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ABSTRACT 
 

This study investigates how trust mediates the dynamics between consumers' engagement with social media and their online purchase intentions in the fashion 
industry in Vietnam. Drawing on a theoretical framework that integrates concepts from social media marketing and consumer behavior literature, the research 
investigates how social media activities influence consumer trust and subsequent online Purchase intention. The findings reveal a significant positive effect of 
social media engagement on both consumer trust and online purchase intention. Moreover, trust in fashion retailers was found to partially mediate the 
relationship between social media engagement and online purchase intention. The study contributes to the existing body of knowledge by shedding light on the 
intricate dynamics between SM marketing, consumer trust, and purchase behavior in the Vietnamese fashion market. The theoretical and practical implications 
of the study offer valuable insights for marketers aiming to leverage social media platforms effectively to enhance consumer trust and drive online sales in the 
rapidly evolving digital landscape of Vietnam's fashion industry. 
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INTRODUCTION 
 
Social media has revolutionized the dynamics of customer interaction 
in marketing initiatives. With the instantaneous nature of 
communication on these platforms, companies can now engage with 
their audience in real time, creating a more personalized and dynamic 
experience (Hennig-Thurau et al., 2004). This shift has allowed for 
more direct and meaningful interactions, enabling brands to better 
understand their customers' needs and preferences. By leveraging 
the power of social media, businesses can now build stronger 
relationships, increase brand loyalty, and drive growth through 
targeted and engaging marketing strategies. It's prominent that in 
today's digital age, social media plays a pivotal role in shaping the 
landscape of customer engagement in marketing strategies in terms 
of cost and quality efficiency (Akroush, M., 2015). Consumers have 
the convenience of comparing prices, accessing discounts, and 
making purchases. Users have the flexibility to access the platform 
from their computers or tablets at any given time. (Ozkan and 
Huseynov, 2016). Online retailers play a pivotal role in the 
contemporary economy, enhancing their marketing strategies by 
comprehending online consumer behavior. This symbiotic relationship 
between retailers and customers underscores the advantages that 
technology affords consumers in the realm of online shopping. 
 
In recent years, a significant number of consumers have transitioned 
to online shopping, largely driven by concerns surrounding the 
pandemic as it offers convenience, a wide selection of products, and 
the ability to compare prices easily. According to Brannon, J. (2020), 
the transformation in shopping habits has significantly reshaped the 
retail landscape, compelling conventional physical stores to augment 
their digital footprint or embrace a blend of online and offline 
strategies. The prevalence of e-commerce platforms and 
technological progressions has established online shopping as a  
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prevalent practice for numerous consumers, offering a convenient 
and streamlined method to acquire goods from the convenience of 
their residences.  
 

THEORETICAL BACKGROUND AND 
HYPOTHESIS DEVELOPMENT.  
 
1) Customer purchasing behavior 

 
Aloka Karunasingha. (2022) encompassed the research of 
purchasing intentions of customers are influenced by a combination 
of different factors: perception, emotion, and behavior throughout the 
purchasing process. With remarks on the growth of social media and 
technology, their impacts on customer purchasing tendencies are 
more prevalent, according to Khang, H. and Ki, E.-J. (2012). Under 
the effects of social media, companies and retailers can tailor their 
approach to cater customer habits, perception, and ultimately, their 
purchasing behaviors.  
 
2) Social Incentives and Stimulus 
 
While motivation has been a well-studied field of research, there 
exists a gap in the context of social environment and factors, 
specifically, the interactions between individuals within a population 
that can potentially further their causes. Arango, P. (2018) examined 
the concept of motivation being a mental structure that results in 
collective set of behaviors that drive the individual to a predetermined 
goal. However, motivation can be categorized into different 
subsections, as according to Maslow (1954), the intrinsic motivation 
can be divided into a hierarchy of needs. Folmer, C. (2016) argues 
that motivation, in the context of within a social construct, is a series 
of continuous interactions driven by the want of obtaining information 
to progress their goal. Zhang, J., & Mao, E. (2016) research 
underscored the cognitive patterns of impacting factors and verified 
hypothesis made by previous studies by various authors, Hoffman 
(2010), Zanjani et al., (2011). Furthermore, their remarks on 



insufficient recognition within the marketing landscape add to the 
importance of understanding Social Motivation. 
 

3) Hypothesis Development 
 

- Interaction between Social Motivation and Purchasing Intention 
 

Investigations into Social Motivation as a determinant of Purchasing 
Intention have not led to a consensus. The empirical evidence 
presented by Chen, A et al. (2017) suggests a propensity for 
consumers to be swayed by objective reviews over subjective ratings. 
This phenomenon renders social media platforms susceptible to 
heightened skepticism, attributed to the indeterminate quality of 
information they disseminate. Complementing this perspective, Aloka 
Karunasingha. (2022) has articulated a comprehensive synthesis on 
the reciprocal nature of consumer behavior, highlighting the pivotal 
role of peer-to-peer interaction not only in the immediate purchasing 
context but also in molding the consumer’s perception of a brand. 
With the author final remarks on customer trust under the influence of 
social media, the following hypotheses can be realized: 
 

 H1: A positive correlation exists between the constructions of 
Social Motivation and Customer Trust. 

 

H2: A positive correlation exists between the constructs of Social 
Motivation and Purchasing Intention. 

 
- Trust and Purchasing Behavior under the influence of Social 

Marketing 
 

By adopting Karunasingha, A. and Abeysekera, N. (2022) research 
framework, the construct of Trust is revealed as the belief held by an 
individual in a business’s commitment to fulfilling its promises. This 
trust is predicated on the notion that a business will act in accordance 
with its stated intentions, thereby honoring the expectations set forth 
to its customers. Thus, it forms the cornerstone of customer-business 
relationships and is integral to the development of long-term loyalty. It 
is through this lens that businesses are evaluated on their ability to 
deliver on their commitments, which, in turn, influences consumer 
behavior and purchasing decisions. The establishment of trust is not 
merely about meeting the minimum requirements but also about 
exceeding expectations and consistently demonstrating reliability and 
integrity. A similar argument can be found in research of Horppu et 
al., (2008), Bart et al., (2005)., Irshad et al., (2020) recent publishes 
encapsulates previous research findings with remarks on a positive 
correlation between Purchasing Intention and Trust level.  
 

 H3: A positive correlation exists between the constructs of Trust 
and Purchasing Intention, under the influence of social 
marketing. 

 

- Mediating effect of Trust  
 

In continuation of Irshad et al.’s (2020) conclusion on Trust correlation 
to Purchasing Intention, the Trust factor plays the role of an 
intermediary variable between Purchasing Intention and Social 
Motivation.  In essence, the presence of trust within the consumer’s 
psyche bridges the gap between the social motivations that drive 
consumer engagement and the ultimate decision to make a purchase. 
By establishing trust, consumers are more likely to translate their 
social motivations and interactions into actual purchasing actions, 
underscoring the nuanced interplay between these fundamental 
aspects of consumer behavior. Rehman et al., (2019), Alkan, Z. et al,. 
(2023), Karunasingha, A. and Abeysekera, N. (2022) studies 
discovered a point of similarity between the relationship of Social 
Motivation and Purchasing Intention, gravitate towards Trust being a 
prominent impacting variable. In addition, previous studies suggest 
the importance of brand as a value communication vendor, as brand 
evokes customer trust and encourages positive behavior towards the 

business, as observed in Chaudhuri, A. et al., (2001) research. 
Hence, the study synthesizes the hypotheses based on previous 
studies and the adopted research framework of Karunasingha, A. and 
Abeysekera, N. (2022): 
 

H4: Under the influences of Social Marketing, Trust acts as a 
mediating variable in the relationship between Social Motivation 
and Purchasing Intention 
 

 
 

METHODOLOGY 
 
A total of 93 respondents were recorded over the course of 3 months, 
in which a convenience sampling strategy is employed to recruit 
participants. The survey was distributed through various channels 
such as social media platforms, email invitations, and university 
networks, with a concentrated focus on the Ho Chi Minh region. 
Gathered data are processed through Stata 16 software.  
 

ANALYSIS AND FINDINGS  
 
1) Sampled Respondent Demographic 
 
The survey reveals that 68% of the participants are female and 32% 
are male, all of whom are active on social media and constituting a 
significant consumer segment for fashion products. Moreover, the 
predominant age range of the respondents is 20-30 years old, 
accounting for over 95% of the total, with a negligible number below 
20 years of age. This demographic distribution aligns with 
expectations, considering the research was conducted within a 
university environment, targeting individuals in similar age brackets. 
Additionally, the respondents were notably educated, with virtually all 
of them either pursuing or having completed a bachelor’s degree. 
Geographically, the bulk of the respondents reside in Ho Chi Minh 
City, a majority of whom are still attending college located within the 
area.  
 

2) Reliability Analysis – Cronbach Alpha’s Analysis 
 

The purpose of this test was to evaluate the dependability of the 
research instruments, confirming that the variables tested possess a 
high degree of validity. Cronbach’s Alpha analysis conducted using 
the Stata software, yielded a coefficient range from 0.82 to 0.8532, 
which is classified as “Good” in terms of reliability, according to 
Konting et al., (2009). Consequently, the research tools and data 
demonstrate robust and commendable internal consistency, suitable 
for subsequent analysis. 
 

Table 3: Cronbach’s Alpha analysis, N = 93 
 

Variables Cronbach Alpha 

Social Motivation 0.8550 
 

Trust 0.8532 
 

Purchasing Intention 0.8200 
 

Source(s): Survey data (2024) 
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3) Regression Analysis 
 
In the conducted correlation analysis, the statistical outcomes 
revealed significant relationships among the variables. The 
correlation between Social Motivation and Trust was quantified at 
0.695, indicating a substantial positive correlation. Similarly, the 
correlation between Social Motivation and Purchasing Intention was 
measured at 0.744, and the correlation between Trust and 
Purchasing Intention is slightly higher at 0.747. Each of these 
correlations is associated with a significant level of 0.000, 
underscoring the robustness of the relationships and suggesting a 
negligible probability that these results are due to random chance. 
These statistics collectively highlight the strong interconnectivity 
between Social Motivation, Trust, and Purchasing Intention. 
 

Table 4: Correlation Matrix 
 

Variables Social Motivation Trust Purchasing Intention 

Social Motivation 1.000 0.695*** 0.744*** 
 

Sig. (2 tailed)  (0.000) (0.000) 
 

Trust 0.695*** 1.000 0.747*** 
 

Sig. (2 tailed) (0.000)  (0.000) 
 

Purchasing Intention 
 

0.744*** 0.747*** 1.000 

  Sig. (2 tailed) (0.000) (0.000)  
 

*** p<0.01, ** p<0.05, * p<0.1, N = 93 
 

 

Source(s): Survey data (2024) 
 
4) Mediation Effect Analysis  
 
Baron and Kenny (1986) developed a systematic approach to analyze 
the relationship between two variables under the influence of a third 
factor. The model involves proving the significance of the pairwise 
effect of each variable, concluding a direct or indirect correlation of 
independent variables on their dependent counterpart. In accordance 
with Karunasingha, A (2022), the Sobel test was employed to 
diagnose and determine the effect of Trust on Social Motivation and 
Purchasing Intention relationship. Quantifying the significance of 
Trust as an intermediary influence suggests that the mediator variable 
carries the influence of the independent variable to the dependent 
variable.  
 

The analysis illustrated that the direct effect of Social Motivation on 
Trust and Purchasing Intention is 0.645 and 0.634, respectively, with 
p<0.01, indicating that even without considering trust, social 
motivation has a significant positive impact on the likelihood of a 
purchase, proving the validity of H1 and H2. In addition, a positive 
relationship between Trust and Purchasing Intention has been 
realized with the figure of 0.698 (p<0.01), supporting H3.  
 

Figure 2: Sobel mediation analysis 
 

 
 

c = direct effect: 0.634, p<0.01 
 

c’ = indirect effect = a*b = 0.45, p<0.01 
 

Source(s): Survey data (2024) 
 

Table 5: Direct Effect results 
 

Hypothesis Adjusted 
R square 

Sig. level Decision 

H1: SM -> TR 0.645 0.000 Accept 
 

H2: SM -> PI 0.634 0.000 Accept 
 

H3: TR -> PI 0.698 0.000 Accept 
 

 

N = 93 
Source(s): Survey data (2024) 
 
Utilizing the Sobel test, the mediation analysis uncovers the indirect 
influence of Trust. The analysis determined that the pathway from 
Social Motivation to Trust, and subsequently to Purchasing Intention, 
has a coefficient of 0.45. This finding substantiates the hypothesis 
presented in H4. Nonetheless, the analysis also reveals a substantial 
direct positive effect of Social Motivation on Purchasing Intention. 
Consequently, this indicates that Trust serves as a partial mediator in 
this relationship. 
 

Table 6: Sobel Analysis result 
  

Hypothesis Path 
coefficient 

Sig. 
level 

Mediation 
Type 

Decision 

H4: SM -> Trust -
> PI  

0.45 0.000 Partial Accept 

 

N = 93 
 

Source(s): Survey data (2024) 

 
DISCUSSION 
 
Aligned with the research objectives of determining the mediating 
effect of Trust on the relationship between Social Motivation and 
Purchasing Intention within the context of social marketing. The 
empirical evidence suggests a positive correlation. The data 
substantiates that Social Motivation is positively associated with 
Trust, which, in turn, is positively associated with Purchasing Intention 
(H1 and H2). Suggesting that Social Motivation—defined as the 
impetus derived from social interactions and influences—serves as a 
precursor to the establishment of Trust. This aligns with previous 
studies mentioned in literature review (Horppu et al., 2008; Bart et al., 
2005; Irshad et al., 2020). The study further concludes that positive 
interactions of peers with the product can have a profound effect on 
Trust, guiding their Purchasing Behaviors as a result, proving pre-
existed theory and study, as according to Irshad et al., (2020). In 
addition, it is posited that Trust amplifies the likelihood of Purchasing 
Intention, the propensity to engage in the acquisition of goods or 
services, as stated and validated in H3 and H4.  
 
This study explored how trust mediates the relationship between 
consumers' social media (SM) engagement and their online 
purchasing intention (PI), specifically within the fashion industry in 
Vietnam, under the influence of social media marketing environment. 
The results indicated a substantial positive impact of Social 
Motivation on consumers' Trust and online Purchasing Intention. 
Moreover, it suggests that consumers' online purchasing intentions 
are significantly shaped by their level of trust. Additionally, the study 
revealed that trust in fashion retailers acts as a partial mediator, 
rather than a fully mediated relationship, in the linkage between social 
media engagement and consumers' online purchasing intention. 
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The study’s findings have both theoretical and practical significance, 
offering valuable insights to refine current models and provide 
actionable strategies in understanding consumer behavior, especially 
in the context of social media marketing. This research contributes to 
bridging the existing gap in our understanding of consumer behavior 
patterns specific to social media marketing in Vietnam. 
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