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Abstract

With the rapid development of technology, both the Internet and information technology are
inseparable from the details of our lives. Consumers' online shopping model is also becoming more
popular. People can shop online anytime and anywhere, not limited to time, space, or region.
Especially under the impact of COVID-19 on the global economy, online stores have more potential
for development than physical stores. Although online stores and online shopping platforms have
sprung up after a rain, they are flooding rapidly. However, the online shopping penetration rate in
China is three times higher than that in Hong Kong. Currently, online shopping in Hong Kong
accounts for only 2% to 3% of the overall retail market. Given this, we must understand why Hong
Kong consumers choose online stores or online shopping platforms to purchase and explore the
various factors that restrict consumers' online shopping behaviors. The purpose of this research is to
analyze how companies can make actual purchase behaviors in the absence of the services of
traditional sales staff and allow consumers to experience and feel the products so that the consumer
groups agree and have the willingness to buy and to explore the effects of consumers' online shopping
intentions. Research and then provide suggestions for current and future online shoppers, an e-
marketing strategy that allows practitioners to identify the factors that drive consumers' online
purchases and promote the development of the company's success. According to previous researches,
the reasons for restricting online shopping among consumer groups mainly involve privacy issues,
incompetent delivery, purchase willingness, perceived risk, and experience in shopping e-commerce.
In addition, personal information, product quality, safety, and business reputation are all factors
commonly evaluated by customers to determine whether the online store is trustworthy and thus

generate purchase behavior.



This study uses quantitative research methods, and the research is based on a previous research model
as a research tool (Li, Kim and Park, 2007). The model shows a significant relationship between
trust and purchase intention. In the purchase intention, trust will be affected by other independent
variables, such as "E-commerce Knowledge", "Perceived Reputation", "Perceived Risk", and

"Perceived Ease of Use".

The content of the questionnaire in this study is divided into ten parts: the first part is to screen the
interviewees; the second to the seventh is "e-commerce knowledge" (ECK), "perceived reputation”
(REP), "perceived risk" (RISK), "Perceived Ease of Use" (PEOU), "Trust" (TRU) and "Intention to
Purchase" (INT). The items measured in the questionnaire are evaluated on the Likert seven-point
scale. "1" means strong disagreement; "2" means moderate disagreement; "3" means slight
disagreement; "4" Represents neutrality; "5" represents slight agreement; "6" represents moderate

agreement and "7" represents strong agreement.

Research results show that there is an important relationship between variables in addition to trust
and perceived ease of use. This study verifies that consumer trust has a significant impact on purchase
intention. The research results can be used for future researchers and practitioners to have an in-depth

discussion and reference these findings.

Keywords: online shopping behavior, shopping experience, appropriation, privacy, trust, Credibility,

perceived risk.



1. Introduction

With the advancement of science and technology, the Internet was initially mainly used to provide
information transmission, until now, it has become very trendy. Many companies are investing in
network services in order to meet the needs of the market. Tend to make the service more refined
(Leiner et al., 1997). Information technology has wholly subverted our lives by the development of
the Internet and even affected the economic development of the entire society. Many investors have
devoted themselves to developing the Internet industry and e-commerce field, breaking the traditional
industry and still becoming the trend of "networking". For enterprises, the Internet has become an
excellent medium for advertising, marketing, and online transactions, Moreover, the Internet also

stimulates the buying potential of endless consumers. (Quelch and Klein, 1996).

However, the findings of a survey conducted by the Hong Kong Consumer Council in November
2016 on "Hong Kong Consumer Attitudes, Business Practices, and Legal Protection" (Hong Kong
Consumer Council, 2016) showed that the penetration rate of online shopping in Hong Kong It only
accounts for 23% of the retail market, but the mainland has reached 67%, three times that of Hong
Kong. In 2015, the total transaction value of online shopping in Hong Kong was about 34.2 billion
Hong Kong dollars, only about 0.53% compared to the total transaction value of 5,155.6 billion yuan
in China's online shopping. Industry insiders who operate online stores estimate that online shopping

in Hong Kong currently accounts for only 2% to 3% of the overall retail market (K4, 2017).

Global e-commerce retail sales in 2016 nearly doubled from HK$14.8 trillion to HK$27.2 trillion in
2019 (eMarketer, 2019). In 2018, Hong Kong’s business revenue from goods, services, or
information sold through electronic channels amounted to HK$491.7 billion, 73% higher than in 2012
(Census and Statistics Department, 2020). Analyzed by customer category, the business revenue

generated by individual consumers accounted for 60% of the total e-commerce revenue in 2018.

Therefore, The battle for online consumers has already unknowingly started ( Modahl, 2000 ) .If

companies want to occupy an important position in the online market, they must understand why

3



Hong Kong consumers choose online stores or online shopping platforms to purchase, and they need
to explore various factors that restrict consumers' online shopping behaviors. Only by thoroughly
understanding the behavior and decision-making process of the consumer groups in the online market,

the Internet industry can formulate high-quality marketing strategies to gain the favor of Internet users.



2. Theoretical Background

2.1 The definition of online shopping and influencing factors

The earliest concept of online shopping was derived from "Interactive Home Shopping". "Interaction"
refers to the continuous two-way communication between two parties (Hoffman and Novak ,1997),
and "interactive home shopping" refers to the interactive behavior of buyers and sellers on the

interface of response time and context (Alba et al., 1997).

The nature of the product may affect its suitability for online sales. According to consumers'
perception of product quality before and after purchase, goods can be divided into search wealth,
experience wealth, and trust wealth (Darby and Karni, 1973). Search wealth can obtain complete
product information during the search stage, and its evaluation cost is lower than that of experience
wealth, but it is impossible to know its quality even after purchase and use for trust wealth. Therefore,
search wealth and trust wealth are suitable for online sales, while experience wealth will be more

suitable for buying at store retailers (Alba et al. 1997).

At present, most of the products sold on the website are computers, clothing, leather shoes, medical
and health care products, watches, flowers, gifts, and books. The characteristics of these products are
(1) Low level of involvement-products that consumers do not need to view and inspect personally;
products that are commonly used or familiar in daily life. (2) Low value-Homogeneous products are
pretty similar in quality to customers, and consumers will focus on price. (3) Low risk-products that
can be tried directly. (4) High brand degree-a product whose brand function is already well-known to
consumers. (5) Easy delivery products that do not require physical delivery, such as software (Kyle

Anstey, 2021).

The retail format will also affect its advantages in entering online sales. Manufacturers of consumer
products most suitable for survival in an interactive shopping environment must have a competitive

advantage (Aaker, 1989) in line with this environment. Businesses operating "product catalogues"



are most suitable to adopt interactive shopping channels because they have experience and advantages

in ordering and distribution management and other aspects. (Alba et al. ,1997).

2.2 E-commerce knowledge

Electronic commerce is a commercial transaction over the Internet, where consumers make online
purchases after browsing shopping websites (Rayport and Jaworski, 2001). Shopping behavior
refers to consumers making online orders through web advertisements, direct purchases, or purchases
through browsing advertisements in other media (‘E ¥R &, 1998). Online shopping refers to
companies accepting customers to order products or services on the Internet through shopping stores

or shopping platforms (Z=3{%5, 2000).

2.3 Consumers' Motivation for Online Shopping

Consumers generally believe that they can quickly find cheap and good-quality products in the online
market. Studies have shown that the important factors driving consumer groups to online shopping
include: (1) the way that online stores can provide consulting services; (2) a time-saving and
convenient shopping behavior process; (3) products with returnable services; ( 4) You can shop
anytime and anywhere regardless of time or region; (5) Products can give a reputation, positive image
and brand representation; (6) Provide installment services; (7) Product diversification. (Alba et

al. ,1997)

2.4 Consumer protection system

Consumer groups are faced with problems such as the remote transaction mode and product quality
of online stores, which may deviate from expectations. Therefore, the protection of the "sales" and
"after-sales" stages is critical. Therefore, a comprehensive system to protect online consumers
proposed in the 2019 World Economic Forum should cover online shopping (1) pre-sales (sufficient
information on products); (2) sales (providing the right to terminate the contract and compulsory

choice of the cooling-off period); (3) After-sales (with complaint channels, able to arrange
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return/refund service for customers and inexpensive dispute resolution mechanism) 3 stages (World

Economic Forum, 2019).

2.5 Trust

Trust in online shopping refers to consumers' willingness to rely on online stores and online shopping
platforms and take action. In this case, consumers' behaviors are vulnerable to sellers' harm
(Jarvenpaa, 1999). Trust is a risk-taking behavior: or people are willing to follow this behavior at the
time (Smith and Barclay, 1997). Trust is the willingness of consumers to respond positively to the
seller and based on the expectation that the seller can perform corresponding behaviors (Mayer, Davis,
& Schoorman, 1995). Nevertheless, (Kim, Xu & Koh, 2004) and others believe that trust believes
that the interactive relationship in the other party is reliable. (Michell, Reast & Lynch, 1998) believes
that trust is a measure of the two additive dimensions of emotion and cognition: the emotional
dimension is integrity and fairness; the cognitive dimension is reliability and satisfaction. (Lewicki

& Bunker, 1995)

further divides trust into three types, and they are all sequential and closely intertwined, namely
computational trust, knowledge trust and identity trust. (Doney & Cannon, 1997) believes that trust
is the belief that the other party is reliable and well-intentioned. They define reliability as the feeling
of trustworthiness their partners' of the words, deeds and related partners; goodwill refers to the
pursuit of the most significant benefit for the other party under the factors of goals and welfare. Trust
(McKnight, Cummings & Chervany, 1998) pointed out that trust can be divided into trust intention
and trust belief. There are two types of trust intentions: (1) The intention is to make potential
customers believe the entrusted stranger for the first time to establish initial trust; (2) The intention is
to make the former customer and the trustee have transaction experience and then make the other
party believe again, which becomes repeated trust ( Rotter, 1980). The trust belief is also divided into

two structures: (1) the intention of trust, which means that someone is willing to rely on another



person in a specific situation; (2) the belief of trust, which means that someone trusts the other person

to be benevolent and have Competent, and predictable honesty.

Moreover, (Singh & Sirdeshmukh, 2000) also believe that one must have strength and kindness to
build consumer trust. (Gefen, Karahanna & Straub, 2003), Etc. Synthesized predecessors' concept
and measurement of trust definition and generalized trust. Researchers divided the view of trust into

the following four parts:

(1) Specific beliefs mainly deal with the integrity, kindness and ability of the other party.

(2) It is generally believed that the other party can be trusted.

(3) It is the care of the other party, and the response reflects the perception of trust and security.

(4) A combination of the above three parts.

In the case of e-commerce, since consumers cannot face the seller directly, both parties will have
unpredictable behaviors and self-interested behaviors, that is, speculation (Jang, Jeong & Jeong,
2005). (Hosmer, 1995) Moreover, others believe that these uncertain factors will always exist, and
the successful completion of the entire transaction becomes an essential key to avoiding speculation.
In this environment, neither the seller nor the buyer has the feeling of trusting each other, and it cannot
be regarded as equivalent to trust. Because online stores and online shopping platforms do not have
relevant management when buying or selling products (Jeong, Jeong & Lee, 2006). Therefore, trust

is more important and plays a vital role in transactions in uncertain and insecure situations.



3. Research Design

3.1 Sample and data collection

The questionnaire survey obtained 194 samples, including 191 valid samples and three invalid

samples. The sample is from a parent of a secondary school.

This study will use the method of a questionnaire survey to explore various factors that restrict
consumers' online shopping behaviours. The research aims to explore consumers' considerations, pain
points and unmet needs when choosing an e-commerce shopping platform, understand consumers'

online shopping habits, and make statistics on consumers' preferred payment methods.

This research focuses on the in-depth study of consumers' actual shopping experience from the three
dimensions of physics, ideology and pragmatism. The research subjects have at least one year of
online shopping experience. Their age ranges from 18 to 61 years old. They are composed of
consumer groups of different genders, students, jobs, family managers or retirees, and learn from
society and culture. Target online shoppers and analyze the influence of their shopping habits and

tribal buying behaviour.

The primary purpose of this research is to explore the influence factors of online trust on consumers'
purchase intention. Therefore, the research object is set to people over the age of 18, and 20
respondents who have browsed online shopping websites or have online shopping experience
participated in this study to analyze the impact of their trust on online shopping consumers' purchase
intention. The questionnaire uses the Google form method to distribute the online questionnaire,

allowing qualified volunteers to link the URL to the Google form to fill in the questionnaire.



3.2 Research structure

The primary purpose of this research is to explore the influence of trust on online consumers' shopping
intentions in the Business-to-Customer (B2C) market. The relationship between the factors of "e-
commerce knowledge", "perceived reputation", "perceived risk", and "perceived ease of use"

proposed by) and trust are used as the basis of the research framework.

The intention of online consumers to purchase products depends on their trust in sellers. They will
not make transactions with untrustworthy online stores or shopping platforms (Weszczynski, Roth
& Segar, 2002), and confidence will also be affected by e-commerce knowledge, Perceive the impact
of reputation, perceived risk, and perceived ease of use. Therefore, the theoretical relationship of all

variables from the model has been incorporated into the online shopping environment.

This study considers the above factors as independent variables in the model, while trust is an
intermediary variable; purchase intention is a dependent variable to determine their direct and
intermediary effects. The relationship between the hypothetical variables shown in Figure 3.3 is as

follows.
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3.3 Research model

Schematic diagram of the influence of online trust on consumers' purchasing intentions

E-commerce Knowledge

H1

Perceived Reputation

Trust H> Intention to Purchase

Perceived Risk

N

Perceived Ease of Use

Figure 3.3
Source: Rong Li, Jae Jon Kimll, Jae Sung Park (2007)
{ The effects of internet shoppers' trust on their purchasing intention in China}

3.4 Research steps
This research mainly explores the influence of online trust on consumers' purchase intention. The

research steps will be divided into several parts.

First, establish research questions based on the motivation and purpose of this research. Then refer to
relevant literature and research questions according to the research scope discussed. Shows a research
framework and proposes research hypotheses to explore how trust and variables affect consumers'
purchase intentions. After that, determine the variables' definition, survey, and measurement
description. Then conduct a formal questionnaire survey. Finally, collect and analyze the data and

make recommendations.
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3.5 Research tools

Questionnaire surveys can collect the most research data in the shortest time. Through good
questionnaire design and analysis, researchers can understand the attitudes and values of the research
subjects and then summarize the research conclusions to achieve the purpose of the research. It is the

research method most commonly used and most liked by social science researchers.

3.5.1 Questionnaire surveys

The questionnaire design of this research is based on the factors discussed in the relevant literature
about the influence of online trust on consumers' purchasing intentions. Each variable's definitions
and question items are integrated concerning the relevant literature, and the factors studied are slightly

different. They are modified to suit the context and purpose of this research.

The content of the questionnaire in this study is divided into ten parts: the first part is to screen the
interviewees; the second to the seventh is "e-commerce knowledge" (ECK), "perceived reputation”
(REP), "perceived risk" (RISK), "Perceived Ease of Use" (PEOU), "Trust" (TRU) and "Intention to
Purchase" (INT). Each variable is composed of 3-4 measurement variables. To ensure the validity of
the research variables and the content of the measurement variables, the scale uses all measurement
variables that have been used in existing research cases. It can be seen from Table 1 that the relevant
research variables, operational definitions, measurement variables and sources in the research are
listed in detail for the design and research analysis of the follow-up questionnaire of this research
(Baek et al., 2006; Jong & Lee, 2000; Dowling & Staelin, 1994; Gefen et al. 2003; McKnight,
Choudhury & Kacmar, 2002). The eighth part is the types of online shopping of the respondents;
the ninth part is the shopping habits; the tenth part is the respondents' information. Please refer to
Table 3.5 Research Variables and Operational Definitions and Attached Table 1 Questionnaire for

detailed information.
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Table 3.5 Research variables and operational definitions

. Operational Measurement Source of the
Research variables
definition variable question
E-commerce Understand the ECKI1. I am familiar (Baek et al.,20006)

Knowledge (H1) purchasing method, with the process of
payment process, online shopping.
product search and ECK2. I am familiar
return process of the with online shopping.
Internet shopping ECK3. I am familiar
mall. with the process of

online shopping and
payment.

ECKA4. I am familiar
with the return
process of online
shopping.

Recognized Understand customers' | REP1. The online (Jong & Lee,2000 )

Reputation (H2) perception of the store or shopping

reputation of Internet

shopping malls.

platform has a good

reputation.

REP2. The online
store or shopping
platform strives to get

positive reviews.

REP3. The online
store or shopping
platform has a good

image.

To be continuous next page.
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Perceived Risk (H3)

Understand the
uncertainty and
undesirable
consequences of

shopping behavior.

RISK1. Compared
with other shopping
methods, this online
store or shopping
platform has more

risks

RISK2. The online
store or shopping
platform has only low

protection.

RISK3. There is a
difference between the
products purchased in
this online store or
shopping platform and
the products actually

delivered.

RISK4. The online
store or shopping
platform provides

low-quality products.

(Dowling & Staelin,
1994)

Ease of use (H4)

Understand the
cognitive indicators
required to study hard
and use new
information

technologies.

PEOUI This online
store or shopping
platform can save
time and effort when

operating.

PEOU2 Shopping in
this online store or
shopping platform is

very convenient.

PEOU3 On the online
store or shopping
platform is simple and

easy to remember.

PEOU4 This online
store or shopping
platform strives to
provide concise and

fast payment terms.

(Gefen et al.,2003)




Trust (HS)

Understand the
specific trust of secure
electronic
transactions, which
mainly involves
honesty, goodwill and
ability to the other
party during the initial

entire transaction.

TRUI. The online
store or shopping
platform can strive to
achieve customer

satisfaction.

TRU2. The online
store or shopping
platform can provide

customer care.

TRU3, this online
store or shopping
platform is

trustworthy.

TRU4. The online
store or shopping
platform will strive to
provide high-quality

products.

(Gefen et al.,2003)

Purchasing intention
(Ho)

Measures the
likelihood of a
customer to purchase

a product or service.

INT1. I am willing to
purchase products on
this online store or

shopping platform.

INT2. I will most
likely purchase
products through this
shopping site in the

future.

INT3. I would
recommend this
online store or

shopping platform to

my friends.

McKnight, Choudhury
& Kacmar (2002)

Table 3-5 Research variables and operational definitions, data source: collated by this research
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3.5.2 Questionnaire content:

3.5.2.1 E-commerce knowledge

Understand the purchasing method, payment process, product search and return process of the

Internet shopping mall.

ECKI1. I am familiar with the process of online shopping.

ECK2. I am familiar with online shopping.

ECK3. I am familiar with the process of online shopping and payment.

ECK4. I am familiar with the return process of online shopping.

3.5.2.2 Recognized reputation

Understand customers' perception of the reputation of Internet shopping malls.
REPI. The online store or shopping platform has a good reputation.
REP2. The online store or shopping platform strives to get positive reviews.

REP3. The online store or shopping platform has a good image.

3.5.2.3 Perceived risk

Understand the uncertainty and undesirable consequences of shopping behavior.
RISK1. This online store or shopping platform has more risks than other shopping methods.
RISK2. The online store or shopping platform has only low protection.

RISK3. There is a difference between the products purchased in this online store or shopping platform

and the products actually delivered.

RISK4. The online store or shopping platform offers low-quality products.

16



3.5.2.4 Easy to use

Understand the cognitive indicators required to study hard and use new information technologies.

PEOUI This online store or shopping platform can save time and effort when operating.

PEOU2 Shopping in this online store or shopping platform is very convenient.

PEOU3 On the online store or shopping platform is simple and easy to remember.

PEOU4 This online store or shopping platform strives to provide concise and fast payment terms.

3.5.2.5 Trust

Understand the specific trust of secure electronic transactions, which mainly involves honesty,

goodwill and ability to the other party during the initial entire transaction.

TRU1. The online store or shopping platform can strive to achieve customer satisfaction.

TRU2. The online store or shopping platform can provide customer care.

TRUS3, this online store or shopping platform is trustworthy.

TRUA4. The online store or shopping platform will strive to provide high-quality products.

3.5.2.6 Purchase intention

Measure the likelihood of a customer buying a product or service.

INT1. I am willing to purchase products on this online store or shopping platform.

INT2. I will most likely purchase products through this shopping site in the future.

INT3. I would recommend this online store or shopping platform to my friends.

17



4, Measures

The Likert Scale created by the psychologist Rensis Likert is currently the most widely used
measurement survey method (Likert, 1932). The measurement method usually uses an odd-point or
even-point scale to measure the degree of agreement or disagreement. It is generally believed that the
scale tends to have more points than or the seven-point scale will have higher reliability (Cicchetti,
Showalter & Tyrer, 1985). In the early days, more scholars believed that a scale with a higher number
of points helped to improve the reliability of the measurement (Masters,1974). Many

psychometricians also advocate using seven or nine-point scales (Nunally, 1978).

The items measured in the questionnaire are evaluated on the Likert seven-point scale. "1" means
strong disagreement; "2" means moderate disagreement; "3" means slight disagreement; "4"
Represents neutrality; "5" represents slight agreement; "6" represents moderate agreement and "7"

represents strong agreement.

5. Data processing

In this study, SPSS16 statistical software analysis tool was used for data analysis. In this study, the
Significance Level was set to 0.05. The research problems were analyzed and verified through
Descriptive Analysis, Reliability Analysis and Regression Analysis methods, and tried to explain the

relevance and results of the primary variable research.

5.1 Descriptive Analysis

This research will use narrative statistical analysis to understand the personal data of my interviewees
and the status of online shopping behaviour, explore the characteristics of online shopping consumers,
and summarize the situation of the average and standard deviation of various scales of online

shopping behaviour.
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5.2 Reliability Analysis

This study uses Reliability Analysis to measure whether the reliability of the questionnaire items
among various variables has internal consistency (Internal Consistency) and the degree of stability
(Cooper & Schindler, 2003). Cronbach’s Alpha is used to test the reliability of the scale. The
higher the coefficient, the higher the internal consistency, stability and accuracy (Nunnally, 1978).
It is generally believed that Cronbach’s a values are more significant than 0.7. High reliability
(Cronbach, 1951). In addition, this study will check whether the item-total correlation is lower than

0.6 as the criterion for deleting items.

5.3 Regression Analysis

This research will use regression analysis to explore the linear relationship between one or several
independent variables and a dependent variable and construct an appropriate equation based on the
data to explain or predict the value of the dependent variable. The independent variable (explanatory
variable) is represented by X; the dependent variable (reaction variable) is defined by Y. The result
of the functional relationship or equation between X and Y forms a regression model. If the variation
expansion factor (VIF) is less than the critical value of 10, it means that the collinearity problem of
the predictive variables is not severe. The most commonly used measure of verification fitness is R2
(R-Square), also called the coefficient of determination (coefficient of determination) ). R-Square is
the explanatory power of all independent variables to the independent variable. When R-Square is

equal to 0, there is no linear relationship between the variables.
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6. Discussion of the Results

The questionnaire survey obtained 194 samples, of which 191 were valid samples and 3 were invalid
samples. The effective recovery rate was 98.5%. The sample is from a parent of a secondary school.

The basic information of the sample is as follows:

6.1 Sample characteristics

INFO.1 $£5Gender

191 Bl [=]fE
@ ictE Female
@ H1 Male
@ Hits Other

INFO.2 ZFE§54H%5! Age Group

191 BI[EIFE

@ 10-245% 10-24
@ 25-345% 25-34
@ 35-445% 35-44
@ 45-545% 45-54
@ 55-645% 55-64
@ 655511 E 65 or above

a

Figure 6-1-1 Distribution of gender and age groups, data source: data from this study
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OPP2 BE—=%  TELEFBBEFELXREZEET? [UEFE]
In the past year, what kinds of devices have you used to surf the
Internet? [ Multiple answers)

191 B[E]RE

I 5+ %)

B sc1%)

B 2: (12%)

I < o+ c%)

I :;173%)
N 125 (55 4%
Bl 1052%)

0 50 100 150

OPPIEZHAAMER @ (R L EEEY T eREELSREES
#7 2 In the past six months, how frequent did you purchase goods or
services from online shops or sites on average?

191 RI[EIfE

@® &:5—EzF—:7 More than once a...
@ SE2E—27 Once aweek

® =7 EZ—:7 Once every 2 weeks
@ S=E=ZF—:7 Once every 3 weeks
@ == 5—37 Once a month

@ =725 —37 Once every 2 months
@ ==5=—3 Once every 3 months
® SZ==FE—77 Once every 410...

AW

12V

Figure 6-1-2, Source: Data from this study
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INT.2 RS EEHRERZE L EESEY P eETEEES - tis
very likely that | buy products through this online shop or site again in
the future.

191 BIERE
125
100 .
52.4%
" (52.4%)
50
42
25 )
1(0.5%) 8(4.2%) 5(2.6%) 6 (3.1%) @2% ﬂ
0 —_—_ I

INT.3 ZEEEZHEZE L EEIFEYFE - | willrecommend this
online shop or site to my friends.

191 BIEIRE
100
95

60
40

9 (4.7% 11(5.8%) 25

4(2.1%) ( ) 4(2.1%)
0 I
1 2 3 4 5 7

Figure 6-1-3, Potential repurchase and recommended site group distribution map

Source: Data from this study
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6.2 Reliability and validity
It is reliable to test the internal consistency of the variables through Cronbach’s a. All the Cronbach’s

a value variables range from 0.766 to 0.964, and the data shows a standard greater than 0.7 (Nunnally

J., 1978).

After sorting out the questionnaire measurement data, integrating the verification of the Cronbach's
a value of each variable, the reliability analysis results are shown in Table 6-2, which shows that the

questionnaires of this study have good internal consistency, stability and accuracy.

Table 6-2 Reliability analysis results

Cronbach’s alpha
E-commerce Knowledge (H1) 0.825
Recognized Reputation (H2) 0.964
Perceived Risk (H3) 0.843
Ease of use (H4) 0.773
Trust (HS) 0.910
Purchasing intention (H6) 0.766

Figure 6-2-1 E-commerce Knowledge (H1)

Reliability Statistics.

Cronbach's
Alphas N of ltems.
825 41
Item-Total Statistics-
Scale Mean if | Scale Variance if| Corrected Item- |Cronbach's Alpha
Item Deleted. Item Deleted- | Total Correlation if ltem Deleted.
| am familiar with the online "
) 14.70 25.589 506 A1
shopping process..
| am familiar with the online .
14.70 22.432 923 678
shopping method.-
I am familiar with the online i
14.55 21.208 .859. 685
payment process.
| am familiar with the online "
) 15.15 23.292 451 895
refurning process..
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Figure 6-2-2 Recognized Reputation (H2)

Reliability Statistics-

Cronbach’s
Alpha:

N of ltems.

964

3

Item-Total Statistics-

Cronbach's
Scale Mean if |Scale Variance if| Corrected Item- |  Alpha if Item
Item Deleted. Iltem Deleted. | Total Correlation Deleted.
This online shop or site has #
. 11.15 7.397 932 939
good reputation.<
This online shops or site
effort to make itself regarded 11.35 7.082 916 951
favorably.-
This online shop or site has '
11.004 7.368 919 849
good image.»
Figure 6-2-3 Perceived Risk (H3)
Reliability Statistics- e
Cronbach's N
Alphas N of ltems«
843 41
Item-Total Statistics-
Cronbach's
Scale Mean if |Scale Variance if| Corrected Item- Alpha if ltem
ltem Deleted- Item Deleted< | Total Correlation Deleted-
This online shop or site has
more risk compared with 8.05{ 25313 718 784
other ways of shopping.
This online shop or site has i
) 8.35{ 29.187 538 864
low security only.»
This online shop or site has
difference between the
8.45 29.629 126 787
purchased product and the
product actually delivered.~
This online shop or site ’
8.90 27.253 767, 764
provide low product quality.»
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Figure 6-2-4 Ease of use (H4)

Reliability Statistics. “
Cronbach's N
Alpha. N of Items:
773 4
Item-Total Statistics-
Cronbach's
Scale Mean if |Scale Variance if| Corrected Item- | Alpha if ltem
Iltem Deleted- Item Deleted- | Total Correlation Deleted-
Time and effort saving when |
operating on this online store 18.15| 6.976 769, 609
or site.¢
Convenience of doing
internet shopping on this 18.45: 6.787 497 810
online store or site.»
Brief and easily remembered d
URL on this online store or 18.004 11.579 315 826
site .«
This online store or site effort
to provide concise and quick 18.15 6.976 867 564
payment methods.~
Figure 6-2-5 Trust (HS)
Reliability-Statistics:
Cronbach's
Alpha: N-of Items<’
910 4
<«
Item-Total Statistics:
< Corrected Cronbach's
Scale‘-Meanif- |Scale Variance:if Item-Total- Alpha-if-ltem-
Iltem-Deleted+ ltem-Deleted« Correlation«’ Deleted<’
This-online-shop-or site effort
to-meet-customer 16.25 24618 579 958
satisfaction .-
This-online-shop-or-site-can-
16.25 20.829 925 .837|
offer-customer-care.
This-online-shop-or site-is-
15.90 21.568 872 .857|
worthiness. <’
This-online-shop-or-site-effort
to-provide -high-quality 15.65 21.608 .834 .870
products.«
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Figure 6-2-6 Purchasing intention (H6)

Reliability-Statistics«

Cronbach’s:
Alphas N-of Items¢

.766 3

Item-Total-Statistics:

< Caorrected: Cronbach's-
Scale‘Mean if- |Scale-Variance if Item-Total Alphaif-ltem-
ltem Deleted<’ | Item-Deleted: Correlation: Deleted«
I-am-willing-to-purchase-
products-on-this-online:shop- 10.95 5.839 661 635
or-site.
|itis-very-likely-that-1-buy-
products-through-this-online-
) o 11.00 5.789 808 525
shop-or-site-again-in-the:
future.<
I'will-recommend-this-online-
) . 11.65 4.766 456 .945]
shop-or-site-to-my-friends.

6.3 Correlation Analysis

Pearson's correlation coefficient mainly measures the strength of linearity and correlation between
two variables. The correlation coefficient value (Pearson correlation) will be between -1 and 1; if the
correlation coefficient value = -1, the two variables are entirely negatively correlated; if the
correlation coefficient value <0, the two variables are negatively correlated; If the correlation
coefficient value = 0, the two variables are not correlated; if 0 <correlation coefficient value <1, it
means that the two variables are positively correlated; correlation coefficient value = 1 means that the

two variables are entirely positively correlated.

Sig. (significance) value means to represent its significance if Sig. =0.05 means that there is no
significant correlation between the variables; in other words, Sig. <0.05 means that the variables are
all significantly correlated, and the Sig. Value The correlation degree is affected by the Pearson

correlation coefficient. When performing statistical significance tests, when it is not clear whether the
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two variables are in a positive or negative correlation, a two-tailed test (2-tailed) will be used. On the

contrary, a one-tailed test (1-tailed) will be used.

In Figure 6-3, the Pearson correlation coefficient (Pearson correlation) shows the correlation
coefficient, Sig. and the number of questionnaires N between each variable. The data of the test results

show that all independent variables (IV) and dependent variables (DV) are all <0.05, which means

that there is a significant relationship between the variables.

Figure 6-3 Pearson correlation coefficient

Correlations-
ECK REP. RISK. PEOU. TRU. INT<
ECK» Pearson Correlation. 1 6547 -.208™ 371 5227 B33
Sig. (2-tailed)- 2000 .000! .000 000 0004~
N+ 191 191 191 191 191 191]”
REP+  Pearson Correlation: B54” 1 -.361" 466" B68™ 668"
Sig. (2-tailed)s 000§~ 000, {000 000 000y
M- 191 191 191 191 191 191}
RISK. Pearson Correlation. -.298" -.361" 1 =232 -.436" -486"1"
Sig. (2-tailed)- .000 000} 001 000 0001
M« 191 191 191 191 191 191}
PEOU- Pearson Correlation. YA 466" -232" 1 5327 4737
Sig. (2-tailed)~ 000 .000 00147 000 0004~
M« 191 191 191 191 191 191}
TRU. Pearson Correlation: 522" 668" - 436" 532" 1 74471
Sig. (2-tailed)~ 000 .000 .000! .000{” 000}
B 191 191 191 191 191 191}~
INT- Pearson Correlations B33" 668" -.486™ 473" 744" 1
Sig. (2-tailed)- .000 000 .000! 000 000}
Mo 191 191 191 191 191 191)°

** Correlation is significant at the 0.01 level (2-tailed).-
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1ECK : E-commerce Knowledge
2REP : Perceived Reputation
3RISK : Perceived Risk

4 PEOU : Perceived Ease of Use
STRU : Trust

6INT : Purchasing Intention

6.4 Regression Analysis

From Table 6-4-1 Purchase Intention Summary Model Summary ° table, R-squared is 0.671, which

is 67.1% of the data change explained by this model.

Table 6-4-1 Purchase Intention Summary Model Summary °

Model Summaryb-

Adjusted R Std. Error of the
Model- Re R Square- Square- Estimate-
10 .8192 671 662 67925

b. Dependent Variable: INT-

a. Predictors: (Constant), TRU, RISK, ECK, PEOU, REP-

The ANOVA b analysis of the variance of purchase intention from Table 6-4-2 shows that F=75.335
and the significance are 0.000, which means that at the significant level of 0.05, it proves that the

regression model is overall substantial.

Table 6-4-2 Purchase intention variance

ANOVAb,
IModeIu Sum of Squares: dfe Mean Square« Fo Sig.e
1o Regression- 173.792 5 34.758 75.335 .0009}”
Residual- 85.356 185 4611
Total. 259.147 190{°

a. Predictors: (Constant), TRU, RISK, ECK, PEOU, REP-

b. Dependent Variable: INT:
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In the Table 6-4-3 of coefficient statistical analysis the significance of e-commerce knowledge (ECK),
perceived reputation (REP), perceived risk (RISK) and trust (TRU) are all less than 0.05, that is, they
have a positive influence on purchase intention; Perceived ease of use (PEOU) has a significance

greater than 0.05, so perceived ease of use has no significant effect on purchase intention.

Table 6-4-3 Statistical analysis of coefficients

Coefficients @

Unstandardized Standardized
Coefficients Coefficients Collinearity Statistics
Model B Std. Error Beta t Sig. Tolerance VIF
1 (Constant) 1.343 414 3.248 .001
ECK .205 .045 .257 4.535 .000 .556 1.798
REP 147 .071 .136 2.073 .040 416 2.404
RISK -132 .038 -165| -3.500 .001 799 1.251
PEOU .065 .062 .053 1.048 .001 .693 1.443
TRU 452 .068 419 6.669 .000 .450 2.222

Table 6-4-4 Histogram

Histogram

Dependent Variable: INT

404 Mean =1.19E-15
Std. Dev. =0.987
N=191

Frequency
2

e
o T T T T T

-8 4 2 2 4
Regression Standardized Residual
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Table 6-4-5 Normal P-P Plot

Normal P-P Plot of Regression Standardized Residual

Dependent Variable: INT

089

Expected Cum Prob

L L L]
00 02 04 05 08 10

Observed Cum Prob

6.5 Hypothesis test result

Combine the above test results. Except for perceived ease of use, all assumptions are supported. As

shown in Table 6-5 of Hypothesis test result below.

Table 6-5 Hypothesis test result

Hypothesis Details Result

H1 E-commerce knowledge will have a positive impact on consumer trust | Support
in online shopping malls.

H2 The credibility of an online store or shopping platform is positively | Support
related to trust.

H3 Perceived risk is negatively related to trust. Support

H4 Perceived ease of use has a positive impact on customer trust. Support

HS5 In online stores or shopping platforms, consumers' higher trust will | Support

generate more purchase intentions.
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7. Conclusion

This study found that consumer trust and purchase intention have a significant connection, and faith
has a large effect on the purchase intention of online users. In other words, the higher the consumer's
trust in an online store or shopping platform, the higher the consumer's purchase intention
(Wolfinbarger & Gilly, 2001). If an e-vendor expects to enhance the competitiveness of its online
store or shopping platform, it must first increase its efforts to build and improve customer trust in
them. In addition, research points out that there is no statistically significant relationship between e-

commerce knowledge, perceived reputation, perceived risk, and perceived ease of use and trust.

Previous studies have pointed out that e-commerce knowledge is critical in establishing trust in online
stores or shopping platforms. This study also found that the above results are valid. Because a small
number of Internet users lack the knowledge of e-commerce, this may cause Internet users to dissuade
the purchase intention because they suspect a shopping site (Wang & Emurian, 2005). This
phenomenon shows that e-commerce knowledge will directly affect consumers' judgment on the

credibility of online stores or shopping platforms.

In terms of perceived reputation, it may be that most consumers purchase products through huge-
scale online stores. Therefore, it is difficult for online consumers to determine that the reputation
and trust of online stores or shopping platforms have a significant impact. Most of the purchases All
of them are old customers. Repeated customer trust usually has no positive effect on online stores or

shopping platforms (Kim et al., 2004).

Trust is indispensable in terms of perceived risk, as with other research findings. Customers'
uncertainty in the shopping process, such as the quality of expected products and after-sales service,
and the protection of personal information are key obstacles to online concriticalers' purchasing

intentions (Venkatesh & Davis, 1996).

Perceived ease of use, ease of use and trust are other essential elements. When online users quickly
search for products they want to buy online, a simple, easy-to-use and convenient website can
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encourage consumers to trust the online store or shopping platform and accelerate their purchase

intentions (Li et al., 2005).

8. Suggestion

Many studies in the past have confirmed that trust is an essential factor in e-commerce (Gefen, 2000)
(Gefen et al. 2003a) (Jarvenpaa & Tractinsky, 1999) (Jarvenpaa, Tractinsky & Vitale, 2000) (Jones et
al. 2000). But in the environment of e-commerce, how to build trust between both parties has become
an important issue (Wang & Emurian, 2005). Therefore, this study believes that the factors of e-
commerce knowledge and trust should be further studied. Since trust has been verified to have a
crucial influence on purchase intentions, electronics companies and the Hong Kong government
should formulate some legislative measures to build consumer trust to accelerate the development of

the online shopping market. The following are some suggestions based on the findings of this research.

E-commerce knowledge perceived ease of use, and perceived risk simultaneously affect trust.
However, previous literature pointed out that e-commerce knowledge significantly impacts perceived
ease of use (Gefen et al., 2003a). In other words, perceived ease of use has only an indirect impact on
trust, so electronic platforms should strengthen the e-commerce knowledge of network users.
Companies can cooperate with high-profile websites, invite consumers to become members of the
website, provide incentives, discounts and points, and encourage more consumers to use the website.
After consumers reuse the website's operating interface and enhance the ease of use, they will become
better Tend to search for products on the site, thereby generating trust and enhancing purchase

intentions.

In addition, websites should also reduce consumers' perceived risk and concerns, strengthen
protection, and enhance transaction security certification and privacy. Different measures should be
used to reduce consumers' fears. For example, the website should have clear instructions and ordering
products to avoid complicated procedures. , So as not to upset customers. The second is that the

government strengthens the supervision of websites and penalties, enhances the verification of
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services provided, protects consumers' rights and interests, and penalizes offenders. Increase the trust
of online shoppers in online stores or shopping platforms. Secondly, online stores and online media
can provide consumers with after-sales guarantees to ensure the quality of consumer products. In
terms of customer care, it is necessary to closely follow up cases to increase customer trust in the

website, strengthen confidence, and increase purchase intention.

9. Research limitations and future research directions

Two sample problems appeared in this study in the beginning. First, the sample of 20 interviewees
may be biased because these people are friendly enough to accept invitations. They may have different
views on online trust and consumer purchase intentions from other groups of people. This sample

actually cannot help us infer the overall situation;

Second, this research may involve complex causal relationships and many vital variables to be studied.
To infer the correlation mechanism of these variables in the population may require an extensive
survey research sample (survey). Therefore, if some aspects of the research are random to find
interviewers, then the study can be determined to be representative. Thus, the randomness and
extensive sample conditions that the quantitative analysis needs have not been met, so the data fails

to reflect the actual situation.

Because quantitative surveys use "sample" to represent "population" for research, the purpose of
quantitative exploration is to "describe" the law, form, process, and conditions of exploration
phenomena, and to "test" whether these events in the sample also appear in the parent group of the
object of investigation. Inferring the query results of the sample to the target query group, also called
"inference", is the concept and principle of the quantitative query. It is because this reasoning logic is
very similar to some statistical principles. The design of quantitative queries are based on sampling,
the types of data collected, and even analytical methods that meet statistical requirements. Because

of this, the quantitative survey emphasizes sample size so much, and "probability sampling" (that is,
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the chance of each survey subject being selected in the parent group) must be used, so questionnaire

surveys are generally used to collect and analyze data.

Since the survey has no structured follow-up results, it is easily influenced was by the investigators
themselves, and the quality of the results also depends on the investigators' skills. The resulting data
is often analyzed and explained, so it is necessary to analyze and explain the problem carefully. The
time and energy consumed are more fixed, and only a limited amount of survey object data can be

collected in a survey project.

Since respondents who have browsed online shopping sites or have online shopping experiences are
selected as the survey subjects of this questionnaire, the research subjects may be affected by the
above interference variables when the number of browsing or purchase experiences is different—the

results of the research.

Due to the different online shopping experiences of consumer groups and the large gap in product
value, consumers may not focus on the quality of the product because of the low price when they fail

to test the trust of expensive products accurately.

Regarding consumers’ experience of physical characteristics when purchasing goods, such as whether
they are buying a priori products, experience products, cheap or expensive products, Etc., these
factors may also affect consumers’ trust in the online store shopping platform and purchase

preferences.

The content of this research, after literature reference and collation, the questionnaire survey results
show that although it can verify that several variables have a significant relationship with trust, it fails
to fully consider other factors, which may also affect consumers' purchase intentions, such as

Perceived usefulness, customer loyalty, etc.,

So in the future, researchers can make more in-depth studies on these factors and trust and purchase

intentions.

34



10.Reference

10.1  English reference

1.

10.

Aaker, David (1989), “Managing Assets and Skills: The Key to a Sustainable Advantage,”
California Management Review, 31(winter) .91-106.

Aurélia Michaud-Trevinal and Thomas Stenger, (2012) “Online shopping experiences : a

qualitative research “ ,ReseachGate Website, Online, Available at:
https://www.researchgate.net/publication/276272890 Online_shopping_experiences_a_qualitati
ve_research [Accessed 17th October, 2021]

Alba, Joseph, John Lynch, Barton Weitz, Chris Janiszewski, Richard Lutz, Alan Sawyer and
Stacy Wood (1997), “Interactive Home Shopping: Consumer, Retailer, and Manufacture
Incentives to Participate in Electronic Marketplace, ” Journal of Marketing, 61(July ), 38-53.

Baek, C. H., Seo C. S., Hong, J. W. & Suh, W. J. (2006), “Empirical Research about the Effects
on Customer Trust and Purchase Intention in China Internet shopping mall”, Spring Semi
Annual Conferences of KMIS.

Census and Statistics Department. (2020) “Thematic Household Survey Report No. 69. -
Personal computer and Internet penetration,” Census and Statistics Department-Hong Kong
Special Administrative Region Website, Online, Available

at: :https://www.censtatd.gov.hk/en/ElndexbySubject.html?pcode=B1130201 &scode=453
[Accessed 17th October, 2021]

Cicchetti, D. V., Showalter, D. & Tyrer, P. J. (1985), "The effect of number of rating scale
categories on levels of interrater reliability: A monte carlo investigation", 4 lied Psychological
Measurement, Vol. 9, pp. 31-36.

Cooper, D. R. and Schindler, P. S. (2003), “Business Research METHODS”, 8" ed., McGraw-
Hill, New York.

Cronbach, J. L. (1951), “Coefficient alpha and the internal structure of tests”, Psychometrika,
Vol. 16(3), pp. 297-334.

Darby, Michael R. and Edi Karni(1973), “Free Competition and the Optimal Amount of
Fraud,” Journal of Law and Economics,16(April), 66-86.

Doney, P. M., & Cannon, J. P. (1997). An examination of the nature of trust in buyer-seller
relationships. Journal of Marketing, (2), PP.35-51.

35


https://www.researchgate.net/publication/276272890_Online_shopping_experiences_a_qualitative_research
https://www.researchgate.net/publication/276272890_Online_shopping_experiences_a_qualitative_research
https://www.censtatd.gov.hk/en/EIndexbySubject.html?pcode=B1130201&scode=453

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

eMarketer (2019), “Global Ecommerce 2019-Ecommerce Continues Strong Gains Amid Global
Economic Uncertainty,” eMarketer Website, Online, Available at:
https://www.emarketer.com/content/global-ecommerce-2019. [ Accessed 17th October, 2021]

Gefen, D., Karahanna, E. and Straub D.W. . (2003). Trust and Tam in Online Shopping: an
Integrated Model. MIS Quarterly, 1, pp.51-99.

Hoffman, D.L. and Novak, T.P. (1997) A New Marketing Paradigm for Electronic Commerce.
The Information Society, 13, 43-54.

Hong Kong Consumer Council, (2016), “Online Retail — A Study on Hong Kong Consumer
Attitudes, Business Practices and Legal Protection,” Hong Kong Consumer Council Website,
Online, Available at: https://www.consumer.org.hk/en/advocacy/study-report/2016-online-retail
[Accessed 17th October, 2021]

Hosmer, L.T. (1995). Trust: the Connecting Link between Organizational Theory and
Philosophical Ethics. Academy of Management Review, (2), pp.379-403.

Jarvenpaa, S.L. and Tractinsky, N. (1999). Consumer Trust in an Internet Store: A Cross-
Cultural Validation. JCMC, (2), pp. 1-35.

Jang, H.Y., Jeong, K.H., Jeong, D.Y. (2005). The Consequences of Customer Trust and the
Determinants of Purchasing Intention in Internet shopping mall. Journal of MIS Research, (2),
pp-23-49.

Kim, H.W., Xu, Y., Koh, J. (2004). A Comparison of Trust Building Factors between Potential
Customers and Repeat Customers. Journal of the Association for Information Systems, 5(10),
pp-392-420.

Kyle Anstey (2021), “10 Things You Can Do Today to Increase Website Sales,” Convince &
Convert Website, Online, Available at: https://www.convinceandconvert.com/digital-
marketing/increase-website-sales/ [Accessed 17th October, 2021]

Lewicki, R. J., & Bunker, B. B. (1995). Trust in relationships: A model of development and
decline. In Bunker, B. B., & Rubin, J. Z. (Eds.), Conflict, Cooperation & Justice: Essays
Inspired by the Work of Morton Deutsch. San Francisco, USA: CA: Jossey-Bass Publishers.

Leiner, B., Cerf, V., Clark, D., Kahn, R., Kleinrock, L., Lynch, D., Postel, J., Roberts L.,&
Wolft, S. (1997). “A brief history of the Internet. Internet Society.” Available at
https://www.internetsociety.org/wp-content/uploads/2017/09/ISOC-History-of-the-
Internet_1997.pdf [Accessed 17th October, 2021]

36


https://www.emarketer.com/content/global-ecommerce-2019
https://www.consumer.org.hk/en/advocacy/study-report/2016-online-retail
https://www.internetsociety.org/wp-content/uploads/2017/09/ISOC-History-of-the-Internet_1997.pdf
https://www.internetsociety.org/wp-content/uploads/2017/09/ISOC-History-of-the-Internet_1997.pdf

22.

23.

24.

25.

26.

27.

28.

29.

30.

31.

32.

33.

Likert (1932), 140, 52.R. (1932). A technique for the measurement of attitudes. 140, Archives of
Psychology, pp. 52.

Li Rong, Jae Jon Kim, Jae Sung Park (2007), “The Effects of Internet Shoppers' Trust on their
purchasing intention in China” Journal of Information Systems and Technology
ManagementPublisher: TECSI

Masters, R. J. (1974), “The Relationship between Number of Response Categories and
Reliability of Likert Scale Questionnaires”, Journal of Educational Measurement, Vol. 11, pp.
9-53.

Mayer, R.C., Davis, J.H. and Schoorman, F.D. (1995). An Integrative Model of Organizational
Trust," Academy of Management Review. Academy of Management Review, (3), pp.709-734.

McKnight, D.H., Cummings, L.L. and Chervany, N.L. (1998). Initial Trust Formation in New
Organizational Relationships (Special Topic Forum on Trust in and Between Organizations)".
Academy of Management Review, (3), pp.472-490.

Michell, P., Reast, J., & Lynch, J. (1998). Exploring the foundations of trust. Journal of
Marketing Management, (1-3), pp.159-172.

Modahl, M. (2000). Now or Never. “How companies must change today to win the battle for the
Internet consumer,”. London: Orion.

Nunnally, C. I. (1978), “Psychometric theory” 2™ ed., NY: McGraw-Hill., New York.

Quelch, J.A., and L.R. Klein (1996), “The Internet and International Marketing,” Sloan
management Review, 37(3), 60-75.

Rayport, J. E. & Jaworski, B. J. (2001). “E-Commerce”, McGraw-Hill Higher Education, New
York.

Rotter, J.B. (1980). Interpersonal Trust, Trustworthiness, and Gullibility, American Psychology,
Vol. 35, pp. 1-7.

Smith, H.; Milberg, Sandra; and Burke, Sandra. (1996). Information Privacy: Measuring
Individuals' Concerns about Organizational Practices. MIS Quarterly, 2.

37



34. Singh, J., & Sirdeshmukh, D. (2000). Agency and trust mechanisms in consumer satisfaction
and loyalty judgments. Journal of the Academy of Marketing Science, (1), pp.150-167.

35. Wang, Y. D. & Emurian, H. H. (2005), “An Overview of Online Trust: Concepts, Elements, and
Implications”, Computers in Human Behavior, Vol. 21(1), pp. 105-125.

36. World Economic Forum (2019) ,” World Economic Forum Annual Meeting”, World Economic
Forum Website, Online, Available at : https://www.weforum.org/events/world-economic-forum-
annual-meeting-2019 [Accessed 17th October, 2021]

37. Woszczynski, A. B., Roth, P. L. & Segars, A. H. (2002), ‘Exploring the Theoretical Foundations
of Playfulness in Computer Interactions”, Computers in Human Behavior, Vol. 18 (4), pp. 369-
388.

10.2 Chinese reference

1. KA Q017411 A 29 H) - 45 ERGHEEIR0m 7 —M5E o thE © KA - 2021
F10 B 17 H #EEUE http:/news.takungpao.com/paper/q/2017/1129/3519540.html

2. BIRE (1998) (WWW (HEEMETHYER ) - 88 @ BIZBUARSEMRIE
B A IFERTRE AR L

o

3. FFuR (2000) LR LIHEHERNRZMG - 1B ¢ FURESFEREHYIFAT LR
X

38


https://www.weforum.org/events/world-economic-forum-annual-meeting-2019
https://www.weforum.org/events/world-economic-forum-annual-meeting-2019
http://news.takungpao.com/paper/q/2017/1129/3519540.html

Appendix 1

AR LEEE FEERERE AR ERE

About The Effects of Online shoppers' Trust on Their Purchasing Intention Survey

T | RN RSE T e B Lt e - RIET A L E T AEERE
BRFZEZTE - W OEF 185 LA ¢ AR E A YIS nE a4 EIEYaiany <255
HS UL G -

REGASIE R EERE - AN ED - L IREEHI22478-1057 4 58 F L
SR SIE

WA EASER - FEIEE AR (BEE © wendyngdba@gmail.com)

I am a student doctoral of business administration from the University of Wales, UK. | am conducting the
survey research on the effects of online shoppers ' trust on their purchasing intention. | sincerely welcome aged
15 and above respondents who have browsed the shopping website on the Internet or have Internet shopping
experience to participate in the survey.

All information collected is confidential and used for academic study purpose only. | would like to invite you
to spend around 8-10 minutes to complete this questionnaire. Thank you for your participation.

If you have any enquiry, please feel free to contact NG Fung Yu, Wendy

(Email at wendyngdba@gmail.com).

NG Fung Yu, Wendy
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AN EHE %2 - T2, ARERE 71, ARAEE -

Please circle the right answers.  “2” is Agree ; “1” is Disagree.

F—mWty: BHIRE

Part 1: Screening of Respondents

& R
Yes No
SOR1  FBAmi 18 Bl B At o ! 1* 2%
| am a person aged 18 or above.?
SOR2 WA —F R LI EE > HAEEE 1 2%
==

Including work and study, | have searched the

Internet in the past year.?

1*: [4:4E SOR.2] [ Continue with SOR2)
2% [M&B5EK » AFEZEEK]) %Hi281! [ Terminate the interview, read out] Thank you for your participation!

1SOR.1-2: screening question to confirm respondents’ eligibility (i.e. past 12-month users of the Internet)
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éifﬂ&'if}%%ﬂﬁﬁ‘ HAYAY_E S B Y ALERI 2 DU R - WP R - T T
EEAUERE "o R EEE 5, AREMER "4, (%

117573 ﬁ?‘%«%ﬁiﬂﬁl%’f T2 REEPEAFEEM T, ARBIAEE -

Please answer the following questions based on the experience of an online shop or site you have visited and
circle the right answers. “7” is Strongly Agree; ‘6’ is Moderately Agree; ‘5’ is Slightly Agree; “4” is Neutral;
“3” is Slightly Disagree; “2” is Moderately Disagree and “1” is Strongly Disagree.

BTEY ¢ BAUE R

Part 2: Perceived Risk

DU A2 BT R A 4 _E Y rs s A e E MR BB REVEVE -
Below statements are about a consumer’s perceptions of the uncertainty and adverse consequences of

engaging shopping on the online shopping mall.

SN ER sEFUER
Strongly Strongly
Disagree Agree
RISK.1  RZ&E ERESUEY) o B A 5 =A8tE 1 2 3 4 5 6 7

HE LR -
This online shop or site has more risk compared
with other ways of shopping.

RISK.2  Z48 LRSS0 T & RA R - 12 3 45 6 7
This online shop or site has low security only.

RISK3  B%%E EREECEY) FEfMBERERESER 1 2 3 4 5 6 7
A HYE L B 725

This online shop or site has difference between the

purchased product and the product actually

delivered.

RISK.4 5448 EREECEY) P alefMRmERES 1 2 3 4 5 6 7

This online shop or site provide low product

quality.
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F=E0 - BB AN

Part 3: Perceived Ease of Use

LN A2 R F 45 D B BRI P (5 R R Fr AR YR B ISR -
Below statements are about an indicator of the cognitive effort needed to learn and to utilize the new

information technology.

@A AR s g A
Strongly Strongly
Disagree Agree
PEOU.l A LRSI P S ERIERRERTENE 1 2 3 4 5 6 7

FIRE ST
Time and effort saving when operating on this
online store or site.
PEOU.2  fEZ4_EREEURY - S IBYIRIER - 123 456 7

Convenience of doing internet shopping on this

online store or site.
PEOU.3  FERZ4Y L pgEsiEY EEamdguti® s 1 2 3 4 5 6 7

Brief and easily remembered URL on this online

store or site.
PEOU.4  Z4E LRSI EEEYEE S iRttt ZEY 1 2 3 4 5 6 7
IR -

This online store or site effort to provide concise

and quick payment methods.
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FIUEEy ¢ fBE

Part 4: Trust

LJJ“U?EF’ NETLER 5 BRIERE » HEZS AR RER S - B 55— 7RI
l:l”_a ﬂ:‘l:[

Below statements are about a safe electronic transaction of specific beliefs dealing primarily with the integrity,

benevolence, and ability of another party’.

e AR NP
Strongly

Disagree

TRU.1

48 b r I E EUEYE G eSS T E R Y
RS
This online shop or site effort to meet customer

satisfaction.

TRU.2

%48 LS SR S RE TR (R B

This online shop or site can offer customer care.

o

TRU.3

Z 4 LIS SR 2R ERE TR -

This online shop or site is worthiness.

TRU.4

Z4E s EEY e g SR e BN
i e
This online shop or site effort to provide high-

quality products.

sEFUEE
Strongly
Agree
5 6 7
5 6 7
5 6 7
5 6 7
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FHEMD  BEEE

Part 5: Purchasing Intention

DU A2 e I i B e i B e e B Y R RE

Below statements are about measure the likelihood of a customer buying a product or service.

SN ER sEFUEE
Strongly Strongly
Disagree Agree
INT1  FREEEAEZEE Ly re EEEE 1 2 3 4 5 6 7

=
ag
I am willing to purchase products on this online

shop or site.

INT.2 WARA ATRETE R A ez 48 FRGEEEY- 1 2 3 4 5 6 7
EEXEE Em -
It is very likely that | buy products through this

online shop or site again in the future.

INT.3 Foqy m A A A BTG - 12 3 45 6 7
| will recommend this online shop or site to my

friends.
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BNEYY: ZarEe LEEE

Part 6: Respondents Online Purchase Pattern

TR BT ATERAENIE N BRI U R - RAES TR » FTA SRS IRE © sE )RS
ﬁ%é@oﬁﬁ!

Please note all of the below information collected to provide for analysis purposes only. All your responses

N

are confidential. Please tick the most suitable option. Thanks.

OPP.1 (R &AEAY b psE By~ & I BB o] fn B 1 2 2
Have you ever purchased any goods or services from online shops or sites? 2

1. [] A& Yes
2. [ 1 77 No
OPP.2 BE—E > RYG &AM TR T EmL = EH 73 []EEXIH]

In the past year, what kinds of devices have you used to surf the Internet? 3

[ Multiple answers])

] FPERS Home computer
2. [ AHER (oodtkEEeEsunyEEfefiry & )
Public computer (e.g. those provided by public library or coffee shop)

3. [] ZAE|EES computerin the workplace
4. [1 FIEEM Laptop

5 [  EIRERS Tablet

6. [] FIEEEREE Smartphone
97.[ 1  EHith ['FEF$E]) others [ Do not belong to any category]

20PP.1: prevalence question to understand incidence of online purchase experience.

30PP2: profile question on devices for Internet access
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OPP.3

© PN DU AW R
oo nn

N B
00

FEfATSE H - (R AEA_ B E SR S I8 E E an sk A 20 7
In the past six months, how frequent did you purchase goods or services from online
shops or sites on average? *

%Z}iﬂéﬁ;ﬁﬂf’ More than once a week

HEHI—ZX Once a week

ﬁﬁg,ﬁ;ﬁﬂ—)\ Once every 2 weeks

EEE@*Q’Z Once every 3 weeks

HE H—2X Once a month

lﬂﬁ{lﬁ —ZX Once every 2 months

& =1 H—2X Once every 3 months

SVUZE FHAE H—2X Once every 4 to 5 months
FHEE—IX Once every 6 months

/DA —2K Less than once every 6 months
HAr [“RE73H] Others [ Do not belong to any category]

4opPP.3: profile question of online purchase frequency. Check the quota of “Frequent Purchasers” and “Occasional

Purchasers”. “Frequent purchase” (i.e. code 1 to code 5 of S2) is defined as online purchases that have occurred “at least

once a month” and “Occasional purchase” (i.e. code 6 to code 10 of S2) is defined as online purchases that have

occurred “less than once a month”. The criterion is set with reference to MasterCard Worldwide Online Shopping
Survey. In 2011, 4.8 times of purchase were made by online shoppers every 3 months on average and in 2017 a new

survey shows that 90 % of the respondents in Asia - Pacific who make online purchasing in the past three months.
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OPP.4

o v oA oW
N I O O 0 O O O

10.
11.
12.
13.
14.
15.
97.

oo oon

iR SEE A LR ST S L T WA S SRS ° 2
[FEEZ%IH]

What kinds of goods or service ° have you ever purchased from online shops or

sites? [ Multiple answers]

HERY/ETCE [ EREIRRETEE ] ()

Clothes / Accessories (including non-branded handbags) (s)

orhEIHEE/ 7 B (B FLE ) (o)

Branded fashion items / Leather goods (including branded handbags) (e)
EFE/TLE (s) Books/Toys (s)

B /B (e) Food / Beverages (e)

BERARTS (e) Dining services (e)

EEENE G/ B MR/ MHE TR SEEEE (e)

Event / Concert / Movie tickets / Booking of leisure facilities {e)

RS/ i 5B /iR PR (s)

Air tickets / Travel packages / Hotel booking / Travel insurance (s)

b [ BRIR#EF ) () Insurance (excluding travel insurance) (c)
FEEHM [ NEREREER/ S/ w575 (s)

Household products (excluding household appliances) / Groceries / Maternity /
Baby products (s)

K EEEZE (e) Household appliances (e)

ERX/MERL F/ZEEE 5 (e) Beauty / Cosmetics / Skincare products (e)
(S (c) Health products (c)

1)/ FEE 5 (e) Sports / Fitness equipment (e)

TS/ EF7E 5L (s) Computer / Electronic products (s)

LR/ IR RN/ B RE TRV =TT EFIAESX (e) Software / Games / App (e)
HAt [“NEFSE] Others [ Do not belong to any category ]

SOPP.4: the use of the renowned product classification paradigm, namely Search-Experience-Credence Paradigm on
online platform is illustrated in Mityko, D. S. V. (2012), The Search Experience Credence Product Classification Paradigm
in the Eyes of the Electronic Consumer, Management & Marketing, 7(3). “Search Goods” " &5, | (s) are those that
have the largest amount of information available, those that are standardized and the utility of consumption can be
estimated beforehand. For “Experience Goods” " #&8E5 5 | (e) and “Credence Goods” " {ZH 5 (c) , the utility of
consumption cannot be estimated beforehand or can never be estimated. Shoppers of “Limited Variety” are defined as

those who have purchased 2 or less types of goods or services. On the other hand, shoppers of “Diverse Variety” are

defined as those who have purchased more than 2 types of goods or services.
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S BT REE

Part 7: Online Purchase Behavior

opPB.l  EEIFETEEEREEEE MEELm - A 2% - RS LrsE
AMHENE TS - M LEENEEILEREEEEE 220 0 R
GAGELN EEESEY I EMEEN EE 2 &7
Suppose you plan to buy a commodity from an on-street shop. You then
discover that the same commaodity is also available on an online shop and it is
5% cheaper than the on-street shop. Would you switch to the online shop to
make the purchase?®”’

1. [] Yes

2. [] A& No

opB.2  fEExirEfEIEM LRgIERE —EE W - AR L% (REHRERRET
AHENERHE  MERREENEELNE EEEFEFEE D ZA R
A EEL R SRR EmE ? %7
Suppose you plan to buy a commodity from an online shop. You then discover
that the same commodity is also available on an on-street shop and it is 5%
cheaper than the online shop. Would you switch to the on-street shop to make
the purchase? &7

1. [] Yes

2. [ ] A= No

80PB1-2: If the respondent has chosen “Yes” in Bla or B1b, then online shops and on-street shops are perceived to be

the same market. If the respondent has chosen “No” in Bla and B1b, then online shops and on-street shops are perceived

to be different markets.

’OPB1-2: Small but significant and non-transitory increase in price (SSNIP test). The 5% increase in price is used to
detect whether consumers perceive online and on-street shops are both in the same market. In addition, it can take note
of whether price is the most important factor in choosing to shop online. If online and on-street shops are perceived to

be from two different markets, with other factors being taken into account, consumers would not shift from on-street

shops to online shops.
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B\E: ZIEER

Part 8: Respondent’s information

INFO.1 %1 Gender @
1. [] M Female

2. ] B Male
3. [] HA Other

INFO.2  4F#54H 7] Age Group 8

1. [] 30-34 5% 30-34

2. [ 3544 35-44

3. [] 45-54 % 45-54

4, [] 55-64 5% 55-64

5 [ 65 kel _E 65 or above

INFO.3  ZEFEE Education Level °

1. [] INE S D) TFEE Primary or below

2. [ #HFEE (tf—Zd =] Junior secondary (S1 to S3)
3. [] =HfEE (fpruZE gt ) Senior secondary (S4 to 57)
4. [] BE | B/ S Certificate / Diploma / High Diploma
5. [] KEFZE [ E+-E4T ] University (Bachelor Degree)
6. [ e ALl _EFEME Postgraduate or above

8INFO.1-2: quota will be set with reference to the results of persons who had knowledge of using personal computer,
Thematic Household Survey Report No. 62, Census and Statistics Department, Hong Kong Special Administrative Region
April 2017.

’INFO.3: profile question by highest level of education attainment
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FE: &FED

Part 9: Economic Activity

ECON.1  ZEMMREFLZE A T2 JERLZE A+ ? Are you economically active or inactive? 1°
1. O meseEAL (Ol 8K / % / BlRAL)

Economically active (e.g.: Working full-time / Part-time / Self-employed)
2. [ FEstEAL (B0 okt s [ frse Nt / BIKAL: / 8245 )

Economically inactive (e.g.: Homemakers / Unemployed / Retired / Students)

ECON.2  J#%3% Occupation

B /A= Student

JER T T\ Elementary occupations

IR TAE R $48 A& Service and sales workers

TERARAR - e KSR E R ERE

Craft and related workers, plant and machine operators and assemblers
YZEF$E A & Clerical support workers

&K/ TEERAR [/ BEAR [ BHMEEAE

Managers / Administrators / Professionals / Associate professionals

7. ] FKIGEHE | FE AL / BIR AL Housewife / Unemployed / Retired

B
HREpEEE

o
OO

ECON.3 & HUZ A Monthly Income

1. [ ] $5,000 5L F $ 5,000 or below

2. []  $5,001 £$10,000 $5,001 - $10,000

3. []  $10,001 %F$15,000 $10,001 - $15,000
4. []  $15,001 %$20,000 $15,001 - $20,000
5. []  $20,001 %&$25,000 $20,001 -$ 25,000
6. []  $25,001 £$30,000 $25,001 - $30,000
7. [ ]  $30,001 %F$35,000 $30,001 -$ 35,000
8. []  $35001=LL | $35,001 or above

HREGTEE o HHTHISE |

End of Questionnaire, Thank you!

ECON.I: profile question by economic status
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