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f loste 0.056 0.005 0.081 12. 066 0. 000
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Size 0.035 0.006 0.038 5.522 0. 000
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An Empirical Study of Consumer Lock-in
in B-C Online Trading in China

ABAl HuANG DONGMEI ZHAO
(China Agricultural University)

Abstract Although geographic obstacles are basically eliminated and searching costs are
reduced considerably, consumer lock-in is prevalent in online trading. This paper sets up an
empirical model to study the factors determining B-C online consumer lock-in. The result
shows that different kinds of switching costs, some consumer characters and website charac-
ters are significant factors influencing B-C online consumer lock-in in China.
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