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Abstract

The purpose of this study is to demonstrate empirically whether replacement intervals of mobile

phones sold in China online B2C are influenced by purchase points such as holidays. If there is a

holiday effect, it is expected that the product replacement interval or interpurchase interval will be

short compared to the usual one at holiday time. In order to verify this positively, at TMall, one of

the largest B2C sites in China, we explored 5,132 replacement cycle intervals and the point of

purchase at which one of the sales records of an agent dealing with all multinational mobile phones

had minimum two purchase records. As a result, there was a buyer who had shorter replacement

period than usual in holiday season. There was no statistically significant difference in the intervals

of interchange between holidays. Based on the results, it was found that the mobile phone vendors

were aware that purchasing was occurring due to the holiday.
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3. Holiday effect of purchase time
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Table 1. Statistics of Interpurchase time

Type N Mean STD Min Max
Spring season 693 251.8 139.8 36 813
Labor day 397 257.3 129.4 42 610
National day 362 268.1 154.4 36 653
Usual day 3680 297.4 189.2 44 964
Total 5132 286.1 177.8 36 964
H H
LES LE)
(a) Holiday (b) Usual day

o) 24 AT,

Table 2. Interpurchase time of holiday

Type N Mean t-value Pr> |t]
Holiday 1452 257.5
8.27 0.001
Non holiday 3680 297.4
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Table 4. Sheffe test

: Subgroup(p=.05)
Holiday N
1 2

Spring season 693 251.8

Labor day 397 257.3
National day 362 268.1

Usual day 3680 297.4

p-value 491 1.0

3. Effects of holiday type on interpurchase time
ANOVA #4& Fd] WA = AFuAF7] 144 5
AX O frogk zfe]7t ‘”‘iixl‘ﬂ 3ol vlEl A fEol
WAF7| mAE G SHAAE ofw zto|7} gleA] A
= < 594

o
S0 93] FHUEE FAAE o 2 7

T2 39 FAEAE AAEIT SHNTE BIAE 712
WFE(reference category) o2 T Z+zke] WAL spdHa

(dummy variable) 2 ] 3}3ith
B A} HogAlol wlE] z} 4

T JHEL fFejulstAl A
S FEATIE Ao YETh o5 F4(spring season)©]
71 2 93H(B=-.088, p<.00D)E A& Ao Yepgton,
I ko R =FH(labor day), =74 (national day) =0l
tHTable 5). o|&]3t Aul= WA 7|2 2asle] niAg 2
S BRoEA LHAEY AFUAE FES F USE A

A

Table 5. Effects of holiday type on interpurchase time

Variables B B SE t-value | Pr>|t|
Intercept 297.6 0 2.9 102.0 .001
Spring season -45.6 —-.088 7.3 -6.2 .001
Labor day -40.1 -.060 9.4 -4.3 .001
National day -29.4 —.042 9.8 -3.0 .003

V. Conclusions
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