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ABSTRACT

The purpose of this study is to explore WeChat’s effect on fast moving consumer goods (FMCG) 
online purchase intention among Chinese people in New Zealand. In this study, a quantitative research 
method is employed to collect primary data through an online survey with a questionnaire from 139 
respondents in New Zealand. The findings reveal that WeChat is widely used by Chinese in New 
Zealand with more than half of the respondents using WeChat’s online shopping function. The 
WeChat users are mostly young people. When using WeChat to purchase, users in New Zealand are 
concerned about the interface on WeChat shopping, the recommendation of WeChat, the security and 
confidentiality of personal information on WeChat. These factors are highly correlated with online 
purchase intention. WeChat users agreed that WeChat is a convenient, easy to use payment method. 
These two parameters are highly correlated with online purchase intention. On the contrary, WeChat 
users do not agree with product information and other unfamiliar customers’ recommendation to buy 
FMCG through WeChat.

KeywoRdS
Chinese Customers, Fast Moving Consumer Goods (FMCG), New Zealand, Online Purchase, WeChat, WeChat 
Moments, WeChat Payments

INTRodUCTIoN

The WeChat is impacting various areas of the economy and online shopping globally. To a certain 
extent, WeChat has impacted both traditional shopping and online shopping, especially for FMCG 
(Fast Moving Consumer Goods). FMCG refers to products which are sold promptly at a relatively 
low price such as food, beverage, clothing, health care products, cosmetics, and other low-value 
consumables (Ali & Gawli, 2020; Anouk Zeeuw van der & Aurisicchio, 2019; Brierley, 2002; Meera 
et al., 2017). FMCG can have relatively small profit margins, but they are generally sold in bulk. As 
a result, the total revenue from these products is very substantial. FMCG has a relatively short life 
cycle and needs to maintain a fast turnover rate to ensure that products are not eliminated (Pourhejazy 
et al., 2019). Online shopping of FMCG is increasingly replacing traditional physical store sales.

The WeChat has not only benefitted for shopping but has also played a vital role in changing 
the online consumer behaviour of Chinese buyers. Consumers receive more benefits from the 
convenience of online shopping for FMCG with WeChat. In 2011, the second year from WeChat 
was created, Tencent Co. launched a commercial functional module for WeChat which has played 
an increasingly important role in online business. It has impacted traditional online business which 
has changed consumers’ habits, and cognitive attitudes towards FMCG online shopping (Trekels et 
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al., 2018). Before WeChat, Chinese people were used to doing online shopping from Amazon and 
Taobao. With this new form of online business, Chinese people who lived out of China spend less 
time on online shopping using WeChat (Widjajanta et al., 2018).

Historical Background
WeChat is a Chinese multi-purpose messaging, social business and mobile payment application. By 
2019, it has become one of the world’s largest stand- alone mobile apps by monthly active users, 
with over one billion monthly active users. In addition, to use in China, it is also one of the most 
popular messaging apps that are widely used among overseas Chinese (Tencent Annual Report, 2020). 
With the improvement of the WeChat function, WeChat Business is one of the latest mobile social 
network business models (Li, 2015). Depending on the instant messages, free video calls, group chats, 
information sharing on WeChat Moments, WeChat attracts many companies and the self-employed 
people selling their products on WeChat. For example, Lancôme set up an official enterprise WeChat 
account for its offline beauty advisors to build direct connections with consumers (Ho et al., 2020).

WeChat is not only a social communication tool but also a multi-purpose platform, which can 
meet a lot of needs, such as SMS, shopping, paying utilities (Zhou, 2020). Therefore, WeChat is not 
limited to personal life, Chinese conduct business on WeChat. In order to access the potential market 
and gain a market share of more online trading platforms, WeChat offers more customized solutions 
(Seetharaman & Osawa, 2016). For instance, the WeChat team developed a dedicated application 
for work purposes called WeChat work (functional module of WeChat just for enterprise). Sales and 
customer service staff of commercial organizations having daily conversations with team members 
(customers) about business transactions through WeChat (Osawa & Mozur, 2013). WeChat work 
provides enterprises with more powerful communication tools, unified management of internal 
and external contacts, and specialized plug-ins to simplify business operations. Full functionality 
requires an additional fee to enable businesses or self-employed people to have access to all features 
and settings to conduct business activities. WeChat work can be a powerful addition to business tools 
to simplify operations and communications in business management (J. Wu, 2014). WeChat has a 
strong iterative ability to adapt to the rapid development of modern online business and make the 
updated progress to support online business activities.

WeChat Business helps to make profits with less input and lower investment as compared to 
the traditional e-business like Amazon.com and Alibaba, which attracts individuals to join in online 
shopping (Li, 2016). Any ordinary denizens and merchants can make profits by selling commodities 
through the WeChat platform (Y. R. R. Chen, 2017). According to Tencent Annual Report (2018), 
in the next two years, WeChat’s sales staff is expected to exceed one million, which will provide at 
least 100,000 direct employment opportunities for China. WeChat is becoming the largest network 
professional population on social media. With the development of WeChat online trading platform, 
WeChat trading platform will be more streamlined, convenient for users to promote, to achieve a win-
win situation among sellers, consumers and WeChat (Tencent Annual Report, 2018). By December 
2018, WeChat online business participants had reached 80 million. Under the premise of improving 
consumers’ shopping experience, WeChat shorted the time of commodities selection, improved the 
transaction rate, and improved the shopping willingness of Chinese consumers (Yanhong Chen et 
al., 2019).

Ever since WeChat was created in 2011, Tencent has been continuously improving WeChat’s 
social media functional modules to expand commercially (Lawrence, 2016; Zhao et al., 2017; Yujie 
Chen et al., 2018). WeChat attempted to commercialize and cooperate with external strategic partners 
(Chen et al., 2018). By these two ways, WeChat has become a powerful online trading platform with 
strong vitality. Since WeChat has launched WeChat payment function in August 2013, WeChat has 
also successively launched WeChat red envelope, WeChat fingerprint payment and WeChat Face ID 
payment services in 2014, 2015 and 2017 respectively. These financial services modules and functions 
have helped WeChat dramatically expand its user base (S. Zhao et al., 2019).
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external Strategic expansion of weChat to Support online Business
After establishing the dominance of social communication tools in China, WeChat began to seek 
strategic cooperation with large companies and institutions in various fields outside to expand online 
business functions and scale. From 2015, WeChat has made rapid progress in various consumption 
scenarios, bringing convenient offline life experience to users and more business opportunities to 
merchants and partners. Yang (2018) found WeChat has been planning and promoting for multiple 
industries, and has fully opened its capacity to service providers. WeChat has rapidly penetrated 
into various services of users: shared equipment, airline tickets, catering, water and electricity fees, 
smart retail, travel, hotel reservation, freight. In particular, WeChat has achieved real closed-loop 
management in the purchase, sales and freight of retail goods due to its involvement in the retail and 
freight fields. WeChat ensures consumers to buy desirable products through WeChat’s one-stop service.

WeChat is also expanding the market outside China, and actively seeking strategic cooperation 
with overseas banks, credit cards, merchants and other large-scale companies and institutions. As of 
2018, WeChat has been widely used in Southeast Asia, Russia and India. WeChat has attracted about 
80 million users in Asia, including markets such as Indonesia, Singapore, Malaysia, the Philippines 
and India (Martin & Osawa, 2016). WeChat is also available in Japanese and Korean languages in 
addition to English. WeChat chooses developing markets first, and then mature markets; First Asia, 
then Europe and America.

From 2016, WeChat has begun to invest 100 million RMB (Chinese currency) to reach strategic 
cooperation with a number of banks and financial institutions, such as Master Card, VISA card, China’s 
top ten commercial banks, China Power Grid, China’s top five airlines, Michelin guide, Michelin 
restaurants, and top 5 hotels group in Asia, to promote WeChat globally overseas (Strumpf, 2018). All 
the above internal functional improvement and external strategic cooperation make WeChat become 
an extraordinary competitive online business platform (Murmann & Zhu, 2021; Yang et al., 2017). 
WeChat is a relative preferred sales platform due to its strong relationship with end-users. WeChat 
is suitable for attracting customers’ purchase intention than other social media, such as microblog 
and e-commercial platform.

effect of weChat on the Intention of FMCG online Shopping
Internet and the rise of online sales have greatly promoted the demand for fast-moving consumer 
goods. For example, 80 per cent of Americans uses the Internet for shopping. Among them, about 
85% of Internet users use multiple Internet shopping methods, such as Internet professional shopping 
platform Amazon.com and WeChat (Cheng & Qiu, 2017). More and more consumers browse WeChat 
to obtain information about products they are interested in and place orders for them. WeChat, due 
to its inherent convenience in functional design and retention of customers, especially its special 
appeal to Chinese users, makes it a very useful tool to enhance the intention of online FMCG sales 
in Chinese community (Khalifa & Liu, 2007; Lingtao Gu & Mu, 2018).

Strengths and weaknesses of weChat for FMCG online shopping
At present, WeChat has become a significant market of micro-content and its influence is no less 
than traditional mass business. Moreover, every browse, comment and downloading of video or 
audio by users is a reflection of micro-content. When conducting an audio or video query, the audio 
or video with many clicks, collections and comments appear on the homepage first. The selection 
of information is more diversified, and how to get the data required in the sea of information seems 
to be the common problem of people in this era (Sherrick, 2016). Although WeChat is growing fast, 
it still has some weaknesses in the online business. Ming-Shen et al. (2007) found that WeChat has 
captured nearly 67% of China’s instant messaging software market through rapid growth. However, 
outside China, due to the short entry time and the failure to disclose server information, WeChat has 
not developed rapidly. In Europe and the United States, WeChat’s inability to reach an agreement 
with local banks prevents WeChat payment methods from being used in these regions, which is one 
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of the serious constraints on WeChat’s globalization. Secondly, WeChat pays more attention to the 
user needs of the biggest Chinese market in terms of human-computer interaction (Chakraborty et al., 
2016). Some obvious Chinese-style human-computer interaction interfaces, such as the more closed 
settings of the circle of friends, give more consideration to the usage habits of Chinese users. This 
encourages users outside China choose more interactive and open social communication software 
such as Facebook and WhatsApp, which are more suitable for westerners. These problems, if not 
problem-solved, will seriously affect the promotion and popularization of WeChat in the world (W.-Y. 
Wu et al., 2016). Teng and Laroche, (2007) believed that individual’s behaviour was determined by 
behavioural intention, which was jointly determined by the individual attitude towards commodities 
and perceived usefulness of information system. Attitude reflects the feeling of liking or disliking of 
online shopping platforms, which is jointly determined by perceived usefulness and perceived ease 
of use. Perceived usefulness refers to the degree to which an individual believes in the product or 
services, while perceived convenience refers to the degree to which an individual expects to use the 
product or service to achieve the purpose.

Research Questions
This study discusses the relationship between the WeChat and the online purchase intention of FMCG. 
The first research question is “Is WeChat used by Chinese for online purchase of FMCG in New 
Zealand? The second research question is What is the impact of WeChat on online purchase intention 
of the FMCG in New Zealand? This study offers a major contribution to the field of human-computer 
interaction by exploring the role of a popular non-Western social and communication application 
(WeChat) in purchase intention of FMCG.

MATeRIALS ANd MeTHodS

This study examines the relationship between the potential factors affecting Fast Moving Consumer 
Goods (FMCG) online purchase intention and WeChat. A conceptual framework is constructed 
based on the UTAUT. Seven factors are considered as independent variables to impact the use of 
WeChat and Fast Moving Consumer Goods (FMCG) online purchase intention. The demographic 
factors of age, gender, nationality, WeChat usage, information about online shopping with WeChat 
and willingness of using WeChat for online shopping are moderators of the independent variables.

In this study, a quantitative research method is employed to collect primary data through an online 
survey. An instrument is developed after a discussion with a group of Chinese who use WeChat for 
online shopping. This brainstorming and UTAUT model guided the development of the questionnaire 
for data collection. After getting the permission of the ethics committee, data was collected from the 
Chinese. Since the present research focuses on the online purchase intention of fast moving consumer 
goods of the Chinese ethnic groups living in Aotearoa New Zealand (NZ), the sampling frame consists 
of 247,770 Chinese people living in Aotearoa New Zealand as of 2018 census (Stats NZ, 2018). A 
total of 204 questionnaires were collected through online survey, among which 12 people did not 
agree with the questionnaire consent form, 35 participants chose that they never used WeChat, and 
157 questionnaires were actually valid.

The data was collected through non-probability sampling. The reason for using purposeful 
non-probability sampling technique is that it provides a logical explanation for the selection of the 
sample size as representative of the study population (Battaglia, 2008). In the current study, since 
the focus of the study is limited to Chinese people living in the region of Aotearoa New Zealand, 
only Chinese people could participate in the data collection in the form of a sample. In this case, 
purposeful non-probability sampling has proven to be effective to administer the questionnaire for 
data collection. The Chinese respondents were connected through Facebook and WeChat. After the 
initial group completed the questionnaire, they were asked to spread the QR code of the questionnaire 
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among social networks and asked new respondents to repeat the process until the sample size reaches 
the target sample size.

Before conducting the survey, the questionnaire used was approved by the ICL Ethics Approval. 
An online questionnaire survey was utilized in this research. Participants clicked the URL of 
questionnaire or scan the QR code to log in to the survey website. Google form was used to distribute 
questionnaires.

Hypotheses development
The hypotheses were developed to measure the relationship between the WeChat and the purchasing 
intention of FMCG in Aotearoa New Zealand. The seven hypotheses are presented as follows:

effort expectancy
Effort expectancy in the UTAUT refers to expectations of how easy it is to use the technology 
(Venkatesh et al., 2003). In this study this refer to the friendly interface of WeChat for purchasing 
goods online. The effort expectancy has an impact on the decision to do online shopping (Celik, 
2016; Tarhini et al., 2017). Considering this, and based on the theory of the UTAUT, we suggest the 
following hypothesis:

Hypothesis One: The friendly interface of WeChat has an effect on the online purchase intention of 
FMCG in Aotearoa New Zealand

Performance expectancy
The performance expectancy in the UTAUT refers to the degree of confidence that using the system 
can help improve job performance (Venkatesh et al., 2003). For WeChat, the performance expectancy 
can be regarded as a user’s expectation of the benefits of using the app (Walrave et al., 2020), such 
as prompt notifications of possible information and instructions about online shopping and what to 
do next. Individuals who have more positive expectations about the WeChat’s advantages may be 
more likely to use it. According to the theory of UTAUT, we formulate the following hypothesis:

Hypothesis Two: The advantages of WeChat regarding easy, convenient, and accessible anytime has 
an effect on the online purchase intention of FMCG in Aotearoa New Zealand.

Convenient Payment Methods of weChat
Ease in payment is a factor influencing online shopping behavior (Usha, 2014). WeChat is one of 
the largest social media in China which is transaction-focused social commerce platform as it has 
WeChat payment function. WeChat was originally launched as a chatting mobile application with the 
function of sharing personal status. However, a payment and funds transfer function was established 
for transaction in 2013 (J. Sun et al., 2016). WeChat has a unique function of making transaction if 
a user buys something online.

Hypothesis Three: The convenient payment methods of WeChat has an effect on the online purchase 
intention of FMCG in Aotearoa New Zealand.

FMCG Product Information
Internet is a very important channel for finding information about products (Bednarz & Orelly, 
2020). A customer who wants to buy FMCGs can go online on site, read and compare the product 
information, and purchase from the site that offers the best price (Rajesh, 2018). WeChat marketing 
has gradually become a vital part of e-commerce, sellers provide product information needed by the 
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customers and also learn the market and customers’ needs in the process of promoting their products. 
The following hypothesis is formulated:

Hypothesis Four: The useful FMCG product information on WeChat has an effect on the online 
purchase intention of FMCG in Aotearoa New Zealand.

Social Influence
Social influence is defined as the influence of others on the decision to use a new system, as described 
in the UTAUT (Venkatesh et al., 2003). The impact of others’ beliefs about using new technology is 
particularly evident in early use (Walrave et al., 2020). As for customer online shopping behaviour, 
social influence could be addressed under the impact of people (i.e. family, friends, colleagues, and 
official manufacturer) whom customer could ask about online shopping (Giao et al., 2020; Koch et 
al., 2020; Lee & Ma, 2012; Semila & Rajesh, 2019; Te’eni-Harari & Hornik, 2010) WeChat is used 
for chat with family, friends, colleagues that may influence purchase intention of FMCG through 
WeChat (Algharabat, 2014; Kim, 2019; Zhou, 2020). Taking this into account, and based on the 
theory of UTAUT, we hypothesize that:

Hypothesis Five: The recommendation from family group chat, friend group chat, colleague group 
chat, and official manufacturer group chat of WeChat has an effect on the online purchase intention 
of FMCG in Aotearoa New Zealand.

Security and Confidentiality of Information
Digital applications always involve data security and confidentiality issues, and the same applies to 
using technology for shopping. The users need to provide personal information when they register. 
Thus, cyber attackers might compromise these data. Unauthorized access may also be related to 
businesses or advertising companies. Many companies use data to process and mine consumer 
information to improve customer satisfaction, however, this data mine can cause privacy concerns 
(Bandara et al., 2020; Demmers et al., 2021; Pappas, 2018; Saura et al., 2021). Therefore, multiple 
safeguards are required to ensure privacy and prevent data loss and unauthorized access. One way to 
ensure privacy and data security simultaneously is to have the data encrypted and stored on users’ 
mobile phones. This information is shared only when requested of the users. Another way to keep 
data safe is to store only anonymized and aggregated data. However, there may be some security 
attacks, such as Bluesnarfing, Playback Attack, Wireless Device Tracking, and Carryover Attack. For 
example, Bluesnarfing accesses and steals sensitive data stored in a user’s memory, such as pictures, 
videos, contact lists, emails, calendars, and international mobile device IDs (IMEI), by connecting 
with a Bluetooth-enabled device. IMEI is a 15-digit unique identifier for a mobile phone that can be 
exploited to transfer all incoming calls to the attacker’s device (Sowmiya et al., 2021). Taking this 
into account, and based on the theory of UTAUT, we hypothesize that:

Hypothesis Six: The security and confidentiality of information in WeChat have an effect on the 
online purchase intention of FMCG in Aotearoa New Zealand.

electronic word of Mouth (ewoM)
The rapid advancement and development in internet technologies have made a significant increase 
in eWOM communications and connectivity as a useful medium to search for relevant information 
(Daowd et al., 2020; Yusuf et al., 2018). eWOM is ongoing positive or negative information and 
statement exchange process made by former, current, or potential consumers about a product, service, 
brand, or company, which is available through the Internet to a multitude of individuals (Daowd et 
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al., 2020; Leong et al., 2021; Yusuf et al., 2018). Online shoppers find eWOM to be a vital means 
for opinions and reviews because they can look for new information including details of products and 
products/ services’ information (Erkan & Evans, 2016). For instance, consumers are more likely to 
share negative experiences than positive ones, and eWOM is more powerful than any advertisements 
and personal sales. Consumers collect and develop credibility from e-vendors’ websites to ensure 
online confidence (Daowd et al., 2020; Erkan & Evans, 2016). The information shared on the Internet 
is used to judge the quality of products (Ismagilova et al., 2021). Consequently, comments and reviews 
through online platforms are considered trustworthy so that they can decide to purchase (Lien & Cao, 
2014). In the context of shopping of FMCGs through an online platform, eWOM including leaving 
comments and reviews on the purchasing platform. This simply means that if consumers receive 
satisfactory quality of FMCGs, they may engage in positive reactions and feedback. In contrast, 
when consumers receive unsatisfactory quality of FMCGs, they may engage in negative reactions 
and feedback. Therefore, the influence of eWOM on purchase intention of FMCGs through online 
platforms is another factor worth studying. The researcher proposes the following hypothesis.

Hypothesis Seven: The customers’ recommendation in WeChat has an effect on the online purchase 
intention of FMCG in Aotearoa New Zealand.

Questionnaire Valid Response Rate
A total of 204 questionnaires were collected through online survey, among which 12 people did 
not agree with the questionnaire consent form, 35 participants chose that they never used WeChat, 
and 157 questionnaires were actually valid, accounting for 77% of response rate of receiving filled 
questionnaires as shown below in Table 1:

Reliability Analysis of Questionnaire
Reliability analysis was one of the criteria to check whether the questionnaire was meaningful. The 
reliability of the questionnaire was calculated by SPSS as 0.92. In generally speaking, the reliability 
coefficient of the scale was above 0.9, which means the reliability of the scale is very good. After 
the reliability analysis, the subsequent research based on the data collected from the questionnaire 
is valuable and significant.

Table 1. Response rate of survey
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FINdINGS

Age of the Respondents
As shown in Table 3 below, 29.7% of the respondents involved in this survey are younger than 30 
years old, 55.7% are between 30 and 40 years old, and 14.6% are older than 40 years old. According to 
the data, the vast majority of respondents are under the age of 40. This is also evident from the Table 
1 that 32.3% of the respondents are female, 64.1% are male, and the remaining 3.6% are reluctant 
to reveal they are true gender. Table 1 also shows that 82.3% of the respondents are Chinese, while 
the remaining 17.7% are non-Chinese. Chinese with foreign identities are not excluded. Statistically, 
the overwhelming majority of participants are Chinese. WeChat is the most significant social media 
application which explicating attracting the younger generation (Nawaz et al., 2020).

Table 2. Reliability statistics of questionnaire

Table 3. Demographic information of the respondents

Variables Values %

Age 20-24 11.5

25-29 17.2

30-34 18.8

35-39 21.0

40-44 15.9

45-49 8.9

50+ 7.0

Gender Male 32.3

Female 64.1

Don’t want to share 3.6

Nationality Chinese 82.3

Non-Chinese 17.7
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Use of weChat per day
As shown in Figure 1 below, about one-quarter of the respondents used WeChat more than 3 hours 
every day, 34.4% are between 2 hours to 3 hours every day, and 13.5% of respondents used WeChat 
no more than 1 hour every day. In particular, 10.6% of the respondents used WeChat almost every 
day. In addition, only 16.7% of respondents never used WeChat. The respondents who choose never 
use WeChat have been excluded from further analysis.

Information About online Shopping with weChat
Figure 2 shows that 63.9% of the respondents know the online purchase of WeChat, while 36.1% do 
not know the online purchase of WeChat.

Figure 1. Use of WeChat per day

Figure 2. Awareness about online purchase with WeChat
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The willingness of online Purchase through weChat
Figure 3 shows that 52.6% of the respondents are willing for online shopping with WeChat in next 
one year, and 47.4% are unwilling to do online shopping with WeChat in next one year.

It can be concluded from the data above that the majority of participants in this survey are young 
female Chinese. Almost all of the respondents use WeChat for more than one hour a day. More than 
half of the participants knew that online shopping was available on WeChat and was willing to use 
WeChat for online shopping within one year.

Hypotheses Testing
The hypotheses were tested through correlation analysis, so as to determine the correlation between 
the variables studied. After correlation analysis and screening, regression analysis was used to confirm 
whether the relevant hypothesis is valid. If the target data set does not satisfy these assumptions, the 
results of regression analysis will be biased. According to statistics, all analyses were quantified to 
ensure the objectivity of the results.

Correlation Analysis
Table 3 describes the correlation analysis results of the respondents’ views on the proposed factors, 
using the Pearson Correlation. It indicates that many factors impact on each other. For example, 
intention of online shopping of fast moving goods is significantly correlated to friendly interface of 
WeChat, effort expectancy, WeChat payment, product information and suggestions given on WeChat 
by family, friends or social influence, facilitation conditions, concerns about personal information 
security and electronic word of mouth.

Each hypothesis is discussed and the conclusion of correlation is drawn by analyzing the 
quantitative data.

Figure 3. Willingness of online purchase with WeChat



International Journal of Asian Business and Information Management
Volume 13 • Issue 1

11

As shown in Table 4, there is a significant correlation between online purchase intention and 
the friendly interface of WeChat. In addition, according to Pearson Correlation in Table 3, there is a 
positive correlation between the two variables with an intensity of “0.51”. Hence the null hypothesis 
H10 ‘The friendly interface of WeChat has no effect on the online purchase intention of FMCG is 
rejected.

There is a significant correlation between online purchase intention and the advantages of WeChat 
regarding easy, convenient, and accessible anytime. In addition, according to Pearson Correlation, 
there is a positive correlation between the two variables with an intensity of “0.712”. Hence H20 
‘The advantages of WeChat regarding easy, convenient, and accessible anytime has no effect on the 
online purchase intention of FMCG in Aotearoa New Zealand’ is rejected.

The hypothesis H30 ‘The convenient payment methods of WeChat have no effect on the online 
purchase intention of FMCG in Aotearoa New Zealand’ is also rejected as shown in Table 4 that there 
is a significant correlation between online purchase intention and the convenient payment methods 
of WeChat. In addition, according to Pearson Correlation, there is a positive correlation between the 
two variables with an intensity of “0.843”.

The statistical result of H40 ‘The useful FMCG product information and suggestion of WeChat 
have no effect on the online purchase intention of FMCG in Aotearoa New Zealand’ shown in Table 
4, the significance level is “0.008”. This indicates that the null hypothesis H40 is accepted “where 
there is no linear correlation between independent variables and dependent variables” is bigger than 
average probability “0.005” (Kask, 1979). It shows that there is a weak correlation between online 
purchase intention” and the useful FMCG product information and suggestion of WeChat. In addition, 
according to Pearson Correlation, there is a positive correlation between the two variables with an 
intensity of “0.212”.

According to Table 4, there is a significant correlation between online purchase intention and 
the recommendation from family group chat, friend group chat, colleague group chat, and official 
manufacturer group chat of WeChat “. Hence the null hypothesis H50 ‘The recommendation from 
family group chat, friend group, chat, colleague group chat, and official manufacturer group chat 
of WeChat has no effect on the online purchase intention of FMCG in Aotearoa New Zealand’ is 
rejected. In addition, according to Pearson Correlation, there is a positive correlation between the 
two variables with an intensity of “0.902”.

Table 4. Correlation analysis

Sig. (2-tailed) Online purchase intention

Friendly interface of WeChat 0.000 .510**

Advantages of WeChat regarding 
easy, convenient, and accessible 
anytime

0.000 .712**

Payment method of WeChat 0.000 .843**

Useful FMCG product 
information on WeChat 0.008 .212**

Recommendation from chats of 
WeChat 0.000 .902**

Security and confidentiality of 
information in WeChat 0.000 .679**

Customers’ recommendation in 
WeChat 0.004 .392**

**. Correlation is significant at the 0.01 level (2-tailed)
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The significance level is “0.000” for the null hypothesis H60 ‘The security and confidentiality 
of information in WeChat have no effect on the online purchase intention of FMCG in Aotearoa New 
Zealand’. This indicates that the probability of hypothesis H60 where there is no linear correlation 
between independent variables and dependent variables” is “0”. Therefore, it can be concluded 
logically that there is a significant correlation between online purchase intention and the security 
and confidentiality of information on WeChat “. In addition, according to Pearson Correlation, there 
is a positive correlation between the two variables with an intensity of “0.679”.

As shown in Table 4, the significance level for H70: ‘The customers’ recommendation in 
WeChat has no effect on the online purchase intention of FMCG in Aotearoa New Zealand’ is 
“0.004”. This indicates that the probability of hypothesis H70 where there is no linear correlation 
between independent variables and dependent variables nearly equals to average probability 0.005 
(Kask, 1979). Therefore, it can be concluded logically that there is an atypical correlation between 
online purchase intention and the customers’ recommendation in WeChat”. In addition, according 
to Pearson Correlation, there is a positive correlation between the two variables with an intensity of 
“0.392”. This result is similar to the findings of other studies that identify the impact of eWOM to 
influence customers’ intention to buy (Daowd et al., 2020; Erkan & Evans, 2016; Ismagilova et al., 
2021; Leong et al., 2021).

Regression Analysis
In this section, regression analysis results are shown in Table 4 to discuss and analyze the seven 
hypotheses from multiple dimensions. By analyzing the quantitative data, each hypothesis is discussed 
and the conclusion of correlation is drawn.

Table 5 continued on next page

Table 5. Regression analysis

Independent Variablesa

Unstandardized 
Coefficients

Standardized 
Coefficients

t
Model ANOVA

B Std. 
Error Beta Adjusted 

R Square F Sig.

(Constant) 1.877 0.306 6.133
0.164 31.613 0.000Friendly interface of 

WeChat 0.462 0.082 0.412 5.623

(Constant) 1.709 0.264 6.464

0.652 54.417 0.000
Advantages of WeChat 
regarding easy, 
convenient, and accessible 
anytime

0.486 0.066 0.51 7.377

(Constant) 1.678 0.248 6.778
0.855 64.655 0.000Payment method of 

WeChat 0.528 0.066 0.543 8.041

(Constant) 2.893 0.269 10.737
0.039 7.291 0.008Useful FMCG product 

information on WeChat 0.201 0.075 0.212 2.7

(Constant) 2 0.231 8.664
0.808 52.305 0.000Recommendation from 

chats of WeChat 0.463 0.064 0.502 7.232
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As shown in Table 5, the significance of regression analysis for hypothesis 1 is “0.000”. That 
means the friendly interface of WeChat has no effect on the online purchase intention of FMCG in 
Aotearoa New Zealand of null hypothesis H10 is “0.000”. This leads to the conclusion the friendly 
interface of WeChat has an effect on the online purchase intention of FMCG in Aotearoa New Zealand. 
For hypothesis 2, the significance of regression analysis is “0.000”. Hence the null hypothesis H20 
is rejected. This leads to the conclusion the advantages of WeChat regarding easy, convenient, and 
accessible anytime has a significant effect on the online purchase intention of FMCG in Aotearoa 
New Zealand.

The significance of regression analysis for H30 is “0.000”. This leads to the conclusion the 
convenient payment methods of WeChat effect on the online purchase intention of FMCG in Aotearoa 
New Zealand. As shown in Table 5, the significance of regression analysis for H40 is “0.008”. This 
leads to the conclusion that the useful FMCG product information and suggestion of WeChat has 
almost no effect on the online purchase intention of FMCG in Aotearoa New Zealand.

The null hypothesis for H50 is rejected as the significance of regression analysis is “0.000”. This 
leads to the conclusion that the recommendation from family group chat, friend group chat, colleague 
group chat, and official manufacturer group chat of WeChat have an effect on the online purchase 
intention of FMCG. The significance of regression for H60 is “0.000”. This leads to the conclusion 
the security and confidentiality of information in WeChat have an effect on the online purchase 
intention of FMCG in Aotearoa New Zealand. As shown in Table 5, the significance of regression 
analysis is “0.004”. That means the customers’ recommendation on WeChat has no any effect on the 
online purchase intention of FMCG in New Zealand as null hypothesis H70 is accepted. This means 
the customers’ recommendation in WeChat has almost no effect on the online purchase intention of 
FMCG in New Zealand. This is a quite interesting and unexpected finding of this study. However, 
this finding is similar to the study conducted by Liu et al. (2021) that interpersonal relationship 
influences the purchase through WeChat.

Table 5 continued

Independent Variablesa

Unstandardized 
Coefficients

Standardized 
Coefficients

t
Model ANOVA

B Std. 
Error Beta Adjusted 

R Square F Sig.

(Constant) 2.012 0.243 8.279

0.453 46.195 0.000Security and 
confidentiality of 
information in WeChat

0.425 0.062 0.470 6.797

(Constant) 2.435 0.230 10.590

0.148 28.182 0.004Customers’ 
recommendation in 
WeChat

0.374 0.070 0.392 5.309

a. Dependent Variable: Online purchase intention
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Bar Graphs
Figure 4 shows that 32.5% of participants chose the neutral option and did not share their opinion. 
Respondents who agreed and strongly agreed were about 30% higher than those who disagreed. 
As for the proposition of the friendly interface of WeChat influences the online purchase intention 
of FMCG in New Zealand, the majority is the consents. This is also consistent with the result of 
correlation and regression analysis of hypothesis H1.

Figure 5 below shows that 69.4% of participants agreed about the advantages of WeChat 
regarding easy, convenient, and accessible anytime, 43.3% of participants agreed that the customers’ 
recommendation has an impact on the purchase intention of FMCG. This is also consistent with the 
result of correlation and regression analysis of hypothesis H2 and H7.

Figure 4. Friendly interface of WeChat

Figure 5. Advantages of WeChat for providing information
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Figure 6 below showed that over 64% of participants agree with the option that the convenient 
payment methods of WeChat have an effect on the online purchase intention of FMCG in New Zealand. 
This is also consistent with the result of correlation and regression analysis of hypothesis H3.

Figure 7 below shows that 37% of participants agree that the useful FMCG price information and 
suggestion of WeChat has no effect on the online purchase intention of FMCG in New Zealand, 36.9% 
of participants chose neutral. 26.1% of respondents disagree or strongly disagree with the proposition. 
This is also consistent with the result of correlation and regression analysis of hypothesis H4.

Figure 6. Convenient payment method though WeChat

Figure 7. Price information provided through WeChat
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The data shows that 50.3% of participants agree that the security and confidentiality of information 
on WeChat has an effect on the online purchase intention of FMCG in New Zealand, 32.5% of 
participants chose neutral. 17.2% of respondents disagree or strongly disagree with the proposition. 
This is also consistent with the result of correlation and regression analysis of hypothesis H6.

The results of these studies showed that WeChat exerted increasing influence on online purchase 
intention of FMCG, especially among Chinese customers. This study determined the strong correlation 
between WeChat and online purchase intention among Chinese in New Zealand.

WeChat’s interactive interface, convenience, means of payment, content related to FMCG, the 
diversity of WeChat discussion group function, special moment publishing function and unique 
comments function are all crucial to online purchase intention. The recommendation from family group 
chat, friend group chat, colleague group chat, and official manufacturer group chat of WeChat” are 
strongly correlated. In addition, it is found that the advantages of WeChat regarding easy, convenient, 
and accessible anytime and the security and confidentiality of information in WeChat also impact 
online purchase intention. The only exception is the security and confidentiality of information on 
WeChat”. According to Karunakaran et al. (2018), on account of network security is considered as 
the biggest potential concern of online shopping. However, in New Zealand, due to the National 
Cyber Security Centre for network security protection and supervision, the security level of online 
payment is high enough (Keymer, 2011).

It is found that the useful FMCG product information and suggestion of WeChat has no effect 
on the online purchase intention. This survey result is contrary to some existing studies on WeChat 
and online purchase intention in China. Nowadays, more and more “We-Media” are emerging on 
WeChat. One of the main functions of the “We-Media” is to promote products and conduct WeChat 
marketing plan. The content marketing generates traffic and sales through the spread and promotion 
of product features and information in WeChat (Ming, 2017). In China, the useful FMCG product 
information and suggestion of WeChat affected online purchase intention seriously.

Another one of weak correlation is between “The customers’ recommendation in WeChat” 
and “online purchase intention”. Among New Zealand WeChat users, they would rather to choose 
believing family members or friends’ recommendation than to trust a stranger’s suggestion (Larson, 

Figure 8. Security and confidentiality of information
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2016; Siddiqui et al., 2019). Because the growing number of fake or misleading recommendation 
regarding to online shopping with WeChat has seriously affected consumers’ trust. To sum up, these 
two result are totally different with the existing research.

WeChat is widely used by Chinese in New Zealand; with more than half of user using WeChat’s 
online shopping function. The WeChat users are mostly young people. When using WeChat to purchase, 
users in New Zealand are concerned about the interface on WeChat shopping, the recommendation 
of WeChat moments and the security of using WeChat shopping. These factors are highly correlated 
with online purchase intention. In addition, WeChat users in New Zealand are very concerned about 
the convenience and payment method of WeChat. These two parameters are highly correlated with 
online purchase intention. On the contrary, WeChat users in New Zealand do not agree with product 
information, advertising and other unfamiliar customers’ recommendation.

To sum up, through correlation and regression analysis, three of the seven assumptions related 
to online purchase intention of FMCG from WeChat have medium correlation, two assumptions have 
strong correlation and the other two are weakly correlated. The analysis is as shown in figure 9 below:

dISCUSSIoN

This study determined the strong correlation between WeChat and online purchase intention for 
FMCG among Chinese living in New Zealand. WeChat’s interactive interface, convenience, means 
of payment, content related to FMCG, the diversity of WeChat discussion group function, special 
moment publishing function and unique comments function are all crucial to online purchase intention 
which are in line with the studies conducted by (Yanhong Chen et al., 2019; Linwu Gu & Wang, 
2018; Ming-Shen et al., 2007; Siddiqui et al., 2019; Tang et al., 2021b).

The present study found that the convenient payment methods of WeChat and the recommendation 
from family group chat, friend group chat, colleague group chat are strongly correlated with online 

Figure 9. Summary of regression analysis result about seven hypothesis
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purchase intention. This finding of the study is consistent with the current studies of WeChat’s 
influence on online purchase intention that more convenient online payment of WeChat attract the 
users’ purchase online intention (Alberto Valdés-Cuervo et al., 2021; Lingtao Gu & Mu, 2018; 
Hossain & Zhou, 2018; Ma et al., 2018; Mombeuil & Uhde, 2021; Shao et al., 2019; Tang et al., 
2021a). The emergence of WeChat pay has brought the mobile payment to its peak (Liangxu, 2020). 
WeChat payment is cash free, and it is a faster, safer, and more convenient way for customers to pay 
for goods or services enhance the purchasing intentions by improving the customer experience of 
shopping (Y. Sun et al., 2021). According to Zhang et al. (2020), consumer purchase intention is 
significantly positive related by flexibility or convenience provided by WeChat. This finding is line 
with the present study.

It is also found that the friendly interface of WeChat, the advantages of WeChat regarding easy, 
convenient, and accessible anytime and the security and confidentiality of information in WeChat are 
generally positively correlated with the online purchase intention, which means these characteristics of 
WeChat play a certain role in influencing and promoting the purchase intention of FMCG. This finding 
is in line with Linwu Gu and Wang (2018) which states the WeChat friendly interface enable group 
members to exchange information that impact selling, buying and swapping of products on WeChat.

The security and confidentiality are not considered as the biggest potential concern of online 
shopping. Due to the National Cyber Security Centre for network Security protection and supervision 
is high in New Zealand. The security level of online payment is high enough (Keymer, 2011). The 
online shopping consumers have a higher awareness of network security.

This finding is very important to consider in the context of New Zealand where security and 
privacy of information are not considered a hurdle in online shopping whereas numerous studies 
reveal that privacy risk, privacy control, and security significantly influence consumers’ trust which 
consequently impact consumers’ purchase intention (Pizzi & Scarpi, 2020; Song et al., 2021; M. Y. 
Wang et al., 2019; X. Wang et al., 2019). Consumers regard disclosure of privacy without consent 
lose their trust and make them no longer anonymous (Massara et al., 2021; Prince, 2018). Once 
private information is disclosed, it threatens the data integrity and security of users, which may 
lead to malicious attacks on users. Online customers have certain expectations for network privacy, 
especially for the protection of information from unknown third parties. In social networks, disclosure 
of private information affects the trust of users, therefore, people develop an attitude of resistance 
when they perceive that their privacy and freedom are controlled by others and hence it may impact 
their purchasing intention of FMCGs while using WeChat. Because the growing number of fake 
or misleading recommendation regarding to online shopping with WeChat has seriously affected 
consumers’ trust. However, the finding of the present study reveals that it has less impact on the 
Chinese customers living in New Zealand. Currently, more and more We-Media are emerging in 
WeChat. One of the main functions of the “We-Media” is to promote products and conduct WeChat 
marketing plan. The content marketing generates traffic and sales through the spread and promotion 
of product features and information in WeChat (Lei, 2021; Ming, 2017; Romano, 2020).

The findings of the study also revealed that the useful FMCG product information and suggestion 
on WeChat has weak correlations with online purchase intention which means this factor has no effect 
on the purchase intention of FMCG. This survey result is contrary to some existing studies exploring 
the products information and referrals on WeChat and online purchase intention. In China, the useful 
FMCG product information and suggestion of WeChat affected online purchase intention (Yanhong 
Chen et al., 2019). Another one of weak correlation is between the customers’ recommendation on 
WeChat and online purchase intention. Among New Zealand WeChat users, they would rather to 
choose believing family members or friends’ recommendation than to trust a stranger’s suggestion. 
This finding is in line with the studies of (Dieudonne et al., 2016; Larson, 2016; Liu et al., 2021).
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CoNCLUSIoN

This can be concluded that WeChat is used by Chinese in New Zealand; with more than half of the 
respondents using WeChat’s online shopping function. The WeChat users are mostly young people. 
When using WeChat to purchase, users in New Zealand are concerned about the interface on WeChat 
shopping, the recommendation of WeChat moments and the security of using WeChat shopping. 
These factors are highly correlated with online purchase intention. In addition, WeChat users in 
New Zealand are very concerned about the convenience and payment method of WeChat. These two 
parameters are highly correlated with online purchase intention. On the contrary, WeChat users in 
New Zealand do not consider product information and other unfamiliar customers’ recommendation 
while deciding to purchase any product.

IMPLICATIoNS

WeChat, due to its inherent convenience in functional design and retention of customers, especially its 
special appeal to Chinese users, makes it a very useful tool to enhance the intention of online FMCGs 
sales in Chinese community. Through noting the data by respondents, it is evident that Chinese in 
Aotearoa-New Zealand seems to be using WeChat for shopping FMCGs due to its friendly interface 
and convenient accessibility anytime. The effective social media mechanism of WeChat may be 
an effective marketing tool to target not only Chinese for selling FMCGs but also all the people of 
Aotearoa-New Zealand. Therefore, this finding could improve the businesses’ confidence to make 
more efforts in doing marketing activities through WeChat official account by different types of 
content (e.g., FMCG product information on WeChat, Customers’ recommendation etc.,), in turn, 
increasing customer engagement, product awareness and brand loyalty.

For this research, the findings claim many aspects that are important for any industry nationally 
and internationally to consider. WeChat usage is a power tool for communication at various levels 
and contexts. This study has shown that for the Chinese market, selling and buying FMCGs to 
Aotearoa-New Zealand is a purposeful direction to consider especially due to the present situation 
of pandemic of COVID-19.

LIMITATIoN

The following two limitations affected the research.

1)  The influence of government policies in China on the social media cannot be excluded in the 
process of scientific investigation and analysis. One effect is that Tencent Co. is an Internet 
company based in China. Tencent Co. must strictly comply with China’s cyber security laws 
and regulations. This will have severe limitations for users in New Zealand to use WeChat. For 
example, for the survey question about WeChat security, users of WeChat in China and New 
Zealand gave completely different answer. This will result in some consequences of this research 
contradicting curtain existing research results on WeChat in China. Additionally, in China, some 
competitors of WeChat cannot carry out business activities, such as Facebook, WhatsApp and 
Line. This phenomenon also forces Chinese in New Zealand to ignore these potential options 
when doing online shopping. This makes data analysis without some reference.

2)  Another limitation is the theoretical difference of the distribution of survey participants. The 
sample selection of participants in this survey was not evenly distributed in New Zealand. 
Therefore, the generalization ability of the research results outside scope is weak. In other words, 
the findings are less general. Since it was made clear at the beginning of the study that the majority 
of participants in this study were from Auckland, it meant that the regional concentration of 
participants slightly reduced the universality of this study for the whole New Zealand. Although 
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from the participant data, this survey is in line with the standard survey process. However, in 
terms of the distribution of participants, this survey mainly focused on the Auckland area and 
did not cover the whole country.

FUNdING AGeNCy

The Open Access Processing charge for this article was paid for by ICL Education Ltd and LCL 
Education Ltd.



International Journal of Asian Business and Information Management
Volume 13 • Issue 1

21

ReFeReNCeS

Alberto Valdés-Cuervo, A., & Ramon Saura, J. (2021). Improving the Sustainable Usage Intention of Mobile 
Payments: Extended Unified Theory of Acceptance and Use of Technology Model Combined With the Information 
System Success Model and Initial Trust Model. Frontiers in Psychology, 12, 634911–634911. doi:10.3389/
fpsyg.2021.634911 PMID:35082707

Algharabat, R. S. (2014). Conceptualising and modelling virtual product experience for online retailers. 
International Journal of Internet Marketing and Advertising, 8(4), 300–319. doi:10.1504/IJIMA.2014.067660

Ali, S., & Gawli, H. (2020). A study on consumer behaviour on FMCG product in India. International Journal 
of Advance & Innovative Research, 7(1), 299–302.

Bandara, R., Fernando, M., & Akter, S. (2020). Explicating the privacy paradox: A qualitative inquiry 
of online shopping consumers. Journal of Retailing and Consumer Services, 52, 101947. doi:10.1016/j.
jretconser.2019.101947

Battaglia, M. P. (2008). Nonprobability Sampling. In Encyclopedia of Survey Research Methods (p. 11). Sage 
Publications, Inc. doi:10.4135/9781412963947.n337

Bednarz, J., & Orelly, P. (2020). The importance of social media on the FMCG market in Bangladesh. International 
Journal of Management and Economics, 56(3), 230–242. doi:10.2478/ijme-2020-0019

Brierley, S. (2002). The Advertising Handbook (2nd ed.). Routledge.

Celik, H. (2016). Customer online shopping anxiety within the Unified Theory of Acceptance and Use 
Technology (UTAUT) framework. Asia Pacific Journal of Marketing and Logistics, 28(2), 278–307. doi:10.1108/
APJML-05-2015-0077

Chakraborty, R., Lee, J., Bagchi-Sen, S., Upadhyaya, S., & Raghav Rao, H. (2016). Online shopping intention in 
the context of data breach in online retail stores: An examination of older and younger adults. Decision Support 
Systems, 83, 47–56. doi:10.1016/j.dss.2015.12.007

Chen, Y., Liang, C., & Cai, D. (2018). Understanding WeChat users’ behavior of sharing social crisis information. 
10.1080/10447318.2018.1427826

Chen, Y., Mao, Z., & Qiu, J. L. (2018). A Silver-Spoon App: WeChat, Tencent and the Mobile Revolution. 
Super-Sticky Wechat and Chinese Society, 19–45. 10.1108/978-1-78743-091-420181003

Chen, Y., Lu, Y., Wang, B., & Pan, Z. (2019). How do product recommendations affect impulse buying? An 
empirical study on WeChat social commerce. Information & Management, 56(2), 236–248. doi:10.1016/j.
im.2018.09.002

Chen, Y. R. R. (2017). Perceived values of branded mobile media, consumer engagement, business-consumer 
relationship quality and purchase intention: A study of WeChat in China. Public Relations Review, 43(5), 
945–954. doi:10.1016/j.pubrev.2017.07.005

Cheng, M., & Qiu, X. (2017). Research on We-media marketing in Web3.0 environment. Management & 
Engineering, 29, 1838–5745. doi:10.5503/J.ME.2017.29.003

Daowd, A., Hasan, R., Eldabi, T., Rafi-ul-Shan, P. M., Cao, D., & Kasemsarn, N. (2020). Factors affecting 
eWOM credibility, information adoption and purchase intention on Generation Y: A case from Thailand. Journal 
of Enterprise Information Management, 34(3), 838–859. doi:10.1108/JEIM-04-2019-0118

Demmers, J., Weihrauch, A. N., Mattison Thompson, F. H., Raghubir, P., Kramer, T., & Goodman, J. (2021). 
Your Data are (Not) My Data: The Role of Social Value Orientation in Sharing Data About Others. Journal of 
Consumer Psychology, jcpy.1255. Advance online publication. doi:10.1002/jcpy.1255

Dieudonne, K., Yao, Z., & Liu, H. (2016). Wechat online purchase intention. Advances in Intelligent Systems 
Research, 130, 161–167.

Erkan, I., & Evans, C. (2016). The influence of eWOM in social media on consumers’ purchase intentions: 
An extended approach to information adoption. Computers in Human Behavior, 61, 47–55. doi:10.1016/j.
chb.2016.03.003

http://dx.doi.org/10.3389/fpsyg.2021.634911
http://dx.doi.org/10.3389/fpsyg.2021.634911
http://www.ncbi.nlm.nih.gov/pubmed/35082707
http://dx.doi.org/10.1504/IJIMA.2014.067660
http://dx.doi.org/10.1016/j.jretconser.2019.101947
http://dx.doi.org/10.1016/j.jretconser.2019.101947
http://dx.doi.org/10.4135/9781412963947.n337
http://dx.doi.org/10.2478/ijme-2020-0019
http://dx.doi.org/10.1108/APJML-05-2015-0077
http://dx.doi.org/10.1108/APJML-05-2015-0077
http://dx.doi.org/10.1016/j.dss.2015.12.007
http://dx.doi.org/10.1016/j.im.2018.09.002
http://dx.doi.org/10.1016/j.im.2018.09.002
http://dx.doi.org/10.1016/j.pubrev.2017.07.005
http://dx.doi.org/10.5503/J.ME.2017.29.003
http://dx.doi.org/10.1108/JEIM-04-2019-0118
http://dx.doi.org/10.1002/jcpy.1255
http://dx.doi.org/10.1016/j.chb.2016.03.003
http://dx.doi.org/10.1016/j.chb.2016.03.003


International Journal of Asian Business and Information Management
Volume 13 • Issue 1

22

Giao, H. N. K., Vuong, B. N., & Quan, T. N. (2020). The influence of website quality on consumer’s e-loyalty 
through the mediating role of e-trust and e-satisfaction: An evidence from online shopping in Vietnam. Uncertain 
Supply Chain Management, 8(2), 351–370. doi:10.5267/j.uscm.2019.11.004

Gu, L., & Mu, F. (2018). Shopping on social media: A qualitative study to explore Chinese consumers’ purchasing 
experience on WeChat. Academic Press.

Gu, L., & Wang, J. (2018). Issues in information systems what may affect users to sell, buy, or swap on WeChat? 
Academic Press.

Ho, J., Hui, D., Kim, A., & Zhang, Y. (2020). Cautiously optimistic: Chinese consumer behavior post-COVID-19. 
Academic Press.

HossainS.ZhouX. (2018). Impact of m-payments on purchase intention and customer satisfaction: Perceived 
flow as mediator. 10.5281/zenodo.1408692

Ismagilova, E., Rana, N. P., Slade, E. L., & Dwivedi, Y. K. (2021). A meta-analysis of the factors affecting 
eWOM providing behaviour. European Journal of Marketing, 55(4), 1067–1102. doi:10.1108/EJM-07-2018-0472

Karunakaran, S., Thomas, K., Bursztein, E., & Comanescu, O. (2018). Data Breaches: User Comprehension, 
Expectations, and Concerns with Handling Exposed Data. Academic Press.

Kask, A. W. (1979). Regression and correlation analysis: Certified public accountant. The CPA Journal, 49(10), 
35. https://search.proquest.com/docview/212256786?accountid=164702

Keymer, E. (2011). New Zealand launches cyber security centre. Jane’s Defence Weekly, 48(41). https://search.
proquest.com/docview/894281229?accountid=164702

Kim, R. Y. (2019). Does national culture explain consumers’ reliance on online reviews? Cross-cultural variations 
in the effect of online review ratings on consumer choice. Electronic Commerce Research and Applications, 37, 
100878. doi:10.1016/j.elerap.2019.100878

Koch, J., Frommeyer, B., & Schewe, G. (2020). Online shopping motives during the COVID-19 Pandemic—
Lessons from the crisis. Sustainability, 12(24), 10247. 10.3390/su122410247

Larson, C. (2016). The best and worst internet experience in the world. MIT Technology Review, 108(110).

Lee, H. H., & Ma, Y. J. (2012). Consumer perceptions of online consumer product and service reviews: Focusing 
on information processing confidence and susceptibility to peer influence. Journal of Research in Interactive 
Marketing, 6(2), 110–132. doi:10.1108/17505931211265426

Lei, Y. (2021). The influence of social media marketing on impulse buying intention: The case of Wechat. St. 
Peterburg State University.

Leong, C. M., Loi, A. M. W., & Woon, S. (2021). The influence of social media eWOM information on purchase 
intention. Journal of Marketing Analytics, 1–13. <ALIGNMENT.qj></ALIGNMENT>10.1057/S41270-021-
00132-9/TABLES/6

Li, J. (2015). The factors that affect customers purchase intention whilst using WeChat as a marketing tool. 
Bangkok University.

Li, Y. (2016). China circuit: Tencent tries out A stickier WeChat. Wall Street Journal. Retrieved from https://
search.proquest.com/docview/1824102525?accountid=164702

Liangxu, H. (2020). The Impact of Mobile Payments on Commercial Banks in China. Siam University.

Lien, C. H., & Cao, Y. (2014). Examining WeChat users’ motivations, trust, attitudes, and positive word-of-
mouth: Evidence from China. Computers in Human Behavior, 41, 104–111. doi:10.1016/j.chb.2014.08.013

Liu, M. T., Xue, J., & Liu, Y. (2021). The mechanism leads to successful clickbait promotion in WeChat 
social media platforms. Asia Pacific Journal of Marketing and Logistics, 33(9), 1952–1973. doi:10.1108/
APJML-08-2020-0562

Ma, L., Su, X., Yu, Y., Wang, C., Lin, K., & Lin, M. (2018). What drives the use of M-payment? An empirical 
study about Alipay and WeChat payment. 2018 15th International Conference on Service Systems and Service 
Management, ICSSSM 2018. doi:10.1109/ICSSSM.2018.8465029

http://dx.doi.org/10.5267/j.uscm.2019.11.004
http://dx.doi.org/10.1108/EJM-07-2018-0472
https://search.proquest.com/docview/212256786?accountid=164702
https://search.proquest.com/docview/894281229?accountid=164702
https://search.proquest.com/docview/894281229?accountid=164702
http://dx.doi.org/10.1016/j.elerap.2019.100878
http://dx.doi.org/10.1108/17505931211265426
https://search.proquest.com/docview/1824102525?accountid=164702
https://search.proquest.com/docview/1824102525?accountid=164702
http://dx.doi.org/10.1016/j.chb.2014.08.013
http://dx.doi.org/10.1108/APJML-08-2020-0562
http://dx.doi.org/10.1108/APJML-08-2020-0562
http://dx.doi.org/10.1109/ICSSSM.2018.8465029


International Journal of Asian Business and Information Management
Volume 13 • Issue 1

23

Massara, F., Raggiotto, F., & Voss, W. G. (2021). Unpacking the privacy paradox of consumers: A psychological 
perspective. Psychology and Marketing, 38(10), 1814–1827. doi:10.1002/mar.21524

Meera, M. R., Mahalakshmi, R., & Padmaja, R. (2017). Consumer behaviour towards FMCG products: A 
study with special reference to Rajapalayam. Research Journal of Humanities and Social Sciences, 8(1), 69. 
doi:10.5958/2321-5828.2017.00011.0

Ming, H. (2017). Judicial credibility in the We-media era: Rationality, constituent elements and construction. 
10.1080/02529203.2017.1339439

Ming-Shen, W., Chih-Chung, C., Su-Chao, C., & Yung-Her, Y. (2007). Effects of online shopping attitudes, 
subjective norms and control beliefs on online shopping intentions: A test of the theory of planned behaviour. 
International Journal of Management, 24(2), 296–302.

Mombeuil, C., & Uhde, H. (2021). Relative convenience, relative advantage, perceived security, perceived 
privacy, and continuous use intention of China’s WeChat Pay: A mixed-method two-phase design study. Journal 
of Retailing and Consumer Services, 59, 102384. doi:10.1016/j.jretconser.2020.102384

Murmann, J. P., & Zhu, Z. (2021). What enables a Chinese firm to create new-to-the-world innovations? A 
historical case study of intrafirm coopetition in the instant messaging service sector. Strategy Science, 6(4), 
305–330. doi:10.1287/stsc.2021.0142

Nawaz, M. Z., Tao, M., Ahmad, H., Haque, M. J., Nawaz, S., & Shafique, M. N. (2020). Youngsters and WMAs 
(WeChat Moments Advertisement): Do We Need the English Language in WMAs? 10.1177/2158244020922840

Osawa, J. (2014, Jul 9). WeChat helps sell phone. Wall Street Journal Retrieved from https://search.proquest.
com/docview/1543603353?accountid=164702

Osawa, J., & Mozur, P. (2013, Oct 11). Asian chat apps nudge Silicon Valley. Wall Street Journal. Retrieved 
from https://search.proquest.com/docview/1441156248?accountid=164702

Pappas, I. O. (2018). User experience in personalized online shopping: A fuzzy-set analysis. European Journal 
of Marketing, 52(7–8), 1679–1703. doi:10.1108/EJM-10-2017-0707

Pizzi, G., & Scarpi, D. (2020). Privacy threats with retail technologies: A consumer perspective. Journal of 
Retailing and Consumer Services, 56, 102160. doi:10.1016/j.jretconser.2020.102160

Pourhejazy, P., Sarkis, J., & Zhu, Q. (2019). A fuzzy-based decision aid method for product deletion of fast 
moving consumer goods. Expert Systems with Applications, 119, 272–288. doi:10.1016/j.eswa.2018.11.001

Prince, C. (2018). Do consumers want to control their personal data? Empirical evidence. International Journal 
of Human-Computer Studies, 110, 21–32. doi:10.1016/j.ijhcs.2017.10.003

Rajesh, R. (2018). Evaluating the factors influencing online shopping and its consumer satisfaction in Pune area. 
PEOPLE: International Journal of Social Sciences, 4(1), 54–76. doi:10.20319/pijss.2018.41.5476

Report, A. (2018). Annual Report 2018. Academic Press.

Romano, S. (2020). WeChat: the new key to Social Media Marketing in East Asia. Università Ca’ Foscari Venezia.

Saura, J. R., Ribeiro-Soriano, D., & Palacios-Marqués, D. (2021). From user-generated data to data-driven 
innovation: A research agenda to understand user privacy in digital markets. International Journal of Information 
Management, 60, 102331. doi:10.1016/j.ijinfomgt.2021.102331

Seetharaman, D., & Osawa, J. (2016, Jan 6). The future of mobile chatting: Commerce --- facebook, others strive 
to copy china’s WeChat success in linking messaging apps to shopping, services. Wall Street Journal. Retrieved 
from https://search.proquest.com/docview/1753338060?accountid=164702

Semila, F., & Rajesh, P. (2019). Influence of Social Reference Groups on Consumer Buying Behavior: A Review-
Indian Journals. Fernandes Semila1. Panda Rajes, 19(2), 131–142.

Shao, Z., Zhang, L., Li, X., & Guo, Y. (2019). Antecedents of trust and continuance intention in mobile payment 
platforms: The moderating effect of gender. Electronic Commerce Research and Applications, 33, 100823. 
doi:10.1016/j.elerap.2018.100823

http://dx.doi.org/10.1002/mar.21524
http://dx.doi.org/10.5958/2321-5828.2017.00011.0
http://dx.doi.org/10.1016/j.jretconser.2020.102384
http://dx.doi.org/10.1287/stsc.2021.0142
https://search.proquest.com/docview/1543603353?accountid=164702
https://search.proquest.com/docview/1543603353?accountid=164702
https://search.proquest.com/docview/1441156248?accountid=164702
http://dx.doi.org/10.1108/EJM-10-2017-0707
http://dx.doi.org/10.1016/j.jretconser.2020.102160
http://dx.doi.org/10.1016/j.eswa.2018.11.001
http://dx.doi.org/10.1016/j.ijhcs.2017.10.003
http://dx.doi.org/10.20319/pijss.2018.41.5476
http://dx.doi.org/10.1016/j.ijinfomgt.2021.102331
https://search.proquest.com/docview/1753338060?accountid=164702
http://dx.doi.org/10.1016/j.elerap.2018.100823


International Journal of Asian Business and Information Management
Volume 13 • Issue 1

24

Sherrick, B. (2016). The effects of media effects: Third-person effects, the influence of presumed media influence, 
and evaluations of media companies. 10.1177/1077699016637108

Siddiqui, N., Mannion, M., & Marciniak, R. (2019). An Exploratory investigation into the consumer use of 
WeChat to engage with luxury fashion brands. Social Commerce: Consumer Behaviour in Online Environments, 
213–234. 10.1007/978-3-030-03617-1_12

Song, Y. W., Lim, H. S., & Oh, J. (2021). “We think you may like this”: An investigation of electronic commerce 
personalization for privacy-conscious consumers. Psychology and Marketing, 38(10), 1723–1740. doi:10.1002/
mar.21501

Sowmiya, B., Abhijith, V. S., Sudersan, S., Sakthi Jaya Sundar, R., Thangavel, M., & Varalakshmi, P. (2021). 
A Survey on Security and Privacy Issues in Contact Tracing Application of Covid-19. SN Computer Science, 
2(3), 136. doi:10.1007/s42979-021-00520-z PMID:33728414

Strumpf, D. (2018). What shopping in the future will look like; stores will more deeply integrate artificial 
intelligence into the shopping experience, says andreessen horowitz’s connie chan. Wall Street Journal. Retrieved 
from https://search.proquest.com/docview/2027460706?accountid=164702

Sun, J., Son, J., & Chi, T. (2016). Adoption of transaction-focused social commerce by fashion product merchants: 
A study of WeChat commerce in China. International Textile and Apparel Association Annual Conference 
Proceedings, 73(1). doi:10.31274/itaa_proceedings-180814-1418

Sun, Y., Xue, W., Bandyopadhyay, S., & Cheng, D. (2021). WeChat mobile-payment-based smart retail customer 
experience: An integrated framework. Information Technology Management, 1, 1–18. doi:10.1007/s10799-021-
00346-4

Tang, Y. M., Chau, K. Y., Hong, L., Ip, Y. K., & Yan, W. (2021a). Financial innovation in digital payment with 
WeChat towards electronic business success. Journal of Theoretical and Applied Electronic Commerce Research, 
16(5), 1844–1861. 10.3390/jtaer16050103

Tang, Y. M., Chau, K. Y., Hong, L., Ip, Y. K., & Yan, W. (2021b). Financial Innovation in Digital Payment 
with WeChat towards Electronic Business Success. Journal of Theoretical and Applied Electronic Commerce 
Research, 16(5), 1844–1861. 10.3390/jtaer16050103

Tarhini, A., Deh, R. M., Al-Busaidi, K. A., Mohammed, A. B., & Maqableh, M. (2017). Factors influencing 
students’ adoption of e-learning: A structural equation modeling approach. Journal of International Education 
in Business, 10(2), 164–182. doi:10.1108/JIEB-09-2016-0032

Te’eni-Harari, T., & Hornik, J. (2010). Factors influencing product involvement among young consumers. 
Journal of Consumer Marketing, 27(6), 499–506. doi:10.1108/07363761011078235

Teng, L., & Laroche, M. (2007). Building and testing models of consumer purchase intention in competitive and 
multicultural environments. Journal of Business Research, 60(3), 260–268. doi:10.1016/j.jbusres.2006.09.028

Trekels, J., Karsay, K., Eggermont, S., & Vandenbosch, L. (2018). How social and mass media relate to youth’s 
self-sexualization: Taking a cross-national perspective on rewarded appearance ideals. Journal of Youth and 
Adolescence, 47(7), 1440–1455. doi:10.1007/s10964-018-0844-3 PMID:29572779

Usha, V. P. (2014). Factors influencing online shopping behavior of students in Engineering colleges at 
RangaReddy district. Sumedha Journal Of Management, 3(1), 50–62.

Venkatesh, V., Morris, M. G., Davis, G. B., & Davis, F. D. (2003). User acceptance of information technology: 
Toward a unified view. Management Information Systems Quarterly, 27(3), 425–478. doi:10.2307/30036540

Walrave, M., Waeterloos, C., & Ponnet, K. (2020). Ready or not for contact tracing? Investigating the adoption 
intention of COVID-19 contact-tracing technology using an Extended Unified Theory of Acceptance and Use of 
Technology model. Cyberpsychology, Behavior, and Social Networking. Advance online publication. doi:10.1089/
cyber.2020.0483 PMID:33017171

Wang, M. Y., Zhang, P. Z., Zhou, C. Y., & Lai, N. Y. (2019). Effect of emotion, expectation, and privacy on 
purchase intention in WeChat health product consumption: The mediating role of trust. International Journal 
of Environmental Research and Public Health, 16(20), 3861. 10.3390/ijerph16203861

http://dx.doi.org/10.1002/mar.21501
http://dx.doi.org/10.1002/mar.21501
http://dx.doi.org/10.1007/s42979-021-00520-z
http://www.ncbi.nlm.nih.gov/pubmed/33728414
https://search.proquest.com/docview/2027460706?accountid=164702
http://dx.doi.org/10.31274/itaa_proceedings-180814-1418
http://dx.doi.org/10.1007/s10799-021-00346-4
http://dx.doi.org/10.1007/s10799-021-00346-4
http://dx.doi.org/10.1108/JIEB-09-2016-0032
http://dx.doi.org/10.1108/07363761011078235
http://dx.doi.org/10.1016/j.jbusres.2006.09.028
http://dx.doi.org/10.1007/s10964-018-0844-3
http://www.ncbi.nlm.nih.gov/pubmed/29572779
http://dx.doi.org/10.2307/30036540
http://dx.doi.org/10.1089/cyber.2020.0483
http://dx.doi.org/10.1089/cyber.2020.0483
http://www.ncbi.nlm.nih.gov/pubmed/33017171


International Journal of Asian Business and Information Management
Volume 13 • Issue 1

25

Zarqa Shaheen Ali received two PhDs, one in Media, Film and Television from University of Auckland, New Zealand 
and the second in Communication Studies from University of the Punjab, Pakistan. In 2000, she started her 
academic career from University of Punjab and is currently working with ICL Graduate Business School Auckland, 
New Zealand. She has presented her research in 23 countries including United States, Germany, Sweden, Norway, 
Finland, South Africa, Turkey, New Zealand, Portugal, Bangladesh and India. She has been a core team member 
and have written chapters in two books, published by Nordicom and Projectverlag (EU). She is an editor of ICL 
journal published from Auckland, New Zealand. She is an editorial board member of a journal and reviewer of 
various international journals. She worked as a Vice Chair of Digital Divide at International Association of Media 
and Communication Research (IAMCR). She writes and presents widely on issues of media, social media, ICTs, 
education, gender, business, tourism, climate change, natural hazards, and disaster risk reduction.

Wang, X., Tajvidi, M., Lin, X., & Hajli, N. (2019). Towards an ethical and trustworthy social commerce 
community for brand value co-creation: A trust-commitment perspective. Journal of Business Ethics, 167(1), 
137–152. 10.1007/s10551-019-04182-z

Widjajanta, B., Senen, S. H., & Anggraeni, C. P. (2018). The impact of social media usage and self-esteem on 
conspicuous consumption: Instagram users of Hijabers community bandung member. International Journal of 
Ebusiness and Egovernment Studies, 10(2).

Wu, J. (2014). How WeChat, the Most Popular Social Network in China, Cultivates Wellbeing How WeChat, 
the Most Popular Social Network in China, Cultivates. Academic Press.

Wu, W.-Y., Quyen, P. T. P., & Rivas, A. A. A. (2016). How e-servicescapes affect customer online shopping 
intention: the moderating effects of gender and online purchasing experience. Information Systems and E-Business 
Management, 15(3), 689–715. 10.1007/s10257-016-0323-x

Yang, X., Sun, S. L., & Lee, R. P. (2017). Micro-innovation strategy: The case of WeChat. 10.1142/
S0218927516500152

Yang, Y. (2018). Chinese platform WeChat reaches 1bn user accounts globally: Technology. Financial Times. 
Retrieved from https://search.proquest.com/docview/2022036389?accountid=164702

Yusuf, A. S., Che Hussin, A. R., & Busalim, A. H. (2018). Influence of e-WOM engagement on consumer purchase 
intention in social commerce. Journal of Services Marketing, 32(4), 493–504. doi:10.1108/JSM-01-2017-0031

Zeeuw van der Laan, A., & Aurisicchio, M. (2019). Archetypical consumer roles in closing the loops of 
resource flows for Fast-Moving Consumer Goods. Journal of Cleaner Production, 236, 117475. doi:10.1016/j.
jclepro.2019.06.306

Zhang, Y., Li, X., & Hamari, J. (2020). How does mobility affect social media advertising effectiveness? A study 
in WeChat. Industrial Management & Data Systems, 120(11), 2081–2101. doi:10.1108/IMDS-05-2020-0268

Zhao, J., Liu, H., & Pei, Y. (2017). Study on WeChat marketing strategy based on the purchase intention of 
youth group. Journal of Electronic Commerce in Organizations, 15(4), 18. doi:10.4018/JECO.2017100104

Zhao, S., Luo, Z., Jiang, Z., Wang, H., Xu, F., Li, S., Yin, J., & Pan, G. (2019). AppUsage2Vec: Modeling 
smartphone app usage for prediction. Proceedings - International Conference on Data Engineering, 1322–1333. 
doi:10.1109/ICDE.2019.00120

Zhou, R. (2020). User’s role in shaping WeChat as an infrastructure: practice, appropriation, creation. Georgia 
Institute of Technology.

https://search.proquest.com/docview/2022036389?accountid=164702
http://dx.doi.org/10.1108/JSM-01-2017-0031
http://dx.doi.org/10.1016/j.jclepro.2019.06.306
http://dx.doi.org/10.1016/j.jclepro.2019.06.306
http://dx.doi.org/10.1108/IMDS-05-2020-0268
http://dx.doi.org/10.4018/JECO.2017100104
http://dx.doi.org/10.1109/ICDE.2019.00120

