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Abstract. This study examines the impact of online holidayrketing, also called
festival marketing, on consumer purchase inteniio€hina. To that end, we gathered
data from 317 questionnaires distributed in Chit Wwave experienced online shopping
with 296 useful samples. This study also identifiestival atmosphere, time pressure,
and price discounts as moderators in the relatipndfhe findings demonstrated that
consumers’ perceived usefulness and ease of ube d¢riternet promotion of the festival
had positive effects on their purchase intentiohengas their perceived risk had a
negative effect on their purchase intention. Initmiu, price discounts and festival
atmosphere had significant positive moderatingot$fen their purchase intention. Both
theoretical and practical implications for furtmesearch are discussed.

Keywords: holiday marketing; TAM model; customer perceptionpderating effect;
Double-11 shopping carnival
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1. Introduction

With the rapid development of the Internet, theirenlshopping environment has
continued to improve. Building on its huge advaetawyer offline shopping, online

shopping has developed at an alarming rate andgaeed all aspects of daily life. With

the improvement of the average living standard glgbthe number of people shopping
online is increasing daily. In China, the countrighwthe largest population, the trend is
becoming even more pronounced. As a main chanrmireént retailing, online shopping

is making a huge contribution to its economic gtowikccording to the Report on the
China Mobile Business Industry, Chinese online slvgp transactions amounted to
RMB 4.7 trillion in 2016, accounting for 14.2% dfe retail sales of social consumer
goods. Online shopping via China Mobile accounted &8.2%, 23 percentage points
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higher than last year. The mobile Internet hastaken computers as the main channel
for online shopping market, marking the arrivaltioé era of mobile e-commerce. The
development of the Internet and the maturity ofhiedogy have created favorable
conditions for people to purchase online. As péarthes trend, the popularity of online
shopping has provided the opportunity to move llidnarketing online. With the
development of e-commerce, e-commerce websites fiangshed, as in the case of
Taobao. In 2008, Taobao launched a business taicmrs(B2C) website, which was
officially renamed Tmall in 2012 (Zhang, 2015).rktent years, Tmall started a new era
of online holiday marketing to align with a sera@<holidays.

Before the birth of the global platform Tmall in i@h, e-commerce business
platforms used traditional festivals as opportesitto promote and conduct a series of
activities. However, a large-scale network marlgetactivity, like the largest online
shopping day in China, known as Double-11 shoppargival, significantly differs from
traditional marketing activities. Tmall has redefihlife for singles on singles day as the
need to be nice to themselves, even without lowaerd, give themselves a holiday. This
marketing concept has been taken up quickly byptitdic. Compared with traditional
marketing activities, Tmall carries out pre-saled afftash sale activities to attract
consumers and give consumers Double-11 carnivgbarms At the same time, Tmall
provides virtual reality (VR) technology for consemm to enter into fictitious
international supermarkets that enable self-selwioe/sing. By using microblogging and
WeChat to spread information, consumers see thragifon as stronger, and as such, this
stimulates their intention to shop. In additiore trse of unmanned aerial and unmanned
ground vehicles for logistics effectively alleviatthe cost of human distribution and
improves the efficiency of logistics and packagstribution. Moreover, the discount
information and spike times are clarified on thébgiee in the warm-up activities and on
the day of the big sale. All of these actions inwgraconsumers’ perceptions of the
usefulness and ease of use of the festival promotio

At present, there are many scholars studying hglidarketing online but most
researchers investigate this from the perspectiveommunications, marketing plans
(Sun &Tian, 2017), and marketing situations. Initdd, they focus more attention on
the festival marketing phenomenon and combine whik the status of e-commerce.
Such studies lack adequate theoretical supporthane not addressed the concept of
festival marketing. Above all, few scholars aredging festival marketing in terms of
domestic e-commerce and online shopping. As a enaguntribution to the literature on
online marketing, this study, using China’s Doubleshopping carnival as an example,
investigates the moderating effect of festival apiwre, time pressure, and price
discount on consumer purchase intention. In thetinig, study provides a basis and
reference for e-commerce enterprises to refine ianptove their holiday promotional
strategies. In practice, by identifying how thesisibesses can better meet the needs of
consumers this study promotes a win-win resultdoth consumers and e-commerce
enterprises.

2. Theoretical background

2.1. Online shopping behavior

Online marketing is a relatively new approach basedhe Internet that uses digital
information and online interactive media to pursuwerketing objectives, thereby creating
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new age marketing (Bai,2017). With the support mteinet, websites can fetch an
enormous amount of detailed consumer informatiomr FEexample, consumer
consumption characteristics, consumption trendd,camsumer hobbies can be obtained
through the Internet. In this vein, the marketen dareakdown consumer criteria
completely, using information that is more preca®d dynamic, and can meet any
consumer's needs. From a simple price war to hiapisg of a festival atmosphere,
marketers target consumer characteristics andecee#tteme for each festival that suits
the features of the market. E-commerce not onhoives a key shopping channel but
also a channel that can make specific festivals éxiclusive online consumer holidays,
where festival shopping online becomes part offéstival culture and strongly affects
the consumer's online shopping habits. Studiesctoifs that influence consumer online
shopping behavior have mainly focused on consurharacteristics, online shopping
behavior characteristics, and the shopping prodgsssumer online purchase behavior
has been shown to be mainly affected by age, geaddrother demographic factors. In
addition, studies have shown that it is affectedthiy social environment and online
context factors (Babar et al.,2014). In this stuthg, personal factors of consumers and
their consumption situations are discussed as B3 pf the shopping behavior.

2.2. Personal factors

Many scholars have studied the consumption behafie-commerce consumers using
the Technology Acceptance Model (TAM) and have commethe conclusion that
consumer perception has an impact on consumeudssit Moreover, consumers’
perceived risks of online shopping is a hot redeaopic as it directly influences user
attitudes towards online purchasing as their aituhave a significant impact on online
purchasing behavior (Ariff et al.,2014). Ibrahimagt (2014) verified that perceived risk
had a significant negative impact on consumer mgliess to shop online. Using
empirical research and data analysis, Juniwati4p@dlded the variable perceived risk to
their study based on the TAM model and found tleat@ived usefulness, ease of use,
and risk had significant influence on attitudes a@osvonline shopping. According to a
study regarding consumer attitudes towards usingnéine airline ticket ordering system,
perceived usefulness influenced the attitudes tdsvansability of airline ticket
reservations more than perceived ease of use asd(teuritno & Siringoringo,2013).
Pappas (2016) conducted research on the relatmm@shong customer trust, perceived
risks, and online shopping behavior and found trdine purchasing intentions were
equally influenced by product and e-channel consuruast.

2.3. Consumer consumption situation

Domestic and foreign scholars have largely focusedonsumer perception in the study
of consumer consumption willingness, however, tlomsamer purchase willingness
during online holiday marketing has seldom beenresiged. Consumer purchase
intention is influenced by information distributiammannels, marketing efforts, personal
reasons, and other factors (Yu & Lee,2014). Asugial holiday marketing platform, the

online network redefines consumer brand awarenas$ purchasing channels.

Meanwhile, the network can establish a strong esnaticonnection between brands and
consumers. Against this backdrop, companies needodas more on consumers’
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emotional satisfaction to drive holiday marketing & higher level (Howison &
H.Marchant,2017). Most buyers will change theirlifes and attitudes based on
promotional activities. In fact, if they do not fulunderstand the products and services
on this basis, consumer attitudes towards promaticctivities may affect their
consumption willingness during the holiday (Johansst al.,2006).

2.4. Festival marketing

Festival marketing targets marketing activitiesispecial time period. Such marketing
takes an in-depth look at consumer psychology digghsathis with the basis of the
marketing plan. The main purpose of such markesngpviously to promote, sell, and
offer products and services. The methods used dvertssing, media, large-scale
promotions, and specific promotions of productyees, and brands (Bai,2017). Spears
(2006) argued that a festival atmosphere and agsdcipromotional activities raise
consumer expectations, increase the level of tledicitement, and increase the
consumer’s impulse to purchase. One reason this pnaguce such excitement and
impulsive purchase intentions may be the fact thatevent sponsors or organizers plan
and produce various festival activities that previcbnsumers with an experience that
transcends daily life; this could include leisusecial, or cultural activities (Getz,2005).
These experiences have both practical value thisfisa the consumer’s environmental
or physical needs as well as the value of pleasunich evokes consumer emotions
(Getz,1991).

Tanford & Jung (2017) determined that specific if@dtevents bring economic,
social, and cultural benefits to the festival hésom their analysis, they thought that the
festivals (events, entertainments, and themeditiesiy and their environments were the
most important factors that influenced the satisbacof the participants. Festivals are
also often important marketing avenues for spedéstinations. For holiday marketing,
which is for a particular festival, e-commerce Inasises adopt a variety of marketing
strategies from the perspective of consumer holideymnand. Many e-commerce
businesses are now creating online holiday mareénents like Amazon does on
Thanksgiving and Black Friday in the US and Alibaimesingles day in China. Swilley &
Goldsmith (2013) showed that consumers enjoyederdhopping against the backdrop
of holiday marketing. Khanna & Sampat (2015) exptbthe favorable and unfavorable
factors that influenced the online consumption b&iraof consumers during India's
festivals and concluded that festival marketingygthan important role in stimulating
consumers’ desire to purchase. In addition, tinesgures, the holiday atmosphere, and
other promotional factors all influence the constiorpbehavior of consumers (Yan et
al.,2016).

3. Research hypotheses

3.1. TAM model

TAM model is one of the most authoritative modélstican detect consumer willingness
to buy goods. The model considers that the usgesation directly determines the actual
use of the system and the user's attitude towhaedtethnology and the usefulness of the
system influences behavioral intentions (Davis,}9856 a certain degree, the process of
consumer shopping online has some similarities \ilid acceptance of information
systems; thus, the application of the TAM to thadgtof consumer online shopping
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behavior is feasible. From the perspective of ¥astmarketing online, based on the
TAM, we can explore the factors that affect thechase intentions of online consumers.
Figure 1 depicts the concept model of this study.

Festival Marketing
Festival Atmosphere (FA)
Time Pressure (TP)

Price Discount (PD)

Perceived Usefulness (PU)

Perceived Ease of Use (PE) A »  Purchase Intention

Perceived Risk (PR)

Figure 1: Concept model
Here, we hypothesized that:

H1: The perceived usefulness of the festival mamggtiromotion has a positive effect on
consumer purchase intention.

H2: The perceived ease of use of the festival ntgxdggoromotion has a positive effect
on consumer purchase intention.

H3: The perceived risk of the festival marketingpmotion has a negative effect on
consumer purchase intention.

3.2.Moderating roles of festival marketing
We view festival marketing online as a moderatiagiable based on the original TAM.
This variable is analyzed by its dimensions, fedtatmosphere, time pressure, and price
discount, adding the perception of risk. Therebg,can explore in-depth the impact of
consumer perception on purchase intentions agaimstbackdrop of festival online
marketing. Online festival marketing plays a motara role in the influence of
consumer perceptions on consumption attitudes. IFq2897) argues that a sales
atmosphere is one way to encourage consumers foon@semotionally in an
environment, which then encourages or hinders ¢oassi from staying, strolling, and
buying in consumption places. Sellers often usatdbom incentives to stimulate the
consumer’s desire to purchase; thus, this is alWeayted by time. For example, a "flash
sale" is a usual marketing strategy (Healy,2014icePdiscounting is also a common
tactic in online marketing as it attracts consunterdick to purchase by affixing a tag on
the promotional goods in the shopping interface.

According to the literature review, we proposefthilowing hypotheses:

H4a: A festival atmosphere plays a positive modiegatole in the influence of
perceptions on consumer purchase intention;

H4b: Time pressure plays a positive moderating iolthe influence of perceptions on
consumer purchase intention;

15



Bo Song and Zhong-hua Zhao

H4c: A price discount plays a positive moderatialg 1in the influence of perceptions on
consumer purchase intention.

4. Research methodology

4.1. Data collection

This study clearly defines the independent varmlfgerceived usefulness, perceived
ease of use, perceived risk), the dependent varieddnsumer willingness), and the
moderating variable (festival marketing), positpotheses, and establishes a research
model. In order to further subdivide the online mhiag market, the study focuses on a
target market (a specific online event) to identfynore appropriate marketing strategy
that can provide the basis for China's electronarket, which will be conducive to
promoting the further development of China's e-carom market.

This study used a random sampling method to chpastcipants in China who
have experienced online shopping. We distributed @lestionnaires and obtained 296
usable paired samples, for an overall responseofeé®3.38%. The main sample comes
from the coastal areas of East China. The partitipmcluded 93 men (31.4%) and 203
women (68.6%). Their ages ranged from 18 to 24 aued for 67.6 percent. Most
participants had a bachelor’s degree or higheradal qualification (85.1%). In terms
of occupation, 62.8% of the participants were ugdetuates, 16.2% were office
workers, and 14.2% were government officials.

4.2 Reliability and validity analyses

4.2.1. Reliability

(1)Perceived usefulness and perceived ease ofThgeperceived usefulness (PU) and
perceived ease of use (PE) for each participant wealuated using the scale developed
by Davis (1985). The early sample items includetihe’ promotion information of
‘Double 11’ was richer than ever before;” “I boughore product;” and “The promotion
had no influence on my shopping plans.” The latengle items included: “It is easy to
search information and pay during shopping;” “I oget the information that | am
interested in easily;” and “The efficiency of daiing goods is high.” Cronbach’s alpha
coefficients for perceived usefulness and percera@ske of use were 0.824 and 0.612,
respectively.

(2)Perceived risk. The perceived risk (PR) for gaafticipant was evaluated using a
scale adapted from Lim (2003). Sample items inaud&here is a problem with
disclosing personal data during shopping;” “Thedoicis may be raised the price before
cut the price;” and “The products may have qualitpblems.” Cronbach’s alpha
coefficient for perceived risk was 0.609.

(3)Festival atmosphere, time pressure, and prieeodnts. The festival atmosphere,
time pressure, and price discounts were evaluaséthua scale adapted from Foxall
(1997). The early sample items included: “The awnland offline activities of ‘Double
11’ created a strong festival atmosphere;” “Mankgtinformation frequently appears on
Wechat, Weibo, Subway, and other online and offboeasions;” and “I will focus on
the number of sales in ‘Double 11'.” The middle gdentems included: “I will pay more
attention to flash sales;” “I am really excited abthe products on the flash sales;” and
“The deadline for the promotion will make me rushpurchase.” The later sample items
included: “The price discount of the product is wh#tracts me;” “I will add it to the
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shopping cart based on the information of the pdiszount;” and “I bought lots of
products due to the price discount in the ‘Doulde”ICronbach’s alpha coefficients for
festival atmosphere, time pressure, and pricesodigs were 0.778, 0.696, and 0.801,
respectively.

(4)Purchase intention. The consumer's purchasatiotewas evaluated using the
scale proposed by Moon and Kim (2001). Sample iteémetuded: “I will take the
‘Double 11’ promotion into consideration first.” Will still go shopping next year on
Tmall.” and “I was satisfied with the products Iught on Tmall.” Cronbach’s alpha
coefficient was 0.824 for purchase intention.

4.2.2. Validation

Table 1: Reliability and validity tests

Scale| Number | Rotated Component| Cronbach’'se | CR AVE
Al 0.908

FA A2 0.845 0.778 0.869| 0.769
A3 0.72:
Bl 0.846

PD B2 0.78: 0.801 0.840| 0.636
B3 0.761
C1 0.862

TP C2 0.856 0.696 0.849| 0.653
C3 0.696
D1 0.880

PU D2 0.631 0.824 0.677| 0.860
D3 0.926
El 0.822

PE E2 0.847 0.612 0.639| 0.841
E3 0.724
F1 0.833

PR F2 0.825 0.609 0.602| 0.818
F3 0.656
Gl 0.906

Pl G2 0.905 0.824 0.910| 0.772
G3 0.82:
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To confirm the scales reliability and validity, wmnducted reliability analysis and
confirmatory factor analysis (CFA). Correlation bsés and regression analysis were
used to test the hypotheses. When testing for ratidgreffects, before computing the
cross-term, we centralized the variable scorestheul the scores of each dimension of
the independent variables were multiplied by theres of the centralization of each
dimension of the moderating variables.

This study used accurate scales that had been fealitiand reliable in previous
studies. Before data analysis, we conducted tesésgess the reliability and validity of
the scales. As the Cronbach alpha coefficientsrtepshow, reliability was high for all
scales. Confirmatory factor analyses showed thatbfdoadings were greater than 0.50
and less than 1 for all variables, indicating tiiegt convergent validity of the translated
scales was also high. We estimated the convergsidity of the model using average
variance extracted (AVE). All variables are preednin Table 1. We found the AVE of
the variables to be higher than 0.50, indicatirag the convergent validity of the model
was ideal. We then used CFA to find whether orthetfitting degree of the model was
good. According to Table 1, we can see that the ahedn be applied to estimate
consumers’ intentions.

4.3. Moderating effects results

Table 2: Moderating effects test

Model 1 | Model 2 | Model 3 | Model 4
PU (X1 2420 108,
PR (X2 Tao: 192,
o | 00| S
PD (U2 8,596+ | 7.870
PUxFA (X1U1) 29'?,13?5
PRxFA (X2UD) _'20_'219870,
PUXPD (X1U2) Z%gi
PRxPD (X2U2) _'10.91;57,
R? 0.205 | 0.169 | 0.399 | 0.374
F 36.213" | 9.737" | 9.976" | 28.690"

The moderating roles of festival atmosphere, timesgure, and price discount can be
estimated through correlation analysis. We fourad the Pearson correlation coefficients
were all above 0.05, which means that H1, H2, aBdwdre supported. H4a and H4c
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were also supported using the moderating effests Yée see that PUxFA has a positive
effect on consumers’ purchase intentiofis((180, t=2.338, p<0.05); PRxFA has a
positive effect on consumers’ purchase intentigq+s(Q.180, t=-2.297, p<0.05); PUxPD
has a positive effect on consumers’ purchase iter{$=0.209, t=2.973, p<0.01); and
PRxPD has a positive effect on consumers’ purchatention ¢=-0.137, t=-1.985,
p<0.05). The influence of time pressure on conssempurchase intention was not
significant. Thus, H4a and H4c were supportedpailgin H4b was not.

5. Conclusions and discussion

5.1. Conclusions

Previous researchers, such as Juniwati (2014) ampa® (2016), have found that
perceived usefulness, ease of use and risk ham#icimt influence toward intention to
shop online. The perceived usefulness of the f&ivmarketing promotion has a
positive effect on consumer purchase intention. @aned with traditional shopping,
online shopping broadens consumers' choice rangertyiding comprehensive and
diversified discount information. The perceivedeca$ use of the festival's marketing
promotion has a positive effect on consumer pueliention. In the process of online
shopping, product inquiry, payment and other opamat are clear and easy to
understand, and the logistics delivery efficiensyhigh, making online shopping more
convenient for consumers. The perceived risk offélsdval’'s marketing promotion has a
negative effect on consumer purchase intentionin@nshopping is not face-to-face
transactions, so consumers worry about productecteffiperformance, quality,
appearance), personal privacy, payment securitivetg process, the credibility of the
store and so on. They worry about that a seriasnpfeasant consequences may occur
once they choose online shopping.

Although much emphasis has been placed on conspereeption to purchase
intention (Juniwati,2014), holiday marketing ladksdepth research under the background
of the scene of consumers to purchase turned toeWweformat of e-commerce platform.
In this study, we focus on the moderating role ofiday marketing to consumers
perception and purchase intention. We add holidayketing as a moderating variable
based on the original TAM. An empirical study is daaon the influence of online
consumer perceived promotion on consumers' purdndésetion. Then we establish the
model of consumers purchase intention under theein€e of holiday marketing, in order
to discuss the influence mechanism of holiday margewhere the word-of-mouth
information spreads faster and wider in the ermobile Internet, on consumers purchase
decisions.

The conclusions that can be drawn from the empifindings are as follows: First,
festival atmosphere plays a positive moderating ol the influence of perceptions on
consumer purchase intention. Online holiday iseddht from traditional festival, and
consumers are attracted to participate in theaotem through the social function of the
platform. Its new and provocative festival atmosphmspired consumers’ interest and
enthusiasm for online shopping, then consumersoexpheir potential needs and enhance
their collective sense of belonging and confidemeepersonal decision-making by
following others’ purchase behavior. For exampladar the festival atmosphere of
China’s Double-11 shopping carnival, consumersnaoee motivated to make irrational

19



Bo Song and Zhong-hua Zhao

decisions and more likely to make impulse buying tluthe influence of their friends and
relatives on product evaluation, enabling the phesrmn that consumers to purchase lots
of things what they don’'t need is very common, drmiisands of consumers have hoarded
a large number of non-essential goods at home,hwhis further developed the gift-
giving attribute of shopping on Double-11 shoppiceynival and further enriched the
connotation of holidays.

Second, price discount plays a positive moderatiog in the influence of
perceptions on consumer purchase intention. Priseodnt is one of the traditional
marketing strategies and has always been the rffestiee promotion, while the effect of
price discount strategy is more obvious under entioliday marketing. On the one hand,
consumers' price psychology is an important fatitat affects their purchase behavior.
The platform of online shopping provides more coshgnsive price information. The
original price information of online price promatiosatisfies the consumers' price
psychology's recognition of product quality, ance tdiscounted price satisfies the
consumers' price sensitivity. On the other handinerprice promotion effectively solve
the problem of asymmetric product price informatiDue to the existence of the function
of evaluation and records, the phenomenon thaptive drops again and again will not
happen. Besides, consumers can get the price iafmmof other businesses through
price comparison between different e-commerce quiaus.

Third, time pressure has no significant effect onstimers’ purchase intention. On
the one hand, this indicates that consumers draatiused to making purchase decisions
under pressure. When consumers feel that merclaaatsrying to persuade or coerce
them, they will try to break the restriction of dret resources and strive for their own
freedom of choice, so as to consider their purchizeleavior rationally. Therefore,
businesses should adopt the strategy of pull mibem,cand give full play to the function
of social interaction on the platform, then expltive potential demand of consumers and
develop the market of holiday gifts. On the othandy rational consumers are inclined to
consume in a planned way after they participatshaopping festival for many years.
Consumers have certain expectations for their ptiamoand they can't hold the huge
amount of promotion information during shoppingtifes, especially the "true or false"
value logic of promotion information, so it is madéficult to grasp the opportunity of
timed promotions.

5.2. Discussion

Based on the above, e-commerce businesses shddstene measures to improve
marketing strategy. On the one hand, businessesldshmaster the psychology of
consumers in holiday shopping, and stimulate copsiam. By providing comprehensive
discounts, consumers can find what they need irstizgtest time, in order to improve
perceived usefulness. Besides, businesses shoyldtigamtion to simplify the operation
and payment process, make it easy to search inflmmand optimize online shopping
pages, and the discount information should be prenily displayed on the page, so that
consumers can get information conveniently andkiyidVhat's more, businesses should
establish the security system of online shoppingfind the process of return and
exchange, and improve the efficiency of after-sakawice, in order to reduce perceived
risks. On the other hand, businesses should pawtiat to the influence of holiday
marketing, further enrich the connotation of shagpiestival, give full play to the social
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function of the online platform, enhance the cdilecsense of consumers’ belonging, and
explore the potential needs of consumers. Priaedig is one of the indispensable means
of holiday marketing, but the service and qualifypooducts are also one of the key
factors to stimulate consumers' purchase intenfitwerefore, businesses should take the
construction of the brand seriously, improve thalidy of products and after-sales service
while making price discounts, so as to gain congshtrist. Meanwhile, by carrying out
pre-sale, flash sales and other prophase propagatigdies, such as subway advertising,
WeChat platform push, popular topics on weibo, kbered the "survey period" of
consumers, so as to transform the unplanned temyppuachase impulse into the planned
purchase desire of consumers.

5.3. Limitations

There are several limitations to this study. Fitlse generalizability of the conclusions is
limited as most of the data came from the coastasaof East China, the reason may be
that the rapid development of economic lead to drighurchasing power of consumers.
However, Western China is suffering from slow eacoiwdevelopment and inconvenient
transportation which may influence the effect admotion. Thus, future research should
be conducted to attempt to replicate these findimgaVestern China to verify the
conclusion of this study. Second, we studied corsigmperception and holiday marketing
on consumers purchase intention, but consumershasec intention may also be
influenced by preliminary preparation time, shogpludget, local logistics conditions
and social environment. Therefore, we look to itigate more purchase intention scales
in the future to explore this in more detail in theckground of online holiday marketing.
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Appendix
Measurement ltems

Festival atmosphere

The online and offline activities of ‘Double 11'eated a strong festival atmosphere.
Marketing information frequently appears on Wech#¥gibo, Subway, and other online
and offline occasions.

I will focus on the number of sales in ‘Double 11°.

Time pressure

| will pay more attention to flash sales.

| am really excited about the products on the figells.

The deadline for the promotion will make me rusiptochase.

Price discounts

The price discount of the product is what attracts

I will add it to the shopping cart based on theiniation of the price discount.
| bought lots of products due to the price disconrhbe ‘Double 11.".

Perceived usefulness

The promotion information of ‘Double 11’ was ricttean ever before.
| bought more product.

The promotion had no influence on my shopping plans

Perceived ease of use

It is easy to search information and pay duringogirtg.
| can get the information that | am interestedasily.
The efficiency of delivering goods is high.

Perceived risk

There is a problem with disclosing personal datindushopping.
The products may have quality problems.

The products may be raised the price before cuptiice.

Purchase intention

| will take the ‘Double 11’ promotion into considion first.
| will still go shopping next year on Tmall.

| was satisfied with the products | bought on Tmall

Note: Each item was measured using a five-pointttilscale ranging from strongly
disagree to strongly agree.

24



