
                                                                                             

                 UPPSALA UNIVERISTY  

Department of Business Studies 

Master Thesis 

Spring Semester 2013 

 

 

 

 

 

Factors influencing Chinese Consumer Online Group-

Buying Purchase Intention: An Empirical Study 

 

 

 

Author: Douqing, LIU 

Supervisor: James Sallis 

Date of submission: May 31th, 2013 

 

 

 

 

  



Abstract 

Background: Because of the high-speed development of e-commerce, online group          

buying has become a new popular pattern of consumption for Chinese 

consumers. Previous research has studied online group-buying (OGB) 

purchase intention in some specific areas such as Taiwan, but in 

mainland China.  

Purpose:    The purpose of this study is to contribute to the Technology Acceptance 

Model, incorporating other potential driving factors to address how they 

influence Chinese consumers' online group-buying purchase intentions. 

Method:     The study uses two steps to achieve its purpose. The first step is that I use 

the focus group interview technique to collect primary data. The results 

combining the Technology Acceptance model help me propose 

hypotheses. The second step is that the questionnaire method is applied 

for empirical data collection. The constructs are validated with 

exploratory factor analysis and reliability analysis, and then the model is 

tested with Linear multiple regression.   

Findings: The results have shown that the adapted research model has been 

successfully tested in this study. The seven factors (perceived usefulness, 

perceived ease of use, price, e-trust, Word of Mouth, website quality and 

perceived risk) have significant effects on Chinese consumers' online 

group-buying purchase intentions. This study suggests that managers of 

group-buying websites need to design easy-to-use platform for users. 

Moreover, group-buying website companies need to propose some rules 

or regulations to protect consumers' rights. When conflicts occur, e-

vendors can follow these rules to provide solutions that are reasonable and 

satisfying for consumers.  

 

Key words: Chinese consumers, online group buying, purchase intention, 

Technology Acceptance Model, price, e-trust, word of mouth, website quality and 

perceived risk      
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Group Buying "Triple Eleven" Case 

11 November 2011 was a special holiday in China, called "双十一", meaning "the 

single day" in Mandarin Chinese. On this day, famous group-buying websites such as 

TaoBao-JuHuaSuan, MeiTuan and 55Tuan grasped the business opportunity created 

by the celebration of this special holiday to provide varieties of promotions and 

discounts for different products and coupons, and made substantial profits (TengXu 

Technology Website, 2012). Based on the group buying industry report, the 

transactions of the whole industry on the single day arrived at 56.121 million Yuan 

(about 9 million dollars). The TaoBao-JuHuaSuan website, which is China's leading 

group-buying website, generated 50.121 million Yuan (about 7 million dollars) on 

this one day (ShenYang Evening News, 2013). Specialists predicted that the upward 

trend in consumers' group-buying purchasing power would continue (TengXu 

Technology Website, 2012). However, some questions need to be addressed with 

reference to this: what are the factors or reasons motivating consumers to purchase on 

group-buying websites instead of individual online buying? What factors influence 

consumers' purchase intentions in terms of online group buying?   
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1. Introduction 

This chapter will briefly show readers the concept of online group buying and the 

background to the Chinese online group-buying market. Then, the research problem 

will be formulated and the purpose of the study and the research question will be 

proposed. Finally, the research content and framework of this study will be shown. 

Due to the high-speed development of electronic businesses, online group buying has 

become a popular shopping model in the current electronic market (Cheng and Huang, 

2012). Online group buying originally derived from a U.S. website, Accompany.com, 

and recently similar websites have also been founded in Asia (Cheng and Huang, 

2012). For example, MeiTuan Site, TaoBao-JuHuaSuan Site and NuoMi Site are all 

popular in China. The term “group buying” refers to people with the same interest in 

some goods forming a group and purchasing together to achieve a significant discount 

on list prices. The transaction is processed successfully when the minimum quantity 

of the consumers is reached (Shiau and Luo, 2012; Pi et al., 2011). Online group 

buying can overcome geographical limits and make it possible to easily negotiate 

prices with sellers so as to obtain better value for money. Both buyers and sellers 

believe that group buying can benefit and satisfy both parties (Cho, 2006).  

Group buying is a kind of shopping approach deriving from societies with influential 

Chinese cultures, and this phenomenon has been fast-growing and successful in China 

(Tsai et al., 2011; Cheng and Huang, 2012). Group buying has a significant effect on 

people's daily lives in areas such as entertainment and shopping (National Bureau of 

Statistics of China, 2012). Thus, traditional Chinese forms of consumption have been 

transformed. Online group buying, with the advantages of various goods options, 

significant discounts on prices, shopping convenience and home delivery services, has 

gradually become a popular pattern of consumption for Chinese people (National 

Bureau of Statistics of China, 2012). The China Internet Network Information Center 

(CNNIC) stated that until now the total number of Internet users involved in group 

buying is continuously increasing (Latest CNNIC China Internet Stats, 2012).  

In China, there are 420 million Internet users and 21.6 per cent of people use online 

payment providers (Latest CNNIC China Internet Stats, 2012). The first group-buying 

site was launched in January 2010, and now China has 1,215 group-buying sites 

(Network World, 2010). In the whole group buying industry, there exist several strong 
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and famous group-buying companies such as TaoBao-JuHuaSuan Site, MeiTuan Site 

and 55Tuan Site. They compete with one another and want to lead the Chinese group 

buying industry.  

1.1 Research Problem 

There has been intensive research (e.g., Lin, 2007; Cheng and Huang, 2012; Cheng et 

al., 2012) into predicting consumer online group-buying (OGB) purchase intentions in 

some specific regions such as Taiwan, with a view to understanding the group-buying 

market. However, research studies on predicting consumer OGB purchase intentions 

in mainland China are few in number. Thus, this study would like to focus on the 

group-buying market in mainland China. Moreover, some studies (e.g., Chang and 

Wildt 1994; Shiau and Luo, 2012; Gong, 2012) lack a coherent understanding of 

factors relevant to OGB. These studies only focus on some particular independent 

factors such as price, satisfaction, users' characteristics and perceived risk. They do 

not encompass the whole structure involved in understanding consumer OGB 

purchase intentions. Hence, I would like to synthesise existing literature on consumer 

OGB purchase intentions, and to provide a comprehensive structural review of this 

subfield focusing on the group-buying market in mainland China.  

Numerous studies have applied the Technology Acceptance Model (TAM) to analyze 

online group-buying intention (Tsai et al., 2011; Tong, 2010; Cheng et al., 2012). 

Therefore, this study also applied the TAM Model to research factors that influence 

group-buying intention in the Chinese group-buying market. However, prior studies 

illustrated that there are other potential driving factors that also influence consumers' 

purchase intentions in terms of online group buying. These include price, e-trust, 

Word of Mouth (WOM), website quality and perceived risk (Pi et al., 2011; Hoffman 

et al, 1999; Cheng and Huang, 2012; Song et al, 2009; Bhatnagar et al., 2000; Tong, 

2010). These studies provided preliminary evidence that consumers' group-buying 

purchase intentions are determined by different factors. Nevertheless, these different 

factors that influence Chinese consumers' purchase intentions have not been 

investigated. Hence, this study sets out to contribute to the TAM Model, and tries to 

address how these potential driving factors may affect Chinese consumers' group-

buying intentions.  
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1.2 Research Purpose   

The purpose of this study is to contribute to the Technology Acceptance Model, 

incorporating other potential driving factors to address how they influence Chinese 

consumers' online group-buying purchase intentions.  

The study considers that other potential driving factors have not been tested to 

measure Chinese consumers' OGB purchase intentions. Therefore, this study would 

like to conduct a small focus group interview before proposing hypotheses. After that, 

combining the focus group interview results and a literature review proposes 

hypotheses and establishes an adapted research model. An empirical study will be 

done to collect data and to test hypotheses.  

1.3 Research Question 

What main factors influence Chinese consumers' online group-buying purchase 

intentions?  

1.4 Research Contents and Framework 

In order to carry out this research, this study first of all looks at technology acceptance 

factors and relevant literature concerning potential driving factors. Furthermore, the 

study proposes an adapted research model that provides a comprehensive 

understanding of Chinese consumers' OGB intentions. The study then presents the 

research method used, its results, and discussion thereon. Finally, it concludes with 

the managerial implications for practice, pointing out the limitations of this study and 

making suggestions for future research.  
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2. Theoretical Background and Hypotheses   

Chapter 2 begins by introducing the concepts of online group buying and online 

group-buying purchase intention. Secondly, consumer characteristics will be shown. 

Thirdly, the Technology Acceptance Model (TAM) is introduced as the basic 

theoretical framework. After that, I will conduct the focus group interviews that help 

me identify other potential driving factors. Finally, through combining the focus 

group interview findings and a literature review, hypotheses will be proposed and an 

adapted research model will be established.   

2.1 Online Group Buying (OGB)  

Group buying refers to a business model where people with an interest in the same 

goods form a group and purchase together at significant discounts on list prices. The 

transaction is processed successfully when the minimum quantity of consumers is 

reached (Shiau and Luo, 2012; Pi et al., 2011). Online group buying is not restricted 

by industry, geographical differences or consumer demographics (Chen, 2012). It uses 

the Internet to bring together separated consumers and improve their bargaining 

power against sellers in order to make a lower price deal. Unlike direct online 

shopping, online group buying can help a group of consumers to achieve a special 

discount price (Cheng and Huang, 2012). 

Online group-buying systems provide a win-win situation. They can benefit 

consumers, who end up paying less money, and at the same time, the vendors benefit 

from selling multiple items (Kauffman and Wang, 2002). Consequently, not only can 

online group buying make sellers reduce prices to attract new and potential consumers, 

but it also enables consumers to buy the goods or services they desire at a big discount 

(Cheng and Huang, 2012). From the firms' perspective, online group buying can 

increase sales and create both high consumer satisfaction and positive word of mouth 

for the vendors (Erdogmus and Cicek, 2011).  

2.2 Online Group-Buying (OGB) Purchase Intention    

Purchase intention refers to the willingness of consumers to purchase online (Li and 

Zhang, 2002). OGB purchase intention refers to "the degree to which an individual 

believes they will adopt OGB to make a purchase" (Ajzen and Fishbein, 1975; Cheng 
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et al., 2012). The purchase intention is developed on the basis of an undetermined 

transaction, and is finally considered as a key factor influencing the actual final 

purchase (Chang and Wildt, 1994). There are two attributes to evaluate purchase 

intention: these are the consumers' willingness to purchase and their willingness to 

return to a store's website within a period of time, such as the next three months or the 

next year (Chang and Wildt, 1994). Furthermore, previous studies (Pi et al., 2011; 

Pavlou and Gefen, 2004) have found that purchase intention as a key factor really 

influences consumers' actual buying behaviour, and the purchase intention may 

influence transaction activities in the future.  

2.3 Consumer Characteristics  

Numerous studies (Gong, 2012; Lian and Lin, 2008) have found that consumer 

characteristics have a significant effect on online purchasing. They help firms 

segment the consumer market, target specific consumer groups and better understand 

consumers' buying behaviour (Hasslinger et al., 2007). Previous research on TAM 

(Wang et al., 2003) has found that consumer characteristics need to be taken into 

account as key external variables. Consumer characteristics play an important role in 

the application of any technological innovation in a wide variety of fields including 

information systems, production and marketing (Zumd, 1979; Wang et al., 2003).  

Consumer demographics are considered to be one of the most important aspects of 

consumer characteristics. The effects of users' demographics on consumers' online 

shopping behaviour are well-known (Gong, 2012). These include consumers' gender, 

age, occupation, education, income, interests, life circumstances, etc. (Kotler and 

Keller, 2006). Some research (e.g., Lassar et al., 2005) has pointed out that income, 

education and age are the most important factors that influence consumer purchasing 

because young, educated and high-level income consumers are the most likely to use 

the Internet to purchase products or vouchers (Lassar et al., 2005). Part of some 

research (e.g., Gong, 2012) has shown that gender is a key factor that influences 

consumer purchasing. Compared to women, men have the same or a more favourable 

perception of online purchasing, even though women usually have positive attitudes 

to online and offline shopping (Gong, 2012). Online group buying is a type of online 

shopping. So, understanding OGB consumer characteristics can help OGB vendors 

target specific consumer groups well (Hasslinger et al., 2007). Therefore, in this 
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research, I have included demographic background questions in the first part of the 

questionnaire.  

2.4 Technology Acceptance Model (TAM)  

In order to predict consumers' purchase intentions, previous research (e.g., Cheng et 

al., 2012; Tsai et al., 2011) adopted the Technology Acceptance Model (TAM). The 

model is widely applied in the research of consumer electronics, communication and 

website design (Cheng et al., 2012). Therefore, this study uses the TAM Model as the 

theoretical framework to measure Chinese consumers' OGB purchase intentions.  

The Technology Acceptance Model (TAM; Davis, 1989; Davis et al., 1989) is 

considered the most influential and extensively applied theory for understanding e-

commerce (Tong, 2010). Previous studies (e.g., Tong, 2010; Bruner and Kumar, 2005; 

McKechnie et al., 2006) have widely applied the TAM Model in the online shopping 

context. The TAM Model was adapted from the Theory of Reasoned Action (TRA; 

Ajzen and Fishbein, 1980) and the Theory of Planned Behavior (Ajzen, 1985) (Tong, 

2010). The original TAM Model is an information system theory that has been 

employed in studies of the belief-attitude-intention-behaviour causal relationship, in 

order to predict technology acceptance in potential users (Tong, 2010; Chen et al., 

2002). This model explains that a person's behavioural intention is determined by 

their attitude towards the behaviour. The more positive attitudes people have, the 

more they are likely to accept and adopt the technology (Cheng et al., 2012). However, 

Davis et al. (1989) tested the original TAM and then suggested a revision of the 

original TAM (Szajna, 1996). This revised TAM Model only included three 

theoretical constructs: intention, perceived usefulness and perceived ease of use 

(Szajna, 1996).   

The revised TAM proposed by Davis et al. (1989) is shown in Figure 1. The revised 

TAM Model contains two versions: the first version is pre-implementation beliefs 

about perceived usefulness and perceived ease of use (Davis et al., 1989). The second 

version is post-implementation beliefs about perceived usefulness and perceived ease 

of use. Comparing the original with the revised TAM Models, it is evident that the 

revised TAM Model lacks the attitude construct (Davis et al., 1989). The pre-

implementation version of the revised TAM predicts technology acceptance by 
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measuring perceived usefulness and perceived ease of use before implementation of 

the technology (Szajna, 1996). The post-implementation version uses perceived 

usefulness and perceived ease of use to measure technology acceptance after actual 

implementation of the technology (Szajna, 1996).  

 

Figure 1 shows the Revised Technology Acceptance Model (Davis et al., 1989) 
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consider perceived usefulness and perceived ease of use in developing their intentions. 

Furthermore, these intentions can measure users' technology acceptance behaviour 

(Szajna, 1996). After a period of employing the information system (the post-

implementation version), the perceived ease of use has an indirect influence on 

intentions (Szajna, 1996). It implies that after users have been using an information 

system for a period of time, their subsequent intentions are developed based on 

perceived usefulness (Szajna, 1996).  

2.4.1 Constructs of the TAM Model 

Previous studies (e.g., Davis, 1989; Davis et al., 1989) have validated the TAM 

Model as a robust and parsimonious framework for understanding individuals' 

technology acceptance in different contexts including Internet banking technology 

(Wang et al., 2003), computer IT (Chau, 2001), e-shopping (Ha and Stoel, 2009; Tong, 

2010), and so on. Since OGB employs technology systems and consumers need to 

learn how to use the OGB technology systems, TAM provides a strong foundation for 

this study researching consumers' technology adoption of online group buying. 

Moreover, prior studies (e.g., Tsai et al., 2011; Cheng et al., 2012) have also 

successfully applied TAM in an online group-buying context, so TAM is applied as 

the basic theoretical framework in this study.  

In TAM, there are two specific constructs: "perceived usefulness" (PU) and 

"perceived ease of use" (PEOU) (Davis et al., 1989). In this paper, I define these two 

constructs as follows: perceived usefulness is "future users' subjective assessment that 

using a particular system will enhance the users' performance" (Vijayasarathy, 2004). 

Perceived ease of use is defined as "the degree to which the prospective user expects 

the system to be free of effort" (Vijayasarathy, 2004). TAM (Davis, 1989; Davis et al., 

1989) has successfully found that both perceived usefulness and perceived ease of use 

have a positive and direct effect on behavioural intentions in online group buying 

(Cheng et al, 2012; Tsai et al., 2011). Furthermore, perceived ease of use has a 

positive and significant relationship with the perceived usefulness in OGB (Cheng et 

al., 2012; Tsai et al., 2011). The easier the system is that people use, the more they 

feel it is useful (Venkatesh, 2000). In order to capture the full spectrum of OGB 

buyers, I include the post-implementation relationship as well. Hence, the first three 

hypotheses are proposed:  
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             H1a:  perceived usefulness (PU) has a positive relationship with Chinese 

consumers' OGB purchase intentions. 

           H1b: perceived ease of use (PEOU) has a positive relationship with Chinese 

consumers' OGB purchase intentions. 

           H1c: perceived ease of use (PEOU) has a positive relationship with perceived 

usefulness (PU).  

 2.5 Extending TAM  

Despite the fact that large numbers of prior studies have confirmed the validity of 

TAM as a parsimonious model in many technology-related contexts (Davis 1989; 

Davis et al., 1989; Tong, 2010; Ha and Stoel, 2009), other studies have illustrated that 

the TAM's parsimony is its critical limitation (Vijayasarathy, 2004; Tong, 2010; Ha 

and Stoel, 2009). The factors included in TAM may not fully capture the key beliefs 

influencing consumers' purchase intentions towards online group buying (Tong, 2010; 

Ha and Stoel, 2009). Previous researchers have successfully found the validity of 

price (Pi et al, 2011), e-trust (Pi et al., 2011; Hoffman et al., 1999), Word of Mouth 

(WOM) (Cheng and Huang, 2012; Song et al., 2009), website quality (Cheng and 

Huang, 2012; Bhatnagar et al., 2000) and perceived risk (Tong, 2010) as the key 

beliefs to measure consumers' purchase intentions in a group-buying context. The 

reason that I choose these five factors is that they have been investigated repeatedly 

by many studies (Cheng and Huang, 2012; Pi et al., 2011; Tong 2010). Moreover, 

research has confirmed the relationships between these factors and consumers' 

purchase intentions.  

Few studies applying the TAM Model to Chinese online group buying (Cheng and 

Huang, 2012) and additional driving factors (price, e-trust, WOM, website quality and 

perceived risk) have not been tested in the Chinese group buying market. Thus, I will 

conduct a small focus group interview. The findings help me identify these driving 

variables in order to construct an adapted research model. In the focus group, six 

Chinese people who have OGB experience talk freely about their group-buying 

experiences as regards external driving variables. The interview questions are 

reported in Appendix 1. Then the interview results will be combined with a literature 
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review to build an adapted research model. This model is established to obtain an 

insight into Chinese consumers' OGB purchase intentions.  

2.6 Additional Potential Driving Factors  

As has already been mentioned, there are external key driving factors, namely price, 

e-trust, WOM, website quality and perceived risk (Erdogmus and Cicek, 2011; Sinha 

and Batra, 1999; Brassington and Pettitt, 2006; Cheng and Huang, 2012; Pi et al., 

2011; Tong 2010). In the following paragraphs, I will focus on each factor 

individually. 

2.6.1 Price  

Online group buying, which is a new system that offers daily discounts for different 

kinds of goods, is a new form connecting promotion and price (Erdogmus and Cicek, 

2011). There are two types of OGB price systems. The first type of group buying is 

established based on dynamic pricing mechanisms (Erdogmus and Cicek, 2011). It 

implies that a large number of consumers get together online, and perform collective 

buying to enjoy price discounts as a group. The discount prices depend on the number 

of buyers defined by sellers. If in a given period of time, consumers succeed in 

forming a group, then everyone in this group will enjoy the goods at the same 

discounted price (Erdogmus and Cicek, 2011). The second type of online group 

buying is that group-buying vendors offer certain goods at a big discount, over 50%, 

but the price does not decrease when the number of consumers increases (Erdogmus 

and Cicek, 2011).  

Price is a key factor in stimulating consumers to purchase (Kotler and Keller, 2006). 

Consumers’ opinions are governed by price consciousness. This means that 

consumers are unwilling to pay a higher price for goods and particularly pay attention 

to lower prices (Sinha and Batra, 1999; Pi et al., 2011). Unlike online shopping, group 

buying is an innovative way of operating online as a group, which provides the 

maximum discount for consumers (Erdogmus and Cicek, 2011). A price comparison 

between offline shopping, individual online shopping and group-buying shopping 

indicates that group buying has a big attraction for consumers. When prices for 

products and services change or there are differences between different group-buying 

websites, price-sensitive consumers will perceive this and change their responses 
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based on prices. (Pi et al., 2011). Price is an effective way for price-sensitive 

consumers to be attracted to buy similar goods at the lowest prices or to obtain the 

best value for their money (Brassington and Pettitt, 2006). From the focus group 

interviewees' results, their general view is that price is the most important factor for 

them. They choose group buying instead of individual online purchasing, and one of 

the most important reasons for this is OGB products or services at low prices. They 

hope that the price is as low as possible, and usually they argue about the price with 

group-buying vendors online. Therefore, I propose the second hypothesis:  

                  H2: Low Price has a positive relationship with Chinese consumers' OGB 

purchase intentions.  

2.6.2 Electronic Trust (e-trust) 

Trust has been widely researched and analyzed across different academic areas; it has 

been defined as a belief in an e-seller that leads to consumers' behavioural intentions: 

this is called e-trust (Shiau and Luo, 2012; Gefen, 2000). In the e-commerce context, 

trust includes four different beliefs: "integrity (trustee honesty and promise keeping), 

benevolence (trustee caring and motivation to act in the trustor's interests), 

competence (ability of the trustee to do what the trustor needs), and predictability 

(consistency of trustee behaviour)" (McKnight et al., 2002). These trusting beliefs can 

influence consumers to display three particular behaviours: consumers like to follow 

vendors' suggestions, to share information and news with vendors, and to buy 

products from vendors (McKnight et al., 2002).  

Pi et al. (2011) pointed out that trust is a key issue in purchasing intentions. Gefen and 

Straub (2004) argued that trust can reduce the social uncertainty during the delivery 

period of products and services, and it can increase consumer willingness to make 

online purchases from e-vendors. One example is that when consumers pay particular 

attention to Internet transactions with regard to the security and accuracy of 

transferring money, the safety of credit card information and the uncertainty and risk 

involved in the process of paying (Kim et al., 2009). It appears that e-trust is critical 

both in terms of maintaining security and accuracy and reducing uncertainty and risk. 

If group-buying vendors do not inspire enough trust in their consumers, the latter will 

apparently not develop a purchase intention because consumers may perceive that 
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they are running a risk (Genfen, 2000; Pi et al., 2011). One interviewee explained that 

"if a transaction fails and something goes wrong, it is difficult to get your money back. 

Because in China the banking system and the online vendor system are complex, there 

is very little opportunity to get money back and it may take a long time to track. If 

only a small amount of money is involved, I will lose the money. If I have a high 

degree of trust in one group-buying website, I will be willing to purchase products 

from this particular group-buying website." Therefore, the following hypothesis is 

raised: 

             H3: e-trust has a positive relationship with Chinese consumers' OGB 

purchase intentions.  

2.6.3 Word of Mouth (WOM)  

WOM is an effective routine to provide product information to potential consumers 

from a user perspective (Park and Kim, 2008). In traditional WOM communication, 

consumers shared product- or services-related experiences with their family members 

(Park and Kim, 2008; Cheng and Huang, 2012). These WOM messages were not 

written in a way that potential consumers could acquire them (Park and Kim, 2008). It 

leads to traditional marketers not designing effective strategic plans focused on WOM, 

because WOM is difficult to track (Park and Kim, 2008). Kotler and Keller (2006) 

pointed out that the family (including parents and siblings) is the most influential 

reference group in traditional WOM communication. Although people may not live 

together with their parents, their parents still significantly influence their purchase 

intentions (Kotler and Keller, 2006). The focus group interview findings supported 

the view that they were often influenced by their family members' suggestions. If their 

family members recommended a group-buying website for a product, they would 

prefer to buy it from that website, because they trusted their family members.  

Unlike in traditional WOM communication, in the e-commerce context, consumers 

prefer to get information from virtual communities or website discussion groups such 

as blogs and Internet forums (Cheng et al., 2012; Hasslinger et al., 2007). Park and 

Kim (2008) noted that existing users write reviews on products or services via the 

Internet – this is called electronic WOM (e-WOM), made up of e-WOM messages 

written by existing users and posted in virtual communities or website discussion 
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groups. These online messages have a strong persuasive effect on other people (Smith, 

1993). Online consumer reviews have two roles. The first role is as a source of 

information: existing users' comments deliver added user-orientated information to 

consumers (Park and Lee, 2008). The second role is as a recommendation; 

experienced consumers write positive or negative comments on products (Park and 

Lee, 2008). Since consumers would like to acquire product information and to get 

recommendations from existing consumers of the products in question in order to 

learn about the products and reduce purchasing uncertainty, the two roles of online 

reviews by existing consumers of products can satisfy potential consumers' 

information needs (Park and Lee, 2008).  

Online group-buying websites have a section that allows experienced consumers to 

write comments on products, such as quality, function, ingredients, size and 

appearance, or services (Cheng and Huang, 2012). Other potential consumers can 

freely read all WOM messages on websites. These WOM messages from professional 

and experienced users can influence consumer perceptions of product characteristics 

such as quality and function (Cheng and Huang, 2012). Some experienced consumers 

may express their feelings and satisfaction online after they have used products. Other 

consumers may form their purchase intentions on the basis of these WOM messages 

that reflect existing users’ experiences (Cheng and Huang, 2012). If consumers take in 

positive WOM messages from existing users' reviews, they will follow the opinions 

expressed and develop a purchase intention as regards certain products on group-

buying websites (Cheng and Huang, 2012). The general view from the focus group 

findings was that if people do not obtain information from their family members, they 

will search for information online about a particular product. They will read reviews 

by existing users and then decide whether or not to make a purchase. If they are faced 

with a large number of comments, they will balance the positive and negative 

comments, and then decide whether or not to make a purchase. Thus, e-WOM reviews 

from virtual communities are very useful to them. Therefore, this hypothesis is 

proposed: 

              H4: WOM has a positive relationship with Chinese consumers' OGB 

purchase intentions. 
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2.6.4 Website Quality 

Cheng et al. (2012) proposed that website quality is one of the most important factors 

for predicting users' intention to use a website. Numerous studies (e.g., Delone and 

Mclean, 2003, 2004; Cheng and Huang, 2012) show that website quality is considered 

to be one of consumers' attitude areas as regards online group buying. There is system 

quality attitude, information quality attitude and service quality attitude. In terms of 

website information, system quality attitude refers to consumers' feelings about 

usability, availability and reliability of the website information, plus adaptability and 

response time (Delone and Mclean, 2003; Cheng and Huang, 2012). Information 

quality attitude is about users' feelings about how complete, relevant and easy to 

understand the information is, and about payment security (Delone and Mclean, 2003). 

Service quality attitude concerns consumers’ feelings about vendors' quality assurance, 

empathy, personal caring and responsiveness in providing online group-buying 

website services (Cheng and Huang, 2012).  

In e-commerce, the key group-buying website quality factors (e.g., system quality 

attitude, information quality attitude and service quality attitude) have the potential to 

influence consumers' perceptions of the usefulness of group-buying websites (Ahn et 

al., 2004; Cheng et al., 2012). If users perceive that a group-buying website is of high 

quality, they will perceive that the website has a high degree of usefulness. They will 

then develop a willingness to use it, and a purchase intention as regards this group-

buying website (Cheng et al., 2011). The common view from six interviewees was 

that they did not like to spend too much time learning about the transaction 

procedures on group-buying websites, because they worked five days a week. So they 

hoped that the transaction procedures were relatively easy to grasp. In addition, 

because they were not able to directly check the quality of products, they wanted to 

see more pictures showing details of products. They needed to know the material, size 

and colour of products. Regarding after-sales service, interviewees hoped that when 

they wanted to return or change products, group-buying vendors would help to solve 

their problems. Vendors' attitudes to consumers are important in terms of consumers 

deciding whether they will visit this vendor again or not. Therefore, I come up this 

hypothesis:  



16 
 

         H5: Website quality has a positive relationship with Chinese consumers' OGB 

purchase intentions. 

2.6.5 Perceived Risk   

Consumers may face some risks in carrying out e-commerce transactions, especially 

when using a medium without any kind of physical contact. Consumers' perception of 

risk will influence them in adopting Internet technology (Cheng et al., 2012). 

Perceived risk is defined as "the consumer's subjective expectation of suffering a loss 

in pursuit of a desired outcome" (Wang et al., 2003). It has a negative effect on 

consumers' intentions to shop using online group buying. A greater perception of risk 

leads to less willingness to purchase (Tong, 2010).  

Previous studies (Cheng et al., 2012; Wang et al., 2003) have illustrated that there is a 

close correlation between perceived risk and the trust element. Online transactions 

require a key element of trust, especially if these transactions are carried out in the 

uncertain environment of e-commerce (Cheng et al., 2012). Trust has been considered 

a catalyst in buyer and seller relationships because it can promote the success of 

transactions (Pavlou, 2003). Previous studies have pointed out that there is a close 

relationship between trust and perceived risk. An increase in trust leads to a fall in 

perceived risk (Cheng et al., 2012). For example, the likelihood of consumers 

choosing one channel significantly increases if they trust this channel and the 

perceived risk is low (Bhatnagar et al., 2000; Gong, 2012). Thus, the effect of 

perceived risk on consumer online purchase making decision is significant. The 

common view from the focus group is that when they purchase products on group-

buying websites, their transactions need to finish online. They have to know or learn 

how to pay online. Within the process of carrying out a transaction, there is the risk of 

losing money or being dissatisfied with the goods. If they trust a group-buying 

website, their psychological perception will be that the risk is low so they would like 

to buy goods on this group-buying website." Therefore, the last hypothesis is 

proposed:  

         H6: Perceived risk has a negative relationship with Chinese consumers' OGB 

purchase intentions. 
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2.7 The Adapted Research Model and Hypotheses Summary 

The study develops the TAM Model (perceived usefulness and perceived ease of use), 

adding additional driving factors (price, e-trust, WOM, website quality and perceived 

risk) to build an adapted research model. This adapted research model helps us predict 

Chinese consumers' OGB purchase intentions and understand the Chinese group-

buying market. In the following Table 1 and Figure 2, the hypotheses and the research 

model are summarized below:  

 

Table 1 Hypotheses Summary 

Hypotheses Contents 

H1a 
Perceived usefulness (PU) has a positive relationship with Chinese consumers' 

OGB purchase intentions. 

H1b 
Perceived ease of use (PEOU) has a positive relationship with Chinese 

consumers' OGB purchase intentions. 

H1c 
Perceived ease of use (PEOU) has a positive relationship with perceived 

usefulness (PU). 

H2 
Low Price has a positive relationship with Chinese consumers' OGB purchase 

intentions. 

H3 
e-trust has a positive relationship with Chinese consumers' OGB purchase 

intentions . 

H4 
WOM has a positive relationship with Chinese consumers' OGB purchase 

intentions.  

H5 
Website Quality has a positive relationship with Chinese consumers' OGB 

purchase intentions.  

H6 
Perceived Risk has a negative relationship with Chinese consumers' OGB 

purchase intentions.  
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H3a 

Figure 2: The adapted research model and the hypotheses are showed below:  

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Additional Potential Driving 

Factors 

H1b 

Technology Acceptance 

 Factors 

 

H1a 

H5 

H3 

H2 

H1c 

H6 

H4 

Low Price 

Percieved 

usefulness 

Perceived ease 

of use 

e-trust 

WOM 

Website  

quality 

Perceived 

risk 

Chinese 

consumers' OGB 

purchase 

intentions 



19 
 

3. Methodology 

Chapter 3 first shows that this study uses a two-step process including qualitative 

research and quantitative research. Qualitative research introduces the focus group 

interview technique, sampling and data collection. In the quantitative research, I will 

first introduce research objects, and then present the sampling and data collection 

procedure. After that, I will show nine constructs of the questionnaire, and explain 

measurement items of each factor. Finally, a selection of statistical tests will be 

shown.  

3.1 Research Design  

Qualitative research and quantitative research are widely applied in the social science 

field (Bryman and Bell, 2007). This study uses both qualitative and quantitative 

research in a two-step process.   

3.2 Step 1: Qualitative Research 

Qualitative research emphasises words rather than quantification in the collection and 

analysis of data (Bryman and Bell, 2007). It is an inductive approach to the 

relationship between theory and research (Bryman and Bell, 2007). It includes three 

methods: interviews, documents and observations. The focus group technique is a 

method involving interviews that help researchers to explore one particular theme in 

depth (Bryman and Bell, 2007). In the theoretical part, the study used the focus group 

interview method because I wanted to understand how Chinese consumers developed 

their OGB purchase intentions. Furthermore, the focus group interview results helped 

me to identify factors and propose hypotheses.  

3.2.1 Sampling and Data Collection Procedure  

In order to identify factors, a six-person focus group interview was conducted online 

to collect qualitative data. These six sample people were my friends, who had online 

group-buying experiences. Their interview time was available and they were in China. 

Therefore, I decided to create a discussion group online via Skype.  

We conducted video sessions to discuss the interview questions. First, I introduced the 

aim of this group discussion and then I proposed five questions one by one. During 
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the interview, I encourage them to answer all the questions in more detail. Six 

interviewees talked freely about their OGB experiences from the point of view of 

these five questions. The interview lasted one and a half hours. During the whole 

interview, I noted down all their comments in Word 2007. After we finished the 

interview, I summarised their comments and asked them to check the validity and 

accuracy of my written comments. Finally, all interview findings helped me identify 

factors and propose hypotheses in the theoretical part. The questions are listed in 

Appendix1.  

The focus group interview findings were not enough to capture Chinese consumers' 

OGB purchase intentions in general. The study needed a large volume of data to 

examine hypotheses. Therefore, the study would apply quantitative research to collect 

a large volume of quantitative data to test the hypotheses. 

3.3 Step 2: Quantitative Research 

Quantitative research emphasises quantification in the collection and analysis of data. 

It is a deductive approach to the relationship between theory and research (Bryman 

and Bell, 2007). The study uses quantitative research to collect a large amount of 

quantitative data in order to understand consumers' OGB purchase intentions 

(Denscombe, 2007). The analysis of quantitative data can provide a full foundation 

for data description and in-depth analysis and interpretation (Denscombe, 2007). 

Therefore, the study would collect and analyse quantitative data in order to get a full 

understanding of Chinese consumers' OGB purchase intentions. A questionnaire was 

used to collect a large amount of data in order to ensure more accurate results. 

Therefore, this study would send out questionnaires online to obtain data.  

3.3.1 Research Objects 

The purpose of the research focused on OGB purchase intentions by collecting data 

from Chinese consumers. In this research, I decided to select from the population of 

Beijing people who had OGB experiences. There were two reasons why I selected this 

population from Beijing. First, it was quick and easy to collect enough completed 

questionnaires from Beijing respondents because I had friends, relatives and high-

school classmates in Beijing and they would help me disseminate the questionnaire 

hyperlink to their friends via the Internet. Secondly, Beijing was the capital of China 
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and contained a large number of people with different levels of education and income, 

and also social class backgrounds. Therefore, data from Beijing could more generally 

reflect the situation of Chinese consumers OGB purchase intentions. The results from 

this research could be more representative and general.  

3.3.2 Sampling  

This research applied snowball sampling to develop the sample. By using this 

technique, at the beginning the researcher can involve a small group of people who 

understand the research topic, and then use this small group of people to invite new 

people to participate in the research. In this way, the small sample will become bigger 

and bigger, like rolling a snowball (Denscombe, 2007). In the research, I considered 

friends, relatives and high-school classmates who had OGB experiences and live in 

Beijing as an initial small sample of people, and sent them the questionnaire hyperlink 

via the Internet. After that, the initial small sample of people would send the 

questionnaire hyperlinks on to their friends and the rolling snowball would become 

bigger and bigger. The online survey lasted one week from 19
th

March to 25
th

March, 

2013.   

There were some limitations to the snowball technique. The first was gender. If I was 

female, and my friends were mostly female, that would cause there to be more female 

than male respondents in the sample. It might cause a bias in the results. The second 

limitation was that family members might influence respondents' answers. Most 

respondents received the hyperlinks from their family members or friends, and they 

might ask or consider their family members' or their friends' answers. Therefore, their 

opinions or answers might be similar to those of their family members or their friends. 

The results might be a little biased.  

3.3.3 Measurements 

In the study, factors and hypotheses were proposed based on previous studies. The 

questionnaire consisted of seven constructs and Chinese consumers' OGB purchase 

intentions. Table 2 listed the construct definitions for the adapted research model and 

relevant studies. All measurements in the questionnaire adopted the seven Likert-

scales, where 1="strongly disagree" and 7 = "strongly agree" for all questions 

(Bryman and Bell, 2007; Cheng et al., 2012).  
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Table 2: The constructs of the adapted research model with relevant studies 

Constructs Theoretical Definition References NO. of 

Items 

Perceived 

usefulness (PU) 

"Future users' subjective 

possibility that using a 

particular system will enhance 

the users' performance."  

Davis, (1989); 

Vijayasarathy (2004). 
4 

Perceived ease of 

use (PEOU) 

"The degree to which the 

prospective user expects the 

system to be free of effort". 

Davis, (1989); 

Vijayasarathy (2004) 4 

Price (P) Price consciousness  Kauffman and Wang 

(2001), Pi et al (2011) 
3 

e-trust (eTR) "A belief in an e-seller that 

leads to consumers' 

behavioral intentions."  

Gefen (2000); Shiau 

and Luo, (2012) 3 

Word-of-Month 

(WOM) 

"Consumers can share their 

experiences and opinions of 

products or services with other 

persons through Internet." 

Park and Kim (2008); 

Cheng et al (2012); 

Hasslinger et al (2007) 
2 

Website quality 

(WQ) 

System quality attitude, 

information quality attitude 

and service quality attitude. 

Delone and Mclean, 

(2003), (2004); Cheng 

and Huang, (2012) 
9 

Perceived risk 

(PR)  

"The consumer's subjective 

expectation of suffering a 

loss in pursuit of a desired 

outcome".  

Wang et al (2003); 

Cheng et al (2012) 
4 

OGB purchase 

intention (PI) 

 

"The degree to which an 

individual believes they will 

adopt OGB to take a 

purchase".  

Ajzen and Fishbein 

(1975); Cheng et al 

(2011) 1 

 

 

"To ensure the validity of measurement items, the selected items must represent the 

concept about which generalizations are to be made" (Bohmstedt, 1970; Wang et al., 

2003). Therefore, in constructing the adapted research model, measurement items 

were selected from established questionnaires from previous studies in order to 

maintain the validity of the questionnaire.  

Perceived usefulness and Perceived ease of use The adapted TAM Model had well-

validated items to examine online group buying (Cheng et al., 2012; Tsai et al., 2011). 

The eight measurement items of perceived usefulness and perceived ease of use were 

taken from Cheng et al. (2012) and Tsai et al. (2011). These items measured how 

users adopt new technology in an OGB context. 
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Perceived usefulness 

Items (Q1-Q4) 

PU1: The OGB enables me to save money. 

PU2: The OGB makes it easier for me to obtain goods. 

PU3: I find OGB useful in conducting purchase transactions. 

PU4: Overall, I find OGB to be advantageous. 

Perceived ease of 

use items (Q5-Q8) 

PEOU1: Using the OGB service is easy for me. 

PEOU2: I find my interaction with the OGB services clear and    

understandable. 

PEOU3: It is easy for me to become skilful in the use of the OGB services. 

PEOU4: Overall, I find the use of the OGB services easy.  

 

Price The three items on price were taken from Pi et al. (2011) regarding consumers' 

price factor. These items focused on how sensitive consumers perceive price to be in 

an OGB context.  

Price items  

(Q9-Q11)  
P1: I tend to buy the lowest-priced product that will fit my needs. 

P2: When it comes to group buying, I reply heavily on price. 

P3: When buying a product, I look for the more discount product available. 

 

e-trust This factor was measured in terms of three items based on Shiau and Luo, 

(2012). E-trust can help consumers reduce uncertainty and risk, so these three items 

measured how e-trust affected consumers' OGB purchase intentions.  

e-trust items  

(Q12-Q14) 
eTR 1: The OGB gives me a feeling of trust.  

eTR 2: I have trust in OGB vendors. 

eTR 3: The OGB gives me a trustworthy impression. 

 

Word of Mouth Two items of WOM were about the family and virtual communities 

derived from Park and Kim (2008); Cheng et al. (2012) and Hasslinger et al. (2007). I 

wanted to evaluate how WOM from the family and virtual communities influenced 

consumers' OGB purchase intentions.  

WOM items 

(Q15-Q16) 
WOM1: I am influenced by family (ies). 

WOM2: I am influenced by blogs and Internet forum. 

 

Website Quality The nine items on website quality were about system quality attitude, 

information quality attitude and service quality attitude from Cheng and Huang 

(2012). The nine items measured consumers' attitudes to OGB website quality.  
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Website Quality 

items (Q17-Q25) 

WQ1: The information provided by the website is accurate. 

WQ2: The website provides me with a complete set of information. 

WQ3: The information from the website is always up to date. 

WQ4: The website operates reliably. 

WQ5: The website allows information to be readily. 

WQ6: The website can be adapted to meet a variety of needs. 

WQ7: I feel very confident about the website. 

WQ8: The website does not give prompt service 

WQ9: The website has personalized information. 

 

Perceived risk This factor was measured using four items based on Cheng et al. 

(2012). These items evaluated how consumers perceived risk in an OGB context.   

Perceived Risk  

Items (Q26-Q29) 
PR1: I feel the risk associated with online transactions is high.  

PR2: I am worried whether I can get a product on time. 

PR3: I am worried that product quality may not meet my expectations. 

PR4: Overall I find OGB to be risky.  

 

Purchase Intention The two attributes for measuring purchase intention were the 

consumers' willingness to purchase and to return to a store's website within a period 

of time developed by Ajzen and Fishbein (1975) and Cheng et al. (2011).  

OGB Purchase 

Intention item (Q30) 
PI: I would use OGB for my needs and I will return to OGB site in the future. 

 

3.3.4 Data Collection   

The questionnaire was posted on Diaochapai.com, which was an online survey system 

open to all Internet users. It guaranteed that an IP address could only respond to a 

questionnaire once. In this study, an online questionnaire was an efficient and feasible 

method of collecting data. One reason was that I was in Sweden and the respondents 

were in Beijing. An online questionnaire could collect data without time and 

geographical restrictions (Cheng et al., 2012). The other reason was that using an 

online questionnaire could improve data accuracy. When respondents had completed 

their questionnaires, the online survey system would automatically record their 

answers. It could reduce human error (Denscombe, 2007). 
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Before sending questionnaire hyperlinks to all the people in the sample, I did a pre-

test. I originally designed the questionnaire for this research in English, but because I 

was delivering the questionnaire to Chinese respondents, I translated it into Mandarin 

Chinese, then back-translated it into English (see Appendix 2 and Appendix 3). The 

questionnaire in Mandarin Chinese was better for respondents to understand the 

questions correctly. I sent 40 questionnaire hyperlinks to my friends, relatives and 

high-school classmates. This was because first I wanted to check whether these 

respondents understood all the questions correctly. Fortunately, all of the 40 

respondents understood the questions well, and they then forwarded the questionnaire 

hyperlinks to their friends.  

3.4 Choice of Statistical Tests 

After collecting data, further data was analyzed by using SPSS statistical software:  

1. The distribution of demographic data applied the descriptive method of SPSS. 

2. In order to test item reliability of each factor, this study applied Reliability 

Analysis of SPSS.   

3. In order to test construct validity of each item, this study used Factor Analysis 

of SPSS.  

4. This study would like to test hypotheses between each factor and OGB 

purchase intentions through Regression Analysis, in order to find significant 

factor(s) and to contribute to the adapted research model.  
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4. Results and Analysis  

Chapter 4 firstly describes and analyzes consumer characteristics. Second part will 

do the reliability test in order to examine internal consistency reliability. Third part 

will conduct factor analysis and finally do the regression analysis to test hypotheses.  

The online survey lasted one week from 19
th

March to 25
th

March, 2013. In this 

research, the initial sample size was 40 friends, relatives and classmates in whom 15 

were male and 25 were female. Then, these 40 initial samples sent the questionnaire 

hyperlinks to their friends. Finally, I got 190 Chinese version questionnaires through 

the online survey system Diaochapai.com. Among these 190 questionnaires, nine 

questionnaires were deleted because of missing data (6 respondents) and giving the 

same answers for all questions (3 respondents). Therefore, 181 questionnaires were 

valid data, where visitor volume was 307 and the number of respondent answers was 

190 with the filling-in rate 61.89%.  

4.1 Descriptive Data of Consumer Characteristics  

The table 3 shows the complete description of consumers' characteristics. The 

following paragraphs analyze each item.  

Gender 

In the 181 valid questionnaires, there are 104 female respondents and 77 male 

respondents, which have an unbalanced percentage of the samples' genders. The 

results indicate that OGB female people may be more than males in the Chinese group 

buying market.  

Age 

From the samples, it indicates that the distribution of the age focuses on the range 

from 21 to 30 years old, which takes up 72.9% of total respondents. While the 

questionnaires cover all age ranges with 0.6% for 15-20, 22.6% for 31-40 and 3.7% 

for over 41 years old. The results show that there is an unbalanced distribution among 

different age ranges, but I think the data are still valid, since the Chinese group buying 

market targets young people as the main target group.  
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Income (Yuan/Month)  

Among all the respondents, 85.6% of them have jobs with monthly salary, but 14.4% 

respondents have no income sources and most of them are students. Here I consider 

living expenses of students as the respondents' income sources. From the results, it 

shows that 35.9% of the respondents have income between 3000 and 5000 Yuan per 

month. In the following, the percentage of the respondents in the monthly income 

level below 3000, 5000-8000 and above 8000 Yuan/Month are 19.9%, 17.1% and 

27.1% respectively. Respondents with relative low monthly income prefer to engage 

in group-buying purchasing.   

Education  

For the education level, most of the respondents have bachelor degree (43.6%) and 

master degree or above (39.3%). However, 29 respondents have junior college, which 

cover 16%. The percentage of the respondents who has high school education only 

takes up 1.1%. The results indicate that most respondents who engage in group-

buying purchasing are high educated in the Chinese group buying market.  

Frequency of group purchase within 1 year 

More than half percentage of the respondents engages in group-buying purchasing 

above five times within one year (59.1%). 40.9% of respondents use group buying 

below five times within one year. The results show that more and more respondents 

prefer to use group buying to purchase products.  

Most recent group purchase  

Most respondents engage in group-buying purchase within previous three months, 

which take up 62.4%. While respondent use OGB within 3-6 months, 6-1year and 

over one year are 16.0%, 8.3% and 13.3% respectively. Although the distribution of 

this item among different periods is unbalanced, the data involve all classifications. 

Therefore, the results are valid in this sample.   
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Table 3: Demographics details of the respondents (n=181) 

Measure Items Frequency Percentage (%) 

Gender  Female 

Male 
104 

77 

57.5 

42.5 

 

Age  15-20 

21-25 

26-30 

31-35 

36-40 

41-45 

46-50 

> 50 

1 

56 

76 

29 

12 

2 

3 

2 

 

0.6 

30.9 

42.0 

16.0 

6.6 

1.1 

1.7 

1.1 

 

Income 

(Yuan/ Month) 

No salary 

<3000 

3000-5000 

5000-8000 

8000-10000 

10000-12000 

12000-15000 

>15000              

26 

36 

65 

31 

15 

9 

11 

14 

 

14.4 

19.9 

35.9 

17.1 

8.3 

5.0 

6.1 

7.7 

 

Education  High school 

Junior college 

Bachelor 

Master 

PHD and above 

2 

29 

79 

70 

1 

1.1 

16.0 

43.6 

38.7 

0.6 

 

Frequency of group 

purchase within 1 

year 

 

<5times 

5-10times 

10-20times 

20-30times 

>30times 

 

74 

61 

31 

6 

9 

 

40.9 

33.7 

17.1 

3.3 

5.0 

 

Most recent group 

purchase 

<3months 

3-6months 

6-1year 

>1year 

113 

29 

15 

24 

62.4 

16.0 

8.3 

13.3 
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4.2 Reliability Analysis  

In order to examine reliability of all scales in this study, I will use SPSS17.0 software 

to do the Reliability Test. One of the key issues is about internal consistency (Pallant, 

2010:97). It refers to "the degree to which the items that make up the scale are all 

measuring the same underlying attribute"(Pallant, 2010:97).  

Corrected item-total correlation value is "an indication of the degree to which each 

item correlates with the total score" (Pallant, 2010:100). The value is lower than 0.3, 

meaning this item is measuring some aspects different from other items of the same 

scale as a whole.   

Cronbach's coefficient alpha is most commonly used statistic to measure internal 

consistency reliability. This value is between 0 (indicating no internal consistency 

reliability) and 1 (indicating perfect internal consistency reliability) (Bryman and Bell, 

2007:164). The minimum level of this value is 0.7, indicating an efficient level of 

internal consistency reliability. The value over 0.8 is preferable, indicating very good 

internal consistency reliability for the scale (Pallant, 2010:100). The table 4 shows the 

reliability test results.  

Table 4 shows the results of the Reliability Test. From the result, it shows that all 

corrected item-total correlation values are positive and more than 0.3 except for WQ8. 

It indicates that except for item WQ8, other items correlate with the total score well. 

Within the WQ scale, WQ8 is a negative question that measures group-buying 

website quality does not give prompt service to consumers, but other items are all 

positive questions. I would like to design a negative question to reduce data bias, so 

WQ8 is different from other items within the WQ scale. Therefore, that is why the 

WQ8 corrected item-total correlation value is negative. In this study, WQ8 question is 

designed based on previous study (Cheng and Huang, 2012) and this question has 

good face validity. Therefore, I decide to keep this question in WQ scale.  

For the Cronbach's coefficient alpha results, it shows that all values are over 0.7, 

indicating efficient internal reliability of all measurement items for their scales in this 

sample. Moreover, the five Cronbach's alpha values of PU, PEOU, P, eTR and PR are 

0.879, 0.906, 0.818, 0.886 and 0.820 respectively. All alpha values are over 0.8, 

indicating very good internal consistency reliability for their scales in this sample.  
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Table 4: The Results of the Reliability Test 

Internal Reliability 

Construct Items 
Corrected Item-total 

correlation 
Cronbach' alpha 

Perceived usefulness 

(PU) 

PU1 

PU2 

PU3 

PU4 

 

0.617 

0.801 

0.841 

0.713 

 

 

0.879 

Perceived ease of use 

(PEOU) 

PEOU1 

PEOU2 

PEOU3 

PEOU4 

0.691 

0.836 

0.849 

0.793 

 

0.906 

Price 

(P) 

P1 

P2 

P3 

0.673 

0.724 

0.622 

 

0.818 

e-trust 

(eTR) 

eTR1 

eTR2 

eTR3 

0.763 

0.776 

0.793 

 

0.886 

Word of Mouth 

(WOM) 

WOM1 

WOM2 

0.544 

0.544 

 

0.704 

Website Quality 

(WQ) 

 

WQ1 

WQ2 

WQ3 

WQ4 

WQ5 

WQ6 

WQ7 

WQ8 

WQ9 

0.656 

0.712 

0.754 

0.719 

0.715 

0.666 

0.600 

-0.291 

0.454 

 

0.820 

Perceived risk 

(PR) 

PR1 

PR2 

PR3 

PR4 

0.563 

0.674 

0.602 

0.620 

0.799 
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4.3 Factor Analysis  

Factor analysis examines a large group of variables and finds a way that data may be 

"reduced" or "summarized" a smaller group of factors. It is used to detect groups 

among the intercorrelations of a set of components or items (Pallant, 2010:181).   

Table 5: The Result of Factor Analysis 

Factors/Vairables Items/Indicators      Mean SD Factor Loading 

Perceived 

usefulness 

(PU) 

PU1 

PU2 

PU3 

PU4 

5.37 

5.29 

5.34 

5.34 

1.578 

1.393 

1.442 

1.423 

0.766 

0.899 

0.923 

0.847 

 

Perceived ease of 

use 

(PEOU) 

PEOU1 

PEOU2 

PEOU3 

PEOU4 

5.18 

5.46 

5.41 

5.43 

1.447 

1.331 

1.346 

1.230 

0.814 

0.914 

0.927 

0.888 
 

Price 

(P) 

P1 

P2 

P3 

4.39 

4.79 

4.45 

1.781 

1.571 

1.691 

0.860 

0.887 

0.825 
 

e-trust 

(eTR) 

eTR 1 

eTR 2 

eTR 3 

5.02 

4.81 

5.01 

1.476 

1.421 

1.406 

0.894 

0.902 

0.911 
 

Word of Mouth 

(WOM) 

WOM 1 

WOM 2 
4.57 

4.31 

1.634 

1.611 

0.879 

0.879 

 

Website Quality 

(WQ) 

 

WQ1 

WQ2 

WQ3 

WQ4 

WQ5 

WQ6 

WQ7 

WQ8 

WQ9 

4.83 

4.96 

5.00 

5.31 

5.40 

5.08 

4.87 

3.13 

4.35 

1.290 

1.240 

1.274 

1.302 

1.237 

1.366 

1.458 

1.468 

1.565 

0.750 

0.787 

0.846 

0.849 

0.835 

0.795 

0.688 

0.764 

0.535 
 

Perceived risk 

(PR) 

PR1 

PR2 

PR3 

PR4 

2.91 

3.58 

2.97 

5.39 

1.490 

1.591 

1.773 

1.432 

0.755 

0.832 

0.783 

0.795 

 

To establish construct validity, I do principle components analysis with varimax 

rotation. Inputting all variables, the KMO and Bartlett's test of sphericity is 0.918 

indicating excellent data for the analysis.  
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In the principle components analysis, I input all variables and force a seven-factor 

solution. There are some difficulties with cross loadings. I then run a factor analysis 

on each factor and in every case, the indicators load well on the single factor. These 

results indicate that the scales have good convergent validity but some problems with 

discriminant validity. Nevertheless, the measurement items are directly taken from 

established scales. This means that the scales have good face validity. In order to keep 

the dimension ability in the factors, I decide to keep all indicators despite the 

problematic cross loading between some variables.  

4.4 Hypotheses Testing 

The linear regression is used to examine the hypothesized relationships among eight 

different constructs, as shown in Figure 4. Properties of the causal paths include each 

standardized path coefficient, t-value and significance level of each hypothesis. The 

standardized path coefficient shows the relationship between independent variable 

and dependent variable. The size of standardized coefficient will explicate how much 

effect independent variable has on dependent variable. The higher coefficient the 

independent variable has, the bigger effect on the dependent variable has (Pallant, 

2010). The absolute t-value is higher 1.96 at 95% confidential interval (95%CI), 

indicating the independent variable has a statistically significant effect on dependent 

variable (Pallant, 2010). The p-value is lower 0.05 at 95% confidential interval (95% 

CI), meaning that the independent variable has a statistically significant effect on 

dependent variable (Studenmund, 2006: 129).  

4.4.1 Linear Simple Regression  

Simple regression is used to examine the relationship between one dependent variable 

and one independent variable. In the theoretical part, regarding to technology 

acceptance factors, I propose the first three hypotheses. The first two hypotheses (H1a 

and H1b) are proposed to test the pre-implementation relationship. Nevertheless, in 

order to capture the full spectrum of OGB consumers, I want to test the post-

implementation relationship as well. Therefore, the third hypothesis (H1c) is to 

propose to test the relationship between perceived usefulness and perceived ease of 

use. In order to test this hypothesis, linear simple regression is used. The table 6 

shows the result of linear simple regression.   
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Independent Variable: PEOU refers to perceived ease of use 

a. Dependent Variable: perceived usefulness 

 

In the table 6, it shows that the dependent variable is perceived usefulness and the 

independent variable is perceived ease of use. The result shows that perceived ease of 

use (PEOU) is positively and significantly related to perceived usefulness (PU) 

(Beta=.802, │t-value│=17.979>1.96, p-value=.000<0.05), H1c is supported.  

4.4.2 Linear Multiple Regression 

Multiple regression is used to examine the relationship between one dependent 

variable and a set of independent variables. It tells us "how well a set of independent 

variables or predictors to predict a particular outcome" (Pallant, 2010: 148). 

Moreover, multiple regression will give me the model as a whole and provide 

information of each independent variable that makes up the model (Pallant, 2010: 

148). In this study, I would like to do the linear multiple regression in order to test 

how well a set of seven factors (perceived usefulness, perceived ease of use, price, e-

trust, word of mouth, website quality and perceived risk) to predict Chinese 

consumers' OGB  purchase intentions. The results will provide standardized 

coefficient, t-value and p-value of each hypothesis. It will help me analyze each 

independent variable that contributes to this model. In the model, "Chinese 

consumers' OGB purchase intentions" is the dependent variable and these seven 

Table 6: The Result of Linear Simple Regression Analysis 

 

Coefficients
a
 

 

 

 

 

Model  

Unstandardized 

Coefficients 

Standardized 

Coefficients 

 

 

 

 

t 

 

 

 

 

Sig. 

 

B 

Std. 

Error 

 

Beta 

 

1  (constant) 

  
 
PEOU  

 

1.502 

 

0.839 

 

.225 

 

0.047 

 

 

 

0.802 

 

6.682 

 

17.979 

 

.000 

 

.000 
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factors are the independent variables. The table 7 shows the results of linear multiple 

regression.  

Furthermore, the results of the model also provide another two important values. The 

first value is R Square. This value shows "how much of the variance in the dependent 

variable is explained by the model" (Pallant, 2010: 161). In the study, the result shows 

that R square is 0.707, meaning that the model explains 70.7 percent of the variance in 

Chinese consumers' OGB purchase intention. The R Squire is good in this model, but 

this model does not explain 29.3 percent of the variance in Chinese consumers' OGB 

purchase intentions. The reason is that there may be other variables to influence 

Chinese consumers' purchase intentions. For future research, researchers can add 

other factors to contribute this model. The second value is ANOVA F-value. It tests 

the statistical significant of the model (Pallant, 2010: 161). The result shows that 

ANOVA F-value is 59.685 (Sig. = .000), indicating that this model reaches statistical 

significance.  

Table 7: The Results of Linear Multiple Regression Analysis 

Coefficients
a
 

 

 

Model 

Unstandardized 

Coefficients 
Standardized 

Coefficients 
 

 

t 

 

 

Sig. 
ß 

Std. 

Error 
Beta 

1 (constant) 

PU 

PEOU 

P 

eTR 

WOM 

WQ 

PR 

1.611 

.208 

.154 

.005 

.283 

.012 

.247 

-.216 

0.422 

.079 

.072 

.044 

.068 

.050 

.098 

.046 

 

.210 

.149 

.006 

.275 

.011 

.174 

-.224 

3.818 

2.646 

2.130 

.121 

4.171 

.234 

2.513 

-4.663 

.000 

.009 

.035 

.903 

.000 

.815 

.013 

.000 

Independent Variables: PU: Perceived usefulness, PEOU: Perceived ease of use, P: price, eTR: e-trust, 

                                      WOM: word of mouth, WQ: website quality, PR: perceived risk 

a:Dependent Variable: OGB purchase intention 

 



35 
 

Hypothesis 1a and 1b examine the relationship between technology acceptance factors 

and Chinese consumers OGB purchase intentions. Perceived usefulness (Beta=.210, 

│t-value│=2.646>1.96; p-value=0.009<0.05) and perceived ease of use (Beta 

=.149,│t-value│= 2.130>1.96; p-value=0.035<0.05) have positive and significant 

effects on OGB purchase intentions, supporting H1a and H1b.  

Consistent with my expectation, H2 explicates the impact of low price on OGB 

purchase intention. It indicates that low prices (Beta =.006,│t-value│=0.121<1.96, p-

value=0.903>0.05) is positively related to OGB purchase intention, but this factor is 

not significantly related to OGB purchase intention, but still supporting H2.  

H3 tests the relationship between e-trust and OGB purchase intentions. The 

standardized path coefficient is 0.275, t-value is 4.171 which is higher than 1.96, and 

p-value is 0.000 which is lower than 0.05. It shows that e-trust is positively and 

significantly related to consumers' intentions in the Chinese online group buying 

market. H3 is supported. 

H4 tests that WOM has a positive relationship with consumers' OGB purchase 

intentions. The result demonstrates that WOM (Beta =.011) has a positive relationship 

with Chinese OGB intentions, but the absolute t-value of WOM is 0.234 which is 

lower than 1.96 and p-value is 0.815 which is higher than 0.05. It implies that WOM 

does not have a significant influence on consumers' purchase intentions to engage in 

online group buying, but still supporting H4.   

H5 assumes that there is a positive relationship between website quality and OGB 

purchase intentions. From the result, it indicates that website quality (Beta =.174,│t-

value│=2.513>1.96, p-value=0.013<0.05) has a positive and significant effect on 

OGB purchase intentions in Chinese group-buying, meaning H5 is supported.   

Consistent with my expectation, H6 examines the relationship between perceived risk 

and OGB purchase intentions. The result shows that the standardized path coefficient 

of perceived risk is -.224, the absolute t-value is 4.663 which is larger than 1.96, and 

p-value is 0.000 which is lower than 0.05. Therefore, perceived risk has a negative 

and significant correlation with purchase intentions to engage in Chinese online group 

buying, indicating H6 is supported.  
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Figure 4: Results of Regression Analysis  

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Note: t-values for standardized path coefficients are shown in parentheses. Significant at absolute /t-
value/ >1.96; All coefficients are standardized.  
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4.5 Summary of Results 

To summarize the results mentioned above, the respondents cover all of the 

classifications of each item. Although the data distributions of some items are 

unbalanced, I still consider that 181 respondents are valid data as the main target 

consumer group of Chinese OGB. In the reliability test, all alpha values of seven 

scales are over 0.7, indicating very good internal consistency reliability for these 

seven scales in this sample. In the factor analysis, the scales have good convergent 

validity but some problems with discriminant validity. Nevertheless, the measurement 

items are directly taken from established scales. This means that the scales have good 

face validity and construct validity. All questions are kept in the questionnaire.  

The regression analysis tests the hypotheses. The results shows that R Square is 0.707 

and F-value is 59.685 (Sig.=0.000). It indicates that the model can explain 70.7 

percent of the variance in Chinese consumers' OGB purchase intentions, and this 

model reaches statistical significance. Moreover, the results also indicate that all 

hypotheses are supported. "Perceived usefulness", "perceived ease of use", "price", 

"e-trust", "WOM", "website quality" and "perceived risk" have significant effects on 

Chinese consumers' purchase intentions. These seven factors successfully contribute 

to the adapted research model. Table 8 shows the result summary of hypotheses as 

follows:  

Table 8: The result summary of hypotheses 

Hypotheses 
Standardized 

Path coefficient 
t-value p-value Results 

H1a: Perceived usefulness →OGB purchase intentions                                                                                                                                                                   0.210 2.646 0.009 Supported 

H1b: Perceived ease of use →OGB purchase intentions 0.149 2.130 0.035 Supported 

H1c: Perceived ease of use→ perceived usefulness 0.802 17.979 0.000 Supported 

H2: Low  Price → OGB purchase intentions 0.006 0.121 0.903 Supported 

H3: e-trust →OGB purchase intentions 0.275 4.171 0.000 Supported 

H4: WOM → OGB purchase intentions 0.011 0.234 0.815 Supported 

H5: Website quality→ OGB purchase intentions 0.174 2.513 0.013 Supported 

H6: Perceived Risk → OGB purchase intentions -0.224 -4.663 0.000 Supported 

   Note: significance at │t-value│>1.96, p-value < 0.05 
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5. Discussion   

In chapter 5, there is a deeper discussion that focuses on each factor.  

The study would like to contribute to the TAM Model, and proposed an adapted 

research model that measures Chinese consumers' OGB intentions. The results shows 

that R Square and F-value of the model are 0.707 and 59.685 (Sig.=0.000) 

respectively. The adapted research model is good, because it explains 70.7 percent of 

the variance in Chinese consumers' OGB purchase intentions and this model reaches 

statistically significance. The findings strongly supported that the appropriateness of 

using technology acceptance factors (perceived usefulness and perceived ease of use) 

and potential driving factors (price, e-trust, WOM, website quality and perceived risk) 

to understand Chinese consumers' OGB purchase intentions.  

Consumers' perceived usefulness consistently has a positive and significant effect on 

their purchase intentions in this sample. Previous research (e.g., Tong, 2010; Tsai et 

al., 2011) has successfully applied TAM in a group-buying context. Our results also 

confirm that perceived usefulness is the critical determinant of using new technology. 

This result implies that most Chinese OGB consumers are likely to become involved 

in group buying when they perceive OGB websites as useful. Group-buying websites 

can provide more convenience to consumers than physical stores. For example, 

consumers can easily compare product values among different group-buying vendors 

in order to save money. On the other hand, they can obtain goods more easily because 

OGB websites provide delivery services for consumers, and they can get products 

quickly and easily. This result is consistent with the Brashear et al. (2009) study that 

Chinese consumers seek convenience through online shopping. 

In addition, Chinese consumers are willing to use a group-buying website when they 

think that this website is easy to use. Perceived ease of use also has an indirect impact 

on Chinese consumers’ purchase intentions via perceived usefulness. It indicates that 

if consumers find a group-buying website is hard to use, they will think that the 

website is not useful and then it may influence consumers' purchase intentions on this 

group-buying website. Therefore, Chinese group-buying companies need to put 

considerable effort into designing useful and easy-to-use websites. Group-buying 

companies can provide clear and easy navigation and friendly user interface for 
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consumers. This will attract consumers to return to the website and make further 

purchases.  

According to our results, e-trust is the third largest influential factor. E-trust has a 

significant and positive effect on the OGB intentions of Chinese consumers. This 

result is consistent with previous research (e.g., Shiau and Luo, 2012; Pi et al., 2011), 

indicating that e-trust is a key factor as regards intention to be involved in online 

group buying. During recent years, e-commerce in China has developed rapidly. The 

e-commerce context is attracting more and more Chinese people to engage in 

purchasing online (Teo and Liu, 2007). In turn, more and more people trust Web 

vendors and are willing to purchase online. Moreover, the Chinese Government is 

making a considerable effort to develop Chinese e-commerce. A large number of 

positive reports of Chinese e-commerce have been published online (Teo and Liu, 

2007). This is another reason for Chinese consumers to trust Web vendors and to 

motivate them to purchase online. Therefore, the key mediated connection between 

Web vendors and Chinese consumers is trust. If consumers have attitudes of positive 

trust towards a group-buying Web vendor, they will think that this Web vendor carries 

a low risk and will prefer to visit this Web vendor. So in order to maintain a long-term 

relationship between consumers and group-buying Web vendors, group-buying Web 

vendors have to make an effort to create feelings of trust in their consumers.  

The perceived risk correlated with online group buying has a negative and significant 

impact on Chinese consumers' purchase intentions. The result is consistent with 

previous research (e.g., Tong, 2010; Cheng et al., 2012) pointing out that perceived 

risk is a critical obstacle to the formation of consumers' purchase intentions. When 

Chinese consumers buy products on group-buying websites, they may worry about it 

taking a long time to return or exchange products if they find there is a quality 

problem or the products do not meet their expectations. In addition, online transaction 

security is important for consumers, because all personal information and credit card 

or Visa information is input online. If the perceived risk associated with a Web 

vendor is high, consumers will worry about their personal and card information not 

being secure and that this may result in their being defrauded by other people. They 

will not buy products from this vendor's website. So minimising perceived risk is an 

important task for all group-buying Web vendors. There is a high correlation between 

perceived risk and consumers' future purchase intentions.  
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The results show that website quality is the fifth-largest influential factor in this study. 

The study measures website quality from three angles: attitude to system quality, 

attitude to information quality and attitude to service quality. The results confirm that 

website quality is significantly and positively related to the intentions of Chinese 

consumers. This result is consistent with previous research (e.g., Cheng and Huang, 

2012; Cheng et al., 2012). As Chinese consumers use group-buying websites more 

frequently, they will become accustomed to the system design and develop a feeling 

as to the convenience and usefulness of the system. Prior studies (e.g., Cheng and 

Huang, 2012) also pointed out that earlier and frequent experiences may influence 

attitude. Thus, a more positive attitude to system quality will increase consumers' 

intentions to become involved in online group buying. Regarding attitude to 

information quality, when Chinese consumers visit group-buying websites, they like 

the fact that e-vendors provide information on their websites that is complete, clear 

and accurate about the products on offer. Therefore, information quality affects 

consumers' perception of usefulness and determines consumers' future purchase 

intentions. Then we see the attitude to service quality towards group-buying 

consumers. Service quality is about vendors' service attitude to consumers. Chinese 

consumers perceive risk as regards the purchasing process, such as transaction failure 

or dissatisfaction with the products purchased. In such cases, they will need to argue 

with e-vendors to solve the problems that have arisen. Thus, services quality from e-

vendors helps consumers maintain a positive attitude to a group-buying Web vendor 

and further increase their purchase intentions in OGB.  

In this study, WOM has the second-smallest effect on Chinese consumers' OGB 

purchase intentions. Nevertheless, the results also show that this factor is positively 

related to consumers' intentions, indicating that Chinese consumers may be influenced 

by some important reference groups or discussion forums before they decide to buy. 

Chinese consumers like to collect a lot of information via the Internet and then make a 

decision. However, the result also shows that WOM is not significantly related to 

OGB intentions. In fact, online information has the small impact in terms of 

motivating consumers to develop a purchase intention because Chinese consumers 

prefer to make a decision depending on their own personal thinking (Mudambi and 

Schuff, 2010). Mudambi and Schuff (2010) also found that many consumers would 

like to make a choice according to their personal feelings. Therefore, the results from 
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this study show that even though suggestions from families or virtual communities are 

persuasive, Chinese consumers prefer to rely on their own judgement when it comes 

to purchasing. The results are consistent with previous research.  

Comparing all coefficients, the price coefficient is the smallest positive coefficient. It 

means that price has a smallest positive effect on Chinese consumers' OGB purchase 

intentions. The result indicates that the number of group-buying consumers increases 

when they obtain more discounts or better prices. However, from the results, it shows 

that price is not significantly related to OGB purchase intention. When there are small 

price changes on group-buying websites, the effect on consumers' purchase intentions 

is small. In fact, while Chinese consumers care about prices, small variations in price 

do not motivate them to develop buying intentions. When they buy products from 

different group-buying vendors, they do not seek the lowest available prices for 

themselves. Chinese consumers make rational judgements about their needs. If they 

do not have a need, they will not buy a product, even if price is low. Prior research (Pi 

et al., 2011) further supports the fact that lowering prices can attract more consumers 

to be involved in group buying, but not every consumer wants the lowest price for 

products.  
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6. Conclusion 

Chapter 6 is a summary of this study. Based on the theoretical framework and 

empirical data analysis, I will draw a conclusion for this study. Then, based on 

discussion, managerial implications are given. Finally, the limitations of the study 

will be covered and suggestions made for future research.  

6.1 Summary  

This research has successfully identified factors that influence the OGB purchase 

intentions of Chinese consumers. This has been done using the technology acceptance 

model as the theoretical framework, extended to include factors such as perceived 

usefulness, perceived ease of use, price, e-trust, WOM, website quality and perceived 

risk. These factors have been found to have a significant influence on consumers' 

intentions to engage in Chinese online group buying. This study has contributions to 

make with regard to two aspects. First, prior studies (e.g., Park and Lee, 2008; Li and 

Zhang, 2002) focused on fewer factors to evaluate intention. This study establishes a 

theoretical model incorporating technology acceptance variables and five further 

factors to investigate OGB purchase intentions in mainland China. It is quite different 

from the preceding studies. Secondly, the results of this study may provide 

suggestions for improvements that could be made by group-buying platform 

companies, and it will help group-buying companies create more value for consumers. 

In the future, this study may help foreign e-commerce companies enter into the 

Chinese group-buying market.  

6.2 Managerial Implications 

First, by adopting TAM, this study finds that Chinese online consumers prefer to use a 

group-buying interface that is easy to use. Therefore, this study suggests that 

managers of group-buying websites need to design their platform to be easy to follow 

and use. Companies need to design clear navigation for users to purchase products or 

services. Secondly, the results indicate that Chinese online consumers pay attention to 

website quality from three points of view: system quality attitude, information quality 

attitude and service quality attitude. This study suggests that group-buying websites 

companies should ensure that they provide a transaction process that is fast and secure. 
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Companies need to regularly check their platform systems to ensure smooth system 

operation. On the other hand, group-buying companies should propose some rules or 

regulations for group-buying e-vendors to protect consumer rights. For example, if 

there is a conflict between e-vendors and consumers, e-vendors should provide 

reasonable solutions to satisfy consumers and solve problems or conflicts in the 

group-buying process. Moreover, e-vendors need to ensure that product information is 

complete and to show more details about their products for consumers. Positive e-

vendor behaviour increases consumers' feelings of trust and motivates them to return 

to make further purchases.   

6.3 Limitations 

There are several limitations to this research. First, because of time and resource 

constraints, I did not collect data over a long period of time. This may lead to the 

samples not reflecting the full spectrum of all group-buying consumers' purchase 

intentions. Secondly, group buying is a new consumption model for e-commerce in 

China. Many Chinese consumers are in the process of accepting and using group 

buying, and this market is not yet mature, so there may be other related factors that 

influence consumers' purchase intentions. More research is needed in this area. 

Thirdly, the Chinese group-buying market is large. Different cities have different 

types of consumers and different economic levels. The samples in this study are from 

Beijing and the results point to this particular conclusion. However, if this research 

were to be conducted in other cities, such as Shanghai in China, the results might be 

different.  

6.4 Suggestions for Future Research  

This study points towards several areas of potential future research. First, the 

empirical data for this study is only collected using quantitative research and the 

questionnaire method. In future studies, other researchers may wish to bring in 

qualitative research to get more detailed information from consumers. It is helpful to 

illustrate the results of empirical data. Secondly, from the results, it shows that the 

model does not explain 29.3 percent of the variance in Chinese consumers' OGB 

purchase intentions. The reason may be that there are other factors that influence 

Chinese consumers' purchase intentions. Other research (Pi et al., 2011) mentions that 
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social factors including reciprocity and conformism influence consumers’ group-

buying intentions. Hence, future researchers can also include other factors to 

contribute this model. Thirdly, the group-buying consumption model also exists in 

Europe (LetsBuyIt.com) and the USA (e.g., Groupon.com and BuyWithMe.com). 

Future research can involve researchers doing a comparison between group buying in 

China and in other locations.  
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Appendix1 Focus Group Interview Questions 

Focus Group Interview Questions 

1. When you buy products or coupons, which is the most important factor for you? 

Why do you choose group buying instead of individual online purchasing? 

2. When you did a transaction in a group-buying website, do you think that you will 

purchase again in this website? What aspects lead to you repurchase or not repurchase? 

If you fail a transaction or the money is missed, do you want it back and how do you 

deal with this problem? 

3. If your friends or you parents or sisters recommend you a group-buying website for 

one product, do you want to try it and why do you want to try? 

4. When you visit a group-buying website for one product, what do you want sellers 

to show? Do you think using credit for online group-buying is security or not?  

5. Do you think which is more important between vendor's service attitude and 

products itself? How do both influence your purchasing intention?  
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Appendix2 Questionnaire (English) 

Questionnaire for Chinese consumer online group-buying purchase intentions 

Hello everyone, 

This questionnaire is designed to research Chinese consumer purchase intentions regard to 

online group buying in the Chinese market. The questionnaire includes two parts: the first part 

is about a few questions about your background. The second part includes questions that 

analyze purchase intention and factors that influence online group-buying purchase intentions. 

Thank you for your cooperation! 

Part1 Background 

Gender  Female     Male 

Age  15-20   21-25  26-30   31-35   

36-40   41-45   46-50  >50 

Do you have salary per month? If you have, 

answer the next question. Otherwise, skip the 

next Income question.  
Yes      No 

Income  

(YUAN/Month) 
<3000            3000-5000        5000-8000   

 8000-10000  10000-15000    15000-20000   

>20000 

Education level High School   Junior College 

Bachelor         Master      PHD or above 

Frequency of group purchase within 1year <5times          5-10times   10-20times 

20-30times     >30times 

Most recent group purchase time   <3months    3-6 months  6months-1year 

> 1year 

Your most frequently used group-buying 

website  
TaoBaoJuHuaSuan   MeiTuan   DianPing 

  55Tuan   LaShou   NuoMi   GaoPeng 

 t.58   DiDaTuan    JuMei   other 

 

Part2: For the follow questions, there are seven options for each question from 1 to 7. 1= 

strongly disagree and 7= strongly agree. Please choose the option when you answer the 

questions.  

Questions regarding to your most frequently used 

group-buying website 

Strongly disagree                             Strongly agree 

1          2           3           4          5          6          7 
1.This OGB enables me to save money.                                           

2. This OGB makes it easier for me to obtain 

goods.  
                                          

3. I find this OGB useful                                           

4. Overall, I find this OGB to be advantageous                                           

5. Using this OGB service is easy for me.                                            

6. I find my interaction with this OGB services 

clear and understandable 
                                          

7. It is easy for me to become skilful in the use of 

this OGB services 
                                          

8. Overall, I find the use of this services easy.                                            

9. I tend to buy the lowest-priced product that will 

fit my needs. 
                                          

10. When it comes to group buying, I reply 

heavily on price.  
                                          

11. When buying a product, I look for the more                                           
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discount product available.  

12. This OGB gives me a feeling of trust.                                            

13. I have trust in this OGB vendors.                                            

14. This OGB gives me a trustworthy impression.                                            

15. When I buy a product, I am influenced by 

family (ies).  
                                          

16. When I buy a product, I am influenced by 

blogs. Internet forum.  
                                          

17. The information provided by this OGB 

website is accurate.  
                                          

18. This OGB website provides me with a 

complete set of information.  
                                          

19. The information from this OGB website is 

always up to date.  
                                          

20. This OGB website operates reliably.                                            

21. This OGB website allows information to be 

readily accessible to me.  
                                          

22. This OGB website can be adapted to meet a 

variety of needs.  
                                          

23. I feel very confident about this OGB website.                                            

24. This OGB website does not give prompt 

service  
                                          

25. This OGB website has personalized 

information.  
                                          

26. I feel the risk associated with online 

transactions is high.  
                                          

27. I am worried whether I can get a product on 

time. 
                                          

28. I am worried that product quality may not 

meet my expectations.  
                                          

29. Overall I find this OGB to be risky                                            

30. I would use this OGB for my needs and I will 

return to this OGB site in the future. 
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Appendix3 Questionnaire (Chinese) 

 

关于顾客在团购网上购买意向的调查问卷 

大家好！ 

这个调查问卷是为了研究中国消费者在团购网上的购买意向而设计的。这篇调查问卷的包括两

个部分：第一部分是个人背景信息；第二部分是一些用来分析顾客购买意向以及影响它的因素

的问题。 

谢谢您的合作！ 

第一部分背景信息 

性别  女      男 

年龄 15-20   21-25  26-30   31-35   

36-40   41-45   46-50  >50 

您是否有月薪，如果没有请跳过下一道收

入问题，直接回答教育背景问题 
有      没有 

月薪收入 <3000             3000-5000       5000-8000   

 8000-10000  10000-12000    12000-15000  

>15000 

教育程度 高中    中专或者大专 

本科          硕士      博士或者以上 

您一年内团购的次数是多少 <5 次         5-10 次   10-20 次  20-30 次 

>30 次 

最近一次的团购时间是什么时候  <3 个月    3-6 个月  6 个月到一年 

> 1 年以上 

您最常用的团购网站是 淘宝聚划算 美团网 大众点评团 窝窝团 

拉手团        糯米团 高朋团  ５８团购 

嘀嗒团     聚美优品              其他 

 

第二部分: 对于下面的问题，每个问题后面有 7 个方框，从左到右代表数字 1 到 7，而数字表示

您对每题所陈述的观点同意与否的程度：1 代表非常不同意，7 代表非常同意。  在您做选择时，

请点击相应的数字下方框 

以下问题请参考您上述勾选的最常用的团购网

站 

非常不同意                                            非常同意 

1        2           3          4          5           6          7 

1.这个团购网站节约了我的消费支出                                           

2.这个团购网站使我体验到了更便捷的购物方

式 
                                          

3.我认为这个团购网站非常实用                                           

4. 综上因素，总体来说我认为这个团购网站在

团购领域有一定优势 
                                          

5. 在使用这个团购网站的相关服务时感到非常

便捷 
                                          

6.我发现这个团购网站操作界面清晰易懂                                           

7.这个团购网站服务功能的设置较人性化，易

于我熟练使用 
                                          

8.综上因素，总体来说我发现使用这个团购网

站服务功能很简便 
                                          



55 
 

9.在挑选我需要的产品时，我倾向于选择价格

最低的 
                                          

10.当我浏览这个团购网站时，我对其显示的

价格最敏感 
                                          

11.当我选择购买产品时，我会寻找折扣最大

的产品 
                                          

12. 这个团购网站的品牌给我一种信任感                                           

13.我信任这个团购网站的采购水准                                           

14.这个团购网站团购模式给我一种值得信赖

的印象 
                                          

15.我在购物时容易受到亲戚影响                                           

16.我在购物时容易受到博客，网络论坛，报

纸杂志影响 
                                          

17.这个团购网站提供的商品信息是准确的                                           

18.这个团购网站提供给我的商品信息是完整

的 
                                          

19.这个团购网站提供实时更新的商品信息服

务 
                                          

20.这个团购网站操作安全可靠                                           

21.这个团购网站提供的信息通俗易懂                                           

22.这个团购网站可以满足我不同的消费需求                                           

23. 我相信这个团购网站会提供高质量卖家                                           

24.这个团购网站没有给我提供快速的服务                                           

25. 这个团购网站提供给我个性化服务的信息                                           

26.我觉得这个团购网站支付风险高                                           

27. 我担心我不能按时得到商品                                           

28. 我担心产品质量和我预期的不同                                           

29.总体来说，我认为在这个团购网站购物有

风险 
                                          

30. 我会选择这个团购网站，并且以后继续在

这个团购网站上购物 
                                          

 

 

 

 

 

 

 

 

 

 


