
International Journal of Recent Technology and Engineering (IJRTE) 

ISSN: 2277-3878, Volume-8 Issue-2S6, July 2019 

634 

Published By: 

Blue Eyes Intelligence Engineering 

& Sciences Publication  
Retrieval Number:B11220782S619/2019©BEIESP 

DOI:10.35940/ijrte.B1122.0782S619 

 

Abstract: C2C e-commerce has been gradually more utilized by 

consumers to buy and sell goods prominently nowadays. With this 

increase in usage a need for detailed studies regarding C2C 

e-commerce has been created. The information shared among the 

buyers of C2C ecommerce plays a vital role in consumer's 

purchase behavior along with other factors. The present study 

aims to find out the impact of shared information and 

communication among C2C online consumers on making 

purchase decisions. Based on 290 effective respondents, the TAM 

model is used to find out the respondent’s online purchase 

intention is influenced by shared communication along with 

perceived risk, and trust of the model. SPSS 25 is used to find the 

regression analysis and correlation analysis to study the impact 

and influence of the above mentioned variables. The findings 

show that there is a significant relationship between the electronic 

word of mouth and purchase intention of consumers which is 

created through perceived ease of use, and perceived trust. The 

C2C online models are a successful platform for the users who 

interested to buy second hand or refurbished products through 

ecommerce. The study helps to find out whether there is any 

trustful or risk free purchase is possible if the consumers 

communicate about the product or services that offered. 

 

Keywords: C2C online purchase, Technology Acceptance 

model, shared information and communication, purchase 

intention.  

I. INTRODUCTION 

The Consumer-to-Consumer E-Commerce in India, 

seems to be emerging as a highly profitable model. By 

comparing to other developed countries, it is just in growth 

stage and there is a very big scope of future growth. Here, in 

India the C2C Platform already exists and now-a-days 

consumers are widely engaging in these type of transactions 

because of the wide spread use of Information Technology 

everywhere. However, the battlefield winners are the leaders 

in the context of C2C E-Commerce in India, the most leading 

third party platforms earning around 80 percent market share 

by the use of C2C E-Commerce, earlier it was B2C 

E-Commerce [1] 

The objective of the study is to identify and analyse the 

factors that influence online purchase intention in C2C 

consumer markets and analyse that in which way the 
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communication and shared information between the C2C 

consumers through online word of mouth influences the 

purchase behavior and purchase intention. Consumers who 

are involved in this section sell their goods and services to the 

other consumers via a third-party website [2]. 

II. LITERATURE REVIEW 

The Technology Acceptance Model (TAM) [4] is 

considered as one of the most effective model to envisage the 

consumer's acceptance towards a new technology for 

commodity purchases. And it has been studied widely in the 

areas of academics and research [5]. There are a mass number 

of studies have been done about the use of TAM and 

consumer's technology acceptance. The TAM is treated as the 

ultra-efficient tool to test the consumer acceptance as well as 

the latest technology adoption [6]. The TAM is considered as 

the advanced and elaborated model of TRA (Theory of 

Reasoned Action) [7]. One of the important drawbacks of 

TAM is that it does not discuss about the consumer's variance 

in the purchase behavior and it deals with very little 

application in the latest technology adoptions due to its 

frugality [8]. 

On the ground of these drawbacks, the study only focuses 

some of the parts of the constructs of TAM. 

The consumer‘s intention towards to purchase a particular 

brand is the purchase intention of that consumer [9]. The 

consumer‘s purchase decision making is widely depends upon 

the value that given to that particular products and same as the 

great influence of social media also [10]. Purchase intention is 

nothing but the consumer intends to create a relationship with 

the retailer for communicating business information, building 

trade related relationships and practicing or exchanging trade 

transactions [11]. TRA defines purchase intention as a 

subjective probability of person participating in specific 

intention, the purpose which is to define the most important 

factors in purchase intention [12]. The prompt development 

of internet lead ecommerce as efficient and trustful platform 

for online purchases, and various studies shows that buyer‘s 

attitude for user generated substances on social media and the 

intention towards the use of user generated substances in 

buyer‘s decision making are positive [13]. The positive 

attitude for a particular brand will significantly influence the 

consumer‘s purchase intention also they will be ready to give 

a high price for that product [14]. Also the consumer‘s 

intention or involvement in the ecommerce can be a key 

predictor of buyer‘s actual 

participation in online shopping 

[15].  
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As per the former studies in the areas of TAM application 

in C2C ecommerce and online purchases, several factors have 

been studied and these are involves with purchase intention 

and attitude of online consumers that are related with the 

perceived ease of use, usefulness, enjoyment with the online 

word of mouth of C2C online models [6,16,17,18]. 

C2C communication states that ―the sharing of information 

between one consumer  (and a set of consumers) to a new 

consumer (or a set of consumers) according to the strength, 

preferential changes, current purchase behaviour, and style of 

interacting with others‖.  

The online word of mouth is the sharing of information 

through internet or electronic medium about the product or 

services sometimes the brands, company etc. [19, 20] 

III. RESEARCH METHODOLOGY 

To analyse the importance and relevance of each 

perspective, an empirical study was conducted. The objective 

of this study is to identify the factors that contribute 

consumers purchase intention, and then to study the 

relationship between those factors that affects the intention. 

So the objectives of the study will be as follows; 

• To analyse whether the consumer‘s online word of 

mouth of the website significantly increases the Trust in C2C 

website adoption. 

• To study the role of online word of mouth in C2C 

website adoption to reduce the perceived risk in C2C 

ecommerce website adoption. 

The factors that influence consumer trust and 

confidentiality to adopt the C2C website platforms are 

classified into three main categories; online word of mouth, 

perceived usefulness, perceived risk, and trust in the purchase 

intention of C2C website adoption. The model that tested is 

shown below; 

 

 

 

 

 

Fig. 1. Research Model 

The hypotheses are as follows; 

H1: The consumers‘ online word of mouth of the website 

positively contributes the trust in   C2C ecommerce website 

adoption. 

H2: The consumers‘ online word of mouth of the website 

positively contributes the trust in C2C ecommerce website 

adoption. 
H3: There is no relationship between the online word of 

mouth of the C2C websites and purchase of the C2C websites. 

H4: The consumers‘ Trust in C2C website adoption 

positively reduces the Perceived Risk in C2C ecommerce. 

A) Reliability Analysis 

Reliability analysis was applied to analyse and measure the 

reliability of the entire scale as well as individual items in the 

scale. Reliability evaluation of the entire scale was first done 

followed by the individual evaluation of each item. The 

overall reliability of the entire scale was seemed to be good 

with a Cronbach‘s alpha of 0.792. 

The individual construct reliability of the scale was as 

follows: 

Table- I: Cronbach‘s alpha 

ITEMS CRONBACH‘S 

ALPHA 

 

Purchase Intention 0.760 

 

Online Word of Mouth 0.738 

 

Perceived Risk 0.825 

 

Perceived Trust 0.835 

 

B) Regression Analysis 

Linear regression was used to predict the variables. It is 

used when we want to predict the value of a variable based on 

the value of another variable. The R
2
 value and R value of the 

variables were as follows: 

Table- I: Cronbach‘s alpha 

VARIABLES PREDICTORS R R
2
 

Purchase 

Intention 

Perceived Risk 0.768 0.589 

Perceived 

Risk 

Online word of 

mouth 

0.935 0.874 

Perceived 

Trust 

Online word of 

mouth 

0.891 0.794 

Purchase 

Intention 

Online word of 

mouth 

0.841 0.707 

 

C) Correlation Analysis 

The Pearson Correlation Coefficient is a measure of 

strength and direction of association that exist between two 

variables measured. Correlation coefficient value of the 

online word of mouth and purchase intention were tested, as 

per the results r is 0.603, and that it is statistically significant 

(p=0.005). 
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D) Hypothesis Testing 

 

H1: The consumers‘ online word of mouth of the website 

positively contributes the trust in   C2C ecommerce website 

adoption. 

The model helps to predict trust in C2C website adoption. 

R means the correlation between predicted and observed trust 

in C2C website adoption. In this case R= 0.935. Since, this is 

a very high correlation; this model predicts the trust in C2C 

website adoption. The R
2
 is nothing but the square R. It shows 

the proportion of ‗variance‘ in trust in C2C ecommerce 

website adoption that can be analysed by the predictor of 

online word of mouth (R
2
= 0.874) 

 

H2: The consumer‘s perceived risk of the website 

positively contributes the purchase intention in C2C 

ecommerce website adoption. 

It indicates the R= 0.768 which shows a good correlation 

and the Perceived Usefulness is a good predictor of Trust in 

C2C ecommerce website with a R
2
 of 0.589. 

 

H3: There is no relationship between the online word of 

mouth of the C2C websites and purchase intention of the C2C 

websites. 

The study shows the result that the relationship is 

statistically significant with significant level less than 0.01(p= 

0.000). The R= 0.603 which is greater than 0.5 and we reject 

the null hypothesis. 

H4: The consumers‘ electronic word of mouth in C2C 

website adoption positively reduces the perceived risk in C2C 

ecommerce. 

The results shows that R= 0.891 which is a good correlation 

and R
2
= 0794 though the Trust in C2C website adoption is a 

good predictor of Perceived Risk in website adoption. 

 

IV. CONCLUSION 

In this study it is concluded that the trust online word of 

mouth or shared information and communication of the third 

party C2C website platforms is a relevant factor in describing 

consumers‘ risk, trust, and purchase intention upon the C2C 

online transactions. So in earlier researches, risk and privacy 

seems to be the major factor for consumers‘ trust in C2C 

e-commerce website adoption, the empirical results shows 

that there is a good correlation between online word of mouth 

and purchase intention with consumers‘ trust and risk. This 

may be because consumers‘ wide usage of Internet and social 

media which tend them to communicate and share their 

concerns about a particular product or service that an internet 

system offers. However, the model of perceived risk and trust 

evidences itself primarily through online word of mouth in 
C2C website adoption. As trust and confidentiality of 

consumers depend upon the heart of continuing C2C 

e-commerce relationship, web-based platforms need to find 

paths for improving consumers‘ perception of their trust and 

confidentiality in order to utilize fully the potential of C2C 

e-commerce. Overall, the consumer‘s information sharing and 

communication in C2C website adoption leads a customer to 

purchase the product or service in a positive way. 
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