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ABSTRACT 

We are all in an era of change resulting from the impact of the Internet. One emerging 

and rapid growing of the Internet-based business is group-buying.  Firms and consumers 

have known very well to acquire goods or services with a relative lower price by enlarging 

their purchasing volume (i.e., to increase bargaining power by their purchasing scale).  In 

the past, it was hard for consumers to enlarge their purchasing volume by demand 

aggregation.  However, with the aids of the Internet and online group-buying, the power of 

consumers increases dramatically.  The amazing social connectivity of the Internet makes 

demand aggregation possible and easier for consumers.  As a result, online group-buying 

businesses such as Groupon are popular now and are predicted to prosper in the future.  

In this thesis, we first elaborate various types of group-buying in the market.  With a 

thorough literature review, we find that previous studies of group-buying almost focus on 

one type of online group-buying: business-to-business-to-consumers (B2B2C).  Almost no 

studies investigate other types of group-buying.  It is arguable that without considering 

other types of group-buying, what we know and understand are incomplete.  It is the 

purpose of this thesis to fulfill this gap.  

We aim at investigating group-buying of consumer-to-business (C2B).  We are 
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interested in the group-buying through the aids of Internet in working places (we will term it 

as office group-buying).  Although office group-buying is not a new phenomenon and it 

may exist for years, we are surprised by the fact that it has been overlooked since it is an 

effective and prevailing C2B group-buying.   Thus, in order to have a better understanding 

the phenomenon, we employ the theories of social influences to develop a model 

investigating the factors influencing office workers to join office group-buying.  Two types 

of social influences and their corresponding constructs were derived from the theories: 

credibility, identification, and social comparison.  Our model aims to having a better 

understanding of how office workers are motivated to join the Internet-based group-buying.  

We developed a series of hypotheses grounded on the social influence theories.  

To test the model empirically, formal questionnaires were distributed through a 

paper-based survey. The survey resulted a sample of valid 631 cases after excluding 

incomplete responses.  With the analysis with a SEM tool, the results showed that 

(1) In terms of credibility, both platform and initiator credibility had a positive 

effect on coalition formation intention, and vendor credibility had no direct 

effect on coalition formation intention. As our model predicted, we found 

credibility transfer. Initiator credibility had a positive effect on both platform 

and vendor credibility, and platform credibility affected vendor credibility. 

(2) In terms of normative social influences: both social comparison and 

identification affected coalition formation intention.  

From the results of this study, the implications for theory and practice are further 

discussed. 
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