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 Developments in information and communication technology have 
supported the emergence of social commerce as a new form of online 
transactions that combines the functions of social media and e-
commerce. This study aims to deeply understand the factors driving 
social commerce adoption in Indonesia, focusing on trust, reviews, and 
platform features. The study was conducted using a qualitative approach 
with descriptive methods. The results indicate that trust, user reviews, 
and platform features play a significant role in driving social commerce 
adoption in Indonesia. Trust has been shown to be a key factor 
influencing purchasing decisions, with information transparency, 
transaction security, and seller reputation contributing significantly to 
consumers' sense of security. User reviews serve as social proof, helping 
potential buyers assess product quality and seller reliability, while 
interactive features such as live shopping and user-generated content 
enhance engagement and the shopping experience. Overall, the 
combination of trust, social support through reviews, and innovative 
platform features creates a more credible and engaging social commerce 
ecosystem for Indonesian consumers. 
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INTRODUCTION 

In today's digital economy, digital technology is critical for the development of new products 
and services, the generation of value, and the building of competitive advantages across 
several markets (Koch & Windperger, 2017). The increasing use of the internet and digital 
gadgets has resulted in a considerable increase in the number of internet users, creating a 
market with enormous potential for online company growth. Customers may now quickly 
access information, make purchases, and obtain after-sales support via computers or mobile 
devices. Currently, individuals have a high predilection for purchasing things through apps 
and websites in big numbers (Kim et al., 2017).  

Furthermore, the rapid expansion of social networks and the global reach of the internet 
have had a profound impact on the online business landscape (Heidemann et al., 2012). E-
commerce has experienced exponential growth, with billions of people engaging in online 
shopping every day, many of whom prefer this convenience to in-store purchases due to time 
constraints (Sharma et al., 2023). This surge in online shoppers has increased competition 
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among sellers, prompting them to seek innovative methods to promote their products in the 
digital marketplace (Sahu & Sigh, 2023). 

E-commerce, or electronic commerce, is the purchase and sale of goods and services 
via the internet. E-commerce has grown in popularity globally due to widespread internet 
access and the use of mobile devices (Dumanska et al., 2021). In recent years, e-commerce 
has transformed by adopting social media platforms, resulting in social commerce, or s-
commerce. This development has the potential to transform the e-commerce business, 
especially in underdeveloped nations (Chmielarz & Parys, 2017).  

E-commerce refers to the process of purchasing things via a website, online store, or 
brand-specific app. In contrast, s-commerce refers to the direct sale of goods and services 
using social media sites (Rutter, 2014). The entire shopping process, from product discovery 
to selection and payment, occurs on social media platforms that encompass a wide range of 
platforms. For example, Facebook employs artificial intelligence (AI) to give users with 
relevant material, including text, images, and videos, as well as to modify ad formats—an 
important feature of the digital age (Mikalef et al., 2013). Furthermore, Facebook and 
Instagram enable businesses to write posts, allowing social media users to make direct 
transactions. Snapchat has implemented a similar feature, though it is currently in the testing 
stage. Pinterest's social commerce is supplied through "pins," which, when clicked, connect 
users to a specific e-commerce website (Joshi, 2025).  

Indonesia has one of the world's highest social media penetration rates. According to 
We Are Social (2024), over 191 million Indonesians actively use social media, with the 
majority using sites such as TikTok, Instagram, and Facebook for online shopping. This 
highlights Indonesia's immense social commerce growth potential. Despite its growing 
popularity, the characteristics that motivate customers to fully adopt and trust social 
commerce platforms still demand further exploration (Putri et al., 2024). 

Despite its rapid growth, the adoption rate of social commerce in Indonesia is still 
influenced by various complex factors. Not all social media users are interested in transacting 
directly on these platforms. Some remain skeptical about transaction security, product 
authenticity, and seller credibility (Handarkho, 2021). Therefore, it is important to understand 
the factors that drive people to trust and ultimately adopt social commerce as their primary 
shopping channel. This understanding is key for businesses in developing effective digital 
marketing strategies (Rahman et al., 2020). 

Trust is a fundamental factor in all online commerce activities, including social 
commerce. Consumers' decisions to purchase a product are heavily influenced by their level 
of trust in the seller, the payment system, and the security of their personal data (Kim et al., 
2010). In the context of social commerce, trust is built not only through the seller's reputation 
but also through social interactions, testimonials, and two-way communication between 
sellers and buyers. The higher a consumer's level of trust, the more likely they are to make 
repeat transactions (Flavián & Guinalíu, 2006) 

In addition to trust, user reviews, or online reviews, play a crucial role in driving social 
commerce adoption. Reviews provided by other users are often used by potential buyers to 
assess the quality of a seller's products and services (Zhao et al., 2023). Consumers tend to 
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trust other users' real-life experiences over sellers' promotions. Therefore, the presence of 
positive reviews can increase perceived value and encourage consumers to make purchasing 
decisions, while negative reviews can be a major deterrent (Busalim, 2016). 

Another influential factor is the features provided by social commerce platforms. 
Features such as user-friendly interfaces, secure payment systems, easy communication with 
sellers, and the ability to share content interactively contribute to creating a comfortable and 
enjoyable shopping experience (Huang & Benyoucef, 2013). The more comprehensive and 
user-friendly a platform's features are, the greater the likelihood of users being attracted to 
and continuing to use the service. In other words, feature innovation is a crucial element in 
increasing social commerce adoption (Lăzăroiu et al., 2020). 

Given the rapid development of social commerce in Indonesia and the complexity of the 
factors influencing it, this research is crucial. A deeper understanding of the role of trust, user 
reviews, and platform features is expected to provide a comprehensive picture of digital 
consumer behavior in the modern era. In addition to providing academic contributions to the 
development of consumer behavior and digital marketing theory, the results of this study are 
also expected to serve as a practical reference for businesses in increasing consumer trust, 
strengthening brand reputation, and optimizing social media-based marketing strategies in 
Indonesia. 
 

METHOD 
This sort of research employs a descriptive method combined with a qualitative approach. 
This research accurately describes and explains the diseases or symptoms reported. 
Sugiyono (2020) defines qualitative research methods as those used to examine natural 
object conditions in which the researcher is the key instrument, data collection techniques are 
triangulated (combination), data analysis is inductive, and qualitative research results 
emphasize meaning rather than generalization. The purpose of this study is to present an 
overview, characterize, and analyze the current conditions for encouraging social commerce 
adoption in Indonesia: The Role of Trust, Reviews, and Platform Features. Furthermore, data 
collecting procedures include four methods: observation, interviews, documentation, and 
combination/triangulation. Following data collecting, the next step is analysis and debate. 
According to Miles and Huberman in Sugiyono (2020), qualitative data analysis is performed 
interactively and continually until completion, resulting in data saturation. Data analysis 
involves four steps: data gathering, data reduction, data display, and data verification. 
 

RESULT AND DISCUSSION 
The Role of Trust, Reviews, and Platform Features in Driving Social Commerce Adoption in 
Indonesia 
The Role of Trust 
Trust is a key foundation driving online transactions, especially on social commerce platforms 
that involve direct interaction between sellers and buyers. Factors that build trust include: 
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a. Transparent Information 
Transparent information is one of the key factors building trust in social commerce. In 

the context of online transactions, buyers cannot see or touch the product directly, so they 
rely heavily on the information provided by the seller. Accurate, complete, and honest product 
descriptions help reduce the uncertainty and perceived risk that often arise in the online 
purchasing process. When sellers clearly display details such as product specifications, 
materials, sizes, condition, and return policies, buyers feel more secure and confident in the 
seller's credibility. This transparency demonstrates the seller's commitment to maintaining 
integrity and providing a trustworthy shopping experience. 

Conversely, a lack of transparency can raise suspicion and undermine consumer trust. 
Buyers are less likely to make a transaction if the seller provides unclear information, conceals 
product flaws, or uses misleading images. Therefore, information transparency serves not 
only as a communication strategy but also as a foundation for building long-term relationships 
between sellers and buyers. Sellers who consistently provide honest information will more 
easily earn positive reviews, improve their reputation, and encourage consumer loyalty in the 
social commerce ecosystem. 

b. Transaction Security 
Transaction security is a crucial factor in building consumer trust on social commerce 

platforms. In online buying and selling, customers are often required to provide personal data 
and financial information, such as account numbers or payment card details. Therefore, 
platforms must be able to guarantee that the entire transaction process is conducted through 
a secure, encrypted system, and protected from potential data leaks. Guaranteed security will 
create a sense of comfort and confidence for users that their information will not be misused. 
With this security guarantee, consumers will be more trustworthy and encouraged to 
continue transacting on the platform. 

Conversely, if a security breach occurs, such as a data leak or transaction fraud, 
consumer trust can plummet. System insecurity can damage the platform's reputation and 
discourage customers from returning to a platform, even turning to other platforms perceived 
as more trustworthy. Therefore, social commerce providers must consistently enhance their 
security systems, such as implementing double authentication, encryption-based data 
protection, and verifying authorized sellers. Security efforts serve not only as technical 
safeguards but also as a manifestation of the platform's ethical commitment to creating a safe 
and trustworthy transaction environment. 

c. Seller Reputation 
A seller's reputation is a crucial factor in building customer trust in social commerce. A 

good reputation is typically built on a seller's consistency in providing satisfactory service and 
maintaining the quality of the products they sell. When a seller is able to repeatedly meet 
buyer expectations, whether in terms of timely delivery, product authenticity, or 
responsiveness to customer inquiries, a positive image naturally develops. This good 
reputation serves as an indicator of the seller's reliability and credibility, so potential buyers 
tend to feel more secure in making transactions without hesitation. 
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Conversely, a poor reputation resulting from negative reviews, products not as 
described, or slow service can significantly reduce customer trust. In the social commerce 
environment, a seller's reputation spreads quickly through comments, reviews, and 
recommendations from other users. Therefore, maintaining a reputation is essential for every 
seller who wants to survive in the competitive digital marketplace. Sellers who are able to 
build a positive reputation not only gain customer trust but also have the opportunity to gain 
long-term loyalty and increase sales through organic word-of-mouth promotion. 
The Role of Reviews 

Reviews from other users act as powerful social proof and significantly influence 
purchasing decisions. 

a. Social Proof 
Reviews from other users play a crucial role in building trust and influencing purchasing 

decisions in social commerce. In a digital environment where interactions between sellers and 
buyers are not face-to-face, reviews serve as a form of social proof, demonstrating the 
genuine experiences of other users. Potential buyers often use reviews as an additional source 
of information to assess whether a product meets their needs and expectations. Positive 
reviews can provide a sense of security and confidence that the product is of good quality 
and that the seller is trustworthy in terms of service and product authenticity. 

Conversely, negative reviews can raise doubts and reduce potential customers' 
purchase intentions. Therefore, the presence of honest and relevant reviews is a crucial factor 
in establishing a store or seller's credibility on social commerce platforms. Sellers who actively 
respond to reviews, both positive and negative, demonstrate professionalism and concern for 
their customers. Therefore, user reviews are not just a product evaluation tool, but also a two-
way communication tool that can strengthen the relationship between sellers and buyers and 
increase trust in the online commerce ecosystem. 

b. Product Information 
Product information conveyed through user reviews is highly authentic because it 

comes from buyers' firsthand experiences. Unlike product descriptions created by sellers, 
which tend to be promotional in nature, reviews provide a more objective, realistic, and factual 
perspective. Potential buyers can gain a clearer picture of a product's advantages and 
disadvantages based on the real experiences of other users. This helps reduce uncertainty 
and strengthen confidence in the purchasing decision-making process. 

In addition to providing additional information, reviews also complement seller 
descriptions. Buyers can learn details that may not be included in official descriptions, such 
as product durability, comfort of use, and shipping speed. The combination of transparent 
product descriptions from sellers and authentic information from user reviews creates a more 
trustworthy social commerce ecosystem. Thus, reviews not only serve as a medium for 
sharing experiences but also play a crucial role in building trust and strengthening 
relationships between buyers, sellers, and the platform. 

c. Review Management 
Review management is a crucial aspect of building and maintaining consumer trust on 

social commerce platforms. Customer reviews, both positive and negative, reflect the public's 
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perception of the quality of a seller's products and services. Therefore, sellers need to manage 
each review wisely and responsively. Responding to positive reviews with a thank you can 
strengthen relationships with customers, while responding politely and providing solutions to 
negative reviews demonstrates the seller's professionalism and commitment to correcting 
shortcomings. A quick and appropriate response conveys the impression that the seller cares 
about the buyer's experience and strives to provide the best possible service.  

Conversely, ignoring or responding emotionally to reviews can damage a seller's image 
and undermine the trust of potential buyers. In the highly open world of social commerce, how 
sellers respond to criticism is easily visible to the public and impacts the store's overall 
reputation. Therefore, review management must be strategic, viewing every feedback as an 
opportunity to improve product and service quality. Sellers who manage reviews 
professionally not only strengthen a positive image but also increase customer loyalty and 
build long-term trust amidst increasingly competitive digital markets. 
The Role of Platform Features 

The features provided by social commerce platforms can enhance the shopping 
experience and drive adoption. 

a. Social Interaction 
Social interaction is a crucial element of social commerce that distinguishes it from 

traditional forms of online commerce. Through features such as comment sections, live chat, 
and community groups, users can interact directly with sellers and other buyers. This 
interaction creates a two-way communication space that allows potential buyers to obtain 
additional product information, ask sellers questions directly, or even discuss with other 
experienced users. This type of social engagement not only increases transparency and trust 
but also makes the shopping process more dynamic and participatory. 

In addition to providing easy access to information, social interaction on social 
commerce platforms also has an emotional influence on consumer behavior. When buyers 
feel supported by the community or receive a quick response from sellers, they tend to feel 
more confident and comfortable in making purchasing decisions. This social support creates 
a sense of community and strengthens the relationship between users and sellers, which 
ultimately can increase customer loyalty. Thus, social interaction features serve not only as a 
communication tool but also as a psychological factor that drives social commerce adoption 
by building trust and social engagement in the digital environment. 

b. Live shopping 
The live shopping feature is a significant innovation in the social commerce ecosystem, 

combining elements of entertainment, social interaction, and real-time transactions. Through 
live broadcasts, sellers can introduce products, demonstrate how to use them, and answer 
questions from the audience directly. This feature provides buyers with the opportunity to 
obtain more in-depth and authentic product information, while also assessing the seller's 
credibility through their communication and responsiveness. Thus, live shopping serves not 
only as a promotional tool but also as a tool to build trust and closeness between sellers and 
consumers. 
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The live shopping experience feels more personal and engaging because it creates an 
interactive atmosphere that resembles face-to-face communication. Buyers can experience 
"co-shopping" with thousands of other users, strengthening the social element of the 
purchasing process. Furthermore, exclusive promotions, discounts, or bonuses available only 
during the broadcast further enhance the appeal and urgency for consumers to make a 
purchase. Therefore, the live shopping feature plays a significant role in increasing user 
engagement, accelerating the decision-making process, and encouraging the adoption of 
social commerce among Indonesia's digital population. 

c. User-generated content (UGC) 
User-generated content (UGC) is a crucial factor in strengthening trust in social 

commerce. Platforms that enable users to share their experiences through product reviews, 
photos, or videos provide high levels of authenticity for potential buyers. Unlike promotional 
content from sellers, which tends to be persuasive, UGC is considered more honest and 
credible because it stems from real consumer experiences. When potential buyers see visual 
evidence or direct testimonials from other users, they become more confident in the product's 
quality and the seller's reliability. Thus, UGC serves as strong social proof in building trust in 
the digital environment. 

In addition to strengthening trust, user-generated content also increases the 
effectiveness of promotions because it captures the emotional and realistic side of user 
experiences. Content created by consumers often feels more natural and relatable, enabling 
it to organically attract the attention of potential buyers. Platforms that actively encourage 
user participation in sharing their experiences create interactive and highly influential 
communities. This not only expands marketing reach but also strengthens the social 
connection between users and brands. Therefore, the presence of UGC is a crucial strategy 
for creating authentic promotions while increasing the adoption rate of social commerce 
among modern consumers. 
 
Strategies to Drive Social Commerce Adoption in Indonesia 

To encourage the adoption of social commerce in Indonesia, businesses and platforms 
can employ several strategies: 

a. Build community interaction 
To encourage the adoption of social commerce in Indonesia, businesses need to build 

strong community interaction between sellers and consumers. This interaction can be 
conducted through various platforms such as discussion forums, community groups, or live 
Q&A sessions on social media. Through these interactive spaces, customers can share 
experiences, provide recommendations, and exchange information regarding products and 
services. These activities not only create an emotional bond between sellers and buyers but 
also foster a sense of community among community members. When consumers feel part of 
an active and positive community, their level of trust and loyalty to a brand or platform 
increases significantly. 

In addition to strengthening social relationships, building community interaction also 
serves as an effective and organic marketing tool. A well-managed community can be a 
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powerful source of word of mouth, with members voluntarily recommending products to 
others. Businesses can capitalize on this opportunity by holding live Q&A sessions, product 
photo contests, or themed discussions to maintain customer engagement. In this way, social 
commerce becomes not only a place for transactions, but also a space for social interaction 
that supports a more personalized, dynamic, and sustainable shopping experience. 

b. Optimize interactive features 
Optimizing interactive features is a crucial strategy in driving the adoption of social 

commerce in Indonesia. Features such as live shopping, polls, and live Q&A sessions allow 
sellers to interact with their audiences in real time. Through live shopping, sellers can 
showcase products live, answer customer questions, and provide more convincing 
demonstrations. Meanwhile, polls and Q&A sessions help build more open two-way 
communication between sellers and buyers. This active and responsive interaction creates a 
more lively and personalized shopping experience, thereby increasing consumer trust and 
interest in making transactions. 

In addition to strengthening the relationship between sellers and customers, interactive 
features also serve as a tool for understanding consumer preferences and behavior more 
deeply. Responses from polls or questions asked during live sessions can provide valuable 
input for businesses in developing more targeted marketing strategies. By maximizing these 
features, platforms and sellers can create an engaging, participatory, and emotionally 
engaging shopping environment. This will ultimately strengthen the appeal of social 
commerce as a modern shopping medium that is not only functional, but also entertaining 
and interactive. 

c. Improve review quality 
Improving review quality is a strategic step in strengthening consumer trust and 

encouraging social commerce adoption. Clear, honest, and verified reviews provide valuable 
information for potential buyers in assessing a product and a seller's reputation. Businesses 
can encourage customers to write quality reviews by offering incentives, such as discounts, 
loyalty points, or small gifts for users who provide feedback after a transaction. Such 
incentives not only motivate consumers to actively participate but also help create a richer 
and more trustworthy review database. 

Furthermore, social commerce platforms also play a crucial role in maintaining the 
relevance and credibility of the reviews they display. Developing algorithm-based moderation 
systems and manual review can be used to filter out fake, exaggerated, or irrelevant reviews. 
By showcasing verified and helpful reviews, platforms can increase public trust in their digital 
ecosystem. The combination of active user participation and an effective moderation system 
will create a more transparent, informative, and customer-experience-oriented shopping 
environment, thereby strengthening the appeal and sustainability of social commerce in 
Indonesia. 

d. Focus on reputation and service 
Focusing on reputation and service is key to building long-term trust in social commerce. 

A good reputation isn't built instantly, but rather through consistent delivery of satisfactory 
customer service, products that match descriptions, and timely delivery. When sellers 
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consistently meet customer promises and expectations, trust naturally grows. Satisfied 
customers are more likely to leave positive reviews and recommend the seller to others, 
creating a word-of-mouth effect that strengthens the seller's image and credibility in the 
public eye. 

Conversely, negligence in maintaining service quality can damage reputation and erode 
consumer trust. Sellers need to ensure a responsive, transparent, and responsive customer 
service system for any complaints or questions. Furthermore, fast delivery and products that 
match descriptions will reinforce the perception of a seller's high integrity. By consistently 
maintaining a reputation and providing service, sellers not only retain existing customers but 
also attract new ones through the ongoing trust they build. This trust is the foundation for the 
long-term success of social commerce in Indonesia. 

e. Collaboration with Influencers 
Collaboration with influencers is one of the most effective strategies for driving social 

commerce adoption in Indonesia. Influencers have a significant influence on the opinions and 
behaviors of their followers because they are perceived as credible, authentic, and relatable. 
Engaging influencers relevant to a product category can increase brand visibility and 
strengthen trust among potential buyers. Influencers' organic recommendations are often 
more convincing than conventional advertising, as they are perceived as authentic, personal 
experiences. Thus, these collaborations not only expand the reach of promotions but also 
build emotional connections between brands and consumers through trusted influencers. 

However, the success of this strategy depends on selecting the right and credible 
influencers. Brands need to ensure that the influencer's values, communication style, and 
reputation align with the image of the product being promoted. Influencers with an active and 
loyal following can help create a long-term impact on brand perception and increase 
consumer purchase intention. Furthermore, transparency in collaborations is crucial to 
maintaining public trust, for example by clearly labeling paid content. With strategic and 
authentic collaborations, influencer marketing can be a powerful force in strengthening 
consumer trust and driving the growth of social commerce in Indonesia. 
 

CONCLUSION 
Based on the research described above, it can be concluded that social commerce adoption 
in Indonesia is influenced by several key factors, namely trust, user reviews, and platform 
features. Trust is the most important foundation in building relationships between sellers and 
buyers, where information transparency, transaction security, and seller reputation play a 
significant role in creating a sense of security for consumers. Without trust, users tend to 
hesitate to make transactions, even if the platform offers various conveniences and attractive 
features. Therefore, building and maintaining trust is a strategic step for the long-term 
success of social commerce. In addition to trust, user reviews serve as social proof, 
significantly influencing purchasing decisions. Reviews provide authentic information from 
real consumer experiences, complementing product descriptions provided by sellers. Good 
review management, particularly in responding to negative reviews professionally, can 
strengthen seller credibility and increase customer loyalty. Meanwhile, interactive features 
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such as live shopping, comment sections, and user-generated content enrich the shopping 
experience and create an emotional connection between users and sellers. Active and 
transparent interaction within the platform can strengthen trust and encourage ongoing 
consumer participation. To encourage broader adoption of social commerce in Indonesia, 
businesses and platforms need to implement strategies that focus on social connections and 
user experience. This can be achieved by building interactive communities, optimizing real-
time features like live shopping, improving review quality, maintaining reputation and service, 
and collaborating with credible influencers. An approach that emphasizes transparency, 
honesty, and social engagement will strengthen public trust in the digital commerce 
ecosystem. Thus, social commerce has significant potential to become a crucial pillar in the 
growth of an inclusive, sustainable, and trust-driven Indonesian digital economy. 
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