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Topic: Factors that affecting online store image and the intentions to buy in Hong Kong

Abstract
Online store image is influenced by several key factors, which can significantly impact consumer perception and purchasing decisions. Key factors include Online store image, Store Ease of Use, Store Enjoyment, Store Familiarity, Store Style, Store Settlement, Store Trustworthiness, and Store Usefulness. These factors collectively contribute to how consumers perceive and interact with online stores, ultimately influencing their purchasing decisions and loyalty. This study delves into what makes an online business seem good and whether or not a Hong Kong resident would make a purchase there. It finds that both old and new factors play a role in this context.  The primary factors impacting the perception of an online store and the likelihood of making a purchase can be defined and mapped out by empirical study.  This study established a valid instrument to test these parameters. It also identified seven elements linked with online business image and intentions to buy, using a robust methodological framework proposed by Churchill (1979).  In order to determine the importance and reliability of our results, our study used analysis techniques such as Cronbach's Alpha and the Hypothesis Test.  In contrast to previous research that placed a premium on store usefulness and store ease of use, the current study found that store trustworthiness and store enjoyment were the most important factors in determining whether or not customers would make a purchase.  In order to increase customer trust and satisfaction with their online stores, this study highlights the need of online retailers focusing on both the visual attractiveness and security elements of their platforms.  Potential areas for future research include expanding the age range of participants and investigating different types of online stores, as highlighted by the underrepresentation of younger consumers.  As a whole, this study fills a knowledge gap regarding the factors impacting Hong Kong residents' perceptions of online stores and their intentions to make purchases in this manner, and it adds to our knowledge of online consumer behavior in the city by providing practical insights for online store marketers.
Key Words: Hong Kong, Intentions to buy, Online store image, Store Ease of Use, Store Enjoyment, Store Familiarity, Store Style, Store Settlement, Store Trustworthiness, Store Usefulness.

1. Introduction

One of the most important challenges for those working in electronic commerce is finding a way to make money from their online store.  Consequently, research is being conducted to identify the elements that impact the propensity to shop online.  There has been a lack of focus on the online store's general image, even though these elements include specific antecedents like website functionality and store ease of use.   We argue that consumers' perceptions of online stores significantly influence their propensity to make purchases made through these channels.  Store image and purchase intentions have been linked by multiple researchers in empirical marketing studies.  That these associations would persist in virtual spaces is a reasonable assumption to make.  Another compelling argument in favor of researching the effects of online business image is that the owner or web designer has direct influence over the image, at least to some degree.  For conventional retailers, the many facets of store image have been studied extensively.  However, it appears that the current measurements of this construct are inadequate in an online setting.  Things like "shop crowdedness" and "shop cleanliness" are examples of improper items found in these.  Furthermore, things like privacy concerns and the accurate delivery of bought items—which are likely to be crucial in an online store—are not covered either.  Hence, it is necessary to modify the current store image measurement tools in order to acquire a valid instrument for online store image.

In Western countries, the idea of store image has been researched extensively in relation to attitude towards purchasing at that store. For instance, when comparing hedonic and utilitarian information systems, (Van der Heijden and Verhagen, 2004) delves into the variations in user acceptance models.  It emphasizes that hedonic system utilization is determined more by perceived enjoyment and ease of use than by perceived usefulness. In Asia, here is lacking of fruitful related study in recent years, not to mention a proper one in Hong Kong. In Taiwan, (Chen and Teng, 2013) found that there are underlying correlations between consumers' perceptions of online stores and their propensity to make a purchase.  We need to do our own study on the circumstances of the image of Hong Kong online stores, even if the results showed that settlement performance and usefulness are favourably associated to purchase intents. (Chau, Au and Tam, 2000) studied how text, graphics and pictures affect the acceptance of online shopping in Hong Kong. Although their study started an analysis about the online shopping, they did not consider more factors like Store Ease of Use, Store Enjoyment, Store Familiarity, Store Style, Store Settlement, Store Trustworthiness, and Store Usefulness. Moreover, their study was 20 years ago which would not well represent the current situation of online store image in Hong Kong. In light of the lack of research on what makes a good online business and what motivates Hong Kong residents to make purchases there, this study can help fill that void.  Other elements that impact the image of an online store in Hong Kong, according to this study, are store enjoyment, trustworthiness, style, and familiarity.

Examining what factors impact Hong Kong consumers' perceptions of online stores and their propensity to make purchases from such sites is the primary goal of this research.  What are the conceptual components (dimensions) of online store image? That is, that is the specific question that guided the research.  Which of these mental dimensions can be measured with what items?  Do the items serve as valid and dependable assessments?  And lastly, how robust are the correlations between the aspects of store appearance and the likelihood of making an online purchase?  This study aims to evaluate the impact of these characteristics on online purchase intentions and to build a valid and reliable tool for evaluating the image of online stores.  Finding the conceptual parts (dimensions) of an online store's image is the main goal of this research.  What concrete things may be used to measure these intangible dimensions?  How accurate and trustworthy are the measurements provided by the items?  And lastly, how do the components of a store's image relate to customers' intentions to make an online purchase?  The focus of this study is on online shops that sell tangible, secure consumer items and rely only on the Internet for delivery.  This emphasis was placed on these online businesses because they are very comparable to the traditional brick-and-mortar stores that inspired the creation of the present store image tools.

In this study, we look specifically at B2C e-commerce sites that offer physical, low-risk consumer goods (e.g., electronics, books, food, toys, etc.) on the Internet.  The existing store image instruments were initially built for typical high street stores, which is why this focus was driven by their similarities.

2. Theoretical foundations

Our research on traditional store image, which has been around for a while, served as a foundation for our development of an online store image measurement.  According to (Martineau, 1958), a store's image is the mental picture that customers have of the business based on their experiences there, which is influenced by both the store's practicality and the ambiance it exudes.  The term "store image" was first used by Hirschman, Greenberg, and Robertson (1978) to describe how customers felt about a certain store.  A store's image is the total of the many ways in which customers perceive it along several dimensions, often referred to as components or qualities.  A store's functional and psychological aspects, along with the consumer's perceptions of its practical and emotional traits, contribute to the shopper's overall impression of the store, as stated by Houston and Nevin (1981).  Many different things, called components or qualities, come together to create a store's image in the eyes of consumers.  (Poiesz, 1989) characterized as the store's public persona or the web of associations that people use to describe the store.

One of the first ways to gauge a store's reputation was developed by (Kelly and Stephenson, 1967).  They proposed using the semantic differential, a scale with two extreme adjectives.  (Lindquist, 1974) reports that 51 products were developed with many factors taken into account, including but not limited to: size, shape, physical attributes, usability, cost, quality, promotion, and word of mouth recommendations.  His groundbreaking research on visual interpretation included nine components.  By including store design and amenities, pricing, merchandise, advertising, service, and employees, among other factors, Dickson and Albaum (1977) enhanced the metrics for retail store image.  The reliability and validity of a tool that was developed out of 29 individual components were evaluated.  A number of variables, including the attractiveness of a shopping location and the intentions to make a purchase, can be predicted by the retail image, which has grown in popularity since then.  The importance of store image as a dependent variable is not surprising.  (Baker, Grewal and Parasuraman, 1994) and (Grewal et al., 1998) conducted studies that looked at factors including retail atmosphere and store name.  Research on consumer behaviour has looked at the links between various aspects of store image and the likelihood that a customer would make a purchase.  A number of studies have linked specific aspects of a store's image—its name, prices, and perceived value for money—to consumers' intentions to make a purchase. These studies include (Dodds, Monroe and Grewal, 1991) and (Sweeney, Soutar and Johnson, 1999).  One study looked at how customers' perceptions of a store influenced their desire to shop there (Houston and Nevin, 1981).  Although no strong correlations were found, the closer the customer lived to the store, the better.  Some could argue that these findings don't readily translate to an e-commerce context because distance is less important in the digital realm.  Researchers looked at the relationship between store image and intention (Baker, Grewal and Parasuraman, 1994).  Bicycles and stores selling bicycles were part of their particular real-life scenario.  Their research proved that consumers' perceptions of a store had a significant impact on their propensity to buy.  Store image had a limited association with purchase intentions, whereas perceived value had a stronger correlation.  Many research on store image touch on the topic of perceived value, thus some would argue that it is an integral part of store image as well.  All things considered, the variables accounted for 41% of the variance in intent to buy.  An investigation on the relationship between consumers' impressions of a store's image and their propensity to shop there was carried out by (Bell, 1999).  Five characteristics were identified in an exploratory factor analysis study: aesthetics, product diversity and quality, price equity, accessibility, and ease of use.  When added together, they explained 29% of the variation in purchase attitude.  The attitude idea explained thirty percent of the variation in the propensity to buy.

Similarities between the desire to use a website and the want to purchase online are striking.  Using input variables from the widely-used Technology Acceptance Model construct within the context of the World Wide Web, (Davis, 1989) had explored the origins of this idea.  According to Lederer et al. (2000), the characteristics that contribute to store usefulness include management, research and development, main activities, quality of information, and support information.  Perceived attractiveness and its role in the Store Enjoyment experience was studied by Van Der Heijden (2004).  Between evaluations of the system and plans to use it, a separate attitude framework is often shown as a go-between.  Prior to and following website usability—or, to use the terminology of the Technology Acceptance Model, the impression of Store Ease of Use—a great deal of study had focused on these aspects.  Within the context of this research, this is important because it shows how the online store's perception is likely to be affected by the human-computer interaction.  As an example, (Huizingh, 2000) compared 150 publicly available websites based on their structure and content.  What makes good website design was investigated by Liu and Arnett (2000).  This study, along with others like it, proves that people's views and intentions towards accessing a website are significantly impacted by how easy it is to use.  This effect, according to some authors, is indirect via utility and pleasure rather than direct.  An intriguing chance to bridge studies in online consumer marketing with those on the Technology Acceptance Model exists in the possibility of using these findings to comprehend the want to visit a website for online shopping.

Considerations impacting consumers' perceptions of and propensity to purchase from online retailers were highlighted by (Van der Heijden and Verhagen, 2004), which include online Store Usefulness (the “Store Usefulness”), online Store Enjoyment (the “Store Enjoyment”), online Store Ease of Use (the “Store Ease of Use”), online Store Trustworthiness (the “Store Trustworthiness”), online Store Style (the “Store Style”), online Store Familiarity (the “Store Familiarity”),, and online Store Settlement (the “Store Settlement”): 

1. Online Store Usefulness: When an online store is fast, easy, and improves user performance, it is clearly useful, especially when compared to manual shopping systems.  This is in line with previous studies that have shown that Store Usefulness has a positive effect on online shopping intentions (Davis, 1989; Sarika et al., 2016; NGUYEN, 2020; Ha and Stoel, 2009), which is supported by more recent research.

2. Online Store Enjoyment: According to Beatty and Elizabeth Ferrell (1998) and Mohan, Sivakumaran and Sharma (2013), store enjoyment refers to the ways in which consumers derive pleasure from their shopping experiences.  Research by Donovan (1994), Korgaonkar and Bellenger (1980), and Shannon and Mandhachitara (2008) found that consumers who enjoy shopping spend more money overall because they spend more time per visit, are less likely to stick to a strict budget, and are more likely to be creative and actively seek out new information.


3. Online Store Ease: According to (Davis, 1989), "Store Ease of Use" describes how customers feel about the perceived ease of using a store's website to make a purchase.  Store Ease of Use describes how easy it is for customers to shop online without having to put in a lot of mental or physical effort.  Therefore, the quality of service, the application's functioning, and the ease of information comprehension can impact consumers' decisions to shop online.  According to studies conducted by Sarika et al. (2016), LE et al. (2020), and NGUYEN (2020), Store Ease of Use influences the decision to purchase online.

4. Online Store Trustworthiness: If a store is trustworthy, then data is transmitted securely and privacy is protected (Doney and Cannon, 1997; Hoffman, Novak and Peralta, 1999).  Those who use the website to make purchases do so with a sense of calm assurance.  The website's security is crucial to the users' confidence in it.  People who utilize the site have trust that its administrators will not misuse their information.  Online shoppers are more likely to complete a purchase after researching the store's reliability.

5. Online Store Style: According to Ranganathan and Grandon (2002), the Online Store Style represents the way the content on the website is organized.  Attracting customers to any online store relies heavily on the website's Store Style quality.  Cho and Park (2001) found that e-commerce customer happiness is correlated with the quality of the website's Store Style.  Online store style also has a beneficial effect on purchase intentions, according to research (Ranganathan and Grandon, 2002).

6. Online Store Familiarity: According to (Luhmann, 2000), a strong relationship between consumers and producers develops through pleasant encounters, such as product assessment, which in turn leads to store familiarity.  According to (Zhang, Ghorbani and Cohen, 2007), one's level of store familiarity is based on their own unique combination of prior experiences, education, and interactions pertaining to their own past acts.  A degree of store familiarity can modify the relationship between trust, contentment, and inclinations to repurchase (Fandos Herrera and Flavián Blanco, 2011).

7. Online Store Settlement: When you shop at an online store, you can choose from a variety of delivery alternatives. The speed, precision, and correctness of your delivery are all part of store settlement.  The ability of an online business to meet its obligations for each transaction is demonstrated by its exceptional store settlement performance (Culnan and Armstrong, 1999).  According to Spence (1973), heuristic indicators for evaluating Store Settlement performance can be found in the public's perception of an online store, whether that perception is positive or negative.

3. Method

The research followed the tried-and-true procedure for making instruments that had been previously suggested by (Churchill, 1979). He proposed a framework for developing and improving measures of marketing Factors, which has been influential in marketing research. The significance of thorough measurement in marketing to guarantee the credibility and validity of study results was highlighted by Churchill in his writings. The methods used in this process are shown in Table-1, which was originally proposed by Churchill (1979).
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As a first step, this research divided the retail image construct from (Dickson and Albaum, 1977) into seven components: the online store's usefulness, enjoyment, ease of use, trustworthiness, style, familiarity, and settlement. (Dickson and Albaum, 1977) focuses on creating customized semantic differential scales for use in marketing research. These scales are designed to measure attitudes or perceptions by asking respondents to rate concepts on a series of bipolar adjectives.

Step two involved recruiting five friends with prior expertise purchasing online to serve as a focus group.  One kind of qualitative research is the focus group, which involves interviewing a chosen few people to get their opinions and experiences. It involves open discussions led by a moderator to explore specific topics, such as new products, services, or concepts.  Although results may not be statistically representative of larger populations, the focus group, it can spark new ideas for products or marketing approaches and reveal subtleties in consumer perceptions that might be missed in structured formats. Two people who actually worked in e-commerce were part of the focus group.  In an online shopping context, we asked all participants to rate the goods from (Dickson and Albaum, 1977) and suggest any other elements that would influence their decision to make a purchase.  Because of this, the Pilot Test Questionnaire was developed, which consists of seven factors and thirty-two items: online store usefulness (with six items), enjoyment (with three items), ease of use (five items), trustworthiness (four items), style (five items), familiarity (four items), and settlement (five items).  The scales used to measure online purchase intentions were adapted from those of (Jarvenpaa, Tractinsky and Vitale, 2000) with some adjustments made in the wake of a previous study on online purchase intentions (Van Der Heijden, Verhagen and Creemers, 2003).  At the conclusion of the Pilot Test Questionnaire, participants are asked to indicate their intentions to make an online purchase (four items total).

Step Three: A pilot test of the instrument was carried out by this study with 10 respondents chosen by convenience sampling.  The Pilot Test Questionnaire and an overview of the HKTVmall (1137.hk) online store were distributed to the participants.

Using data from the Pilot Test's convenience sample, this study looked at the measurement scales' reliability in Step Four to see how they may be improved.  Analysing the total scores of each online store component against the intentions to make a purchase from the store allowed us to illustrate the predictive accuracy of the Factors.  Each measurement's Cronbach's Alpha was computed in this study.  Reliability was improved by eliminating six items with alpha coefficients below 0.70 (George and Mallery, 2003).  The revised items from the Pilot Test Questionnaire are displayed in Table 2.

Table-2 Items Revisions from Pilot Test
	Example
	Construct
	Item
	Revision
	Reason 

	1
	Store Usefulness
	"High price - Low price"
	Deleted Item
	Cronbach’s Alpha < 0.7

	2
	Store Usefulness
	"Little choice - A lot of choice"
	Deleted Item
	Cronbach’s Alpha < 0.7

	3
	Store Ease of use
	"Hard to navigate the site - easy to navigate the site"
	Deleted Item
	Cronbach’s Alpha < 0.7

	4
	Store Style
	"Calm - Pushy"
	Deleted Item
	Cronbach’s Alpha < 0.7

	5
	Store Familiarity
	"Unpopular among friends - Popular among friends"
	Deleted Item
	Cronbach’s Alpha < 0.7

	6
	Store Settlement
	"Poor purchase record format - Good purchase record format"
	Deleted Item
	Cronbach’s Alpha < 0.7



As a result, the Final Experiment Questionnaire was developed, which comprises seven factors totaling twenty-six items: online store usefulness (four items), enjoyment (three items), ease of use (four items), trustworthiness (four items), style (four items), familiarity (three items), and settlement (four items).  The Final Experiment Questionnaire includes a 4-item scale for measuring online purchase intentions, which the target participants are asked to complete.  To find the translated instrument, please see Appendix A.

Step five of this study involved conducting the Final Experiment with a group of professionals consisting of thirty chief financial officers or chief executive officers from Hong Kong enterprises that were either publicly listed or privately held. CEO and CFO are usually highly educated with good knowledge and communication skill who can easily observe and understand the characteristics and difference of a setting or an environment, and clearly and accurately express their meaningful opinion. The poll consisted of seven elements and twenty-seven items; at the conclusion, professionals were asked to indicate their plans to purchase online (4 items) after studying the HKTVmall (1137.hk) website.

4. Results

Fifteen males and fifteen females make up the thirty-person Final Experience sample for this research.  Although 26.6% and 6.6% of participants made online purchases on a monthly and daily basis, respectively, the majority of them (66.6%) are seasoned online shoppers who make online purchases at least once a week.  Due to scheduling constraints, we were unable to separate participants into age groups for the Final Experience.  Key characteristics of the Final Experient sample are displayed in Table-3 of this study.
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The disparities in performance between the sexes were also examined in this research. Table 4 displays the data for the two categories first. Compared to males, ladies have higher mean scores, suggesting that men are less likely to make a purchase. 
	Table-4 Statistics of Male and Female 

	 
	N
	Mean
	SD
	Variance
	Range
	Minimum
	Maximum

	Male
	15
	6.00
	0.845
	0.714
	2
	5
	7

	Female
	15
	6.20
	0.862
	0.743
	2
	5
	7


 
The statistical results of the Final Experiment are displayed in Table 5. This includes the mean, standard deviation, range, minimum, and maximum scores for each item in the study.  The box plot and the quantile-quantile plot are displayed in tables 6-7.

Table-5 Items Statistics
	Scale
	Item
	Mean
	Std. Deviation
	Minimum
	Maximum
	Range

	Store Usefulness
	Item 1
	6.07
	0.78
	5
	7
	2

	
	Item 2
	6.37
	0.76
	5
	7
	2

	
	Item 3
	6.37
	0.76
	5
	7
	2

	
	Item 4
	5.8
	0.96
	4
	7
	3

	Store Enjoyment
	Item 5
	6.2
	0.81
	5
	7
	2

	
	Item 6
	6.2
	0.81
	5
	7
	2

	
	Item 7
	6.2
	0.81
	5
	7
	2

	Store Ease of Use
	Item 8
	5.33
	0.88
	4
	7
	3

	
	Item 9
	5.33
	0.88
	4
	7
	3

	
	Item 10
	5.33
	0.92
	4
	7
	3

	
	Item 11
	5.5
	0.86
	4
	7
	3

	Store Trustworthiness
	Item 12
	6.07
	0.78
	5
	7
	2

	
	Item 13
	6.07
	0.78
	5
	7
	2

	
	Item 14
	6.07
	0.78
	5
	7
	2

	
	Item 15
	6.1
	0.76
	5
	7
	2

	Store Style
	Item 16
	5.83
	0.99
	4
	7
	3

	
	Item 17
	5.83
	0.99
	4
	7
	3

	
	Item 18
	6.07
	1.01
	4
	7
	3

	
	Item 19
	5.67
	1.09
	4
	7
	3

	Store Familarity1
	Item 20
	6.2
	0.81
	5
	7
	2

	
	Item 21
	4.93
	0.78
	4
	6
	2

	
	Item 22
	4.87
	0.73
	3
	6
	3

	Store Settlement
	Item 23
	5.77
	1.01
	3
	7
	4

	
	Item 24
	5.77
	1.01
	3
	7
	4

	
	Item 25
	5.73
	1.05
	3
	7
	4

	
	Item 26
	6.2
	0.81
	5
	7
	2

	Intentions to Buy
	Item 27
	6.2
	0.81
	5
	7
	2

	
	Item 28
	6.37
	0.76
	5
	7
	2

	
	Item 29
	6.07
	0.78
	5
	7
	2

	
	Item 30
	6.07
	0.78
	5
	7
	2


 

Table-6 Box plot
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Table-7 Quantile-Quantile Plot.
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The next step was to assess the inter-question reliability using Cronbach's Alpha, as described in (George and Mallery, 2003).  Each question that makes up the set is known as an item on the scale.  Thus, Cronbach's alpha provides a way to evaluate a scale's reliability by looking at its internal consistency.  When the value is greater than 0.9, it is deemed important since it suggests that there are too many comparable features and the same thing is being produced.  Here is Table-8 from (George and Mallery, 2003) that can be used as a guide for interpreting Cronbach's alpha.  The results of Cronbach's Alpha for 7 factors are presented in Table-9, and the breakdown of those results is presented in Table-10.

Table-8 Rule of Thumb of the Cronbach's Alpha
	Cronbach’s Alpha
	Interpretation

	> 0.9
	Excellent

	> 0.8
	Good

	> 0.7
	Acceptable

	> 0.6
	Questionable

	> 0.5
	Poor

	< 0.5
	Unacceptable


Table-9 Cronbach’s Alpha for 7 Factors
	Cronbach's Alpha
	Number of Factors

	0.95
	7



This means that seven factors were used to determine the Cronbach's Alpha value.  As a general rule, Cronbach's Alpha tends to rise as the number of objects increases.  While things with a high Cronbach's Alpha tend to have good internal consistency, it doesn't prove they effectively measure the intended construct.  Simply said, it signifies that the products have consistent measurements.  Two important pieces of information regarding Cronbach's Alpha, a statistician's go-to for gauging an item set's reliability or internal consistency, are presented in this results table.  This reliability indicator has a Cronbach's Alpha of 0.95.  As Cronbach's Alpha can take on values between 0 and 1, this is an extremely high value.  If your set's reliability and consistency score is 0.95, then your set is excellent.  A Cronbach's Alpha of 0.7 or above is generally deemed adequate, whereas 0.8 or higher is deemed good, and 0.9 or higher is deemed great.  With a value of 0.95, the items measure the underlying construct fairly consistently, which is great.  This means that seven items were used to generate the Cronbach's Alpha value.  As a general rule, Cronbach's Alpha tends to rise as the number of objects increases.  While things with a high Cronbach's Alpha tend to have good internal consistency, it doesn't prove they effectively measure the intended construct.  Simply said, it signifies that the products have consistent measurements.

 Table-10 Breakdown of Cronbach’s Alpha for 7 Factors 
	 
	Cronbach's Alpha
	Cronbach's Alpha if Item Deleted

	Store Usefulness
	0.8
	0.94

	Store Enjoyment
	0.85
	0.93

	Store Ease of Use
	0.66
	0.95

	Store Trustworthiness
	0.92
	0.93

	Store Style
	0.77
	0.94

	Store Familiarity
	0.78
	0.94

	Store Settlement
	0.75
	0.94

	Intentions to Buy
	0.95
	0.93



Corrected item-total correlation and Cronbach's alpha when each item is excluded are what we care about when analysing Cronbach's alpha results.  It boils down to checking your scale's internal consistency and how each item affects it.  Here, a low correlation indicates that the item is not in such excellent agreement with the score of the other items, but a high correlation indicates that the item aligns well with the total score of the other items, contributing greatly to the scale's internal consistency. Table-7 show the breakdown of Cronbach’s Alpha for the 7 factors. With 0.8 Store Usefulness has a very strong correlation. With 0.85 Store Enjoyment has a very strong correlation. With 0.66 Store Ease of Use has a very strong correlation. With 0.92 Store Trustworthiness has a very strong correlation. With 0.77 Store Style has a very strong correlation. With 0.78 Store Familiarity has a very strong correlation. With 0.75 Store Settlement has a very strong correlation. With 0.95 Intentions to Buy has a very strong correlation.

Taking Store Usefulness off the scale reduces its Cronbach's Alpha, which means it doesn't provide anything useful and has a negative impact on the scale's internal consistency.  The fact that removing Store Enjoyment lowers the total Cronbach's Alpha indicates that it is not useful for the scale and has a detrimental impact on its internal consistency.  Store Ease of Use is an important component of the scale and adds favorably to its internal consistency; removing it raises the Cronbach's Alpha from the total scale, indicating this.  Taking Store Trustworthiness off the scale reduces its Cronbach's Alpha, which means it doesn't provide anything useful and hurts the scale's internal consistency.  The fact that removing Store Style reduces the total Cronbach's Alpha indicates that it is not useful for the scale and has a detrimental impact on its internal consistency.  Taking Store Familiarity off the scale reduces its Cronbach's Alpha, which means it doesn't provide anything useful and hurts the scale's internal consistency.  The fact that removing Store Settlement lowers the overall Cronbach's Alpha indicates that it is not useful for the scale and has a negative impact on its internal consistency.  By reducing the overall scale's Cronbach's Alpha, removing Intentions to Buy suggests that the item is not useful for the scale and badly impacts its internal consistency.

Using an independent samples T-test, we examined the null hypothesis that no association exists between the seven criteria that online shoppers consider important and their propensity to make a purchase.  The T-test is administered with a 95% confidence interval when the score of the intents to buy from this study reaches 6.2.  See the 7 Factors' T-Test results in Table-11.

Table-11 Independent T-test for 7 Factors
	 
	Mean
	t
	df
	p

	Usefulness
	6.15
	-0.4
	29
	0.693

	Enjoyment
	6.2
	0
	29
	1

	Ease of use
	5.38
	-5.24
	29
	<.001

	Trustworthiness
	6.08
	-0.89
	29
	0.379

	Style
	5.85
	-2.45
	29
	0.021

	Familiarity
	5.33
	-7.18
	29
	<.001

	Settlement
	5.87
	-2.14
	29
	0.041



At the predetermined significance level of 0.05, we found p-values of.693, 1, and 0.379 for Store Usefulness, Store Enjoyment, and Store Trustworthiness, respectively.  For these reasons, we cannot conclude that the null hypothesis is false based on the t-test results.  When it comes to Store Style, Store Familiarity, Store Settlement, and Store Ease of Use, the p-values are lower than the predetermined significance level of 0.05.  Thus, the null hypothesis was rejected due to the significant T-test result for the given data.

5. Discussion and limitation 

Several new insights regarding the public's perception of internet shopping in Hong Kong have emerged from this survey. The original purpose of this research was to develop evaluations for seven key ideas related to the concept of online store image. The measures, which include a variety of items, have been through normal reliability tests. The results of this study establish a relationship between these variables and the favorable perception of online purchasing. The two store metrics with the greatest Cronbach's Alpha coefficients are store trustworthiness and store enjoyment. On the one hand, it improves and expands upon similar empirical research in the area. However, it did address a need, as there has been very little study on what factors affect Hong Kong residents' perceptions of online stores and their intents to shop there in the past several years.

Nevertheless, the individuals' ages are a drawback of this research. We made a lot of efforts to reach out to younger generations, but they were unwilling to participate in our study. This study does not include many younger generations, and the majority of participants are older than 30. Although the purchasing power of youngsters may not be as solid as that of adults, youngsters is the next generation who uphold the purchasing power, whose current perception is our coming demand. Another limitation is that here is limited famous online store in Hong Kong. In this study, interviewee was required to study only the website of HKTVmall (1137.hk) online store before filling out the survey. The findings of study would be more representative and fruitful if interviewee could study more website of online store in Hong Kong before filling out the survey. Final limitation is the types of products of online store. As here is limited famous online store in Hong Kong, we cannot divide the online store into different category according to the types of its selling product. Therefore, this study can only base on an online store which is currently selling different kinds of products.

6. Conclusions and recommendations

The focus of this research was the perception of internet stores.  The literature on the topic of online store image was reviewed in this study.  A preliminary measurement tool was developed by combining this approach—which was suggested by Churchill (1979)—with a focus group trial run.  My Pilot Test made use of this in the end.  This study enhanced the tools by analyzing the data from the Pilot Test. After that, 7 Factors were identified, each containing 26 components, that contribute to the perception of online stores. 

There are a minimum of two findings from this investigation.  To begin, contrary to the results of earlier studies, we find that the image of an online business has a minimal link with store ease of use and store settlement.  Two, the study confirms what Van der Heijden and Verhagen (2004) found, which is that shop trustworthiness is an important part of customers' perceptions of online stores, and it suggests that store enjoyment is a major element in customers' propensity to make a purchase.  Investing in making the store more noticeable and appealing is not likely to have a significant impact on the perception of online stores, according to this study.  Improving the Store Trustworthiness and Store Enjoyment of one's website is a win-win for online stores.  If the marketing budget needs to be prioritized, this study provides support for that.

Consumers' perceptions of physical and virtual stores have a direct impact on their propensity to shop online (Verhagen & Van Dolen, 2009).  In addition, they confirmed that the offline store impressions were used as benchmarks for the internet stores.  However, the prospective interactions between online and offline store image components are not addressed in this work, which focuses solely on the structural relationships between online store image.  Many stores actually have both physical locations and an online presence.  Therefore, it would be wise for researchers to delve further into the interconnections between different facets of a store's offline and online images in the future.  However, here is the proposal that participants can be divided into different age groups in future studies.  Additional categories of online stores, such as those selling books, clothing, food, electronics, etc., could be the subject of future studies.  Investors and readers alike will be able to zero in on the best places to put their money to reach various types of online shoppers.
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Table-1 Measurement development process

Step Description
1 Specify domain of construct
2 Generate sample of items
3 Collect data
4 Purify measure
5 Collect data
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Table-3 Descriptives of the sample (n = 30)

Count Percent
Gender

Male 15 50
Female 15 50
Tntermet experience (self-reported)

Very inexperienced 0 0
Tnexperienced 0 0
Neutral 5 5
Experienced B 5
Very experienced 2 5
History of buying a product on the web

Never 0 0
Less than every month 0 0
Every month B 26
Every week 20 666
Everyday 2 66
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Appendix A. Final measurement scales for online store image

(The response categories were: very, quite, some, neutral, some, quite, very.)




image8.png
Online store Usefulness

1. Little information about the products—much information about the products.
2. Little value for money—a lot of value for money.

3. Uninteresting offers—interesting offers.

4. Bad alignment with my interests—good alignment with my interests.

Online store Enjoyment

5. Boring site—fun site

6. Little pleasure to browse through—great pleasure to browse through
7. Unattractive site—attractive site.

Online store Ease of Use

5. Hard to use—easy to use.
9. Bad representation of the products —good representation of the products.
10, Inflexible site—flexible site.

11, Hard to learn how to use the site—easy to learn how to use the site.
Online store Trustworthiness

12 Does not keep my personal data confidential— does keep my personal data
confidential

13 Bad reputation—good reputation

14 Unreliable enterprise—reliable enterprise.

15 Unsafe financial Settlement—safe financial Settlement
Online store Style

16 Unhelpful—helpful
17, Unfriendly—friendly.

18, Less knowledgeable—very knowledgeable.
19, Calm—pushy.
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Online store Familiarity

1.Infrequently seen advertisements on the Internet— frequently seen advertisements on
the Internet.

2.Infrequently seen advertisements outside the Internet—frequently seen
advertisements outside the Internet.

3.Unknown enterprise—well known enterprise.

Online store Settlement

4.Slow delivery—fast delivery.
5. Limited choice of delivery options—wide choice of delivery options.
6.Unreliable delivery—reliable delivery.

7.Slow financial Settlement—fast financial Settlement.

Intention to purchasing online (measured on a seven-point Likert scale from highly

unlikely to highly likely)

8.How likely is it that you would return to the name website?

9 How likely is it that you would consider the purchase of a product at the HKTVmall|
website in the short term?

10.  How likely is it that you would consider the purchase of a product at the HKTVmall
website in the long term?

1. How likely is it that you would consider the purchase of a product at the HKTVmall

website if you need the product?




