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ABSTRACT

This study is to analyze online auctions on Ebay and Yahoo Japan. The major objectives of 

the study are (1) to analyze factors that affect the entry decision of users on both websites, (2) to 

analyze the winner’s curse phenomenon that may occur in online auctions and to compare the 

winner’s curse phenomenon between these two websites. Auctions on two products such as Ipod 

Nano and Nintendo Wii are considered in this study where the relevant data are collected from the 

Ebay and the Yahoo Japan websites.

The results of the first objective indicate that factors that affect the entry decision in the 

online auction are initial price, number of pictures and ending time of an auction. Among these 

factors, the initial price determined by seller is the most important. It provides negative effect on 

the entry decision in online auction. Other factors such as the number of pictures posted on web 

page and the ending time of each auction provide very small effects on the entry decision in 

online auction of the websites’ users. Other remaining factors such as positive feedback and 

negative feedback of seller have no effect on the entry decision in online auction. The results



from the first part of the study can provide conclusion that the seller should set the initial price as 

low as possible to increase the number of participants in auction. 

The results of the second objective indicate that there exists the winner’s curse 

phenomenon in the online auction on both websites. The impact of the winner’s curse is more 

severe on the Ebay than the Yahoo Japan for both Ipod Nano and Nintendo Wii auctions. This 

implies that buyers on both websites are not aware of more intensive competition. Moreover, this 

study also provides the effects of ending rule in the online auctions between both websites. The 

effects of ending rule between Ipod Nano and Nintendo Wii auctions show the opposite direction. 

The auction of the Ipod Nano on the Yahoo Japan (or soft close auction) produces more return to 

the seller than on the Ebay (or hard close auction). On the other hand, the auction of the Nintendo 

Wii on the Ebay produces more return to the seller than on the Yahoo Japan. The results from the 

second part of the study can give a conclusion that the ending rule in the Ipod Nano auction may 

have an indirect effect on the winner’s curse phenomenon, while the ending rule in the Nintendo 

Wii auction has no effect on the winner’s curse phenomenon. 


