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Applying Social Capital Theory to Understand the Success of C2C
e-Commerce Using Social Media

Abstract

The study will measure the impact of social media on individual's continuous usage
intention of C2C e-commerce based on the concepts of social capital theory. 438 valid
questionnaires were collected for data analysis. The results showed that (1) interactions in
both bidding and transaction-committed stages significantly affect reciprocity, recognition
and shared vision; interactions in transaction-committed stage significantly affect trust. And
(2) reciprocity, trust, identification and shared vision significantly affect continuous usage
intention of C2C e-commerce.
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