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Abstract
E-marketplace platforms focus on attracting and retaining sellers to secure the platform’s long-term viability and success.
Although sellers’ behavioral intentions have been linked to control modes deployed on e-marketplace platforms, little is known
about how and why perceptions of input control and clan control affect sellers’ crucial behavioral outcomes. Drawing on IS
control literature, we conducted two online surveys with sellers onAmazon (n = 286) and Etsy (n = 185). Our results revealed that
perceived input control had a negative effect on sellers’ perceived usefulness, satisfaction, and continuance intentions, whereas
positive effects were observed with perceived clan control. In addition, we find that intrinsic motivation mediates the observed
direct effects. Our study contributes to the literature by introducing control modes in the context of e-marketplace platforms and
examining the effects of input control and clan control on sellers’ beliefs, attitudes, and behavioral intentions. Furthermore, our
study has important practical implications for platform providers in how to apply different control mechanisms and increase
complementors’ willingness to keep contributing to e-marketplace platforms, thereby nurturing platform health and
sustainability.
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Introduction

Over the past decade, digital platforms (e.g., Amazon,
GoFundMe, Airbnb, and Android) have emerged as some of
the most successful business models and venues of innovation
(de Reuver et al. 2018; Tan et al. 2015), fundamentally

changing the way products and services are created, distribut-
ed, and maintained (Constantinides et al. 2018; de Reuver
et al. 2018). Hereby, the platforms’ economic viability and
success primarily results from complementors (e.g., sellers,
campaign organizers, developers, and accommodation
owners) and their provided complements (e.g., products,
crowdfunding campaigns, accommodations, and mobile apps)
(Boudreau 2012; Huang et al. 2017; Thies et al. 2016). In this
regard, attracting complementors to a digital platform is con-
sidered important due to cross-side network effects: The
higher the number of complementors offering complements
on a platform, the higher the number of end-users who access
the platform, thereby increasing the value of the platform as a
whole (Galbreth et al. 2005; Katz and Shapiro 1985). For
example, on Etsy, an e-marketplace platform for handcrafted
and vintage products, between 2013 and 2019 the number of
sellers (i.e., complementors on e-marketplace platforms) more
than doubled from 1.1 million to 2.7 million active sellers,
while during the same period, the number of buyers (i.e.,
end-users on e-marketplace platforms) more than tripled from
14.0 million to 45.7 million active buyers (Etsy 2019).
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As the number of complementors and offered complements
grow, platform providers need to exercise control to align their
interests and strategies with those of the complementors
(Saunders et al. 2020). To manage complementors and their
complements, platform providers draw on control modes (i.e.,
the set of mechanisms to control complementors and their
complements on digital platforms) (Tiwana et al. 2010). IS
scholars started to investigate control modes on digital plat-
forms with a focus on contexts such as mobile apps (Croitor
and Benlian 2019; Goldbach et al. 2018), web browsers
(Croitor et al. 2020; Tiwana 2015), and crowdfunding (Thies
et al. 2018; Wessel et al. 2017).

Yet surprisingly, IS research has hitherto neglected the key
role of control modes on e-marketplace platforms, which offer
a unique and intriguing context for two main reasons: First,
the prevalence and size of e-marketplace platforms have led to
a tremendous relevance in the digital era (Li et al. 2019; Sun
et al. 2020). Part of their central role is attributed to transac-
tions on e-marketplace platforms typically being of higher
value than transactions on other digital platforms such as for
mobile apps and web browser, where many complements are
offered free of charge. As such, stakes are high for buyers on
e-marketplace platforms, thereby making effective control
mechanisms ever more important to ensure adequate quality
of complements. Second, e-marketplace platforms offer large-
ly physical goods as complements, compared to primarily
digital complements on mobile apps, web browser and
crowdfunding platforms. Consequently, platform providers
need to control complementors more intensely to ensure high
complement quality immediately upon publication, as subse-
quent updates for physical (vs. digital) goods are much harder
to provide. In addition, for platform providers to evaluate a
complement, access to the complement’s information is re-
quired (Kirsch 1996), which is more difficult in case of phys-
ical instead of digital goods, forcing platform providers to
change their control implementation (e.g., the quality of a
complement cannot be reviewed in an automatized, instanta-
neous review process as is commonplace for mobile apps and
web browser extensions). Taken together, control on e-
marketplace platforms differs in its role, importance and im-
plementation from previously investigated platform contexts
and thus requires a more nuanced understanding by IS
research.

In the context of e-marketplace platforms, two control
modes are particularly important for platform providers and
have been highlighted in previous calls for research
(Goldbach et al. 2018): input control and clan control (Boon
et al. 2015; Tiwana 2015; Zifla and Wattal 2019). Input con-
trol can be described as the set of mechanisms used by the
platform provider to screen and sort out sellers and their prod-
ucts before entering the e-marketplace platform (Croitor and
Benlian 2019; Tiwana 2015). Consider, for example, the input
control on the Etsy platform: Sellers have to (1) sell products

that are made or designed only by them, (2) describe every
person involved in the making of a product, and (3) use their
own photographs of these products. Input control is especially
relevant in loosely coupled organizational structures, such as
e-marketplace platforms, where it is less viable for platform
providers to control sellers’ product creation process (Ouchi
1979; Tiwana 2015). Clan control, on the other hand, refers to
the set of mechanisms used by the platform provider to estab-
lish shared norms, values and strong affiliation feelings
among complementors (Ouchi 1979, 1980). For example, to
reinforce seller participation, knowledge sharing and content
curation, Etsy provides IT-features for sellers to give feedback
to other sellers, to promote other sellers’ products and to join
seller groups (Zifla andWattal 2019). Clan control is especial-
ly relevant on digital platforms that strive to build and nurture
communities, such as e-marketplace platforms, where sellers
rely on long-term relationships (Kirsch et al. 2002; Kohli and
Kettinger 2004). For platform providers who are trying to
attract and motivate sellers to contribute to their e-
marketplace platform, it is important to understand whether
and how input and clan control influence seller participation:
Will input and clan control undermine or amplify sellers’ con-
tinuance intentions and do they have similar or opposing
effects?

Furthermore, although previous studies have investigated
the effects of control modes on complementors’ behavioral
intentions on digital platforms, research has provided little
explanation about why input control and clan control affect
complementors’ behavioral intentions. In this regard, a factor
repeatedly mentioned to relate to sellers’ intentions to contin-
ue selling products is their motivation (Sun 2010). Given that,
in the context of e-marketplace platforms, sellers are afforded
fairly great freedom to choose what and how much they offer
on which platform, sellers’ continuance intentions are likely to
be driven primarily by their intrinsic motivation. Although
intrinsic motivation is well studied as an important factor
influencing sellers’ beliefs, attitudes and behavioral intentions
on e-marketplace platforms (Sun 2010), research considering
its potentially mediating role to explain the mechanism of
input control and clan control is still absent.

In summary, we lack important knowledge on how percep-
tions of input control and clan control affect sellers’ beliefs
(i.e., perceived usefulness), attitudes (i.e., satisfaction) and
behavioral intentions (i.e., continuance intentions) on e-
marketplace platforms. Moreover, our understanding is in-
complete as to why the effects of these control modes unfold
and to what extent intrinsic motivation serves as a mediator.
As such, we set out to investigate our research question:

RQ: How and why do perceptions of input control and
clan control affect sellers’ beliefs, attitudes and behavior-
al intentions on e-marketplace platforms?
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To answer our research question, we draw on IS control
literature and conducted two online surveys with sellers on the
e-marketplace platforms Amazon and Etsy, which both apply
input control and clan control and therefore offer a highly
suitable context for our research. The results of our empirical
study show that sellers’ perceptions of input control and clan
control have opposing effects on sellers’ beliefs, attitudes, and
behavioral intentions and that these effects are mediated by
intrinsic motivation. Furthermore, by testing our hypotheses
on two platforms, we were able to ensure that our results are
robust across platforms of different sizes and different product
portfolios.

Our study makes several contributions to research on plat-
form control. First, by studying control modes on e-
marketplace platforms, our work extends the research scope
of increasing literature on platform control (Croitor et al.
2020; Goldbach et al. 2018; Wessel et al. 2017) by the unique
and thus far disregarded context of e-marketplace platforms.
Therefore, our work advances the literature by empirically
testing the influence of control modes on complementors’
crucial behavioral outcomes on digital platforms in general
and e-marketplaces in particular. Appendix Table 1 presents
a list of previous studies of control modes on digital platforms
and shows how our study extends prior research. Second, by
studying effects of both input control and clan control on
complementors’ beliefs, attitudes, and behavioral intentions,
our study extends prior research on platform control that has
examined the effects of input control and clan control sepa-
rately. Third, we shed light on the mechanisms through which
the effects of input control and clan control affect
complementors’ beliefs, attitudes, and behavioral intentions
by revealing intrinsic motivation as a mediator for both control
modes. We also provide practical implications that are critical
for platform providers to develop different control mecha-
nisms, which can increase complementors’willingness to stay
on and keep contributing to e-marketplace platforms, thereby
nurturing platform health and sustainability.

Theoretical background

Control on E-marketplace platforms

Prior IS and strategic management research has defined and
conceptualized e-marketplace platforms as infrastructure that
mediates interactions between sellers and buyers (Eisenmann
et al. 2011; Foerderer et al. 2018; McIntyre and Srinivasan
2017). Unlike intermediaries on traditional markets (e.g., retail
stores), platform providers of e-marketplace platforms do not
take ownership of the products and services transacted (Hagiu
and Yoffie 2009). Instead, e-marketplace platforms generate
value for sellers and buyers by facilitating their transactions
with one another, hence improving correspondence between

supply and demand and thus enhancing market efficiency
(Hagiu 2006).

One important objective of platform providers of e-
marketplace platforms is to increase their base of sellers, which
consequently attracts more buyers due to cross-side network
effects (Galbreth et al. 2005; Katz and Shapiro 1985; Thies
et al. 2018). However, growing a large group of sellers offering
a broad variety of products also creates risks, as products that
exhibit low quality or that are a misfit to the platformmay harm
the quality and reputation of the platform (Tiwana et al. 2010;
Wareham et al. 2014). Therefore, a major challenge for plat-
form providers on such e-marketplace platforms refers to gov-
ernance in general (Song et al. 2018) and control over sellers’
and their products in particular (Tiwana et al. 2010). In the
context of e-marketplace platforms, control refers to means
through which platform providers ensure that sellers and their
products are aligned with what is in the interests of the e-
marketplace platform (Wiener et al. 2019). IS control literature
draws a fundamental distinction between control modes, which
can be divided into formal and informal types of control (Kirsch
1997; Ouchi 1979; Wiener et al. 2016). Formal control modes
(i.e., input control, behavior control, and outcome control) are
enforced by platform providers through specification and eval-
uation (Cardinal 2001; Cardinal et al. 2004). In contrast, infor-
mal control modes (i.e., self control and clan control) are built
on meanings of self-regulation or shared norms and values of
groups or individuals (Wiener et al. 2016). In this study, we
investigate input control and clan control, as both control modes
have been emphasized to increase in importance for e-
marketplace platforms (Boon et al. 2015; Tiwana 2015; Zifla
and Wattal 2019).

Input control refers to platform providers using gatekeeping
and screening procedures to decide which sellers and products
are allowed to enter the respective platform (Croitor and
Benlian 2019). Recently, IS research has paid more attention
to input control in a broad context of platforms: Within
crowdfunding, relaxing input control has been linked to de-
creasing quality and increasing quantity of submitted cam-
paigns (Thies et al. 2018; Wessel et al. 2017), whereas in the
context of web browsers (Croitor et al. 2020; Tiwana 2015) and
mobile applications (Croitor and Benlian 2019) developers’
perceptions of higher input control negatively impacted their
continuance intentions. Input control becomes especially rele-
vant in loosely coupled organizational structures, such as e-
marketplace platforms, where it is less viable for platform pro-
viders to control sellers’ product creation process (Ouchi 1979;
Tiwana 2015). Within the context of e-marketplace platforms,
platform providers exercise input control by setting a range of
requirements: Amazon, for example, requires its sellers to en-
sure legality of the products, to adhere to predefined product
categories, and to provide pictures that exceed a minimum res-
olution (Amazon 2020). Another example, the e-marketplace
platform Etsy, asks its sellers to exclusively sell products that
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are made or designed by them, to describe every person in-
volved in the making of a product, and to use their own photo-
graphs of these products (Etsy 2020).

The second control mode investigated in this study, clan
control, takes an informal approach to direct, influence or
regulate sellers to achieve e-marketplace platform goals by
drawing on sellers as a clan. A clan is a culturally homoge-
neous group whose members share common beliefs, norms
and values (Ouchi and Price 1978). Unlike input control,
which relies on formal power or organizational authority,
exercising clan control builds on regular interactions and in-
formation sharing among sellers to spread these shared beliefs,
norms and values (Chua et al. 2012). IS research investigating
clan control on platforms thus far found positive effects on
product performance as well as success (Goldbach and
Benlian 2015a), and found indication that perceived clan con-
trol increases sellers’ continuance intention (Goldbach and
Benlian 2015b). Clan control is especially relevant for groups,
such as sellers on e-marketplace platforms, when outcomes
(e.g., product sales) can vary substantially and when behavior
(e.g., how sellers should create their products) is hard to spec-
ify (Kirsch 2004; Kohli and Kettinger 2004). E-marketplace
platforms harness clan control to reinforce seller participation,
knowledge sharing and content curation: The platform Etsy,
for example, encourages its sellers to give feedback to other
sellers, to select their favorite products of other sellers and to
join seller groups (Zifla and Wattal 2019).

Although prior studies have investigated effects of input
control and clan control in different platform contexts, the
effects of control modes on e-marketplace platforms have
been largely overlooked. Furthermore, our understanding of
the mechanism of the combination of input control and clan
control is still limited, as previous research investigated the
effects of input control or clan control separately. To under-
stand why perceptions of both control modes affect sellers’
perceived usefulness, satisfaction, and continuance intentions,
we examine how control influences sellers’ intrinsic motiva-
tion as an important antecedent to sellers’ behavioral inten-
tions (Sun 2010).

Sellers’ intrinsic motivation

Intrinsic motivation refers to individuals’ motivation to com-
plete a task or perform an action out of own interest, enjoy-
ment and for the sake of the activity itself (Deci and Ryan
1985). Intrinsic motivation is explained by self-
determination theory, which considers individuals’ funda-
mental needs for autonomy, relatedness and competence
(Gagné and Deci 2005; Ryan and Deci 2000; Sheldon
Kennon et al. 2003). The need for autonomy is an individual’s
innate psychological desire to be free to choose their course of
action. Any restriction to individuals’ autonomy, for example
through formal requirements, reduces individuals’ intrinsic

motivation (Thatcher et al. 2012). The need for relatedness
refers to individuals’ desire to experience a sense of belonging
or connectedness to other individuals. Any measures promot-
ing a sense of relatedness, for example by communicating
shared norms and values, increase individuals’ intrinsic moti-
vation (Sheldon Kennon et al. 2003). Finally, the need for
competence is individuals’ innate psychological desire of be-
ing effective in dealing with the environment in which a per-
son finds oneself.

Previous IS studies investigated the influence of intrinsic
motivation as a driver of individuals’ behavior on platforms in
various contexts, such as completing tasks on crowdsourcing
platforms (Kaufmann et al. 2011), sticking with e-learning
platforms (Ho 2010), competing in co-creation platforms
(Zheng et al. 2011), developing apps for social software plat-
forms (Hilkert et al. 2010) and sharing knowledge in enter-
prise social media platforms (Rode 2016). Moreover, first
studies have linked intrinsic motivation to platform control:
In the context of mobile application platforms, developers’
intrinsic motivation has been identified to explain why infor-
mal control modes increase application quality (Goldbach and
Benlian 2015b). Nevertheless, these findings are limited in
that they cannot explain the mechanisms when both formal
and informal control modes are employed simultaneously. As
such, research has yet to investigate whether intrinsic motiva-
tion can explain why perceptions of both input control and
clan control affect sellers’ beliefs (i.e., perceived usefulness),
attitudes (i.e., satisfaction) and behavioral intentions (i.e., con-
tinuance intentions) on e-marketplace platforms. Given that e-
marketplace platforms benefit from sellers who are eager to
invest their time and effort into selling on the platform, we
focus on the role of sellers’ intrinsic motivation in order to
analyze the effects between perceptions of control modes and
sellers’ crucial behavioral outcomes.

Research model and hypothesis development

In this section, we develop our research model as illustrated in
Fig. 1. Following guidelines by Hong et al. (2014) on devel-
oping context-specific models, we adopted the established
model of IS continuance by Bhattacherjee (2001). This model
is particularly suitable for our study for two reasons: First, in
line with our objective of investigating sellers’ long-term in-
tentions, the IS continuance model captures sellers’ post-
adoption behaviors (i.e., continued use rather than first-time
use of the e-marketplace platform). Second, the model im-
proves our ability to explain sellers’ continuance intentions
based on both beliefs (i.e., perceived usefulness) and attitudes
(i.e., satisfaction) of sellers.

We propose that perceived input control has a negative
effect on sellers’ intrinsic motivation (H1), whereas perceived
clan control is expected to exert a positive effect on sellers’
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intrinsic motivation (H2). Furthermore, we propose that
sellers’ intrinsic motivation affects sellers’ beliefs (i.e., per-
ceived usefulness, H3a) and attitudes (i.e., satisfaction,
H3b). Consequently, we argue that intrinsic motivation medi-
ates the effect of perceptions of both control modes on sellers’
beliefs (i.e., perceived usefulness) and attitudes (i.e., satisfac-
tion) and subsequently behavioral intentions (i.e., continuance
intention, H4a,b). We do not hypothesize for any effect be-
tween perceived usefulness, satisfaction and continuance in-
tention, as prior IS research has consistently shown that indi-
viduals’ intentions to contribute to a platform is affected by
their satisfactionwith and perceived usefulness of the platform
(e.g., Croitor et al. 2020; Kim et al. 2016).

Hypothesis development

To first derive how perceived input control and perceived clan
control affect sellers’ intrinsic motivation, we consider how
intrinsic motivation emerges. According to self-determination
theory, intrinsic motivation is the result of the fulfilment of the
three psychological needs autonomy, competence and related-
ness (Gagné and Deci 2005; Ryan and Deci 2000; Sheldon
Kennon et al. 2003). In the case of perceived input control, we
focus on sellers’ sense of autonomy, which refers to whether
individuals feel that they define and control the manner in
which tasks are executed (Hall 1968). Autonomy is particu-
larly important to individuals when tasks require specialized
knowledge (e.g., managing a portfolio of products) and indi-
viduals believe they are the only ones qualified to decide how
their work should be performed. Any restriction of

individuals’ autonomy is expected to impact their intrinsic
motivation (Thatcher et al. 2012) of performing a task.

Linking to individuals’ autonomy, perceived input control in
the context of e-marketplace platforms primarily describes
sellers’ perceptions of barriers complicating the release of new
products on the platform through gatekeeping and screening pro-
cedures. If sellers are restricted in their freedom to choose which
products they are allowed to sell, part of their psychological need
for autonomy is unmet. In turn, their intrinsic motivation is im-
paired. The higher the level of perceived input control, the less
autonomous will sellers feel and the less will they experience
intrinsic motivation. Therefore, we hypothesize:

H1: Perceived input control has a negative effect on
sellers’ intrinsic motivation.

Aside from autonomy, individuals’ experience of intrinsic
motivation is also determined by their need for relatedness,
which describes the desire to experience a sense of belonging
or connectedness to other individuals (Ryan and Deci 2000).
To this end, the perception of clan control is particularly rel-
evant. Clan control is based on communicating shared beliefs,
norms and values and on reducing differences in individuals’
views (Chua et al. 2012; Kirsch 1997). Clan control is
achieved when individuals internalize the common goals and
strategies exchanged through regular interactions, thereby be-
coming part of the clan (Kirsch et al. 2002).Members of a clan
typically share knowledge and discuss issues openly,
affording each member the possibility to express their compe-
tence and share their expertise (Gopal and Gosain 2010).

Fig. 1 Research model
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Additionally, working with individuals with similar mindsets
and goals fosters commitment to a group and a homelike feel-
ing (Das and Teng 2001; Ouchi 1980).

Applied to the context of e-marketplace platforms, the per-
ception of clan control based on common beliefs, norms and
values between sellers facilitates a sense of relatedness and
belonging to the seller community. According to self-
determination theory, satisfying sellers’ need for relatedness
increases sellers’ intrinsic motivation of selling products.
Therefore, we hypothesize:

H2: Perceived clan control has a positive effect on sellers’
intrinsic motivation.

We consider intrinsic motivation to link to the anteced-
ents of the IS continuance model. We start with the link to
sellers’ beliefs in the form of perceived usefulness. We
refer to perceived usefulness as the extent to which a plat-
form is perceived as useful by sellers for their selling per-
formance (Davis 1989). Previous studies indicate that per-
ceived usefulness is subject to individuals’ intrinsic moti-
vation: Intrinsically motivated individuals spend more time
on tasks and exhibit increased deliberation and thorough-
ness of cognitive processing (Bagozzi et al. 1999; Mano
1992). In turn, this higher level of involvement enhances
individuals’ perceptions of usefulness (Batra and Ray
1986; Venkatesh et al. 2002).

Applied to the context of e-marketplace platforms, if sellers
are intrinsically motivated and enjoy selling products on the
platform, they are more likely to perceive the platform as
useful for selling their products. This logic is supported by
previous studies indicating that sellers’ perceived enjoyment
increases their perceptions of usefulness of online markets
(Sun 2010). Thus, we conclude:

H3a: Intrinsic motivation has a positive effect on sellers’
perceived usefulness.

We furthermore contend that intrinsic motivation influ-
ences sellers’ satisfaction. Generally, satisfaction de-
scribes individuals’ emotional reaction to their experi-
ences (Igbaria and Chidambaram 1997). According to
Bhattacherjee (2001), satisfaction with an IS system re-
sults from the repeated use of the system. The assessment
of the system’s performance in comparison to the individ-
uals’ expectations then determines the level of satisfaction
experienced. This assessment is influenced by individ-
uals’ intrinsic motivation: As individuals experiencing
higher levels of intrinsic motivation strive to complete a
task out of own interest and for the sake of the activity
itself (Deci and Ryan 1985), they are likely to engage
more intensely with the IS system and to thus harness
its capabilities to a greater extent. Together with the

positive affective state induced by intrinsic motivation,
individuals therefore evaluate the system’s performance
more positively, leading to greater satisfaction.

In the context of e-marketplace platforms, where sellers’
satisfaction refers to their evaluation and affective response to
the overall experience with the platform (Oliver 1980), we
therefore expect that sellers who are intrinsically motivated
will experience a greater sense of satisfaction of using the e-
marketplace platform to sell their products. This is further
corroborated by previous research in organizational contexts
implying that workers’ intrinsic motivation drives feelings of
job satisfaction (Ambrose and Kulik 1999; Dinger et al.
2015). Therefore, we conclude:

H3b: Intrinsic motivation has a positive effect on sellers’
satisfaction.

In line with the arguments presented above, we believe that
sellers perceiving high input control experience lower per-
ceived usefulness as well as lower satisfaction, driven by re-
duced intrinsic motivation. Furthermore, we believe that
sellers perceiving high clan control experience higher per-
ceived usefulness as well as higher satisfaction, driven by
increased intrinsic motivation. Considering that the IS contin-
uance model proposes perceived usefulness to improve satis-
faction and that both perceived usefulness and satisfaction
influence continuance intentions, we thus conclude:

H4a: Intrinsic motivation mediates the effect of perceived
input control on sellers’ perceived usefulness, satisfaction
and subsequently continuance intentions.
H4b: Intrinsic motivation mediates the effect of perceived
clan control on sellers’ perceived usefulness, satisfaction
and subsequently continuance intentions.

Methodology

To empirically validate our research model, we conducted
online surveys with sellers of two popular e-marketplace plat-
forms. We elaborate on details of the empirical setting, the
data collection procedure, the construct operationalization
and the assessment of common method variance in each of
the following subsections.

Empirical setting

We decided to focus our empirical setting on Amazon and
Etsy, which have similar institutional structures. Amazon,
the largest U.S. online retailer, allows third-party sellers
to sell products on its e-marketplace platform. As such,
the platform offers a wide range of mass products. In
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contrast, Etsy facilitates the sale of unique handcrafted
and vintage products. Its focus on cultural goods is
reflected in its product categories that range from art
and collectibles over jewelry and accessories to clothing
and shoes. Etsy launched in 2005 in the United States and
is continuously growing ever since (Etsy 2019).

Three reasons informed our choice of Amazon and Etsy to
study the effects of control modes on sellers’ continuance
intentions: First, Amazon and Etsy are typical and thus repre-
sentative e-marketplace platforms that are accessible to the
public and that facilitate sales by connecting sellers and buyers
online. Second, Amazon and Etsy apply input control mech-
anisms on their e-marketplace platforms. Amazon requires its
sellers to ensure legality of the products, to adhere to
predefined product categories and to provide pictures that ex-
ceed a minimum resolution (Amazon 2020). Etsy, on the other
hand, requires sellers to only offer products they made or
designed themselves, to describe every person involved in
the making of a product and to use their own photographs.
Only if all requirements are met are sellers allowed to distrib-
ute their products. Third, Amazon and Etsy exercise clan con-
trol. Amazon provides IT-features that enable sellers to write
blog posts for other sellers. Etsy, on the other hand, provides
IT-features that enable sellers to give feedback to other sellers,
to promote other sellers’ products, and to join seller groups.
These features help sellers cultivate relationships with peers in
order to gain status in the e-marketplace and become success-
ful in the long term (Bourdieu and Nice 1980). Fourth,
Amazon with 2.2. million active sellers (MarketplacePulse
2020) and Etsy with 2.7 million active sellers (Etsy 2019) rank
among the largest e-marketplace platforms worldwide
(Digitalcommerce 2020). As such, findings derived from
Amazon and Etsy concern a large audience of sellers on e-
marketplace platforms. Lastly, testing our hypotheses on two
platforms allows us to see whether our findings are robust
across platforms of different sizes and different product port-
folio focus. In conclusion, Amazon and Etsy provide a suit-
able context for examining the relationships between per-
ceived input control as well as perceived clan control and
sellers’ continuance intentions on e-marketplace platforms.

Data collection

To test our hypotheses, we developed and conducted two online
surveys addressing sellers on Amazon and Etsy over a period of
3 months. We used chat forums and social media to contact
sellers who had experience with selling products on one of the
platforms. As an incentive, we assured to fund the planting of a
tree for every completed survey. In total, 300 sellers on Amazon
and 210 sellers on Etsy completed the survey. We dropped 39
participants due to an implausibly short response time or an
incorrect answer to an attention check question. This removal
resulted in our final sample of 286 respondents from Amazon

and 185 respondents from Etsy. In the Amazon sample, sellers
were largely male (74.1%). In contrast, sellers in Etsy sample
were largely female (82.2%). The largest fractions of our respon-
dents lived in Germany and the United States, followed by the
United Kingdom. Sample demographics are shown in Appendix
Table 2.

Construct operationalization

To design our survey, we screened policies and terms and
conditions of various e-marketplace platforms for different
forms of control. Based on these results, we adapted survey
items using established measures from existing scales in
platform literature (see Appendix Table 3). In line with pre-
vious studies on e-marketplace platforms (e.g., Croitor et al.
2020; Goldbach and Benlian 2015b; Goldbach et al. 2018),
we assessed perceived input control (Croitor and Benlian
2019), perceived clan control (Kirsch et al. 2002) and in-
trinsic motivation (Deci and Ryan 2002). Additionally, we
measured the three constructs of the IS continuance model:
perceived usefulness (Agarwal and Karahanna 2000), satis-
faction (Bhattacherjee 2001) and continuance intention
(Bhattacherjee 2001). All constructs in our survey were
measured reflectively with items measured on a seven-
point Likert-type scale, ranging from 1 (strongly disagree)
to 7 (strongly agree). In addition, we measured control var-
iables in the prediction of the dependent variables. We con-
trolled the dependent variables for gender, age, education,
country of residence and experience in years and number of
offered products.

Common method variance

We performed several steps to reduce any common method
bias that might arise because of the use of a single data source
(Podsakoff et al. 2003). First, during the design of the study’s
procedures, we strove to minimize method bias by protecting
respondents’ anonymity and reducing evaluation apprehen-
sion: We informed all respondents that their answers would
be anonymous, that there were no right or wrong answers, and
that responses would be used solely for research purposes.
Second, we applied caution in the selection and phrasing of
our scale items: We avoided using ambiguous or unfamiliar
terms, complicated syntax, or inconsistent questions
(Podsakoff et al. 2003). Finally, we also employed the
marker-variable technique (Podsakoff et al. 2003) and includ-
ed a marker-variable (i.e., blue attitude) in our survey. The
results showed that the average correlation between marker-
variable and the principal construct (i.e., continuance inten-
tion) was insignificant in the Amazon sample (β = 0.11, p >
0.05) and Etsy sample (β = 0.07, p > 0.05). These procedures
gave us confidence that common method bias is not a major
concern in this study.
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Analysis and results

Results of measurement model testing

For our measurement model assessment, we examined all con-
structs regarding indicator loadings, internal consistency reliabil-
ity, convergent validity and discriminant validity (Hair et al.
2019). First, the loadings of all indicators were above the recom-
mended level of 0.70, thus providing acceptable item reliability
(see Appendix Table 4). Second, composite reliability and
Cronbach’s alpha of all constructs were considerably above the
threshold of 0.70, indicating a high internal consistency reliabil-
ity. Third, average variance extracted of all constructs was above
0.50, demonstrating adequate convergent validity. Lastly, dis-
criminant validity is defined as the degree to which measures
of different latent variables are unique (O'Leary-Kelly and
Vokurka 1998) and can be tested using Heterotrait-Monotrait
(HTMT) analysis. As shown in Appendix Table 5, all HTMT
values were below the threshold of 0.80 (Hair et al. 2019).
Therefore our constructs had acceptable discriminant validity.

Results of hypothesis testing

To test our hypotheses, we conducted hierarchical regression
analysis with SPSS 27. The results of the hierarchical regression
analysis, including standardized path coefficients and their statis-
tical significance levels, are displayed in Fig. 2.We first tested for
the effects of our control variables on the model’s dependent
variables. We did not find any significant effects of gender,
age, education, country of residence, experience or number of
offered products on sellers’ continuance intentions (all p > 0.05).

The results (A = Amazon; E = Etsy) showed that the model
explained satisfactory variance in intrinsicmotivation (A: 16.3%;
E: 19.2%), perceived usefulness (A: 48.4%; E: 36.7%), satisfac-
tion (A: 58.6%; E: 46.2%), and continuance intention (A: 56.1%;
E: 43.1%). Perceived input control had a negative significant
effect on intrinsic motivation (A: β =−0.16, p < 0.01; E: β =
−0.23, p < 0.01), supporting H1. Perceived clan control had a
positive significant effect on intrinsic motivation (A: β = 0.35,
p < 0.001; E: β = 0.33, p < 0.001), supporting H2. Furthermore,
we also found a positive significant effect of intrinsic motivation
on perceived usefulness (A: β = 0.70, p < 0.001; E: β = 0.75, p
< 0.001) and on satisfaction (A:β = 0.76, p < 0.001; E:β = 0.68,
p < 0.001), supporting H3a and H3b. Finally, our researchmodel
reconfirms the IS continuance model. The effects of perceived
usefulness (A: β = 0.49, p < 0.001; E: β = 0.35, p < 0.001) and
satisfaction (A: β = 0.32, p < 0.001; E: β = 0.36, p < 0.001) on
continuance intention were both positive and significant.

We also tested the mediating role of intrinsic motivation
using the PROCESS macro method (model 81) suggested by
Hayes (Hayes 2013). As presented in Appendix Table 6, we
used confidence intervals generated by bootstrapping (i.e.,
5000 bootstrap samples generating 95% bias-corrected boot-
strap confidence intervals) as criteria to check whether the in-
direct effects were significantly different from zero. First, we
found that intrinsic motivation mediated the positive effect of
perceived input control on sellers’ perceived usefulness, satis-
faction and subsequently continuance intention, supporting
H4a. Second, we also found that intrinsic motivation mediated
the negative effect of perceived clan control on sellers’ per-
ceived usefulness, satisfaction, and subsequently continuance
intention, supporting H4b.

Fig. 2 Research results
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Lastly, we conducted between-group comparisons to iden-
tify potential differences between our two samples (i.e.,
Amazon and Etsy). As presented in Appendix Table 7, results
of this analysis revealed significant differences in sellers’ per-
ceived input control, perceived clan control, intrinsic motiva-
tion, and satisfaction. In particular, our results confirmed the
widely acknowledged difference in how control mechanisms
are applied on both e-marketplace platforms (i.e., strict input
control and loose clan control on Amazon/ loose input control
and strict clan control on Etsy).

Discussion

IS research on e-marketplace platforms increasingly acknowl-
edges the role of sellers in platforms’ long-term viability and
success. As such, examining how sellers perceive and react to
control exercised by platform providers gains in importance. The
main objective of this study was to investigate how and why
perceived input control and perceived clan control affect sellers’
beliefs, attitudes and behavioral intentions on e-marketplace plat-
forms. To answer our research question, we collected survey data
from Amazon (n = 286) and Etsy (n = 185), two of the largest e-
marketplace platforms with a different product portfolio focus.
The two quantitative survey studies offer several key findings.
First, we find that perceived input control reduces sellers’ intrin-
sic motivation, as complying with requirements inhibits sellers’
autonomy and freedom. Second, contrary to perceived input
control, perceived clan control leads to higher intrinsic motiva-
tion, as sellers derive joy from the opportunity to engage with
other sellers and to be part of the community. Third, intrinsic
motivation enhances perceived usefulness, given that intrinsical-
ly motivated sellers process the available features of the e-
marketplace platform more thoroughly. Fourth, we find that in-
trinsic motivation leads to improved satisfaction with the e-
marketplace platform, reflecting the sensation of joy inherent to
intrinsic motivation. Moreover, we successfully replicated the IS
continuance model and were able to demonstrate a link between
perceptions of both control modes and sellers’ continuance
intentions.

Theoretical contributions

Our study offers several important contributions to IS literature on
e-marketplace platforms in general and on platform control in
particular. First, by studying control modes on e-marketplace
platforms, our work extends the research scope of increasing
literature on platform control by the important and unique context
of e-marketplace platforms (Hong et al. 2014; Johns 2006).
Although prior studies have investigated effects of control modes
in different platform contexts, such as mobile app platforms
(Croitor and Benlian 2019; Goldbach and Benlian 2015a,
2015b; Goldbach et al. 2018), web-browser platforms (Croitor

et al. 2020; Tiwana 2015), and crowdfunding platforms (Thies
et al. 2018;Wessel et al. 2017), the effects of control modes on e-
marketplace platforms have been largely overlooked. As such,
our paper responds to several research calls to investigate the
effects of control modes in a thus far underexplored platform
context (Croitor et al. 2020; Croitor and Benlian 2019;
Goldbach et al. 2018; Wessel et al. 2017). More broadly, our
insights are important beyond the context of e-marketplace plat-
forms, as control is a critical and ubiquitous element of platform
governance.

Second, by analyzing effects of both input control and clan
control on digital platforms, our study extends prior research on
platform control that has examined the effects of input control
and clan control separately. To the best of our knowledge, our
study is the first one to examine effects of input control and clan
control on digital platforms in combination. In the context of e-
marketplace platforms, input control and clan control are partic-
ularly important for platform providers to align their interests
with those of the sellers and have been highlighted in previous
calls for research (Goldbach et al. 2018). To this end, we bring to
light the opposing effects that perceived input control and per-
ceived clan control exert on sellers’ continuance intentions when
sellers are subject to both types of control. As such, we addition-
ally advance our understanding of the consequences of the two
control modes input control and clan control.

A third contribution of this study relates to the explanation of
why perceived input control and perceived clan control affect
sellers’ beliefs, attitudes and behavioral intentions. Only recently
have studies started to unravel the explanatory mechanisms un-
derlying the relationship between perceptions of control modes
and behavioral intentions, thus far pointing at perceived autono-
my as a mediator in complementors’ continuance intentions
(Goldbach et al. 2018). Our study extends knowledge on the
underlying mechanisms that explain the relationship between
perceptions of control and complementors’ beliefs, attitudes
and behavioral intentions. In particular, we find that intrinsic
motivationmediates the relationship between perceptions of both
input control and clan control and complementors’ perceived
usefulness, satisfaction and continuance intentions.We thus con-
tribute to a more nuanced understanding of factors that explain
complementors’ intentions to stay on and keep contributing to
digital platforms (Benlian et al. 2015).

Practical implications

Given that attracting and retaining sellers is becoming increas-
ingly important (Galbreth et al. 2005; Sun 2010), our results also
provide insightful implications for practitioners. For platform
providers who are trying to attract and motivate sellers’ to con-
tribute to their e-marketplace platform or who are trying to sus-
tain sellers’ commitment, it is important to understand which
types of control modes are likely to generate higher seller partic-
ipation.Whereas input control deters sellers to continue using the
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platform, platform providers can harness clan control to free two
birds with one key: align their interests and strategies with those
of the sellers and increase the retention of sellers through greater
intrinsic motivation, perceived usefulness and satisfaction.
Therefore, we provide valuable guidance for platform providers
how to best exercise control without hurting their objective of
sustaining a large group of sellers.

Limitations and future research directions

This study should be interpreted in light of its limitations,
which provide opportunities for future research. The first lim-
itation is that we collected our data through a single survey
design that captured both dependent and independent vari-
ables. Even though formal tests for common method bias in
the results section indicated no substantial concern, future re-
search could further validate our findings and thereby also
confirm causality of our model through experimental research
designs both in the lab as well as in the field.

While our study is, to the best of our knowledge, the first to
investigate controlmodes on e-marketplace platforms, we call for
research to extend our findings to other platforms and contexts.
For example, future research may verify our propositions on e-
marketplace platforms with greater competition among sellers
than observed on Amazon and Etsy, particularly to compare
whether the positive effect of clan control remains.
Furthermore, investigating input control and clan control in di-
verse platform contexts (e.g., accommodations, shops, games
and crowdfunding) could advance the generalizability of our
results. Moreover, future research may extend this study’s model
by including and comparing further types of control (e.g., self
control, behavior control and output control) and further types of
outcome (e.g., perceived performance), as well as by testing for

additional mediators that could be conceptually related to control
(e.g., perceived fairness and perceived effort).

We acknowledge that platform providers may consider
sellers’ continuance intentions as just one out of several objec-
tives. Platform providers could also aim to maximize total plat-
form sales volume, for example through enhancing competitive-
ness among sellers (Li et al. 2019). Imposing control, despite
potential positive effects on sellers’ continuance intentions, may
hereby reduce sellers’ performance and thus harm platform pro-
viders’ objective, as first evidence in the case of clan control
suggests (Zifla andWattal 2019). As such, we urge future studies
to investigate how different control modes affect the success of e-
marketplace platforms beyond sellers’ continuance intentions.

The conceptual model was developed considering only neg-
ative effects of perceived input control. However, recent studies
on platform governance pointed out potential positive effects of
input control, such as increased knowledge sharing among plat-
form participants (Zhang et al. 2020) as well as an improvement
in their performance (Tiwana 2015; Wessel et al. 2017).
Therefore, future research should extend and adapt our model
to investigate both positive and negative effects of input control
on sellers’ continuance intentions on e-marketplace platforms.

Lastly, although our measurement scales were adopted from
existing works, we recognize the potential threat of acquiescence
bias (i.e., participants’ tendency to agree with positively formu-
lated items) (Billiet and McClendon 2000). We advise future
research to replicate our study using balanced scales (Billiet
and Davidov 2008), in which half of the items are framed neg-
atively and half are framed positively.

Funding This research was funded by the German Research Foundation
(DFG) under grant numbers BE 4308/3-1 and BE 4308/3-2. Open Access
funding enabled and organized by Projekt DEAL.

Appendix

Table 1 Selected studies focusing on control modes on digital platforms

Platform context Study Control modes Unit of analysis

Input Behavior Output Clan Self Complementor Complement Platform

Mobile app platforms
(e.g., Android and iOS)

(Goldbach and Benlian 2015a) – – – X – – Performance –
(Goldbach and Benlian 2015b) – – – X X Continuance intention Quality –
(Goldbach et al. 2018) – X X – X Continuance intention Quality –
(Croitor and Benlian 2019) X – – – – Continuance intention – –

Web browser platforms
(e.g., Chrome and Firefox)

(Tiwana 2015) X – – – – – Performance –
(Croitor et al. 2020) X – – – – Continuance intention – –

Crowdfunding platforms
(e.g., Kickstarter and Indiegogo)

(Wessel et al. 2017) X – – – – – Success Revenue
(Thies et al. 2018) X – – – – – – Network effects
(Croitor et al. 2021) X – – – X Continuance intention – –

Gig Economy platforms (e.g., Uber) (Cram et al. 2020) X X X – – Continuance intention – –
E-Marketplace platforms (

e.g., Amazon and Etsy)
This study X – – X – Continuance intention – –
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Table 2 Demographic
distribution of the survey
respondents

Variables Category Amazon (n=286) Etsy (n=185)

Gender Female 74 152
Male 212 33

Age 18–24 12 10
25–34 88 64
35–44 86 60
45–54 66 48
> 54 34 3

Education High school or below 73 70
Bachelors 88 66
Masters 113 42
Ph. D. 12 7

Country of residence Germany 124 90
United States 70 54
United Kingdom 25 17
Other 67 24

Experience (offered products) 1–5 products 17 7
5–25 products 38 31
25–100 products 38 70
100–1000 products 103 70
> 1000 products 90 7

Experience (years) < 1 year 13 12
1–2 years 41 22
2–3 years 56 24
3–4 years 30 45
4–5 years 21 11
> 5 years 125 71

Table 3 Construct measures

Construct Items Source

Perceived Input Control
(PIC)

It is burdensome for me to comply with all requirements to be granted access to the
platform.

Adapted from Croitor and Benlian
(2019)

Overall, the platform sets strict formal criteria for access approval.

Getting access to the platform is subject to stringent screening processes.

In my opinion, it is hard to get access to the platform to sell my products.

Perceived Clan Control
(PCC)

I attempt to be a regular member of the platform community. Adapted from Kirsch et al. (2002)
I attempt to understand the platform’s goals, values and norms.

I place a significant weight on understanding the platform’s goals, values and norms.

I actively participate in seller forums, channels or groups to understand the platform’s
goals, values and norms.

Intrinsic motivation
(IM)

I enjoy selling my products on the platform. Adapted fromDeci and Ryan (2002)
I would describe selling products on the platform as very interesting.

Selling products on the platform is fun to do.

Perceived Usefulness
(PU)

Using the platform improves my performance in selling products. Adapted from Agarwal and
Karahanna (2000)Using the platform increases my productivity in selling products.

Using the platform enhances my effectiveness in selling products.

Overall, the platform is useful for my business in selling products.

Satisfaction (SAT) My experience of selling products on the platform is very satisfied. Adapted from Bhattacherjee (2001)
My experience of selling products on the platform is very pleased.

My experience of selling products on the platform is very contented.

My experience of selling products on the platform is very encouraged.

Continuance Intention
(CI)

I expect my use of the platform for selling products to increase in the future. Adapted from Bhattacherjee (2001)
I intend to continue using the platform for selling products in the future.

I plan to continue using the platform for selling products in the future.
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Table 4 Results of the
measurement model assessment
(convergent validity)

Platform Construct Mean S.D. Item
Loadings

Composite
Reliability

Cronbach’s
Alpha

Average Variance
Extracted

Amazon PIC 4.08 1.42 0.80–0.90 0.92 0.88 0.74

PCC 2.12 1.35 0.74–0.88 0.87 0.80 0.62

IM 4.02 1.27 0.73–0.91 0.88 0.79 0.71

PU 5.28 1.55 0.91–0.94 0.95 0.92 0.85

SAT 4.15 1.62 0.90–0.94 0.95 0.92 0.90

CI 5.39 1.64 0.90–0.93 0.93 0.90 0.86

Etsy PIC 1.91 1.04 0.79–0.90 0.82 0.81 0.65

PCC 4.55 1.39 0.77–0.86 0.83 0.73 0.66

IM 5.47 1.30 0.90–0.95 0.93 0.91 0.86

PU 5.27 1.62 0.89–0.94 0.93 0.90 0.82

SAT 4.65 1.65 0.90–0.95 0.95 0.92 0.86

CI 5.64 1.65 0.89–0.92 0.92 0.90 0.88

Table 5 Results of the measurement model assessment (discriminant
validity)

Platform Construct PIC PCC IM PU SAT

Amazon PIC

PCC 0.21

IM 0.35 0.47

PU 0.29 0.36 0.70

SAT 0.37 0.38 0.72 0.73

CI 0.28 0.32 0.66 0.66 0.65

Etsy PIC

PCC 0.10

IM 0.18 0.42

PU 0.18 0.39 0.69

SAT 0.17 0.41 0.71 0.74

CI 0.10 0.39 0.66 0.71 0.70
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