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ABSTRACT

With the increasing popularity of smartphones and electronic payment, WeChat shopping has 
become a trendy lifestyle for many people. However, the issue of WeChat business integrity has 
gradually appeared due to the virtuality of the internet. This paper analyzes the current situation of the 
development and integrity of WeChat business, and the differences and connections between WeChat 
business and traditional e-commerce. Based on theoretical and practical analyses, this paper puts 
forward the influencing factors of WeChat business integrity and related hypotheses. Data collected 
through questionnaires are evaluated by reliability and validity with SPSS24.0; after that, empirical 
analysis is conducted to the structural equation model. The results indicated that products and service 
quality, after-sale guarantee, payment security, and word-of-mouth had a prominent positive effect on 
the integrity of WeChat business, of which product and service quality have the greatest impact; this 
is followed by payment safety, after-sales service, and word-of-mouth, which has the smallest impact 
on WeChat business integrity. At the same time, it offers countermeasures to improve the quality of 
products and services, ensure payment safety, improve the after-sales guarantee and establish a good 
reputation, so as to enhance the credibility of WeChat business and achieve sustainable development.
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INTRODUCTION

In recent years, e-commerce has flourished, especially with the emergence of social networks such 
as Facebook, Twitter, WeChat, and Weibo, and they have affected the way people work, socialize, 
access information, and shop online. In China, the WeChat app function, “WeChat Friendship Circle,” 
provides people with an increasing amount of opportunities to start up new businesses (Li, 2017; 
Chu, 2018). A WeChat-based businesses is based on a new business model in the WeChat mobile 
app that uses the help of social software and social networking. There has been a rapid development 
of big data in terms of data mining (Chang & Yang, 2017), complex event analysis and multimedia 
event recognition (Chang, Ma, Yang, Zeng, & Hauptmann, 2017; Chang, Yu, Yang, & Xing, 2017; 
Li, Nie & Chang, 2017), multimedia social networks that are based on trust (Li, Zhang, and Zhang, 
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2018), cloud-based manufacturing composite services (Namjoo, Keramati, & Torabi, 2018), rapid 
sensor detection (Chang, Ma, Lin, Yang, & Hauptmann, 2017), information technology for smart 
cities (Maestre-Gongora & Bernal, 2019), information and communications technology (Morrar, 
Abdeljawad, Kisa, & Younis, 2019), regulatory effect of consumer cognition innovation based on the 
S-O-R model (Osmal, Kang, & Iwona1, 2019) and database security (Sangeeta & Narsimha, 2018) 
to provide a technical basis for the development and maturation of the WeChat-based businesses 
model. According to the Statistical Report on the Development of China’s Internet Network released 
by the CNNIC, the usage rate for WeChat has been increasing year by year since the appearance of 
its “WeChat Friendship Circle.” By December 2017, the usage rate for WeChat reached 87.3% (Shan, 
2018). WeChat has become a new way of doing business in China, and it can be seen as a combination 
of traditional e-commerce and social network communication. A WeChat-based business develops 
its customer relationships in two ways, through business relationships and friendships (Yang, 2016). 
One WeChat-based business entered the consumers’ range of vision with a new marketing model 
(i.e., opening a shop based in the WeChat Friendship Circle) in 2013 by disseminating across social 
platforms pictures of various products, including cosmetics, healthcare products, and clothes.

With the rapid development of WeChat-based businesses, the issue of integrity has come to the 
forefront. The false propaganda about some virtual trade events has seriously damaged the interests 
of consumers. For example, the “toxic facial mask” incident involved changing the appearance of 
young girls into the “Green Lantern.” On September 30, 2016, CCTV exposed the “consumption trap 
of WeChat about pyramid selling,” which made consumers doubt the reliability of WeChat products 
as well as the integrity of WeChat-based businesses. The undated products and the false propaganda 
led to a discussion about WeChat-based businesses by scholars. The research about this topic mainly 
involves three aspects:

1. 	 Studies concerning the current status of WeChat-based businesses. The studies on WeChat-based 
businesses, especially with college students, showed that many college students avoided WeChat-
based purchases due to their low product quality, unreasonable prices, and there being a lack of a 
guarantee policy (Shi, 2017; Wang, 2017). When WeChat-based businesses first developed, one of 
their advantages was that they required less of a threshold and had simpler procedures compared 
to other forms of e-commerce (Zhang, 2018); Because of the characteristics mentioned above, a 
chaotic situation formed since anyone can engage in the WeChat-based business industry without 
training and verification, which had a negative effect on the management and development of 
WeChat-based businesses (Wang, 2019).

2. 	 The development trends for WeChat-based businesses. It had been predicted that WeChat-based 
businesses would become a common business form in the future since they would draw more 
people into business (Hu, 2016; Liao, 2016). The development trend for WeChat-based businesses 
can be summarized as follows: Industry standardization, WeChat platform and community, and 
WeChat-based businesses (Lan, 2018). Most of the WeChat-based businesses exist in the form 
of WeChat-based business agents who don’t have any products, and it is expected that these 
WeChat-based business agents will be eliminated (Zhang, 2018).

3. 	 The integrity of WeChat-based business operations. Some individual operators post fake transfer 
records, chat records, etc., using certain tools in WeChat’s circle of friends. Once the false 
information is exposed, consumer trust in the entire micro-business platform is greatly reduced. 
(Fu, 2018). Integrity problems in the WeChat-based business operations include false advertising 
and difficulties had protecting consumer rights (Wang, 2014), product quality issues and after-
sales protection issues (Qian, 2016), the imperfections of the regulatory system and a lack of 
standardization in the market (Wang, 2017), the insecurity of the payment methods (Li, 2017), 
and the virtual nature of the transactions (Fu, 2019).
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According to the literature review, the current research on WeChat-based business integrity 
focuses on the issues of integrity and their countermeasures, and there is no systematic research on 
the factors influencing WeChat-based business integrity. Therefore, empirical research on the factors 
influencing WeChat-based business integrity is particularly necessary. On the basis of the related 
research in this field, this paper focuses on WeChat-based businesses in terms of consumer feelings 
toward the WeChat shopping circle while incorporating the structural equation model to explore the 
important factors affecting WeChat-based business integrity. The significance of the research is mainly 
reflected in the following aspects. First, the research on the factors influencing WeChat-based business 
integrity provides a new perspective for research on WeChat-based business behavior. Second, the 
application of the structural equation model has been expanded to provide theoretical support for 
WeChat-based business integrity management. Third, by identifying the main factors influencing 
WeChat-based business integrity, WeChat-based businesses can take effective steps toward building 
a better image, gaining the trust of their consumers, and achieving a continuity of transactions.

WECHAT BUSINESSES AND TRADITIONAL E-COMMERCE

The Development of WeChat-Based Businesses
WeChat-based businesses are a new type of electric business with a low entry threshold and needing 
less of an up-front investment, and they attract a large number of social groups, such as lower-paid 
workers, college students, and full-time housewives. According to a data analysis from the report on 
micro-business development from the Chinese Internet Association (China Internet Society Weishang 
Working Group, 2016-2017), the number of employees in this industry increased yearly from 2014 
to 2017, and the growth rate of the number of employees in 2016-2017 was significantly higher. The 
reason for this was the wider availability of the 4G network, which promoted people’s understanding 
of online products in first-, second- and third-tier cities and rural areas. An increasing number of 
people joined WeChat, and the number of self-employed users of WeChat-based businesses reached 20 
million in 2017. WeChat-based businesses also helped to increase the income of low-income groups. 
The number of employees for WeChat-based businesses from 2014 to 2017 is shown in Figure 1.

Source: Development Report on China’s WeChat-based Business Industry in 2017.
The WeChat-based business market size expanded from 2014 to 2017. Its market size during these 

years is shown in Figure 2. The market size for WeChat-based businesses reached 700 billion yuan in 
2017. Though the growth rate of the market size declined in 2017, it still increased by 322.85 billion 
yuan when compared to 2016. It was estimated that the overall spread of WeChat-based businesses 
would reach a higher levels in the future.

Source: Development Report on China’s WeChat-based Business Industry in 2017.
WeChat-based businesses play an increasingly important role in the market economy, as the 

number of employees and market size involved rises year to year. Based on different platforms 
including Weibo, Forumsm and Renren, WeChat-based businesses transformed from being personal 
purchasing agents focused on fan management in 2011 to branding and normalization in terms of 
another business model in 2017. However, according to a survey conducted by the China Consumer 
Association, the dissatisfaction rate of WeChat-based businesses is 5.6%, which was the highest 
among other standard online business models, as shown in Figure 3. The reason for this is that the 
quality and the price of products were uneven, and it was difficult to distinguish good products from 
the bad ones since there were too many options for commodities, which led consumers to have a 
negative impression of WeChat-based businesses.

Source: Statistical Report on Internet Development in China in 2017.
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Figure 2. Overall scale of WeChat-based businesses 2014-2017

Figure 1. Number of Employees in WeChat-based businesses 2014-2017
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Similarities and Differences between Traditional 
E-Commerce and WeChat-Based Businesses
WeChat-based businesses provide a new business model found on WeChat’s public account or in the 
WeChat friends circle. Compared with traditional e-commerce, the main differences between WeChat-
based businesses and traditional e-commerce are as follows: (1) The purchasing model for traditional 
e-commerce (Taobao, Jingdong, Amazon, eBay, etc.) is usually online shopping on certain websites 
with certain products. However, WeChat-based business owners tend to focus on the application of 
the social app and introduce popular or desired products via communication and app sharing. (2) 
Traditional e-commerce businesses mostly deal with strangers on Internet platforms. WeChat-based 
businesses tend to promote and introduce customers among their acquaintances. For individual sellers, 
the cost of maintaining a WeChat-based business is much lower than that of traditional e-commerce.

Taking Taobao as an example, there are great differences between WeChat-based businesses 
and those on Taobao. First, there are different ways to obtain a greater sales volume. Taobao’s way 
of obtaining a greater sales volume is mainly generated through Taobao’s customer flow and paid 
promotion, while WeChat-based businesses’ way of obtaining a greater sales volume is through the 
WeChat group and interpersonal circle, and the sales volume is mainly determined by the number 
and quality of friends. Second, WeChat-based businesses pay more attention to trust. While shopping 
on Taobao, consumers are accustomed to determining whether or not the sellers are honest in terms 
of their sales volume, commodity evaluation, and credit rating in the Taobao store. The payment 
funds involved in Taobao trading are saved on the Taobao platform, which is conducive to consumer 
protection for their legitimate rights and interests. Meanwhile, the trading method for WeChat-based 
businesses is that consumers directly pay WeChat-based enterprises, so winning consumer trust is 
one of the keys to a business’s success. Third, the scope of the businesses is different. Each shop on 
Taobao can only sell one kind of product. If there are too many product categories, the sales volume 

Figure 3. Dissatisfaction Rate of Internet Consumption
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typically decreases. However, the product categories for WeChat-based businesses can vary. As 
long as consumers trust WeChat-based businesses, they can sell any trustworthy products to their 
consumers. Fourth, different amounts of funds are invested. Taobao requires at least 1000 yuan for a 
security deposit to open a shop, while WeChat-based businesses can conduct transactions as long as 
they have a mobile phone. They also do not need to pay any security deposit. In addition, the products 
provided by WeChat-based businesses are generally produced by that particular business or obtained 
directly from factories or primary agents, and they can be delivered directly to consumers. As such, 
there is no pressure to maintain a certain amount of inventory or to pay rent to do so.

In the mobile network, the similarities between WeChat-based businesses and traditional 
e-commerce companies include (1) They both rely on the mobile network to be the carrier to achieve all 
of their commercial work, which is referred to as mobile e-commerce, and (2) their business activities 
are the same. They both include e-commerce activities that enable the trading of goods (to achieve 
pre-transaction information communication, online order transmission, and payment in transactions, 
and after-sales services of transactions via the Internet) and various business activities that facilitate 
these transactions, such as online commodity displays and online public relations.

THEORETICAL ANALYSIS AND RESEARCH HYPOTHESIS

In China, the theory of “integrity” originates from Laozi. In the literal sense, “integrity” is a 
comprehensive reflection of “honesty” and “creditability.” “Honesty” is essentially a reflection of 
moral quality. It emphasizes the attitude and way of doing things by different people. “Creditability” 
is the kind of trust obtained by the mutual compliance performed in commercial activities.

The popularity of social media and the information shared on social media platforms greatly 
helps consumers make better shopping decisions regarding products, brands, and services (Christina, 
2019). In terms of the micro-business transactions, the problem related to the integrity of WeChat-
based businesses can be summarized as follows:

1. 	 Quality and service issues. WeChat shopping can’t be compared with traditional shopping 
methods like shopping malls where the actual products can be observed and examined. Some 
WeChat-based businesspeople exaggerate the quality of their goods and use overly decorative 
pictures (Wang, 2014).

2. 	 After-sales problems. WeChat shoppers often complain that the quality of the after-sales service 
of WeChat-based businesses is low. Some WeChat-based business owners who display a great 
amount of enthusiasm before a purchase later turn their backs on consumers and ignore their 
complaints once their payment has been secured (Qian, 2016).

3. 	 Payment security issues. WeChat-based businesses do not have a specific third-party payment 
platform. For users, there are security issues related to direct payment transfers, and this is not 
conducive to the standardized management of WeChat-based businesses (Li, 2017).

4. 	 Word-of-mouth. In order to increase their trading volume, some WeChat-based businesspeople 
falsify screen shots that display customer praise. This altered feedback produces the illusion of a 
good reputation for WeChat-based business products, thus enticing consumers to purchase their 
goods.

To sum up, this paper theoretically analyzes the factors influencing WeChat-based business 
integrity in terms of four aspects: Products and service quality, after-sale guarantees, payment security, 
and word-of-mouth.
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Products and Service Quality
Products and service quality is a major concern of WeChat-based businesspeople and consumers. 
It affects the integrity of the dealers directly. According to the Report on Online Shopping Integrity 
and Consumer Cognition (2017), 70% of consumers pay more attention to the quality of products 
and service when they are online shopping. The product information for WeChat-based businesses 
is mostly sent by either the seller or from the production company, in which case the authenticity has 
to be tested. In addition, most of the products have not been inspected by the industry or commercial 
administrative departments (Zhang, 2018). Product quality has a great impact on the WeChat-based 
business integrity (Li, 2017). Products with higher quality and a better service attract more consumers. 
On the other hand, products that have a lower quality and a lower amount service will arouse consumer 
suspicion about the integrity of the WeChat-based business and thus reduce the rate purchases. Based 
on these facts, the following research hypothesis is drawn:

Hypothesis One: Products and service quality have a significant positive impact on the views 
WeChat-based business integrity.

After-Sale Guarantees
One of the biggest problems for WeChat-based businesses is that it is difficult for consumers to 
protect their rights, and there is almost no guarantee for after-sales service. Unlike Taobao, which has 
a specialized third-party platform, WeChat-based businesses rely on direct consumptions within the 
WeChat friendship circle, which leads to there being almost no supervision for transactions. The main 
factors affecting consumer purchasing decisions include the commodities’ characteristics, WeChat-
based business service capabilities, and the after-sales guarantees offered (Li, 2015). Compared with 
the after-sales service model of traditional physical stores, WeChat-based businesses’ after-sales 
service are inconvenient, especially regarding product returns. It is difficult for consumers to solve 
any of their problems with a product when there are complicated procedures and a long waiting 
time (Shen, 2019). Since most of the products sold by WeChat-based businesses are not among the 
hottest-selling brands on the market and since most of them are imported products from overseas 
that cannot be purchased on the local market, there are often no after-sale guarantees. Thus, most 
WeChat-based businesses have a “no-return” policy (Fang, 2019). Based on this, the following 
research hypothesis is drawn:

Hypothesis Two: After-sales guarantees have a significant and positive impact on the view of 
WeChat-based business integrity.

Payment Security
Payment security is the most important issue in the transaction process, and it has a significant 
impact on building buyers’ trust (Jiao, 2015). Whether it is a B2C or C2C business model, the entire 
transaction process only involves consumers and WeChat-based businesses. Usually, the first step 
for WeChat-based businesses is that the consumer makes a payment to the micro-business through 
WeChat or Alipay, and then the seller arranges delivery after the payment has been confirmed. Some 
merchants take advantage of the principle of “pay before delivery” to commit fraud in their circle of 
friends. Due to a lack of supervision from a third-party platform like Alipay, there are risks for both 
the seller and the buyer since the payment is conducted through the WeChat app (Hui, 2019). Based 
on this, the following research hypothesis is drawn:

Hypothesis Three: Payment security has a significant and positive impact on the view of WeChat-
based business integrity.
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Word-of-Mouth
The concept of “word-of-mouth” originated in the field of communication, and it is the oral 
communication of a person’s certain conduct (Amdt, 1967). In addition, word-of-mouth is also 
defined as the information exchange of a series of consumer opinions and evaluations toward a certain 
product or brand (Magnus, 1998). Consumers are affected by good or bad feedback when searching 
for shopping information on WeChat-based businesses (Christina, 2019). Trust and past shopping 
experiences have a significant impact on customer views of seller integrity (Jiao, 2015). In this paper, 
word-of-mouth is referred to as a two-way interaction in which the consumer transmits information 
about a certain product or brand to another customer through a certain type of communication, without 
any third-party processing, and which affects their purchasing behavior. At present, most consumers 
determine whether or not WeChat-based businesses are operating with integrity by means of word-
of-mouth since consumers tend to buy goods from familiar friends. Based on this, the following 

research hypothesis is drawn:

Hypothesis Four: Word-of-mouth has a significant and positive impact on the view of WeChat-based 
business integrity.

The summarized model of the factors influencing the view of WeChat-based business integrity 
is shown in Figure 4, framed by the above hypotheses.

Figure 4. The Model of the Factors that Influence views of WeChat-based business Integrity
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QUESTIONNAIRE DESIGN AND DATA ANALYSIS

Questionnaire Design
The questionnaire used for this study was designed to have two parts. One part includes statistics 
for the basic information of the survey object, and the other is the investigation of WeChat-based 
business integrity as well as the factors that impact it. There are 15 multiple-choice questions on 
the questionnaire. Among them, 12 questions are about the factors that influence one’s view of 
WeChat-based business integrity, and the others are about WeChat-based businesses integrity. The 
measurement for this scale is the Lee Kotter’s 7-point system: 1= very inconsistent, 2= inconsistent, 
3= relatively inconsistent, 4= average, 5= relatively consistent, 6= consistent, and 7= completely 
consistent. See Table 1 for details.

Data Survey Description
This paper uses a questionnaire method to collect the data for the factors that influence how people 
view WeChat business integrity. The collection of the data occurs through on-site anonymous surveys 
and online anonymous surveys (Questionnaire Star). The questionnaire was completed from July 
2018 to September 2018. Through the analysis of 312 questionnaires that were obtained, there are 
292 valid questionnaires, accounting for 93.6% of the total. The statistical information obtained from 
the questionnaire is shown in Table 2.

In the process of designing the questionnaire and conducting the survey, this paper guarantees 
the reliability and rationality of the questionnaire data in terms of the following aspects:

1. 	 The rationality of the item design for the questionnaire’s measurement. Minglong Wu (2010) 
pointed out in he questionnaire statistical analysis practice—SPSS operation and application 
that the measurement items of the questionnaire should ensure the actual measurement of the 

Table 1. Variable Measurement of Influencing Factors of WeChat-based businesses Integrity

Variable Name Measuring Item

Products and service 
quality

The merchandise of WeChat-based businesspeople includes certified products. 
The prices of the merchandise are marked clearly and match with the quality of the 
merchandise. 
WeChat-based businesspeople provide good service and on-time delivery.

After-sale guarantees WeChat-based businesspeople will make a refund voluntarily if the merchandise has any 
quality problems. 
You are satisfied with the attitude of the WeChat-based businesspeople when dealing with 
complaints. 
WeChat-based businesspeople pay a return visit on their own initiative after the purchase.

Payment security WeChat can be used directly to pay for goods. 
Personal information will not be disclosed when the payment is made. 
The security of the funds is ensured in the transaction when the payment is made.

Word-of-mouth Consumers tend to take recommendations from an authoritative third-party when WeChat 
shopping. 
Consumers prefer to shop with highly praised WeChat-based businesses. 
Consumers are willing to shop with the WeChat-based businesses recommended by their 
friends.

WeChat-based business 
integrity

The quality of the products that the WeChat-based businesspeople describe matches the 
purchased products. 
If a purchaser’s consumption interests are violated, WeChat-based businesspeople take 
responsibility voluntarily. 
For shoppers on WeChat, WeChat-based businesspeople offer a guarantee and refund policy.
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Table 2. Questionnaire Descriptive Statistics

Research attributes Attribute Effective sample size (No.)   Percentage (%)

Sex male 
female

102 
190

34.93 
65.07

Age

under 25 years 
25-35 years old 
36-45 years old 
over 46 years

138 
84 
34 
36

47.26 
28.77 
11.64 
12.33

Education

High school and below 
Junior College 
Undergraduate 
Master’s degree or above

27 
33 
128 
104

9.25 
11.30 
43.84 
35.62

Working condition

Students 
In-service Staff 
Free entrepreneurs 
Stay-at-home mother 
Unemployed

116 
146 
13 
5 
12

39.73 
50 
4.45 
1.71 
4.11

Purchase times

once 
2-3 times 
4-5times 
6-7times 
More than 8 times

112 
75 
31 
14 
60

38.36 
25.68 
10.62 
4.79 
20.55

Consumption amount

0-500 Rmb 
500-1000 Rmb 
1000-1500 Rmb 
1500-2000 Rmb 
More than 2000 Rmb

215 
47 
10 
7 
13

73.63 
16.10 
3.42 
2.40 
4.45

Figure 5. The Geographical Distribution of the Respondents
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characteristics of each level. Therefore, the number of measurement items for each level of the 
questionnaire is more than or equal to three.

2. 	 The sample quantity meets the requirements. Olusegun (2014) showed that the total number of 
samples needed when conducting empirical research should be more than 150 and reach five-
to-ten times the number of research variables. In order to ensure the reliability of the research, 
there are 15 items in this questionnaire, and the number of completed questionnaires recovered 
was 292, which meets the research requirements.

3. 	 There is a relationship between the respondents and WeChat-based businesses. All respondents 
have had a WeChat-based shopping experience, and they are mainly from 21 provinces and cities 
such as Heilongjiang, Hainan, Beijing, Liaoning, Jilin, and so on. The geographical distribution 
is shown in Figure 5.

4. 	 The anonymity of the questionnaire. In order to protect the privacy of the respondents, this 
questionnaire was filled out anonymously, which helped the respondents express their authentic 
ideas to ensure the objectivity of the questionnaire data.

5. 	 The reliability of the questionnaire data. In order to ensure the reliability of the investigation’s 

results, the reliability and validity of the scale data are analyzed. See the data analysis in 4.3 to 
ascertain the correctness of the empirical analysis.

Data Analysis
Reliability Analysis
Reliability analysis tests whether the indexes in the questionnaire are consistent, stable, and reliable. 
It generally reflects the good and low reliability of the test according to internal consistency (Zhang, 
2007), and it is measured by calculating Cronbach’s alpha coefficient. If the Cronbach’s alpha 
coefficient is greater than 0.9, the reliability of the scale should be high (Li, 2017). SPSS24.0 was 
used to test the scale. The results are shown in Table 3.

Table 3. Reliability Analysis of Influencing Factors Scale of WeChat-based businesses Integrity

Variables Cronbach’s a 
Coefficient Item Variable Cronbach’s a 

Coefficient Item

Payment security 
Products and service quality 
WeChat-based business 
Integrity

0.717 
0.872 
0.901

3 
3 
3

After-sale Guarantee 
Word-of-mouth 
Overall

0.943 
0.760 
0.945

3 
3 
15

Table 4. Validity Analysis of Influencing Factors Scale of WeChat-based businesses Integrity

KMO and Bartlett tests

KMO 0.973

KMO and Bartlett tests

Approximate chi square 3491.249

df 105

Sig. 0.000
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The reliability analysis shows that Cronbach’s alpha coefficient for the overall data is 0.945, which 
is greater than 0.9. Therefore, the scale of this survey has a high amount of consistency and reliability.

Validity Analysis
Validity analysis refers to the degree of how well the measured results reflect the proposed purpose. 
The higher the agreement between the measurement results and the content to be examined, the greater 
the validity and vice versa (Li, 2017). This paper calculated the KMO values and conducted Bartlett 
Spherical tests on the data by using SPSS24.0. If the actual value of the KMO is greater than 0.8, the 
Bartlett spherical test chi-square approximation of each set of variables in the questionnaire is very 
large; if the significance probability is <0.001, then the validity test is satisfied. The validity analysis 
results for the factors affecting WeChat-based business integrity is shown in Table 4.

According to Table 4, the KMO value for the factors influencing how people view WeChat-based 
business integrity is 0.973 >0.8, indicating that the correlation difference among the factors in this 
survey is relatively small. The chi-square approximation of the Bartlett spherical test is 3491.249, 
which is very large, and the significant probability of the scale is less than 0.001, which is highly 
significant.

From the results of the factor analysis and based on the principle of characteristic root>=1, the 
factors are rotated to obtain five factors (product and service quality, after-sale guarantees, payment 
security, word-of-mouth, and WeChat-based business integrity). The characteristic values of the scale 
are all greater than one and the cumulative contribution rate is 75.978%. The reliability coefficient 
for each factor reaches 0.7 or more. Therefore, the scale of the factors the influence how people view 
WeChat-based business integrity has good validity.

HYPOTHESIS VALIDATION

From the reliability and validity test in the previous section, it is known that the reliability and validity 
of the micro-business integrity factor scale have reached the standard. In this section, Amos23.0 was 
used in terms of structural equation modeling (SEM) to test the hypotheses of the factors affecting 
WeChat-based business integrity. Structural equation modeling (SEM) is a statistical mathematical 
analytic tool that is formed by multiple regression analysis and path analysis. It is widely used in 
psychology, economics, sociology, and so on. SEM is a kind of confirmatory analysis that aims to test 
the adaptability of the structural model through a path analysis according to the causal relationship 
among potential variables (Wu, 2009). In this paper, the data collected from the questionnaire are 
used to fit the structural equation model by inputting the data into Amos23.0 software. It can be 
seen from Figure 4 that this model includes four independent variables (product and service quality, 
after-sales guarantees, payment safety, and word of mouth) and one dependent variable (WeChat-

based business integrity), and involve 15 measurement items in total. Based on the hypothesized 
relationship between the variables, a path map is drawn, and the data in SPSS24.0 is imported into 
the Amos23.0 software to calculate and verify the model. According to the results of the running 
model, we can judge whether or not the fit degree of the model meets the standard. The reference 

Table 5. Initial Fitting Index of Model

Fitting Index CMIN / DF RMSEA GFI AGFI NFI CFI

Standard Value <3 <0.08 >0.9 >0.8 >0.9 >0.9

Actual Vale 3.705 0.096 0.884 0.826 0.892 0.918
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standards are CMIN / DF < 3, GFI, NFI, TLI, CFI > 0.9, RMSEA < 0.08, and then to judge whether 
or not the hypothesis of the relationship among the variables is true.

Model Fitting Degree
In this paper, Amos23.0 was used to analyze the model. The test results are shown in Table 5.

It can be seen in Table 5 that AGFI=0.826 and CFI=0.918, and both reached the standard value. 
However, CMIN/DF, RMSEA, GFI, NFI did not meet the standard requirements, indicating that the 
model was not completely consistent with the actual sample data and that the model should be further 
corrected. According to the fitting result for the model, the modification index (MI) value for some 
parameters were >5, which indicates that there is a need for the correction of the residual variables.

Combined with the indicators corresponding to the residual variables, this paper added paths to 
the individual modified indicator parameters of the model. The corrected model fitting results are 
shown in Table 6.

It can be seen in Table 6 that the fitting indexes of the model are within the standard value range, 
indicating that the model has a good fit and is acceptable.

Table 6. Model Modified Fit Index

Fitting Index CMIN / DF RMSEA GFI AGFI NFI CFI

Standard Value <3 <0.08 >0.9 >0.8 >0.9 >0.9

Actual Vale 1.890 0.055 0.944 0.905 0.951 0.976

Figure 6. Model Standardized Path Coefficient Diagram
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5.2 Path Coefficient and Research Results
The data is analyzed by Amos23.0 based on the maximum likelihood estimation method. The 
standardized path coefficients of the model are shown in Figure 6.

Note: PQS represents product and service quality; AP represents after-sale guarantees; SP 
represents payment security; PP represents word-of-mouth; WI represents WeChat-based business 
integrity

Figure 6 shows that the path coefficient of product and service quality, after-sale guarantees, 
payment security, and word-of-mouth to WeChat-based business integrity are all positive, which 
matches the assumptions. The standardized path coefficient of the model is shown in Table 7.

The above table shows that product and service quality, after-sale guarantees, payment security, 
and word-of-mouth have a significant and positive impact on the views of WeChat-based businesses 
integrity. The path coefficients of product and service quality and payment security are 0.449 and 
0.381, respectively, and the p-values reach a significance level of 0.001. At the same time, the path 
coefficients of after-sale guarantees and word-of-mouth are 0.204 and 0.174, respectively, and the 
P-values are all at a significance level of 0.05. Thus, hypothesis one (product and service quality has 
a significant and positive impact on the views of WeChat-based business integrity), hypothesis two 
(after-sale guarantees have a significant and positive impact on the views of WeChat-based business 
integrity), hypothesis three (payment security has a significant and positive impact on the views of 
WeChat-based business integrity), and hypothesis four (word-of-mouth has a significant and positive 
impact on the views of WeChat-based business integrity) are established.

At the same time, as can be seen in Table 7, the path coefficient results go from the largest to the 
smallest in the following order: product and service quality, payment security, after-sale guarantees, 
and word-of-mouth (0.449>0.381>0.204>0.174). Therefore, the most important influence on the 
views of WeChat-based businesses is product and service quality, while having the least amount of 
influence is word-of-mouth.

In summary, in order to better establish an honest and trustworthy image for consumers, WeChat-
based businesses should take the following measures:

1. 	 Improve product and service quality. On the one hand, WeChat-based businesses should not sell 
“three no” products to consumers. On the other hand, WeChat-based businesses should carry 
out “three inspections” on their products, including performing a material inspection before 
processing, an inspection during processing, and performing a quality inspection of the finished 
products.

2. 	 Ensure payment security. There are two main methods of payment for WeChat-based businesses: 
WeChat payments and Alipay payments. First, make full use of WeChat’s or Alipay’s official 
payment and compensation mechanisms to ensure the security of the consumer funds. Second, 
abide by the relevant laws and regulations, and bring WeChat payments into the scope of legal 
supervision.

Table 7. Standardized Path Coefficient of the Model

Path Coefficient Estimate S.E. C.R. P

WeChat-based Business Integrity <-- Product and service quality 0.449 0.128 3.516 ***

WeChat-based Business Integrity <--- Word-of-mouth 0.174 0.081 2.132 0.033

WeChat-based Business Integrity <--- Payment security 0.381 0.081 4.700 ***

WeChat-based Business Integrity <--- After-sale protection 0.204 0.084 2.430 0.015

Note: *** indicates the significance level P < 0.001, ** indicates the significance level P < 0.01, * indicates the significance 
level P < 0.05
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3. 	 Improve after-sales support. First of all, WeChat-based businesses should provide consumers 
with their complete payment information, ensure the timely delivery of the goods received, and 
formulate after-sales service terms. Secondly, WeChat-based businesses should visit customers 
regularly and establish a customer base, so that customers can exchange goods at any time.

4. 	 Establish a good reputation. The credibility of word-of-mouth communication is mainly reflected 
in the close relationships among friends, relatives, colleagues, classmates, and other groups. 
First, WeChat-based businesses should pay attention to the quality of their products, their market 
positioning, and their after-sales service when selling products, so as to lay a good foundation for 
word-of-mouth communication. Second, WeChat-based businesses should establish long-term, 
stable, and harmonious relationships with their customers.

With the development of the Internet and big data technology, along with the improvement of 
relevant laws and regulations, WeChat-based businesses have a more rational and rigorous choice 
of product quality and marketing models. In the background of mass entrepreneurship and a sharing 
economy and with the improvement of the WeChat-based business environment, WeChat-based 
businesses should develop toward greater standardization and better branding.

CONCLUSION

The structural equation model was used to analyze the factors influencing the views of WeChat-
based business integrity. It can be concluded that product and service quality, after-sale guarantees, 
payment security, and word-of-mouth have significant and positive impact on the views of WeChat-
based business integrity. The most significant factor affecting the views of WeChat-based business 
integrity is product and service quality, followed by payment security, then after-sales guarantees, 
and the least significant factor is word-of-mouth. This shows that consumers often consider product 
and service quality to be their primary concern while shopping in the WeChat friendship circle. 
This is because product and service quality is the most direct reflection of WeChat-based business 
integrity. Consumer doubts about the word-of-mouth of WeChat-based businesspeople indicates 
that people realize that word-of-mouth is rather subjective and cannot really reveal the actual level 
of WeChat-based business integrity. Thus, word of mouth has less of an impact on WeChat-based 
business integrity when compared with other factors. With the development of Internet technology 
and the improvement of laws and regulations, WeChat-based businesses have a more rational and 
rigorous choice of product quality and marketing behavior.
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In the era of the sharing economy, online shopping will become the mainstream choice for 
customer consumption. As such, business integrity has become an important intangible asset in 
retaining customers, and the research about the factors influencing the views of business integrity 
has become increasingly important. On the basis of this study, researchers can carry out the following 
research. First, new factors can be considered in the design of the questionnaire. Second, the 
interviewees can be further adjusted and expanded, from choosing WeChat users in China to choosing 
WeChat users in other countries, so as to compare the different requirements of WeChat users in 
different countries regarding WeChat-based business integrity. Third, this method can be used more 
widely to study the factors influencing the views of business integrity in other e-commerce businesses.
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