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1. Introduction  

In this chapter, it will be introducing the research background, objectives, questions and 

research flow. At the end of the chapter, there will be a summary as conclusion for these 

introductory topics. 

 

1.1 Background 

 

Since the start of the Covid-19 pandemic with all social distancing policy to be introduced and 

quarantine, it has accelerated the adoption of digitalization and it has triggered the higher 

dependency and demand on E-commerce. The reshaping of the shopping habits with no 

constraints of physical geography; along with other emerging new media that can always direct 

people to the targeted E-commerce business, these factors have added the flexibility and 

convenience that traditional business environment will not able to provide.  

 

Figure 1 Hong Kong E-commerce Value (HK$ Billion), 2016-24f   

The above has shown a steady growth of Hong Kong E-commerce value since 2016, in 

foreseeable future, it is reaching 226 Billion in 2024. (GlobalData, 2021) 

This report is an investigation of factors that have accelerate the popularized of online 

purchasing, factors that affects people online purchase intention and a forecast that based on 

scientific evidence what factors will increase the acceptance of online purchasing products 

with high price points.  
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1.2 Research Questions 

 

In this report, it is going to address below research questions: 

1. What are the factors that have accelerated the adoption of online shopping?  

2. What are the factors that will affect the willingness of online shopping?  

3. How to increase the customer acceptance of online purchasing high price point products? 

ie. Designer brands ready-to-wear, handbags, watches, etc.  

1.3 Research Objective  

 

This report will be answering the research questions based on studying key factors that affect 

customers’ acceptance and constant growth of E-commerce business.  

 

1. To understand the factors that have led to the popularize of online shopping  

2. Propose research model and verify the model throughout the research  

3. Based on research and solid scientific evidence to suggest recommendation for 

increasing customers’ acceptance and willingness of online purchase high price point 

products.  

 

1.4 Research Flow 

 

Introduce 
research 

background 

Identify research 
questions and 

objectives 

Literature 
Review 

Focus Group & 
pilot test

Formulate 
questionnaire

Identify research 
framework

Formal survey 
distribution 

Data analysis 

Conclusion & 
Recommednation
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1.5. Concluding Summary  

 

To conclude the first chapter, by identifying the research background, objectives, questions 

and research flow. Therefore, to base on the research model to understand the customers’ 

behaviors and further improve the adoption towards E-commerce and further discuss the 

acceptance to online purchase high price point products.  

 

2. Literature Review 

In chapter 2, academic journals will be adopted to provide the legitimacy for the research 

methodology in this report.  

 

2.1 Technology Acceptance Model (TAM) 

 

Technology Acceptance Model (TAM) is a formal information system designed to collect, 

process, store and distribute information of users’ acceptance to use a technology. (Venkatesh 

& Bala, 2008) TAM was developed by Fred D. Davis in 1989 that consider one of the most 

used models for technology adoption with focus on 3 big categories – perceived usefulness, 

perceived ease of use, and user acceptance of information technology. (Davis, 1989) 

 

2.2 Perceived usefulness (PU)  

 

This section will be describing the definition and measurement of PU.  
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2.2.1 Definition of perceived usefulness 

 

Perceived usefulness is defined as the degree of a person believes that a system can be useful 

to enhance their job performance particularly. (Davis, 1989) 

 

2.2.2 Measurement of perceived usefulness 

 

Perceived usefulness is to be measured by using indicators like speed of tasks, time and effort 

saving, cost reducing and overall usefulness that lead to the attitude towards usability. (Davis, 

1989) 

 

2.3 Perceived ease of use (PEOU) 

 

This section will be defining the definition and measurement of perceived ease of use.  

 

2.3.1 Definition of perceived ease of use 

 

Perceived ease of use is defined as the degree of which a person believes that using a systems 

would be free from effort. (Davis, 1989) The acceptance of adoption to particular system or 

technology will be higher if it is easy to use; in opposite, if the system or technology is 

difficult to use, users might not have positive attitude towards it. (Davis, 1989) 

 

2.3.2 Measurement of perceived ease of use 

 

To measure perceived ease of use, it will be scale items developed by Davis (1989), including 

easy to use, increasing of productivity, confidence in using the system, frustrations and 

difficulties during adoption. (Davis, 1989) 
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2.4 Electronic Word of Mouth (eWOM) 

 

This section will be defining the definition and measurement of eWOM.  

 

2.4.1 Definition of eWOM 

 

EWOM can be defined as any negative or positive comments that made by or exchange by 

customers about a company or a product through different forms on digital platform. (Hennig-

Thurau, 2004 )  

 

2.4.2 Measurement of eWOM 

 

In today’s world, eWOM is consider more effective than advertising or marketing message as 

People often perceive comments that made by friends and family with more credibility and 

trustworthy, therefore many companies recognized that to generate positive eWOM is a 

important tool for promoting their products or services. The impact of eWOM can be measured 

by applying information adoption model (IAM) and the technology acceptance model (TAM). 

(Md. Atikur Rahaman, 2022 ) 

2.5 Perceived value 

 

This section will be defining the definition and measurement of perceived value. 

 

2.5.1 Definition of perceived value  

 

Perceived value can be defined as customer’s perception towards a product or service, 

especially to compare with a competitor’s item. (Kopp, 2020) 

 

2.5.2 Measurement of perceived value 

 

Perceived value can be measured by the price that the customers willing to pay for a particular 

product or service. (Kopp, 2020) 
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2.7 Electronic service quality (e-servqual) 

 

This section will be defining the definition and measurement of e-servqual.  

 

2.7.1 Definition of e-servqual  

 

E-servqual can be defined as electronic service quality that an online purchase platform 

supports purchases and delivery of the products. (Ejub Kajan, 2012) 

 

2.7.2 Measurement of e-servqual  

 

A 4-dimension scale called SITEQUAL was developed by Yoo and Donthu in 2001 to 

measure online service quality, which included ease of use, aesthetic design, processing 

speed and the interactive responsiveness (Yoo, 2001) 
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3. Research Methodology 

 

This chapter will identify the research methodology that this research will adopt. 

 

3.1 Research Framework 

 

 

 

 

 

 

  

Figure 2 Research Framework 
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H1: Perceived usefulness will positively affect the intention of online purchase. (Davis, 1989) 

 

H2: Perceived ease of use will positively affect the intention of online purchase. (Davis, 1989) 

 

H3: EWOM will negatively affect the intention of online purchase (Hennig-Thurau, 2004 ) 

 

H4: Perceived Value will negatively affect the intention of online purchase. (Kopp, 2020) 

 

H5: E-servqual will positively affect the intention of online purchase. (Yoo, 2001) 

 

3.2 Type of Research 

This section will discuss the type of research that will be adopt. 

 

3.2.1 Qualitative research 

Qualitative research is identified as the study of the nature of phenomena, this type of 

research will include the data in form of words but not numbers. (Philipsen, 2007) 

 

3.2.2 Quantitative research 

Quantitative research is identified as a process of numerical data collection and analyzing, it is 

the opposite of qualitative research, this type of research will only include numerical data. It 

can be used to make predictions based on finding patterns, average, relationships, etc. 

(Bhandari, 2020) 

 

 



9 

 

3.3 Sampling Method 

Samples method has two primary types:  

- Probability sampling: To involve a random selection among a group, this can allow 

strong statistical inferences to be made to the group.  

- Non-probability sampling: To involve a non-random selection among a group, this 

can allow more convenient and easier to collect data. (McCombes, 2019) 

 

3.4 Questionnaire Design 

 

To ensure the validity of survey questions, the design of the questionnaire will be based on 

academic scholar support.  

 

3.4.1 Focus Group 

 

A focus group is a research method that needs to involve a small group of people to answer 

prepared questions in a setting that has predefined demographic traits, it is also a type of 

qualitative research, instead of numerical data, the result can be gained through observation, 

conversation or even body language. (George, 2021) 

 

3.4.2 Pilot Test  

 

A pilot test is a strategy adopted to test the designed questionnaire with a smaller sampling 

size compare to the planned size, it can ensure the correctness of a questionnaire and the 

survey is on a direction that serves the purpose of the study.  
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3.5 Formal Survey 

 

After the amendment for mistakes or loopholes discovered during the pilot test, a formal 

survey will be distrusted to targeted group by snowball sampling to recruit research 

participants. With the gained data from the formal survey, therefore, to further analyze.  

 

3.6 Data Analysis 

 

Data analysis will be based on 2 types of analysis, reliability and correlation.   

 

3.6.1 Reliability Analysis 

Reliability analysis is a procedure that calculates a commonly used measure of scale 

reliability and be able to provide information related to individual items within the scale. 

Alpha (Cronbach) model will be adopted, data will be analyze based on the average inter-

item correlation. 

 

3.6.2 Correlation 

Correlation research is a method that gained data by observing the relationship between two 

variables statistically. The aim of correlation research is to understand the relationships of 

variables that a change in one of them can creates changes in another. 

 

3.7 Research Ethics 

 

Data collection through this questionnaire will solely be for research study purpose.  
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4 Research limitation 

The research will only receive data that is limited within Hong Kong. 

5 Direction of further research 

To further develop the research, instead of focusing to obtain data within Hong Kong, the 

research can be done within Asia Pacific selected markets; therefore to further discuss and 

explore different solutions to enhance the online purchase intention. 

6 Timeline 

Below Gantt chart present the timeline breakdown of this report construction. 

 

Figure 3 Gantt Chart for research report 
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