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Abstract
Purpose – Sustainable success of group-buying web sites implies that consumers not only
accept them initially but also use them continuously. Most group-buying web sites, however,
are unable to achieve such sustainable success. Drawing on expectation-confirmation model (ECM),
the purpose of this paper is to examine the factors that influence group-buying web sites
continuance.
Design/methodology/approach – In total, 605 valid responses were collected via a survey of a
leading group-buying web site in China. Structural equation modeling was used to test the
research model. This study also compared the three competing models of continued use behavior,
namely, ECM, the research model and the integrated model.
Findings – The results show that perceived web site quality, perceived price advantage and
confirmation are important determinants of consumer satisfaction, while perceived web site quality,
perceived reputation, satisfaction and perceived critical mass significantly influence consumers’
continuance intention. The research model accounts for more variance in satisfaction and continuance
intention than ECM and is the best-fitting model among the competing models.
Originality/value – Drawing on ECM, this research proposes a model by incorporating three online
group-buying characteristics (perceived price advantage, perceived reputation and perceived
web site quality) and two social influence factors (subjective norm and perceived critical mass).
Specially, this study uses these three online group-buying characteristics to represent perceived
usefulness in ECM. These constructs are found to influence consumer satisfaction and continuance
intention. This study extends ECM and provides a better explanation of consumers’ post-purchase
behavior in the online group-buying context.
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Corrigendum
It has been brought to our attention that the affiliation for Sumeet Gupta is incorrect
in “Understanding group-buying websites continuance: an extension of expectation
confirmation model”, which was published in Internet Research Vol. 25 No. 5. This
occurred due to an author error. The authors sincerely apologise for this. The correct
affiliation for Sumeet Gupta is Indian Institute of Management, Raipur, India. The
author affiliation has now been corrected in the electronic version of the article.

1. Introduction
The diffusion of social media has led to the rise of online group buying, a business model
of collective online purchase (Liang et al., 2011). Consumers of group-buying web sites get
attractive discounts on bulk purchases. Online group buying has become popular,
especially in collectivist cultures like that of China ( Jing and Xie, 2011). It emerged in
China in early 2010 with the launch of “Manzuo” – the first group-buying web site, and
has kept a fast pace of growth since then. The number of Chinese online group-buying
users has reached 83.27 million in 2012, accounting for 34.4 percent of the entire online
market (with 242 million shoppers) (CNNIC, 2013).

On the global scale, the competition in this fast-growing market tends to be fierce.
Most group-buying web sites are unable to retain customers and achieve sustainable
development. Particularly in China the switching rate among consumers is quite high
because of the entry of a large number of players offering group-buying services (CNNIC,
2013). The intense competition from group-buying web sites and other online and offline
channels combined with poor consumer satisfaction and retention rate had led to the
strategic restructuring of the industry. A large number of group-buying web sites have
appeared and disappeared, leaving behind only a few group-buying web sites, such as
Lashou and Meituan, which have been able to sustain the test of time (Zhou et al., 2013).
Therefore, managers of group-buying web sites are very eager to find strategies to
improve consumers’ satisfaction and in turn their continuance intention to sustain in the
market. This paper addresses one research question of practical interest:

RQ1. What influences consumers’ satisfaction and their intention to continue using
a group-buying web site?

The research question also has good academic value, given the fact that a very few
studies have examined consumers’ satisfaction and continuance behavior in the
context of online group-buying.

Drawing on the above-mentioned practical and theoretical needs, this study: first,
attempts to develop an integrated model to provide a better understanding of
the driving forces of consumers’ continuance intention; and second, systematically
examines this research model. With respect to the first purpose, expectation-
confirmation model (ECM) of information systems (IS) continuance serves as an
overarching framework to explain consumers’ satisfaction and their continuance
intention. Based on previous studies on online group buying, this study inductively
identifies salient factors that influence consumer attitude and behavior in the first
stage. The first stage suggests that online group-buying characteristics and social
influence should be taken into consideration in order to examine the dynamics that
govern consumers’ continuance intention. Therefore, in the second stage, a research
model that integrates ECM with the concept of online group-buying characteristics
and social influence is developed based on the expected utility theory and social
influence theory.
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In terms of contribution, first this paper extends the literature on consumer behavior
in online group-buying settings by examining online group-buying consumers’
continuance intention from an integrated perspective of online group-buying
characteristics and social influence. Second, this paper extends ECM and differs
from most ECM-based research in significant ways. The extant research has extended
ECM in two primary ways to provide greater understanding and explanatory power of
consumer continuance behavior in its application. This first approach involves
introducing factors from related models, such as habit (Limayem and Cheung, 2008)
and affective factors (Lee and Kwon, 2011). A second approach involves introducing
alternative post-adoption beliefs to the model, such as perceived enjoyment (Thong
et al., 2006) and perceived ease of use (Hong et al., 2006). Despite this extensive
research activity, these studies in the ECM research stream have overlooked the
role of object-based beliefs and attitudes (Lin et al., 2012). Our study identifies
three object-based beliefs reflecting online group-buying characteristics, namely,
perceived price advantage, perceived reputation and perceived web site quality, and
uses them to represent the post-adoption expectations (i.e. perceived usefulness) in
ECM. These constructs are justified by statistical tests to impact consumer
satisfaction and continuance intention and are therefore useful for examining
post-purchase behavior in online group buying. In addition, this study integrates
two social influence factors to examine the effect of social influence in determining
consumers’ continuance intention, which contributes to the theoretical understanding
of the social specificity of online group buying. Drawing on ECM, this study offers a
validated model of continuance intention in online group-buying settings. This study
thus serves as a precursor for studying continuance behavior in online group buying
based on ECM.

The rest of the paper is organized as follows. The following section presents a
review of relevant research. Based on ECM, the third section proposes a conceptual
model of online group-buying continuance behavior. The process of the empirical
study is discussed in the fourth section. The analysis results are documented in
the fifth section. The sixth section discusses the results, and summarizes the
theoretical and practical implications. The final section presents limitations and future
research directions.

2. Literature review
2.1 Online group buying
Research on online group buying can be classified into three major themes. The first
one is about its strategic functions, such as the dynamic pricing mechanism
(Anand and Aron, 2003; Chen et al., 2010). The second theme emphasizes the
leverage that cooperation among buyers can create for successful online group
buying, and focusses on the potential benefits and risks of such cooperation on both
buyers and suppliers (Chen et al., 2009; Chen and Roma, 2011). The third theme,
which has gained increased interest among the scholars, focusses on online
consumer behavior.

Table I summarizes prior studies on consumers’ online group-buying behavior and
shows salient factors that influence consumer attitude and behavior, their definitions
and implications. As shown in Table I, previous studies reveal several key
determinants in the consumer decision process in the online group-buying context,
including price (Fan et al., 2010; Kauffman et al., 2010a; Liao et al., 2012; Zhang et al.,
2013), network externality (Kauffman et al., 2010b; Liu and Sutanto, 2012), conformity
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Salient factor Study Definition Implication

Perceived
price fairness

Kauffman et al.
(2010a)

Consumers’ perceived sense
of how fair, acceptable and
reasonable the online
group-buying price is

The price perception
(price fairness, acceptance,
reasonableness, price satisfaction,
etc.) is important in the consumer
decision process

Price
satisfaction

Kauffman et al.
(2010a)

The extent to which the
current online group-
buying price makes the
consumer feel satisfied,
delighted and happy

Price
performance
expectations

Fan et al. (2010) Consumers’ perception that
the online group-buying
price is more reasonable
and satisfying

Price Liao et al. (2012) The extent to which the
online group-buying price
is low

Price
discount

Zhang et al. (2013) A discounted rate that a
restaurant offers on a food
package in a group-buying
promotion

Network
externality

Kauffman et al.
(2010b)

The number of existing
bids

There exists the network
externality effect /herd effect and
normative influence in online group
buying

Liu and Sutanto
(2012)

The number of existing
bids

Conformity Chen and Wu (2010) Due to both the normative
and informative influence
in group buying, the
individual follows the
public’s thinking or
behavior

Perceived
usefulness

Fan et al. (2010) Consumers’ perception that
using a specific online
group-buying platform will
increase their shopping
performance

Improving shopping performance
is one of the main reasons that
consumers choose online group
buying or continuously use a
specific online group-buying
platformTsai et al. (2011) The degree to which an

individual believes that
using a group-buying web
site will enhance his or her
behavioral intention

Online
reputation
systems

Kauffman et al.
(2010b)

The extent to which textual
comments are positive or
negative

Reputation of a web site can
increase consumers’ trust in the
web site, in turn their behavior
intentionPopularity of

a restaurant
Zhang et al. (2013) The welcome level of a

restaurant
Reputation
of web site

Hsu et al. (2014) Customers’ belief that a
web site is honest and
concerned about its
customers

(continued )

Table I.
Prior studies on
consumer behavior
in the online group-
buying context
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(Chen and Wu, 2010), perceived usefulness (Fan et al., 2010; Tsai et al., 2011), reputation
(Hsu et al., 2014; Kauffman et al., 2010b; Zhang et al., 2013), web site quality (Cheng and
Huang, 2013; Hsu et al., 2014; Tsai et al., 2011) and trust (Shiau and Luo, 2012; Tsai et al.,
2011). These studies suggest that price, perceived usefulness, reputation and
web site quality are key determinants of consumer attitude and behavior from the
perspective of online group-buying attributes, and social influence (resulting from
network externality and normative influence) plays a salient role in determining
consumer behavior.

2.2 Social influence
Given the importance of social influence in online group buying (Kauffman et al.,
2010b; Tai et al., 2012), we pay particular attention to its impact on consumers’
continuance intention to use a group-buying web site. Previous studies have used
two constructs, namely, subjective norm and critical mass, to capture the essence
of social influence in various contexts, such as computer-based communication
technologies (Van Slyke et al., 2007), online games (Chang et al., 2013) and Web 2.0
services (Chen et al., 2012). Therefore, we examine social influence using these two
constructs in this study.

Subjective norm is dominantly conceptualized as social influence (Wang et al., 2013).
It refers to an individual’s perception that his/her referent others think he/she should
engage in a behavior, which typically reflects the normative influence derived from a
cohesive social reference group, namely, compliance-based social influence (Venkatesh
et al., 2003). Since previous studies on online group buying also suggest that there
exists the normative influence in online group buying, we include subjective norm in
our research model.

Salient factor Study Definition Implication

Web site
quality

Tsai et al. (2011) The quality of web-based
information systems and
services provided by a web
site, including system
quality, information quality
and service quality

Enhancing web site quality is
critical for a success group-buying
web site

System
quality
attitude

Cheng and Huang
(2013)

User feelings regarding
web site usability,
availability, reliability,
adaptability and response
time

Perceived
quality of
web site

Hsu et al. (2014) A customer’s perception of
system quality, information
quality and service quality
of a group-buying web site

Trust Shiau and Luo (2012) A consumer’s belief in an
online group buying
vendor’s honesty toward
the consumer

Consumer trust is a strong
predictor of intention to engage in
online group buying

Tsai et al. (2011) The trust between users
and the online group-
buying communities Table I.
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Critical mass as a form of social influence is considered in this study for two reasons.
First, critical mass has important implications for predicting user behavior (Wattal
et al., 2010). It refers to the point at which a minimum number of users have adopted an
innovation so that there is an acceleration in adoption of the innovation (Van Slyke
et al., 2007). Perceived critical mass represents the degree to which a user perceives that
this point has been reached (Lou et al., 2000). This means that once the scale of users
reaches a critical mass, more number of users are motivated to join the network
(Lin and Lu, 2011). Second, critical mass represents the effect of network externality which
influences online group-buying behavior (Kauffman et al., 2010b; Liu and Sutanto, 2012).
The critical mass theory suggests that as more and more consumers adopt an innovation,
the innovation is perceived as increasingly beneficial to both previous and potential
adopters (Van Slyke et al., 2007). This is related to the concept of network externality,
which refers to the value that a consumer derived from using a good or service increases
with the number of other consumers using the same good or service (Tseng and Teng,
2014). In summary, both critical mass and network externality share a common view: the
value of a technology increases with the number of its users.

Since the actual critical mass is difficult to determine, we use perceived critical mass
to examine the effect of critical mass on consumer behavior. Following Lou et al. (2000),
perceived critical mass is defined here as consumers’ perception that a group-buying
web site is widely used in their social networks.

2.3 ECM of IS continuance
Rooted in the expectancy-confirmation paradigm, Bhattacherjee (2001b) developed and
empirically tested an ECM of IS continuance. The model predicts users’ IS continuance
intention with three antecedent constructs, namely, user satisfaction with IS use, user
confirmation of expectations following actual IS use and perceived usefulness of IS
representing post-adoption expectations. ECM has been extended to understand
consumer behavior in different continuance contexts. For example, Thong et al. (2006)
expanded post-adoption expectations in ECM by integrating perceived enjoyment and
perceived ease of use with perceived usefulness. They reported significant effects of
perceived enjoyment and perceived ease of use on satisfaction and continued IS use
intention. Lee and Kwon (2011) included two affective factors (familiarity and intimacy)
into ECM to predict continuance intention toward web-based services and found that
perceived usefulness, satisfaction, familiarity and intimacy together explain 80.9 percent
of the variance in intention. Similarly, Lin et al. (2012) integrated value-based adoption
model and ECM model and used perceived value to replace perceived usefulness in ECM
to predict the intention to continue using the internet protocol television service.
The results show that perceived value, a function of perceived sacrifices and perceived
benefits, is a strong predictor of satisfaction and continuance intention.

These studies demonstrate that a proper expansion of ECM may generate a model
with better explanatory power than ECM itself. This study inductively identifies three
beliefs about the group-buying web site, manifested as online group-buying attributes,
and discovers the social specificity of online group buying based on previous studies on
online group buying. Therefore, we integrate online group-buying characteristics and
social influence with ECM to develop a research model for examining group-buying
web sites continuance intention.

First, based on the expected utility theory, we focus on three crucial online group-
buying features, namely, perceived price advantage, perceived reputation and perceived
web site quality, and use them to represent perceived usefulness in our model. The
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rationales are that first, the expected utility theory is developed for explaining consumer
behavior from a value maximization perspective. In this study, utility is determined on
the basis of the consumer’s perceptions of the equivalent value of using a group-buying
web site. It focusses on not only the monetary aspects of value (such as price), but also the
non-monetary aspects (such as risk) (Kim et al., 2012). Web site reputation and web
site quality are important non-monetary aspects (risk reduction and equivalent value
enhancement) of using a specific group-buying web site; second, previous studies on
online group buying suggest that price is a crucial determinant in online group buying,
whereas web site reputation and web site quality represent the characteristics of group-
buying web sites and third, since perceived usefulness can only reflect the overall
behavioral belief of perceived benefits (Lin et al., 2012), object-based beliefs/perceptions
need to be taken into consideration in the online group-buying context ( Jingjun et al.,
2013). Therefore, we argue that perceived price advantage, perceived reputation and
perceived web site quality may represent perceived usefulness to better reflect the very
nature of online group buying, and thus exclude perceived usefulness in our model.

Second, considering that subjective norm and perceived critical mass are important
determinants of consumer behavior in the context of online group buying (Kauffman
et al., 2010b; Liu and Sutanto, 2012) and, respectively represent the normative influence
from peers and the network externality effect, we include them in our research model
and investigate how they influence the continuance intention toward the use of
group-buying web sites.

3. Research model and hypotheses
The research model developed by integrating ECM with three constructs reflecting
online group-buying characteristics and two social influence constructs is presented
in Figure 1.

3.1 Hypotheses related to ECM
ECM hypothesizes that a user’s level of confirmation of actual IS use is the key determinant
of user perceptions and satisfaction, and satisfaction significantly influences his or her IS
continuance intention (Bhattacherjee, 2001b). Since ECM is an already verified model in
e-commerce, the hypotheses in ECM should also hold in this study (Lee and Kwon, 2011;
Limayem and Cheung, 2008). Consumers’ confirmation implies that they have achieved
expected benefits through purchase experience, which positively influences their
satisfaction (Bhattacherjee, 2001a). Thus, it is reasonable to believe that consumers’
confirmation will influence their satisfaction with a group-buying web site:

H1a. Confirmation positively influences consumer satisfaction.

Consumer satisfaction reflects the summary psychological state after purchase and
consumption experience (Bhattacherjee and Premkumar, 2004). This study focusses
on consumer feeling about actual group-buying experience provided by a group-buying
web site and defines satisfaction as an evaluation of prior use of the web site. ECM posits
that users’ satisfaction with IS use positively affects their continuance intention. In the
literature, a customer’s satisfaction level is the determinant in his decision to re-purchase
products or to patronize services (Lee and Kwon, 2011; Limayem and Cheung, 2008).
Therefore, we hypothesize:

H1b. Consumer satisfaction positively influences continuance intention of
group-buying web sites.
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3.2 Hypotheses related to online group-buying characteristics
3.2.1 Perceived price advantage. Perceived price advantage is a reflection of the value
consumers obtain from group-buying web sites use. Based on the value-based adoption
model, if consumers’ actual experience of products exceeds their performance
expectation, the price advantage would be perceived as satisfying because the
consumers’ perceived benefits exceed their perceived sacrifices (Lin et al., 2012). Thus,
confirmation of online group buying, which refers to a cognitive belief representing the
extent to which consumers’ expectations are met, is expected to have a positive
influence on perceived price advantage:

H2a. Confirmation positively influences perceived price advantage.

Adapted from Fan et al. (2010), we define perceived price advantage as consumers’
perception of the advantage of the online group-buying price. The expected utility
theory suggests that consumers who exhibit rational decision-making behavior select
the alternative that maximizes their utility. Since perceived price advantage refers to
the perception of price advantage relative to the reference price, good perception of
price advantage represents the shopping utility (Kim et al., 2012). Based on the
assumption of rational choice, we argue that perceived price advantage will positively
influence consumer attitude and behavior.

Previous studies have examined the role of perceived price on satisfaction ( Jiang
and Rosenbloom, 2005; Martín-Consuegra et al., 2007). Using BizRate data, Jiang and
Rosenbloom (2005) verified that price perception determines consumer satisfaction.
Martín-Consuegra et al. (2007) found that perceived price fairness affects consumer
satisfaction in the service industry. Given the nature of online group buying where
consumers enjoy receiving significant discounts on premium products, perceived price
advantage may play an increased role in determining satisfaction. Therefore,

H6H5

H3b

H3c

H2b

H1b

ECM

Continuance
intention

Social influence

Subjective
norm

Confirmation

H2a

H3a

H4a

H2c

H4b

H4c 

Perceived
web site quality

H1a
Satisfaction

Online group-buying
characteristics

Perceived
reputation

Perceived price
advantage

Perceived
critical mass

Figure 1.
The research model
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consumers are more likely to be satisfied with their experience if they perceive that the
price advantage on an online group-buying platform is greater:

H2b. Perceived price advantage positively influences consumer satisfaction.

Online group buying is a business model whereby consumers come together to demand
greater discounts on bulk purchases (Liang et al., 2011). In other words, consumers use
online group buying primarily for saving money through discounts on bulk purchases
(Shiau and Luo, 2012). Thus, consumers’ perception of price advantage constitutes a
driver of their continuance behavior in online group-buying settings. Extant studies
provide theoretical basis for this argument. For example, Reibstein (2002) concluded
that product price is critical in attracting consumers to a retailer’s web site. Liao et al.
(2012) found that low price is the main reason that consumers choose the same group-
buying web site. Therefore, we hypothesize that:

H2c. Perceived price advantage positively influences continuance intention of
group-buying web sites.

3.2.2 Perceived reputation. The self-perception theory posits that customers adjust
their evaluation of a group-buying web site as they acquire new reputation-relevant
information about the web site (Park and Lee, 2009). Thus, consumers may continually
update their reputation perceptions of a group-buying web site with their interaction
experience. The consumers’ perceived reputation will be high as a result of the
confirmation experience of realizing expected benefits, such as timely delivery,
accurate billing and excellent service. On the other hand, if the outcome does not meet
their expectation, the perception will be adjusted negatively. Hence, we hypothesize:

H3a. Confirmation positively influences perceived reputation.

Following Chandra et al. (2010), we define perceived reputation as the extent to which
consumers believe in the group-buying web site’s competency, honesty and benevolence.
Reputed group-buying web sites are more readily accepted by consumers (Park and
Lee, 2009). A favorable reputation is generally built on a significant investment, great
effort, as well as consistently good service. Thus, a group-buying web site aiming to
maintain a good reputation in consumers’ cognitive memory would not act
opportunistically, as such action would tarnish its credibility and reputation (Pan et al.,
2013). Hence, it is reasonable to believe that the group-buying web site with a favorable
reputation provides consumers with an experience that increases their satisfaction:

H3b. Perceived reputation positively influences consumer satisfaction.

Consumers’ perceived reputation of a group-buying web site influences their intention
to use it continuously. First, studies on online group buying have documented the
considerable value consumers place on a web site’s reputation (Cheng and Huang, 2013;
Kauffman et al., 2010b). A group-buying web site with good reputation conveys an
image of justice and honesty to consumers. Consumers expect that the web site will
fulfill what it promises and are therefore encouraged to continue using it. Second,
reputation has a positive effect on trust (Chandra et al., 2010; Kim et al., 2004) and
e-WOM effect (Park and Lee, 2009), which are key determinants of online group-buying
behavior (Cheng and Huang, 2013). Therefore, we hypothesize:

H3c. Perceived reputation positively influences continuance intention of group-
buying web sites.
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3.2.3 Perceived web site quality. Delone and Mclean (2004) maintain that web site
quality includes system quality, information quality and service quality. These three
measures of quality have been widely used in research studying web site quality
(Ahn et al., 2007; Cheng and Huang, 2013; Teo et al., 2008). System quality refers to the
degree to which users assess the web site’s features such as usability, availability,
reliability and response time. Information quality indicates the degree to which the
content of the web site is relevant, personalized, accurate and complete. Service quality
refers to the degree to which users evaluate the overall support and services provided
by the web site. In this study, we measure perceived web site quality based on system
quality and service quality for the following reasons. First, the group-buying web sites
contain significant user-generated content (such as customer reviews) apart from the
marketer-generated content. Second, group-buying web sites rely on social networking
sites like Renren and Sina Weibo ( just like Facebook and Twitter in USA) to
disseminate the deal information within online social networks (Liang et al., 2011).
Thus, the responsibility of web site operators is limited to system quality and service
quality as information quality depends on members’ contribution. Following Liang
et al. (2011), we suggest that the quality of a group-buying web site is determined by
both system functions and service.

Perceived web site quality in our study refers to consumers’ evaluation of the
web site’s features and excellence, reflecting the extent to which the web site
meets consumers’ needs (Liang et al., 2011). It represents the overall experience on a
web site, including information search, product evaluation, decision making,
ordering, customer service and delivery (Wolfinbarger and Gilly, 2003).
Because confirmation inherently captures the entire consumption experience, it is
reasonable to assume that confirmation of purchase experience will tend to
elevate perceived web site quality, and disconfirmation will reduce such perception.
Therefore, we hypothesize:

H4a. Confirmation positively influences perceived web site quality.

Delone and Mclean (2004) applied IS success model to measure e-commerce success
with system quality, information quality, service quality, user satisfaction, system
use and net benefits, in which system quality and service quality lead to users’
satisfaction, and in turn their use intention. Good system quality and service quality
allow consumers to use the platform to solve their problems efficiently, and can
provide consumers a satisfactory consumption experience by responding to their
needs quickly (Delone and Mclean, 2004). Some studies have confirmed the positive
effect of system quality and service quality on consumer satisfaction. For example,
Wang (2008) and Kim et al. (2004) indicated that both system quality and service
quality significantly influence consumer satisfaction in e-commerce. Therefore, we
hypothesize:

H4b. Perceived web site quality positively influences consumer satisfaction.

Based on the IS success model, if consumers perceive that functions and services of a
group-buying web site can meet their expectation, they are likely to choose it as their
preferred web site, which in turn will lead to their continued use (Cheng and Huang,
2013). A recent study by Tsai et al. (2011) asserted the important role of web site quality
for the success of a group-buying web site. Liang et al. (2011) also found that web site
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quality influences consumers’ intention to continue using a social commerce platform.
Therefore, we hypothesize:

H4c. Perceived web site quality positively influences continuance intention of
group-buying web sites.

3.3 Effects of social influence
3.3.1 Subjective norm. Social influence as a direct determinant of behavioral intention
is represented as subjective norm in Theory of Reasoned Action, Technology
Acceptance Model 2 and Theory of Planned Behavior (TPB) (Venkatesh et al., 2003).
Due to its profound impact on user behavior, subjective norm has been examined in
various studies from diverse areas, such as technology acceptance (Cheung et al., 2011),
service continuance behavior (Chen et al., 2012) and online shopping (Limayem et al.,
2000). Subjective norm is defined here as consumers’ perception that important
referents (colleagues, classmates or friends) think that they should use a particular
group-buying web site. An individual is often motivated to comply with the views of
his or her supervisors, and/or peers in order to meet their expectations or earn their
favor (Venkatesh et al., 2003). In the context of online group buying, when faced with a
number of alternatives, consumers are more likely to use the web site if they believe
that their colleagues, classmates or friends think that they should use a particular
web site. Therefore, we hypothesize:

H5. Subjective norm positively influences continuance intention of group-buying
web sites.

3.3.2 Perceived critical mass. The critical mass theory highlights that as the number of
users reaches a critical mass, the innovation is perceived as increasingly beneficial to
both previous and potential users. The IS literature also points out that critical mass is
the key to the success of any technology (Van Slyke et al., 2007). This is because critical
mass within consumers’ reference groups can exert influence by serving as a
behavioral role model based on their own experience and assessment (Wattal et al.,
2010). Wattal et al. (2010) examined the role of network externality on the use of blogs in
an organization and reported that blogs use within an individual’s social network is
associated with an increase in one’s own use. Lou et al. (2000) suggested that
perceptions of critical mass are important determinants of sustained use. Chang et al.
(2013) confirmed that users’ perceived critical mass has a positive effect on their
continuance intention to play online games. For an individual consumer, the acceptance
of a web site by a large number of members in his social networks is a signal of its
advantages and motivation to use (Wei and Lu, 2014). Hence, we hypothesize:

H6. Perceived critical mass positively influences continuance intention of group-
buying web sites.

4. Research methodology
4.1 Instrument
To ensure content validity, the items used to measure the constructs were adapted from
the extant literature. Because existing measurements are not enough to measure
perceived price advantage in the online group-buying context, we developed the
measures following Churchill’s (1979) standard procedures. A five-item scale was
developed to measure perceived price advantage in which two items were adapted from
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Voss et al. (1998) and the remaining three items were self-developed. Perceived reputation
was measured using four items adapted from Ganesan (1994) and Kim et al. (2004).
Perceived web site quality was measured by two components: system quality and service
quality. The measurement items for system quality were adapted from Liang et al. (2011),
and the measurement items for service quality were adapted from Jiang et al. (2002).
Satisfaction was measured using three items adapted from Bhattacherjee and
Premkumar (2004). Measurement items for confirmation were adapted from
Bhattacherjee (2001b). Items for subjective norm were adapted from Hsu and
Lu (2004). Perceived critical mass was measured by three items adapted from Hsu and
Lu (2004) and Lou et al. (2000). Items for continuance intention were adapted from
Bhattacherjee (2001b). Finally, measurement items for perceived usefulness were adapted
from Davis (1989). All items were measured on a seven-point Likert scale in which
1¼ “not agree at all,” 4¼ “neutral” and 7¼ “absolutely agree.”

Back translation method was followed to translate the questionnaire in Chinese. The
measurement items were first translated by one researcher into Chinese, and then back
to English by another researcher independently. It was ensured that there were no
discrepancies. A pre-test of the designed questionnaire was conducted with 20 doctoral
students in the IS research area. Based on their feedback the questionnaire was
modified to improve the legibility of the survey instrument. The final questionnaire is
presented in the Appendix.

4.2 Data collection
Lashou, a popular group-buying web site in China, was chosen for the study. Launched in
March 2010, it took the first position by virtue of its first-mover advantages in the market
in 2010, with a market share of 16 percent. As of May 2011, its daily user volume is
5.866 million, the monthly number of orders is three million, and the monthly number of
group-buying activities is 5,199 (IResearch, 2011). Its deals involve food, clothing, skin care
products, tickets and a variety of services. Lashou has not only witnessed greater number
of suppliers and customers but also rapid expansion into second and third-tier cities that
are located near first-tier cities. Its popularity enabled it to offer insights into the best
practices in this area and serve as an appropriate context for investigating continuance
behavior. The data collection were conducted using an online survey. A survey hyperlink
was placed on a few online group-buying forums. The respondents were first screened
and only those who used Lashou were allowed to proceed with the survey. Each
participant who completed the questionnaire was offered an entrance into a lucky draw.
In total, 650 responses were received in four weeks. Finally, 605 responses were used for
subsequent analyses after 45 incomplete and invalid responses were dropped.

Table II summarizes the demographic information of the survey respondents.
Responses were balanced in terms of gender distribution, with 46.4 percent males and
53.6 percent females. Further, 63.8 percent of the respondents were young people
(20-29), 89 percent had undergone college level education and 66.8 percent were
employed. Among those surveyed, 40.7 percent purchased from this group-buying
web site for one to five times, 32.6 percent purchased between six and ten times and
only 26.7 percent purchased more than ten times.

5. Data analysis and results
Following the two-step approach recommended by Anderson and Gerbing (1988), we
first examined the measurement model to verify the reliability and validity of the
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instrument by using a confirmatory factor analysis (CFA) approach. Then, we assessed
the structural model and tested our research hypotheses. The AMOS program
(version 17.0) was used to estimate both the measurement and structural models.

5.1 Measurement model
A ten-factor measurement model was set up to assess the reliability and validity of the
instrument under the CFA approach. Each item was restricted so as to load only on its
prespecified factor while the factors themselves were allowed to correlate freely. The
results of CFA test are shown in Tables III and IV.

As shown in Table III, the Cronbach’s α and composite reliability value of each
construct ranged from 0.871 to 0.976 (above the suggested threshold of 0.7), thus
exhibiting a satisfactory level of reliability. For construct validity, both convergent
validity and discriminant validity were examined. Convergent validity was tested by
examining the average variance extracted (AVE) and indicator loadings. All AVE
values were higher than the recommended minimum of 0.5 (Fornell and Larcker, 1981).
The standard loadings of all items were above the desired threshold of 0.7 and
significant at 0.001. This showed a good convergent validity. The discriminant validity
can be ascertained, if the square root of the AVE of each construct is greater than its
correlation coefficients with other constructs (Fornell and Larcker, 1981). As shown in
Table IV, the square roots of the AVEs were larger than the inter-construct correlations
depicted in the off-diagonal entries, suggesting acceptable discriminant validity.

In addition, we conducted a multicollinearity test to examine the correlations
between independent variables. Variance Inflation Factor (VIF) value above 10
indicates multicollinearity problem. As shown in Table V, VIF values for the variables
in this study were all below 10, indicating the absence of multicollinearity.

5.2 Structural model
The AMOS path coefficients are shown in Figure 2. Confirmation had a positive
influence on satisfaction and satisfaction significantly influenced continuance

Demographics Category Frequency %

Gender Male 281 46.4
Female 324 53.6

Age ~19 10 1.6
20-29 386 63.8
30-39 173 28.6
40~ 36 6.0

Education level High school or below 67 11.0
College 150 24.8
Graduate school or above 388 64.2

Employment Student 198 32.7
Working 404 66.8
Unemployed 3 0.5

Times purchased from this group-buying web site 1-5 246 40.7
6-10 197 32.6
11-20 86 14.2
21~ 76 12.5

Note: n¼ 605

Table II.
The demographics of
survey respondents
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intention. Thus H1a and H1b were supported. In terms of online group-buying
characteristics, confirmation had a positive influence on perceived price advantage,
perceived reputation and perceived web site quality, thus supporting H2a, H3a and
H4a. The positive effects of perceived price advantage on satisfaction, and perceived
reputation on continuance intention were both found to be significant, thus supporting
H2b and H3c. Perceived price advantage, however, did not have an effect on
continuance intention, and perceived reputation did not have a significant influence on
satisfaction. Thus H2c and H3b were not supported. Further, we found that perceived
web site quality had positive effects on satisfaction and continuance intention,
supporting H4b and H4c. In terms of social influence, perceived critical mass
significantly influenced continuance intention, thus supporting H6. Subjective norm,

Construct Item Standard loadinga AVE CR Cronbach’s α

Perceived price advantage PPA1 0.871 0.714 0.925 0.934
PPA2 0.717
PPA3 0.948
PPA4 0.845
PPA5 0.827

Perceived reputation PR1 0.871 0.805 0.943 0.919
PR2 0.883
PR3 0.933
PR4 0.901

System quality STQ1 0.811 0.611 0.904 0.871
STQ 2 0.796
STQ 3 0.718
STQ 4 0.807
STQ 5 0.826
STQ 6 0.724

Service quality SVQ1 0.900 0.812 0.945 0.923
SVQ 2 0.912
SVQ 3 0.880
SVQ 4 0.911

Perceived usefulness PU1 0.894 0.801 0.942 0.917
PU2 0.930
PU3 0.909
PU4 0.845

Confirmation CN1 0.936 0.860 0.949 0.919
CN2 0.925
CN3 0.921

Satisfaction SA1 0.962 0.931 0.976 0.963
SA2 0.970
SA3 0.962

Subjective norm SN1 0.878 0.802 0.924 0.878
SN2 0.914
SN3 0.895

Perceived critical mass CM1 0.922 0.828 0.935 0.898
CM2 0.870
CM3 0.936

Continuance intention CI1 0.927 0.850 0.944 0.911
CI2 0.944
CI3 0.895

Note: aAll standard loadings are significant at po0.001

Table III.
Results of
confirmatory factor
analysis

780

INTR
25,5

D
ow

nl
oa

de
d 

by
 T

A
SH

K
E

N
T

 U
N

IV
E

R
SI

T
Y

 O
F 

IN
FO

R
M

A
T

IO
N

 T
E

C
H

N
O

L
O

G
IE

S 
A

t 2
0:

31
 0

9 
N

ov
em

be
r 

20
16

 (
PT

)



however, did not have a significant influence on continuance intention, thereby not
supporting H5. The explanatory power (R2) for satisfaction and continuance intention
were 0.622 and 0.609, respectively.

5.3 Competing model tests
We performed an ad hoc analysis to compare ECM, the hypothesized research model
and the integrated model. The integrated model included perceived usefulness into the
hypothesized model, specifying all the paths as in the hypothesized model as well as
three additional paths in terms of perceived usefulness. We used AMOS to analyze
ECM and the integrated model. The results for the integrated model are presented in
Figure 3. All causal relationships hypothesized in ECM were supported. In the
integrated model, perceived usefulness was not found to be significant. The path
coefficient values were almost the same as those in the hypothesized model. First,
we compared the predictive power of these three models in terms of R2 adjusted using
Cohen’s (1988) formula for calculating effect size (F2). ECM model predicted R2¼ 0.324
of the variance in consumer satisfaction (F2¼ 0.788***), and R2¼ 0.281 (F2¼ 0.839***)
in continuance intention. The integrated model explained R2¼ 0.625 (F2¼−0.008) of

PPA PR STQ SVQ PU CN SA SN CM CI

PPA 0.845
PR 0.490*** 0.897
STQ 0.569*** 0.644*** 0.782
SVQ 0.498*** 0.494*** 0.498*** 0.901
PU 0.564*** 0.531*** 0.577*** 0.572*** 0.895
CN 0.634*** 0.458*** 0.553*** 0.519*** 0.527*** 0.927
SA 0.621*** 0.437*** 0.518*** 0.514*** 0.518*** 0.649*** 0.965
SN 0.369*** 0.313*** 0.271*** 0.382*** 0.409*** 0.363*** 0.417*** 0.896
CM 0.376*** 0.358*** 0.378*** 0.324*** 0.422*** 0.486*** 0.380*** 0.509*** 0.910
CI 0.529*** 0.512*** 0.525*** 0.464*** 0.512*** 0.547*** 0.609*** 0.348*** 0.486*** 0.922

Notes: PPA, perceived price advantage; PR, perceived reputation; STQ, system quality; SVQ, service quality;
PU, perceived usefulness; CN, confirmation; SA, satisfaction; SN, subjective norm; CM, perceived critical mass;
CI, continuance intention. ***po0.001

Table IV.
Results of

discriminant
validity testing

Unstandardized
coefficient Standardized coefficient Multicollinearity statistics

Model B SE β t-value Significance VIF

1 (cont.)a 0.934 0.195 4.781 0.000
PPA 0.039 0.039 0.040 0.982 0.326 2.043
PR 0.163 0.038 0.163 4.249 0.000 1.786
PQ 0.093 0.053 0.083 1.752 0.080 2.708
PU 0.065 0.044 0.061 1.463 0.144 2.121
CN 0.104 0.040 0.111 2.642 0.008 2.142
SA 0.283 0.039 0.303 7.213 0.000 2.138
SN −0.055 0.030 −0.064 −1.821 0.069 1.517
CM 0.178 0.028 0.225 6.382 0.000 1.507
Notes: PPA, perceived price advantage; PR, perceived reputation; PQ, perceived web site quality; PU,
perceived usefulness; CN, confirmation; SA, satisfaction; SN, subjective norm; CM, perceived critical
mass. aDependent variable: continuance intention

Table V.
Results of

multicollinearity
analysis
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the variance in consumer satisfaction, and R2¼ 0.612 (F2¼−0.008) in continuance
intention. As shown by the effect sizes, the proposed model had significantly better
predictive validity than ECM, while the comparative descriptive power compared to the
integrated model (Cohen, 1988; Pavlou and Fygenson, 2006). This demonstrated that
the proposed model establishes its explanatory superiority over ECM.

To further compare the proposed model and the integrated model statistically, we
tested the χ2 value and fit indices. Since the integrated model and the hypothesized
model are in a nested relationship, they can be compared directly using χ2 difference
test (Bentler and Bonett, 1980). Table VI showed that the integrated model had a
relatively poorer fit than the hypothesized model. The aforementioned model
comparisons indicated that the hypothesized model is the best-fitting model.

6. Discussion and implications
6.1 Discussion of findings
This study reveals a few interesting findings. First, in terms of online group-buying
characteristics, perceived price advantage is found to have a significant impact on
consumer satisfaction, and perceived reputation has a positive effect on continuance
intention. The study also indicates that perceived web site quality significantly affects
satisfaction and continuance intention. Second, in terms of social influence, our results
show that perceived critical mass significantly affects continuance intention. Third, we
observe that confirmation affects perceived price advantage, followed by perceived
web site quality, perceived reputation and satisfaction. Finally, we find that both the
system quality and the service quality dimensions of perceived web site quality have
strong loadings on the second-order factor.

0.237***
–0.044ns

0.267*** 0.084ns

0.006ns

0.843***

0.880***

0.333***

Social influence

Confirmation

0.460***

0.636***

0.623***

0.163**

0.216*** 0.136*

Service
quality

System
quality

Perceived
web site quality

0.343***
Satisfaction

Online group-buying
characteristics

R 2=0.622

Perceived
reputation

Perceived price
advantage

Perceived
critical mass

Subjective
norm

Continuance
intention

R 2=0.609

ECM

Notes: ns, not significant. *p<0.05; **p<0.01; ***p<0.001

Figure 2.
The result of
research model
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Although most of our hypotheses are supported, three of the proposed relationships are
found to be insignificant. We did not find support for the positive relationship between
perceived reputation and consumer satisfaction. A possible reason may be that
reputation of a web site is only a source of information in the consumer decision
process and thus does not have a direct effect on his or her affect (i.e. satisfaction)

0.230***–0.051ns

0.251***
0.073ns

0.004ns

0.320***

Social influence

0.460***

0.636***

0.623***

0.156***

0.185***
0.110*

0.335***

Perceived price

Confirmation Satisfaction 

0.528***

0.069ns

0.08ns

R 2=0.625
R 2=0.612

ECM-IT

Subjective
norm

Perceived
web site quality

Online group-buying
characteristics

Perceived
reputation

Perceived
usefulness

Continuance
intention

Perceived
critical mass

Notes: ns, not significant. *p<0.05; ***p<0.001

Figure 3.
The result of the
integrated model

Division Fit index Recommended valuea The hypothesized model The integrated model

χ2 χ2 – 1,446.077 1,843.604
df – 491 626
p – 0.000 0.000
Δχ2 – – −397.527***

Fit indices GFI W0.8 0.876 0.826
NFI W0.9 0.922 0.913
NNFI W0.9 0.940 0.934
CFI W0.9 0.947 0.941
RMSEA o0.08 0.057 0.057

Note: GFI, goodness of fit index; NFI, normed fit index; NNFI, non-normed fit index; CFI, comparative
fit index; RMSEA, root mean square error of approximation. ***po0.001
Source: aAccording to Bentler and Bonett (1980)

Table VI.
The model

comparison between
the research model
and the integrated

model

783

Group-buying
websites

continuance

D
ow

nl
oa

de
d 

by
 T

A
SH

K
E

N
T

 U
N

IV
E

R
SI

T
Y

 O
F 

IN
FO

R
M

A
T

IO
N

 T
E

C
H

N
O

L
O

G
IE

S 
A

t 2
0:

31
 0

9 
N

ov
em

be
r 

20
16

 (
PT

)



toward the web site. The signaling theory offers rationale for this argument.
The theory emphasizes that since consumers are often unable to know a web site in
depth, they recall their knowledge about the web site reputation as a signal to direct
their purchase decision (Pan et al., 2013). In other words, reputation only represents a
positive signal that is transferred from the third party or public opinion of the web site
to consumers to guide their decision behavior (Kim et al., 2004). Therefore, this signal of
web site reputation exerts no effect on consumer satisfaction. Another reason could be
that web site reputation only invokes the process of consumer trust building rather
than consumer affect (Chandra et al., 2010; Kim et al., 2004). As suggested by previous
studies on e-commerce, reputation is the foundation for trust building (Chandra et al.,
2010; Kim et al., 2004) and e-WOM (Park and Lee, 2009) on an e-commerce platform,
rather than acting as an antecedent of consumer satisfaction.

Contrary to our hypothesis, the effect of perceived price advantage on continuance
intention is not significant. One plausible explanation is that price is not always an
important motivator for consumers to use a particular group-buying web site.
The managers of Chinese group-buying web sites tend to focus on price and the
superiority gaps over price are becoming narrow among web sites (Zhou et al., 2013).
Price is no longer the differentiator for group-buying web sites and instead price
discount is taken for granted. When the level of price is identical, consumers begin to
pay more attention to value, namely, consumers’ cognitive trade-off between the
perceived benefits and the monetary cost (Venkatesh et al., 2012). Further, in marketing
research, consumers’ perception of price advantage is usually conceptualized together
with the quality of products or services to determine the perceived value of products or
services (Venkatesh et al., 2012). Thus, single-dimension price is not important in the
consumer decision regarding web site use. Another explanation is that there is the
mediation effect of satisfaction on the relationship between perceived price advantage
and continuance intention. The results of post-hoc analysis reveal that the impact of
perceived price advantage on continuance intention is partially mediated by
satisfaction (omitted for brevity).

In contradiction to the findings of previous studies (Chang et al., 2013; Chen et al.,
2012), our hypothesis regarding the influence of subjective norm on continuance
intention is not supported. The reason could be that the subjective norm stresses the
influence of expectations from significant others and represents “compliance,” whereas
online group-buying consumers experience social influence more through the process
of internalization rather than compliance in a free choice context (Lu, 2014; Tsai and
Bagozzi, 2014). According to Kelman (1958), social influence generally operates through
three different processes: compliance, internalization and identification. Compliance
occurs only when people perceive that significant others want them to perform a
specific behavior, and comply with their expectations. Internalization refers to the
process by which an individual’s value system becomes congruent with the group’s
values. The third process of social influence, identification, refers to an individual’s
acceptance of influence to maintain a satisfying self-defining relationship with the
group (Kelman, 1958). In the context of online group buying, consumers are less likely
to care for expectations from significant others. They are more likely to adapt their
behavior based on the similarity of their values with the values of other group
members, and engage in a particular behavior if this behavior is perceived as the norm
of their social group (Tsai and Bagozzi, 2014). Therefore, it may be “internalization”
(group norm) that influences consumers’ decision rather than “compliance” (subjective
norm) in online group-buying settings.

784

INTR
25,5

D
ow

nl
oa

de
d 

by
 T

A
SH

K
E

N
T

 U
N

IV
E

R
SI

T
Y

 O
F 

IN
FO

R
M

A
T

IO
N

 T
E

C
H

N
O

L
O

G
IE

S 
A

t 2
0:

31
 0

9 
N

ov
em

be
r 

20
16

 (
PT

)



6.2 Theoretical implications
This study adds to the research on consumer behavior in online group buying by
focussing on consumers’ post-purchase perception and behavior. Most of the current
studies address the initial adoption of group-buying web sites from different
perspectives. For instance, Cheng and Huang (2013) examined the antecedents of
participation in online group buying based on the TPB. Shiau and Luo (2012)
investigated the salient factors in determining online group-buying intention based on
the social exchange theory. The continued use behavior is relatively less understood in
online group buying because of its being less researched phenomenon. This study
contributes to an improved understanding about how consumers form continuance
intention in online group buying.

Second, our study identifies three salient factors (perceived price advantage, perceived
reputation and perceived web site quality) that influence consumer attitude and behavior
from the perspective of online group-buying attributes. Similar to Lin et al.’s (2012) study
that uses perceived value to replace perceived usefulness in ECM to better reflect the fee-
paying nature of the internet protocol television service, we use the three critical
constructs to represent perceived usefulness in ECM. The results indicate that the three
constructs should be employed to study consumer satisfaction and continuance intention
in online group buying. This is an interesting finding because previous research in online
group-buying settings has adopted the behavioral belief of perceived usefulness to reflect
consumer expectations (Fan et al., 2010; Tsai et al., 2011). Wixom and Todd (2005)
distinguish the beliefs about the system from those beliefs about using the system,
namely, object-based beliefs (e.g. system quality, service quality and information quality)
and behavior-based beliefs (e.g. perceived usefulness and perceived ease of use).
Their study stresses the need to consider object-based beliefs and attitudes. Our results
suggest that object-based beliefs are more appropriate to reflect the very nature of online
group-buying than the behavior-based belief. This study advances the ECM research
stream by a theoretically justified inclusion of the object-based beliefs.

Third, in response to the call for further extension of ECM by incorporating other
important user perceptions for a better understanding of consumers’ continuance
behavior (Bhattacherjee, 2001b), we extend ECM from an integrated perspective of
online group-buying characteristics and social influence. We perform an analysis to
provide empirical evidence of the comparative utility of the three competing models
(ECM, our research model and the integrated model). The findings indicate that our
model has a better explanatory power than ECM. Thus, our model provides a better
explanation of consumers’ post-purchase behavior in the online group-buying context.

Finally, no study to our knowledge has been conducted to integrate social influence
with ECM to examine consumers’ continuance intention in online group-buying
settings. Recognizing the critical role of social influence in determining consumer
behavior in online group-buying (Kauffman et al., 2010b; Tai et al., 2012), we
concentrate on two social influence factors, namely, subjective norm and perceived
critical mass and investigate how they influence consumers’ continuance intention. We
find that subjective norm does not significantly influence continuance intention,
whereas most TPB-based research suggests that subjective norm plays a key role in
the consumer decision process (Tsai and Bagozzi, 2014). The insignificant relationship
might reflect the mostly voluntary and anonymous features of participation in online
group buying. Consumers experience little for the promises that typically underlie
normative compliance. However, this study reveals the importance of perceived critical
mass in post-purchase phase. Despite the potential of critical mass in reflecting network
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externality effects (Kauffman et al., 2010b; Van Slyke et al., 2007), we do not find its use
in understanding consumers’ continuance behavior in online group buying. In this
sense, the present study adds to a growing body of literature that suggests that the
compliance-based social influence does not apply to the online group-buying context.

6.3 Practical implications
The findings of this study also have a few important practical implications. First, the
results show that maintaining and enhancing web site quality via system quality and
service quality is a basic requirement for facilitating online group buying. Therefore,
managers should provide the necessary functionality and user-friendly interface to
make online transactions more convenient. For improving service quality, practitioners
are suggested to provide a good and prompt service during the entire group-buying
process for customers (Hsu et al., 2014). For example, some popular group-buying
web sites in China (e.g. Lashou, Meituan and Nuomi) provide location-based services to
facilitate product searching, as well as integrated and standard operating procedures
to facilitate order fulfillment, thus simplifying the transaction process. Recognizing the
need for rich communication in China, these platforms have therefore focussed on
facilitating social interactions between businesses and customers by embedding a set
of social communication tools (e.g. instant messaging, feedback system and virtual
community) in the transaction process.

Second, the results indicate that perceived price advantage significantly influences
consumer satisfaction. Thus, it is important for managers to monitor and manage
consumers’ perception of price advantage. They can monitor competitors’ prices and do
the best to stick to low price policy, thus offering a comparative favorable price to win a
price-based advantage over other purchase channels (Venkatesh et al., 2012).
The tactics of Lashou and Meituan exemplify this finding. Lashou and Meituan build
considerable high-quality merchandise resources by providing attractive cooperation
benefits to the sellers, such as well-designed promotion strategies and advertisement
planning, and a fair business model for both parties. Thus, they can often invite
excellent sellers with good reputation and large market share to provide products with
special discounts to consumers. Since consumers pay more attention to the value of
seemingly attractive group-buying activities, managers should obtain a genuine ability
to give discounts and deliver a truly unique value proposition to consumers.

Third, this study provides empirical evidence that successful group-buying
web sites value reputation as a strategic source of sustainable management. Online
group-buying managers need to put effort into reputation building. In China, some
group-buying web sites build favorable reputation among their consumers by
emphasizing their social and environmental orientation toward consumers, such as
conducting corporate social responsibility activities and conveying the information
that share their concern about customers’ interests (Hsu et al., 2014). Managers of these
web sites also build a set of policies and rules for the governance of transactions, such
as secure mechanism and third-party certification.

Lastly, the findings indicate that the ability to reach critical mass of consumers has
become a key factor in determining the success of group-buying web sites. Critical mass
helps in attracting new customers, and encouraging existing customers to continue their
relationship with the web site. This implies that web site operators should try to reach a
critical mass of early customers. In this sense, some practical suggestions include
announcing the growth of platforms aggressively to cultivate an atmosphere of an
enlarging customer base, encouraging word-of-mouth communication among early
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customers and potential customers, making the early customers more visible to the
majority, and developing an award for making social recommendations (Tseng and
Teng, 2014). We can learn from Nuomi, which combines social networking features with
group-buying activities. Nuomi has embedded social networking services, such as Sina
Weibo, Tencent Weibo and QQ zone, into its platform to help in facilitating sharing of
group-buying information and experience, thus instilling positive social influence in a
customer’s social network. Once the customer participates in a group-buying activity, the
relevant information will be created and initiated among his or her social network
automatically and simultaneously. Furthermore, Nuomi enables customers to engage in
real-time, media-rich and personalized social interactions, which will reinforce the
perception of critical mass. Therefore, managers are suggested to include social
networking capabilities in the online group-buying platform (Lu, 2014).

7. Limitations and future research
The limitations of this study should be taken into account before generalizing its findings.
First, we identified perceived price advantage, perceived reputation and perceived
web site quality as online group-buying characteristics based on the extant literature.
However, these three constructs may be insufficient to portray a complete picture of online
group buying. Second, the study does not consider the moderating effect of product type.
For different categories of products, the results may be different. Finally, this research is
based on China, a country with a collectivistic culture that places high value on social
interaction. Also its online group-buying industry has developed significantly.
The differences in cultures and market contexts may become a potential limitation of
this study as the research results may vary across various cultures and contexts.

The current study also presents opportunities for future research. First, prior studies
have validated the positive effects of habit on the continual use of an existing IS (Fuller and
Dennis, 2009; Limayem and Cheung, 2008). Thus, future studies can examine how habit
influences consumer behavior in online group-buying settings. Second, online group
buying, as a kind of social commerce, is also an innovative e-commerce business model
(Liang et al., 2011). As we know, many online group-buying platforms are developed based
on e-commerce platforms, such as Ju.Taobao, 360buy Tuan and Paipai Tuan (CNNIC,
2013). Hence, a large number of online group-buying consumers come from the consumer
base of e-commerce. Accordingly, consumers’ prior experiences with e-commerce may
affect their perceptions and beliefs about online group buying. Future studies can examine
the consumer decision process from a dynamic cross-environment perspective. Third,
recent advances in technology have significantly increased the importance of social
interactions by providing more tools for consumers to interact with and influence each
other ( Jing and Xie, 2011). Thus, future studies can investigate how online group-buying
providers facilitate andmanage social interactions to develop a critical mass. Finally, future
studies should conduct systematic studies to identify online group-buying characteristics.
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Construct Item

Perceived price
advantage

PPA1. I think the online group-buying price more reasonable
PPA2. I think the online group-buying price lower
PPA3. I think the online group-buying price more satisfying
PPA4. I think the online group-buying price more favorable
PPA5. I think the discount of online group-buying price lower

Perceived reputation PR1. This group-buying web site has a good reputation in this market
PR2. In public opinion, this group-buying web site is favorably regarded
PR3. This group-buying web site has a reputation for being honest
PR4. This group-buying web site has a reputation for being fair in its relationship with its

customers
System quality STQ1. This group-buying web site has a function that allows customers to provide quick responses

and feedback
STQ2. This group-buying web site gives me a variety of alternatives for solving my problems
STQ3. This group-buying web site provides a friendly user interface
STQ4. This group-buying web site makes it quick and easy to complete a transaction
STQ5. This group-buying web site makes it easy to share information with my friends
STQ6. This group-buying web site makes it easy to search information

Service quality SVQ1. The group-buying web site is willing and ready to respond to customer needs
SVQ2. The group-buying web site provides a dependable service
SVQ3. This group-buying web site gives prompt service to customers
SVQ4. This group-buying web site pays attention to customers’ individual needs

Perceived usefulness PU1. Using the group-buying web site enhances my effectiveness in products searching and buying
PU2. Using the group-buying web site enables me to search for and buy products more quickly
PU3. Using the group-buying web site would make it easier to search for and buy products
PU4. Using the group-buying web site enables me to access a lot of usefulness information

Confirmation CN1. My experience with using the group-buying web site was better than what I expected
CN2. The perceived service level during using the group-buying web site was better than what I

expected
CN3. Overall, most of my expectations from using the group-buying web site were confirmed

Satisfaction SA1. I am satisfied with the group-buying web site experience
SA2. I am pleased with my transaction with the group-buying web site
SA3. I am contented with my transaction with the group-buying web site

Subjective norm SN1. My colleagues think that I should use the group-buying web site
SN2. My classmates think that I should use the group-buying web site
SN3. My friends think that I should use the group-buying web site

Perceived critical mass CM1. Most people in my group use the group-buying web site frequently
CM2. Most people in my community use the group-buying web site frequently
CM3. Most people in my class/office use the group-buying web site frequently

Continuance intention CI1. I would consider continuing to use the group-buying web site
CI2. My intention is to continue using the group-buying web site than use any alternative means
CI3. I will visit the group-buying web site again in future

Table AI.
Questionnaire items
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