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Abstract
Purpose of the research
The purpose of this research is to study wheather the potential factors of convenience, price, trust and brand image have positive influence on consuemers’s purchase intention in the e-commerce industry. 
Methodology
This research paper used triangulation method which consist qualitative and quantitative researches. Qualitative research is to identify the potential factors on consumer’s purchase intention by collecting primary data such as focus group and secondary data by journals. Quantitative research is to collect the 125 primary data by survey and secondary data by journals. 
Findings
Based on the research findings, the factors of convenience, price, trust and brand image have positive relationship with purchase intention which price, convenience and trust have stronger influence. 
Recommendation
Online retailers have been recommended to improve the trust issue of comsumers to enhance the business growth and to increase market share.
Limitations and further research
This research studied the e-commerce industry in a whole, however it is a big subject that ranging from daily necessities, beauty products, medication to luxery goods. Thus, there is a need for further researches that narrowed down to different products category. 
Keywords: e-commerce, online retailers, convenience, price, trust, brand image, purchase intention.



Chapter 1 Introduction
1.1 Research background
Today, in all aspects of our daily lives, the Internet and mobile phone network has become an undivided part of our social life. With the existence of electronic support, buying and selling of business in the marketplace has changed. E-commerce is growing to become the important element in today’s business world. Under the process of digitization, a traditional business only has a physical shop is no longer being competitive enough. The rise of e-commerce culture has inspired retailers
to start their businesses online. The traditional retailers are looking for a new business format to cope with the signification shift in consumer’s buying habit. Today, people can shop effortlessly in anytime and anywhere in e-commerce portal. According to Kashyap and Maurya (2013), for the online retailers, there is an attractive situation that are in as e-commerce is on a fast-growing trend and fast progress development. E-commerce can be a utilization tool to benefit the traditional business to improve global presence by facilitating the movement of goods from suppliers to customers and it has impacts on productivity. With the logistics automation, it benefits the retailers with lower operating costs, marketing costs and transmission costs. The online retailers operate as a platform that linked to its customers such as individuals, households, organisations and government from all over the world through internet connection by computers and smart phones. According to Clement (2020), the report of the sales data includes products or services ordered from the internet and excludes travel and event tickets, it shows that the online retailer sales worldwide was 1.33 trillion U.S. dollars in 2014. The online retail sales were growing every year from 2014. In 2019 the sales were grown to 3.53 trillion U.S. dollars. From 2014 to 2019, the percentage growth is 165%. The report also forecast the sales will continuously growing every year to 6.54 trillion U.S. dollars in year 2023. 
1.2 Research motivation and value of study
E-commerce retailing refers to sales of products and services where the trade activities take place over the internet via computers, mobile phones and other smart devices and it maybe involve in online payment or electronic money. According to the data reported by Statista (2019), there were strong ecommerce growth rate in online purchased among worldwide in 2018. The report showed that the percentage of the consumers who purchased at lease one time in online platform in the last 12 months grew to 98% of the internet users in China, 97% in U.K. and 93% in U.S. (Statista, 2019). In Hong Kong, according to the United Nations Conference on Trade and Development, Hong Kong was being ranked as the second e-commerce-ready country among developing countries and as the 15th in the world. (UNCTAD, 2019). As announced in the report, the trend is expected to grow further along with the digital development. The about figures shows that there is a promising future of the e-commerce retailing industry, therefore this paper examines the social impact of it. The e-commerce retailing business works in providing the products or services with the right marketing message to the right customers. This trade process is a unique marketing technique. The customers shop online or react to online marketing promotions because they receive consumer benefits. This paper studies the influencing factors of consumer’s purchase intention to get the knowledge of what facts makes the right combination of the e-commerce trades that consumers respond to online retailing marketing messages and purchase online.  This paper also identifies the problems of online business, thus online retailers will be able to allocate their resources well enough to improve the overall perceived value of their customers in order to improve the business and not to lose the market share to traditional retailers in the future.
1.3 Research question
There are some existing problems or questions associated with e-commerce industry such as, 1) Why consumers prefer to purchase online? 2) How do the consumers use the online platform? 3) Does e-commerce is more convenience for consumers? 4) Do the price affect consumers to purchase online? 5) Do consumers trust the online shops and platforms? 6)  Does brand image have the influence on online purchase?
1.4 Research aim 
As the continuous growth of e-commerce business globally, more traditional retailers adopt e-commerce marketplaces as a strategic planning to promote online sales. According to Xu (2018), the research reported that many small traditional retailers choose to enter the e-commerce business by onboarding at e-commerce platforms, such as Amazon, eBay and Taobao because they allow low entry barriers and offer low entry fee for the retail sellers. The aim of the paper is to indicate the nature and the advantages of e-commerce marketplaces. An e-commerce marketplace is type of multiple online medium that has automation of production and selling process where product or service information is provided by multiple parties. When the transaction is done, the product or service is delivered and fulfilled by the participating parties. 
As per the report by Young, (2019), it stated that the top 5 online retailers in 2018 were Amazon, JD, Suning Commerce Group, Apple and Walmart. There are three from the US and two are from China and they were all have over 20% web sales growth. The sum of net sales turnover of the top 5 online retailers were over 200 billion U.S. Dollars. Amazon online store started in 1995 and now has the highest online net sales and revenue. One of the key successful elements is offering wide range of products with focused product category such as electronics products, books and media. It runs a couple of national based stores such as Amazon US, Amazon France to cater to local culture (Lee, et al.,2018). Jd.com from Beijing China ranked the top 2 online retailers in 2018, it is mostly focused on the Greater China market. It offers all-round products and it covers wide range of product categories from households’ products, food and beverage, electronics and media to personal care services. Due to satisfaction with its customers’ needs in every way, it sustains it position at second large online retailers. ‘Robots will replace humans in retail, says China’s JD.com’ (2018).
The paper then identifies the consumer’s perceived value and studies the reasons that consumer’s perceived value that influences their purchase intention in e-commerce platforms. According to Peng, et al., (2019), perceived value of a customer is the value evaluation that a product or service can meet the need or over the expectation. In the case of e-commerce that when online retailers meet the need and expectation of consumers in comparison with its competitors namely traditional stores. The perceived value involves with many factors, such as 1) convenience of online stores that are more accessible than traditional stores as the internet keeps running all day, that may increase in perceived value of consumers because of its operation time; 2) the price of products or services that consumers want to afford, as some online retailers are positioned themselves as smart bargains. Consumers obtain the perceived value when online retailers offer low price in comparison with the traditional stores; 3) the trust between consumers and online retailers, for example, there is an involvement in online payment when the financial transaction takes place online, the better online security the more perceived value that consumers obtain; 4) the brand image of the online retailers, the better image that may have the perception of value with the addition of prestige. 
1.5 Research objectives
According to the report by Statista (2019), there were strong e-commerce growth rate in online purchased among worldwide in 2018. The online retailing business  growth successfully due to the nature of internet that it is convenience, easy for product price comparison, vast variety of products from all over the world, product specifications that only available in some part of areas in the world but available to purchase online (Sharma, 2016). For the retailers, e-commerce is a good opportunity and an important profit driver for business. Under the automation nature of online environment, the operating expenses are lower than traditional stores as ranging from inventory, storage of customer information, payment methods, product display, product marketing and aftersales services. Other than cost savings, there are many benefits for retailers to operate online, 1) it is easy to entry as stating up an online store usually not requited to apply permits and licenses whereas the physical stores required them; 2) they can monitor the consumers’ buying habits and the latest best-selling items, so they can response quickly to the market by adjusting the product list; 3) with the customers’ ratings function, it allows customers to place their review of the products and it can be a free marketing when they find the products good or attractive; 4) with an online website, it will not be limited by the geographical area that retailers can sell the products and services to the entire world; 5) the online stores offer a lot of product information to their customers that is not possible in a physical store so that their customers find it convenience to compare the products. With all the mentioned benefits to online retailers, it is important for the online retailers to examine the factors that could help the business by attracting new customers, improve ongoing relationship and build long-lasting relationships with their regular customers and boost the add on sales on every customer transaction.
The objective of the paper is to study the fundamental environment of e-commerce retailing business, then indicate the nature of e-commerce marketplaces and how they operate. This paper will identify the factors that have impacts or influence on consumer’s purchase intention and determines whether there are any relationships between the mentioned factors. This paper investigates the potential factors of convenience, price trust and brand image in the relationship between purchase intention that can provide perceived values to consumers. The investigation used triangulation method. The method consists of qualitative and quantitative researches. The qualitative research part is to identify the potential factors that have positive influence on consumer’s purchase intention by collecting primary data such as focus group and collect secondary data by reviewing the relevant academic journals. The focus allows interviewees to share their views on the research topic and allow them to share their opinions on the questionnaire design. Then follow with modification of the questionnaire. The quantitative research part is to collect the primary data by conducting questionnaire of local consumers to solicit responses and collect secondary data by reviewing relevant academic literatures. There is a pilot test before the large-scale survey in order to sort out the relevant questions and amend the irrelevant one. After the data collection, the research verifies the data by SPSS software and go through the descriptive analysis, reliability test, regression analysis and correlation analysis. The paper will analyse their impacts and influences with consumer’s purchase intention. The result shows that whether the potential factors have positive influence on purchase intention. This paper concludes the findings from above investigation, aims to understand the social influence on the buying behaviour. It will benefit the online retailers in the sense that consumers will buy their products or services instead of buying from the traditional stores, maximise the online platform utility and increase the customer satisfaction. 

1.6 Research limitations
According to McQuarrie and McIntyre (2014), the paper argues that small sample size research has its limitation to draw conclusions because small sample size research is associated with low reproducibility, inflated false discovery rate and low statistical power. As a result, small sample size research limits researchers from understanding the fundamental as the aspect of whole population. The sample collections for both qualitative research by focus group and quantitative research by survey are small. There were 5 participants in the focus group and there is a need to conduct a bigger focus group in order to collect the data with less personal bias. A total of 130 respondents participated in the survey and the usable data size was 125 after the screening process. With 125 data, it cannot represent the whole Hong Kong population or the overall consumers in Hong Kong. 
1.7 Research summary
This paper highlights areas that consumers are willing to purchase online due to the perceived value is greater than traditional stores. Also, the outcome indicates challenges related to online retailers and development directions in the e-commerce industry in a whole. Thus, the results of this study can provide marketing directions for online retailers that the products or services involves attempting to have positive influence on its perceived value. Moreover, there is a need for further researches that narrowed down to different products category. Wu, et al. (2019) suggested that studing different product categories help online retailers to improve their branding and tagered the right segment of customers. Thus, it is a better way to manage the overall performance by designing more effective product and pricing strategies for existing or new customers. The below Figure 1.1 and appendix 1 showed the research flow of this study. 
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Chapter 2 Literature Review 

2.1 Brief discussion
This chapter is about the literature review of the research topic. It begins with exploring the e-commerce business nature, model and latest environment by reviewing the relevant academic literatures. The goal is to analyse the demographics of unique business model to determine whether the potential factors have influence on the consumers’ buying behaviour. In terms of the variable, customers’ purchase intention is the dependent variable whereas convenience, price, trust and brand image are the independent variables. The paper then follows with the relevant empirical research of purchase intention and extensive research into the potential factors of convenience, price, trust and brand image. This study is going to organize the literatures, discuss the findings and establish the framework of this paper on theoretical basis. 
2.2 E-commerce industry 
E-commerce means electronic commerce or business, it is the transaction includes buying or selling of products and services through electronic media, primarily the internet. There are several forms of e-commerce namely as business-to-business, business-to-consumer, consumer-to business and consumer-to-consumer. According to Tian and Stewart (2006), e-commerce occurred back in 1960s that companies started to share the business information and product documents with other companies by using electronic networks. The e-commerce industry grew in 1990s by the rise of online retailers namely Amazon and ebay. Consumers now can shop in the internet endlessly regardless the time and geographic region. In recent years, the overall e-commerce business is experiencing explosive growth and it is playing more important role in terms of sales turnover, revenue and market share in the retailing industry. The e-commerce has marked the record at global economic growth and also changed people’s lifestyle. (Jingqiao, 2017) Hence, analysing the e-commerce environment is an important element in this study. 
There are several forms of e-commerce namely as business-to-business (B2B), business-to-consumer (B2C), consumer-to business (C2B) and consumer-to-consumer (C2C). In this study, it will focus on discussing the business-to-consumer sector in the aspect of customer experience. Business-to-consumer (B2C) defines as the trades of selling goods and services directly between a company and its consumers through the internet and the company use online network to reach out to its consumers. 
According to Yilei, et al. (2016), online retailers with B2C business attach importance to customer experience and there is a need to maintain good customer relationship with their consumers to make them their regular customers. Most of the online retailers believe good customer experience can promote customers' perception of the service level. On the software, some researcher suggested that online retailers should enable product category ranking, having accurate product content, encouraging customers to rate the products and organizing the customer database are the ways to becoming a successful e-commerce retailers (Profitero, 2016).
2.3 Purchase intention
2.3.1 Definition
Purchase intention defines as behaviour and the willingness of a customer to buy a certain product or service in a certain condition.  It is usually is related to the customer buying behaviour, attitudes, cognitive, affective, perceptions of consumers. It is also described as the possibility that a customer makes a purchase of a certain product or service after the socialization process. It is a dependent variable that depends on a variety of external and internal factors(Zarei, et al., 2019). In the e-commerce industry, online purchase intention is affected by the consumers’ cognitive to purchase a product or service from online retailers.
There are a several steps of customers’ behaviour before a customer click the purchase button on the online store. Since the nature in online purchasing is lack of direct communication between the sell and its customers, that leads to a difficulty in closing the business. (Yong, et al., 2019) The below example shows online retailers how to overcome the obstacle by solving it with the element of customers’ purchase intention. For example, customers explore the online store and have become aware of a product that they are interested. However, they are still lingering the page and not add the product to cart. The AI tells the online retailer that there are a several degree of customers’ purchase intentions. This signal helps the retailer to design the content of pop up messages for customer in order to trigger their purchase. The messages can be low stocks or there were certain customers bought this item for the last 24 hours or some similar items that may interest the customers. That can create the urgency to buy or raise the awareness of the product. Finally, a purchase has been made ride on retailer make use of customers’ purchase intention signal. They let the customers to follow their lead and close the deals. This also helps them to figure out how they should advertise their products in ways that they reach the target customers.
[bookmark: _Hlk36910036]2.3.2 Construct and measurement
Purchase intention is a measurement of the customer’s behaviour and attitude towards purchasing a product or a service. It consists of various factors such as the cue of stimulus of the purchase, the outcome expectation of the use of the product, the product value, recommendation by the previous buyers, the associated emotional with the product. According to Silva, et al (2019), it claimed that purchase intentions can be measured by the behavioural and the interaction data that captured in the online store website. Aghenkyan (2012) mentioned a finding in the study, there is greater risk is associated with online shopping and it is important to examine factors that reduce various risks influencing the purchase intention. Moreover, when consumers can find relatively large amounts of information in online purchasing situations, they have positive feelings about the decision to purchase online rather than purchase in the physical store (Bhargave et al, 2016). 
2.3.3 Conclusion
Akar and Dalgic (2018) stated that their study analysed the social network factor and the purchase intention. The finding showed that the online social network influenced the online purchase intention and customers’ buying habits. They suggested that the online retailers could integrate the social platform to attract more sales online. Hence, purchase intention can be analysed as a marketing tool to use in the future advertising campaigns and to design of marketing activities and aim to have greater customer involvement and result in higher sales turnover. 
2.4 Convenience 
2.4.1 Definition
Duarte, et al (2018) stated that convenience is referred as online convenience that means the state of being able to proceed the online purchase without difficulty. According to the research of Sethi and Sethi (2016), one of the important elements of online shopping is convenience which allows consumers to purchase 24 hours a day and 7 days a week. Consumers do not need to wait for traditional stores to open. Other than time, consumers can place the order in anywhere around the world. Also, for the buys who have large number of items or heavy goods that they do not need to carry themselves to home and having delivered at doorstep. Purchasing through the online shops offer significant time savings, less efforts, less physical energy and cost savings. 
2.4.2 Construct and measurement
Internet provides place and freedom of time of shopping for consumers. There are a several forms of convenience in customers’ perspective, such as access convenience, service convenience, time savings convenience and search convenience. 
The research of Izquierdo and Schultz (2011) showed that convenience is the reason for shoppers to purchase online by its access convenience in the aspect of product comparison and transaction process. Online shopping eliminates access limitation of traditional stores and the limitation of the products which only offer to local customers. It provides convenience to shoppers to acquire unique goods which are a regional executively for an area. It also provides access of product information and product comparison when there is internet connection. 
According to Kim and Park (2012), service convenience is the quality of customer service provided by the online retailers in term of website responsiveness. Some online retailers provide live chat room for customers, the quicker respond has the better service quality.
Time savings convenience is the making it possible to let customer purchase a product or service quickly in the online store. Since time is precious for every customer as well as the online retailers. (Lien et al., 2015) Internet environment can save time and efforts for consumers as they can shop at any time, they want. Since there is no need to travel to a physical store. For most of consumers, saving time is as good as saving money. This concept supported by Siddiqui and Khan (2018), it claimed that most of consumers find online shopping is a sense of time savings and it is the most important reason that they shop online other than shop in traditional stores.
Search convenience refers to product search, product comparison and price comparison in the online shopping environment. With the help of internet connection, customers can simply input a keyword or scan QR code into the search column to find what they need without running to different physical stores. According to Yang and Lester (2004), it found that an efficient product search function appears to be an important factor in the online business. This implies online shoppers should focus on providing user-friendly and efficient shopping platform to their customers. 
2.4.3 Conclusion
[bookmark: _Hlk37182890]Factor of convenience is positively influenced purchase intention (Chang et al, 2014). According to Young (2015), the study found that the convenience of the internet shopping that provided service without any restrictions of space and time, result in enhancing consumers shopping experience and eventually have a positive effect on the online purchase intention. Other researchers claimed that convenience is the most motivational factor to drive online shopping satisfaction and it can influence customers behavioural intentions. (Kumar and Thakur, 2016) Moreover, Bhagat (2015) revealed that convenience and the benefits received by customers affect their purchase intention towards online shopping) Hence, this concludes the definition of convenience along with its overview and online retailers should aware of this factor in order to attract more business. 
2.5 Price
2.5.1 Definition
Price is the amount of money that customers expected and given in a payment for a product or service.  Researchers argued that the product price at online platform had impact on consumer’s purchase behaviour, if the online price of the product is around the same as the retail price, it had less positive or negative influence to purchase intention, whereas if the online price is low or high relatively to retailer price, it had the strong positive and negative influence on consumer’s purchase intention (Fagerstrøm and Ghinea, 2011). The lower price is the more the benefits received by consumers in making purchases online. 
2.5.2 Construct and measurement
In the term of price, there are a several elements in constructing the price tag, namely as value of money, discount and promotion offers, delivery fee or transportation costs and the price transparency in the online stores. 
The most beneficial factor of shopping online was identified as a possibility to compare prices and buy at a lower price. Zahid and Dastane (2016) pointed out that the perceived price has positive influence on purchase behaviour. However, if online retailers often offer excessively low price to their customer can lead to a sense of insecurity of the product. In terms of value for money, Cho and Chan (2017) claimed that consumers verify the value for money by the influence of electronic word of mouth and the ratings of the other customers. 
Online promotion offer is the latest marketing trends towards online shopping that retailers tend to highlight the lower price and discounts. It can be marketed as the deals of the day, free delivery offers, first time purchase offers, returned customers offers, etc. Savings on delivery fees or savings on transportation costs to physical stores that also considered as cost savings for consumers (Pappasa et al, 2017). Online retailers often provide discount to their customers that could create an illusion that the price in the online stores can be much more attractive than physical stores. Hence, it has a positive influence on consumers’ purchasing intention (Cheah et al, 2015). 
Price transparency refers to price assessment with price comparison that can let consumers to distinguish a better pricing. (Lo et al, 2014) That is a factor that affect customers’ perception on price and influence their purchase intension. Kriel (2019) stated that price comparison leads to price transparency where the online retailers list the product prices of various online sellers that help consumers to make purchase decisions. 
2.5.3 Conclusion
According to Kim and Gupta (2012), the two important factors that influence customer purchasing intention in online shopping are price and trust. Their study claimed that price had stronger influence on shopper’s purchase intention than trust of repeated purchase customers as compared to that of potential customers. However, not all price range has the same positive influence on purchase intention. Based on the study of Youngsoo and Krishnan (2015), product price has influence on consumer’s purchase decision. The study found that shoppers preferred not to buy too expensive or luxury products from online platform due to the uncertainty of products. Consumers can not feel the products or choose the products by hand from online purchase. On contrast, the study found that shoppers could buy cheaper products online regardless of the products uncertainty. Hence, further study of different product categories is a need. 
2.6 Trust
2.6.1 Definition
Trust in e-commerce refers the firm belief in the purchasing activities and the acceptance of the online shopping platform. (Grabner-Kraeuter, 2002) The purchasing activities include in electronic payments, information security and transaction experience. The trust is mainly about the customer perception of dealing in electronic systems. That specifically impacts on the relationship between the reason of purchase, frequency of purchase and the amount of purchase and that impacts on the online purchase intention. In the other hand, customer satisfaction can be influence by customers’ trust towards online retailers, subsequently influence the online business (Mohiuddin Babu and Dey, 2018). According to Dabholkar and Sheng (2012), when customers experience better customer experience, they have greater trust and it result in higher purchase intensions. In contrast, the higher financial risk associated with online shopping environment, the less trust and with lower purchase intentions. 
2.6.2 Construct and measurement
Trust can be defined as various kinds such as initial trust, cognitive trust, emotional trust. Then this chapter follow with collecting the data about distrust. 
Kim (2012) described initial trust is the first-time buying customers perception of the online retailers’ reputation and online platform structural assurance. Initial trust influences the first purchase intention of customers. For returning customers, the more repeating purchase reduces the insecurity of online shopping. The familiarity of online transaction brings more trust for customers (Chiu et al,2012). 
According to Lee et al (2015), the trust of the online stores can be described as cognitive trust and emotional trust. Cognitive trust is rational and based on common sense and emotional trust tend to independent of rational and based on consumers’ feelings of the online retailers. The impact of emotional trust on online purchase intention is stronger and had higher positive influence more than the cognitive trust. 
Moreover, without developing of trust, consumers doubt about the trustworthiness, uncertainty and worry about the reliability of the online financial transactions the most. (Amaro and Duarte, 2016) According to Kitukutha, N. and Oláh, J. (2018), distrust by consumers is usually related to the concern of personal information, the safety of financial transaction, online fraudulent activities, etc. Distrust is the major concern of consumers when they are engaging in the online shopping. Fear of fraud is one of the reasons of lack of trust. It is because the shoppers worry about the internet safety (Voineagu et al, 2016). Trust is influencing customer’s buying intention in the area of online payment methods, the higher the trust of the consumers in the Internet, the greater the intention to buy online.  (Silva et al, 2019) Consumers avoided online shopping due to no trust on e-commerce websites and the risks associated with online shopping. (Bhagat, 2015) Hence, trust can create from the expectation as customers knowing the product information is true and make a comfortable sense to make the shoppers have less concern with the associated risks. (Lin et al, 2019)
2.6.3 Conclusion
As mentioned above, the study of Kim and Gupta (2012), highlighted trust and price are the two important factors that influence customer purchase intention. The study mentioned trust exerted a stronger effect than price on purchase intentions for both potential and repeated purchase shoppers in online shopping. According to Hong and Cho (2011), the study revealed that consumer’s trust in the online seller had strong and positive impact on online purchase intention.  The result of their study showed that the trustworthiness of the online stores played a critical role in whether consumers accept them in the e-marketplace. Moreover, another study claimed that the quality of the online seller has positive impact on shopper’s trust toward the online store website and follow with the positive influence on shopper’s purchase intention (Everard and Galletta, 2005). 
2.7 Brand Image
2.7.1 Definition
Brand image is the customer impression towards a brand and how they think of it.  Customers develop a general image of a company based on their perception, the word of mouth, shopping experience and the interactions with it. (Srivastava, 2019) This image develops over time and this could involve with the potential customers and the regular customers. Online retailers keen to build a good image with their customers in order to fulfil the business objectives. (Smith et al, 2010) There are a several advantages gained by building a good brand image, such as less effort to attract new customers, easy to launch new products, easy to retain regular customers and can build long lasting customer relationship (Urde and Greyser, 2016). For example, according to Borger (2018), COSTCO Wholesale Corp. is a brand well known for selling goods for a lower price than other retail stores whereas Tiffany & Co. is a luxury brand considered to be exclusive for wealthy people to shop jewellery. 
2.7.2 Construct and measurement
Brand image is a general view of the consumers about a company or a brand. It is consisting of online store image and product brand image. They are both have positive effects on online purchase intention (Aghekyan-Simonian et al, 2012). The reason is that good online store image and product brand image can reduce various risk perceptions. 
Kuo (2019) described online store image is the customer perception of the functional qualities of the store. It is structured by the perceived value of customers when they experience online shopping at the website. There is the website design, company logo and the overall platform image that influence the online store image. The company reputation also influences the store image. (Wang, 2019) 
Product brand image is defined as the overall brand perception that reflected by a brand name and overall product value to the consumers. (Conz, 2019) It can be company’s slogan, company’s vision and the company’s key value that affect what customers think of a company. A good brand name is treated as an intangible asset of a company such as trademarks, patents, copyright. Intangible assets can create value and income of a company. (Stevanović and Rastić 2019) 
According to Alwi (2009), consumers have hesitation on purchasing online due to there are potential risks and uncertainties associated in the decision-making process. A strong brand image can help to deliver the consumption benefits to their customers. Hence, to reduce the associated risks and uncertainties of consumers then it can a positive impact towards online purchase intentions. 
2.7.3 Conclusion
Nowadays, most companies spend a lot of the resources and time in developing a strong brand image. Lu et al (2019), researchers support that brand image has positive influence on customers purchase behavior and the importance of online brand image that can minimize the dimensions of perceived risks. Aghenkyan-Simonian et al (2012) mentioned that in the study, the online store brand image, the platform is reliable and product brand image positively influenced the shopper’s purchase intention by decreasing risk perceptions associated with online shopping. According to Chiang and Jang (2006), the study investigates the effects of brand image and price on online purchase intention and found that brand image significantly affected quality and trust perceived by consumers and affected the consumer’s final purchase decision. Based on the research of Prashar and Parsad (2016), the study showed consumers inclination is towards brand image of the online platform and being able to get value proposition through the website and it affected the purchase intention. 
2.8 Hypotheses Test Setting
2.8.1 Convenience and purchase intention
Studies have shown that Convenience is the main factor that directly affects consumers’ purchase intention. According to the below researchers, Matos and Krielow (2019), purchaser’s intention to purchase online is strongly influenced by the factor of convenience; Convenience is the main factor that have positive impact on purchase behaviour in the seller’s website based on the ease of use, product information, selection(Cohen et al, 2016); The results of a survey showed that convenience is one of the dimensions that influence online purchase intention (Chang et al, 2014); YARAŞ (2017) supported that convenience has positive relationship with purchase intention; Young (2015) also discovered that convenience positively influences consumers’ buying behaviour in the mobile shopping environment. Therefore, it is a need to know through conducting questionnaires to analysis whether convenience is a positive factor that impact on consumers’ purchase intention. 
H1: The convenience of online sellers has a positive influence on the buyer’s purchase intention. 
2.8.2 Price and purchase intention
According to Lien (2015), price, brand image and perceived value are the three critical factors directly influencing purchase intentions. Consumers concerned if the price is affordable, if the brand image is attractive and trustworthy, there is a likelihood of their purchase intentions is high. Moreover, from on the study of Youngsoo and Krishnan (2015), product price has influence on consumer’s purchase decision. The study found that shoppers preferred not to buy too expensive or luxury products from online platform due to the uncertainty of products. Hence, the products at lower price has positive influence on purchase intentions. Other studies showed that online monetary savings for consumers exerts a strong influence on online perceived value and that affect consumers’ purchase intention. (Wu and Chang, 2016) Most of consumers care about discounts and promotions, when there are promotions in the online stores, they tend to buy from online retailers. (Chiang et al, 2018) Hence, it is necessary to analysis the relationship of price and purchase intention. 
H2: The price of online sellers has a positive influence on the buyer’s purchase intention and the product with higher price has a negative influence on the buyer’s purchase intention.
2.8.3 Trust and purchase intention
According to Rehman (2019), Consumer purchase intention mediates between five constructs and online shopping behaviour. Trust has a direct influence the relationship between online shopping behaviour and purchase intention. Supported by Clemons et al (2016), China consumers have cautious attitudes toward online purchase, they would prefer to buy at their most trusted online retailers. ÖCEL and ARSLAN (2019) also pointed out that there is a meaningful relationship between online shopping and online trust, when customers trust the online store more, they will purchase from online more. The research findings showed that online trust in the areas of website security, availability and user experience has significant impact on online shopping. (KÖKSAL and PENEZ, 2015) It is also indicated that good website quality has positive impact on trust and higher trust has significant impact on online purchase intention. (Arora and Rahul, 2017) Other study showed that the customer purchasing experience impacts their purchase intentions by the factor of trust. (Hao et al, 2015) Based on the above researchers’ findings, it should examine the relationship between trust and purchase intention. 
H3: The trust of online sellers has a positive influence on the buyer’s purchase intention. 
2.8.4 Brand image to purchase intention
Kim (2014) argued that the brand image and brand attitude has positive impact on online purchase intention. Another study showed that brand image along with its reputation, familiarity and offline presence has positive influence on consumer’s purchase intention. (Kaur and Bedi, 2017) Conz (2019) mentioned that online retailers gain competitive advantage and more online sales by building stronger brand images. Landers et al (2015), the online brand image can affect consumers attitude toward shopping. A better brand image can help to deliver the consumption benefits to their customers, customers tend to shop with the online retailers with stronger brand image. (Alwi, 2009) Moreover, the other research showed that corporate brand image is more likely to relate to consumer behaviour, customer loyalty and consumer satisfaction. Brand image have a direct positive relationship with consumer loyalty, then affect the consumers’ purchase intention. (Da Silva and Syed Alwi, 2008) Based on the findings, it is necessary to analysis whether brand image is positive related to online purchase intention. 
H4: The brand image of online sellers has a positive influence on the buyer’s purchase intention. 
2.9 Summary
In conclude of above literature review, researchers claimed that there are positive relationships between the independent variables of convenience, price, trust, brand image and the dependent variable of purchase intention. The following hypotheses were tested in the study with assumed relationships: Hypothesis 1 (H1): There is a positive relationship between convenience and buyer’s purchase intention; Hypothesis 2 (H2): There is a positive/ negative relationship between price and buyer’s purchase intention; Hypothesis 3 (H3): There is a positive relationship between trust and buyer’s purchase intention; Hypothesis 4 (H4): There is a positive relationship between brand image and buyer’s purchase intention. The below figure 2.1 shows the hypothesis of this study. 
Figure 2.1 Hypothesis of this study. 
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3.1 Introduction
Based on the findings from the above literature review, this chapter investigates the relationship between the independent variables of convenience, price, trust, brand image and the dependent variable of purchase intention in the e-commerce environment. This chapter begins with the research framework, then sorts out the research methods and follows with the research steps, research tools, data collection, data analysis and statistical methods to complete the investigation. 
3.2 Research design
In order to achieve scientific goals and collection and analysis of data, the assumptions of the potential factors need to be examined in the research framework. Research design is the framework of research tools and methods chosen by a researcher. The research design allows researchers to find the suitable research methods fit differently to the pathway of the theory continuum and set up the studies for the subject matter up for success. (Ridder, 2017) The research design of this paper is a descriptive and explanatory study conducted by quantitative research and qualitative research. Peavey and Vander Wyst (2017) stated that descriptive research design is a design based on theory and it describes the case under the research. It can help researchers to understand problems and provide insights to the problem statement. The research model with hypotheses are: Hypothesis 1 (H1): There is a positive relationship between convenience and buyer’s purchase intention; Hypothesis 2 (H2): There is a positive/ negative relationship between price and buyer’s purchase intention; Hypothesis 3 (H3): There is a positive relationship between trust and buyer’s purchase intention; Hypothesis 4 (H4): There is a positive relationship between brand image and buyer’s purchase intention.
3.2.1 Quantitative research
Quantitative research method as an objective measurement that focus on the unchanging data collection and numerical analysis through surveys and questionnaires to answer the potential problems or assumptions. (Barnham, 2015) The goal of quantitative research is to find out the relationship between the independent variables and a dependent variable by collecting primary data and secondary data (Zyphur and Pierides, 2017).
The primary data collection for this case is to conduct questionnaires which collected from the shoppers that have experience in online shopping. The numbers provide consumers’ perspective towards the online retailers in general and their shopping experiences. Insights collected from the hard data and then follow with data analysis so that it proves the relationships between the independent variables and the dependent variable of this topic. 
The secondary data collection for this case is from the market reports and market surveys that conducted by third parties such as government agencies and statistic research companies. This aims to verify and compare with the primary data and so that to improve credibility of this study. 
According to Savela (2018), quantitative research method provides meaningful insight with less personal bias to the ordering of reality and the materialized discourses. It is a reliable and valid method to identify the social phenomena and answer to the social behaviour problems. 
3.2.2 Qualitative research
According to Watts et al (2017), qualitative research method determines relationships between the collected data and observed phenomenon through in-depth interviews or analysis of underlying problems from data collected from multiple sources. Jamali (2018) claimed that qualitative research approach is to discover a deep understanding about the social phenomena, the researchers observed the interviewees behaviour, summarize their opinions and analysis their motivations about the research topic. Then researchers can further explain the findings. The data collection can be collected from primary data and secondary data. 
The primary data collection for this case is from the focus group. Gathered a group of interviewees and discussed their experience in online shopping and the questionnaire design. Also, asked the open-ended questions and let the interviewees to answer freely. 
The secondary data collection for this case is from the data and reports from government agencies and outside organizations. 
Matta (2019) stated that qualitative research method is more practicable when there is limitation on simple size. With the in-depth interviews can help to build wider view of the analysed subject. 
3.2.3 Triangulation
This research paper will use triangulation method. It is a mixed research method. According to Carter (2014), triangulation refers to the use of multiple methods for date collection and sourcing. It helps to develop a comprehensive understanding of the situation. The method consists of qualitative and quantitative researches. Qualitative research includes primary data by focus group and secondary data by journals. Quantitative research collects the primary data by survey and secondary data by journals. Kelle (2006) stated that all research methods have their strengths and limitations. Researchers use mixture of qualitative and quantitative methods to serve for the mutual validation of data, improve the accuracy of the research and to form a complete picture of the investigated topic to obtain the research results. 
3.3 Structure of data collection
According to Gill et al (2008), data collection is the research process of collecting and measuring information on variables of interest which let researchers to answer the stated research questions and evaluate outcomes. The data collection process is widely applied in many study fields ranging form education, medical, business, social sciences, etc. Saulnier (2000) stated that the aim of data collection is to collect evidence to answer the questions. Accurate data collection is essential to a research study as it leads to credible and convincing results. According to Rabianski (2003), data collection begins with data planning as the selection of a sample from a related population. Then, decides data collection tools to collect data from the selected sample. The data sources in this research paper are primary data and secondary data. 
3.3.1 Primary data source
Morgan and Harmon (2001) claimed that primary data source is the first hand and original data source that is from the first-hand experience. Primary data is considered as more objective and authentic. It has not been used and altered by any researchers. Hence, it has higher validity then the secondary data. Cowton (1998) stated that primary data can be collected by focus group interviews, pilot test of surveys, both online and face to face surveys, experiments and direct observations. Nicholson and Bennett (2009) stated that primary data collected can be numeric and qualitative while interviewees can share their personal opinions towards the stated topic. It can gather the in-depth information, purpose oriented, data collected is specific and the samples can be controlled. However, primary data collection is more difficult, costly and time consuming compared to secondary data collection.
3.3.2 Secondary data source
Secondary data collected from a published source. It can be collecting information from conducting literature review of journals, reviewing the data from government agencies, third party organizations and online sources. (Zottnick, 2015) The data is collected from other researchers for their other research purposes. Due to there is a limitation to conduct a new survey that captures past developments, secondary data collection is the way to capture this information. Secondary data includes academic journals, books, market reports, census and statistical reports, newspaper, records, biographies, internet journals, etc. Irwin (2013) argued that it is important to collect secondary data; it is because the data collection process is relatively easy, less cost, more accessible and possible to collect when primary data is not available. However, the data collected are from the previous researches that done by other researchers. That data may not be the right fit for the topic to be studied today. The limitations of secondary data are it is less valid, less accurate; the information may be outdated and may be subjected to copyright issue. 
3.4 Sampling design
Turner (2020) claimed that sampling design is the framework of a survey. Sampling is the statistics to gain the understanding of the stated questions from a certain population since this is not possible to conduct surveys for the whole population in the society. Thus, researchers design the concept of sampling, the purpose of sampling, the sampling process, types of sampling, tools of sampling, probability of sampling, sample size and the target population. Then follow by collecting data from the target population by conducting surveys or questionnaires or observations for them. In this research topic, this is focusing on the impacts of e-commerce industry. Hence the questionnaire design includes the potential influencing factors of this stated topic. The questions were extracted from academic journals from other researchers which include the independent variables of convenience, price, trust, brand image and the dependent variable of purchase intention.
3.4.1 Focus group
Based on McGrath et al (2019), a focus group is a gathering of selected participants who participate in a face to face discussion and qualitative interview to discuss about the stated topic or problem. The focus group allows each participant to share their personal views and perceptions and allow members to influence and interact within the discussion time. According to Scott (2009), focus Group interviews are a common approach to data collection in qualitative research projects. It involves few participants to share their perception and point of view on the subject. It is more flexible in data collecting by its nature. According to Krueger (1994), 4 or above participants should be organized in a focus group. The purpose of the meeting is to explore the important factors about questionnaire design of the effect of e-commerce industry. In this research, the focus group was conducted on 23 Feb 2020. There was a focus group with 5 selected participants who are age over 18 and all already had online shopping experience. The discussion topics were 1) the factors of online purchase for e-commerce industry is the most important in the questionnaire design and why? The list of potential factors is convenience, price, trust, brand image, purchase intention; 2) The questions can add in the questionnaire; 3) The idea to have a good impression for respondents in questionnaire format design. The participants shared their opinions and perceptions towards the topic within the group for about one hour. The output of the discussion was helpful for the questionnaire design and the pilot test as well as ideas for further study. (Appendix 2) shows the meeting details. 
3.4.2 Design questionnaire
According to Yaddanapudi and Yaddanapudi (2019), defining a set of related and accurate questions is important to a research study with the relevant questions and appropriate measurements leads to higher response rate. Hong and Choi (2015) stated that there are several best practices involved in designing a good questionnaire such as 1) appropriate content and length; 2) the questions covered all the stated problems and closely linked with them; 3) clear questions and measurement scales; 4) the questions are not bias and non-induced. 
In this research, the questionnaire included two sessions. First session is about the discussion topics which are divided into five parts, including convenience, price, trust, brand image, purchase intention. The second session is about basic personal information which includes age, gender, education level and monthly income. 
The items of first session of convenience, price, trust, brand image, purchase intention is shown by Likert scale. The below table 3.1 shows the questionnaire design and source of researchers. 
Table 3.1 Questionnaire design and Source of researchers 

	Items
	Description
	Data Type
	Researcher

	1
	Convenience
	Likert Scale (5 point) (Wilson, 2006)
	(Clemes et al., 2014)
(Duarte et al., 2018)

	2
	Price
	
	(Clemes et al., 2014)
(Al-Debi and Mustafa, 2014)
(Lien et al., 2015)

	3
	Trust
	
	(Lien et al., 2015)
(Al-Debei et al., 2015)

	4
	Brand Image
	
	(Lien et al., 2015)

	5
	Purchase Intention
	
	(Lien et al., 2015)
(Enrique et al., 2015)


	6
	Personal Information




[bookmark: _Hlk37428795]According to Wilson (2006), the Likert scale is a scale commonly used in the questionnaire  measuring participants’ responses and opinions towards the stated subject matter. It is ranges from one extreme to another. For this questionnaire, it has 5 scale marked by 1 to 5 which 1 represents strongly disagree and 5 represents strongly agree. Likert scale is important in the surveys, it can capture the participants’ attitude by the response of agree or disagree. Likert scale system is widely used in many market researches due to it is simple and easy for respondents to understand and operate. Moreover, a 5-point scale system is ideal and suitable for producing better distributions of data collected. Hence, this study chose the 5-point scale in the measurement. 
3.4.3 Pilot test
In order to let respondents have a better understanding about the stated topic, some researchers may conduct a pilot test and focus group before applying a comprehensive survey to the whole target population. Hence, in the beginning stages of questionnaire development, it is suggested to take about 10 percent of the total sample to pre-test the questionnaire. It can evaluate how respondents respond to the questions (Etchegaray, 2011). Hence, in conducting pilot test can validate the reliability of data in real situations as the primary goal of the research. It can help to modify and improve the questionnaire design before the whole survey. In this paper, there were 15 questions in the questionnaire for the pilot test. A total of 15 questionnaires were conduct by face to face interview. Data was analysed by SPSS on 03/03/2020 to produce the Cronbach’s alpha results. The below figure 3.1 are the reliability statistics result of pilot test before amendment. There was one question from trust were deleted as the amendment of questionnaire and the below figure 3.2 and 3.3 shows the result after amendment. According to Vaske et al (2017), Cronbach’s alpha estimates the internal consistency and reliability of responses as a statistic tool. Based on figure 3.3about the result of pilot test after amending the questions, it shows that Cronbach’s alpha at reliability test reached 0.931. Based on figure 3.1, it shows that the Cronbach’s alpha at reliability test scored 0.927 before amendment. It indicated that the pilot test is more feasible after amending the questions. The result reached 0.931 indicating the pilot test passed feasibility and it is ready for conducting the whole sampling. 
[bookmark: _Hlk37513482]Figure 3.1 Reliability statistics result of pilot test after amendment
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Source: this research
Figure 3.2Reliability statistics result of pilot test after amendment 
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Source: this research
Figure 3.2Reliability statistics result of pilot test after amendment
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Source: this research
3.4.4 Formal questionnaire
After conducting pilot test, testing the reliability statistic, amending the questions and then gaining the successful result, a formal questionnaire is formed, and it can be released to conduct the full sample to the target population. The release date on 04/03/2020. The previous workflows can help to get better responses rate, time and cost savings for the formal survey. 
3.4.5 Target population
According to Draugalis and Plaza (2009), in conducting a sampling survey, sampling is the selection of a group of target population for the study. Since there is impossible to conduct survey with everyone in the society, a target population is a group of people to be drawn to conducting the survey including different ages and gender. According to Census and Statistics Department by HKSAR (2020), there are 7.5 million people in Hong Kong and 84.6% of the population aged over 19. The table 3.2 shows the distribution of population by age group. In this research, the survey was taken in Hong Kong. Since this research topic is about online shopping, electronic payment such as credit card is needed in the e-commerce transaction. Hence, the target participants for the survey should be over 18 years old who have online payment and have experience in online shopping. 
Table 3.2 Population by age group in Hong Kong in 2019
	 
	('000)
	(% of total population)

	Below 19
	1161.8
	15.4

	20-29
	  881.3
	  11.8

	30 - 39
	 1 166.0
	  15.6

	40-49
	 1 154.2
	  15.4

	50 - 59
	 1 201.8
	  16.1

	60 or above
	 1 935.6
	  25.7


Source: HKSAR, 2020
3.4.6 Simple size
According to Sim et al (2018), sample size is the number of subjects or observations determined in a research which selected from the general population and is to be treated as a representative of the real population. First, determine the target population as the population size, then decide the sample size frame and methods, follow with defining the margin of error as the confidence interval, defining confidence level and standard of deviation, finally to select the sample size units to conduct the surveys. The most used confidence level is 95% confident. 
The Cochran’s (1963) formulas will be used in this research to calculate the suggested sample size. In the calculation, 95% confidence level and 7% tolerated level of error are used. Based on the data collected by pilot test, the successful rate was 0.73 and the failure rate was 0.27. Figure 3.8 shows the calculation data. Hence, the recommended minimum sample size (n) is 118 surveys. (Appendix 5) 
Figure 3.8 Simple size of questionnaire 
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Source: The Cochran’s, (1963)
The formal survey with 28 questions in total were conducted from 04 March 2020 to 13 March 2020 by face to face and phone interview.  A total of 125 questionnaires were sent and 110 were fully responded from participants. A total of 110 valid questionnaires were collected with an available rate of 88%. The below table shows the timeline of the formal survey. Together with 15 surveys collected from pilot test, total number of surveys are 125. 
Table 3.3 Timeline of the formal survey
	Send out date
	Media
	Issued
	collected

	04/03/2020
	face to face
	25
	20

	05/03/2020
	face to face
	10
	5

	06/03/2020
	face to face
	20
	19

	07/03/2020
	phone interview
	5
	5

	08/03/2020
	phone interview
	5
	5

	09/03/2020
	face to face
	20
	18

	10/03/2020
	face to face
	15
	13

	11/03/2020
	face to face
	15
	15

	12/03/2020
	phone interview
	5
	5

	13/03/2020
	phone interview
	5
	5

	 
	Total
	125
	110

	 
	Successful rate
	88%


Source: this research
3.4.7 Sampling method
In this study, since sample frame is not available, non-probability sampling of snowball method will be used in this study. For qualitative research, there are difficulties of achieving a good sample, snowball sampling can be a technique to reach target populations (Griffith et al., 2016).
3.5 Data analysis techniques
Based on Ong and Puteh (2017), quantitative data analysis techniques enable researchers to be modelling and transforming the data collected from surveys to define their useful information to answer the stated problems. The techniques are descriptive statistics, reliability test, correlation analysis and regression analysis, independent T-test and one-way ANOVA analysis, etc. 
3.5.1 Descriptive statistics
McCarthy et al (2019) claimed that descriptive statistics presents the demographic characteristics of the data and shows the distribution of variables.  In this research, it describes the average of statistical analysis, the standard deviation, the percentage frequency distribution, the concentration, variables of the data collected. 
3.5.2 Reliability test
Gliem and Gliem (2003) stated that Cronbach’s alpha in reliability test is a common statistic tool in data analysis. In this paper, Cronbach’s alpha used both in the pilot test and the formal survey in order to estimate the internal consistency and reliability of the research. The below table 3.4 shows the acceptance level of Cronbach’s alpha. 
	Cronbach’s alpha
	Internal consistency

	0.9 ≤ α
	Excellent

	0.8 ≤ α < 0.9
	Good

	0.7 ≤ α < 0.8
	Acceptable

	0.6 ≤ α < 0.7
	Questionable

	0.5 ≤ α < 0.6
	Poor

	 α < 0.5
	Unacceptable


Table 3.4 Acceptance level of Cronbach’s alpha in reliability test
3.5.3 Correlation analysis
According to Gogtay and Thatte (2017), correlation analysis is a statistical method called Pearson correlation coefficient to discover the relationship between two variables and to describe the strength of the relationship. According to the below table 3.5, it shows the range of correlation coefficient. The correlation can vary from +1 to -1. The strong correlation figure indicates strong relationship between two variables with value near +1 and the weak correlation figure indicates weak or no relationship between two variables with value near -1. In this paper, there is a need to discover the strength of relationship between the independent variables and dependent variable of influencing the e-commerce industry. 
	Correlation range
	Strength of relationship

	0.00-0.20
	very weak

	0.20-0.40
	weak

	0.40-0.60
	[bookmark: _Hlk37800169]moderate

	0.60-0.80
	strong

	0.80-1.00
	very strong


Table 3.5 The range of correlation coefficient.  
3.5.4 Regression analysis
Regression analysis is a statistical method that determines the relationships between the independent variables and dependent variable, and it shows on linear regression line. (Schroeder et al, 2016) In the linear regression, the model specification is that the dependent variable as yi as a liner combination of the parameters and the independent variables as x1 and the parameters as β0 and β1, etc. The equation as below, 
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In this paper, yi as the dependent variable which is purchase intention and the x as the independent variables. The linear regression formula for this study as below,
Purchase intention= β0 + β1 convenience + β2 price + β3 trust + β brand image 
3.6 Questionnaire limitations
This research studied the e-commerce industry in a whole, however it is a big subject that ranging from daily necessities, beauty products, medication to luxery goods. Due to the limited cost and limited time, the potention independent variables covered in this paper are limited. Moverover, the sample size is also limited as larger sample size will improve the data accurucy. However, this research conducted during Christmas to New Year and right after Chinese New Year, it was the outbreak of covonia virus, it was differicult to collect more questionnaires. 
3.7 Summary
This chapter helps to guide and develop the research by statistical tools. It helps to discover the answer of the stated questions and understand the relationships between the dependent variable of purchase intention and the independent variables of convenience, price, trust and brand image. 
Chapter 4
4.1 Brief discussion
Based on the previous chapter, it gathered the information of research methodology and it included data collection method and structure, focus group, pilot test questionnaire, estimation of sample size, formal questionnaire design and application, sample collection timeline and the statistical tools. In this chapter, it explores the data collection result from focus group and analysis the data collection from the survey. This paper uses SPSS analysis tool includes the functions of descriptive statistics, reliability statistics, correlation analysis, and regression analysis to explore the data collected. 
4.2 Focus group
The focus group conducted in this research, it was a group of 5 participants who are age over 18 and already have online shopping experience. According to Krueger (1994), 4 or above participants should be organized in a focus group. The purpose of the meeting was to explore the potential influencing factors of e-commerce industry in customers’ purchase intention.  It discussed the stated independent variables of convenience, price, trust and brand image and discussed the dependent variable of purchase intention and discussed the sample of questionnaire design, format and its layout. 
During the discussion, interviewer asked the open-ended questions and let the participants to answer freely. Also, the participants could interact with other members and explored new ideas. The discussion details were, 1) the most important influencing factors of online purchase for e-commerce industry that stated in the questionnaire which were convenience, price, trust, brand image; 2) the reason of the choosing the factor; 3) further factors that could add to the research and questionnaire and the reason of adding it; 4) further questions that could add to the questionnaire and the rationale; 5) the methods to have a good impression for respondents in questionnaire format design and the methods to gain better response rate. 
In the participants discussion, there were three participants out of five mentioned that the factor of convenience is the most important influencing factors of online purchase for e-commerce industry. The participants mentioned that this is the main reason that they buy form online shops due to it is easier to find more products choice in the internet environment, thus shoppers do not need to go to different physical stores to get the products they need. The participants agreed convenience is the factor that has positive relationship with consumers’ purchase intention. The data collected in focus group is matched with the secondary data collected by academic journal namely from Sharma (2016), the research claimed that since the nature of internet that it is convenience, easy for product price comparison, vast variety of products from all over the world, product specifications that only available in some part of areas in the world but available to purchase online. 
Moreover, other participant in the focus group mentioned that brand image of the online retailers is the most important influencing factor that makes consumers to purchase from online platforms. The participant claimed that if the online retailers have better brand image, the higher frequency will buy form them. This reason matched with researchers namely Smith et al (2010), they mentioned that advantages gained by building a good brand image, such as less effort to attract new customers, easy to launch new products, easy to retain regular customers and can build long lasting customer relationship.
One participant expressed that product price that online retailers offer are the most influencing factors that lead consumers to make their purchase from online shops due to the exclusive seasonal promotion or discount. This idea is matched with some researchers. Cheah et al (2015) stated that online retailers offer promotions such as the deals of the day, free delivery offers, first time purchase offers, returned customers offers, etc. Online retailers often provide discount to their customers that could create an illusion that the price in the online stores can be much more attractive than physical stores. Hence, it has a positive influence on consumers’ purchasing intention. 
The focus group meeting also discussed the layout and the design of questionnaire. Members of focus group suggested that there should be included Chinese language in the questionnaire, included some open-end questions and opt-out questions, but should be shortened the questionnaire to 20-25 questions, suggested to provide some incentive such as small gifts for competing the questionnaire to have better responses rate. For the idea of further study, they suggested to add questions about purchase frequency, product segments such as daily necessities to luxery goods, customers’ perceived risk and customer satisfication. Moreover, suggested to narrow down the specific population group such as focusing on younger generation group.
4.3 Descriptive statistics
Descriptive statistics presents the demographic characteristics of the data and shows the distribution of variables and presents it in a table or graph or chats.  The following table 4.1 shows the number of participants of conducting the formal questionnaire and pilot test. 
	Valid interview
	Frequency
	%
	Valid %
	Cumulative%

	face to face
	105
	84
	84
	84

	phone interview
	20
	16
	16
	100

	total
	125
	100
	100
	


Table 4.1 Number of participants of conducting the full survey
Source: this research
Descriptive statistics analysis the valid data collected from the formal questionnaire after pilot test and it have passed the reliability test with Cronbach’s alpha value at 0.931. As per the minimum requirement for sample size is 118 surveys, this study conducted 125 samples in total included pilot test which 110 surveys from formal questionnaire and 15 surveys from pilot test. In the full survey, table 4.1 shows 84% which is 105 samples collected in person and 16% which is 20 samples collected by phone interview. The following table 4.2 shows the personal information of participants of the full survey.
	Variables
	Information
	Frequency
	%

	Gender
	Male
	33
	26.4

	
	Female
	92
	73.6

	Age
	18-30
	9
	7.2

	
	31-40
	50
	40

	
	41-50
	50
	40

	
	51-60
	14
	11.2

	
	Over 60
	2
	1.6

	Education level
	Secondary school
	9
	7.2

	
	Certificate / Diploma
	11
	8.8

	
	University degree or above
	105
	84

	Monthly income
	$10,001-$30,000
	13
	10.4

	
	$30,001- $50,000
	36
	28.8

	
	$50,001 - $ 80,000
	60
	48

	
	Over $ 80,000
	16
	12.8

	 
	Total
	125
	100


Table 4.2 Personal information of participants of the full survey
Source: this research
4.3.1 Demographic information
Better understanding of demographic distribution of a population can help to develop more suitable policy in a society and help to promote the development of a society. In order to explore the stated problems of this research, it is a need to understand the demographic information from the data collected.
4.3.2 Gender
Based on the data collected from the full survey, the below figure 4.1 shows the gender distribution of this study, there are 92 participants are female which accounting for 73.6% of whole target population and there are 33 participants are male which accounting for 26.4% of whole target population. Table 4.3 shows the data from Census and Statistics Department by HKSAR (2020), there are 7.5 million people in Hong Kong. There are 45.5% of the population are male and 54.5% are female. This can explain the reason of more female in participating in this research.
[bookmark: _Hlk37627232]Figure 4.1 Gender distribution
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	('000)
	(% of total population)

	Male
	3 415.2
	45.5

	Female
	4 085.5
	54.5

	Total
	7500.7
	100


Table 4.3 Gender distribution in Hong Kong
Source: HKSAR, 2020
4.3.3 Age group
Based on the data collected from the full survey, the below figure 4.2 shows the age distribution of this study, there are 9 participants are aged from 18-30 which accounting for 7.2% of whole target population, there are 50 participants are aged between 31-40 which accounting for 40% of whole target population, also 50 participants are aged between 41-50 which accounting for 40% of whole target population, 14 participants are aged between 51-60 which accounting for 11.2% of whole target population and 2 participants are aged over 60 with 1.6% of whole target population. The majority age group from the survey are between 31-50 and there are only 2 people aged over 60. This indicates older person has less experience in online shopping from this research.
Figure 4.2 Age distribution
[image: ]
Source: this research
4.3.4 Education level
Based on the questionnaires collected in this research, the below figure 4.3 shows the education level distribution of this study, there are 9 participants are with secondary education level which accounting for 7.2% of whole target population, there are 11 participants with certificate or diploma education level which accounting for 8.8% of whole target population and there are 105 participants are university degree holders or above with 84% of overall percentage. The majority participants are with university degree or above from the survey. This indicates people with higher education level tend to have more experience in online shopping from this research.
Figure 4.3 Education level distribution
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Source: this research

4.3.5 Monthly income level
Based on the data collected from the full survey, the below figure 4.4 shows the monthly income distribution of participants. They are from 4 groups of monthly income range. There are 13 participants are with monthly income from HKD 10,001 to HKD 30,000 which accounting for 10.4% of whole target population, there are 36 participants are with monthly income from HKD 30,001 to HKD 50,000 which accounting for 28.8% of whole target population, there are 60 participants are with monthly income from HKD 50,001 to HKD 80,000 which accounting for 48% of whole target population and 16 participants are with monthly income over HKD 80,000 which are 12.8%. The largest number of participants are with monthly income from HKD 50,001 to HKD 80,000, it dedicates that they are the main consumers in online shopping from this research. 

Figure 4.4 Monthly income level distribution

[image: ]
Source: this research
4.3.6 Convenience
This research explores the independent assessment of each influencing factor and provided the underlying answer that participants have strongly agreed with it. There are five questions regarding the independent variance of convenience with the answer ranging from disagree to strongly agree. Based on the data collected, figure 4.5 shows that question number 1 has the highest frequency in strongly agree. There are 62 participants responded in strongly agree that accounting for 49.6% of the total target population. It reflects online shopping brings less time and effort is the most important factor for convenience. 
Figure 4.5 The frequency table of the questions of convenience
[image: ]
Source: this research
4.3.7 Price
For independent assessment of the independent variance of price, there are five questions regarding the independent variance of price with the answer ranging from neutral to strongly agree. Based on the data collected, figure 4.6 shows that question number 9 and number 10 have the highest frequency in strongly agree. There are 32 participants responded in strongly agree that accounting for 25.6% of the total target population. It reflects seasonal offers and appropriate price structure at online retailers are the most important factors for price. 
Figure 4.6 The frequency table of the questions of price
[image: ]
Source: this research
4.3.8 Trust
For independent assessment of the independent variance of trust, there are four questions involved with the variance of price with the answer ranging from strongly disagree to strongly agree. Based on the data collected, figure 4.7 shows that question number 11 has the highest frequency in strongly agree. There are 12 participants responded in strongly agree that accounting for 9.6% of the total target population. It reflects that accurate product information description at online retailers are the most important factor for trust in consumers’ perception. 

Figure 4.7 The frequency table of the questions of trust
[image: ]
Source: this research
4.3.9 Brand image
For independent assessment of the independent variance of brand image, there are five questions involved with the variance of brand image with the answers ranging from neutral to strongly agree. Based on the data collected, figure 4.8 shows that question number 18 has the highest frequency in strongly agree. There are 8 participants responded in strongly agree that accounting for 6.4% of the total target population. It reflects that good reputation of the online retailers are the most important factor for brand image in consumers’ perception. 

Figure 4.8 The frequency table of the questions of brand image
[image: ]
Source: this research
4.3.10 Purchase intention
For independent assessment of the dependent variance of purchase intention, there are five questions involved with the topic of purchase intention with the answers ranging from disagree to strongly agree. Based on the data collected, figure 4.9 shows that question number 23 has the highest frequency in strongly agree. There are 42 participants responded in strongly agree that accounting for 33.6% of the total target population. It reflects that online shopping is attractive in the consumer’s mind. It means most of the participants are willing to purchase online from this research. 
Figure 4.9 The frequency table of the questions of brand image
[image: ]
Source: this research
4.3.11 Cross tabulation for gender and purchase intention
According to Momeni et al (2018), cross tabulation is commonly known as cross tab that presents the relationship and the correlation between different variables. This session analysis the relationship of gender and purchase intention. Based on the data collected, figure 4.10 shows the cross tabulation for gender and purchase intention. The question 24 involved with the topic of purchasing from internet with the answers ranging from disagree to strongly agree. The outcome shows that there are 45 female participants responded agree accounting for 48.9% of total female participants and there are 18 female participants responded strongly agree accounting for 19.6% of total female participants. Whereas, 13 male participants responded agree accounting for 39.4% of total male participants and there are 8 male participants responded strongly agree accounting for 24.2% of total male participants. Due to the positive response by female participants, it indicates that female shoppers will have a higher chance to buy from online retailers. It proofs that there is positive relationship between women and online shopping. (Appendix 6)
Figure 4.10 Cross tabulation for gender and purchase intention
[image: ]
Source: this research
4.3.12 Cross tabulation for educational level and purchase intention
This session analysis the relationship of educational level of respondents and their purchase intention. Based on the data collected, figure 4.11 shows the cross tabulation for education level and purchase intention. The question 20 involved with the topic of likelihood of making a purchase from internet with the answers ranging from disagree to strongly agree. The outcome shows that there are 61 participants with university degree or above education level 
responded agree accounting for 58.1% of total participants with the same education level and there are 16 participants with university degree or above education level responded strongly agree accounting for 15.2% of total participants with the same education level. 
For participants with certificate or diploma educational level, there are 8 participants responded agree accounting for 72.7% of total participants with the same education level and there are 1 participant responded strongly agree accounting for 9.1% of total participants with the same education level. 
For participants with secondary educational level, there are 5 participants responded agree accounting for 55.6% of total participants with the same education level and there is no participant responded strongly agree accounting for 0% of total participants with the same education level. 
Due to participants with higher education levels have more positive response in likelihood of making a purchase from internet, it indicates that participants with higher education level have higher purchase intention. The result proofs that there is positive relationship between higher education level and online shopping. (Appendix 7)
Figure 4.11 Cross tabulation for education level and purchase intention

[image: ]
Source: this research

4.3.13 Scatterplot of convenience and purchase intention
According to McKenna et al (2016), scatterplot is commonly used in exploring the correlation between variables. A scatterplot displays values for two variables as a collection of points and the value of the variables determine their position. One variable displays on horizontal axis and the other variable displays on vertical axis. Figure 4.12 shows that the question of less time and effort from convenience factor has significant correlation with purchase intention which is consistent with the finding from Lien et al, (2015) that time savings has positive influence on purchase intention. 
Figure 4.12 Scatterplot of convenience and purchase intention
[image: ]
Source: this research
4.3.14 Scatterplot of price and purchase intention
Figure 4.13 shows that data collected from the question of transportation cost savings from price factor has significant correlation with purchase intention which is consistent with the finding from Pappasa et al (2017) that all kind of cost savings has positive influence on purchase intention. 

Figure 4.13 Scatterplot of price and purchase intention
[image: ]
Source: this research


4.3.15 Scatterplot of trust and purchase intention
Figure 4.14 shows that data collected from the question of true information of products from trust factor has significant correlation with purchase intention which is consistent with the finding from Lin et al (2019) that a true product sense makes shoppers have less concern with the associated risks then positively influenced their purchase intention. 
Figure 4.14 Scatterplot of trust and purchase intention
[image: ]
Source: this research
4.3.16 Scatterplot of brand image and purchase intention
Figure 4.15 shows that data collected from the question of website is reliable from factor of brand image has significant correlation with purchase intention which is consistent with the finding from Aghenkyan-Simonian et al (2012) mentioned that when the online platform is reliable that has positively influenced the shopper’s purchase intention. 

Figure 4.15 Scatterplot of brand image and purchase intention

[image: ]
Source: this research

4.3.17 The mean value of each factor
According to George and Mallery (2016), mean value is used to derive the central position of the data. There are commonly used highest mean value, the median mean value and the lowest mean value. 
This session analysis the questions of each factor in order to find the highest mean value and the lowest mean value for the study. The below table 4.4 shows the highest and lowest mean for each factor that data drawn from the full survey. Table 4.4 shows the highest (in blue colour) and lowest (in red colour) mean value of convenience are 4.27 which represents less time and effort for online purchasing and 4.03 represents easy to search to evaluate products, the highest and lowest mean value of price are 4.04 which represents seasonal and flexible pricing and 3.88 represents the transportation cost savings, the highest and lowest mean value of trust are 3.38 which represents online stores are reliable and 3.34 represents customer expectation of product, the highest and lowest mean value of brand image are 3.73 which represents the website has good reputation and 3.65 represents the shopping experience, the highest and lowest mean value of purchase intention are 4.02 which represents online shipping is attractive and 3.85 represents if participants would buy from online stores. 
As per the result, the highest of the highest and lowest mean value are 4.27 and 4.03 from factor of convenience, the lowest of the highest and lowest mean value are 3.38 and 3.34 from factor of trust. 
[image: ]

Table 4.4 Highest and lowest mean for each factor

Source: this research

The below figure 4.16 shows the highest of the highest mean value is 4.27 from factor of convenience, the lowest mean value is 3.34 from trust. It represents convenience is the most concerned factor from participants’ perception. Also, online retailers need to improve the factor of trust such as 1) providing true and accurate product information so that customers know what to expect when the delivery comes and the items they ordered are match with the information on website; 2) should provide a stable and reliable online platform and 3) should enhance the information securities for the online payment transaction; 4) conduct some roadshows or online sharing sessions for customers so that they can learn how to shop smoothly online.
Figure 4.16 Highest and lowest mean for each factor

[image: ]

Source: this research


4.4 Reliability Statistic
This session analysis the reliability statistics of each factor by Cronbach’s alpha. As mentioned in literature review, Cronbach’s alpha value indicates the consistency and the reliability of the factors and the data value with over 0.7 is acceptable. Figure 4.17 shows the Cronbach’s alpha value is 0.876 of the full survey with 125 questionnaires. It means the result is consistent, reliable and no adjustment is needed. 
Figure 4.17 Reliability test result of full survey
[image: ]
Source: this research
4.5 Response rate and completion rate 
Table 4.5 shows the response rate of this research of the full survey. There were 140 questionnaires were issued and 125 questionnaires were successfully collected. The response rate is 89.28%. Moreover, due to the questionnaires collected are fully answered, it does not have invalid response. Hence, completion rate is not applicable in this research. 

	Full survey response rate statistics

	Quantity of issued
	140

	Quantity of collected
	125

	Response rate
	89.28%



Table 4.5 Response rate of full survey 
Source: this research
4.6 Correlation analysis
According to previous literature review, Gogtay and Thatte (2017) claimed that it is a statistical method with Pearson correlation coefficient to discover the relationship between two variables and to describe the strength of the relationship. The correlation value can vary from +1 to -1 which with value near +1 indicates strong correlation and with value near -1 indicates negative correlation. In this research, it analysis the data collected from questionnaires and explores correlation relationships between the independent factors and the dependent factor. 
4.6.1 Convenience and purchase intention for H1
Based on below figure 4.18, it represents the Pearson correlations coefficients of the questions for convenience and purchase intention. The correlation result of the question of regarding more convenience than retail stores has the highest value which is 0.452 in correlation among all questions with purchase intention at confidence level of 99%. It indicates participants find online shopping is convenience so they would like to purchase from online. The result also indicates that online shopping with the benefits of taking less time and effort and it is always accessible that also make them to purchase from online, which with the correlation value of 0.439 and 0.356. Hence, H1 is supported as the correlation is significant. 
Figure 4.18 Pearson correlation coefficient of convenience and purchase intention
[image: ]
Source: this research
4.6.2 Price and purchase intention for H2
According to below figure 4.19, it represents the Pearson correlations coefficients of the questions regarding price and purchase intention. The result shows that the question regarding online shopping can save the transportation cost has the highest correlation value with purchase intention which is 0.461 in among all questions about the factor of price at confidence level of 99%. It indicates participants find online shopping is convenience so they would like to purchase from online. The result also indicates that online shopping helps shoppers to save money which is an important factor that makes them shop online instead of shopping with traditional retailers. The result of other questions regarding online shop’s appropriate pricing, lower price offering, cheaper price offering and seasonal offers are also making participants to purchase from online shops which with the correlation values all at 0.342 and above. Hence, H2 is supported as the correlation is significant. 
Figure 4.19 Pearson correlation coefficient of price and purchase intention
[image: ]
Source: this research
4.6.3 Trust and purchase intention for H3
According to below figure 4.20, it represents the Pearson correlations coefficients of the questions regarding trust and purchase intention. The result shows that the question regarding consumers feel safe to pay money in online platforms has the highest correlation value with purchase intention which is 0.369 among all questions about the factor of price at confidence level of 99%. It indicates when participants find online shopping platform is safe to proceed financial transaction, then they would like to purchase from online stores. The result also indicates that online shopping with true information description, reliable online stores and when consumers know what to expect from their orders also make them to purchase from online, which are with the correlation value of 0.317 and above. It proofed the correlation is significant between price and purchase intention. Therefore, H3 is supported. 
Figure 4.20 Pearson correlation coefficient of trust and purchase intention
[image: ]
Source: this research
4.6.4 Brand image and purchase intention for H4
Figure 4.21 shows the Pearson correlations coefficients of the questions for brand image and purchase intention. The correlation result of the question of regarding online shopping is pleasing has the highest value which is 0.42 in correlation among all questions with purchase intention at confidence level of 99%. It indicates when consumers find good brand image of the online stores, they are willing to purchase more. The results also show the other questions about a reliable website, attractive website, website with good social symbol and good reputation also make participants to purchase more, which are with the correlation value of 0.33 and above. It proofed the correlation is significant between brand image and purchase intention. Hence, H4 is supported. 




Figure 4.21 Pearson correlation coefficient of brand image and purchase intention
[image: ]
Source: this research
Based on the above correlation analysis, it supported that all four hypotheses have positive relationship. Figure 4.22 represents the positive relationship of each hypothesis of this study. 
Figure 4.22 Positive relationship of each hypothesis of this study 
[image: ]
Source: this research 

4.9 Regression
4.9.1 Regression model 
This session explores the regression model of this research. The below figure 4.23 shows the regression model summary, the result at model 3 shows that the value of R square is 0.407 at confidence level of 95%, which means 40.7% of purchase intention can be explained by price, convenience and trust. 
Figure 4.23 Regression model
[image: ]
Source: this research
Figure 4.24 shows that p-value of ANOVA Table= 0.000 < α = 5% is significant due to all p-value < α = 5%, it supports that a positive relationship between independent variables and dependent variable. Linear equation is valid when all p-values are expected as constant. 
Figure 4.24 Regression table
[image: ]
Source: this research
Based on the coefficient table of figure 4.25, the regression of price, convenience and trust with the control variables were performed, the equation for this study model is form as 
Purchase intention (PI) = 0.926 + 0.358 P (transportation costs savings) + 0.232 C (more convenience than retail stores) + 0.171 T (true information of products). 
PI = 0.926 + 0.358 P + 0.232 C +0.171 T
The purchase intention equation represents the most important factors that influence purchase intention which are transportation costs saving, more convenience than retail stores and information of the product is true. 
Figure 4.25 Coefficient table
[image: ]
Source: this research

According to figure 4.26, histogram has a bell-shape that indicates a correlation between two variables with normal distribution. 
Figure 4.26 Regression histogram of purchase intention
[image: ]
Source: this research
Figure 4.27 shows the scatterplot which is not a clear pattern that with slightly left downward slope tendency. It indicates the negative correlation and regression model is valid to applied. The regression model performed 3 times for this study. (Appendix 8)
Figure 4.27 Scatterplot of purchase intention
[image: ]
Source: this research
4. 10 Summary
This chapter performed the statistical analysis of the data collected. The findings supported that all the hypotheses have positive relationships with purchase intention. 
Chapter 5 Conclusion and recommendation
5.1 Introduction
This research paper is to explore the effect of e-commerce in today’s world and find out the potential influencing factors that can improve future business for online retailers. Based on the previous chapters of literature reviews, data collection and data analysis, this final chapter is to explore the meanings of the finding and draw a conclusion of the research. It will also discuss the contribution, recommendation, research limitation and the need of further research. 
5.2 Conclusion
In conclusion, this paper is to study the effect of stated variables namely as convenience, price, trust and brand image on consumers’ purchase intention in the e-commerce industry in general. By conducting the research, to determine wheather the potential factors of convenience, price, trust and brand image have positive influence. This paper went through from potentioal factors assumption and development, conducting research proposal, data collection from literature review, focus group and pilot test, data analysis of focus group and pilot test, data collection from formal questionnaier and data analysis. The research result is developed and matched with the data collected from acadamic journals. 
From the beginning, this study developed the interpendent variables by exploring from different researches based on their researches under different topics. After the factors are developed, this paper chose to use triangulation method which consisting qualitative approach and quantitative approach to conduct the research. The qualitative approach helps to identify the potential factors of influencing consumers’ purchase intention with literatures support. The potential factors identified as convenience, price, trust and brand image and their hypotheses were mentioned at chapter 2. It helped to develop the initial questionnaire for pilot testing and the discussion agenda of focus group. A pilot test with 15 data were collected and a focus group of 5 participants were conducted. After fulfilling the reliability test result from pilot test and reviewing the opinions collected from focus group, a formal questionnaire was formed. There were 140 questionnaires were issued and 125 questionnaires were successfully collected. Follow with the data validation and analysis by SPSS, the data set were represented by descriptive statistics, reliability test, correlation analysis and regression analysis. All stated hypotheses were proofed as they have positive relationships and significant influences on consumers’ purchase intention. 
5.2.1 Convenience and purchase intention for H1
In the earlier chapter, already mentioned that Duarte, et al (2018) stated that online convenience let consumers proceed the online purchase without difficulty. Sethi and Sethi (2016), claimed that online shopping allows consumers to purchase 24 hours a day and 7 days a week. Izquierdo and Schultz (2011) showed that convenience is the reason for shoppers to purchase online by easy assessment of product comparison and transaction. 
Kim and Park (2012) disclosed that online retailers provide service convenience for shoppers such as live chat room. Lien et al (2015) claimed that time savings convenience is precious for every customer. Yang and Lester (2004), online retailer provide user-friendly and efficient shopping platform to their customers to make online shopping become convenience. 
In this research, there are five questions associated with the factor of convenience. They covered time and effort savings, accessible of online stores, more convenience than traditional stores, easy to search for products and enough products information. With the data collected and analysed, it is to conclude that hypothesis is supported with positive influence on purchase intention. 
5.2.2 Price and purchase intention for H2
Chapter 2 mentioned that the findings from other researchers regarding the factor of price. Fagerstrøm and Ghinea (2011) argued that online retailers offer lower price is the more the benefits received by consumers in making purchases online. Zahid and Dastane (2016) pointed out that the perceived price has positive influence on purchase behaviour. Pappasa et al (2017) stated that cost savings for consumers when they buy from online by delivery fees savings and transportation costs savings. Cheah et al (2015) claimed that online retailers create cheaper price illusion for their consumers so that could influence their purchase intention. 
In this paper, there are five questions associated with the factor of price to testify the hypothesis. The questions covered transportation costs savings, same product with cheaper price, lower price than retail stores, seasonal pricing and appropriate pricing. With the data collected and analysed, it is concluded that hypothesis is supported with positive influence on purchase intention. 
5.2.3 Trust and purchase intention for H3
According to Grabner-Kraeuter (2002), trust in e-commerce refers the firm belief in the purchasing activities and the acceptance of the online shopping platform. Customer satisfaction can be influence by customers’ trust towards online retailers, subsequently influence the online business. (Mohiuddin Babu and Dey, 2018) Dabholkar and Sheng (2012), claimed that customers have greater trust and it result in higher purchase intensions. Trust can create from the expectation to make a comfortable sense to make the shoppers have less concern with the associated risks so they would buy from the internet. (Lin et al, 2019)
In this paper, there are four questions after modification that associated with the factor of trust to testify the hypothesis. The questions covered true product information, expectation form the purchase, reliable online stores and feel safe to perform financial transaction. With the data collected and analysed, it is concluded that hypothesis is supported with positive influence on purchase intention. 
5.2.4 Brand image and purchase intention for H4
According to Smith et al (2010), brand image could involve with the potential customers and the regular customers that better brand image has better chance to fulfil the business objectives. Urde and Greyser (2016) argued that online retailers gain business benefit by
building a good brand image. Conz (2019) claimed that brand image is defined as the overall brand perception that reflected by a brand name and overall product value to the consumers. A good brand name is treated as an intangible asset of a company that can create value and income of a company. (Stevanović and Rastić 2019) According to Alwi (2009), a strong brand image can help online companies to deliver the consumption benefits to their customers. 
In this paper, there are five questions that associated with the factor of brand image to testify the hypothesis. The questions covered reliable websites, attractive websites, websites with social symbols website has good reputation and shopping experience is pleasing. With the data collected and analysed, it is concluded that hypothesis is supported with positive influence on purchase intention. 
5.3 Contribution
With the contribution of the above research findings, the factors of convenience, price and trust have stronger positive relationship with purchase intention. The purchase intention equation indicates the most important factors that influence purchase intentions which are transportation costs saving, more convenience than retail stores and providing true information of the product. Hence, online retailers can ride on the mentioned factors to enhance their business develpoment planning. 
5.4 Recommendation
In today’s world, consumers’ shopping habit has changed. It is an easy option that let consumers to shop anytime. E-commerce brings business opportunities to companies but also brings concerns namely as information securities through the electronic payment system.  According to Purwanto and Kuswandi (2017), when a company has limited resources, the investment of I.T. development should be well-considered, researchers suggested to add more interesting and easy-to-understand features, such as interactive live chat, would make it easier for consumers to select products. Dimitrov (2019) also claimed that development on alternative payment methods of online business is an opportunity for optimizing the operational workload so that company can improve the competitiveness. 
Moreover, there are proposed recommendations for the online retailers to improve the future business, such as 1) providing more free delivery survises; 2) enhancing the website responsiveness so that consumers feel easier shopping at website; 3) enhancing the trust perception of product description. 
5.5 Limitation
Due to the limited cost and limited time, the potential independent variables covered in this paper are limited. The sample size is also limited as larger sample size will improve the data accurucy. However, this research conducted during Christmas to New Year and right after Chinese New Year, it was the outbreak of covoniavirus, it was differicult to collect more questionnaires. 

5.6 Further research
This research studied the e-commerce industry in a whole; however it is a big subjects that ranging from daily necessities, beauty products, and medication to luxury goods. According to Youngsoo and Krishnan (2015), study found that shoppers preferred not to buy too expensive or luxury products from online platform due to the uncertainty of products. Consumers can not feel the products or choose the products by hand from online purchase. On contrast, the study found that shoppers could buy cheaper products online regardless of the products uncertainty. Hence, there is a need to further study to narrow down to different product categories. 
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Appendix 1 Timeline of research
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Appendix 2   Focus Group 
There is a focus group with 5 participants who are age over 18 and already have online shopping experience. According to Krueger (1994), 4 or above participants should be organized in a focus group. The purpose of the meeting is to explore the important factors about questionnaire design of the effect of e-commerce industry.  Meeting date: 23 Feb 2020. Venue: Artisan Room Café at 12 South Lane, Sai Wan. Meeting time: 15:00 to 16:00. Meeting details as below.

	Name 
	Gender
	Age
	Occupation
	Detailed Discussion
	Signature

	 
	 
	 
	 
	1) the most important influencing factors of online purchase for e-commerce industry that stated in the questionnaire which were convenience, price, trust, brand image; 2) the reason of the choosing the factor; 3) further factors that could add to the research and questionnaire and the reason of adding it; 4) further questions that could add to the questionnaire and the rationale; 5) the methods to have a good impression for respondents in questionnaire format design and the methods to gain better response rate. 

	 

	[bookmark: _Hlk37600779]Participant A Adrian Yuen
	M
	27
	Banker
	1.  Preferred Convenience is the most important factor in the questionnaire. Because of it is the main factor that determine to purchase online; 2. It should be included Chinese version and English version in the questionnaire; 3. It should have some open-end questions. 
 
	 

	Participant B Icarus Zhou
	F
	25
	Banker
	[bookmark: _Hlk37600797]1. Preferred Convenience is the most important factor in the questionnaire. Because there could be more product choices in the online shop; 2. Suggest adding the questions about purchase frequency; 3.  There are too many questions. It should be shortened to 20-25 questions.
	 

	[bookmark: _Hlk37600813]Participant C Adrien Chen
	M
	24
	Banker
	1. Preferred Convenience is the most important factor in the questionnaire; 2. Suggest adding the questions about the product segments for example luxury goods; 3. It should be narrow down the specific population group such as focusing on young generation group. 
	 

	Participant D Mimikey Li
	F
	24
	Marketing Manager
	1. Preferred Brand Image is the most important factor in the questionnaire. If better brand image, the more frequency I will buy from them; 2. Suggest adding the questions about perceived risk; 3. Suggest providing some incentive for competing the questionnaire such as small gifts
	 

	Participant E Grace Ho 
	F
	35
	Housewife
	1. Preferred Price is the most important factor in the questionnaire. Preferred to buy from online stores when they have seasonal offers and promotions; 2. Suggest adding the questions about customer satisfaction; 3.  Suggest adding “opt-out “option. 
	 

















Appendix 3 Questionnaire (Pilot test)

Dissertation Questionnaire: The effect of e-commerce industry in today’s world
My name is Winnie Lau. I am a student of MBA program at University of Wales Trinity Saint David. I am conducting research into social impact of e-commerce on consumer’s purchase intention and investigate the factors that have potential influence on it. The questionnaire consists of 30 questions and will take no longer than 15 minutes to complete. Your responses will be anonymous and will never be linked to you personally. All the data collected will be kept confidential and for academic purpose only. 










Section 1: An influence of purchase intention on e-commerce. 1 represents “Strongly disagree” and 5 represents “Strongly agree.” (Please circle one number on each question)
	 
	Convenience
	 
	 
	 
	 
	 

	1
	It takes less time and effort to make a purchase on online shopping
	1
	2
	3
	4
	5

	2
	Online stores are always accessible
	1
	2
	3
	4
	5

	3
	It is more convenience than shopping in traditional retail stores
	1
	2
	3
	4
	5

	4
	It is easy to search and evaluate the different products in the online stores
	1
	2
	3
	4
	5

	5
	The online stores provide enough information so I can find what I need without having to look elsewhere
	1
	2
	3
	4
	5

	 
	Price
	 
	 
	 
	 
	 

	6
	Purchasing online allows me to save the transportation costs
	1
	2
	3
	4
	5

	7
	Purchasing online allows me to buy the same or similar products, at cheaper prices
	1
	2
	3
	4
	5

	8
	Online stores offer lower price than traditional retail stores
	1
	2
	3
	4
	5

	9
	Online stores offer seasonal and flexible prices strategy
	1
	2
	3
	4
	5

	10
	The prices in online stores are appropriate
	1
	2
	3
	4
	5

	 
	Trust
	 
	 
	 
	 
	 

	11
	The information of the products that online stores describe is true
	1
	2
	3
	4
	5

	12
	I feel I know what to expect from the online purchase
	1
	2
	3
	4
	5

	13
	I believe the online stores are reliable
	1
	2
	3
	4
	5

	14
	I feel safe to pay money and perform a financial transaction on online stores
	1
	2
	3
	4
	5

	15
	I believe online retailers will not sell or leak my personal information to other parties 
	1
	2
	3
	4
	5

	 
	Brand Image
	 
	 
	 
	 
	 

	16
	The website is reliable
	1
	2
	3
	4
	5

	17
	The website is attractive
	1
	2
	3
	4
	5

	18
	The website is a social trend symbol
	1
	2
	3
	4
	5

	19
	The website has a good reputation
	1
	2
	3
	4
	5

	20
	The shopping experience is pleasing
	1
	2
	3
	4
	5

	 
	Purchase Intention
	 
	 
	 
	 
	 

	21
	After browsing the online store, the likelihood of making a purchase
	1
	2
	3
	4
	5

	22
	If I am going to buy something, I would buy from online stores instead of buying from traditional stores
	1
	2
	3
	4
	5

	23
	My willingness to purchase online is high
	1
	2
	3
	4
	5

	24
	The idea to purchase on the Internet is very attractive to me
	1
	2
	3
	4
	5

	25
	The probability that I would consider purchasing from internet is high
	1
	2
	3
	4
	5



Section 2: Personal Information (Please tick into the correct answer box)
1. Age □ 18- 30    □ 31- 40    □ 41- 50 □ 51-60     □ over 60
2. Gender □ Male □ Female
3. Education level □ Primary school or below   □ Secondary school □ Certificate / Diploma     □ University degree or above
4. Monthly income in HKD □$10,000 or below   □ 10,001-$30,000   □ $30,001- $50,000
 □ $50,001 - $ 80,000   □ Over $ 80,000
The end of questionnaire.
Thank you for your time in completing this questionnaire.
























Appendix 4 Questionnaire (Final)

Dissertation Questionnaire: The effect of e-commerce industry in today’s world
My name is Winnie Lau. I am a student of MBA program at University of Wales Trinity Saint David. I am conducting research into social impact of e-commerce on consumer’s purchase intention and investigate the factors that have potential influence on it. The questionnaire consists of 30 questions and will take no longer than 15 minutes to complete. Your responses will be anonymous and will never be linked to you personally. All the data collected will be kept confidential and for academic purpose only. 









Section 1: An influence of purchase intention on e-commerce. 1 represents “Strongly disagree” and 5 represents “Strongly agree.” (Please circle one number on each question)
	 
	Convenience
	 
	 
	 
	 
	 

	1
	It takes less time and effort to make a purchase on online shopping
	1
	2
	3
	4
	5

	2
	Online stores are always accessible
	1
	2
	3
	4
	5

	3
	It is more convenience than shopping in traditional retail stores
	1
	2
	3
	4
	5

	4
	It is easy to search and evaluate the different products in the online stores
	1
	2
	3
	4
	5

	5
	The online stores provide enough information so I can find what I need without having to look elsewhere
	1
	2
	3
	4
	5

	 
	Price
	 
	 
	 
	 
	 

	6
	Purchasing online allows me to save the transportation costs
	1
	2
	3
	4
	5

	7
	Purchasing online allows me to buy the same or similar products, at cheaper prices
	1
	2
	3
	4
	5

	8
	Online stores offer lower price than traditional retail stores
	1
	2
	3
	4
	5

	9
	Online stores offer seasonal and flexible prices strategy
	1
	2
	3
	4
	5

	10
	The prices in online stores are appropriate
	1
	2
	3
	4
	5

	 
	Trust
	 
	 
	 
	 
	 

	11
	The information of the products that online stores describe is true
	1
	2
	3
	4
	5

	12
	I feel I know what to expect from the online purchase
	1
	2
	3
	4
	5

	13
	I believe the online stores are reliable
	1
	2
	3
	4
	5

	14
	I feel safe to pay money and perform a financial transaction on online stores
	1
	2
	3
	4
	5

	 
	Brand Image
	 
	 
	 
	 
	 

	15
	The website is reliable
	1
	2
	3
	4
	5

	16
	The website is attractive
	1
	2
	3
	4
	5

	17
	The website is a social trend symbol
	1
	2
	3
	4
	5

	18
	The website has a good reputation
	1
	2
	3
	4
	5

	19
	The shopping experience is pleasing
	1
	2
	3
	4
	5

	 
	Purchase Intention
	 
	 
	 
	 
	 

	20
	After browsing the online store, the likelihood of making a purchase
	1
	2
	3
	4
	5

	21
	If I am going to buy something, I would buy from online stores instead of buying from traditional stores
	1
	2
	3
	4
	5

	22
	My willingness to purchase online is high
	1
	2
	3
	4
	5

	23
	The idea to purchase on the Internet is very attractive to me
	1
	2
	3
	4
	5

	24
	The probability that I would consider purchasing from internet is high
	1
	2
	3
	4
	5



Section 2: Personal Information (Please tick into the correct answer box)
1. Age □ 18- 30    □ 31- 40    □ 41- 50 □ 51-60     □ over 60
2. Gender □ Male □ Female
3. Education level □ Primary school or below   □ Secondary school □ Certificate / Diploma     □ University degree or above
4. Monthly income in HKD □$10,000 or below   □ 10,001-$30,000   □ $30,001- $50,000
 □ $50,001 - $ 80,000   □ Over $ 80,000
The end of questionnaire.
Thank you for your time in completing this questionnaire.
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Appendix 6 Cross tab gender
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Appendix 7 Cross tab education
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Appendix 8 Regression model 
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Appendix 9 Supervision record and forms
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Notes on the Postgraduate Taught Dissertation Supervision Record

Record the date and type of meeling - e.g. face-to-face, video conference, telephone, ems

Note the outcomes agreed by both the student and the supervisor
Both the student and the supervisor should initial

Record the duration of the mesting

Update the running total for duration by adding the duration of the meeting 1> the previous running total
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Sunamoraniy amo... LAU... oueoroen. 7 77 66
Forenames (n)........ W71 € B
Institution Number (f known).

it of Degres (eg MA, MSc, MBAetc)... MBA.

it of Taught Master's degree scheme followed (g Equine Studies)

DeparimentiSchool nwhich study pursued

Name of your Supervisor Katherine...Mo

Ful Tl of issertaton submitted .. The... €ffect. .of . €-¢ ommence.. Thalustr 7
1n.today.’s... world

Please indicate that the following will all be submitted along with this form:

&) two permanenty bound copies of your dissertation plus 1 electronic copy submitied via Turitin;
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