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Abstract: The proliferation of Internet leads to the rapidly growth of online business.
Consumer-to-Business e-Commerce is getting popular because of Internet recently. Online group-buying is
a most representative form of C2B that ignores the limit of distance and raises the power of price
negotiation and increases the ability to get better purchase conditions. This study aims to explore the
factors that affecting customers’ satisfaction and intention to repurchase of online group-buying with more
comprehensive understanding. Through the view of shopping and social network elements of group-buying,
this study introduced convenience, price and novelty as shopping elements and community identification as
social network element. In order to understand the relationship among these factors and customers’
satisfaction and repurchase intention, the research data collected from 352 experienced participants and
examined by structural equation modeling method. The results indicated that three shopping elements have
positive effect on satisfaction significantly but only price has significant influence on repurchase intention.
Satisfaction has positive impacts on both of community identification and intention to repurchase. However,
community identification has no significant influence on repurchase intention. These findings provide
several implications for both research and practice in online group-buying behavior.
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1. Introduction

With the rapid development of Internet, the information and communication technologies (ICTs) have
created various forms of online business activity and provided more opportunities for marketers and
consumers. Consumer to business (C2B) is one of e-Commerce that highly depends on ICTs. Online
group-buying, a most representative form of C2B e-Commerce, aggregates consumers who have the same
demands for services or products [1]. It not only ignores the limit of distance, but also raises consumers’
power of price negotiation and increases the ability to get better purchase conditions from business. In
Taiwan, there are many famous and popular group-buying websites and forums such as ihergo and PTT’s
BuyTogether. By taking advantage of group-buying websites, group-buying initiators could aggregate
disparate buyers to accomplish group-buying activity. Since the online group buying is getting popular,
understanding the determinants of consumer behavior of this e-Commerce form is more and more
important.

In recent years, many researchers have paid attention to online group-buying topics and investigated the
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factors of purchase intention or motivation of online group-buying behavior. Most of prior studies
concerned the price topic of online group buying [1], [2], but there are many other factors would affect
behavior intention of online consumers such as attitudes, reference group, involvement, trust, saving time
and saving effort [3], [4].

However, group buying has two elements, shopping and social network [5]. Every single transaction is
completed by many people that aggregate through group-buying initiator and group-buying website. The
group-buying website thus forms a big virtual community or many sub-communities classified by location,
product or other preferences. According to this, the community that a consumer belongs to may have great
impact on the consumer’s intention, but there are few researches focusing on this issue and have not gone
deep yet [6].

Accordingly, the factors mentioned above indicate the consumers may not consider only the price factor
from the economic perspective and would be affected by other factors that need to further empirical
investigate. This study, therefore, aims to understanding the customers’ behavior of group buying with more
comprehensive dimension including both of shopping and social network elements. In the element of
shopping, the present study explores the antecedents of the satisfaction of group buying behavior from the
view of shopping orientation including the concepts of price, convenience and recreational suggested by
Stephenson and Willett [7]. Contrarily, the social network element of group buying is community identity
because of the online community environment. The purpose of the present study tries to develop a
theoretical foundation that integrates key constructs from previous studies and to investigate factors
influencing group buyers’ intentions and behavior via both of community members and customers’
perspective.

2. Literature Review and Hypothesis

2.1. Shopping Orientation

This study proposes that website quality has enhanced users’ perceived benefits (including convenient,
price, interpersonal, and experimental benefits) and further influences user’s satisfaction and intention to
reuse. The community identification is grouping variable and provides the high and low degree groups. The
research model tested in this study is shown in Fig. 1. Shopping orientations reflect consumer needs for
products and services and determine personal, economic, recreational, convenience and social motivations
for shopping [7]-[10]. Customers would evaluate comprehensively based on themselves during the
shopping process, shopping orientation represents a cognitive and affective aspect of customers’ behavior
and links closely with various personality traits [11], [12]. They may have a unique focus when they enter a
store and shop. Some consumers consider a good price, while others are enjoy in the shopping experience.
Depending on individuals’ wants, consumers customize their own shopping styles which may contain
different orientations [13]. Furthermore, shopping orientations not only indicate the customers’ concern,
but also identify which kind of benefit they want to acquire during shopping process. As a psychographic
measure, shopping orientations intend to capture the motivations of shoppers and/or the desired
experiences and goals they seek when completing their shopping activities [14]. This study thus takes
advantage of three kinds of shopping orientations to explore the determinants of group buying behavior

form economic, recreational and convenience aspects [7].

2.2. Group Buying Communities

As Tan and Tan [5] suggested, group buying has shopping and social network elements. In online group
buying, every single transaction is completed by many people that aggregate online through initiator or
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group-buying website. This kind of shopping thus has a tendency to form virtual communities that are
classified by location, office, school, community or other preferences.

According to this, the community that a consumer belongs to may have great impact on the consumer’s
intention, but there are few researches focusing on this issue and have not gone deep yet [6]. In addition to
the determinants that derive from shopping orientation, this study also explores the identification factors
through community aspect that can conceive as a social network element. In virtual community related
research, communication identification is an important factor that has a significant impact on various
human behaviors [15], [16].

2.3. Research Model and Hypothesis

This study intends to explore the determinants of individuals’ online group buying behavior from the
views of shopping orientations and community dimension. In order to understand the consumers’ intention
to group buying, this study evaluates the satisfaction of their prior group buying experiences and intention
to repurchase through group buying service. According to the shopping orientations (Stephenson and
Willett, 1969), the present study proposes convenience, price and novelty that represent the convenience,
economic and recreational shopping orientations separately. In addition, identification represents the
community dimension. Therefore, the research model of this study is shown in Fig. 1.

H4a |
Convenience Satisfaction
(CON) (SAT)
H4b
H2
H5a Community
Novelty Identification
(Nov) H1 c
H5b (cn
H6a H3
Price Intention to
PRI N Repurchase
(PRI) Héb (ITR)

Fig. 1. Research model.

2.3.1. Satisfaction and intention to repurchase

Evaluations of the satisfaction of information systems are important issues to information management.
Prior studies about information systems have shown that when users are satisfied with a system, they are
more likely to use the system [17]. Thus, user satisfaction has continued to be an important topic for
researchers [18]-[20], and especially is used to discuss the intention to use service or products for online
context [21]. Furthermore, previous researches have indicated that satisfaction is a reliable predictor of
intention to reuse [22]. When consumers are satisfied with this group-buying website, they will also
repurchase through the same service to do the shopping. Thus, this research proposes the following
hypothesis:

H1: User satisfaction has positive effect on intentions to repurchase.
2.3.2. Community identification

In group-buying context, people with same interests, demand or living in the same area will gather and
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become many virtual communities. People participating in the same group-buying transaction can discuss
their experiences or product information, and then in-group is formed. Members will find their identity in
community and be more willing to interact with other members [23]. Bressler and Grantham [24] found the
community identification can meet individual basic need, and Hagel and Armstrong [25] suggested
identification of community could help consumers to build interpersonal relationship and satisfy the need
of transaction. Further, Pai and Tsai [16] suggested the identification of community would be influence
significantly by satisfied experience and has a positive impact on the repurchase behavior of online store.
Thus, this research proposes following hypothesis:

H2: User satisfaction has positive effect on identification.

H3: Identification has positive effect on intention to repurchase.
2.3.3. Shopping orientation of group buying

The present study takes advantage of shopping orientations to frame the determinants of group buying
behavior. Shopping orientations are common propensities toward shopping behavior and operationalized
based on activities, interests and opinion statements related to shopping [26][27]. As Brown, Pope and
Voges [28] suggested, individuals may be motivated by one of possible shopping orientations or all
simultaneously. In addition, prior researchers have investigated the role of shopping orientation on
consumers’ intentions to purchase online, but with mixed results [29]. Since shopping orientation differs
across product types and shopping environments, the three basic dimensions of shopping orientation in the
research model of this study are selected from previous research on shopping orientation [7]. Hence,
inferring from shopping orientations, this study identifies antecedents of group buying which including
price, novelty-seeking and convenience.

Although these factors are derived from shopping orientations, the importance of them for consumption
behavior has already been proved in prior studies. First, according to Osman [30], customers with
economical concern are likely to shop at stores that are perceived to offer goods at cheaper prices than
other stores. Price is an important factor in consumption behavior that would lead to significant influence
on customers’ motivation [2]. In group buying context, consumers not only can bargain through cumulating
purchase volume, but also can lower the freight fee by share [1]. Past research suggested that better price
would increase customers’ intention to participate group buying activities [1], [31].

Second, convenience orientation refers to customers who approach shopping from time-saving point of
view [32]. Seiders et al. [33] found that about 52% customers are unwilling to spend time in shopping.
Further, convenience is conceived as a main reason why consumers use the Internet for the purpose of
purchasing [34], [35]. Donthu and Garcia [36] and Rohm and Swaminathan [4] also found that online
shoppers were likely to concern convenience which is saving both time and effort. Group-buying, just like
online shopping, offers a convenience way to communicate with seller and initiator and can pick up the
goods from the local initiator nearly.

Thus, according to the feature of online group buying and the finding of past studies that suggested the
consumers who value convenience are more likely to buy [27], the current study proposes the convenience
would influence on the group buying behavior.

Third, the orientation of recreation indicated the enjoyment of shopping and emphasizing the emotional
aspects of shopping [37], [38]. Since recreational orientation is associated with the traits of novelty
consciousness [39], this study introduces this feature to fit the various and novelty features of group buying
goods that collected by initiators, websites or community members. Since group buying is an activity that
need a lot of people to participate, the information of a large variety of merchandise would be collected and
informed on the group buying communities, websites or other communication channels. Though this
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mechanism, customers who would like to experience new and difference goods or services could be
satisfied. According to the study of Cheng, Wang, Lin and Vivek [40], the experience of novelty could lead to
online shopping intention and repurchase intention.

Based on the literature review and the features of group buying mention above, this study proposes
following hypothesis:

H4a: Convenience has positive effect on satisfaction.

H4b: Convenience has positive effect on intention to repurchase.

H5a: Novelty has positive effect on satisfaction.

H5b: Novelty has positive effect on intention to repurchase.

H6a: Price has positive effect on satisfaction.

Héb: Price has positive effect on intention to repurchase.

3. Research Method

3.1. Instrument

To assure the validity of the instrument, items used to measure the constructs were adapted from the
previous research and modified the wording of the questionnaire to fit the group buying context. Three
items on convenience were developed from Rohm & Swaminathan [4]. The items used to measure price and
novelty were adapted from Bhatnagar & Ghose [41] and Wolfinbarger & Gilly [3] and items used to measure
user satisfaction and intention to repurchase were adopted from Wang [42]. The items for community
identification were adopted from Chiu et al. [15]. All the items had been further modified as appropriate.
The questionnaire used seven-point Likert scale from “strongly disagree” to “strongly agree”. Pre-test was
used to validate the measurement. The pre-test was conducted with experienced group buying users and
experts in e-commerce. Based on the feedback at the pre-test, several questionnaire items were modified to

reflect more clearly the survey’s purpose.

3.2. Participants

Participants who had experience of online group buying were recruited through convenience sampling
approach in this study. The main reason of this study needed an experienced subjects is because the prior
experience is needed to test their satisfaction and intention to repurchase. In order to retain the
representativeness of the sample, this study collected sample on famous group-buying related websites and
discussion boards (www.ihergo.com, PTT, FG discussion board) in Taiwan. A total of 352 useable responses
were collected from online group-buying websites and discussion boards. The surveyed sample consisted of
more females than males. Of the respondents, 68.8% were female and the largest group of users was in the
age range of 21-25 (40.3%), with the majority being students (36.4%) and 56.3% had bachelor degree.

4. Data Analysis and Results

4.1. Assessment of Measurement Model

A confirmatory factor analysis using AMOS 19 was conducted to test the measurement model. Six
common model-fit measures were used to assess the model’s overall goodness of fit: the ratio of x2 to
degrees of freedom (df), goodness-of-fit index (GFI), adjusted goodness-of-fit index (AGFI), normalized fit
index (NFI), comparative fit index (CFI) and root mean square residual (RMSR). After examining the
modification indices, four items, including item CI5, CON3, ITR3 and NS3 (see Appendix) were eliminated
due to cross factor loadings.

As shown in Table 1, all the model-fit indices exceeded their respective common acceptance levels
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suggested by previous research, thus demonstrating that the measurement model exhibited a fairly good fit
with the data collected. We could therefore proceed to evaluate the psychometric properties of the
measurement model in terms of reliability, convergent validity and discriminant validity.

Reliability and convergent validity of the factors were estimated by composite reliability and average
variance extracted (see Table 2). The interpretation of the composite reliability is similar to Cronbach’s
alpha, except that it also takes into account the actual factor loadings rather than assuming that each item is
equally weighted in the composite load determination.

Composite reliability for all the factors in our measurement model was above 0.90. The average extracted
variances were all above the recommended 0.50 level [43]. This means that more than one-half of the
variance observed in the items was accounted for by their hypothesized factors. Convergent validity can
also be evaluated by examining the factor loadings and squared multiple correlations from the confirmatory
factor analysis (see Table 3). Following the recommendation made by Hair et al (1992), a factor loading
greater than 0.50 was considered very significant. All of the factor loadings of the items in the research
model were greater than 0.60. Also, squared multiple correlations between the individual items and their a
priori factors were higher than 0.20 [44], [45]. Thus, all factors in the measurement model had adequate
reliability and convergent validity.

Table 1. Fit Indices for Measurement and Structural Models
Goodness-of-fi Recommen  Measurem  Structur

t measure ded value ent model al model
x2/df <3.00 1.811 1.988
GFI >0.90 0.953 0.948
AGFI >0.90 0.917 0.914
NFI >0.90 0.972 0.968
CFI >0.90 0.987 0.983
RMSR <0.08 0.048 0.053

Notes: df: degrees of freedom; GFI: goodness-of-fit index; AGFI: adjusted goodness-of-fit index; NFI: normalized
fit index; CFI: comparative fit index; RMSR: root mean square residual.

Table 2. Reliability, Average Variance Extracted and Discriminant Validity

Constructs CR CI CON ITR Nov PRI SAT
CI 0.921 0.838

CON 0.963 0.319 0.964

ITR 0.971 0.579 0.378 0.972

Nov 0.912 0.322 0.405 0.458 0.915

PRI 0.954 0.297 0.427 0.488 0.569 0.956

SAT 0.967 0.677 0.435 0.829 0.428 0.422 0.952

Notes: 1. CR: composite reliability. 2. CI: community identification; CON: convenience; ITR: intention to repurchase; Nov:
novelty; PRI: price; SAT: satisfaction. 3. Diagonal elements are the square roots of the average variance extracted (AVE)
values; off-diagonal elements are correlations among constructs.

To examine discriminant validity, this study compared the shared variance between factors with the
average variance extracted of the individual factors [46]. This analysis showed that the shared variances
between factors were lower than the average variance extracted of the individual factors, thus confirming
discriminant validity (see Table 3). In summary, the measurement model demonstrated adequate reliability,
convergent validity and discriminant validity.

4.2. Structural Model and Hypotheses Testing

A similar set of model-fit indices was used to examine the structural model (see Table 2). Coincidentally,
the six common model-fit measures of the structural model were similar as those of the measurement

model. This provided firm evidence of a good model data fit.
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Standardized path coefficients in the hypothesized model are shown in Fig. 2. As expected, hypotheses 1,
2, 4a, 53, 6a and 6b were supported, the path coefficients for the SAT-ITR, SAT-CI, CON-SAT, Nov-SAT,
PRI-SAT and PRI-ITR links in the model were all significant (y = 0.894, y = 0.752, y= 0.290, y = 0.251 y =
0.150 and y = 0.181 respectively). Altogether, the model accounted for 71% of the variance in intention to
repurchase, with satisfaction contributing more to intention than the other constructs. However,
hypotheses 3, 4b and 5b were not supported. Table 4 summarizes the results of the hypotheses testing.

Table 3. Factor Loadings and Squared Multiple Correlations of Items

Factor Squa.r ed
loadings multip .Ie
correlations
Community
identification
CI1 0.698 0.487
CI2 0.819 0.671
CI3 0.909 0.827
Cl4 0.842 0.709
Clé 0.660 0.436
Convenience
CON1 0.893 0.797
CON2 0.961 0.924
Intention to
repurchase
ITR1 0.928 0.861
ITR2 0.956 0.915
Novelty
Nov1 0.886 0.786
Nov2 0.751 0.564
Price
PRI1 0.926 0.857
PRI2 0.892 0.796
Satisfaction
SAT1 0.907 0.823
SAT?2 0.951 0.905
SAT3 0.923 0.853
Notes: CI: community identification; CON: convenience; ITR: intention to repurchase; Nov: novelty; PRI: price; SAT:
satisfaction.
0.290***

Convenience Satisfaction

(CON) \ (SAT)
. -0.082
™ 0.752%**
0.251%% Community
l\zf\l\;e\l;y \ 0.804% Identification
"~.0.054 «h
J "-0.037
Price \‘\\\4 Intention to s
(PR 4 Repurchase |
0.181%** (ITR)

Fig. 2. Standardized path coefficients for all respondents.

*p < 0.05; **p < 0.01; ***p < 0.001
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5. Discussion

This study explores the factors affecting satisfaction and intention to repurchase by the two dimensions
of group buying: shopping and social network. Based on the shopping orientations that represent the
motivations and propensities of consumption behavior, this study frames the determinants of online group
buying by selecting economic, convenience and recreation orientation from prior study to predict the
shopping side of group buying behavior. On the contrary, community identity is adopted to represent the
social network side because of the online community environment of group buying.

Table 4. Summary of Testing Results
Relationship  Hypothesis  Testing result

H1 SAT-ITR Positive Supported
H2 SAT-CI Positive Supported
H3 CI-ITR Positive Not supported

H4a CON-SAT Positive Supported
H4b  CON-ITR Positive Not supported

H5a  Nov-SAT Positive Supported

H5b  Nov-ITR Positive Not supported
Hé6a PRI-SAT Positive Supported
H6b  PRI-ITR Positive Supported

Notes: 1. H: hypothesis. 2. CI: community identification; CON: convenience; ITR: intention to repurchase; Nov: novelty; PRI:
price; SAT: satisfaction.

According to the result, satisfaction of online group buying is found a positive influence on the
identification of group buying community. This result is consistence with the work of Pai and Tsai [16]. It
indicates the higher satisfaction consumers perceived in online group buying experience, the higher level
identification in group buying community they could feel. However, identification has no significant effect
on intention to repurchase. This represents that even customers found identification in group-buying
communities, the intention of repurchase would not be formed. Differing from the finding of Pai and Tsai
[16], this study found community identification maybe not a major detainment of repurchase in online
group buying context.

In the antecedents that inferred from shopping orientations, convenience, novelty and price both have
positive effects on satisfaction of online group buying. This finding shows these three factors are still
customers’ concern and play important roles in this consumption method. Furthermore, In line with prior
studies and hypothesis, satisfaction remains a strong predictor of intention to repurchase.

The present study also exams the influences of antecedents on repurchase intention and only price to
repurchase intention was found have positive relationship. This indicates convenience and novelty are not
involved in customers’ consideration when customers decide to repurchase through group buying or not. It
is noteworthy that price is a primary concern in the development of customers’ satisfaction and repurchase

intention.

6. Implication and limitation

From the theoretical view, this study may advance our knowledge in two ways. First, the present research
is among the first attempts at the investigation of the determinants in group-buying behavior that studies
through the two dimensions: social network and shopping. Second, taking advantage of shopping
orientations, this study introduces three determinants from the economic, convenience and recreation

orientations that have been discussed in prior marketing and business research. Through the Structural
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equation modeling (SEM) method, this study identified these three factors as significant predictors in group
buying behavior. This indicates customers would concern group buying in these ways and also represents
there are at least three kinds of underlying shopping orientations in this consumption behavior.

The findings of the current study are believed to be applicable to group-buying behavior in C2B
e-Commerce. For practitioners, understanding the factors of group buying behavior is critical to stimulate
the marketing effectiveness. The website designer and webmaster of group buying website, community or
discussion board must ensure that they have provided convenient and sufficient navigation to avoid
overlook or misguiding of the most concerned function or information for customers, such as new fancy
goods and better price information. Furthermore, this study also offers insights into the segmentation of
online group buying customers for online marketers in C2B e-Commerce.

Although rigorous research procedures were employed, this study has some limitations that could be
addressed in future studies. First, in the selection of shopping orientations, this study just choose a basic set
to frame the factors of group buying. There are probably other possible indicators to take into account and
future researchers who interested in this area should notice.

Second, the use of self-report scales to measure study variables suggests the possibility of a common
method bias for some of the results. Third, the findings and their implications discussed in this paper were
targeted customers in Taiwan. The convenience sampling method has potential bias, as a sample of
respondents with willingness may not be generalizable. If future researchers wish to achieve more
generalization, they could include other nationalities and geographical areas outside of Taiwan.

Finally, although the research model tested by this study has achieve adequate model fit, the investigation
of group buying behavior should be continue for more comprehensive aspect. For example, trust and risk
are both important factors in shopping behavior, especially in online context. Therefore, future researchers
could consider these factors’ relationship between customers’ satisfaction or repurchase behavior in group
buying environment.
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