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Abstract
The report corresponds to the second question provided in the assessment brief. The context of consumer to consumer (C2C) e-commerce business has been selected here as a 21st century corporation where blockchain technology has been used to assess how it can transform and reconstruct the contemporary management structure of C2C e-commerce organisation. The report argues that application of blockchain system can obsolete intermediary roles in the C2C e-commerce business context by means of providing cost effectiveness, transparency in supply chain and secure user experience. The system transformation has been analysed from theoretical and technological adaptation perspectives followed by potential trust and middle management changes. Trust management has been identified as an issue during a critical contextual overview of the C2C e-commerce business where it was measured by consumer feedback, recommendation, transaction times and intention to continue online purchase by consumers. The characteristics of blockchain technology was used as a conceptual parameter to address the trust factors evidenced by the technology’s existing link and application in similar contexts since, according to system theory by Bertellanffi (1945), any system can be modified along with consumer and business requirements (mentioned in Kumar and Sareen, 2012). Similarly, blockchain technology is flexible to modification according to business requirements, therefore, only its’ core attributes were considered during the analysis. Existing link between blockchain and C2C e-commerce portrayed how the system has been successfully implemented as a B2C online marketplace by HNA group while the technological aspects of blockchain adaptation highlights feasibility of the system usage from consumer perspectives on scalability and accessibility of use. Lastly, trust management theories in C2C e-commerce has been analysed in relation to Trusted Third Party (TTP) significance in order to portray managerial implications of blockchain. Ultimately, the system transformation has been justified from theoretical and technological perspectives followed by changing trust management and obsoletion of middle managers. 
Keywords: Blockchain technology, Consumer to Consumer (C2C), E-commerce or Online marketplace, Third party/ Intermediary/ Middle Management, Trust Management.

Application of Blockchain Technology on C2C E-commerce Business Model
1. Introduction
Technology is a gift of modern science that is transforming business management constantly. Emergence of new business models and disrupting traditional structures of organisations is also a part of it. The prominence of Uber in transportation industry and Airbnb in accommodation can be exemplified to be the disruptors in their respective industries and creators of radical business models based on external resources and shared economy (Guttentag, 2013). Development and application of online systems to connect specific demand with its’ decentralised supply chain was the idea that can be seen at the core of these business structures. Consumer to consumer (C2C) e-commerce is one of the disruptive business models where a business operates on decentralised supply chain and does not possess any storage (Dan, 2014). Therefore, the business structure of C2C e-commerce platforms can also be considered to be a leading-edge business model as it created a new line of value proposition by letting sellers to directly connect with their buyers through a shared online platform where they create value for each other by means of selling products and services. The most popular businesses relying on this model are Facebook marketplace, Etsy, Taobao, Ebay and Amazon (Ibid.). Initially, the model was only used in auction sites or in virtual communities, however, integration of e-commerce and C2C has extended its application in a general business practice for consumers and sellers (Ibid.). The organisational structure of C2C e-commerce consists of institutional intermediaries or third-party providers who manage financial and data security at high interest rate (Shorman, Allaymoun and Hamid, 2019).
The report aims to argue that blockchain technology can be applied in C2C business model and its’ application on consumer to consumer (C2C) e-commerce business platform will change or obsolete middle management roles. The rationale of interrelating blockchain with C2C e-commerce lies within their inherent similar characteristics of decentralisation and peer to peer network system as mentioned in the literature of Shorman, Allaymoun and Hamid (2019) which suggests developing a blockchain based network using the C2C business model can reduce intermediary cost and provide a transparent system in which consumers can trust. However, it does not provide any insight on management role changes that may occur due to the system application. Transformation of trust management and intermediary roles has been analysed in this report since, trustworthiness has been identified as a core part of online platforms, specifically in C2C businesses which as a result, impacts a retailer’s approach to manage consumer relationship. Moreover, being in its’ initial stage of research, blockchain technology has been associated with multidisciplinary usage which has been further evaluated to see if it can replace third party and institutional intermediaries. The objectives that were followed to analyse the arguments are stated below:
1. Identify the roles and limitations of intermediaries and third-party management within C2C e-commerce business context 
2. Critically analyse existing links between the notions to evaluate blockchain technology’s application as a C2C platform and as an intermediary from theoretical and consumer adoption perspectives
3. Identify and analyse contemporary management changes that can be directed by system transformation by means of trust and middle management.

2. Contextual Overview
In this section of the report, a critical review of present C2C e-commerce context, intermediary and third-party issues have been portrayed followed by blockchain technology overview and its’ relevance within the context. A pre-conceptual framework has been developed afterwards based on the overview which identifies the concepts that can be analysed to assess the system application in eliminating C2C e-commerce issues.
2.1. Consumer to Consumer E-commerce: 
A general definition of e-commerce refers to the economic activities that take place through electronic measures where products and services can be provided in exchange of electronic or online transactions (Niranjanamurthy et al., 2013). The platform is operated by a number of business models including business to business (B2B), business to consumer (B2C) and consumer to consumer (C2C) model. A C2C model refers to a business where consumers perform business activities among themselves with dual functionality of selling and buying and thus co-creating value for each other (Dan, 2014; Pathak, 2009). Although the model’s name is derived from its consumer centric nature, the model is not limited to only consumers value co-creation but it also depicts a decentralised and distributed supply chain managed by individuals or businesses in C2C e-commerce platforms. Moreover, since retailers can directly establish communication with their consumers, the model depicts a peer to peer network which is why it is addressed as a C2C business.
The concept of consumer to consumer business model is identified as a traditional business practice where initially consumers operated business activities without any intermediaries, however, the emergence of electronic media or virtual communities has created the C2C e-commerce model that was first found in online auction sites, valued at $104 Billion in 2014 (Dan, 2014). There are a number of popular e-commerce platforms that are considered to be based on C2C network which are Ebay, Taobao, Craiglist and Etsy. In addition, social media platforms (e.g. Facebook marketplace) and local mobile applications (e.g. Shpock) also work as mediums or channels of C2C sales (Leeraphong and Papasratorn, 2018). The intermediary platform used in C2C businesses can also be addressed as a modern middleman service created by the e-commerce revolution. 

Figure 1: C2C Business Components (Author, 2019).
The differentiating factor of C2C businesses from other models can be outlined in terms of having a decentralised supply chain where sellers possess their individual inventories instead of one central storage which can be seen in B2C businesses like Amazon (Niranjanamurthy et al., 2013; Shorman, Allaymoun and Hamid, 2019). Moreover, consumer communication is also considered to be different in C2C business models since, consumers can communicate directly with retailers in C2C platforms whereas in B2C models communication is established between the third party platform provider and buyer since in a B2C e-commerce model connecting platforms are accountable for product quality, distribution and logistics unlike C2C businesses where sellers are responsible for these activities. As a result, it can be said that, e-commerce platforms on C2C businesses possess little control over quality and procurement, however, their role in providing safe financial transactions and user privacy is considered to be inevitable. 
As a consequence, trustworthiness has been identified as a critical success factor in a C2C based marketplace where virtual community members trust retailers and online vendor based on their ability to provide service and quality, integrity of data and benevolence (Lu, Zhao and Wang, 2010). Transparency within platforms in relation to product quality, seller verification and user privacy offered by C2C platforms also establishes trustworthiness of consumers towards their retailers and vice versa (Dan, 2014; Lu, Zhao and Wang, 2010; Zhang, 2012). However, trust management is one of the common issues identified in C2C e-commerce business models which affects consumers intention to continue using a platform (Zhang, 2012). The notion of trustworthiness comes from both seller and buyer in relation to their credibility and system transparency (Lu, Zhao and Wang, 2010). As a result, consumer relationship management, maintaining transparency in quality and high cost for financial and user data security is evident to C2C e-commerce platforms which are generally offered by institutional intermediaries or third-party providers (Dan, 2014; Niranjanamurthy et al., 2013; Shorman, Allaymoun and Hamid, 2019). 
2.2. Institutional Intermediaries and Third-Party Management:
The role of an institutional intermediary, in a C2C business scenario, is to create a safe online environment for its users by means of providing user data privacy and transaction security (Dan, 2014; Shorman, Allaymoun and Hamid, 2019). Intermediary e-commerce platforms are assisted by third parties to operate these tasks in exchange of 3% to 5% interest rate generally with additional fees incurred on sellers (Shorman, Allaymoun and Hamid, 2019).
Intermediaries or third party’s role in C2C businesses are considered to build trust within consumers to operate dealings in virtual communities of e-commerce platforms. The idea has been addressed as institutional trust by Gefen et. al. (2003). In the virtual C2C scenario, feedback, recommendation and transaction guarantee can be identified as the situational assurances delivered by intermediaries, meanwhile, the systems similarity to traditional e-commerce structure to promote institutional trust are identified to be situational normality where consumer feels comfortable to shop in similar type of environment according to their previous experience (Lu, Zhao and Wang, 2009). Moreover, according to Duan (2010), intermediaries help maintaining liquidity and transaction safety by building trust between buyer and seller, however, it was suggested in the case of C2C auction sites while C2C businesses has expanded in past few years beyond auctions and performs traditional e-commerce activities. Moreover, the trust factor has not been evaluated from long term consumer relation management and transparency in product quality or seller verification which can encourage consumers to continue shopping in C2C platforms.
As a consequence of C2C platforms’ limited control on product quality and transparency, trust issues in relation to product, seller and value have been identified to deteriorate C2C business performance and it also affects consumer’s intention to continue shopping in C2C context (Dan, 2014). According to Sabou et al. (2017), consumers encounter fraudulent, damaged product and long waiting time in e-commerce which sheds light on complaint management or customer service section of the business. Moreover, in a recent study, Shorman, Allaymoun and Hamid (2019) has identified seller’s difficulty in building initial relationship with their consumers since novice sellers are often not trusted by buyers due to lack of feedbacks and the intermediaries do not provide a standardised situational assurance where sellers will be obliged to maintain transparency in value proposition which as a result, hinders consumers trustworthiness. In addition, due to a clustered and centralised recommendation system adapted by platforms, it becomes harder for sellers to maintain a long-term relation with their targeted consumers (Ibid.). Thus, the institutional intermediaries fail to provide equal opportunities to new sellers and trust assurance to buyers. 
2.3 Blockchain Overview:
[bookmark: _Hlk28573938]The conceptual understanding of blockchain technology refers to a series of blocks containing details of transactions and users in a distributed database. Every new transactional block refers back to its previous or initial block with each new transaction or changes creating a ‘chain’ like virtual structure which is depicted as blockchain. The system requires no third party to operate the transactions whereas the users known as ‘nodes’ and ‘miners’ validates the changes and new transactions occurred in the peer to peer network. The notion of no involvement of middle managers to operate transactions popularised trial application of the system as a payment or data storage method in different sectors (Yli-Huumo et al., 2016; Crosby et al., 2016; Iansiti & Lakhani, 2017) which would require technological modifications according to specific business contexts. Therefore, the conceptual parameters of the technology have been considered while illustrating its’ applicability in the given context. 
The concept of blockchain technology was first introduced by an anonymous individual or a group called Satoshi Nakamoto in a white paper ‘Bitcoin: A peer to peer electronic cash system’ published in 2008 (Crosby et al., 2016). Afterwards, it has been established as a foundation technology for secure and encrypted transaction of cryptocurrency. The technology is still considered to be in its’ initial stage and due to its cost effective and integrated nature it has been offered to be researched in government service, health, security, IOT and entertainment industries (Yli-Huumo et al., 2016; Crosby et al., 2016; Iansiti & Lakhani, 2017). The rationale behind its potential usage lies in its’ core attributes of providing data integrity, security and anonymity (Yli-Huumo et al., 2016).
The technological aspects of blockchain technology can be illustrated in terms of its’ features, core attributes derived from the features and the process in which a value is created. The basic properties of a blockchain are blocks, nodes and smart contracts. In addition, a single block contains a hash number that can change with each modification of transaction details but each change is saved in the previous block which makes it difficult to tamper with any data and portrays a virtual chainlike structure as seen in figure 2. 

Figure 2: Blockchain Hash Structure based on Fortney (2019).
The first block is called genesis block since it does not connect with any previous block and contains only one hash (Fortney, 2019). The system transparency and data integrity of blockchain technology comes from this unique hash numbers since every block can be traced back to its previous one with this hash code and thus any change of information can be identified. It prevents security crisis in the system since, if a block is not traceable through its’ hash, it can be considered as a fraudulent activity and thus not get validation from other users. This feature of the system can accommodate feedback and product details feature of a C2C business which can eliminate seller’s control over manipulating any negative review or product details. 
In a blockchain system, a genesis block is created when a transaction takes place and with every new transaction, information blocks are distributed in an open ledger that can be operated by nodes, users of the system. Nodes are responsible for validating a transaction or any changes that occur in their ledger. The validation happens through a complex procedure of mining that can be done by one of the nodes or known as a miner. In a future use of the system, the process of validation is assumed to be autonomous and spontaneous since, it is a long procedure of calculating each transactional and hash changes that can limit its’ application in larger scale. The concept of smart contracts comes in context here since, the feature allows autonomous exchange of resources if certain requirements within the contract are fulfilled. The contracts are operated through autonomous system which requires no third-party involvement and also secures the transaction amount until the requirements are met. For instance, if a consumer wants to purchase a product given that it matches with description provided by the seller, the seller will only get the product value when it fulfils the requirement coded in a smart contract in their system. Therefore, the self-operated smart contracts can play intermediary roles within a blockchain system.
The distributed feature of blockchain system provides decentralization and transparency where every node within an established network possesses copies of the blocks and thus centralization of resources is eliminated. This feature of the system allows consumers to access a transparent supply chain since the resources or their details are uploaded in an open ledger system for its’ users. Therefore, the feature can be used to provide more transparency to the decentralised supply chain of a C2C business. However, it is unclear if a new consumer who have not been part of the block yet can access this supply chain details which can further build their trust to purchase from the business. The system features and characteristics derived from them along with their usage within a C2C business context is illustrated below:
	Blockchain Features
	Characteristics
	C2C Applications

	
	
	

	Hash
	Data Integrity and security
	Product details, feedback and review

	Smart Contract
	Automated and secure transactions
	Transaction, procurement, seller and buyer verification

	Distributed Open Ledger
	Decentralization and transparency
	Transparent supply chain, obsoleting centralized control by third parties

	Encrypted user details
	Encrypted data
	User privacy and security

	Public and Private Key  
	Information access
	Security and encryption


Figure 3: Blockchain Features and Characteristics (Author, 2019).
2.4. Pre-Conceptual Framework:
The pre-conceptual model of blockchain application on C2C contains 4 components where the core argument postulates if the technology can be applied to obsolete middle management from the given context. The argument can be analysed in terms of its’ application feasibility followed by its’ impact on management roles within the C2C context. Three perspectives have been identified to critically analyse this argument based on scalability which can portray its application from consumer adaptation with technology, trust management of C2C e-commerce by blockchain and lastly the theoretical and practical evidences of the system application in similar contexts. 



Figure 4: Pre-conceptual Model of Blockchain Application on C2C (Author, 2019).

3. Theoretical Aspects of Blockchain Application
In this section of the report, theoretical links and evidences between blockchain and C2C e-commerce has been evaluated to assess the system application from theoretical perspectives where blockchain technology application as an intermediary and as a C2C network has been exemplified from relevant literature and practice.
The potentiality of blockchain technology as an E-commerce platform has been mentioned in a number of research along with practical implications. According to Zhu and Wang (2019), the technology can be applied to reduce operational cost, create a transparent view of its’ supply chain, a sustainable payment system and encrypted security system (Zhu and Wang, 2019). The system has been suggested as a source of secure recommender system based on user data in e-commerce (Frey, Wörner and Ilic, 2016). In online marketplaces, consumer data and personal details are used to create a targeted recommendation system with or without consumer awareness which can be expected to be resolved by a blockchain based recommender system where user details will be concealed while third party advertisers can only access their consumption behaviour but not their identity (Ibid.). As a consequence, data integrity can be maintained using encryption feature of blockchain technology. 
Blockchain technology has been suggested as a medium of transactions similar to Visa and Mastercard applications (Crosby et al., 2016). It has been proposed as an alternative of conducting internal transactions of businesses to reduce costs of middle management. As a consequence, it has also been in trial in the Nigerian market by Stellar to assess its functionality in transaction processing (Iansithi & Lakhani, 2017). 
In terms of system application, a case study on Hainan Airline Group (HNA) can be exemplified in this context since a blockchain system-based e-commerce platform have been implemented by HNA group to connect suppliers with their employees by means of providing employee benefit plans. (Ying, Jia and Du, 2018). The initiative was taken to reduce tax cost and provide a flexible benefit plan to the employees of HNA, which as a result, has extended the horizon of suppliers selling channel while accumulating consumer satisfaction (Ibid.). The business pioneered in implementation of blockchain as an e-commerce system from where other businesses can use the system transformation knowledge and build upon it. The system successfully worked as a business to consumer (B2C) platform which theoretically exemplifies its feasibility to use as an intermediary and therefore, portrays scope for future application in other business models. 
Application of blockchain technology as an e-commerce platform performing both intermediary and third-party roles efficiently can be evidenced by the initiative of HNA group above which theoretically approves the system usage instead of intermediaries (Ying, Jia and Du, 2018). However, the application is evident in a B2C business context which is different in case of C2C business due to contextual differences in relation to creating and maintaining trust among consumers along with consumer relation management by retailers. A recent literature by Shorman, Allaymoun and Hamid (2019) suggests a blockchain based C2C business application as a disruptive business model evolution. The report suggests developing a consumer to consumer model using blockchain network which reflects core and direct relevance to this report. The model was offered based on the conceptual similarities between both notions where a direct connection between peers or consumers is supported in blockchain technology and C2C e-commerce business model respectively. Therefore, from theoretical and conceptual perspectives the system transformation can be supported within the given context. However, the implementation has not been analysed from technological adaptation by consumers and management role changes perspectives which is highlighted in this report. 
The application of blockchain on C2C user interfaces can be justified due to its peer to peer network and decentralise database feature similar as C2C network with a consumer to consumer interaction system and a distributed storage system accordingly (Crosby et. al., 2016; Dan, 2014). The systems reflect each other in terms of interaction approach between the users which does not require any third parties. In terms of accessibility of information, the blockchain system is known for its transparent nature and data integrity as any information regarding the transaction and product that will be stored in the blocks are automatically updated in the whole system and can not be changed or deleted. 

4. Consumer Technology Adaptation:
The application of blockchain has been evaluated from technological adaptation by consumers (buyer and sellers) in this report since, a system transformation requires to align with user expectation and accessibility to establish an exchange relationship (Salam et. al., 2005). As a consequence, consumer adoption and adaptation of blockchain technology is the prime focus of analysing its’ feasibility of application. In addition, consumer adaptation links with management changes in this context since, blockchain application is considered to be consumer centric and its’ application eliminates middle management by establishing direct communication of consumers and sellers (Shorman, Allaymoun and Hamid, 2019). Although, the feature exist in larger scale C2C businesses, trust management by means of quality assurance, transaction and data security have been found to be an issue due to which the technology application is recommended within the context. Moreover, according to the report by Schlegel, Zavolokina and Schwabe (2018) where consumers are expected to prefer a blockchain technology-based online marketplace provided that it regulates direct dealings with their retailers through eliminating any middle manager and thus maintains a transparent system with no hidden or excess fees (Schlegel, Zavolokina and Schwabe, 2018). Therefore, transparency of the system works as a relative advantage as mentioned in the adoption theory (Kumar and Sareen, 2012) that makes it feasible to use as an e-commerce platform by consumers.
Consumer adoption of a technology initially depends on the simple structure and accessibility of its’ user platform where e-commerce activities are performed. The user interfaces used in the C2C models can be categorised in three types based on the domain usage purpose: (i) Traditional E-commerce website: the interfaces used in this category is similar to the Business to consumer model interfaces like Amazon and Alibaba. E-bay can be used as a classic example of this category, it was first initiated in auction sales but it is now used partially as a B2C platform as well ( (ii) Mobile commerce (M-Commerce): user interfaces of local applications based on specific operating areas can be included in this section, second hand or used products, properties for rent and jobs are the most popular categories included in this platform and (iii) Social commerce (S-commerce): C2C interfaces developed in social networking websites are included in this section, it consists of the similar categories as mobile commerce and additionally personalised services designed by consumers are also listed in this category (Leeraphong & Papasratorn, 2018; Niranjanamurthy et al., 2013). A blockchain based user interface is considered to be designed in a way that it will reflect the traditional e-commerce since, a system’s similarity with traditional structure is significant to assure situational normality that catalysts consumer trust and build perceived usefulness in online marketplace (Lu, Zhao and Wang, 2009). 
Blockchain adaptation within consumers can be measured by the novelty-complexity framework designed by Iansiti and Lakhani (2017) in Figure 5. The model consists of four stages where the first two stages reflect more novelty and less complexity in initial stages. For instance, in single use examples, use of TCP or e-mail is noteworthy which then moved towards creating networking interfaces in localization stage. In the third stage where complexity increases, substitute of the application emerges from different sites as happened with the C2C business. Since, the business does not manage distribution of products or payment in S-commerce, third parties like Paypal and delivery companies took this opportunity to fill up the void. Finally, the last stage where a business transform from medium to high complexity and novelty at the same time, they are considered to be flexible to issue their own substitution components as happened that can be exemplified in Amazon.
[image: ]
Figure 5: Technology Adoption Framework of Novelty-Complexity (Iansiti & Lakhani, 2017).
In relation to the framework, the application of blockchain technology can be seen being experimented on single use transactions at coffee shop payments apart from bitcoin purchase (Risius & Spohrer, 2017). Therefore, it can now be experimented by means of localization on local mobile applications among users to measure its acceptance and data integrity which can be used to develop it further by substituting smart contracts (Ibid.). The localization effort is developed in a limited area where a number of private networks connect through distributed ledgers (Iansiti & Lakhani, 2017). A potential approach by Facebook marketplace, a platform of Social E-commerce, can be exemplified here as they are said to be launching their own version of coins for inside dealings within the platform (Gil-Pulgar, 2019) although it will not be a decentralize approach and Facebook will control the transactions. In essence, it can be seen that, blockchain can be integrated to existing systems by means of transaction and security approach or a as a distinguished individual platform (Gil-Pulgar, 2019).
The risks of consumer adaptation with the technology can be its’ existing usage contexts. According to the social construction of technology theory (Kumar and Sareen, 2012), a system is perceived by users the way it is contextualised and usually used in a society. Blockchain based transaction systems are known for their unconventional transaction approach as it has been used as a foundation technology for designing cryptocurrencies which was initially used for out of record transactions. As a consequence, reputation of the technology requires to be amended prior to application.


5. Trust Management Perspectives
Establishing trust and managing it for a longer period are crucial for intermediaries and trusted third parties (Xiong and Liu, 2003) which is why blockchain application has been assessed from trust management perspectives in this section. There are a number of trust management theories evident in the C2C e-commerce context in relation to how it is built and managed that has been analysed below in relation to third party and intermediaries role in creating trustworthiness and how blockchain technology’s application can catalyst changes in trust management theories by obsoleting middle managers.
Trust is a core element of C2C e-commerce activities from both consumer and business perspectives as it helps consumers to make decisions about their e-commerce shopping while it helps businesses to establish an exchange relationship with their consumers (Salam et. al., 2005). The trust parameters that are considered in C2C e-commerce are consumer feedback, recommendation and future intention to continue shopping in same platform (Xiong and Liu, 2003). These trust-based decisions are influenced by business reputation (intermediary or individual), transaction security and transparency of information (Kim, Ferrin and Rao, 2007). Therefore, maintaining these trust elements becomes crucial for intermediaries to keep operating in this context. The concept of trust is seen as a subjective behaviour from a consumer perspective driven by their previous experience and beliefs whereas it can be seen as a policy driven competency act by businesses in e-commerce (Jøsang and Tran, 2000). Public key infrastructure (PKI) as a tool of encrypted e-commerce financial activities is evident within policy-based trust management by third parties (Ibid.). Blockchain is operated by a similar feature to encrypt data and issuing a private key for members of a ledger to access individual information. (Crosby et. al., 2016).
Subjective trust management impacts and influences policy-based trust due to the cognitive source of trust development within consumers (Jøsang and Tran, 2000). The notion can be supported by theory of reasoned action (TRA) where trust has solely been identified to be an outcome of five cognitive acts consisting external factors, intentions, beliefs, attitude and behavioural outcome relating back to social construction theory of consumer’s technology adoption (Kumar and Sareen, 2012; Salam et. al., 2005). Third party roles in corresponding to these factors through assuring situational assurance is evident by means of creating transactional safety policies and aligning with data protection acts (Gefen et. al., 2003). Blockchain based transactions and self-operated smart contracts also offers assurance to consumers that can be exemplified by its’ 42 million active users globally (Szmigiera, 2019).  In addition, the framework suggests characteristic-based trust development among consumers which is the competence of blockchain features and thus it can be benevolent to users. 

6. Discussion of Findings
Technological advancement in businesses can bring new management opportunities or eradicate traditional management challenges, therefore, application of blockchain technology as a C2C business network can also be expected to bring consumer trust and middle management changes through the system’s unique characteristics and features which was the core argument of this report. The claim was assessed from three key perspectives that included consumer adoption with the technology, trust management and theoretical perspective of system application as a C2C intermediary. 
Blockchain technology has been associated with data, knowledge or information management, transaction systems and supply chain management (Glaser, 2017) which paved the way of this report, suggesting the technology as a C2C e-commerce platform. The idea was first mentioned by Shorman, Allaymoun and Hamid (2019) who suggested a C2C network based on blockchain technology considering similar characteristics of both systems. However, the proposal was assessed by means of business model evaluation that lacked any insights on managerial implications or consumer adaptability. Therefore, an attempt to identify the system application and its impact on middle management was taken in this report. 
The theoretical and practical evidences found on blockchain application as an intermediary within a B2C context supports its successful application as an online marketplace. Although, blockchain based applications exist in different business model, the similar characteristics of blockchain application as a C2C or peer to peer (P2P) platform is evident. In addition, the business model evaluation suggested by Shorman, Allaymoun and Hamid (2019) provided theoretical and operational insight on how the business will operate if its’ based on blockchain technology since, cost effectiveness and transparency features of the system justifies its application. As a consequence, blockchain technology can be expected to replace institutional intermediaries and connect consumers directly with each other.
From trust management perspectives, blockchain’s public and private key policy has been seen to align with policy-based trust management by trusted third parties. The system’s active users globally reflects on its’ perceived usefulness as a secure technology where sellers can establish long term relationship that has been studied as a part of reasoned action theory (Salam et. al., 2005) which is used to scale consumer’s cognitive perception of usefulness e-commerce platforms. The concept of perceived usefulness also exists in consumer adoption of system but in a sense of initial usefulness whereas the reasoned action theory considers benevolence and long-term relation development. Trust issues in relation to transparency of supply chain, quality issues and unreliable alterable review system has been identified during the contextual overview in this report. Blockchain technology’s transparent characteristics can solve these trust issues from C2C context by means of providing quality assurance, reliable feedback system where reviews can not be tampered or edited and peers approval based recommendation system can be operated. 
Although consumer recognition and adaption of blockchain based cryptocurrency is a widespread phenomenon globally, the system is not used as a mainstream transaction which might affect its reputation within social structure. According to the Social Construction of Technology theory (Kumar and Sareen, 2012), a system can be adopted or rejected based on how the technology is integrated within specific society. Blockchain technology is in its’ novelty stage where it is just getting the recognition of being a transaction system. As a consequence, the system is expected to expand its’ usage step by step to be integrated within targeted social systems. 
In terms of risks of application, the existing intermediaries in the financial industry can challenge its’ mainstream use since the technology can threaten their existence by means of capturing the market provided by credit companies and notary (Risius & Sphorer, 2017). According to Glaser (2017) ‘even if financial intermediaries provide smart contracts and charge for that, it will be challenging for them to survive’. Therefore, obtaining operating permit from financial authority will be a time-consuming process for the technology application. Moreover, economic considerations and legal approval are also key factors in order to apply the technology in transactional sector. 
Therefore, after critically analysing the theoretical correlations between blockchain and C2C e-commerce, the report recommends blockchain application on C2C context given that it will be customised accordingly with traditional outline of an e-commerce platform to provide assurance to its’ users. The system can perform both intermediary and third-party activities which will save costs of businesses and self-operated smart contract feature will reduce operational expenses. As a consequence, the system application is able to eliminate middle management from e-commerce platforms and thus will change organisational structure of C2C e-commerce which establishes the argument of the report and validates the pre-conceptual framework.

7. Conclusion
A system application feasibility can be analysed from a number of perspectives including consumer adaptation, socio-economic impacts, legal and financial implications, managerial effects and the aftermath of application. However, in this report, consumer adaptation of technology and trust have been prioritised while measuring blockchain’s application in the C2C context in order to address management issues and potential changes. The report was initiated with a simple correlation found between C2C business model and blockchain system. Since, the system is not similar in every application, its’ core and basic characteristics were considered as conceptual parameters during its application assessment. 
Lack of resources due to novelty of the concept correlation analysed in this report can be identified as both limitation and competence of this study. The study fills the gap of addressing management insights and changes that the system can catalyst in given context by means of interrelating trust and middle management which are crucial for C2C e-commerce success. Future scope of research in similar concepts consists of policy, external factor and sustainability based studies of the system application that will further develop on feasibility literature of blockchain system.
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