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ABSTRACT

The new era of the Internet and e-commerce have introduced enormous amount of big data analysis and artificial intelligence
to the world, and that bring better user experiences to consumers, and provide suppliers with a more systematic management.
Since 2016, traditional e-commerce platforms encountered expansion bottlenecks, new sales approaches were launched, such
as utilizing facebook fanpages for marketing and livestream to get more attentions. Companies and virtual personal brands also
get exposures from social media Youtube, Instagram and etc., some individuals operate as self-media and called Youtubers,
social influencer or key opinion leader economy. This self-media not only have changed how Internet marketing used to be,
and subverted the ecology between Internet marketing and e-commerce. Therefore, this study aims to explore how virtual
personal brand drives sales performance particularly in real estate agents by applying DeLone & McLean’s Information
Systems Success Model to analysis success factors of Myhomes. The research reviews literature, interview platform users, and
use study findings to evaluate how information system success model affect virtual personal brand positively, and why virtual
personal brand is a significant ingredient for real estate agents to success.
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INTRODUCTION
The Internet usage rate in Taiwan is about 82%, and access from mobile devices reach 77% (TWNIC, 2018), which indicates
the Internet is wildly used in Taiwan. Business opportunities from the Internet have sprouted especially to start-ups in
innovative product and service investments. By introducing big data and artificial intelligence to e-commerce and Internet
applications, platform system can develop optimal user experiences through data analysis, data exploration and data
classification that allow consumers to use more intuitively, and platforms can obtain browsing paths while they are on the
website (Mohd & Amit, 2018).

BACKGROUND

In 2016, the founder of Alibaba Group, Jack Ma, proposed that traditional e-commerce is dead, and a new retail era is coming
(Perez, 2016). New retail is about associating e-commerce with retail stores, due to that consumers tended to be price oriented
and lack of loyalty to a particular platform; new mobile technology and application development; challenges from retail stores
of their evolving services. Retail market has new marketing approaches, such as through social media and livestream. Many of
the Youtubers, social influencers and key opinion leaders have become self-media and its economy have influenced many
young workers. A research from 1111 Job Bank in 2019 showed that 44.13% of the young workers wanted to become a
Youtuber, among them, 31.65% would like to be a part-time Youtuber, 11.12% wanted to be a full-time Youtuber and 1.36%
are already a Youtuber. Self-media not only changed how Internet marketing used to be, but subverted Internet media and e-
commerce ecology (Schivinski & Dabrowski, 2014), that bring this study to discuss how virtual personal brand success under
social media, by using Myhomes, a real estate platform as an example.

ABOUT MYHOMES
Myhomes is a real estate platform found in 2015, traditional platforms; for example, 591 Housing, Rakuya, House Fun and etc.,
have high reputation or flow, but the problem is that agents and properties have difficulties to be found among competitions.
Myhomes acknowledged this issue, wanted to give a solution to this problem by building web-based virtual personal brand for
the agents. Moreover, so they can be differentiated from competitors as well as becoming a community agent converged by
contacts and network.

With continuous system optimization, Myhomes launched “community agent system 3.0” in December 2017, nearly 2, 700
agents and 74, 000 properties were listed in Myhomes, which indicated a strong result from the system. Furthermore,
Myhomes introduced “community agent system 4.0” in 2018, which has six major features:
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1. Google key word search optimization- agents can customize key words for specific properties or personal image, which
means customers or potential buyers can easily link search results with preferred key words.
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Figure 1: Google Key Word Search Optimization

2. Personal website- real estate agents can build his’/her own personal website, on the top of the page is a personalized banner
for added image to get buyers’ attention. When a potential buyer was doing search within in a community agent’s website, the
result would only appear the particular agent’s properties, and wont’ be tangled with other agents.
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Source: This study
Figure 2: Personal Website

3. Exclusive image banner- it has clear contact information, his/her location or specialization, Google key words and QRcode
for buyers to add the agent’s communication application.
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Figure 3: Exclusive Image Banner
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4. Exclusive marketing integration with social media- by connecting communication application LINE and social media
Facebook Messenger to a community agent’s website, buyers can text the agent without making a phone call, and the agent can
respond to the inquiry instantly, both the agent and buyers can be benefited from this feature.

Instant Message Inquiry and Respond
through Social Media

Source: This study
Figure 4: Exclusive Marketing Integration with Social Media

5. E-commerce education training course- since not all the agents are fully understand the meaning or how to build virtual
person brand, Myhomes educates them how to incorporate reality with Internet marketing, as well as e-commerce skills, and to
build virtual personal brand with Myhomes platform. Few of them could be computer illiterate, and there is also customer
support to lead them step by step.

Taichung 300 Sessions

Taipe1 Region 400 Sessions

Source: This study
Figure 5: E-commerce Education Training Course

6. Web APP service- Taiwan has high mobile device usage rate, many e-commerce platform have developed application (APP)
for easy access, Myhomes has mobile version webpage, and buyers can also install the web APP on their phones, they can
browse a particular agent’s profile or properties directly by clicking an icon on the device.
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Figure 6: Web APP Service

Those six features help real estate agents to increase sales, as November 2019, nearly 4, 800 agents and 124, 000 properties are
listed in Myhomes, the growth almost quadrupled from 2015, which means agents are confident about the platform delivering
the idea of building virtual personal brand.

RESEARCH PURPOSE
The study discusses how the real estate platform Myhomes indorses the concept of “brand for agent” or “virtual personal
brand” in order to provide enhanced services, featuring: 1. Google key word search optimization; 2. Personal Website; 3.
Exclusive image banner; 4. Exclusive marketing integration with social media; 5. E-commerce education training course; 6.
Web APP service. The purposes of this research are: 1. Investigating how virtual personal brand can drive real estate agents to
escalate sales. 2. Applying DeLone & McLean’s Information Systems Success Model to analysis success factors of Myhomes.

LITERATURE REVIEW

E-Commerce

The Internet is a revolutionary invention in human history, search engines in the begging e.g., Google and Yahoo could only
find media content and news on the Internet. As blog era rinsed, search engine can excavate more information, and personal
blog content has become prioritized then media or news. In the recent social media age, besides providing content or
information, it is more about connecting life and friends in virtual society trough Facebook, Instagram and messaging APPs.
Meanwhile, Amazon’s B2C e-commerce model, Ebay’s C2C model and Rakuten’s B2B2C model have reformed how
shopping experience can be, and even advanced to international trade called cross-border e-commerce (Dai & Kaulffman, 2001;
Yamamoto, Ishida & Ohta, 2004). Alibaba founder Ma advised that new retail model and big data analysis is the future, that
are part of five topics to the new economy, including new retail, new manufacture, new technology, new finance and new
energy source (ESC 2018). The essence of new retail relies on new data, algorithms and artificial intelligence technology. E-
commerce is an exchange of product information on the Internet, it can lower costs for both companies and consumers, with
immediate two-way communication. Zwass (1996) defined that e-commerce is based on the Internet allowing seller and buyer
to communicate with each other, information infrastructure, information service and information product are major structures
to form the services. Kalakota & Whinston (1997) added that e-commerce as a modern business practice is a transaction and
automation application. Laudon & Traver (2002) considered that globalized e-commerce with variety of interactive
information and personal data surly have altered how the world trade.

Customer Satisfaction

Customer satisfaction is how consumers feel about a product or service, in can be the cost, quality or what the customer
received towards expectation. It is a result of before and post purchase, and customer compare the outcome of price versus
performance (Churchill & Surprenant, 1982). Kotler et al. (2003) explained it as a feel of uplifting or disappointment, because
satisfaction can be varied from the recognition of the quality of a product or service from user experience. Therefore, customer
satisfaction is based on the experience, it reflects emotion state to expectation, and if the result was better than the expectation,
customer satisfaction will be raised; on the contrast, if the outcome was negative or less than the expectation, there will be
dissatisfaction. Since customers have diverse opinions and feelings, the measure of customer satisfaction needed to be done
with a confident sample number. The degree of satisfaction can be much different than what was anticipated, because they
have to engage with the product or service first, then the afterward experiences are for further examination (Yi & La, 2004).

Virtual Personal Brand
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Brand used to be a method to be differentiated from competitors, now a days, it is adopted as a personal image appeal for
consumers, and culture image for companies. Branding is a strategic implementation for corporations to generate maximum
profits. A brand yields mixed inner feelings to consumers, building a virtual personal brand allows an individual to show
his/her characters (Gelder, 2005). In addition, it is different from a product or a service, it an image in the mind, and a good
brand can long-last in consumers’ heart (Casalo, Flavian & Guinaliu, 2008). Peters (1997) mentioned in an article that
everyone represents his/her own brand. McNally and Speak (2002) pointed out that each person has personalized brand, which
can be utilized in products or services, further enlarged to groups, entertainment, sports and culture industries. Image after
branding can have the public embrace the brand, and even be benefited from it (Keller, 2009). Moreover, variance of virtual
personal brand offers stakeholders trust and approval that associate with positive image and recognition for personal
competence. Personal brand can increase market share and mindshare as what a product can be, it can decrease the
unfamiliarity of a product or a service, and bond the trusty image and commitment with consumer’s emotion, which
contributes to additional value. Personal brand is like a product, consumers can reflect feelings and have a chance to be linked
with emotions (Arruda & Dixson, 2007). Lastly, personal brand in organizations or companies bring out the image towards co-
worker, superior and customer.

Marketing Communication

In order to compete and increase marketing share, positioning a product or service in a quality which consumers can trust is the
advantage to segregate from competitions. Marketing to a particular group, based on its behavior and traits not only can grow
recognition, but also to communicate with recipients closely, which is what a successful marketing is about (Madhavaram,
Badrinarayanan & McDonald, 2013). Reece (2010) talked about the steps of a customer perceiving purchase cycle in new
digital media: recognition, trial, purchase and referral. Social media is about a group of people with common interest and
understanding, they communicate and share information through the Internet, with their joined interest, the added value from
them can be used commercially (Fill, 2010).

Computer Self-Efficacy

Recent years, information management experts started to apply sociological theory in information technology researches,
Compeau and Higgins (1995) expand the concept of self-efficacy and defined computer self-efficacy (CSE) as follow: CSE is
not about what a person has done in the past, it can estimate and evaluate abilities for future references; furthermore, rather
than functions like formation or calculation, it is about application analysis and assessment. Researches from Marakas et al.
(1998) divided CSE into task-specific computer self-efficacy (SCSE) and general computer self-efficacy (GCSE). SCSE stands
for task or skill oriented self-efficacy designated for a particular job, and it is not about computer capability. On the other hand,
GCSE is general computer recognition across various fields. Self-efficacy is dynamic, it varies from research object’s self-
perception behavior. CSE brings positive effects to satisfaction, which is when a completion of a well-done job can convey to
high performance appraisal and customer satisfaction (Bandura & Jurden, 1991). Compeau and Higgins emphasized Bandura
(1986) CSE in four aspects: 1. Guided Mastery: it represents successful experiences within a person and computer, if the
interaction is positive, it will have high CSE. The experience of operating a computer can alter CSE results, level of confidence,
familiarity with computer and environment are some factors for determination. 2. Behavior Modeling: behavior and social
value can be influenced by observing others, sometimes imitation occurs along the way. Compeau and Higgins found that
behavior modeling can be related to computer training, and rise CSE and training simulation performances. 3. Social
Persuasion: Compeau and Higgins believed that social persuasion affects CSE since user can be convinced to learn computer
technology with great confident. 4. Physiological States: physical condition especially anxiety can decrease self-efficacy,
Bandura explained it as the lack of computer ability can cause anxiety and tied to performances decline.

Information System Success Model

Information system construction started to become a social trend in 1990s, there have been many studies on its results; for
instance, DeLone & McLean’s (1992) information system model, Seddon’s (1997) information system successful extension
mode, Molla & Licker’s (2001) e-commerce successful mode, and DeLone & McLean’s updated model in 2003. Businesses
started to utilize information system for enhanced technology and organization managerial advantages. Information system is
an integration of man and machine, it includes hardware, software, application process, data base, communication, gather and
transfer information to manage or operate routine and decisive activities. The six structures from Delone & McLean (1992)
include: system quality, information quality, use, user satisfaction, individual impact and organizational impact

System
Qualit}' Use
Individual Organizational
Information User fmpact lmpact
Ouality Satistaction

Source: DeLone & McLean (1992)
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Figure 7: Information System Success Model

Pitt, Watson & Kavan (1995) discussed that information department is not only about product, but also software installation,
tech support, education, Internet connection and other related services. Information quality evaluation contents information
quality, system quality and service quality.

System Use
Quality

Information Individual Organizational
o —> — <
Quality Impact Impact
Service User
Quality Satistaction

Source: Pitt, Watson & Kavan (1995)
Figure 8: Expansion of Information System Success Model

DeLone & McLean (2003) edited the information system success model and incorporate Pitt, Watson & Kavan’s (1995) model
to enhance service quality, including system quality, information quality, service quality, intention to use, user satisfaction and
net benifits.

System )

N Intention

Quality Use

: - to Use

~ . N
Intormation Net
Quality J Benttits
Servi User

Service L

] . Satistaction

Quality 7

Source: DeLone & McLean (2003)
Figure 9: Updated Information Systems Success Model

RESULT
The study uses literature review, interview with agents, and use study findings to evaluate how information system success
model affect virtual personal brand. The results are that virtual personal brand, computer self-efficacy, system quality,
information quality and service quality will positively affect the use of Myhomes system; virtual personal brand, computer
self-efficacy, system quality, information quality and service quality will positively affect Myhomes user satisfaction; use of
system and user satisfaction are interrelated, and the result will positively affect Myhomes net benefits.

Myhomes provides real estate agents a platform to build virtual personal brand and to excel in computer self-efficacy; in
addition, Myhomes offers substantial system quality, information quality and service quality for optimal platform experiences
with positive results. With all those factors affecting the use of system and user satisfaction, Myhomes can have the outcome
of significant net benefits.
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Source: DeLone & McLean (2003), this study
Figure 10: Result Framework

CONCLUSION
In modern marketing and e-commerce, personal brand is an important factor to success, no matter what era it is, in order to
surpass competitions, building a virtual personal brand can have positive image appeal and displaying commitment; he/she can
have higher recognition for personal competence; a person can increase his/her market share and mindshare; virtual personal
brand affects co-worker, superior and customer closely. In this age of social media, Youtuber or social influencer economy has
competitions with individuals in an unprecedented state, building a personal image and establish a virtual brand is beneficial in
this circumstance.

Virtual personal brand is a significant ingredient to new retail, e-commerce and to platforms, Myhomes benefits real estate
agents by building virtual personal brand and increase CSE performances. Agents do receive more inquiries from potential
buyers and lead to escalate sales and customer satisfaction. Factors from DeLone & McLean’s Information Systems Success
Model, virtual personal brand, computer self-efficacy, system quality, information quality and service quality positively affect
Myhomes.

Further study could be done on business model for virtual personal brand in e-commerce with other factors. Beside real estate
agents, research could be done on platform user experience from customers and potential buyers. E-commerce and self-media
have different practices in different regions, since there are barriers in culture, technology and infrastructure, with the
connection of the Internet, virtual personal brand can be seen and interacted around the global.

REFERENCES

Arruda, W. & Dixson, K. (2007). Career Distinction: Sand Out by Building Your Brand. John Wiley & Sons.

Bandura, A. (1986). Social Foundations of Thought and Action. Prentice Hall, Englewood Cliffs, NJ.

Bandura, A. & Jourden, F. J. (1991). Self-Regulatory Mechanisms Governing the Impact of Social Comparison on Complex
Decision Making. Journal of Personality and Social Psychology, 60(6), 941.

Carl, W. J. (2006). What's all the buzz about? Everyday communication and the relational basis of word-of-mouth and buzz
marketing practices. Management Communication Quarterly, 19(4), 601-634.

Chen, HN. & Huang, C.Y. (2013). An Investigation into Online Reviewers’ Behavior, European Journal of Marketing, 1758-
1773

Chiang, I.P., Huang, C.Y. & Huang, C.W. (2009). Characterizing Web Users’ Degree of Web 2.0-ness, Journal of the
American Society for Information Science and Technology, 60(7), 1349-1357.

Churchill, A. & Surprenant, C. (1982). An Investigation into the Determinants of Customer Satisfaction. Journal of Marketing
Research, 19(4), 491-504 .

Compeau, D.R. & Higgins, C.A. (1995). Application of Social Cognitive Theory to Training for Computer Skill. Information
Systems Research, 6(2), 118-143.

Cyr, D., & Bonanni, C., (2005). Gender and website design in e-business. International Journal of Electronic Business, 3(6),
565-582.

The 19th International Conference on Electronic Business, Newcastle upon Tyne, UK, December 8-12, 2019
269



Chen, Tsao & Chyou

Dai, Q. & Kaulffman, R.J. (2001). Business models for Internet-based e-procurement systems and B2B electronic markets: an
exploratory assessment. In Proceedings of the 34th Annual Hawaii International Conference on System Sciences (pp. 10).
IEEE.

DeLone, W.H. & McLean, E.R. (1992). Information systems success: The quest for the dependent variable. Information
Systems Research, 3(1), 60-95.

DeLone, W.H. & McLean E.R. (2003). The DeLone and McLean model of information systems success: A ten-year update.
Journal of Management Information Systems, 19(4), 9-30.

ESC (2018). Ecommerce Strategy China. What Jack Ma's New Retail looks like? Retrieved from
https://www.ecommercestrategychina.com/column/what-jack-mas-new-retail-looks-like (accessed 2 October 2019).

Fader, P.S., Hardie, B.G.S. & Huang, C.Y., (2004). A Dynamic Change Point Model for New Product Sales Forecasting.
Marketing Science, 23(1), 50-65.

Fill C. (2010). Marketing Communications. Interactivity, Communities and Content. Pearson Education.

Casald, L.V., Flavian, C. & Guinaliu, M. (2008). Promoting Consumer's Participation in Virtual Brand Communities: A New
Paradigm in Branding Strategy. Journal of Marketing Communications, 14(1), 19-36.

Garbarino, E., & Strahlievitz, M. (2004). Gender differences in the perceived risk of buying onLINE and the effects of
receiving a site recommendation. Journal of Business Research, 57(7), 768-775.

Gelder, S.V. (2005). The new imperatives for global branding: Strategy, creativity and leadership. Journal of Brand
Management, 12(5), 395-404.

Gorbatov, S., Khapova, S. N., & Lysova, E. I. (2018). Personal branding: interdisciplinary systematic review and research
agenda. Frontiersin psychology, 9, 2238.

Hart, C., & Blackshaw, P. (2006). Internet Inferno-One customer can take down your company, but you can turn the potential
nightmare into a boon. Marketing Management, 15(1), 18..

Hennig-Thurau, T., & Walsh, G. (2004). Electronic word-of-mouth: Motives for and consequences of reading customer
articulations on the Internet. International Journal of Electronic Commerce, 8(2), 51-74.

Hirst, W., & Kalmar, D. (1987). Characterizing Attentional Resources. Journal of Experimental Psychology: General, 116(1),
68.

Homer, P. M., & Yoon, S. (1992). Message framing and the interrelationships among abased feelings, affect, and cognition.
Journal of Advestiment, 21(1), 19-33.

Huang, C.Y. (2010). An Investigation into the Reliability of Customer Prioritization. In 2010 Informs Marketing Science
Conference, Cologne, Germany, June 16-19.

Huang, C.Y. (2012). To Model, or Not to Model: Forecasting for Customer Prioritization. International Journal of Forecasting,
28(2), 497-506.

Huang, C. Y., Li, P. C., & Chen, H. N. (2015). Proposing a New Approach to the Study of Micro Spatial Behaviors in the
Retailing Context. In Marketing in Transition: Scarcity, Globalism, & Sustainability (pp. 156-156). Springer, Cham.

Job Bank (2019). How Young Worker Perceive Youtuber As A Career. Retrieved from https://www.1111.com
tw/news/surveyns/119720 (accessed 5 October 2019).

Kalakota, R. & Whinston, A. (1997). Electronic Commerce: A Manager's Guide. Addison-Wesley Professional.

Keller, K.L. (2009). Building strong brands in a modern marketing communications environment. Journal of Marketing
Communications, 15(2-3), 139-155.

Kotler, P., John, B. & James, M. (2013). Marketing for hospitality and tour-ism. Pearson education, Inc.

Laudon, K.C. & Traver, C.G. (2002). E-commerce: Business, Technology, Society. Addison-Wesley.

Madhavaram, S., Badrinarayanan, V. & McDonald, R.E. (2013).Integrated marketing communication (IMC) and brand
identity as critical components of brand equity strategy: A conceptual framework and research propositions. Journal of
Advertising, 34(4), 69-80.

Marakas, M.M., Yi, M.Y., & Johnson, R.D. (1998). The Multilevel and Multifaceted Character of Computer Self-Efficacy:
Toward Clarification of the Construct and an Intergrative Framework of Research. Information Systems Research, 9(2),
126-163.

McNally, D., & Speak, K. D. (2002). Be your own brand: A breakthrough formula for standing out from the crowd. San
Francisco: Berrett-Koehler.

Mohd, A., & Amit, S. K. (2018). Analyzing the effect of marketing digitization on business processes and consumer
behaviour. International Journal in Management & Social Science, 6(5), 162-169.

Molla, A. & Licker, P.S., (2001), E-commerce systems success: An attempt to extend and re-specify the DeLone and McLean
model of IS success, Journal of Electronic Commerce Success, 2(4), 131-141.

Okazaki, S. (2009). Social influence model and electronic word of mouth: PC versus mobile internet. International Journal of
Advertising, 28(3), 439-472.

Ozturk, M. & Batum, T.P. (2018). How Housing Brands Use Social Media in Their Marketing Communications?: A Content
Analysis. Yonetim Bilimleri Dergisi, 17(33), 111-135.

Pedhazur, E. J. (1997). Multiple Regression in Behavioral Research: Explanation and Prediction (3rd ed., pp. 283-339). Fort
Worth, TX: Harcourt Brace College Publishers.

Peters, T. (1997). The Brand Called You. Fast Company Magazine. 10(10), 83-90.

Perez, B. (2016). E-commerce will become a ‘traditional’ business, says Alibaba’s Jack Ma. South China Morning Post.
Retrieved from https://www.scmp.com/tech/china-tech/article/2027744/e-commerce-will-become-traditional-business-
says-alibabas-jack-ma (accessed 2 October 2019).

The 19th International Conference on Electronic Business, Newcastle upon Tyne, UK, December 8-12, 2019
270



Chen, Tsao & Chyou

Pitt, L.F., Watson, R.T. & Kavan, C.B. (1995). Service quality: A measure of information systems effectiveness. MIS
Quarterly, 19(2), 173-187.

Podsakoff, P. M., MacKenzie, S. B., Lee, J. Y. & Podsakoff, N. P. (2003). Common method biases in behavioral research: A
critical review of the literature and recommended remedies. Journal of Applied Psychology, 88(5), 879-903

Powell, M., & Ansic, D. (1997). Gender differences in risk behavior in financial decision-making: An experimental analysis.
Journal of Economic Psychology, 18(6), 605-628.

Reece, M. (2010). Real-time marketing for business growth: How to use social media, measure marketing, and create a culture
of execution. Pearson Education.

Schivinski, B. & Dabrowski, D. (2014). The effect of social media communication on consumer perceptions of brands. Journal
of Marketing Communications, 22(2), 189-214

Seddon, P.B. (1997). A respecification and extension of the DeLone and McLean model of IS success. Information Systems
Research, 8(3), 240-253.

Shen, Y.C., Huang, Y.C., Chu, CH. & Liao, H.C. (2010). Virtual Community Loyalty: An Interpersonal-Interaction
Perspective. International Journal of Electronic Commerce, 15(1), 49-74.

Smith, N.C., Simpson, S.S. & Huang, C.Y. (2007). Why Managers Fail to Do the Right Thing: An Empirical Study of
Unethical & Illegal Conduct. Business Ethics Quarterly, 17(4), . 633-667

TWNIC (2018). Taiwan Network Information Center, Taiwan Internet Report 2018. Retrieved from
https://report.twnic.tw/2018/TWNIC TaiwanInternetReport 2018 CH.pdf (accessed 2 October 2019).

Ulbrich, F., Christensen, T., & Stankus, L. (2011). Gender-specific on-LINE shopping preferences. Electronic Commerce
Research, 11(2), 181-199.

Winer, R. S. (2009). New Communications Approaches in Marketing: Issues and Research Directions. Journal of Interactive
Marketing, 23(2), 108-117

Yamamoto, H., Ishida, K. & Ohta, T. (2004). Modeling Reputation Management System on Online C2C Market.
Computational & Mathematical Organization Theory, 10(2), 165-178.

Yen, Hsiuju, Hsu, H.Y. & Huang, C.Y. (2011). Good Soldiers on the Web: Understanding the Drivers of Participation in
Online Communities of Consumption, International Journal of Electronic Commerce, 15(4), 89-120.

Yeqing, B., Zhou, K.Z., & Su, C. (2003), Face Consciousness and Risk Aversion: Do They Affect Consumer Decision-Making?
Psychology & Marketing, 20(8), 733-755.

Yi, Y. & La, S. (2004). What influences the relationship between customer satisfactions and repurchase intention?
Investigating the effects of adjusted expectations and customer loyalty. Psychology & Marketing, 21(5), 351-373.

Zakaria, A. (2014). Evaluating the impact of words of mouth on consumption behavior of Jordanian customers. International
Journal of Economics, Commerce and Management, 2, 1-15.

Vladimir, Z. (1996). Electronic commerce: structures and issues. International journal of electronic commerce, 1(1), 3-23.

The 19th International Conference on Electronic Business, Newcastle upon Tyne, UK, December 8-12, 2019
271



