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ABSTRACT

The evolution of the information technologies and internet has stimulated the growth of e-commerce; auction website is one of the

popular on-line transaction modes, and provides free of charge service to attractive new users to join this transaction environment.

However, on April 2004, Yahoo! Auctions Taiwan started to charge for users’ posters, then its users were so enraged that they tried

to find the other websites to instead. The auction website relies on the huge user groups to acquire the advertisement fee, and

charges for their services as the next step. Therefore, it is a critical issue to increase users’ loyalty for auction websites. Owing to the

characteristics of the C2C auction websites, a large number of their posters is easily to create the phenomenon of pseudo-loyalty of

auction website. In this study, therefore we utilize the partnership relationship theory to construct the framework of influencing

factors for users’ satisfaction and loyalty of auction website. This study use internet-based questionary to collect auction website

users’ opinion. According to empirical study, we find that “information sharing”, “promise”, “complaint”, and “stickiness

” are positively to influence users’ satisfaction. And users’ loyalty is positively influenced by asset specificity, stickiness and users

’ satisfaction.
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