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Abstract

Group-buying is now a popular way of consumption. With the rise of group-buying, online to of-
fline as a new e-commerce mode quickly penetrates into the traditional economic activities. In this
paper, data were collected by the survey, and a model was built to get group impact factors of herd
behavior in online to offline mode. The results show that credibility and attractiveness in group
factors have a significant impact on herd behavior in online to offline mode. Therefore, the study
about factors of herd behavior in online to offline mode can help group-buying websites and mer-
chants understand consumers’ needs roundly and deeply and seek more business opportunities,
and can promote the long-term development of group-buying online and other related industries.
There is certain reference value and significance.
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Figure 1. The model on herd behavior of online to offline group buying’s con-
sumers
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Table 1. The basic situation of consumers
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A
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B+ & L - 22 10.19 100
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5001~10,000 JT 65 30.09 92.59
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Continued
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Table 2. The descriptive statistics on credibility
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Table 3. The descriptive statistics on attractiveness
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Table 4. The comparison about groups’ credibility affecting on the information and normative herd behavior of consumers
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Table 5. The comparison about groups’ attractiveness affecting on the information and normative herd behavior of con-
sumers
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