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ABSTRACT

Thisarticleintegratesthetrustandjusticefairnesstoconstructamodelforinvestigatingthemotivations
behindcustomerseWOMinsocialmediaenvironment,specificallyWeChat.Usingdatafromthe
onlinesurveysofnetizensinChina, theproposedmodelwasverifiedandvalidatedbyusingthe
structureequationmodeling(SEM)technique.Theoutcomesrevealthatcustomertrustappearto
bemostlydrivenby interactional fairness,which in turneffects satisfaction.Procedural fairness
andinteractionalfairnessimpactsconsiderablypositiveonsatisfaction.Trustandsatisfactionhave
adirectpositiveeffectontheeWOM.However,trusthasindirectinfluenceoneWOMthroughthe
satisfaction.Discussionsprovidetheusefulimplicationsformanagersandfuturedirections.
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1. INTROdUCTION

Withtherapidgrowthofsocialmedia,ithasbecomeoneofthemostrenownedplatformstospread
onlineinformationbetweenvendorsandcustomersaroundtheworld(Chu&Kim,2018).Social
mediaprovidestheefficientandeffectivewaytointeractwithfamilymembers,circleoffriends,
andthegroupofpeoplewithsameinterests.Theonlinesocialchannelhasgiventheopportunityto
customerswheretheycanshareopinionsandinformationrelatedtoproductsorservicesthatiscalled
electronicword-of-mouth(eWOM)(Hayes,Shan,&King,2018).However,socialmediacontactsare
explicitlyconsideredreliableandcrediblesourcescomparedtoperceivedinformationfrommarketers,
aswellasconsideredvitalforcustomersdecisionmaking(Chu&Kim,2011).

ThemassiveincreaseinChinesesocialmediausagehasgivenrisetoWeChatasamostleading
socialapplication.Itattractsmorethan900millionusersallaroundtheglobe(Sohaib,Hui,&Akram,
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2018).WeChatistheChineseequivalentofWhatsApp,thatpermititsuserstoshareinformation
throughinstantmessaging(IM)intheformoftext,voice,photo,andvideo(Xu,Kang,Song,&
Clarke,2015).WeChathasbecomeanessentialpartofChinesecustomersdailylife.Itenablesusers
tosharetheireverydaylifeexperiencesthroughuniqueinteractionfeatureslike,friends’moments.
Thisprovidesrapidwaytotransmitpersonalexperiences,aboutproductsorservices,andengage
customers ineWOM(Lien&Cao,2014).Specifically, justicefromonlinesellersduringbuying
processstimulatecustomersinvolvementineWOM(Fu,Ju,&Hsu,2015).

Accordingtothesocialpsychologicalliterature,customer’sperceptionsaboutjusticearebased
onthethreedimensions:perceivedfairnessofoutcomesusuallyreferredasDistributiveFairness
(DF),ProceduralFairness(PF)leadstodecisionmakingoutcomes,andthetreatmentwithcustomers
duringbuyingprocessalsoknownasInteractionalFairness(IF).Thefairnessprovidesameaningful
source to understand the individual’s perceptions about trust or distrust (Saunders & Thornhill,
2003).Previousstudiesinthemarketingcontexthaverevealedthatperceptionsaboutfairnesshave
significantandpositivedirectimpactontruste.g.(Aryee,Budhwar,&Chen,2002;Pillai,Williams,
&JustinTan,2001;Ramaswami&Singh,2003).Trustreducestheuncertaintyandriskrelatedto
onlinebuyingandcultivatestrongbondingbetweenthebuyerandtheseller.Moreover,truststrongly
impactsoncustomer’ssatisfaction(Shih,Lai,&Cheng,2013).Accordingtotheequitytheory,a
justifiedbalancebetweeninput(whatisinvest)andoutput(whatisreceived)shapesthecustomers
satisfaction,andtheyengageincertainbehavioralactivitiessuchaspositiveeWOM.Although,trust
andsatisfactionhasbeenclearlydocumentedinthemarketingstudies,veryfewstudiesexaminethe
effectsoffairnessoncustomerssatisfactionandtrust.Theprevailingeffectsofcustomerstrustand
satisfactiononeWOMstillremainsunclearinthesocialmediaenvironmentsuchasWeChat.

Abovediscussionsprovidethetheoreticalsupporttomeasuretheaimsofthisstudy.Inorder
to understand the customers psychological motivations towards positive eWOM, explicating the
distinctiverolesoffairnessarerequired.First,wedeterminethefairnessdimensionswhichareDF,
PF,andIFeffectsoncustomertrustintheonlineseller.Second,wemeasurethesignificanceofthe
fairnessthreedimensionsandtrustoncustomersatisfaction.Third,weexamineimpactsofcustomer
satisfactionandtrustoneWOMintheWeChatsettings.

2. LITERATURE REVIEW

Before1975,thefairnessstudywasmainlyrelatedtothedistributivefairness.Thisresearchmost
partwasrelatedtoinitialeffortsdonebyHomans(1961).Homans(1961)providesanelementary
formulafordistributiveness,explainedthatanindividual’sbenefitsinexchangewithothersshould
beequaltohisorherefforts.Thetheoriesofdissonance,socialcomparison,andsocialexchange
providesthatDFhighlightstheroleofequity,whereanindividualevaluatesthefairnessoutput/input
ratioofoneselfwithcomparisontoothers(Adams,1965).PFintroducedbyThibautandWalker
(1975)studyondispute-resolutionprocedures.ThibautandWalker(1975)proposedthatthedecision-
makingproceduresfairnessinfluencedondispute-resolutiondecisionsandindividual’sreactionsto
allocationofthird-party.BiesandMoag(1986)distincttheinterpersonalfacetfromPF,calledasan
IF.Thethreeelementsoffairnessarewelldifferentiated,notonlyinbehaviouralstudiesofcustomer
(Martínez‐Tur,Peiró,Ramos,&Moliner,2006;Teo&Lim,2001),butalsoinotherresearchsettings
suchas,servicerecovery(Smith,Bolton,&Wagner,1999),Web-basedlearning(Chiu,Chiu,&Chang,
2007),complaintmanagement(Blodgett,Hill,&Tax,1997;MaxhamIII&Netemeyer,2002),and
organizationaljustice(Aryeeetal.,2002;Ramaswami&Singh,2003).

Trust is explained as a belief that trustor is expecting from trustee will behave by showing
integrity,benevolence,andability(Mayer,Davis,&Schoorman,1995).Benevolenceisdescribed
as,thefaiththatthetrusteewillnotdoanyopportunisticactincontrarytothetrustor,particularly
giventheopportunitytoperform.Integrityisclarifiedas,thefaiththatthetrusteewillbecredibleby
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