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ABSTRACT

The Internet has changed the face and the pace of retail offering an opportunity to sell products online.
This has led to the fast growth of e-commerce sites in which retailers envision a source of competitive
advantage. Before they are able to benefit from e-commerce however, they have to understand the range
of factors, which impact consumers’ e-commerce acceptance. Even more, to ensure sustainability of
online product sale, retailers have to go a step further and understand not only consumers’ intentions
to purchase online but also factors driving product re-purchase. To date, a number of factors driving
consumers’ e-commerce purchase and re-purchase have been examined. Most recently, the concept of
swift guanxi has been studied. This study extends this stream of research by analysing social media data
being a result of swift guanxi in order to help retailers in their online strategies improvement.

INTRODUCTION

Originally designed for data exchange, the Internet became a point of interest for retailers and consumers
alike. This is because the Internet offers an indispensable opportunity to sell and purchase products online
through e-commerce. E-commerce has since rapidly developed into a major retail platform (Sprano &
Zakak,2000). This fast development is linked to the advantages consumers might derive from e-commerce
sites. The most important benefit appears to be effective and efficient satisfaction of consumer needs
(Miyazaki & Frenandez, 2006). Despite advantages deriving from online shopping sites to consumers, it
appears that not all consumers accept e-commerce and use it as their main shopping channel. In search
of the factors stimulating consumers’ e-commerce acceptance a number of research projects have been
executed. At first, researchers focused on the examination of factors driving initial acceptance and e-
commerce sites use. Due to the growing importance of consumer retention, researchers also looked at

DOI: 10.4018/978-1-5225-2599-8.ch037

Copyright © 2018, IGI Global. Copying or distributing in print or electronic forms without written permission of IGI Global is prohibited.



Swift Guanxi Data Analysis and Its Application to E-Commerce

consumers’ re-purchase intentions as only consumers regularly purchasing from e-commerce sites can
ensure those sites’ sustainability.

The aforementioned research streams highlight the importance of trust, which appears to be crucial
for successful online transactions. The creation of online trust however appears to be a major challenge
for e-retailers due to buyer-seller physical and temporal separation online. Recent research by Ou et al.
(2014) however indicates that trust can be facilitated by the so-called ‘swift- guanxi’. Swift guanxi is
a form of Chinese oriented concept of ‘guanxi’ and it is defined as a close and pervasive interpersonal
buyer-seller relationship online. Ou et al. (2014) claims that swift guanxi can address the above-mentioned
limitation of online retailing as it increases perception of buyer-seller interaction and presence online.
This is because swift guanxi allows for buyer-seller personalized communication via computer-mediated
communication technologies. This in turn, enables the seller to address consumers’ risk perception
regarding online transaction and hence establish trust. This current study aims to closely examine and
analyze the result of the buyer-seller interaction and specifically the exchange of information online
(i.e. swift guanxi data), in order to identify the key consumers’ concerns while making purchase online.
Consequently, this study aims to analyze swift guanxi data in order to guide retailers in their e-commerce
strategies improvement. By addressing consumers’ concerns sellers can gain consumers’ trust and hence
ensure the sustainability of their e-commerce strategies.

The remainder of this chapter is organized as follows. First the literature relating to e-commerce ac-
ceptance is reviewed in the next section. Specifically, a range of intention-based models used to assess
consumers’ attitudes towards e-commerce, their intention to use online shopping sites and the actual
use of those sites is discussed. Next, the importance of assessing not only the intentions to purchase but
also products re-purchase intentions is stressed and the most recent research on consumers’ online re-
purchase behavior is also reviewed. This is subsequently linked to the discussion of swift guanxi, which
is defined as swiftly formed buyer-seller relationships based on interaction and exchange of information
online. The outcome of the online interactions and information exchange is argued to be a valuable data
source, which this study aims to analyze. In the following section, the research methodology is discussed.
Specifically, this study builds on an approach to social media data analysis proposed by Chan et al.
(2015a). Data sourced from the result of buyer-seller interactions of online fashion retailer is extracted
from Twitter and subsequently analyzed. The results of the analysis are presented and discussed in the
penultimate section. The study finishes with a conclusion and recommendations section drawing on the
analysis conducted.

E-Commerce Literature Review

Researchers have employed a range of models in order to identify the factors stimulating consumers’ e-
commerce acceptance. The employed models mainly originate from Theory of Reasoned Action (TRA)
developed by Fishbein and Ajzen (1975). TRA is one of the first, and the most influential theory used
to evaluate direct motives driving consumers’ acceptance of technologies, such as e-commerce sites. As
demonstrated by TRA, consumer behavior (e.g. e-commerce site use) can be predicted by intentions.
Consumers’ intentions, in turn are determined by attitudes towards a given behavior. This attitudes-
intention-actual behavior paradigm initiated a series of the so-called intention-based models, which
have been extensively applied by researchers, who focus on the assessment of consumers’ e-commerce
acceptance and use. This is because those models focus on behavior (e.g. e-commerce use) rather than
on consumers’ attitudes towards product or service offered on e-commerce sites (Hansen et al, 2004).
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