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This article seeks to study how the extensive usage of social networking sites

(SNSs) and interaction in consumer-to-consumer (C2C) communities influence

brand trust. Social networking sites have impacted internet commerce in a

technologically advanced era; it connects global users. Social media ads have

changed our thinking; new market trends are reshaping the business industry.

This study empirically investigates a model based on media richness theory and

social capital theory. Using data collected from users who conducted

transactions on these sites, a theoretical model was developed to analyze

the inspirations behind trust. The results show that Instagram’s media-rich

platform enhances social capital and a sense of virtual community between its

members, affecting trust. Instagram usage intensity does not immediately affect

brand trust, but it has an indirect effect; community trust also positively

influences brand trust. This study defines the role of a sense of virtual

community (SOVC) and social capital (SC) in C2C communities only. This

study delivers insights to managers on how to increase brand trust via SNSs.

Prior studies on social commerce do not apply to C2C communities on social

media platforms, especially Instagram. This study presents a novel standpoint of

social capital and media richness structures as precursors of brand trust in C2C

communities.
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Introduction

Social networking sites (Sundararaj & Rejeesh, 2021), have highly influenced the

online business paradigm in this tech-oriented era. It creates a close connection between

users in different corners of the world (Verduyn et al., 2020; Khan et al., 2021a).

Consumers are inclined to become members of the different customer-to-customer
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(C2C) communities for various reasons; for instance, it helps

them connect with the world, develop an extended social circle

without boundaries, enhance their ways of life, and enjoy the

creative content available on the platform (Koranteng et al., 2019;

Khan et al., 2021b; Khan et al., 2022a).

C2C communities (Kwon et al., 2020), develop and improve

the interaction between the users and the platform. Highly

integrated communities on different platforms fulfill the

purpose of online shopping in this online world. Companies

increasingly use social networking platforms to communicate

and connect with their customers and grow their businesses

through diversification (Ruttell, 2018; Khan et al., 2022f; Li et al.,

2022). C2C communities are considered highly reliable for firms

to communicate and connect with their customers to develop

business with the help of diversity. Moreover (Phua et al., 2017;

Tanveer et al., 2021a; Khan et al., 2021c; Khan et al., 2022b), the

advertisements on social networking platforms have transformed

the way of thinking; in this new time, new and advanced market

patterns are evolving the business industry.

Previous researches have established a direct relationship

between a Sense of Virtual Community (SOVC) and purchase

intention (Ku et al., 2019; Yao et al., 2021); the information users

receive on these platforms carries a high potential and can

influence consumer buying patterns. In these platforms, users

have the value addition of rich media capabilities; It helps every

individual to create influence in the community (Lei et al., 2021;

Rizmi et al., 2021). Once Users start to view C2C communities as

reliable sources of information, new chances for building

complete brand trust and awareness, and viral advertising

platforms, emerge into a whole new marketplace (Ku et al.,

2019; Khan et al., 2021d).

Numerous studies have developed research to represent the

impact of these online (Akrout &Nagy, 2018; Vohra & Bhardwaj,

2019; Priharsari et al., 2020), feedback-driven platforms, and

their effectiveness in structuring the consumer’s buying behavior.

It firmly declares that the increased buying power of some

consumers will increase the level of trust among other

members, leading to increased engagement of members in the

community (Priharsari et al., 2020; Khan et al., 2022c). The

development of faith among platform users would significantly

create gross social capital.

Prior studies have also focused mainly on the business-to-

business (B2B) business model (Tao & Wei, 2019; Rubio et al.,

2020; Rodríguez-López, 2021), and they comprise a limited

contribution to the B2C model, and we found a gap in the

research on C2C communities. As these dynamics of online

communities are a significant shift in this paradigm, there is

an extensive need to research this area (Kao et al., 2020; Khan

et al., 2021e; Khan et al., 2021f). C2C communities are a hybrid of

social trade and C2C communities equipped with highly

integrated social networks. These days, brands are conducting

R&D to study the influence of these C2C communities and the

key factors that motivate users to transact on these platforms.

Former studies (Jansom&Pongsakornrungsilp, 2021; Yang et al.,

2020; W. K. S. Leung et al., 2019; Leeraphong & Papasratorn, 2018)

have extensively elaborated that consumers’ purchase intention

drives the authority to create decision-making power among the

members depending upon users’ age, gender, understanding level,

and personality traits. It has been established that familiar technology

individuals with quick decision-making power tend to boost

engagement on these online platforms. Multiple factors with an

asymmetric pattern can contribute to consumers’ purchase intention,

for example, discounts, easy accessibility, availability, and quality of

products (Vrontis et al., 2018). However, none of the studies have

addressed the role of C2C networks, including Instagram, in creating

brand trust.

Instagram has the 4thmost users of any application and is one of

the essentialmarketplaces globally with 1.074 billion active users. Five

hundred million people use Instagram stories daily, and the content

sharing from these 500million communitymembers contributes to a

significant share of the business dynamics of Instagram. On Average,

95 million photos and videos are shared on Instagram daily, 63% of

Instagram users check the app at least once daily, and 42% open the

app multiple times on the same day (Tanveer et al., 2021b; Rasool

et al., 2021; Instagram, 2022). These stats help us understand that

Instagram is a virtual platform contributing very aggressively to

designing C2C communities in an online marketplace.

Our first contribution to this study is to select Instagram as an

online platform under research here due to its vast market share in

the online community. If we analyze the influence of Instagram on

business, 36.2% of B2B decision-makers use Instagram to search for

new products, and 16. 90% of users follow at least one brand on

Instagram. The demographics of Instagram as of 2021; 52% of

Instagram’s audience identified as female, and 48% identified as

male (Instagram Statistics You Need to Knowc, 2020; Instagram

Revenue and Usage Statistics, 2022). These states create

opportunities for the need for extensive research on Instagram

and its C2C communities to analyze its influence on online shopping.

Our second contribution to this paper is; that we proposed

the construct of brand trust in online communities. We created

and analyzed the effects of brand trust in the C2C community. As

previous research has mainly focused on consumer purchase

intention, we would focus on brand trust because it’s integral in

driving the statistics of online consumer behaviors. Besides,

living in this integrated, tech-oriented society, we need to

analyze the future of the virtual markets and the essence of

the C2C communities of Instagram to design business

orientation more progressively.

Literature review

Instagram and C2C communities

The daily use of social networks is increasing, social networks

have become a B2C market for companies for business activities,
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and the application of social commerce is not limited to business

(Kumar et al., 2022). Ordinary members of the social network

communities can become sellers and buyers. After seeing

recommendations, ratings, and reviews, these platforms are in

demand and followed by users (Maravic, 2013; (Tanveer, 2021).

The website of the C2C networks is based on the demand of

the community and its platformmembers since they are involved

in various online businesses. In contrast, the C2C social trading

platform differs from other platforms in terms of functions and

uses (Allen, 2014). Consumers’ interactions are carried out

through various C2C platforms (Cuevas-Molano et al., 2021;

Zhou et al., 2022a), such as eBay, OLX, Craigslist, Instagram, etc.

Online transaction sites allow consumers to bid on products and

act as intermediaries in a wide geographic area, directing buyers’

payments to sellers. These sites have also developed various buyer

protection plans to protect buyers from the possibility of dealing

with undisclosed sellers (Zhou et al., 2022b; Kumar et al., 2022).

Commercial bulletin platforms (Ramle and Kaplan, 2019)

allow people to publish product promotions, payments and deals

carried out following the mutual agreement of the buyer and the

seller. Consumers tend to transact within their geographic area

(Nalewajek & Macik, 2013; Bandidniyamanon, 2014), although

the coverage of these advertising platforms is much broader.

Instagram is a social commerce platform that provides nearly

experience for transactions between consumers and can create

local communities where any community member can post

product news to win prospective buyers or sellers (Pilar et al.,

2019).

In addition (Casaló et al., 2021), the networks on Instagram

help spread information across the Internet. It is conceivable that it

could reach many latent buyers, even in the community where the

ad is published as shown in Figure 1. The fundamental difference

between the website’s virtual business design (Da Silva and Núñez

Reyes, 2022), along with “Instagram” social business platform

design lies in the combination of features, for example, the rich

details on Instagram and the behavioral responses (for example,

the severity of use) and collective structure (for example, the ABC).

The research on the social environment of Instagram users (Oltra

et al., 2021) is limited to the research on the buying habits of

Instagram “buying and selling” groups. With the launch of the

Instagram market community function, the C2C social

e-commerce area on Instagram has brought hope to researchers.

Media richness theory

In 1986, Richard Daft and Robert Lengel first described

“media richness” (Daft and Lengel, 1986); media richness

represents the density of learning conveyed through a

particular media. Face-to-face communication (Dennis &

Kinney, 1998), is the richest medium because it allows signals

from language content, tone, facial expressions, gaze direction,

gestures, and postures to conduct interpersonal communication

simultaneously. Before the emergence of electronic media, media

richness theory (MRT) was developed (Simon & Peppas, 2004) to

help managers in a business environment decide which media to

convey information most effectively. Rich media, such as

conversations and phone calls, are considered best for

unconventional messages, while the lean press, such as

unaddressed notes, is suitable for regular news.

Over the past 20 years (Valacich et al., 1994), media richness

has expanded to describe the strengths and weaknesses of new

media, from email to websites, video conferencing, voice mail,

and instant messaging. The richness of the media (Alamäki et al.,

2019), deserves to be understood by more people because people

make decisions about the media all day long without considering

the consequences of media choices and the fit between the

information content and the media. Humans have adapted to

their environment by living in close-knit and stable social groups

(El-Shinnawy & Markus, 1997); face-to-face communication has

been the only way of communication for hundreds of thousands

of years; until about 5,000 years ago, the concept of media

selection did not exist because it was face-to-face or nothing

except the smoke signal. Clear speech and language complement

the rich voices, facial expressions, eyes, gaze, gestures, and

postures our ancestors relied on, creating a rich and

potentially highly nuanced communication repertoire

(Alamäki et al., 2019).

Social capital theory

Social capital (Schmid and Robison, 1995), enables people to

cooperate effectively to achieve a common goal or objective. It allows

society or organizations (Kreuter and Lezin, 2002), such as businesses

or nonprofits, to work together through trust and shared identities,

norms, values, and relationships. In short, social capital benefits the

whole of society through social connections (Lin et al., 2001).

Therefore, research on how social capital works or does not

works spans all the social sciences.

Although social capital has been used recently (Swanson

et al., 2020), the concept that social relationships can bring

productive results for individuals or groups has long been

explored. It is often described (Häuberer, 2011; Zhang et al.,

2022), as how citizens or community members work together to

live in harmony, but this word can have different meanings,

depending on how it is applied. Social capital (Kim & Cannella,

2008), is no longer limited or partial in scope; it is often used to

describe relationships that contribute to business success. It can

be said that it is considered as valuable as financial or human

capital. The Internet and Internet users are prime examples of

how social capital (X. Y. Leung et al., 2021) operates

commercially and enable professionals to form social

connections in many forms. Usually, in global links, many

jobs are filled through informal networks rather than job

listings; this is what social capital is in action.
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Hypothesis development

Media richness and social capital

Media Richness Theory (F.-C. Tseng et al., 2019) refers to a

platform’s ability to replicate the information over time; the

richness of a platform promotes the righteous interpretation of

the content; it has the components of clarity, certainty,

unambiguity, and easy access. The degree of richness variates

based on platforms (Choi, 2019); in the case of Instagram, the

existence of rich options (comments, shares, tags, posts, videos,

images, etc.) qualifies for a massive portion of media richness.

The social relationships of members on virtual platforms intend

to increase value between similar people and create bridges

between diverse individuals, which plays a vital role in

generating the community’s social capital (Xiao et al., 2021).

The media richness of virtual platforms (Rice, 1992)

enhances the chance of increasing social capital. Individuals in

C2C communities interact via shared, rich sources of

communication; that directly boost social capital (Liao &

Teng, 2018). Users with different natures of relationships

contribute to the community’s social capital with the help of

influence each one of them carries (Gyamfi & Williams, 2017).

The increased interaction of members in C2C communities

elevates the social capital of the platform. Hence, we develop

the following hypothesis:

HYPOTHESIS 1. Instagram’s media richness positively affects

the social capital of its C2C communities.

Media richness and instagram’s usage
intensity

The richness of medium (Voorveld et al., 2018), apprises to

be a primary driver in achieving the maximized usage intensity of

a platform. In Instagram, Feedback-driven features and rich

interactive communication items help users contribute to the

platform’s usage intensity (Shahbaznezhad et al., 2021). It

increases the chances of initiating new relationships between

the community members; users can mobilize their social

networks and connections with the help of available rich

functionalities. The hashtag feature of Instagram (Giakoumaki

& Krepapa, 2020), sets the trends. Almost every individual

participates; hashtags also play a crucial role in marketing

over Instagram.

Emerging properties that promote the richness of the

medium have a direct relationship with the usage intensity of

FIGURE 1
Information exchange between buyers and sellers on Facebook C2C groups.
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the platform (Chemela, 2019). Rich mediums help users develop

a psychological bonding with Instagram and contain a

considerable portion of their day-to-day activities (Camacho-

Miñano et al., 2019). Instagram’s rich functionalities effectively

increase the usage intensity. Thus, we are proposing the below

hypothesis:

HYPOTHESIS 2. The media richness of Instagram positively

and directly affects Instagram usage intensity.

Media richness and trust in C2C
community

Trust in social media platforms influence human behavior

(Yen & Chiang, 2021); C2C communities are platforms where

people are drawn together based on their shared interests, values,

hobbies, etc. The more frequently members interact with each

other, the more trust is developed, and the bond enhances

stronger (Shao & Pan, 2019). Rich mediums tend to improve

members’ belongingness quickly (Quoquab & Mohammad,

2022). The richness of the medium on Instagram creates value

for the user and shares a significant portion in building trust in

the C2C community. The features of Instagram (W. K. Leung

et al., 2019), that publicize the trust factors, including posting

media content, availability of profile views, instant feedback, and

recommendations are valuable in providing a qualitative

assessment to other community members based on their

experience.

Media richness is essential to building community trust

(Chao et al., 2014). The availability of rich functionalities of

Instagram creates a value of trust by reducing possible

unreliability and improving the chances of transactions. The

existence of mutual friends (Wang et al., 2021), also helps build

reliance and trust in these C2C Communities. Hence, we

designed the following hypothesis:

HYPOTHESIS 3. Instagram’s media richness highly affects trust

in the C2C community.

Media richness and sense of virtual
community

A sense of virtual community (SOVC) refers to getting

insight and support (Koh et al., 2003), sharing information,

and accepting among community members. The media

richness of Instagram creates value because of its capacity to

help members; to interact without boundaries, easy accessibility,

approach to new information and ideas, and develop a sense of

trust and reliability among the members (Chen & Chang, 2018).

The platform provides rich media capabilities (Chua & Jiang,

FIGURE 2
Model for research.
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2006) when users share their day-to-day experiences in posts that

include text, images, videos, and emojis. Once the users find the

forum is causative in their personal life, they feel an emotional

attachment towards it, which originates a sense of virtual

community.

The main element that drives C2C communities is the media

richness of the platform (Bergin, 2016). When community

members share their experiences with others, it steers to an

improved SOVC. The administrative control features help to

comply with and moderate online activities. Moreover (Koh

et al., 2003), the standard code of conduct for the community

is well established among the members. It develops a stronger

bond that reflects SOVC. We propose that the media richness of

Instagram increases the SOVC in the community, so we adapt the

following hypothesis:

HYPOTHESIS 4. Media richness attributes of Instagram

directly influence SOVC in its C2C communities.

Instagram usage intensity and social
capital

Keeping Instagram’s usage intensity in view, we can establish

that it has become an essential part of people’s lives. There will be

1.074 billion Instagram subscribers globally in 2021. On average,

every post on Instagram contains 10.7 hashtags that directly

influence social capital. 71% of the active users on Instagram are

under 35 years (Instagram, 2022). According to the statistics, an

Instagram user spends 53 min on this app every day

(Gunaningrat et al., 2021). The more interaction among users,

the more it influences the social capital of its communities (Daft

& Lengel, 1986b); developing networks via these C2C

communities complement the money in numerous ways.

Usage intensity parameters of Instagram consider the

socialization of users with other members; establishing

diversity in the community creates social capital (Jab\lońska

and Zajdel, 2020). The platforms where users communicate

and build connections across the globe (Sholihat, 2019), the

integration of these platforms remark favorably by the richness of

the medium that highly enhances the usage intensity of the

forum. Hence, this allows us to test the below hypothesis:

HYPOTHESIS 5. Instagram usage intensity positively influences

the social capital in its C2C communities.

Social capital and trust in C2C community

In the virtual environment (Junaidi and Chih, 2020), social

capital is a predecessor for developing trust among the

communities; for instance, a new member would not be able

to trust the community’s resources primarily, but with time and

influence from other members (Greiner, 2010; Huang et al.,

2017), and by inspecting and getting positive feedback from

friends or acquaintances, the members would eventually feel

comfortable with the community. It contributes to the

development of trust, and we can assert that the probability of

transaction in these C2C communities is a derivative of social

capital and trust (Tabish et al., 2020).

Online communities like Instagram (Xie et al., 2021), which

already have maximized social capital, run by a set of rules,

pertain to stringent levels of security for their members, and the

empathic accuracy that members achieve after interacting within

the community creates promising effects in the origination of

trust (Trehan and Sharma, 2020). We could easily see how these

communities’ gross social capital significantly influences trust in

C2C communities. Hence, we support the following hypothesis.

HYPOTHESIS 6. The extent of social capital in Instagram C2C

communities positively and directly affects trust in C2C

communities.

Sense of virtual community and trust in
C2C community

Trust is the main factor that drives consumer behavior (Zhao

et al., 2019), especially in an online environment; the risk factors

upswing for the transactions made via these communities (Tsai &

Hung, 2019), from an outsider’s viewpoint, a virtual community

is presented as a shared family. A strange sense of community is

established among the members, and quickly they begin to trust

the shared resources (Luo et al., 2020); attaining this stage, a

platform becomes doable for the user to consume, utilize and

share with others; even among the members outside the

community, this phase offers intensification to hit the extreme

potential of user engagement on the platform.

SOVC helps create a sense of belongingness in the

community, and Trust in these communities directly impacts

business transactions (Hawlitschek, 2018; Luo et al., 2020).

Reputation-based governance mechanisms for online social

networks help increase the SOVC. This positive effect of

SOVC capitalizes on building trust in these C2C communities.

Hence, we design the below hypothesis:

HYPOTHESIS 7. SOVC in C2C communities directly and

positively affects trust in C2C communities.

Instagram usage intensity and brand trust

Brand trust is a valuable asset (Djafarova and Bowes, 2021); it

reflects the expectation of customers from your business and how

much confidence they have in your brand; It shows the

reputation of your products and services in the marketplace.
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While dealing in a virtual environment, many things can affect

brand trust. However (Harrigan et al., 2021), representing the

community’s social capital, Electronic Word of Mouth (EWOM)

and Tie-strengths’ role are the two main vital factors influencing

brand trust. The rich medium capabilities of Instagram help a

user promote brand trust with just a click (Sari & Yulianti, 2019).

The gross social capital of Instagram creates an impact based

on other community members’ experiences (Kemeç, 2020;

Harrigan et al., 2021), and it motivates the users to trust a

specific brand. Stronger ties bring the most influence over

EWOM. In contrast (Kemeç, 2020; Khan et al., 2022d),

weaker links help spread information, thus improving social

capital and further achieving brand trust. Hence, it allows us

to test the below hypothesis:

HYPOTHESIS 8. The online social capital of C2C communities

affects brand trust.

Social capital and brand trust

Trust is a dynamic parameter for exchange in the relationship

between buyers and sellers (Bowden et al., 2018); the usage

intensity of Instagram is highly valued to brand trust. The

strength and sanctity of C2C communities significantly

influence brand awareness among the members since each

individual can partake in promoting or rejecting the brand

(Jeong et al., 2021). Therefore (J. Kim et al., 2020), exploit

brand trust. Consequently, focusing on customer relationships

is far more needed today than ever in these C2C communities to

achieve brand trust (Meek et al., 2019).

Brand trust modifies a cumulative association with Instagram

usage intensity (Bowden et al., 2018; C. T. Lee and Hsieh, 2016);

members of C2C communities can influence other members and

draw their attention to a specific brand. Instagram usage intensity

reinforces the bond between members of C2C communities,

thereby re-creating and modifying the linking value among

consumers (Liu & Jiang, 2020; Khan et al., 2022e). Thus, we

can postulate the below hypothesis:

HYPOTHESIS 9. The Usage Intensity of Instagram positively

and directly affects brand trust.

Trust in virtual communities and brand
trust

Brand trust directly impacts product relationship parameters

in online shopping via C2C communities (Kamboj et al., 2018).

Numerous product characteristics might influence consumer

purchasing (Casaló et al., 2008; Kang et al., 2016), for instance,

product quality, customer satisfaction level, convenience risks,

relational factors, etc. Also, in the previous arguments (Tabish

et al., 2022), trust is one of themost crucial components in evolving

consumer buying behaviors. Many kinds of researchers

(Mpinganjira, 2018; Vohra & Bhardwaj, 2019; Priharsari et al.,

2020) have conquered that the suggestion or recommendations

from friends and family members have a significant impact on the

buying pattern of consumers and are pretty more potent than the

marketing strategies adopted by influencers or brand ambassadors.

Instagram’s reputation mechanisms are easy to comprehend

and follow and carry a massive potential in creating the virtual

marketplace as a trustworthy platform for its community

members (D. J. Kim et al., 2022). So, we can examine that

trust in the C2C community directly relates to the expansion

of brand trust. Hence, we develop the following hypothesis:

HYPOTHESIS 10. Trust in the C2C community positively and

directly affect brand trust.

Sense of virtual community and brand
trust

SOVC develops a unification among community members

(Yao et al., 2021) and incorporates a significant role in predicting

consumer behavior in C2C communities. It motivates the

members to make the transaction with a specific brand (Chiang

et al., 2018); brand trust is the other most vital determinant in

online shopping. The influence of SOVC reflects the buying

pattern of consumers (González-Anta et al., 2021); the brand’s

image dictates the trade, as the feedback established for a seller will

either boost or knock down the sales, dependent upon the reviews

from the buyers of the community.

SOVC develops a constantly fluctuating atmosphere among

the members that eventually encompasses a convincing impact

on brand trust (Ku et al., 2019). C2C communities have and will

continue to have a theatrical influence that keeps modifying

brand trust based on the continuously changing feedback from

members (Shang et al., 2006; Jung et al., 2014). Hence, we have

the aptitude to propose the following hypothesis:

HYPOTHESIS 11. SOVC positively and directly affects brand

trust.

Thus, on the bases of the above discussion, we can propose

the following conceptual framework (Figure 2).

Research method

Data collection and pre-processing

We chose business school students as the target audience of

this study. There are two reasons for this; first previous studies

show that students are more inclined to use social media. Second,

Pakistan has 10.8 million Instagram users till January 2021, out of
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which 4.8 million users have an age bracket of 18–24 years old.

The questionnaires have been distributed to the leading

universities of Pakistan’s three most popular cities: Karachi,

Lahore, and Peshawar. Data has been gathered from IoBM

(Institute of business administration), IU (Iqra University),

LUMS (Lahore University of Management and Sciences), and

the University of Peshawar. A pretest was undertaken to confirm

the validity and eliminate semantic issues. In the pretest, 79 of the

94 questionnaires gathered were legitimate. The reliability and

validity analyses show that the overall Cronbach’s coefficient is

0.954. The Cronbach coefficients for all variables are more

significant than 0.7, indicating that the questionnaire has a

high level of internal consistency and the results are reliable.

Additionally, the KMO is 0.947, and the Bartlett Spherical test

result is statistically significant (p < 0.001), showing that the

concepts have strong validity (J. Hair et al., 1998).

The expected sample was to explore the data from 600 different

data sets. Out of which we received 446 responses, after removing

invalid and unreliable data values, we had 421 answers, based on

which we could find and calculate results. We have a validity rate of

94.39% on behalf of this data. The descriptive information of our

dataset is as follows; 43% of our respondents were female, and 57%

were males. The age bracket that most respondents belonged to is

(20–30). We have been able to adapt the analysis that the users who

make the transaction via these virtual communities, without a doubt,

are well-educated, and young adults are more inclined towards the

sophistication of experience on Instagram’s virtual communities.

Measurement variables

The construct scales were derived from the literature and tailored

to the needs of the C2C communities. MRT: Media richness theory

indicates that all communication mediums vary to attract and retain

users for communicating and sharing over a specific platform

(Webster and Trevino, 1995). Social Capital refers to the idea of

creating a network due to shared norms, values, and understanding

were adapted from (Williams, 2006). It creates a virtual bond between

the users. Trust in VCs is the degree of reliance users have on the

communities over a specific platform adapted from (Hur et al., 2011).

It directly affects customer loyalty. Instagram’s Usage Intensity

explains the degree of influence in the online world. Users are

intrigued by the platform and to what extent it is going to

influence the users to transact on these VCs via Instagram were

adapted from (Ellison et al., 2007). SOVC is created and developed

when users can feel valuable and trustworthy, share and gain reviews

and feedback from peers using the same platform adapted from

(Blanchard, 2007). Brand Trust is affected by thoughts and feedback

communities hold to appreciate or criticize the brand adopted

(Jarvenpaa et al., 1998). The overall experience of the virtual

community affects brand trust. The 5-Point Likert scale

has been used, the universal scale used to measure attitudes and

opinions.

Results of data analysis

We used the partial least squares structural equation

modeling (PLS-SEM) method to test the main instrument’s

assumptions. SEM is a tool for analyzing data from more than

one source and can also be used to test theories (Ring et al., 1980).

PLS is also an excellent way to check how well path models work

(Marcoulides et al., 2009).

Measurement model construct reliability
and validity

The measuring model was tested using Hair et al. (1998) as a

guide. In our first set of data, there were 30 items. Four items were

taken out during the pilot study because they didn’t fit together

well. The factor loadings, composite reliability (CR), and average

variance extracted were used (AVE).

All factor loadings are greater than 0.7, which means the

factor loading size is correct (J. F. Hair et al., 2010). CR and AVE

both have to be at least 0.7 and 0.5. All constructs have CR values

higher than 0.7 and AVE values more elevated than the threshold

level. The results show good convergent validity (refer to

Table 1). Discriminant validity looks at how different each

construct measurement is from the others. All the distinct or

unique constructs in the study have a Heterotrait-Monotrait

Ratio (HTMT) that is less than one (refer to Table 2). This means

that all of the constructs are different and unique.

The structural model’s findings

We used the partial least squares method and a bootstrapping

algorithm with 5,000 bootstrap samples and 200 cases in each

sample to test the hypotheses (J. F. Hair et al., 2011). Table 3 shows

the structural model’s path coefficients and their importance. At

the 5 % significance level, all routes were excellent and significant.

The only ones that weren’t are Instagram uses intensity and brand

trust. R-square values and structural paths were used to see if the

model was suitable (Chwelos et al., 2001).

The model shows that social capital, trust in a virtual community,

and SOVC concepts accounted for 47.6% of the differences in brand

trust (R-square). This suggests that trust in a brand is affected by social

capital, trust in a virtual community, and howusers build their SOVC.

The sense of virtual community caused 65% of the difference in

community trust, the amount of media, and social capital.

Besides H9, all hypotheses were supported (Table 4). The

results indicate that Instagram Usage Intensity has no direct

effect on brand trust. However, increasing media diversity

increases Instagram usage, positively impacting C2C

community trust. On the other hand, the expected positive

link between social capital and community trust obtained

substantial support. Nevertheless, community trust is linked
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to a greater likelihood of brand trust. Together, the

community’s high social capital and members’ trust in one

another contribute to a strong brand’s credibility.

Surprisingly, the path coefficient between community

trust and brand trust (0.33) is larger than the path

coefficient between SOVC and brand trust (0.17),

indicating that community trust has a more significant

impact on brand trust than SOVC. Finally, as predicted,

community trust has a beneficial effect on SOVC. The

model’s significant paths are depicted in Figure 3.

Discussion

Instagram is an influential platform, carrying millions of

communities focusing on a C2C experience wherein customers

interact and transact with other social communities and have

TABLE 1 Validity and reliability analysis.

Constructs Scale items Standardized loadings

Brand trust (α = 0.79, CR = 0.88, AVE = 0.71) BT_1 0.83

BT_2 0.85

BT_3 0.84

Instagram usage intensity (α = 0.85, CR = 0.89, AVE = 0.63) I Int_2 0.83

I Int_3 0.81

I Int_4 0.76

I Int_5 0.78

I Int_6 0.77

Media richness (α = 0.79, CR = 0.86, AVE = 0.61) MR_3 0.74

MR_4 0.76

MR_5 0.81

MR_6 0.82

Social capital (α = 0.90, CR = 0.92, AVE = 0.57) SC_1 0.73

SC_2 0.77

SC_3 0.75

SC_4 0.71

SC_5 0.80

SC_6 0.74

SC_7 0.78

SC_8 0.76

SC_9 0.73

Sense of virtual community (α = 0.90, CR = 0.92, AVE = 0.57) SOVC_1 0.77

SOVC_2 0.80

SOVC_3 0.79

SOVC_4 0.75

SOVC_5 0.79

SOVC_6 0.74

SOVC_7 0.78

SOVC_8 0.74

Trust in virtual community (α = 0.83, CR = 0.89, AVE = 0.66) TVC_1 0.82

TVC_2 0.80

TVC_3 0.81

TVC_4 0.83

TABLE 2 Square root of AVEs and correlation matrix.

BT IUI MR SOVC SC TVC

Brand trust

Insta usage intensity 0.62

Media richness 0.73 0.82

Sense of VC 0.74 0.83 0.88

Social capital 0.75 0.75 0.84 0.91

Trust in VC 0.80 0.73 0.82 0.87 0.89
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real-time exposure. Regarding media richness and social capital,

the most important factors influencing a customer are the social

capital created in the community and the richness of Instagram

as a medium. These elements significantly impact virtual

community trust in the long term, which persuades brand

trust. The findings revealed that the medium’s richness

directly transcends the enhancement of virtual community

trust in the community members. However, the virtual

community trust is evolved through two various channels.

Initially, it is built via the social capital path, where a

community’s social capital rises because of its medium

richness. This has an impact on trust. Trehan & Sharma

(2020) highlighted how interactivity and media richness

positively affect social network characteristics and the

increasing trend of social capital within social media

platforms like Instagram, Twitter, and Facebook.

Furthermore, if customers practice Instagram more

frequently, the possibility of exploring these communities is

likewise increasing. As a result (Harrigan et al., 2021), they

will begin interacting with the platform and the persons

involved in these communities by exchanging thoughts,

posting diversified advertisements, and hearing about other

people’s experiences. This interaction will strengthen their

trust in the C2C communities. The basis of virtual community

trust is an essential prerequisite for brand trust. The virtual

community trust and SOVC directly impact brand trust (Tsai

and Hung, 2019). When members experience a sense of

belonging to the community, they value their membership,

which leads to an increased drive to participate in community

communications, ultimately leading to increased brand trust.

The platform’s media richness (Liao and Teng, 2018) has a

beneficial impact on SOVC. Most study participants were under

30, a generation that grew up in the internet age when

distinctive humor and language give a sense of belonging to

the community rather than being outside. This sense of being

trapped inside can lead to SOVC. However, the findings align

with the proposed hypotheses (Liao et al., 2020), i.e., media

richness directly impacts virtual community trust. This

indicates that media richness increases virtual community

trust through emotional attachment to the platform. Richer

and interactive media boost platform usage, which establishes

trust over time.

The research model found stout results for the direct

relationship between social capital and brand trust (Meek

et al., 2019). Hedonic and functional products are available in

Instagram transactional communities; hedonic product

consumption is associated with social prestige and is viewed

as an investment in social capital, whereas functional product

consumption focuses on specific and operational benefits. As a

result, social capital and brand trust have different strengths

depending on product type. With substantial social capital

(Bowden et al., 2018), users participate in transacting

businesses on social platforms such as Instagram. Here social

capital serves as a trust enhancer. This indicates that a bit of trust

is essential before making any purchase. According to the

findings of this study, rich media, in addition to other

people’s experiences, helps to establish trust. The top social

capital, as well as shared passionate relationships, impact

brand trust. These findings are significant since this is one of

the small numbers of studies to aim to describe the phenomenon.

TABLE 3 Hypotheses results.

Hypotheses Relations Results

H1 MR → SC Supported

H2 MR → I Int Supported

H3 MR → TVC Supported

H4 MR → SOVC Supported

H5 I Int → SC Supported

H6 SC → TVC Supported

H7 SOVC → TVC Supported

H8 SC → BT Supported

H9 I Int → BT Not supported

H10 TVC → BT Supported

H11 SOVC → BT Supported

TABLE 4 The significance level of path coefficients.

Constructs BT IUI SOVC SC TVC

Brand trust

Instagram usage intensity 0.04* 0.34***

Media richness 0.67*** 0.75*** 0.49*** 0.14**

Sense of VC 0.17** 0.29***

Social capital 0.21*** 0.44***

Trust in VC 0.33***

R Square adjusted 0.47 0.45 0.56 0.57 0.65

Notes: ***Indicates significance at 1% level; **indicates significance at 5% level;

*indicates significance at 10% level.

FIGURE 3
Coefficients-based model.
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Conclusion and managerial
implications

As traditional internet transactions become less popular and

social media transactions become more common, the

significance of the community elements offered by social

media platforms is becoming increasingly essential in

determining a customer’s level of trust and pleasure. This

research contributes to (Kang & Shin, 2016) by offering

detailed evaluations of various aspects of Instagram’s C2C

functioning, including social capital, trust, and SOVC.

Establishing trust between members is necessary to complete

transactions; from a strategic point of view, this observation is

vital for online C2C platforms. These websites generate revenue

solely by participation in online commerce. Because of this, they

need to increase the total number of transactions and the number

of subscribers they have.

Websites like Amazon, Upwork, Fiverr, and Olx may want to

consider integrating a social network like Instagram into their

platform to boost subscribers and brand trust. Incorporating

social media into the domains of websites will allow prospective

buyers to conduct fast inspections, such as seeing the sellers’

profiles, which may increase their trust in the transactions. The

researchers discovered some fascinating outcomes linked to the

platform’s media richness features (Heinonen et al., 2018).

Customers want to connect through richer media, and good

communication is the key to possible transactions. Instagram has

recently announced that it will allow people to buy products

without leaving the app. This gives social commerce groups on

Instagram an exciting chance to create a seamless and secure way

to sell and purchase items directly on Instagram.

Limitations and guidance for future
research

Although the study only looked at two distinct kinds of online

communities, it revealed some fascinating insights into the C2C

transactions in Instagram groups. In the future, research should be

carried out to investigate the effect a diverse media environment has

on themany various kinds of communities. Because social commerce

is a freshly developing research issue all over the globe, researchers

will likely opt to expand the scope of this study to integrate cultural

variations. This is because social commerce is a newly emerging

research topic worldwide. An investigation into how the level of

consumer trust in brands changes from one product category to the

next has the potential to shed additional light on how customers

behave in C2C Instagram groups. A more significant number of

people may visit the community pages as a direct result of these

shifting opinions of the brand’s dependability among consumers. In

conclusion, the quality of advertising and how it may promote

consumer interest in advertisements is an intriguing one that

should be investigated in further research. This is because the

topic can potentially encourage consumer interest in ads in

various ways.
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