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Abstract: In the online Consumer to Consumer (C2C) market for commodities, buyers and
sellers have a propensity to value a commodity differently, resulting in disparate pricing
expectations and a resulting dispute. In addition, it is debatable if the valuation difference still
remains when purchasing and selling behavior occurs outside of C2C platforms. This study
sought to determine the extent to which the endowment effect affects prices in the online C2C
commodities market for overseas Chinese students. Using questionnaires to collect data, this
study discovered a price disparity between buyers and sellers of pre-owned commodities.
Nonetheless, it has been shown that it is doubtful whether ownership plays a major influence
in the outcome, as no participant has stated that ownership is an essential aspect in
determining pricing. This research concluded that buyers and sellers have different
valuations. However, the extent to which it is purely owing to the endowment effect is
debatable. Based on the findings, this study recommended that C2C platforms establish a
"bridge" that helps both buyers and sellers better understand the other's perspective.

Keywords: the endowment effect, ownership, C2C market, pricing

1. Introduction
1.1. Research Background

As social media and the internet evolve, more and more individuals are expected to buy and sell
things online. In light of the advent of COVID-19, a greater number of individuals are inclined to
purchase cheaper items [1]. The decision to purchase and sell through online C2C marketplaces is
especially popular among foreign students, who often arrive from other countries and are unfamiliar
with local brands. Furthermore, due to the reduced cost of second-hand items, students are inclined
to choose them. It is usual for transactions to occur via official C2C platforms (such as eBay or
Taobao) or non-sanctioned channels (e.g., WeChat). In this method, the price of the used product is
difficult to define and would essentially vary amongst individuals, as the market price has no bearing
on it. The price issue is the key point of contention between sellers and buyers in the market. When
purchasing used goods, purchasers are inclined to choose moderate or high quality. Considering that
people don't like to lose things and that the item has already been used, one would expect a lower
price [2].

On the other hand, this may vary when vendors establish prices. Unquestionably, the price should
be less than that of comparable new items or daily necessities. Nonetheless, owners are likely to place
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a far greater value on the goods than buyers, as relationships between owners and things are likely to
be formed through usage [3]. Thus, increasing the product's worth for the owner. Based on what was
said before about product valuation, this study tends to focus on the C2C market and product
valuation.

C2C is a market for transactions between owners and purchasers [4]. Usually, a third-party
platform is used to do business on the market, since the loyalty and happiness of the platform's current
customers are likely to attract new customers and get their attention [5]. By allowing a third party to
communicate product information, the product may be sold. Some merchants might use C2C
channels, while others might decide to only sell through social media like WeChat. For instance,
starting a group chat with hundreds of individuals and providing product information enables the
product to receive exposure. During a transaction, it's common for buyers to think that a product's
price is too high, especially if it's used. However, sellers don't agree with this. In the C2C market, the
issue of how buyers and sellers may value a product differently is gaining importance.

The C2C market for commodities is a crucial market segment since it is where consumers are most
likely to participate. This market may contain leisure items, garden supplies, personal care items, etc.
In other words, the items on this market are likely to be utilized in people's daily lives. A growing
number of people have joined the market, according to the findings of a study. Individuals are more
inclined to sell used items. 72% of eBay sellers in the United States tend to sell pre-owned things
during COVID. In addition, family and personal care products are often the most popular C2C online
purchases, followed by leisure and sports items [1]. Moreover, this market is characterized by extreme
valuation disparities between customers and proprietors. For instance, researchers observed that
41.3% of eBay users had a tendency to underestimate the price of a product [6]. The findings indicate
that a substantial portion of the population is likely to be involved in the commodities market,
highlighting the need to explore this field.

Current research on C2C tends to concentrate on numerous elements, including the definition of
the C2C market, the online market for commodities, market regulations, and market-influencing
variables. In the beginning, researchers often compared C2C and B2C marketplaces and discussed
the impact of social media on the market [7]. On the basis of this, several researchers investigated the
market performance of platforms that offer goods and everyday necessities [8]. In addition, scholars
have examined the regulations and laws governing online C2C transactions, including payment
systems, feedback systems, and authorization [9]. On the basis of this information, academics have
also explored which laws govern C2C market transactions [10]. Lastly, contemporary research seeks
to investigate many systems and characteristics that may impact online transactions in the market,
such as cheating on online auctions, reputation information, and various strategies for dealing with
these variables [11]. In general, research focuses on the online transaction procedure and the market
factors that may have a crucial impact.

1.2. Research Gap

However, there are a few areas that the present study has neglected to investigate. First, there is a lack
of research on online transactions that do not follow the official system, such as buying behavior
through social media when selling a second-hand product (e.g., posting product information on media
and seeking buyers) when the transaction is not going through systems like eBay or Taobao. Even
though it may be difficult to monitor, it is becoming increasingly common for students to acquire and
sell used goods. Consequently, it is crucial to include this market sector in the C2C industry. In
addition, there is a dearth of research on the business-to-consumer sector for everyday essentials. This
is significant because, in addition to the market for antiquities and works of art, the second-hand
market in which individuals are most likely to participate consists of everyday essentials. A market
with such significance and population should thus be investigated. Last but not least, research on the

60



Proceedings of the 2nd International Conference on Business and Policy Studies
DOI: 10.54254/2754-1169/13/20230673

pricing of items for the C2C market is lacking. In the C2C market, setting prices for used goods has
been a key difficulty. This issue is crucial since pricing in C2C is unlikely to reflect market prices
because the product's worth is heavily impacted by the fact that it has been previously utilized. In
addition, because the goods have been previously used, purchasers and owners may have vastly
different opinions on their value. Due to the significance of the issue in this sector, it is necessary to
collect data.

Consequently, based on the aforementioned constraint, this study will concentrate on both the C2C
market for commodities and how owners and purchasers value the commodity differently in the C2C
market. This is particularly true for online C2C transactions that do not go through official C2C
platforms. The endowment effect refers to how different owners and buyers value a commodity; it
means that those who own the product may value it more than those who do not [12]. With this in
mind, the objective of this study was to determine the extent to which the endowment effect influences
pricing in the online C2C commodity market for Chinese international students, as well as the extent
to which this applies to C2C transactions that do not go through official C2C platforms. This study
will focus on how to apply the endowment effect to the market and look at how the effect works in
its new setting.

1.3. Structure of This Paper

In order to investigate this question, this research will experiment with how owners and buyers would
value a product when selling or buying. Two conditions would be created: seller and buyer conditions,
and participants would be asked to attend both. In this case, the valuation of a product would be
represented by prices. Higher prices given to the product would indicate a higher valuation, and vice
versa. At last, participants would be asked to choose which factor they think is the most important
when buying or selling. Overall, this study would provide a discussion on the extent to which the
endowment effect has influenced pricing in the C2C market.

2.  Literature Review
2.1. Definition & Development

The endowment effect refers to the idea that people who own an item tend to value it higher than
people who do not own the product [12]. This is also referred to as the WTP-WTA gap. In other
words, the difference between the buyer’s maximum of willing to pay and the seller’s minimum of
willing to accept. The endowment provides insights regarding preferences and how people value
things. This is essential in economics, Psychology, Marketing etc.

The development of the endowment effect began with the idea that people are unlikely to fully
empathise with others and appreciate individual differences between perspectives [13]. This includes
buyers and sellers, creating an egocentric empathy gap between individuals. Based on this effect,
research proposed the endowment effect. The endowment effect was initially argued as primarily due
to loss aversion. Researchers found that people view the negative aspects of giving up a particular
item as greater than the positive aspects of acquiring it [14]. Therefore, people tend to propose a
higher price when selling the item because they are more concentrated on the “giving up” behaviour.
Nevertheless, later research argued that other factors could also play an essential role in eliciting the
endowment effect. For example, some argued from the evolutionary approach by suggesting that the
endowment effect occurred due to the aim of surviving and offering greater growth for offspring [15].
In other words, a greater resource valuation increases the likelihood that individuals and offspring
may survive. Other researchers have also argued that from a cultural perspective, a link between
cultural dimensions (individualistic and collectivistic) and the endowment effect could be created.
For example, researchers suggested that greater independence (individualistic culture) is associated
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with a more significant endowment effect [16]. Nowadays, with the development of research in this
area, although loss aversion is likely the leading paradigm for the endowment effect, the effect has
been recognised as due to various reasons rather than loss aversion only.

The endowment effect can be tested in two ways, the exchange paradigm and the valuation
paradigm. The exchange paradigm refers to observing whether the participants would be more
reluctant to change than expected. If so, then the endowment effect could be predicted [12]. The
valuation paradigm refers to investigating the extent that buyer’s maximum price that they are willing
to pay (WTP) is lower than the minimum price that seller willing to accept (WTA) [12]. The
difference is referred to as the WTP-WTA gap. As the gap increase, an increased endowment effect
could be predicted.

2.2. Important Results

There are three main arguments that current research suggests. First, due to ownership, the
endowment effect is evident in buying and selling behaviour. Secondly, egocentricity is essential in
making ownership leads to the valuation difference between buyers and sellers. At last, the
application of endowment effect into the C2C market.

Firstly, some researchers emphasized the importance of ownership in eliciting the effect.
Morewedge and Giblin experimented with the effect and found that when buyers are also the product
owners, they tend to predict a price as high as sellers predicted who own the product [12]. Therefore,
this demonstrated that when people own the item, the valuation tends to be the same. This indicates
the importance of owning an item when valuing an item. By replicating prior research on the
endowment effect, researchers argued that ownership is essential due to the emotional connections
that may be built between self and the object — emotional attachment [17]. Researchers argued that
consumers might experience a strong emotional bond with a product, especially when positive
emotions have occurred when using the product [3].

Furthermore, an emotional connection can be built before individual use the item [18]. In this way,
the owners may value a product higher due to the emotional connections built when using it in the
past. The higher valuation increases the price owners may set for the product, thus leading to price
estimation differences between buyers and sellers.

Based on research about the importance of ownership, researchers argued that the human nature
of egocentricity plays an essential in making ownership leads to the valuation difference between
buyers and sellers. For example, Boven and colleagues found that asking participants to either sell or
buy a mug makes the seller's lowest acceptance price three times higher than the buyer's maximum
willingness to pay [13]. In this case, it demonstrates the seller's tendency to overestimate what buyers
are willing to pay, while buyers underestimate the seller's boundary of willingness to sell. Researchers
argued that this is because people tend to overestimate the similarity between self and others, meaning
that, by being egocentric - assuming the need or want of self and others are the same, participants are
disabled to fully understand others' perspectives, leading to the phenomenon of overestimation or
underestimating other's valuation. Based on this, later research emphasized the point of egocentricity
by suggesting that although buyers have offered higher prices with one commodity through
interacting with sellers, nevertheless, they are unable to do so for another commodity [19]. This
demonstrates that participants cannot fully understand others' perspectives and ultimately alter their
prices. Because of the inability to empathize with others, the difference is that sellers own the product.
At the same time, buyers and buyers cannot fully appreciate the difference, thus leading to a valuation
difference between buyers and sellers.

Based on the importance of ownership on the endowment effect, it seems that the effect may also
exist in the market. By collecting data in the C2C market, where owners and buyers are involved,
researchers observed a significant valuation difference between owners and buyers. For example, on
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eBay, the data revealed customers' apparent preference for low prices. For example, it was found that
41.3% of the customers on eBay tend to underbid the product price during an auction [6]. This
revealed the phenomenon that customers tend to predict a lower price of a product than the sellers,
while the fact that nearly 50% of the participants have underbid the price indicated the price
estimation differences between buyers and sellers. Moreover, platforms with a large proportion of
overpriced products are likely to be severely complained about by customers. For example, a ticket
reseller called Viagogo received many complaints due to its misleading and unfair conduct [20]. On
the other hand, researchers found that it is common for sellers to tend to price a product higher [21].
Therefore, this emphasized that owners tend to do a higher product valuation, while buyers may result
in a lower valuation in comparison, thus leading to a large price estimation difference between buyers
and sellers.

On the other hand, some other researchers have argued that the significant difference in price that
buyers and sellers estimated is because of other confounding variables, such as feasibility and
desirability focus, rather than the endowment effect — the influence of ownership. For example,
research suggested that individual owners may overprice an item because of the underestimation of
the importance of the feasibility aspect of the item [22]. This is because when individuals are selling
an item, they are no longer using the product. Thus, they tend to concentrate on the desirability of the
product. For example, when selling a concert ticket, the seller tends to focus on the reputation of the
performers rather than whether it is easy to park a car near the concert. On the other hand, the buyers
should consider those perspectives, which may lower the ticket's value. Thus, it creates a price
prediction difference rather than due to loss aversion.

2.3. Summary

Overall, it has been stated that there is a price estimate disparity between suppliers and purchasers.
Some early studies indicated that it is related to ownership, while other research described how the
egocentric character of humans causes ownership to trigger the endowment effect. Price estimate
disparities were also seen in the C2C sector, with buyers preferring lower prices and sellers having a
tendency to set high prices. Nonetheless, others have claimed that this phenomenon is not attributable
to the endowment effect but rather to other confounding variables.

In accordance with the preceding research, this study seeks to determine to what degree the
endowment effect affects prices in the online C2C commodities market for overseas Chinese students.
This purpose has dual significance. Initially, it offers the opportunity to apply the endowment effect
to the market, mostly to demonstrate how it functions in markets where transactions are not conducted
via formal C2C platforms. This deepens C2C market research and provides insight into how
consumers' and sellers' attitudes may differ from the conventional market, which is vital for consumer
psychology.

This experiment tests the hypothesis that participants will prefer a greater price when they are
sellers rather than when they are buyers, based on the available research findings. In addition,
ownership is primarily responsible for this distinction. In this instance, the endowment effect would
be quantified as ownership since, according to previous research, ownership is a substantial
component contributing to the difference in valuation between purchasers and sellers. The assessment
of pricing would also be used to determine the value of a particular commodity. A higher price means
that the product is worth more, while a lower price means that the product is worth less.
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3.  Methodology
3.1. Research Design

To test the objective, two circumstances will be established: customers (who do not own the goods)
and sellers (who do own the product) in the C2C market. As a vendor or buyer, both parties would
be asked how they estimate the price of a specific good. The difference in the prices projected by the
two groups would serve as a measure of the valuation difference—an indication of the endowment
effect. Participants will be prompted to complete the seller's condition first and then the buyer's
condition three days later in a repeated-measures design. Individual differences are avoided by
employing a repeated-measures strategy. Moreover, it enables the researcher to determine the amount
to which the price may be affected purely by ownership—thus the endowment effect.

3.2. Data Collection

Questionnaire Design. Questionnaires are used to test the endowment effect in this study. Asking
participants to select a price range they are willing to choose reveals their product valuation. In
addition, it allows the researcher to observe the pattern of pricing clearer by creating distribution
graphs.

30 Chinese international students, 19 females and 11 males aged between 19 and 22 (M=20.17,
SD=1.26), were recruited through self-selected sampling. Chinese international students who have
been engaged in the C2C market by selling through WeChat group chats were recruited because
international students are people who are most likely to be engaged in the C2C market (especially
when moving into a new place), where the transactions were going through unofficial C2C platforms
such as WeChat, which makes them more likely to represent the population engaged in this market.

Participants were asked to do a questionnaire in seller condition at first. The questionnaire asks
participants to estimate the price of a given object when selling them as a second-hand product
through WeChat group chats. Three objects with different original prices (150, 60, 40) were provided
to ensure the answer applied to different prices. At last, participants were asked how they determine
the price of a second-hand product when they are buying or selling based on their prior experiences
in the C2C market.

Participants answered the questions by selecting different options, where the prices were
categorised in different ranges (e.g., 130-149; 110-129). This is to avoid inaccuracy. Selecting a
number on a scale decreases participants' perception of different numbers. However, categorising the
numbers into ranges allows participants to see in detail which numbers are higher or lower. Thus,
assisting them in making a more credible choice.

Procedure. First of all, participants will be informed that this study aims to test either buyer's or
seller's preference of prices for a product in the C2C market. Deception has been used to prevent
participants from changing their decision based on the known effect. Participants will be instructed
to participate in the seller condition first. Participants were asked to choose their preferred price when
selling a second-hand pot, cup, and book in the seller's condition. The original price of those products
was given to avoid that different estimations have occurred due to different original prices participants
have assumed. Three products with different prices were given to enhance the credibility of the
answer. Participants were reminded that those products had been once used by themselves for one
year. Reasons for choosing the particular choice were asked after each question. Participants will be
asked to participate in the seller condition three days after completing the seller condition. For the
buyer condition, participants were asked to choose their preferred price when buying a second-hand
pot, cup, and books. Information given to the sellers was also provided for participants. In addition,
both conditions reminded participants that they are selling the item through WeChat groups they have
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joined rather than through C2C platforms such as Taobao or eBay. At the end of the questionnaire, a
debrief would be given, introducing the endowment effect and the true aim of the study. In addition
to the questionnaire, a question that aims to examine participants' attention was designed to ensure
that they are paying attention to the questionnaire by asking participants to select a particular choice.

The right to withdraw has been mentioned throughout the study, where they can withdraw at any
time during the study and the right to withdraw the data after participating. Participants were also
reminded about their anonymity — numbers will represent them in the data rather than names. In
addition, the data used in this study will be destroyed once it has been analysed.

Ways to Identify Unreliable Answers. There are two methods for identifying dubious study
results. Initially, a question to determine if respondents had read the questions carefully was inserted
between the questions: "If you are selling a second-hand cup that you have used for a year and that
originally cost 80 RMB, how much would you wish to receive? Please choose "70" In order to pass,
participants must read the questions to the finish. This ensures that each participant has attentively
read the questions. Additionally, the amount of time spent answering the questions would be
evaluated. As all questions are multiple-or single-choice, only responses submitted within 3 minutes
were evaluated. This is meant to stop people from going to websites like Taobao to find out what the
average price of the item in question is on the C2C market.

3.3. Data Collection

The data would be analysed by performing distribution graphs. Therefore, this allows the pricing
pattern to be visualised by researchers, thus providing a more explicit analysis. In addition, a t-test
would be used to see whether there is a statistically significant difference between the two conditions.
This helps to quantify the difference between sellers’ and buyers’ pricing. Finally, the mean would
be used instead of ranges when analysing the data.

4. Results
4.1. Price Preferences

The data will be shown in terms of distribution graphs. Through distribution plots, it allows a
comparison between the conditions. More importantly, it allows the pattern to be observed. In
addition, a t-test would be performed to see if the price preference between the two conditions has
reached a statistical difference. This would be based on the p-value. The result is recognised as
insignificant if the p-value is larger than 0.05. On the other hand, it is recognised as statistically
significant. The t-test would be performed based on the hypothesis that the seller condition prefers
higher prices compared to the buyer condition.

There tends to be a significant difference in price preference between the seller condition
(M=79.354, SD=27.115) and the buyer condition (M=68.979, SD=25.533, ¢ (23) = 4.182, p<.001)
(Table 1, Figure 1 & 2).

In the case of a second-hand pot, where the original price is 150RMB, participants tend to prefer
higher prices when selling the product (M=79.354, SD=27.115). Regarding Figure 1, the data pattern
of the seller condition tends to be negatively skewed, meaning that participants tend to choose higher
prices. Participants in the seller condition tend to choose a price ranging from 70 to 89 RMB at most
(41.67%), while none of the participants have chosen to sell the product at the original price or a bit
lower (130-149 RMB). In addition, a few participants chose a value smaller than 50 (8.33%), and
several chose a value between 110 to 129 RMB (8.33%). Overall, this demonstrates a pattern of
choosing higher prices. In addition, a leptokurtic pattern of the data indicated that participants’ data
are concentrated and distributed around the mean.
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On the other hand, when participants participated in the buyer condition, the line tended to follow
a platykurtic pattern, meaning that the data points were widely distributed around the mean. Although
the price range between 70 and 89 RMB is still the price that has been most frequently chosen (50%),
more participants tend to select a price lower than 50 RMB, which is the lowest price range (20.83%)).
Furthermore, no participants selected the range from 110 to 129 RMB, whereas some participants
selected this range before in the seller condition (8.33%). Few participants selected the range from
90 to 109 RMB (16.67%), where it was the second most popular range when they were in the seller
condition (25%). Overall, although both conditions tend to select the range that is nearly half of the
original price at most, the buyer condition tends to perform a tendency to select lower prices. The
difference has reached a statistical difference (Table 2).

Table 1: Descriptive statistics of second-hand pot.

sellers buyers
Valid 24 24
Missing 0 0
Mean 79.354 68.979
Std. Deviation 27.115 25.533
Skewness -0.643 -0.855
Std. Error of Skewness 0.472 0.472
Minimum 25.000 25.000
Maximum 119.500 99.500
=
)
c
[«V]
0O
_//
I I I I I |
20 40 60 80 100 120
sellers

Figure 1: Distribution plot for sellers (second-hand pot).

66



Proceedings of the 2nd International Conference on Business and Policy Studies
DOI: 10.54254/2754-1169/13/20230673

&
: /N
@
o
\_//-
| | I I I
20 40 60 80 100
buyers

Figure 2: Distribution plot for buyers (second-hand pot).

Table 2: Paired-sample t-test for second-hand pot, comparison made between sellers & buyers.

Cohen's d

Measure 1 Measure 2 t df p
sellers - buyers 4.182 23 <.001 0.854

Note: For all tests, the alternative hypothesis specifies that sellers is greater than buyers.
Note: Student's t-test.

There is no significant difference in price preferences between the seller condition (M=22.833,
SD=10.901) and the buyer condition (M=17.833, SD=9.631, t(23) = 1.313, p=.101).

According to Figure 3, in the case of selling second-hand cups with an original price of 60 RMB,
the distribution line tends to demonstrate a positively skewed pattern, which demonstrates a tendency
to predict lower prices. In the seller condition, most participants choose a value ranging between 20
to 29 (33.3%) and 10-19 (33.3%). While no participants decided to sell the item at the original price,
some chose to sell it slightly lower than the original price — between 40 to 49 (8.33%). Several
participants also chose to sell it for the lowest price — 1 to 9 RMB (8.33%)).

Table 3: Descriptive statistics for second-hand cup.

sellers buyers
Valid 24 24
Missing 0 0
Mean 22.833 17.833
Std. Deviation 10.901 9.631
Skewness 0.358 0.201
Std. Error of Skewness 0.472 0.472
Minimum 4.500 4.500
Maximum 44.500 34.500

On the other hand, according to Figure 4, the preferred price tends to form a positive skew. Similar
to the seller condition, most participants tend to choose a value ranging between 20 to 29 (29.17%)
and 10-19 (37.5%). Nevertheless, more participants preferred buying second-hand cups with the
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lowest price — 1 to 9 RMB (20.83%) compared with the seller's condition (8.33%). However, the
difference did not form a statistical significance. Overall, although the buyer condition for second-
hand cups tends to prefer lower prices than sellers, the difference did not form a statistical significance.
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Figure 3: Distribution plot for sellers (second-hand cup).
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Figure 4: Distribution plot for buyers (second-hand cup).

Table 4: Paired-sample t-test for second-hand cup, comparison made between sellers & buyers.

Measure 1 Measure 2 t df p Cohen's d
sellers - buyers 1.313 23 0.101 0.268
Note: For all tests, the alternative hypothesis specifies that sellers is greater than buyers.
Note: Student's t-test.

There is a statistically significant difference in price preferences between the seller condition
(M=26.167, SD=8.165) and the buyer condition (M=17.000, SD=5.361, t (23) = 7.695, p<.001)
(Table 5).

According to Figure 5, the distribution line forms a positively skewed pattern, meaning higher
prices tend to be preferred when selling second-hand books. Most participants tend to sell the book
at nearly the original price — 30 to 39 RMB (41.67%), or the slightly lower price — 20 to 29 RMB
(33.33%) and no participants wish to sell it at the lowest price. Overall, this demonstrates a tendency
to sell at high prices for books.

On the other hand, when participants changed to the buyer condition, they tended to prefer a
significantly lower price of second-hand books. Unlike what participants have performed in the seller
condition, a positive skewness tends to be demonstrated by the distribution line in Figure 6, indicating
the preference for low prices. No participants preferred a price nearly the original price, which was
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the most popular choice when they were sellers. A large proportion of buyers prefer lower prices,
such as more than 50% below the original price (70.83%). Overall, in the case of selling second-hand
books, sellers tend to prefer a significantly higher price than buyers, where the difference has reached
statistical significance.

Table 5: Descriptive statistics for second-hand book.

Sellers Buyers
Valid 24 24
Missing 0 0
Mean 26.167 17.000
Std. Deviation 8.165 5.316
Skewness -0.329 0.237
Std. Error of Skewness 0.472 0.472
Minimum 14.500 4.500
Maximum 34.500 24.500

Density
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10 15 20 25 30 35

Sellers

Figure 5: Distribution plot for sellers (second-hand book).
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Figure 6: Distribution plot for buyers (second-hand book).
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Table 6: Paired-sample t-test for second-hand book, comparison made between sellers & buyers.

Measure 1 Measure 2 t df p
Sellers - Buyers 7.695 23 <.001

Note: For all tests, the alternative hypothesis specifies that Sellers is greater than Buyers.

4.2. Reasons

As the researcher has also asked participants to identify why they chose the particular price range,
the reasons have been organized as bar graphs.

According to Figure 7, every participant (except those who chose to skip the question) has chosen
the importance of functions when considering how much it could be sold. This means whether the
product could still function well after it has been used for one year. In addition, 12 participants also
chose the importance of the year that the product has been used. Some also state aesthetics — whether
the object still looks nice, and the possibility of the product could be sold as important factors when
setting the price. Nevertheless, no participants chose the option of losing ownership, and emotional
connection with the object may influence their price setting.

Reasons of choosing the price when selling
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Figure 7: Reasons of choosing the price when selling.

According to 20 participants who answered this question, all participants agreed that whether the
product could still function well plays an essential role when evaluating whether the price is suitable
from the buyers’ perspective (Figure 8). Most participants have also agreed that years have been used
and the market price of the second-hand product matters — that is, the price of the second-hand product
commonly sold on the C2C market. Some also mentioned that they were looking for the lowest price
when buying, which they think is more important than other factors.
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Reasons of choosing the price when buying
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Figure 8: Reasons of choosing the price when buying.

5. Discussion

Overall, the results mostly confirm the hypothesis, indicating that participants prefer greater pricing
when selling as opposed to purchasing. According to the data, seller conditions tend to induce a
stronger price preference than buyers and have attained statistical significance. Nevertheless,
although the majority of the data supports the trend, a few did not detect a statistically significant
correlation (second-hand cups).

Overall, the result implies that sellers place a higher value on a product than do purchasers. When
participants place a high value on a product or deem it indispensable, they tend to establish a higher
price. As with the majority of goods examined by the research, sellers who possess the product often
place a greater value on it than purchasers who do not. For instance, when participants were asked to
behave as if they were owners while selling used books, they tended to opt to sell the product at a
price close to its original cost. However, when they are purchasers, they often select a price that is
barely one-third of the initial cost. When participants were invited to sell or purchase used pots and
cups, similar instances happened. The majority of sellers select prices greater than half, whereas the
majority of buyers select the lowest price or a price lower than half. As pricing can be seen as an
indication of value, this study shows that there is a value gap between sellers and buyers in the online
C2C market for commodities when buying and selling are not done through formal C2C platforms.

Prior research on the phenomenon suggests that sellers may desire greater prices when selling than
buyers, which is contradictory to the current conclusion. This is because sellers place a larger value
on a product than customers [13]. The inclination to charge high prices might be viewed as elevating
a product's value. This creates a disparity in valuation between buyers and sellers. The outcome may
be explained by the preceding explanations that the difference is due to the item's ownership status
and that valuing it higher or lower results in a price difference. Moreover, the absence of empathy
between individuals may exacerbate the disparity.

Nonetheless, this study concerns the extent to which the variation in valuation was attributable to
the endowment effect. According to a previous study, it appears that the endowment effect is mostly
driven by the difference between owning and not owning the goods—purchasers and owners evaluate
things differently due to ownership. Purchasers, on the other hand, do not, and they are unable to fully
comprehend the perspective of the other [13]. However, when participants were asked to evaluate the
elements that may impact their pricing based on their past experiences in the C2C market, neither the
importance of ownership nor the emotional connection to the product were selected. This calls into
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question how much the endowment effect contributed to the discrepancy. Regarding the outcome,
merchants appear to place a high value on the function and the time it has used. Some vendors would
additionally examine the likelihood of the product's commercial success. This indicates that pricing
may be affected by market rivalry or product type. For instance, a pot may be simpler to sell than a
computer monitor. Therefore, further reductions may be required for the screen. This means that
sellers in the C2C market who don't use C2C online platforms rely mostly on product knowledge and
competition instead of being affected by ownership or the emotional relationships they form.

From the standpoint of the purchaser, the functions and the number of years it has been employed
are equally crucial. On the other hand, a number of purchasers have stated that they place a premium
on the product's price and desire to get it at the lowest possible cost. This resulted in some participants
selecting the lowest cost available for all goods. In addition, while purchasing second-hand things,
purchasers place a high emphasis on market pricing; some claim that they would also visit C2C online
marketplaces such as Taobao or eBay to determine the product's average selling price. This
demonstrates that buyers and sellers have distinct viewpoints and are influenced by various things.
Consequently, it is questionable whether the difference in value between buyers and sellers was
caused by ownership.

There are factors other than the endowment effect that contribute to the occurrence of a value gap
between owners and purchasers. For example, various complicated variables may have a significant
impact on purchasing and selling. For instance, researchers discovered that vendors prefer to focus
more on the product's attractiveness, but purchasers tend to focus more on the product's practicability
[22]. This means that sellers may establish pricing based on the product's aesthetic qualities or its
brand, which are the aspects that contribute to the product's desirability. On the other hand, customers
are more inclined to concentrate on how to utilize the goods and any potential obstacles they may
encounter. This is not related to ownership; this results in a difference in value.

This study has also shed light on how varying product kinds in the C2C commodity market may
result in disparate values. In response to a question asking participants to identify the aspect that has
impacted their pricing preferences, a number of individuals likened the commodities market for books
to that of other items. For instance, while acting as sellers, they believe that books are less likely to
be damaged or lose value over time than other objects, such as pots. As a result, they prefer to provide
a higher price, one that is close to the book's original cost but not for other titles. This consequently
informs future researchers that, while researching prices in a certain industry, various goods within
the market may provide different results.

Overall, this research is consistent with the previous result that sellers and owners had different
valuations. Nonetheless, it should be questioned if the difference was primarily attributable to the
endowment effect. Due to the fact that this study focuses exclusively on the commodities market and
the buying and selling behaviour that occurs outside of formal online C2C platforms, it provides
insight into the possibility that the pricing mentality may vary depending on the market type. When
selling commodities such as pots, for instance, sellers may place a larger value on the possibility of
selling out than on other aspects. However, when selling long-used decorations, they may be impacted
by ownership and emotional ties. Buyers may also experience a similar phenomenon. Using a C2C
platform may potentially affect the product's value. By selling or purchasing a product via online C2C
platforms, product information may be shown more effectively, thus impacting the product's value.
So, it makes sense that people will value and be affected by different things in different types of
markets.

Based on the findings discussed above offers several suggestions for the future online C2C market.
First, the price estimation differences between the sellers and buyers demonstrate that sellers and
buyers hold different perspectives, leading to valuation differences. The difficulty of understanding
others' perspectives and empathising with them is becoming increasingly important, especially when
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people are losing something (e.g., money or the product you once owned). One solution to the
problem is to build a "bridge" that allows both sides to understand the other. For example, to ask
buyers to add a pie chart of how the price was formed, such as 50% was due to the manufacturing
and production price, 20% was due to after-sale service and so on. This process of creating the chart
allows the buyers to view why the price was charged, making them more willing to pay the price.
More importantly, it allows the sellers to evaluate whether the price is reasonable, which could avoid
overpricing to some extent.

From the buyer's perspective, buyers need to provide suggestions for the product (e.g., through
questionnaires). In this way, it allows the sellers to view whether the price is suitable and, if not, why
customers thought it was overpriced. Therefore, creating a bridge that allows the buyers and sellers
to switch information enables both perspectives to empathise with each other, which may decrease
the price differences. Thus, decreasing the unwillingness to lose either product or money may increase
sales and customer satisfaction.

6. Conclusions

In the online C2C market of commodities, the problem of sellers and buyers valuing a product
differently appears frequently. Recent research has argued that this is because of ownership, and
because people cannot fully appreciate and empathise with others, a gap between buyers and sellers
has been formed. By investigating whether the gap also appears in the C2C market of commodities,
where buying and selling behaviours are going through WeChat group chats, it has been found that
the valuation difference exists in the market to a large extent. Nevertheless, it is questionable whether
the valuation difference is solely due to the influence of ownership. Participants seem to highly value
other factors, such as the year used, function, and market price. This finding also provides an insight
that it might be because buyers and sellers value and are influenced by different factors in different
types of markets.

The findings of this paper could be implicated in how the C2C online platform could work in order
to improve buyer's and seller's satisfaction. For example, making sellers know what others want could
make their way of selling more desired by the buyers. In addition, from the educational perspective
of marketing or consumer psychology, this research reminds people that different C2C markets,
especially those involved platforms such as WeChat group chats, could involve a different mindset
when valuing a product. Therefore, people should be reminded that different C2C markets make a
difference.

There are some strengths and limitations in this study. This includes discussions on participants,
experiment design and findings interpretation.

First, the use of international students who have once engaged in the C2C market by either buying
or selling products through WeChat group chats allows the research finding to represent the seller's
and buyer's performance in the real market. In addition, it allows the study to investigate a particular
branch of the market — where buying and selling behaviours are not going through official C2C
platforms. Finally, it provides an insight that different mindsets could be involved when engaging in
a different market.

In addition, the repeated measure design used by this study has eliminated individual differences,
meaning that making the same group of participants do both conditions ensures that the finding has
not been influenced by the fact that people are different. For example, suppose an independent sample
design was used. In that case, one participant could choose to sell the product at the original price
may also mean that the participant is likely to buy the product at the original price, but not directly
suggesting that the product has been valued high or overpriced. Observing different performances in
the two perspectives by the same participant has emphasised the different perspectives of sellers and
buyers.
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Nevertheless, it is essential to consider that the repeated measure design was used; it is still possible
that participants remembered their answers three days before. Therefore, they will likely choose the
same answer again to maintain the same as before. This may alter the result of this study — participants
are choosing the price because it has been previously chosen but not because they would sell/buy the
product at this price. Therefore, it is possible that the credibility of the finding to be questioned.

Additional to the limitation of this study, it is vital to evaluate the credibility of the results. For
example, ownership may be essential, but participants did not realise it. Although no participant stated
that ownership is an essential factor when pricing, it is important to note that participants did not
answer that does not necessarily indicate there was no influence from the factor, but rather,
participants have not recognized it.

Lastly, the number of participants may restrict the research's applicability. In other words, the
sample size of 24 is insufficient to reflect the entire international student population. Consequently,
it is feasible that the findings might change if the study was repeated with a different sample of
individuals.

On the basis of the aforementioned constraints, this study advises that future research duplicate
the study with a bigger sample size to increase the credibility of the findings. Furthermore, to target
various C2C market types This research demonstrates that buyers' and sellers' mentalities and
preferences may have varied in various markets, such as online and face-to-face C2C marketplaces
or markets for commodities, technology, furniture, etc. Therefore, researchers must conduct further
studies on various C2C markets. In addition, this study recommends more investigation into the
causes of the endowment effect. This study questions whether the variation in value between buyers
and sellers is exclusively attributable to ownership. The conversation should continue with
subsequent studies.
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