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Abstract

The development of Internet marketing has: great impact on the
traditional business. -It not only changes our daily living habitual, but
also brings boundless business chances: A successful marketing strate-
gy must include four key factors, that:is; product, promotion, chan-
nel and price. As one of the main togls of business competition,, price
is also the crucial source of: income and profits for the enterprises.
Nowadays, how to improve their pricing ability so as to create the
maximum performance have become the goals for .the vast majority of
E-tailers. Marketing: channel is the indispensable key factor: for the
success of marketing mix strategy: With the prosperity of Internet, E-
lectronic has. become a whole new:'marketing channel whose -efféctive
usage will lead to the success as well as thé failure of the Internet re-
tailing market.. In order to -occupy one of the: marketing channels, E-
tailers must consider the: channel usages characteristics of the Intefnet
consumers; which assure the: efficiency of the marketing channel.
Thus, a friendly buying environment can be built: Therefore., how to
improve their pricing ability in order to make-good use of the online
and offline channel has important theory and ‘practical significance for
the increasingly arisen. E-tailers. This paper is centered on the two
core issues of the Internet marketingprice and channel, which have
great importance and correlation.

The'academic studies. of E-tailers’ pricing and chanriel are mostly
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done in America, where the EC there is developing rapidly. Whether
its concept and theory still work in other countries and cultures or not
remains uncertain. Most studies of pricing ability are limited to the
traditional economic field in Mainland China while the empirical stud-
ies under the Internet environment are few. So, for the sake of E-tail-
ers establishing correct marketing strategies and maintaining competi-
tion advantage, it.is of great: éig‘niﬁcance to, based on foreign studies,
study the driving factors of E-tailer’s pricing ability and. channel usage
under the circumstances of Chinese .culture.

Based on the foundation .of summarizing the domestic and interna-
tional results on E-tailer’s pricing ability and channel usage, this pa-
per proposes the investigation frame: of théory hypothesis for the poten-
tial affecting factors of E-tailer’s pricing ability and channel usage..
This ‘paper proposés two: models, one is affecting factors model of E-
tailer’s pricing ability ‘and the. other is Internet. consumer’s channel us-
age and. attribute: model. - This paper carries on enterprise’s question-
naires. investigation through the random sampling and Seleétive sam-
pling methods, executes the statistical analysis to the sample data. a-
dopting:structural -equationi modeling and classical statistical. software
(SPSS), testify the reliability and validity. of measuring models. The
correlation analysis, ANOVA: and regression -analysis ‘were used to test
the main -effect hypothesis of the ‘models: The contribution or innova-
tion of this research may be: . A e

- 1. The: affect factors of E-tailers’ pricing ability may be divided
into four main :categories, they are “E-tailers’ Characteristics” factor,
“Market Characteristics” factor, “E-Consumers’ Characteristics” fac-
tor and “Environment Characteristics” factor.

In thesfactor. of: E-tailers’ characteristics; this paper shows that

2.
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reference group, credit standing, delivery service. and business cost
these factors have positive significant influence on E-tailers’ pricing a-
bility. Contrary to the previous study and intuitionistic judgment, con-
venience. and E-tailers’ pricing strategy don’t have to6 much influence
on. thé E-tailers’ pricing ability, which indicates that shopping conven-
ience, speed themselves don’t help to improve E-tailers’ pricing abili-
ty., E. -tailers” should pay more attention to the influence .of reference
groups in order o enhance their pricing -ability. ( for example, open In-
ternet visual community and Internet consumer clubs, etc. ) Mean-
while, they need to buildup. their reliability of; credit. and ‘promise ,. a-
bility to make delivery in good time and reduce their dealing cost con-
stantly. ‘

In the factor of “Marketing Characteristics” , consumer involve:
ment has positive: significant to the E-tailers’ pricing ability while -
“market competition” has less significance, which shows that id the
factors of E-tailers’ pricing ability, market competition has less influ-
ence on E-tailers’ pricing ability. It is more important for the. E-tailers
to ‘improve their website’s browser rate and products’ popularization
rate to attract more consumers’ involvement. e .. caf '

In the. factor of “E-Consumers™ Characteristics” , ‘privacy, securi-
ty :and, fad have positive significant, to)E-tailérs’ pricing ability. The: re-
sult shows that Chinese Internet consumers value privacy and security
of payment: under. the digital: environmentivery much. ‘E-tailer’s can
make use ofithe -way of protecting the: online privacy. and security is-
sués tor pull E-consumers’ attraction. Privacy-and security. should be-
come the chief issue considered by the. E-tailers when they- design the
onlinie- shopping: environment. Online’ users’ should be:.aware of their
privacy being protected and their dealing seture.r Because most E-con:

3.
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sumers are. young and pursuing: fashion, it is easy for them to have
higher loyalty to a certain brand. E-tailers should apply themselves to
catalogue and magazine /Internet advertisements to attract these con-
sumers. Once they admit and accept one E-tailer, they may have
more price tolerance: than other consumers. At the-same time; E-tail-
ers may ‘establish high quality and high price strategy for them.

The factor of “Environment Characteristics” includes “inner en-
vifonment affecting factor” -and “outer environment affecting factor”, .
The ianalysis result’ shows that “.outer environment affecting factor”
can’t explain! Estailers® pricing ability while “inner environment affect-
ing factor” has fpositive. significance to E-tailers’ pricing ability,, which
means the more the E-tailers attach importance to their inner-entet-
prise culture, the faster their employees’ ability to grasp the 'informa-
tion. technology, the better their inside finances .condition and Internet
marketing facilities, the stronger the E-tailers! pricing: ability.:

:2. Constructa’ model of:consumer online/offline:channel percep-
tion. This paper-applies the consuther buying decision-making behav-
ior theory to thestudy of consumer online/offline channel. usage. How
can consumers’ online and offline perception affect their channel usage
are ‘investigated.. 'Online and offline ‘channel distribution. includes
shopping convenience, information, delivery, ‘price perception, secu:
rity and ‘payment these 'seven.factors> Comparing to the previous stud-
¥, +this -paper adds more.latitudes ‘to: measure service, security and
payment. The empirical result: shows. thiabmost consumers :consider in=
formation; sérvice, price ‘perception. and.’'payment: flexibility -of online
channel have stronger advantage.'than offline channel. These four fac-
tors include the-following variables, they are website: production :infor-
mation, ‘productionand related information search’; ‘production recom-
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mendation, deal with problems, after buying the products; security. of
payment, payment flexibility and procedure convenience. Further a:
nalysis shows-that consumers regard convenience , delivery and securi-
ty of online channel has no advantage. And have less -confidence -in
the variables of these three factors—convenience of order signing,
convenience of order, dealing speed; confidence in winning and per-
forming the order, the frequency of product miscarriage, time period
of getting delivery, security during the dealing process, protection of
private material, products-and mistake rate of the related information ;
etc. . All these factors can’t attract consumers’ buying decision from-off:
line to online: r
¢ 3., Consumers’ online .consumption status are studied, by the
way of group: division: According to their differences of Internet
consumption proportion , ,these,consumers are. divided into four:sec-
tions (1,) Mainly use offline channel while shopping and less. on-
line channel; (2). Use. much of the offline channel and less pro-
portion of online channel; (3.) Mainly use, online: channel while
shopping and less offline channel; (4) Use much of online; chan-
nel and less. offline channel, This paper compares the convenience,
information, service, delivery., price: perception, security. .and pay-
ment perception of consumers’ channel aftribute. The consumers in
. these. four sections -have more advantages. in information, service,
price perception and payment, however,, the perception of conyen-
ience; .,payment and,security-shows: negative. ,In otl}er words ,, con-
sumers think there is no advantage for the online channel in shop-
ping-convenience, goods delivery' and Internet shopping 'security;
The most interesting thing is- price perception; whose, 'mean value is
the lower in the section 1 but higher in the other 3. This means that
.5.



P FE—EM R S IREHRE

consumers having offline preference can’t perceive ‘the profit bring
by the Internet promotion and discount.

This results lead to great significance to the E-tailers. Iri order‘to
attract more consumers to use the Internet shopping, E-tailérs should
strengthen their advantages on information, serviée and payment and
consumers’ price perception. And at the same time, overcome the dis-
advantage on delivery and' secutity. Y

4. Consumers’ real Internet consumption’s proportion in .each di-
vision i8 medsured. According to this proportion, consumers’ online
shopping is ‘divided into four periods. They are early Internet con-
sumption period, growth period, expanding period and thé mature pe-
riod. After measuring the their future Interhét consumption trend of
these four periods’ consumers, I find that consumers in the early stage
has few proportion to eitend their Internet:channel usage in the very
near future, while those in growth stage may improve their online us-
age portion in the near future. The portion ‘of consumers in expanding
stage is the highest in the total consumption ‘expense. Whén consumer
move to the mature stage, they will focus on shopping by Internet
channel. So E-tailers should attract consufhers’ in the early period by
information and exchange; for those: who are in the. growth ‘period ; E-
tailers should enlarge their investiiént, improve their service quality,
fasten- the delivery and secure the business security and for the con-
sumers in -expanding arid mature periods, they should improve the In-
ternet- markets’ ‘portion’s quality -and quantity as the main ‘strategy.

n . ida
Keywords: E-tailer pricing ability online/offline attribute:
o ‘channel usage E-consumer ' ' - L

~
r1 LA . !



B X

BEUE e (1)
L1 R e P T SR s (2)
. .11 éfiﬁ‘fl_ﬂﬁmﬂﬂﬁ vessesessencanan Sessvessancenes Teess (2)
c1:1.2 BETERERIIUR crereeereererereees feeeeseccsens e (4)
c 1L 3 EFEERIUR coeeeerrerrerereeeneni (13)
L4 HHREFSE RIS e (15)
1.2 BRI EEREIR wevevrmmermosemoneoannnnnes rerierenenens (17)
121 FSBEHEAREAMPIAEE oo (17)

-+ 12,2 M*%iﬁﬁ’%ﬁﬁ@%@%@%?ﬁﬁ’%ﬁ%& -
N %= < EOPET PR CE TP PEPPRPRIPROP feves fepevieens (18)
1.2.3 W]ﬁg%iﬁﬁ'%‘mﬁﬁﬁﬁ ...... Tedesesiiiiiiianne (19)
1.3 FREWEE B seberesrieneneae, (19)
1. 4 ﬁﬁﬁéﬁ“ﬁf«wﬁﬁ&%% ..... TR P SR (22)
1.4.1 RGEEBAER (E - tailers)  orroeererresseionenacans (22)
142 FMHFBEROENRES. (pricing ability) -ew2oer (23)
1.4.3 WKEHIEE (- marketing Channel) ¢ »5eeeeee- (24)
LS FANBEER. ARAZEGEFLHE v (24)
1.5.1 WFETHBIBAED oo Mieerereeeeneenad feeretarerenns (24)
1.5.2 FFGRH L ceeeeeeres Paseweeessenaes FTTTTPIINN eeeas (26)
1.5:3  ABHEFLHE coreeee Mesiesrons S N (27)



