
DOI: 10.4018/JGIM.2020010107

Journal of Global Information Management
Volume 28 • Issue 1 • January-March 2020


Copyright©2020,IGIGlobal.CopyingordistributinginprintorelectronicformswithoutwrittenpermissionofIGIGlobalisprohibited.



121

Trust, Perceived Benefit, and Purchase 
Intention in C2C E-Commerce:
An Empirical Examination in China
Shukuan Zhao, Jilin University, Changchun, China

Yiwen Fang, Jilin University, Changchun, China

Weiyong Zhang, Old Dominion University, Norfolk, USA

Hong Jiang, Jilin University, Changchun, China

ABSTRACT

It is a class researchquestionabouthow trust andperceivedbenefit affect consumers’purchase
intentions.Thisresearchexaminestherelationshipinaverydifferentcontext:consumer-to-consumer
(C2C)e-commerceinChina.Specifically,thisresearchempiricallyassessesthedifferencesineffect
sizedue to thechangeofcontext.First,a theoreticalmodel linking trust,perceivedbenefit,and
theirantecedentstopurchaseintentionisdevelopedupontheliterature.Thenthemodelisevaluated
usingempiricaldatacollectedatTaobao, the largestC2Ce-commercewebsite inChina.Partial
leastsquaresbasedstructuralequationmodeling(PLS-SEM)resultsstronglysupportthemodeland
researchhypotheses.Adevelopingcountrycontextcanindeedaffectthestrengthofeffect.These
resultscontributetotheliteratureinthattheyprovidenewinsightstowardamorein-depththeoretical
understanding.Meanwhile,theycanalsoprovideusefulguidanceformanagers.
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INTRodUCTIoN

TheturnofthemillenniumischaracterizedbyanextremelyfastgrowthoftheInternet.Sinceits
inceptionintheearly1990s,theInternethasbroughttremendouschangestovirtuallyallaspectsof
humanlife(Bietal.,2017,2018;Civerchia,Bocchino,etal.2017;Chengetal2018;Finogeevand
Finogeev,2017;Gholami,TabounandBrennan,2018;Gorkhali&Xu,2016;GürdürandAsplund,
2018;Kim2017;Laietal2017;Li,Xu,&Zhao,2018;Lu2017;PeruzziniandStjepandić,2018;
Tan,Jiang,Gu,2017;Xiaoetal2014;Xu,He,&Li,2014;Yang,Stankevicius,Marozasetal.,2018).
Amongallchanges,e-commerceisobviouslyoneofthemostsignificant.E-commercetodayhas
developedintoacommon,dailyactivityforconsumers(Turban,King,Lee,&Viehland,2002).The
pasttwodecadeshavewitnessednumerousnewtechnologiesthatenabledthedeploymentofaplethora
ofe-commercewebsitessuchasAmazonandeBay.SincetheInternetdoesnothaveanationalor
geographicalboundary,businessesthatprovidee-commerceareenthusiasticaboutleveragingthe
opportunitytoreachmorecustomers,furtherreducecostandimproveprofit.

Among all the interesting research questions, a crucial one has attracted many researchers’
attention:Whatfactorsaffectconsumers’purchasebehavior?Itisaclassicresearchquestionthatdates

Thisarticle,originallypublishedunderIGIGlobal’scopyrightonOctober4,2019willproceedwithpublicationasanOpenAccessarticle
startingonJanuary11,2021inthegoldOpenAccessjournal,JournalofGlobalInformationManagement(convertedtogoldOpenAccess

January1,2021),andwillbedistributedunderthetermsoftheCreativeCommonsAttributionLicense(http://creativecommons.org/licenses/
by/4.0/)whichpermitsunrestricteduse,distribution,andproductioninanymedium,providedtheauthoroftheoriginalworkandoriginal

publicationsourceareproperlycredited.



Journal of Global Information Management
Volume 28 • Issue 1 • January-March 2020

122

backtothe1970sinmarketingresearch.BuiltupontheTheoryofReasonedAction(TRA),marketing
scholarshavesuggested that trustandperceivedbenefitsignificantlyaffectconsumers’purchase
intention,whichinturnguidestheirpurchasebehaviors(Ajzen&Fishbein,1980;Fishbein&Ajzen,
1975).AstheInternetande-commercebecomesincreasinglypopularandpervasive(Assarzadeh
andAberoumand,2018;Caietal2014;Fanetal.,2014;Fangetal2014;Li,Oikonomou,Tryfonas,
etal.,2014;Liuetal.,2017;Lu2018;LuandXu,2018;Maoetal2016;Qietal2017;Viriyasitavat
andHoonsopon,2018;Wang,etal.,2014;Xu,2011;Xuetal2018;Yan,etal.,2018;Zhaietal2016;
Zhengetal2014),informationsystemsandinformationtechnology(IS/IT)researchershaveshown
thatthesamemodelisnotconfinedtobrick-and-mortarbusinesses,butalsoappliestoe-commerce
oronlineshopping(Kim,Ferrin,&Rao,2008).Thereareconclusiveevidencesonhowtrustand
perceivedbenefitaffectpurchaseintention.

Willtherelationshipsremainthesameinadifferentcontext?Mostextantstudieswereconducted
inadevelopedcountrysetting,whererulesandregulationsarewellestablished,financialsystems
aremature,privacyprotectionisexpected,andconsumersarelessconcernedwithsecurityissues.
Incontrast,onecannotassumethesameinadevelopingcountrycontext.Researchershavefound
Chinaparticularlyinterestinginthisregard(Cui&Jiang,2018;Li,2013;Li&Zhou,2013).Chinais
adevelopingcountry,butitse-commercegrowthrateisthefastestintheworld.By2013,thenumber
ofonlineshoppingtransactionsinChinaexceeded2.8billion(iResearch,2015).Accompanyingwith
thisfastgrowthratethough,isanincreasinglysevereconcernoftrustandsecurityissues.Many
sellersinChinaaresmallbusinessesorindividualswithoutastrongbrandorestablishedcredibility.
Newsonsecuritybreachorprivacythreatiscommonlyheard.Givensuchavastlydifferentcontext,
naturally,thequestioniswhethertheoreticalmodelsbasedonTRAarestillapplicable.

Areviewoftheliteratureshowsthattheanswertothequestionismostlypositive,butquantitative
specificsare largelymissing.ModelsbasedonTRAcanexplainconsumers’purchasebehaviors
inadevelopingcountrycontext,butparameterssuchasantecedentsandeffectsizemaychange.
Unfortunately,veryfewstudieshaveattemptedtoaddressthespecifics.Forexample,studieshave
shownthattrustandperceivedbenefitstillaffectpurchaseintentioninadevelopingcountrycontext,
but it is largelyamythhowmucheffectchange itwillbewhen there isacontextchange.Will
consumersinChinavaluetrustoverperceivedbenefitorviceversa?Therearemorequestionsalong
thesamelineofthinking:Whatistheimpactofadevelopingcountrycontextontherelationship
betweentrustanditsantecedents,andperceivedbenefitanditsantecedents?Doesoneantecedent
haveastrongerorweakereffect?

Thepurposeofthisstudyistoexploreforanswerstothesequestions.Empiricallyvalidated
answerscanleadtointerestingnovelinsightsaboutaproventheoreticalframework.Suchinsightscan
helpfurthertheoreticaldevelopment,leadingtoamodelthatcanbetterexplainandpredictconsumers’
purchasebehaviorsinadevelopingcountry.Thisstudycanpotentiallymakeasolidcontributionto
theliterature.Meanwhile,insightsobtainedfromthisstudycanalsohelpmanagersbemoreeffective
inmanaginge-commerce,particularlyinChina.

Thispaperisorganizedasfollows.Thenextsectionreviewsandsynthesizestheextantliterature
todevelopatheoreticalmodelwithresearchhypotheses.Thediscussionisfocusedonhoweffectsize
canbedifferentinadevelopingcountrycontext.Empiricalresearchdesignforthisstudyisdescribed
next.Themeasurementinstrumentisalsopresented.Resultsareobtainedanddeliberatedusingthe
partialleastsquaresbasedstructuralequationmodeling(PLS-SEM)method.Thepaperconcludes
withadiscussiononpotentialcontributionstoboththeliteratureandpractices.Thelimitationofthis
studyandfutureresearchdirectionsarealsoaddressed.
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THEoRETICAL dEVELoPMENT ANd RESEARCH HyPoTHESES

Theory of Reasoned Action (TRA) Theoretical Framework
Consumerbehaviorsisamainresearchtopicinthemarketingfield.Manyresearchstudiescantrace
their rootback toTheoryofReasonedAction (TRA).TRAposits thatbehavioral intentionsare
immediateantecedentstobehavior,andbehavioralintentionsareafunctionofinformationorbeliefs
aboutthelikelihoodthatperformingaparticularbehaviorwillleadtoaspecificoutcome(Ajzen
&Fishbein,1980;Bai,2018;Chong,etal.,2018;Fishbein&Ajzen,1975).Researchershaveused
theTRAtheoreticalframeworktostudyavarietyofissues,forexample,informationtechnology
acceptanceoradoption(Venkatesh,Morris,Davis,&Davis,2003).Inthefieldofconsumerbehaviors,
TRAstates that consumerswill assess benefits and risks associatedwith a purchase action, the
assessmentresultwilldirectlyaffecttheirpurchaseintention,whicheventuallydetermineswhether
theywill conduct apurchasebehavior (e.g., Jarvenpaa,Tractinsky,&Saarinen,1999).Figure1
summarizestheTRAtheoreticalframeworkforconsumers’purchasebehavior.

developing Country Context
To date, a rich body of literature is available on consumer behavior using the TRA theoretical
framework. On one direction, researchers have enriched the base model with the incorporation
ofantecedents.Forexample,manystudieshaveidentifieddifferentfactorsthataffectconsumers’
TrustandPerceivedBenefit(Sirdeshmukh,Singh,&Sabol,2002).Onanotherdirection,numerous
studieshavetakenthebasemodeltodifferentcontextstoexamineitsvalidityandgeneralizability.
Forinstance,somestudiesexaminedthemodelinane-commercecontextinsteadofphysicalstores
(Hoffman,Novak,&Peralta,1999;Lee&Turban,2001).StudieshavealsolookedataConsumer-
to-Consumer(C2C)contextotherthanBusiness-to-Consumer(B2C)(Chen,Zhang,&Xu,2009;
Giraldi,Ceccacci,Bevilacqua,andMengoni,2018;Kimetal.,2008;Li,Ye,Law,&Wang,2010;
Lu,Zhao,&Wang,2010).Inmostcases,theTRAtheoreticalframeworkhasprovenitsapplicability.

Tobeeffective,thebasemodelmustbe“customized”tofitspecificcontexts.Manytimesthe
considerationofaspecificcontextcanbequitechallenging.Forexample,Martinsons(2008)found
that e-commerce in China bears the characteristics of relationship-based, hence studies need to
incorporatesuchfactors.Buttheunfortunatefactisthat,uptodate,suchcustomizationeffortisrather
ad hoc.Overall,thereisalackofsystematicexplorationonhowcontextsmayaffectresearchers’
modeldevelopmentandempiricalresults.

Figure 1. The base model: Consumers’ purchase behavior based on TRA
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ThecontextofChinabearsseveralinterestingcharacteristics,andtheywillbecarefullyconsidered
inthisresearchstudy.Despitefasteconomygrowthinthepastseveraldecades,Chinaisstilllargelya
developingcountryduetoitslargepopulation.Generally,theliteraturehascharacterizeddeveloping
countriesasnothavingwell-establishedfinancialandlegalsystems,andweakconsumerprivacyand
rightsprotection.However,whenthedevelopingcountryisChina,suchacharacterizationmaybean
oversimplificationorevenamischaracterization.Forexample,developmentandapplicationofmobile
InternetinChinaisbynomeanstrailing,buttothecontrary,leadingdevelopednationsinmanyways
(Suetal2018).Thecontinuedhigh-speedeconomygrowthinChinaisnothingshortofmiracle.This
unusuallylonggrowthperiodhascausedmajorchangesinChina.Forinstance,thefinancialsystemin
Chinaisadelicatemixofbotharigidbankingsystemandahighlyvigorousmobilepaymentsystem,
e.g.,Alipay.Itwillbeamistakeforresearcherswithadevelopedcountrybackgroundtosimplify
thecontextasa“lagging-behindfinancialsystem.”Anothermajorfactoristhatone-childpolicyhas
beenimplementedinChinaforseveraldecades,leadingtoahighlydisturbingpopulationstructurein
whichatypical(extended)familyisconsistedoffourgrandparents,twoparents,andonechild.The
implicationsareprofoundandmulti-folded.Forexample,theonlychildofsuchanextendedfamily
oftenhasenoughfinancialresourcesatdisposal,whichusuallyleadtoahighselectivityinhisorher
employmentchoices,makinglaboravailabilityinChinamuchmorethanasimpleeconomicsissue
butalsoasocietalandpoliticalissue.Allinall,studiesonconsumers’purchaseintentionhavenot
sufficientlyaddressedsuchauniqueandchallengingcontext.

This research study startswithabasemodelderived from the literature.Then themodel is
expandedtoincludeantecedentsthatarerelevanttoChina.Specifically,thefocusinonassessing
theeffectsize.Firstofall,itisexpectedthatthebasemodelisapplicableinChinaduetoitswide
generalizability:PerceivedBenefitandTrustwillaffectconsumers’PurchaseIntentioninaC2Csetting
(Kimetal.,2008;Lietal.,2010).However,theliteratureisyettodefinewhetherthedeveloping
countrycontextinChinawillmaketheeffectofonefactorstrongerthantheotherorviceversa.
Further,thespecificcontextalsodemandsacarefulidentificationofrelevantantecedentstothese
twofactors.TherepotentiallyaremanyplausibleantecedentstoTrustandPerceivedBenefit,which
onesaremorerelevantinthisspecificcontext?Moreover,thereisalackofevidenceonwhethera
developingcountrycontextwillattenuateorstrengthentheeffectofcertainantecedents.Therefore,
asystematicexplorationmayanswerthesequestions,andpotentiallymakeasignificantcontribution
toboththeliteratureandpractices,whichisexactlythepurposeofthisempiricalstudy.

The Base Model
Accordingtotheextantliterature,thebasemodelshouldbeapplicableinthespecificcontextofthis
study:C2Ce-commerceinChina.Thebasemodel,asillustratedinFigure1,statesthatbothTrust
andPerceivedBenefithavepositiveeffectonPurchaseIntention.

Purchase Intention
Purchase Intention refers to a consumer’s willingness to commit to a buying transaction. In the
contextofonlineshopping,PurchaseIntentionrepresentsthereadinessofaconsumerforanonline
transaction.Intoday’sInternetenvironment,consumersuseane-commerceserviceprovider’swebsite
tosearchandacquireinformationaboutproducts,andrelatedservices.PurchaseIntentioncanbe
operationalizedastheprobabilitythataconsumerwillbuyacertainproductorserviceafterwards
(Schlosser,White,&Lloyd,2006).

C2C Trust, Perceived Benefit, and Purchase Intention
AccordingtoMerriam-Websterdictionary,trustisa“beliefthatsomeoneorsomethingisreliable,
good,honest,effective,etc.”Undoubtedly,trustplaysacrucialroleine-commerce.Indeed,trust
isaprerequisiteforconsumerstoparticipateinonlineshopping.Withtrust,consumersarewilling
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to proceed ahead with transaction even when there are uncertainties (McKnight, Choudhury, &
Kacmar,2002).

Intheliteratureononlineshoppingande-commerce,moststudiesontrustinvolvebusiness-to-
consumer(B2C)websites.Thisisunderstandablebecausemosttransactionshappeninthecontext
ofB2C.However, consumer-to-consumer (C2C)websites aregrowing rapidlyandgainingwide
popularity,particularlyindevelopingcountriessuchasChina(Chen,Zhang,Yuan,&Huang,2007).
Taobao,thelargestC2CwebsiteinChina,enjoyedatremendousgrowthrateinthepastseveralyears.
OnaC2Cwebsite,consumersdonotdealwithalargebusiness.Instead,aC2Cwebsiteprovidesa
platformforconsumerstointeractandtransactwithotherbusinessesorsellers,oftensmallinscale.
TrustinthiscontextinvolvesnotonlytheC2Cwebsite,butalsoinformationprovidedbysellerson
theC2Cwebsite.Clearly,alackoftrustwillpreventconsumersfromcommittingtoonlineshopping
(Hong,2018;Jones&Leonard,2008).Consumersevaluateonlinesellersfortheirabilitytoclearly
describeproductsandservices,tokeeppromises,andtheirgoodwilltocustomerservice(Ou,Pavlou,
&Davison,2014;Palvia,2009).Theleveloftrustclearlyaffectswhetherconsumerswillaccept
theC2Cwebsiteanduseitfortransactions.Inshort,itisbelievedthatapositiveimpactoftruston
purchaseintentionstillexistsinaC2Ccontext.Itcanbefurtherarguedthatthisrelationshipholds
trueregardlessofdevelopedordevelopingcountries.ItisstatedashypothesisH1aandfullyexpected
tobeconfirmedempirically.

Hypothesis H1a: Consumers’ Trust on C2C e-commerce is positively related to their Purchase 
Intention.

Inthemarketingliterature,itiswelldocumentedthataconsumer’sbuyingbehaviorisclosely
relatedtobenefittheconsumerperceives.PerceivedBenefitreferstovalueorfunctionalityprovided
byaproductorservicethatcustomerscangainbyusingit.Inonlineshopping,suchbenefitmay
includenotonly theproductor service itself,butalsoconvenience,availabilityofchoices, time
orcostsavings(Kimetal.,2008).Clearly,ahigherlevelofPerceivedBenefitwill translateinto
astrongerPurchaseIntention.Ifaconsumerissatisfiedwithbenefitprovidedbyane-commerce
serviceprovider,theconsumerislikelytobecomearepeatedcustomer.Theoppositeisalsotrue,a
lowerlevelofPerceivedBenefitwilldecreasetheconsumer’sPurchaseIntention,orevenstopthe
consumerfromcomingbacktoane-commerceserviceprovider.Insummary,astrongpositiveeffect
ofPerceivedBenefitonPurchaseIntentionexistsinaC2Ccontext,alsoregardlessofdevelopedor
developingcountries.ThisisstatedasresearchhypothesisH1b.

Hypothesis H1b:Consumers’ Perceived Benefit is positively related to their Purchase Intention.

Next,thespecificcontextinwhichthisresearchisconductediscarefullyexamined.Hypotheses
H1aandH1bstatethatbothTrustandPerceivedBenefithavepositiveimpactonPurchaseIntention.
ItisreasonabletoarguethatPerceivedBenefithasamuchlargereffectsizethanthatofTrust,due
tocharacteristicsofC2Ce-commerceinChina.Inthisspecificcontext,theroleofTrustismorelike
anorderqualifierwhilePerceivedBenefitisanorderwinnerintoday’se-commerceinChina.Back
inearly2000’s,e-commercedevelopmentinChinawasslowduetomanyobstacles(Wong,Yen,
&Fang,2004).Morethanonedecadelater,e-commercehasbecomeanorminordinaryChinese
people’slife.AccordingtoDeloitteResearch(2016),thetransactionscaleofonlineretailmarket
reachedRMB3.8trillionin2015,representing12.6%oftotalretailsalesinChina.UsingC2Cwebsite
suchasTaobaohasbecomeapartofChinesepeople’sdailylife.Duringthisprocess,manyC2C
websiteshaveemergedanddisappeared.Theremainingprovidersmusthavesurvivedincompetition,
andearnedconsumers’trust.Tothatextent,Trustisaqualifier,orathresholdofthegame.Without
Trust,consumerswillnottransactonaC2Cwebsite.ButoncethetrustworthinessofaC2Cwebsite
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hasbeenestablished,itseffectonconsumers’PurchaseIntentionbecomesrathersmall.Perceived
Benefit, on theother side, becomes themajor driving forcebehind consumers’ online activities
(Wang,PoLo,Chi,&Yang,2004).TheaboveargumentsaresummarizedasresearchhypothesisH1c.

Hypothesis H1c:In a developing country context, Perceived Benefit has a much larger effect than 
that of Trust on consumers’ Purchase Intention.

Antecedents of C2C Trust
ThebasemodelisthenexpandedtoincludeantecedentsforbothTrustandPerceivedBenefit.There
canbemanydifferentantecedents.Theidentificationofsuchantecedentsislargelycontextdependent.
ForTrust,PerceivedRiskisidentifiedasoneimportantantecedent(Luetal.,2010).PerceivedRisk
iscommonlydefinedasthefeltuncertaintyregardingpossiblenegativeconsequencesofusinga
productorservice(Featherman&Pavlou,2003).It is“theexpectationof lossesassociatedwith
purchaseandactsasaninhibitortopurchasebehavior”(Peter&Ryan,1976).Clearly,Perceived
Riskcanhaveastrongnegativeimpactonconsumers’trustonaC2Ce-commerceserviceprovider.
Particularly,onlineshoppingisdifferentfromtraditionalshoppinginthatconsumersusuallyinteract
withawebsitebutnotabrick-and-mortarstore.Thislackofvisibilityandtransparencymaycausefear
againstonlineshopping.ConsumerssimplywillstoponlineshoppingifPerceivedRiskistoohigh.
Suchrisksincludebutarenotlimitedto:productrisk(e.g.,inaccurateproductdescription,defective
products); financial risk (e.g., fraud, ability to returnand refund). Inphysical stores, consumers
cantouch,feel,oreventryaproductbeforecommittingtoabuyingdecision.Inonlineshopping,
consumersmustrelyoninformationprovidedonline,e.g.,texts,pictures,videos.Theirevaluation
oftheproductbecomesnothingmorethanaspeculation.Providingpersonalinformationtoaseller
orawebsiteisalsoahighlyriskyaction,whichisgenerallyanirreversibleaction,andcanleadto
seriousconsequencessuchasIDtheftorfundsloss(Araujo&Araujo,2003).Adeliverytimelag
alsoexacerbatestheperceptionofrisks.Asaresult,thelevelofPerceivedRiskdirectlycontributes
tothelevelofTrustconsumersmayhaveforaC2Ce-commercewebsiteorserviceprovider(Olivero
&Lunt,2004).ThisisstatedashypothesisH2a.

Hypothesis H2a: Consumers’ Perceived Risk is negatively related to their trust level in C2C 
e-commerce.

PerceivedSecurityProtectionisanotherimportantantecedenttoC2CTrust.PerceivedSecurity
Protection refers toconsumers’assessmentofaC2Cwebsitewhether ithasdeployedsatisfying
securitymeasures.Suchsecurityrequirementsincludeauthenticationoftransactions,paymentsecurity,
andconfidentialityoftransactionsandpersonalinformation(Lietal.,2010;Zhang,Bian,&Zhu,
2013).Specifically,aC2CwebsiteneedstoprovidearealnameauthenticationsystemthroughID
card,creditcard,orothermechanisms,sothatconsumersareconfidentthattheyaredealingwith
legitimateparties.Oncefraudulentactivitiesaredetected,aconsumer’s interestcanbeprotected
byinformingthepoliceorrelevantgovernmentagencies.Alegitimateandindependentthird-party
paymentsystem,usuallyendorsedbybanksinChina,isalsovitalbecauseconsumershaveahigh
leveloftrustinbanksinChina.Suchasystemcanensureconsumersthatthepaymentmechanism
issafeandconvenient.Inshort,hypothesisH2bstates:

Hypothesis H2b:Consumers’ Perceived Security Protection is positively related to their Trust in 
C2C e-commerce.

PerceivedPrivacyProtectiondealswith consumers’ perceptionof how likely their personal
informationwillbeleakedtounauthorizedparties.Duringanonlineshoppingtransaction,aseller
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needstocollectabuyer’sname,address,phonenumber,andotherrelevantinformation.Whilesuch
informationshouldbekeptstrictlyconfidential,somesellersmaysellthisinformationforprofitto
marketersorevenspammers.Consumersthenhavetofacespamcallsorevencreditcardfraud.To
gainconsumers’trust,aC2Cserviceprovidermustdemonstratetoconsumersthattheirconfidential
informationisindeedkeptconfidential.Ontheotherhand,alackofprivacyprotectionwillcertainly
leadtoalowerleveloftrust(Kimetal.,2008).TheaboveisstatedashypothesisH2c.

Hypothesis H2c:Consumers’ Perceived Privacy Protection is positively related to their Trust in 
C2C e-commerce.

Amongthethreeantecedents,PerceivedSecurityProtectionshouldhavethelargesteffecton
Trust inChina. Inadevelopingcountry,specifically,China,privacy isstilla relativenewissue.
According to thenationalculture literature (Hofstede&Peterson,2000),Chinesepeopledonot
haveasstrongasenseaboutprivacyasWesternpeople.Therefore,itisconceivablethatPerceived
PrivacyProtectionwillnotplayasimportantaroleasotherfactors.WhencomparedwithPerceived
Risk,PerceivedSecurityProtectionismoreimportanttoChinesepeople.Asanationwithalong
historyofmonarchypoliticalsystem,Chinesepeoplehasthetendencytorelyonauthoritiestoprotect
them.TomostChinesepeople,productorfinancialriskismanageablebutitisextremelydifficultto
dealwithsecurityprotectionbreachwithoutauthority’sintervention.Therefore,itisexpectedthat
ChinesepeoplewouldplacemoreweightonPerceivedSecurityProtection.Thisisstatedasresearch
hypothesisH2d.

Hypothesis H2d:In a developing country context, Perceived Security Protection has the largest 
effect on C2C Trust among all three antecedents.

Antecedents of Perceived Benefit
Similarly, the developing country context of China is considered in identifying antecedents for
PerceivedBenefit.Accordingtothemarketingliterature,consumers’experiencehasasignificant
impactonhowtheirperceptionsform(Jones&Leonard,2008;Kimetal.,2008).Inthecontextof
onlineshopping,theexperienceislargelydeterminedbytwoqualityfactors:WebsiteQuality,and
DecisionQuality.

Inonlineshopping,awebsiteisvirtuallytheonlyinterfaceconsumersinteractwithallthetime.
ThereislittledoubtthatWebsiteQualityhencehasasignificantimpactonconsumers’perception
formation.Forawebsitethatiseasytonavigate,filledwithup-to-dateinformation,consumerscan
bemoreconfidentthatthewebsiteiswellmaintainedandthestaffbehindthewebsiteisstrongand
capable.Thiswilleasilytranslateintoconfidenceofproductsandservicesprovided.Theperception
islikelythattheserviceproviderhasacquiredasufficientamountandvarietyofproductstosatisfy
consumerrequirements.Whenawebsiteprovidesvaluableandsufficientinformation,consumers
nolongerneedtosearchacrossmultiplewebsites.Thisequatestoconvenienceandtimesavings,a
significantbenefitforconsumers(Jones&Leonard,2008;McKnightetal.,2002).Inshort,hypothesis
H3astates:

Hypothesis H3a: Website Quality is positively related to consumers’ Perceived Benefit of C2C 
e-commerce.

AnotherimportantantecedentisDecisionQuality.DecisionQualityreferstothedegreeofmatch
orfitbetweendifferentkindofcustomers’preferencesanddifferentiatedproducts.AhigherDecision
Qualitymeansthatconsumersbelievethatatransactionisvaluable,worthwhile,andsatisfying.In
otherwords,DecisionQualityleadstoPerceivedBenefit(Zha,Li,&Yan,2013).Thisisstatedas
researchhypothesisH3b.
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Hypothesis H3b:Decision Quality is positively related to consumers’ Perceived Benefit of C2C 
e-commerce.

It can be argued that Website Quality has a much larger effect on Perceived Benefit than
thatofDecisionQuality.According toBai,Law,andWen(2008),Chineseonlinevisitorsvalue
Website Quality very much to the extent that it drives customer satisfaction and subsequently,
purchase intention. The significance of Website Quality becomes apparent when one considers
thedevelopmentaltrajectoryofC2Ce-commerceinChina.Manyhavecharacterizede-commerce
growthinthepastdecadeas“wild”oreven“barbarian.”Numerouse-commercewebsitesemerged
anddisappeared.Unliketraditionalbrick-and-mortarbusinesseswhohavespenttremendousamount
toestablishtheirbrandimages,almostalle-commercewebsitesinChinaare“new”becausenone
ofthemhadahistorylongerthan20years.Chineseonlineshoppersverymuchcanonlyrelyon
thewebinterfacetoevaluateane-commerceprovider.Thiswebsiteinteractionexperiencelargely
definesconsumers’perception.Ontheotherside,whileitisalegitimateargumentthatthebrand
imageorreputationofasuppliershapesconsumers’perception,theinfluenceisinfactminimalin
China.Exceptafewproductssuchascellphones,mostmanufacturersaresmalltomediumsized
businesseswhodonothaveastrongbrand.Theirinfluence,ifany,isfurtherdampenedduetothe
largedisintermediationeffectofC2Ce-commercewebsite.Essentially,WebsiteQualitybecomesthe
mostprominentfactorindeterminingconsumers’PerceivedBenefit(hypothesisH3c).

Hypothesis H3c:Among the two antecedents, Website Quality has a much larger effect on Perceived 
Benefit in a developing country C2C e-commerce context.

Puttingallresearchhypothesestogether,theresultisastructuralmodelthatlinksantecedents
toC2CTrustandPerceivedBenefit,andsubsequently,PurchaseIntention.InFigure2,boldfactors
representhavingastrongereffect.

EMPIRICAL RESEARCH dESIGN

Empirical Research Setting
Forthisstudy,empiricaldatawascollectedusingonlinesurveyfromcollegestudentsinChina.An
onlinesurveyquestionnairewasimplementedandthendistributedtostudentsviaemail.Atotalof
403studentswereinvitedandgivenatwo-weektimewindowtocompletethesurvey.Thestudent
respondentswerealsoencouragedtosharetheonlinesurveywiththeiracquaintances,whichledto
moreresponses.Themajority(>95%)ofthesurveyrespondentsarecollegestudents.Withactive
followupactivitiessuchasreminderemails,thefinalsamplecontained236validresponses.The
responserateisahighlyrespectable58.6%.

When college students are used for empirical data collection, the concern is whether their
responsesrepresentthepopulationofinterest,whichmaychallengethevalidityandgeneralizability
offindings.Itisaseriousconcernforstudiesconductedinadevelopedcountrycontext.Inthisstudy
though,itislikelytheoppositeduetothespecificcharacteristicsofChina:Collegestudentswell
representthepopulationofC2Ce-commerceusers.First,Internetispredominantlyayoungpeople
thinginChina.Youngpeople,particularlycollegestudents,arepioneersofInternetadoptionand
activeusers.Thisfactlargelyalleviatedtheconcernthatcollegestudentsareabiasedrepresentation
ofthepopulationofinterest.Second,instudiesconductedindevelopedcountries,collegestudentsare
abiasedsamplebecausetheyoftenhavelesspurchasingpower.ThisisnottrueinChinaduetothe
aforementionedone-childpolicy.Thepolicyhaseffectivelyconcentratedwealthoftwogenerations
totheonlychildofafamily,makingcollegestudentsnota“poor”groupmostofthetime.Infact,
collegestudentsareveryactiveinonlineshopping.InChina,manymajorInternetcompaniesstarted
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nexttocollegecampuses.Forexample,meituan.comandele.me,twoInternetcompanieswhohave
successfullyestablishedtheirreputationasfooddeliveryserviceproviders,bothstartednearcollege
campuses.ThelatestexampleisOFO,abikesharingcompany.Initsearlystage,OFOstrictlyfocused
oncollegecampuses.AccordingtoareportedpublishedonlinebyeMarketer.com,over60%ofTaobao
mobileappusersareundertheageof30.Giventhewealthcollegestudentspossessandtimethey
havefortheInternet,thecollegestudentsampleactuallyreflectsthepopulationofinterestverywell
(Jones&Leonard,2008;McKnightetal.,2002).

Sample Characteristics
Table1belowpresentsdescriptivestatisticsofthesamplesobtained.Thedemographicsinformation
fitscollegestudentsprecisely.Itisworthnotingthatthemajorityofrespondentshaverichexperiences
withtheInternetandonlineshopping.Therefore,analyzingthissamplecanleadtovaluableinsights.

Measurement Instrument
Thestandardprocedurewas followed todevelopandvalidateameasurement instrument for the
variables.Existingscalesgenerallyshowbetterreliabilityandvaliditybecausetheyhavebeenvalidated
bypastempiricalstudies.Inthisresearch,allconstructshaveexistingscalesintheliterature.The
itemswereadaptedtosuitethecontextofthisresearch.Forexample,TaobaoinChinaistheC2C
e-commercewebsiteselected.Sothegenericphraseof“Website”intheoriginalscaleswasreplaced
by“Taobao”whereverappropriate.

Sincethesurveywasconductedinanon-Englishspeakingcountry,themeasurementinstrument
itemswerecarefullytranslatedintoChinese.Again,thestandardprocedurewasfollowedtohavea

Figure 2. Consumers’ Purchase Intention in C2C e-commerce in a developing country context
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thirdpartybacktranslatetheChineseitemsintoEnglish.Athoroughexaminationwasperformedto
ensurethattherewasnoambiguityorerrors.

Table2presentsthemeasurementinstrumentforallvariables.Allitemsusedthesameseven-
pointLikertscale(1=Disagreestrongly,2=Disagree,3=Disagreesomewhat,4=Neutral,5=Agree
somewhat,6=Agree,7=Agreestrongly,andN=Noresponse),whichcapturesmorevariationthan
afive-pointscale(Ahire,Golhar,&Waller,1996).Usingthesamescalealsoreducestheburdenon
respondents,whichmotivatesahigherresponserate.Notethatseveralitemsarereverse-codedto
detectautomaticresponses.Theywerereversedbackindataanalysis.

Table 1. Descriptive statistics

Classification Frequency (%)

Gender

      Male 110(46.61%)

      Female 126(53.39%)

Age

      Under18 9(3.81%)

      18-30 207(87.71%)

      31-40 16(6.78%)

      41-50 2(0.85%)

      Over50 2(0.85%)

Educationlevel(highestlevelofeducationcompleted)

      Highschoolandbelow 16(6.78%)

      SecondaryTechnicalschool 10(4.24%)

      College 38(16.1%)

      Undergraduate 142(60.17%)

      Postgraduate 30(12.71%)

ExperienceinusingtheInternet

      <1year 8(3.39%)

      1-3year 53(22.46%)

      3-5year 74(31.36%)

      >5year 101(42.8%)

Experienceinshoppingonline

      <1year 36(15.255%)

      1-3year 106(4.92%)

      3-5year 49(20.76%)

      >5year 45(19.07%)

>5年
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RESULTS

Partial Least Squares
Partialleastsquares(PLS)isanadvancedstatisticalmethodthat“facilitatestestingofthepsychometric
propertiesofthescalesusedtomeasureavariable,aswellasestimatingtheparametersofastructural
model–thatis,themagnitudeanddirectionoftherelationshipsamongthemodelvariables”.PLS
is an effective multivariate technique that has been widely applied in information systems and
informationtechnologyresearch.Comparedtotheconventionalcovariance-basedtechnique,PLS
hastheadvantageofbeinglessdemandingondata.PLScanworkwithsmalldatasetswithmany
missingvalues.Inaddition,withalargesamplesize,PLScanleveragethestatisticalpowertoreach
strongconclusions(Marcoulides&Saunders,2006).

Forthisresearch,thesamplesizeismorethan“sufficientlylarge.”Theminimumsamplesize
requiredforPLSisusuallydeterminedbythelargeroneof(1)tentimesthemeasurementscalewith
thelargestnumberofformativeindicators,or(2)tentimesthelargestnumberofindependentlatent
variableimpactingadependentlatentvariable(Chin,1998).Sincenoformativeindicatorsareused
inthisstudy,theminimumsamplesizerequiredis70(tentimessevenindependentlatentvariables).
Thesamplesizeof236ismorethanadequate.

Measurement Model Assessment
APLSbasedstructuralequationmodel(PLS-SEM)iscomposedofboththeoutermodel(measurement
model)andinnermodel(structuralmodel).Avalidmeasurementmodelistheprerequisitetoany
meaningfulresults(Hair,1995).Thevalidityofthemeasurementmodelwasfirstassessed,including
anumberofpropertiessuchascontentvalidity,constructreliability,convergentanddiscriminant
validity(Nunnally&Bernstein,1994).

Content Validity
Contentvalidity,orfacevalidity,isthefundamentalrequirementforanymeasurementitem.Briefly,
thethemeasurementitemsinaninstrumentshouldcoverthemajorcontentofaconstruct(Churchill,
1979;Nunnally&Bernstein,1994).Contentvalidityofameasurementinstrumentisusuallyachieved
throughacomprehensiveliteraturereviewandinterviewswithveryknowledgeablepractitionersand
scholars.Inthisresearch,theconstructsarefromtheextantliterature.Theirmeasurementitemshave
beenvalidatedbypreviousstudies.Hencecontentvalidityoftheconstructsisensured.

Reliability and Validity
Next,thereliabilityofconstructswereexamined.Reliabilityassessestheconsistencyorstability
ofameasureandisinverselyrelatedtothedegreetowhichameasureiscontaminatedbyrandom
error(O’Leary-Kelly&Vokurka,1998).Traditionally,internalconsistencyreliabilityofaconstruct
isassessedbyCronbach’salpha,whichisestimatedbasedontheinter-correlationsoftheindicators
(Cronbach,1951;Cronbach&Shavelson,2004).ForPLS-SEMstudies,scholarshavesuggestedto
examinethecompositereliability(CR)measureinadditiontoCronbach’salpha(Shah&Goldstein,
2006).Cronbach’salphaassumesthatall indicatorsareequallyreliable,whichisnot thecasein
PLS-SEM.InPLS-SEM,indicatorsareprioritizedbasedontheirindividualreliability(Hair,Hult,
Ringle,&Sarstedt,2014).Further,Cronbach’salphaissensitivetothenumberofitemsinthescale,
andtendstounderestimatetheinternalconsistencyreliability.AscaleisconsideredreliableiftheCR
valueisbetween0.60and0.70forexploratorystudies,andhigherthan0.7forconfirmatorystudies
(Nunnally&Bernstein,1994).Table2presentsthereliabilitymeasuresforeachconstruct.Allvalues
exceededthesuggested0.70threshold.Therefore,theconstructsaredeterminedtobereliable.

Convergent validity is the extent to which an empirical indicator correlates positively with
alternativeindicatorsofthesameconstruct.Thisisgenerallyassessedbyexaminingtheitemloadings
ontheconstructaswellastheaveragevarianceextracted(AVE).Ahighloadingontheconstruct
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indicatesgoodconvergentvalidity.Thesuggestedcutoffvalueisthatthestandardizeditemloading
shouldbe0.708orhigher,whichindicatesthatthevariancesharedbetweentheconstructandits
indicators would be at least 50% or higher. Items with loadings between 0.4 and 0.7 should be
consideredforeliminationifthisleadstoanincreaseoftheCRvaluetoabove0.7(Hairetal.,2014).
Allitemloadingsexceeded0.708tonotcauseanyconcern.Inaddition,AVEforeachconstructis
greaterthan0.60,providingstrongsupporttoconvergentvalidity(Straub,Boudreau,&Gefen,2004).

Discriminantvalidityistheextenttowhichaconstructistrulydistinctfromotherconstructs.
Discriminantvaliditycanbeassessedbyexaminingthecrossloadingsoftheindicators.Anindicator’s
loadingon its construct shouldbegreater than cross loadings, i.e., loadingsonother constructs

Table 2. The measurement instrument

Construct Items AVE α CR

PerceivedRisk,
adaptedfromKim
etal.(2008)

PR1 Comparedtotraditionalshoppingchannels,purchasingfromTaobao(exceptforTmall,
similarlyhereinafter)involvesmoreproductrisk,e.g.,productnotworkingordefective
product.

0.827 0.896 0.935

PR2 Comparedtotraditionalshoppingchannels,purchasingfromTaobao(exceptforTmall,
similarlyhereinafter)involvesmorefinancialrisk,e.g.,fraudordifficultyinreturningthe
product.

PR3 Overall,shoppingonTaobaoinvolvesmorerisks.

PerceivedSecurity
Protection,adapted
fromKimetal.
(2008)

PSP1 TaobaoimplementssecuritymeasurestoprotectInternetshoppers. 0.716 0.901 0.926

PSP2 Taobaoensuresthattransactionalinformationisprotectedfrombeingalteredordestroyed
whiletransmittedovertheInternet.

PSP3 IfeelsecuredaboutTaobao’selectronicpaymentsystem.

PSP4 IamwillingtousemycreditcardtomakeapurchaseonTaobao.

PSP5 IfeelsafeinmakingtransactionsonTaobao.

PerceivedPrivacy
Protection,adapted
fromKimetal.
(2008)

PPP1 IamconcernedthatTaobaoiscollectingtoomuchpersonalinformationfromme. 0.727 0.875 0.914

PPP2 IamconcernedthatTaobaowillusemypersonalinformationforotherpurposes(i.e.sell
privatepersonalinformationofconsumerstootherorganizationsorsharewiththem)
withoutmyauthorization.

PPP3 Iamconcernedthatunauthorizedpersons(i.e.hackers)haveaccesstomypersonal
information.

PPP4 Iamconcernedabouttheprivacyofmypersonalinformationduringatransaction.

Construct Items AVE α CR

WebSiteQuality,
adaptedfromJones
andLeonard(2008),
andMcKnightetal.
(2002)

WSQ1 Taobaoisofhighquality. 0.731 0.908 0.931

WSQ2 OrganizationandlayoutofTaobaomakeiteasytosearchforproducts.

WSQ3 Taobaoissimpletonavigate.

WSQ4 ItiseasytofindtheinformationIwantedonTaobao.

WSQ5 Taobao c learly  shows how I  can contact  or  communicate  wi th  a  se l ler.

DecisionQuality,
adaptedfromZhaet
al.(2013)

DQ1 Iamconfidentwithmyonlinepurchasedecisions. 0.782 0.861 0.915

DQ2 IamsatisfiedwiththechoicesthatIhavemadeinonlinepurchases.

DQ3 I will make the same purchase decision again when given the oppor tunity.

C2CTrust,adapted
fromJonesand
Leonard(2008)

C2CT1 Taobaoisunreliable. 0.662 0.829 0.887

C2CT2 Taobaocannotbetrustedduetotoomanyuncertainties.

C2CT3 Ingeneral,IcannotrelyonTaobaosellerstokeepthepromisestheyhavemade.

C2CT4 A n y o n e  t r u s t i n g  T a o b a o  i s  a s k i n g  f o r  t r o u b l e .

PerceivedBenefit,
adaptedfromKim
etal.(2008)

PB1 IthinkusingTaobaoisconvenient. 0.703 0.894 0.922

PB2 IcansavemoneybyusingTaobao.

PB3 IcansavetimebyusingTaobao.

PB4 Taobaoenablesmetoaccomplishashoppingtaskmorequicklythantraditionalstores.

PB5 Taobao enables me to buy more types of products than traditional stores.

PurchaseIntention,
adaptedfromKim
etal.(2008)

PI1 IamlikelytopurchaseproductsonTaobao. 0.882 0.933 0.957

PI2 IamlikelytorecommendTaobaotomyfriends.

PI3 IamlikelytomakeanotherpurchasefromTaobaoifIneedtheproductsthatIwillbuy.
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(Jöreskog,1971).However,thiscriterionisgenerallyconsideredconservativeanditisrecommended
tousetheFornellandLarcker(1981)testinstead.Topassthetest,theAVEvaluesshouldbegreater
thanthesquaredcorrelationwithotherconstructs,withtherationalbeingthataconstructshould
sharemorevariancewithitsindicatorsthanwithanyotherconstructs(Hairetal.,2014).

AllconstructspassedtheFornellandLarcker(1981)test.AscanbeseeninTable3,thevalues
alongthediagonalaresquarerootsofAVEofeachlatentconstruct,andvaluesoffthediagonalare
pair-wisecorrelationcoefficientsbetweenlatentconstructs.Allvaluesalongthediagonalarelarger
thancorrespondingcorrelationcoefficients,hencepassingtheFornellandLarcker(1981)test.Each
latentconstructisrelativelyindependentanddemonstratessufficientdiscriminantvalidity.

Structural Model Assessment
Sincethemeasurementmodelwasjudgedtobeadequate,itisappropriatetoassessthestructural
model.ThepathcoefficientsandR2valuesforallendogenousvariableswereexamined.Theyare
labeledinFigure3.Astandardizedpathcoefficientrepresentsthestrengthoftherelationshipbetween
twoadjacentconstructs.Asexpected,allpathcoefficientsarepositiveexceptone(PR→C2CT),which
isinlinewiththeresearchhypotheses.Thenthestatisticalsignificanceofthesepathcoefficients
wasexamined.SincePLS-SEMdoesnotmakedatanormalityassumptions, traditionalstatistical
proceduresforconfidenceintervalconstructioncannotbeused.Instead,abootstrappingprocedure
was performed to obtain the standard error of the path coefficient estimates. The bootstrapping
procedureisanonparametricresamplingapproachforstandarderrorestimation.Resultsshowthatall
pathcoefficientsaresignificant.Nopathcoefficientisextremelysmallwhencomparedtoeachother,
indicatingthattheproposedmodeldoesnothavetheissueofrelevanceofsignificantrelationship
(Hairetal.,2014).

TheotherimportantmodelevaluationmeasureistheR2valuesforeachendogenousvariable.
Asmethodologistshavesuggested,thelevelofacceptableR2valueisresearchmodelanddiscipline
dependent.RulesofthumbhavebeenprovidedforsomedisciplinessuchasMarketing(Hair,Ringle,
&Sarstedt,2011),butnotforalldisciplines.Inthisresearch,theR2valuesarehighlyrespectable.
ThesmallestR2valuesis35.7%(C2CTrust).TheothertwoR2valuesaremorethan60%,indicating
themajorityofvariancecanbeexplainedbytheproposedmodel.Therefore,theproposedmodelis
judgedtohavestrongpredictiverelevanceandvalidity.Finally,thepathcoefficientsarecompared
toseeifcertainfactorshavestrongereffectashypothesized.

Table 3. Correlations of latent variables

C2CT DQ PB PI PPP PR PSP WSQ

C2CT 0.814

DQ 0.513 0.884

PB 0.257 0.589 0.838

PI 0.259 0.556 0.790 0.939

PPP 0.260 -0.018 -0.281 -0.237 0.853

PR -0.272 -0.032 0.175 0.174 -0.602 0.909

PSP 0.516 0.809 0.572 0.555 -0.013 0.001 0.846

WSQ 0.251 0.629 0.808 0.771 -0.221 0.154 0.697 0.855
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Summary of Results
Empiricalresultssupportedallresearchhypotheses.ThereisnosurpriseatallthatbothC2CTrustand
PerceivedBenefithavesignificantpositiveeffectonPurchaseIntention,supportinghypothesesH1a
andH1b.TheeffectofC2CTrustonPurchaseIntentionissignificantbuttheeffectsizeisrelatively
weak(0.206).TheeffectofPerceivedBenefitonPurchaseIntentionissubstantiallystrongerat0.774.
Therefore,hypothesisH1cissupported.

ThepathcoefficientsforthethreeantecedentstoC2CTrustaresignificant,inlinewithHong
andCha(2013)andKimetal.(2008).Asexpected,PerceivedRisknegativelyaffectsC2CTrust.
PerceivedSecurityProtectionandPerceivedPrivacyProtectionarepositivelyassociatedwithC2C
Trust.HypothesesH2a,H2b,andH2careconfirmed.Intermsofeffectsize,PerceivedSecurity
Protectiondoeshavethelargesteffect(0.518),noticeablyhigherthanPerceivedRisk(-0.177)and
PerceivedPrivacyProtection(0.160).HypothesisH2dissupported.

ForPerceivedBenefit,thetwoantecedentsalsodemonstrateastrongrelationship,supporting
thefindingsofZhaetal.(2013).StatisticallysignificantpathcoefficientsshowthathypothesesH3a
andH3baresupported.TheeffectofWebsiteQualityonPerceivedBenefitisamuchstronger0.725
thanthatofDecisionQuality(0.133).HypothesisH3cissupported.

discussion
In this study, the effectofTrustonconsumers’Purchase Intention ismuch smaller than thatof
PerceivedBenefit. Inpaststudies, researchershavefound that theeffectofTrustonconsumers’

Figure 3. Empirical results
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purchase intention is significantly strong in the absenceofPerceivedBenefit (Lim,Sia,Lee,&
Benbasat,2006;McKnightetal.,2002),buttheeffectofTrustreducessubstantiallywhenPerceived
Benefitisincludedinthemodel(Kimetal.,2008;Lietal.,2010).Itispossiblyduetoasubstitution
orinteractioneffectbetweenC2CTrustandPerceivedBenefit.Forthisstudy,theargumentisthat
TrustisnolongeracriticalconcernoncetrustworthinessofaC2Ce-commercewebsiteisestablished,
particularlywhenconsumersperceivealargeamountofbenefit.Itisplausibletointerprettheresult
asconsumersconstantlyadjustingtheirprioritiesinonlineshopping:theimportanceoforderwinners
exceedsorderqualifiers.

Theresultalsoindicatesthat,inChina,consumers’TrusttoC2Cwebsiteislargelydependent
onhowstrongthewebsitehasprovidedsecurityprotection.Thisresultmakescompletesenseinthis
uniquecontext.Inthepasttentotwentyyears,e-commercegrowthis“wild”andahugeamountof
securitybreachcaseshavehappened.Unlikeindevelopedcountries,astronglegalsystemisreadily
availabletoassistconsumervictims.InChina,it isanightmareforconsumerstodealwithsuch
problems.Therefore,itisnosurpriseatallthatChineseonlineshoppershaveplacedahighpriority
onsecurityprotectionwhenitcomestotrustofane-commercewebsite.

EmpiricalresultssuggestthatWebsiteQualityislikelythestrongestfactorthataffectsconsumers’
PurchaseIntentionbecausebothpathcoefficients(WebsiteQuality→PerceivedBenefit→Purchase
Intention)arehigh.WebsiteQualityhasamuchstrongereffectthanDecisionQualityonPerceived
BenefitbecauseChineseonlineshoppers’perceptionofbenefitisgreatlyinfluencedbyhowwell
aC2Ce-commercewebsiteisconstructed.Tosomeextent,itisagoodnewsforC2Ce-commerce
service providers. Website Quality is a rather objective measure while Decision Quality can be
highersubjective.C2Ce-commercewebsitescanstrivetoimprovequalitybycheckingagainstmany
establishedmetricssuchasresponsetime.

CoNCLUSIoN ANd FUTURE RESEARCH

Conclusion and Contributions
ThisresearchstudyproposedamodellinkingantecedentsofTrustandPerceivedBenefittoconsumers’
PurchaseIntentionbasedontheliterature.Themodeldevelopmentprocessisguidedbyacareful
considerationofaspecificcontext:consumer-to-consumer(C2C)e-commerceinChina,thelargest
developingcountryoftheworld.Themodelwasthenempiricallyexaminedusingdatacollected
regarding Taobao, the leading C2C e-commerce website in China. Specifically, empirical data
wascollectedusingasurveyregardingconsumers’experiencesandperceptionaboutTaobao.The
empiricaldatawasthenanalyzedusingthepartialleastsquaresbasedstructuralequationmodeling
(PLS-SEM)method.

Thefindingsinthisresearchsupportedallresearchhypothesesthatarederivedfromtheextant
literature. In short,Trust andPerceivedBenefithavea significantpositiveeffectonconsumers’
PurchaseIntentionina(C2C)e-commercecontext.TheantecedentsidentifiedforC2CTrustand
Perceived Benefit all have significant impact. This result supports that the theory of reasoned
action(TRA)model isapplicable toC2Ce-commerceinadevelopingcountrycontext.Because
characteristics of developing countries can be vastly different from that of developed countries,
validatingtheapplicabilityofanexistingtheoreticalframeworkisacontributionbyitself.

Amore important contribution, though, is anexplorationofeffect sizechange in lightof a
developingcountrycontext.IntheUnitedStatesandWesternEuropeancountries,businessregulations
arewellestablished.E-commerceserviceprovidershaveanexistinglegalframeworkthattheycan
referto.Meanwhile,citizens’awarenessofprivacyandsecurityisataratherhighlevel.Incontrast,
thedevelopment andgrowthof Internet e-commerce in countries such asChina follows aquite
differenttrajectory.Inmanyways,governmentandregulatorybodiescannotprovideacomprehensive
frameworktoguidee-commerceserviceproviderswithouthavingthemtrialanderrorfirst.Their
feedbackconstruesthebasisforrulesandregulationsdevelopment.Indeed,manyhavecharacterized
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thegrowthanddevelopmentofInternetcommerceinChinaas“wild”oreven“barbarian.”Clearly,
consumerswillhaveverydifferentperceptionsofe-commerce,whencomparedtothoseindeveloped
countries.

Insights about effect size change due to a different context contributes to further theory
developmentbasedonTRA.TheeffectofPerceivedBenefitonPurchaseIntentionismuchstronger
thanthatofTrust.Clearly,inChina,consumersarewillingtouseaC2Ce-commercewebsite(Taobao
inthisstudy)duetobenefitssuchasconvenience,time,orcostsavings.ItisanovelinsightthatTrust
matterslessthanPerceivedBenefitinadevelopingcountrycontext,thoughitshouldnotbeinterpreted
asTrustdoesnotmatter.ItisalsohighlyintuitivethatPerceivedSecurityProtectionhasthelargest
effectonTrust.InadevelopingcountrysuchasChina,securityprotectionisclearlynotassophisticated
asindevelopedcountries.IncidentsofsecuritybreachoftenreceivehighmediaattentioninChina.
Researchershenceshouldpaymoreattentiontosecurityprotectioninfurthertheorydevelopment.
TheresultthatWebsiteQualityhasaneffectmuchlargerthanDecisionQualityisinlinewiththe
developingcountrycontext,wheretangiblesareoftenvaluedmorethanintangibles.Consumerstend
toanchortheirperceptionsmoreonthosetangibleattributessuchashowwellawebsiteisconstructed,
andhoweasytheycanobtaininformation.Insummary,theseinsightscontributetoamorein-depth
understandingofconsumers’PurchaseIntentioninadevelopingcountrycontext.

Theseresultscanprovideusefulguidanceformanagers.ToC2Ce-commerceserviceproviders
suchasTaobao,thisresearchstudysuggeststhattheirpriorityshouldbeonmakingbenefitsclearly
visibletoconsumers,becausePerceivedBenefitisakeydrivertowardconsumers’PurchaseIntention.
Amongactionsaserviceprovidercantake,improvingWebsiteQualityisthetoppriority.Consumers
inChinaoftenlookatwebsitesforeasynavigation,informationaccess.Whenawebsiteprovides
suchqualities,consumersformastrongperceptionregardingbenefitstheycanreapbyinteracting
withthewebsite,andsubsequently,conductapurchaseonthewebsite.

Limitations and Future Research
Somelimitationsofthisempiricalstudyshouldberecognized.Sincethemajorityofempiricaldatafor
thisresearchwascollectedfromcollegestudents,thefindingsmaynotbegeneralizablebeyondthis
typeofC2Ce-commerceconsumers.However,asdiscussedearlier,collegestudentswellrepresent
activeC2Ce-commerceconsumersinChina.Itisareasonablesamplingchoice.Therefore,resultsare
valid,andgeneralizabilityoffindingsmaybelimitedbuttheimpactislikelyminimal.Nevertheless,
itisplausibletoconductthesameempiricalresearchinamoregenericsetting.

This research studycanbe extended inmultipleways in the future. It is conceivable that a
comparativestudycanbeconductedtofurtherhighlightthedifferencesbetweenthedevelopingand
developedcountries.Itisaplausibleideatoincorporatefactorssuchasnationalcultureinafuture
study(Gefen&Heart,2006).Itisafruitfulpathtoinvestigatehowotherconsumers’feedbackaffect
orreviseaconsumer’sperceptions.Thecurrentresearchstudyisarather“static”onebecausenouser
feedbackistakenintoconsideration.Incorporatingadynamicfactormayleadtoevenmoreinsights.
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