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Abstract: This study aims to analyze the mechanism of trust transfer in social commerce in
Indonesia by examining the influence of trust in the platform and trust in the seller on purchase
intention. Based on Trust Transfer Theory, this study develops a model explaining how
platform trust transfers to seller trust and influences purchase intention. Data were collected
through a survey of 318 consumers who had transacted through social commerce platforms
between December 2025 and January 2026. The analysis was conducted using Structural
Equation Modeling based on Partial Least Squares. The results show that trust in the platform
has a positive and significant effect on trust in the seller. Trust in the seller is proven to be a
major determinant of purchase intention and partially mediates the relationship between trust
in the platform and purchase intention. The indirect effect through trust in the seller is greater
than the direct effect of trust in the platform. These findings confirm that in Indonesian social
commerce, the formation of interpersonal trust is a key mechanism linking institutional trust to
purchasing behavior.

Keywords: Social Commerce, Trust Transfer, Trust In The Platform, Trust In The Seller,
Purchase Intention

INTRODUCTION

The development of digital technology has driven the transformation of e-commerce
models towards social commerce, namely the integration of social activities and commercial
transactions within a single digital ecosystem (Dewayani & Lorefio, 2025; Duc & Mujahida,
2024). Indonesia is one of the largest social commerce markets in Southeast Asia, supported
by high internet penetration and intensive social media use (Agung et al., 2021; Andry et al.,
2021; Putlia & Thioanda, 2020; Felix et al., 2026). Industry reports indicate that the value of
social commerce transactions in Indonesia continues to increase along with the adoption of
direct shopping features on content-based platforms and short videos (Google, Temasek, &
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Bain & Company, 2023). This growth reflects changing consumer behavior, which increasingly
relies on digital social interactions as a basis for purchasing decisions.

Furthermore, the implementation of e-commerce has been proven to significantly
improve sales performance and expand market reach, particularly for micro and small
enterprises, through increased digital literacy and the adoption of online platforms (Iskandar et
al., 2025). In this context, consumer behavior in digital environments is also influenced by
several key factors, such as trust, perceived ease of use, and perceived risk, which play an
important role in shaping online purchase intentions (Suleman et al., 2019). In addition,
electronic word-of-mouth (¢eWOM) and online reviews have been shown to significantly affect
consumer purchasing decisions, especially in social commerce environments where
information exchange occurs rapidly among users (Suleman et al., 2023).

In this context, trust is a key determinant in driving online transactions. The absence of
physical interaction and high levels of information uncertainty make consumers highly
dependent on perceived trustworthiness in both the platform and the seller. The literature shows
that trust plays a significant role in reducing perceived risk and increasing purchase intentions
in digital environments (Gefen, Karahanna, & Straub, 2003; Kim & Peterson, 2022 ). In social
commerce , trust has a dual dimension because consumers interact not only with individual
sellers but also with the platform institutions that facilitate the transactions.

Theoretically, the relationship between trust in a platform and trust in sellers can be
explained through Trust Transfer Theory. This theory states that trust formed in an entity can
be transferred to other entities with strong structural links or associations (Stewart, 2003). In
the context of social commerce , platforms function as institutions that provide security
systems, consumer protection mechanisms, and brand reputation. Positive perceptions of these
aspects enable consumers to transfer institutional trust to sellers operating within the platform.
Recent empirical research shows that trust transfer mechanisms play a significant role in
shaping purchase intentions in social commerce ecosystems (Lu, Fan, & Zhou, 2016; Hajli,
2015; Christian et al. (2026). Furthermore, according to Fransisca and Pardede (2026), reviews
from content creators serve as a credible source of information that reduces uncertainty and
strengthens consumer trust. These reviews also influence consumers’ attitudes and evaluation
processes, thereby shaping their perceptions and ultimately encouraging purchase intentions,
particularly in highly interactive platforms such as TikTok.

Despite the extensive research on trust in digital commerce, there remains an empirical
gap in understanding how trust in platforms and trust in sellers interact simultaneously in the
context of emerging markets like Indonesia. Most previous studies tend to focus on a single
form of trust or examine the direct relationship with purchase intention without explicitly
exploring mediating mechanisms from a Trust Transfer perspective. However, the
characteristics of the Indonesian market, marked by the rapid growth of social commerce and
the heterogeneity of digital business actors, provide a relevant context for reexamining the
validity of this theory.

Based on this background, this study aims to develop and test a conceptual model that
explains the influence of trust in the platform and trust in sellers on purchase intentions in
social commerce in Indonesia using a Structural Equation Modeling approach. By integrating
the Trust Transfer perspective into the Indonesian empirical context, this study is expected to
provide theoretical contributions in the form of strengthening the mechanism of building trust
across entities as well as practical contributions for platform managers and sellers in designing
strategies to increase digital transaction conversions.
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Literature Review and Hypothesis Development
Trust in Social commerce

Trust is a key foundation in online transactions because consumers face uncertainty,
information asymmetry, and the risk of opportunism (Gefen et al., 2003). In the context of
digital commerce, trust is defined as the belief that another party will act competently, honestly,
and not harm the consumer's interests (Mayer, Davis, & Schoorman, 1995). In social commerce
, the trust structure becomes more complex because it involves two main entities: the platform
as an institution and the seller as an individual actor.

Previous research has shown that institutional trust in a platform reflects consumers'
perceptions of system security, data protection, payment mechanisms, and brand reputation
(McKnight, Choudhury, & Kacmar, 2002). Meanwhile, trust in sellers relates to perceptions of
the credibility, integrity, and benevolence of the individual or store offering the product (Kim
& Peterson, 2022). These two forms of trust are interrelated, particularly in social commerce
environments that integrate social interactions and economic transactions.

Trust Transfer Theory

Trust Transfer Theory explains that trust established in one entity can be transferred to
another entity with which it has a structural association or connection (Stewart, 2003). In digital
ecosystems, platforms serve as institutional mechanisms that reduce uncertainty through
oversight systems, consumer protection policies, and security technologies. Trust in these
institutions can be transferred to third parties operating within them, including merchants.

Empirical studies in the context of online marketplaces show that platform trust
significantly contributes to the formation of trust in vendors or sellers (Lu et al., 2016). This
mechanism occurs because consumers assume that sellers operating on trusted platforms have
gone through a selection process or adhere to certain standards. Therefore, in the context of
social commerce in Indonesia, platform trust is predicted to be a crucial determinant in building
seller trust .

HI: Trust in the platform has a positive effect on trust in sellers in social commerce in
Indonesia.

Trust in Seller and Purchase Intention

Trust in a seller plays a direct role in shaping purchase intentions because consumers
assess whether the seller will fulfill transaction promises, deliver products as described, and
handle complaints fairly. The literature shows that trust is consistently a significant predictor
of purchase intention in digital environments (Gefen et al., 2003; Kim & Peterson, 2022). In
social commerce , content-based interactions, user reviews, and direct communication
reinforce the relevance of interpersonal trust.

Thus, the higher the level of consumer trust in the seller, the greater the likelihood of
consumers making a purchase.

H2: Trust in sellers has a positive effect on purchase intentions in social commerce in
Indonesia.

Trust in the Platform and Purchase Intention

Beyond sellers, trust in a platform can also directly influence purchase intentions.
Institutional-based trust theory explains that institutional structures such as secure payment
systems, refund guarantees, and internal regulations can reduce transaction risk (McKnight et
al., 2002). In situations where consumers lack direct experience with sellers, trust in the
platform can be a key signal influencing purchasing decisions.
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Several studies have shown that institutional trust has a direct influence on purchase
intention in e-commerce (Pavlou, 2003). Therefore, in the context of Indonesian social
commerce, which relies heavily on platform features, this direct relationship is worth testing.

H3: Trust in the platform has a positive effect on purchase intention in social commerce in
Indonesia .

The Role of Trust Mediation for Sellers

Trust Transfer Theory implies that the influence of institutional trust on consumer
behavior is largely mediated by the formation of interpersonal trust (Stewart, 2003). In other
words, consumers may not only purchase because they trust the platform, but also because that
trust has reinforced positive perceptions of the seller.

The mediation model allows testing whether the effect of platform trust on purchase
intention occurs directly or through seller trust as the primary psychological mechanism. If
mediation is significant, then the theoretical contribution of this study lies in validating the
trust transfer mechanism in the context of social commerce in developing countries.

H4: Trust in sellers mediates the influence of trust in platforms on purchase intentions in social
commerce in Indonesia.

Overall, the proposed conceptual model integrates institutional and interpersonal trust
within a simple yet theoretically robust SEM framework. This approach allows for systematic
testing of trust transfer mechanisms and provides an empirical contribution to the trust
literature in social commerce , particularly in the context of Indonesia's rapidly growing digital
market.

H3

Trust in Trust in Seller Purchase
Platform intention

Figure 1. Research Model

METHOD

This study uses a quantitative approach with an explanatory survey design to test the
causal relationship between constructs in a Trust Transfer Theory -based model . The approach
used is Structural Equation Modeling based on Partial Least Squares because this method is
suitable for predictive models involving latent constructs and mediating relationships and does
not require strict multivariate normality assumptions. The research design is cross-sectional
because data collection was carried out over a specific period.

The study population comprised Indonesian consumers who had made purchases through
social commerce features in the past six months. Respondents who met the criteria were
individuals aged at least 17 years and had experience transacting through platforms such as
TikTok Shop and Shopee Indonesia. The sampling technique used purposive sampling with a
non- probability sampling approach because only respondents with relevant transaction
experience could provide answers relevant to the research context. Data collection was
conducted online through a Google Form-based questionnaire distributed through social media
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and digital communities between December 2025 and January 2026. A total of 342 responses
were collected. After a data cleaning process to remove incomplete responses and answers
showing inconsistent patterns, 318 data points were obtained suitable for analysis. This sample
size meets the minimum requirement for PLS-SEM analysis.

The research instrument used a structured questionnaire with a five-point Likert scale
ranging from strongly disagree to strongly agree. Trust in the platform was measured using
indicators reflecting perceptions of system security, reliability, and institutional integrity
adapted from McKnight, Choudhury, and Kacmar (2002). Trust in the seller was measured
using indicators of credibility, competence, and benevolence referring to Mayer, Davis, and
Schoorman (1995) and Gefen et al. (2003), Karahanna, and Straub. Purchase intention was
measured using indicators of purchase propensity, repurchase likelihood, and willingness to
recommend adapted from Pavlou (2003) and Kim and Peterson (2022). Prior to full-scale
distribution, a pilot test was conducted with 30 respondents to ensure item clarity and test the
instrument's initial reliability.

Data analysis was conducted in two main stages, namely measurement model evaluation
and structural model evaluation. In the measurement model evaluation stage, convergent
validity was examined through factor loading values and Average Variance Extracted , while
discriminant validity was tested using the Fornell Larcker criteria and the heterotrait monotrait
ratio . Internal reliability was assessed through Composite Reliability and Cronbach Alpha . In
the structural model evaluation stage, the significance of the relationship between constructs
was tested through path coefficients, t-values, and p-values obtained through a bootstrapping
procedure with 5000 subsamples. The R-squared value was used to evaluate the explanatory
power of the model, while the mediation effect was tested through the significance of the
indirect influence between trust in the platform and purchase intention through trust in the
seller.

Respondent participation was voluntary and anonymous. At the beginning of the
questionnaire, respondents were provided with information regarding the purpose of the study,
guaranteed data confidentiality, and the right to discontinue participation at any time. Consent
was provided online before respondents continued completing the questionnaire, and all
collected data was used solely for academic purposes.

RESULTS AND DISCUSSION
Respondent Profile

A total of 318 respondents who met the criteria were analyzed in this study. The
distribution of respondent characteristics shows a relatively representative composition of
active social commerce users in Indonesia.

Table 1. Respondent Profile (N = 318)

Characteristics Category Frequency Perc(;?; age
Man 142 44.7
Gender Woman 176 553
17-24 years 124 39.0
Age 25-34 years 136 42.8
3544 years 46 14.5
> 44 years 12 3.7
High 98 30.8

Last education school{equlvalent

Diploma 54 17.0
Bachelor 142 44.7
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Postgraduate 24 7.5
TikTok Shop 182 57.2
Most Used Platforms Shopee Live 136 42.8
1-2 times 158 49.7
Purchase Frequency per Month 3-5 times 114 35.8
> 5 times 46 14.5

Interpretation shows that the majority of respondents are women at 55.3 percent,
indicating the dominance of female users in social commerce activities . The 25 to 34 age group
is the largest group at 42.8 percent, followed by the 17 to 24 age group at 39.0 percent. This
indicates that the younger generation and early adults are the main segments of social
commerce users in Indonesia. In terms of education, the majority of respondents have a
bachelor's degree at 44.7 percent. The most frequently used platform is TikTok Shop at 57.2
percent, indicating the dominance of short video-based platforms in social commerce
transactions . Most respondents make purchases one to two times per month, indicating a fairly
regular transaction intensity.

Descriptive Statistics of Research Variables
Descriptive statistics are used to describe the tendency of respondents' answers to each

research construct.

Table 2. Descriptive Statistics of Research Constructs

Variables Number Mean Standard Minimum Maximum
of Items Deviation
Trust in the Platform 4 4.12 0.63 2.25 5.00
Trust in Seller 4 4.05 0.68 2.00 5.00
Purchase Intention 3 4.18 0.59 2.33 5.00

The average platform trust score of 4.12 indicates that respondents generally have a high
perception of the security, integrity, and reliability of social commerce platforms . A standard
deviation of 0.63 indicates relatively moderate variation in responses, suggesting that
respondents' perceptions tend to be homogeneous.

Trust in sellers had an average score of 4.05 with a standard deviation of 0.68. This score
indicates that the majority of respondents believe in the credibility and competence of sellers
operating on social commerce platforms . While slightly lower than trust in the platform, this
score remains in the high category.

Purchase intention had the highest mean value of 4.18 with a standard deviation of 0.59.
This indicates that respondents have a strong tendency to make purchases through social
commerce , including intentions to repurchase and recommend to others.

Overall, the descriptive statistics show that all three main variables have a high level of
perception. These findings provide initial indications that the social commerce environment in
Indonesia is supported by a relatively strong level of trust and a tendency towards positive
purchasing behavior, making it worthy of further analysis through evaluation of measurement
and structural models in the next stage.

Evaluation of Measurement Model

Convergent validity was evaluated through the outer loading value, Average Variance
Extracted , and internal reliability through Composite Reliability and Cronbach Alpha . The
criteria used refer to Hair et al. (2022) who stated that the outer loading value should be above
0.70, Average Variance Extracted above 0.50, and Composite Reliability above 0.70.
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Table 3. Outer Loading and Convergent Validity

Construct Indicator Outer Loading
KP1 0.821
) KP2 0.846
Trust in the Platform KP3 0.874
KP4 0.803
KJ1 0.812
) KJ2 0.865
Trust in Seller KI3 0.847
KJ4 0.826
NB1 0.884
Purchase Intention NB2 0.901
NB3 0.872

outer loading values above 0.80, thus meeting convergent validity criteria. This indicates
that each indicator makes a strong contribution to reflecting its respective latent construct.

Table 4. Reliability and Average Variance Extracted

Construct Cronbach Alpha Composite Reliability ~ AVE
Trust in the Platform 0.869 0.910 0.716
Trust in Seller 0.876 0914 0.726
Purchase Intention 0.885 0.929 0.814

The Cronbach's Alpha and Composite Reliability values for all constructs were above
0.80, indicating excellent internal consistency. The Average Variance Extracted value for each
construct was above 0.70, far exceeding the minimum threshold of 0.50, thus concluding that
the model has strong convergent validity.
Discriminant validity was evaluated using the Fornell Larcker criteria and the Heterotrait
Monotrait ratio.
Table 5. Fornell Larcker Criteria

Construct KP KJ Note:
Trust in the Platform 0.846
Trust in Seller 0.652 0.852
Purchase Intention 0.598 0.741 0.902

The diagonal values represent the square root of the AVE. All diagonal values are greater
than the correlation between constructs in the same row and column. This indicates that each
construct has good discrimination and is empirically distinct from one another.

Table 6. Monotrait Heterotrait Ratio

Construct Relationship HTML
KP-KJ 0.741
KP—-NB 0.682
KJ-NB 0.801

All HTMT values were below the conservative threshold of 0.85, indicating acceptable
discriminant validity. This indicates that platform trust, seller trust, and purchase intention are
conceptually and empirically distinct constructs.

3888 |Page


https://dinastipub.org/DIJEMSS

https://dinastipub.org/DIJEMSS, Vol. 7,No. 4, April 2026

Structural Model Evaluation
Hypothesis testing is performed by examining the path coefficient, t-statistic, and p-
value. A relationship is considered significant if the p-value is less than 0.05.

Table 7. Structural Model Test Results
Relationship between constructs ~ Path Coefficient t Statistics p Value Decision

Trust in Platform — Trust in Seller 0.652 15,874  <0.001 Supported
Trust in Seller — Purchase Intention 0.563 10,942  <0.001 Supported
Trust in Platform — Purchase Intent 0.228 4,317 <0.001 Supported

The results show that trust in the platform has a positive and significant effect on trust in
sellers, with a coefficient of 0.652. This value is considered strong, indicating that a one-unit
increase in trust in the platform is followed by a 0.652-unit increase in trust in sellers. The very
high t-statistic indicates strong stability of the estimate. These findings provide empirical
support for the trust transfer mechanism in the context of Indonesian social commerce .

Trust in sellers has a positive and significant effect on purchase intention, with a
coefficient of 0.563. This large coefficient indicates that seller trust is a major determinant in
forming purchase intention . In other words, the higher the level of consumer trust in the seller,
the greater the tendency to make a purchase.

Platform trust also has a direct influence on purchase intention, with a coefficient of
0.228. While significant, this effect is smaller than the effect of seller trust on purchase
intention . This indicates that platform trust's influence on purchasing behavior largely operates
through the mechanism of building trust in the seller.

The R squared value is used to evaluate the predictive ability of the model.

Table 8. R Square Value
Endogenous Variables R Squared
Trust in Seller 0.425
Purchase Intention 0.571

An R-squared value of 0.425 indicates that 42.5 percent of the variation in seller trust
can be explained by platform trust. This value is considered moderate to strong in consumer
behavior research.

The R-squared value for purchase intention of 0.571 indicates that 57.1 percent of the
variation in purchase intention can be explained by the combination of trust in the platform and
trust in the seller. This indicates that the model has substantial explanatory power.

Mediation testing was conducted by analyzing the significance of the indirect effect
between trust in the platform and purchase intention through trust in the seller.

Table 9. Mediation Test Results

) . t p
Indirect Path Coefficient Statistics  Value

Trust in Platform — Trus‘t in Seller — Purchase 0.367 8.921 <
Intention 0.001

The indirect effect of 0.367 was obtained by multiplying the path coefficient between
platform trust and seller trust by the path coefficient between seller trust and purchase intention.
A high t-statistic and a p-value below 0.001 indicate that the mediation effect is statistically
significant.
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Because the direct effect of platform trust on purchase intention remained significant
after the mediator was included in the model, the mediation was partial. However, the indirect
effect of 0.367 was larger than the direct effect of 0.228. This suggests that the primary
mechanism by which platform trust influences purchase intention occurs through the formation
of trust in the seller.

Substantively, these findings reinforce the Trust Transfer Theory argument that
institutional trust not only works directly in shaping purchasing behavior, but primarily through
the internalization of that trust among individual actors operating within the platform system.
In the context of Indonesian social commerce , consumers tend to transfer their trust in the
platform system to sellers, and this interpersonal trust becomes a key driver of purchasing
decisions.

Discussion

The findings of this study provide strong empirical support for Trust Transfer Theory in
the context of social commerce in Indonesia. The results indicate that trust in the platform has
a significant and strong influence on trust in sellers. This finding supports Stewart (2003), who
proposed that institutional trust can be transferred to entities structurally associated with it. In
the context of digital marketplaces , Lu, Fan, and Zhou (2016) found that trust in the platform
increases trust in vendors through reputational association mechanisms. Similarly, research by
Fang, Chiu, and Wang (2011) showed that institutional trust acts as a quality signal that
strengthens trust in sellers in online transactions. The results of this study strengthen these
findings in the context of developing markets with highly interactive social commerce
characteristics such as Indonesia.

The significant influence of seller trust on purchase intention is also consistent with the
literature that places trust as a primary determinant of online purchasing behavior. Gefen,
Karahanna, and Straub (2003) demonstrated that vendor trust has a direct influence on purchase
intention by reducing perceived risk. Kim and Peterson's (2022) meta-analysis of various e-
commerce studies also confirmed that trust is the most consistent and powerful predictor of
purchase intention . In the context of social commerce , Hajli (2015) found that social
interaction and trust simultaneously increase purchase intention . This study extends these
findings by demonstrating that, in the Indonesian context, seller trust has a greater influence
than platform trust on purchase intention.

The direct effect of platform trust on purchase intention was also proven significant,
although smaller than the mediation pathway through seller trust. This finding aligns with the
institutional-based trust theory proposed by McKnight, Choudhury, and Kacmar (2002), which
states that institutional structures can reduce uncertainty and increase readiness to transact.
Pavlou (2003) also found that institutional trust directly influences purchase intention in an e-
commerce environment . However, compared to Pavlou's research, which places institutional
trust as the primary determinant, the results of this study indicate that in the context of social
commerce , interpersonal trust in sellers plays a more dominant role. This can be explained by
the characteristics of social commerce , which emphasize personal interaction, two-way
communication, and individual seller representation.

Mediation analysis shows that trust in sellers partially mediates the relationship between
platform trust and purchase intention, with a larger indirect effect than the direct effect. This
finding is consistent with Lu et al. (2016) who showed that the effect of platform trust on
purchase intention operates largely through seller trust . Kim and Park's (2013) research in the
context of social commerce also found that trust in sellers is the primary mechanism linking
social factors and purchase intention. Thus, this study strengthens previous literature by
providing additional empirical evidence that trust transfer is not merely a theoretical
phenomenon, but has real behavioral implications in consumer purchasing decisions.
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In terms of theoretical contribution, this study extends the generalization of Trust
Transfer Theory in the context of developing countries with high levels of social commerce
penetration . Most previous studies were conducted in the United States, Europe, or China, so
validation in the Indonesian context adds value to the global literature. Furthermore, this study
demonstrates that in the social commerce ecosystem , the relationship between institutional
trust and purchase intention is multi-layered, with seller trust playing a central psychological
role. These findings enrich the discourse on the multi-level structure of trust in digital
commerce.

From a practical perspective, comparative results with the literature indicate that
platforms need not only build institutional reputations but also create mechanisms that enable
sellers to build interpersonal credibility. Hajli's (2015) study emphasized the importance of
social interaction in building trust, making interactive features such as reviews, live streaming,
and quick responses strategic elements. For sellers, these findings emphasize that
communication quality, product transparency, and service consistency are key factors in
determining successful transaction conversions. Therefore, strategies to strengthen the social
commerce ecosystem need to be implemented simultaneously at the institutional and
interpersonal levels.

Overall, this study not only confirms previous findings regarding the role of trust in e-
commerce and social commerce but also provides evidence that trust transfer mechanisms
function robustly in the Indonesian context. By positioning seller trust as a key mediator, this
study provides a more integrated perspective on how trust is built and transformed into
purchase intentions in an increasingly complex digital environment.

CONCLUSION

This study aims to examine the Trust Transfer mechanism in the context of social
commerce in Indonesia by analyzing the relationship between trust in the platform, trust in the
seller, and purchase intention. The results of the Structural Equation Modeling analysis show
that trust in the platform has a positive and significant effect on trust in the seller, indicating a
trust transfer mechanism from the institutional level to the interpersonal level. Furthermore,
trust in the seller is proven to be a major determinant of purchase intention, with a stronger
influence than the direct influence of trust in the platform.

Mediation findings indicate that trust in sellers partially mediates the relationship
between platform trust and purchase intention, with the indirect effect being greater than the
direct effect. This confirms that in Indonesian social commerce , institutional trust serves as an
initial foundation, but purchase decisions are primarily driven by consumers' belief in the
seller's credibility and integrity. Thus, the trust transfer mechanism is a central psychological
process in shaping digital purchasing behavior.

Theoretically, this study extends the validation of Trust Transfer Theory in the context of
emerging markets with high social commerce penetration . Practically, the results emphasize
the importance of simultaneously strengthening trust at two levels: strengthening the platform's
system and reputation, and enhancing the credibility and quality of seller service. An integrated
approach, combining institutional and interpersonal aspects, is key to increasing conversion
and sustainability of the social commerce ecosystem in Indonesia.
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