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Internet of things (10T)(¥77H5:4f)

* |OT refers to the interconnection of physical
objects, by equipping them with sensors, user-
friendly devices, and a means (software, AR,
VR, RFID, Wi-Fi, or others) to connect to the
Internet.

* Uniquitous computing in the next decade—
cloud computing and IOT.

2016/9/18 7
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Internet of Things
Sensing, Analytics and
Visualization tools
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Table 1: Smart environment @Elication domains

Smart Smart Retail Smart City Smart Smart Water Smart
Home/Office Agriculture/Forest transportation
Network Size Small Small Medium Medum/Large Large Large
Users Very few, family Few, community Many,  policy Few, landowners, Few, government Large,  general
members level makers, general policy makers public
public
Energy Rechargeable Rechargeable Rechargeable Energy harvesting  Energy harvesting  Rechargeable
battery battery battery,  Energy battery,  Energy
harvesting harvesting
Internet Wift, 3G, 4GLTE Wifi, 3G, 4GLTE Wifi, 3G, 4GLTE Wifi,  Satellite  Satellite Wifi,  Satellite
connectivity backbone backbone backbone communication  Communication,  Communication
Microwave links
Data management  Local server Local server Shared server Local ~ server,  Shared server Shared sefver
Shared server
IoT Devices RFID, WSN Smart Retail RFID, WSN WSN Single sensors RFD,  WSN,
Single sensors
Bandwidth Small Small Large Medium Medium Medium/Large
fequirement
Example testoeds ~ Aware Home [31] ~ SAP Future retal Smart SISVIA [39] GBROOS [36), A few trial
center [32] Santander[33], SEMAT [37] implementations

Cigﬁense |34| |38.39|

2016/9/18 9



Applications

Cloud
Computing

“Network of Things”

Wireless Sensor Networks

g

Critical E z: E%f%

Surveillance  jnfrastructure  ENVironment  Heaith Smart
Monitoring  Monitoring Transportation

monitoring
—T—TT
Visualization | e
SaaS
PaaS o
Computation laaS Storage

!

. Security, Re-configurability, Quality of Service, Communication protocols, -
4 Location Awareness, Compressive Sensing = .
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Swift guanxi (E

1 C[EE1%:) in online

marketplaces: The role of computer-

mediated commu

nication technologies

 Authors: Ou, C., Pavlou, P., and Davision, R.

* Management of information systems (MIS)
Quarterly, 38(1), 209-230.



Online marketplace—"TaoBao”

 TaoBao (www.taobao.com ) is recognized as
leading online marketplace in China.

 communication-mediated tool (CMC) (i.e.,
WangWang) embedded in TaoBao platform is
an instant messenger (IM) technology to
facilitate online communications and
transactions. ([=] LA+

HT-)https://alimarket.taobao.com/markets/qgn

ww/portal-group/ww/index




Motivation

 Why TaoBao is success (or high customer loyalty 71.3%

repurchase intention)?—based on media synchronicity
theory (MST)

— Question: can MST apply to online setting rather than off
line communication and transactions?

e Can Guanxi (H1=[z81%:)(social interactions, facilitating
mutual benefits) be improved through TaoBao

— A new term titled as swift guanxi refers to a buyer’s
perception of a swiftly established relationship with a
seller that comprises mutual understanding ( ] f#),
reciprocal favors (G ), and relationship harmony (F1Z%).




Motivation

* Why swift quanxi is important?
— Lack of formal protection mechanisms
— Lack of trust on a seller’s product, goodwill

* Guanxi seeks to solve the problems caused by
lack of trust and protection.



Motivation

e Why CMC tools can facilitate swift quanxi?

— Instant messenger, message box, feedback system that
allow buyers to use a variety of tool for
communication and express their feelings (e.g.,
avatars, icons), termed as convergence in MST (B

SRR R AR b i s A R )
— Message box displays all buyers’ short text message
associated with a product.

— Feedback systems allow buyers to evaluate products
using textual and numerical evaluations.

- (Converva nce [SIRVE) (e EHE a1 eIt
HERE A B AcHdEsm SILEE)




Motivation

Why can CMC facilitate relationship building?

— Increasing interactivity (controlled, two-way,
synchronized interactions)

— Increasing presence (perception of being
physically and psychologically close to each other)



Objective

 What is the nature of swift guanxi in online
marketplaces in China?

 What is the effect of swift guanxi on
facilitating transactions?

 How can swift guanxi be developed with the
help of CMC tools?



oz ERoe FETIE Search Selfer’s Store Front
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Notes: At the top of this web page, buyers can search products inside the seller’s store using the embedded search engine. The rest of
this web page shows detailed information about a particular product, including the seller’s information (on the left-hand side), the product
picture (in the middle), and detailed product descriptions, delivery and payment information (on the right-hand side).

Figure A1. Screen Shots of a Sample Seller’s Storefront on TaoBao
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Notes: The web page on the left-hand side of the screen shot shows the product listing from different sellers, including information about
product names, seller names, and online/offline status of sellers. TaoBao’s search engine is shown in the top left corner of this web page,
which can sort the product listing by keywords, price range, fixed or bidding prices, and WangWang online status. On the right-hand side
of the screen shot, the WangWang tool, which can be used by both buyers and sellers, is shown. The middle screen shot shows the
contact list in WangWang and the right-hand side screen shot shows the “My TaoBao” functions.

Figure A2. Screen Shots of the Instant Messenger (IM) Tool on TaoBao
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ey SRS Wi A buyer’s quastion and the sellar’s
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Notes: The left-hand side shows detailed product descriptions such as product name, price, size, pictures, and delivery/payment methods.
The right-hand side displays the buyers’ and the seller's discussions on one focal product via the message box.

Figure A3. Screen Shots of the Message Box on TaoBao
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Notes: This webpage is a screen shot of a seller’s feedback system that displays the seller's name, the buyers’ name, the sold product,
and the buyers’ qualitative comments regarding the purchase experience. The comments as shown on this particular web page were all
positive with warm feedback from the buyers.

Figure A4. Screen Shots of the Feedback System on TaoBao
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Research model

Effective Use of
Instant Messenger

H7a :
- H5a,|[ Swift
H7b Interactivity Guanxi ,
H7c HSb T
Effective Use of Repurchase Actual
Message Box e H4 intentions |1 ' | Repurchases
H6a |
H3b .
Presence |[—Hgh »| Trust
H8c

Effective Use of
Feedback System

Control Variables for Trust, Swift Guanxi, &
Repurchase Intention:
Trustin Transaction Platform, Performance ofthe
Community of Sellers, Buyer's Past Transactions,
Buyer's PastPositive Experiences, Seller's
Reputation, Seller's Size, Product Category

Control Variables for Interactivity & Presence:
Telephone, SMS, Email

Rectangles represent first-order
constructs.

Bevels represent second-order
constructs

Figure 1. The Proposed Research Model
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Table 2. Principal Constructs and Their Definitions

Constructs

Definitions

Actual Repurchases

The frequency of actual re-transactions that a buyer conducted with a focal online seller.

Repurchase
g i A buyer’'s perceived likelihood of a re-transaction with a focal online seller.
Intentions
A buyer’s perception of a quickly formed relationship with a seller that consists of (1) mutual underst
Swift Guanxi ciating each other's needs), (2) relationship harmony (respect and conflict avoidance), and (3) recips
(positive benefits based on each other’s kind actions) in the context of online marketplaces.
The extent to which a buyer perceives in a seller's ability (i.e., skills, competencies, and characterist
Trust his/her products online), integrity (adhering to a set of principles that the buyer finds acceptable), an

(i.e., doing good toward the buyer).

Interactivity

The extent to which a buyer perceives that the interaction with the seller can be actively controlled a
to which the communication is synchronized. Interactivity thus encompasses active control (the deg
control parties have over the communication process), two-way communication (the extent to which
cation is reciprocal), and synchronicity (the degree to which their communication is synchronized).

Presence

The extent to which a buyer perceives the immediacy (i.e., physical distance) and intimacy (i.e., psy«
distance) between a buyer and a seller. Presence includes telepresence (which refers to a buyer's |
being present at a seller’'s location remote from the buyer's own location) and social presence (whicl
buyer’s perception of intimacy with a seller in terms of human contact, human warmth and sensitivity

Effective Use of
Instant Messenger

The extent to which a buyer believes that the effective use of the embedded Instant Messenger tool
marketplace can facilitate a communication among buyers and sellers.

Effective Use of
Message Box

The extent to which a buyer believes that the effective use of the embedded message box in the onl
place can facilitate a communication among buyers and sellers.

Effective Use of
Feedback System

The extent to which a buyer believes that the effective use of the embedded feedback system in the
place can facilitate a communication among buyers and sellers.



Table 4. Demographics

Buyer ltems Percentage Buyer ltems Percentage

Below College 15.4%

/ 0
Gender r;]:lfqle g?'éoo Education Junior College 36.7%
: o Bachelor or above 47.9%
16-20 1.2% gl D okl Under RMB40,000 20.7%
B 21-30 60.1% lmon;e RMB40,001-70,000 34.6%
J 31-40 30.8% USS1 = RIBB.83 RMB70,001-100,000 23.7%
41 and above 8.0% I RMB100,001 or above 21.0%
1-5 9.8% None 3.3%
| . 708 N .
inme purchases 6|0 'I7.8,o Nurmber of Contacis i l'20 49.4.9
In past year 11-15 14.5% Wandan 21-50 26.0%
Gofmes) | 15:20 TV R 5100 89%
21 or above 55.9% 100 or above 12.4%




-
) Two-way - Mutual Reciprocal | [ Relationship
\Actrve Comwl][(:onnumcamn][ Synchromm] [Understand'ng][ Favors ] [ Harmony ':(;}) ‘21;0':{ M
Effective Use of 51(0.85)  .35(0.78) .39(0.78) A4(0.74)  59(0.87) .46(0.82)
Instant Messenger
33"
23 - -
16 — Swift Guanxi
/ R*=56%
10* A0 T w
Effective Use of \ Repl.lrcl_1ne 43+ g
Mes Box ” 55 Intention |———3 Repurchases
sage 15 - / RE=50% RE=42%
' 30+
Presence
v R2=20% 31—
Effective Use of Zz‘" 230.84)
Feedback System ;. & (0\.98) '4‘ﬂ9-92 ) '45(0',90) -23&84'
Tele- Social Integri Abi Benevolence
[ presence } [ Presence J [ grity oy 11 g1 11t 09 42"
\ Sy ~J
N . i)
Trustin the Past Past
i‘ISIgnlﬁc&nt Contl'Ol Vambbs fOI’ Tranudon Posme Trans_amn
Interactivity, Presence: Telephone, Platform Experience
SMS, E-mail Insignificant Control Variables for Trust, Swift Guanxi, and Repurchase
Intention: The Seller's Reputation, the Seller's Size, Product Category,
. " Perf
:l Rectangles represent the first-order factors measured by the reflective scales. O SES Feriam—ch

[:] Round edged rectangles represent the first-order factors measured by the reflective scales, and ther latent variables obtained fromthe PLS analysis were then used as the
formative indicators of the corresponding second-order constructs. Detaied explanations can be found in AppendixK

I Bevels represent the second-order factors measured formatively by the corresponding first-order constructs.

The first number n1 outside the brackets represents the weights of the formative indicator. The second number n2 inside the brackets represents the loading of the formative

n1(n2) indicator. All weights are significant atp < 0.01 level.

Figure 2. PLS Results of Structural Model with Formative Measures (n = 338)



T2
A

* Building Guanxi in e-marketplaces

* The importance of building relationship with
buyers, in terms of how (swift quanxi), what
(IT features: instant messenger, message box,
feedback system; buyers’ perception:
interactivity, presence)
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