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Abstract 

This study examines the effects of the group-buying website 
performance and retailer performance on consumer satisfaction 
and continued group-buying intention. Specifically, this study 
focuses on two purchase processes, namely online transactions 
and the retailer experience. After the customers complete their 
transaction on the online group-buying website (OGW) and 
receive their vouchers, they are able to book an appointment with 
the physical retailers to redeem their vouchers. There are few 
studies that simultaneously consider the performance of the 
OGW and retailer, this study thus adopts the experience-
dissonance process that integrates cognitive consistency theory 
and expectation confirmation theory to investigate the formation 
of consumer satisfaction in online group-buying. Based on the 
results, specific recommendations are provided for electronic 
commerce business operators to enhance online group-buying 
intention, so that they can improve their marketing strategies. 
Keywords: Performance, Experience-Dissonance Process; 
Satisfaction, Continued Group-Buying Intention 

1. Introduction 

Due to advances in the Internet and mobile devices, 
along with the booming electronic commerce market, 
consumption patterns have gradually shifted to an online 
context, with online group-buying (OGB) being one 
popular form of such commerce. OGB is defined as when a 
number of consumers join together via the Internet for the 
purpose of buying a certain product/service at a discount 
(Cheng and Huang, 2013). The early pioneers of OGB, 
such as Mercata.com and Accompany.com (now 
MobShop.com), developed a new type of dynamic pricing 
mechanism, and launched group-buying websites in May 
1999 and March 1999, respectively. Using this method 
consumers are able to pool their purchasing power in order 
to bargain and get a better price, assisted by the market-
making efforts of the online retailer itself (Kauffman and 
Bin, 2001; Pelaez, Yu and Lang, 2013).  

The practice of OGB originated from the use of 
Bulletin Board Systems (BBS), Post Text Table (PTT, a 
kind of BBS), websites and blogs, which made it possible 
for groups members to buy the desired products/services at 
discount prices when enough buyers had been gathered 
together. The current model of OGB is based on an OGB 
operator negotiating with the supplier and then providing a 

fixed amount of available products/services at the agreed 
discounted price, which consumers can then purchase on 
the OGB. After consumers have placed their orders the 
supplier receives a notification from the OGB, and then 
provides the service or ships the product. The OGB vendor 
then calculates the share of revenue with the supplier based 
on their agreement (Chen, Hsu, Chang and Liang, 2012). 
Over the last two decades various types of OGB have 
started business, with some of the most popular listed as 
follows: CoShopper.com (operating in seven European 
countries and Japan), LetsBuyIt.com (operating in the UK, 
Germany, Sweden and France), and 
kr.Groupbuy.Yahoo.com (operating in South Korea), 
Yabuy.com and Coolbid.com.cn (both operating in China), 
StockBuzz (based in Thailand), and Chennai Online 
(operating in India-based market) (Anand and Aron, 2003; 
Chen, 2002; Rha and Widdows, 2002). Groupon was 
established back in November 2008 and first launched in 
Chicago, where a daily deal is featured for people who are 
looking for the best things to do, eat, see and buy offered 
by more than 250 markets worldwide 
(http://www.groupon.com.tw). 

The development of OGB in Taiwan was pioneered 
by Coolbid (http://www.coolbid.com), which was 
established on December 9, 1998. In March 2004, a 
bulletin board entitled “Buytogether” was established on 
PTT, which soon became known for making a number of 
previously unknown snacks and delicacies very popular. In 
March 2007, ihergo (http://www.ihergo.com) was and soon 
became the most popular OGB on Yahoo and Google. The 
OGB model was further developed in 2010, with Groupon 
and Gomaji being the most popular of these. Gomaji was 
founded in 2010 and integrated with the Yahoo! Shopping 
channel to provide a daily rebate coupon of up to 50% for 
group-buying activities in different cities in Taiwan. In 
July 2012, Gomaji achieved a turnover of 145 million 
TWD and market share of 39%, thus surpassing Groupon 
and becoming the biggest OGB in Taiwan. In 2013 the 
company’s turnover was 552 million TWD, with a gross 
margin of 95.58%, net profit of 63.69 million TWD, and 
earnings per share of 3.76 TWD. In November 2014 
Gomaji reported annual revenue of 539 million TWD, a 
gross margin of 94.22%, net profit after tax of 74.61 
million TWD, and earnings per share of 4.36 TWD. 
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Gomaji had its initial public offering on January 14, 2015, 
with the ticker “8472-tw” and a price of 125 TWD, thus 
becoming the first OGB operator to on the Taiwanese 
stock market (http://www.ttv.com.tw).  

Gomaji was the first to offer a full-refund guarantee 
and group-buying booking system. Its suppliers include 
theme restaurants, spas, massage centers, cinemas, KTVs 
(Karaoke Television rooms) and certain food stores 
(Chang, 2015). Moreover, the increasing power and 
popularity of smartphones enable consumers to browse 
products/services anywhere at any time, and thus Gomaji 
uses location-based services (LBS) to find the current 
locations of users and thus provide customized discounts 
of local retailers for users. However, since it is not possible 
to fully see or handle a physical product online, many 
consumers are worried that may be significant differences 
in quality between what is offered and what is received. 
Moreover, if such discrepancies do exist, then this will 
negatively affect consumer repurchase intentions. The 
following example allows a useful insight into 
understanding how a consumer establishes his/her 
satisfaction of the service given by an OGB. 

When a consumer sees a delicious Italian meal on the 
website, they can reserve it online and use the related 
voucher by following the instructions they are given. 
Furthermore, since the voucher can be used on any day, the 
restaurant is well located and users can get up to a 40% 
discount, the consumer buys two vouchers. After the user 
pays online with a credit card, the group-buying website 
immediately sends them the voucher redemption numbers 
via SMS and e-mail. The consumer was very pleasantly 
surprised by the rapid service, and also expected that the 
services provided by the restaurant would live up to their 
expectations. However, when the consumer tried to reserve 
a table online they found that it was not possible to do so 
for a weekend, or when they went to the restaurant the staff 
were not friendly, or perhaps there was a discrepancy 
between the pictures of the meals shown on the website 
and the actual meals that were received. Such adverse 
situations would not only make consumers unwilling to 
visit this restaurant again, but would also affect their 
repurchase intention with regard to the group-buying 
website. 

This example shows that the service encounters 
experienced by a consumer occurred at two different points 
in the process of ordering the voucher: pre-services (the 
performance of OGB) and post-services (the performance 
of restaurant). In other words, even though the consumer 
may have had a pleasant experience on the OGB, if they 
have had an unpleasant experience in the physical retailer 
then this can discourage them from ever using that OGB 
again. Therefore, a consumer experienced cognitive 
inconsistency between the OGB and the retailer aspects. 

These aspects of OGB suggest an important consideration: 
it is important to understand whether pre-services (the 
performance of OGB) and post-services (the performance 
of retailer) affect the consumer's satisfaction formation in 
different ways. 
Even though the number of studies examining OGB has 
increased significantly in recent years, most of the previous 
works focus on price discounts (Liao, Chu, Chen and 
Chang, 2012; Zhang, Zhang, Wang, Law and Li, 2013), the 
technology acceptance model (Lim and Ting, 2014; Tsai, 
Cheng and Chen, 2011), website quality (Cheng and 
Huang, 2013; Hsu, Chang, Chu and Lee, 2014; Hsu, Chang 
and Chuang, 2015), trust (Hsu, Chang, Chu and Lee, 2014; 
Hsu, Chang and Chuang, 2015), perceived risk (Lim and 
Ting, 2014), or word of mouth (Cheng and Huang, 2013) 
as antecedent variables to investigate consumer satisfaction 
and repurchase intention. There are still few studies that 
simultaneously consider the influence of the performance 
of the OGB and retailer on consumer satisfaction with the 
OGB. Therefore, this study investigated the impact of the 
performance of OGB and retailer on consumer satisfaction 
and continued OGB intention. Specifically, this study 
focuses on two main issues. First, based upon expectation–
confirmation theory, this study examines how the 
performance of OGB and retailer affects consumer 
satisfaction for OGB. This study then examines how the 
performance of OGB and retailer influences consumer 
satisfaction via dissonance. Furthermore, this study will 
propose specific recommendations for OGB operators 
regarding how to enhance OGB intention, so that they can 
improve their marketing strategies. 

2. Theoretical Background and Hypotheses 

2.1 Expectation-confirmation process 

Oliver (1980) proposed the Expectation-Confirmation 
Theory (ECT), which is based on the following two 
constructs—performance-specific expectation and 
expectancy disconfirmation (Day, 1977; LaTour and Peat, 
1979; Olander, 1977; Oliver, 1977). The main concept of 
this theory is that before purchasing a certain 
product/service a consumer will have certain expectations 
about it. After purchasing and experiencing the 
product/service, the consumer then compares the perceived 
performance, based on the actual product/service 
performance, with his/her expectations. This comparison 
can lead to three possible results, which are positive 
disconfirmation (perceived performance > expectation), 
confirmation (perceived performance = expectation), and 
negative disconfirmation (perceived performance < 
expectation). In other words, if a consumer rates the 
product/service lower than his/her expectations, negative 
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disconfirmation occurs. Conversely, if a consumer 
evaluates the product/service as of a higher quality than 
his/her expectations, then positive disconfirmation 
transpires. 

 
2.2 Experience–dissonance process 

After the consumers complete their transaction on the 
OGB and receive their vouchers, they are able to book an 
appointment with the physical retailers to redeem their 
vouchers. This means that OGB includes two purchase 
processes, namely the online transaction and the retailer 
performance. This can lead to consumers experiencing 
inconsistent attitudes with regard to the online transaction 
and retailer, and in this study such an inconsistency is 
termed the experience–dissonance process. The focus of 
the comparison in the experience–dissonance process is on 
two distinct and consecutive performances, those of the 
OGB and the retailer. Such feelings of dissonance are 
explained by cognitive dissonance theory (Festinger, 1957). 
Within an OGB context, when a consumer experiences 
conflicting attitudes or feelings toward the physical 
retailers in the transaction process, they would have 
inconsistent attitudes (i.e., dissonance) toward the OGB 
and retailer. They can then resolve this dissonance through 
a process of evaluating overall satisfaction, and, if satisfied, 
then they are more likely to repurchase from the same 
OGB website. In other words, positive dissonance is 
recorded when the consumer’s expectation performances 
are lower than the perceived quality, whilst negative 
dissonance occurs when the expectations are higher than 
the perceived quality. That is, consumers appraise their 
satisfaction towards the service based on the dissonance 
derived from a comparison between OGB’s performance 
and retailer’s performance. In this context, positive 
dissonance (OGB’s performance < retailer’s performance) 
will lead to feelings of high satisfaction, whereas negative 
dissonance (OGB’s performance > retailer’s performance) 
will cause feelings of dissatisfaction.  

Figure 1 shows the expectation-disconfirmation and 
experience–dissonance processes in OGB contexts. As 
shown in the Figure 1, this study argues that the 
satisfaction formation process consists of three steps in an 
OGB context: assessing the OGB’s performance (step 1), 
assessing the retailer’s performance (step 2), and 
comparing and integrating the OGB’s and retailer’s 
performance (step 3). In addition, assessing the OGB’s and 
retailer’s performance separately is part of the expectation-
confirmation process, while comparing and integrating the 
OGB’s and retailer’s performance is part of the 
experience-dissonance process, and this study focuses on 
the latter (the shaded part in Figure 1). 

Steps 1 and 2 are typical cases of the expectation–
confirmation model. In Step 1, consumers assess the 
performance of OGB through the expectation–
confirmation process that results from comparing their 
expectations with perceived performance, in terms of 
factors such as clarity of information and the charges 
statement, ease of finding the desired item, product variety, 
look and design, order status inquiry and tracking, and 
consumer service support (Hausman and Siekpe, 2009; 
Chiou, Lin and Perng, 2011; Park, Cho and Rao, 2012). In 
this step, if consumers are not satisfied with the 
performance of the OGB they are more likely to end their 
engagement in the process. 

In Step 2, the consumers assess the retailer’s 
performance based on their experience of the focal 
product/service, based on factors such as the store layout, 
service or product quality, and so on. In this situation, the 
OGB’s performance could affect service expectations by 
serving as a baseline that has already been experienced, 
thus affecting the assessment of retailer’s performance. For 
example, if consumers experienced good service from the 
OGB, they would thus expect that the retailer would also 
offer good service. In other words, the performance of the 
OGB anticipates and provides a comparative referent for 
the evaluation of the retailer’s performance. Accordingly, 
this study proposes that OGB’s performance positively 
affects retailer’s performance. This leads to Hypothesis 1, 
as follows: 
Hypothesis 1. OGB’s performance will positively affect 

the retailer’s performance. 
 

2.3 Satisfaction 

Fornell (1992) stated that satisfaction is an overall 
post-purchase evaluation. It is expressed as a function of 
pre-purchase expectations and post-purchase perceived 
performance (with regard to the focal product/service).  
DeLone and McLean (2004) applied the Information 
Systems Success (ISS) model to measure electronic 
commerce success, and claimed that satisfaction refers to 
an evaluation of the whole process after experiencing the 
website, including making a purchase and payment, 
receiving a charges statement and retrieving information 
related to the product or service of interest. Chiu, Sun, Sun 
and Ju (2007) defined satisfaction as the feelings of 
pleasure or disappointment generated from a comparison 
of the perceived performance (or results) of web-based 
learning with one’s expectations. It can thus be concluded 
that the expectation confirmation theory is a fundamental 
model when investigating consumer satisfaction, and it is 
has been widely used to evaluate consumer satisfaction and 
post-purchase behaviors. However, Bhattacherjee (2001) 
noted that the theory is limited and inadequate in certain 
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contexts, with the theory proposed by Oliver (1980) 
neglecting the fact that both the consumer’s original and 
actual expectations would change over time. Furthermore, 
consumers can simultaneously measure their original and 
actual expectations during the confirmation phase, while 
the expected and perceived performance can be also 
concurrently considered in the expectation-confirmation 
dimension. In other words, consumers will compare the 
expected and actual performance of the product/service, 
and thus obtain the degree of the expectation confirmation, 
with confirmation being positively related to satisfaction 
(Hsu and Lin, 2015). Eveleth, Baker-Eveleth and Stone 
(2015) also applied the expectation confirmation theory to 
explore how job-seekers’ experiences on a website affect 
their satisfaction toward the company, and they found that 
users’ expectation-confirmation after using the website has 
a significant and positive influence on their satisfaction 
with it. 

Due to the fact that consumers actually appraise each 
experience and then aggregate their appraisals into one 
perception regarding the service vendor, multiple 
experiences can occur in multiple service chapters, as well 
as multiple discrete components, when a consumer and 
vendor interact with each other (Park et al., 2012). The 
OGB’s performance and retailer’s performance can be 
clarified using the example in Section 1. If the consumer 
had not been satisfied with the OGB, regardless of ease of 
use, clarity of product, or website design, they would not 
have chosen the OGB again. In other words, if the 
consumer had not been satisfied with the restaurant 
services they received, regardless of product/service 
quality, they would also not have chosen this restaurant 
again. Therefore, if a consumer was satisfied with the OGB, 
and this was followed by a satisfying retailer service 
encounter, then they would have a high level of overall 
satisfaction. That is, the performances of the OGB and 
retailer are used in the satisfaction formation process in 
order to assess overall satisfaction, and thus this study 
proposes Hypothesis 2a and Hypothesis 2b, as follows: 
Hypothesis 2a. Consumer satisfaction will be more 

affected by the OGB’s performance. 
Hypothesis 2b. Consumer satisfaction will be more 

affected by the retailer’s performance. 
 

In Step 3, the consumers compare two different 
attitudes resulting from the OGB vs. retailer service 
attributes. In doing so, the consumer evaluate their overall 
satisfaction in terms of performance disconfirmation based 
on their experiences with the OGB and retailer (Steps 1 
and 2) (Oliver, 1993; Westbrook, 1987). Due to a time lag 
between the performances of the OGB and retailer, 
consumers are able to evaluate several attributes regarding 
a product/service given by the OGB and retailer. They are 

then more likely to integrate these attributes to form a 
feeling of overall satisfaction based on both the OGB and 
retailer performance stages. Since each stage has a 
different focus, the consumer deals with and evaluates 
different kinds of attributes in each process. Huang and 
Dubinsky (2014) also stated that consumers may evaluate 
their satisfaction vis-a-vis the product, service, store, 
salespeople, or consumption during any stage of the 
decision making process. That is, the direction of 
consumer satisfaction will depend upon the kind of the 
dissonance that is felt. Therefore, this study proposes 
Hypothesis 3: 
Hypothesis 3. A high degree of positive dissonance will 

positively affect consumer satisfaction. 
 

2.4 Online group-buying intentions 

OGB intention refers to consumers’ intention and 
subjective tendency to purchase an item on a OGB 
(Schiffman and Kanuk, 2009). Kauffman and Bin (2001) 
listed the following elements as influencing OGB markets: 
demand externalities, price, and price-level effect. Demand 
externalities means that the utility acquired after a 
consumer purchases a product will increase along with the 
number of buyers. Price in this context refers to the degree 
to which consumers focus on prices. The price-level effect 
refers to the degree to which consumers perceive and react 
to changes in the price of the focal products/services. 
Cheng and Huang (2013) used the theory of planned 
behavior, electronic word-of-mouth, network 
embeddedness, and website quality attitude to explore the 
antecedents of intention to participate in OGB. Hsu, Chang, 
Chu and Lee (2014) proposed a theoretical model to 
examine the antecedents of repurchase intention in OGB 
by integrating the DeLone and McLean’s ISS model. The 
results showed that satisfaction with the website, 
satisfaction with sellers, and the perceived quality of 
website have positive influences on repurchase intention. 

In terms of measuring intention, Zeithaml (1988) 
assessed it based on the likelihood of consumers 
purchasing, wanting to purchase and considering 
purchasing certain goods. Dodds, Momoe and Grewal 
(1991) measured the degree of purchase intention based on 
the likelihood of purchasing goods, opportunity of 
considering to buy, and probability of recommending 
certain products to one’s friends and family. Schiffman and 
Kanuk (2009) used the following five items to measure 
purchase intention: “I would definitely buy”, “I might buy”, 
“I am not sure if I will buy”, “I may not buy”, and “I would 
definitely not buy”. Crespo and Bosque (2008) used the 
following four items to measure purchase intention: “I 
intend to purchase”, “I expect to purchase”, “it is likely 
that I will purchase”, and “I will not purchase”. Picazo-
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Vela, Chou, Melcher and Pearson (2010) used “I intend to 
provide”, “I will try to provide”, and “I will make an effort 
to provide” to measure online review intentions. Hsu, 
Chang, Chu and Lee (2014) measured the degree of 
repurchase intention based on “I would like to continue 
purchasing”, “I plan to continue purchasing”, and “it is 
likely that I will continue purchasing”. 

Scholars working in the field of marketing have 
investigated the relationship between consumer satisfaction 
and behavioral intentions. Previous empirical studies have 
verified that there is a positive correlation between high 
levels of satisfaction and increased purchase intention 
(Zhang, Zhang, Wang, Law and Li, 2013; Alegre and 
Cladera, 2009; Qin and Prybutok, 2009). For example, 
Alegre and Cladera (2009) analyzed the determinants of 
tourist intentions to revisit a destination, and found 
satisfaction has a positive effect on these. Qin and 
Prybutok (2009) examined the relationship between 
consumer satisfaction and behavioral intentions in fast-
food restaurants, and reported that consumer satisfaction 
directly and positively influences return intentions. 
Likewise, Zhang, Zhang, Wang, Law and Li (2013) 
explored what factors influence the effectiveness of an 
online group buying promotion in the restaurant industry, 
and showed that greater satisfaction has a positive effect on 
the return intentions of such consumers. Shin, Chung, Oh 
and Lee (2013) and Tsao (2013) also provide empirical 
evidence to support the link between satisfaction and 
repeat purchase intention. In other words, consumers’ 
repeat purchase intention is determined by the level of 
satisfaction (Liu, Guo and Lee, 2011). Therefore, satisfied 
consumers usually have stronger repeat purchase intentions, 
while dissatisfied consumers are more likely to switch to a 
rival provider (Lin and Wang, 2006). That is, the level of 
satisfaction with the OGB and retailer will determine the 
consumer’s continued OGB intention, as stated in the 
following hypothesis: 
Hypothesis 4. Consumer satisfaction has a positive effect 

on continued OGB intention. 

OGB 
Performance

Dissonance

Figure 1. 
A consumer satisfaction formation process in OGB contexts.
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3. Methodology 

3.1 Sampling  

This study distributed electronic questionnaires to 
consumers who had already purchased products/services 
through Gomaji in order to investigate and compare the 
performance of OGB and retailers using the experience-
dissonance processes, as well as how this will affect 
consumer satisfaction and continued purchase intention. 
When collecting the data this research applied the 
purposive and snowball sampling methods, and the 
questionnaire was mainly distributed online. The 
questionnaire was distributed via email or messaged on 
social networks, which contained the URL to the survey, 
and people who had purchased a product/service through 
Gomaji were invited to participate in this research. A total 
of 154 valid questionnaires were collected and analyzed in 
this manner.  

3.2 Measurements and instruments 

The measurements and instruments used in this 
research are as follows.  
(1). OGB performance and retailer performance: The 

expectation-confirmation theory was used to compare 
the performances of OGB and retailers. To measure 
the former this study compared the prepurchase 
expectations with regard to the OGB and the 
perceived performance after experiencing the service 
provided by the website, then evaluated whether they 
were consistent or not (degree of confirmation). As 
for the retailer’s performance, this study compared 
the prepurchase expectation with regard to the retailer 
and the perceived performance after were the service 
provided by the retailer, and then evaluated whether 
they were consistent or not (degree of confirmation), 
as well as using this as a reference for measuring the 
retailer’s performance. The questionnaire items used 
to assess this were based on those used in Park, Cho 
and Rao (2012) and Hsu, Chang and Chuang (2015). 

(2). Dissonance: This study measured the degree of 
disconfirmation by evaluating the expectations of 
consumers who purchased a product/service on an 
OGB and then experienced it in the retailer. This 
study based the related questionnaire items on those 
in Park, Cho and Rao (2012). 

(3). Satisfaction: This study measured the level of 
consumer satisfaction based on the consumers’ 
perceptions after using the OGB and experiencing the 
product/service from the retailer. This study referred 
to the questionnaire items in Bhattacherjee (2001) 
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and McKinney, Kanghyun and Zahedi (2002) when 
designing the questionnaire. 

(4). Continued OGB intentions: This study examined the 
subjective probability or possibility that consumers 
would be willing to continue making purchases on the 
OGB (Schiffman and Kanuk, 2009). Dodds, Momoe 
and Grewal (1991) and Bhattacherjee (2001) were 
used as references to design the related questionnaire 
items in order to measure the respondents’ continued 
OGB intentions.  

 
 
3.3 Data analysis procedures 

This study first used the SPSS statistical software to 
conduct the descriptive data analysis. It then applied 
Partial Least Squares (PLS) path modelling (variance-
based structural equation modelling) to conduct the model 
analysis. This technique is less stringent with regard to the 
data distribution and sample size requirements compared 
to covariance-based structural equation modeling. The 
minimal demands on distributional assumptions and 
sample size make PLS an appropriate analysis technique 
for this study (Fornell and Cha, 1994; Chin, 1998). 

4. Results 

This study referred to previous related works in order 
to refine the operational definitions of the focal constructs 
and then develop the questionnaire items. Based on 
discussions with many experts the wording of some items 
in the questionnaire was changed, thus ensuring that the 
instrument had good content and face validities. 

 
4.1 Descriptive statistics 

A total of 154 valid questionnaires were obtained, 
with most of the respondents being women (63.6%), and 
the main age group was 31-40 years old (32.5%), the main 
length of using Gomaji was less than three months (33.8%), 
and the average monthly purchase at Gomaji was less than 
999 TWD (64.9%). This study also analyzed which 
products the respondents purchased using multiple-choice 
questionnaire items. The majority of respondents bought 
meal vouchers most often (60.4%), followed by daily 
living and entertainment vouchers (15.9%), travel vouchers 
(10.6%) and beauty vouchers (10.6%). 

 
4.2 Model analysis 

This study applied PLS modeling to validate the 
constructs of OGB website performance, retailer 
performance, experience-dissonance process, consumer 

satisfaction, and continued OGB intention, and to test the 
hypotheses. The psychometric properties of the constructs 
were tested using confirmatory factor analysis (CFA) and 
Smart PLS 2.0 M3 (Ringle, Wende and Will, 2005). This 
process had two stages: (1) assessment of the measurement 
model; and (2) testing of the structural model. 

4.2.1. The measurement model 
This study assessed the quality of the measurement 

model by examining the construct reliability, convergent 
validity, discriminant validity, and standardized factor 
loadings of the latent variables (Henseler, Ringle and 
Sinkovics, 2009). Reliability is used to evaluate the 
internal consistency of a construct. The CFA of PLS 
provides the values for Cronbach’s alpha and composite 
reliability (CR) for each construct. As can be seen from 
Table I, all the constructs in the model possessed adequate 
internal reliability, as the Cronbach’s alpha and CR values 
of each construct are greater than 0.70 (Nunnally and 
Bernstein, 1994). The five scales thus demonstrate 
adequate reliability. In addition, the analysis of the factor 
loadings of each item for all the constructs in the model 
shows that all the measurement items are significant at p < 
0.001 (Hair Jr., Anderson, Tatham and Black, 1998; 
Bradley, Pridmore and Byrd, 2006). Furthermore, this 
study found that the average variance extracted (AVE) 
value for all the latent variables in the model is greater 
than 0.5 (Chin, 1998), which demonstrates that the 
constructs possess adequate convergent validity. The 
discriminant validity was assessed by calculating the 
square root of the AVE for each construct. The results 
show that all the square root values are greater than the 
correlation values with all other constructs (see the values 
on the diagonal in Table II), which confirms the constructs 
possess adequate discriminant validity (Fornell and 
Larcker, 1981). 

 
Table I.  
Psychometric properties in the null model (n = 154). 
Constructs Items Loading CA CR AVE 

OGB 
performance 

The charges statement of the group-
buying website (including shipping, 
handling charges, and so on) is 
shown before order submission. 

0.788 

0.87
4 

0.90
9 

0.66
6 

The overall look and design of the 
Gomaji website is very good. 0.821 

On the Gomaji website I can easily 
find the products I am looking for. 0.774 

On the Gomaji website the types of 
products available are very wide 
and varied. 

0.863 

On the Gomaji website I can easily 
finish my transaction. 0.833 

Retailer 
performance 

When I would like to use a Gomaji 
voucher for products or services, 
the physical store can provide the 
products or services that I need.  

0.842 
0.94

1 
0.95

2 
0.73

8 The physical store provides detailed 
information regarding the use of a 
Gomaji voucher (including the 

0.858 
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redemption rules). 

The physical store can provide 
information regarding the use of a 
Gomaji voucher (including the 
redemption rules) in a friendly 
manner. 

0.869 

The physical store can quickly provide 
the product or service I need. 0.874 

The physical store has excellent 
facilities (i.e., hardware). 0.857 

The physical store provides products 
or services that are value for 
money. 

0.842 

Overall, the physical store provides 
excellent service. 0.870 

Dissonance 
The physical store can fulfill the 

promise as stated on the Gomaji 
website (products or services 
delivered as promised). 

1 1 1 1 

Satisfaction 

I am satisfied with the product search 
experience on the Gomaji website.  0.916 

0.92
2 

0.94
5 

0.81
2 

I am satisfied with the quality of 
information about products and the 
process of product comparison on 
the Gomaji website. 

0.908 

I am satisfied with the purchase 
experience on the Gomaji website 
(e.g., ordering and payment 
procedure). 

0.927 

I am satisfied with the after-sales 
service experience of the Gomaji 
website. 

0.852 

Continued 
OGB intention 

I will definitely continue purchasing 
products from the Gomaji website 
in the near future. 

0.902 

0.95
0 

0.96
4 

0.87
0 

I intend to continue purchasing 
through the Gomaji website in the 
near future. 

0.960 

It is likely that I will continue 
purchasing through Gomaji 
website in the near future. 

0.943 

I expect to continue purchasing 
through the Gomaji website in the 
near future. 

0.926 

†α = Cronbach’s alpha; CR = Composite Reliability; AVE = Average 
Variance Extracted 
** All standardized factor loadings are significant at p < 0.001. 
 
Table II.  
Means, S.D., and intercorrelations of the latent variables. 

Construct  Mea
n S.D. 1. 2. 3. 4. 5. 

1. OGB performance 5.34
8 

0.96
7 

0.81
6         

2. Retailer performance 5.22
0 

1.11
2 

0.67
9 

0.85
9       

3. Dissonance 5.30
5 

1.23
8 

0.71
4 

0.79
9 

1.00
0     

4. Satisfaction 5.29
4 

1.16
9 

0.76
3 

0.84
6 

0.80
0 

0.90
1   

5.Continued OGB 
intention 

5.29
1 

1.29
7 

0.62
1 

0.76
6 

0.69
8 

0.77
9 

0.93
3 

†Square root of the AVE on the diagonal. 

4.2.2 The structural model  
After confirming that the psychometric properties in 

the measurement model are valid, it is necessary to 
evaluate the structural model to measure the explanatory 
power and the significance of the paths via a PLS test, 
which is an implementation of structural equation 
modeling. Since PLS does not generate an overall 

goodness-of-fit index, the primary assessment of validity is 
by examining R2 and the structural paths (Chwelos et al., 
2001). R2 measures the relationship between a latent 
variable’s explained variance and its total variance. Values 
of approximately 0.670 are considered substantial, while 
those around 0.333 are considered average, and those 
around 0.190 are seen as weak (Chin, 1998).  

The results of the PLS analysis of the research model 
are presented in Figure 2. Approximately 60.7% of the 
variance in the continued OGB intention towards the OGB 
was accounted for by the variables in the model 
(R2=0.607). The results also support all the hypotheses at 
the p < 0.05 level. The T-values for all path coefficients 
are statistically significant at the α = 0.05 level, as shown 
in Table III. The path coefficients ranged from 0.210 to 
0.779, exceeding the suggested minimum standard of 
significance, which is 0.20 (Chin, 1998). In short, the fit of 
the overall model seemed good. 

OGB 
Performance

Dissonance
R2=0.693

Retailer 
Performance

R2=0.461

Satisfaction
R2=0.795

Continued OGB 
intention
R2=0.607

0.679
(11.504***)

0.319
(3.597***)

0.582
(7.106***)

0.282
(3.763***)

0.486
(4.932***)

0.210
(2.218*)

0.779
(17.701***)

1. * and *** denote path coefficients significant at the  p<0.05, and p<0.001 levels, respectively.
2. The values in bold are R2 values of the factors in the structural model.

Figure 2.  
Betas for the paths and R2 for the variables

 

 
Table III  
Results of hypotheses testing 

Hypothesis (path) Path 
coefficient 

(b) 

t-Value Supporte
d 

H1 OGB performance → 
Retailer performance 

0.679 11.504**
* 

Yes 

H2a OGB performance → 
Satisfaction 

0.282 3.763*** Yes 

H2
b 

Retailer performance 
→ Satisfaction 

0.486 4.932*** Yes 

H3 Dissonance → 
Satisfaction 

0.210 2.218* Yes 

H4 
Satisfaction → 
Continued OGB 
intention 

0.779 17.701**
* 

Yes 

* and *** denote path coefficients significant at the  p<0.05, and 
p<0.001 levels, respectively. 
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5. Discussion  

First of all, the results of the analysis indicated that 
the performance of the OGB has a significantly positive 
influence on the performance of the physical retailer (t = 
11.504***). This implies that the higher the perceived 
performance of the OGB, the higher the perceived 
performance of the physical retailer will be. Therefore, this 
study concluded that OGB vendors should attempt to 
enhance the performance of the website performance so 
that the physical retailer can also improve its performance. 
This study thus suggests that such vendors should provide 
consumers with an easy payment platform and clear 
descriptions regarding all fees (e.g., shipping or 
administration fees). Furthermore, there should be a wide 
range of product types that consumers can choose from and 
they should be well designed, and consumers should also 
be able to easily find the products they would like to 
purchase.  

Moreover, the results indicated that the performances 
of both the OGB and the physical retailer have a 
significantly positive influence on experience dissonance (t 
= 3.597*** and 7.106***, respectively). This implies that 
the better the perceived performances of the OGB and 
physical retailer, the greater the positive experience 
dissonance would be. Therefore, this study concluded that 
OGB vendors should attempt to enhance the performances 
of both the OGB and physical retailer. Moreover, this 
research also further found out that the beta value of the 
physical retailer’s performance (0.582) is higher than that 
of OGB’s performance (0.319), indicating that the physical 
retailer’s performance has a greater influence on the 
experience dissonance than the OGB’s performance. As 
such, this research recommends that OGB vendors should 
not only work to improve website performance, but should 
also carefully choose the physical retailers they work with, 
as well as encourage them to improve their performance in 
order to enhance customer’ positive experience dissonance. 
More specifically, OGB vendors should not only require 
the physical retailers to provide the products/services 
immediately when consumers would like to redeem their 
vouchers, but should also require them to provide friendly 
and detailed explanations regarding the redemption of 
vouchers, including details of the redeemable 
products/services. Moreover, when consumer visits the 
physical retailer the staff should be friendly, the facilities 
should be of high quality and their products/services 
should also be exceptional, as this can also increase 
consumers’ positive experience dissonance. 

Moreover, the results show that experience 
dissonance and the performances of both the OGB and 
physical retailers have a significantly positive influences 
on customer satisfaction (t = 3.763***, 4.932***, and 

2.218*, respectively). This indicates that the higher the 
level of experience dissonance, OGB’s performance, and 
physical retailer’s performance, the greater the customer 
satisfaction towards the OGB. The results also showed that 
the beta value of the physical retailer’s performance (0.486) 
is larger than those for the OGB’s performance and 
experience dissonance (0.282 and 0.210, respectively), 
indicating that the physical retailer’s performance has a 
much stronger influence on customer satisfaction than 
either of the other two factors. This research thus suggests 
that OGB vendors should not only work to enhance the 
performances of their own websites and physical retailers, 
but should also guarantee that the product/service 
described on the website will be identical to the 
product/service that will be received by the consumer at 
the physical retailer. At the same time, the OGB vendors 
should make sure that the physical retailers can keep the 
promises they have made on website. Such actions could 
effectively enhance customer satisfaction. 

Finally, this study assumed that there is a positive 
relationship between consumer satisfaction and continued 
OGB intention. The results of the analysis showed that 
customer satisfaction has a significantly positive influence 
on continued OGB intention (t = 17.701***). This implies 
that the higher the customer satisfaction towards the OGB, 
the higher the continued OGB intention. Previous research 
has consistently shown that consumer satisfaction is an 
important factor in such intentions (Park, Cho and Rao, 
2012; Bolton, 1998, Park, Bhatnagar and Rao, 2010) , 
because consumers tend to depend more upon their actual 
experience after conducting an initial transaction than on 
reputation or brand. This research thus suggests that OGB 
vendors should not only work to enhance customer 
satisfaction with their websites, but should also work to 
enhance customer satisfaction with the physical retailers. 
In other words, the OGB vendors should improve 
functions for online searches, browsing products, finding 
discount information, and the order experience itself 
(including the payment process). It is also important to 
supervise the process of how physical retailers provide 
products and services, so that consumers will be satisfied 
with these, as this can enhance continued OGB intentions, 
as well as help attract new customer to participate in OGB 
activities. 

6. Conclusions 

The purpose of this research is to investigate the 
effects of the performance of group buying websites on 
physical retailers’ performance and experience-dissonance, 
as well as how the related processes influence customer 
satisfaction and continued OGB intentions. A review of the 
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related literature was first conducted in order to design the 
research framework and constructs. An online 
questionnaire was then used to collect data, and a total of 
154 valid questionnaires were received. Descriptive 
statistical analysis was then applied to these responses, and 
SEM was used to measure the reliability and validity of the 
data, as well as to verify the research model. Finally, 
concrete suggestions regarding how to increase continued 
OGB intentions were proposed based on the results of 
these analyses, thus providing references for OGB vendors 
seeking to improve their marketing strategies. 

This research chose the Gomaji website as its focal 
OGB vendor, and the questionnaire results showed that the 
majority of users had used this website for less than a year, 
and this short time might influence this study’s 
generalizability. Therefore, it is suggested that future 
researchers should include more OGB in order to conduct 
deeper comparisons among them. Moreover, future studies 
should also include users with longer experience of using 
OGB in order to understand continued OGB intentions of 
different user groups. 
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