Modeling the determinants of consumers' attitudes toward online group
buying: do risks and trusts matters?

Abstract

The aim of this research is to investigate the determinants of consumers' attitude
towards online group buying (OGB). Furthermore, this study compares male and female
shoppers based on their purchasing behavior in OGB. Partial Least Square-Structural
Equation Modeling (PLS-SEM) approach supported by Smart-PLS 2.0 was used for data
analysis as it avoids biases in the parameter estimation in regression analysis. A PLS-
SEM approach revealed that website trustworthiness was the strongest predictor of
consumers’ attitude towards OGB. Consumers noted that the site of initiator appeals to
be more trustworthy than other sites and delivers every promise made. Indeed, they
felt trusted for their group buying on the Internet when clear legal privacy statements
including guarantees are available on the websites. They were assured that initiator's
protective measures for online payment are secured. The reliability and validity of the
measurement items used and collection of data via survey questionnaires clearly
confirmed the robustness of the research methodology applied which led to the creation
of reliable and valid discoveries. Online retail managers should improve their transaction
security mechanisms and Internet technology to dwindle consumers' perceived risks in
terms of financial, product and time risks, strengthen their trusts, and grow online
trading confidence when executing OGB. With sufficient knowledge of network group-
buying platform, customers would develop more trust to the security of online group-
buying platform which lessen the risk cost thereafter. The viable quantitative empirical
results transport new and substantial ideas into the marketing model as it systematically
and precisely investigates the significant factors and adds to the emergent works

around consumer OGB behavior.



