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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
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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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