
	
[image: C:\Users\ADMINI~1\AppData\Local\Temp\1566453796.png]

[image: C:\Users\ADMINI~1\AppData\Local\Temp\1566453934(1).png]
  [image: C:\Users\ADMINI~1\AppData\Local\Temp\1566454065(1).png]
	

Research on acceptance factors of O2O application


DUAN RAN






MASTER OF BUSINESS ADMINISTRATION 
FACULTY OF BUSINESS, COMMUNICATION & LAW 
INTI INTERNATIONAL UNIVERSITY 


2019


RESEARCH ON ACCEPTANCE FACTORS OF O2O APPLICATION

DUAN RAN

MASTER OF BUSINESS ADMINISTRATION
FACULTY OF BUSINESS, COMMUNICATIONS&LAW
INTI INTERNATIONAL UNIVERSITY
2019




INTI INTERNATIONAL UNIVERSITY




MASTER OF BUSINESS ADMINISTRATION



Research on acceptance factors of O2O application


Author           : DUAN RAN

Student ID        : I18014415

Supervisor        : Ms Liew Heong Shya

Submission Date   : Aug 23rd, 2019

Final Word Count  : 12599


ABSTRACT
O2O is a new e-commerce model that combines online consumption and offline enjoyment services. The model promotes his services and products online, while using online means to complete payments. Offline is the way users experience and enjoy services and products. O2O allows almost all real-life products and services to communicate with customers in real time through the network. It integrates the powerful connectivity of the Internet and the rich product and service resources under the line. In the future, O2O will become the mainstream business model. To develop the O2O model, it is urgent to know the key factors that affect users' acceptance of products and services under the O2O e-commerce model. As a breakthrough, they will attract users to accept this emerging e-commerce model more quickly and deeply, and enable users to accept and use relevant products and services.
This paper attempts to grasp the basic characteristics and problems of O2O through the understanding and research of O2O e-commerce model. Based on the theoretical research of predecessors' users, this paper extracts the key influencing factors accepted by users of O2O e-commerce model. Exploring the interrelationship between various factors and building a user acceptance model for O2O e-commerce model. In the empirical research, through the design and distribution of the questionnaire, we obtained the data of the dizziness of these influencing factors. After the analysis of the professional data analysis software, the user acceptance model of the O2O e-commerce model was verified. The main content of this chapter is based on the results of previous data analysis, and puts forward some feasible suggestions for the development of O2O, summarizing the problems and solutions that should be paid attention to during development.
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[bookmark: _Toc17313796][bookmark: _Toc17314671]Chapter1. Introduction

[bookmark: _Toc17313797][bookmark: _Toc17314672]1.1 Background

O2O is defined as Online to Offline, so the O2O combining online consumption and offline services is called O2O mode. Nowadays, many people still do not break the traditional consumption channels, and always stay at the sales channel and the shallow level of online and offline. And O2O emphasizes the users dependence formed by the service capability that runs through the whole users demand, which is the core value of the O2O model (Lee, 2017). Of course, true O2O is not so simple to understand, but the real O2O can achieve the "all-round satisfaction" of user needs, including at least: query information (price and location), access to discount (coupons, group purchase coupons), complete payment, experience consumption, comment sharing, bonus points (or rebate) and so on (Lim and Lim, 2016).
As an e-commerce model that is completely different from other e-commerce platforms, O2O model is becoming more and more popular among users, especially young people (Zhang, Chen and Wu, 2015). The success of the group-buying model has told us that the model of online payment and purchase of goods and services that can only be experienced and enjoyed offline, and the use of rich offline resources to improve the consumer experience, has been quickly accepted(Kim and Choi, 2015). In the future, O2O will become the leader of the e-commerce platform. Consumers can experience many convenient and fast services that O2O brings to them. These services will be unavailable to consumers on other e-commerce platforms. Easy to use is also one of the advantages of O2O to attract users.
In the O2O service system, O2O merchants pay more attention to the distribution and service of the entire service chain. Apart from providing regular merchant information, as well as e-coupons, group purchases and other preferential information to help merchants attract high-quality users, you can also use a large number of user reviews to maintain word of mouth and establish a brand (Jung and Kim, 2018). They are both consumers of content and contributors to content.
At the user level, a single product (service) can only meet a certain user's needs, often limited influence, and incomplete control of user needs. For example, a single group purchase website only has group purchases. Such users are greatly affected by price and have no loyalty (Zhang and Fang, 2013). At the same time, the O2O platform group purchase can satisfy all the needs of users and has higher loyalty.
At the merchant level, it is natural to say that new customers are acquired and maintained by old customers. Taking the public comment group purchase as an example, a variety of promotion methods such as electronic coupons, electronic membership cards, and trial-and-test activities can be comprehensively used to accelerate the formation of word-of-mouth and stickiness, and this constitutes the biggest difference from a single group-buying website.
If the O2O model develops into maturity, it will provide users with a super-cross-border seamless, perfect process and enjoy the experience (Sun, 2017). This series of figures has fully demonstrated that e-commerce is deeply changing the pattern of the retail industry. In the face of such a huge market, the status quo of enterprises in the actual operation process:
1. Brand first: the problem of credit system, such as the evaluation after Taobao purchase; and O2O is more through the word-of-mouth communication of social media, especially the service industry is non-standardized, it is relatively difficult to establish a credit system (PRAMESTIARA and RAHAB, 2018). Power has a big test, such as the recent success of WeChat platforms such as McDonald's, and more thanks to consumers' trust in their brands.
2, the mode is simple: the best mode, often the simplest thing. Practice has proved that O2O closed loop can be realized through the use of coupons and membership cards to attract consumers to pay the corresponding fees first and through simpler reservations. 
3, convenient payment: micro-payment, Alipay and other mobile payment platforms make the payment more convenient, Imagine, in the future you go to the downstairs store to buy things or go to eat, do not need to bring a variety of cards and cash, just bring a mobile phone. That's okay, but for the business, you don't need a variety of specific POS, just need a mobile phone, 2D milk sweep, easy to complete the payment.
The main development area of O2O in China is the group purchase field where users pay online and then enjoy offline services. The city with the most frequent use of O2O services in China is Hangzhou. Hangzhou's Internet industry is developing rapidly. Consumers in the city have high dependence on Internet electronic products. Alibaba's headquarters is also in Hangzhou, so Hangzhou is the city with the most users of O2O e-commerce platforms in China.
From 2012 to 2019, China's domestic market size O2O lifestyle industry.
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From 2012 to 2019, the scale and structure of domestic O2O living market in China
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From 2012 to 2019, O2O to store and O2O to home market size in China
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The data of the past seven years shows us the rapid development of O2O in China. Whether it is home O2O or to the store O2O has a spurt growth. At the same time, the scale of O2O in China has expanded year by year. The growth rate is at least 18.8%, and the penetration rate is increasing year by year. These data show that the development of O2O in China is still going on, and the prospect of O2O industry is very good. In the future, O2O will inevitably occupy a dominant position.

[bookmark: _Toc17313798][bookmark: _Toc17314673]1.2 Problem Statement

The service model provided by O2O is completely different from the traditional business platform. It is the charm of its convenience and ease of use. O2O can greatly save users' purchase costs. O2O combines the advantages of online Internet with the rich product and service resources under the line to give users a rich experience. However, the development and development of O2O is not easy, and many problems will affect the development of O2O. This has brought some resistance to the future development of O2O (Widjaja and W., 2018).
1. Single O2O model: at present, most O2O services are still in the group buying stage, with more than 5,000 group-buying websites at most. There are many O2O models, and we must avoid the monotonous simple repeated group purchase model and other models, so as to avoid great waste of social resources (Hou, Zhang and Wang, 2015). The main theme of the O2O companies is to attract users to use the services and products that are good enough to meet a series of demands of consumers (Yu, 2018). We cannot follow the old path of rampant copycat and imitation in the traditional Internet era. This practice is a waste of social resources (Hahn and Lee, 2018).
2. Integrity
As O2O is a new e-commerce model, consumers are likely to be denied due services after payment (Hurst, 2005). Only need to merchants have certain the quality of the good faith management, can't burn your Bridges (Wang, Wang and Liu, 2016).
As conclusion, in order to find the O2O model deficiency and improve it to develop an O2O model that is more in line with user needs, it is necessary to understand the key factors that affect users' acceptance of products and services under the O2O e-commerce model. This article starts with the reasons users like O2O and infers the factors that affect users' acceptance of products and services in O2O mode.

[bookmark: _Toc17313799][bookmark: _Toc17314674]1.3 Research Objectives

On the basis of the characteristics of the O2O e-business models, based on previous research results, through appropriate adjustment and innovation, four factors affecting user acceptance are proposed, namely, consumption innovation, society impact, consumer trust and perceived risk. Through empirical research on the influencing factors of individual user acceptance, explore the interpretive refining model suitable for current O2O users. According to the relationship between the model framework and the corresponding variables and influence these factors, the whole research model is finally completed. This paper proposes four questions as research questions based on these six influencing factors.
RQ1: Does the consumption innovation of the O2O model affect the user's usage intention?
RQ2: Does the user's social influence on the O2O model affect their usage intention?
RQ3: Does the user's trust in the O2O model affect their usage intention?
RQ4: Does the user perceived risk of the O2O model affect user’s usage intention?

[bookmark: _Toc17313800][bookmark: _Toc17314675]1.4 Significance of the Study

Based on the previous research and data analysis of O2O, this paper summarizes the problems in the development of O2O, and proposes and improves methods for these problems to facilitate the development of O2O. On the other hand, the research results of this study can also facilitate the reference research of future generations.

[bookmark: _Toc17313801][bookmark: _Toc17314676]1.5 Limitations

1. Improve the model and consider more influencing factors. For the research on user acceptance of O2O model, the paper only improves and expands the original acceptance model to some extent, taking into account some influential factors with relatively large influence relations. However, there are still many factors affecting users' acceptance of O2O e-commerce model, which need more comprehensive consideration and exploration.
2. Sample sources need to be expanded. The respondents of the questionnaire survey in this paper are mainly concentrated in the university campus and the author's private social circle, with relatively narrow channels and single sources, which are not very representative. These problems will affect the reliability of the research samples, resulting in a large number of overlapping samples.

[bookmark: _Toc17313802][bookmark: _Toc17314677]1.6 Scope of the Study

This article selects users who are using or have used O2O services for research. The research area is developed areas such as Hangzhou in China. The target population is the population using O2O e-commerce services, or those who have not used but know O2O e-commerce services.

[bookmark: _Toc17313803][bookmark: _Toc17314678]1.7 Ethical consideration

If the question in the questionnaire relates to the privacy of the respondent, the respondent has the right to refuse to complete the questionnaire. All O2O e-commerce platforms are operated legally. Moreover, all O2O platforms and enterprises have well fulfilled their corporate social responsibilities. It provides a good environment for all O2O users. Therefore, in terms of ethics, O2O e-commerce platform is qualified.



[bookmark: _Toc17313804][bookmark: _Toc17314679]Chapter2. Literature review

This chapter begins with a definition of the scope of the study and introduces the main concept definitions of this paper. Then, the author will carefully study the relevant literature on user acceptance theory at home and abroad, understand the concept and meaning of the technology acceptance model, and how other theories that may be involved in this paper, such as consumer innovation theory, innovation diffusion theory. And feel the risk theory and so on. To lay a solid foundation for the following research, to ensure that under the support of the theoretical foundation behind the body, we can fully grasp the methods, ideas and practical applications of users to accept theoretical research. The O2O model is a new thing, and it is impossible to adapt to any existing technology acceptance model. It is necessary to combine the characteristics of O2O itself to create a user acceptance model suitable for this research.

[bookmark: _Toc17313805][bookmark: _Toc17314680]2.1 Main concept definition

[bookmark: _Toc17313806][bookmark: _Toc17314681]2.1.1 E-commerce definition

E-commerce generally refers to the electronicization of various commercial trade activities on a global scale, including the communication of information, transactions, and other financial and business activities (Kang, 2016).
Different countries have different definitions of e-commerce, the difference being the direct difference between electronic devices and network technologies. Nowadays, e-commerce not only includes the main connotation of its shopping, but also includes logistics distribution (Patton and Jøsang, 2004). 
On August 28, 2013, the China E-Commerce Research Center released a report showing that in the first half of 2013, the e-commerce market continued to grow at a high speed. As of June 2013, the national e-commerce transaction volume reached 4.35 trillion yuan, a year-on-year increase of 24.3%. Among them, B2B transaction volume reached 3.4 trillion yuan, an increase of 15.25%. The online retail market transaction volume reached more than 700 billion yuan, a year-on-year increase of 47%. In 2013, this value is expected to reach more than 1.7 billion yuan.
With the continuous improvement and development of the domestic e-commerce environment, O2O and other new formats and new models continue to expand, directly driving the growth of the scale of employees; also pulling the logistics express industry, network models, online shop decorators, full-time online stores The development of industry-related industries such as sellers.

[bookmark: _Toc17313807][bookmark: _Toc17314682]2.1.2 Characteristics of the O2O mode

The O2O model is used to direct the existing online users to the physical business in the local or other areas, but the previous promotion and payment are done online, and then go to the line to use the products and services purchased before (Kim and Jeong, 2016). Since every transaction has been dealt on the Internet, with the help of a mature information system, its effectiveness is also real-time, accurate and measurable.
Therefore, the biggest advantage of O2O is that the products or services are planned and produced on demand, giving the merchants a precise and scalable promotion solution while rapidly making large-scale, and this model also gives consumers a broad platform to select high quality and low price. Products and services create a win-win situation for both parties. Real O2O can achieve all-round satisfaction of user needs, including at least: query information (price, location), get coupons, group coupons, complete payment, experience consumption, comment sharing, point rewards (or rebates), etc (Lee and Chung, 2017). Only in this way, user stickiness and path dependence can be formed, and the O2O platform will produce differentiated value.
The O2O e-commerce model provides users with a new mobile commerce experience, and its business model has its own outstanding features.
1. Information publicity
Since each transaction has been dealt with online, with the mature information system, the platform operator also has a large amount of user personal information and consumption record information (Board, 2016). The openness of information has caused users to worry about privacy. O2O e-commerce providers will abuse user information or criminals may steal user information, thus causing damage to users' interests.
2. Convenience of consumption
O2O e-commerce enables users to obtain merchant service information recommendations anytime and anywhere, and can also actively search for business information around them (Yu, 2018). After online payment, they can immediately obtain offline services, which is convenient and fast. However, in traditional e-commerce, users give up online purchase services because some entities are located far away, resulting in a decrease in business, or because of the distance, users abandon consumption after purchase, resulting in economic loss and a reduction in consumer experience (Athapaththu and Kulathunga, 2018). The convenience of O2O e-commerce consumption effectively avoids the above situation.
3. Business information is difficult to distinguish between true and false
The merchant service information obtained by the user through the O2O e-commerce platform is more detailed, but the authenticity may be problematic. There may be differences between the description of the online business information and the product service and the offline, and the consumer has no way of knowing that when the payment is paid to enjoy the service, the product service is found to be different from the previous online commitment (Lee, 2017). Such problems can lead to consumer confidence and acceptance of the O2O model. Consumers also take into account the risks he has to bear.
4. New service model
The O2O e-commerce model is a new type of e-commerce model that combines online shopping payment and offline service experience. It can be said that it is a typical representative of innovation. Therefore, the services or finished products in the O2O e-commerce model appear in front of the public, and when accepting the test of the mass consumers, it is necessary to take into account the degree of acceptance of new things by different consumers, that is, the level of innovation of consumers (이지현, KwangMin Cho and 김태중, 2018). Consumers with high-innovation consumers may be more willing to try new Internet products or services such as O2O, and they are more likely to use behaviors and have a stronger willingness to use them (Laroche, Bergeron and Barbaro‐Forleo, 2001). Consumers with low innovations may be resistant to O2O products and services, and it is not easy to accept such new things. They will feel that it is very risky to try these new things before they are used by others and passed the test (LIU and WANG, 2016).

[bookmark: _Toc17313808][bookmark: _Toc17314683]2.2 Major literature review

[bookmark: _Toc17313809][bookmark: _Toc17314684]2.2.1 Consumption innovation

Consumer innovation is a different attitude for different users in the face of new products and services: consumers with higher innovation will show novelty and excitement, and hope to experience and enjoy new services or products. They enjoy the excitement of new things; on the contrary, the other less innovative consumers trust the old services and products, and the original services or products are more stable and reliable for them (Yildiz, Heitz-Spahn and Belaud, 2018). Loyalty to products or services is less likely to accept new things. It can be said that it is a typical representative of innovation. Therefore, the services or finished products in the O2O model appear in front of the public, and when accepting the test of the mass consumers, it is necessary to take into account the degree of acceptance of new things by different consumers, that is, the level of innovation of consumers (Vander Schee, 2011). Consumers with high-innovation consumers may be more willing to try new Internet products or services such as O2O, and they are more likely to use behaviors and have a stronger willingness to use them. Consumers with low innovations may be resistant to O2O products and services, and accepting new things is not an easy task for consumers (Tse, 2001). They will find in these new things before anyone else to use and try to go through the inspection is very risky behavior. They will be cautious in their use and their usage intention will be low. Simultaneously, consumer innovation will also affect consumers' perception of convenience and utility of the O2O model. Previous studies of users of fresh services and products have also revealed that consumer innovation is a considerable element influencing user acceptance. In view of the previous literature study and the characteristics of the O2O model summarized in the previous article, this paper believes that consumer innovation has a very important impact on users' acceptance of O2O model products and services (Yan and Pei, 2019). When using newer Internet products such as the O2O e-commerce model, every consumer has their own opinions and attitudes. This includes a lot of consumers who like innovation. They are more accepting new things than other users. This attitude determines that these users will be exposed to new products and services earlier than other consumers.
Many domestic and foreign scholars have done a lot of research on the field of consumer innovation. It is generally believed that consumer innovation as an intrinsic individual characteristic of consumers has an important influence on the willingness of users to accept. There are also many versions of the definition of innovation by scholars at home and abroad. For example, Hirschman (1980) and Venkatraman & Price (1990) argue that consumer innovation is an innate, unobservable personality trait that reflects the consumer's inherent perception and behavioral bias (Hirschman, 1980). They define consumer innovation as an individual. Have a "personality feature." Hurtetal (1977) defines it as “the will to seek change”. The definition of consumer innovation in this paper is: the degree of acceptance of the consumer's inherent personality in the face of new things.

[bookmark: _Toc17313810][bookmark: _Toc17314685]2.2.2 Social influence

When consumers make decisions, in addition to some inherent qualities of individuals, it will affect his decision-making. The influence of the surrounding environment on him can not be ignored, such as the views of people around him, and he thinks that when he takes after a certain behavior, what kind of opinions people around him will have. This includes social influence which refers to the use of the social forces of individuals or groups to change the attitudes or behaviors of others in a particular direction. Social influences can come from many individual forces or group forces associated with the subject. French and Raven (1959) argue that reward power, coercive power, referent power, legitimate power, expert power and informational power are six sources of social rights (Raven and French, 1958). The power of reward refers to the ability of individuals or social forces to provide rewards to the theme, such as the company's bonuses, the boss's verbal praise, the teacher's parents' praise of the child, etc. The repressive power is the opposite, it refers to the individual or social power. The subject's negative influence ability, such as the traffic police's punishment for drivers who violate traffic rules, the mass condemnation of unethical events, etc.; reference power refers to the pressure of individual or group power to produce consistency over the subject, such as individuals (Molm, 1985). Often want to maintain certain aspects of consistency with other members of his group to avoid being excluded; statutory power refers to the effect of groups that are legally required to others, usually such power is appropriate for position and status; Expert power refers to the effect of groups with certain strengths on others, such as the authority of experts in certain fields; the power of information refers to the influence of others with information that others do not know (Hegedűs, 2013). The platform service of the O2O e-commerce model will attract more and more users' attention and use. The opinions and cognition of the emerging models on the outside will affect the user's evaluation of O2O. At the same time, O2O mode is an important product mobile communication age. It is bound to be closely related to communication and social interaction. Interpersonal relationship is also a crucial pattern to facilitate O2O. In summary, there is reason to believe that social impact will have a certain extent affect on consumers' usage intention and behavior.

[bookmark: _Toc17313811][bookmark: _Toc17314686]2.2.3 Consumer trust and perceived risk

Trust can reduce the consumer’s perceived risk, and risk is the environment on which trust depends. It is the soil for trust growth. Without the existence of risks or uncertainties, trust does not exist. Especially in China, where imitation and cottages are everywhere, consumers may choose a large e-commerce platform they trust to conduct an O2O trial and exploration. For the unknown O2O enterprises, compared with some well-known Internet platforms, consumers may think that choosing a more popular Internet platform will be relatively more insurance and less risky. Therefore, the consumer's trust in the e-commerce platform can affect his perceived risk to the platform, and also directly affect his use behavior (Atorough and Donaldson, 2012). The research on customer trust by Mayer and other scholars shows that there are several important influencing factors that have sufficient explanatory power for the influence of consumer trust: comprehensive consideration, integrity and kindness. Therefore, the author will measure the degree of trust in an O2O platform in the minds of consumers through the consumer's perception of these three influencing factors.
Consider the focus and overall characteristics of the O2O service model that may arise during the user acceptance process, this paper will select the following four risks as the dimensions of perceived risk: time risk, functional risk, privacy risk and economic risk.
Time risk refers to the risk of using O2O platform products or services to bring more time costs to consumers;
Functional risk define is the fact the products and services that consumers get through the O2O e-commerce model are not as functional as they are or otherwise available;
Privacy risk define is the personal risk privacy information being leaked when consumers purchase products or services through the O2O model;
Economic risk is that the higher economic cost of consumers when using the O2O model compared to other business models.

[bookmark: _Toc17313812][bookmark: _Toc17314687]2.3 Relevant theoretical models accepted by users

[bookmark: _Toc17313813][bookmark: _Toc17314688]2.3.1 TAM2 model

The full name of the TAM2 model is Technology Acceptance Model 2. This model was proposed by Venkatesh and Davis in 2000. The new theoretical model that has been improved and extended on the original TAM model is the TAM2 model. The TAM2 model is primarily about the use of social impact and cognitive tooling intent. Social influence variables are more suitable for current research in the TAM2 model. In addition, voluntary images are eliminated from this research, and this type of research is mainly based on social influence (Hidayati, Oktaviana and Ismail, 2018).

[bookmark: _Toc17313814][bookmark: _Toc17314689]2.3.2 UTAUT model

Unified theory of acceptance and use of technology model was put forward by Venkatesh and Davis, referred to as UTAUT theory. Gender, age, experience and voluntary use are the four adjustment variables of the model (Ismarmiaty, 2017).
UTAUT model is considered to be a sophisticated user acceptance behavior assessment tool. An empirical study by Venkatesh found that UTAUT has a interpretation effect of up to 70% on user behavior and is more applicable and explanatory than previous theoretical models (Rempel and Mellinger, 2015).
The performance expectation measure, in which the individual feels that using the system can help improve his performance level, this structure is similarly useful in building a TAM model. Efforts to anticipate the extent of the measurement, the individual perception system will be easy to use, which is similar to the ease of use constructed in the TAM model. Social influence measures, in which the individual feels who she cares about, the extent to which she feels she should use the system. The assistance provided by the personal sensory organization that facilitates the measurement of the condition is beneficial to the extent to which his system is used. UTAUT is tested by Venkatesh et al. By using data from both organizations and performing better than the other eight existing popular adoption models.
UTAUT noted that there are intentional direct use of three factors (performance expectations, effort expectations and social influence) and the use of two direct determinants of behavior (intention and convenience). The use of technology, self-efficacy and anxiety is a direct determinant of theoretical unintentional. UTAUT includes four influencing factors (such as age, gender, experience, and use of voluntariness), with a better understanding of technology to accept individual complexity contributions. It should be noted that both TAM and UTAUT describe and explain a technique for organizational acceptance, and in previous studies, we pointed out that setting up for mobile device services is different: acceptance is a technical service that is used at the individual level and in the context of the public. . Despite these reservations, we will try to find our material in UTAUT to find out how useful the theory can be, but obviously we will have to go back to this question in some upcoming research, which may be modified to some extent UTAUT.

[bookmark: _Toc17313815][bookmark: _Toc17314690]2.3.3 DIT model

E.M.Rrogers is a scholar who studies the effects and effects of communication. In the 1960s, he proposed the innovation diffusion model with the research of communication effects as the core, which is called DIT theory. The theoretical model focuses on the three aspects of mass communication and social influence and cultural influence, trying to persuade people to accept new ideas, things and products through media and other media.
EM Rogers believes innovation is a concept, practice or innovation diffusion is regarded as a novel social process by individuals or other adopting units. It is defined as a new thing or new information is transmitted through other media to influence the subjective feelings of consumers. Innovative meaning can be revealed in this social construction process.
In 1962, Rogers and Shoemaker co-authored "Innovation and Diffusion" to summarize research on innovation diffusion. This publication divides the process of innovation and communication into four stages: percipience, persuasion, decision-making and assurance, and proposes the essential assumptions of “diffusion of innovation”.
Innovative features that influence the rate of use: 1 Relative superiority: the degree to which the idea of innovation is far superior to the traditional concept that is replaced by it; 2 Compatibility: Consider the possibilities of innovation, existing value, past experience and user needs; 3 complexity: think that some innovations are extremely difficult and complex; 4 testability: innovative results can be tested and verified. 5 visibility: innovation results need to be visible to people.
Classification of Innovators: 1 Innovators: People who have new ideas will definitely go to verify and try, and people who often have some innovative ideas. 2 Early adopters: a group of people with a very high social status in social groups is usually the leader and decision-maker of the group; 3 Many early followers: people who like to communicate with friends or colleagues and exchange opinions, every decision they make is determined after careful thinking, but they will not exist as a leader in a certain team; 4 many later followers: there is no such idea at first, but people who choose to follow because of social pressure or economic pressure are usually suspicious; 5 laggards: people who have great limitations in thinking and are unwilling to break the traditional concept are all referenced to the experience of the past.

[bookmark: _Toc17313816][bookmark: _Toc17314691]2.3.4 Perceived risk theory

Consumers' purchase results are not up to expectations, and consumers are not satisfied. Consumers are not sure what kind of consumption may meet their needs, and these situations create perceived risks. Perceived risk is usually present when the consumer's behavior is targeted. This is the basic assumption of the theory of perceived risk.
Perceived risk is often considered to be uncertain about the possible negative consequences of using a product or service. The Likert scale is the best way to measure perceived risk and measure its extent. Or the loss of the method by which the expected value of the method has been used is usually calculated by the probability of the potential loss or risk or the importance or risk of the risk (uncertainty component). In the following descriptions, we define the perceived risk as a possibility of losing an ideal result in the use of electronic services.
Jacoby and Kaplan (1972) from Bauer's groundbreaking work (1967) (inferred the overall measure of perceived risk. His theory is as a risk arising from several independent species of risk). A large car can reduce physical risks but increase financial risk.

[bookmark: _Toc17313817][bookmark: _Toc17314692]2.4 O2O User Acceptance Theory Model Construction

Based on the analysis of the characteristics of the O2O model and the problems it may encounter in the development, at the same time, based on Chen's research on factors affecting users' acceptance of O2O published in 2011, the factors affecting the current O2O e-commerce model are extracted. This paper adds consumer innovation, social impact, consumer trust and perceived risk as external factors to the user acceptance theory model and builds a user acceptance for the O2O e-commerce model. As shown:
[image: C:\Users\ADMINI~1\AppData\Local\Temp\1564670027(1).png]
There are not many papers accepted by users studying O2O mode, such as Zhang's O2O model, which explores influence factors of Chinese public users' acceptance behavior (2013), compared with the previous models of O2O mode users accepting relevant research, such as this article. The model has more influencing factors of consumer innovation. Considering that the O2O model is still new to most consumers in China, China's e-commerce and the Internet have developed rapidly in recent years. Many consumers may not be familiar with online shopping, and Chinese consumers are relatively new. Said that the concept is more conservative, not willing to take too much risk. Therefore, consumer innovation is an important factor influencing user acceptance. For this reason, this article has deleted the influencing factor of experience. O2O is a new thing. It has relevant experience in time, and only a few people who are at the forefront of the Internet and e-commerce trends. Most Chinese consumers are not. Have such experience. Therefore, this article eliminates the use of experience.

[bookmark: _Toc17313818][bookmark: _Toc17314693]2.5 Summarize of literature review

From the perspective of the development of the theoretical model of technology acceptance, the theory of technology acceptance has been constantly improved and changed to be applicable to more research fields. Relevant interpretation models have been constantly updated and evolved, and more and more research fields can be applied. However, O2O is a brand new research direction after all. It combines high technology, new life style and the Internet shopping, which is booming. It has a series of characteristics, such as innovation, risk, model uncertainty and so on. The author tries to build a model suitable for explaining emphasis of user acceptance of this new business model (Barhoumi, 2016).
As for the O2O e-commerce model, there is no relevant adoption analysis model and framework at home and abroad. Emerging Internet technologies has attracted more attention from researchers, like websites, various applications of communication software, etc. O2O needs more scholars to pay attention to users' acceptance of mobile devices (Hsieh, et. al., 2014). As an emerging business model, O2O e-commerce mode of user acceptance can study by the predecessors' research results, through the appropriate adjustment and innovation, through the empirical study of effect elements of probe feasible for present O2O interpretation model of user acceptance, as the theoretical basis for the development of the pattern in the future (Mulero and Adeyeye, 2013).

[bookmark: _Toc17313819][bookmark: _Toc17314694]2.6 Highlights of the research hypothesis

Framework:

[image: C:\Users\ADMINI~1\AppData\Local\Temp\1564062685(1).png]
According to the characteristics of O2O mode service and the factors affecting users' acceptance of O2O mode, the framework of this paper is constructed.
H1: consumption innovation of O2O e-commerce model has a positive impact on users' usage intention.
H2: users' social influence on O2O e-commerce model has a positive impact on their usage intention.
H3: users' trust in O2O e-commerce model has a positive impact on their usage intention.
H4: users' perceived risk of O2O e-commerce mode has a negative impact on their usage intention.



[bookmark: _Toc17313820][bookmark: _Toc17314695]Chapter3. Research Methodology

[bookmark: _Toc17313821][bookmark: _Toc17314696]3.1 Research Design

Through reading and study of the literature, and through a lot of analysis and comparative analysis of user acceptance models in various periods, combined with the unique trait of the O2O model, and taking into account a series of problems it may encounter in the future development. This paper proposes a user acceptance model for O2O. It includes the four influencing elements of consumer innovation, social impact, perceived risk and consumer trust, and through the analysis and argumentation, summed up the interrelationship and made assumptions. At the same time, a measurement problem was measured to measure the consumer's perception of these influencing factors. In the following, this paper will use the method of empirical research, design and research a reasonable questionnaire, through the release and recovery of users. The data of the variables needed by the collection are validated and processed by the data to verify the model and hypothesis proposed in this paper.
This paper uses the questionnaire method to gather users’ information. This survey method is a common method that is very suitable for empirical research. Since the model has been built in the previous chapters, and the variables are defined, the interrelationships are assumed, and the preparation work has been completed. The design work of the scale will be carried out on the basis of the previous ones.
The core details of the questionnaire are as follows:
1. Scale part
After referring to scale design of the relevant research literature, considering the unique characteristics of the problems studied in this paper, this paper uses the five-point scale method of Likert in the scale part.
2.  Personal information section
The second part is basic information on demographics of the respondents' gender, age, income, education level, etc.

[bookmark: _Toc17313822][bookmark: _Toc17314697]3.2 Measuring Instrument

The independent variables of this study are social influence, consumption innovation, perceived risk and consumer trust. The dependent variable is usage intention. A questionnaire is generated by designing corresponding questions around these five variables.
1. Social influence
When consumers make decisions, in addition to some inherent qualities of individuals, it will affect his decision-making. The influence of the surrounding environment on him can not be ignored, such as the views of people around him, and he thinks that when he takes after a certain behavior, what kind of opinions people around him will have. Social opinions and opinions will influence users to use the O2O e-commerce model. The more people around you recommend and promote the use, the greater the willingness and possibility of O2O users use, that is, the social impact has a positive effect on the user's willingness to use. This article uses the five questions shown in the table below to measure the impact of social impact on users:
	Variable
	Measurement problems
	Source

	
	
	

	Social influence
	If people who around me use O2O e-commerce model, I will consider using it.
	French&Raven(1959)

	
	
	

	
	
	

	
	If people who around me recommend O2O e-commerce, I will consider using it.
	

	
	
	

	
	
	

	
	The publicity of surrounding media advertising will prompt me to try to use O2O e-commerce.
	

	
	
	

	
	
	

	
	I think it is a fashion to use O2O e-commerce.
	

	
	
	

	
	
	

	
	Using O2O will make me gain recognition from people around me.
	

	
	
	

	
	
	



Table 3.2.1
2. Consumption innovation
The O2O e-commerce model is a brand new thing that requires consumers to accept the power and willingness of new things. Therefore, consumer innovation is an important measure of whether consumers will use O2O e-commerce. This paper measures the degree of user innovation through the following three questions.
	Variable
	Measurement problems
	Source

	
	
	

	Consumption innovation
	I am willing to accept new things and have tried many things.
	Hirschman(1980)
Venkatraman&Price(1990)
Hurtetal(1977)

	
	
	

	
	
	

	
	I am interested in O2O e-commerce model and willing to try.
	

	
	
	

	
	
	

	
	People around me think I'm a person who's willing to try new things.
	

	
	
	

	
	
	



Table 3.2.2
3. Perceived risk
Considering the overall characteristics of the O2O e-commerce model and the concerns that may arise during the user acceptance process, this paper will select the following four risks as the dimensions of perceived risk: time risk, functional risk, privacy risk and economic risk. This article measures the perceived risk of users through the following four questions.
	Variable
	Measurement problems
	Source

	
	
	

	Perceived risk
	I worry that I will not get timely offline services after online consumption.
	Featherman&Pavlou(2003)

	
	
	

	
	
	

	
	I am worried that the offline service does not meet the standards promised by the merchant.
	

	
	
	

	
	
	

	
	I worry that my personal information will be leaked or stolen.
	

	
	
	

	
	
	

	
	I'm afraid I'll spend more money.
	

	
	
	

	
	
	



Table 3.2.3
4. Consumer trust
The degree of user trust in the platform operator affects user usage. A large part of the enterprises entering the O2O industry may be those that have gained consumer trust in the Internet era. Can they continue to gain the trust of consumers in the O2O era? The integrity, ability and kindness of the platform operators are the three aspects that consumers must have to trust them. This paper measures the user's trust level by the user's perception of these three aspects.
	Variable
	Measurement problems
	Source

	
	
	

	Consumer trust
	I believe O2O e-commerce service providers are enough to provide good O2O services.
	Stone&Gronhaug(1993)
Featherman&Pavlou(2003)

	
	
	

	
	
	

	
	I believe most O2O e-commerce providers are fair, just and trustworthy.
	

	
	
	

	
	
	

	
	I believe most O2O e-commerce service providers are good for consumers.
	

	
	
	

	
	
	

	
	In a word, I think O2O e-commerce service providers are trustworthy.
	

	
	
	

	
	
	



Table 3.2.4
5. Usage intention
This paper measures the user's usage intention for O2O e-commerce services through the following three questions.
	Variable
	Measurement problems
	Source

	
	
	

	Usage intention
	I am willing to use O2O e-commerce service
	Ajzen&Fishbein(1975)

	
	
	

	
	
	

	
	I will often use O2O e-commerce services.
	

	
	
	

	
	
	

	
	I will recommend O2O e-commerce services to people around me.
	

	
	
	

	
	
	


Table 3.2.5

[bookmark: _Toc17313823][bookmark: _Toc17314698]3.3 Validity Tests and Reliability Tests 

[bookmark: _Toc17313824][bookmark: _Toc17314699]3.3.1 Validity analysis

The measurement results can reflect the effectiveness of the survey content is the validity. Measurement results and the content under the agreement, its validity is higher. On the contrary, low effectiveness. There are three types of validity. Efficiency is the most important condition of scientific measurement tools. In the social investigation, questionnaire or demand scale of high reliability and validity. The purpose of measurement and scope should be clear in the identification of validity. Measured content should be taken into account, analysis of the nature and characteristic, check whether the test content is consistent with the purpose of measuring (Avlund, Schultz-Larsen and Kreiner, 1993).

[bookmark: _Toc17313825][bookmark: _Toc17314700]3.3.2 Reliability test

Reliability is defined the identical target repeated measurement results the degree of consistency in the same way. Reliability index is divided into stability coefficient, equivalent coefficient and internal consistent coefficient. The method of analyzing reliability is Test-retest reliability, Copy reliability method, and the reliability and reliability coefficient method (Osburn, 2000).

[bookmark: _Toc17313826][bookmark: _Toc17314701]3.4 Descriptive statistics

Statistical analysis often begins with an understanding of the basic characteristics of the data (Kalton and Conway, 1963). Describe the statistical characteristic of data distribution can be divided into two categories: category said the center of the quantity, another kind said the number of mutations (or discrete). They complement each other, to reflect the overall situation of the data.
Descriptive statistical analysis is mainly carried out from the aspects of personal information of the interviewees, etc., in terms of variables (Marcoulides and Falk, 2018). Structural equation model can clearly to analyze the role of a single index on the whole and the relationship between the various indicators.

[bookmark: _Toc17313827][bookmark: _Toc17314702]3.5 Correlation analysis

Correlation analysis is used when it is necessary to verify the direct correlation of more than two random variables in the same state. As a commonly used analytical method, correlation analysis is only relevant if there is a causal relationship between the variables being studied. It is mainly used to describe the degree of correlation between research factors. A positive correlation is an increase in one indicator as another indicator increases, and a negative correlation is one indicator that decreases as another indicator increases.

[bookmark: _Toc17313828][bookmark: _Toc17314703]3.6 Regression analysis

Regression analysis is a common analytical method used to determine the quantitative relationship between independent and dependent variables. The regression coefficient determines the specific causal relationship between the analytical phenomena. The result is expressed by a regression equation. Therefore, the regression analysis mainly studies four problems, the regression equation, the credibility test, quantitative relationship between independent variables and dependent variables and the prediction and control using the regression equation.

[bookmark: _Toc17313829][bookmark: _Toc17314704]3.7 Sample selection

This paper tries to select consumers who have used O2O services to participate in questionnaire.
1. Sampling area: Hangzhou, a developed city in China. Hangzhou has the most O2O users.
2. Target groups: Those who have used O2O e-commerce services, or those who have used but know e-commerce services. When selecting the sample size, this article uses the theory proposed by Krejcie and Morgan in 1970 to determine the sample size. This paper is a survey of the number of tables rather than a table structure, so this paper estimates the sample size according to the theory. As shown in the following table:
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The population size of Hangzhou is more than 1 million, so the sample size is 384. 

[bookmark: _Toc17313830][bookmark: _Toc17314705]3.8 Sampling method

Snowball sampling interview refers to random respondents, then ask them to provide some belong to the other respondents' overall goal, and according to the formation of the clue to choose the respondents (Etikan, 2016).
In snowball sampling, first choose a group of respondents, are usually random. Respondents can provide information about the people around them after an interview. According to clue provided, we chose the following respondents. This process continues to snowball.
The principle of Snowball sampling is to use a snowball to conduct a sampling survey. The advantage of this sampling method is that the sampling range is wide and the limitations are small. And its confidentiality is very good, the general access to the government or special groups and some private information for some reasons is not convenient for people to disclose the use of snowball sampling.

[bookmark: _Toc17313831][bookmark: _Toc17314706]3.9 Data Collection and Analysis Methods

This study will collect data through online questionnaire survey. This study used SPSS22.0 to analyze and process the data. Finally, the hypothesized relation is verified by structural equation model.
[bookmark: _GoBack]


[bookmark: _Toc17313832][bookmark: _Toc17314707]Chapter 4 Data Analysis

[bookmark: _Toc17313833][bookmark: _Toc17314708]4.1 Questionnaire reliability and validity analysis

[bookmark: _Toc17313834][bookmark: _Toc17314709]4.1.1 Reliability Analysis

A total of 384 questionnaire samples were used for this survey, and the 384 questionnaires were analyzed for reliability. Reliability analysis is the best analytical method for measuring the reliability and consistency of a questionnaire. The value of Alpha coefficient represents the reliability of the questionnaire. If Cronbach's Alpha>=0.8, you don't need to delete any items. If Alpha < 0.8, look at the indicator to remove some of the questions, and Alpha can increase or decrease this value. The questionnaire is considered to be reliable enough when the Alpha value is >=0.7. When the Alpha value is <0, it is necessary to check the questionnaire items and modify them until Alpha>=0.7.
When Cronbach's Alpha > 0.7, indicating that the reliability of each variable of the sample meets the requirements.
	Reliability Statistics

	Cronbach's Alpha
	Cronbach's Alpha Based on Standardized Items
	N of Items

	.800
	.797
	19



Table 4.1.1
The analysis results show that the collected questionnaire data involves 19 scale topics, including Alpha=0.800 and standardized Alpha=0.797, which are larger, indicating that the questionnaire has higher validity and the questionnaire scale has higher internal consistency. The questionnaire has good reliability and the results are credible.

[bookmark: _Toc17313835][bookmark: _Toc17314710]4.1.2 Validity analysis

Based on the results of the reliability analysis, so as to better realize the structural rationality of the whole survey, the structural validity analysis of the questionnaire based on factor analysis was carried out. First we should do Factor-adaptive KMO and Bartlett's Test. The KMO value is large, indicating that the data can be factored, usually KMO coefficient needs to be above 0.5.

	KMO and Bartlett's Test

	Kaiser-Meyer-Olkin Measure of Sampling Adequacy.
	.789

	Bartlett's Test of Sphericity
	Approx. Chi-Square
	6246.515

	
	df
	171

	
	Sig.
	.000



Table 4.1.2
The analysis results show that the questionnaire has a KMO=0.789, which is larger, and the test probability p value of Bartlett's Test is 0.000<0.05, indicating that the questionnaire scale is suitable for factor analysis.

	Total Variance Explained

	Component
	Initial Eigenvalues
	Extraction Sums of Squared Loadings
	Rotation Sums of Squared Loadings

	
	Total
	% of Variance
	Cumulative %
	Total
	% of Variance
	Cumulative %
	Total
	% of Variance
	Cumulative %

	1
	4.589
	24.151
	24.151
	4.589
	24.151
	24.151
	3.994
	21.023
	21.023

	2
	4.121
	21.688
	45.839
	4.121
	21.688
	45.839
	3.119
	16.414
	37.436

	3
	2.950
	15.525
	61.364
	2.950
	15.525
	61.364
	2.990
	15.734
	53.171

	4
	1.962
	10.326
	71.690
	1.962
	10.326
	71.690
	2.684
	14.127
	67.297

	5
	1.058
	5.569
	77.260
	1.058
	5.569
	77.260
	1.893
	9.962
	77.260

	6
	.978
	5.146
	82.406
	
	
	
	
	
	

	7
	.590
	3.104
	85.510
	
	
	
	
	
	

	8
	.475
	2.501
	88.011
	
	
	
	
	
	

	9
	.425
	2.236
	90.247
	
	
	
	
	
	

	10
	.344
	1.810
	92.057
	
	
	
	
	
	

	11
	.301
	1.586
	93.643
	
	
	
	
	
	

	12
	.285
	1.501
	95.144
	
	
	
	
	
	

	13
	.252
	1.328
	96.472
	
	
	
	
	
	

	14
	.212
	1.113
	97.586
	
	
	
	
	
	

	15
	.171
	.899
	98.485
	
	
	
	
	
	

	16
	.110
	.578
	99.063
	
	
	
	
	
	

	17
	.095
	.502
	99.565
	
	
	
	
	
	

	18
	.052
	.274
	99.840
	
	
	
	
	
	

	19
	.030
	.160
	100.000
	
	
	
	
	
	

	Extraction Method: Principal Component Analysis.



Table 4.1.3
The Total Variance Explained results illustrate that the total of 19 questionnaires with reliability can extract 5 common factors, and the variance of interpretation accounts for 77.260%. Therefore, the extracted 5 common factors are sufficient to extract and interpret the information of the original variables. The aspect is ideal.
	Rotated Component Matrixa

	
	Component

	
	1
	2
	3
	4
	5

	Q2
	.942
	.025
	.071
	-.032
	-.020

	Q4
	.902
	.025
	.054
	.008
	-.037

	Q3
	.900
	.030
	.027
	.004
	.057

	Q1
	.853
	.051
	.080
	-.025
	-.107

	Q5
	.852
	.107
	-.023
	.003
	.074

	Q10
	.071
	.952
	.000
	-.033
	.008

	Q9
	.042
	.908
	-.009
	-.024
	.033

	Q11
	.094
	.849
	-.006
	.015
	-.043

	Q12
	.009
	.803
	-.026
	-.035
	.012

	Q17
	.067
	-.033
	.852
	.129
	.028

	Q19
	.064
	.007
	.851
	.207
	.195

	Q18
	.072
	-.023
	.850
	.229
	.113

	Q8
	-.017
	-.027
	.172
	.948
	.033

	Q7
	-.026
	-.019
	.206
	.936
	.040

	Q6
	.000
	-.030
	.185
	.862
	.037

	Q13
	.007
	-.023
	.254
	.012
	.735

	Q15
	-.008
	.022
	.529
	.162
	.729

	Q14
	-.021
	.007
	.547
	.149
	.716

	Q16
	-.016
	.014
	-.226
	-.046
	.478

	Extraction Method: Principal Component Analysis. 
 Rotation Method: Varimax with Kaiser Normalization.

	a. Rotation converged in 5 iterations.



Table 4.1.4
According to the above-mentioned rotated factor load matrix, the 19 topics contain a total of five common factors. Among them:
Common factor one: contains five questions Q1—Q5, mainly used to reflect the social influence of the respondent on the use of O2O;
Common factor two: contains four questions of Q9-Q12, mainly used to reflect the Perceived risk when the O2O is investigated.
Common factor three: contains three questions Q17-Q19, mainly used to reflect the respondent's Usage intention for O2O;
Common factor four: contains three questions Q6-Q8, mainly used to reflect the respondent's Consumer innovation to O2O;
Common factor five: contains four questions Q13-Q16 to reflect the respondent's Consumer trust for O2O.
According to the classification of the topics included in each factor, there is a high consistency with the structure of the questionnaire hypothesis. Each factor can better measure the dimensions of the questionnaire survey, and it is considered that the design of this questionnaire has good structural validity.

[bookmark: _Toc17313836][bookmark: _Toc17314711]4.2 Descriptive analysis of basic information of respondents

[bookmark: _Toc17313837][bookmark: _Toc17314712]4.2.1 Individual information of the respondent

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Sex
	Male
	205
	53.4
	53.4
	53.4

	
	Female
	179
	46.6
	46.6
	100.0

	monthly income
	<3000
	83
	21.6
	21.6
	21.6

	
	3001~6000
	173
	45.1
	45.1
	66.7

	
	6001~9000
	71
	18.5
	18.5
	85.2

	
	>9000 
	57
	14.8
	14.8
	100.0

	Age
	<18
	12
	3.1
	3.1
	3.1

	
	18~25
	74
	19.3
	19.3
	22.4

	
	26~35
	264
	68.8
	68.8
	91.1

	
	36~45
	17
	4.4
	4.4
	95.6

	
	>45
	17
	4.4
	4.4
	100.0

	Education
	Junior college or below
	48
	12.5
	12.5
	12.5

	
	Undergraduate
	192
	50.0
	50.0
	62.5

	
	Postgraduate
	96
	25.0
	25.0
	87.5

	
	PhD and above
	48
	12.5
	12.5
	100.0


Table 4.2.1 Personal basic information form
For the respondents who participated in the “O2O e-commerce model user acceptance factor research survey report”, Male had 205, accounting for 53.4%; Female had 179, accounting for 46.6%. This shows that the proportion of males and females in the group using O2O e-commerce services is not large.
The monthly income is mainly concentrated at 3001~6000 yuan, accounting for nearly half of the proportion of 45.1%, followed by 3,000 yuan or less, accounting for 21.6%, while 6001~9000 and above 9000 have a relatively small proportion, respectively 18.5% and 14.8%. This shows that the per capita income of using O2O e-commerce services is generally between 3001 and 6000 yuan.
For the age distribution, the age of the participants in the survey was 26 to 35 years old, accounting for 68.8%, followed by 18 to 25 years old, accounting for 19.3%.
For the academic survey of the respondents, the results show that the students who participated in this survey mainly concentrated in the undergraduate degree, accounting for 50% of the total; followed by the master's degree, accounting for 25.0%.
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Chart 4.2.1                           Chart 4.2.2
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Chart 4.2.3
	Education
	Percent

	
	

	Junior college or below
	12.5%

	
	

	Undergraduate
	50%

	
	

	Postgraduate
	25%

	
	

	PhD and above
	12.5%

	
	


Table 4.2.2
It can also be seen from the pie chart of gender and income distribution that the number of males and females participating in this survey is similar; the income is mainly concentrated in the range of 3001~6000 yuan.
It can also be seen from the histograms and tables of the distribution of age and education level that the age of the respondents is mainly between 26 and 35 years old, while the number of undergraduate degrees is mostly.

[bookmark: _Toc17313838][bookmark: _Toc17314713]4.2.2 The current status of O2O use by respondents

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Frequency
	Once a month and below
	55
	14.3
	14.3
	14.3

	
	2~3 times a month
	137
	35.7
	35.7
	50.0

	
	Once a week
	137
	35.7
	35.7
	85.7

	
	Once a week or more
	55
	14.3
	14.3
	100.0

	Communication monthly cost
	50 yuan and below
	51
	13.3
	13.3
	13.3

	
	51~100 yuan
	104
	27.1
	27.1
	40.4

	
	101~150 yuan
	153
	39.8
	39.8
	80.2

	
	151~200 yuan
	51
	13.3
	13.3
	93.5

	
	More than 200 yuan
	25
	6.5
	6.5
	100.0

	Willing to spend the most amount for O2O
	50 yuan and below
	35
	9.1
	9.1
	9.1

	
	51~200 yuan
	105
	27.3
	27.3
	36.5

	
	201~500 yuan
	209
	54.4
	54.4
	90.9

	
	More than 500 yuan
	35
	9.1
	9.1
	100.0


Table 4.2.3 O2O use status information table
The survey results show that the frequency of O2O use is mainly concentrated 2 to 3 times a month and once a week, which account for the same proportion of 35.7%. For the monthly communication, the amount spent on communication is between 101 and 150 yuan, accounting for 39.8%, followed by 51 to 100 yuan, accounting for 27.1%. The amount that the respondents are willing to spend for O2O is mainly concentrated at 201~500 yuan, accounting for a large proportion of 54.4%, followed by 51~200 yuan, accounting for 27.3%, indicating the participation of the participants in the O2O consumption. There is a large consumption space.
	You use the frequency of e-commerce O2O
	Percent

	
	

	
	

	Once a month and below
	14.32%

	
	

	2~3 times a month
	35.68%

	
	

	Once a week
	35.68%

	
	

	Once a week or more
	14.32%

	
	


Table 4.2.4 Use O2O frequency
[image: ]
Chart 4.2.4
[image: ]
Chart 4.2.5 willing to spend the maximum amount O2O

From the frequency of O2O use, the amount of money spent on communication each month, and the amount of histograms and pie charts and tables that are willing to spend for O2O, it can be seen intuitively that the surveyed population is more frequently used for O2O, communication. It costs a lot and is willing to spend a large amount on O2O. The market for O2O has a large room for development, and most people also have a greater willingness to use it.

[bookmark: _Toc17313839][bookmark: _Toc17314714]4.3 Correlation analysis

In order to analyze user acceptance factors affecting the O2O model, five common factors based on the validity analysis are averaged for the scores of the scales included in each factor, as the measurement level of the measure and the factor size, to reflect the various factors. The degree is named: Usage intention, Social influence, Consumer innovation, Perceived risk, Consumer trust, and is represented by UI, SI, CI, PR, and CT, respectively.
So as to analyze the causal relationship of variables, each variable was analyzed by Pearson correlation. The results are shown in the following table:

	Correlations

	
	UI
	SI
	CI
	PR
	CT

	UI
	Pearson Correlation
	1
	.113*
	.397**
	-.027
	.508**

	
	Sig. (2-tailed)
	
	.027
	.000
	.594
	.000

	
	N
	384
	384
	384
	384
	384

	SI
	Pearson Correlation
	.113*
	1
	-.017
	.112*
	-.003

	
	Sig. (2-tailed)
	.027
	
	.739
	.028
	.950

	
	N
	384
	384
	384
	384
	384

	CI
	Pearson Correlation
	.397**
	-.017
	1
	-.051
	.212**

	
	Sig. (2-tailed)
	.000
	.739
	
	.314
	.000

	
	N
	384
	384
	384
	384
	384

	PR
	Pearson Correlation
	-.027
	.112*
	-.051
	1
	.004

	
	Sig. (2-tailed)
	.594
	.028
	.314
	
	.942

	
	N
	384
	384
	384
	384
	384

	CT
	Pearson Correlation
	.508**
	-.003
	.212**
	.004
	1

	
	Sig. (2-tailed)
	.000
	.950
	.000
	.942
	

	
	N
	384
	384
	384
	384
	384

	*. Correlation is significant at the 0.05 level (2-tailed).
**. Correlation is significant at the 0.01 level (2-tailed).



Table 4.3.1
The correlation result table shows that the correlation coefficient between UI and SI is 0.113>0 and the p-value =0.027<0.05, indicating that the user uses the UI and SI to show a significant positive correlation, with SI As the number increases, the UI will also show an increasing trend. Similarly, the correlation coefficients between UI and CI and CT are: 0.397 and 0.508, and the p-value of the coefficient significance test is <0.05, demonstrate UI has a significant positive impact with CI and CT, with increasing CI and CT. Large, UI will also show an increasing trend.
For the correlation coefficient between UI and PR: -0.027<0, it illustrates that there is a negative impact between UI and PR. As PR increases, the UI will decrease, but the p-value of the two coefficients is >0.05, certify that although there is a certain negative impact between the two, it is not significant.

[bookmark: _Toc17313840][bookmark: _Toc17314715]4.4 O2O e-commerce model user acceptance regression analysis

Based on the correlation analysis results, UI and SI, CI, and CT all showed significant positive correlation, and there was a weak negative correlation between UI and PR. Therefore, in order to quantitatively measure the influence of various factors on the UI, a multiple linear regression model is established:

 



Where  is the intercept term, which  is the regression coefficient and  is the random error term. The regression results are shown in the table below:
	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.601a
	.361
	.354
	.80648

	a. Predictors: (Constant), CT, SI, PR, CI
Table 4.4.1



This table shows that the established regression model can have R Square is 0.361 and Adjusted R Square is 0.354, which are larger, indicating that the model has higher model goodness of fit, and independent variable can explain variation of the dependent variable by 36.1%.
	ANOVAb

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	139.200
	4
	34.800
	53.504
	.000a

	
	Residual
	246.508
	379
	.650
	
	

	
	Total
	385.708
	383
	
	
	

	a. Predictors: (Constant), CT, SI, PR, CI
b. Dependent Variable: UI
Table 4.4.2



The ANOVA results illustrate that the F value of model significance test = 53.504, and the test p value is 0.000 < 0.05, indicating the established regression model is significant and effective.
	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	.409
	.282
	
	1.450
	.148

	
	SI
	.120
	.040
	.123
	2.972
	.000

	
	CI
	.317
	.044
	.303
	7.209
	.000

	
	PR
	-.030
	.046
	-.027
	-.654
	.513

	
	CT
	.519
	.049
	.444
	10.572
	.000

	a. Dependent Variable: UI
Table 4.4.3


The Coefficients results table shows that the regression coefficient of SI is 0.120, the t value of the coefficient significance test = 2.972, and the p value = 0.000 < 0.01, indicating that the regression coefficient of SI is significantly effective. Similarly, the regression coefficient of CI and CT showed that the p-value was <0.05, indicating that the regression coefficients of CI and CT for UI were significant. The PR value of PR for the regression coefficient of the UI is p=0.513>0.05, indicating that the regression coefficient of PR for UI is not significant.
Based on the above analysis, the fitted regression equation is:

 
It shows that for every additional unit of SI, the UI increases by 0.12 units on average; for every unit of CI increase, the UI increases by 0.317 units on average; for every unit of CT increase, the average UI increases by 0.519 units, indicating that CT has the greatest impact on UI. And SI is the smallest.

[bookmark: _Toc17313841][bookmark: _Toc17314716]4.5 Analysis summary

Cronbach's Alpha=0.797 was obtained according to the reliability analysis, which met the reliability requirements. In the validity analysis, the questionnaire has a KMO=0.789, which is larger, and the test probability p value corresponding to Bartlett's Test=0.000<0.05, illustrate the questionnaire scale is fit for factor analysis. According to classification of the topics included in each factor, there is a high consistency with the structure of the questionnaire hypothesis. Each factor can better measure the dimensions of the questionnaire survey, and it is considered that the design of this questionnaire has good structural validity.
By describing the results of the analysis, we know that the proportion of men and women using O2O e-commerce services is almost the same. The monthly income is mainly concentrated at 3001~6000 yuan, accounting for nearly half of the 45.1%. The age is generally concentrated in 26 to 35 years old, accounting for 68.8%. Most of the students' academic qualifications are undergraduate, accounting for 50% of the total. The master's degree accounted for 25% of the total. The frequency of use of O2O by respondents was mainly concentrated 2 to 3 times a month and once a week. For the monthly communication amount is between 101~150 yuan, the amount that the respondent is willing to spend for O2O is mainly concentrated in 201~500 yuan, which indicates that the participants in this survey have a higher consumption of O2O. Descriptive analysis can be very intuitive to see that O2O's market prospects are very impressive. People using O2O e-commerce services use O2O at a high frequency, communication costs and willing to invest a lot of money in O2O e-commerce. Most people have a willingness to use O2O. This side reflects the popularity of O2O and the market operating space. So in the future, O2O will inevitably become the mainstream of the market.
The analysis results of the correlation analysis show that the user's usage intention and social influence show a significant positive correlation. As the social influence increases, the usage intention will also show an increasing trend. The same is true between user's usage intention and the consumption innovation. As the consumption innovation increases, the user's usage intention will also show an increasing trend. Similarly, the user's usage intention and consumer trust also show a significant positive correlation. As the consumer trust increases, the user's usage intention will also show an increasing trend. The correlation coefficient between the user’s usage intention and the perceived risk is -0.027<0, indicating that the user's usage intention and the perceived risk show a negative correlation. As the perceived risk increases, the user's usage intention will decrease. However, the p-value of the two coefficient tests is >0.05, indicating that although there is a certain negative correlation between the two, it is not significant.
The research hypothesis of this paper is as follows:
	Items 
	Research hypotheses 
	Significant level 
	Supported/Rejected 

	H1 
	The consumption innovation of O2O e-commerce model has a positive impact on users' usage intention. 
	sig=0.000
p<0.01 
	Supported 

	H2 
	Users' social influence on O2O e-commerce model has a positive impact on their usage intention. 
	sig=0.000             p<0.01 
	Supported 

	H3 
	Users' trust in O2O e-commerce model has a positive impact on their usage intention. 
	sig=0.000
p<0.01 
	Supported 

	H4 
	Users' perceived risk of O2O e-commerce mode has a negative impact on their usage intention. 
	sig=0.513
p>0.05 
	Supported
but not Significant 



According to the correlation analysis, the following conclusions can be drawn:
The user's usage intention and consumption innovation show a significant positive correlation. And user's usage intention has a significant positive correlation with the social influence and consumer trust. So the first three assumptions are true and the effect is significant. The fourth hypothesis is also correct, the user's usage intention has a negative correlation with the perceived risk, but is not significant.
The result of the regression analysis is that the model has a high degree of fit, and the established model is significantly effective. The social influence, the consumption innovation and the consumer trust are significant for the regression intention of consumer’s usage intention. Perceived risk has no significant effect on the user's usage intention.

Regression equation: 

[image: C:\Users\ADMINI~1\AppData\Local\Temp\1564667161(1).png]
Table 4.5.1 O2O e-commerce mode user accepts behavior verification results





[bookmark: _Toc17313842][bookmark: _Toc17314717]Chapter 5 Discussions, Conclusions and Recommendations

In the previous chapters, through the understanding and research of the O2O model, I mastered basic characteristics and problems of O2O. Based on the theoretical research of the predecessors' users, the key to O2O model was extracted. Influencing factors, and exploring the relationship between various factors, build a O2O model. In the empirical analysis, through the design and distribution of the questionnaire, we obtained the data of the variables of these influencing factors. After analyzing the collected data, the corresponding conclusions were obtained, which verified the hypothesis and the O2O user acceptance model. This chapter is mainly for O2O to propose some feasible suggestions, to prevent problems that may be encountered in the future O2O and to develop corresponding solutions. Finally, it summarizes the shortcomings of this paper in the research, and puts forward suggestions and prospects for the continuation of the subsequent research work.

[bookmark: _Toc17313843][bookmark: _Toc17314718]5.1 Analysis conclusion

In addition to the perceived negative impact on the usage intention, the other three factors have a significant positive impact on the usage intention. Consumer trust in O2O platform operators can affect user choices for O2O services. Consumption innovation significantly affects consumers' attitudes toward O2O services. Social influence will directly or indirectly influence consumers' perceptions of O2O. When people around them use O2O services, these users will also have the idea of using O2O. The following are the reasons and original intentions of this paper to propose these four variables and conduct research analysis.
H1: the consumption innovation of O2O e-commerce model is affecting users' usage intention.
Services or finished products in the O2O model appear in front of public, and it is necessary to consider the acceptance of new things by different consumers. Consumers with high-innovation consumers may be more willing to try new Internet products or services, and their willingness to use is stronger.
The result of this study is that consumption innovation has a positive positive impact on usage intention. This just verifies that the consumption innovation mentioned by Hirschman (1980) and Venkatraman & Price (1990) affects consumer acceptance of the inherent personality of new things.
H2: users' social influence on O2O e-commerce model has a positive impact on their usage intention.
As an important product of the mobile communication era, the O2O model is bound to be closely related to communication and social interaction. Interpersonal relationship is also an important way to promote. Therefore, there is reason to believe that social influence will have a certain impact on consumers' willingness to use and use behavior.
The result of this study is that social influence has a positive positive impact on usage intention, which also validates the theory proposed by French and Raven (1959) that the repressive power and influence of social reactions will have a certain impact on consumers.
H3: consumer trust in O2O e-commerce model has a positive impact on their usage intention.
China is a country where imitation and cottages are everywhere. Consumers may choose a big O2O e-commerce platform they trust to conduct an attempt and exploration.
The result of this study is that consumer trust has a positive positive impact on willingness to use. This confirms the argument that Mayer and other scholars put forward that "trust can reduce the perceived risk of consumers, and risk is the environment on which trust depends." Consumer trust has a great impact on consumers' desire to consume. 
H4: users' perceived risk of O2O e-commerce mode has a negative impact on their usage intention.
For the unknown O2O enterprises, compared with some well-known Internet platforms, consumers may think that choosing a more popular Internet platform will be relatively more insurance and less risky.
The result of this study is that perceived risk has no significant negative impact on usage intention. This validates the perceived risk theory that Jacoby and Kaplan proposed in 1972: several different types of risks have an insignificant impact on consumer buying behavior.

[bookmark: _Toc17313844][bookmark: _Toc17314719]5.2 Study Implications

[bookmark: _Toc17313845][bookmark: _Toc17314720]5.2.1 Impact on the academic

This study validates the social influence, consumer trust, consumption innovation and perceived risk all affect the user's usage intention for O2O. It proves that the theoretical support in the literature review is correct. Academically, it provides theoretical support for models such as TAM2, UTAUT, DIT and perceived risk theory. Through a large number of data analysis, the O2O theoretical model proposed by the predecessors is verified and a new O2O theoretical model is proposed. This article can also provide a reference for scholars who want to study O2O in the future.

[bookmark: _Toc17313846][bookmark: _Toc17314721]5.2.2 Impact on the industry

The significance of this study for the O2O industry is obvious. The O2O industry can improve its service system and quality against these influencing factors to meet the expected needs of customers. Although the O2O industry will definitely become the leader in e-commerce in the future, there are still many shortcomings and shortcomings. O2O merchants can judge through the conclusions of this study, aiming to improve and improve the defects in the service system. Such as security issues, confidential issues, after-sales service issues, these issues will seriously affect the subjective feelings of consumers to choose O2O platform services. Therefore, the significance of this research for the O2O industry and the entire e-commerce industry is very large.

[bookmark: _Toc17313847][bookmark: _Toc17314722]5.2.3 Impact on the government

China is a developing country. However, China's GDP is increasing year by year, and the role of O2O is enormous. China wants to vigorously improve its economic level and cannot do without the development of O2O. Therefore, the O2O deficiency pointed out in this paper will become more competitive after being improved. It will attract more consumers of different ages to consume and become popular throughout the country, thus increasing China's GDP.

[bookmark: _Toc17313848][bookmark: _Toc17314723]5.3 O2O e-commerce development recommendation

We explored the impact of each key influencing factor on user's usage intention. According to relevant analysis and research of data results, this paper provides some feasible suggestions for the development of O2O e-commerce from the following aspects, hoping to contribute to the development of O2O.
1. Increase the safety factor and let the user feel at ease. As can be seen from the research results of this article, users are very worried about the fraud of their own funds and property in the process of enjoying O2O services. The negative impact on users is very large, which directly affects user's usage intention. In addition, the privacy of users has also been leaked, and it is necessary to vigorously develop the security protection technology in O2O. Users can use O2O e-commerce services with confidence. At the same time, we need a guarantee of a sound service system and service mechanism. At this stage, most O2O platforms adopt real-name methods to protect consumer information. However, many illegal gangs have gradually become targeted. A single real-name system and SMS verification cannot completely block the risk of disclosure of private information. Therefore, the O2O platform needs to further complete its own protection mechanism. Perform secondary authentication or develop fingerprint or password recognition and other protection measures on the platform.
2. Improve the quality of after-sales service and offline services. Most consumers repeat the consumption of the platforms they trust. When they face an unfamiliar service platform, they usually judge the comments of the platform by other users who have used the platform. But most studies show that when consumers face platforms they trust and unfamiliar platforms, most consumers choose the platform they trust. The current problem with O2O services is that offline quality of service and after-sales service are not satisfactory to most users. The catering industry is an excellent example. Consumers order and pay online, but they can't wait for their own takeaway. Some consumers have also suffered from food packaging and food loss. These will affect consumers' evaluation of the business and consumer attitudes. In the field of after-sales service, China's Taobao is a typical example. Most consumers buy their favorite products on the platform, and the information obtained by asking the customer before purchasing is not matched with the information obtained after receiving the product. However, when they want to ask about these situations, customer service disregard and perfunctory attitude will affect the user's buying experience. There are many large O2O platforms like Taobao, and after-sales service is very important. Therefore, it is urgent to improve the level of after-sales service and offline service. The O2O service platform should have a perfect service system.
3. Add more and better service models. The O2O platform provides a number of services that consumers have never experienced before. Novelty, fashion, and innovative thinking are everywhere on the O2O platform. O2O will provide more convenient, faster and more versatile services. But this requires the platform operator to have enough imagination and ability to make the most of it. For example, the high coverage of offline channels, rapid response from online and offline, price concessions, and humanized services. I hope that in the future, we can build sustainable and customer-centric O2O products or services. With today's platform services emerging, consumers are increasingly demanding and becoming more demanding. If the services provided by the O2O platform cannot keep up with the times, can not meet the needs of consumers, and can not attract the user's desire to buy, then O2O services will gradually be eliminated. In order to avoid this situation, O2O should give full play to its advantages and continue to add new functions and services, so that it can expand new services to attract consumers to achieve a virtuous cycle, and also give users a satisfactory consumer experience. Improve the reputation of the platform.
4. Increase publicity through some media and carry out some charity activities to enhance social reputation. Today's society attaches great importance to the reputation of a company. The influence of society on a platform or even a company is enormous. Consumers have limited access to information, and news and people around them are the main source of news for most consumers. Therefore, O2O merchants must increase their publicity efforts in order to attract new customers. Promote its own advantages in the public number, Weibo and other media, so that users have a good first impression and judgment for the business. At the same time, increase the number of advertisements, so that more people have a general understanding of the platform. O2O companies and platforms also need to do some charity activities and CSR activities, which will help improve the society's evaluation of the business, enhance their reputation, and get a good chain effect.
All in all, there are still many areas where the O2O platform needs to be upgraded. These four recommendations are only suggestions for the four influencing factors mentioned in the article. O2O companies can't indulge in the current success, but constantly improve their service system, improve their service quality, and give users a better and more comfortable consumer experience. This will stand out in the e-commerce platform that stands out from the crowd.

[bookmark: _Toc17313849][bookmark: _Toc17314724]5.4 Self-reflection

Through the understanding and research of O2O model, this paper grasps the basic characteristics and problems of O2O. Based on the theoretical research of predecessors, it extracts the key influencing factors of O2O e-commerce users and explores them. In the empirical research, through the design and distribution of the questionnaire, we obtained the data of the variables of these influencing factors. After data analysis of the collected data, the O2O model user acceptance model was verified. However, due to my limited ability, coupled with the objective reasons such as time and other realistic conditions, the research in this paper still has certain limitations and shortcomings. Later research has room for improvement and improvement. It is recommended to further study from the following aspects.
1. Improve the model and consider more influencing factors. For the research accepted by users of O2O e-commerce model, this paper only made some improvement and expansion on the original acceptance model, taking into account some influencing factors that have a relatively large impact relationship. However, there are still many factors affect users' acceptance of the O2O e-commerce model, which requires more comprehensive consideration and exploration. Due to the limitations of my ability, the consideration of influencing factors may not be reasonable. The model needs to be refined and optimized to make the research more practical and applicable.
2. Expand the sample source. The respondents to the questionnaire survey mainly focused on the campus of Hangzhou University and their own private communication circle. Data sources are relatively narrow and single, and they do not have good generality and generation. These limitations will have a certain impact on the rationality of the sample, resulting in a large overlap of sample individuals. No matter the age, respondents' identity and location are relatively concentrated, so the data reflects the situation is not obvious, can not clearly reflect the consumer group's acceptance of O2O services, which leads to bias in the research. Subsequent research can further strengthen this research from the source of the sample and the expansion of the sample size.
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Appendix 1: Reliability Analysis of All Variables

	Reliability Statistics

	Cronbach's Alpha
	Cronbach's Alpha Based on Standardized Items
	N of Items

	.800
	.797
	19





Appendix 2: Validity Analysis of All Variables

	KMO and Bartlett's Test

	Kaiser-Meyer-Olkin Measure of Sampling Adequacy.
	.789

	Bartlett's Test of Sphericity
	Approx. Chi-Square
	6246.515

	
	df
	171

	
	Sig.
	.000



	Total Variance Explained

	Component
	Initial Eigenvalues
	Extraction Sums of Squared Loadings
	Rotation Sums of Squared Loadings

	
	Total
	% of Variance
	Cumulative %
	Total
	% of Variance
	Cumulative %
	Total
	% of Variance
	Cumulative %

	1
	4.589
	24.151
	24.151
	4.589
	24.151
	24.151
	3.994
	21.023
	21.023

	2
	4.121
	21.688
	45.839
	4.121
	21.688
	45.839
	3.119
	16.414
	37.436

	3
	2.950
	15.525
	61.364
	2.950
	15.525
	61.364
	2.990
	15.734
	53.171

	4
	1.962
	10.326
	71.690
	1.962
	10.326
	71.690
	2.684
	14.127
	67.297

	5
	1.058
	5.569
	77.260
	1.058
	5.569
	77.260
	1.893
	9.962
	77.260

	6
	.978
	5.146
	82.406
	
	
	
	
	
	

	7
	.590
	3.104
	85.510
	
	
	
	
	
	

	8
	.475
	2.501
	88.011
	
	
	
	
	
	

	9
	.425
	2.236
	90.247
	
	
	
	
	
	

	10
	.344
	1.810
	92.057
	
	
	
	
	
	

	11
	.301
	1.586
	93.643
	
	
	
	
	
	

	12
	.285
	1.501
	95.144
	
	
	
	
	
	

	13
	.252
	1.328
	96.472
	
	
	
	
	
	

	14
	.212
	1.113
	97.586
	
	
	
	
	
	

	15
	.171
	.899
	98.485
	
	
	
	
	
	

	16
	.110
	.578
	99.063
	
	
	
	
	
	

	17
	.095
	.502
	99.565
	
	
	
	
	
	

	18
	.052
	.274
	99.840
	
	
	
	
	
	

	19
	.030
	.160
	100.000
	
	
	
	
	
	

	Extraction Method: Principal Component Analysis.



	Rotated Component Matrixa

	
	Component

	
	1
	2
	3
	4
	5

	Q2
	.942
	.025
	.071
	-.032
	-.020

	Q4
	.902
	.025
	.054
	.008
	-.037

	Q3
	.900
	.030
	.027
	.004
	.057

	Q1
	.853
	.051
	.080
	-.025
	-.107

	Q5
	.852
	.107
	-.023
	.003
	.074

	Q10
	.071
	.952
	.000
	-.033
	.008

	Q9
	.042
	.908
	-.009
	-.024
	.033

	Q11
	.094
	.849
	-.006
	.015
	-.043

	Q12
	.009
	.803
	-.026
	-.035
	.012

	Q17
	.067
	-.033
	.852
	.129
	.028

	Q19
	.064
	.007
	.851
	.207
	.195

	Q18
	.072
	-.023
	.850
	.229
	.113

	Q8
	-.017
	-.027
	.172
	.948
	.033

	Q7
	-.026
	-.019
	.206
	.936
	.040

	Q6
	.000
	-.030
	.185
	.862
	.037

	Q13
	.007
	-.023
	.254
	.012
	.735

	Q15
	-.008
	.022
	.529
	.162
	.729

	Q14
	-.021
	.007
	.547
	.149
	.716

	Q16
	-.016
	.014
	-.226
	-.046
	.478

	Extraction Method: Principal Component Analysis. 
 Rotation Method: Varimax with Kaiser Normalization.

	a. Rotation converged in 5 iterations.






Appendix 3: Descriptive analysis of basic information of respondents

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Sex
	Male
	205
	53.4
	53.4
	53.4

	
	Female
	179
	46.6
	46.6
	100.0

	monthly income
	<3000
	83
	21.6
	21.6
	21.6

	
	3001~6000
	173
	45.1
	45.1
	66.7

	
	6001~9000
	71
	18.5
	18.5
	85.2

	
	>9000 
	57
	14.8
	14.8
	100.0

	Age
	<18
	12
	3.1
	3.1
	3.1

	
	18~25
	74
	19.3
	19.3
	22.4

	
	26~35
	264
	68.8
	68.8
	91.1

	
	36~45
	17
	4.4
	4.4
	95.6

	
	>45
	17
	4.4
	4.4
	100.0

	Education
	Junior college or below
	48
	12.5
	12.5
	12.5

	
	Undergraduate
	192
	50.0
	50.0
	62.5

	
	Postgraduate
	96
	25.0
	25.0
	87.5

	
	PhD and above
	48
	12.5
	12.5
	100.0




	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Frequency
	Once a month and below
	55
	14.3
	14.3
	14.3

	
	2~3 times a month
	137
	35.7
	35.7
	50.0

	
	Once a week
	137
	35.7
	35.7
	85.7

	
	Once a week or more
	55
	14.3
	14.3
	100.0

	Communication monthly cost
	50 yuan and below
	51
	13.3
	13.3
	13.3

	
	51~100 yuan
	104
	27.1
	27.1
	40.4

	
	101~150 yuan
	153
	39.8
	39.8
	80.2

	
	151~200 yuan
	51
	13.3
	13.3
	93.5

	
	More than 200 yuan
	25
	6.5
	6.5
	100.0

	Willing to spend the most amount for O2O
	50 yuan and below
	35
	9.1
	9.1
	9.1

	
	51~200 yuan
	105
	27.3
	27.3
	36.5

	
	201~500 yuan
	209
	54.4
	54.4
	90.9

	
	More than 500 yuan
	35
	9.1
	9.1
	100.0





Appendix 4: Correlation Analysis

	Correlations

	
	UI
	SI
	CI
	PR
	CT

	UI
	Pearson Correlation
	1
	.113*
	.397**
	-.027
	.508**

	
	Sig. (2-tailed)
	
	.027
	.000
	.594
	.000

	
	N
	384
	384
	384
	384
	384

	SI
	Pearson Correlation
	.113*
	1
	-.017
	.112*
	-.003

	
	Sig. (2-tailed)
	.027
	
	.739
	.028
	.950

	
	N
	384
	384
	384
	384
	384

	CI
	Pearson Correlation
	.397**
	-.017
	1
	-.051
	.212**

	
	Sig. (2-tailed)
	.000
	.739
	
	.314
	.000

	
	N
	384
	384
	384
	384
	384

	PR
	Pearson Correlation
	-.027
	.112*
	-.051
	1
	.004

	
	Sig. (2-tailed)
	.594
	.028
	.314
	
	.942

	
	N
	384
	384
	384
	384
	384

	CT
	Pearson Correlation
	.508**
	-.003
	.212**
	.004
	1

	
	Sig. (2-tailed)
	.000
	.950
	.000
	.942
	

	
	N
	384
	384
	384
	384
	384

	*. Correlation is significant at the 0.05 level (2-tailed).
**. Correlation is significant at the 0.01 level (2-tailed).






Appendix 5: Regression Analysis

	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.601a
	.361
	.354
	.80648

	a. Predictors: (Constant), CT, SI, PR, CI




	ANOVAb

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	139.200
	4
	34.800
	53.504
	.000a

	
	Residual
	246.508
	379
	.650
	
	

	
	Total
	385.708
	383
	
	
	

	a. Predictors: (Constant), CT, SI, PR, CI
b. Dependent Variable: UI




	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	.409
	.282
	
	1.450
	.148

	
	SI
	.120
	.040
	.123
	2.972
	.000

	
	CI
	.317
	.044
	.303
	7.209
	.000

	
	PR
	-.030
	.046
	-.027
	-.654
	.513

	
	CT
	.519
	.049
	.444
	10.572
	.000

	a. Dependent Variable: UI
Table 4.4.3





Appendix 6: Initial Research Paper Proposal

INTI International University

Initial Research Paper Proposal

	Student Name
	DUAN RAN
	ID No
	I18014415

	Broad Area
	Marketing

	Concise Title
	Research on acceptance factors of O2O application

	Problem Definition 
	O2O is a new type of e-commerce model, whose function is to combine online consumption with offline services. The full name of O2O is Online To Offline. In the future, O2O will inevitably become the mainstream business model. Therefore, it is crucial to understand the factors that influence users' acceptance of O2O (Jing, 2018).
This study is divided into three parts. (1) Analysis of the status quo and existing problems of O2O. (2) Research and analysis of relevant technical research theories at home and abroad. (3) Analyze various influencing factors, propose hypotheses, and construct the initial model for verification.
As an emerging business model, O2O has been explored and studied by many scholars in recent years (Li, Shen and Bart, 2016, Wang and Kim, 2017, Pei et al., 2019). 
This study will introduce the O2O e-commerce model and focus on the current development status and possible problems of the O2O model. The background of O2O generation will also be elaborated. This paper mainly studies the factors that influence users' acceptance of O2O.
O2O platforms can also be called "Online Wanda" platforms. It can solve all the problems of business settlement. And into the mature O2O can bring perfect experience for users to enjoy the super service. E-commerce is changing the retail landscape, the future O2O will become the mainstream business model. Therefore, it is of great importance to study the factors influencing users' acceptance of e-commerce under the O2O model (Li, Shen and Bart, 2016).
Domestic and foreign studies on the factors influencing user acceptance of e-commerce under O2O model are very rare. It is original. Users' acceptance of O2O determines the development of O2O platforms and the growth of domestic GDP. Is closely related to the interests of the state (Pei et al., 2019).
 Questionnaires were designed around the influencing factors such as perceived usefulness, perceived ease of use, social influence and so on.

	Research Questions or Objective 
	RQ1: Does the consumption innovation of the O2O model affect the user's usage intention?
RQ2: Does the user's social influence on the O2O model affect their usage intention?
RQ3: Does the user's trust in the O2O model affect their usage intention?
RQ4: Does the user perceived risk of the O2O model affect user’s usage intention?


	Scope of study
	The sample areas of this study are in relatively developed areas such as Hangzhou and Shanghai in China. The target population is those who have used or know O2O. The research method is questionnaire survey. The analysis methods are descriptive analysis, reliability analysis and regression analysis.

	Significance of the Research 
	By establishing O2O e-commerce user acceptance model, this study studies the factors influencing user acceptance of O2O. The created model is helpful to the academic circle. Understanding the factors that affect users' acceptance of O2O can improve the population of users, increase GDP and bring considerable value. In the future, O2O will definitely enter people's vision, stimulate the development of e-commerce, and more and more platforms can provide convenience (Yu-Fei Shang, Yao Chen and Hong-Seop Kim, 2017).

	Literature Review 

	As a result of a study by Li, Shen and Bart in 2016 can be obtained the influence of O2O business model on current enterprise value. According to Wang and Kim in 2017, it can explain the influence of O2O e-commerce mobile platform on customers. According to the research results of Pei et al. in 2019, it can be proved that the continuous innovation of O2O will affect the loyalty of platform users.
H1: consumption innovation of O2O e-commerce model has a positive impact on users' usage intention.
H2: users' social influence on O2O e-commerce model has a positive impact on their usage intention.
H3: users' trust in O2O e-commerce model has a positive impact on their usage intention.
H4: users' perceived risk of O2O e-commerce mode has a negative impact on their usage intention.

	Research methodology
	Use the snowballing survey method. The reason is that we need to know about the O2O population and the sample size is too large.
The sample areas of this study are in relatively developed areas such as Hangzhou in China.
Data were collected by questionnaire survey.
Use the Likert scale. There are five levels of measurement.
The analysis tool is SPSS22.0. Descriptive analysis, reliability analysis and regression analysis were used.
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Abstract > m'n

1. Grasp the basic characteristics and problems of 020 through the
understanding and research of 020 c-commerce model.

2. Based on the theoretical rescarch of predecessors' users, this paper cxtracts
the key influencing factors accepted by users of 020 e-commercemodel.

3. Exploring the interrelationship between various factors and building a user
aceeptance model for 020 e-commerce model.

4. Afer the analysis of the professional data analysis software, the user
aceeptance model of the 020 c-commerce model was verified.

5. Put forward some feasible suggestions for the development of 020,
Summarizing the problems and solutions that should be paid attention to

during development.
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Introduction Se|iNm.,

Background :

* 1.Online to Offline

+ 2. The use of rich resources of offline boost consumer experience
mode, has been accepted by quickly

+ 3.Focuses on the group purchase field in China.

* 4. Hangzhou has the largest number of users of 020 e-
commerce platforms. As of 2018, the population of Hangzhou is
9.806 million.
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Problem statement S |NTL

In order to find the 020 model deficiency and improve it to
develop an 020 model that is more in line with user needs, it is
necessary to understand the key factors that affect users'
acceptance of products and services under the 020 e-commerce
model. This article starts with the reasons users like 020 and
infers the factors that affect users' acceptance of products and

services in 020 mode.
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Research Questions e[k

RQI: Does the consumption innovation of the 020 e-commerce model affect
the user's usage intention?

RQ2: Does the user's social influence on the 020 e-commerce model affect
their usage intention?

RQ3: Does the consumer trust in the 020 e-commerce model affect their usage
intention?

RQ4: Does the user perceived risk of the 020 e-commerce model affect user’s
usage intention?
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Significance of Research e [P

1. Summarizes the problems in the development of 020.
2. Puts forward some suggestions for the development of 020.

3. Facilitate the reference research of others.
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Limitations [

1. Improve the model and consider more influencing factors.

2. Sample sources need to be expanded.
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Research Hypothesis e

H1: the consumption innovation of 020 e-commerce model is
affecting users' usage intention.

H2: users' social influence on 020 e-commerce model has a
positive impact on their usage intention.

H3: consumer trust in 020 e-commerce model has a positive
impact on their usage intention.

H4: users' perceived risk of 020 e-commerce mode has a negative
impact on their usage intention.
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Theory Model

1. Consumption innovation
DIT model (innovation diffusion model)

2. Social influcnce

TAM2 model (Technology Acceptance Model 2)

3. Consumertrust

UTAUT model (Unified Theory of Acceptance and Use of Technology)

4. Perceived risk
Perceived risk theory




image53.png




image54.png
Research Methodology

Organisationto | Population& | Datacollection | An2ysisofthe
study Sample method Results/Statisticall
Analysis
‘l:xlcwhohavc e
i . pnalysis, reliability
services, orask | Useonline el el
peoplewhohave | - questionnaire |, - lysisand
Hangzhouof | used but know e- dity analysis,
China commerce Correlation
services analysis
SPSS22.0 R:E:‘-‘s‘_m
Sample size:384 lysis
were used





image55.png
Reliability Analysis

(B

Reliability is generally used to measure the consistency and reliability of the
questionnaire. The reliability is generally cxpressed by Cronbach's Alpha
cocfficient. If the reliability cocfficient reaches 0.8 or above, the reliability of
the questionnaire s considered to be good, and the survey results of the
questionnaire are credible.

Reliability Statistics

Cronbach's
Alpha

Cronbach's
Alpha Based

on
Standardized

3

Items
T

IN of Itcnil

Cronbacks Alpha=0.800and
standardized Cronbach's
Alpha=0.797, bothof whichare
larger, indicating that the
questionnaire has higher validity
and the questionnaire scalc has
higherinternal consistency.
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Validity analysis >

On the basis of reliability analysis, in order to furtherunderstand the
structural rationality of the whole questionnaire, the structural validity
analysis of the questionnaire based on factoranalysis was carried out. Factor-
adaptive KMO and Bartlett's Testwere first performed prior to analysis.

KMO and Bartlett's Test

[Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 7%

[Bartlett's Test of Sphericity  Approx. Chi-Square 624651
df 17
Sig.

KMO=0.789, whichis larger, and the test probability p value corresponding to
Bartlett's Test=0.000<0.05, indicating that the questionnaire scale is suitable for
factoranalysis.
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Rotated Component Matrix? e |NTL.

According to the classification of the topics
included in cach factor, there is a high
consistencywith the structure of the
questionnaire hypothesis. Each factor can
better measure the dimensions of the
questionnaire survey, and it is considered
that the design of this questionnaire has good
structural validity.
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Analysis conclusion

Items Research hypotheses | Significantlevel |SupportedRejected

The consumption
innovation 0f 020 e- .

H1 commerce model has a sig=0 g‘l’o Supported
positive impact on users' P<0.
usage intention
Users' social influence on
020 e-commerce model 5ig=0.000

H2 |tasa positive impact on p<0.01 Supported
their usage intention
Users trustin 020 e
commerce model has a 5ig=0.000

H3 [positive impact on their p<0.01 Supported
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Users perceived isk of
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Conclusion Spe[INT

HI: the consumption innovation of 020 ¢-commerce model s affecting users'
usageintention.

Services or finished products in the 020 e-commerce model appear in front of
the public, andit is necessary to consider the acceptance of new things by
different consumers. Consumers with high-innovation consumers may be more
willing to try new Internet products or services, and their willingness to usc is
stronger.
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Conclusion

H2: users' social influence on 020 e-commerce model has a positive impact on
their usage intention.

As an important product of the mobile communication era, the 020 modelis
bound to be closely related to communication and social interaction.
Interpersonal relationship is also an importantway to promote. Therefore, there
is reason to believe that social influence will have a certain impact on consumers'
willingness touse and usc behavior.
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Conclusion >N

H3: consumer trust in 020 e-commerce model has a positive impact on their
usage intention.

Chinais a country where imitation and cottages are everywhere. Consumers
‘may choose a big 020 e-commerce platform they trust to conduct an attempt

and exploration.
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Conclusion Sf[INTL,

H4: users' perceived risk of 020 e-commerce mode hasa negative impact
on their usage intention.

Forthe unknown 020 enterprises, compared with some well-known
Internet platforms, consumers may think that choosing a more popular
Internet platform will be relatively more insurance andless risky.
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Recommendation [

1. Increase thesafetyfactorand let the userfeel at case.
Users will be worried about their funds and property being defrauded. In
addition, the privacy of users has the possibility of being leaked. and it is
necessary to develop security protection technologics.

2. Improve the customer experience.

Online consumption and offline services are not carried out at the same time. I
the intermediate process is complicated. it will consume excessive shopping
costs. Therefore need simpleand approachable operation.

3. Add more and better service models.

For cxample. the high coverage of offline channcls, rapid response from online
and offline, price concessions, and humanized services. 1 hope that in the future,
we can build sustainableand customer-centric products or services.
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SECTION C. RECORD OF MEETINGS

The expectation is that students will meet their supervis

ors up to seven times and

these meetings should be recorded.

Meeting 1
/ Date of Meeting 22 May 2019
Progress Made Confirm research topics

[Agreed Action

Required to list titles, study statements, research objectives,

research frameworks, and hypothetical questions

Student Signature

ke

Supervisor’s Signature

=

Meeting 2
Date of Meeting 28 May 2019
Progress Made Check title, research framework, hypothetical question,

research objective

Agreed Action

Required to modify the problem statement and hypothetical

questions

Student Signature

Supervisor’s Signature

LYY
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Meeting 3

Date of Meeting

6 June 2019 .

Progress Made

Check arguments and dependent variables

Agreed Action

Required to delete the independent‘variable and change the

1V direction

Student Signature

i

Supervisor’s Signature

U

Meeting 4

13 June 2019

Date of Meeting
Progress Made Checked keywords of independent and dependent variables
Agreed Action Some IV need specific explanation

Student Signature

g

Supervisor’s Signature

I\
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Meeting 5

Date of Meeting 28 June 2019

Progress Made Checked the literature review

Agreed Action Required to add specific IV latitude studies to the literature

review

Student Signature

Supervisor’s Signature

B\

Meeting 6
Date of Meeting 16 July 2019
Progress Made Checked chapter 1 to chapter 3 again after PD
Agreed Action Required to design questionnaire and data collection
Student Signature w
Supervisor’s Si g;mlure i o8 8

AN
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Meeting 7

Date of Meeting -

22 July 2019

Progress Made

Checked questionnaire and data collected

Agreed Action

Required to modify the questionnaire

Modify sample size

Student Signature

Tt

Supervisor’s Signature

14\

Meeting 8
Date of Meeting 26 July 2019
Progress Made Checked the data analysis

Agreed Action

Required to modify the Multiple regression anailysis

Required to add more content for chapier 5

Student Signature

[

Supervisor’s Signature

NS
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Meeting 9
Date of Meeting 1T August 2019
Progress Made Checked the Chapterl-5

—i Required to increase the data discussion in Chapter 5.

Agreed Action

/ Student Signature

ks —

/ Supervisor’s Signature

Yo

Meeting 10

Date of Meeting

7 August 2019

Progress Made

Checked the slides of project presentation

Agreed Action

Required to modify slides

Student Signature
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(to be completed at the end of the dissertation process)
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020 e-commerce model user acceptance
factors research questionnaire

Hello! Thank you for taking time out of your busy schedule to participate in this questionnaire survey. We hope to master
users' acceptance behavior of e-commerce model through this survey, 50 & to promote the development of 020 e-
commerce modelin China. Please fill in the questionnaire truthfully. The 020 model makes use of the massive
information and borderless nature of the Intemet to explore offline resources, shorten the decision-making time of
consumers, and realize consumers

Demographic

1. Gender

Male

Female
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2. Age

BE
18~25
26~35

535

3. Education background

Junior college or below
Undergraduate
Postgraduate

PhD or above
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4. Monthly income

<3000
3001~6000
6001~9000

9001

5. How often do you use 020?

Once amonth or less
2~ 3times amonth
Once aweek

More than once a week
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6. What is your monthly communication fee?

<50
51~100
101~150

151

7. What is the maximum amount you are willing to use 020 e-commerce?

<50
51~200
201~500

>501
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Social Influence

1. If people around me use 020 e-commerce model, | will consider using it.

strongly disagree Strongly agree

2. If people around me recommend 020 e-commerce, | will consider using it.

strongly disagree Strongly agree
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3. The publicity of surrounding media advertising will prompt me to try to use
020 e-commerce.

strongly disagree Strongly agree

4. I think it is a fashion to use 020 e-commerce.

strongly disagree Strongly agree
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5. Using 020 will make me gain recognition from people around me.

strongly disagree Strongly agree

Consumption innovation

6.1 am willing to accept new things and have tried many things.

strongly disagree Strongly agree
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MASTER OF BUSINESS ADMINISTRATION
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7.1am interested in 020 e-commerce model and willing to try.

strongly disagree Strongly agree

8. People around me think I'm a person who's willing to try new things.

strongly disagree Strongly agree
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Perceived risk

9. I worry that | will not get timely offline services after online consumption.

strongly disagree Strongly agree

10. Worry that offline services are not as good as promised online.

strongly disagree Strongly agree
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11. 1 worry that my personal information will be leaked or stolen.

strongly disagree Strongly agree

12. I'm afraid I'll spend more money.

strongly disagree Strongly agree
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Consumer trust

13. I believe that 020 e-commerce service providers are enough to provide good
020 services.

strongly disagree Strongly agree

14. | believe that most 020 e-commerce providers are fair, just and trustworthy.

strongly disagree Strongly agree
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15. I believe that most 020 e-commerce service providers are good for
consumers.

strongly disagree Strongly agree

16. In a word, | think 020 e-commerce service providers are trustworthy.

strongly disagree Strongly agree
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Usage Intention

17.1am willing to use 020 e-commerce service

strongly disagree Strongly agree

18. 1 will often use 020 e-commerce services.

strongly disagree Strongly agree
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19. 1 will recommend 020 e-commerce services to people around me.

strongly disagree Strongly agree
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