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ABSTRACT

As global economic growth slowdown in recent years, someone will reduce their spending in responding to the economic downturn,

and others will delay the purchase of the new products. But, due to the development of e-commerce, it creates a huge second-hand

goods industry. However, researches to explore disposition intentions of consumer’s post-purchase that based on the seller’s point

of view were severely few in the pervious studies. Therefore, we dug the factors which would affect consumer’s disposal judgments

out to explore, and discuss these factors to have influences for the final disposition intention. By selecting the seasonal limited

international-level luxury bag as research subject in the empirical research, structural equation modeling (SEM) and two-way

ANOVA were adopted to carry out this mode of analysis. From the results, this study discovered that there were influences between

perceived depreciation, product scarcity, transaction frequency and transaction reference price, transaction cost, as well as in turn to

affect consumer’s mental price premium with the old-goods. Besides, the mental price premium and perceived non-usefulness

would also affect their final decision.

Keywords : Post-purchase disposition、Perceived depreciation、Product scarcity、Mental price premium、Perceived

non-usefulness

Table of Contents

Context ．．．．．．．．．．．．．．．．．．．．．． v Tables　　．．．．．．．．．．．．．．．．．．．．．

vii Figures　　．．．．．．．．．．．．．．．．．．．．． ix Chapter 1 Introduction．．．．．．．．．．．．．．．

． 1 1.1 Research background and motivation ．．．．．． 1 1.2 Research object．．．．．．．．．．．．．．．． 4 1.3

Importance of research．．．．．．．．．．．．． 4 1.4 Research procedure．．．．．．．．．．．．．． 5 Chapter 2

Literature review．．．．．．．．．．．．．．． 6 2.1 Disposition research ．．．．．．．．．．．．． 6 2.2 Perceived

depreciation．．．．．．．．．．．．． 12 2.3 Product scarcity．．．．．．．．．．．．．．．． 14 2.4 Transaction

frequency ．．．．．．．．．．．．． 17 2.5 Transaction reference price．．．．．．．．．．． 19 2.6 Perceived

transaction cost．．．．．．．．．．．． 22 2.7 Mental price premium．．．．．．．．．．．．． 27 2.8 Perceived

non-usefulness．．．．．．．．．．．． 29 2.9 Resale intention．．．．．．．．．．．．．．．． 31 2.10 Rental

intention．．．．．．．．．．．．．．．． 34 2.11 Giving away intention．．．．．．．．．．．．． 34 2.12 Bartering

intention．．．．．．．．．．．．．． 36 Chapter 3 Methodology ．．．．．．．．．．．．．．．． 38 3.1 Conceptual

model and hypotheses．．．．．．．． 38 3.2 Operational definition and measurement．．．．．． 39 3.3 Sample．．．．

．．．．．．．．．．．．．．． 44 Chapter 4 Data analysis and results．．．．．．．．．．．． 48 4.1　 Reliability and

validity test．．．．．．．．．．．． 49 4.2 Overall fit of the data to the model．．．．．．．． 57 4.3 Model testing results

．．．．．．．．．．．．． 57 4.4 The results of interaction．．．．．．．．．．．． 60 Chapter 5 Conclusions and

suggestions．．．．．．．．．． 66 5.1 Conclusions．．．．．．．．．．．．．．．．． 66 5.2 Implications．．．．．

．．．．．．．．．．．． 70 5.3 Limitations and future research．．．．．．．．．． 70 References　．．．．．．．．

．．．．．．．．．．．．． 72 Appendix 1　．．．．．．．．．．．．．．．．．．．．． 84

REFERENCES

一、中文部分 Smith, A. (2000)，國富論(謝宗林、李華夏譯)，台北:先覺出版社，(原文於1776年出版)。 田怡(2005)，我國租賃業企業公關

之研究，私立銘傳大學未出版之碩士論文。 朱訓麒，廖淑伶(2008)，消費者網路轉售行為之概念、分類與模型之初探，管理評論，第27

卷，2期。 朱訓麒，廖淑伶(2008)，消費者線上轉售行為與購買意願之研究:心理帳戶觀點之應用，中小企業發展季刊，14期，頁111-142

。 吳思華(2000)，策略九說:策略思考的本質(三版)，台北:臉譜出版。 李佳勳(2004)，探討數量稀少性對個人決策偏離原有偏好之影響，

國立中央大學未出版之碩士論文。 周宇貞(1999)，知覺品質與參考價格對消費者知覺價值與購買行為之影響，私立東吳大學未出版之碩

士論文。 邢姍姍，蘇慧婷，曾詩岑(2005)，唯物主義、符碼式消費與衝動性購買之關聯性分析，北商學報，69-80。 林鍵(2002)，參考價

格與語意線索對於消費者網路購買行為之探討，國立中央大學未出版之碩士論文。 林威霖(2007)，廠商限量策略與消費者購買決策:限量



訊息分析，私立東吳大學未出版之碩士論文。 林晉寬，陳奇修(2007)，交易成本理論是解釋組織統治決策的有效理論嗎?，中華管理評論

國際學報，第10卷，第3期。 邱吉鶴(2009)，公共工程執行績效的評估:一種交易失靈模式的應用，公共行政學報，第32期，1-31。 張清

溪，許嘉棟，劉鶯釧，吳聰敏(2004)，經濟學-理論與實際(五版)，台北:翰蘆圖書出版。 張耀銘(2004)，影響連鎖便利商店加盟續約意向

之關鍵因素-以權利作為干擾效果，國立高雄第一科技大學未出版之碩士論文。 郭欣芝(2007)，價格促銷幅度與廣告參考價格對消費者行

為之影響，國立中央大學未出版之碩士論文。 趙琪，張簡文勝(2004)，服務遞延績效在多階行銷關係中衍生之代理問題與行銷策略，管

理學報，21卷，1期，1-20。 鍾聖校(1999)，認知心理學(初版)，台北:心理出版社。 二、英文部分 Agilent Technologies (2005). “Two-Way

ANOVA tests”. Agilent Technologies. Ajzen, I. (1991). The theory of planned behavior. Organizational behavior and human decision process`s.

50, (pp. 179-211). Anderson, J. C. & Gerbing, D. W. (1988). Structural Equation Modeling in Practice: A Review and Recommended Two-Step

Approach. Psychological Bulletin, 103, 411-423. Ba, S. & Pavlou, P. A. (2002). Evidence of the effect of trust building technology in electronic

market : Price premiums and buyer behavior. MIS quarterly, Vol. 26, (pp. 243-268). Bagozzi, R. P. (1975). Marketing as exchange. Journal of

marketing, Vol. 39, (pp. 32-39). Banery, J. B. (1991). Firm resource and sustained competitive advantage. Journal of management, 17, (pp. 99-120).

Barney, J., Wright, M., & Ketchen, D. J. (2001). The resource-based view of the firm: Ten years after 1991. Journal of management, 27, (pp.

625-641). Belk, R. W. & Coon, G. S. (1993). Gift giving and Agapic love: An alternative to the exchange paradigm based on dating experiences.

Journal of consumer research, 20, (pp. 393-417). Brannon, L. A. & McCabe, A. E. (2002). Time-restricted sales appeals: The importance of offering

real value. The Cornell hotel and restaurant administration quarterly, Vol. 42, (pp. 47-52). Briswas, A. & Blair, E. A. (1991). Contextual effects of

reference price in retail advertisement. Journal of marketing, 55, (pp. 1-12). Brock, T. C. & Yoder, R. M. (1968). Commodity theory of selective

communication and opinion change. Unpublished manuscript. The Ohio State University. Burke, M., Conn, W. D., & Lutz, R. J. (1978). Using

psychographic variables to investigate product disposition behaviors. Proceeding, educators conference, American marketing association, Subash C.

Jain (ed.): 321-326. Bollen, K. A. (1989). Structural equations with latent variables. John Wiley & Sons. NY. Celsi, R. L. & Olson, J. C. (1988). The

role of involvement in attention and comprehension processes. Journal of consumer research, 15(2), (pp. 210-214). Bottom, W. P., Holloway, J.,

Miller, G. J., Mislin, A., & Whitford, A. (2006). Building a pathway to cooperation: Negotiation and social exchange between principal and agent.

Administrative science quarterly, 51, (pp. 29-58). Chang, S. S. (2000). Research Method. Taichung: Cang Hai. Chen, H. M., Kuo, T. S., Lan, C.

H., & Lan, K. T. (2004). Optimizing a manufacturing project by maximizing return on sales. Transaction of the Canadian Society for mechanical

engineering, Vol. 28, (pp. 59-71). Chu, H., & Liao, S. (2007a). Conceptualizing the influence of consumer online C2C resale behavior on purchase

decisions. Yuan Ze university Ph. D.. Working paper. Chu, H., & Liao, S. (2007b). Exploring consumer resale behavior in C2C online auctions:

Taxonomy and influences on consumer decisions. Academy of marketing science review, Vol. 11, No. 3. Churchill, G. A. (1979). A paradigm for

developing better measure of marketing constructs. Journal of marketing research, 16(1), (pp. 64-73). Cialdini, R. B. (1985). Influence: Science and

practice. Glenview IL: Scoot, Foresman. Coase, R. H. (1937). The nature of the firm. Economica, 4, (pp. 386-405). Daniels, D. H. (2001). Colorado

chapter Appraisal news. Appraisal Institute, Vol. 11, No. 3, p. 12. Published by Carol Brooks. Davis, F. D. (1993). User acceptance of information

technology: System characteristic, user perceptions and behavioral impacts. International journal of man-machine studies, (pp. 475-487). Della, B.

A. J., Monroe, K. B. & McGinnis, J. M. (1981). Consumer perceptions of comparative price advertisements. Journal of marketing research, 18(4),

(pp. 416-427). Dickson, P. R. & Sawyer A. G. (1990). The price knowledge and search of supermarket shoppers. Journal of marketing, 42, (pp.

42-53). Dodson, J. A., Tybout, A. M., & Sternthal, B. (1978). Impact of deals and retraction on brand switching. Journal of marketing research, 15,

(pp. 72-81). Douma, S. & Schreuder, H. (1992). Economic approaches to organization. New York: Prentice Hall. Ferrary, M. (2003). The gift

exchange in the social networks of Silicon Valley. California management rewiew, Vol. 45, (pp. 120-138). Fornell, C. & Larcker, D. F. (1981). 

“Evaluating structural equation models with unobservables and measurement error”. Journal of marketing research, (pp. 39-50). Gierl, H.,

Plantsch, M., & Schweidler, J. (2008). “The effects on sales volume in retail”. The international review of retail, distribution and consumer

research, 18(1), (pp. 45-61). Grewal, Monroe, K. B., & Krishnan, R. (1998). The effect of price-comparison advertisingon buyer’s perception of

acquisition value, transaction value, and behavioral intentions. Journal of marketing, 62, (pp. 46-59). Hair, J. F., Anderson, R. E., Tatham, R. L., &

Black, W. C. (1998). Multivariate Data Analysis (5th ed). Upper Saddle River, NJ: Prentice Hall. Hanson, J. W. (1980). A proposed paradigm for

consumer product disposition processes. The journal of consumer affairs, 14(1): 49-67. Harrell, G. D. & McConocha, D. M. (1992). Personal factors

related to consumer product disposal tendencies. The journal of consumer affairs, Vol. 26, No. 2, (pp. 397-417). Heath, C. & Fennema, M. G.

(1996). Mental depreciation and marginal decision making. Organizational behavior and human and human decision processes, 68, (pp. 95-108).

Homans, G. C. (1961). Social behavior: Its elementary forms. New York: Harcourt Brace and World. Jacoby, J., Berning, C. K., & Dietvorst, T. F.

(1977). What about disposition? The journal of marketing, Vol. 41, No. 2, (pp. 22-28). Kalakota, R. & Whinston, A. B. (1996). Addison Wesley

Longman publishing Co., Inc.. CA: Redwood City. Karahanna, E., Straub, D. W., & Chervany, N. L. (1999). Information technology adoption

across time: A cross-sectional comparison of pre-adoption and post-adoption beliefs. Mis Quarterly, Vol. 23, (2), (pp. 183-213). Kauffman, R. J. &

Wood, C. A. (2002). Running up the bid: Modeling supplier opportunism in Internet actions. Proceedings of the Sixth Americas Conference in

Information Systems, M. Chung (ed.). Long Beach, CA, (pp. 929-936). Klein, B. & Leffler, K. B. (1981). The role of market forces in assuring

contractual performance. Journal of political economy, 89(4), (pp. 615-641). Koford, K. & Tschoegl, A. E. (1998). The market value of rarity.

Journal of economic behavior & organization, Vol. 34, (pp. 445-457). Lastovicka, J. & Fernandez, K. V. (2005). Three paths to disposition: The

movement of meaningful possession to strsngers. Journal of consumer research, 31, (pp. 813-823). Lassar, W., Mittal, B. & Sharma, A. (1995).

Measuring customer-based brand equity. Journal of consumer marketing, Vol. 12, (pp. 11-19). Lowrey, T. M., Otnes, C. C., & Ruth, J. A. (2004).



Social influences on dyadic giving over time: A taxonomy from the giver’s perspective. Journal of consumer research, 30, (pp. 547-558). Lynn, M.

(1991). Scarcity effects on value: A quantitative review of the commodity theory literature. Psychology & Mraketing, Vol., 8(1), (pp. 43-57). Lynn,

M. (1992). Scarcity’s enhancement of desirability: The role native economic theories. Basic & applied social psychology, 13(1), (pp. 67-78). Lynn,

M. & Bogert, P. (1996). The effect of scarcity on anticipated price appreciation. Journal of applied social psychology, 13(1), (pp. 67-78). McMeen, J.

E. (1990). Equipment leasing guide for lessees. New York: Wiley. Mowen, J. C. (1995). Consumer behavior (4th ed.). N. J.: Prentice-Hall. Nunnally,

J. C. & Bernstein, I. H. (1994). Psychometric Theory (3rd ed.). New York: McGraw-Hill, Inc. Parasuraman, A., Berry, L. L., & Zeithaml, V. A.

(1988). “SERVQUAL: A multiple-item scale for measuring consumer perceptions of service quality”. Journal of retailing, (pp. 12-40).

Parasuraman, A., Berry, L. L., & Zeithaml, V. A. (1993). More on improving service quality measurement. Journal of retailing, Vol. 39, (pp.

140-147). Peteraf, M. A. & Bergen, M. K. (2003). Scanning dynamic competitive landscapes: A market-based and resource-based framework.

Strategic management journal, 24, (pp. 1027-1041). Rassuli, K. M. & Harrell, G. D. (1990). A new perspective on choice. Advances in consumer

research 15, M. Goldberg, G. Gorn, & R. Pollay (eds.). Provo, UT: Association for consumer research, (pp. 734-744). Rao, A. R. & Bergen, M. E.

(1992). Price premium variations as a consequence of buyers’ lack of information. Journal of consumer research, Vol. 19, (pp. 412-423). Rao, A.

R. & Monroe, K. B. (1996). Causes and consequences of price premiums. Journal of business, (pp. 511-535). Saloner, G. & Shepard, A. (1995).

Adoption of technologies with network effects: An empirical examination of the adoption of teller machines. Journal of economics, 26(3), (pp.

19-35). Shafir, E. & Thaler, R. H. (2006). Invest now, drink later, spend never: On the ental accounting of delayed consumption. Journal of

economic psychology, 27, (pp. 694-712). Shapiro, C. (1983). Premiums for high quality products as returns to reputations. Quarterly journal of

economics, (pp. 659-679). Shilling, C. (2004). The body and social theory (2nd ed.). SAGE publications Inc. Shy, O. & Stenbacka, R. (2004). Partial

outsourcing, monitoring cost, and market structure. JEL Classification Numbers: D20, L22. Stroeker, N. E. & Antonides, G. (1997). The process of

reaching an agreement in second-hand markets for consumer durables. Journal of economic pshchology, Vol. 18, (pp. 341-367). Swami, S. &

Khairnar, P. J. (2003). Diffusion of products with limited supply and known expiration date. Marketing Letters, 14(1), (pp. 33-46). Thaler, R. H.

(1999). Mental accounting matters. Journal of behavioral decision making, 12(3), (pp. 183-206). Tian, K. T., Bearden, W. O., & Hunter, G. L.

(2001). Consumers’ need for uniqueness: Scale development and validation. Journal of consumer research, Vol. 28, NO. 1, (pp. 50-66).

Thompson, S. H. & Yuany, Y. (2005). Online buying behavior: A transaction cost economics perspective. The international journal of management

science, Vol. 33, (pp. 451-465). Williamson, O. E. (1975). Markets and hierarchies: Analysis and antitrust implications. New York: Free Press.

Williamson, O. E. (1991). Strategizing, economizing, and economic organization. Strategic management journal, Winter special, Issue 12, (pp.

75-94). Williamson, O. E. (1996). Economics and Organization: A primer. California mansgement rewiew, 38, (pp. 131-146). Williamson, O. E.

(2001). The theory of the firm as governance structure: From choice to contract. Journal of economic perspectives, 16(3), (pp. 171-195). Williamson,

O. E. (2005). Transaction cost Economics. Handbook of new institutional economics, (pp. 41-65). Wu, S. W., Lin, L. Y., & Hsu, M. Y. (2008).

Competitive advantages of managing an effective social network to stimulate innovation from a knowledge management perspective. International

journal of technology management, Vol. 4, No. 43, (pp. 363-382). Wu, Y. Y. (2009). The effects of product scarcity and consumer’s need for

uniqueness on purchase intention. Unpublished Master’s Dissertation in National Cheng Kung University. Zeithaml, V. A. (1988). Consumer

perceptions of price, quality and value: A means-end model and synthesis of evidence. Journal of marketing, 52(3), (pp. 2-22). 三、網路部分 台北

市汽車商業同業公會TCAC (2009)，不可忽視中古車間接折舊，[線上資料]，來源:  http://www.tcac.org.tw/ [2010, June 28]。 資策會 MIC

(2006)，台灣網路購物行為分析，[線上資料]，來源: 

http://www.itis.org.tw/rptDetailFree.screen?rptidno=7D019360A9E991FC4825731000298BC3 [2011, January 5]。 HEMiDEMi (2007)，垃圾

場點石成金，汙水變RO清水，[線上資料] ，來源: http://www.hemidemi.com/bookmark/info/277572 [2011, January 6]。


