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The Factors on the Use of Online Overseas Purchasing
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Abstract

As the number of people going aboard is growing and technology is developed rapidly, Chinese
customers are also getting better understanding about overseas products, and they hope to get less
expensive and better ones, which leads to the growth of the online overseas purchasing agent service.

In this paper, we tried to analyze the factors that impact the usage of online overseas purchasing
agent service using the survey data. We found that customers pursue not only the reasonable prices
but also enjoyment of shopping in the online overseas purchasing agent service. In addition, product
scarcity and the information literacy of a customer were positively related with the use of online
overseas purchasing agent service.
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(Table 1) Experiential Value of the Online Consumer

Experiential Value Contents
) Entertainment Value | Reflected value comes from the stimulation of the online shopping site
Aesthetic Visual Appeal Driven by the design, physical attractiveness and beauty in the retail
Playfulness Intrinsic Enjoyment | Playfulness comes from engaging in activities that are absorbing
Escapism Playfulness that allow temporarily get away from the day-to-day world
Consumer Economic Value Reflected value comes from the potential benefit through financial investment
ROI Efficiency Potential returns on the investment of psychological and behavioral resources

Service Excellence

Reflected value comes from the consumer appreciation of a service provider
to deliver on its promise

Source : Mathwick et al.[2001].
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(Table 3) Results of Reliability and Validity Test(Independent

Variables)
Measurement Item R(.al.i - .Vahdlty
ability | Loadings | Ref.
Economic value vs. others 0.899 Sheth
Reasonable price 880 0.870 et al,
Economic value of purchase 0.771 1991
Enjoyment of purchase 0904 | Childers
Interest of purchase 913 0.909 et al,
Fun of purchase 0.845 2001
Diversity of product 0.846 | Ganesh
Diversity of brand 368 0.800 et al,
Diversity of new product 0.840 2010
Preference of scarce product 0.785 Lynn
Preference on limited edition 0.830 and
Preference on unique shop 810 0.832 Harris
Preference on scarcity 0.776 1997
Level of Internet utilization 0.803
Info. search through Internet 0.885 Lee
Level of Internet use 701 | 0870 g;i
Level of SNS utilization 0.851 2006
Info. search using SNS 0.742
X2 = 302.315(p = .000), df = 125, GFI = .89, AGFI = .857,
CFI = 949, NFI = 917, IFT = .95, TLI = .938, RMR = .079
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