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ABSTRACT

On-demand home service application (HSA) is a technological advancement that has brought various 
day-to-day services to our doorstep with just a few clicks. By using consumer-perceived values 
(utilitarian, hedonic, and social), trust transfer theory, and commitment-trust theory, the present study 
aims to investigate the factors influencing sharing intention and repurchase intention of consumers 
towards using HSAs on their mobile phones. This study involves collecting data from 357 respondents 
in India and analyzing the same using the SmartPLS 3 software. The results indicate that trust in HSA 
is influenced by utilitarian value and social value, but not by hedonic value. Trust in HSA results in 
repurchase intention, commitment, and sharing intention. Interestingly, trust in the user community 
affects sharing intention but not repurchase intention and commitment. The study integrates the 
consumer-perceived value, trust transfer theory, and commitment-trust theory to build an integrative 
framework that explains the consumers’ sharing and repurchase intentions towards HSAs.

KEywORdS
Commitment Trust Theory, Consumer-Perceived Value, Continuance Intention, Home Services Application, 
India, Sharing Intention, Trust Transfer Theory

INTROdUCTION

Mobile application (m-app) platforms act as an aggregator and technology interface between customers 
and product/service providers, enabling online ordering and offline delivery of on-demand services 
anytime and anywhere (Jaconi, 2014; Su et al., 2022; Talwar et al., 2021; Yapp et al., 2018). Common 
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examples of successful m-app platform-based on-demand services include Uber (on-demand ride-
sharing app), Zomato (on-demand food delivery app), and Urban Company (on-demand home 
service application [HSA]). These on-demand service delivery platforms have grown exponentially 
in the 21st century. For example, the global ride-sharing market is expected to double from US$85.8 
billion in 2021 to more than US$185.1 billion in 2026 (Markets and Markets, 2022). Regarding the 
on-demand food delivery market, worldwide revenue is expected to grow from US$293.6 billion 
in 2021 to more than US$466.4 billion in 2026 (Statista, 2021). Another rapidly growing business 
segment includes m-app platform-based home services, which include on-demand services like home 
cleaning and equipment repairs, personal grooming, pest control, laundry, and plumbing (Kumar et 
al., 2022; Technavio, 2019).

HSAs involve the online booking of utility services through an app, followed by an offline 
delivery of services by the service providers (Kumar et al., 2022). HSA-based service offerings are 
in sharp contrast to the traditional model where consumers would avail themselves of local home 
services by contacting the segregated service providers directly. Factors like the growing millennial 
population and a shift in their buying behavior, increasing penetration of high-speed and affordable 
internet and communication technologies, and rapidly expanding access to smartphones have led to 
the shift toward online demand for hyperlocal services (Technavio, 2019).

The global on-demand home services market was valued at US$280 billion in 2018. It is expected 
to grow beyond US$1.133 billion by 2026, which implies an average growth rate of 18.91% (VMR, 
2021). Urban Company, a leading HSA in India, expanded its leadership team and raised funding 
in the amount of US$255 million in 2021. It also planned to hire more than 100 engineers in 2022 
(PTI, 2021). This indicates the growing demand for HSAs in the coming years.

It has been observed that online platforms extract consumer-generated value (social sharing 
intention and electronic word of mouth [eWOM]) from customers while also creating value 
(consumer-perceived value or benefits). This, in turn, results in the dual concept of consumer 
value (Kumar & Reinartz, 2016; Shin & Perdue, 2022). Many studies have evaluated consumer-
perceived value and consumer-generated value. However, the dual concept of consumer value 
where perceived value or benefits lead to generated value has remained underexplored in 
information systems (IS, Wang et al., 2021).

The continuance intention and satisfaction level of users in the context of m-app platform-based 
service offerings are influenced by perceived value or benefits, which comprise not only utilitarian 
but also hedonic benefits (Hsu & Lin, 2020). The existing research studies highlight the relationship 
between trust-building and customer-generated values like eWOM (Agag & El-Masry, 2016; Alam 
et al., 2023; Kim & Park, 2013). However, a dearth of studies in IS have investigated the role of 
customer-perceived value in trust-building. Therefore, it has become important to study the role of 
customer-perceived value in trust-building. This, in turn, impacts customer-generated value (Agag 
& El-Masry, 2016; Kim & Park, 2013) and continuance intention (Hsu & Lin, 2020), leading to the 
authors’ first research question:

RQ1: How does consumers’ perceived values affect consumer trust in HSAs?

The next point pertains to the subsequent role of generated trust in enhancing commitment and 
continuance or sharing intention among consumers. The commitment-trust theory postulates that 
trust and commitment are two major factors that influence the behavioral intention of individuals 
when they are mutually involved in an exchange of information or commercial transaction (Abid 
et al., 2023; Morgan & Hung, 1994; Wang et al., 2016; Xiao et al., 2019a). Many studies have 
incorporated the commitment-trust theory in the context of a single trust target like the role of trust 
in a business-to-consumer (B2C) company website (Li et al., 2006), group buying website (Wang et 
al., 2016), or social media (Chen et al., 2022). Few studies have looked at the role of multiple trust 
targets in influencing online consumer behavior (Chen & Shen, 2015; Sollner et al., 2016). Chen 
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and Shen (2015) applied the commitment-trust theory in the context of social commerce, arguing 
that trust in members is transferred into the community. This act leads to the user’s community 
commitment. Similarly, Sollner et al. (2016) and Xiao et al. (2019a) highlighted that multiple trust 
targets (including one or more with trust in the internet, trust in an intermediary platform, trust in 
supplier, trust in providers, and trust in the user community) should be considered while evaluating 
consumer behavior in an online business context. The above discussion implies that commitment-
trust theory with multiple trust targets can play a significant role in establishing consumer sharing 
and continuance intention in the context of HSAs.

Another well-known theory is the trust transfer theory. Studies have verified trust transfer 
between multiple targets or stakeholders in an online setting (Chen et al., 2015; Xiao et al., 2019a). 
Chen et al. (2015) highlighted that consumer trust in an intermediary online consumer-to-consumer 
(C2C) platform influences their trust in sellers on the same platform. Xiao et al. (2019a) extended the 
application of the trust transfer theory by analyzing its role among different trust targets in online-
to-offline commerce. However, there have been few studies related to the relationship between trust 
transfer and commitment, especially in the context of electronic and social commerce (Chen & Shen, 
2015; Xiao et al., 2019a, 2019b).

Based on the above discussion, the second and third research questions focus on evaluating the 
relationship between trust transfer, commitment, and repurchase intention of consumers in the context 
of HSAs. The second and third research questions are as follows:

RQ2: How do different trust targets influence commitment toward HSAs?
RQ3: How do different trust targets and commitment influence consumers’ sharing and repurchase 

intentions in the context of HSAs?

The current study applies a structural equation modelling (SEM) approach to assess relationships 
in the proposed model regarding the continuance intention for using HSAs. The study makes a 
significant contribution to the academic literature. First, this is one of the first research studies to 
explore consumer behavior in the context of on-demand home services. Second, the study enhances 
the understanding of commitment-trust and trust-transfer theory by showing different targets of trust 
and their distinct impact on customer commitment, repurchase intention, and sharing intention. Third, 
the study is one of the first to look at perceived value orientation (utilitarian, hedonic, or social) as a 
precursor or antecedent to the commitment-trust theory while assessing the impact of trust transfer 
on customer commitment, repurchase intention, and sharing intention.

From the practitioner’s point of view, this study points to several interesting areas. First, it 
highlights how different variants of customer-perceived value impact trust in HSAs. The visibility 
into this relationship adds value to the HSA companies when designing appropriate features and 
marketing strategies to enhance the perceived value of the customer. In addition, companies can 
increase customer trust and commitment, leading to continuance intention and sharing intention. HSA 
customers for on-demand home services are likely to exhibit different usage behaviors or continuance 
intention depending on their perceived value orientation. This varies from utilitarian to hedonic to 
social value. Second, this study offers a detailed understanding of the boundary conditions of trust 
transfer between the HSA platform, internet technology, and user community. This understanding 
will enable HSA intermediaries to look beyond the single point of trust and focus on streamlining 
their trust-building strategies, keeping in mind multiple targets of trust.

The remainder of this study is organized as follows. Section 2 focuses on perceived value, trust 
transfer, and trust-commitment theories. Section 3 highlights the research model and formulates the 
hypotheses. Section 4 elaborates on the research methodology. Section 5 provides an analysis of data 
and results. Section 6 presents the discussion of the findings, theoretical and practical implications, 
limitations, and future research directions. Section 7 provides the concluding remarks.
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THEORETICAL BACKGROUNd

Consumer-Perceived Value
Perceived value is the consumer’s evaluation of the trade-off between the product/service benefits 
and cost of obtaining that product/service (Kumar & Reinartz, 2016; Parasuraman & Grewal, 2000). 
Consumer-perceived value is the net valuation of the perceived benefits from a product/service that 
satisfies the needs and wants of the consumer (Wang et al., 2021). Though the perceived value includes 
tangible and intangible rewards, it is usually linked with tangible rewards like economic gains (Park 
et al., 2011). Nevertheless, an intangible reward is often expected for invested money within a system. 
The three main intangible consumer-perceived values are utilitarian value, social value, and hedonic 
value (Wang et al., 2021; Yoo et al., 2014). When consumers perceive such values, they have a major 
likelihood of adopting and using the services (Yoo et al., 2014).

Utilitarian value means the consumers perceive the practical and rational benefits of using IS 
(Vieira et al., 2022). Thus, it indicates the efficiency and effectiveness achieved through IS (Kim and 
Han, 2011; To et al., 2007). The utilitarian value perceived by a consumer significantly affects the 
trustworthiness of the information obtained from the system (Yoo et al., 2014), trust in social media 
brand communities (Wang et al., 2021), and consumer satisfaction (Jones et al., 2006).

Hedonic value also plays a role in evaluating customer behavior in the context of an online 
platform. Hedonic value is characterized as the perceived enjoyment, fun, or playfulness obtained 
through IS (To et al., 2007; Van der Heijden, 2004; Vayghan et al., 2022). Thus, hedonic value 
denotes the pleasure and fun derived from an activity like shopping (Tariyal et al., 2022; Vieira et 
al., 2022). Literature indicates the significant impact of hedonic value on trustworthiness (Yoo et 
al., 2014), trust in social media brand communities (Wang et al., 2021), and individual satisfaction 
with m-apps (Xu et al., 2015).

Additionally, social value is a crucial factor in shaping consumer behavior. Social value is 
enumerated as the enhancement of a user’s social image through IS (Kim & Han, 2011). Social 
value brings social approval to an individual and enhances their self-image (Vayghan et al., 2022). 
Thus, social value satisfies an individual’s desire to gain social recognition (Ryan & Deci, 2000). 
Researchers have found that consumer trust is governed by social value (Lin & Huang, 2012; Talwar 
et al., 2020; Wang et al., 2021).

Trust Transfer Theory
Trust is defined as:

The willingness of a party to be vulnerable to the actions of another party based on the expectation 
that the other will perform a particular action important to the trustor, irrespective of the ability to 
monitor or control that other party. (Mayer et al., 1995, p. 712)

Trust is considered an effective way to deal with uncertainty (Nguyen et al., 2006). Literature 
indicates that in an electronic commerce (e-commerce) context, trust plays an important role in 
enabling consumers to overcome the perception of risk and insecurity related to such environments 
(McKnight et al., 2002). Hence, it is important to apply strategies that build consumer trust for 
facilitating successful trades in e-commerce. Wang et al. (2021) contended that the process of trust 
transfer can facilitate the building of trust in an online environment.

Trust transfer theory presents an efficient mechanism for instituting and improving trust in an 
online transaction. Trust in the target and trust in the source shape the trust transfer procedure (Koroma 
et al., 2022). If individuals perceive that the relationship between the source and target is strong, the 
likelihood of trust transfer is greater. On the other hand, if the relationship between the source and 
target is weak, individuals may not trust the target (Renner et al., 2022). Thus, trust transfer theory 
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indicates that the transfer of trust takes place when an unknown entity is perceived to be associated 
with the source of the transferred trust (Stewart, 2003).

This theory has received significant support due to its capability to explain the process of 
developing consumer trust. For instance, Lu et al. (2011) discovered that consumer trust in mobile 
payment services is affected by consumer trust in internet payment services. Wu et al. (2022) contended 
that interpersonal trust results in community group-buying trust. Similarly, Wang et al. (2021) found 
that trust in social media brand communities leads to trust in the brand and trust in social media. 
Thus, the literature indicates that the consumers represent trustors whose trust in a virtual application 
can be based on their experience of using the internet. Subsequently, their trust can be transferred 
to things like the brand.

Stewart (2003) argued that the communication process and cognitive process are vital to trust 
transfer. The communication process takes place when the experiences of others have a direct influence 
on trustors. For example, when consumers perceive that their friends and colleagues trust a brand’s 
community, they tend to build trust in that community (Wang et al., 2021). On the other hand, the 
cognitive process takes place when the trustor’s familiarity with the association between known 
and unknown entities leads to trust transfer from a known entity to an unknown entity (Belanche et 
al., 2014). In this case, the consumer perceives that known and unknown entities are contextually 
associated (Liu et al., 2018). When consumers have trust in the environment or atmosphere in which 
they meet the unknown entity, their tendency to trust the unknown entity is generated (Stewart, 
2003). For example, if consumers trust the internet, they also trust e-commerce applications on the 
internet. Further, trust in such applications can generate trust in other entities like user communities 
of those applications.

Commitment-Trust Theory
Several researchers have explored the determinants of trust and the process through which it 
establishes the online behavior of consumers (Abid et al., 2023; Hashim & Tan, 2015; Wang et 
al., 2016). Trust is a multi-faceted concept that promotes a psychological state characterized by 
a willingness to endure vulnerability about conduct (Jamshidi & Rousta, 2021). The literature 
conceptualizes commitment as the central element in developing and maintaining a long-term 
relationship with customers (Guo et al., 2010). Commitment is generated through trust. If consumers 
are not committed, they tend to shift to alternatives. Morgan and Hunt (1994) established the 
commitment-trust theory, describing commitment as “an exchange partner believing that an ongoing 
relationship with another is so important as to warrant maximum efforts at maintaining it” (p. 23). 
This theory states that trust affects commitment because it reduces the trustor’s vulnerability when 
committed to a relationship (Wang et al., 2016).

The commitment-trust theory assumes that a relationship can only be successful if both trust and 
commitment are present (Morgan & Hunt, 1994; Wei et al., 2019). Previous researchers used this 
theory to investigate consumer behavior in an online environment. For instance, Wang et al. (2016) 
combined the IS success model with the commitment-trust theory to study the group-buying behavior 
of consumers. Mukherjee and Nath (2007) used it in the context of a digitized business environment. 
Xiao et al. (2019a, 2019b) and Cui et al. (2020) used it to study consumers’ behavioral intentions 
toward online and offline commerce. Several studies, such as Jamshidi and Rousta (2021) and Amin 
et al. (2021), have empirically validated the importance of trust and commitment in the relational 
exchange mechanism. Overall, this theory elucidates how the relationship between the trustor and 
trustee develops, fails, or succeeds (Li et al., 2006; Mukherjee & Nath, 2007).

RESEARCH MOdEL ANd HyPOTHESES dEVELOPMENT

The current study assesses how different consumer-perceived values inculcate trust among consumers 
and how trust results in commitment, sharing intention, and repurchase intention. It also investigates 
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an important dimension related to multiple trust targets by investigating the relationship of trust in 
the internet with trust in HSAs. This is followed by trust in HSAs with trust in user communities. 
Figure 1 delineates the research model, which is based on consumer-perceived values, trust transfer 
theory, and commitment-trust theory. Next, the study describes the hypothesized relationships present 
in the research model.

Consumer-Perceived Value in HSAs
Utilitarian Value of HSAs
Utilitarian value is related to the efficiency and effectiveness that result from the use of a service 
(Kim & Han, 2011; Venkatesh & Brown, 2001). It is defined as an overall assessment of functional 
benefits gained by the customer from a specific product or service in the form of one or more aspects 
like price reduction, service, time-saving features, and product selection (Alam et al., 2022; Bae & 
Jeon, 2022). It is an important determinant for prompting behavioral intention to adopt IS because 
consumers tend to make a rational and calculated assessment of functional benefits derived from the 
services (Bae & Jeon, 2022; Kim & Han, 2011). Consumers can acquire information related to the 
service from various posts by sellers and other consumers. This enables the consumer to generate 
trust in the service (Lavuri et al., 2022).

Scholars have noted that utilitarian value significantly influences the consumer’s psychological 
perceptions in various contexts. Utilitarian value is positively related to brand trust in the smartphone 
industry (Fathina & Rachmawati, 2022), the trustworthiness of shared information on Twitter (Yoo et 
al., 2014), and trust in the social media brand community (Wang et al., 2021). Hence, the following 
hypothesis is proposed:

H1: Utilitarian value positively affects consumer trust in HSAs.

Hedonic Value of HSAs
Hedonic value is associated with emotional benefits like enjoyment, pleasure, fantasies, feelings, 
and fun (Van der Heijden, 2004; Vayghan et al., 2022). The consumer will perceive hedonic value 
in an m-app if it is interesting to use and makes the user happy (Kim & Han, 2009; Vayghan et al., 
2022). Scholars found that hedonic value can positively influence user satisfaction via m-apps (Xu 

Figure 1. Proposed research model
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et al., 2015). Fathina and Rachmawati (2022) found a direct and positive effect of hedonic value on 
brand trust.

In IS research, hedonic value has been foregrounded as fun or pleasure drawn from the use of 
technology. The research has received significant attention from scholars (Brown & Venkatesh, 
2005; Lavuri et al., 2022; Van der Heijden, 2004). Consumers may also enjoy searching for options, 
commenting on products or services, and sharing their experiences with others. Consumer pleasure 
may also arise from accurate and more informed decisions. This, in turn, can generate trust in services 
(Wang et al., 2021). In the context of HSAs, consumers’ affective response to usage will generate 
trust toward a service when consumers perceive a higher hedonic value while searching, selecting, 
and ordering home services. Therefore, the authors propose:

H2: Hedonic value positively affects consumer trust in HSAs.

Social Value of HSAs
Social value arises from social relationships (Ryan & Deci, 2000). Rintamäki et al. (2006) found that 
consumers can enhance their self-esteem and social relationships by using the brand’s community in 
social media. Social value is associated with the image that consumers want to project in their social 
groups through their choice of behavior (Elliot et al., 2011; Wang et al., 2022). Scholars have examined 
social value through a positive relationship with customer intention and satisfaction in booking online 
hotels. This, in turn, boosts consumer self-esteem (Lin & Huang, 2012; Talwar et al., 2020).

Researchers found that social media brand community and social value are positively related 
(Wang et al., 2021). In addition, studies found positive relationships between consumer trust and 
recommendation behavior (Talwar et al., 2020; Wang et al., 2016; Yang, 2019).

Consumer trust in a brand while online shopping can be generated through perceptions about 
online elements like social networks, service request functions, and pictures of people (Bauman & 
Bachmann, 2017; Talwar et al., 2020). Thus, social value represents prestige and self-image that 
consumers derive in social group settings within HSAs. Social value can build trust in the brand by 
making a positive impression and deriving prestige. Hence, the authors propose:

H3: Social value positively affects consumer trust in HSAs.

Trust in the Internet
Many consumers consider the internet an indispensable part of their life. This digital medium facilitates 
transactions on HSAs. Still, it can be regarded as a distant, insecure, ambiguous, and impersonal, 
vulnerable, and uncertain channel (Faqih, 2022). The lack of face-to-face interaction on the internet 
results in the absence of trust (Huang et al., 2022; Pavlou, 2003; Wu & Chen, 2005). McKnight et 
al. (2002) described trust in the internet as “the belief that needed structural conditions are present 
to enhance the probability of achieving success” (p. 339).

In an online business, structural conditions refer to the promises, guarantees, and regulations of 
the environment that support its success (McKnight & Chervany, 2001; Xiao et al., 2019a). Trust in 
the internet is highly relevant for consumers in the online business context because of the risk and 
uncertainty of its transactions (Pizzutti & Fernandes, 2010; Soleimani, 2022). Trust is also highly 
relevant in HSAs because payment for the transaction can be made online or offline (there is always a 
trust factor associated with the internet’s regulatory or legal protection for consumers). The presence 
of such protection influences trust in a certain entity within the environment of the internet (Tan & 
Sutherland, 2004; Wang et al., 2021). Thus, the authors hypothesize:

H4: Trust in the internet positively affects trust in HSAs.
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Trust in HSAs
Trust in an intermediary online platform refers to the consumer’s perception and belief in intermediary 
platform providers and their ability to satisfy the consumer’s needs (Kumar et al., 2022; McKnight 
& Chervany, 2001; Xiao et al., 2019a). McKnight and Chervany (2001) argued that trust in an 
intermediary platform is driven by the consumer’s beliefs about the integrity, benevolence, and 
competence of that platform. Therefore, trust in an intermediary platform influences the trust of the 
consumers in other trust targets like the user community and suppliers (Chen et al., 2015; Xu, 2017).

IS literature has demonstrated the relationship between trust in the intermediary platform and the 
online behavioral intention of the users (Belanche et al., 2014; Chen et al., 2015; Dew et al., 2017). 
Moreover, Chen and Shen (2015) extended the significance of trust in an intermediary platform by 
stating the argument that an individual’s trust in the intermediary platform drives his/her trust in the 
user community and other stakeholders on that platform. Similarly, Xiao et al. (2019a) stated that 
consumers’ trust in an intermediary online platform makes him/her believe in the user community 
on that platform. In this way, consumers pay attention to the views, feedback, and suggestions made 
by the user community on the trusted online platform. Hence, the authors hypothesize:

H5: Trust in an intermediary platform for home services positively affects trust in the user community.

Through the HSA platform, the consumer can obtain information, get services, make transactions, 
and give feedback on the services. The platform’s benevolence can inculcate trust in the consumer’s 
mindset and, thus, facilitate his/her potential opportunistic behavior toward the platform (Chen & 
Shen, 2015). Also, the relationship between consumer loyalty and trust in the intermediary platform 
has been depicted in the literature (e.g., Chen & Shen, 2015; Belanche et al., 2014; Chen et al., 2015). 
Consumer trust in the intermediary platform can affect the sharing intention of the community. This 
implies that if a person has a high level of trust toward a particular online platform, he/she will also 
have a high inclination toward the product/service offerings on that platform and will be highly loyal. 
As a result, a consumer will tend to share his/her experiences of consumption on the HSA platform.

Researchers have found the positive influence of trust on commitment (Abid et al., 2023; Li et 
al., 2006; Mukherjee & Nath, 2007; Wang et al., 2016). A study on commitment toward a certain 
website revealed that the consumer’s trust in the group buying website can impact his/her commitment 
to it (Wang et al., 2016). Therefore, the authors hypothesize:

H6: Trust in HSAs positively affects repurchase intention.
H7: Trust in HSAs positively affects commitment.
H8: Trust in HSAs positively affects sharing intention.

Trust in the User Community
Trust in the user community implies that the consumer is willing to count on the decisions, actions, 
and reviews of other users on the platform (Chen & Shen, 2015). Researchers have found that there 
is a significant influence of trust in the user community on online behavior like sharing information 
and efficacious support (Abid et al., 2023; Chen & Shen, 2015; Xiao et al., 2019a). Hence, if the user 
community shares effective and valuable information for the specific value offering, the consumer 
will tend to purchase it frequently (Xiao et al., 2019a). It is also evident from various research 
arguments that the user’s community offers valuable and effective information only when an online 
platform provides effective support to its consumers (Koroma et al., 2022; Sollner et al., 2016; Xiao 
et al., 2019a). Thus, the consumer will be more likely to attach to the community and share his/her 
experiences when the users in the community have trustworthy attributes. The consumer will start 
trusting an HSA as per the rules and engagements associated with the concerned platform (Tan & 
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Sutherland, 2004; Xiao et al., 2019a). These rules and engagements help the consumer in reviewing 
the services, experiencing the platform, and sharing activities with other users in the community.

Scholars have integrated the IS success model with the commitment-trust theory to study the group 
behavior of consumers (Wang et al., 2016). Literature also articulates that online communities are 
resistant to continue their use of an online platform if they believe that others are being opportunistic 
and are unable to maintain their promises (Yen, 2009). Consumers will be more attracted to and loyal 
to the community if the community demonstrates trustworthy attributes (Wu et al., 2022; Xiao et al., 
2019a, 2019b). Thus, the authors hypothesize that:

H9: Trust in the user community positively affects repurchase intention for HSAs.
H10: Trust in the user community positively affects commitment to HSAs.
H11: Trust in the user community positively affects sharing intention for HSAs.

Commitment
Commitment is an enduring desire to continue the relationship with a brand (Suh & Han, 2003). 
Chen and Shen (2015) discovered that consumers are psychologically connected to a website if they 
have a higher commitment to it. This is attained by maintaining relationships. In banking services, 
it is observed that there is a positive relationship between commitment and repurchase intention 
(Verhoef, 2003). In the banking context, studies have also discovered a positive relationship between 
commitment and the sharing of collective interests of consumers and sellers (Herjanto & Amin, 
2020). The positive effect of commitment on consumer retention and sharing intention is well-studied 
in the literature (Chen & Shen, 2015; Hashim & Tan, 2015; Wang et al., 2016). Xiao et al. (2019a) 
also found that commitment has a significantly positive relationship with both sharing intention 
and repurchase intention. This implies that if a consumer has a high level of commitment toward a 
particular HSA service brand, he/she will maintain a long-term relationship with it and continue the 
usage of its services and share his/her experiences. Thus, based on the above arguments, the authors 
hypothesize that:

H12: Commitment positively affects repurchase intention for HSAs.
H13: Commitment positively affects sharing intention for HSAs.

Control Variables
Studies have investigated the influence of demographic variables on consumer behavior (Talwar 
et al., 2021). Literature also discusses the influence of demographic variables on related consumer 
behavior. For example, Talwar et al. (2021) suggested that age, gender, and educational background 
directly influence the drivers of adoption. It has been observed generally and examined specifically 
in research studies that younger generations are more likely to adopt new technologies (Hwang et 
al., 2019; Talwar et al., 2021). Thus, these generations are more likely to use HSAs compared to 
older consumers. Considering the evidence, the research model for the present study controlled for 
the confounding influence of three variables (age, gender, and education) on two criterion variables 
(sharing intention and repurchase intention).

RESEARCH METHOdOLOGy

Questionnaire development
The survey data and demographic details of participants were gathered through a self-administered 
questionnaire from April 2021 through June 2021. The survey questionnaire for the present study was 
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designed based on the existing literature (see Table 1). These questions were modified based on the 
HSA context and made available in English. A committee was formed with six academicians from 
four business schools in India. The committee had an overall experience of 42 years in academia. 
The committee performed the content validation of all questions corresponding to each construct. 

Table 1. Constructs and measurement items

Construct Items Description Sources

Utilitarian Value

UV1 Compared to the effort I need to put in, I benefit from the user of home service 
apps.

Kim and Han (2009)UV2 Compared to the time I spend on it, I find it worthwhile to use home service apps.

UV3 Overall, I find good value in the use of home service apps.

Hedonic Value

HV1 I enjoy using home service apps.

Kim and Han (2009)
HV2 I feel relaxed by using home service apps.

HV3 Home service apps make me feel good.

HV4 Home service apps make me use them.

Social Value

SV1 Home service apps help me gain social approval.

Lin and Huang (2012); 
Talwar et al. (2020)

SV2 Home service apps help me make a positive impression on other people.

SV3 Home service apps changed the way I am perceived by others.

SV4 Home service apps help me stand out among my peers.

Trust in Internet

TI1 I trust the internet.

Belanche et al. (2014); 
Sollner et al. (2016)

TI2 The internet is a reliable means to carry out transactions.

TI3 When making transactions, the internet is trustworthy.

TI4 It is not a problem to pay in advance for purchased products/services over the 
internet.

Trust in HSAs

THSA1 I use trustworthy home service apps.

Chen et al. (2015); Pavlou 
and Gefen (2004); Sollner 
et al. (2016)

THSA2 The home service apps that I use are in my best interest.

THSA3 The home service apps that I use are competent and effective in providing advice 
on services.

THSA4 The home service apps that I use are truthful in their dealings with me.

Trust in User 
Community

TUC1 I value the information provided by other users on home service apps.

Sollner et al. (2016)TUC2 Information provided by other users on home service apps is true and reliable.

TUC3 In general, I can count on the information other users provide on home service 
apps.

Commitment

CM1 I want the home service apps that I use to be available for a long time.

Li et al. (2006); Wang et 
al. (2016)

CM2 My relationship with home service apps is worth my maximum effort.

CM3 I would be very upset if the home service apps that I use disappear in the future.

CM4 I feel a sense of belonging to the home service apps that I use.

CM5 I feel attached to the home service apps that I use.

Repurchase 
Intention

RI1 I intend to continue using home service apps rather than discontinue their use.

Qureshi et al. (2009)RI2 I intend to continue using home service apps rather than use alternative means.

RI3 I look forward to revisiting home service apps in the future.

Sharing Intention

SI1 I am willing to provide my experience on home service apps.
Yang (2019); Cheung and 
Lee (2012); Chen et al. 
(2015); Bock et al. (2005)

SI2 I am willing to recommend home service apps.

SI3 I am willing to share my own consumption experience with members on home 
service apps.
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Content validity evaluates whether the measurement items of the constructs properly depict the full 
domain of the construct (Straub et al., 2004).

A preliminary test on 10 business students was conducted. The students made use of HSAs at 
least four times in the past and, hence, were aware of such applications. The students were asked 
about the lack of clarity and confusion in the questions of the survey. Based on their suggestions, 
minor modifications were made to the questionnaire.

Subsequently, a pilot study was performed to gauge the pertinence of the survey questionnaire. 
All the questions except the questions related to the control variable employed a seven-point Likert 
scale, which ranged from strongly disagree to strongly agree. The pilot survey was filled out by a total 
of 95 participants through convenience sampling. The purpose of the present research was elucidated 
to the participants while sending the link to the online survey. Additionally, the participants were 
assured that their responses would remain anonymous.

The authors conducted the factor analysis and reliability test of Cronbach’s α on the data, which 
was collected for the pilot study. The factor analysis was performed using SPSS software. While doing 
factor analysis, the loading of every item on its respective construct was found to be greater than 0.5. 
Hence, none of the items were deleted (Hair et al., 2010). Also, the value of Cronbach’s α for all the 
constructs was found to be between 0.7 and 0.95, which is an acceptable range for Cronbach’s α value 
in applied research (Nunnally, 1978). Thus, the authors could confirm the survey instrument for this 
research. The questions for each construct and their sources are listed in Table 1.

Sampling and data Collection
The link to the finalized survey was floated among the students and staff members of four universities 
in India. The link to the survey was made available to a total of 2,310 potential participants. On the 
first page of the survey, a participant was asked whether he/she had used HSA at least four times in 
the past. If the participant responded “yes,” he/she was directed to the main survey page or to the 
end of the survey. This was done to ensure that the survey participants were well-experienced with 
HSAs. Out of 2,310 participants, a total of 689 attempted to fill out the survey. Thus, the response 
rate was 29.82%. However, out of 689 participants, only 357 participants had used HSAs at least four 
times. Thus, the sample consisted of 357 usable responses.

A statistical power analysis was conducted to ascertain the minimum sample size needed to assess 
the proposed research model using the G*Power tool (Faul et al., 2009; Memon et al., 2020). The 
input values used for effect size, α, and power were 0.15, 0.05, and 0.95. It can be observed from the 
proposed research model that four arrows point to “trust in home services app,” one arrow to “trust 
in user community,” three arrows to “repurchase intention,” three arrows to “sharing intention,” and 
two arrows to “commitment.” Following the rule of the highest number of arrows pointing toward 
one variable in the model, the value “4” was used as the number of predictors in the input parameters. 
The G*Power tool showed that the minimum sample size required for the model was 129. Thus, the 
sample size of 357 reveals sufficient statistical power. The demographic details of the participants 
are presented in Table 2.

dATA ANALySIS ANd RESULTS

The current study employed the SEM approach to evaluate the proposed hypotheses. SEM can be 
applied via covariance-based SEM (CB-SEM) and partial least squares SEM (PLS-SEM, Hair et 
al., 2011). PLS-SEM is recommended for exploratory studies; CB-SEM is preferred for performing 
confirmatory studies (Ong & Puteh, 2017). Therefore, the authors used PLS-SEM for this study.

PLS-SEM can handle complex models and achieve high statistical power with a small sample 
size. Its algorithm is built on ordinary least squares regression for distinct sub-parts of the structural 
model (Hair et al., 2017). The current study attempts to validate an exploratory model comprising 
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multiple constructs with complex relationships. It does not intend to test a proposed theory. Thus, 
PLS-SEM was a suitable statistical approach (Chin & Newsted, 1999).

A similar approach has been undertaken by researchers in the past (Chauhan et al., 2021). The 
present study used the SmartPLS 3 software to evaluate the measurement and structural models. 
Reliability and validity were assessed through the measurement model. The structural model was 
used to evaluate the hypotheses.

Measurement Model
The adequacy of the measurement model was assessed based on the criteria for reliability, convergent 
validity, and discriminant validity. First, Cronbach’s α and composite reliability were evaluated to 
verify the reliability of the measurement model. Table 3 indicates that the values of Cronbach’s α, as 
well as composite reliability for all the constructs, were greater than 0.7. Thus, the reliability of all the 
constructs was ascertained (Fornell & Larcker, 1981). Second, convergent validity was confirmed as 
the average variance extracted (AVE) values were greater than 0.5. Convergent validity was further 
tested through the standard loadings of the measurement items. Every loading was greater than 0.6 
(see Table 4, Hair et al., 2010). Third, as shown in Table 5, the discriminant validity was confirmed 
because the square root value of AVE of all the constructs was greater than the correlation between 
that construct and other constructs (Fornell & Larcker, 1981). Additionally, the discriminant validity 
of all the constructs was further confirmed as the heterotrait-monotrait (HTMT) ratios were discovered 
to be smaller than 0.9 (Henseler et al., 2015). See Table 5.

Thereafter, the multicollinearity of all the constructs was checked using the variance inflation 
factor (VIF) values. The VIF values should be less than 10 for multicollinearity to not be a problem. In 
this research, all the VIF values were below the threshold of 10 (O’brien, 2007). Thus, multicollinearity 
does not appear to be an issue.

Table 2. Demographics of the participants

Category Sample (N = 357)

Age

Under 18 9.24%

18-30 16.25%

31-40 26.61%

41-50 23.53%

51-60 15.41%

61-70 6.44%

Above 70 2.52%

Gender

Male 37.54%

Female 62.46%

Education

High School 5.88%

College/University 10.64%

Post Graduate Study 54.06%

Other 29.41%
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Additionally, common method bias (CMB) was evaluated using procedural and statistical 
approaches (Podsakoff et al., 2003). When following the procedural approach, participants were 
informed they could remain candid while completing the survey because no response was right or 
wrong. They were also assured that anonymity would be maintained. Two statistical approaches, 
namely Harman’s single factor test and the full collinearity assessment approach, were used to identify 
CMB. The outcome of Harman’s single factor test indicated that only 16.68% of the variance was 
explained by the most significant factor. Hence, CMB does not appear to be a concern according to 
Harman’s single factor test.

Furthermore, Kock (2015) suggested that the full collinearity assessment approach is successful 
for the identification of CMB in the context of partial least squares (PLS) SEM. Kock (2015) 
indicated that the VIF should not be greater than 3.3 for the model to be free from CMB (see Table 
6). The authors undertook the full collinearity assessment approach, observing that the VIF values 
for all the constructs in this study were less than 3.3. Hence, the model is free from CMB as per the 
specifications set by Kock (2015).

Structural Model
The model fit was assessed considering the data gathered through the survey questionnaire for the 
present study. In a research model, the standardized root mean square residual (SRMR) value should 
not be greater than 0.08 (Henseler et al., 2016). SRMR value strongly verifies the approximate model 
fit criteria for a PLS structural model. For the proposed research model of the present study, the 
SRMR value was noted as 0.043.

The structural model was utilized to assess the hypothesized relationships. To evaluate the 
structural model, the path coefficients and coefficient of determination (R2) values were calculated 
(Chin & Newsted, 1999). The statistical significance of hypothesized relationships was assessed using 
path coefficients, while the ability of the research model to elucidate the variation in the dependent 
variables was denoted by R2 values. The results of the structural model are depicted in Figure 2. 
Trust in HSA is significantly influenced by utilitarian value (β = 0.354, p < 0.001) and social value 
(β = 0.398, p < 0.001), but not by hedonic value (β = 0.035, p = 0.360). Thus, the authors found 
support for H1 and H3, but not H2. Trust in the internet influences trust in HSA (β = 0.297, p < 
0.001), which further influences trust in the user community (β = 0.391, p < 0.001). Thus, H4 and 
H5 were supported. Trust in HSA has a significant effect on repurchase intention (β = 0.157, p < 
0.001), commitment (β = 0.343, p < 0.001), and sharing intention (β = 0.089, p < 0.05), supporting 
H6, H7, and H8. Trust in the user community significantly impacts sharing intention (β = 0.468, p < 

Table 3. Reliability and convergent validity of constructs

Construct
Reliability Convergent Validity

Cronbach’s Alpha Composite Reliability Average Variance Extracted (AVE)

Utilitarian Value 0.751 0.856 0.665

Hedonic Value 0.957 0.952 0.832

Social Value 0.801 0.870 0.625

Trust in internet 0.788 0.861 0.608

Trust in HSAs 0.858 0.904 0.701

Trust in UC 0.810 0.888 0.725

Commitment 0.870 0.906 0.657

Repurchase Intention 0.861 0.915 0.782

Sharing Intention 0.878 0.925 0.803
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0.001), but not repurchase intention (β = -0.063, p = 0.188) or commitment (β = -0.054, p = 0.324). 
Thus, the authors found support for H11, but not H9 and H10.

The model was also controlled for the confounding impact of three demographic variables (age, 
gender, and education) on sharing intention and repurchase intention. Gender and education were not 

Table 4. Item loadings

Construct Items Loading Standard Deviation t-Value

Utilitarian Value UV1 0.861 0.021 41.759

UV2 0.820 0.025 32.712

UV3 0.760 0.035 21.769

Hedonic Value HV1 0.880 0.168 5.546

HV2 0.869 0.159 5.337

HV3 0.861 0.172 5.102

HV4 0.879 0.201 4.897

Social Value SV1 0.761 0.032 23.987

SV2 0.797 0.026 30.907

SV3 0.799 0.026 30.616

SV4 0.798 0.026 30.599

Trust in Internet TI1 0.758 0.037 20.690

TI2 0.751 0.039 19.485

TI3 0.758 0.037 20.560

TI4 0.840 0.027 31.098

Trust in HSA THSA1 0.844 0.014 59.710

THSA2 0.840 0.015 57.017

THSA3 0.834 0.016 52.545

THSA4 0.830 0.015 54.709

Trust in User Community TUC1 0.853 0.016 53.720

TUC2 0.854 0.014 60.711

TUC3 0.846 0.017 49.462

Commitment CMM1 0.811 0.019 42.504

CMM2 0.801 0.018 45.016

CMM3 0.800 0.018 43.408

CMM4 0.829 0.016 53.488

CMM5 0.812 0.020 40.415

Repurchase Intention RI1 0.878 0.011 81.029

RI2 0.879 0.012 73.089

RI3 0.894 0.010 90.665

Sharing Intention SI1 0.892 0.010 86.211

SI2 0.902 0.010 91.976

SI3 0.894 0.010 86.713
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found to significantly affect sharing intention and repurchase intention. Age was found to influence 
repurchase intention, but not sharing intention. Furthermore, the model explained 10%, 39%, 42%, 
34%, and 15% variations in commitment, repurchase intention, sharing intention, trust in HSAs, and 
trust in the user community, respectively.

dISCUSSION

The current study sought to investigate three research questions. First, it aimed to explore how 
consumer-perceived value affects consumer trust in HSAs. The results indicate that utilitarian value 
and social value can enhance consumers’ trust in HSAs, while hedonic value is insignificantly related 
to trust in HSAs. The results related to the utilitarian value and social value are consistent with the 

Table 5. Discriminant validity of constructs

CMM RI HV AGE GD EDU SI SV THSA TI TUC UV

CMM 0.81 0.59 0.12 0.11 0.13 0.05 0.47 0.08 0.37 0.04 0.10 0.06

RI 0.51 0.88 0.03 0.43 0.02 0.02 0.11 0.04 0.37 0.07 0.09 0.07

HV 0.12 0.02 0.91 0.02 0.03 0.02 0.06 0.06 0.04 0.04 0.04 0.03

AGE 0.10 0.40 -0.01 1.00 0.10 0.02 0.12 0.05 0.14 0.05 0.12 0.05

GD 0.12 0.01 0.04 0.10 1.00 0.11 0.08 0.02 0.08 0.11 0.04 0.06

EDU 0.01 0.02 0.01 -0.02 -0.11 1.00 0.05 0.04 0.05 0.10 0.05 0.02

SI 0.41 0.10 0.05 0.11 0.07 0.04 0.90 0.04 0.44 0.05 0.63 0.06

SV -0.05 0.01 -0.05 0.04 -0.01 0.03 -0.01 0.79 0.41 0.18 0.06 0.09

THSA 0.32 0.32 0.05 0.13 -0.04 0.04 0.38 0.34 0.84 0.31 0.47 0.44

TI -0.02 -0.03 0.02 -0.02 0.10 -0.09 -0.02 -0.14 0.26 0.78 0.07 0.12

TUC 0.08 0.07 0.03 0.11 -0.02 0.00 0.53 0.02 0.39 0.04 0.85 0.08

UV 0.01 0.04 0.02 0.02 -0.06 0.02 0.02 -0.03 0.36 0.06 -0.03 0.82

Note 1: CMM = Commitment; RI = Repurchase Intention; HV = Hedonic Value; AGE = Age; GD = Gender; EDU = Education; SI = Sharing Intention; SV 
= Social Value; THSA = Trust in HSAs; TI = Trust in internet; TUC = Trust in User Community; UV = Utilitarian Value

Note 2: Diagonal, bold-faced, and italicized values are the square roots of the AVE. HTMT values are present above the diagonal values. Inter-construct 
correlation values are present below the diagonal values.

Table 6. VIF values

Construct VIF

Utilitarian Value 1.336

Hedonic Value 1.019

Social Value 1.443

Trust in Internet 1.247

Trust in HSA 2.608

Trust in User Community 1.679

Commitment 1.819

Repurchase Intention 1.518

Sharing Intention 1.856
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prevailing literature that reveals the significant effect of these values on consumer trust (Wang et al., 
2021). Some studies revealed a stronger influence of hedonic value on the outcome variable than the 
utilitarian value (Jones et al., 2006; Wang et al., 2021). This is in sharp contrast to the present study 
that discovered the insignificant influence of hedonic value on the outcome variable.

Second, the study explored the process of trust transfer among distinct trust targets and how 
different trust targets affect commitment toward HSAs. The results showed a significant relationship 
between trust in the internet and trust in HSAs. This finding is in line with claims made by McKnight et 
al. (2002) and Tan and Sutherland (2004). They argued that institution-based trust (i.e., the perceptions 
regarding the internet environment) significantly impact trust in a particular e-commerce entity. Trust 
in HSAs was further found to significantly affect trust in the user community. Thus, this study extends 
the previous studies on the online platform by taking into consideration a more integrative list of trust 
targets that clarifies the process of trust transfer among known and unknown entities. The results 
further indicated that commitment is significantly affected by trust in HSAs, but not by trust in the 
user community. These results are partially consistent with the literature that revealed that trust in 
intermediary platforms and trust in the user community enhance commitment (Xiao et al., 2019a).

Third, the study examined how different trust targets and commitment affect consumers’ sharing 
intention and repurchase intention for HSAs. The study found that commitment significantly affects 
the sharing intention and repurchase intention. These findings are consistent with the prior literature 
that demonstrated the importance of commitment toward sharing intention (Chen & Shen, 2015; 
Xiao et al., 2019a) and repurchase intention (Xiao et al., 2019a). The study also discovered that trust 
in HSAs (intermediary platforms) significantly affects sharing intention and repurchase intention. 
These significant relationships are consistent with the existing literature on online group buying and 
social commerce contexts (Chen & Shen, 2015; Wang et al., 2016). On the other hand, trust in the 
user community significantly influences sharing intention, but not repurchase intention. These results 
are partially consistent with the literature that discovered a significant relationship of trust in the user 
community with sharing, as well as repurchase intention (Xiao et al., 2019a).

Overall, the findings of the present study enrich the literature by examining the influence of 
consumer-perceived values on trust in HSAs. It also indicates the significance of multiple trust targets, 
including trust in the internet, trust in HSAs, and trust in the user community. The study shows how 
different trust targets influence commitment, sharing intention, and repurchase intention. The study 

Figure 2. Structural model results
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also provides support for the commitment-trust theory in the context of HSAs and investigates how 
commitment leads to sharing intention and repurchase intention. Next, the implications for theory 
and practice are discussed.

Theoretical Implications
From a theoretical perspective, this study contributes to four areas: (1) HSA literature; (2) consumer-
perceived values; (3) commitment-trust theory; and (4) trust-transfer theory. It is one of the first 
studies exploring the role of consumer-perceived value, trust transfer, and commitment in the sharing 
and repurchase intentions towards HSAs. This study can be considered a starting point for future 
research aimed at understanding the significant factors driving the continuance and sharing intentions 
among people in the context of HSAs. This study depicts how customer-perceived value can help in 
developing trust in HSAs.

Based on previous literature, the authors argued that there are three types of values that consumers 
can acquire by accessing HSAs, namely utilitarian, hedonic, and social values (Wang et al., 2021). 
The study found the varying impact of these values on trust in HSAs. Social value and utilitarian 
value are found to be associated with trust in HSAs. However, hedonic value is not related to trust 
in HSAs. Therefore, this study shows that consumer-perceived values resulting from information 
technology-enabled service innovation can be used by companies to develop consumer trust. This 
provides an upright practice into how an existing concept of consumer value or theory on trust can 
be utilized in the new research context of HSAs (Hong et al., 2013). Also, with respect to consumer 
value and engagement, this study strengthens the consumer engagement research (Kumar & Reinartz, 
2016) from the perspective of exploring the significance of consumer-perceived values in building 
trust toward HSAs.

The current study broadens the scope of trust with respect to the commitment-trust theory. 
In relation to the commitment-trust theory, this study extends the scope of trust and its impact 
on commitment by focusing on multiple trust entities and their subsequent impact on consumer 
commitment and behavior. This study complements Sollner et al. (2016) and Chen and Shen (2015), 
who call for research on multiple trust targets and their effects on consumer commitment and behavior. 
Hence, in relation to the trust transfer theory, this study extends its application in the context of HSAs. 
There is a dearth of research on the trust transfer mechanism in HSAs; therefore, the current study 
permeates this gap and strengthens the trust transfer theory. Thus, the current study has focused on 
the exploration of the relationship between trust and commitment in the context of HSAs.

Finally, the current study examines the application of trust transfer theory in the HSA context and 
contributes to envisioning consumer behavior in a technology-enabled business context like HSAs. 
This also fulfills the future research calls by Evanschitzky et al. (2007) and Reimer and Benkenstein 
(2016) in the context of investigating user behavior when multiple entities are involved. To the best 
of the authors’ knowledge, the current study is one of the first to examine consumer value dimensions 
as antecedents to trust-building, followed by the role of trust transfer among multiple trust targets in 
affecting the consumer’s commitment and behavior toward HSAs.

Practical Implications
From the practitioner’s point of view, this study has implications for intermediary platform operators 
engaged in providing on-demand home services to users. First, this study highlights how different 
consumer-perceived value dimensions impact trust-building among consumers. As highlighted by 
the results, focusing on enhancing social and utilitarian values as compared to hedonic value will 
result in greater trust-building toward HSAs among consumers. HSA providers should design their 
operational model and marketing strategies so that they enhance the social and utilitarian values of 
their offerings. For utilitarian value, HSAs must continually improve the on-demand home service 
offerings, quality of services, value-based pricing, and regular updates regarding service offerings. 
HSA platforms can let consumers rate their experiences online after availing themselves of their service 
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offerings. HSA providers need to ensure that their app is well-designed in terms of user navigation, 
as well as filter, search, select, and order options. Regarding social value, HSA providers need to 
properly equip consumers so they can easily share their experiences online. They should also enable 
users to gain social appreciation and approval by availing themselves of on-demand home services.

Second, this study indicates the pivotal role of trust in HSAs. This is one of a few studies that 
present a detailed understanding of the boundary conditions of trust transfer among HSA providers, 
internet technology, and the user community. This understanding will enable platform intermediaries 
to look beyond the single point of trust and focus on fine-tuning trust-building strategies, keeping in 
mind their multiple trust targets. For example, as consumers gain trust in HSA providers, they are 
likely to develop more trust in the user communities linked to those HSA platforms. This trust-transfer 
relationship will result in an enhanced level of sharing intention among consumers.

Third, the current study found that commitment holds a central point in driving consumer 
sharing and repurchase intentions on HSA platforms. HSA providers should focus on enhancing the 
trustworthiness of their platforms (user-friendly interface, reliable information, security features, 
privacy, and quick customer service), which in turn will strengthen the trust of the consumers in user 
communities and will drive their commitment toward these platforms for repurchasing and sharing 
intentions. Unexpectedly, this study found that trust in the user community does not lead to overall 
commitment and repurchase intention among consumers. However, trust in the user community 
influences the sharing intention of the consumers. This implies that HSA providers must stay focused 
on enhancing the trustworthiness of their core service offerings and technology platform interface 
rather than relying on their user-community network in driving the commitment and repurchase 
intention of consumers. Focusing on the user-community network rather than core service offerings 
and platform interface may help HSA providers in gaining recognition among the public. However, 
it may not be sufficient in attracting repurchase intention.

Limitations and Future Research directions
Despite its significant contributions, the current study has a few limitations. First, it focuses on HSA 
consumers from India; thus, the findings may not be relevant to other cultural contexts or application-
based services. Hence, research can be conducted in other geographical regions. Nevertheless, the 
study offers a robust conceptual model that can be tested in other cultural contexts to conduct a 
cross-cultural analysis. Second, the study explores consumer sharing and repurchase intentions from a 
relational perspective of factors like trust and commitment. However, research may incorporate other 
variables (e.g., perceived effectiveness of dispute resolution, reputation, etc.) in the model to investigate 
their influence on consumer behavior. Third, this study measured commitment as a unidimensional 
concept. However, it can also be theorized as a multidimensional concept comprising affective, 
normative, and calculative dimensions (Li et al., 2006; Xiao et al., 2019a). Thus, research could 
investigate the relationship of different dimensions of commitment with trust targets and behavioral 
intention in HSAs. Fourth, the study makes use of a cross-sectional design for the gathering of data. 
Thus, the social desirability bias can affect the study, despite taking all procedural precautions to 
lessen its effect. Hence, future research can use a longitudinal study design to offer further insights 
into the context of HSAs. Fifth, a similar research model can be analyzed in the context of newly 
emerging or popular apps in other niche areas (e.g., Upwork, WeChat, Meesho, and Zoom). Finally, 
the study considered age, gender, and education as the control variables. Future researchers can use 
other demographic variables like income and household size along with non-demographic variables.

CONCLUSION

Though there has been a growing popularity of HSAs among consumers, there is a lack of research 
in this area. Hence, the current study aimed to investigate how different consumer-perceived values 
inculcate trust among consumers and how trust results in commitment, sharing intention, and 
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repurchase intention. It built and tested a research model that integrated the consumer-perceived 
value, trust transfer theory, and commitment-trust theory to investigate the sharing and repurchase 
intentions of consumers of HSAs. The model controlled for age, gender, and education. Thus, the 
study enriches the literature by providing insights into which factors play a key role in governing 
sharing and repurchase intentions for HSAs. The survey data was collected from 357 respondents in 
India to test the hypotheses. The study found support for most of the hypotheses and discusses the 
important implications drawn from them.
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