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[Abstract]

This study aims to analyze the structural relationship linking behaviors of value co-creation of users of Xiaohongshu (a social
commerce app in China), platform trust, perceived value, and intention of continuous use. For the analysis conducted a
questionnaire survey with 364 Chinese users of the app were investigated, and the results are summarized as follows. First,
information seeking and sharing feedback and advocacy are found to have a positive (+) impact on platform trust. Second,
information seeking, information sharing, and personal interaction feedback and help are found to have a positive (+) impact on
perceived value. Third, platform trust and perceived value are found to have a positive (+) effect on users’ intention of continuous
use. This empirical analysis provides basic information on factors that can improve the competitiveness of social commerce.
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1. EX'IE:I.L
Table 1. Variable description
Variable ltems References
| would ask others in the Xiaohongshu what goods they were selling
Information Seeking | will search for product service information in Xiaohongshu
| will care about other people's use of goods in the Xiaohongshu
| will put forward the commodity information | need in the Xiaohongshu
Information Sharing I will convey my feelings of using the goods in the Xiaohongshu
| will share product information that is helpful to others in the Xiaohongshu
| treated the customer service on the Xiaohongshu politely
Personal Interaction | respect the customer service in the Xiaohongshu
| have not been rude to the customer service in the Xiaohongshu
If | have any good ideas to improve my products and services, | will share them in
Xiaohongshu
Feedback If | get good products and services from certain goods, | will mention them in the [10] [45] [46]
Xiaohongshu
If | have problems using certain products, | will share them on the Xiaohongshu
| will discuss the positive aspects of certain products and services in the Xiaohongshu
Advocacy | would recommend some products to others in the Xiachongshu
| will encourage my friends, family members and relatives to use certain products in
the Xiaohongshu
If other consumers have problems with certain products, | will help them in the
Xiaohongshu
Helpin | taught through Xiaohongshu other consumers how to make better use of certain
ping products and services
| will give other consumers advice on certain products and services on the
Xiaohongshu
The Xiaohongshu is trustworthy
| think the service provided by Xiaohongshu is reliable
Platform Trust - - - — 49
! | think the Xiaohongshu has a high degree of credibility [49]
| think Xiaohongshu is trusted by everyone
| think the information of the Xiaohongshu is very valuable
| can put forward my own opinions and suggestions in Xiaohongshu can be satisfied
Perceived Value | can get a sense of accomplishment by helping others answer and solve problems in [30]
the Xiaohongshu
| can make friends in the Xiaohongshu to get a relaxed and happy feeling
| will continue to use the Xiaohongshu
Continued use Intention | In the future, | will buy products through Xiaohongshu [36]
| would recommend the Xiaohongshu
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AbEI) Ok R 71E4Y 429(11.5%), 71EF 544
(14.9%), A+ AAF 389(10.4%) <=0] AT} AL hAFES]
ARLETT AFEAIZES 210l A 3191 97} 1377 (37.6%)
o= 7P EA v o, 671€eA 1dE o] &gl &
T3k Alo] 967(26.4%), 3'd 14 o]-&3hrtal i3k Abgh
o] 679(18.4%), 11 dolA 2d& o]-§3tt}al 3 Algto]
399(10.7%), 671€ ola} o]gstrtar SH3t Algo] 251
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Table 2. Demographic characteristics

(n=364)
Variable ltem Frequency (%)
Sex Male 171 47.0%
Fmale 193 53.0%
<18 12 3.3%
18-25 210 57.7%
Age 26-30 81 22.3%
31-40 4 11.3%
41< 20 6.4%
high school 48 13.1%
graduation
bé(;ig‘ragzir?d college graduation 264 72.6%
graduate slchool 50 14.3%
graduation
Student 128 35.2%
general office work 102 28.0%
Career Self-employment 38 10.4%
| | e
etc 54 14.9%
< 6 month 25 6.9%
6 month — 1 year 96 26.4%
Use Time 1 year — 2 year 39 10.7%
2 year — 3 year 137 37.6%
3 year < 67 18.4%
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Table 3. Resulr for construct validity and reliability

HE AZ|, X 2E TEx|2F K| A 2| 2ol bl x| = G &k

Constructs Std.Estimate| S.E. C.R. AVE Cror‘1b—
ach's a
IRER 0.749
Information = cF> 0.692 | 0.074 | 0.802 | 0.575 | 0.802
Seeking
ISE3 0.828 | 0.087
[ IsH 0.803
Information i > 081 | 0.066 | 0.834 | 0.626 | 0.832
Sharing
ISH3 0.759 | 0.067
PINT 0.697
Iri‘;;%’t‘ii'n PIN2 0.674 | 0.076 | 0.823 | 0.614 | 0.817
PIN3 0.949 | 0.112
FBAI 0.807
Feedback | FBA2 | 0.709 | 0.067 | 0.818 | 0.601 | 0.817
FBA3 | 0.805 0.07
ADV1 0.783
Advocacy | ADV2 | 0.707 | 0.067 | 0.821 | 0.606 | 0.821
ADV3| 0.839 | 0.079
HELT 0.74
Helping | HEL2 | 0.848 | 0.088 | 0.837 | 0.632 | 0.835
HEP3 | 0.793 | 0.077
PLAT1| 0.773
Platform |PLAT2| 0.666 | 0.076
Trust  |[PLAT3| 0676 | 0.072 | 0804 | 0:508 | 0.804
PLAT4| 0.73 0.075
PER1 0.545
Perceived | PER2 0.845 0.164
Value |PER3| 0717 |0.142 | 0809 ]0:520 | 0.803
PER4 | 0.746 | 0.149
Continued | CON1 0.761
use CON2| 0.841 0.09 | 0.819 | 0.602 | 0.819
Intention | CON3 0.72 0.074
CMIN/DF=1.689; RMR=0.036; GFI=0.899, IFI=0.951,

TLI=0.941,

CFI=0.950, RMSEA=0.044, PNFI=0.746,PCFI=0.798

A, A=
=S YER=
26.0 Z23s

NFYS AFHAE I 4o ©
A 3He 0.802=2 7P EkxwE o] 4k
24 ik o2 WolEelx)
Aol AbgE wE W

T
98-S Felssint.

1969

s50]

7)&EX
%

AAsiglal ols F&l AT

o 1% B 5489

=4S B

I/]— 170 AT
sl i AR =(CR)SH FH2AFE(AVE) @
T, b B2 the aQlEdte) Y
At F ] Al vl
ok 14 8R1EAE FE SHREe Prkelslth A
SARY ] A AFE= Xe/df kel 1.689(<3),
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Table 4. Result for construct validity and reliability

Informgtion Inform;ation Personlal ST v e—— Platform | Perceived Continugd use
Seeking Sharing Interaction Trust Value Intention

Information Seeking .758

Information Sharing 5117 791

Personal Interaction 346" .398™" .783

Feedback 507" 654" 390" .775
Advocacy 4317 449" .303"" 520" 778
Helping L4007 420" 318" 423" 4017 .795
Platform Trust 524" 604" .396™"" 620" 514" 450" 713
Perceived Value B 550" 407" 559" 470" 4717 | 506" 721
Continued use Intention 251" 329" 251" 4077 2147 357" | .359" 3917 776
Notes. Diagonal value: Square root of AVE. "p<.05, "p<.01,""p<.001
T 5. Ak 24
Table 5. Hypothesis test result
Path B B S.E. C.R p pass or not

H1-1 | Information Seeking - 0.15 0.147 0.069 2.178 0.029" pass
H1-2 | Information Sharing - 0.198 0.221 0.071 2.799 0.005™ pass
H1-3 | Personal Interaction i 0.09 0.08 0.062 1.464 0.143 not
H2-1 | Feedback - Platform Trust 0.227 0.249 0.075 3.018 | 0.003™" pass
H2-2 | Advocacy - 0.124 0.114 0.065 1.888 0.059 not
H2-3 | Helping — 0.146 0.151 0.063 2.308 0.021" pass
H3-1 | Information Seeking - 0.114 0.166 0.047 2.412 0.016" pass
H3-2 | Information Sharing - 0.103 0.172 0.048 2.149 0.032" pass
H3-3 | Personal Interaction — ) 0.09 0.119 0.042 2.129 0.033" pass
H4-1 | Feedback - Perceived Value 0.115 0.189 0.051 2.261 0.024" pass
H4-2 | Advocacy - 0.075 0.116 0.043 1.766 0.077" not
H4-3 | Helping — 0.127 0.175 0.045 2.797 0.005™" pass
H5 Platform Trust - ) ) 0.399 0.288 0.106 3.77 *kK pass
H6 Perceived Value — Continued use Intention 0.213 0.229 0.068 3.129 0.002™" pass

Notes: "p<.05, ""p<.01, ""p<.001

RMRE 0.036(<.05); GFIE 0.899(=.9), IFI& 0.951
(=.9), TLI&= 0.941(=.9), CFI= 0.950(=.9), RMSEA
= 0.044(<.05), PNFI:= 0.746(=.5), PCFI:= 0.798(=.5)
2 2EEQ B Ao RE A3E A iUt A4 Vs
TSk Ao ke AT

I 3o mEY JFEdAde] FrER, B Aol Hat
A 72 0.508~0.6322] M=, 0.59] 7|Eaks =2
sgion, fEo] Jd AlF e 0.802~0.8359 W=,
0.7 o1} 71Eake vkl BE Awrt 71es 15
o 24 AsErFAdo] A-sA FRHASS & 5 Uk
¥ 4ollM & 4= 9lo), AREAS Fato] AR An
MAA Joakg, F=w, 85
A, AEAR . 5 97 &5

|

P
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Boode] M A5 Avks %59 Zk A, AReE4r
ARERR] 7] FEAE eldEe] EHE AlF A=
F3HHD) 7T Adfel] waw, ey uIfs
AE A= frolg Aol S vX]au(B=0.147, p<0.05;
B=0.221, p<0.05), 7HH Ao2tgL ZPE AFdl| F2
3 QJEFS v A PPTHB=0.08, p>0.05). webs Hl-1,
H1-27} A= Qe AR 547 AREALe] 7H4] 3-6-3& ARl
o] ZWE AF o) nH= JeHH2)Y A5 Ffol| =
W, =y} TS T Ao fofdk Fo] JgE vH|
31(B=0.249, p<0.01; B=0.151, p<0.05), ¥F+= ZHEZ 2
gl frelsk g vAA FATHB=0.114, p>0.05). w=h
A H2-1, H2-30°] &= 1t}

1970
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A 7Hel n) A GRHHI)O) AF Avel wEw, Ang  vewetn Eeld o] §2 Fi G917t TeE] s ¥
3 ARE L AN AL A2k A KOl A AH GRS v AL Jujsih, S5 o] 9
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l” FRHHH ] AT Aol wh=d, v=w} m g2 2]z} & e e sEL,
g 7Hel frol gk o] @3S wXa(p=0.189, p<0.05; B AR, AT AFEAR] 71 B RE B PE5S AR
=0.175, p<0.013), &== A2t 74l Folek &S vl A, AR ANR1A e e FEdte], 7
A4 ATHB=0.116, p>0.05). whehr] H4-1, H4-30] A Z Fo] WFo] Azte FpHe vHE G HEd A
e Aet. B ()0 GFE vIAE Ao dehstth AR A
AR, AEQZE AREARS] EE AIE7} A AR W2 0 ' AFQ Fre] AlES thE AREALOAl FHE o, 3
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