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ABSTRACT
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C2C electronic classified marketplaces are blooming in Thailand because it can
highly fulfill Thai consumer’s habit and lifestyle. The consume enjoy using C2C
electronic classified marketplaces as online seller will post and update their product and
service via social media as Facebook, Instagram, and Line to catch consumer’s
attention, then target consumer who interested in a particular product and service will
directly contact with seller on intermediary platform. Hence, consumers still feel
reluctant to use online marketplaces because they do not trust the seller and providing
platforms. So, this study proposed the nine antecedents as Familiarity (FAM),
Experience and Habit (EXPHAB), Information Quality (1Q), Perceived Privacy
Protection (PPP), Perceived Security Protection (PSP), Positive Reputation of Selling
Party (RSP), Consumer Disposition to Trust (CDT), Hedonic Motivation (HM), Price
Value (PV) and aim to see the influence that nine antecedents will affect to consumer’s
trust (TRUST), perceived risk (RISK), perceived benefit (BENEFIT), and purchase
intention. Moreover, there is a scarcity of research in this type of market, and the
concept of C2C electronic classified marketplaces is still not clear. This study aims to
analyze consumer purchase intention in C2C electronic classified marketplace in
Thailand using a holistic standpoint to understand the role of trust, risk and benefit
perception based on the scope of five different categories of the antecedents grounding
on Theory of Planned Behavior (TPB), Theory of Reasoned Action (TRA), and
Extending Unified Theory of Acceptance and Use of Technology (UTAUT?2).

A questionnaire survey is conducted by using both online and offline survey to
confirm the relationship between all major constructs of the proposed model. Data

analysis tested the conceptual model by establish the convergent and discriminant



validity of variables and test proposed hypothesis by using statistic programming.
Covariance Based Structure Equation Model (CB-SEM) applied to test the research
model fit. The result shown most respondents used C2C electronic classified
marketplaces based on social media as Line, Facebook, and Instagram. Consumer’s trust
will directly affect by a positive familiarity, experience and habit, a good quality of
information, and consumer high disposition to trust. Accurate information will generate
consumers’ trust and security protection will reduce risk perception in online
marketplaces. A Positive reputation of seller and intermediary platform leads to higher
risk perception. High disposition to trust characteristic can easily generate consumer’s
trust and hedonic motivation influences to benefit perception and a particular perception
leads to purchase intention. Price value influences on both consumer benefit perception
and purchase intention. Trust and perceived benefit positively affect to consumer

purchase intention, conversely high-risk perception leads to high purchase intention.
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CHAPTER 1

INTRODUCTION

1.1 Introduction

For centuries, people have traded things by completing transactions to exchange
goods, currency, and services depending on the willingness of both buyer and seller
(Ellison & Ellison, 2005). Fundamentally, a buyer is able to perceive and try things as
needed until they feel satisfied with their goods. A physical marketplace is purely a
face-to-face interaction where buyers and sellers are able to use all of their senses in a
transaction. Over the years, we cannot deny that the Internet, as well as computer
technology, has entered into people’s lives, even during sleep. Due to the evolution
and changing of technology (Kambil & Heck, 1998), the physical location of the
marketplace has been changing into an electronic market system. This tremendously
shifts the way people sell and buy things with each other. One of the important
outcomes from the advent of the Internet is the convenience of remotely exchanging
things. There is no need for a buyer to visit a seller’s shop to engage in a transaction
(Rao, Truong, Senecal, & Le, 2007). The electronic marketplace brings together a
buyer who is searching and trying to acquire information of products and services,
and sellers who are offering their products in forms of text and pictures to attract
public attention. Buyers and sellers are able to select their best offering through a
potential exchange partner, and reach a third party to deal with transactions or to
inquire further about trading opportunities. Although a physical marketplace allows
people to access goods or to meet a seller in reality, in an electronic one, the buyers
and sellers are more assured about their products and transactions thanks to the
advanced technology in terms of computer programming and security. With those
advantages of electronic marketplace, it attracts people to come into this type of

market more and more.



An electronic marketplace primarily uses computer-based media such as digital
text and photos (L. H. Lee, Lee, & Bao, 2006), and is comprised of three main types;
business to business (B2B), business to consumer (B2C), and consumer to consumer
(C2C). In the past few years, electronic commerce has significantly increased. The
current trend of e-commerce states that about 40 percent of worldwide internet users ,
about 1 billion online buyers, have bought online products and services via online
devices. The majority of the electronic market is concentrated in B2B and B2C.
However, C2C e-commerce has been playing a significant role in the world’s
marketplace for centuries. Without a currency system or money, how people in the
old days exchanged goods with each other is one of the examples of C2C marketing.
It is the process of matching two sides of a transaction at the highest satisfaction level.
In this era, where the C2C market seems to be continuously adopted by several IT
providers, a study of C2C e-commerce characteristics regarding business in Thailand
would be beneficial in that we can understand how people think about it and how
people are influenced by C2C business model. The leading international contenders
of C2C e-commerce are eBay (H. Zhang & Li, 2006), Amazon, Taobao, Etsy, and
Kickstarter respectively. Since 1995, eBay has become the chief of international C2C
electronic marketplaces, its annual revenue was doubling from 2008 to 2013 (Statista,
2016). Normally, the transaction between seller and buyer is known as a dyadic
transaction, one that involves two parties who trade products and services in exchange
for money or something valuable. However, C2C electronic commerce is a triadic
transaction because it not only involves two parties, but has an additional third-party
intermediary who provides an online service platform, so called online marketplaces
(Dan J. Kim et al., 2008). The marketplace is an innovative way to allow customers to
interact with each other by using an intermediary to provide web interface, which
allows demand to meet supply correctly. The intermediary gathers a large number of
sellers which provide an adequately large and varied product classification (Ellison &
Ellison, 2005) charging fees only to sellers. A pool of buyers and sellers are given the
opportunities to market for both sides. Sellers have the ability to set an appropriate
selling price which matches with buyers’ willingness to buy as well (Matthew J.C. &
David R., 2005). Instead of C2C electronic marketplaces solely, C2C has an emerging

field of C2C structure known as Peer-to-Peer (P2P) system or C2C electronic



classified marketplaces, which is simply the underlying concept of consumer
reciprocal interaction. The exchange of goods and services between consumers is
being simplified on the Internet, and P2P systems are significantly altering the
business landscape instead of traditional one. P2P exchanges have frequently been
labeled as C2C exchanges (Plouffe, 2008). The category of C2C electronic commerce
comprises of two main types; basically, there are online marketplaces like eBay, and
classifieds marketplaces such as a P2P system. C2C electronic classifieds
marketplaces like a P2P system have both an intermediary and a seller similar to C2C
electronic marketplaces, whereas the intermediary in a P2P system is presumed to be
transparent. Sellers and buyers contact each other via an intermediary platform, which
is totally free of any charges. TechsuaceTeam (2016) indicates that the most suitable
type of e-commerce that fulfills the lifestyle of Thai people is social commerce or
C2C electronic classifieds marketplaces via P2P system. A majority of online sellers
in Thailand create an account on Instagram, Facebook, and Line to show product
features to their prospective consumers, where more than half of the buyers in
Thailand usually contact the seller directly to ask for more product information.

Table 1: Electronic commerce market in Thailand report by
Electronic Transaction Development Agency (2017b)

E-Commerce market in Thailand

Y2014 - Y2016 and Y2017 (Forecasting)
Unit: MillionBAHT

3,000,000.00 2,812,592.03

2,560,103.36__ .=~
2,500,000.00 2,245,147,00 cc=="
2,033,493.35_ . ---Fili
2,000,000.00 —~
1,500,000.00
1,000,000.00
500,000.00

Y2014 Y2015 Y2016 Y2017*




Table 2: Growth rate of electronic commerce market in Thailand report
by Electronic Transaction Development Agency (2017b)

Growth rate of E-Commerce market in Thailand
Y2014- Y2016 and Y2017* (Forecasting)

16.00%

14.03%

14.00%

12.00%

a,
10.41% 9.86%

10.00%

8.00%

6.00%

4.00%

2.00%

0.00%
Y2014-Y2015 Y2015-Y2016 Y2016-Y2017*

Recently, electronic commerce tries to provide advance technologies such as
virtual reality (VR), augmented reality (AR), and virtual marketplaces (VMs) to
compensate for obstacles in electronic commerce. In electronic commerce, consumers
can only see an image or video presented the product, but it lacks the senses of touch
and feel compared with a brick-and-mortar store. VR started to be applied to
computer games in the 1990s, and Ford also began implementing VR for vehicle
design and production in 1999 (S. Barnes, 2016). Virtual reality (VR) has been
applied to electronic commerce to allow consumers to interact with seller through
three-dimensional (3D) stores. Consumers will be able to walk and look around the
store, even pick up a product from a shelf (Chittaro & Ration, 2000). Virtual reality
brings consumer’s experience closer to real world shopping. It can also respond to a
consumer’s reaction immediately by using camera to detect their feelings. Besides
VR, Augmented Reality (AR) is another advanced technology that can be
implemented for online transactions. AR is “an interactive technology that integrates
computer-generated sensory information to a physical environment in real-time” (K.
Y. Lee, 2012). AR allows online consumers to try on product by seeing two

dimensional of product image on their body, of which monitor by motion capture



camera. Prior scholar suggested that 3-D product visualization influence non-
evaluative aspects such as attitude strength (K. Y. Lee, 2012). Klein (2003)
determined “a virtual experience leads to stronger beliefs in product claims and more
intense brand attitudes than 2-D internet ads”. However, even though Petty,
Haugtvedt, and Smith (1995) and Raden (1985) and Gabisch and Gwebu (2011)
found virtual interactions have a significant lead to strong brand attitude, there has yet
to be an empirical study in electronic literature that virtual experience is capable to
predict and significant impact on consumer purchase intention directly. However,
Sivunen and Nordback (2015) examined on quantitative and qualitative research in
Second Lift (the virtual world), the study found that social presence generates a
strong relationship between groups and subgroups. It also lead to psychological and
physiological effects, of which “including affective, cognitive and behavioral effects”
(Mennecke, Triplett, Hassall, Conde, & Heer, 2011). More broadly, “social presence
has a strong link to consumer engagement in their examination of brands using social
media” (Ashley & Tuten, 2015), and Lu, Fan, and Zhou (2016) posit that social
presence significantly influences trusting beliefs, which will turn into consumer
purchase intentions.

Hoppe, Lamy, and Cannarsi (2015) reported Southeast Asia is one of the
regions where electronic commerce has been highly adopted. Due to the
diversification of nationality, Southeast Asia’s inhabitants have an important thing in
common which is the eagerness to use technology. Statistically, Southeast Asia has
more than 250 million of smartphone users, which also implies the attentiveness to try
new things, and huge prospect for electronic marketplace especially the penetration of
online retail. Concentration in Thailand, ETDA (2016) reported internet users among
Thai population reach 38 million people approximately. Thailand’s electronic
marketplace is valued as 2,034 billion Baht and is expected to continuously increase
3.65% from 2015. Hoppe et al. (2015) reported Lazada, Kaidee, and PanTipMarket
hold the highest market penetration of electronic marketplace in Thailand
respectively. Customers can access the system from any platform to complete
transactions in the electronic marketplace such renting cars (GrabTaxi, Uber) or
houses (AirBnB), buying things (Weloveshopping, Lazada), or even selling their used
products (Kaidee, PantipMarket, Facebook, Instragram, Line, WeChat, Bigo Live). As



Thailand has been awakened and concerned about the digital economy, one of the
plans of the government has been to emphasize its national security. In January 2015,
cyber security bill was approved by Prime Minister Prayuth Chan-ocha’s cabinet and
pending in National Legislative Assembly to officially be passed into law. This
proposed bill gives power to the government to oversee people’s communication.
Especially important is Section 35 of the bill that addresses that committees are able
to access information on any electronic devices such as cell phone, personal computer
without any authorization by court.

Furthermore, Thai government restructured the Ministry of Information and
Communication Technology (MICT) and also changing them to be the Ministry of
Digital Economy and Society. They recently implemented the national electronic
payment project: PromptPay, which the Ministry of Finance aims to update into the
current payment system by using a national identity smart card and telephone number
attached to a personal bank account. The Thai government also attempted to use
PromptPay for oncoming tax refunding. There is the integration between government
sectors, local bank, and British payment infrastructure company called VacaLink.
Lately, Bank of Thailand and Thai Bankers’ Association agreed to postpone the
launching of PromptPay to the first quarter of 2017. So, PromptPay’s system will be
tested thoroughly to ensure about efficiency and stability. Therefore, Thai people are
still reluctant to apply for PromptPay’s service due to aforethought of their privacy
concerned and cyber-attacks. Since the project’s kick off in July 2016, only 14
million of total 40 million local bank accounts have signed up for the pre-registration
(reporters, 2016).

In Thailand, electronic marketplaces are continuously growing and expanding
in mobile device platform which reach more than 83.5 million mobile subscribers in
2015 (ETDA, 2016). There are few research papers that concentrate on C2C
electronic classifieds marketplaces as P2P system in Thailand. Most mainly focus on
B2B, B2C, and C2C electronic marketplaces. Even both public and private sectors
omit the concentration of C2C e-commerce. As aforementioned, there are some huge
opportunities in C2C electronic classifieds marketplaces as P2P systems in Thailand
to grow. This study will define the involvement between buyers’ perception towards

seller and intermediary, based on its essential antecedences of trust and risk in C2C



electronic classifieds marketplaces via P2P system. As the customer’s hesitation
occurred habitually, a prerequisite of successful business is trust (Dan J., Yong 1.,
Sviatoslav B., & H.Raghav, 2004; Gefen, 2002; Sirkka L. Jarvenpaa, Tractinsky, &
Sarrinen, 1999; Urban, Sultan, & Qualls, 2000). Trust is even more considerable in
electronic marketplaces than traditional because cyber transactions are borderless,
blindfolded, and non-instantaneous unlike physical marketplace where both buyer and
seller meet directly. Dan J. et al. (2004) suggested electronic marketplaces are mainly
focused on process of transactions, in contradiction with brick-and-mortar stores,
which focus on personal relationships. Trust is the essential aspect according to
information technology acceptance, as it is needed to enlarge the prospect customer
pool, and retain existing customers. It can be viewed as a multi-dimensional construct
by combining specific beliefs and overall assessment of trust which influence
behavioral intentions (Gefen, 2002). In addition, perceived risk has been considered
as another major hindrance which influences consumer behavior (Bauer, 1960).
Previous studies proved that perceived risk has a negative effect on the intention to
adopt electronic commerce (Crespo, Bosque, & Sanchez, 2009; Featherman &
Pavlou, 2003; Hernandez, Jiménez, & Martin, 2010; Pavlou, 2003; Yong Hui & Jing
Wen, 2009). The augmentation of internet frauds and scam will similarly arise risk
avoidance behavior (K. Kim & Prabhakar, 2000).

According to significant factors that are related to Thai’s C2C market, trust and
risk in electronic marketplaces are major impediments of its expansion. The
postponement of PromptPay shows anxiety of Thai people about security, privacy,
and instability of system. People aware of their data privacy will be safe and use the
system appropriately. Trust will lead to a user’s perception to perceived risk directly.
One of key success factors in e-commerce is to establish a trusted transaction process
where a prospect consumer feels relaxed and has more confidence about such
transactions. Prior researches define trust through dissimilarity dimensions as
psychological, social, managerial, and technological. In electronic commerce context,
the definition of trust tends to be more dislocated, and case-specification which
concentrates on security, privacy, public key infrastructure, and authentication to
access into systems (Benantar, 2001; Bhimani, 1996; Hsiung, Scheurich, & Ferrante,
2001; Dan J. Kim et al., 2008; Manchala, 2000). Previous studies focus on behavioral



and social constituent of trust in electronic commerce context, which concentrate on
limited variable of trust antecedent and trust in seller. However, researchers have not
developed a comprehensive understanding of all factors that affect a consumer’s trust
in C2C electronic classifieds marketplaces as P2P system in Thailand. Most of the
prior research focus primarily on consumer trust in the salesperson. Plank, Reid, and
Pullins (1999) suggested consumer trust could have multiple dimensions such as
product, salesperson and intermediary. In the e-commerce context, trust is defined as
a subjective belief and the willingness of individual to rely on involved parties. This
study will focus on trust, risk, and its antecedents of buyer perception on seller and

intermediary specifically.

1.2 Research objectives

e Aim to analyze consumer purchase intention in C2C electronic classified
marketplace in Thailand in a holistic standpoint to understand role of trust,
risk and benefit perception based on the scope of five different categories
of the antecedents

e Examine the relationship between the five different categories of
antecedents and trust, risk and benefit perception

e Confirm the relationship between all major constructs grounding on
Theory of Planned Behavior (TPB), Theory of Reasoned Action (TRA), and

Extending Unified Theory of Acceptance and Use of Technology
UTAUT?2)

e Utilize the consequences of study to improve an involving function, and
generate trust from customer and trying to prevent factors which will

generate risk

1.3 Motivation for conducting research

This study aims to concentrate on the consumer’s perception in C2C electronic

classified marketplaces (C2C) in Thailand and understand behavior of buyer which



based on their trust, risk and benefit perception upon seller and intermediary in the
market. As we all know that technology involving with every single movement of our
live, especially mobile phone. For decades, people use mobile phones for voice
communications only. Anyhow, technology of mobile phone has been fast developing
and also continuing evolve (Townsend, DeMarie, & Hendrickson, 1998). Nowadays,
mobile phones have the ability to fulfill human lifestyles like online socialization and
shopping, searching for information which are capabilities far beyond the previous
technology (J. Anderson & Rainie, 2012). Hoppe et al. (2015) shows there is an
enormous number of mobile phones used in Southeast Asia, which shows an
eagerness to adopt new technology. Thailand is one of the high potential markets for
electronic commerce. Due to the wide spread availability of nationwide 4G
telecommunication, ( ETDA, 2016) reported Thailand is the largest user of social
commerce, the new electronic commerce business model. Half of online purchases in
Thailand were completed via mobile devices and 51% of online consumer had
purchased directly via social media. The Thai consumer trend is to search for product
information and purchase online through Facebook, Instagram, and Line which
generated a new business model as social commerce or C2C electronic classified
marketplaces. Those channels have more than 10,000 online stores whose numbers
are continually growing. Thai consumers highly value brands that could interact with
them as C2C electronic classified marketplaces in P2P platform. Nevertheless, C2C
electronic classified marketplaces will create an opportunity for consumers to search
for product information such as comments and recommendations from real users who
have already purchased the product. It will also allow consumers to interrogate the
seller about the product. The reason why C2C electronic classified marketplaces or
social commerce are blooming in Thailand is because it highly fulfills Thai
consumer’s habits and lifestyle. Online sellers post their product via social media as
Facebook, Instagram, and Line to catch a buyer’s attention. Then target consumers
who are interested in the product will directly contact the seller via P2P platform to
interrogate about product’s details and features. If the consumer is satisfied with these
product features and price, then they will complete online transaction with seller.
After online purchasing, the seller will be appeal to satisfied consumers to review

their product, and to publicly notify relations via their social media friend lists. Once
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the seller can make the consumer satisfied with product, then these consumers will
help to publicize and advertise the product for free charge. Recently, Facebook has
recognized the fast blooming of Thai C2C electronic classified marketplaces, by
launching Facebook marketplace. Likewise, Facebook tested their payment system in
June 2016 and first launched new service in Thailand in August 2016.

Even then, successful business is apparently based on the number of selling
amount, but only that number is not enough to guarantee ability of consumer to
purchase certain product. To understand Thai consumer’ s habits and perception
toward online purchasing behaviors, prior studies suggested consumer’ s major
concentration normally based on their trust and perception of risk on product. Without
trust, how can a consumer complete a transaction with an unknown seller and
intermediary, they are not even able to see and touch product before buying. This
research will study the relationship between the antecedents of trust and risk related to
consumer’ s perception, of which affect the attitude toward online purchasing in
dimension of buyer. To see how a consumer’s online trust and risk perception were
generated, this study will have categorized those antecedents into four different
aspects (Dan J. Kim et al., 2008). Most of the prior studies pay attention to C2C
electronic marketplace based upon auctions, which relatively places little attention on
C2C electronic classified marketplaces via P2P platform. Especially in Thailand, there
are few studies of this dimension even though Thailand is the most blooming country
to emerge this electronic commerce model. T he majority of research and statistical
analysis in Thailand concentrated on B2B, B2C, and B2G. According to Thai
consumer behavior purchase online product via social media, it creates a new
electronic commerce trend, a so called social commerce as a subset of C2C electronic
classified marketplaces Furthermore, this empirical study will have a great

opportunity to explore and deeply understand this type of electronic commerce model.

1.4 Contributions

1.4.1 Theoretical contributions
This research endeavors to study consumers’ conduct in C2C electronic

classified marketplaces based upon the five different categories of antecedents to see
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how trust, risk and benefit perception play a significant role on consumers’ online
purchase decision. This study will clarify concepts of C2C electronic classified
marketplaces, wherease the prior studies merely concentrated upon C2C electronic
marketplaces which use auctions to determine prices. Given the objectives of
empirical research report in this dissertation, it will focus on non-auction based C2C
electronic classified marketplaces. This electronic market type appraises a fixed price
of product or negotiation mechanism instead. As perspective, in Thailand, consumers
mostly involved in electronic commerce as ETDA (2016) reported a huge amount of
online transactions. However, they are not recognized or even conceived that Thai
consumers’ conduct drives a trend of electronic commerce, so called ‘Social
commerce’ (TechsuaceTeam, 2016). Besides, past studies show that essential role of
trust, risk and benefit perception are basically behind the ultimate success in
electronic commerce. So, this dissertation aims to gain an in-depth understanding by
studying the relationship between trust, risk and benefit perception, and its
antecedents toward consumer’s purchase intention in C2C electronic classified
marketplaces. More importantly, the study contributes to the extent of academic
literature in the field of electronic commerce by expatiating a prior study about C2C
electronic marketplaces, which is relatively scarce. Moreover, it will contribute to
theory, which will be used to apply to marketing strategy. This study also applies to
prior literature by examining the relationship between the five different categories of
antecedents regarding trust, risk and benefit perception of consumer. Based upon Dan
J. Kim et al. (2008), the prior study divided the antecedents of trust, risk and benefit
perception into four different aspects: cognition, affect, experience, and personality
for comprehensively understanding consumers’ conduct to be more clear about related
factors which effected to consumer purchase intention in online marketplaces.
Furthermore, this study aims to examine the antecedents more deeply by adding
another category as a calculative aspect. Grounding on Theory of Planned Behavior
(TPB), Theory of Reasoned Action (TRA), and Extending Unified Theory of
Acceptance and Use of Technology (UTAUT?2), this study endeavors to prove all
major constructs significantly affect consumer purchase intention, even though the

time and circumstances have changed. And lastly, this study endeavors to confirm that
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the idea concept that trust, risk and benefit perception are still the most influencial

factors in online marketplaces.

1.4.2 Practical contributions

According to the above mentioned the important of trust, risk and benefit
perception in C2C electronic classified marketplaces, the study shows trust, risk and
benefit perception of consumer could possibly be administrated by an involving party
( Mayer, Davis, & Schoorman, 1995) . Both seller and intermediary could apply
outcomes of this study to enhance the operation of their online platform and
application in such market to fulfill consumers’ satisfaction and impression. Those
enhancing factors also suggest successful completion of online purchase transaction in
C2C electronic classified marketplaces by providing an essential determinant of
consumer trust, risk and benefit perception related to their intention to purchase.
Involving parties could apply such result to attract potential consumers who would
like to purchase online, still untrusted with seller, intermediary and system. The
research findings support developments by examining insightful relationships
between consumers’ trust, risk and benefit perceptions regarding the five categories of
antecedents. Likewise the consequence will provide details of how the antecedents
will affect trust, risk and benefit perception of consumer and how does trust, risk and
benefit perception will affect consumer purchase intention in C2C electronic
classified marketplaces. Furthermore, this study also provides both direct and indirect
effect of the antecedents to consumer purchase intention. The study indicates types of
trust, risk and benefit perception, of which seller and intermediary could be prioritized
in online purchase behavior.

More practically, the research finding may be applied any other fields apart
from electronic commerce applied largely in research study, C2C may also be applied
in other fields such as financial, applied science, or even education. C2C, in various
purposes, may be replaced by a peer-to-peer system, and always be mentioned in
related research about sharing economy. Sharing economy is an umbrella term which
describes transactions that support resource sharing. This term was first mentioned in
2008 and signifies “ collaborative consumption made by the activities of sharing,

exchanging, and rental of resources without owning the goods™ (Lessig, 2008). In the
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economic transaction context, this refers to usage of an object that could be a physical
good or service and the consumption is separated into single parts. Each part is
collaboratively consumed in C2C coordinated network through online community
services or through intermediaries in B2C electronic business models ( Hamari,
Sjoklint, & Ukkonen, 2015). The Sharing Economy connects social network research
as collective intelligence with an area of online social commerce, of which is
established in C2C collaborations. Social commerce is a form of electronic
commerce, mediated by social media to support online social interactions where users
contribute by buying and selling products and services activities via social media
(Liang & Turban, 2011). The ownership transfer of products and services is not the
focus of the sharing economy, as bookings and payments are the domain of social
commerce in C2C transaction (Puschmann & Alt, 2016).

In many research studies, the term peer-to-peer has been used instead of C2C;
however, its meaning makes more sense in system or computer way than in marketing
one. Economically, P2P has substantially reduced transaction costs and released a
massive amount of resources by making those resources available to others, of which
will enable the highest utilization through existing use patterns and sharing
consumption. P2P usually engages with more convenient, social, varied, sustainable,
anti-capitalistic, and inexpensive choice of consumption ( Belk, 2007; Leismann,
Schmitt, Rohn, & Baedeker, 2013; Matzner, Chasin, & Todenhdfer, 2015) .
Thereupon, stakeholders in C2C electronic classified marketplaces as P2P platform
will obtain their preferable price that sellers are willing to sell, and buyers are willing

to search and compare product’s details and price as they needed.



CHAPTER 2

CONCEPTUAL DEVELOPMENT: RESEARCH MODEL
AND HYPOTHESIS

This chapter provides a complete research model grounded in the technology

acceptance research field, and related theories which influenced to the research model.

This chapter will provide an overview of construct variables from prior studies related
to the research development model, details on how each concept has been interpreted
in previous literature whereby enable reader to understand the meaning of research

construct. The theoretical discussion in this chapter will make a link between role of

trust, risk and benefit perception and its antecedents, of which effect to consumer
attitude toward purchasing intention in C2C electronic classifieds marketplaces in

Thailand. Furthermore, the study indicates antecedents of trust and risk perception,
and classifies them into four different types (Dan J. Kim et al,, 2008). There will be an

explanation of C2C electronic classifieds marketplaces and P2P system to clarify the
concepts, and to gain a deep understanding between the two different types of C2C

electronic commerce. Each construct will be thoroughly explained based upon
literatures and describe relationship between them. Theoretical discussion in this

chapter will explain the relationship between those construct variables and the impact
of latter concepts on consumer attitude that will affect to their online purchasing

behavior. Lastly, this study provides related theories which link to the modification of

the research model.
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2.1 Completed theories grounding on individual technology acceptance
research field

All knowledge and research are required for the critical examination based upon

previous studies. Generally, the research model testing has been examined by different

research fields to confirm whether time and circumstance have changed, but the
validity, reliability, and consistency of such completed theories have remained the

same. The primary process of empirical study is the model validation testing by

validated instrument of each construct in a current study because the research

methodology approach might be changed (Sundaravej, 2010). The following completed

theories are based on the technology acceptance research field, which show the

determinants effect on perception with different dimensions individually.
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Figure 1: Theory of Reasoned Action (TRA) and Theory of Planned Behavior
(TPB) by Martin Fishbein and Icek Ajzen
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Figure 2: Theory of Reasoned Action (TRA) by Martin Fishbein and Icek Ajzen
(1975)

Theory of Reasoned Action (TRA) was developed by Fishbein and Ajzen
(1975) and Icek Ajzen and Fishbein (1980). The model determined that behavioral
intention is the immediate antecedent for behavior grounded upon the concept that
personal belief and attitude will affect performing such behavior intention, then an
intention drives actual performance as Figure 1 and Figure 2. Fishbein and Ajzen
(1975) separated antecedents of beliefs to behavior intention into two concept sets,
behavioral and normative. TRA focuses on a person's intention to behave a certain
way. An intention is a plan or a likelihood that someone will behave in a particular
way in specific situations by looking at a person's attitude towards that behavior as
well as the subjective norms of influential people, which could influence those
attitudes. Theory of Reasoned Action suggests that a person’s actual behavior is
determined by attitude toward behavior and subjective norm, which leads to personal
intention to perform their unique behavior. Intention is the finest predictor of each
behavior as cognitive representation of a person's willingness to perform a given
behavior, considered as immediate preceding factor in every behavior. Intention is
defined by two things: attitude toward specific behavior, and subjective norms. So,
the more favorable attitude and subjective norm is, the greater individual intention to
perform a behavior.

TRA is as essential model to explaining attitudes of consumer towards an action
throughout behavioral intention (Fishbein & Ajzen, 1975), which presumes two
independent of behavioral intention to determinants as attitude towards behavior and

subjective norm. Both concepts are related to consumers’ behavioral and normative
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beliefs. Figure 2 shows how the model will predict consumers’ actual behavior.
Attitude toward behavior posits that the degree of consumer’s favorable or
unfavorable reaction as appraisal and evaluation, toward such behavior. Normative
beliefs are identified as the probability that necessary reference individuals or groups
approve or not in a given behavior. Sheppard, Hartwick, and Warshaw (1988)
suggested that there are plenty of studies have used Fishbein and Ajzen (1975) model
in goal circumstances, even though the primary of model was created to deal with
behaviors, not consequence of behavior. TRA model had proven a remarkably robust
when it generalized beyond theoretical supports, and was widely applied in research
different aspects, included an acceptance of new technology model (Fred D Davis,
Bagozzi, & Warshaw, 1989; Scannell, 1999). TRA practically presumes that all
constructs are indirectly influenced by behavior, by effect to social norm, attitude, and
others related factors. Internally, TRA variables may use a common frame of

reference to integrate future study.

2.1.2 Theory of Planned Behavior (TPB)
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Figure 3: Theory of Planned Behavior (TPB) by Martin Fishbein and Icek Ajzen
(1991)

In 1991, Theory of Planned Behavior or TPB was developed by Icek Ajzen,
which was an extension of Theory of Reasoned Action or TRA. The TPB model
begins with the TRA model, and then adds perceived behavioral control. An existing
TRA is limited by dealing with incomplete control of a particular behavior. Based
upon original model as TRA, TPB’s main goal is to determine a personal intention

which aims to perform a given behavior. Ajzen presumed that an individual’s
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intention is a motivated constituent would effect a behavior regarding the willingness
to try and the effort to perform such thing. Generally, the more intention that
individual would like to involve with a behavior, the more possibility that individual
will perform in actual behavior. Therefore, TPB added the boundary condition of
control including personal beliefs regarding the possession of essential resources
individually and the opportunity to perform such behavior. When people recognize
that they own more resources and have an opportunity to achieve or possess
something, then the better individual will have perceived behavioral control over
those behaviors. Icek Ajzen (1991) recommended that people’s behavior would be
influenced by their perception about how confident that they perceived they have
ability to perform and control over such behavior, which is known as perceived
behavioral control. Furthermore, prior studies explained self-efficacy belief as a factor
that influences an individual’s thinking pattern, emotional reaction, and performance
(Bandura, 1982, 1991). In TPB concept, Icek Ajzen (1991) identified self-efficacy as
a perceived behavioral control and places it into the original TRA model to explore
the relationship among belief, attitude and intention.

TPB was developed to compensate for TRA’s chief drawback which is a lack of
consideration in control. As Figure 3 shows, TPB presumes three independents of
behavioral intention to determinants as attitude toward behavior, subjective norm, and
perceived behavioral. These three types of belief are related to behavioral, normative,
and control. Attitude towards behavior and subjective norm are similar to the
previously discussed TRA. Furthermore, perceived behavior is a key difference
between TRA and TPB. Perceived behavioral control is defined as a consumers’
perception of how easy or difficult it is to performing such behavior, depending on
different circumstances and actions. Also, control beliefs are measured by resources
and opportunities possessed by individuals, and consider with an anticipated
hindrance. The more favorable the consumer’s attitude of social norm is toward a
behavior, the greater the consumer’s perceived behavioral control is, and the greater
expectations are on consumer intention to perform a given behavior. Essentially, an
association between attitude toward behavioral, subjective norm, and perceived

behavioral control in a predicted intention is expected to transfer across behaviors and
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circumstances. As a consequence, in some circumstances, probably only one or two

constructs might be significant.

2.1.3 A Technology Acceptance Model (TAM)
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Figure 4: Technology Acceptance Model (TAM) by David (1989)

Technology Acceptance Model (TAM) was developed by Fred D. Davis
(1989) , is an essential model in information systems/information technology (1S/IT)
acceptance used to examine individual intention to accept and use new technology.
TAM was developed to describe a computer-usage behavior, of which is based on the
theory of reasoned acting (TRA) (Fishbein & Ajzen, 1975). TRA posited that
individual’s beliefs influence their attitudes, which then turn into intentions, and then
subsequently generate such behaviors (P. J. Hu, Chau, Sheng, & Tam, 1999). TAM
applied TRA to an information technology acceptance model. TAM aimed to
“provide an explanation of the determinants of computer acceptance that is general,
capable of explaining, while at the same time being both parsimonious and
theoretically justified” (Fred D Davis et al., 1989). Based upon an extension of the
TRA model, TAM introduced the two concept of beliefs, perceived ease of use
(PEOU) and perceived usefulness (PU) to represent usage’s perceptions and
experience about using such particular system based upon how easy and useful to use
that system individually. Fred D. Davis (1989) determined perceived ease of use as
"the degree to which a person believes that using a particular system would enhance
his or her job performance" and perceived usefulness defined as "the degree to which
a person believes that using a particular system would be free of effort". Prior studies

suggested that TAM is an appropriate model to explain technology acceptance
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behavior of information system with different circumstance across different countries
and levels of expertise (Gefen, Karahanna, & Straub, 2003a; Gefen, Karahanna, et al.,
2003b; Rose, Khoo, & Straub, 1999). TAM has been examined in the context of
work-related activity. Otherwise, TAM can be applied to a non-organizational setting
(Agarwal & Karahanna, 2000; Fred D Dauvis et al., 1989; Fred D Davis, Bagozzi, &
Warshaw, 1992; Mathieson, 1991; Szajna, 1994), also including electronic commerce
(Gefen, Straub, & Boudreau, 2000; Gefen & Straub, 2000; Lederer, Maupin, Sena, &
Zhuang, 2000; D. Lee, Park, & Ahn, 2001). Basically, TAM is representing
voluntarily intentions to accept when to use a new technology. Gefen et al. (2000)
applied TAM to electronic commerce with underlying logic that IT users will
rationally react when they choose to use such technology. For a decade of using
TAM in the electronic commerce field, prior scholars suggested that the model is

properly applied into this kind of context.
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Figure 5: Extended Technology Acceptance Model (TAM 2) by Venkatesh
and Davis (2000)

However, in 2000, Venkatesh and Davis (2000) developed Technology
Acceptance Model 2 (TAM 2) based upon TAM, with the basis to fulfill drawbacks in
the original one. The model integrated two additional processes: social influence
processes (Subjective norm, image, voluntariness) and cognitive instrumental
processes (perceived usefulness, job relevance, result demonstrability, output quality).
Both of these processes were critical factors to the study of user acceptance. TAM

was developed to explain why users accept or reject an innovation of information
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system. Meanwhile, TRA was aimed to describe and predict individual behavior.
TAM emphasized the influence derived from internal beliefs and external variables,
which indicated that IT usage could be explained by perceived usefulness and
perceived ease of use. TAM 2 extended an original TAM model to explain usage
intentions and perceived usefulness in terms of cognitive instrumental processes and
social influence. The difference between original TAM and TAM 2 model is the
addition of three additional variables: ‘‘subjective norm”, ‘‘voluntariness”, and
“‘image” (Venkatesh & Davis, 2000). In TAMZ2, subjective norm is defined as a social
influence variable, which is more appropriate to the present study. Venkatesh and
Davis (2000) determined that the social norm concept impacts an opportunity for
individuals to adopt or reject a new system. People may choose to perform a behavior,
even though it is not their favor towards those chosen behavior and consequences.
Both TAM and TAM2 are widely used to study why consumers use or adopt new
technology (Jen Her & Shu Ching, 2005; Kenneth CC, 2007). Fishbein and Ajzen
(1975), Venkatesh and Davis (2000) determined subjective norm as an individual
perception, where someone influences to them think that such behavior should or
should not be performed. In TRA, subjective norm has a direct effect on behavior
intention (Venkatesh & Davis, 2000). In addition, perceived usefulness (PU) is
determined as ‘‘the degree to which a person believes that using a particular system
would enhance his or her job performance” (Fred D. Davis, 1989). Whether people
tend to use or not use a technology or application, is ground on their belief that a
technology will help them to perform their job better. Perceived-ease-of-use (PEOU)
is described as “‘the degree to which a person believes that using a particular system
would be free from effort”.
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2.1.4 Diffusion of Innovation Theory (DOI)
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Figure 6: Diffusion of Innovation Theory (DOI) by (E. Rogers, 1995)

Everett M. Rogers introduced Diffusion of Innovations Theory (DOI) in 1962
to explain how new technology extends through different cultures and perspectives,
and an individual’s willingness to adopt and use such technology until last stage of
technology life cycle where there is an innovative technology coming to replace an
existing one. The main concept of DOI theory is “the process by which an innovation
is communicated through certain channels overtime among the members of a social
system” (E. Rogers, 1995). E. M. Rogers (2004) identifies an innovation as “idea,
practice, or object that is perceived as new by an individual or other unit of adoption”.
Basically, DOI theory determines that the adoption processes are comprised of four
components as: innovation itself, time, communication channel, and individual’s
society. These four components promote or preclude a user to adopt an innovation (E.
M. Rogers, 2004). Prior studies recommend DOI theory as one of the most influential
theories in the marketing and communication fields. This theory is also related to four
different theories on how to deal with innovation diffusion. The theories are
grounding on individual innovativeness, innovation decision process, rate of
perceived attributes and rate of adoption.

As Figure 6 shows, Diffusion of Innovation theory is explained by