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Electronic auctions are online market mechanisms where buyers make bids and sellers place offers and “characterized by the competitive and dynamic nature by which the final price is reached” (Turban, 2008, p. 473).  The EC consumer behavioral model is an effort to describe the electronic commerce environment, which includes electronic auctions.  The model identifies intervening variables that include merchant and intermediary characteristics such as brand reputation and trustworthiness (Turban, 2008, p. 158).      

The electronic auction corporation E-bay recognizes “power sellers,” based on the quantity of items sold on e-bay, and having a positive feedback score of 98% or higher.  We recognize a power seller as a method for a seller to improve both reputation and trustworthiness; specific intervening variables in the EC consumer behavioral model. The purpose of this research was to determine what effect, if any, the rank of “Power Seller,” among other characteristics and attributes, had on auctions at the auction website E-Bay.com.  As part of an initial investigation, we selected two items that had large quantities of identical items available for auction; Hannah Montana concert tickets and Play Station II game consoles.  

Data were collected at random from the auction website at random times and days between December 2008, and January 2008.  At the end of each auction, the following data were gathered: Feedback, as a percentage, if they were a power seller, the number of bids placed, the location of the seller, the number of tickets, and the final purchase price. For Hannah Montana tickets seat location in the venue was also taken into consideration.  

To assess our hypothesis, linear regression models were derived. Initial results on our two auction items did not support our hypothesis that “power sellers” would positively impact purchase price.  Based on our limited sample, being a power seller negatively impacted final purchase prices in our study. By analyzing merchant and intermediary characteristics such as the variable “power seller,” we hope to better understand consumer online purchase intensions within the EC consumer behavior model.
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