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Abstract 

E-business is growing rapidly all over the world and especially in China, which now has the 

largest C2C market in the world. Most studies of users’ experience of E-business either focus on 

the platform usage, platform adoption or include platform usage and vendors’ behavior as 

variables in general e-retailing models. However, we do not know much about what effect the 

interplay between E-business platforms and vendors operating on the platform has on 

consumers E-business behavior. In this paper, buyers' behavior in terms of choosing platforms 

and choosing stores is examined separately, while measurements for influencing factors such as 

size of vendor base and trust of platform owner is included to capture second order effects. 

Data was gathered through a questionnaire, published on a professional Chinese survey 

website for collecting data. Afterwards, SPSS was used for analyzing data. Similarities and 

differences between the outcomes for the two research questions were analyzed. The main 

patterns in the two models are similar, suggesting that the interaction between platform owners 

and vendors has impact on buyers as well. Price, which was one of the most important features 

of E-business, proved to be of minor importance for choosing both E-business platform and 

vendors. However, there are some differences between adoption of platforms and vendors, 

range of market is important for platform adoption, while it is not a indicator for consumers to 

choose a certain vendor. These findings suggest that there are second order effects involved in 

E-business platforms. Further, they indicate that once an E-business platform has acquired a 

large enough user base, the owner might consider increasing revenues from vendor fees, as 

long as they translate to small product price increases rather than a decreased vendor user 

base. 

Key words: C2C, users' behavior, platform owner, vendor 

1. Introduction 

With the rapid development of Internet, computing capability and mobile devices people’s 

lives are filled with information technology. IT promotes productivity (Brynjolfsson and Hitt 

1998), based on an increased reliance on IT, supported by large capacity improvements and 

Internet adoption of Internet, a new economic form has emerged – network economics. 

Network economics is a high level economic form, which refers to production, allocation and 

trade of products and service, enabled by network technology (Su, 2011) that connects 

geographically dispersed actors. Such structures support both production of goods and 

transactions between vendors and buyers. For consumers, Internet provides not only access to 

a large number of vendors and products but also to information about the quality of these. 

These opportunities have created an increased interest in online shopping.  

By the end of December 2011, China had more than 513 million Internet users and over 

356 million mobile Internet users according to the China Internet Network Information Center 

(CNNIC), the state-run network information center of China. With such a large user base, 

China is now the country with most Internet users in the world and the number is steadily 

increasing, last year alone with 55.8 million users (CNNIC, 2012) 
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In China, shopping on-line is becoming more and more popular and the market share is 

increasing. According to the survey by CNNIC (2012), E-business is growing in areas such as 

online shopping (increased by 33.44 million, or 20.8%), online payment (up 32.5%) and 

online banking (up 32.4%). Consumer-to-Consumer (C2C) is the mainstream of on-line 

shopping in China. In 2011, the on-line shopping transaction size in China was 766.6 billion, 

among which, 586.3 billion happened on C2C platform (iResearch, 2012). There are three 

on-line shopping platform in China – Taobao, Each and Paipai. Taobao possesses the largest 

market share among the three. According to E-commerce report by iRearch, which is one of 

famous consulting companies in China (iReaserch, 2012), the C2C market share of Taobao, 

Each and Paipai is 95.1%, 0.6% and 4.3%.  

Unlike Business-to-Consumer (B2C) E-business platform, C2C involves three parties: 

platform owner, buyers and vendors. When buyers in a C2C business transaction makes their 

purchasing decision, two types of interactions are important – interaction with the platforms 

and the vendors. First, buyers need to decide which platform they will conduct E-shopping on. 

Second, they may compare similar, or even the same product, from different vendors. At a 

platform such as Taobao, where vendors create their own stores that are consistent over time, 

buyers might develop a preference for a certain store, from which they would have intention 

to buy things frequently.  

Taobao is the most successful E-business platform in China. This research helps to reveal 

reasons for Taobao’s success in terms of attracting consumers. It contributes to identifying the 

advantages of Taobao. Also, it provides some advices for vendors who want to build 

successful business on E-business platform. Meanwhile, there is also a connection between 

these topics since vendors are affected by consumers’ perception of the platform and vice 

versa. Examining this connection in more detail can also be helpful for further study of 

E-business evolvement.  

Previous studies about users’ experience of E-business either focus on the platform usage 

(Li, Li, & Lin, 2008; Costa & Tavares, 2012; Kumar & Kumar, 2009) or discusses platform 

usage and vendors’ behavior in general as e-retailing features (Liao & Shi, 2009; Zhou, Dai, 

& Zhang, 2007; Ha & Stoel, 2009), research on adoption of third-party vendors however 

remains scarce.  

This paper is going to examine people’s intention of using an E-business platform and 

choosing certain stores separately in E-business market. While the adoption of the platform 

and stores is examined separately, some second order effects might also be present. For 

example consumers might trust the E-business platform and that effect might spread and 

affect the process of choosing stores. Hence, differences between adoption of platforms and 

stores might say something about such second order effects.  

This thesis examines two research questions. 

1. Which factors affect consumers’ intention of using a certain E-business platform?  

2. Which factors affect consumers’ intention to shop from vendors at E-business 

platforms?   

The structure of this paper is as follows. First, I introduce related literature and one 

Technology Acceptance Models (TAM), which contribute to the research model used in this 

paper. Second, the research model and 13 hypotheses for each research questions are 
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introduced. The close relationship and interaction between platform owner and vendors leads 

to similar traits of these two groups, the same model will be used to examine the two research 

questions. Third, the research methodology is described in detail. Fourth the result is outlined; 

SPSS is used to test the validity and reliability of model, as well as analyzing the data. Fifth, 

the implications of the results are discussed and the differences and similarities of two 

outcomes of research. Moreover, several suggestions based on this research are given to 

platform owners, vendors and future studies. Finally, in the conclusion part, the summary of 

the whole paper was made.  

2. Literature review 

2.1. E-business 

E-business refers to businesses based on the Internet. Usually, Internet technologies are 

utilized to improve the productivity or profitability of E-business (McGuigan, 2012). By the 

combination of resources of information systems and network connectivity, E-business can 

improve the efficiency of the structures and attributes of commerce so that it can reach a 

much wider potential consumer than physical-store-business (McGuigan, 2012).  

Two important attributes can be identified in E-business: service towards customer and 

marketing (Kumar & Kumar, 2009). Since the service and product is provided directly from 

providers in network, this direct reach can be a big advantage of efficiency in addressing 

problems and real-time communication with consumers. In this way, consumers would have 

better understanding of the full performance value of the product or service. The original idea 

of business based on Internet is trading, marketing and other related aspects, and unexpected 

ups and downs will happened daily because of certain changes. So companies should conduct 

different strategies to minimize the impact of changes. 

There are three types of E-business: B2B (Business-to-Business), B2C 

(Business-to-Consumer) and C2C (Consumer-to-Consumer). In the late 1990s, numerous B2B 

marketplaces were established and analysts anticipated great success (Luomakoski, 2010). 

But many researchers noted that B2B exchanges were not able to attract a mass of participants 

to join in and use the market after the Internet bubble (Koch, 2002). Consequently, many of 

ventures ended their B2B business and changed their focus or business scale by the end of 

2003 (Cousins & Robey, 2005). According to Luomakoski (2010), the factors leading to 

failure of B2B are negative network externalities, adoption of new technologies, different 

motives for participation, relationships between buyers and sellers, critical mass and strategy 

of exchanges. Further, trust/security and ownership were important reasons which led to both 

success and failure. Nowadays, both B2C and C2C are huge success. Some companies 

provide both of these two services like Amazon, Taobao. 

In this paper, C2C is mainly discussed. Unlike B2B and B2C, C2C commerce involves 

transactions between consumers through third party (Ou & Robert, 2009), which means, there 

are three parties among this business: vendors, buyers and platform owner. Vendors can be 

anyone, like individuals or small companies.  
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2.2. Externalities and two-sided market 

Two-sided network is two users groups that interact with each other through one or more 

intermediaries – platform providers (Eisenmann, Parker, & Alstyne, 2006). There are network 

externalities when the utility from a good or a service of an individual depends on the number 

of individuals using it (Gaudeul & Jullien, 2007). This kind of effect can be generated 

between similar groups of people (direct network effects) or different groups of people 

(indirect network effects) (Gaudeul & Jullien, 2007). Both kind of network effect has two 

kinds: positive and negative. The direct network effects are related to the nature of products. 

For example, when people conduct e-shopping on-line, the website and system would 

recommend different products to different people based on their buying pattern and individual 

profiles. The indirect network effects occur between different groups of users. The indirect 

network effects are one of the important features existed in two-sided market. Based on 

platform, two groups of people attract each other. The platform’s value to one user groups 

depends largely on the number of users on the other side of the network (Eisenmann, Parker, 

& Alstyne, 2006). Value grows as long as the platform fulfills the demand from both sides. 

For example, the use of credit card depends both on the number of stores which use it and the 

number of consumers who use it. More consumers using it will lead to the increase of number 

of vendors using it. In this case, the credit card platform becomes valuable.  

  This kind of indirect network effects is a very important characteristic of intermediation 

activities in two-side market. These network effects are linked to the information part of 

intermediation to large extent (Caillaud & Jullen, 2001). Based on E-business platform, also 

as a two-sided market, buyers care about the diversity of supply, and sellers care about the 

number of potential buyers they are able to reach (Gaudeul & Jullien, 2007).   

As mentioned in the introduction section, vendors and platform were usually discussed as a 

whole when it comes to pattern of E-business. In this paper, E-business platforms are viewed 

as two-sided market. Buyers and vendors are two sides of users in C2C market. The 

interactions among the three parties are very important for the development of E-business ( 

Figure 1 E-business platform from view of two-sided market). 

 

 

 

 

 

 

 

 

 

 

 

Figure 1 E-business platform from view of two-sided market 

 

Several challenges have been identified in two-sided market (Eisenmann, Parker, & Alstyne, 

2006). The first one is pricing the platform. Pricing is more complicated in two-sided market, 
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because the price should satisfy two groups and make at least one of them willing to pay. The 

second challenge is Winner-Take-All dynamics. Because of the prospect of increasing returns 

to scale in network industries, winner-take-all logics might apply. The platform owner needs 

to be clear about whether to share its platform with rivals or be completely competitive. The 

third challenge is the threat of envelopment. “Your platform may be ‘enveloped’ by an 

adjacent platform provider that enters your market (Eisenmann, Parker, & Alstyne, 2006)”. It 

is very common that platforms provide some overlap service. So it is very easy and attractive 

for one platform provider to try to pull consumers and swallow other platforms.  

2.3. Technology acceptance model (TAM) 

Technology acceptance model (TAM) aimed to illuminate the determinants of IT adoption in 

general. It is based on theories in social psychology, including the theory of planned behavior 

(Ajzen, 1985) and the theory of reasoned action (TRA) (Ajzen & Fishbein, 1980). TAM is 

able to explain user’s behavior among a wide range of user populations and end-user 

computing technologies (Davis, Bagozzi, & Warshaw, 1989). There are two variables having 

impact on users’ attitude of a new technology in TAM: perceived usefulness and perceived 

ease of use. 

Perceived usefulness is defined as the “prospective user’s subjective probability that using 

a specific application system will increase his or her job performance within an organizational 

context” and ease of use refers to the “degree to which the prospective user expects the 

system to be free of effort” (Davis, Bagozzi, & Warshaw, 1989). TAM also incorporates a 

causal relationship between ease of use and perceived usefulness (Vijayasarathy, 2004), 

indicating people’s perception of the usefulness of a technology is influenced by the 

perception of how easy to use it. Attitude in this model is people’s feelings which can be 

negative or positive towards one technology (Fishbein & Ajzen, 1975). Intention refers to 

extent of intention to perform a certain behavior (Fishbein & Ajzen, 1975). It depends on 

usefulness and attitude in TAM. (Figure 2 Technology acceptance model ) 

 

Figure 2 Technology acceptance model (Davis, Bagozzi, & Warshaw, 1989) 

Lots of previous studies have applied TAM to analysis of users’ acceptance of information 

technologies like Internet banking (Nasri & Charfeddine, 2012; Reid & Levy, 2008; Singer, 

Avery, & Baradwaj, 2008), email (Huang, Lu, & Wong, 2003; Lin, Chuan, & Denis, 2008; 

Pendharkar & Young, 2004), E-business (Benamati, Fuller, Serva, & Baroudi, 2010; Keat & 
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Mohan, 2004; Zhang, Prybutok, & Koh, 2006), new systems(Cakmak, Benk, & Budak, 2011; 

Lin & Chen, 2012; Tamm, 2011) But most research has considered TAM as a parsimonious 

model and they use it by combining it with other models or doing modifications based on the 

original model (Ha & Stoel, 2009; Klopping & McKinney, 2004; Venkatesh, Thong, & Xu, 

2012; Park, 2009).   

2.4. An extended TAM model 

There are lots of previous studies examining E-business that have found the TAM model 

useful but parsimonious (Ha & Stoel, 2009). Many studies have modified it a bit and added 

some new variables, or combined it with other models, and used it to analyze the intention of 

user acceptance of E-business. Following is one extending TAM model. 

  For studying Consumer E-shopping acceptance, Ha & Stoel added three more variables: 

enjoyment, trust, E-shopping quality to TAM. Also, the impact on attitude from ease of use is 

eliminated in this model. (Figure 3 Adapted TAM ) 

 

 

 

 

 

 

 

 

 

 

Figure 3 Adapted TAM (Ha & Stoel, 2009) 

Trust 

Trust  refers to a character embedded in the persona that make one willing to take a certain 

amount of risk when making a transaction with another party (Sutanonpaiboon & 

Abuhamdieh, 2008). Lots of studies incorporate trust into TAM (Suh & Han, 2002; Gefen & 

Karahanna, 2003). Other studies show trust play an important role in business relationships 

and transactions (Casalo, Flavian, & Guinaliu, 2010). Moreover, trust is more essential when 

it comes to E-business than in physical store context (Gommans, Krishman, & Scheffold, 

2001). Consumers would feel uncertainty and risk when they do buying decisions since the 

unique features of E-business environment. 

Enjoyment  

Ha & Stoel thought beliefs about shopping enjoyment is essential in one's acceptance of 

on-line shopping. Shopping enjoyment is the extent to which the activity of using the 

technology is considered to provide reinforcement by itself instead of anticipated performance 

consequence (Childers, Joann, & Carson, 2001). Several researches mentioned Enjoyment is a 

main factor that drives users to use new technologies (Lee, Cheung, & Chen, 2005; Ha & 

Stoel, 2009; Shyu & Huang, 2011). There was evidence show that enjoyment affects a lot on 

attitude; the impact is different from the impact from ease of use and usefulness (Childers, 
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Joann, & Carson, 2001).  

E-shopping quality 

E-shopping incorporates a series of experiences like: “information search, website navigation, 

ordering, payment, customer service interactions, delivery, post-purchase problem resolution, 

and satisfaction with one’s purchase” (Ha & Stoel, 2009). And Ha & Stoel (2009), exam 

E-shopping quality from four dimensions: Web site design, Customer service, 

Privacy/security and Atmospheric/experiential. Prior research shows heightened quality 

perceptions has positive impact on perceived ease of use and perceived usefulness (Adamson 

& Shine, 2003). 

2.4.1. Two more variables 

Price  

Bakos (1997) claimed that because the costs associated with matching buyers and vendors 

would reduce, E-business market would be more efficient than traditional market. Buyer price 

savings (seller sales discounts) within E-business market are up to 17 percent roughly. And 

the reduction of administrative cost is estimated to be 75 percent for both buyers and vendors 

inside the E-business market (Galbreth, March, Scudder, & Shor, 2005). Low cost for both 

vendors and buyers brings good opportunities for both sides to make the best of E-business. 

Hence, price is seen as an important determinant of buyers’ attitude about using E-business. 

Range of products 

A survey from GfK (one of consuming research organization) shows 89% of buyers are doing 

on-line shopping because there are much more products available on-line than consumers can 

access in off-line shopping (iResearch, 2008). Selling products on-line eliminate the issue of 

location. Consumers can access large range of products in the same time. It saves users time 

and energy of searching products and makes on-line shopping more effective and useful. So 

range of products might have impact on the perceived usefulness. 

3. Research model and hypotheses 

3.1. Research model 

The research model of this paper is generated by combining adapted TAM model (Ha & Stoel, 

2009) and two more variables: price and range of products. The research model is depicted in 

Figure 4. 

3.2. Hypotheses: 

Basically, this model is used to testify people’s intention of using an E-business platform and 

people’s intention of shopping from certain vendors. So there are two main hypotheses: 

Ha: This model can explain people’s intention of using an E-business platform. 

Hb: This model can explain people’s intention of shopping from certain vendors. 

These hypotheses characterize relationships among the variables as following. Each 
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sub-hypothesis will be testified separately according to two main hypotheses above: 

E-shopping quality has positive influences on perceived ease of use (H1), perceived trust 

(H2), and perceived shopping enjoyment (H3). Perceived ease of use (H4), perceived trust (H5), 

perceived shopping enjoyment (H6) and range of market (H7) have positive influences on 

perceived usefulness. Perceived trust (H8), perceived shopping enjoyment (H9), price (H10) 

and perceived usefulness (H11) have positive influences on attitude toward E-shopping, and 

perceived usefulness (H12) attitude toward E-shopping (H13). 

For the second research question (what affect user’ intention of choosing vendors), the 

hypotheses are the same as above. 

 

 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4 Research model 

4. Methodology 

In this paper, I performed a quantitative examination of Chinas biggest E-business platform – 

Taobao.  

4.1. Quantitative method  

Quantitative method uses deductive approach. It starts from a general case and move to 

specific. This approach assumes a potential cause of something and tries to verify the effects 

(DeVault, 2012). Van De Ven (2007) discusses two models that capture basic distinctions 

between research studies: the first one is for variance or causal questions of “what cause what” 

and second is for process questions of “how things developed overtime”. The “what” 

questions usually incorporate a variance theory explanation of independent variables that 

explain dependent variables statistically. “How” questions involved the process and sequence 

of action based on a story or history narratives. Regarding causality, “what” questions need 

evidence of “co-variation, temporal precedence, and absence of spurious associations between 
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the independent and dependent variables” (Ven, 2007). The two research questions of this 

paper are “what” questions. They test causality and co-variation among several variables. 

Hence quantitative method is used. 

4.2. Taobao 

Taobao is a Chinese language web site for online shopping, similar to eBay and Amazon, 

operated in China by Alibaba Group. Founded by Alibaba Group in May 10th 2003, Taobao 

Marketplace facilitates C2C retail by providing a platform for small businesses and individual 

entrepreneurs to open online retail stores that mainly cater to consumers in mainland China, 

Hong Kong, Macau and Taiwan.  

Unlike eBay, Taobao is totally free for people who want to sell products on it. Small 

businesses and individual entrepreneurs can open their on-line stores based on Taobao, and 

put products and description of products in the store, which is similar to a physical store. 

Taobao does not charge the sellers or buyers for using the platform; instead, they make money 

from advertising. Taobao also provides instant message tool – Aliwangwang for both vendors 

and buyers in order to build better communication between two sides. Those messages can be 

legal evidence if any conflict arises. The low-price and full-service strategy made Taobao 

grow fast, and forced eBay to shut down its own site in China in 2006(Ignatius, 2009).  

4.3. Questionnaire design 

The questionnaire consisted of two main parts: (1) users behavior and (2) demographic 

information. Under users’ behavior part, there are nine modules which were designed about 

the ten variables in the research model used in this paper. For each variable, similar questions 

were designed for two objects (Taobao and the store they preferred) separately. All variables 

except for demographic information were assessed using 7-point Likert scales (1= strongly 

disagree, 7=strongly agree). 

Questions were designed based on several relevant research literatures. In E-shopping 

quality, four aspects were considered according to S. Ha and L. Stoel (2008). Two questions 

fromWang et al. (2004) were used to assess trust. Besides, three questions from Childers et al. 

(2001), and three questions from Suh and Han (2002) were used for enjoyment, and attitude 

toward E-shopping respectively. Also, questions about usefulness ease of use and intentions 

were from L.R. Vijayasarathy (2004), which were adapted from Taylor and Todd (1995). 

Questions about prices and range of market were designed based on the theory of two-side 

market.  

Before the final questionnaire was published, pre-tests and interviews were conducted 

among ten students in one of the colleges in Beijing. Feedback and suggestions were collected 

to revise the questionnaire. Some overlap and unrelated questions were dropped. Meanwhile, 

some questions were modified to be clearer and more meaningful. The structure of the whole 

questionnaire was redesigned to help respondent understand the intention of this questionnaire 

more. Especially, the difference between the platform Taobao and specific stores was clarified. 

A complete questionnaire is provided in Appendix A. 
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4.4. Data collection procedures 

The questionnaire was published on one of the professional Chinese on-line survey website 

(Sojump, 2012). All Internet users could access it. The link to the questionnaire was sent to 

respondents through 10 QQ groups (QQ is a Chinese instant message application) and QQ 

email. I collected 200 email addresses through QQ email collection application. Sojump 

provided lottery for respondents who finished questionnaire carefully. Every respondent had 

the chance to win iPads, cash coupons and so on. The duration of data collection was two 

weeks. After two weeks, 124 valid respondent answers were collected. 

5. Result 

5.1. Data validity and reliability 

This paper used a questionnaire to collect data. Hence the quality of the questionnaire played 

a crucial role in gaining the valuable research result. In order to ensure the scientific value of 

this study, the reliability and validity test must be conducted. 

5.1.1. Validity 

Wainer and Braun (1998) considered the validity in quantitative research as “construct 

validity”. The construct is the initial concept, notion, question or hypothesis. It determines 

which data is to be gathered and the ways it is to be gathered. In order to validate the 

investigation, Wainer and Braun (1998) assert quantitative researchers involve positively 

through the application of tests or other process in interplay between construct and data. 

Furthermore, the involvement of the researchers would reduce the validity. 

In order to assess convergent and discriminant validities, SPSS was used. KMO

（Kaiser-Meyer-Olkin）and Bartlett of each variable except price and range of market in both 

of two models (model 1 for Taobao and model 2 for preferred store) was test. KMO tests 

whether the variables correlations are small. Bartlett's test of sphericity tests whether the 

correlation matrix is an identity matrix. If the Bartllett’s Test is not significant (significant 

level higher than 0.001), it means the variables will not load together properly so that the 

factor analysis cannot be used (Walker & Maddan, 2009). The result shows The 

Kaiser–Meyer–Olkin measure of sampling adequacy of each variable in both of models was 

greater than 0.5 and the significant level of all variables is lower than 0.001 (significant level 

is probability of occuring by chance which is higher than .001 if not signicant) (Table1&2). 

Then, we think the questionnaire is valid. In both of factor extraction test, the factor loading 

of ease of use 1 is smaller than 0.45. We drop it from both of the models, and run the test 

again. The result of factor extraction is in Appendix 2. 

I ran the KMO test for the whole variables in Model1 and Model2 to confirm the 

appropriateness for both of the models of proceeding with the analyses. The KMO measure of 

sampling adequacy was 0.864 and 0.866, which shows both of the models are valid. 

Variable  Kaiser-Meyer-Olkin Bartlett sig 
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E-shopping quality 0.781 .0000 

Usefulness 0.699 .0000 

 Ease of use 0.5 .0000 

Trust  0.5 .0000 

Entertainment  0.752 .0000 

Attitude 0.73 .0000 

Intention 0.5 .0000 

Table 1 Validity test of Model 1 

Variable  Kaiser-Meyer-Olkin Bartlett sig 

E-shopping quality 0.832 .0000 

Usefulness 0.722 .0000 

 Ease of use 0.5 .0000 

Trust  0.5 .0000 

Entertainment  0.732 .0000 

Attitude 0.748 .0000 

Intention 0.5 .0000 

Table 2 Validity test of Model 2 

5.1.2. Reliability 

According to Joppe (2000), reliability is the extent to which results represent total population 

accurately and would be consistent over time under study. If the results of a study can be 

reproduced under similar methodologies, the instrument of research would be considered as 

reliable.  

In this paper, we use Cronbach’s Alpha value to assess the reliability of questionnaire. The 

rule of assessment is as Table 3(George & Mallery, 2003). 

Cronbach’s Alpha Rules 

Cronbach’s Alpha<=0.5 Unacceptable  

0.5<Cronbach’s Alpha<=0.6 Poor  

0.6<Cronbach’s Alpha<=0.7 questionable  

0.7<Cronbach’s Alpha<=0.8 Acceptable  

0.8<Cronbach’s Alpha<=0.9 Good  

Cronbach’s Alpha>0.9 Excellent  

Table 3 Rules of Cronbach’s Alpha 

In this test, the Cronbach’s Alpha of all variables in both of the models is greater than 0.7 
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(table 4), which can be accepted, although not all factors in the models are greater than 0.7. So 

the reliability of the whole questionnaire can be considered as acceptable. The detailed result 

is in Appendix 3 

Model 1 Cronbach’s Alpha Model 2 Cronbach’s Alpha 

E-shopping quality .873 E-shopping quality .916 

Usefulness .885 Usefulness .888 

 Ease of use .826  Ease of use .853 

Trust  .743 Trust  .754 

Entertainment  .931 Entertainment  .936 

Attitude .909 Attitude .913 

Intention .862 Intention .833 

Table 4 Cronbach’s Alpha of variables 

5.2. Respondent profile 

The profile of respondents is shown in Table 5. Among the respondents, there were 73 males 

(58.87%) and 51 females (41.13%). 66 (53.23%) of them have received Bachelor diploma or 

still are undergraduates. And 36.29% of them are with a Master degree. A sizable number of 

respondents’ ages are between 18 and 25 (70.16%). Approximately 85% of them indicate low 

or moderate income, which is lower than 5000RMB per month. While nearly half of them 

(44.35%) use Taobao between 1 and 5 hour per week. More detailed information about the 

frequency distribution of respondents on demographics is showed in Table 5.From the 

frequency table, it is shown most of the respondents are young people. They just have 

received college degree or are still in college. They earn a little money. So this paper is 

basically about young people’s users’ behavior towards E-business market. Young people will 

become the main consuming group in the next 5-10 years. So it is possible to forecast the 

future from this group of consumers. 

the highest level of education number Frequency 

High school 1  0.81% 

Technology school 5  4.03% 

Bachelor  66  53.23% 

Master  45  36.29% 

PHD OR POST DOCTOR 7  5.65% 

OTHERS 0  0% 

Total 124  

age number Frequency 

Less than 18 2  1.61% 
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18~25 87  70.16% 

25~35 32  25.81% 

35~45 2  1.61% 

More than 45 1  0.81% 

Total  124  

Gender number Frequency 

Male 73  58.87% 

Female 51  41.13% 

Total 124  

Salary (per month) number Frequency 

Less than 1500 45  36.29% 

1500~3000 33  26.61% 

3000~5000 27  21.77% 

5000~10000 14  11.29% 

More than 10000 5  4.03% 

Total 124  

Time spent on Taobao (per week) number Frequency 

Less than 1h 45  36.29% 

1h~5h 55  44.35% 

5h~10h 16  12.9% 

10h~20h 5  4.03% 

More than 20h 3  2.42% 

Total  124  

Table 5 Frequency distribution of respondents on Demographics 

5.3. Data analysis 

SPSS was used to do multiple regression for data analysis.  

5.3.1. Model 1 (users behavior of Taobao) 

Table 6 indicates the result of multiple regression analysis of Model 1. Adjusted R Square of 

regression between E-shopping quality and usefulness suggests a bad model. Meanwhile, the 

p-value of this regression indicates there is no relationship between these two variables, so 

Ha1 failed. Also, the result shows no significant impact on usefulness from ease of use, on 

attitude from price and on intention from usefulness. So Ha4, Ha10 and Ha12 are not supported 

as well.  
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Model Summary 

Model R R Square Adjusted R Square 

Std. Error of the 

Estimate 

A .051
a
 .003 -.006 1.4901 

B .626
a
 .391 .387 1.0650 

C .686
a
 .471 .466 .8448581 

D .681
a
 .464 .446 .8502782 

E .761
a
 .579 .565 .8032475 

F .671
a 

.450 .441 1.0579 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B 

Std. 

Error Beta 

A (Constant) 4.555 .752  6.056 .000 

E-shopping quality -.083 .147 -.051 -.561 .576 

B (Constant) -.210 .538  -.391 .697 

 E-shopping quality .937 .105 .626 8.895 .000 

C (Constant) .753 .426  1.765 .080 

 E-shopping quality .874 .084 .686 10.456 .000 

D (Constant) 1.310 .467  2.805 .006 

 Ease of use .069 .054 .090 1.295 .198 

 Trust .236 .082 .281 2.861 .005 

 Enjoyment .364 .096 .368 3.773 .000 

 Range of market .168 .061 .192 2.734 .007 

E (Constant) 1.002 .380  2.635 .010 

 Trust .183 .077 .204 2.370 .019 

 Enjoyment .571 .099 .542 5.778 .000 

 Usefulness .133 .084 .124 1.572 .019 

 Price -.045 .066 -.049 -.679 .498 

F (Constant) -.698 .557  -1.254 .212 

 Attitude .698 .094 .601 7.432 .000 

 Usefulness .140 .100 .113 1.402 .163 

a. Dependent Variable: EASE OF USE, b. Dependent Variable: TRUST, c. Dependent 

Variable: ENJOYMENT, d. Dependent Variable: USEFULNESS, e. Dependent Variable: 

ATTITUDE. f. Dependent Variable: INTENTION 

Table 6 Result of multiple regression in Model 1 

The final relationships between each variable in Model 1 are as Figure 5. Price, which was 

thought to be an important motivating factor for using Taobao actually matter little. One of the 

factors in original TAM – ease of use doesn’t seems to be an significant reason for so many 
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Chinese people to use Taobao. Meanwhile, the new factor – range of market, which is added 

in this thesis, reveals a good impact on usefulness. 

 

 

  

 

 

 

 

 

 

 

 

 

 

 

Figure 5 Adapted model 1 

5.3.2. Model 2 (users behavior of shopping from certain vendors) 

Table 7 shows the result of multiple regression analysis of Model 2. Like the analysis result of 

Model 1, Adjusted R Square of regression between E-shopping quality and usefulness and the 

P-value of this regression indicates there is no relationship between these two variables, so 

Hb1 failed. Meanwhile, the result shows no significant impact on usefulness from ease of use, 

on attitude from price and on intention from usefulness. So Hb4, Hb10 and Hb12 are not 

supported. Unlike previous result, this one also indicates that there is no relationship between 

range of market and usefulness. So Hb7 has failed as well. 

Model Summary 

Model R R Square Adjusted R Square 

Std. Error of the 

Estimate 

A .025
a
 .001 -.007 1.4895 

B .656
a
 .431 .426 .8254 

C .584
a
 .342 .336 .9462994 

D .612
a
 .374 .353 .8772988 

E .654
a
 .428 .409 .9382519 

F .619
a
 .383 .373 .9886 

Coefficients 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B 

Std. 

Error Beta 

Attitude 

Usefulness 

Enjoyment 

Ease of use 

Trust 

Intention of 

use 

Price 

Range of 

market 

E-shopping 

quality 
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A (Constant) 4.574 .754  6.067 .000 

E-shopping quality -.040 .143 -.025 -.278 .782 

B (Constant) .953 .418  2.282 .024 

 E-shopping quality .763 .079 .656 9.647 .000 

C (Constant) 1.362 .479  2.844 .005 

 E-shopping quality .725 .091 .584 7.988 .000 

D (Constant) 1.534 .527  2.912 .004 

 Ease of use .070 .058 .095 1.202 .232 

 Trust .410 .083 .409 4.966 .000 

 Enjoyment .274 .079 .292 3.458 .001 

 Range of market .020 .070 .024 .284 .777 

E (Constant) .551 .502  1.097 .275 

 Trust .331 .098 .296 3.395 .001 

 Enjoyment .312 .086 .297 3.646 .000 

 Usefulness .204 .097 .183 2.099 .038 

 Price .058 .076 .059 .762 .448 

F (Constant) 1.047 .479  2.185 .031 

 Attitude .515 .084 .503 6.123 .000 

 Usefulness .214 .094 .187 2.275 .025 

a. Dependent Variable: EASE OF USE, b. Dependent Variable: TRUST, c. Dependent 

Variable: ENJOYMENT, d. Dependent Variable: USEFULNESS, e. Dependent Variable: 

ATTITUDE. f. Dependent Variable: INTENTION 

Table 7 Result of multiple regression in Model 2 

 

 

 

  

 

 

 

 

 

 

 

 

 

 

 

Figure 6 Adapted model 2 
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The adapted Model 2 is presented in Figure 6. There are some similarities to adapted Model 1. 

Price and ease of use were still dropped from the model. But there is also some difference 

existing. Unlike adapted Model 1, range of market doesn’t seem to be an important factor 

which has impact on ease of use. However, usefulness shows impact on intention of use. 

6. Discussion  

6.1. Consumer’s adoption at E-business 

The result of this paper shows different influencing factors of choosing an E-business 

platform and choosing vendors. Both of the assumption models are rejected, but they didn’t 

change a lot. There are some similarities as well as difference between adapted models. Even 

though many similarities exist in two models, different reasons might be illustrated. 

The analysis shows that price is not an important reason of users’ attitude towards both 

E-business platform and preferred store. In fact, there are several big B2C and C2C platform 

in China. Lots of vendors not only open on-line stores on Taobao, but also open on other 

website like Each and Paipai. The price of the products is the same on different platform, but 

Taobao stores are always more popular among consumers. It indicates Taobao attracts vendors 

and consumers not only because of cheap price. It leads to another question for Taoabo: Is it a 

good timing to charge the vendors like eBay does? Taobao planned to be free to all vendors 

and start to charge after three years (Jin & Yu, 2011) three years later, it still free. One of the 

important reasons is that Taobao is afraid to lose large number of users. The results of this 

thesis indicates that price does not matter as much as expected, which means there are other 

factors that replace price as determinants of popularity. Taobao, which has a large amount of 

users, might have chance to change its business model and business process.  

Is gaining income from vendors a good idea? Vendors might finance such a fee by raising 

the price, which could potentially lead to a decrease consumer user base. The results of this 

study do however suggest that consumers are less price sensitive than what could be expected. 

What’s more, this finding show E-business should reposition itself. It is often assumed that 

the most profound impression of E-business, and reason for using it, is that the products are 

much cheaper than those in physical stores. It seems like this has changed and that is no 

longer the main competitive advantage. It is rather a basic requirement in E-business. So what 

the next step of Chinese E-business will be is an important and meaningful question for all 

participants in this industry. One of the identified challenges in two-sided markets is pricing 

(Eisenmann, Parker, & Alstyne, 2006). Platforms should be agile to the changes of the market 

and put up reasonable strategies for both money side and subsidized side.  

Meanwhile, price is not an important reason for people to choose a store either. Actually, if 

searching a product on Taobao and ranking by price from low to high, one would find that 

usually the store with the lowest price is not the most popular one. This indicates that price is 

not the most important factor for consumers. Actually, many consumers might even feel 

unsecure when they are making decision of buying a super cheap stuff. On the other hand, no 

one is interested in too expensive products. However, this standpoint leaves vendors with a 
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big task, pricing the product. The question is how to make a proper price to make buyers 

comfortable and be willing to buy it.  

One of the original variables in TAM – ease of use shows no relation with E-shopping 

quality and usefulness in both of the adapted models. The reason might be that using an 

E-business platform shopping is basically shopping in the store on C2C platform and that the 

respondents had problems separating the two. But there are other two parallel variables in the 

original model, enjoyment and trust, which indicate a strong relation to E-shopping quality 

and usefulness. From a usefulness perspective, I think these two variables are a little 

conflicting with ease of use, since for achieving trust, more sophisticated process should be 

established to control and prevent certain issues. More activities will be held on E-business 

platform or stores to make shopping joyful, thus the process of use is complicated. In China 

the activities on E-business website is increasing, and the supervision system of E-business 

companies is becoming more advanced, the on-line shopping consumers still increase a lot 

over time, even though the shopping process is getting complicated. Another reason that 

might lead to a minor effect of ease of use could be the sample with young students that are 

used to use IT and have a lot of spare time for searching product and making buying 

decisions. 

The analysis also reveals the range of market as an important factor when it comes to 

choosing a platform, while it is not an indicator of a preferred store. A standpoint can be made 

as platform requires diversity and store requires professional in C2C. Regarding E-business 

platform as two-sided market, buyers care about the diversity of supply, and sellers care about 

the number of potential buyers they are able to reach (Gaudeul & Jullien, 2007). Keeping the 

supply diverse is a way to keep consumers. Because of the network effect, vendors based on 

C2C will increase too. In the literature review it was apparent that two-sided market enjoys 

strong network effects and hence platform owners have the chance to become dominant in the 

market. Since keeping market diverse is a way to increase both sides of users, platform 

owners should put a lot of attention into that. 

From the observation of Taobao, some original business is very successful. For example, a 

famous store called Mumujia designs and sells clothes of young women. The products serve 

women in the age of 18 to 30. In different time of year, the theme of design is different. The 

store does not have the largest range of products but every item is very popular and hot. Other 

vendors may get some useful ideas from those professionals when managing an on-line store. 

A lesson could be to focus on customization and meaning of products rather than scope of 

business. 

The result also shows relation between usefulness and intention of use in adapted model 2. 

But usefulness shows no significant impact on intention of use in adapted model 1. It might 

owe to people cannot sense the utility of platform directly. It is more a website or webpage 

than a platform for consumers. But consumers have direct interaction with vendors through 

their on-line store and on-line chatting. So, I think platform usage has impact on consumers’ 

intention of using platform although it is an indirect impact. 

Except for a few difference between two adapted models, the main processes are very 

similar. I think the reason is that the platform has “second order effects” on buyers. This 

means that the platform has “direct effects” on buyers (interaction between platform and 
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buyers), and that the interaction between vendors and buyers also is influenced by the 

platform through the platform’s impact on vendors. This is the “second order effects” on 

buyers (Figure 7 Impact on consumers). For example, the trust between vendors and buyers 

can be explained partly as buyers’ trust of platform. Taobao has a sound supervision rules 

towards vendors behavior. If vendors get caught selling low-quality stuff, the goodwill of the 

vendors would be destroyed and bad news can be exposed to all Taobao buyers within a short 

time. This means that buyers trust vendors because they trust Taobao. 

 

 

 

 

 

Figure 7 Impact on consumers 

From Taobao, some second order effects can be manifested in several aspects. First, 

E-business was born with a shortage -- Information asymmetry, which means consumers 

cannot access to products before they buy it so that they can only have a sense of the products 

according to the description from sellers. It is easy to cause trust problem. However, the 

services and functions of the platform make everything more and more transparent. Second, 

Taobao is not only a platform, it also helps to host some on-line activities like “special price 

every day” and “group-purchase”, which helps some new stores to become popular in a short 

time. Also it gives consumers chances to buy good-quality stuff (Taobao is responsible for the 

quality of products in activities.) to a very low price and find good stores. The third one is 

supervision mechanisms. A positive aspect of C2C platform is that it is a transparent platform, 

information is exposed fast, and so is bad news. There is also a department responsible for 

solving these kinds of problems in Taobao. This study reveals that the interaction between 

platform and vendors influences buyers. The vendors’ success or failure is partly related to the 

platform.  

6.2. Implications  

By examining the results of this paper, we come to several conclusions. For each participant 

in E-business, a few suggestions are given: for platform owners, they should consider the 

importance of network effects and adapt pricing strategies accordingly. The results indicate 

that consumers might be less sensitive to the price than expected, while the range of market is 

highly important. These aspects must be considered in platform owners pricing strategies. 

Also, due to the second order effects, platform owners should make the activities based on the 

platform diverse so that more buyers or potential consumers would be attracted to use the 

platform. Vendors should not always try to expand the scope of their business. The outcomes 

of this research shows buyers prefer to buy products from professional store – expertise 

within certain area. So instead of selling diverse products, it might be better for vendors to try 

to become the “expertise” within a certain area. For future studies, the concepts of direct 

effects and second order effects needs to be developed more since they seem to have a 

Platform 
Buyers 

Vendors Second order effects  

Direct effects 
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significant function in users’ behavior. Moreover, researchers should validate these findings in 

different cultures and user groups. 

7. Conclusion 

This thesis examined two research questions: Which factors affect people’s intention of using 

a certain E-business platform? And which factors affect people’s intention to shop from 

vendors at E-business platforms? The overall research model was rejected for both of the 

research questions but some interesting findings were made. In particular, the role of pricing 

strategies and network effects for E-business platforms were illustrated. Price, which was 

thought to be one of the most important features of E-business, was proved to be of minor 

importance for choosing both E-business platform and vendors. Also, range of market was 

found to be an important aspect in creating an attractive E-business platform, while the results 

indicate that it is not an important determinant for consumers choosing vendors. In this paper, 

direct and second order effects from platform owners are illustrated, which explain the similar 

pattern of two adapted models partly.  

8. Limitations   

There are several limitations of this paper. The questionnaire was too long which affected the 

data collection, and some people may not have the patience to finish the questionnaire 

carefully. The respondent distribution is not optimal. From the distribution table, it is easy to 

see large sizes of respondents are from colleges and earn a low salary. It affects the result of 

research since people in different age with different salary might behave differently. Also, 

there are some problems with the design of the questionnaire. It is hard to test validity and 

reliability of each variable and it may cause inaccurate test model. 
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Appendix 1: Questionnaire 
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Please indicate the extent to which you agree or disagree with the following statements. (Anchored by 

1—strongly disagree and 7—strongly agree.) 

Note: For questions in the “Taobao” section, please compare your experience on Taobao (website) 

with other E-shopping sites like eBay and these questions considering Taobao (website) as a platform 

owner rather than product sellers) 

 

For questions in the “Store” section, please answer the questions based on your experience in your 

preferred store at Taobao. 

 

E-shopping quality 

Factor 1: Web site design 

Taobao 

 The organization and layout of Taobao (website) is easy to navigate. 

 Taobao (website) gives me enough information so that I can identify the item to the 

same degree as if I am in the store 

Store 

 The organization and layout (decoration) of my preferred stores is easy to navigate.  

 My preferred stores give me enough information so that I can identify the item to the 

same degree as if I am in my preferred stores 

 

Factor 2: Customer service 

Taobao 

 Customer service personnel of Taobao (website) is ready and willing to respond to 

customer needs  

 Inquiries are answered promptly 

 When I have a problem, Taobao (website) shows a sincere interest in solving it 

 

Store 

 Customer service personnel of my preferred stores are ready and willing to respond to 

customer needs 

 Inquiries are answered promptly 

 When I have a problem, my preferred stores shows a sincere interest in solving it  

 

Factor 3: Privacy/security 

Taobao 

 I feel like my privacy is protected at Taobao (website)  

 I feel safe in my transactions on Taobao (website)  

 Taobao (website) is reputable 

Store 

 I feel like my privacy is protected in my preferred stores.  

 I feel safe in my transactions with my preferred stores 

 My preferred stores are reputable 
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Factor 4: Atmospheric/experiential  

Taobao 

 It is really fun to shop at Taobao (website)  

 Taobao (website) almost welcomes every user 

 Shopping at Taobao is exciting for me  

Store 

 It is really fun to shop at my preferred stores  

 My preferred stores almost welcome every user 

 Shopping at my preferred stores is exciting for me 

Usefulness 

Taobao 

 Taobao (website) enables me to complete shopping quickly 

 Taobao (website) makes it easy to do comparison shopping 

 Taobao (website) gives me access to useful shopping information 

Store 

 My preferred stores enable me to complete shopping quickly 

 My preferred stores make it easy to do comparison shopping 

 My preferred stores give me access to useful shopping information 

 

Ease of use 

Taobao 

 Learning to use Taobao (website) for shopping was easy for me 

 I believe that Taobao (website) is cumbersome * 
1
 

 Using Taobao (website) for shopping is frustrating * 

Store 

 Learning to use my preferred stores for shopping was easy for me 

 I believe that my preferred stores are cumbersome to shop *  

 Shopping in my preferred stores is frustrating * 

 

Trust 

Taobao 

 

 Taobao (website) can be trusted completely. 

 Taobao (website) can be counted on to do what is right. 

Store 

 My preferred stores can be trusted completely. 

 My preferred stores can be counted on to do what is right. 

 

Enjoyment 

Taobao 

 Shopping on Taobao (website) make me feel good 

 Shopping on Taobao (website) would be comfortable. 

                                                             
1 * one are reverse questions 
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 Shopping on Taobao (website) would be interesting. 

Store 

 Shopping in my preferred stores make me feel good 

 Shopping in my preferred stores would be comfortable. 

 Shopping in my preferred stores would be interesting. 

 

Price  

Taobao 

 Products sold in Taobao (website) are cheaper than that of other E-shopping sites like 

eBay.  

Store 

Products sold in the store are cheaper than that of other stores.  

 

Market Scope 

Taobao 

 There are more products I can choose from in Taobao than other sites like eBay. 

Store 

 There are more products I can choose from in this store than other stores on Taobao. 

 

Attitude 

Taobao 

 In my opinion it is desirable to use Taobao (website). 

 I think it is good for me to use Taobao (website). 

 Overall, my attitude toward Taobao (website) is favorable. 

Store 

 In my opinion it is desirable to go to my preferred stores. 

 I think it is good for me to shop in my preferred stores. 

 Overall, my attitude toward my preferred stores is favorable. 

 

Intention: 

Taobao 

 I use (intend to use) Taobao (website) frequently to do my shopping.  

 I use (intend to use) Taobao (website) whenever appropriate to do my shopping. 

Store 

 I shop in my preferred stores frequently.  

 I shop in my preferred stores whenever appropriate. 

 

Demographic questions 

1. What is the highest level of education you have completed? 

2. Which of the following age groups are you in? 

A under 18   B 18-25  C 26-35  D 36-45  E 46 and older 

3. Please indicate your gender 
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4. Approximately, what is your total household income (per month)? 

Less than 1500, 1500-3000, 3000-5000, 5000-10000, above 10000 

5. Approximately, how much time do you spend on Taobao (website) (per week)? 

less than 1h, 1h-5h, 5h-10h,10h-15h,15h-20h, more than 20h 
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Model 1 

factors Initial Extraction 

E-shopping quality1 1.000 .596 

E-shopping quality2 1.000 .648 

E-shopping quality3 1.000 .830 

E-shopping quality4 1.000 .848 

E-shopping quality5 1.000 .864 

E-shopping quality6 1.000 .710 

E-shopping quality7 1.000 .840 

E-shopping quality8 1.000 .737 

E-shopping quality9 1.000 .707 

E-shopping quality10 1.000 .669 

E-shopping quality11 1.000 .563 

Usefulness1 1.000 .711 

Usefulness2 1.000 .877 

Usefulness3 1.000 .851 

Ease of use1* 1.000 .000 

Ease of use2 1.000 .852 

Ease of use3 1.000 .852 

Trust1 1.000 .804 

Trust2 1.000 .804 

Entertainment1 1.000 .901 

Entertainment2 1.000 .901 

Entertainment3 1.000 .840 

Attitude1 1.000 .790 

Attitude2 1.000 .866 

Attitude3 1.000 .894 

Intention1 1.000 .881 

Intention2 1.000 .881 

 

Model 2 

factors Initial Extraction 

E-shopping quality1 1.000 .574 

E-shopping quality2 1.000 .482 

E-shopping quality3 1.000 .852 

E-shopping quality4 1.000 .850 

E-shopping quality5 1.000 .782 

E-shopping quality6 1.000 .750 

E-shopping quality7 1.000 .760 

E-shopping quality8 1.000 .766 

E-shopping quality9 1.000 .578 

E-shopping quality10 1.000 .627 
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E-shopping quality11 1.000 .666 

Usefulness1 1.000 .747 

Usefulness2 1.000 .845 

Usefulness3 1.000 .862 

Ease of use1 *
2
 1.000 .002 

Ease of use2 1.000 .871 

Ease of use3 1.000 .872 

Trust1 1.000 .748 

Trust2 1.000 .748 

Entertainment1 1.000 .891 

Entertainment2 1.000 .929 

Entertainment3 1.000 .846 

Attitude1 1.000 .835 

Attitude2 1.000 .842 

Attitude3 1.000 .886 

Intention1 1.000 .858 

Intention2 1.000 .858 

 

 

                                                             
2 * are dropped factors 
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variables factors 

Corrected 

Item-Total 

Correlation 

 

Cronbach’s Alpha 

E-shopping quality 

E-shopping quality1 .598 .873 

E-shopping quality2 .605 

E-shopping quality3 .619 

E-shopping quality4 .570 

E-shopping quality5 .554 

E-shopping quality6 .541 

E-shopping quality7 .571 

E-shopping quality8 .593 

E-shopping quality9 .603 

E-shopping quality10 .556 

E-shopping quality11 .529 

Usefulness Usefulness1 .679 .885 

Usefulness2 .842 

Usefulness3 .813 

 Ease of use 
Ease of use2 .704 .826 

Ease of use3 .704 

Trust  
Trust1 .607 .743 

Trust2 .607 

Entertainment  

Entertainment1 .880 .931 

Entertainment2 .880 

Entertainment3 .818 

Attitude 

Attitude1 .762 .909 

Attitude2 .833 

Attitude3 .867 

Intention 
Intention1 .762 .862 

Intention2 .762 

 

variables factors 

Corrected 

Item-Total 

Correlation 

 

Cronbach’s Alpha 

E-shopping quality 

E-shopping quality1 .632 .916 

E-shopping quality2 .639 

E-shopping quality3 .688 

E-shopping quality4 .671 

E-shopping quality5 .633 
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E-shopping quality6 .671 

E-shopping quality7 .642 

E-shopping quality8 .717 

E-shopping quality9 .734 

E-shopping quality10 .678 

E-shopping quality11 .744 

Usefulness Usefulness1 .713 .888 

Usefulness2 .811 

Usefulness3 .831 

 Ease of use 
Ease of use2 .745 .853 

Ease of use3 .745 

Trust  
Trust1 .697 .754 

Trust2 .697 

Enjoyment 

Entertainment1 .871 .936 

Entertainment2 .915 

Entertainment3 .825 

Attitude 

Attitude1 .806 .913 

Attitude2 .813 

Attitude3 .862 

Intention 
Intention1 .717 .833 

Intention2 .717 

 

 


