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

Abstract
This study explores the elements influencing the image of an online store and the intention to purchase in Hong Kong, highlighting the significance of both traditional and novel elements in the online shopping context. Utilizing a robust methodological framework, the research developed a reliable instrument to measure these factors, leading to the identification of seven constructs associated with online store image. The findings reveal that Enjoyment and Trustworthiness emerged as critical predictors of purchase intention, contrasting with earlier studies that prioritized Usefulness and Ease of Use. Additionally, the study underscores the need for online retailers to enhance both the aesthetic appeal and the security features of their platforms to foster consumer trust and Enjoyment. Limitations regarding participant demographics, particularly the underrepresentation of younger consumers, suggest avenues for future research, including a more diverse age range and exploration of various online store categories. Overall, this research contributes to the understanding of online consumer behavior in Hong Kong, offering actionable insights for marketers in the online store sector.

Key Words: Online store image, Intention to buy, Usefulness, Enjoyment, Ease of Use, Trustworthiness, Style, Familiarity, and Settlement.

1. Introduction

The aim and objective of this study is to explores the elements influencing the image of an online store and the intention to buy online in Hong Kong. Researchers like Liao and Shi (2009) revealed that factors such as website Usefulness and Ease of Use play a key role. However, his research had not covered the importance of overall image of online store. This study posits other factors such as Enjoyment, Trustworthiness, Style and Familiarity also influence the image of an online store in Hong Kong. In practical marketing research, various scholars had successfully connected a store's reputation with purchase intentions. It is reasonable to think that these connections would transfer to online settings. 

The concept of store image had been extensively studied in relation to brick-and-mortar stores. In an online setting, the current measures of this concept seem insufficient. For instance, Van Der Heijden (2004) pointed out that they include improper things like cleanliness of the shop and how crowded the shop is. Furthermore, crucial components like privacy concerns and accurate delivery of purchased products are omitted from the list of important aspects in an e-commerce platform. Hence, in order to create a useful measurement tool for online store image, I must modify current store image measurement instruments. 

The aim of this study is to develop a trustworthy and accurate instrument for assessing online store image, and to investigate how these factors impact the intention to buy online. This study focuses on identifying the conceptual components (dimensions) of online store image. Which objects can be utilized to quantify each of these abstract extents? Do the items provide reliable and valid measurements? Lastly, what are the relationship between the elements of store image and intention to buy online? The main emphasis of this paper is on e-commerce stores catering to consumers, selling physical, safe consumer goods, and solely using the Internet for distribution. The reason for this focus was the similarity between these online stores and brick-and-mortar stores, for which the current store image tools were initially created.

2. Theoretical foundations

This study is developed based on research done by Houston and Nevin (1978) about traditional store image, referring to it as the store's personality and the various meanings and relationships as defined by customers. According to Martineau (1958) and Houston and Nevin (1981), store image can be described as how the shopper perceives a store, which is influenced by its functional and psychological qualities, as well as the consumer's views of its practical and emotional characteristics. Consumers view stores based on various aspects, often referred to as components or attributes, that together form the store's image. Kelly and Stephenson (1967) were among the pioneers in creating a method for measuring the image of retail stores. They suggested utilizing the semantic differential, which includes contrasting adjectives on both ends of the scale. According to Lindquist (1975), total of 51 items were designed according to the criteria of overall dimensions, physical characteristics, convenience, product quality, pricing, customer service, advertising, and recommendations from friends. He outlined nine elements in his influential study on the interpretation of pictures. Dickson and Albaum (1977) improved the measurements for retail store image by focusing on store layout and facilities, prices, products, promotion, service and personnel, and other aspects. A tool consisting of 29 components was created and assessed for reliability and validity. Since that time, the retail image had become more popular as a predictor for various factors, such as the appeal of a shopping area and the intention to make a purchase. It is unsurprising that store image serves as a crucial dependent variable. Factors like store atmospherics and store name had been examined in research by Baker, et al (1994) and research by Grewal, et al (1998). The consumer behaviour literature had thoroughly examined the connections between store image components and purchase intentions. Several research including Dodds, et al (1991) and Sweeney, et al (1999) had established a connection between certain store image elements like store name perception, price perception, and value for money to intention to buy. Nevin and Houston (1980) examined how the store image affects the desire to shop in a specific location. Strong relationships were not discovered; the proximity of the consumer to the shop was determined to be a more significant predictor. Some may suggest that distance is less significant in an online environment, therefore these discoveries may not easily apply to an e-commerce setting. Baker, et al (1994) examined how store image affects intentions. Their specific practical situation included bicycles and shops that sell bicycles. Their findings showed that there were strong connections between the image of the store and the intention to make a purchase. Although the correlation between store image and intention to buy was weak, the correlation between perceived value and intention to buy was stronger. There are those who would claim that perceived value is also a feature of store image, as this element is discussed in many store image studies. Combined, the variables explained 41% of the variation in purchase intentions. Bell (1999) conducted a study to examine how the perception of a retail store's image affects the likelihood of making a purchase at that store. A study using exploratory factor analysis found five factors: visual appeal, variety and quality of offerings, pricing equity, and convenience. Combined, they accounted for 29% of the variability in attitude towards buying. The attitude concept accounted for 30% of the variability in the willingness to purchase.

The desire to buy online is a concept that closely resembles the desire to utilize a website. Davis (1989) had investigated the origins of this concept by using input variables from the popular Technology Acceptance Model construct within the framework of the World Wide Web. Lederer, et al (2000) identified that support information, management, R&D, primary activities, and information quality are factors leading to Usefulness. Van Der Heijden investigated how the concept of perceived attractiveness contributes to the experience of Enjoyment. A distinct attitude framework is frequently represented as an intermediary between assessments of the system and the intentions of using it. A significant amount of research had concentrated on the factors that come before and after website usability, or, in terms of the Technology Acceptance Model, the perception of Ease of Use. This holds significance within the scope of this paper since the human-computer interaction is expected to impact the perception of the online store. For instance, Huizingh (2000) analyzed the differences in the layout and information of 150 websites that are accessible to the public. Liu and Arnett (2000) examined the factors that influence the quality of website design. It is clear from this and other studies that how easy a website is to use greatly influences peoples' attitudes and intentions towards visiting it. Some writers had proposed that this impact is not immediate, but rather indirect through utility and pleasure. The potential for applying these results to understand the desire to visit a website for online shopping presents an interesting opportunity to connect research on the Technology Acceptance Model with studies in online consumer marketing. 

Van Der Heijden (2004) pointed out that factors affecting online store image and the intention to buy on online store include online store Usefulness, online store Enjoyment, online store Ease of Use, online store Trustworthiness, online store Style, online store Familiarity, and online store Settlement: 

1. Usefulness of online store is evident when it is quick and easy to use, surpassing manual shopping systems, and also enhances user performance. This aligns with the research done by Davis (1989), who affirmed the importance of Usefulness is essential in influencing intention to buy online, as well as the research done by Singh (2016), Nguyen (2020), and Ha & Stoel (2009) who acknowledged that the positive impact of Usefulness on online shopping intention.

2. Enjoyment is how a consumer finds pleasure in the process or activities of shopping according to Beatty & Ferrell (1998) and Mohan, et al (2013). Donovan, et al (1994), Bellenger & Korgaonkar (1980) and Shannon & Mandhachitara (2008) determined that shoppers who like shopping spend a longer amount of time per visit, leading to increased spending, and are often less traditional, more inventive, and more engaged in seeking information..

3. Ease of use refers to buyers’ perceptions that online shopping will require minimal effort according to Davis (1989). Ease of use refers to the lack of difficulty experienced by consumers when using online shopping sites, as they do not need to exert much effort. Hence, consumer's online shopping decision can be influenced by how easily they understand information, the functionality of the application, and the quality of service. This statement aligns with the research carried out by Singh, et al (2016), Trinh, et al (2020), and Nguyen, et al (2020) which stated Ease of Use impacts one's choice to buy online.

4. Trustworthiness means secure transmission and protection of data privacy according to Doney & Cannon (1997), Gruman (1999), and Hoffman, et al (1999). Users feel secure when conducting transactions on the website. The users rely on the website to protect his personal information. Users have faith that the administrators of the website will not abuse their personal data. Trustworthiness has an positive influence on online shopping decisions.

5. Online store Style depicts the organization of the content on the website as stated by Ranganathan and Grandon (2002). The website Style quality is crucial for drawing in customers to any online store. In their research, Cho and Park (2001) discovered a link between the quality of website Style and customer satisfaction in e-commerce. Additionally, Ranganathan and Ganapathy (2002) have presented scientific proof demonstrating that the online store Style positively influences the intention to buy.

6. Familiarity stems from positive interactions between consumers and producers through product assessment, reflecting a strong relationship according to Luhmann (2001). Familiarity is a personal sensation stemming from past experiences, education, and interactions regarding past actions according to Zhang, Ghorbani & Cohen (2007). Herrera & Blanco (2011) show that having a level of familiarity can moderate the connection between trust, satisfaction, and intentions to repurchase.

7. Settlement refers to the selection of delivery options, delivery accuracy, and delivery speed for products and services provided by the online store. Exceptional Settlement performance demonstrates an online store's capacity to fulfill its responsibilities for each transaction according to Culnan & Armstrong (1999). In line with Spence (1973), Image of an online store, whether positive or negative, can serve as heuristic cues to assess Settlement performance.

3. Method

This study utilized the established method of instrument creation proposed by Churchill (1979). Table-1 shows the procedures employed in this procedure.
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In Step One, I took the retail image construct from Dickson and Albaum (1977) and split it into 7 constructs including online store Usefulness, online store Enjoyment, online store Ease of Use, online store Trustworthiness, online store Style, online store Familiarity, and online store Settlement.

In Step Two, a focus group with a sample of 5 individuals was chosen from my circle of friends who have experience with online shopping. Two of the participants were electronic commerce practitioners. During the focus groups, the participants were requested to give feedback on how relevant the Dickson and Albaum (1977) items are in an electronic commerce setting, and to propose additional items for the intention to buy online. This led to the creation of the Pilot Test Questionnaire which include 7 factors with 32 items: online store Usefulness (6 items), online store Enjoyment (3 items), online store Ease of Use (5 items), online store Trustworthiness (4 items), online store Style (5 items), online store Familiarity (4 items), and online store Settlement (5 items). In order to measure scales for the intention to buy online, this study borrowed the intention scales from Van Der Heijden, et al (2003), which were originally based on the scales from Jarvenpaa, et al (2000) with some modifications following a study on online purchase intention. Target participants are required to fill the intention to buy online (4 items) at the end of the Pilot Test Questionnaire. 

In Step Three, this study conducted a pilot test of the instrument involved 10 respondents selected through convenience sampling. Participants were instructed to study the website of HKTVmall (1137.hk) online store and complete the Pilot Test Questionnaire.

In Step Four, by utilizing information from the convenience sample in the Pilot Test, this study examined the reliability of the measurement scales in order to refine the measures. To demonstrate the predictive accuracy of the constructs, the total scores of each component of the online store were analysed against the intention to make a purchase from the online store. This study calculated Cronbach alphas for each measurement. According to George & Mallery (2003), 6 items with alpha coefficients below 0.70 were dropped to improve the reliability. Table-2 shows items revisions from Pilot Test Questionnaire. 
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This led to the creation of the Final Experiment Questionnaire which include 7 factors with 26 items: online store Usefulness (4 items), online store Enjoyment (3 items), online store Ease of Use (4 items), online store Trustworthiness (4 items), online store Style (4 items), online store Familiarity (3 items), and online store Settlement (4 items). In order to measure scales for the intention to buy online, target participants are required to fill the intention to buy online (4 items) at the end of the Final Experiment Questionnaire. Please refer to Appendix A for the translated instrument.

In Step Five, this study conducted the Final Experiment involving a sample of professionals which included 30 CEOs or CFOs employed at publicly traded or privately owned companies in Hong Kong. Each professional was required to study the website of HKTVmall (1137.hk) online store and fill out the survey which included the 7 factors with 27 items and fill the intention to buy online (4 items) at the end of the survey. 

4. Results

There are 30 Participants in Final Experience of this study which include 15 males and 15 females. Most of them are experienced online store buyers who bought online weekly. No age group was divided in the Final Experience due to difficulties in finding different age group. Table-3 shows important descriptors of the sample of the Final Experient in this study.
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Data received in Final Experiment indicated that the mean, standard deviation, range, minimum, and maximum of score of every items in this study. With higher and the standard deviation is lower compared with the studis done by Van Der Heijden (2003) and Chen & Ching (2013), it implicated that our study is more consistent with the results of other researchers and even more convincing. Table-4 shows the Items Statistics. 

Table-4 Items Statistics
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As all of Cronbach alphas in the Final Experiment exceeded the 0.70 threshold for exploratory research, this study determined that the seven-factor structure is a dependable and trustworthy foundation for assessing factors that affect the intention to buy online in Hong Kong. Enjoyment and Trustworthiness are with the highest Cronbach alphas coefficients. This result is different from Ziqi Liao and Xinping Shi (2009) which indicated website Usefulness and Ease of Use played the most important role. Table-5 presents the Cronbach alphas for the data.

 Table-5 Cronbach alphas for 7 Factors 
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A hypothesis (H0) was tested with an independent samples t-test to determine if there is a correlation between an online shopper's perception of 7 factors and their purchase intention. When the score of the intention to buy from this study is 6.1, 95% confidence interval of the Enjoyment (p=0.298) and Trustworthiness (p=0.811) contain 6.1. H0 will be accepted and we are 95% confident that an shopper will experience higher intention to buy online as his/her perception of the Enjoyment or/and the Trustworthiness becomes more positive. Table-6 shows the T-Test result for the 7 Factors.
 
[image: A screenshot of a table

Description automatically generated] 

This study also checked the differences in scores between the two groups: females and males. First, we see the statistics for the two groups in table-7. We see that the mean score is higher for females than males which implicated that the male have less intention to buy than the female. Second, table-8 shows a paired t-test between the score of male and female. As the significance value is 0.755, this study conclude that there is no significant difference between the two groups although the female have higher intention to buy.

	Table-7 Statistics of Male and Female 

	 
	N
	Mean
	SD
	Variance
	Range
	Minimum
	Maximum

	Male
	15
	6.00
	0.845
	0.714
	2
	5
	7

	Female
	15
	6.20
	0.862
	0.743
	2
	5
	7


 
	Table-8 Paired Samples T-Test of Male and Female

	 
	 
	 
	statistic
	df
	p

	Male
	Female
	Student's t
	-0.318
	14.0
	0.755


 
5. Discussion and limitation 

This study had added several contributions to the current research on image of online shopping in Hong Kong. Initially, this study created assessments for seven important concepts associated with image of online store. The measures had undergone standard reliability tests and consist of various items. This study had presented findings that connect each of these factors to the inclination for image of online shopping. Enjoyment and Trustworthiness are with the highest Cronbach alphas coefficients. Although the findings of this study is different from Ziqi Liao and Xinping Shi (2009) which indicated website Usefulness and Ease of Use played the most important role, it enhance and broaden comparable empirical studies in this field.

However, the limitation in this study is the age of participants. Younger generations were not willing to respond in this study although great effort tried. Most participants found are above 30 years old while many younger generations were not included in this study. Here is the suggestion that future research can divide participants into different age groups. Future research can also focus on different types of online store e.g. book, clothes, food, electronics…etc. Therefore, readers or investors will locate where the investment or advertising should be focused for different target online buyers.

6. Conclusions and recommendations

This study had concentrated on the image of online store. In terms of ideas, this study analysed the literature regarding online store image. By utilizing this method, along with a Trial Run with focus group, a preliminary measuring tool was created. This was later utilized in my Pilot Test. By analysing the data from Pilot Test, this study improved the tools until 7 constructs with 26 items of online store perception were identified. 

This study yields at least three conclusions. First, our findings show that all 7 factors related to images can account for a significant part of the intention to buy online as all alpha coefficients are above 0.70. These outcomes are promising for the online store. Second, our findings show that there is a limited correlation between image of online store and Usefulness and Ease of Use which is different from the result of previous researchers. Third, this study not only reaffirm the findings of Van Der Heijden (2004) that Trustworthiness is a key factor of the image of online store but also implicated the significance of the Enjoyment in driving buying intentions. This study implies that investing in enhancing store recognition and appearance is unlikely to greatly affect the image of online store. It is beneficial for online stores to enhance the Trustworthiness and Enjoyment of their websites, while also improving their Usefulness and Ease of Use. This study does offer backing for defining clear priorities in the marketing budget. 

Verhagen and Dolen (2009) showed that how consumers perceive offline and online stores directly affects their intention to make purchases online. Moreover, they verified that offline store impressions served as points of reference for their online counterparts. Nevertheless, this study only examines the structural connections between online store image, neglecting to address potential interactions between online and offline store image factors. In reality, a lot of retail stores have both brick-and-mortar shops and online platforms. Hence, future research should explore in more detail the connections between various aspects of online store image and offline store image.
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Table-1 Measurement development process

Step Description
1 Specify domain of construct
2 Generate sample of items
3 Collect data
4 Purify measure
5 Collect data
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Table-2 Items revisions from Pilot Test Questionnaire

Example Construct Item Revision

1 Store Usefulness “High price—Low price” Deleted item

2 Store Usefulness “Little choice—A lot of choice” Deleted item

3 Store Ease of use “Hard to navigate the site—easy to Deleted item
navigate the site”

4 Store Style “Calm—pushy” Deleted item
5 Store Familiarity “Unpopular among friends—Popular Deleted item
among friends”

6 Store Settlement “Poor purchase record format—Good  Deleted item

purchase record format”
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Table-3 Descriptives of the sample (n = 30)

Count Percent
Gender

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

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

Never 0 0
Less than every month 0 0
Every month B 26
Every week 20 666
Everyday 2 66
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N Mean SD Range  Min. Max.
Store Usefulness tem 1 0 583 0913 3 4 7
ftem 2. 0 583 0913 3 4 7
ftem 3, 30 583 0950 3 4 7
tem 4 30 580 0961 3 4 7
Store Enjoyment tem 5. 0 620 0805 2 5 7
ftem 6. 30 620 0805 2 5 7
ftem 7. 30 620 0805 2 5 7
Store Ease of use ftemg. 30 533 0884 3 4 7
ftem g 30 533 0884 3 4 7
ftem10 30 533 002 3 4 7
ftem11 30 550 0861 3 4 7
Store Style temi2 30 607 0785 2 5 7
ftem13 30 607 0785 2 5 7
ftem14 30 607 0785 2 5 7
ftem15 30 610 0759 2 5 7
Store Familarity temi6 30 583 0986 3 4 7
ftem17 30 583 0986 3 4 7
ftem1e 30 607 1015 3 4 7
Store Trustwortiness~ tem 19 30 567 1.003 3 4 7
ftem20 30 493 0785 2 4 6
fem21 30 493 0785 2 4 6
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N Mean SD  Range  Min Wax.
em2 %0 487 om0 3 3 6

Store Settement em2s %0 57 1006 4 3 7
em2s %0 57T 1006 4 3 7
em2s %0 573 1o 4 3 7
tem2s %0 577 1108 4 3 7
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Component name of online store

Number of items

Value for online
store (n = 30)

Store Usefulness 4 0.77
Store Enjoyment 3 0.93
Store Ease of use 4 0.79
Store Style 4 0.70
Store Familiarity 4 0.71
Store Trustworthiness 3 0.97
Store Settlement 4 0.75
Intention to buy 4 0.88
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Table-6 T-Test for 7 Factors

Statistic df p
Usefulness -3.233 119.0 0.002
Enjoyment 1.047 89.0 0.298
Ease of use -9.364 119.0 <.001
Trustworthiness -0.239 119.0 0.811
Style -3.343 119.0 0.001
Familiarity -14.816 89.0 <.001
Settlement -3.340 119.0 0.001

Note. Ho p # 6.1
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Appendix A. Final measurement scales for online store image

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

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

3. Uninteresting offers—interesting offers.

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

Online store Enjoyment

5. Boring site—fun site

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

Online store Ease of Use

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

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

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

13 Bad reputation—good reputation

14 Unreliable enterprise—reliable enterprise.

15 Unsafe financial Settlement—safe financial Settlement
Online store Style

16 Unhelpful—helpful
17, Unfriendly—friendly.

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

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

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

3.Unknown enterprise—well known enterprise.

Online store Settlement

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

7.Slow financial Settlement—fast financial Settlement.

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

unlikely to highly likely)

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

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

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

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

website if you need the product?
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