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The Influence of Motivation for Using the Xianyu App and IT Affordance
on Purchase Intention : The Mediating Role of Payment Convenience
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Abstract

This study aims to analyze the impact of users' motivation and IT affordance on purchase intention in
the Chinese second-hand trading platform Xianyu App and to examine the mediating role of payment
convenience in these relationships. A total of 501 valid questionnaires were collected and analyzed. The
results of the analysis are as follows. First, the key motivational factors for using the Xianyu App were
identified as locality, economic benefit, and trust. Second, all three motivational factors were found to have
a significant positive effect on purchase intention. Third, the three dimensions of IT affordance—visibility,
shopping guidance, and meta-voicing—also had a significant positive impact on purchase intention. Fourth,
the mediating role of payment convenience was confirmed, indicating that payment convenience partially
mediates the relationship between user motivation (locality, economic benefit, and trust) and purchase
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intention, as well as the relationship between IT affordance (visibility, shopping guidance, and meta-voicing)
and purchase intention. This study contributes to a deeper understanding of users' motivations and
purchasing decisions in second-hand trading platforms, providing theoretical support for optimizing these
platforms and enhancing user experience. Furthermore, the findings of this study serve as a valuable
foundation for future research in this field.
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[Table 1] Results of Factor Analysis and Reliability Analysis of the Variables

9l a2 209l Maj a8 24 dEy 254 Cronbach's a

2 808 717

PAPNES! 3 798 2.155 14.370 719 792
1 777 699
2 839 762
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3 821 766
1 859 786
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2 790 753
1 817 757

ZHH2|d 3 810 2.276 15.170 759 835
2 791 744
3 832 797

Toje|= 1 804 2.264 15.096 773 850
2 789 752

KMO=.875, Bartlett test x2=3502.170(df=105, p<.000)
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[Table 2] Results of Exploratory Factor Analysis and Reliability Analysis

a9l a2 1 2 3 e 24 gy 354 Cronbaha's a

1 867 | 073 | .091 765

X9d 3 856 | .087 | .108 2278 25.307 751 840
2 849 | 108 | .159 758
6 041 | 859 | .092 748

4N 5 081 | .844 | .085 2227 24.739 726 825
4 149 | 842 | 157 756
9 137 | 061 | .855 754

NP 8 123 | 116 | .836 2223 24.698 28 823
7 094 | 159 | .840 740

KMO=.776, Bartlett test x2=1795.345 (df=36, p<.000)
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[Table 3] Results of Research Question 2
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[Table 4] Results of Research Question 3
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[Table 5] Mediation Effect Verification Results

T 12HA| 20HA| 3THA|
2N Held Toje|= T =
(A=) A9 A65%* Al3*
INR:RS) 14470 125k 110%*
PapS b (189 200%** 180

67



The Influence of Motivation for Using the Xianyu App and IT Affordance on Purchase Intention : The Mediating Role of Payment Convenience

Az|d (185w 092 072%
PANES] 14150 160%** 1455
4 710|E 110%* 139k 127
HEHZ0|4 109%* 152k 141w

AN mz|d .105*

R 425 413 419

e R2 418 406 411
F 60.747%%* 57.958%#%* 50,8947

#p<0.05, **p<0.01, ***p<0.001
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