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ABSTRACT

Online to offline (O2O) is an emerging e-commerce model which combines online
and offline transactions, it promotes the integration of traditional offline physical
store business and modern Internet. O2O model has become a new trend in the
development of e-commerce in China. At present, most operators still only attract
users to join the O2O application platform in the form of coupons, but they have not
found other long-term sustainable methods to attract users. Therefore, in order to
solve these issues and enrich the research results in the field of O2O, this paper
aimed to study the influencing factors of users adopting the O2O application
platform in the Chinese context. This study referenced the Unified Theory of
Acceptance and Use of Technology (UTAUT) model and creates a research
framework, and then proposed four research hypotheses for factors influencing users'
adoption of the O2O application platform. Moreover, this study used quantitative
research methods to investigated and analyzed the adoption of O2O. Then smartPLS
3.0 was used as a data analysis technique to test reliability, validity, research
hypothesis and model explanatory power by assessing the measurement and
structural models. The results of the study indicated that performance expectancy,
effort expectancy, social influence and facilitating conditions are all associated with
users' adoption of the O2O application platforms. This result further illustrated
performance expectancy, effort expectancy, social influence, and facilitating
conditions are factors that influence users' adoption of the O2O application platform.
Therefore, these research results provide practical and theoretical guidance for O2O
application operators and subsequent related research.

Key words: online to offline (O2O), adoption, unified theory of acceptance and use
of technology (UTAUT), influencing factor
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ABSTRAK

Online to Offline (O2O) adalah model e-dagang yang sedang membangun. Model
O2O menggabungkan urus niaga dalam talian dan luar talian untuk memudahkan
penyepaduan perniagaan tradisional, iaitu luar talian, dengan Internet moden. Model
O2O telah menjadi trend terbaru dalam pembangunan e-dagang di China. Pada masa
ini, kebanyakkan pengendali hanya menggunakan kupon untuk menarik pengguna
untuk menyertai platform aplikasi O2O. Mereka masih belum menemui cara jangka
panjang yang lain untuk menarik pengguna menggunakan aplikasi O2O. Oleh itu,
untuk menyelesaikan masalah ini dan memperkayakan hasil penyelidikan dalam
bidang O2O, kajian ini bertujuan untuk mengkaji faktor-faktor yang mempengaruhi
pengguna menggunakan platform aplikasi O2O dalam konteks negara China. Kajian
ini merujuk kepada model Unified Theory of Acceptance and Use of Technology
(UTAUT) bagi mencipta rangka kerja penyelidikan, dan mencadangkan empat
hipotesis penyelidikan untuk faktor yang mempengaruhi penggunaan aplikasi
platform O2O. Di samping itu, kajian ini menggunakan kaedah penyelidikan
kuantitatif untuk menyiasat dan menganalisisa penggunaan O2O. SmartPLS 3.0
digunakan sebagai teknik analisis data untuk menguji kebolehpercayaan,
keberkesanan, hipotesis penyelidikan dan penjelasan kuasa model melalui model
pengukuran dan model struktur. Hasil kajian menunjukkan bahawa jangkaan prestasi,
beban kerja yang diharapkan, kesan sosial dan keadaan promosi semuanya berkaitan
dengan penggunaan aplikasi platform O2O pengguna. Hasil ini seterusnya
menggambarkan jangkaan prestasi, beban kerja yang diharapkan, kesan sosial dan
kondisi memudahkan adalah faktor yang mempengaruhi penggunaan platform
aplikasi O2O. Oleh itu, keputusan penyelidikan ini memberikan panduan praktikal
dan teori bagi pengendali APP O2O dan penyelidikan yang berkaitan dengannya.

Kata kunci: online to offline (O2O), pengambilan, unified theory of acceptance and
use of technology (UTAUT), faktor mempengaruhi
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CHAPTER ONE

INTRODUCTION

1.1 Background of the Study

Since the internet entered the commercial market in the 1990s, the Internet has

proliferated and penetrated the consumers' social and economic life quickly.

According to the “ 42nd Statistical Report on Internet Development in China”

released by China Internet Network Information Center (CNNIC), as of June 2018,

the number of Internet users reached 802 million in China, an increase of 152.2%

compared with 318 million in 2011 (Haught, Wei, Xuerui, & Zhang, 2018; Xu, 2018).

Chinese Internet penetration rate has risen from 36.2% in 2011 to 57.7% in 2018

(Cui, Zhu, & Chen, 2018; Shen & Liang, 2014). The proportion of netizens of China

accessing the Internet via mobile phones has increased from 65.5% in 2011 to 98.3%

in 2018 (Qiong &Wei, 2018; Shu Na, 2012).

With the popularity of mobile devices and the 4th Generation Mobile

Communication Technology (4G) networks, the e-commerce model of online

transactions is more suitable for the development of mobile smart devices. Taobao is

the most representative platform of the e-commerce context in China. However,

Taobao's direct online trading methods also have some limitations (e.g., lack of

pre-sales experience of the product and inconsistent quality of products). Especially

in recent years, much negative news about direct online transactions has emerged,
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such as poor regulation and counterfeit goods (Kim, 2018). This negative news has

led users to put forward higher requirements for consumption factors which on-site

experience and quality assurance. Since these incidents, it makes the online to offline

(O2O) model began to enter the vision of the public, such as Airbnb, Booking and

other O2O application (APP) platforms (Xue & Li, 2016).

O2O model refers to the effective connection between online transactions and offline

experiences. Merchants can promote product information through the O2O platform.

Users can browse products and complete online payment on the O2O platform, and

then users can go to the physical store to experience the consumption. Relative to

Taobao's direct online transaction model, the O2O e-commerce platform can provide

users with offline product experience. The O2O e-commerce platform brings

convenience to users through mobile payment technology, and has a great publicity

effect on the products of the merchants (Sun & Tian, 2018). At the same time, O2O

can also attract a large number of offline merchants to join. Therefore, O2O will have

a more substantial advertising revenue space and has more profit forms after the

commercial scale is formed (Zhang, 2014).

The government of China has stated in two work-reports, which promotes a new

consumption model of online and offline interaction vigorously based on the Internet

(Mensah & Jianing, 2016). In September 2015, the Chinese government issued a

policy on "promoting online and offline interactions, and accelerating transformation,
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innovation and business development". This policy is the first time the government

of China has proposed an O2O model, is intended to promote digital reform (Keane,

2016). The policy encourages merchants to change the way they operate and sell, and

develop new consumption models. Nowadays, the O2O model has become a hot spot

and development direction for industry investment. The emergence and continuous

innovation of O2O mode have provided a new development chance for enterprises

(Jiang, 2016).

As users continue to increase their demand for consumption, they are more inclined

to choose a form of purchasing that combines online consumption and offline

product experience (Sun & Tian, 2018). Due to the support of the Chinese

government, and with the massive growth of mobile Internet users, it has provided a

large user base for the O2O e-commerce platforms. According to the China

International Electronic Commerce Center (CIECC), the size of the Chinese O2O

market in 2017 was 999.21 billion yuan compared to the 2012 O2O market size of

only 98.68 billion yuan (Xu, 2017). We can conclude that the scale of Chinese O2O

market in 2017 is ten times larger than that in 2012. In the highly competitive O2O

APP market, operators who create O2O APP platforms must understand the needs of

users in order to achieve long-term user growth. Therefore, it is necessary to

determine the factors that affect users' adoption of the O2OAPP platform.
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1.2 Problem Statement

Nowadays, O2O APP suffering serious homogenization in the Chinese e-business

market. Throughout the O2O APP market, it can be found that the APP platforms of

all O2O modes are similar, most O2O APP are the same in structure and function

(Qian, 2017). The most intuitive is that, except that the structure and function of the

O2O APP are similar in each field, the online merchants and the operational process

are also identical. Each field has dozens to hundreds of O2O APP that users can

choose (Xu, 2017). As a result, it can be explained that the operators of APP that

dominate the O2O market have not found a unique solution to improve its APP

platforms.

In the early stages of APP promotion, because many O2O operators did not have a

unique form to attract new users and retain old users, and they lacked an

understanding of the users' intention to adopt the O2O APP platform, they only

attracted users by issuing coupons (Wu, Zhang, & Wang, 2018). According to

Madison Data Corporation (2015) stated, O2O APP platforms in China estimated the

cumulative cost of coupons issued to users over 15 billion yuan (about 9 billion

Ringgit Malaysia). The funds invested in the issuance of these coupons come from

the operators that created the O2O platform, not from the Chinese government's

financial support. As a result, some O2O APP operators continue to invest funds in

distributing coupons to users to attract new users and retain old users (Wu et al.,

2018).
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For the O2O APP platform, providing coupons to users has become a double-edged

sword. On the one hand, the APP platform can attract more users to join the O2O

APP platform by issuing coupons. On the other hand, as operators continue to

provide funds to issue coupons to users, the operator's capital chain faces enormous

difficulties and risks, and more serious may cause operators to go bankrupt due to the

break of the capital chain (Shi, 2017). In the second half of 2015 alone, more than

300 O2O APP platforms covering 16 sectors have been closed due to the capital

chain break (Shi, 2017; Wan, 2017). It can be seen that attracting and retaining users

by issuing coupons is not a long-term solution.

In the fierce market competition, although many operators have joined the O2O

e-commerce team, few operators pay attention to and understand the intent and

purpose of users to adopt the O2OAPP platform, and lack user loyalty (Du & Tang,

2014). Therefore, in addition to continuing to invest funds in distributing coupons to

attract users, some operators do not understand what other factors which can attract

new users and retain old users. Therefore, understanding the users' intention to adopt

the O2O APP platform is critical to the long-term development of the enterprise that

creates the O2OAPP platform (Tsai, Wang, Lin, & Choub, 2015).

As a new form of consumption, O2O has a relatively short development time, so

there are many uncertainties and risks (Xiao, Fu, & Liu, 2018). At present, Chinese
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and foreign scholars have not explicitly made a systematic analysis and research on

the factors affecting users adoption under the O2O model in China (Du & Tang,

2014). The Unified Theory of Acceptance and Use of Technology (UTAUT) model

can explain the intent and subsequent use behavior of users using the information

system. In this model, performance expectancy (PE), effort expectancy (EE), social

influence (SI), and facilitating conditions (FC) were identified as determinants of

user behavior (Venkatesh, Morris, Davis, G. B., & Davis, F. D., 2003). The UTAUT

model was considered by many scholars to be the most comprehensive tool for

assessing users acceptance technology behavior (Algharib & Arvanitis, 2011).

Therefore, based on the UTAUT model, this study has analyzed the factors of users

to adopt the O2O APP platforms. At the same time, the corresponding guidance for

the development of O2OAPP platforms for enterprises is made by this research.

1.3 Research Questions

In order to enable operators of O2O APP platforms to better understand the intent of

users to adopt O2O application platform, and determine the factors affecting Chinese

users' adoption of O2O APP platform, this study seeks to answer the following four

research questions:

1. Does the performance expectancy affect users’ decisions to adopt the O2O APP

platforms?

2. Does the effort expectancy affect users’ decisions to adopt the O2O APP
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platforms?

3. Does the social influence affect users’ decisions to adopt the O2OAPP platforms?

4. Does the facilitating condition affect users’ decisions to adopt the O2O APP

platforms?

1.4 Research Objectives

In order to enable operators to understand better the factors affecting Chinese users'

adoption of the O2O APP platform when creating the O2O APP platform, this study

has set the following research objectives:

1. To investigate whether performance expectancy affect users adopt the O2O APP

platforms;

2. To investigate whether effort expectancy affect users adopt the O2O APP

platforms;

3. To investigate whether social influence affect users to adopt the O2O APP

platforms; and

4. To investigate whether facilitating conditions affect users to adopt the O2O APP

platforms.

1.5 Significance of Study

This paper refers to the original theory and empirical research results, and selected

O2O e-commerce to expand the research on consumer behavior in conventional
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e-commerce. Based on the research results, enterprises can formulate suitable

marketing strategies to improve users viscosity and provide better suggestions and

strategies for enterprises to develop O2O e-commerce platform. Therefore, this study

has theoretical and practical guiding significance.

In theory, this research could provide enterprises for a theoretical basis for creating

O2O value-added modes and develop marketing strategies. Only under the guidance

of specific influencing factors can a research model be established to validate

relevant hypotheses and obtain the theoretical results needed by the research.

In practice, this study can help operators grasp the intrinsic motivation and

consumption patterns of users adopt the O2O APP, so that they can better understand

the factors that promote users to adopt O2O behavior in the network environment.

The findings provided references for operators to create and design O2O products

and develop marketing strategies. Besides, it can also provide the operational

references for merchants which joining the O2OAPP platforms.

1.6 Scope of Study

The focus of this study was to investigate factors that affect users' adoption of O2O

APP platforms. The scope of the survey was users who have used the O2O APP

platforms, whereas persons who have never used the O2O APP platforms were

excluded. The target respondents for this study were students and graduates from



9

Guangxi University of Foreign Languages in Nanning, Guangxi, China. This study

used questionnaires as a medium for data collection and focus on Chinese popular

O2OAPP platforms, such as Meituan, Ctrip, and Didi (Zhu, 2018).

1.7 Organization of Thesis

This chapter described the development trends and issues faced by O2O APP

platforms in China, then proposed research questions and objectives. The

significance of this study was to provided empirical research results for companies to

design O2O products and make marketing strategies. Finally, it stated the scope of

this research.

There were six chapters in this study. The above was the content of the first chapter.

The literature related to this study has been reviewed in the next chapter. The third

chapter was to establish research frameworks and research hypotheses. The fourth

chapter mainly explained the research methods of this study. The fifth chapter

analyzed the collected research data. The last chapter has discussed and concluded

the research results, and proposed recommendations for future research.
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CHAPTER TWO

LITERATURE REVIEW

2.1 Introduction

In order to better understand and study the influencing factors of user adoption

behavior in O2O business model, this chapter first explained the related concepts of

O2O and technology adoption behavior. Then expounded the theoretical model and

associated variables of this research. Finally, summarized the contents of this chapter.

2.2 Online To Offline E-commerce

Online to Offline as a unique form of business, it mainly promotes offline users to

consumption through online promotion and marketing to enhance the users'

consumption experience (Sun & Tian, 2018). The idea of O2O first appeared in 2006,

and it was proposed by Walmart to allow consumers to trade and payment online

through the model of Business to Customer (B2C) (Ma, 2016). But the concept of

"O2O mode" was first proposed in August 2010 by Alex Rampell, who was CEO and

founder of Trial Pay (Zhang, 2016). After that, the O2O e-commerce model has

received extensive attention and in-depth research in the academic community.

In the literature of various countries, many scholars have made different

interpretations of O2O. Kollmann, Kuckertz and Kayser (2012) pointed out that there

is no competition between online and offline channels of O2O model, but they
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promote the operation and sales of offline stores in an integrated manner. Dellarocas,

Gao and Narayan (2010) pointed out that consumers can obtain evaluation

information of other users by O2O APP platforms when they purchase products, and

they can use this information to guide their purchasing decisions. Besides, the

merchant can also analyze the users' preferences according to the consumption data,

thereby finding consumers who are interested in certain products, and attracting them

to offline consumption. Fitzgerald (2012) defined O2O as an online platform to

promote offline transactions.

In November 2011, the concept of O2O was first introduced to China (Wan, Jiang, &

Zhu, 2016), the definition and concept of O2O were improved continuously due to

the participation of many scholars. At present, the industry defines that O2O

marketing model is online marketing and purchase to drive offline operations and

consumption. The O2O platforms push information from offline stores to users (e.g.

discounts, information provision, service reservations, etc.), thereby converting users

from online operation to offline consumption (Anand et al, 2017). In recent years, the

popular O2O e-commerce platforms such as Airbnb, Booking, Didi, Meituan, Ctrip,

etc (Xue & Li, 2016; Zhu, 2018). They all share a common feature of the integrated

online transaction and offline product experience. The O2O business model structure

was shown in Figure 2.1.

The O2O business model allows users to search for the information which merchants
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and other users comment, as well as select products, consult merchants or pre-order

online. For merchants, they can get more advertising opportunities and reduce the

reliance on the geographic, and they can rationally arrange operations of business

through users' order data (Anand et al., 2017). For the O2O platform, it can bring

convenience and preferential information to users, and provide effective advertising

for merchants. O2O platforms can have enormous advertising revenue and other

profit models by attracting online users and offline merchants (Tiansheng & Jiong,

2015). Therefore, the O2O business model can achieve a win-win situation for users

and merchants as well as O2O APP platform operators (Zhu, Song, Ni, Ren, & Li,

2016).

Figure 2.1
O2O Business Model Structure
Source: Weng & Zhang (2015)

Although O2O is an e-commerce model, it is different from the traditional

e-commerce model. Traditional e-commerce only is an online trading activity, and

they have a competitive commercial relationship with offline merchants. The

Evaluation and sharing,
pick and place the order Order processing

Network platform

Online customers Offline entity
store

Consumption experience,
after-sales service & guarantee
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difference is that the O2O model combines online platforms and offline stores to

achieve the joint development of e-commerce and offline retail (Du & Tang, 2014).

Besides, O2O e-commerce model does not need to pay too much attention in the

logistics chain which packaging and distribution, because it pays more attention to

the users' consumption experience (Sun & Tian, 2018), so that O2O model

encourages consumers to experience and consume in offline stores. Therefore,

compared to the traditional e-commerce model, the O2O model can bring consumers

a shopping experience that combines online and offline.

Since the O2O business model pays more attention to the consumer experience, so

the O2O platform needs to fulfill the users' needs of all aspects. Only fulfill the users'

needs can the consumption dependence and users' loyalty be formed, and the O2O

platforms can produce differentiated value (Du & Tang, 2014). As an emerging

business model, the development of the O2O model will inevitably face different

resistances and problems, so that it must have some unique features different from

other business models. These characteristics determine that users have different

concerns and influencing factors when they adopt the O2O business model.

Therefore, this article has investigated the factors that affect users' adopt of O2O

APP.

2.3 Previous Research on Technology Adoption Behavior

Online to Offline is an emerging business model, which is a technology that
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integrates online and offline transactions based on the existing network environment.

Due to the relatively short time proposed by the O2O model, and the industry

involved in it is extensive, so few scholars have conducted in-depth research on user

behavioral factors in this specific e-commerce field. Therefore, this study mainly

refers to related research in the field of Internet and e-commerce.

By reviewed previous literature found that there have been some empirical studies

which the factors were influencing of users adoption e-commerce technology. The

influencing factors of these findings are divided into two types that positive adoption

factors and negative adoption factors. The factors that positive adopted are include

Perceived ease of use (Park & Chen, 2007; Shin, Jeon, & Choi, 2008; Yang, 2005),

Perceived usefulness (Amoako-Gyampah, 2007; Suki & Suki, 2011), System

compatibility (Lai & Chang, 2011), Social impact (Hossain & de Silva, 2009) and

Consumer trust (Hong & Cho, 2011). The negative adoption factors include

Perceived costs (Wu & Wang, 2005), Perceived risks (Kesharwani & Singh Bisht,

2012), etc. Besides, some scholars have confirmed that the above findings through

empirical research and provided data support for these significant influencing factors.

Also, through literature review, it was found that most scholars use Technology

Acceptance Model (TAM) (Teo, Lee, Chai & Wong, 2009; Venkatesh et al., 2003;

Wallace & Sheetz, 2014) or Unified Theory of Acceptance and Use of Technology

(UTAUT) (Im, Hong & Kang, 2011; Venkatesh et al., 2003; Yu, 2012) as the
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theoretical basis for the acceptance and adoption of information technology (Ibrahim

& Jaafar, 2011). At the same time, they have added one or several new variables such

as Perceived risks (Kesharwani & Singh Bisht, 2012), Perceived costs (Wu & Wang,

2005), Consumer trust (Hong & Cho, 2011), and System compatibility (Lai &

Chang,2011) etc. to study consumer usage behaviors on e-commerce platforms.

Besides, Theory of Reasoned Action (TRA), Theory of Planned Behavior (TPB),

Diffusion of Innovations Theory and Social Cognitive Theory also have specific

theoretical effects in the study of the acceptance or adoption of information

technology (Venkatesh et al., 2003).

The different of the research direction, the degree of influence of each factor was

also different, the theoretical model of each research choice was also different, and

different situations should be analyzed differently. With the development of

information technology, research theories have become more and more abundant

when researching users' adoption and use behavioral information technology.

Therefore, in the context of the O2O business model, this paper studied the factors

that affect users' adoption of O2O platforms. At the same time, this paper referred to

the research results of previous scholars in this field to determine the theoretical

model and research variables of this study.

2.4 Underpinning Theory

In the previous studies on the adoption of information technology, about eight
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models have specific theoretical effects. They are Theory of Reasoned Action (TRA),

Technology Acceptance Model (TAM), Motivational Model, Theory of Planned

Behavior (TPB), Combined Theory of Planned Behavior and Technology Acceptance,

Model of Personal Computer Use, Diffusion of Innovations Theory, and Social

Cognitive Theory (Venkatesh et al., 2003). However, the scope of application of each

theory is different, and there are some limitations. Venkatesh et al. (2003) integrated

eight models in the field of information technology acceptance research by

comparing empirical research (Zhou, Lu, & Wang, 2010), and they proposed Unified

Theory of Acceptance and Use of Technology.

The UTAUT model contains four independent variables and four control variables.

The independent variables include performance expectancy, effort expectancy, social

influence, and facilitating condition. The control variables include gender, age,

experience, and voluntariness of use (Venkatesh et al., 2003). The UTAUT model

integrated the advantages of each theoretical model which technology acceptance

research and enhanced the explanatory power of theoretical models in this research

field. Venkatesh et al. (2003) made UTAUT has a predictive effect better by

scientifically categorizing and integrating the variables of these models, and also

made UTAUT more widely used.
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Figure 2.2
Unified Theory of Acceptance and Use of Technology Model

Though empirical analysis, Venkatesh et al. (2003) found that UTAUT has the

highest explanatory power which could reach 70% for users' actual use of

information technology behavior (Marchewka & Kostiwa, 2007), and which

confirmed the critical position of UTAUT model in this research field (Anderson &

Schwager, 2004). Since O2O model is a new type of mobile commerce technology,

Carlsson, C., Carlsson, J., Hyvonen, Puhakainen and Walden (2006) and Wu, Tao and

Yang (2007) have confirmed that it is also effective that the UTAUT model is used in

the research of mobile commerce technology.

Besides, Park, Yang and Lehto (2007) conducted the empirical study on the adoption

of mobile technology by Chinese consumers based on the UTAUT model. Their

findings suggested that it was reasonable to use the UTAUT model in the context of
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China. From the above research results, the UTAUT model can be used to study the

factors that Chinese users accept and use mobile technology behavior. Therefore, this

study applied UTAUT as the theoretical reference model for studying users behaviors

of O2OAPP platforms.

2.5 Variables

Online to Offline is a new stage in the development of e-commerce. This paper used

performance expectancy, effort expectancy, social influence, and facilitating

condition as independent variables, and the O2O APP adoption as a dependent

variable. These variables were explained in detail below through literature review.

2.5.1 Performance Expectancy

Performance expectancy is the degree to which users think a system is useful to

themselves. The reason why users use mobile commerce technology is that this

technology can bring value to them and meet their needs. Performance expectancy

corresponds to concepts in other models (e.g. perceived usefulness, comparative

advantage, and external motivation). The research has shown that there was a strong

correlation among these concepts (Venkatesh et al., 2003).

In most theoretical models, performance expectancy as a research variable, which

usually has a significant impact on the users' behaviors. Carlsson et al. (2006)

founded that performance expectancy had a significant impact on users' adoption
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intentions when studying the factors that influence users' acceptance of mobile

services. Park et al. (2007) added convenience, consumer, and other explanatory

variables on the UTAUT model, the results have shown that performance expectancy

has a significant impact on users' attitudes toward accepting new technologies.

Therefore, performance expectancy may affect the users' adoption of O2O APP, so

this paper has taken performance expectancy as an independent variable.

2.5.2 Effort Expectancy

Effort expectancy refers to the degree of effort that people think they have to pay to

learn and use technology, it corresponds to the other models' concepts that ease of

use and perceived ease of use. Effort expectancy tends to have a significant impact

on users attitudes and behaviors during the initial stages of contact new technology

(Venkatesh et al., 2003). When users think that learning to use a new technology

system is easy to understand, they are more willing to accept and try to use. On the

contrary, when the users think that it is difficult to them to learn and use a technical

system, and they need to takes a lot of time and effort to learn and use, their

willingness to use will be significantly reduced (Davis, 1989).

Some of the scholars have confirmed that the influence of effort expectancy in the

information technology adoption (Crespo & del Bosque, 2008; Kim, Mirusmonov, &

Lee, 2010; Park et al., 2007). Among them, in the context of China, Park et al. (2007)

have studied the users' acceptance of mobile technology, and the empirical results
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have shown that effort expectancy significantly affects users' willingness to adopt

mobile technology. Therefore, effort expectancy may affect the users' intention to

adopt O2O APP, so that this article used effort expectancy as an independent

variable.

2.5.3 Social Influence

Social influence refers to the degree to which others and the social environment

influence a person. This impact often comes from someone around him/her and

people who are essential for him/her. Social influence corresponds to concepts such

as subjective norms in other models (Venkatesh et al., 2003). Social influence has

three effects on individual behavior, and there are respectively compliance,

internalization, and identity. These three effects will cause individuals to change their

behaviors and intentions so that their actions meet social expectations. When a

person is subject to subjective norms in social life, this influence will lead

individuals to make specific behaviors (Venkatesh & Davis, 2000).

The TRA model proposed by Fishbein and Ajzen (1977), the TPB model introduced

by Ajzen (1991) and the TAM 2 proposed by Venkatesh and Davis (2000) indicates

the direct effect of social influence on the users' willingness of use of technology.

Besides, Many studies have verified the existence of this influence relationship

(Hongxia, Xianhao, & Weidan, 2011; Lu, Liu, Yu, & Wang, 2008). Therefore, social

influence may affect the users' adoption of O2O APP, so this article used social



21

influence as an independent variable.

2.5.4 Facilitating Conditions

Facilitating conditions refers to the support of some external factors to the users' use

of the system. Specifically, support factors for facilitating conditions include the

support of the technical or environmental aspect when an individual is using a system.

Facilitating conditions includes three dimensions of perceived behavior control,

enabling conditions and compatibility. Perceived behavioral control refers to the

extent to which internal and external environments constrain the users' behavior. The

enabling condition is an objective factor that motivates users to use the new system.

Compatibility refers to the degree to which a new system matches the users'

equipment, needs, experience, and value. (Venkatesh et al., 2003).

Since facilitating conditions is an external factor and it is not related to user

perception, so that facilitating conditions does not affect the users' willingness of use,

but it directly affects the users' behavior (Venkatesh et al., 2003). Facilitating

conditions represents the support factors provided by technical or environmental

aspects, such as support of equipment performance, policy, and special discount, etc.

Therefore, facilitating conditions may affect the users' to adopt the O2O APP, so this

paper used facilitating conditions as an independent variable.
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2.5.5 O2OAPPAdoption

An application (APP) is an operating system that provides services on the mobile

device, and these APP are installed on the mobile device to provide users with

additional function and value (Kangas & Kinnunen, 2005). The O2O APP refers to

the applications which were installed on the mobile device and providing the O2O

service to users, and users can install and log into the O2O APP platforms through

the mobile device. Moreover, users can also search and browse the products

information through the O2O platform, and complete payment and other trading

activities on the APP platform. For example, in Southeast Asian countries, the more

popular O2OAPP has Airbnb, Booking and so on (Xue & Li, 2016). However, in this

study, the main focus is on the popular O2O APP platform in China, such as Meituan,

Ctrip, and Didi (Zhu, 2018).

The O2O APP has a unique marketing value regarding functionality. For users, they

can obtain more comprehensive products information, and more efficiently conduct

online consultations with merchants. Besides, users can choose higher quality and

lower price products on a wide range of application platforms by compared different

merchants. The O2O APP can bring convenience and preferential to users and can

attract a large number of highly viscous users (Wu, Zhao, & Tzeng, 2015). One of

the critical success factors for O2O platform operation is the number of users, which

can leading force in the future e-commerce market. Therefore, this article studied the

factors that affect users' adoption of the O2OAPP.
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2.6 Chapter Summary

This chapter explained the contents of O2O e-commerce and reviewed previous

research on users to adopt new technology behaviors. Then the UTAUT model was

described in detail and used as the theoretical model of this study. Finally, the

contents of the variables of the study were introduced.
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CHAPTER THREE

RESEARCH FRAMEWORK & HYPOTHESES DEVELOPMENT

3.1 Introduction

The variables of the study have been elaborated in the previous chapter. This chapter

established the research framework based on the UTAUT model, then developed

research hypotheses based on the research framework. Finally, summarize the

contents of this chapter.

3.2 Research Framework

The purpose of this study was to investigate the factors that influence users' adoption

of O2O APP platforms. In some models which about users behavior of accepting and

using information technology, the UTAUT model integrated the advantages of other

models, and its explanatory power is the highest among related models and reaches

70% (Marchewka & Kostiwa, 2007). Also, be referred to the related empirical

researches, the UTAUT model can be used in this study, that is research on the users'

adoption behaviors of mobile commerce technology in the context of China

(Carlsson et al., 2006; Park et al., 2007). Therefore, this study used the main

variables of the UTAUT model as references for the research framework. The study

consisted of five variables, independent variables included performance expectancy,

effort expectancy, social influence and facilitating conditions, and the dependent

variable was the adoption of O2OAPP.
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Since the target population of this research was users who have used the O2O APP

platforms, so the variable of behavioral intentions in the UTAUT model was not

included in this study. Also, the age of the users are concentrated in younger groups

because of the O2O model is relatively new. Therefore, the four control variables in

the UTAUT model (i.e. gender, age, experience, and voluntariness of use) were not

the focus of this study, so they were not included in this research. The research

framework was shown in Figure 3.1.

Figure 3.1
Research Framework

3.3 Hypotheses Development

Based on the UTAUT model, the research framework was proposed for factors

affecting users' adoption of the O2O APP platforms. The research hypotheses were

developed based on the research framework. There were four critical factors in the

UTAUT model that determine the adoption of technology, namely performance

expectancy, effort expectancy, social influence and facilitating condition.
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Venkatesh et al. (2003) pointed out that performance expectancy has a significant

impact on the adoption of information systems. Lee, Cheung and Chen (2007)

founded that performance expectancy has a significant positive effect on users'

willingness to adopt e-commerce technologies. Similarly, Carlsson et al. (2006) and

Park et al. (2007) also pointed out that performance expectancy can significantly

positively influence users' willingness to adopt mobile commerce technologies.

In this study, performance expectancy refers to the extent to which can improve work

efficiency and living quality of consumers by using O2O APP. When consumers feel

that adopting O2O can help them improve work efficiency and living quality, they

would have a strong willingness to use it. Therefore, this study developed the

hypothesis:

H1: Performance expectancy is positively associated with users' adoption of the O2O

application platforms.

Effort expectancy is similar to the perceived ease of use in the TAM (Venkatesh et al.,

2003). Many scholars have confirmed that the positive influence of effort expectancy

on the adoption of information technology (Crespo & del Bosque, 2008; Kim et al.,

2010; Park et al., 2007). Besides, Park et al. (2007) studied the adoption of mobile

technology in the context of China, and they also pointed out the effort expectancy
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has a positive impact on users' willingness to adopt the mobile technology.

In this study, effort expectancy refers to the time and effort users spend on learning

and using the O2O APP. If the operation process is simple, it would increase users'

confidence in adopting the O2O APP platforms and enable users to use the O2O APP

platform consciously. Therefore, this study developed the hypothesis:

H2: Effort expectancy is positively associated with users' adoption of the O2O

application platforms.

When using mobile technology, risk and instability are factors that consumers care

about, and this has caused consumers will refer to the opinions of people around

them when adopting new technologies. (Venkatesh et al., 2003). In the research of

users adoption new technologies, empirical research shows that social influences

have significantly and positively affect on users' willingness to adopt new

e-commerce technologies (Hongxia et al., 2011; Lu et al., 2008; López-Nicolás,

Molina-Castillo, & Bouwman, 2008; Yang, Lu, Gupta, Cao, & Zhang, 2012).

Before deciding to adopt the O2O APP platforms, users will pay attention to how

people around them evaluate this technology and whether others recommend to use it.

If most people make positive feedback on the O2O APP, or if most people encourage

them to use the O2O APP, it would prompt consumers to use the O2O APP platforms.
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Therefore, this study developed the hypothesis:

H3: Social influence is positively associated with users' adoption of the O2O

application platforms.

Facilitating conditions refers to the supporting factors that are provided to consumers

concerning technology or environment. The facilitating conditions include three

dimensions (i.e. perceived behavior control, enabling conditions and compatibility).

Venkatesh et al. (2003) proposed that facilitating conditions can directly influence

the users' usage behavior. Besides, empirical research has shown that facilitating

conditions can positively affect the users' behavior of using new technologies

(Alshehri, Drew, & AlGhamdi, 2013; Ling Keong, Ramayah, Kurnia, & May Chiun,

2012; Venkatesh, Thong, Chan, Hu, & Brown, 2011; Zhou, 2011; ).

In this study, the technical aspects of the facilitating conditions refer to the service

and support capabilities of the O2O APP platforms, such as the integrity and

reliability of the merchant information on the platforms, the security of the payment

environment, device and performance support, and so on. The environmental aspect

of the facilitating conditions refers to the legalization of the O2O APP platforms,

such as the consumer protection policy, to protect the legitimate rights and interests

of users. If the O2O APP platforms can provide users with a smooth operating

experience, a safe and reliable payment environment, effective rights protection, and
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less purchase cost, then users can avoid many concerns when using the O2O APP

platform, and users would be more willing to adopt the O2O APP platform.

Therefore, this study developed the hypothesis:

H4: Facilitating conditions is positively associated with users' adoption of the O2O

application platforms.

3.4 Chapter Summary

This chapter has established the research framework, and further developed four

research hypotheses according to the variables and research framework. The

hypotheses have proposed that these four independent variables are associated with

users' adoption of the O2O APP, which determined the research direction for this

paper. In the following chapters, this paper validated these four hypotheses by

designing research methods and data analysis.
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CHAPTER FOUR

RESEARCHMETHODOLOGY

4.1 Introduction

This chapter discussed the research methodology to investigate the factors that

influence users' adoption of the O2O APP platforms. This chapter introduced the

research design, variables measurement methods, sampling methods, data collection

procedures, and data analysis techniques. Finally, the research methods of this paper

were summarized.

4.2 Research Design

The quantitative analysis involved process analysis, which designed to test how

many factors influence the particular variable. Also, it can be described as examining

the effect of independent variables on dependent variables (Riff, Lacy, & Fico, 2014).

The dependent variable relies on independent variables, and the dependent variable

has attributes and characteristics that are affected by independent variables (Creswell,

1998). This study aimed to examine the effects of independent variables on

dependent variables, namely the impact of performance expectancy, effort

expectancy, social influence and facilitating conditions on users' adoption of O2O

APP platforms, so this study used quantitative analysis methods.

Quantitative analysis requires researchers to rigorously design the analytical process
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to explain the phenomenon of the study by measuring and analysing the collected

data (Huang, Backman, S. J., Backman, K. F., & Moore, 2013). Therefore, this study

used questionnaires as a data collection tool because it can collect various types of

quantitative data. (Sekaran & Bougie, 2016).

4.3 Measurement of Variables

The variables in this study mainly include four independent variables (i.e.

performance expectancy, effort expectancy, social influence, and facilitating

conditions), and the dependent variable is the O2O APP adoption. In the O2O

e-commerce environment, performance expectancy refers to the usefulness of the

O2O APP platform to users. Effort expectancy refers to the effort that users spend on

learning and using the O2O APP platforms. Social impact refers to the people and

environment around the user which influence their use of the O2O APP platforms.

Facilitating conditions refer to the support factors provided by the external

environment and technology for users to use the O2O APP platforms. In this study,

the O2O APP adoption refers to the specific user behavior of consumers on the O2O

APP platforms.

In terms of technology adoption studies, many scholars have developed some precise

measurement scales. This study mainly used Venkatesh et al. (2003) measurement

scale system and then combined other researchers' measurement scales (de Sena

Abrahão, Moriguchi, & Andrade, 2016; Foon & Fah, 2011; Xie, 2016; Xu & Lu,
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2015; Yu, 2012) to measure the variables. All measurement items in the measurement

scale were based on the Likert five-point rating method (1=strongly disagree,

2=disagree, 3=neutral, 4=agree, 5=strongly agree) (Venkatesh et al., 2003). This

study primary identified 19 items to measure these variables, as shown in table 4.1.

The questionnaire was divided into Part A, B, and C, which consists of 27 items. Part

A was the inclusion criteria, and it mainly to determine the validity of the

questionnaire. Part B mainly measured the variables of this study in the form of items,

and this section contains 19 items. Among independent variable, items 1,6,11,16

measured performance expectancy, items 2,7,12,17 measured effort expectancy,

items 3,8,13,18 measured social influence, and items 4,9,14,19 measured facilitating

condition. Items 5,10,15 measured the dependent variable, which is the O2O APP

adoption. Part C was mainly the demographic data of this study, it aimed to

understand the personal data of the respondents, and there are six items in Part C.

The questionnaire for this study could be founded in Appendix A.
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Table 4.1
Items for Measurement of Variables
Variables Sources Original Items Modified Items

Performance
expectancy

de Sena
Abrahão et al.
(2016);
Venkatesh et al.
(2003)

I believe mobile payment would be a useful service in my day
to day activities.

I believe the O2O APP would be a useful platform in my day to
day activities. (PE1)

Using the system enables me to accomplish tasks more quickly. Using the O2O APP enables me to accomplish transactions
more quickly. (PE2)

Using mobile payment would save time so I can do other
activities in my day to day.

Using the O2O APP would save time so I can do other activities
in my day to day. (PE3)

Mobile payment would bring me greater convenience. The O2O APP would bring me greater convenience. (PE4)
Effort
expectancy

Yu (2012) Interaction with mobile banking is easy for me. Interaction with the O2OAPP is easy for me. (EE1)
Becoming skillful at using mobile banking is easy for me. Becoming skillful at using the O2O APP is easy for me. (EE2)
I would find mobile banking is easy to use. I would find O2OAPP is easy to use. (EE3)
Learning to use mobile banking is easy for me. Learning to use the O2O APP is easy for me. (EE4)

Social
influence

Foon and Fah
(2011);Yu
(2012);
Xie (2016)

People's suggestions and opinions will affect my use of the O2O
APP.

N/A (SI1)

People who are important to me think that I should use
mobileBanking.

People who are important to me think that I should use the O2O
APP. (SI2)

Using internet banking service indicate me to have a higher
status than those who do not.

Using the O2O APP indicate me to have a higher status than
those who do not. (SI3)

Most people surrounding with me use mobile banking. Most people surrounding me use the O2OAPP. (SI4)
Facilitating
conditions

Yu (2012);
Xu and Lu
(2015);
Xie (2016)

I think the information provided in the O2OAPP is authentic. N/A (FC1)
I think the payment environment in the O2OAPP is safe. N/A (FC2)
I think the discounts promoted in the O2O APP can attract me to
use it.

N/A (FC3)

Help is available when I get problem in using mobile banking. Help is available when I get a problem in using the O2O APP
platforms. (FC4)

O2OAPP
adoption

Xie (2016) I often use the O2OAPP. N/A (OA1)
I am still willing to use the O2OAPP in the future. N/A (OA2)
I have recommended the O2OAPP for others to use. N/A (OA3)
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4.4 Sampling

The sample size refers to the number of specific items from a large group, and the

sample is a small but representative unit group. It is used to determine the

demographic behavior of a large group (Kotrlik & Higgins, 2001). According to Balk

et al. (2006), the target population must be defined based on geographic boundaries

and time. Therefore, the population of this study was users of O2O APP in China.

For convenience purpose, a sample of 400 users was selected from identified as the

students who are studying and graduated in Guangxi University Of Foreign

Languages between 2015 and 2018. The reason is that since 2015, Guangxi

University of Foreign Languages is the first institution in Guangxi to promote the

O2O APP platform, and its usage rate is relatively high, so it is more representative

for this study. The students and graduates from 2015 to 2018 is the target group

because these people have been in contact with O2O APP promotion during this

period, and they are also mainly concentrated in young groups. According to the

statistics of the Academic Affairs Department of Guangxi University Of Foreign

Languages, there are 14,543 students in the university, and there were 13,432

graduates from 2015 to 2018.

According to Table 4.2, Krejcie and Morgan (1970) have recommended the samples

size. The population size (N) of this study was 27,975, between 20,000 and 30,000,

which meant the sample size (S) of 377 to 379 was required. In order to avoid

affecting the validity of the study sample due to the collection of invalid
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questionnaires, this study will increase the number of respondents by 5% based on

the recommended values. In the end, the study determined that 400 students or

graduates from Guangxi University Of Foreign Languages were selected as sample

populations and distributed questionnaires to them.

Table 4.2
Table for Determining Sample Size from a Given Population
N S N S N S N S N S
10 10 100 80 280 162 800 260 2800 338
15 14 110 86 290 165 850 265 3000 341
20 19 120 92 300 169 900 269 3500 346
25 24 130 97 320 175 950 274 4000 351
30 28 140 102 340 181 1000 278 4500 354
35 32 150 108 360 186 1100 285 5000 357
40 36 160 113 380 191 1200 291 6000 361
45 40 180 118 400 196 1300 297 7000 364
50 44 190 123 420 201 1400 302 8000 367
55 48 200 127 440 205 1500 306 9000 368
60 52 210 132 460 210 1600 310 10000 373
65 56 220 136 480 214 1700 313 15000 375
70 59 230 140 500 217 1800 317 20000 377
75 63 240 144 550 225 1900 320 30000 379
80 66 250 148 600 234 2000 322 40000 380
85 70 260 152 650 242 2200 327 50000 381
90 73 270 155 700 248 2400 331 75000 382
95 76 270 159 750 256 2600 335 100000 384
Note: N is population size; S is sample size
Source: Krejcie and Morgan (1970)

4.5 Data Collection Procedures

The questionnaire can be divided into paper surveys and online surveys (Horevoorts,

Vissers, Mols, Thong, & van de Poll-Franse, 2015), this research mainly produces

online surveys on the Wenjuanxing website. The study distributed the questionnaires

through different channels (e.g. WeChat, QQ, and Weibo) to expand the coverage of

the sample. The respondents can fill the questionnaire in a reasonable time and place
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through the used online survey. In order to ensure the validity of the questionnaires,

this study decided distributed the questionnaire which in the form of the Chinese

language. The Chinese translation version of the questionnaire was in Appendix B.

Since the questionnaire for this study was distributed to Chinese people, this study

invited three English-Chinese translators to translate and examine the questionnaire.

One of the translators was responsible for the translation, and the other two were

responsible for the inspection and proofreading. After the three translators confirmed

that the questionnaire was correctly translated, the questionnaire for this study was

distributed.

The questionnaire was distributed from February 11th, 2019 to February 24th, 2019,

lasting 14 days, and returned 355 questionnaires that have been distributed, and all

the samples returned were tested and analyzed. Among them, only two

questionnaires were invalid because the respondents have never used the O2O APP.

Therefore, only 353 questionnaires were useful for this study. Table 4.3 has shown

that the response rates and frequency for the questionnaires.

Table 4.3
Response Rate and Frequency

Description Frequency Percentage
Number of distributed questionnaires 400
Unreturned questionnaires 45
Returned questionnaires 355
Exclude questionnaires 2
Returned and usable questionnaires 353
Response rate 88.75%
Usable response rate 99.43%
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For cross-sectional studies, the response rate of the exceeded threshold of 30% was

considered appropriate and valid (Sekaran & Bougie, 2016). Therefore, this study has

enough responses for further analysis.

4.6 Techniques of Data Analysis

SmartPLS 3.0 software was identified as the appropriate data analysis tool of this

study. Partial Least Squares (PLS) path modelling is similar to traditional regression

techniques, because it simultaneously evaluates the relationship between dependent

variables and independent variables, and the relationship between observed variables

and latent variables (Chin, Marcolin & Newsted, 2003; Duarte & Raposo, 2010;

Gerlach, Kowalski, & Wold, 1979).

Besides, this study was an exploratory theoretical study by using the UTAUT model,

which was required to adopt the path modeling approach (Venkatesh et al., 2003).

Some scholars have suggested that if the research is for prediction or extension of

existing theories, the PLS path model should be used (Hair, Ringle, & Sarstedt, 2011;

Henseler, Rinle, & Sinkovics, 2009; Hulland, 1999). Based on these

recommendations, SmartPLS 3.0 was used as the model assessment tool for this

study.

In this study, data from 353 respondents were analyzed. Descriptive statistics were

used to display frequency counts, percentage distributions, mean and median to
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examine the concentrated trend and discrete trends of the data to observe the

distribution of the samples.

After the descriptive statistical analysis, the study needed to analyze the

measurement model and structural model (Henseler et al., 2009). The measurement

model primarily assesses internal consistency, convergent validity, and discriminant

validity (Hair, Henseler, Dijkstra, & Sarstedt, 2014). The structural model mainly

evaluates the significant level of the parameters in the path coefficients to test the

hypotheses, and assess the level of determination coefficient (R2) (Chin, 2010; Hair

et al., 2011).

4.7 Chapter Summary

This chapter provided an overview of the research designs of the used, and explain

the measurement of each variable. Then proposed the sample size, and data

collection procedures, as well as the data analysis techniques in this study. Finally,

the data collected as the basis for the next section analysis.
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CHAPTER FIVE

DATA ANALYSIS

5.1 Introduction

This chapter analyzed the collected data. Firstly, the missing data were screened, and

performed demographic analysis and descriptive analysis of the collected data. Then,

the measurement model and the structural model were evaluated. Finally, the

research hypotheses of this paper were verified.

5.2 Data Screening

The data screening is critical in ensuring the correct input and rational distribution of

the data (Coakes & Steed, 2009). In multivariate analysis, data screening is also

essential because it will allow researchers to ensure that the central assumptions of

the multivariate model are not destroyed (Hair, Black, Babin, & Anderson, 2010). In

order to ensure the validity of the data, the study needed to screen 353 valid

questionnaires before the data analysis.

When the respondents cannot fill the items in the questionnaire fully, the situation of

data missing often occurs(Little & Rubin, 2014). In the application of quantitative

research, missing data is a major concern for many researchers because it will affect

the research results (Cavana, Delahaye, & Sekaran, 2001). Besides, the missing data

is critical because PLS-SEM will not function properly if there are any missing
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values. In this study, the data packet was imported into SmartPLS 3.0 before data

analysis. Through the detection and screening of the data, SmartPLS 3.0 showed that

the missing value was zero, which proved that there was no data missing. Therefore,

there was no missing data in this study, and the next step of research and analysis

could be carried out.

5.3 Demographic Profile of the Respondents

The target population for this study was the users of the O2O APP. This section

mainly analyzed the basic information of respondents (e.g. gender, age, education

level, occupation, the monthly frequency of use and expenses, and use preferences),

then to test whether the respondent group can represent the sample population. The

statistical data of the sample was shown in Table 5.1.

In the final valid sample (N=353), female users accounted for 59.77%, and male

users accounted for 40.23%. It can be seen that female users were slightly more than

male users, but the proportion of males and females was not much different. It

showed that there were many female users in the O2O mode transaction, which has a

particular relationship with women's good at shopping in daily life.

According to the age distribution statistics of the respondents, the number of

respondents aged 19 to 25 was the highest, reaching 49.58%. Respondents of aged 26

to 30 accounted for 24.08%, the aged 18 and below accounted for 2.55%, the aged
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31 to 40 accounted for 11.61%, and the aged 41 and above accounted for 12.18%. In

this study, most O2O e-commerce users were concentrated between the ages of 19

and 30, indicated that the O2O e-commerce user base was mostly young people, and

this group of people was more curious about new things and had the stronger

accepting ability. Therefore, O2O e-commerce users were characterized by

youthfulness, which was consistent with the actual situation. It should be noted that

users aged 41 and above accounted for 12.18%, indicating that O2O e-commerce

began to spread in the middle-aged or elderly user groups, which means that it

gradually gained recognition from more user groups.

From the perspective of occupational distribution, the data of the questionnaire

survey mainly comes from the students and the alumni in the university. Therefore,

the sample size of the student group reached 33.99%, while the proportion of

government/corporate staff also reached 38.81%, entrepreneurs accounted for

18.98%, and other occupations accounted for 8.22%. Among them, students and

government/corporate staff accounted for 72.8%, because these users were in a

relatively flexible learning and working environment, so the proportion was

relatively high.

In terms of education level, the undergraduate sample accounted for the most

significant proportion, reached 59.21%, followed by diploma, accounted for 29.46%.

The sample size of the master degree and above was less, accounted for 11.33%
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respectively. As the population sample of this study was mainly distributed and

collected from the Guangxi University of Foreign Languages, it is reasonable to

account for 70.54% of the undergraduates and above in the sample. Although the

proportion of these data was related to the target population and region of distributed

by the questionnaire, in general, it is mean that the O2O user group education level

was generally high, because they often use mobile devices and Internet.

From the frequency of users using the O2O APP platform per month, the frequency

of five to ten times per month accounted for the most significant proportion,

accounted for 47.59%. The users who used the frequency more than ten times per

month took second place, accounted for 29.18%, and the users who used the

frequency below five times per month accounted for 23.23%. According to the

statistics, the total number of users who used the O2O APP platforms more than five

times per month was reached 76.77%, most users used the O2O APP platforms at a

higher frequency, so the O2OAPP platforms also have more improve value.

The expenses of users monthly used on the O2O APP platform, which RMB 201 to

500 (about MYR 120 to 299) accounted for the highest proportion, reached 38.81%.

It is followed by RMB 501 to 1000 (about MYR 300 to 599), accounted for 26.35%.

The portion of RMB 200 (about MYR 119) and below was 17.28%, and the

percentage of RMB 1000 (about MYR 599) and above was 17.56%. According to the

data, the monthly expenses of users was less than RMB 1000 (about MYR 599),
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which accounted for 82.44%, this is because the respondents were mainly

concentrated in the group of young people, and the income level was generally not

high, so the amount of money that they can be accepted was not high when

transactions.

In terms of usage categories of O2O APP, the types of most frequently used by

respondents were mainly concentrated in catering, accounted for 45.89%, followed

by travel trips, accounted for 22.95%. Among them, entertainment, beauty & fitness

accounted for 10.48%, 18.98% respectively, and other categories accounted for 1.7%.

According to the data distribution, on the one hand, the group of respondents was

concentrated in young groups, so the use categories of O2O APP were concentrated.

On the other hand, it showed that the O2O APP still has excellent potential for

expansion in many different fields.

The above analysis showed that the sample population who were using the O2O APP

were characterized by youthfulness, and high academic level, most users were

students and government/corporate staff. At the same time, female users were more

than male users, but the proportion of the two tended to be balanced. It was shown

that the sample selected in this survey has relatively high representativeness. Besides,

through the analysis of the sample population, for the most users, the frequency of

using O2O APPwas more than five times per month, the monthly expense on O2O

APP was less than RMB1000 (about MYR 599), and the catering category of the
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O2OAPP platform was the most popular with users.

Table 5.1
Demographic Profile of the Respondents (N=353)

Demographics Categories Frequency Percentage
Gender

Male 142 40.23
Female 211 59.77

Age
18 and below 9 2.55
Between 19-25 175 49.58
Between 26-30 85 24.08
Between 31-40 41 11.61
41 and above 43 12.18

Career
Student 120 33.99
Government/Corporate Staff 137 38.81
Entrepreneurs 67 18.98
Other 29 8.22

Education level
Diploma 104 29.46
Undergraduate 209 59.21
Graduate and above 40 11.33

Monthly usage frequency
Less than 5 times 82 23.23
5 to 10 times 168 47.59
More than 10 times 103 29.18

Monthly usage costs
RMB 200 or less 61 17.28
RMB 201-500 137 38.81
RMB 501-1000 93 26.35
RMB 1001 and above 62 17.56

Category used
Catering 162 45.89
Travel trips 81 22.95
Entertainment 37 10.48
Beauty & fitness 67 18.98
Other 6 1.7

5.4 Descriptive Analysis

Descriptive statistics are used to explore the collected data and summarise or

describe the data as information. It transforms raw data into a form that is easy to

understand and interpret (Yaacob, 2008). The descriptive analysis provides more
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descriptive information to understand and explain the data better (Genser, Cooper,

Yazdanbakhsh, Barreto, & Rodrigues, 2007). In this study, there were 19 items in

Part B of the questionnaire used to measure variables. Before the descriptive analysis,

the study first analyzed the raw data in SmartPLS 3.0.

The descriptive statistical analysis results of each variable can be seen in Table 5.2.

The distribution of the values of each measurement item ranges from 1 to 5,

indicated that the values of each observation variable are distributed widely. From

the mean of each measurement item, the mean of all variables was above 3.0,

suggested that performance expectancy, effort expectancy, social influence, and

facilitating conditions would prompt users to adopt the O2OAPP platforms.

The mean value of performance expectancy and effort expectancy were above 4.0,

the standard deviations were 0.8860, 0.8908, and skewness were -1.0245, -0.9745,

respectively. By measuring the latent variable of performance expectancy, its mean

value was 4.0855, indicated that users generally agree that the O2O APP platforms

was useful to their lives and could improve their life efficiency. At the same time, the

mean value of effort expectancy was 4.0473, indicated that users think that they do

not need to spend a lot of effort and time on learning and using the O2O APP

platforms, and the platforms were relatively simple to use.
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Table 5.2
Descriptive Statistics for Latent Variables

Variables N Minimum Maximum Mean Standard
deviation Skewness

Performance expectancy
PE1 353 1 5 4.1270 0.8990 -1.2640
PE2 353 1 5 4.0310 0.9110 -0.9440
PE3 353 1 5 4.1020 0.8390 -0.9180
PE4 353 1 5 4.0820 0.8950 -0.9720
PE mean 353 1 5 4.0855 0.8860 -1.0245
Effort expectancy
EE1 353 1 5 3.9860 0.9170 -0.8570
EE2 353 1 5 4.1020 0.8650 -0.8840
EE3 353 1 5 4.0420 0.9260 -1.1400
EE4 353 1 5 4.0590 0.8550 -1.0170
EE mean 353 1 5 4.0473 0.8908 -0.9745
Social influence
SI1 353 1 5 3.7760 0.9780 -0.5440
SI2 353 1 5 3.8750 0.9650 -0.7560
SI3 353 1 5 3.7620 1.0830 -0.6850
SI4 353 1 5 4.0710 0.8830 -1.0810
SI mean 353 1 5 3.8710 0.9773 -0.7665
Facilitating condition
FC1 353 1 5 3.7790 1.0080 -0.5120
FC2 353 1 5 3.8610 0.9160 -0.7870
FC3 353 1 5 3.9860 1.0080 -1.0870
FC4 353 1 5 3.9770 0.8900 -0.7300
FC mean 353 1 5 3.9008 0.9555 -0.7790
O2OAPP adoption
OA1 353 1 5 4.2860 0.7140 -0.7640
OA2 353 1 5 4.1390 0.8080 -0.9070
OA3 353 1 5 3.9970 0.8920 -0.9320
OAmean 353 1 5 4.1407 0.8047 -0.8677
Note: N = Population size

The mean value of social influence and facilitating conditions were between 3.5 and

4.0, with the standard deviations of 0.9773 and 0.955, and skewness of -0.7665,

-0.7790, respectively. Among them, the mean value of social influence was 3.8710,

indicated that most users think that when they were affected by the surrounding

environment, it would be prompted them to use the O2O APP platform. The mean

value of the facilitating conditions was 3.9008, indicated that most users agree that

the O2O APP platform has secure payment environments, reliable information
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platforms, discounts, etc., and these factors would directly encourage them to use the

O2OAPP platform.

The mean value of the dependent variable O2O APP adoption was 4.1407, its

standard deviation was 0.8047, and the skewness was -0.8677. Among them, the

mean value of the OA1 measurement item was the highest, which was 4.2860,

indicated that most users often use the O2O APP platform. The mean value of the

OA2 measurement item was 4.1390, showed that most users believe that they will

continue to use the O2OAPP platform in the future. The mean value of the OA3

measurement item was 3.9970, indicated that most users would recommend the O2O

APP platform to others around them.

5.5 Assessment of PLS-SEM Path Model Results

Structural Equation Model (SEM) has two main components for performing data

analysis. The two components are the measurement model and the structural model.

The measurement model is the outer model, and the structural model is the inner

model (Henseler et al., 2009). The two-step process of this study included (i)

detecting the measurement model and (ii) evaluating the structural model. The model

was shown in Figure 5.1.
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Figure 5.1
The Research Model

This study first evaluated the measurement model, mainly to assess the reliability and

validity of latent variables. The assessment included the detection of internal

consistency, convergence validity, and discriminant validity (Hair et al., 2014). After

evaluated the measurement model, the structural model was detected. Assess the

significance level of the parameters in the path coefficients to test the hypotheses, as

well as assess the level of the coefficient of determination (R2) (Chin, 2010; Hair et

al., 2011).
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5.6 Assessment of Measurement Model

Figure 5.2
Measurement Model (PLS Algorithm Results)

The analysis of the measurement model focuses on verifying that the observed

variables correctly measure their latent variables (Anderson & Gerbing, 1988).

PLS-SEM differs in the indicators tested when evaluating both reflective

measurement and formative measurement (Hair et al., 2014). There was only a

reflective measurement method in the measurement model of this study. Therefore,
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this paper evaluated the SEM results of the reflective measurement model from three

aspects: (i) internal consistency, (ii) convergence validity, and (iii) discriminant

validity (Hair et al., 2011, 2014; Henseler et al., 2009). Figure 5.2 showed the model

which results of the path coefficients of the relevant latent variables.

5.6.1 Internal Consistency

Internal consistency is usually based on a measure of the correlation between

different items in the same variable measurement (Ferketich, 1990). In the metrics

for assessed internal consistency, some researchers used Cronbach's alpha and

Composite Reliability (CR) values to evaluate the reliability of the variables

(Henseler et al., 2009; Osburn, 2000). Therefore, this study used these two

dimensions to measure the internal consistency of reliability.

Cronbach's alpha is an index of reliability associated with the variation accounted for

by the true score of the “underlying construct”, and greater than 0.7 is considered an

acceptable threshold (Reynaldo & Santos, 1999). The value of CR is mainly derived

from the difference in the outer loadings of the observed variables (Hair, Hult, Ringle,

& Sarstedt, 2016), and it should be greater than 0.7. (Bernstein & Nunnally, 1994;

Fornell & Larker, 1981; Nunnally, 1978).
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Table 5.3
Result of Reflective Measurement Model

Constructs Items Item
Loadings CR AVE Cronbach's

Alpha
Performance expectancy 0.8476 0.5824 0.7605

PE1 0.7092
PE2 0.7435
PE3 0.8250
PE4 0.7703

Effort expectancy 0.8531 0.5940 0.7691
EE1 0.6830
EE2 0.8153
EE3 0.7257
EE4 0.8474

Social influence 0.8194 0.5319 0.7124
SI1 0.6832
SI2 0.7240
SI3 0.7393
SI4 0.7682

Facilitating conditions 0.8479 0.5827 0.7614
FC1 0.7380
FC2 0.8200
FC3 0.7294
FC4 0.7628

O2OAPP adoption 0.8340 0.6264 0.7052
OA1 0.7569
OA2 0.8093
OA3 0.8071

Note: CR = Composite Reliability; AVE =Average Variance Extracted.

It could be seen from Table 5.3 that the CR values of the five latent variables (i.e.

performance expectancy, effort expectancy, social influence, facilitating conditions

and O2O APP adoption) were ranged between 0.8194 and 0.8531, all of were greater

than 0.70. Cronbach's alpha values ranged from 0.7052 to 0.7691, all of which were

above 0.70. This result indicated that the latent variables involved in this study have

good internal consistency reliability.

5.6.2 Convergent Validity

Convergent validity is a statistical test used to describe the synergy level between
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each measurement item of the same latent variable. In different words, it shows if

there is any conflict between the measurement items of the same latent variable

(Ramayah, Lee, & In, 2011). In the evaluation of the convergence validity, it is

mainly to detect the Average Variance Extracted (AVE) value of each latent variable

(Bagozzi & Yi, 1988; Fornell & Larcker, 1981; Joreskog & Sorbom, 1996; Kim &

Ross, 2006).

Average Variance Extracted (AVE) is the calculation of the average variation

explanatory power of each observed variable to the corresponding latent variable.

Fornell & Larker (1981) suggested that the AVE value should be higher than 0.5. By

observed Table 5.3, the AVE values of the latent variables were all higher than the

standard of 0.5, indicated that the explanatory power of the measurement items of the

latent variables exceeds the error variance. Therefore, it can be explained that each

variable in this study has good convergence validity.

5.6.3 Discriminant Validity

Discriminant validity was defined as "test the degree of difference among a construct

and other constructs by specific criteria". Assessing discriminant validity means that

a construct is unique and cannot be obtained from other constructs in the same model

(Hair et al., 2014). There are two methods for verifying discriminant validity (Chin,

2010; Hulland, 1999), that is cross-loading and the square root of AVE. The two

methods were described in detail below.



53

The first method of testing discriminant validity was to examine the cross-loadings.

The cross-loadings for a particular latent variable must be higher than the

cross-loadings for all other latent variables (Chin, 1998). Table 5.4 introduced the

cross loading results in this study, the cross-loadings of the specific latent variables

were higher than the cross-loadings of all other latent variables.

Table 5.4
Cross Loadings

EE FC OA PE SI
EE1 0.6830 0.4791 0.4333 0.5244 0.4861
EE2 0.8153 0.5495 0.4933 0.6146 0.5612
EE3 0.7257 0.4280 0.4437 0.4997 0.4661
EE4 0.8474 0.5541 0.5530 0.6036 0.5523
FC1 0.4235 0.7380 0.4137 0.3764 0.4899
FC2 0.5619 0.8200 0.5149 0.5193 0.5297
FC3 0.4719 0.7294 0.4007 0.5225 0.4992
FC4 0.5318 0.7628 0.4432 0.4578 0.5180
OA1 0.4160 0.3750 0.7569 0.4633 0.3378
OA2 0.5233 0.4483 0.8093 0.4908 0.4627
OA3 0.5354 0.5420 0.8071 0.5353 0.6046
PE1 0.5322 0.3893 0.4280 0.7092 0.4092
PE2 0.5571 0.4569 0.4386 0.7435 0.5667
PE3 0.6053 0.5530 0.5335 0.8250 0.5422
PE4 0.5331 0.4663 0.5127 0.7703 0.4944
SI1 0.4140 0.4793 0.3403 0.3748 0.6832
SI2 0.5435 0.5510 0.4013 0.5012 0.7240
SI3 0.3722 0.4871 0.4200 0.4063 0.7393
SI4 0.5951 0.4528 0.5613 0.5971 0.7682

Note: EE = performance expectancy; PE = effort expectancy; SI = social influence; FC = facilitating
conditions; OA = O2O APP adoption.

The second measure method of discriminant validity was to use the Fornell-Larcker

criterion. If the correlation coefficient of all other variables is smaller than the square
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root of AVE, it indicated that the latent variables in the measurement model are

different from each other, and it has sufficient discriminant validity (Fornell & Larker,

1981; Gefen & Straub, 2005; Segars & Grover, 1998). It could be seen from the table

5.5 that the AVE square root of each latent variable was the maximum value of each

row and column. This indicated that the AVE square root value was larger than the

correlation coefficient value of each latent variables.

Table 5.5
Discriminant Validity - Square Root of AVE

EE FC OA PE SI
EE 0.7707
FC 0.6549 0.7634
OA 0.6272 0.5842 0.7915
PE 0.7294 0.6152 0.6302 0.7632
SI 0.6715 0.6665 0.6075 0.6598 0.7293

Note: EE = performance expectancy; PE = effort expectancy; SI = social influence; FC = facilitating
conditions; OA = O2O APP adoption.

Therefore, by detecting the cross-loadings and the AVE square root values, both

detection methods showed that each latent variable was different from all other latent

variables in the measurement model, so it has good discriminant validity.

5.6.4 Conclusion of Measurement Model

Through the measurement of reliability and validity in the measurement model, this

study had internal consistency, convergence validity, and discriminant validity, and

all tests have exceeded the recommended thresholds. Therefore, this study passed the

reliability and validity test of the measurement model. The next step was to evaluate
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the structural model.

5.7 Assessment of Structural Model

The structural model is used to evaluate the goodness of fit of the model and test the

relationships among the latent variables in the theoretical model (Fornell & Larker,

1981; Hair, Anderson, Tatham, & Black, 1998; Pavlou & Fygenson, 2006).

According to Chin (2010) and Hair et al. (2011), this study combined two different

tests to evaluate the structural model. They were (i) path coefficient and (ii)

Coefficient of Determination (R2). Each test would be discussed separately in the

following sections. Figure 5.3 showed the path coefficient results of the structural

model, it calculated by Bootstrapping of SmartPLS 3.0.
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Figure 5.3
Structure Model (PLS Bootstrapping Results)

5.7.1 Hypotheses Testing

Evaluating the structural model is to test the research hypothesis by the path

coefficients of running Bootstrapping, the results are shown in Table 5.6.

Bootstrapping is a process in which a large number of subsamples (e.g. 5000) are

taken from the original sample and replaced with the Bootstrap standard error,

providing t-value and p-value for the significance test of the structural path (Chin,

1998). Based on this, the statistical significance is evaluated by the p-value of the
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path coefficient, then the research hypothesis is tested (Hair et al., 2011).

Table 5.6
Path Coefficients of the Research Hypotheses

H Direct
result

Standard
Beta (β)

Standard
Deviation
(STDEV)

T-value P-value

H1 PE→OA 0.2498 0.0864 2.8900 0.0039**
H2 EE→OA 0.2061 0.0829 2.4875 0.0129*
H3 SI→OA 0.1930 0.0872 2.2128 0.0270*
H4 FC→OA 0.1668 0.0720 2.3170 0.0205*
Note: Significant at P***<0.001, P**<0.01, P*<0.05. EE = performance expectancy; PE = effort
expectancy; SI = social influence; FC = facilitating conditions; OA = O2O APP adoption.

Figure 5.3 and Table 5.6 show that the test results which the significance of the

structural model path coefficients, and use these results to test the research

hypotheses. Results indicated that performance expectancy is positively associated

with users' adoption of the O2O APP (β = 0.2498, t = 2.8900, p = 0.0039<0.01), so

hypothesis 1 was supported. Hypothesis 2 predicted a relationship between effort

expectancy and the O2O APP adoption, and the results showed that effort expectancy

is positively associated with users' adoption of the O2O APP, so the hypothesis 2 was

supported (β = 0.2061, t = 2.4875, p =0.0129<0.05).

Similarly, Hypothesis 3 predicted a relationship between social influence and O2O

APP adoption, the results showed that social influence is positively associated with

users' adoption of the O2O APP, so hypothesis 3 was supported (β = 0.1930, t =

2.2128, p = 0.0270<0.05). Concerning of the relationship between facilitating

condition and O2O APP adoption, results showed that facilitating condition is
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positively associated with users' adoption of the O2O APP (β = 0.1668, t = 2.3170, p

= 0.0205<0.05), so hypothesis 4 was supported.

Table 5.7
Summary of Hypotheses Testing
Hypotheses Statements Results

H1
Performance expectancy is positively associated with
users' adoption of the O2O application platforms. Supported

H2
Effort expectancy is positively associated with users'
adoption of the O2O application platform. Supported

H3
Social influence is positively associated with users'
adoption of the O2O application platform. Supported

H4
Facilitating condition is positively associated with users'
adoption of the O2O application platform. Supported

Through the analysis and explanation of the model results, the test results of research

hypotheses can be obtained, as shown in Table 5.7. It can be seen that the four

research hypotheses of this study were supported. Moreover, performance

expectancy is most strongly associated with users' adoption of the O2OAPP.

5.7.2 Coefficient of Determination

The Coefficient of Determination (R2) represents the degree to which the

independent variable interprets the dependent variable. Different research models and

research processes will produce different R2 values. In PLS-SEM, only the dependent

variable has an R2 value (Hair et al., 2016). A lower value of R2 indicates a poorer

explanatory power, and higher R2 value indicates a better explanatory power (Elliott

& Woodward, 2007; Hair et al., 2010). The R2 values of 0.75, 0.50, and 0.25 are

generally considered to indicate that the degree of interpretation of the model is high,
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moderate, and weak (Chin, 1998).

Table 5.8
R-Square of the Latent Variables
Independent Variables Dependent Variables R2

Performance expectancy O2OAPP adoption 0.5014
Effort expectancy
Social influence
Facilitating conditions

Figure 5.2 and Table 5.8 showed that the R2 value of the latent variable in the model,

with the R2 value of 0.5014. It indicated that the explanatory power of the

independent variable to the dependent variable was 50.14%, and the R2 value was

above 0.5, so the degree of interpretation of the model was shown to be moderate.

5.8 Chapter Summary

Based on the data collected, this study performed demographic analysis and

descriptive analysis after data screening. Evaluated the measurement model (outer

model) to verify the reliability and validity of the study. Then the research

hypotheses were tested by the path coefficient in the structural model (inner model).

Through the analysis of the data, all of the hypotheses were supported, which

discussed in the next chapter.
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CHAPTER SIX

DISCUSSIONS, CONCLUSION AND RECOMMENDATION

6.1 Introduction

Through the analysis of the research data, this chapter identified and discussed

research findings, and explained the contributions made by this research. Then, the

limitations of this paper were discussed, and recommendations for future related

research were proposed. Finally, an overall conclusion was made in this study.

6.2 Discussion of Research Findings

Based on the UTAUT theoretical model, this study used five variables to construct a

model that influences the users' adoption of the O2O APP platforms. The empirical

results showed that the SEM of this study had reliability and validity, and the

explanatory power of the model reached 50.14%. The goodness of fit of the model

also supported to use this model which explain the user adoption behaviour of the

O2O APP platforms in the context of China. According to the analysis in the

previous chapters, the research objectives, research questions, and research

hypotheses have been solved, followed by specific discussions.

6.2.1 The Relationship between Performance Expectancy and O2O APP
Adoption

Performance expectancy is the usefulness of O2O APP to users, and users can

improve their living efficiency by adopting the O2O APP. The results showed that
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performance expectancy is positively associated with users' adoption of the O2OAPP,

and the results were consistent with previous research on technology adoption

(Carlsson et al., 2006; Lee et al., 2007; Park et al., 2007). In the business model of

O2O, the essential purpose of users is to meet their actual needs, so users hope to

enjoy the convenience of transactions by the consumption mode of O2O, thereby

improving their quality of life.

Since the performance expectancy is most strongly associated with users' adoption of

the O2O APP in this study, operators can focus on improving the usefulness of the

O2O application platform for users to attract and retain more users. Therefore, O2O

operators should fully grasp the needs of consumers, and continue to expand and

enrich service types according to the characteristics of market demand and their

service resources. Besides, operators should emphasize its usefulness when

promoting O2O APP, so that consumers can genuinely feel that O2O APP can

improve their quality of life. Only by making consumers think the convenience and

practicality of the O2OAPP will they try to use the O2OAPP to transaction.

6.2.2 The Relationship between Effort Expectancy and O2OAPPAdoption

Effort expectancy is the ease of use of O2O APP for users, and users only need to

pay less effort and time to operate the O2O APP. The results showed that effort

expectancy is positively associated with users' adoption of the O2O APP, and the

results were consistent with previous research on technology adoption (Crespo & del
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Bosque, 2008; Kim et al., 2010; Park et al., 2007). The operation mode of

easy-to-understand can appeal to users of different ages try to use it, because users

only need to pay less effort and time to operate, they can meet their needs.

Therefore, operators should meet the users' need for ease of use of the O2O APP.

Firstly, operators can streamline the operation process of the APP, such as

streamlining the booking and payment process. Secondly, operators can provide

users with clear and easy-to-understand operation guidance services, to reduce the

effort and time spent by users in the operation process, and provide consumers with a

convenient operation experience. The third is to simplify the O2O APP operation

page, and the operators should reasonably classify the products presented on the web

page.

6.2.3 The Relationship between Social Influence and O2OAPPAdoption

Social influence is the impact of the surrounding people and environment on the

adoption of O2O APP by users. The results showed that social influence is positively

associated with users' adoption of the O2O APP, and the results were consistent with

previous research on technology adoption (Hongxia et al., 2011; Lu et al., 2008;

López-Nicolás et al., 2008; Yang et al., 2012). Users can know about O2O

information through multiple channels around them before making a decision. The

more people use it and give positive feedback and advice, and the more likely

consumers are to use the O2OAPP.
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Therefore, to attract more users, operators can encourage users to share experiences

for other consumers and let more consumers know the advantages of the O2O APP

platforms. Secondly, operators should pay attention to the social marketing method

and expand the excellent reputation of the O2O APP platforms through a marketing

promotion. For example, promote through social networking sites, and create a

consumer atmosphere that everyone uses and praise.

6.2.4 The Relationship between Facilitating Conditions and O2OAPPAdoption

The facilitating conditions are the support factors provided by the external

environment and technology for users to use the O2O APP successfully. The results

showed that the facilitating conditions are positively associated with users' adoption

of the O2O APP, and the results were consistent with previous research on

technology adoption (Alshehri et al., 2013; Ling Keong et al., 2012; Venkatesh et al.,

2011; Zhou, 2011). When using the O2O APP, users will consider the degree of

system support and compatibility, the security of the payment platform and the

reliability of platforms information.

In order to achieve long-term development of O2O APP companies, firstly, O2O APP

operators should focus on establishing system security, such as improving the safety

of online transaction payments, protecting users' private information, and

implementing instant refunds. Secondly, operating companies should focus on
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building system service functions, such as expanding application compatibility and

improving the fluency of customer service systems.

Overall, the study found that users' perceptions of the usefulness and ease of use of

technology, the surrounding impact, and environmental and technical support can

motivate users to adopt the O2O APP platforms. In order to realize the long-term

development of O2O operating companies, there are many ways to attract users, such

as optimizing service types, streamlining operational processes, promoting a good

reputation, and improving system security and compatibility can also enable O2O

operators to attract and retain more users in these ways.

6.3 Contribution of Study

This research was based on the O2O APP, which a new business model. In addition

to explored relevant theories, it also provided some reference for O2O APP platforms

operators in practical applications, and jointly promoted the benign development of

the business model.

In practice, in the business model of O2O, whether users can accept the O2O APP

platform, the most important thing is whether this product and service can genuinely

meet the users' convenient needs. In this study, the four influencing factors of users

to adopt the O2O APP were given some inspiration to industry participants.

Operators of the O2O APP platform can use these four influencing factors as a
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reference to develop a marketing strategy suitable for the enterprise to improve users

viscosity.

In theory, in the context of China, the UTAUT model was used to study the user

behaviour in the O2O APP platform, and its feasibility was confirmed by empirical

research, which provided relevant theoretical support for subsequent analysis.

Besides, this study offers a theoretical basis for companies to create value-added

models of O2OAPP platforms and develop marketing strategies.

6.4 Limitation of Study

Although this research has achieved some results in the field of O2O e-commerce,

there are still some limitations in this study due to restrictions in time, conditions and

researcher capabilities.

Firstly, there are many factors influence of users adoption behaviour in the O2O

e-commerce model, but this study only used four independent variables in UTAUT

as influencing factors, so did not include other influencing factors into research,

which makes the research results not comprehensive enough.

Secondly, for the overall study, young people account for a large proportion of the

sample in this study, and concentrated in the city of Nanning in China, there are

certain geographical restrictions. These circumstances may lead to deviations in the
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research results, which will affect the universality of the research conclusions.

The focus of this study is to investigate the factors influencing of user behaviour in

the 020 e-commerce model. Although it involves demographic analysis, it does not

consider the role of control variables in the research model, making the research

model not perfect enough.

6.5 Recommendations for Future Research

At present, there are not many theoretical discussions and empirical studies on

consumer behaviour under the O2O e-commerce model. Relevant researchers can

obtain more factors that affect users' adoption of O2O APP platforms through

relevant research, and further improve the ideas and methods of this research field.

When time and cost are sufficient, the investigator can further expand the scope of

the target sample to obtain an adequate and representative sample. At the same time,

different sample categories can be subdivided, and the theoretical discussion and

empirical research of this topic can be carried out.

Finally, the relevant researchers can also refer to more different research theories and

models, analyze and study the influencing factors of consumer behaviour under the

O2O e-commerce model, and obtain more valuable conclusions through different

new perspectives.
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6.6 Conclusion

In summary, this study examined four hypotheses that factors influence users'

adoption of O2O APP. Four relationships were established between the independent

variable and the dependent variable, and the relationship was tested by assessing the

measurement model and the structural model. The results indicated that all four

hypotheses were supported, and the four independent variables have explanatory

power for the dependent variable.

By studied the behaviour of users adoption O2O APP, the researcher has a deeper

understanding of the factors that influence user usage decisions. Besides, this

research has contributed to the theoretical and practical aspects of the O2O

e-commerce field. This study has some limitations and has proposed future research

recommendations.
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APPENDIX A

QUESTIONNAIRE

Factors Influencing Users’Adoption Online to Offline

Application Platforms

Dear Respondent,

This is purely an academic event designed to understand the users' intent to adopt the
O2O application platform. The questionnaire consists of three parts, and the
questionnaire is easy to complete. Please read the questions carefully before
answering. I would be very grateful if you could answer the questions honestly. Your
answers will be kept strictly confidential to ensure that the data obtained is for
academic purposes only.

Thank you very much for taking the time to cooperate with my investigation. I am
very grateful for your contribution and help in promoting this research work.

Cordially,

Wei Anni

University Utara Malaysia, Sintok, Kedah
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Section A: Inclusion Criteria

1. Have you used O2O application (APP)? (Such as Meituan, Ctrip, Didi and other
online to offline software).

[ ] Yes

[ ] No

2. If you have used O2OAPP, which category do you usually use the most?

[ ] Catering category

[ ] Travel trips

[ ] Entertainment

[ ] Beauty & fitness

[ ] Others, please specify: ________________

Section B:

Please rate each of the following items to indicate the extent to which you agree or
disagree with each statement. Use a response scale in. 1=strongly disagree,
2=disagree, 3=neutral, 4=agree, 5=strongly agree.

No. Items 1 2 3 4 5

1 I believe the O2O APP would be a useful platform in
my day to day activities.

2 Interaction with the O2OAPP is easy for me.

3 People's suggestions and opinions will affect my use
of the O2OAPP.

4 I think the information provided in the O2O APP is
authentic.

5 I often use the O2OAPP.

6 Using the O2O APP enables me to accomplish
transactions more quickly.

7 Becoming skillful at using the O2O APP is easy for
me.
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8 People who are important to me think that I should
use the O2OAPP.

9 I think the payment environment in the O2O APP is
safe.

10 I am still willing to use the O2OAPP in the future.

11 Using the O2O APP would save time so I can do
other activities in my day to day.

12 I would find O2OAPP is easy to use.

13 Using the O2O APP indicate me to have a higher
status than those who do not.

14 I think the discounts promoted in the O2O APP can
attract me to use it.

15 I have recommended the O2OAPP for others to use.

16 The O2OAPP would bring me greater convenience.

17 Learning to use the O2OAPP is easy for me.

18 Most people surrounding me use the O2OAPP.

19 Help is available when I get a problem in using the
O2OAPP platforms.

Section C: Demographics

1.Gender

[ ] Male [ ] Female

2. Age

[ ] 18 years and below

[ ] 19-25 years

[ ] 26-30 years

[ ] 31-40 years

[ ] 41 years and above
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3. Career

[ ] Student

[ ] Government / Corporate Staff

[ ] Entrepreneurs

[ ] Others, please specify: ________________

4. Education level

[ ] Diploma

[ ] Undergraduate

[ ] Graduate and above

5. How frequently do you purchase on O2O APP each month?

[ ] Less than 5 times

[ ] 5 to 10 times

[ ] More than 10 times

6. How much do you spend on purchasing goods and services on O2OAPP each
month?

[ ] RMB 200 and less

[ ] RMB 201-500

[ ] RMB 501-1000

[ ] RMB 1001 and above
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APPENDIX B

QUESTIONNAIRE (CHINESE TRANSLATED VERSION)

影响用户采用在线到离线应用平台的因素

亲爱的答卷者，

这只是一个学术活动，旨在了解用户采用 O2O应用平台的意图。问卷由三部分

组成，该问卷很容易完成，请在回答之前仔细阅读问题。如果你能如实地回答

这些问题，我将非常感激。您的答案将严格保密，以确保所获得的数据仅用于

学术目的。

非常感谢您抽出宝贵的时间与我的调查合作。我非常感谢您为推动这项研究工

作所做的贡献和帮助。

韦安妮

马来西亚北方大学
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A部分：入选标准

1.您使用过 O2O应用程序（APP）吗？ （如美团，携程，滴滴等在线到离线软

件）。

[ ] 是

[ ] 否

2.如果您使用过 O2O应用程序，您通常使用哪个类别？

[ ] 餐饮类

[ ] 旅行

[ ] 娱乐

[ ] 美容与健身

[ ] 其他，请注明： ________________

B部分：

请对以下每个项目进行评分，以表明您同意或不同意每个陈述的程度。使用响

应程度 1 =强烈反对，2 =反对，3 =一般，4 =同意，5 =非常同意。

序号 题项 1 2 3 4 5

1 我相信 O2O 应用程序在我的日常和活动中将是

一个有用的平台。

2 与 O2O应用程序的互动对我来说很容易。

3 人们的建议和意见将影响我对 O2O 应用程序的

使用。

4 我认为 O2O应用程序中提供的信息是真实的。

5 我经常使用 O2O应用程序。

6 使用 O2O应用程序使我能够更快地完成交易。
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7 熟练使用 O2O应用程序对我来说很容易。

8 对我很重要的人认为我应该使用 O2O应用程序。

9 我认为 O2O应用程序中的支付环境是安全的。

10 我仍然愿意在将来使用 O2O应用程序。

11 使用 O2O应用程序可以节省时间，因此我可以在

日常工作中进行其他活动。

12 我发现 O2O应用程序很容易使用。

13 使用 O2O 应用程序表明我的地位高于那些没有

使用的人。

14 我认为在 O2O 应用程序中推广的优惠活动可以

吸引我使用它。

15 我会推荐 O2O应用程序给其他人使用。

16 O2O应用程序为我带来很大的便利。

17 学习使用 O2O应用程序对我来说很容易。

18 我周围的大多数人在使用 O2O应用程序。

19 当我使用 O2O应用程序平台出现问题时，可以获

得帮助。

C部分：人口统计

1.性别

[ ]男 [ ]女

2.年龄

[ ] 18岁及以下

[ ] 19至 25岁

[ ] 26至 30岁
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[ ] 31至 40岁

[ ] 41岁及以上

3.职业

[ ] 学生

[ ] 政府/公司职员

[ ] 创业者

[ ] 其他，请注明： ________________

4.教育水平

[ ] 大专

[ ] 本科

[ ] 硕士及以上

5. 您每月在 O2O应用程序上购买的频率如何？

[ ] 低于 5次

[ ] 5至 10次

[ ] 10次以上

6.您每月在 O2O应用程序上购买商品和服务的费用是多少？

[ ] 人民币 200元及以下

[ ] 人民币 201至 500元

[ ] 人民币 501至 1000元

[ ] 人民币 1001元及以上
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