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Abstract



Chapter One: Introduction

The main research of this dissertation is to study what key factors caused online
customer to make online shopping during COVID-10 pandemic in Hong Kong.
Therefore, as the initial chapter that leads the whole research paper, in this chapter, the
researcher conducts the comprehensive illustration for the propose of research in this
paper by following the principle of research flow and infrastructure, aiming to provide
clear understanding picture to demonstrate the sequence of this research toward this
study objective. Introduction is base on detailed description for the macroeconomics
background narrow down to the research issues. Hence, the researcher introduces the
research purpose and research hypothesis of this chapter for the research direction and

the implementation steps of this study are demonstrated
1.1 Research Background

Online retail makes it easier for consumers to make purchase, because it is convenient
for consumers to conduct online transactions without time and location restrictions.
Given the city’s high-population density, its large number of easily accessible outlets
and malls, and its fast, therefore going to the actual store in person is quite convenient
choice. However, although Hong Kong consumers love to shop market and physical
stores, but over the year, consumers also feeling interest to use online platform to make
online purchasing while the internet penetration rate is growing in the last two decade
in Hong Kong. In matter of fact that e-commerce started in the late 1990s and has begun

to blossom since the 2000s (Research.hktdc, 2017)



1.1.1 Current value of online sales

Even though the online consumption model has become more mature and popular in
Hong Kong society in recently years. But the online retail sales value contribute to the

overall total retail sales is relatively low in Hong Kong market in 2021.

Value of online retail sales compared total retail sales
2021 (HKSbillion)

28.6

Aug 21

29.6

May 22

March

N
N
)}

2.1
326
Jan P
0 5 10 15 20 25 30 35

M Value of total retail sales (billion) M Value of online retail sales (billion)

Figure 1.1: Value of online retail sales compared total retail sales 2021
Source: (Census and Statistics, 2021¢, 2021d, 2021e, 2021f)
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Figure 1.2: Average online sales accounted of total retail sales Jan — Aug 2021
Source: (Census and Statistics, 2021c, 2021d, 2021e, 20211)
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Figure 1.3: Sales Value of Online Retailing accounted of Total Retail Sales by Region
Source: (HKTDC, 2017)

According to the above data from Figures 1.1 and 1.2, online sales accounted for
approximately 7.5% of total retail sales in Hong Kong. The result demonstrated that the
total online retail industry had given only a mere contribution toward the total retail
value in Hong Kong. Furthermore, figure 1.3 illustrates that the growth rate of online
retailing sales value in Hong Kong is relatively low compared to Mainland China and
Asia in last decade. Moreover, the predicted figure reflects the most similar situation in
2021. It implied that the Hong Kong consumer had less online purchasing intention
than other nearby regions in the past ten years. In other words, there is significant room
for improvement to increase the total value of online retail sale by identify what key
factor might enhance consumer purchasing intention toward online shopping. Thereby
narrowing the gap between the total value of online sales and the total value of retail

sales in Hong Kong.

1.1.2 Review of Customer Purchase Pattern Development in Hong Kong

People use online platforms to shop based on their interest and demand for a variety of

products. And the need for these products has changed over time.



Showing below illustrated the major products/services have purchased via the online

channel between 2009 and 2020 in Hong Kong

Major Products / Services Purchased online in 2009

3.40% 6.20%

7.60%

= Online ticket reservation = Purchasing of clothes and accessories
= Purchasing of daily commodities Purchasing of accessories

= Purchasing of electrical appliances

Figure 1.4: Major products /services purchased online in 2009 (Constructed by
writer)
Source: (Census and Statistics, 2009)

Major Products / Services Purchased online in 2020

10.70% 5.40%
10.50% _

20.60% ’l

= Online ticket reservation = Purchasing of clothes and accessories
= Purchasing of food/beverages Purchasing of accessories

= Purchasing of electrical appliances

Figure 1.5: Major products /services purchased online in 2020 (Constructed by

writer)

Source: (Census and Statistics, 2021b)

In review the figure 1.4 and 1.5, the result shows that people purchase intention for
clothes and accessories indicated a significantly improve from 13.8% in 2009, to
83.50% in 2020. Simultaneously, the purchase intention for online ticket reservation in
2020 indicated low demand compared to 2009. Moreover, the percentage of purchasing

of accessories and electrical appliances also indicated increases. All these data implies
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that peoples change in consumption patterns for online products and service over the
years. People seems to purchase more personal matters products nowadays than ten

years ago.

1.1.3 Relation Between Smartphone Penetration and Online Shopping

According to survey result by census and statistics department of Hong Kong
government showed that some 5 991 800 persons aged 10 and over had smartphone at
the time of enumeration, constituting 92.1% of all persons aged 10 and over. During
the period from 2012 to 2020, an increasing trend was observed in the rate of persons
aged 10 and over having smartphone, from 54.0% to 92.1%. Of those 5 991 800 persons
aged 10 and over who had smartphone at the time of enumeration, 95.4% had 1; 4.1%

had 2; and 0.5% had 3 or more (Census and Statistics, 2021a).

millions

Number of users in

2015 2016 2017 2018 2019 2020 2021%  2022%  2023*  2024*  2025*  2026*

Figure 1.6: Number of mobile internet user forecast from 2015 — 2026 in Hong Kong

Source: (Statista, 2021a)

In figure 1.6 illustrated that the number of mobile internet users in Hong Kong from
2015 to 2020, with forecasts up to 2026. In 2020, around 6.6 million people accessed
the internet through their mobile phone. In 2026, the figure was projected to amount to

7.4 million mobile phone internet users. It implied that the penetration rate of using

10



smartphone and using smartphone to assess to internet indicate increase incrementally
in the future. There has also been a subsequent growth in mobile commerce with
consumers making purchases through apps, or via browsers from their smartphones
Furthermore, internet access by smartphone became more popular. In 2020, among all
persons aged 10 and over who had used the Internet, 99.3% had used smartphone for
connection to the Internet. The corresponding percentage was 98.8% in 2018 (Census
and Statistics, 2021a).

Moreover, the smartphone penetration rate is continuously growth over the years, it
given positive impact for the online shopping intention via smartphone also increased

over years. The figure shows below illustrated the correlation between these two figures.

Percentage of smartphone internet user
who made online shopping in Hong Kong

Margin
1.7 times
Margin
2.7 times

2015 2021

®m Smartphone internet users Made online shopping via smartphone

Figure 1.7: Percentage of the smartphone internet user who made online shopping in

Hong Kong
Source: (DataReportal, 2015, 2021)

In figure 1.7 explained that the percentage of both smartphone internet user and online
shopping via smartphone is indicated increase rate over the years and narrowing the
margin between this relationship from 2.7 times in 2015 reduced to 1.7 times in 2021.
Therefore, the result demonstrated higher percentage of smartphone internet user will

leverage up the percentage of online shopping intention. It also implied
11



1.2 Research Problems

Since the penetration rate of access to internet via PC or devices is increased in the

beginning of the 20" century in Hong Kong. Provided solid technology infrastructure

to developing online purchasing in Hong Kong. Since then, the consumer online

shopping intention increase incrementally over the years. Although COVID-19 triggers

the opportunity to further boost up consumer intention to use online platform to make

purchase more often. However, in terms of the value contribution of online retail sales

only accounted less than 10% of total value of retail sales in Hong Kong over past 20

years.

1.2.1 Review of PC /Device Penetration Rate and Internet Access in Hong Kong

In figure 1.8 showed the demand for access to internet at increasing and maintain high

level over the years. Therefore, while the demand increases for internet service,

enable Hong Kong has robust Information and Communications Technology ICT

infrastructure over the years (see table 1.1)

PC / Devices at home connected to Internet Hong Kong
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75.3
75.3

93.9

Internet access, any devices, at home %

Figure 1.8: PC / Devices at home connected to internet in Hong Kong 2000 — 2020
Source: (Census and Statistics, 2020a)
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2009 2013 2015 2017 2019

Household broadband 80% 83% 84% 93% 94%

penetration rate (%) (a)

Customer access via 1.4 2.6 35 6.0 7.8
broadband

networks(exabytes) (b)

Notes: (a) Broadband means the capacity to transmit data at the rate of 1 Mbps or above

(b) 1 exabyte = 1 million terabytes
Table 1.1: Development of ICT Infrastructure in Hong Kong 2009 -2019
Source: (Legco.gov.hk, 2020a)

Table 1.1 demonstrated that with ICT facilities getting ready for e-commerce world
over the years. People with access to internet platform have been on the rising in last
twenty years in Hong Kong. Which provide solid infrastructural for both retailer and

customer getting prepare for e-commerce environment

1.2.2 Customer online Shopping Intention Initiated from 2016

The ICT infrastructural are drivers for economic growth. In 2015, the Innovation and
Technology Bureau (ITB) was established to formulate holistic I&T polices, aiming to
enhance the competitiveness of Hong Kong and improving the quality of life for the
citizens (Innovation and Technology Bureau, 2020). Despite being so digitally well —
connected. But the customer attitude toward the e-commerce is consider less
enthusiastic back in 2016. However, the consumer intends to use online purchase via
online e-commerce platforms and mobile apps expected increased for 2017 — 2018 in

Hong Kong

13
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Figure 1.9: Consumer shop intention forecasting based on categories in 2016

Source: (KPMG, 2016)

More online purchase and research
for brands / products via the
internet

More purchases via my mobile
phone

Figure 1.10: Consumer planned to use what technology when make purchase for next

two year in 2016
Source: (KPMG, 2016)
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In figure 1.9 and 1.10 explained that peoples generally tend to choose online platforms
to make purchase for most categories in the next two years for their daily life and
purchase of daily necessities. Moreover, the studies also indicated 61% of respondent
will use more online purchase and searching function for products or the product from
the internet channel in the next two years. Also, indicated 45% of respondent will make
more purchases by using mobile phone. In review this studied conducted in 2016. The
result is implied that people are generally full of positive expectation for the lifestyle

of using online platforms. Especially from 2016 onward.

Persons used online purchasing in Hong Kong (%)

50
45
40
35
30
25
20
15
10

43.1

2008 2009 2013 2016 2018 2020

== Persons used online purchasing in Hong Kong

Notes: Aged 15 and over had used one or more types of online purchasing service
Figure 1.11: Persons used online purchasing in Hong Kong from 2008 — 2020
Source: (Census and Statistics, 2009, 2013, 2015, 2017, 2019, 2021b)

In figure 1.11 showed that people intention to use online platform to make purchasing
is increasing over the years. According to this result, comparing the data from 2008 to
2020, the increase is more than 4 times. It implied that people willingly to make online

purchase intention indicate significantly improved nowadays than ten years ago.
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1.2.3 COVID-19 Boost Up Online Shopping Intention

During the outbreak of COVID-19, In response to the danger and spread of the new
coronavirus. The Department of Health in Hong Kong implemented intense
surveillance measures including tight border restrictions, social distancing, and mask
wearing in the community. The social distancing measurement such as suspension of
classes, avoid going to crowded places and work-from-home arrangement, and those
implementations applied to the local society since February 2020 (Legco.gov.hk, 2020).
These arrangements trigger the consumer intention to make online shopping.

Research conducted during May — September 2020 demonstrated the consumer

intention toward online shopping has increased compared before the pandemic.

Consumer purchase intention for using online channel
during COVID-19 (%) in 2020

100
90
80
70
60
50
40
30
20
10

0
Used online Used online Continue using Continue using
channel more often channel more often online channelto  online channel to
to buy groceries to buy non- buy groceries in the buy non- groceries
groceries future in the future

Figure 1.12: Consumer purchase intention for using online channel during COVID-
19

Source: (KPMG, 2020)
In figure 1.12 explained that consumer make online purchase more often than before
the COVID-19, it implied that their willingly to using online platform more often

afterward. Hence, the online retail value expecting to increase in the future
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1.3 Research Objectives

Although the penetration rate of access to internet is high over the years in Hong Kong,
but online shopping seems is not the primary function for online user. Hence, the online
retail sales did not give significantly impact toward the whole retail sales in Hong Kong.
Only when the city hitting the COVID-19 outbreak in 2020, caused more online user
became online shopper due to social distancing measurement.

Therefore, the objective for this research is to investigate what key factors that caused
consumer to make online purchase during COVID-19. Following objectives will be
examine throughout the research

Objective 1: To investigate if the convenient motivation affect customer to make
online purchase.

Objective 2: To evaluate the perceived value influence customer intention for online
purchase.

Objective 3: To assess what customer perception can affect decision making to
conduct online shopping

Objective 4: Exploration of relationship between the prior purchase experience and

customer willingness to make repeat online purchase

17



1.4 Research Questions

In respond to the research objective, several research questions have designed in order
to examining different variables in this research study. The research Questions (Q) to
respond the Objectives (O) of this study are:

Q1 to O1: To determine the correlation between time saving orientation and customer
intention to make online purchase during COVID -19

Q2 to O2: To determine the correlation between price saving orientation and
customer intention to make online purchase during COVID -19

Q3 to O3: To verify if the word-of-mouth effect can cause customer to use online
platform to make purchase

Q4 to Q4: To examine the correlation between customer satisfaction level and repeat

purchase intention for online shopping

1.5 Research Value

For current online business retailer, the research finding will provide in-depth
information that can helps to identify what major factor will enhance consumer online
shopping intention. Hence, if there is a growing appetite among consumer for e-
commerce is increased, it also implied that if retailers can embrace this business
opportunity to attract more potential customer in the market.

For investors perspective, the conclusions of this report will provide fully evaluation of
online purchase update information base on the consumer shopping attitude for e-
commerce environment in Hong Kong online market. “The trend is your friend”.
Therefore, this research will make a valuable contribution for potential investor to be
well-equip with the most relevant data to capture any business opportunity for online

purchase related business model in coming post- pandemic environment in Hong Kong.

18



1.6 Chapter Key Summary

Consolidated all the result showed above, given the depth review and understand of
online shopping development background in Hong Kong. Although the penetration of
both PC and mobile internet usage is on the rise over the years. People used online
purchasing via both device is indicated increase incrementally since 2008. But the
evidence showing the correlation between the penetration rate increased of both PC and
smartphone internet users has not brough significantly economic growth in terms of the
total value of online sales accounted of total retail sales in Hong Kong market.
Nevertheless, when the COVID-19 pandemic started in early 2020, consumers
generally became more interested online shopping due to social distancing
measurement implementation that caused people less intention to go out make purchase
for daily groceries. Therefore, consumer willingness to make purchase via online
platform is increased during the pandemic periods. Consequentially, it helps to boost
up the consumer online intention toward the online shopping.

Which point out the value for this study that what factors can cause consumer willingly
to make online purchase and maintain the intention remain at high level that can make
valuable contribution toward the online sales value of Hong Kong. Moreover, this study
can also provide commercial value for business retailer and potential investor in e-
commerce sector. The growing importance to retailers of adopting an omnichannel
approach. When there is a growing appetite among consumer for e-commerce is
increased, it also implied that if retailers who reply only on physical stores risk missing
out on opportunities. It also explained that the reason why the online sales value
indicated only mere contribution toward the total retail value in Hong Kong. And

explain the significantly element of this study.
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Chapter Two: Literature Review

This chapter will give a summarizes theories on customer purchase intention of online
platform develops the literature review. First, this chapters set systematically the
background and characteristics of customer online shopping intention and identifies and
discusses the dimensional features of online shopping intention on that basis. Secondly,
the chapter studies relevant concept of different factors that cause attractiveness of
shopping online focuses on discussing it given impact to influence potential customer
to make online purchase. Finally, the chapter will select the most appropriate theories
as it researches fundamental element by combing the problem studied in this research
and put sets forth systematically to the research hypothesis before build a research
model that especially for this research in propose to explore the effect of customer

shopping intention toward online platform.
2.1 Purchasing Intention Definition

In general term, intention is defined as indications of how hard people are willing to try,
of how much of an effort they are planning to exert, in order to perform the behavior
(Ajzen, 1991). Purchase intention is defined as a customer behavior of higher purchase
intention to buy a specific brand that they chose, also applies to the desire of the
customer willing to patronage or re-patronage (Wen, 2009). Some researchers also refer
purchase intention as the process of making purchase decision, during which the
consumer consider various condition and rationales (Shah et al., 2012). Another
recently scholar claimed that the purchase intention is a process used to assess consumer
decision making that will be taken by an individual (Lee, 2016). Consumer positive
perceptions can be stringiness the desire to purchase goods based on lifestyle,

satisfaction, and a positive attitude on purchasing intentions articulated (Ha and Janda,
20



2014). All these scholars indicated that the decision decided by the consumer to make
a purchase is based on the attitude toward the product offered. To stimulate consumer
purchase intention, require a different variable that can be given a significantly impact

on consumer purchasing willingness (Xiao, Yang and Igbal, 2018)

2.1.1 Factors Influencing of Purchasing Intention in Online Platform

Purchasing intention can be affect by different factors. Ajzen (1991) explained that
intention is presumed to be an indicator of what extent people willing to approach
certain behavior and how many attempts they are trying, in order to perform certain
intention. According to the research result, lack of intention to purchase online is the
main obstacle in the development of electronic commerce (He et al., 2008). However,
in review the past 20 years, internet shopping is a phenomenon that is growing rapidly
nowadays. In the past decade, there has been a dramatic change in the way consumer
have altered their way of shopping. Although consumer continue to purchase from a
physical store, consumer feel very convenient to shop online since it frees the customer
from personally visiting the store. Moreover, online shopping has it own advantage and
it reduces the effort of travelling to a physical store. Decision can be made from home
at ease looking at various choices and make prices comparison can be easily with
competitior’s product before making the final decision to purchase (Shanthi and
Kannaiah, 2015). Customers are better able to efficiently use their time benefit from the
advances in Internet technology development, consumer are now able to use the internet
for variety of purposes such as research, communication, online banking, and even
shopping (Rakesh and Madhushree., 2015). E-commerce platform as a shopping
medium mainly because consumer can make purchase comfortably at their own homes
of their own time (Jiang et al., 2013, Rezaei, et al.,2016a). Some scholar identified some

factors that caused the key reasons to consumer prefer to use online service, and these
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factors are convenience, usage usefulness, prior online experience, and other motives

(Littler and Melanthiou, 2006; Saarijarvi et al., 2014; Rezaei et al., 2016b).

2.1.2 Application of Purchasing Intention in this Study

Based on previous chapter, this study is aimed to investigate what key factors caused
the online consumer willing to make online purchase. Customer online purchase
intention was one of the intensive research areas in the extant literature. Customer
online purchase intention in the web-shopping environment will determine the strength
of a consumer’s intention transform to purchasing behavior via in the Internet
(Salisbury et al., 2001). In other word, by understand the reason behind that make
consumer conduct online purchase will be able to translate purchase intention into
purchase action. This is the main purpose of this study to examine the structural
relationship with difference factors which based on previous scholar recommendation.
And further convert these factors into difference variables for this study, included time
saving, price saving, word-of-mouth, and customer satisfaction towards the customer
online purchase intention. Especially during the period of COVID-19 in Hong Kong in

2020.

2.2 Time Saving Definition

From a time-saving perspective, consumers always have the intention of "buying time"
when switching to online shopping (Jensen, 2012; Alreck & Settle, 2002). Another
researcher also explained that lack of time will make consumer inconvenience to make
purchase in physical store, and consumer will tend to keep using online service when
the timesaving is occurred (Wu, 2003). When people find themselves chasing for time
due daily life activities, consequentially cause people intention to find or look for

instances that can allow them to save more time (Bashir et al 2019, Alreck et al., 2011))
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2.2.1 Importance of Time Saving toward Online Purchase Intention

Time is defined as a key resource that consumer to spend either they shop online or in
physical store (Bhatnagar et al., 2000). Shopping on the internet normally takes less
time than shopping in traditional retail outlet, because of the many time-consuming
activities occurred during the whole purchase process, such as finding a car park,
waiting in the queue for check-out (Bellman et al., 2006). Thus, time saving become
one of the primary concern factors that customer usually to think of it before attempt to
use online platform to do their shopping. A customer sees online shopping as useful,
because it’s able to save time, reduce efforts, and offer expanded store hours and
efficient checkouts (Chiu et al., 2012). Furthermore, the time saving factor also increase
the value of services, because it reduces the amount of time and energy consumers
expend (convenience) to make purchase a specific items (Jeng, 2016), this literature
can implied that time saving factor playing a significantly role during the entire
purchase process applied in both online platform or physical situation. However,
according to some researchers after review 45 articles relating to the adoption of online
shopping, it concluded that the time saving function and consumer time consciousness
is indicated directly relationship for adoption of online shopping (Chang et al., 2005).
These studies have shown that this time saving factor consider as one of the importance
influence purchase intentions, especially related with online shopping situation for

consumer consideration.

2.2.2 Linkage between Online Convenience and Time Saving

Nowadays, online user can easily access to convenient service and products through the
internet, consumer can do online shopping that meets their needs quicky and easily.
The most significant convenience for convenience for consumers is enabling them to

make order from home and having ordered items delivered., this helps save time due to
23



less visit to traditional retail stores (Ramus and Asger Nielsen, 2005).

According to some research studied observed that Internet shopping was considered by
almost everyone (90%) to be convenient. Implied that online shop is always open (24/7),
and it is easy, less stress and time saving to shop from home (Al Karim, 2013). Another
scholar explained that experienced online buyer view online shopping as a way of
buying products anytime and anywhere. For experienced buyers, however, convenience
might be the inherent rather than dominant benefit of online shopping (Chiu et al., 2012).
There are different types of online shopping convenience received by consumers, such
as access, search, evaluation, transaction, and possession convenience (Hanus, 2016).
Search convenience is related to the opportunity for researching and comparing
products without physically visiting stores. In other word, consumer can saving time to
make purchase from home without occupied other time. Another scholar proposed that
convenience and time saving features of online shoppers encourage online shoppers to
shop online with a strong motivation (Jiang, 2002). Furthermore, some other previous
research indicates that perceived convenience of online shopping on the internet also
has a positive impact online purchase behavior (Wolfinbarger and Gilly, 2001,
Bhatnagar et al., 2000). It is implied that consumers who are oriented to convenience is
more likely to use the Internet to make purchase. These research result has explained
that consumer online shopping intention level has closely relationship with the level of

convenience and time saving received by the online user

2.2.3 Application of Time Saving in this Study

In review the above studies given that a consumer assessment of time saving depend
on the consumer personally conception toward online purchase, although the previous
research demonstrated the linkage between time saving and online shopping intention

(Jensen, 2012, Alreck & Settle, 2002) and the relationship between convenience factors
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given direct impact toward consumer make online purchase intention (Hanus, 2016).
But those studies were conducted under regular social situation. Conversely, the value
of this study is conducting the assess of consumer online purchase intention by using
the scale of access and search convenience of time saving perceived level to determine
the correlation between time saving and customer intention to make online purchase

which aligned with one of the research objectives for this study.

2.3 Price Saving Definition

The value of price is refer to the monetary value for product exchange or service in a
purchase agreement (Nagle, 2020). Consumer always seek for price saving through
discount, so that they can able to save the amount of money through these discounts
(Darke et al, 1995). Another study also claimed that the discount will add perceived
value to the offer of a product because it indicate that the prices is an even better bargain
(Thaler, 2008). Lower prices stimulate sales while increase the value of the product for
consumer (Madan and Suri, 2001). The price saving orientation not only considers the
factor of monetary savings but can also be viewed from the perspective of not incurring
any additional cost to purchase a product or using a service (Escobar-Rodriguez and

Carvajal-Trujillo, 2014).

2.3.1 Importance of Price Saving toward Online Purchase Intention

The most significantly difference between traditional retail and online shopping is that
online shopping can offer lower cost and save time together when make purchase, this
given relative advantage for make purchase via online channel (Akroush & Al-Debei,
2015). Consumers are willing to try to purchase online in order to make price saving
and that price are expected to be lower online consequently price is a major motivation

to shop online (Karlesson et al, 2005). Moreover, a scholar also noted that it is the dual
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motivation of convenience and fast price search that allows consumers to search for the
best offers more efficiently via online platform, that is a strong motivation boost the
consumer intention to shop online more often (Joines et al, 2003). Even though the price
alone may be a less important motivation to shop online in comparison with
convenience, however, the combination of price information and time saving is a major
determinant for online consumer (Watchravesringkan et al, 2003). Therefore, online
consumers can compare prices by visiting different websites that offer cheaper prices.
Because using the internet makes it easier to conduct prices comparison,
consequentially provide opportunity for consumer to buy the same product in different
websites and searching for the lower prices (Chiu et al., 2012, Gentry & Calantone,
2002). Price has been considered as an important factor that affects consumer’s online
shopping behavior, customers can become more empowered as they search online for
the best prices, value for money and special offer all as one purpose (Wright and

Jayawardhena, 2001).

2.3.2 Application of Price Saving in this Study

Given that a customer assessment of price saving depends on their own perception
toward the price value for target product or service that their attempt to make purchase
during the process of browsing and search price discount on Internal. Consumer
purchase decision will be make after the compare prices by visiting different website
that identified the best offer in term of price value for specific product or service (Chiu
et al., 2012, Gentry & Calantone, 2002). Although price saving may not be the only
requirement affect the customer purchase intention via online platform
(Watchravesringkan et al, 2003). But when the consumer perform positive attitude
towards online shopping will leading to a positive impact on purchase intention to

searching online product and finding related price information (Blackwell et al, 2001,
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Helander and Khalid, 2000). Moreover, Shim et al (2001) proposed that consumer’s
attitudes toward online shopping given significantly affects customer online purchase
intention. In this study, the social distance implementation during COVID-19 in Hong
Kong, causing people perform positive attitude toward online shopping. Therefore,
there is a linkage between attitude positive attitude and price saving. Thus, this study
will examine the relationship among them to determine the correlation between price
saving and customer intention to make online purchase under the COVID-19 pandemic

in Hong Kong. which aligned with one of the research objectives for this study.

2.4 Word-of-Mouth (WOM) Definition

WOM can be defined as a powerful primary communication tool that affect others’
emotions and action to build powerful image within the human mind (Ahmad et al,
2014). Traditionally, WOM is require and involves face-to-face two-way
communication based on a social relationship (Money et al, 1998). And WOM can
convert lower order cognition and affect to higher order cognition and affect, which in
turn can lead to committed behaviors (Bristor, 1990). WOM has been studied both as
an input into consumer decision-making (Bloch et al, 1986) and as outcome of the
purchase process (Richins, 1983). In review all the previous studies and research
implicated that the WOM is also influencing the plurality of all buying decision for
more than half a century (Ahmad et al, 2014). Therefore, WOM can defined as a risk-
reducing strategy in the pre-purchasing stage, helps consumers seek product or service

information by participating in the WOM process.
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2.4.1 Linkage between WOM and Online Purchase Intention

More than 60% of online shoppers consider the word of mouth is the most important
reason given impact to purchase decision (Charlton, 2012; Floyd et al. 2014). Another
research studied what factors might affected customer purchase behavior, these factors
such as the volume (how many reviews), and the review content (Cheung and Thadani,
2012). Other scholars also highlight the importance of other consumers’ review, these
scholars claimed that consumer purchase decision for online product can be influence
by other consumer’s reviews and this review message is related to different perceived
opinion, such as the quality, performance, and after-sales service. Which ultimately
influences other factors such as the provider brand image and the purchase intention of
consumers (Jalilvand and Samiei, 2012, Almana and Mirza, 2013, Tham et al, 2013,
Charo et al, 2015). This shows the directly associated with the perception, behaviors,
and attitudes of the customer toward the product or service itself or even online retailer
(Huete-Alcocer, 2017).

Online shopping intentions (emphasize in purchase intention) is considered as the key
factor of online behavior. Thus, it will be affected by the changing characteristics of the
word-of-mouth communication process (Erkan and Evans, 2016). Another researcher
claimed that positive WOM positively moderated customers’ trust and belief toward
online retailer and built customers’ trust in taking online purchase decision (Cheung et
al, 2009). Therefore, consumer have their own right to make own decision to use online
platform to make purchase activity, which based on WOM effect by another consumer.
Research identified that electronics electronic word-of-mouth communication can
influences the purchase behavior of consumers, especially for online shopping
behaviors (Chevalier and Mayzlin, 2006). This concluded from above research finding

that relevant linkage between WOM and online purchase intention.
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2.4.2 Application of WOM in this Study

In review the function of WOM toward the consumer shopping is indicated directly
correlation affected customer purchase behavior, perception of the whole purchase
expectation and eventually convince moderated customer’s trust and belief toward
online intention into online shopping action (Cheung et al, 2009, Jalilvand and Samiei,
2012, Almana and Mirza, 2013, Tham et al, 2013, Charo et al, 2015).

Research has also shown that people have developed high level of trust in anonymous
people who post their review onlie, while they have low levels of trust of reviews on
TV, radio, newspaper, or magazines (Lee et al., 2009, Zhang et al., 210).

Although the previously literature demonstrated the positive linkage between WOM
and online shopping intention in terms of select product or service, this study is also to
assess the effect of WOM is stimulate consumer intention to use online platform to
purchase product or items during the COVID-19 pandemic in Hong Kong. In order to
verify if the word-of mouth influence customer to make purchase via online platform,

which aligned with one of the research objectives for this study.

2.5 Customer Satisfaction Definition

In some previous years research has defined the customer satisfaction (CS) as the
consumer’s fulfilment response. It is a judgement that a product or service feature, or
the product or the service itself, provided (or is providing) a pleasurable level of
consumption-related fulfilment, including levels of under or over fulfillment (Oliver,
1997). Seven years later, Schiffman and Kanuk (2004) claimed that CS is typically
defined as the individual’s perception of performance of the product or service in
relation to his or her expectations. In other word, satisfaction is a feeling which results
from a process of evaluating what was received against that expected, the purchase

decision itself and/or the fulfilment of needs/wants (Parker and Mathews, 2001). In
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review these scholars finding, it is implied that customer satisfaction level is depend on
their own perspective of the total purchase experience throughout the entire activities.,
and these activities are “problem recognition, information search, evaluation of
alternatives, purchase decision, and purchase behavior” proposed by Kotler and Keller
(2009) explained that a buyer goes through these five stages while planning to make
purchase. Thus, the level of customer satisfaction for shopping online is seem based on
the consumer individual’s perception of performance toward online retailer during these

stage model of the buying process.

2.5.1 Importance of Customer Satisfaction in Online Shopping

Online shopping can arouse positive emotions among customers (Bagdare and Jain,
2013), but some scholars have pointed out that some customers who have not
experienced online shopping will think that online shopping is risky, because it may
leak any sensitive personal data during the process of making online purchase (Sanny
& Gerardo, 2020; De Kerviler et al., 2016). However, other scholars believes that
customers are concerned about online shopping although the customer have the online
shopping experience before, but the customer shopping satisfaction and behavioral

intentions will not be affect based on this prior experience (Wu, 2013).

2.5.2 Customer Satisfaction Affect Repeat Purchase Intention

In traditional markets, consumers’ service experience is regarded as an important
indicator for estimating their satisfaction and repeat-purchase intention (Anderson and
Sullivan, 1993; Bardhan et al., 2010; Bolton, Kannan and Bramlett, 2000). A early
research identified that a shopper having successfully obtained the desired product from
a particular online store, will remember this positive experience and are likely to
purchase from the same store again (Jarvenpaa and Todd, 1996). Like consumers in oft-
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line markets, consumers in on-line markets constantly experience services provided by
retailers throughout the purchasing product/service processes. Customer satisfaction is
one of the most important variables to influence consumer repeat purchase intention in
online shopping. As in the case of off-line consumers, consumers’ experiences of
provided services are a key factor in forming their satisfaction and repeat-purchase
intention in on-line marketplaces (Rust and Lemon, 2001; Shankar et al., 2003).
However, unlike off-line consumers, on-line consumers need to consider additional
trust or privacy issues when evaluating their satisfaction/repeat-purchase intention
(Parasuraman et al., 2005). Some scholars also point out that utilitarian value and
hedonic value indicated significant relationship to impact consumer personal perceptive,
and it given impact to their repat purchase intention (Chiu et al., 2012). Furthermore,
recent research also emphasizes the similar result that online repeat purchase intention
is strongly driven by customers’ satisfaction with an online retailer. Customer
satisfaction with an online retailer was found to be positively influenced by several
relationships building related factors, including personalization, ease of communication
and customer privacy (Mpinganjira, 2014). A study results simplified that customer
must shop four times at an online store before the store can profit from that customer
(Mainspring and Bain & Company, 2000). Therefore, it is important for online retailer
to understand what caused consumer willing to make repeat purchase through their
stores. It is also implied that when customer satisfaction is constantly maintained high
level received by online store, the customer will more frequent to shop and make
purchase in that online store. Consequently, the customer willingness to make repeat
purchase intention will also increase based on their prior shopping experience and
perceived value received by that online store. Parasuraman and Grewal (2000) also
claimed that perceived value is the most important predicator of repeat purchase

intention. The most recent year research also further emphasized that experience quality
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on both customer satisfaction and perceived value has it impact, if there is an increase
in the experience quality , the customer loyalty will also be increased, which will
encourage customer to make repeat purchase for the product and service offered

(Kusumawati and Sri Rahayu, 2020).

2.5.3 Application of Customer Satisfaction in this Study

A person’s online purchase experience and satisfaction would be considered an
important factor that effects both attitude and intention to purchase (Wesiberg et al.,
2011). Given that the customer consider online shopping is risky, but the prior shopping
experience seems not given any negative impact toward their satisfaction level during
the online shopping process can be disclose any personal data (Sanny & Gerardo, 2020;
De Kerviler et al., 2016; Wu, 2013). Moreover, by reviewing different research result
over the last two decade, almost all the scholars identified that the customer satisfaction
shows a significant correlation with repeat purchase intention (Anderson and Sullivan,
1993; Bardhan et al., 2010; Bolton, Kannan and Bramlett, 2000). And the perceived
value offered by retailer and delivery to constantly shop customer have influenced
customer to encourage them constant patronage at the same online store (Kusumawati
and Sri Rahayu, 2020; Mpinganjira, 2014; Parasuraman and Grewal, 2000). In order to
gain further insight about customer satisfaction and repeat purchase intention under
uncertain social economy such as global epidemic situation. Therefore, this study
incorporated other CS related factors (privacy concern, prior online shopping
experience, perceived values) to examining the correlation between customer
satisfaction level and repeat purchase intention for online shopping under COVID-19
pandemic in Hong Kong. Which aligned with one of the research objectives for this

study.
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The theme of this dissertation is research on study the key factors influence on online
customer purchase in the COVID-19 pandemic. Therefore, this chapter will make
related research hypotheses outline the key factors in the research and create the
theoretical model on the influencing mechanism of study what key factors caused
consumer purchase intention via online shopping during COVID-19 pandemic in Hong
Kong. Hence, the proposed factors will be converted into measurable variables. In
figure 2. A prototype research model was then developed based on the designed order
of variables, and their hypothesized interrelationships derived from a synthesis of

online consumer purchase intention studies.

2.6 Chapter Key Summary

In review of this chapter, the researcher conducts the critical review and up to the date
material, many academics support are available for the definition of proposed factors
on the achievement of theoretical research on the purchase factors causing online
customer purchasing intention for online shopping are clearly identified. However,
although many scholars have been studies sufficient research on customer shopping
intention for online shopping, but the coverage of existing studies on customer intention
to use online shopping in COVID-19 pandemic situation, and especially focus on Hong
Kong market is very limited. Because of that, this study will seek to address this gap
by mean of undertaking content analysis of this topic. Thus, the theoretical model and
hypothesis developed of this study are suggested which further explore the relationship
of respective factors in detail. Therefore, the research targets at the first and second
stage of this study have been achieved. The following next chapter will then select the
most appropriate research method in accordance with the developed research

hypothesis mentioned in this chapter and conduct the critical evaluation.
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Chapter Three: Research Methodology

This chapter will explain what research process will be conducted to achieve the
objectives have mentioned in this proposal and provide further discussion in the
research paper. The nature of this research is descriptive, and the goal of this research
is explore the online customer purchase intention toward online shopping in COVID-
19 and to measure how the different factors are given impact to determine the outcome.
In the early days, scholars claimed that “the business research is a systematic, organized ,
critical, data-based, objective scientific investigation into given problem conducted
with purpose, in order to obtain a solution or answer” while some recently years scholar
proposed that research method is requires a starting point, direction, specific methods
and an appropriate technique for collecting and analyzing the data (Jonker and Pennink,
2010). Therefore, in other to achieve the study objective systemically, it is proposing
the research paper will be based on the research onion concept defined by Saunder et
al (2016). For this reason, a survey was conducted in order to collect primary data by
using questionnaire which contains xx relevant questions regarding online shopping
intention. A simple random process has been used to collect data for this research. A
quantitative analysis has been chosen to use for this research data. All pre-set questions
are closed-ended, mainly because all possible answers were given to the respondent.
Because of this method can help to reduce respondent bias and accommodate coding
and tabulation (Collis and Hussey, 2009). Hence, the likert scale has been use for some

key research questions in the survey.
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3.1 Research Framework

Establish an understanding mindset is essential to provide a clear direction for the
research design in the initial phase. These five common assumptions that most of the
researchers will tend to apply to represent their beliefs for examining the reality of their
research project, these assumptions are ontology, epistemology, axiology, rhetorical,
and methodological. (Creswell, 2007). But another author stated the nature of reality
based on each paradigm, postmodern, and positivist is critical in framing the whole
process of the research project. Ontology refers to the meaning of study the existing
reality; in other words, “What is reality?”. For the researcher means that what they see
to study about the research project. Put it in the business management terms can be
referred to as the firms, business organization, management that the reality is
continuously negotiated, debated, or interpreted. (Saunders et al., 2016)

Epistemology is another different assumption that is driven by ontological beliefs.
Epistemology investigates the correlative between knowledge and the researcher
throughout the investigation. But the correlation between the researcher's beliefs and
what can be discovered is according to the researcher's ontological beliefs (Killam,
2013). Furthermore, the underlying research philosophy included a bundle of
assumptions and brief, that will use in knowledge accumulation, inclusive of
generalization, historical revisionism that guides a researcher to conduct their research.
(Phillips, 2014). Therefore, the real fact that the value contribution of online retail sales
only accounted less than 10% of total value of retail sales in Hong Kong over past 20
years. And the situation was continuously happening for long time. Thus, it is more
logical to conduct the research objective by ontological assumption for further study
direction. The philosophies of this research are based on positivism philosophies

This study uses four variables, namely time saving orientation, price saving orientation,
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word-of-mouth effect, and customer satisfaction to point out about the significance of
relationship with purchase intention. Which attempt to explore what is the roots factors
that can stimulate consumer purchase intention to make purchase willingly through
Internal technology to conduct online shopping. Thus, the researcher of this study hopes
to find out the relationship between these variables and online customer purchase
intention. And to assume and test whether is a relationship between dependent variables
and independent variables. Those four variables have been determined by the researcher
and have been examined by previous researcher to test a hypothesis, after that, the result

of the hypothesis will be drawn into conclusion.

3.1.1 Relationship between Time Saving and Online Purchase Intention

Time saving is one of the major elements for customers who can be motivate by this
factor to make purchase from traditional offline to online shopping, because of the many
time-consuming occurred during the whole shopping process can be reduce time via
make purchase in online platform (Bhatnagar et al., 2000; Bellman et al., 2006)
However, the exact nature of the relationship between time saving and online purchase
intention, especially their influences on consumer purchase intention in COVID-19
pandemic in Hong Kong market, has not been clearly discovered up to date. In order to
extending the understanding of the relationship between these constructs, the following
hypothesis is developed for observation in this study. The illustration graphic of this
hypothesis is show in Figure xx (p.xx).

HI: Time saving orientation has an obviously positive effect for online customer

intention to make online purchase during COVID-19
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3.1.2 Relationship between Price Saving and Online Purchase Intention

From many conceptual studies conducted in the past (Chiu et al., 2012; Gentry and
Calantone, 2002; Wright and Jayawardhena, 2001) explained that consumer can feel
comfortable to conduct prices comparison by browsing different website to searching
the lower price of the target want-buy product or service before making purchase
decision. Because the lower price of the product consumer can get, increase the value
of the product for consumer (Madan and Suri, 2001). Some scholar proposed that price
is considered as important factor given impact toward consumer online behavior,
customer are more empowered as they find the ideal prices, value for money all as one
goal (Wright and Jayawardhena, 2001).

A recent studied also proven that price benefit is known to have a relationship with
perceived value. This can be seen from the study carried out by Jin et al. (2013) and
Hapsari et al. (2017) claimed that customer experience quality and customer perceived
value effected customer happiness level and overall satisfaction.

According to the above finding about the relationship between price saving and
customer purchase behavior. However, this relationship has not been clearly discovered
in COVID-19 pandemic in Hong Kong market situation in recent study. Thus, the
following hypothesis is developed for observation in this study. The illustration graphic
of this hypothesis is show in Figure xx (p.xx)

H2: Price saving orientation has an obviously positive effect for online customer

intention to make online purchase during COVID-19
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3.1.3 Relationship between Word-of-Mouth and Online Purchase Intention

Based on the discussion in previous chapter. Many researchers has proven that word-
of-mouth given positive impact to influence consumer judgment for online product
(Charlton, 2012; Floyd et al., 2014). This effect appears to be stronger when the
consumer faces a uncertain experience and when the word-of-mouth sources is
perceived from other consumer reviews message (Cheung and Thadani, 2012), Some
other scholar also claimed that consumers trust the reviews presented by other
consumers much more than the message put forward by the retailer or the product owner,
it implied that trust likely results in online reviews having a greater impact on
consumers’ purchase intention and buying decision as all in one purpose (Lee and Youn,
2009; Tham et al., 2013). Given that this evidence, it plays as one of the important role
to enhance the degree of online customer purchase intention because of improved
product judgment by positive word-of-mouth. However, for this study. It will
investigate the word-of-mouth effect online customer purchase intention in COVID-19
pandemic situation in Hong Kong may not have a disconfirming experience.

Based on above discussion, the hypothesis about the relationship between word-of-
mouth and online purchase intention is formulated as follows. The illustration graphic
of this hypothesis is show in Figure xx (p.xx)

H3: Word-of-Mouth has an obviously positive effect for online customer intention to

make online purchase during COVID-19
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3.1.4 Relationship between Customer Satisfaction and Online Purchase Intention

Business academics have demonstrated a high interest in the relationship between
customer satisfaction and online purchase intention (Sanny & Gerardo, 2020; De
Kerviler, Demoulin and Zidda, 2016; Wu, 2013). Moreover, considered the fact that the
level of customer satisfaction customer satisfaction shows a significant correlation with
repeat purchase intention (Anderson and Sullivan, 1993; Bardhan et al., 2010; Bolton,
Kannan and Bramlett, 2000). And the reviewed literature suggested that customer
satisfaction factors such as privacy concern, prior online shopping experience,
perceived values are influence online customer motivation toward to make online
purchase decision. Therefore, this research tended to support Wesiberge et al (2011)
that personal perspective in terms of prior purchase experience and satisfaction are
effects both attitude and intention to make purchase via online platform. Based on this
academics support, the hypothesis is developed to investigate the relationship between
customer satisfaction and online purchase intention, especially during the COVID-19
pandemic situation in Hong Kong.

H4: Customer satisfaction level has an obviously positive effect for online customer

intention to make online purchase during COVID-19
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3.1.5 Interrelationship between Time Saving, Price Saving, Word-of-Mouth,
Customer Satisfaction and Online Purchase Intention

In conclude, it is demonstrated that there are interrelationship between five variable
base on the mentioned literature review and support conducted and consisted of time
saving, price saving, word-of-mouth, customer satisfaction and online purchase
intention. However, the inadequacy and limitation on local research and no up to date
information in respond the situation under the COVID-19 pandemic, allow a potential
area to this study for further investigation. Thus, four hypotheses relating to

corresponding relationship are to be tested

3.2 Research Hypotheses

This model is proposed as a contribution to online consumer purchase intention
literature, in that it draws together element of different factors into a cohesive
framework that can be empirically tested by academics.

According to the result of previously scholars in this chapter, the researcher of this study
proposes the hypothesis which depend on the defined factors. Based on the research
concept, the proposes hypothesis shows as below to follow.

HI: Time saving orientation has an obviously positive effect for online customer
intention to make online purchase during COVID-19

H2: Price saving orientation has an obviously positive effect for online customer
intention to make online purchase during COVID-19

H3: Word-of-Mouth has an obviously positive effect for online customer intention to
make online purchase during COVID-19

H4: Customer satisfaction level has an obviously positive effect for online customer

intention to make online purchase during COVID-19
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After reviewing the existing literatures relevant to customer intention toward online
purchase, the research model has been developed based on the above defined

hypotheses characteristics:
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Figure 3.1: The Impact Relationship Model of Key Factors caused customer online
shopping in COVID-19

Source: Constructed by Writer

In Figure xx demonstrated that the research concept for this study, from the
understanding of the definition of different factors, explain that customer shopping
intention have changed from oftf-line switch to on-line purchase, because these given
factors show a significantly impact to customer purchase option beyond traditional
method in general situation. While during the COVID-19 pandemic situation in Hong
Kong, offline shopping method are alleviated. The designed hypothesis shows above
aiming to evaluate the correlation which may cause customer willingness to make
online purchase during COVID-19 will be examine based on the literature review

discussed in this chapter.
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3.3 Research Design

An introduce the research onion concept, is very influential in research methodology as
a half-cut onion appearance. Each layer relates to philosophy and ontological
perspective to describes each step of a research study from general to a specific stage.
(Saunders et al, 2016). The illustrations showed below is the overall design for research

onion.
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Figure xx: The research onion
Source: (Saunders et al, 2016)
In figure x illustrated the research onion suggest that researcher to form the way in
which different element involved in the research could be examined to develop the final
research design. The research design can be referred to as a plan that helps a researcher
to collect and receive data from a big group of people and test study hypotheses.

(Aparasu and Bentley, 2014))

42



3.3.1 Coding of Variables

To clearly define the corresponding relationships, each variable is coded and grouped

by natures.

Independent Variables (IV) :

V1 — Time Saving

V2 — Price Saving

V3 — Word-of-Mouth

V4 — Customer Satisfaction

Dependent Variables (DV)

V5 — Purchase Intention

3.3.2 Quantitative and Qualitative approaches

The two main approaches commonly using in research purpose, one is quantitative and

other one is qualitative approaches. Quantitative is more statistical and defined. This

data measured is using values and numbers for analysis. And the qualitative data is not

statistical and unstructured in nature. The function of this approach is based on

attributes, properties, and other identifiers. (Taylor, 2010).

There many research designs that can be used for a different research purpose; the table

is shown below provides an overview of some designs.

Table 7.1: Different research design

Source: (Creswell, 2014)

Quantitative Qualitative Mixed Methods
e Experimental designs ¢ Narrative research | e Convergent
¢ Nonexperimental e Phenomenology e Explanatory sequential
designs, such as surveys | e Grounded theory |e Exploratory sequential
* Ethnographies « Transformative, embedded,
e Case study or multiphase

43



3.3.3 Data Collection

The data can be collected from two way, primary and secondary data. Primary data
meaning the data that collected for the research study is belong to original source from
the first hand. On the other hand, secondary data are data obtained from a source other
than primary data (Burt, Barber & Rigby, 2009). Regarding of this research, the main
data collection tool of this study is the questionnaire survey under quantitative approach.
All questions used in the study were adapted from pretested questions used by other
researchers, therefore a quantitative approach will be selected to use for the research
paper. To obtain large number of local consumer data to conduct further study to achieve
the research objectives. The questionnaire will be distributed to collect primary data for
the research propose. According to Saunder et al (2016), a different research method
has its flexibility to allow a researcher to obtain the data effectively. A survey is the
most common research strategy. It is designed to be used for descriptive and exploratory
research. It is an easy comparison and allows to identify how a population thins and

relation to specificity issues or problem.

3.3.4 Variables and Sources of Questionnaire

Variable Nature Operationalization Source

V1

V2

V3

V4

V5
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3.3.5 Population

The definition of population for this research is target to all potential customer toward
to online purchase. The unit of analysis will be individual of local citizen (included
Male and Female) with age above 15 years ago and have use or have not use online
platform to make purchase during 2019 — 2020 in Hong Kong online market. According
to Census and Statistics Department, the population under mentioned criteria is

indicated 6 712 200 in 2021 (Census and Statistics, 2020b).

3.3.6 Sampling Method random (random sample?)

A sample survey will be used for this study, the sample survey meaning the data will be
collect from a subset of individual that selected from a mass population (Kumar, 2008).
Variables or characteristics of interest will be observe and measure on each of the
sample individuals. The main advantage doing sample survey is allow researcher to
receive data from an entire population in the most effective and lower cost way (Levy
& Lemeshow, 2013). Therefore, using this method to collect data from sample group

will more practical in implementation and time consuming to conduct this research

process.
Sample Population
I |
Statistics Parameters

\ Estimate-/

Figure 7.3: The relationship between sample and population
Source: (Bougie and Sekaran, 2010)
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In figure 7.3 explain that taking sample from population will provide estimate result
from the population. Thus, the sampling data will collect from a questionnaire. And
the questionnaire will be asking the major concern topic that related the objective for

the research purposes.

3.3.7 Sampling Size

The sample size defined as the power of the study to detect a statistically significant
difference between groups, the size of the sample should be calculated at the design
stage (Bougie & Sekaran, 2010).

Refer to Burn and Burs (2003), the calculation for the sample size as below:

n = (2"2)(pq)/(e”s)

The detail is n=sample size

7= standard error associated with the chosen level of confidence(1.96)

p= estimated percentage in population

g=100-p

e= acceptable sample error

Due to the limited times and more practical in implementation. The sample size will

be set in between 196 to 250 with confidence level 95% and interval of 7.
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3.4 Explanation for Data Analysis (talk correlation and regression)

After collect the sampling result, then will be using relevant method to process data
analysis. Such as reliability and validity test, Descriptive and Inferential Statistics.
Measurement is the process by which rules and guidelines are used to assign numbers
to represent characteristics of respondents or other objects (Clow & James, 2014). In
any set of data collect, there will be some amount of error, and need to minimize this
error so that the data provide a more accurate reflection of the truth (Litwin, 1999).
Furthermore, the second preliminary step to examine validity of research is based on
pre-set variables that involves categorizing variables depending on their level of
measurement, validity refers to the ability of a measurement scale to measure what it
proposes to measure. A measurement to be valid, it must be reliable (Clow & James,
2014).

In order to make the data more comprehensive, descriptive statistics will be use make
presentation the description of data. Hence, the data can be more easily understand
(Burns & Burns, 2008). The second use of statistical methods for this research termed
inferential statistics. The use of inferential statistical techniques to determine whether
there is a relationship between two or more variables such that changes in one of the
variables will be systematically associated with changes in the other variables (Duignan,
2016).

Therefore, to ensure the data analysis can be more accurate and systematic. The
research will be using Statistical Product and Service Solutions (SPSS) (George and
Mallery, 2020) as the analysis tool to further study the correlation and regression based
on the finding. Thus, it allows more support element to make further interpretation

toward the designed objectives of the research project.
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3.5 Ethical Consideration

3.6 Pre-test

3.7 Research Schedule

48



Chapter Four: Analysis and Results Discussion

49



Referencing

Aparasu, R. and Bentley, J. (2014). Principles of research design and drug literature

evaluation. Jones & Bartlett Publishers.

Anderson, E. and Sullivan, M. (1993). The Antecedents and Consequences of
Customer Satisfaction for Firms. Marketing Science, 12(2), pp.125-143.

AlMana, A. and Mirza, A., 2013. The Impact of Electronic Word of Mouth on
Consumers Purchasing Decisions. International Journal of Computer Applications,
82(9), pp.23-31.

Ahmad, N., Vveinhardt, J. and Ahmed, R. (2014). Impact of Word of Mouth on
Consumer Buying Decision. European Journal of Business and Managment, [online]
6(31). Available at:

<https://papers.ssrn.com/sol3/papers.cfm?abstract id=2517951#references-widget>
[Accessed 13 November 2021].

Ajzen, 1. (1991). The theory of planned behavior. Organizational Behavior and
Human Decision Processes, 50(2), pp.179-211.

Akroush, M. and Al-Debei, M. (2015). An integrated model of factors affecting
consumer attitudes towards online shopping. Business Process Management Journal,
21(6), pp-1353-1376.

Alreck, P., DiBartolo, G., Diriker, M., Dover, H., Passyn, K. and Settle, R. (2011).
Time Pressure, Time Saving And Online Shopping: Exploring A
Contradiction. Journal of Applied Business Research (JABR), 25(5).

Alreck, P. and Settle, R. (2002). The hurried consumer: Time-saving perceptions of
Internet and catalogue shopping. Journal of Database Marketing & Customer

Strategy Management, 10(1), pp.25-35.
Al Karim, R. (2013). Customer Satisfaction in Online Shopping: a study into the

reasons for motivations and inhibitions. IOSR Journal of Business and Management,
11(6), pp.13-20.

50



Bellman, S., Johnson, E., Lohse, G. and Mandel, N. (2006). Designing marketplaces

of the artificial with consumers in mind: Four approaches to understanding consumer
behavior in electronic environments. Journal of Interactive Marketing, 20(1), pp.21-

33.

Bloch, P., Sherrell, D. and Ridgway, N. (1986). Consumer Search: An Extended

Framework. Journal of Consumer Research, 13(1), p.119.

Bolton, R., Kannan, P. and Bramlett, M. (2000). Implications of Loyalty Program
Membership and Service Experiences for Customer Retention and Value. Journal of
the Academy of Marketing Science, 28(1), pp.95-108.

Blackwell, R., Miniard, P., Rahman, Z. and Engel, J. (2001). Consumer behavior. 9th

ed. Mason, OH: Thomson Learning.

Bardhan, 1., Demirkan, H., Kannan, P., Kauffman, R. and Sougstad, R. (2010). An
Interdisciplinary Perspective on IT Services Management and Service

Science. Journal of Management Information Systems, 26(4), pp.13-64.

Burns, A. and Bush, R., 2003. Marketing Research : Online Research Applications.
2nd ed. Upper Saddle River, N.J.: Pearson Prentice Hall.

Burns, R. and Burns, R., 2008. Business Research Methods and Statistics Using SPSS.
London: SAGE Publication Ltd.

Burt, J., Barber, G. and Rigby, D., 2009. Elementary statistics for geographers. N.Y:
The Guilford Press.

Bristor, J. (1990). Enhanced Explanation of Word of Mouth Communication: The
Power of Relationship, in Research in Consumer Behavior. Journal of Consumer
Research, (4), pp.51-83.

Bashir, D., Mehboob, I. and Bhatti, W. (2019). Effects of online shopping trends on
consumer-buying behavior: An empirical study of Pakistan. Journal of Management
and Research, 2(2), pp.1-24.

Bagdare, S. and Jain, R. (2013). Measuring retail customer experience. International
Journal of Retail & Distribution Management, 41(10), pp.790-804.

51



Bougie, R. and Sekaran, U. (2010). Research methods for business. John Wiley &

Sons.

Bhatnagar, A., Misra, S. and Rao, H. (2000). On risk, convenience, and Internet
shopping behavior. Communications of the ACM, 43(11), pp.98-105.

Collis, J. and Hussey, R. (2014). Business research. 4th ed. Basingstoke: Palgrave

Macmillan.

Cheung, C. and Thadani, D. (2012). The impact of electronic word-of-mouth
communication: A literature analysis and integrative model. Decision Support
Systems, 54(1), pp.461-470.

Clow, K. and James, K. (2014). Essentials of marketing research. Los Angeles:
SAGE.

Census and Statistics. (2009). Information Technology Usage and Penetration.
[online] Censtatd.gov.hk. Available at:

<https://www.censtatd.gov.hk/en/data/stat _report/product/B1130201/att/B1130243200
9XXXXB0100.pdf> [Accessed 13 October 2021].

Chiu, C., Wang, E., Fang, Y. and Huang, H. (2012). Understanding customers' repeat
purchase intentions in B2C e-commerce: the roles of utilitarian value, hedonic value

and perceived risk. Information Systems Journal, 24(1), pp.85-114.

Census and Statistics. (2013). Information technology usage and penetration. [online]
Censtatd.gov.hk. Available at:
<https://www.censtatd.gov.hk/en/data/stat_report/product/B1130201/att/B1130252201
3XXXXB0100.pdf> [Accessed 13 October 2021].

Census and Statistics. (2015). Information technology usage and penetration. [online]
Censtatd.gov.hk. Available at:

<https://www.censtatd.gov.hk/en/data/stat report/product/B1130201/att/B1130254201
S5XXXXB0100.pdf> [Accessed 13 October 2021].

Census and Statistics. (2017). Information technology usage and penetration. [online]
Censtatd.gov.hk. Available at:

<https://www.censtatd.gov.hk/en/data/stat report/product/B1130201/att/B1130262201
TXXXXB0100.pdf> [Accessed 13 October 2021].

52



Census and Statistics. (2019). Information technology usage and penetration. [online]
Censtatd.gov.hk. Available at:
<https://www.censtatd.gov.hk/en/data/stat_report/product/B1130201/att/B1130267201
OXXXXB0100.pdf> [Accessed 13 October 2021].

Census and Statistics. (2020a). Thematic Household Survey Report No. 69: Personal
computer and Internet penetration. [online] Censtatd.gov.hk. Available at:
<https://www.censtatd.gov.hk/en/data/stat_report/product/B1130201/att/B1130269202
0XXXXB0100.pdf> [Accessed 13 October 2021].

Census and Statistics. (2020b). Hong Kong Population Projections 2020-2069.
[online] Censtatd.gov.hk. Available at:
<https://www.censtatd.gov.hk/en/data/stat_report/product/B1120015/att/B1120015082
020XXXXB0100.pdf> [Accessed 31 October 2021].

Census and Statistics. (2021a). Thematic Household Survey Report No. 73 :
Information technology usage and penetration. [online] Censtatd.gov.hk. Available at:
<https://www.censtatd.gov.hk/en/data/stat_report/product/B1130201/att/B1130273202
1 XXXXB0100.pdf> [Accessed 13 October 2021].

Census and Statistics. (2021b). Information technology usage and penetration.
[online] Censtatd.gov.hk. Available at:
<https://www.censtatd.gov.hk/en/data/stat_report/product/B1130201/att/B1130273202
I1XXXXB0100.pdf> [Accessed 13 October 2021].

Census and Statistics. (2021c). Report of Monthly Survey of Retail Sales: January
2021 [online] Censtatd.gov.hk. Available at:
<https://www.censtatd.gov.hk/en/data/stat_report/product/B1080003/att/B108000320
21MMO01B0100.PDF> [Accessed 14 October 2021].

Census and Statistics. (2021d). Report of Monthly Survey of Retail Sales: March
2021. [online] Censtatd.gov.hk. Available at:
<https://www.censtatd.gov.hk/en/data/stat_report/product/B1080003/att/B108000320
21MMO03B0100.pdf> [Accessed 14 October 2021].

53



Census and statistics. (2021e). Report of Monthly Survey of Retail Sales: May 2021.
[online] Censtatd.gov.hk. Available at:

<https://www.censtatd.gov.hk/en/data/stat report/product/B1080003/att/B108000320
21MMO05B0100.pdf> [Accessed 14 October 2021].

Census and Statistics. (2021f). Report of Monthly Survey of Retail Sales: August
2021. [online] Censtatd.gov.hk. Available at:
<https://www.censtatd.gov.hk/en/data/stat_report/product/B1080003/att/B108000320
21MMO08B0100.pdf> [Accessed 14 October 2021].

Chiu, C., Wang, E., Fang, Y. and Huang, H. (2012). Understanding customers' repeat
purchase intentions in B2C e-commerce: the roles of utilitarian value, hedonic value

and perceived risk. Information Systems Journal, 24(1), pp.85-114.

Creswell, J. (2014). Research design:Qualitative, Quantitative and Mixed Methods
Approaches 4th Edition. 4th ed. Washington DC: SAGE.

Chang, C., Yan, C. & Tseng, J. (2012). Perceived convenience in an extended
technology acceptance model: mobile technology and English learning for college
students. Australasian Journal of Educational Technology, 28(5), 809—826. Doi: DOL:
https://doi.org/10.14742/ajet.818

Chang, M., Cheung, W., & Lai, V., (2005). Literature derived reference models for the
adoption of online shopping. Information & Management, 42(4), pp.543-559.

Charlton, G. (2012). Ecommerce consumer reviews: why you need them and how to
use them | Econsultancy. [online] Econsultancy. Available at:
<https://econsultancy.com/ecommerce-consumer-reviews-why-you-need-them-and-
how-to-use-them/> [Accessed 26 October 2021].

Cheung, C. and Thadani, D. (2012). The impact of electronic word-of-mouth
communication: A literature analysis and integrative model. Decision Support

Systems, 54(1), pp.461-470.

Creswell, J. (2007). Qualitative Inquiry and Research Design: Choosing Among Five
Approaches. 3rd ed. SAGE.

54



Chevalier, J. and Mayzlin, D. (2006). The Effect of Word of Mouth on Sales: Online
Book Reviews. Journal of Marketing Research, 43(3), pp.345-354.

Charo, N. Sharma, P. Shaikh, S. Haseeb, A and M. Z. Sufya. (2015). Determining the
Impact of E-Wom on Brand Image and Purchase Intention Through Adoption of
Online Opinions. International Journal of Humanities and Management Sciences 3(1),
pp.41-46.

Chiu, C., Wang, E., Fang, Y. and Huang, H. (2012). Understanding customers' repeat
purchase intentions in B2C e-commerce: the roles of utilitarian value, hedonic value

and perceived risk. Information Systems Journal, 24(1), pp.85-114.

CoronavirusGovHK. (2021). COVID-19 Thematic Website, Together, We Fight the
Virus, Social Distancing. [online] Coronavirus.gov.hk. Available at:
<https://www.coronavirus.gov.hk/eng/social distancing.html> [Accessed 17 October
2021].

DataReportal. (2015). Digital 2015: Hong Kong — DataReportal — Global Digital
Insights. [online] DataReportal — Global Digital Insights. Available at:
<https://datareportal.com/reports/digital-2015-hong-
kong?rq=DIGITAL%202015%3A%20HONG%20KONG> [Accessed 6 November
2021].

DataReportal. (2021). Digital in Hong Kong: All the Statistics You Need in 2021 —
DataReportal — Global Digital Insights. [online] DataReportal — Global Digital
Insights. Available at: <https://datareportal.com/reports/digital-2021-hong-kong>
[Accessed 6 November 2021].

Darke, P., Freedman, J. and Chaiken, S. (1995). Percentage discounts, initial price,
and bargain hunting: A heuristic-systematic approach to price search

behavior. Journal of Applied Psychology, 80(5), pp.580-586.

Duignan, J. (2016). 4 dictionary of business research methods. 1st ed. Oxford

University Press.

55



De Kerviler, G., Demoulin, N. and Zidda, P. (2016). Adoption of in-store mobile
payment: Are perceived risk and convenience the only drivers?. Journal of Retailing

and Consumer Services, 31, pp.334-344.

Escobar-Rodriguez, T. and Carvajal-Trujillo, E. (2014). Online purchasing tickets for
low cost carriers: An application of the unified theory of acceptance and use of
technology (UTAUT) model. Tourism Management, 43, pp.70-88.

Erkan, I. and Evans, C. (2016). Social media or shopping websites? The influence of
eWOM on consumers’ online purchase intentions. Journal of Marketing
Communications, 24(6), pp.617-632.

Floyd, K., Freling, R., Alhoqail, S., Cho, H. and Freling, T. (2014). How Online
Product Reviews Affect Retail Sales: A Meta-analysis. Journal of Retailing, 90(2),
pp.217-232.

Gentry, L. and Calantone, R. (2002). A comparison of three models to explain shop-
bot use on the web. Psychology and Marketing, 19(11), pp.945-956.

George, D. and Mallery, P. (2020). IBM SPSS statistics 26 step by step. 16th ed. NY:
Routledge Taylor & Francis Group.

Hapsari, R., Clemes, M. and Dean, D. (2017). The impact of service quality, customer
engagement and selected marketing constructs on airline passenger

loyalty. International Journal of Quality and Service Sciences, 9(1), pp.21-40.

Huete-Alcocer, N. (2017). A Literature Review of Word of Mouth and Electronic

Word of Mouth: Implications for Consumer Behavior. Frontiers in Psychology, 8.

Helander, M. and Khalid, H. (2000). Modeling the customer in electronic
commerce. Applied Ergonomics, 31(6), pp.609-619.

Hanus, G. (2016). Consumer Behaviour During Online Grocery Shopping. CBU
International Conference Proceedings, 4, pp.010-013.

Ha, H. and Janda, S. (2014). The effect of customized information on online purchase
intentions. Internet Research, 24(4), pp.496-519.

56



He, D., Lu, Y. and Zhou, D. (2008). Empirical study of consumers' purchase
intentions in C2C electronic commerce. Tsinghua Science and Technology, 13(3),
pp.287-292.

HKTDC. (2017). Hong Kong's E-commerce Ecology: Exporting to the World. [online]
Research.hktdc.com. Available at:
<https://research.hktdc.com/en/article/MzcxODQSOTA4> [Accessed 21 October
2021].

Innovation and Technology Bureau. (2020). Hong Kong: The Facts Innovation and
Technology. [online] Gov.hk. Available at:
<https://www.gov.hk/en/about/abouthk/factsheets/docs/technology.pdf> [Accessed 15
October 2021].

Joines, J., Scherer, C. and Scheufele, D. (2003). Exploring motivations for consumer
Web use and their implications for e-commerce. Journal of Consumer Marketing,
20(2), pp.90-108.

Jalilvand, M. and Samiei, N. (2012). The effect of electronic word of mouth on brand
image and purchase intention. Marketing Intelligence & Planning, 30(4), pp.460-476.

Jiang, P. (2002). A model of price search behavior in electronic marketplace. Internet
Research, 12(2), pp.181-190.

Jarvenpaa, S. and Todd, P. (1996). Consumer Reactions to Electronic Shopping on the
World Wide Web. International Journal of Electronic Commerce, 1(2), pp.59-88.

Jeng, S. (2016). The influences of airline brand credibility on consumer purchase

intentions. Journal of Air Transport Management, 55, pp.1-8.
Jin, N., Lee, S. and Lee, H. (2013). The Effect of Experience Quality on Perceived
Value, Satisfaction, Image and Behavioral Intention of Water Park Patrons: New

versus Repeat Visitors. International Journal of Tourism Research, 17(1), pp.82-95.

Jiang, L., Yang, Z. and Jun, M. (2013). Measuring consumer perceptions of online

shopping convenience. Journal of Service Management, 24(2), pp.191-214.

57



Jonker, J. and Pennink, B. (2010). The Essence of Research Methodology: A Concise
Guide for Master and PhD Students in Management Science. Berlin: Springer.

Kotler, P. and Keller, K. (2009). Marketing management. 13th ed. New Jeresy:
Pearson Education Ltd.

Kumar, C. (2008). Research Methodology. New Delhi: APH Publishing Corporation.

Karlsson, T., Pitt, L. and Spyropoulou, S. (2005). Price as a variable in online
consumer trade-offs. Marketing Intelligence & Planning, 23(4), pp.350-358.

Killam, L. (2013). Research terminology simplified: Paradigms, axiology, ontology,
epistemology and methodology. Laura Killam.

Kusumawati, A. and Sri Rahayu, K. (2020). The effect of experience quality on
customer perceived value and customer satisfaction and its impact on customer

loyalty. Human Systems Management, 39(2), pp.219-232.

KPMG. (2020). Impact of COVID-19 on Hong Kong Consumers’ Behaviours. [online]
Assets.kpmg. Available at:
<https://assets.kpmg/content/dam/kpmg/cn/pdf/en/2020/11/impact-of-covid-19-on-
hong-kong-consumers-behaviours.pdf> [Accessed 23 October 2021].

KPMG. (2016). Outlook for e-commerce in Hong Kong: CEO and Consumer
Perspectives. [online] Assets.kpmg. Available at:

<https://assets.kpmg/content/dam/kpmg/cn/pdf/en/2016/11/outlook-for-e-commerce-
in-hong-kong.pdf> [Accessed 17 October 2021].

Lee, M. and Youn, S. (2009). "Electronic word of mouth (¢eWOM) how eWOM
platform influence consumer product judgment." International Journal of Advertising,
28(3), pp-473-499.

Lee, J., Park, D. and Han, 1. (2011). The different effects of online consumer reviews
on consumers' purchase intentions depending on trust in online shopping
malls. Internet Research, 21(2), pp.187-206.

58



Lee, J. (2016). A Study on the Impact of Social Commerce Purchase Decision Factors
on Customer Satisfaction, Customer Loyalty and Repurchase Intention. /ndian

Journal of Science and Technology, 9(26).

Legco.gov.hk. (2020a). Information Technology and Broadcasting. [online]
Legco.gov.hk. Available at: <https://www.legco.gov.hk/research-
publications/english/1920issh34-e-commerce-in-hong-kong-20200708-e.pdf>
[Accessed 13 October 2021].

Legco.gov.hk. (2020b). Challenges and economic impacts arising from Coronavirus
Disease 2019. [online] Legco.gov.hk. Available at:
<https://www.legco.gov.hk/research-publications/english/2021rb01-challenges-and-
economic-impacts-arising-from-coronavirus-disease-2019-20201214-e.pdf>
[Accessed 17 October 2021].

Litwin, M. (1999). How to measure survey reliability and validity. Thousand Oaks:
Sage.

Littler, D. and Melanthiou, D. (2006). Consumer perceptions of risk and uncertainty
and the implications for behaviour towards innovative retail services: The case of

Internet Banking. Journal of Retailing and Consumer Services, 13(6), pp.431-443.

Levy, P. and Lemeshow, S. (2013). Sampling of populations. 4th ed. Hoboken, NJ: A
John Wiley & Sons, Inc., Publication.

Leveraging mobile services in the context of food retailing. Journal of Retailing and

Consumer Services, 21(1), pp.26-36.

Money, R., Gilly, M. and Graham, J. (1998). Explorations of National Culture and
Word-of-Mouth Referral Behavior in the Purchase of Industrial Services in the United
States and Japan. Journal of Marketing, 62(4), p.76.

Mainspring and Bain & Company. (2000). Profit Depend on Customer Loyalty.
[online] Media.bain.com. Available at:
<https://media.bain.com/Images/Value online customer loyalty you capture.pdf>
[Accessed 20 November 2021].

59



Mpinganjira, M. (2014). Understand Online Repeat Purchase Intentions : A
Relationship Marketing Perspective. Management: Journal of Contemporary
Management Issues, 19(2), 117-135.

Madan, V. and Suri, R. (2001). Quality perception and monetary sacrifice: a
comparative analysis of discount and fixed prices. Journal of Product & Brand
Management, 10(3), pp.170-184.

Nagle, T. (2010). The strategy and tactics of pricing. Upper Saddle River, N.J.:

Pearson Education.

Oliver, R. (1997). Satisfaction: A Behavioral Perspective on the Consumer: A
Behavioral Perspective on the Consumer. New York, NY.: McGraw-Hill.

Parker, C. and Mathews, B. (2001). Customer satisfaction: contrasting academic and

consumers’ interpretations. Marketing Intelligence & Planning, 19(1), pp.38-44.

Parasuraman, A. and Grewal, D. (2000). The Impact of Technology on the Quality-
Value-Loyalty Chain: A Research Agenda. Journal of the Academy of Marketing
Science, 28(1), pp.168-174.

Parasuraman, A., Zeithaml, V. and Malhotra, A. (2005). E-S-QUAL. Journal of
Service Research, 7(3), pp.213-233.

Phillips, D. (2014). Encyclopedia of educational theory and philosophy. Los Angeles:
SAGE.

Research.hktde (2017). HKTDC Research. [online] Research.hktdc.com. Available at:
<https://research.hktdc.com/tc/article/MzcxODQS5SOTA4> [Accessed 13 October
2021].

Richins, M. (1983). Negative Word-of-Mouth by Dissatisfied Consumers: A Pilot
Study. Journal of Marketing, 47(1), p.68.

Ramus, K. and Asger Nielsen, N. (2005). Online grocery retailing: what do consumers
think?. Internet Research, 15(3), pp.335-352.

60



Rakesh, T. and Madhushree, S. (2015). Consumers Perception towards Online
Shopping With Special Reference to Dakshina Kannada(D). International Journal of
Online Marketing, 5(3), pp.38-46.

Rezaei, S., Ali, F., Amin, M. and Jayashree, S. (2016a). Online impulse buying of
tourism products. Journal of Hospitality and Tourism Technology, 7(1), pp.60-83.

Rezaei, S., Amin, M., Moghaddam, M. and Mohamed, N. (2016b). 3G post adoption
users experience with telecommunications services. Nankai Business Review
International, 7(3), pp.361-394.

Rust, R. and Lemon, K. (2001). E-Service and the Consumer. International Journal of

Electronic Commerce, 5(3), pp.85-101.

Shah, S.S.H., Aziz, J., Jaffari, A.R., Waris, S., Ejaz, W., Fatima, M. and Sherazi, S.K.
(2012), “The impact of brands on consumer purchase intention”, Asian Journal of
Business Management, Vol. 4 No.2, pp. 105-110.

Schiffman, L. and Kanuk, L. (2004). Consumer behaviour. River, NJ: Pearson
Prentice-Hall.

Shim, S., Eastlick, M., Lotz, S. and Warrington, P. (2001). An online prepurchase
intentions model. Journal of Retailing, 77(3), pp.397-416.

Salisbury, W., Pearson, R., Pearson, A. and Miller, D. (2001). Perceived security and
World Wide Web purchase intention. Industrial Management & Data Systems, 101(4),
pp-165-177.

Saarijarvi, H., Mitronen, L. and Yr1j614, M. (2014). From selling to supporting —

Saunders, M., Lewis, P. and Thornhill, A. (2016). Research Methods for Business

Students. 7th ed. Essex: Pearson Education Limited.

Sanny, L. and Gerardo, M. (2020). Analysis of Privacy Perceptions towards Shopping
Decision through Shopping Behavior between Millennials and Baby Boomers in
Indonesia E-Commerce. International Journal of Psychosocial Rehabilitation, 24(1),
pp.717-727.

61



Settle, R. B. & P. L. Alreck (1991). F-A-S-T: a Standardized Measure of Time Traits.

Special Conference on Time and Consumer Behavior, Val-Morin, QC, Canada

Shankar, V., Smith, A. and Rangaswamy, A., (2003). Customer satisfaction and
loyalty in online and offline environments. International Journal of Research in
Marketing, 20(2), pp.153-175.

Shanthi, R. and Kannaiah, D. (2015). Consumers Perception of Online
Shopping. Journal of Marketing and Consumer Research, 13

Statista. (2021a). Hong Kong: mobile phone internet users in Hong Kong 2026 |
Statista. [online] Statista. Available at:
<https://www.statista.com/statistics/558554/number-of-mobile-internet-user-in-hong-
kong/> [Accessed 13 October 2021].

Statista. (2021b). Hong Kong: novel coronavirus development 2021 | Statista. [online]
Statista. Available at: <https://www.statista.com/statistics/1105425/hong-kong-novel-
coronavirus-covid19-confirmed-death-recovered-trend/> [Accessed 17 October
2021].

Tham, A., Croy, G. and Mair, J. (2013). Social Media in Destination Choice:
Distinctive Electronic Word-of-Mouth Dimensions. Journal of Travel & Tourism
Marketing, 30(1-2), pp.144-155.

Thaler, R. (2008). Mental Accounting and Consumer Choice. Marketing Science,
27(1), pp.15-25.

Watchravesringkan, K. and Shim, S. (2003). Information Search and Shopping
Intentions Through Internet for Apparel Products. Clothing and Textiles Research
Journal, 21(1), pp.1-7.

Weisberg, J., Te'eni, D. and Arman, L. (2011). Past purchase and intention to purchase

in e-commerce. Internet Research, 21(1), pp.82-96.
Wen, 1. (2009). Factors affecting the online travel buying decision: a

review. International Journal of Contemporary Hospitality Management, 21(6),
pp-752-765.

62



Wolfinbarger, M. and Gilly, M. (2001). Shopping Online for Freedom, Control, and
Fun. California Management Review, 43(2), pp.34-55.

Wu, S. (2003). The relationship between consumer characteristics and attitude toward

online shopping. Marketing Intelligence & Planning, 21(1), pp.37-44.

Wu, 1. (2013). The antecedents of customer satisfaction and its link to complaint
intentions in online shopping: An integration of justice, technology, and

trust. International Journal of Information Management, 33(1), pp.166-176.

Wright, L., & Jayawardhena, C. (2001). Netting the consumer: the e-direct marketing
imperative, CD-Rom. Proceedings of the Marketing Science Conference, University
of Cardiff, Wales, June-July

Xiao, A., Yang, S. and Igbal, Q. (2018). Factors Affecting Purchase Intentions in
Generation Y: An Empirical Evidence from Fast Food Industry in

Malaysia. Administrative Sciences, 9(1), p.4.
Zhang, J., Craciun, G. and Shin, D. (2010). When does electronic word-of-mouth
matter? A study of consumer product reviews. Journal of Business Research, 63(12),

pp.1336-1341.

200 Referemce
Appendix

63



