.100861

Goraya, M. A. S., Jing, Z., Shareef, M. A., Imran, M., Malik, A., and Akram, M. S.
(2021). An investigation of the drivers of social commerce and e-word-of-mouth
intentions: Elucidating the role of social commerce in E-business. Electron. Mark.
31, 181–195. doi: 10.1007/s12525-019-00347-w

Gummerus, J., Liljander, V., Pura, M., and van Riel, A. (2004). Customer loyalty
to content-based web sites: The case of an online health-care service. J. Serv. Mark.
18, 175–186. doi: 10.1108/08876040410536486

Hansen, J. M., Saridakis, G., and Benson, V. (2018). Risk, trust, and the
interaction of perceived ease of use and behavioral control in predicting
consumers’ use of social media for transactions. Comput. Hum. Behav. 80, 197–
206. doi: 10.1016/j.chb.2017.11.010

Hasan, R., Shams, R., and Rahman, M. (2021). Consumer trust and perceived
risk for voice-controlled artificial intelligence: The case of Siri. J. Bus. Res. 131,
591–597. doi: 10.1016/j.jbusres.2020.12.012

Henkens, B., Verleye, K., and Larivière, B. (2021). The smarter, the better?!
customer well-being, engagement, and perceptions in smart service systems. Inter.
J. Res. Mark. 38, 425–447. doi: 10.1016/j.ijresmar.2020.09.006

Hung, S. Y., Chen, C., and Huang, N. H. (2014). An integrative approach to
understanding customer satisfaction with e-service of online stores. J. Electron.
Commer. Res. 15, 40–57.

Islam, J. U., Hollebeek, L. D., Rahman, Z., Khan, I., and Rasool, A. (2019).
Customer engagement in the service context: An empirical investigation of the
construct, its antecedents and consequences. J. Retail. Consum. Serv. 50, 277–285.
doi: 10.1016/j.jretconser.2019.05.018

Jaakkola, E., and Matthew, A. (2014). The role of customer engagement behavior
in value co-creation: A service system perspective. J. Serv. Res. 17, 247–261. doi:
10.1177/1094670514529187

Jiang, Y., and Lau, A. K. (2021). Roles of consumer trust and risks on
continuance intention in the sharing economy: An empirical investigation.
Electron. Commer. Res. Appl. 47:101050. doi: 10.1016/j.elerap.2021.101050

Kang, K., Lu, J., Guo, L., and Li, W. (2021). The dynamic effect of interactivity on
customer engagement behavior through tie strength: Evidence from live streaming
commerce platforms. Int. J. Inform. Manage. 56:102251. doi: 10.1016/j.ijinfomgt.
2020.102251

Kim, D. J., Ferrin, D. L., and Rao, H. R. (2008). A trust-based consumer decision-
making model in electronic commerce: The role of trust, perceived risk, and their
antecedents. Decis. Support Syst. 44, 544–564. doi: 10.1016/j.dss.2007.07.001

Kim, S. H., Yang, K. H., and Kim, J. K. (2009). Finding critical success factors
for virtual community marketing. Serv. Bus. 3, 149–171. doi: 10.1007/s11628-008-
0059-x

Kim, S., and Park, H. (2013). Effects of various characteristics of social
commerce (s-commerce) on consumers’ trust and trust performance. Int. J.
Inform. Manage. 33, 318–332. doi: 10.1016/j.ijinfomgt.2012.11.006

Liang, L. J., Choi, H. C., and Joppe, M. (2018). Understanding repurchase
intention of Airbnb consumers: Perceived authenticity, electronic word-of-mouth,
and price sensitivity. J. Travel Tour. Mark. 35, 73–89. doi: 10.1080/10548408.2016.
1224750

Lin, J., Yan, Y., Chen, S., and Luo, X. (2017). Understanding the impact of social
commerce website technical features on repurchase intention: A chinese guanxi
perspective. J. Electron. Commer. Res. 18, 225–244.

Liu, P., Li, M., Dai, D., and Guo, L. (2021). The effects of social commerce
environmental characteristics on customers’ purchase intentions: The chain
mediating effect of customer-to-customer interaction and customer-perceived
value. Electron. Commer. Res. Appl. 48:101073. doi: 10.1016/j.elerap.2021.10
1073

Lopes, E. L., de Lamônica Freire, O. B., and Herrero Lopes, E. (2019).
Competing scales for measuring perceived quality in the electronic retail industry:
A comparison between E-S-Qual and E-TailQ. Electron. Commer. Res. Appl.
34:100824. doi: 10.1016/j.elerap.2019.100824

Lu, B., Fan, W., and Zhou, M. (2016). Social presence, trust, and social
commerce purchase intention: An empirical research. Comput. Hum. Behav. 56,
225–237. doi: 10.1016/j.chb.2015.11.057

Luo, N., Wang, Y., Zhang, M., Niu, T., and Tu, J. (2020). Integrating community
and e-commerce to build a trusted online second-hand platform: Based on the
perspective of social capital. Technol. Forecast. Soc. Change 153:119913. doi: 10.
1016/j.techfore.2020.119913

Martins, C., Oliveira, T., and Popoviè, A. (2014). Understanding the Internet
banking adoption: A unified theory of acceptance and use of technology and
perceived risk application. Int. J. Inform. Manage. 34, 1–13. doi: 10.1016/j.
ijinfomgt.2013.06.002

Mayer, R. C., Davis, J. H., and Schoorman, F. D. (1995). An integrative model
of organizational trust. Acad. Manage. Rev. 20, 709–734. doi: 10.5465/amr.1995.
9508080335

Frontiers in Psychology 15 frontiersin.org

https://doi.org/10.3389/fpsyg.2022.965998
https://doi.org/10.1108/JRIM-04-2017-0022
https://doi.org/10.1108/JRIM-04-2017-0022
https://doi.org/10.5539/ijms.v9n2p92
https://doi.org/10.1108/JOCM-06-2019-0174
https://doi.org/10.24136/oc.2021.028
https://doi.org/10.1080/07421222.2015.1029394
https://doi.org/10.1080/07421222.2015.1029394
https://doi.org/10.2753/MTP1069-6679170105
https://doi.org/10.2753/MTP1069-6679170105
https://doi.org/10.1108/01409171211256569
https://doi.org/10.5172/impp.2013.15.3.326
https://doi.org/10.1002/bse.2466
https://doi.org/10.1002/bse.2466
https://doi.org/10.1016/j.elerap.2015.07.003
https://doi.org/10.3389/fpsyg.2022.812579
https://doi.org/10.3389/fpsyg.2022.812579
https://doi.org/10.1111/j.1365-2575.2012.00407.x
https://doi.org/10.1287/isre.3.1.60
https://doi.org/10.1108/JRIM-06-2014-0038
https://doi.org/10.1016/j.spc.2022.04.020
https://doi.org/10.1016/j.spc.2022.04.020
https://doi.org/10.1016/j.elerap.2019.100861
https://doi.org/10.1016/j.elerap.2019.100861
https://doi.org/10.1007/s12525-019-00347-w
https://doi.org/10.1108/08876040410536486
https://doi.org/10.1016/j.chb.2017.11.010
https://doi.org/10.1016/j.jbusres.2020.12.012
https://doi.org/10.1016/j.ijresmar.2020.09.006
https://doi.org/10.1016/j.jretconser.2019.05.018
https://doi.org/10.1177/1094670514529187
https://doi.org/10.1177/1094670514529187
https://doi.org/10.1016/j.elerap.2021.101050
https://doi.org/10.1016/j.ijinfomgt.2020.102251
https://doi.org/10.1016/j.ijinfomgt.2020.102251
https://doi.org/10.1016/j.dss.2007.07.001
https://doi.org/10.1007/s11628-008-0059-x
https://doi.org/10.1007/s11628-008-0059-x
https://doi.org/10.1016/j.ijinfomgt.2012.11.006
https://doi.org/10.1080/10548408.2016.1224750
https://doi.org/10.1080/10548408.2016.1224750
https://doi.org/10.1016/j.elerap.2021.101073
https://doi.org/10.1016/j.elerap.2021.101073
https://doi.org/10.1016/j.elerap.2019.100824
https://doi.org/10.1016/j.chb.2015.11.057
https://doi.org/10.1016/j.techfore.2020.119913
https://doi.org/10.1016/j.techfore.2020.119913
https://doi.org/10.1016/j.ijinfomgt.2013.06.002
https://doi.org/10.1016/j.ijinfomgt.2013.06.002
https://doi.org/10.5465/amr.1995.9508080335
https://doi.org/10.5465/amr.1995.9508080335
https://www.frontiersin.org/journals/psychology
https://www.frontiersin.org/


fpsyg-13-965998 September 8, 2022 Time: 6:59 # 16

Fan et al. 10.3389/fpsyg.2022.965998

McKnight, D. H., Choudhury, V., and Kacmar, C. (2002). Developing and
validating trust measures for e-commerce: An integrative typology. Inform. Syst.
Res. 13, 334–359. doi: 10.1287/isre.13.3.334.81

McMullan, R. (2005). A multiple−item scale for measuring customer loyalty
development. J. Serv. Mark. 19, 470–481. doi: 10.1108/08876040510625972

Mehrabian, A., and Russell, J. A. (1974). The basic emotional impact of
environments. Percept. Mot. Skills 38, 283–301. doi: 10.2466/pms.1974.38.1.283

Möhlmann, M. (2015). Collaborative consumption: Determinants of
satisfaction and the likelihood of using a sharing economy option again.
J. Consum. Behav. 14, 193–207. doi: 10.1002/cb.1512

Mollen, A., and Wilson, H. (2010). Engagement, telepresence and
interactivity in online consumer experience: Reconciling scholastic and
managerial perspectives. J. Bus. Res. 63, 919–925. doi: 10.1016/j.jbusres.2009.05.
014

Mou, J., Cui, Y., and Kurcz, K. (2020). Trust, risk and alternative website quality
in B-buyer acceptance of cross-border E-commerce. J. Glob. Inform. Manage. 28,
167–188. doi: 10.4018/JGIM.2020010109

Mulcahy, R., Letheren, K., McAndrew, R., Glavas, C., and Russell-Bennett, R.
(2019). Are households ready to engage with smart home technology? J. Mark.
Manage. 35, 1370–1400. doi: 10.1080/0267257X.2019.1680568

Parasuraman, A., Zeithaml, V. A., and Malhotra, A. (2005). ES-QUAL: A
multiple-item scale for assessing electronic service quality. J. Serv. Res. 7, 213–233.
doi: 10.1177/1094670504271156

Paz, M. D. R., and Delgado, F. J. (2020). Consumer experience and omnichannel
behavior in various sales atmospheres. Front. Psychol. 11:1972. doi: 10.3389/fpsyg.
2020.01972

Pop, R.-A., Sãplãcan, Z., Dabija, D.-C., and Alt, M.-A. (2021). The impact of
social media influencers on travel decisions: The role of trust in consumer decision
journey. Curr. Issues Tour. 25, 823–843.

Priporas, C. V., Stylos, N., Rahimi, R., and Vedanthachari, L. N. (2017).
Unraveling the diverse nature of service quality in a sharing economy.
Int. J. Contemp. Hosp. Manag. 29, 2279–2301. doi: 10.1108/IJCHM-08-2016-
0420

Qalati, S. A., Vela, E. G., Li, W., Dakhan, S. A., Hong Thuy, T. T., and Merani,
S. H. (2021). Effects of perceived service quality, website quality, and reputation
on purchase intention: The mediating and moderating roles of trust and perceived
risk in online shopping. Cogent Bus. Manag. 8:1869363. doi: 10.1080/23311975.
2020.1869363

Roy, S. K., Balaji, M. S., Soutar, G., Lassar, W. M., and Roy, R. (2018a). Customer
engagement behavior in individualistic and collectivistic markets. J. Bus. Res. 86,
281–290. doi: 10.1016/j.jbusres.2017.06.001

Roy, S. K., Shekhar, V., Lassar, W. M., and Chen, T. (2018b). Customer
engagement behaviors: The role of service convenience, fairness and quality.
J. Retail. Consum. Serv. 44, 293–304. doi: 10.1016/j.jretconser.2018.07.018

Salganik, M. J., Dodds, P. S., and Watts, D. J. (2006). Experimental study
of inequality and unpredictability in an artificial cultural market. Science 311,
854–856. doi: 10.1126/science.1121066

Shao, Z., Guo, Y., Li, X., and Barnes, S. (2020). Sources of influences on
customers’ trust in ride-sharing: Why use experience matters? Ind. Manage. Data
Syst. 120, 1459–1482. doi: 10.1108/IMDS-12-2019-0651

Shao, Z., Zhang, L., Li, X., and Guo, Y. (2019). Antecedents of trust and
continuance intention in mobile payment platforms: The moderating effect of
gender. Electron. Commer. Res. Appl. 33:100823. doi: 10.1016/j.elerap.2018.100823

Sitkin, S. B., and Pablo, A. L. (1992). Reconceptualizing the determinants of risk
behavior. Acad. Manage. Rev. 17, 9–38. doi: 10.5465/amr.1992.4279564

Taylor, J. W. (1974). The role of risk in consumer behavior: A comprehensive
and operational theory of risk taking in consumer behavior. J. Mark. 38, 54–60.
doi: 10.1177/002224297403800211

Van Doorn, J., Lemon, K. N., Mittal, V., Nass, S., Pick, D., Pirner, P., et al. (2010).
Customer engagement behavior: Theoretical foundations and research directions.
J. Serv. Res. 13, 253–266. doi: 10.1177/1094670510375599

Vimalkumar, M., Sharma, S. K., Singh, J. B., and Dwivedi, Y. K. (2021). ‘Okay
google, what about my privacy?’: User’s privacy perceptions and acceptance of
voice based digital assistants. Comput. Hum. Behav. 120:106763. doi: 10.1016/j.
chb.2021.106763

Vinerean, S., Budac, C., Baltador, L. A., and Dabija, D. C. (2022). Assessing
the effect of covid-19 pandemic on m-commerce adoption: An adapted UTAUT2
approach. Electronics 11:1269. doi: 10.3390/electronics11081269

Vo, N. T., Chovancová, M., and Tri, H. T. (2020). The impact of e-service
quality on the customer satisfaction and consumer engagement behaviors toward
luxury hotels. J. Qual. Assur. Hosp. Tour. 21, 499–523. doi: 10.1080/1528008X.
2019.1695701

Vohra, A., and Bhardwaj, N. (2019). Customer engagement in an e-commerce
brand community. J. Res. Interact. Mark. 13, 2–25. doi: 10.1108/JRIM-01-2018-
0003

Wang, J., Cai, S., Xie, Q., and Chen, L. (2021). The influence of community
engagement on seller opportunistic behaviors in e-commerce platform. Electron.
Commer. Res. 1, 1–29. doi: 10.1007/s10660-021-09469-w

Williams, M. D. (2021). Social commerce and the mobile platform: Payment
and security perceptions of potential users. Comput. Hum. Behav. 115:105557.
doi: 10.1016/j.chb.2018.06.005

Wolfinbarger, M., and Gilly, M. C. (2003). ETailQ: Dimensionalizing, measuring
and predicting etail quality. J. Retail. 79, 183–198. doi: 10.1016/S0022-4359(03)
00034-4

Yen, C., and Chang, C. M. (2015). Unity is strength: Understanding users’ group
buying behavior in taiwan from a collectivism perspective. J. Electron. Commer.
Res. 16, 109–122.

Zeithaml, V. A., Parasuraman, A., and Malhotra, A. A. (2000). A conceptual
framework for understanding e-service quality: Implications for future research and
managerial practice. Cambridge: MA: Marketing Science Institute.

Zhang, J., Qi, S., and Lyu, B. (2021). A receiver perspective on
knowledge sharing impact on consumer-brand relationship in virtual
communities. Front. Psychol. 12:685959. doi: 10.3389/fpsyg.2021.685
959

Frontiers in Psychology 16 frontiersin.org

https://doi.org/10.3389/fpsyg.2022.965998
https://doi.org/10.1287/isre.13.3.334.81
https://doi.org/10.1108/08876040510625972
https://doi.org/10.2466/pms.1974.38.1.283
https://doi.org/10.1002/cb.1512
https://doi.org/10.1016/j.jbusres.2009.05.014
https://doi.org/10.1016/j.jbusres.2009.05.014
https://doi.org/10.4018/JGIM.2020010109
https://doi.org/10.1080/0267257X.2019.1680568
https://doi.org/10.1177/1094670504271156
https://doi.org/10.3389/fpsyg.2020.01972
https://doi.org/10.3389/fpsyg.2020.01972
https://doi.org/10.1108/IJCHM-08-2016-0420
https://doi.org/10.1108/IJCHM-08-2016-0420
https://doi.org/10.1080/23311975.2020.1869363
https://doi.org/10.1080/23311975.2020.1869363
https://doi.org/10.1016/j.jbusres.2017.06.001
https://doi.org/10.1016/j.jretconser.2018.07.018
https://doi.org/10.1126/science.1121066
https://doi.org/10.1108/IMDS-12-2019-0651
https://doi.org/10.1016/j.elerap.2018.100823
https://doi.org/10.5465/amr.1992.4279564
https://doi.org/10.1177/002224297403800211
https://doi.org/10.1177/1094670510375599
https://doi.org/10.1016/j.chb.2021.106763
https://doi.org/10.1016/j.chb.2021.106763
https://doi.org/10.3390/electronics11081269
https://doi.org/10.1080/1528008X.2019.1695701
https://doi.org/10.1080/1528008X.2019.1695701
https://doi.org/10.1108/JRIM-01-2018-0003
https://doi.org/10.1108/JRIM-01-2018-0003
https://doi.org/10.1007/s10660-021-09469-w
https://doi.org/10.1016/j.chb.2018.06.005
https://doi.org/10.1016/S0022-4359(03)00034-4
https://doi.org/10.1016/S0022-4359(03)00034-4
https://doi.org/10.3389/fpsyg.2021.685959
https://doi.org/10.3389/fpsyg.2021.685959
https://www.frontiersin.org/journals/psychology
https://www.frontiersin.org/

	Effect of e-service quality on customer engagement behavior in community e-commerce
	Introduction
	Literature review
	Community e-commerce
	The stimulus-organism-response model
	E-service quality
	Customer trust and perceived risk
	Customer engagement behavior

	Research hypotheses
	Effect of e-service quality on customer trust and perceived risk
	Effect of customer trust on customer perceived risk
	Effect of customer trust and perceived risk on customer engagement behavior
	Mediating role of customer trust and customer perceived risk

	Research design
	Sample selection
	Variable measurement
	Sample characteristics

	Data analysis
	Measurement model analysis
	Structural model testing
	Mediating effect test

	General discussion
	Theoretical implications
	Practical implications
	Limitations and further research

	Conclusion
	Data availability statement
	Ethics statement
	Author contributions
	Funding
	Conflict of interest
	Publisher's note
	References


