
‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

	

DOI:10.6814/THE.NCCU.IB.030.2018.F06 

才 才  

一 才 工  

 

 

 

 

 

B2B 已 反乏 以 

The effects of e-commerce quality signals on the seller 

reputation 

 

 

 

 

 

文  

 

 

107 07



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

	

DOI:10.6814/THE.NCCU.IB.030.2018.F06	

	

 不

反乏

干

天 山  

 B2B 力

已

反乏  

 B2B

已 已 士 已 反乏

以 少

川 士 已 反乏 川

（  

 297 IBM SPSS 25.0

） 手 ）

PROCESS 川 （ ）  

�� 士

反乏  

�� 付 反乏 代 以  

�� 反乏  

 

尤 工 反乏  



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

	

DOI:10.6814/THE.NCCU.IB.030.2018.F06	

Abstract 

The e-commerce platform makes it easier for consumers to compare the 

information of sellers. With many competitors on the e-commerce platform, what 

signals should the seller send out to build their reputation, increase their sales, and 

reduce perceived risk to increase consumer willingness to purchase, is the subject of 

the seller. 

This study uses a well-known B2B e-commerce transaction platform as the 

research object. Using the service quality and delivery quality as the self-variables to 

explore the impact of quality signals on the reputation of the seller on the e-commerce 

platform. Use international diversification as a moderator variable to explore its 

adjustment effect on service quality signals and seller reputation. 

This study collected a total of 297 companies and data, using the IBM SPSS 25.0 

statistical software to conduct a narrative statistical analysis of the data samples to 

understand the sample characteristics, and then use the hierarchical regression 

analysis to verify the hypothesis, then in the end, use the PROCESS plug-in to 

analyze the effect of the moderator. Finding in this study: 

1. The more the number of customer service employees, the faster the seller 

responds, and the higher the seller's response rate, can effectively improve the 

seller's reputation. 

2. If the seller can ship immediately after the customer places an order, it will have 

a positive and significant impact on the seller's reputation. 

3. The higher the degree of international diversification of sellers, the weaker the 

relationship between the seller's average response time and its reputation. 

 

Keywords: signaling theory, reputation, international diversification 
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已 反乏

小  
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公 中 川 Forrester 

Research("B2B ECOMMERCE WILL REACH $1.2 TRILLION, 13.1% OF US B2B 
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1.2 」 B2B 38%

55% 戶

下

公

太 子

6也 上 。 Prime Now

不 Tokopedia  
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B2B 干
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Global Sources www.globalsources.com 中
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2017 B2B 20.5 也 22.75%

手 2017 B2B

350也 34.6% 分 」
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2 PROCESS Model 1 

 

3 Model 1 Statistical Diagram 
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B2B 士

士

entropy (Jacquemin, 1979; Michael A. Hitt, 1997)

4 干 干

Pi 干 大  

 
4 Entropy  
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B2C C2C
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B2B 比

B2B

B2C C2C
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： 士 士

0-2,000 0.5
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2 50,000,000
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 ） （ 

士 ） 手 ） 化

： PROCESS 川 士 ） 工 化： ）

（  

�  

3 4 5 ） 士六

及士 297 48.5%

12.1% 16.2% 士 10

31.6% 士 51-100

士中 士 11-14
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3 1 

 士  

   

 16 5.4% 

 1 0.3% 

 2 0.7% 

 5 1.7% 

 144 48.5% 

 36 12.1% 

 12 4% 

 3 1% 

 1 0.3% 

世 26 8.8% 

 1 0.3% 

內  12 4% 

 6 2% 

 1 0.3% 

 5 1.7% 

 1 0.3% 

 25 8.4% 

Notes: N=297 
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4 2 

 士  

士   

< 6 115 38.7% 

6-10 134 45.1% 

11-16 48 16.2% 

士   

<5 14 4.7% 

5-10 3 1% 

11-50 79 26.6% 

51-100 94 31.6% 

101-200 74 24.9% 

201-300 17 5.7% 

301-500 6 2% 

501-1000 8 2.7% 

>1000 2 0.7% 

士   

2-5 36 12.1% 

6-10 103 34.7% 

11-14 158 53.2% 

Notes: N=297 
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5 3 

 士  

   

 36 12.2 

 85 28.7 

介 70 23.5 

 22 7.3 

 34 11.3 

 50 17.0 

Notes: N=297 

 

6 士  

   士 大  士 

 0.1 1 0.85 0.14 0.02 

士  1 6 5 1.5 2.29 

 12 72 20.6 16.3 266.32 

 1 50 13.9 9.6 93.04 

士 0.5 4 2.6 0.6 0.36 

Notes: N=297 
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)�0�2+�?�� 

� 7 �A52+�?�� 

Notes: N=297  *p<.05 **p<.01

A5 1 2 3 4 5 6 7 8 9 

1. 8 =@ 1         

2. �%�<� .308** 1        

3. �%��� .265* .154** 1       

4. �%�:� -.408* -.451** -.121* 1      

5. 1#�9 -.221** -.077 -.120* .089 1     

6. &3� .362** .147* .137* -.158** -.140* 1    

7. ��;	 .124* -.058 .099 -.026 -.113 .097 1   

8. ��*7 -.010 .019 .017 -.027 -.021 .142* .124* 1  

9. �
��"- .000 -.110** .053 .004 -.095 .002 .605** .054 1 

��5 2.6364 .8524 5.0101 20.2121 13.5152 13.3131 7.0774 4.1380 5.6970 

6/! .60746 .13921 1.52343 15.70609 9.09451 11.19663 3.39774 1.40624 3.17439 
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)�0�.4$>�� 

� 8 .4$>�� 

 Model 1 Model 2 Model 3 

 β t-value β t-value β t-value 

'�A5       

��;	 .199** 2.735 .164* 2.532 .153* 2.387 

��*7 -.028 -.490 -.040 -.776 -.041 -.803 

�
��"- -.119 -1.637 -.091 -1.409 -.099 -1.553 

�A5       

���<(   .134* 2.306 .126* 2.206 

����5,   .195** 3.745 .180*** 3.490 

���<"-   -.321** -5.586 -.312*** -5.511 

����"-     -.155** -3.026 

R2 0.025 0.244 0.268 

Δ R2 0.015 0.229 0.250 

Notes: N=297  *P<.05 **p<.01 ***p<.001 
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�  

� ，  

9 PROCESS 1 

 Coeff se t Sig. 

 2.5293 1.0153 2.4911 .0133 

 .9084 .4322 2.1018 .0364 

x

 

-.6377 .5087 -1.2529 .2113 

 -.4116 .8716 -.4723 .6371 

R-square .1939  

Notes: N=297 

 

� ，  

10 PROCESS 2 

 Coeff se t Sig. 

 .2598 .1003 2.5894 .0101 

 .8027 .2642 3.0383 .0026 

x

 

-.0862 .0506 -1.7044 .0894 

 .5095 .5237 .9729 .3314 

R-square .1651 

Notes: N=297 
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� ，  

11 PROCESS 3 

 Coeff se t Sig. 

 -.0391 .0079 -4.9550 .0000 

 .0607 .1144 .5306 .5961 

x

 

.0127 .0040 3.1942 .0016 

 2.6761 .2629 10.1790 .0000 

R-square .2751    

Notes: N=297 
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�  

，  

7 2 0.134

1  

，  

7 2 0.195

2  

� ，  

7 2 -0.321

3  

�  

7 3 -0.155

4  
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�  

1. ，  

8 PROCESS ，

-1.2529

5a  

2. ，  

9 PROCESS ，

-1.7044

5b  

3. ，  

10 PROCESS ，

3.1942

5c
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�  

，

，

 

�  

DeLone and McLean’s Information System success model

DeLone (2003) ，

Parasuraman (1985) ，

 

B2C C2C

B2B ，
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，

，

，

 

；

B2B ，

。  

�  

�  

B2B ，

B2B ，
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，  

�  
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