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Consumer as Retailer: A Grounded Theory Study of
Motivation and Behavior on Online Resale Phases

Wen-Wei Yen"

Abstract

This study applies the qualitative research approach and uses in-depth interviews with 10
qualified participants. The research procedure follows the grounded theory study, promoting
content analysis, and theories’ construction. The important conclusions of this study are as
follows:

Resale activities for consumers in the evolution process can be divided into the buyer-
imitate period, the seller-growing period, and the professional seller-venture period. The main
role for the buyer-imitative period is as a consumer-seller mostly. When shopping is not yet
subject to resale participation, the shopping decision-making on the consumer-seller and the
general consumer had no difference.

Furthermore, from the resale process, the consumer-seller inbuyer-imitative period has
been turned into the seller-growth period. Consumers become “the role of the consumer-seller
+ the professional seller”.

In this period, “the consumer-seller+ the professional seller” in the purchasing decisions
would be different. That is, an article which can be resold or not becomes the incentive to
purchase something. This study calls the purchase decision of the seller-resale.

The content of resale for “the consumer-seller+ the professional seller” becomes richer
so their resale motivations will be more complicate. The consideration of the resale profit
is further driven from the seller-growing period extending to the professional-seller venture
period. They become the role of the retailers-like and intent to resale market in the online
auction venture. Profit maximization and marketshare become their major incentives in resale.
Therefore, the retailer-purchasing decisions are as the best explanation for the retailers-like.

Finally, this study based on our preliminary findings also offers practical recommendations

for consumers and retailers.

Keywords: consumer resale, deposition, used goods, purchase decision
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The Relationship of Internal Auditors’ Business
Ethics Perception and Organizational Identification

Shu-Hua Tsao"

Abstract

This study explores the business ethics perception of internal audit staff and its effect
to their organizational identification. Moreover, it provides the description of the internal
audit staff perception of business ethics, and from the point of view of the value of cohesion
illustrate business ethics perception of internal audit staff has impact with their work and
the organization’s values, or goals consistency (job-organization fit), thereby affecting
its organizational identification. In this study the questionnaireis the primary method for
conducting quantitative research. Samples come from full time internal audit staff of stock
listed company in Taiwan. The results show the relationship of the internal audit staff
perception of business ethics and its organizational identification is positively correlated.
Furthermore, once the internal audit staff works in ethical corporate services, their perception
of business ethics will also to produce a job-organization fit and thereafter produce the

organization identification.

Keywords: business ethics, job-organization fit, organizational identification
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The Mediating Role of Self-efficacy
in the Organizational Climate-Employee Creativity
Relationship

Jui-Yun Liang'  Chih-Hsiung Wei™

Abstract

Besides investigating the relationship among organizational climate, self-efficacy
and employee creativity, this study further validates the mediating role of self-efficacy on
the relationship between organizational climate and employee creativity. This study takes
the insurance industry as the research object, by collecting information through purposive
sampling. Total 490 questionnaires are issued and 376 valid questionnaires are kept, the
valid questionnaires recovery rate of 76.7%. By controlling the personal characteristics, the
relationship between organizational climate and employee creativity is not significant, but
added mediation variable - self-efficacy, the direct effect is negatively significant and indirect
effect is positively significant. Therefore, self-efficacy has a mediating effect, but due to
the contrast symbols between direct effect and indirect effect reveals that it is a competitive
mediation, and there could be some omitted mediators ignored. This study also offers

management practices and recommendations.

Keywords: organizational climate, self-efficacy, employee creativity,
competitive mediation
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Privacy or Popularity? The Effect of Privacy
Attitudes and Individual Factors on Social
Networking-Site Behaviors

skoskok sk

San-San Hsing'  Jui-Yen Yen”  Hsin-Ying Tsai  Chia-Ling Chang

Abstract

The development of technologies has created today’s human civilization. Internet
changes the way that people live nowadays. The most popular way people use to engage social
activities are the Internet. Many reports showed that Facebook has become the most popular
social network platform and has played an important role in people’s life. In recent years,
the number of Facebook users increased dramatically. The use of Facebook created a unique
impact on people’s interaction. When personal information was revealed on social networks,
the users to realize that “Privacy” is an issue. Now “Privacy Management” has become the
most important topics, which deserves more in-depth survey. The main purpose of this study
is to understand how privacy concerns affect social network users, including privacy attitude,
privacy management, and perceived privacy quality, as well as how popularity and self
satisfaction affect Facebook users’ behaviors. This research uses an online survey platform
mySurvey, yielded 360 valid responses. SPSS 12.0 and LISREL 8.51 softwares were used to
conduct the descriptive statistics analysis, confirmatory factor analysis and structure equation
modeling. The results indicate that Facebook users do concern privacy, but the level of privacy
management and perceived privacy quality are relatively low. Popularity and self-satisfaction
are the key elements affecting Facebook users’ behaviors. Finally, this study proposes the

conclusions and some suggestions for enterprises to refer to or further research.

Keywords: Facebook, Social Networking, Privacy Management, Privacy Concerns, Popularity

*San-San Hsing, Associate Professor, Department of Business Administration, National Taipei College of
Business
**Jui-Yen Yen, Associate Professor, Department of Business Administration, National Taipei College of
Business
***Hsin-Ying Tsai, Graduate Student, Graduate Institute of Business Administration, National Taipei
College of Business
**#*Chia-Ling Chang, University student, Department of Business Administration, National Taipei College
of Business
Manuscript received: April 22, 2013; Accepted: July 10, 2013



	第24期-各篇中英摘要-01
	第24期-各篇中英摘要-02
	第24期-各篇中英摘要-03
	第24期-各篇中英摘要-04

