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ABSTRACT Q-Commerce is an example of the changing landscape of electronic commerce with the ultra-rapid on demand 

delivery of consumer products. Fulfilling the needs of the consumer for speed and convenience, it raises critical issues of 

customer trust and value on the data to be used for the right purpose. The purpose of this study is to examine how users perceive 

blockchain-enabled data transparency and its potential ability to build trust and sustainable value in the Q-Commerce operating 

environment. This study is based on socio-technical systems theory in combination with the Value-Based Adoption Model and 

develops a conceptual framework focusing on user perception in Q-Commerce platforms, where transparency acts as a driver 

of trust and sustainable value. This study used survey data collected from 160 Q-Commerce users in Saudi Arabia. Structural 

Equation Modeling (SEM) was employed to test the proposed model. The findings indicate that trust and perceived sustainable 

value are positively influenced by perceived blockchain-enabled transparency. Overall, trust, sustainable value, and 

transparency positively influence continued use. This study positions Q-Commerce transparency in a novel and unique manner 

from a theoretical perspective and provides a framework for practitioners and policymakers for developing trust in new digital-

commerce systems. 

Index Terms: Blockchain, Quick Commerce, Data Transparency, Trust in Digital Platforms, 

Sustainable Value, Behavioral Intention, Digital Retail, Emerging Markets 

I. INTRODUCTION 

The development of digital environments has prompted the 

creation of new services that prioritize immediacy, ease of use, 

and hyperlocal responsiveness based on new platforms. 

Within this landscape, Quick Commerce (Q-Commerce) has 

emerged as a leading solution in the digital economy by 

enabling the delivery of a perishable consumer good in less 

than 30 minutes. This delivery model relies on logistical 

coordination via algorithms, the gig economy, and seamless 

user interfaces. Although operational efficiency has been a 

defining feature of Q-Commerce, it also introduces critical 

issues pertaining to the IS architecture, trust, and the sustaining 

governance of the platform. More specifically, Q-Commerce's 

opacity surrounding data, algorithms, and attribution of 

responsibility raises important IS issues that need to be 

addressed [1], [2]. 

Trust and transparency in data sharing have become key 

priorities in designing digital platforms, especially where the 

service provided lacks user visibility and control. In the 

context of Q-Commerce, customers often do not understand 

what data is collected and how it is processed, how orders are 

allocated, or what accountability frameworks are in place (if 

any) when a service is not provided. This lack of information 

breeds user distrust and reduces the perceived value of the 

platform. This concern is present in the Information Systems 

(IS) literature that examines digital platform socio-technical 

configurations [3]; the IS environments’ embedded 

institutionalization of trust [4]; and the issues of ethics and 

transparency in data-driven systems [5]. 

At the same time, the digital sustainability discourse has also 

widened to both include and transcend the basic 

environmental issues to concerns about fair and equitable 

treatment of labor; data stewardship; user rights; and the 

welfare of users [6]. The immutable, auditable, and 

decentralized verifiable nature of blockchain technology 

offers an opportunity to reconceptualize innovation in trust 

frameworks for platform commerce. While blockchain 

technology has been increasingly adopted in supply chain and 

financial systems, its potential to enhance service-level 



 

transparency and trust in Q-Commerce systems, especially in 

developing digital economies, has been overlooked [7]. 

This study analyzes the perceived impact of blockchain-

enabled data transparency, conceptualized as a socio-technical 

affordance, on trust, sustainable value, and the behavioral 

intentions of users of Q-Commerce platforms. Using the 

socio-technical systems (STS) theory alongside the Value-

Based Adoption Model (VAM), this study analyzes user 

perceptions and the behavioral consequences of blockchain-

related transparency affordances. Using data from a 

quantitative survey of 160 Q-Commerce users in Saudi 

Arabia, this study employs Partial Least Squares Structural 

Equation Modeling (PLS-SEM) to empirically test the 

proposed model. 

The study presents multiple contributions to the domain of IS. 

First, this study defines blockchain-enabled transparency as a 

socio-technical construct important for building trust in high-

velocity services. Second, this study extends the VAM 

framework by conceptualizing transparency as a precursor to 

perceived value in data-centric service platforms. Third, this 

study contextualizes the understanding of trust, technology 

adoption, and sustainable engagement by providing insights 

from a nascent digital economy. 

II. LITERATURE REVIEW 

In digital commerce, transparency has been established as a 

key component of user trust and decision-making. Previous 

research shows that users trust a service and platform more 

when information about services and transactions is presented 

in an understandable and verifiable manner. However, in Q-

Commerce where the time of transactions is very short and 

delivery is third party/outsourced, traditional order 

confirmation, tracking, and other transparency mechanisms 

offer users little reassurance. In developing countries, the 

digital skepticism, combined with the absence of regulation 

and oversight, poses a serious challenge to user confidence.  

Moreover, transparency greatly affects users' perception of 

sustainable value. Evaluations of quality, ethics, and long-term 

reliability for a platform are positive when they provide 

consistent, accessible, and verifiable service data [16]. This is 

especially true for Q-Commerce, which has a rapid operational 

pace, narrow time windows for decision making, and requires 

almost immediate user trust [17]. Thus, transparency 

mechanisms in blockchain build both immediate trust and 

long-term sustainable value perception.  

Considering the burgeoning interest in the integration of 

blockchain across various industries, there is a lack of relevant 

studies regarding its demonstration as a user-facing trust 

mechanism in Q-Commerce platforms. The majority of 

studies have analyzed blockchain primarily from a logistical 

or financial standpoint, neglecting its user psychology and 

behavioral perspective [9, 18]. To fulfill this gap, the current 

study aims to address the question of how transparency, 

mediated through blockchain, affects platform trust and 

perceived sustainable value, the two antecedents to behavioral 

intention. This study provides a unique perspective to the field 

of digital commerce by integrating system design features 

with psychological and behavioral responses at the individual 

level. 

III. THEORETICAL MODEL AND HYPOTHESIS 

DEVELOPMENT 

Building trust in digital service ecosystems around the 

blockchain requires the data in the service ecosystem to be 

transparent. This is most evident in environments where user 

interactions are physically proximate or engage in in-person 

transactions. Users tend to trust a service more when the 

service provides a record of a transaction that is unalterable, 

and can be verified independently by the user [19], [20], [21]. 

In the case of Q-Commerce, where the delivery time is 

minimal, and the service is not accountable in real time, 

providing transparent and verifiable data can foster trust, at 

least in the absence of a physical service provider. Based on 

this reasoning, we propose the following hypothesis:   

H1: Perceived blockchain-enabled transparency in Q-

Commerce platforms positively enhances user trust. 

The service literature provides several examples where trust 

and value are positively related. Users tend to have higher 

ratings of the platform when they feel the service process was 

fair, and they were not obstructed in the access to the service 

[23], [24]. This is especially true when the service is 

provided in real time and the user can see the process 

unimpeded. In Q-Commerce, the balancing act between 

blockchain mechanisms and data transparency creates a 

condition where users can feel a more positive and 

sustainable value. Thus, we propose:   

H2: Perceived blockchain-enabled data transparency 

positively impacts perceived sustainable value in Q-

Commerce platforms. 

Trust has been recognized as one of the most important factors 

influencing behavioral intention in online settings. If users 

find a platform to be trustworthy, they are likely to use it more 

frequently, refer it to others, and use other services offered by 

the platform. This is particularly the case in developing online 

markets, where users are likely to be more concerned about 

issues such as online fraud and inconsistent services. This 

leads to the following hypothesis: 

H3: Trust in a platform positively affects behavioral intention 

to use Q-Commerce platforms. 



 

One other such confirmed antecedent of the continuity of 

value is perceived sustainable value. Users are more likely to 

remain loyal to a platform when they perceive sustained 

value derived from consistent service quality and ethical 

governance mechanisms. 

 

 

 

Fig1: Research Conceptual Model 

IV. METHODOLOGY 

This study focuses on the empirical analysis of the proposed 

conceptual model. It considers a quantitative, cross-sectional 

approach, consistent with the prevailing methodologies 

found in both the information systems and digital platforms 

related research domains. It attempts to evaluate the 

influence of the data transparency, enabled by blockchain, on 

user trust, perceived sustainable value, and the behavioral 

intention on Q-Commerce platforms within a continually 

transforming digital economy, with a specific focus on Saudi 

Arabia. 

The data gathering process involved a structured 

questionnaire that the respondents have filled on their own. 

This study adopted measurement scales from previously 

validated frameworks that have been widely used in the 

literature on trust and technology adoption to ensure 

reliability and conceptual alignment [33]. The constructs of 

blockchain-enabled data transparency, platform trust, 

perceived sustainable value, and behavioral intention, to 

name a few, were evaluated with the use of a multi-item 

measure. The scale used was a five-point Likert scale ranging 

from “strongly disagree” to “strongly agree”. The survey was 

subjected to a preliminary pilot study with a few selected 

users of Q-Commerce to gauge its content and contextual 

clarity. The feedback from this exercise helped in making 

minor adjustments in the language used, which served to 

improve the clarity and the understanding of the items 

without impacting their theoretical meaning. 

In the present study, blockchain-enabled transparency is 

treated as a perceptual construct grounded in the socio-

technical context of Q-Commerce platforms. The analysis 

does not assume the confirmed implementation of 

blockchain within the selected services. Rather, respondents 

were asked to evaluate transparency-related features 

commonly linked to blockchain logic, such as immutability, 

traceability, and independent verification. The measurement 

items therefore capture users’ perceptions of transparency 

affordances instead of verifying a specific technical 

deployment. 

A total of 160 Q-Commerce users from Saudi Arabia formed 

the sample and were specifically chosen using purposive 

sampling. To enhance the accuracy of the responses, users of 

rapid delivery applications such as HungerStation, Jahez, 

and Keta were chosen. In order to verify eligibility, 

respondents were asked if they had used any of the 

mentioned platforms in the last three months. During the four 

weeks of data collection, the researchers utilized online 

methods in order to communicate with a digitally informed 

and active population. The sample also coincided with the 

requirements of Partial Least Squares Structural Equation 

Modeling (PLS-SEM), which is suitable for theory-building. 

Ethical guidelines were strictly followed throughout the 

study. The review board of the institution was contacted prior 

to the study where the participants also provided informed 

consent. To ensure the privacy of the participants, the 

researchers provided an anonymous survey and the data was 

used for academic purposes only. In addition to the primary 

constructs, demographic factors such as age, education, and 

gender were included in the study so that the researchers 

could analyze the data at each User level. 

Before performing hypothesis testing, the dataset underwent 

thorough scrutiny to check for completeness and identify 

outliers and anomalies in the data distributions. The dataset 

showed no absence of data and no severe violations of 

normality. SmartPLS 4.0 was used for data analysis. 

Measurement model construct reliability was evaluated 

through the composite reliability score, and convergent 

validity was measured with the Average Variance Extracted 

(AVE) metric. Discriminant validity was evaluated using the 

HTMT. This was done following the most recent guidelines 

in structural equation modeling (SEM) [34]. After validation 

of the measurement model was deemed satisfactory, the 

structural model was evaluated to analyze the proposed 

hypotheses. The routed parameters were bootstrapped to 

5,000 to analyze the significance of the path coefficients to 

ensure the robustness of the estimates and the validity of the 

findings. 

The analysis was conducted using SmartPLS 4.0 (4.0.9) 

structural equation modeling (SEM) for 160 users from Q-

Commerce platforms in Saudi Arabia. The structural model's 

R² for platform trust was 0.62, perceived sustainable value 

was 0.58, and behavioral intention was 0.54. These results 

indicated the model was satisfactory and can explain the 

variances to the target dependent constructs. 

Results from pathway analysis illustrate positive 

relationships in all four predicted pathways (p < 0.05), 

confirming our hypotheses. Firstly, perceived blockchain-



 

enabled data transparency positively impacted trust in the 

platform (β = 0.34, p = 0.004) and perceived sustainable 

value (β = 0.29, p = 0.013). Also, trust in the platform was 

positively related to behavioral intention (β = 0.38, p = 

0.001), and perceived sustainable value positively influenced 

behavioral intention (β = 0.32, p = 0.007). These results 

underscore the significance of transparency, both from a 

technological and psychological perspective, in encouraging 

the adoption and persistent use of Q-Commerce platforms. 

TABLE 1. STRUCTURAL MODEL RESULTS AND HYPOTHESIS 

TESTING 

Hypothesis Path Relationship β p-value 

H1 Perceived Blockchain Transparency 

→ Platform Trust 
 

0.34 0.004 

H2 Perceived Blockchain Transparency 

→ Sustainable Value 
 

0.29 0.013 

H3 Platform Trust → Behavioral 

Intention 
 

0.38 0.001 

H4 Sustainable Value → Behavioral 

Intention 

0.32 0.007 

TABLE 2. DEMOGRAPHIC PROFILE OF RESPONDENTS 

Demographic Variable Percentage (%) 

Male 54.4% 

Female 45.6% 

Age 18–24 18.1% 
Age 25–34 47.5% 

Age 35–44 26.3% 

Age 45 and above 8.1% 
High School 11.3% 

Bachelor’s Degree 64.4% 
Postgraduate 24.3% 

These findings support the study’s conceptual framework, 

particularly the enhancement of trust and perceived value 

through the transparency mechanism of blockchain. The 

impact on behavioral intentions confirms that, especially in 

rapidly changing environments like Saudi Arabia, users will 

be encouraged to persist in using Q-Commerce platforms with 

added transparency and accountability in service processes. 

V. DISCUSSION 

The results of this study both reinforce and expand the 

understanding of the impact of data transparency through 

blockchain technology on trust and perceived value in Q-

Commerce platforms. The confirmation of the first hypothesis 

illustrates that when users are provided with access to records 

of the transactions that are verifiable and resistant to 

modification, their trust in the platform’s reliability and 

fairness increases. This is particularly applicable to Saudi 

Arabia in the digital transformation that is taking place, and 

where users are still likely to be encountering the absence of 

supporting institutions or weak enforcement of regulations. 

The transparency provided by blockchain technology, in this 

case, serves to compensate for the users’ high confidence and 

expectation of integrity and accountability in the service 

processes; this has been noted in other similar studies. 

The study approaches blockchain-enabled transparency as a 

perceived socio-technical condition within the examined 

platforms. Accordingly, the findings should be interpreted as 

reflecting users’ judgments about transparency expectations 

and associated system characteristics, rather than evaluations 

of a confirmed blockchain infrastructure. This distinction is 

important because it clarifies that what is being measured is 

the user’s belief in transparency mechanisms and their 

behavioral implications, not the technical architecture itself. 

The second hypothesis suggests that perceived transparency is 

an important factor in the user perception of value as a 

sustainable construct. Although Q-Commerce is normally 

focused on speed and convenience, this study demonstrates an 

important departure towards consumer demand that considers 

fairness, traceability, and reliability as long-term ethical 

constructs [18], [36], [37]. Assessments of equitable value are 

supported by the real-time and immutable data capabilities of 

blockchain technology. The study indicates that the perception 

of transparency, in the case of the demographic attributes of 

gender and level of education, is differentiated. Educated 

women participants were relatively more positive towards 

sustainable attributes, suggesting that this is an area that 

demonstrates a complexity in the trust/value continuum that is 

worthy of more refined research. 

The role of digital innovation as an enabler of both trust and 

perceived value is, in this case, of a dual nature. The 

combination of real-time data, distributed ledger technology, 

and automated systems demonstrates superior functionality 

while simultaneously providing a symbolic representation of 

reliability and control [8], [38]. This is consistent with the 

models of theory, which seek to explain the relationship 

between technology and user perception, where transparency 

and a focus on the user are primary determinants in the 

propensity to trust and engage with the system. 

The findings further confirm the importance of trust as the 

main driver of behavioral intention in relation to the use of 

digital platforms. Trust serves as both a rational and an 

emotional driver of the commitment of the users and the 

willingness to try more services, which is more evident to the 

users with a moderate to high level of engagement. This 

suggests that trust is not a one-time deposit, but rather an 

investment that is built over time as users engage in recurrent 

interactions that are consistent and sufficiently clear. The same 

can be said of the perceived sustainable value and behavioral 

intention, which indicates that, to an increasing extent, users 

are motivated by ethical, sustainable, and long-term factors 

rather than only by the immediate factors. 

The gender analysis showed that male users were more 

confident about the reliability of the platforms, while the 



 

female users were more concerned about the fairness and 

integrity of data use. The respondents holding a postgraduate 

degree demonstrated more of an evaluative attitude 

concerning the use of data and accountability of the platform, 

which indicates that the design of the platform and the 

methods of communication to the users must be adapted to 

specific segments of users. 

This study confirms that the transparency offered by the use of 

blockchain is not just a practical improvement, but a trust-

building tool in digital services that operate at accelerated 

speeds. It addresses the paradox associated with decentralized 

technologies and digital markets in Saudi Arabia, where 

service sophistication is high while expectations regarding 

ethical standards are equally high. It provides both an 

empirical and theoretical answer to the question posed by the 

researcher.  

Although the analysis concentrates on Q-Commerce 

platforms, some implications may reasonably extend to other 

digital service settings such as ride-sharing and task-based 

platforms. In these environments, transparency surrounding 

pricing logic, allocation systems, and evaluation processes 

similarly plays a role in shaping trust. However, Q-Commerce 

is characterized by compressed timeframes and heightened 

delivery urgency, which intensify uncertainty. By contrast, 

ride-sharing and gig-based services often involve repeated 

user interactions that can partially compensate for limited 

transparency. For this reason, the relative influence of 

blockchain-enabled transparency may differ depending on 

service dynamics and institutional maturity. 

VI. CONCLUSION 

This study examined blockchain-enabled data transparency 

and its impact on user trust, perceived sustainable value, and 

behavioral intention in Q-Commerce platforms in Saudi 

Arabia. Framing transparency as a behavioral construct, rather 

than a peripheral technical enhancement, advances a user-

centric perspective on digital infrastructures and their ability 

to reduce trust gaps in fast and contactless service settings. 

Theoretically, the results recontextualize blockchain 

technology from a simple back-end ledger to a trust-building 

socio-technical system. Using socio-technical systems theory 

and the Value-based Adoption Model (VAM), the proposed 

and validated model demonstrates that blockchain-based 

transparency mechanisms improve trust in the platform and 

sustainable value, critical determinants of ongoing user 

retention. 

Guiding Q-Commerce service designers and platform 

architects, as well as policymakers, from a practical viewpoint, 

the study lists specific design elements. Incorporating user-

facing transparency tools like order tracking, service 

confirmation records, and delivery logs that users can’t modify 

and can’t be modified would increase users’ trust and 

satisfaction. Such features enhance transparency and 

demonstrate the organization’s commitment to fairness and 

accountability. In developing economies, where digital trust 

frameworks are developing, such design elements may act as 

structural substitutes for institutional trust, facilitating a wider 

and deeper use of the service. 

Despite the study’s contributions, certain shortcomings must 

be acknowledged. The study also relies on perception-based 

measures of blockchain-enabled transparency. While this 

approach is appropriate for examining user-level responses, it 

does not verify the actual technical configuration of the 

platforms. Future research may therefore benefit from 

empirical investigations of implemented blockchain systems 

or experimental designs that compare perceived and actual 

transparency conditions. Since the study is cross-sectional, the 

analysis cannot demonstrate causation, while the focus on one 

geographical area, Saudi Arabia, results in limited 

generalizability. Different dimensions of demographics, such 

as trust and value perception in relation to gender and 

education, also require more attention. Future research is 

encouraged to adopt cross-temporal and cross-cultural 

methods to address the intricacies of user behavior in different 

contexts and over time. 

In addition to the present findings, subsequent studies may 

examine other potential functions of blockchain, such as smart 

contracts, decentralized identity systems, and tokenized 

governance, as trust-enabling components of digital 

commerce. Additionally, the incorporation of qualitative or 

mixed-methods approaches could provide more understanding 

of the ways in which users perceive and emotionally react to 

transparency triggers during real-time interactions on the 

platform. This would enhance the understanding of the theory 

and practice of the potential role of blockchain in the 

development of ethical, resilient, and user-centered service 

ecosystems. 
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