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Chapter 1: Introduction

This chapter explains the primary objective of this study. A succinct description of the theoretical
framework is presented as a first step. Furthermore, the motivation for this study is outlined in
terms of redesigned strategies, digital marketing, and the impact of COVID-19 on consumer
behaviour. Discussed why this specific topic has been selected for this study and the relevance of
this study's conclusions. As a final point, the study's objectives and limitations are outlined.

1.1. Research Background

We are nearing the end of the first quarter of 2023. Traditionally, this is a period of positive sales
growth owing to the holiday buying season (Christmas, Lunar New Year, and Valentine's Day).
It is appropriate for those who wish to reward themselves after receiving their year-end bonuses
to purchase something for their loved ones. Retail, in general, should experience an improvement
in its atmosphere.

In addition, Hong Kong is known as a shopping paradise; the Individual Visit Scheme was
introduced in July 2003. This scheme has helped to accelerate the growth of the retail sector and
has enabled travellers from the mainland to take an average of 78% of the total market each year
(Tourism Commission, 2019).

The Tourism Commission's tourism performance research shows that 55.91 million visitors visited
Hong Kong in 2019, contributing 256.2 billion Hong Kong dollars to the local economy (see
Figure 1). Nevertheless, reflecting on the past three years since Covid-19 was first detected is
worthwhile. Hong Kong has experienced a 90% decrease in tourist arrivals (Appendix A). As a
result of the government's ZERO COVID policy, tourism-driven sales were ultimately adversely
affected. The watch retail industry in Hong Kong has nearly collapsed in the past 30 months, as
half of its sales have been lost (Partner Net, 2022).

Figure :1 Shows the tourism performance

Total visitor arrivals 55,912,609 -14.2%
- Overnight arrivals 23,752,359 -18.8%
- Same-day arrivals 32,160,250 -10.4%
Average hotel room occupancy rate 79% -12 percentage points
Average hotel room rate HK$1,206 -12.4%
Average length of stay of overnight visitors 3.3 nights +0.2 night
Per capita spending of overnight visitors HK$5,818 -12.0%
Total tourism expenditure associated to inbound tourism HK$256.2 billion -22.7%

Source: (Tourism Commission, 2019).
309 words



1.2.  Research Motivation

People had to change their lifestyles in the wake of the Covid-19 pandemic. In March 2020,
citizens were not permitted to dine in the evening; also, most entertainment venues had to close;
and people had to reduce their outdoor activities. Therefore, spending habits have changed, and
people are used to purchasing goods on mobile phones or via the web. Merchandise can also be
delivered directly to homes or picked up at a pick-up location. Consequently, online shopping has
become a daily activity, especially for fast-moving consumer goods.

Online shopping has revolutionised our lives in many ways. We no longer have to visit a physical
store to purchase anything we need; instead, we can open our laptops or pick up our phones, and
with a few clicks, we can have almost anything delivered right to our doorsteps. From food delivery
services like Foodpanda (xxxx) and Deliveroo (xxxx) to a variety of mall platforms like
HKTVmall (xxxxx) and social media stores, for example, Facebook, Instagram and YouTube,
there is now an abundance of options available to us for shopping. Online shopping has, thus, not
only made our lives more convenient but also more enjoyable. Buying anything online we need is
now easier than ever before.

With the onset of the pandemic, people had to adhere to the safety protocols put in place by the
government. People had to forgo traditional shopping, dining, and entertainment activities. As a
result, people had to find ways to purchase the items they needed, and online shopping became the
preferred method. With the convenience and safety of shopping online, people have become
accustomed to the process, which has become a part of their daily lives.

The vaccination rate had increased; 82% of citizens had taken their third dose (HKSAR, 2022).
The economy was slowly recovering, but the retail market still had a long way to go. Since the
government introduced the "leave home safe" application, the mobile phone has become essential
for everyone. Businesses have started using the application to track customer movement, helping
them decide where to allocate resources. The app has also been used to identify potential
Coronavirus clusters in the city. Many restaurants and stores now require customers to sign up for
the app before entering.

Nowadays, brands have changed advertising campaigns radically because of the impact of the
pandemic. As part of the redesigned strategy, digital marketing has become a focal point.
Customers cannot avoid the feeding based on the footprint stored by cookies and the online
platforms feeding their advertisements by an algorithm.

The watch industry must study this issue carefully to confront this trending norm; which factors
affect potential buyers' purchases online? Specifically, the watch industry has researched key
features that potential buyers prioritise when purchasing a watch online. These features include
brand reputation, shipping and return policies, product images and descriptions, and customer
reviews. However, more research in this area must be conducted in the watch industry. Therefore,
this study wants to investigate whether these factors can positively influence the growth of the
sector. The findings of this research will provide valuable insights into the watch industry. It may
help stakeholders to understand the dynamics of the market better and to make the right decisions.
It will also help identify areas where further research is needed.
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1.3.  Research Problems

Identification of research problems leads to the expansion of the study. It is like setting a goal
before embarking on an adventure. Throughout the entire research process, it serves as the primary
guiding principle. In sociology, a topic of study is discussed as a hypothesis. Hence, the question
is relevant as a study topic. (Pardede, 2018, p.5). It is a significant population to explore and
understand the social dynamics of education in the country. It provides an opportunity to
investigate the factors that affect student learning and academic performance. Additionally, it
allows examining the impact of school policies on student outcomes.

This research examines the following research problems:

= Do Perceived Benefits significantly impact consumers' intentions to make an Online
Purchase in Hong Kong?

= Do Website Content and eWOM influence Online Purchase Intentions for watches in Hong
Kong based on customer trust?

= Do Customer/Consumer Behaviours significantly influence consumers' Online Purchase
Intentions for watches in Hong Kong?

= Are Age and Gender significant influences on the Online Purchase Intentions of Hong
Kong watch consumers?

= Develop hypotheses regarding the factors influencing consumers' Purchase Intentions for
watches in Hong Kong.

In chapter 2, similar studies on similar topics were examined, followed by chapter 3, developing a
research model for this study.

1.4.  Theoretical and Business Contribution Aims

Since entry restrictions hammered the tourism-driven retail industry in COVID-19, watch sales
have suffered grievously. The watch industry must find a way to restore its business. In the past
decade, digital marketing and online shopping have become the industry norms. However,
purchasing watches over the Internet still needs to be more consistent.

This study aims to identify the factors mentioned in 1.3 that influence online purchase intentions
for wristwatches in Hong Kong. As a result of the research, the contribution to the Federation of
Hong Kong Watch Trades & Industries Ltd (HK Watch Org, 2022) will be able to develop a
targeted marketing strategy for potential customers. Moreover, it will provide insight into the
potential customer base of virtual wristwatch stores. Qualitative and quantitative analyses will be
conducted to answer the research question. Interviews and surveys with watch buyers will be
conducted for the qualitative analysis, while regression and data analysis will be performed for the
quantitative analysis.

By utilising this information, marketing strategies will be developed to target potential customers,
and the online experience will be enhanced. It will also benefit HK Watch Org in planning its
strategic operations during this period based on the results of this study. Through this process, they
can identify customer segments, develop targeted marketing campaigns, and enhance the online
customer experience. The findings of this study will therefore be of great value.

450 words
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1.5.  Theoretical and Business Contribution Objective

Online shopping popularity has completely revolutionised how consumers purchase goods and
services. Despite the convenience of using the Internet, many people still need help to buy
timepieces. While factors such as perceived benefit, web content, eWOM, hedonic features, trust
and customer behaviour need to be considered, the five-stage model (Han, 2021) provides an easily
understandable and implementable method of investigating the reasons behind this lack of demand.

The objective of applying the five-stage model involves the steps of problem recognition,
information search, alternatives evaluation, purchase decision and post-purchase evaluation. It
helps to identify how each of these elements comes into play. For example, problem recognition
occurs when consumers realise they need a new timepiece. It is followed by an information search,
where the consumer looks at the various online options. A consumer must evaluate the alternatives
before making a purchase. Once the purchase is made, it is followed by a post-purchase evaluation
when the consumer is satisfied with the product.

In conclusion, understanding the five-stage model and its associated theories is a significant step
towards understanding why timepieces have yet to catch up to the trend of online shopping. By
researching these elements, CB and preferences can be better understood. More effective
marketing strategies can be developed by further exploring the theories and studies associated with
this model to increase the demand for timepieces. The research objectives include an examination
of the different normalisation constraints, comparing their senses, and selecting the most
appropriate normalisation constraint for a particular application.

1.6.  Research Direction

By understanding the differences and correlation between purchase intention on online platforms
and how to use these platforms to increase the sales of traditional stores in the post-pandemic
period, this research is essential to the watch industry, particularly in Hong Kong.

Other luxury businesses, like jewellery, while both operate in the same category, have been hit
hard by the effects of COVID-19, but this research might assist them. Developing creative
marketing tactics, such as strengthening the digital presence and developing innovative marketing
ideas, could gradually recover sales.

This study is organised methodically, as shown in Figure 2. Firstly, a systematic literature review
was conducted to understand the factors under consideration. Secondly, a detailed explanation of
data gathering0 and the process was presented. Thirdly, the research hypothesis was established.
Lastly, the findings and conclusions of the study were analysed and reported. Overall, a rigorous
approach to this research was taken, which enabled an in-depth analysis of the topic.

The research took place over five months, starting mid-November 2022 and ending in March 2023.
(Figure 2) illustrates the process model of the research structure, detailing the various stages of

research.
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Figure 1:2 The process model of the research

[ Introduction ] [Literature Review] [ Mgi?;;fggy ] [ Reiﬂ;fﬁ SIi)Sata ] [ Conclusion ] [Recommendations]

Source: Created by author.

1.7.  Research Limitations

This research attempted to examine the attitudes and intentions of watch consumers in the Hong
Kong watch industry. It is acknowledged that there are certain limitations to this research. Firstly,
prior studies have not examined online purchase intentions in the watch industry. It is a significant
limitation as consumers have moved towards purchasing predominantly smartwatches (Reeder &
David, 2016) instead of traditional timepieces, which can complicate the research.

Secondly, the snowball methodology (Naderifar et al. 2017) was used to recruit research
participants due to the need for more relevant literature in this area, which allowed the study to
reach a larger sample size. However, it is an experimental limitation as the sample may be biased
and not reflect the actual population. In conclusion, this research is subject to these two limitations.
However, it will still provide valuable insight into the online purchase intentions of watch
consumers in Hong Kong. Future research should focus on larger sample sizes and look at different
types of watches and consumer demographics. Further research should investigate consumer
motivations and behaviours related to online purchases in this market.

Despite these limitations, the study still provides valuable insights into the attitudes and intentions
of watch consumers in the Hong Kong watch industry. It may provide an excellent foundation for
further research in this area.

1.8.  Summary

Online shopping is a crucial part of our lifestyle. However, the watch industry has been lagging in
this trend. In this study, a succinct description of the theoretical framework is presented.
Furthermore, the motivation for this study is outlined in terms of redesigned strategies, digital
marketing, and the impact of COVID-19 on CB. Discussed why this specific topic has been
selected for this study and the relevance of this study's conclusions. As a final point, the study's
objectives and limitations are outlined. The research investigates how consumers' perceived
benefits, website content, eWOM, customer behaviour, trust, and other factors affect their online
purchase intentions for watches in Hong Kong. The research will employ qualitative and
quantitative methods to determine the factors influencing customer intentions. A five-stage model
is used to understand how each element comes into play.

Additionally, interviews and surveys with watch buyers will be conducted for the qualitative
analysis, while regression and data analysis will be performed for the quantitative analysis. The
study is subject to two limitations: no prior studies have examined online purchase intentions in
the watch industry, and the snowball methodology was used to recruit research participants.
Despite these limitations, the study still provides valuable insights into the attitudes and intentions
of watch consumers in the Hong Kong watch industry. It may provide an excellent foundation for
further research in this area. 466/2228 words
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Chapter 2: Literature Review

The literature review demonstrated that the researcher's knowledge and synthesis ability is already
understood. Ultimately, the researcher can identify conflicts and gaps in existing findings.
Researchers must explain why their study is practical, original, and contributes to the field (Jesson
and Matheson, 2011).

2.1  Perceived Benefit

Online purchases are more likely to occur when perceived benefits are present. PB is the
combination of benefits that satisfies customer expectations. In the post-pandemic economic
situation, customers are more aware of their purchases' value. PB influences the shopping
experience. In other words, it refers to the consumer's subjective belief that the online purchase
will provide some positive outcome (Shannon et al. 2006). The following paragraphs present the
definition of PB derived from the literature review and the assessment of how the hypothesis was
formulated for the study. The following sections give the meaning of PB and evaluate how the
theory was developed.

2.1.1 Definition of Perceived Benefit

This study surveyed consumers on their OPI of wristwatches to examine perceived benefits based
on their buying characteristics. Shannon et al. findings (2006) showed that perceived benefits
significantly influence customers' online shopping experiences. Customers benefit from online
shopping and can compare product prices without leaving their homes, as in traditional stores (Liu
et al. 2013). Additionally, customers benefit from online shopping privacy and convenience (Al-
Debei and Akroush, 2015), cost savings, and no time limit to purchasing a product (Silva et al.
2019). According to Lee, Yen and Hsiao (2014), the effect of the shopping experience is primarily
based on the product's perceived value. The main elements of this value include price, simplicity
and social benefits. Therefore, it is essential to consider these factors when considering the online
purchase intention of wristwatches to ensure a positive shopping experience.

Table 1: In previous analyses of PB, relevant findings have been identified

Researcher(s) Definition

Perceived benefits influence shopping experiences.
(Shannon et al. 2006) Gains vs. sacrifices
Consumers believe they will gain something from Internet purchases.

Shopping convenience; Product selection; Comfort and Hedonic/enjoyment.

Liu etal. 2013 . . . . .
(Liucta ) Buying behaviour: Price ; Convenience and Recreation

Perception that may drive users’ attitudes and behaviours.
(Lee, Yen and Hsiao, 2014) ) | The perspectives including performance/quality, emotional, money, and social.
Value is generated when less is paid for goods or products.

Profitability, prestige, and/or other benefits

The sum of consumer advantages

(Al-Debei and Akroush, 2015) |Perceptions of consumers of the benefits of online transactions
Advantages meet consumer needs or wants

Convenience and time-saving

Perceived benefits influence shopping experiences.

(Silva et al. (2019). Trade-off between what is gained and given
Consumers believe they will benefit from their purchases.
Source: Created by Author 312 words
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2.1.2  Assessment of Perceived Benefit

It has been argued by Shannon et al. (2006) convenience and enjoyment of shopping influence
online purchase intentions. Liu et al. (2013) study found that Perceived Benefit impacts consumers'
group buying behaviour, with most driven by price benefits. The research of (Lee, Yen and Hsiao,
2014) about Facebook users covered that it is an efficient searching tool for information, providing
product information and linking to shopping sites for added convenience. It also concluded that
Trust is crucial when exchanging information on Facebook, as users are confident in the
information shared and in one another. Discounts also affect price perceptions and shopping
intentions, resulting in positive consumer attitudes. Al-Debei and Akroush (2015) indicated that
PB, such as shopping in privacy whenever the customer desires and saving time relative to offline
shopping, positively impacts OPI. Moreover, Silva et al. (2019) concluded that saving time and
money increases OPI.

Table 2: Assessment of Perceived Benefit
Researcher(s) Construct & Measurements

Shopping Convenience
Product Selection
Easy/Comfort of Shopping
Hedonic/Enjoyment

(Shannon et al. 2006)

Price is a very attractive factor to most consumers.

Price discount could affect consumers’ price belief, eventually affect their shopping
(Liu et al. 2013) intentions.

Price benefit positively influences consumers ‘attitude.

Convenience benefit positively influences consumers ‘attitude.

Search engine that is efficient and effective
(Lee, Yen and Hsiao, 2014) ) | Providing information about products
Providing easy access to shopping sites

Shop in privacy of home
(Al-Debei and Akroush, 2015) | Whenever the consumer desires?
Save the effort of buying compared to offline/traditional stores

Save money

(Silvaetal. (2019) More convenient

Source: Created by Author

Considering the previous observations in (Table 2), it was concluded that there were three
significant advantages associated with OPI: 1) Price concerned (especially at a lower price), 2)
Convenient, and 3) No boundaries in terms of time or location. Therefore, OPI is increased when
the PB is higher. Perceived Benefit H1: The higher the perceived benefits, the stronger the
intention to purchase online. This study developed the hypothesis about price value, convenience,
and emotional effects.

236 words
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2.2 Website Content

Web content is information about an organisation on its website. It comprises descriptions,
facilities, contact information and the website's application process and is a strong determinant of
OPI (Chu, 2001). Content increases customer retention, stimulates curiosity, generates confidence,
and encourages purchases (Hasley and Gregg, 2010). Therefore, WC is a crucial factor in customer
loyalty. Considering the literature review, a research hypothesis has been formulated to analyse
the impact of WC on OPI.

2.2.1 Definition of Website Content

The study surveyed a questionnaire to analyse website content based on Rahimnia and
Hassanzadeh (2013), which defined WC as content that can be accessed, seen, saved, and managed.
Furthermore, WC is an effective way to build users' trust by choosing the right content. Halpern
and Regmi (2013) discuss WC usage for public relations purposes. Public relations campaigns
involve developing healthy bonds with users through WC and offering various options. These two
definitions suggest that website content can serve as an informational tool and a means of
communicating with stakeholders to create positive impressions. Moreover, WC should include
data about the submission method, contact information, details, amenities, and shift plan (Charalel
et al. 2016).

Table 3: In previous analyses of WC, relevant findings have been identified

Researcher(s) Definition

Website contents can arouse interest, develop trust, and facilitate decisions by customers
(Chu, 2001). Websites often provide customers with online booking and other information-related
services.

Website information content affects user-website interactions
(Hasley and Gregg, 2010) Providing information that assists the audience in making a purchase decision.
To assist prospective buyers in identifying specific items or selecting items rationally

How information can be retrieved

How information should be displayed.

(Rahimnia and Hassanzadeh, 2013) | How information should be stored and organized

Website content is an effective means for building customers’ trust
What information needs to be selected

Public relations are carried out through website content
(Halpern and Regmi, 2013) Maintain and build positive relations.
Provides content and offers a variety of services

Application process

Contact information

(Charalel et al. 2016) Description

Information regarding facilities
Rotation schedule

The provision of quality online information
(Chang et al. 2022) Supports on-line seekers in navigating the website
Acquiring knowledge efficiently and effectively

Source: Created by Author
213 words
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2.2.2 Assessment of Website Content

Effective website content is imperative in today's world. To better connect with customers and
reach new markets, businesses should have a website, an active social media presence, and a
positive online reputation. Website development requires consideration of many factors. The
primary reference must be to determine the user's accuracy expectations depending on their likes
and dislikes (Chu, 2001). The most relevant aspects are on-time delivery, reliability, efficacy, and
consistency. To ensure these expectations are met, website design and content should be tailored
to the user's needs, with straightforward navigation and an intuitive user interface. Furthermore,
regular updates and quality assurance testing can ensure that the website runs optimally (Hasley
and Gregg, 2010).

It is also essential to pay attention to website design (Rahimnia and Hassanzadeh, 2013). The use
of WC, which promotes user interaction, is one of the most significant features that contribute to
a positive online experience (Charalel et al. 2016). A well-designed website should visually appeal
to and emphasize user interaction and engagement. As a final consideration, it is imperative to
consider the usability perception of the website content to ensure its effectiveness and satisfaction
(Chang et al., 2022). A successful WC can be created by assessing all of these factors. Considering
all of these factors, a successful WC can be made to provide a user with trust. By doing so,
businesses and organizations can remain competitive in their respective markets. Customer
satisfaction is directly related to the quality and content of a website. The likelihood of trust
increases when website content and accessibility are improved.

Table 4: Assessment of Website content

Researcher(s) Construct & Measurements
Likes and dislikes

(Chu, 2001) Users expection of website

Accuracy
Timeliness
(Hasley and Gregg, 2010) Completeness
Relevance
Consistency

The inft ional di i
(Rahimnia and Hassanzadeh, 2013) em 9ma§ona (.hmensmns
The design dimensions

Characteristics of priority
(Charalel et al. 2016) Improvin.g wC enbance commgnécation
Information effectiveness/Usability

WC and quality are critical to user

Usability Perception
(Chang et al. 2022) Effectiveness
Satisfaction

Source: Created by Author

In light of the previous findings in (Table 4), it was concluded that TR had three significant
advantages: 1) Design, 2) Sufficient information, and 3) Effectiveness. Therefore, TR is increased
when WC is higher. Website Content H2: The more legitimate the website content, the more
likely it is to be trusted during online shopping. This study established hypotheses about design,
sufficient information, and effectiveness 338 words
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23 eWOM

People often share their perceptions, feedback, or feelings about a brand or product with close
friends, known as word-of-mouth. Such shared insight has considerable power for the brands or
products, but its impact is limited. Whereas eWOM is an evolution of the traditional WOM
internet-based. It refers to non-commercial oral interaction with friends through social media; in
many contexts, people use various social media platforms to share their opinions and reviews of
products (Cheung and Lee, 2012).

2.2.1 Definition of eWOM

eWOM represents an evolved form of online interaction in the social network environment. In this
study, eWOM was assessed as a variable with a positive effect on trust to assess the likelihood of
an online purchase.

Table 5: In previous analyses of eWOM, relevant findings have been identified
Researcher(s) Definition

eWOM has evolved into non-commercial oral social interaction with

friends through social media.

Cheung and Lee (2012) 8 . . .
eWOM engagement occurs in many contexts, people use various social

media platforms to share their opinions and reviews of products.

eWOM is any feedback provided by customers about a product or
(Al-Debei and Akroush, 2015) company; It has emerged because consumers use the internet to find
relevant information.

SNS has changed how consumers access and receive information.
eWOM is the sharing of opinions online about brands, experiences, and
products.

Consumer behaviour and attitudes are influenced by eWOM.
Third-party reviews assess eWOM about services, products, and firms.
eWOM helps understand consumers' desires and improves

(Bilal et al. 2022)

Internet-based communication of WOM is called eWOM.

eWOM is any informal online communication with customers about
(Uzman et al. 2022) products, services or e-retailers.

Online reviews and opinions are used to create eWOM that influences
targeted customers' purchase decisions.

In the Internet era, eWOM refers to information made available to a large
(Tri D, Robinson and Dobele, audience.

2022) eWOM can be defined in many ways, including Online referrals, user-
generated content, consumer-generated ads, and reviews.

Source: Created by Author

The definition of eWOM derived from (Table 5) demonstrates how the hypothesis is formulated
for the study. eWOM has emerged as consumers use the internet to find relevant information.
The reviews of third parties are used to assess eWOM about services, products, and companies.
It helps understand consumers' desires and improve their products. Customers communicate
online about products, services, or e-retailers (Bilal et al., 2022). 207 words
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(Uzman et al. 2022) expressed that online reviews and opinions create eWOM, influencing
targeted customers' purchase decisions. eWOM can be defined on a large scale through the
internet. It includes Online referrals, user-generated content, consumer-generated ads, and
reviews (Le, Robinson and Dobele, 2022). Overall, eWOM is one of the most effective marketing
techniques today due to multimedia availability. It benefits both companies who get valuable
information about their products/services and provides users with credible information so that
they can make wise buying decisions confidently (Al-Debei & Akroush 2015).

eWOM allows companies and customers to share feedback about products and services quickly.
It makes it an effective way for businesses to acquire customers and increase market share. In
today's digital world, eWOM has emerged as a powerful tool because it reaches a broad audience
and accurately captures consumer sentiment. Therefore TR is increased when eWOM is higher.
eWOM H3: The more reliable the eWOM, the more trustworthy it is for online shopping. This
study established hypotheses about communications, experiences, and influences.

2.3.2 Assessment of eWOM
This study surveyed a questionnaire to analyse eWOM based on the characteristics of sources,
messages, situation factors, and recipients (Bila et al. 2022).

As shown in (Table 6), the literature review on the eWOM Assessment includes five different
studies. Cheung and Lee (2012) examined five motivations for eWOM: egoistic inspiration,
collective motivation, altruistic motivation, pointillistic motivation, and knowledge self-efficacy.
The authors concluded that knowledge self-efficacy was the strongest predictor of eWOM
engagement, suggesting that consumers are more likely to engage in eWOM when they feel
confident in their ability to provide valuable and accurate information. (Al-Debei and Akroush,
2015) examined the effects of online recommendations to buy, posting positive online comments
and reviews on consumer confidence in purchasing products from an online catalogue retailer.
They found that consumers are more likely to buy items after reading reviews and
recommendations from others. These findings suggest that eWOM can improve consumer
confidence and increase sales.

Bilal et al. (2022) Examined the influence of information quality, system quality, virtual
interactivity and reward on brand love. The result discovered that higher information quality and
compensation positively affected brand love. System quality and virtual interactivity had a positive
but insignificant impact. These findings show the importance of providing customers with quality
information and rewards to increase brand loyalty. Moreover, eWOM type is affected by platform,
format, and device and how anonymous or unidentifiable senders affect eWOM perception. This
research showed that customers receiving high-quality information and rewards were likelier to
like the brand. It also found that customers view anonymous or unidentifiable eWOM as more
credible. (Le, Robinson and Dobele, 2022).

The growth in online reviews has created opportunities for companies by providing valuable data
that allows them to analyse customer behaviour and make informed decisions (Bilal et al., 2022).
Companies can use this information directly or indirectly through tools such as social media
listening. eWOM assures quality standards through product/service ratings based on user
experiences. 495 words
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Overall, eWOM is one of the most effective marketing techniques used by businesses today due
to multimedia availability; it benefits both companies who get valuable information about their
products/services along with providing users with credible information for them so that they can
make wise buying decisions confidently (Al-Debei & Akroush 2015).

Table 6: Assessment of eWOM
Researcher(s) Construct & Measurements

Egoistic Motivation
Collective Motivation
Cheung and Lee (2012) Altruistic Motivation
Pointillistic Motivation
Knowledge Self-Efficacy

Online recommendations to buy

Post positive online comments.

Positive online reviews

(Al-Debei and Akroush, 2015) e-community frequently post online recommendations to buy from this
online catalogue retailer

Consumer’s online recommendations and reviews increase more
confident in purchasing the product

Information quality.

System quality.

(Bilal et al. 2022) Virtual interactivity.

Reward.

Significant positive effects on brand love

eWOM types are affected by platform, format and device.

Anonymous or unidentifiable senders affect the perceive of eWOM

. differently?

(Le, Robinson and Dobele, 2022) treren y .
Influence is affected by the factors related to source, receiver, message

and situation.

What makes eWOM different from replayed or edited content?

Satisfaction

1. 2022
(Uzman et al. 2022) Web-site Quality

Source: Created by Author

Based on these studies, three distinct advantages were associated with TRUST: Satisfaction,
Quality, and Positive Comments. TRUST influences purchase motivation in online shopping; the
higher the eWOM, the stronger it is. Based on a review of previous journals in (Table 6), the
hypothesis in (Figure 3) H3 was developed by considering the relationship between Satisfaction,
Quality, and Positive Comments. Consequently, when eWOM is higher, TRUST is increased.

126 words
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2.4  Hedonic Features

Hedonic features can be experienced in almost any situation, from playing video games to reading
a book. They are also associated with emotional states such as happiness and pleasure. As (Huang,
2003) described, HF is satisfaction, excitement, and enjoyment in a given situation or expectation.
Further, as defined by (Haasa and Kenning, 2014), they expect a higher success rate, fun and
positive feelings. In other words, customers are looking for more than just price and availability.
In addition, they want an enjoyable and exciting experience, HF is crucial to decision-making and
overall satisfaction.

2.4.1 Definition of Hedonic Features
The following (Table 7) presents the HF definition derived from the literature review and how
the hypothesis is formulated.

Shannon et al. (2006) further noted that customers anticipate a higher likelihood of enjoyment,
feeling satisfied, and, potentially, purchasing due to these hedonistic motives. When a product
appeals to the hedonistic needs of its consumers, the customer is more likely to make a purchase,
ultimately leading to greater satisfaction. In consequence, OPI has increased. Haasa and Kenning
(2014) added to this discourse by noting that entertainment and visually appealing aspects provide
enjoyment. Customers receive pleasure or satisfaction by providing exciting, entertaining,
gamification and visually appealing experiences. Incorporating 3D visuals, animation, and sound
effects into a mobile application creates an exceptional user experience and enhances customer
engagement (Bilgihan, 2016). Hedonistic factors influence buying impulses, including the
entertaining, fun, and delightful aspects suggested by Zheng et al. (2019). These factors can create
an even stronger urge to buy, as consumers are drawn to the joys of the shopping experience.

Table 7: In previous analyses of HF, relevant findings have been identified

Researcher(s) Definition
(Huang, 2003) Satisfaction, Excitement, Enjoyment, Audience Receives and Expects
(Shannon et al. 2006) An Enjoyable, Exciting Shopping Experience Is Driven By Non-Functional Motives
(Haasa and Kenning, 2014) Anticipate a Higher Likelihood, Enjoyment and Feeling Good

. Exciting, Entertaining
Bilgihan, 2016 . .
(Bilgihan, ) Gamification, Visually Appealing Provide Enjoyment

After participating in an activity, customers feel pleasure or satisfaction are HF
(Zheng et al. 2019) HF are the Biotic Factors. (seek play, fantasy and experiences)
Buying Impulses Is Influenced Significantly by HF (Entertaining, Fun, and Delightful Aspects)

Primarily provide affective experience, and they are more related to sensation, pleasure and

(Shanga, Jin and Qiu’ 2020) enjoymel’lt.

Source: Created by Author

Finally, Shanga, Jin and Qiu (2020) indicated that hedonistic factors provide an affective
experience related to sensation, pleasure and enjoyment. Thus, it is clear that customers are driven
to shop and make purchases due to the pleasure (hedonistic motives) associated with the
experience. These motives include enjoyment, happiness, and satisfaction. 332 word
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2.4.2  Assessment of Hedonic Features

Huang (2003) found that people's hedonic performance can be determined by the following
measures: Pleasant-Unpleasant, Enjoyable-Weary, Nice-Awful, Agreeable-Disagreeable, and
Soothing-Aggravating. For instance, when rating a movie or a visit to a theme park, a person might
agree that it was enjoyable, pleasant and agreeable. Nonetheless, they agree that it was unpleasant,
awful, and aggravating.

Table 8: Assessment of HF

Researcher(s) Construct & Measurements
The hedonic performance:

(Huang, 2003) Pleasant (Delightful) - unpleasant Entertaining (Fun and Enjoyable) — Weary

’ Nice (Appreciation) - Awful Entertaining (Fun and Enjoyable) — Weary

Agreeable (Affirmative) - Disagreeable Soothing (Comforting) - Aggravating

(Haasa and Kenning, 2014) Dispf)sition tgwarq salespeople Purche}se Un'certainty

Efficiency Orientation Shopping Enjoyment

Weary / Entertaining Not Delightful / Delightful

(Bilgihan, 2016) Disagreeable / Agreeable Not Thrilling / Thrilling
Dull / Exciting

Situation Factors:

Zh tal. 2019
(Zheng cta ) Interpersonal Influence Portability Visual Appeal

Evaluate people’s preference

Sh Jin and Qiu, 2020
(Shanga, Jin and Qiu, ) Negative Emotions (Sad, Guilt) Positive Emotions (Happy)

Source: Created by Author

Haas and Kenning (2014) measured salespeople's disposition toward Purchase Uncertainty,
Efficiency Orientation and Shopping Enjoyment. In other words, the more uncertain they felt about
their purchase pushed by the salesperson, the more probable they were to judge their experience
negatively. Despite that, those with a higher efficiency orientation (shopping with their senses)
were more likely to rate their experience positively. This was due to their need to get things done
quickly without resistible factors. Online shopping may benefit from this significant factor;
however, the Influence of eWOM existed before consumers were interested in shopping online.
Bilgihan (2016) assessed the emotions of Weary-Entertaining, Not Delightful-Delightful,
Disagreeable-Agreeable, Not Thrilling-Thrilling, and Dull-Exciting. Participants viewed a series
of stimuli, and their emotional reactions were evaluated.

The effects of Situation Factors, such as Interpersonal Influence and Visual Portability Appeal
(Zheng et al. 2019). There was a significant difference between Interpersonal Influence and Visual
Portability Appeal on participants' emotional responses. The nature and context of the stimulus
influence people's feelings. (Shanga, Jin and Qiu, 2020), evaluated people's preferences regarding
Negative Emotions (Sad, Guilt) and Positive Emotions (Happy). In particular, Social Influence
affected Negative Emotions more than Visual Portability Appeal. People's emotional responses
can be affected by how information is presented.

These studies (Table 8) show that people's hedonic performance and preferences are affected by
various factors, such as emotions, situations and interpersonal influences. For example, when
people enjoy a pleasant and entertaining atmosphere, they will likely have more positive emotions,
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such as happiness and appreciation. This leads to higher hedonic performance. On the other hand,
negative emotions, such as sadness or guilt, have lower hedonic performance. Furthermore,
hedonic performance will likely be higher when visual appeal and interpersonal influence are high.

Previous researchers concluded that purveyors should emphasize providing a pleasurable shopping
experience for consumers by offering attractive visuals, quality products and services, and a
vibrant atmosphere. As a result, customer loyalty can be increased by providing incentives that
benefit customers and create a positive shopping experience. Considering the literature review in
(Table 8), the hypothesis in (Figure 3) H4 was formulated by exploring the correlation between
Emotions and Visual Appeal. Consequently, when HF is higher, IOP increases. 423 words

2.5  Definition of Trust

In Koehn's 1996 book, SHOULD WE TRUST IN TRUST? She referred to Annette Baier's famous
article "Trust and Anti-Trust," (1996, cited in SHOULD WE TRUST IN TRUST, Baier. “Trust,”
233-35) stating that TR has two definitions: the trustor expects goodwill from the trusted party,
and the trustee anticipates charity from the trustee. Unlike other purposes, it focuses on
interpersonal TR (building TR between individuals). They neglect to address self-belief and
whether confidence requires shared norms, and, at least for a while, neglect normative factors
regarding trustworthiness. TR is defined by a person's willingness to re-evaluate expectations and
be tolerant of mistakes.

2.5.1 Definition of Trust

The concept of TR is viewed as a combination of behaviour, perspective, personality, and
connection with others; it is also defined as conceptual, empathetic or consequential. (Alpern,
1997). TR is curial for relationships and team performance. It is built over time and can be easily
damaged by a single negative experience. Therefore, nurturing and maintaining TR is necessary
to create and maintain successful relationships.

Table 9: In previous analyses of TR, relevant findings have been identified
Researcher(s) Definition

The trustee expects goodwill from the trusted party.

Interpersonal trust (building trust between individuals) is its focus. Trust is not confidence in
one's intentions but faith in the trustee's honest intentions

Trust and Anti-Trust define faith as receiving the goodwill of the trusted party

‘When a person or group betrays the trustor

The trustor expects to benefit from their relationship

(Koehn, 1996).

Trust is an action, an attitude or orientation, a state of character, or a relationship

Trust has been described as cognitive (i.e., a matter of opinion or prediction that things will turn
out in a certain way or that people will behave in a certain way), affective (i.e., a matter of
feeling) or conative (i.e., a matter of choice or will)

Alpern (1997)

Trust was more likely when the website was easy to us
(Koehn, 2003). Trust in online shopping requires customer consent
Social media sites create trust issues. The study focused on online retail.

Trust in a website was defined as a consumer's willingness to trust a website.

(Hsiao, Lin and Wang, 2010) Online shopping is intrinsically trust-based.

Trust definitions stress functional points

Trust reduces complexity in uncertain situations

A party's faith in another's actions is an act of trust

The other party can be monitored or controlled no matter what

(Liu, et al. 2013)

Source: Created by Author
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In 2003, Koehn extended her understanding of TR and enhanced her study of TR on a website.
She found that social media sites create TR issues but focused on online retail. TR in online
shopping refers to the likelihood of being trusted by a consumer, which is one of the fundamental
principles of online shopping. Koehn found that TR was more likely when the website was easy
to use, had a secure payment system, and had clear terms and conditions. And an critical factor is
seeking consent from the customer, especially on mailing lists and during payments.

TR on an online website is defined as the consumer's willingness to trust the website. It is the belief
that the website will protect consumer interests and be reliable. Digital businesses must succeed
as it builds customer relationships and encourages return. It is necessary when making online
purchases as the customer must trust the website to handle their personal information securely.
(Hsiao, Lin, and Wang, 2010) In addition, Liu et al. studied in 2013 recovered that the website
requires a safe transaction platform. TR is also essential for a website regarding reputation and
customer loyalty, as trusted websites are more likely to generate repeat customers and create
positive word-of-mouth.

The above studied have investigated the factors that influence consumers' TR in online websites.
These include website design and layout, security and privacy policies, customer service and
support, user reviews, and product quality 415 words

2.5.2 Assessment of Trust

TR is a fundamental element of all business relationships. It is important to measure TR in a range
of contexts in order to ensure that products and services are delivered in a consistent and reliable
manner.

In 1997, Alpern studied and described how TR could be measured in three areas: as a biological
instinct, as a chosen habit, and as an unconscious norm. These three elements are intricately linked
to being human, as they are expressions of maturity and wisdom, inborn dispositions, and
cooperative instincts of lower animals. TR flourishes in the right environment. It is a form of social
capital based on personal virtue and obligation. It is the second-best substitute for complete
knowledge and power. It is common for trustworthiness controversy to be confused with
dependability, It is often mistaken that trustworthiness is the same as value. For example, a person
can be dependable in their actions but not necessarily trustworthy; they may do what they say they
will, but they may still have ulterior motives.

TR was defined by (Koehn, 2003) as verifying the other's trustworthiness and ensuring that the
website kept its promises, as well as assessing the PB and liabilities of the website. This was seen
as providing comfort and security for users. TR was seen as a critical component of user
satisfaction and loyalty. It was also regarded as an essential factor in website success. (Hsiao et al.
2010) proposed measuring TR by looking at the affiliations’ perceived loyalty/integrity, goodwill,
influence, reputation and value. (Liu et al. 2013) highlighted that TR could be assessed by
transferring the TR associated with a 3rd party, the TR from recommendations, comments, and
credibility. (Al-Debei and Akroush, 2015) suggested making a payment and transactions on a
website is safe; personal financial information will be protected, digital certificates protect
websites, and websites won't sell personal information to 3rd parties.

314 words
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Table 10: Assessment of TR

Researcher(s)

Construct & Measurements

Alpern (1997)

TR is characterized (voluntarism) as

1.Biological instinct

2.Individuals choose/inculcate habits
3.Unconscious norms

As humans, TR is characterized by

1.Expression of maturity and wisdom

2.Inborn disposition

3.Cooperative instincts of lower animals

The value of trust presented as

1.Any value flourishes in the right environment
2.Social capital is personal virtue and obligation
3.2nd best substitute for complete knowledge and power
4. Mistakenly conflated value with trustworthiness

(Koehn, 2003).

1.Verifying the other's trustworthiness.
2.Has the website kept its promises
3.Good Reputation

4.Calculate the PB and liabilities

(Hsiao, Lin and Wang, 2010)

TR increase by the levels of
1.Perceived Ability

2.Perceived Benevolence/Integrity
3.Perceived Critical Mass

4. Perceived Web Reputation
5.Perceived Web Quality
6.Perceived Institution Assurance

(Liu et al. 2013)

1.Transferring the TR allied with 3rd party
2. TR from Recommendations and Comments
3.Credibility

(Al-Debei and Akroush, 2015)

1.Making a payment and transactions on a website is safe.

2.My personal financial information will be protected.
3.Websites are protected by digital certificates.

4.Websites wouldn’t sell my personal information to 3rd parties.

(Bilgihan, 2016)

Trust measure at:

1.1 trust the website keeps my best interests in mind
2.The website will always be honest with me

3.1 believe in the information that the website provides
4.The website is genuinely concerned about its customers

(Silva et al. 2019)

1.Antecedents of OPI and CB

2.Uncovering unobserved heterogeneity

3.TR rely on PR and PB associated with transactions.

4. TR influence the positively OPI

5.The greater the perceived risk, the lower the TR on the
Internet.

Source: Created by Author
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Bilgihan (2016) identified trust could be measured by the understanding that the website keeps the
customer's primary interests at heart. It will always be honest, and the customer believes in its
information. Finally, Silva et al. (2019) proposed that antecedents of OPI and CB can measure
trust, uncovering unobserved heterogeneity, TR depending on PR and PB associated with
transactions, TR influencing positively OPI, the greater the perceived risk, the lower the TR on the
Internet and the higher the TR on the Internet, the greater the OPIL.

In conclusion, trust is vital to any online business transaction to ensure a consistent and reliable
experience. Confidence can be measured in various contexts and depends on the context. By
verifying trustworthiness, assessing website reputation, building third-party relationships,
monitoring reputation, securing financial information, understanding customer interests, and
quantifying reliability.

A literature review in (Table 10) led to a hypothesis in (Figure 3) HS that examined the correlation
between internet security during transactions, website credibility and consumer satisfaction and
loyalty. Therefore, when TR is higher, IOP increases. This study illustrates the importance of
creating a safe, easy-to-use website and providing clear information to ensure customers trust it.

2.6  Customer Behaviours

A valid metric to measure CB is big data, which can be collected from the atmosphere through
analysis. Adapted from Horner and Swarbrooke's Marketing Tourism, Hospitality, and Leisure in
Europe in 1996, CB is understanding what drives consumers to make purchases and how they
decide. (Horner and Swarbrooke, 1996) also mentioned Solomon’s book “Consumer Behavior”
(cited in Marketing Tourism, Hospitality, and Leisure in Europe. International Thomson Business
Press, Solomon, “Consumer Behavior”) that CB is when they choose, spend, use, or get rid of
items, concepts, or occasions to fulfil their desires.

2.6.1 Definition of Customer Behaviours

In 2014 (Durmaz et al.) referred to PRINCIPLES OF MARKETING by Kotler and Armstrong,
CB indicated the buying behaviour of the end user, or those who make purchases on their behalf
(2014, cited in A Theoretical Approach to the Influence of Social Class on Consumer Behavior,
Kotler and Armstrong, 2008: 130). By Patwardhan, Flora, and Gupta's definition of CB, purchase
behaviour is influenced by consumer preferences. To develop a practical solution, it is necessary
to define the target audience and understand their needs. (2014, cited Identification
of Secondary Factors that Influence Consumer's Buying Behavior for Soaps and Chocolates,
Patwardhan, Flora, and Gupta, 2010: 57).

A study by Xu, Huang, and Li (2019) examined how tourists used mobile apps to save time,
reduce costs, and improve convenience. They defined CB as consumers' perception of a product
based on its presentation context. In particular, advertising and product packaging plays a
significant role in influencing product perception. Companies often use creative packaging and
messaging to create an experience that appeals to consumers' emotions and encourages them to
purchase the product. 496 words
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(Table 11) summarised the definition of CB derived from the literature review and the assessment
of how the hypothesis is formulated for the study.

Table 11: In previous analyses of CB, relevant findings have been identified
Researcher(s) Definition

CB is the study of wh le buy th duct they do, and h.
(Horner and Swarbrooke, 1996). 15 Thes .y 0 W . Y peopie buy The procuct ey €o, antaow
they make their decision

CB is the process involved when individuals or groups select,
purchase, use, ordispose of products, services, ideas or
(Solomon, 1996) experiences to satisfy needs and wants’. This definition
introduces the idea that consumers may make purchase decisions
in groups, and not just simply as individuals.

Referred to PRINCIPLES OF MARKETING by Kotler and
Armstrong, CB indicated the buying behaviour of the end user
or those who make purchases on their behalf

(Durmaz et al. 2014) By Patwardhan, Flora, and Gupta's definition of CB, purchase
behaviour is influenced by consumer preferences. To develop a

practical solution, it is necessary to define the target audience and
understand their needs

(Xu and Huang, 2019). Corllsur.nérs' perception of a product depends on the context in
which it is presented

CB in direct connection with subjective & objective factors.
(Akrama et al. 2021) By observing the learning process, behaviours can be learned
Social commerce is an excellent learning platform

Source: Created by Author

Moreover, (Akrama et al., 2021) defined CB as evaluating how and why people consume products,
services, ideas, or experiences. It is in direct connection with both subjective and objective factors.
For example, people's cultural background, personal values, social norms, and attitudes can
influence their interactions in the marketplace. The availability of products, services, information,
and social commerce status may influence consumers' purchasing decisions and behaviours.

2.6.2 Assessment of Customer Behaviours

Through the use of questionnaires, this study was able to identify the underlying needs that can
influence consumers' purchase decisions. CB is dependent on items, campaigns, budgets, and
channels. Anticipating customer needs will improve productivity. Perform a consumer analysis of
newly released items (Swarbrooke and Horner, 2007).

In 2004, Leelayouthayotin conducted a study evaluating CB towards internet shopping. The study
examined what motivates the OPI of the consumers, they measure the positive elements of
conducting a virtual transaction, and any potential risks. It further examined what kind of products
and services should be considered determined by CB.
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Table 12: Assessment of TR

Researcher(s)

Construct & Measurements

(Horner and Swarbrooke, 1996)

CB varies between items, campaigns, budgets, and channels
Productivity will be enhanced by anticipating customer needs
Analyze the consumer response to newly released products

(Leelayouthayotin, 2004)

Factors motivating to shop online?
Factors would encourage to shop online?
Positive aspects of shopping online?

(Swarbrooke and Horner, 2007)

Identify the reasons why consumers choose certain products and
services.

A unique selling proposition (USP) is one benefit they seek.
Correct positioning of the product.

Adapting to consumer behaviour across product, promotion,
price, and channel (distribution).

Forecasting consumer demand will bring efficiencies.

Identify consumer behaviour with novel products.

Targeting particular market segments.

(Durmaz et al. 2014)

Influence by Social Class depends on:
1.Size of the Social Class
2.Components of Social Class:
i.Economic variables

ii.Interaction variables

1ii.Political Variables

(Xu, Huang and Li, 2019)

Convenience
Money saving
Time saving

(Akrama et al. 2021)

Motivation is one of the most important components of
behaviours.

Relationship between utilitarian and hedonic motivations on OPI
to engage in social commerce.

Effects of motivations (utilitarian & hedonic) on OPI in social
commerce

Interaction effect of eWOM and social value on the association
between two types of motivations and OPI.

The mediating effect of customer engagement on the relationship
between the two types of motivations and OPI.

Source: Created by Author

27




Swarbrooke and Horner conducted a study in 2007 that defined consumers choosing specific
products and services and how to influence their CB. CB is characterized by the need for the
product's unique selling proposition (USP). Additionally, it focused on positioning the product
correctly and adapting to CB across product, promotion, price, and channel. It also forecasted
consumer demand to optimize efficiency, identifying CB with novel products and segmenting
specific markets. They aimed to understand how to influence CB and reach target markets.

Durmaz et al. measured CB in their study in 2014. Size and composition of the social class have
been recognized as two of the most influential factors that contribute CB. Economic variables are
significant components of social class, including educational level, occupation, income, wealth
status and place of residence. Interaction variables, such as communication style and the subjective
feeling of being part of a social class, have also been demonstrated to influence social class.
Political variables, including voting behaviour and political attitudes, are critical indicators of
social class impact.

CB involves understanding factors that influence people’s purchasing decisions. Xu, Huang and
Li (2019) conducted a study to assess CB regarding convenience, money-saving and increasing
efficiency. Consumers liked the idea of shopping without leaving their homes, in addition to the
competitive prices and reduced hassle that came along with it. Understanding CB in online
shopping helped identify potential obstacles inhibiting consumers. Similarly, Akrama et al. (2021)
conducted a study on CB motivations. This study focused on the utilitarian and hedonic
motivations that lead people to engage in social commerce. Specifically, the study looks at how
utilitarian and hedonic motivations affect overall product involvement (OPI) in social commerce,
the relationship between eWOM and social values, and the mediating effect of customer
engagement.

(Figure 3) H6 established the relationship between convenience, social class, and positive aspects
using the literature review in (Table 12). As a result, IOP increases when CB is higher. Based on
this study, motivation, a positive experience, and convenience are significant factors that
contribute to achieving a higher OPI for consumers.

2.7 Factors associated with Demographics and their Hypotheses
Demographic studies of online buyers are essential research areas since they provide insights into
consumer behaviour and assist online merchants in identifying target audiences. Some
demographic differences among Internet users include gender, education, income, and age (Li,
Cheng and Russell, 1999). Demographic characteristics are closely related to consumer behaviour
and can predict consumer preferences. Gender differences continue to exist, with more women
buying online than men, especially in daily usage. Age differences are another consumer concern.
Research into this area can help this study target the right consumer segments for OPI in the watch
industry. These insights can be used to create OPI campaigns tailored to specific age and gender
groups. It can also help identify potential new markets and opportunities for the industry.
Understanding the correlation of demographic factors with OPI can create a more prosperous and
profitable business. In this study, we focused on two demographic characteristics. Identify
differences in behaviour and motivation for online purchases based on gender and age.
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2.8  Summary

This chapter define what factors encourage individuals to purchase online. It also aimed to
determine how characteristics could be measured to improve OPI. Consumers liked the idea of
shopping without leaving their homes, in addition to the competitive prices and time savings that
came along with it. Per previous observations, offering attractive discounts and deals and
informing them of current market conditions would encourage online shopping. It was also
discovered that it would encourage more people to shop online.

WC is another factor influencing OPI. The site must be more secure, reliable and easily accessible.
This should involve education on internet safety, secure payment methods and technological
advances. Understanding eWOM in online shopping helps identify potential obstacles to inhibiting.
Consumer concern about satisfaction, quality, and positive comments on the shopping website or
social media. This is followed by TR, lack of trust in the system, security risks, and consumer
understanding and awareness of advanced technologies. These are essential elements when
analysing.

Specifically, HF influences buying impulses, including entertaining, fun, and delightful aspects.
These factors can create an even stronger urge to buy, as consumers are drawn to the joys of the
shopping experience. Social Influence can affect emotional responses.

By closely observing the learning process, behaviours can be learned, unlearned, and modified in
response to internal and external stimuli. Social commerce is an ideal platform for monitoring and
studying CB. It offers unique insights into consumer-brand relationships, customer service, and
customer success. It also allows marketers to understand CB across various channels. Through this,
they can better understand consumer needs and design effective marketing strategies that promote
brand success.

The present study uses a theoretical framework to explore PB, WC, eWOM, HF, TR, CB, and
demographic factors.

287/4915 words

29



Chapter 3: Research Methodology

Chapter 3 conducted a qualitative analysis regarding the processes and methodologies employed
to identify, compile and evaluate information to establish its reliability and consistency.
Furthermore, this paragraph also explores methods to collect and analyse statistics.

Two Focus Groups were organized to solicit respondents' feedback and opinions on the study,
accompanied by a preliminary test and ensuing revisions to the poll for a more extensive venture.
A Google form questionnaire was utilized to acquire a broad overview of the situation. A
breakdown of the exploration information was done using SPSS, including one-way ANOVA tests,
independent t-tests, checks of dependability, relapse examination, and connection examinations.

3.1  Research Model and Hypothesis

Figure 3:1 Overview of Research with Hypotheses

Perceived
Benefit
H1
Online Purchase
Intentions
H5
Website -
Content H2  ——
H3
H4 H6

Demographic
Factors
Age
Gender

Hedonic Customer/

Features Consumer

Behaviours

Source: Created by author.
122 words

30



Perceived Benefit H1: The higher the perceived benefits, the greater the intention to purchase
online.

Website Content H2: Website content influences customer purchase intention.
eWOM (e Words of Mouth) H3: It will be more trustworthy if there is more positive eWOM.
Hedonic Features H4: Hedonic Features are related to customer purchase intentions.

Trust H5: The higher the trust in the Internet, the greater the intention to purchase online.

Customer/Consumer Behaviours H6: Customer/Consumer Behaviours of online shopping
positively relate to customer purchase intention.

Demographic Factors H7:

- Age

- Gender

H1 Perceived Benefits — Online Shopping Intentions.

H2 Website Content — Trust.

H3 eWOM — Trust.

H4 Hedonic Features — Online Shopping Intentions.

H5 Trust— Online Shopping Intentions.

H6 Customer/Consumer Behaviours — Online Shopping Intentions.
H7 Demographic Factors — Online Shopping Intentions.

3.2 Triangulation

Triangulation combines at least two or more research approaches, analytical approaches, sources
of information, researchers, or analytical methods. Using triangulation improves the capability to
evaluate research outcomes by eliminating, counteracting, or compensating for the limitations of
a single approach (Thurmond, 2001).

Figure 3:1 An illustration of the Quantitative and Qualitative methods of triangulation

Qualitative Quantitative
Data Collection Data Collection
Data Analysis Data Analysis
Source: (Atif and Richards, 2013). 192 words
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3.3 Quantitative and Qualitative Research

When developing a hypothesis for a research study, it is imperative to consider the research method
that is most suitable for the issue at hand. Quantitative research is commonly used for measuring,
describing, and comparing variables within a population. Statistical data provided by this type of
research helps make predictions and draw generalizations based on numerical data. Qualitative
research is the most effective method for exploring a problem in-depth and uncovering its
underlying motivations and meanings.

The primary objective of the research question and the type of data needed to answer it when
selecting an appropriate research approach. Combining quantitative and qualitative methods
achieves a comprehensive and balanced understanding of the issue. Data obtained through
quantitative methods can be used to make predictions and draw generalizations. Using qualitative
methods makes it possible to examine the underlying motivations and meanings associated with
the issue. To comprehensively understand the problem, the researcher should combine both
approaches. Following the determination of the research approach, the researcher can formulate a
hypothesis.

Figure 3:3 Process Of Gathering Primary Data

Focus Grou
P Develop Questionnaire

Pilot Test

Final Survey

Source: Created by author.

3.3.1 Quantitative Research

(Rahman et al., 2022) Described qualitative research as a practical problem-solving approach.
The research methodology focuses on understanding people's underlying meanings, motivations,
and beliefs. It is an effective way of understanding the factors that drive decisions and the events
and outcomes of those decisions. This type of research involves using questionnaires, interviews,
and focus groups to collect primary data from respondents.

In addition, secondary data may be collected from journal articles, HKSR publications, or research
studies conducted in other countries. Qualitative research is a practical problem-solving approach
allowing a more informed decision-making process. It is also beneficial for understanding
consumer motivations and preferences regarding purchasing decisions. Researchers can gain an
in-depth understanding of the factors driving such purchases by gathering data from consumers
who have already purchased or are considering purchasing the product and data from product

providers (especially wristwatches).
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3.3.2  Qualitative Research
Primary qualitative data were collected from focus groups with consumers who discussed the
rationale for this research on electronic channels. It was not restricted to consumers who purchased
watches online or used online shopping to buy other merchandise (Naderifar. et al. 2017). Focus
groups are an essential tool for qualitative research as they allow the researcher to collect data from
a group of people about a particular topic of interest (Bryman, 2016). The data obtained through
focus groups can be used to develop a deeper understanding of the topic, which can then be applied
to inform future research. This study collected primary qualitative data from focus groups
conducted with consumers to discuss the rationale for this research on electronic channels. It was
a crucial step in understanding the factors motivating people to shop online and the potential
implications of this trend. It was not restricted to consumers who purchased watches online or used

online shopping to buy other merchandise. It allowed the researcher to gain a broader

understanding of the topic.

3.4  Focus Group
Research discussion is generally explored through focus groups as a qualitative method. Instead
of surveying many individuals, a focus group obtains information from a specific sample of

participants (Nyumba et al. 2017). (Morgan and Spanish, 1984) mentioned in their book as a
qualitative method of collecting statistical information, focus groups involve several people
discussing a subject of common concern. Researchers can use recordings and reports for
information collection. They can be employed in parallel with other procedures of quantitative

analysis.
Figure 3:4 Flow chart of the steps of the focus group discussion technique

Define the objectives of the study
Define the purpose of the focus group
Develop a list of key questions (schedule)

Seek ethics clearance

Identify and recruit participants

Ensure homogenous composition (gender. education. language. etc)

Decide on the number of participants, (4-15, over-recruit by 10-25%)
Identify and recruit a facilitator and an assistant (flexible., observant)

Peseancin
adesizmn
Decide on number of focus groups
Identify suitable location
Select an accessible, reasonably sized venue away from distractions
Arrange materials (recording equipment, consent forms, name tags)
Pre-session preparation
Familiarize with script, group dynamics, seating preferences, equipment operation
Record duration of each meeting
Data Facilitation during meeting
Collection INnfroduce (randomized self introduction. consent and confidentiality., ground rules)
Discuss (record and observe discussion, probe, pause, reflect, observe non-verbal cues)
Track questions for completion and follow up on themes of discussion
Conclude (acknowledge participants)
Options include s
Listing/ranking H
Coding (key ideas. themes) 5
Annalysis & H
Content analysis =
Discourse analysis ::
Conversation analysis H

rDe(:lcle on target uudlenceJ

J ( Participants of the study j

esunits
Polic mMmakers and

) ( practitioners
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Two focus groups were conducted to gather opinions and feedback regarding OPI in the watch
industry. Experts and customers should be divided to reach a fair conclusion. It took place in Hong
Kong on 22nd December 2022 for the expert in their shop, followed by a second session on 4th
February 2023 in a restaurant; both sessions lasted 90 minutes. Participants discussed topics in
Chinese and English, and the meeting was recorded on an iPhone and documented on
questionnaires prepared by the researcher for the study. The goal of the focus group was to identify
the purchase intention of online shopping, especially for watches, and to do this, non-rigorous
questioning was used during the discussion. The focus group proved to be a successful method for
collecting data on this subject, and the results are being used to inform decisions about online
shopping for watches.

3.5  Questionnaire Survey Method

Snowball sampling is a technique where a researcher begins with a few individuals and gets
them to recruit more individuals who meet the same criteria. By referring willing individuals to
the researcher, along with more people, the researcher can reach a large group for the study. One
of the advantages of snowball sampling is its ability to access a large population quickly.
However, snowball sampling is not without its drawbacks. When relying on referrals from
existing participants, the sample may be skewed due to shared characteristics among
respondents. This mechanism may lead to statistical bias, which weakens the validity of the
results (de Leeuw and Hox, 2008).

A self-administered online questionnaire can be used to mitigate the effect of statistical bias
caused by snowball sampling. By administering a survey online, the researcher can ensure that the
target population is accurately represented. Furthermore, by designing questions relevant to the
research objectives, the researcher can gain a more comprehensive understanding of the data. This
study has developed a survey that addresses customer satisfaction at different levels to understand
better the impact of online purchase intention on watch purchases. Consequently, several areas of
improvement will be identified, as well as how satisfaction affects their decision to buy online
(Burns et al. 2008).

Figure 3:5 Show a sample Likert scale (Joshi et al. 2015, p.397) of the questionnaire

strongly disagree strongly agree
Source: Created by author.
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The questionnaire consists of two parts. An overview of general demographic data (Li, Cheng and
Kuo, 1999), including gender and age, is presented first. Next, the study examines the factors
influencing the intention to purchase watches online. Effective research requires appropriate data
collection to achieve high-quality results in a final survey. It is necessary to perform a preliminary
analysis before proceeding with the main examination. The pilot study is the initial stage of the
study process. The preliminary investigation will be developed and amended for the pilot test (In,
2017). Considering the target sample for the final study is 266, this pilot study will involve 30
consumers who have made online purchases. This pilot study examined questionnaire design,
descriptions, accuracy, sequence, and primary goals.

Table: The Layout of the Questionnaire

Items Acronym Type of Q Variables Type of data Adopted from

(Al-Debei and Akroush, 2015)
Perceived Benefit PB (Al-Debei and Akroush, 2015)
(Al-Debei and Akroush, 2015)

(Al-Debei and Akroush, 2015)
(Al-Debei and Akroush, 2015)
(Torres, 2021)
(Torres, 2021)

Website Content WC

(Al-Debei, et al., 2015)
(Al-Debei, et al., 2015)
(Al-Debei, et al., 2015)
(Al-Debei, et al., 2015)

Electronic Word of Mouth ceWOM

Independent
(Mazumder and Sanyal, 2022).

6 - point Likert scale |(Mazumder and Sanyal, 2022).
(Joshietal. 2015, |(Mazumder and Sanyal, 2022).
p-397). (Al-Debei and Al-Lozi, 2014)

Targeted

Hedonic Features HF Question

(Kantankah,
2022)

(Al-Debei and Akroush, 2015)
(Al-Debei and Akroush, 2015)
(Al-Debei and Akroush, 2015)
(Torres Arez, 2021)

Trust TR

(Al-Debei and Akroush, 2015)
(Al-Debei and Akroush, 2015)
(Bu and Parkinson, 2022)
(Bu and Parkinson, 2022)

Customer Behaviours CB

(Torres, 2021)
Dependent (Torres, 2021)
(Bu and Parkinson, 2022)
(Bu and Parkinson, 2022)

Online Purchase Intentions OPI

Classification (Tengilimoglu and Hassan, 2020)

Question Categorical Data
Independent . .
(Agresti, 2003). (Tengilimoglu and Hassan, 2020)

Demographics DF
(Age & Gender) (Beyer et al.
2020)

Source: Created by author. 140 words
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3.6 Pilot test

The pilot study (Appendix D) was developed to validate the methods used in the primary research
project. It involved using a questionnaire to investigate the target information of the more
comprehensive project. The questionnaire was revised and evaluated several times to ensure it
adequately addressed the target information (In, 2017). A nicely designed pilot test that clarifies
its purpose and goals will facilitate scientific accuracy and may result in more accurate controlled
trials. One issue with a pilot test that is ambiguous is the recommended sample size. No general
agreement exists, but suggestions range between 10 to 12 participants per group and 60 to 75
participants per group, based on the study's primary focus (Lewis et al. 2021).

Based on feedback received via WhatsApp from 90 randomly selected participants between the
17th and 23rd of December 2022 (Appendix D), revisions were made. After completing the pilot
test, some modifications were made (Table 12). The PB remained unchanged, the WC removed
four questions, and Cronbach's Alpha was at a high level of 0.915. As a result of the lowest level,
0.796, eWOM3 was eliminated. Cronbach's Alpha was 0.897 after the HF deleted four questions.
TR eliminated TR3 and TRS to maintain Cronbach's Alpha at 0.878. OP and CB deleted four
questions each; their Cronbach's Alphas are 0.913 and 0.893, respectively.

In conclusion, the pilot study of the proposed methodology was successfully undertaken to validate
the questionnaire and its ability to answer 0.938 of 27 questions. It enabled the questionnaire to

address the target information of the final survey.

Table 12: Results of a pilot study involving 90 participants

Pilot Test Reliability Statistics N=90
! i if deleted a i
Cronbach's Alpha if Item N of Items if de e.e Cronbach's Alpha if Item N of Items
Deleted Question Deleted
PB 0.878 3
wcC1 0.904 7
WC3 0.899 6
WC 0.915 8
WC5 0.871 5
WC6 0.828 4
eWOM 0.846 5 eWOM3 0.796 4
HF6 0.870 7
HF5 0.841 6
HF 0.897 8
HF4 0.806 5
HF8 0.754 4
TR3 0.856 5
TR 0.878 6
TR5 0.796 4
CB7 0.895 7
CB6 0.861 6
CB 0.913 8
CB5 0.850 5
CB3 0.795 4
OPI8 0.872 7
OPI6 0.845 6
OoP 0.893 8
OPI4 0.821 5
OP12 0.811 4
Total 0.938 27
Source: Created by author.
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3.7  Final Survey

The final survey was conducted between the 17th and 23rd of December 2022 (Appendix F) to
assess the impact of the research factors in detail. To this end, a survey instrument was designed
based on the findings from researchers and the literature review identified in Chapter 2 and
subsequently tested through a pilot test. The questionnaire structure (Table 13) was organized to
address all variables individually, containing relevant questions to draw an appropriate conclusion.

Table 13: Adoption of the final survey.

Interview & Survey Questions
Items Items measuring online shopping variables Adopted from EFA CFA

PB1:Online shopping allows me to shop in the privacy of my home or office. (Al-Debei and Akroush, 2015) 0.84 0.89

PB [PB2:Online shopping allows me to make purchases at any time and from anywhere. (Al-Debei and Akroush, 2015) 0.88 0.86
PB3:Shopping online has the advantage of saving me the hassle of visiting traditional retail locations. (Al-Debei and Akroush, 2015) 0.68 0.6
WCl:The ordering process used by the site is simple and essential for online shopping. (Al-Debei and Akroush, 2015) 0.74 0.74

We WC2:The search capability on a website (including keyword, website, service, and product optimisation). (Al-Debei and Akroush, 2015) 0.76 0.71
WC3:A website is visually pleasing. (Torres, 2021) o
WC4:It would be easy for me to become proficient at using. (Torres, 2021)
eWOM :It is common for me to read online testimonials for products purchased online. (Al-Debei, et al., 2015) 0.82 0.81

WOM eWOM2:I have only read positive feedback about the website I am considering purchasing. (Al-Debei, et al., 2015) 0.88 0.89
¢WOM3:When considering an online purchase, recommendations from social media are important (e.g. Facebook, Instagram or others). |(Al-Debei, etal,, 2015) 0.81 0.71
eWOM4It gives me more confidence to purchase a product when I read online reviews and recommendations from other consumers. |(Al-Debei, et al., 2015) 0.73 0.67
Hedonic Features

HF 1:When I buy a product, I look for the most attractive design to make me feel confident. (Mazumder and Sanyal, 2022). 0.85

HF HF2:Knowing the opinions of others regarding such product before buying is imperative. (Mazumder and Sanyal, 2022). 0.84 "
HF3:1 am satisfied with the item I purchased because it is superior to others. (Mazumder and Sanyal, 2022). 0.71
HF4:It would be a pleasure to purchase watches online. (Al-Debei and Al-Lozi, 2014) na
TR1:Shopping online is a safe and secure process. (Al-Debei and Akroush, 2015) 0.78 0.82

R TR2:My personal information will be protected when I shop online. (Al-Debei and Akroush, 2015) 0.87 0.88
TR3:I trust online shopping will not sell my personal information (e.g. e-mail, phone number or name) to others for commercial use. (Al-Debei and Akroush, 2015) 0.75 0.62
TR4:My confidence in the website's reliability is increased if it provide suffocient infromatiom about the company history. (Torres Arez, 2021) n/a
CB1:Online shopping is more convenient than shopping in a physical store. (Al-Debei and Akroush, 2015) 0.74 0.74

B CB2:Shopping online is a pleasant experience. (Al-Debei and Akroush, 2015) 0.73 0.64
CB3:Identifying KOLs who recommend or present products or services is essential. (Bu and Parkinson, 2022) 0.73 "
CB4:KOL recommendations should be considered when I want to buy a watch. (Bu and Parkinson, 2022) 0.74

mean | Std Dev

OP1:Are you considering purching a watch soon? (Torres, 2021)

oPl OP2:In the future, are you likely to purchase a watch from an online shop? (Torres, 2021) 6.13 333
OP3:In general, I would follow recommendations from brands made by their KOLs. (Bu and Parkinson, 2022) 0.83 0.85
OP4:The brands recommended by KOLs would be my first choice. (Bu and Parkinson, 2022) 0.74 n/a
DFl:Age. (Tengilimoglu and Hassan, 2020)

DF DF2:Gender (Tengilimoglu and Hassan, 2020) e

Source: Created by Author

By pursuing this approach, it was possible to assess the factors' impact on the research topic
accurately. In the subsequent paragraphs, we will discuss the Target Population, Sampling Method,
and Sampling Size.
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3.7.1 Target Population

The target population for this research is potential watch buyers who purchase watches via the
internet. This population can be determined by considering pre-existing variables, including the
total size of the online shopping market and the number of online shoppers. According to (Statista,
2022), the online shopping market was estimated to be 3.2 million people (Appendix C). It
indicates a potentially large population of online shoppers interested in purchasing watches
through the internet. Furthermore, (Cole and Stuart, 2010) reported that many consumers would
likely buy watches online. This study aims to target potential watch buyers who have an online
purchase intention, which has been informed by the pre-existing factors evaluated in the study.
3.7.2  Sampling Method

In this research, the population's information was collected following the approval of the pilot test.
It provided a systematic and informative analysis of scholarly articles and journals. Extensive
questionnaires were designed and distributed to participants. The gathered demographic data, such
as gender and age, were reviewed to identify the variations in the intention to purchase
wristwatches online.

The longitudinal technique aims to simultaneously collect data from a population or a sample. It
allows for the determination of the relationship between two or more variables. The data collected
was used to assess the association between the intention to purchase and the respondent's
demographics. Research conducted by (Naderifar et al. 2017) provided valuable insights into
snowball sampling. This study demonstrated the importance of this technique and how it can be
used to gain insight into the population.

3.7.3  Sampling Size

Statista (2022) shows that (N) 3.2 million people purchased goods online in 2022. The critical z-
score (Z) value is 1.96 when using a 95 % confidence level for standard deviations. The
uncorrected p-value (p) is 0.47, associated with a 95 % confidence level (e) is 0.6, a successful
rate, and the Failure rate (q) is 0.53. Hence, n is 266 for this research's sample size (Chirayath,
2005). A new sample size (n) of at least 266 surveyors is required to achieve a 0.95 confidence
level (Table 14).

Figure 3:7 Simple Random Sampling Method for Calculating Sample Size
N (f)z Pa

N —1+ (:—_-)zpq

= 3,200,000 3.8416 0.4667 0.5333
0.0036
3,200,265
0.9999 x 266

266 at least sample size
3,200,000 Target population
1.96 Confidence level 95%
0.06 Tolerance level
0.47 Successful rate from Pilot test (OPI1)=42/90
0.53

LT e NZII

Source: Created by Author
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Figure 3:8 The Response Supports the Effectiveness of Question CB2

CB2. Shopping online is a pleasant experience.
90 responses

40

30 31 (34.4%)

27 (30%)

20
18 (20%)

10
9 (10%)

1(1.1%)
\ 4 (4.4%)

1 2 3

Source: Created by Author

The pilot test highlighted that the effective rate (p) for question CB2 is (31 +27 + 18 =76) / 90 =
0.84.

3.8  Data Analysis Techniques
This research used SPSS version 29 to determine population data, the reliability test, factor
analysis, correlation analysis, simple and multiple regression analysis, independent T-test, and
one-way ANOVA test (Park, 2003).

i.  Descriptive Statistics: The purpose of descriptive statistics is to assemble and analyse
statistical information illustrative and quantitatively. A variable's descriptive statistics vary
based on the method of characterizing it (Fisher and Marshall, 2009).

ii.  The Reliability Test. Cronbach’s Alpha a (Cronbach, 1951) is a commonly applied
measure of reliability. (Table 12) There were 90 respondents in the pilot test with an

excellent Cronbach's Alpha of 0.938.

Table 16: Cronbach Alpha scores

Equation Variable Description
n Items count on the measure
a= nnj 1= ZV_‘:") Vi variance of item scores after weighting
vt variation in test scores
Cronbach's Alpha Description
a>0.9 Excellent
08<=a=<09 Good
0.7<a=<0.8 Suitable
0.6<a=<0.7 Uncertain
0.5<a=0.6 Insufficient
a=<0.5 Not Suitable
Source: Created by Author 150 words
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iii.  Factor Analysis:
In the 19th century, (Pearson,1901) and (Spearman, 1904) proposed Factor Analysis. It is deeply
implicated in reliability considerations; understanding it is fundamental to determining cognitive
theories (Thompson, 2004).

In this study, the Kaiser-Meyer-Olkin (KMO) (Kaiser, 1974) reliability coefficient and Bartlett's
singularity test were used to assess the feasibility of observational data for factor analysis. The
KMO ratio is most appropriate when the cases-to-variable proportion < 1:5. KMO scores range
from 0 to 1, with 0.50 considered adequate for factor analysis. If Bartlett's Test of Singularity
(p<.05) is acceptable, factor analysis can be conducted. The equation is shown in (Table 17).

Table 17: Factor Analysis

Equation Variable Description
5Y e y2 Tik The smiple correlation between the variable in jand
KMO = L
Ljex 7%y +Ejex uz’k ik The partial correlation between the variable in jand k
Satisfaction level KMO score
Marvellous Over 0.90
Meritorious 0.80t00.89
Middling 0.70t00.79
Mediocre 0.60t00.69
Miserable 0.50t00.59
Unacceptable Under 0.50

Source: (Kaiser, 1974).

Kaiser indicated in 1960 that the eigenvalues-greater-than-one rule defines the number of rotating
coefficients. It is noted that multiple significant factors have eigenvalues greater than one (Kaiser,
1991).

iv.  Correlation Test
The Pearson correlation coefficient, generally known as "r" (Pearson, 1985), was employed to
analyse group similarities and variations. A p-value < 0.05 was defined as significant (Cetinus et
al. 2005).

Table 18: Description of the p-value

p value Description
p>0.10 The null hypothesis cannot be refuted. Thus, the data support the null hypothesis
0.05<p <0.10 Evidence is weak against the null hypothesis in favour of the alternative hypothesis.
0.01<p <0.05 The alternative hypothesis is supported by moderate evidence against the null hypothesis.
0.001<p <0.01 Itis strong to support the alternative hypothesis over the null hypothesis.
p<0.001 [tis extremely strong to support the alternative hypothesis over the null hypothesis.
Source: Created by Author 179 words
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Correlation between two variables is measured by the correlation coefficient (r), which ranges
from -1 (perfect negative) to 1 (perfectly positive). When r equals 0, there is no correlation between
the two variables. But when r is greater than 0, there is a positive correlation; when r is less than
0, there is a negative correlation. The magnitude of the correlation is determined by how close the

correlation coefficient is to either 1 or —1 - the closer it is to either number, the stronger the
correlation (Pearson, 1985).

Table 19: Correlation Test

Equation Variable Description
r correlation coefficient
e 3o (2 — 2) (y; — 9) xf values of the x-variable in a sa@ple
\!‘{Z (2 - i]’) (v, - g’;]’) ;C Ij:lir; Soi ;I;el eVal_ues .olf) 1thé X Varlablle
i y-variable in a sample
y mean of the values of the y-variable
Indications Correlations of Distribution
Negative correlation 0.00~0.30(0.00 ~- 0.30)
Insufficient correlation 0.00~ 0.30(0.30~-0.50)
Moderate correlation 0.50~ 0.70 (0.50 ~ - 0.70)
Strong correlation 0.70~0.90 (0.70 ~ - 0.90)
Exceptionally Strong correlation 0.90 ~ 100 (0.90 ~ - 1.00)

Source: (Pearson, 1985).

v.  Linear Regression Analysis
Linear Regression Analysis can forecast and predict applications with substantial similarities.

Also, it helps determine causal relationships between independent and dependent variables
(Pandit et al. 2021).

A linear regression model can be classified into two categories; Simple linear regression (SLR)
has only one independent variable. In multiple linear regression (MLR), numerous explanatory
variables are analysed to anticipate a parameter's value, provided the explanatory variables'
correlation coefficient, and the response variable is consistent Chicco, D. et al. (2021).

Table 20: Linear Regression

Linear Regression Category Equation Variable Description
B slope for
y=a+ B, a y-Intercept
Simple Linear Regression (SLR) y dependent variable
X independent variable
y dependent variable
Multipule Linear Regression (MLR) | ¥ =Bo+ By x1+B2 22 +B3 x3 -+ Bpxp Po Intercept
B slope for x1
X independent variable
Source: (Tranmer et al. 2020). 198 words
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The coefficient of determination is also known as (R2), and the Variance inflation factor (VIF)
will be used to analyse the regression model in this study. R2 is measured between 0 and 100%. It
was introduced by Wright (1921) and is generally indicated by R2. According to its original
formulation, independent variables influence the dependent variable in varying degrees due to the
percentage of variation, time, and dispersion of R2. It is probably the most widely used method of
predicting a model's accuracy (Chicco et al. 2021).

VIF identifies multicollinearity, which measures the degree to which correlation enhances the
variance of an observed regression coefficient. The regressions are moderately correlated if the
VIF is more significant than 1. A VIF in the range of 5 and 10 represents a substantial correlation
that may be problematic (O’Brien, 2007). Based on a dataset containing measurements for each
variable in a specific sample, simple linear regression is applied to determine the correlation of a
response variable y and a single independent variable x (Tranmer et al. 2020).

Multiple linear regression is a more sophisticated model than simple linear regression that can
analyse a more complex relationship between the response and explanatory variables than simple
linear regression. The following equation with a similar form but with more terms to accurately
predict the answer.

y=PBot+ fix1+ Baxz+ P3xs -+ Ppxp

As for the simple case, fo is the constant — which will be the predicted value of y when all
explanatory variables are 0. In a model with p explanatory variables, each explanatory variable
has its B coefficient (Tranmer et al. 2020).

3.9 Research Method Limitations

The research has some limitations, including no previous studies have examined online purchase
intentions in the watch industry. Consumers currently purchase or consider purchasing watches
are mainly smartwatches (Reeder and David, 2016). It is the barrier to this research; prior research
on online shopping watches is minimal, not limited to Hong Kong. It could not locate many journal
articles relevant to the research problem, likely because consumers prefer to buy traditional
timepieces in retail stores.

Secondly, this study utilized the snowball methodology (Naderifar et al. 2017). Chain referrals are
non-probability samples obtained from outside a predetermined population using a predetermined
procedure. The outcome may be affected.
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3.10 Research Ethics

The integrity of the data collected for this research project was paramount. All data was gathered
exclusively for this dissertation and was kept confidential, without any identifiable information
such as names, organisations, or professional backgrounds being disclosed. It ensured the
anonymity of the interviewees, as well as the validity of the obtained data. Furthermore, all data
was collected, stored, and analysed following the ethical principles of data protection. I included
obtaining any necessary permissions before conducting the research project and informing the
interviewees of the purpose of the study.

All these measures were taken to ensure that the data collected was secure and accurate and that
the research results could be trusted. Only authorised personnel had access to the data to protect
the data, and all documents were stored in a secure digital repository. Finally, all results were
presented as aggregate numbers, ensuring no individual information was revealed. These
precautions preserved the integrity of the research results.

3.11  Summary

Chapter 3 of this study explored qualitative and quantitative methods to identify, compile and
evaluate information to establish reliability and consistency. Two Focus Groups were organised to
solicit respondents' feedback and opinions on the study, accompanied by a preliminary test and
ensuing revisions to the poll for a more extensive venture. A Google form questionnaire provided
a broad overview of the situation. A pilot test was conducted to validate further the methods used
in the primary research project. Data analysis techniques such as descriptive statistics, the
reliability test, factor analysis, correlation analysis, simple and multiple regression analysis,
independent T-test, and one-way ANOVA were used to analyse the collected data.
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Chapter 4: Data Description and Analysis

This section aims to provide further information on the results of the original research. Graphs and
statistics illustrate the attributes of the data, present descriptive numbers, and provide information
on the variables. A correlation test of the data was also performed to determine whether there was
any relationship among the variables. Cross-Tabulation, Reliability, Factor Analysis, Correlation,
Regression, Independent T-Test, and One-Way ANOVA were utilized in this research.

4.1  Data from Focus Group

Based on PB, WB, eWOM, HF, and CB, two focus groups were conducted to collect opinions and
individual feedback on consumer PI in the watch industry. A range of views from watch industry
professionals and customers is necessary to carry out this study effectively. As a result, separate
them into two groups.

Written questions (Appendix E) are prepared for the participants regarding a study of consumer
online purchase intentions in the watch industry, including demographic data queries. Followed
by general questions, competitor questions, improvements & dissatisfaction questions, overall
usage, opinion questions and probing questions. For the sole purpose of this study, two focus
groups have been recorded under their authority.

The first focus group, organized on 22nd December 2022, gathered valuable feedback from four
professionals in the watch industry in their shop. In the watch industry, they have accumulated
over 25 years of experience. It began as a retailer and grew into a chain of stores. Their business
was expanded from an offline model to an online model to keep up with the changing needs of the
new generation. Currently, three are KOLs, and one is a producer of a weekly live show on
Facebook and YouTube. On average, their live shows attracted 6000 views on YouTube
(AutoshopHK, 2022) and more than 72,000 followers on Facebook (AutoshopHKa, 2022). A
prevalence analysis is provided in Focus Group I (Table 24), while a list of identifying terms and
their relationship with the variables is provided in Focus Group ONE (Table 25).

A second focus group was scheduled for the 4th of February 2023 with four additional participants.
Compared to Group I, they have a higher level of education. Moreover, they are currently enrolled
in an MBA program. Three worked in the medical field, and one worked as an IT specialist in a
bank. Their age ranges from 30 to 40 years old. There is a prevalence analysis in Focus Group II
(Table 25), and the identifying terms and their relationships to the variables are provided in Focus
Group II (Table 24).
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Table 24: Displays the prevalence figures in Focus Group L.

Demographic questi

ons

Participate

Gender

Age

Education levels

Marital status

Number of children in the family

— o= |w[Z|=

»—AI\)»—awzg

olv|—|w|[Z|w

o= [=[=Z|=

General Question

S

HK too small, Convience,

HK too small, HK
Convience, Daily usage,

HK is too small, Convience online,

Become the mainstream

GQ1 goQth;Iré(I,(Buy in Shop. Shoes, Toys (can't buy in i‘hoow p.ri§e online Tpuch the watch in shopping habit of the new
HK). Buy in Shop p, is it FIT to himself generation
Immediate to know price . . .
Info of the goods. TIME COnVlCTlCe online, Ship to hQuse, Convenience of comparison,
GQ2 n/a g Check info, Compare the price, . . .
consuming, Shop Shop immediately Easily find different prices
Anywhere & Any place
GQ3 n/a Not often Not often Not often
GQ4 n/a Shoes, Toys Clothe & Toys Clothes, Daily Usage, e-item
GQ5 Not prefer Yes Yes Yes
GQ6 No Yes No Yes
GQ7 n/a No No May be
GQ8 No Yes No Unique style, Not in market
GQo Shipping, Broke_:n, Touch Fraud Fraud, Broken, Not same as mention as Maintenan.ce, Fraud,
the watch, Buy in shop web General Risk
GQ10 n/a GQ10 WEI Daily usage, buy in shop GQI10 H
Competitor Questions
Impulse spending, Lid Build up relationship in Stress-free browsing, Price
CQl . advance No need to go out. transparency, Reference when
edn. Buy in advance X
purchasing
CQ2 n/a Increase the closing level |Shop at home. Online no adv. AR try-on haul,Price,2nd hand
Improvements & Dissatisfaction Questions
IDQ1 Broken n/a Broken in Delivery
n/a
close friend, pro, not No He prefer to solve
1DQ2 random onlirf)e problerfl by himself na No
1DQ3 Yes. Hobby watch KOL Yes No No
. Yes from ProKOL but
IDQ4 n/a n/a Don't listen KOL Bias from adv. KOL
1DQS5 Good KOL refer to friend His Own Taste His Own Taste His Own Taste
IDQ6 Yes, KOL strong Influence Yes No Depends
1DQ7 Yes Yes Yes Depends
IDQS n/a No, decision on his own Never Never
1DQ9 No 1DQ9 Item not in HK? Buy online Item not in HK? Buy online
Overall Usage and Opinion Questions
Uol Preserve Val/Lift Val, Price Preserve Val/Lift Val, Design Uniqueness, Design, Brand,
UO1 RICK Price
U02 No Difference No Difference No Difference No Difference
SPECIAL item to retail. X . |After sales service, Refund, Safe in After sales service, Cool down
uo3 Uniqueness from KOL. SPECIAL gift and packing delivery period, Payment Installment
U04 No but Get info online No No but info online Info online, No Boundary
UO5 Not more than 2000 HKD6000 HKD1000 HKD 10K with instalment
Probing Questions
PQ1 No, PQ1 RICK 20% 20% 2nd hands wtach
Same as web quality as Same as web mention, More choice of 2nd hands
PQ2 n/a .
mention Not Fraud wtach
PQ3 Sometime hv surprise Acceptable No experience n/a
PQ4 Yes, himself Yes No n/a
PQ5 No way No way No way n/a
PQ6 No n/a No n/a

Source: Created by Author
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Table 25: Displays the prevalence figures in Focus Group II.

Demographic questions

Participate T K N C
Gender M F M F
Age 1 1 2 2
Education levels 4 4 4 4
Marital status 1 1 2 1
Number of children in the family 0 0 1 0
General Questions
Convenience. Avoid to go out in Conv.cmcnce, Convenience, Convenience. Upper
GQl Anytime/Anywehere, . . Trend, Easy, No
COVID, Increase OPI . Fast to anything online
Fast to compare Price Boundary, Easy &
No Boundary, Low
. . Shipping Cost push to buy
. . Convenience, Stay Home |Convenience,
coz S e, Sy Elomoe Sheppig Shopping Comfortablely Stay Home Shopping mo?eA IPEKiE Eas},’ o 1Bl
online, Clear Mind, Strong
OPL
. . Not Certain,
GQ3 Once a week Two/Three times a week Two/Three times a week Push by 1G & FB advs.
; . . . |Daily needs, Electronic Daily needs,Apparel,
GQ4 Apparel Daily needs, Accessories . Accessories
GQ5 Yes, Pirce, not over 10 K Yes,. Web provide info, Yes Yes, Price, Low Price
Review buy other buyers
GQ6 Yes No, Only in shop No Yes, Small Brand
GQ7 Yes Yes, Watch as accessory No MayBe
Yes, No Fruad,
GQ8 Yes, consider to buy Refund/Return, No Yes, Price, Brand
Enough Info
GQ9 Yes +/- few thousand Yc%’ No Fruad, N C;an t see is it fit for ‘Warranty coverage
Refund/Return. Info himself. Refund/Return.
GQ10 Yes, for Low Price Under 3000, pop-up adv Watch is difficult Ol Wigiper il
Below 20,000
Competitor Questions
Convenience, Fast, Relaxed and
col Online shopping more relax and Compare Price easily, Convenience, comfortable. Anytime/Any
comfortable. CQ1 T No Time to shop afterwork |More choices than shops [where, Cheaper than shop,
Stay Home No Time to shop
Quality Guarantee, Broken, Refund/Return
CQ2 Online to Offline. Purchase online |Refund/Return Policy, Policy, After Sales Service, n/a
Reliable delivery
Improvements & Dissatisfaction Questions
Fraud, Refund/Return Items not same as r?lctures Oversea Dellvery,
I1DQI Fraud . . . Refund/Return Policy, Hard to Track,
Policy, Reliable Delivery ) N o .
More Confident in Shop Missing items
No, Good Credit Website search Y'cs, Read cor_nmcnts with
IDQ2 Pictures, Motivate to buy No n/a
comments
the watches
1DQ3 Yes, info from KOL Yes, Knowledge fr KOL No interest of KOL Yes, info from KOL
IDQ4 There is +ve faster info from KOL, |There is +ve discount from |There is +ve info from There is +ve Pro info from
but -ve Bias from they're paid KOL, -ve Bias from paid |KOL, -ve Bias from paid |KOL, -ve Bias from paid
1DQ5 Own Taste Both, KOL also influence Own Taste Own Taste
IDQ6 No intention, won't follow KOL No No No
1DQ7 Yes, forward the KOL I follow Yes, refer the KOL No, Don't follow KOL No
Good Credit of online shop
1DQ8 Cheap Sufficient info about the Prefer Retail Shop Don't like to go to Shop
product
. . . Influence by Friends, Uniqueness,
1DQY Convenience is most important Trend, Good looking Can't buy in local shop n/a
Overall Usage and Opinion Questions
Uol Attractive, Preserve Val Needs and Wants No Cheaper than Shop
uo2 W@ DI More ady in} COVID; No Difference No Difference
increase desire to search
Uo3 Fast Delivery, Not Broken, Fast Delivery After Sales Service Fast Delivery,
Refund., Exchange Not Broken
U0o4 Search info, Anytime/Anywehere |Yes, Realiable Web-site No No, Search online, more
info, Buy at shop
UOS5 15000 5000 3000 to 4000 Not Over 20,000
Probing Questions
Yes, Brand not selling in HK, Local
retail price higher than online. . . Middle Price shop online,
Pl Offline see the real watch and buy Realiable Not Likely Small Unique Brand
at Good Credit online shop
PQ2 Good, Cheaper than store n/a n/a Good experience
Good Overall OK,
PQs3 n/a n/a System Easy to Use
PQ4 Fair, not Really n/a No Yes
PQ5 No way n/a No way Yes
PQ6 Yes n/a Never n/a

Source: Created by Author
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The following tables (Table 26) and (Table 27) demonstrate that Group II responded more
enthusiastically than Group I. The participants in Group One are KOLs. They are not very often
engaged in online shopping, mainly watches. Conversely, respondents in Group II made purchases
two to three times a week daily, including apparel and accessories. In addition, they are more
willing to spend 3,000 to under 20,000 dollars on watches, while Group One would prefer to
consume 1,000 to 10,000 dollars in instalments. At this point, their target markets are essentially
distinguished by age, education, and profession. The price mentioned by all participants in both
groups plays a significant role in determining their OPI, which mirrors the findings of (Liu et al.
2013), and the price is very beneficial for PB (Silva et al. 2019). The presence of low prices and
discounts can have a significant impact on consumers' price perceptions, ultimately influencing
their purchasing decisions. They also share a concern about convenience, which allow them to
purchase anywhere and anytime online comfortably in CB, having a significant influence
following (Shannon et al. 2006)’s findings. The study of (Al-Debei and Akroush, 2015), online
shopping is available to the consumer at any time and is easier to conduct.

Although Group One spent less time in OPI than Group Two, both groups believe obtaining
sufficient information in WC is essential, as stated by (Hasley and Gregg, 2010), feeds information
that facilitates the potential buyer in OPI and impacts their engagement. TR of both groups
indicates that the watches they intend to purchase correspond with the descriptions on the website.
Fraud and mismanagement are two of their primary focuses. According to the study (Bilgihan,
2016), a website should be trustworthy to its customers. Moreover, group II raised questions
concerning after-sales service, return and refund procedures. (Bilal et al. 2022) identified eWOM
that it has a significant positive effect on brand love; however, it also has the negative consequence
of bias. Both participants believe that KOL expertise is helpful when shopping online. In addition,
overselling can also negatively impact them, so they prefer to make their own purchasing decisions
for HF.

Table 26: The prevalence and correlation of the variables identified in Focus Group 1.
Indicator Recurrence Variables identified
Price/Value 9 PB
Same as > WC
web
KOL 8 eWOM
Own Taste 3
Special/ 4 HF
Uniqueness
Fraud 4 TR
Broken 3
Connivence 6 CB
Anytime/ 4 OPI
anywhere
Source: Created by Author 365words
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Table 27: The prevalence and correlation of the variables identified in Focus Group II

Indicator | Recurrence Variables identified
Price 9 PB
System 2
WC
Info 10
Easy
Bias 4
eWOM
KOL 11
Own Taste 4
Unique HF
Good 3
looking
Return g
Refund
Credit 4 TR
Fraud 4
Broken 3
Realiable 2
Connivence 9
Stay Home 4
CB
Relax/ .
Comfortable
Delivery 5
Anytime/
Anywhere 5 OPI
No
Boundary

Source: Created by Author
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4.2 Data from the Final Questionnaire

PB, WC, eWOM, HF, and CB questionnaires were completed to investigate consumers' online
purchase intentions in the watch industry. A random sample of the author's friends was selected to
participate in the survey, as well as having the opportunity to invite their friends to participate.
This survey was promoted through social media platforms such as WhatsApp, Facebook
Messenger, and WeChat. Participants were facilitated with a hyperlink to respond to the online
questionnaire.

This research used data from surveys conducted between 14th February 2023 and 19th February
2023. In response to 307 survey invitations, 307 valid and complete responses were received,
resulting in a response rate of 100%.

4.2.1 Demographic Data
Based on the age of the 307 participants, table 28 provides an overview and classification.

Table 29: Overview of the 307 participants' age distribution
Cumulative

Frequency Percent Valid Percent Percent
Valid 18-30 21 6.8 6.8 6.8
31-40 60 19.5 19.5 26.4
41-50 126 41.0 41.0 67.4
51-60 67 21.8 21.8 89.3
Over 60 33 10.7 10.7 100.0
Total 307 100.0 100.0

Source: Constructed by Author

4.2.1.1 Age

(Figure 10) illustrates the breakdown of 307 participants into five age categories. 126 participants
represented 41.04% of the data collected in the 41 to 50 age group. In the youngest age group, 18
to 30 years of age, only 21 people provided feedback, which represents a segment of the online
shopping population that is relatively middle-aged, almost one-fifth of all responses.

Therefore, it matches the market information (Appendix B) that middle-aged people tend to buy
traditional wristwatches (Statista, 2022), and the final questionnaire is suitable for this study.
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Figure 4:1 Ages distribution of participants
Age

Frequency

18-30 31-40 41-50 51-60 Over 60

Age
Source: Constructed by Author

4.2.1.2 Gender
Based on (Figure 11), 126 of the 307 respondents were between 41 and 50. There were 54.1% of

men and 45.9% of women in the sample of 307 respondents. This data collection has a relatively
equal distribution of genders.

Table 30: An overview of the 307 participants' gender

Cumulative

Frequency Percent Valid Percent Percent
Valid M 166 54 .1 54 .1 54 .1
[F 141 45.9 45.9 100.0
Total 307 100.0 100.0

Source: Constructed by Author

Figure 4:2 Gender distribution of participants

Gender

200

100

Frequency

50

Gender

Source: Constructed by Author 77 words
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4.2.1.3 An overview of Demographic Data.

A total of 307 participants were recruited from the circulated interview questions for this study.
The gender distribution of participants was relatively equal, with 45.93 per cent females and 54.07
per cent males; no significant differences were found between the two genders. Major differences
were observed between age groups. 126 individuals represented the age group of 41 to 50. Over
forty per cent of 307 participants responded to the survey, which is six times higher than the age
group with the lowest response rate, 18 to 30 years of age.

4.3 Cross-Tabulation of Demographic Factors with Online Purchase Intentions.
Cross-tabulation is a statistical analysis that illustrates the outcomes of the overall sample of
participants and the consequences of precisely targeted groups. Thus, comparative tables allow
scholars to examine correlations within a data set from various perspectives that can be hidden.

A cross-tabulation is also known as a contingency table since it tests hypotheses about how some
variables impact others or how increases in one factor may influence the growth, decrease, or
presence of curved lines. Establishing causality issues or reciprocal relationships is complex
without empirical evidence or long-term records (White and Korotayev, 2004). Consequently,
cross-tabulation was used to assess whether age correlates with OPI on the watch.

4.3.1 Gender and Online Purchase Intention

Previous research has indicated differences between the decision-making processes of men and
women regarding online purchase intention. Online shopping experiences influence consumers'
perceptions of product, financial, and privacy risks (Dai, 2007). A comparison of (Figure 12) and
(Table 31)shows that 55 participants out of 166 males (33.1%) plan to purchase a wristwatch in
the future, and 46 participants out of 141 females (25.5%) intend to buy a wristwatch soon.
Therefore, male participants were more likely to purchase wristwatches than female participants
in future.

Figure 12: Online Purchase Intention (OPI) and Gender
60 Gender

[
Hr

S0

40

Count

30

20

10

1= Strongly 2= 3 =Slightly 4 = Agree 5 = Slightly 6 =
Disagree Disagree Disagree Agree S}\rongly
gree

OPI1. Are you considering purchasing a watch soon?
Source: Constructed by Author 375 words
Table 31: Factor for Gender* Online Purchase Intention(OPI1)
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OPI1. Are you considering purchasing a watch soon? * Gender Crosstabulation

Gender
M F Total

OPI1. Are you considering 1= Strongly Disagree = Count 49 56 105
purchasing a watch soon? % within Gender 29.5% 39.7% 34.2%
2 = Disagree Count 29 26 55

% within Gender 17.5% 18.4% 17.9%

3 = Slightly Disagree Count 33 23 56

% within Gender 19.9% 16.3% 18.2%

4 = Agree Count 26 16 42

% within Gender 15.7% 11.3% 13.7%

5 = Slightly Agree Count 15 12 27

% within Gender 9.0% 8.5% 8.8%

6 = Strongly Agree Count 14 8 22

% within Gender 8.4% 5.7% 7.2%

Total Count 166 141 307
% within Gender 100.0% 100.0% 100.0%

Source: Constructed by Author

4.4  Each Factor’s Highest and Lowest Averages
The mean ratings for each element are shown in Figure 15 as their maximum and minimum values.
The mean, standard deviation, and minimum and maximum values for every variable are listed in

(Table 32).

Figure 13: Averages of the Maximum and Minimum Values for each variable.

6.00
5.00
4.00
[
© 3.00
=
2.00
1.00
0.00
PB WC eWOM
B Max 5.13 5.05 4.47
® Min 4.53 4.66 3.94

Source: Constructed by Author

HF
4.34
3.14
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TR CcB

4.30
3.03

OPI
2.79
2.61
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Table 32: Descriptive Statistics

Std.

N Minimum Maximum Mean Deviation
PB1. Online shopping allows me to shop in the privacy of my home or office. 307 1 6 5.05 1.257
PB2. Online shopping allows me to make purchases at any time and from 307 1 6 5.13 1.143
anywhere.
PB3. Shopping online has the advantage of saving me the hassle of visiting 307 1 6 4.53 1.256
traditional retail locations.
WCH1. The ordering process used by the site is simple and essential for online 307 1 6 5.05 1.148
shopping.
WC2. The search capability on a website (including keyword, website, service, 307 1 6 4.97 1.117
and product optimisation).
WCS3. A website is visually appealing. 307 1 6 4.68 1.101
WC4. It would be easy for me to become proficient at using the website. 307 1 6 4.66 1.083
eWOM1. It is common for me to read online testimonials for products purchased 307 1 6 3.88 1.284
online.
eWOM2. | have only read positive feedback about the website | am considering 307 1 6 3.63 1.416
purchasing.
eWOMS3. When considering an online purchase, recommendations from social 307 1 6 3.94 1.248
media are important (e.g. Facebook, Instagram or others).
eWOM4. It gives me more confidence to purchase a product when | read online 307 1 6 4.47 1.133
reviews and recommendations from other consumers.
HF1. When | buy a product, | look for the most attractive design to make me feel 307 1 6 4.13 1.163
confident.
HF2. Knowing the opinions of others regarding the product before buying is 307 1 6 4.34 1.192
imperative.
HF3. | am satisfied with the item | purchased because it is superior to others. 307 1 6 4.29 1.110
HF4. 1t would be a pleasure to purchase watches online. 307 1 6 3.14 1.331
TR1. Shopping online is a safe and secure process. 307 1 6 3.59 1.091
TR2. My personal information will be protected when | shop online. 307 1 6 3.49 1.312
TR3. | trust online shopping will not sell my personal information (e.g. e-mail, 307 1 6 2.92 1.362
phone number or name) to others for commercial use.
TR4. My confidence in the website's reliability is increased if it provides sufficient 307 1 6 4.25 1.179
information about the company's history.
CB1. Online shopping is more convenient than shopping in a physical store. 307 1 6 4.30 1.200
CB2. Shopping online is a pleasant experience. 307 1 6 4.14 1.089
CB3. Identifying KOLs who recommend or present products or services is 307 1 6 3.48 1.317
essential.
CB4. KOL recommendations should be considered when | want to buy a watch. 307 1 6 3.03 1.428
OPI1. Are you considering purchasing a watch soon? 307 1 6 2.66 1.605
OPI2. In the future, are you likely to purchase a watch from an online shop? 307 1 6 2.76 1.472
OPI3. In general, | follow recommendations from brands made by their KOLs. 307 1 6 2.79 1.414
OPI4. The brands recommended by KOLs would be my first choice. 307 1 6 2.61 1.423
Valid N (listwise) 307

Source: Constructed by Author

PB2 had a mean of 5.13 and a standard deviation of 1.143. The data shows that online shopping
allows consumers to purchase anytime and anywhere, which is vital. It adversely affects their
intention to make an online purchase. In addition, OP14 has the lowest mean score of 2.61, with a
standard deviation of 1.423. The results showed that PB2 appears to be a significant factor in online
purchase intention for watches. Furthermore, PB1 and WC1 also had the second highest mean,
5.05, only 0.08 less than PB2; therefore, consumers also value PB1's privacy and user-friendliness
during the ordering process were essential factors.
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4.5  Reliability Test
Cronbach's alpha reliability metric (Cronbach, 1951) measures the reliability of two or more g
measurements in conjunction. It serves as an assessment of the "internal consistency" of the data.

A higher confidence interval indicates more excellent reliability in general (Bonett and Wright,
2015).

Table 31: Reliability Statistics

Factors No of items Cronbach’s Alpha Researcher
This research Other research
PB 3 0.839 0.890 (Lee, 2009)
WC 4 0.850 0.760 (Al-Tabbaa et al. 2021)
eWOM 3 0.726 0.834 (Woon and Chng, 2019)
HF 4 0.710 0.905 (Tengilimoglu and Hassan, 2020)
TR 4 0.813 0.797 (Liu etal. 2013)
CB 4 0.782 0.826 (Torres, 2021)
OP 4 0.802 0.830 (Silva et al. 2019)
Total: 26 0.928 0.835

Source: Constructed by Author

Using Cronbach's coefficient as a measurement of reliability, the 26 elements of the questionnaire
achieved a Cronbach's coefficient of 0.928 (Table 31). This value exceeds the predefined minimum
value of 0.7 (Table 16), indicating high-reliability levels.

When compared to the other studies, most components are roughly the same at over 0.85, except
for SQ which is lower than 0.926 from Namahoot and Lao (2018; PR, which is lower than 0.890
from (Amaro et al. 2019); and eWOM, which is lower than 0.834 from Woon and Chng (2019).

4.6  Factor Analysis

As shown in (Table 32), the study's empirical results regarding the Kaiser-Meyer-Olkin (KMO)
sample method and Bartlett's sphericity test are presented. The KMO matrix value of the research
is 0.919, which is above 0.9 and positioned within the marvellous zone (Table 17).

Table 32: KMO and Bartlett’s test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 919
Bartlett's Test of Sphericity Approx. Chi-Square 4839.533
df 351
Sig. .000

Source: Constructed by Author
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Table 33: KMO of 307 respondents

KOM
N %
Cases Valid 307 100.0
Excluded?® (@) .0
Total 307 100.0

a. Listwise deletion based on all variables in the

procedure.
Source: Constructed by Author

The eigenvalues (Kaiser, 1991) of all elements in the table (Table 34) are more significant than 1,
emphasizing their importance. A determinant's eigenvalue indicates its contribution to the total
variation. Statistically, substantial factors with eigenvalues less than 1 cannot be identified as

significant since they do not provide sufficient diversity.

There is a fluctuation in the KMO value between 0 and 1, reflecting whether the data should be
examined in more detail. It is assumed that the value of KMO is above or equivalent to 0.5 with a
significant discount (sig) or probability (p) below 0.05. Since the matrix value of the research is
0.919, which is above 0.9; therefore, factor analysis is a suitable approach for this study

(Napitupulu et al. 2017).

Table 34: Total Variance Explained

Initial Eigenvalues

Component Total % of Variance Cumulative %
1 PB & WC 9.769 36.181 36.181
2CB 3.715 13.761 49.942
3TR 1.470 5.445 55.387
4 HF & eVWOM 1.187 4.396 59.782
5 OPI 1.119 4.144 63.926

Extraction Method: Principal Component Analysis.

Source: Constructed by Author
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Figure 14: Scree plot for Eigenvalues
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The eigenvalues greater than one (Kaiser, 1991) are determined by applying (Table 34) and (Figure
14). A total of 63.926% of the cumulative variance can be attributed to seven factors. Seven factors
comprise five components with eigenvalues 0 9.769, 3.715, 1.470, 1.187 and 1.119, respectively.
Observe that the scree plot becomes horizontal after the fourth component; however, all the factors
are essential since the Eigenvalues are more than 1. This study approach emphasizes PB and WC
as crucial components.
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Table 35: Rotated Component Matrix

.
R |

_Component _

1 2 d 3 F 4 5

PB2. Online shopping allows me to make purchases at any time and 0.825
from anywhere.
PB1. Online shopping allows me to shop in the privacy of my home or 0.788
office.
PB3. Shopping online has the advantage of saving me the hassle of 0.708
visiting traditional retail locations.
WC2. The search capability on a website (including keyword, website, 0.796
service, and product optimisation).
WC1. The ordering process used by the site is simple and essential 0.794
for online shopping.
WC3. A website is visually appealing. 0.631

R |

WCA4. It would be easy for me to become proficient at using the 0.626
website.
CB4. KOL recommendations should be considered when | want to buy 0.801
a watch.
CB3. Identifying KOLs who recommend or present products or 0.691
services is essential.
TR2. My personal information will be protected when | shop online. 0.778
TRS. | trust online shopping will not sell my personal information (e.g. 0.775
e-mail, phone number or name) to others for commercial use.
TR1. Shopping online is a safe and secure process. 0.655
eWOM2. | have only read positive feedback about the website | am 0.641
considering purchasing.
eWOMS3. When considering an online purchase, recommendations 0.562
from social media are important (e.g. Facebook, Instagram or others).

HF2. Knowing the opinions of others regarding the product before 0.597
buying is imperative.
HF1. When | buy a product, | look for the most attractive design to 0.562
make me feel confident.
HF3. | am satisfied with the item | purchased because it is superior to 0.502
others.
OPI1. Are you considering purchasing a watch soon? 0.752
OPI2. In the future, are you likely to purchase a watch from an online 0.698
shop?

Extraction Method: Principal Component Analysis.

a. Rotation converged in 8 iterations.

Source: Constructed by Author

The components have been rotated to simplify and make them easier to understand. A wide range
of variables can be examined or estimated in rotation using several subordinate influences. In
addition, many items are understood through individual components. Principal factor analysis is
frequently employed to limit the multidimensionality of a statistical sample. It eliminates the p
coefficients, calculated from a less comprehensive set of m factors. To establish a 'simple structure’,
a portion or the entirety of the assembled m is rotated to clarify the area covered by the various
elements (Jolliffe, 1995) (Table 35). By performing factor analysis, it was possible to distinguish
variables from 26 factors correlated with precursors of OPI in the watch industry.
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4.7  Correlation Test
Correlation coefficients indicate the degree of connection between two variables. The following
tables (Table 36, Table 37 and Table 38) examine the results of those with three data sets.

Table 36: Correlation Test H1 and H4

PB3.
Shopping
online has
PB2. Online the HF1. When |
shopping advantage |buy a product, | HF2. Knowing HF3. | am
PB1. Online allows me to |of saving me| | look for the the opinions satisfied with
shopping make the hassle most of others the item |
allows me to purchases at of visiting attractive regarding the purchased HF4. It would be a
shop in the any time and traditional design to product because it is pleasure to
privacy of my from retail make me feel | before buying superior to purchase watches
home or office. anywhere. locations. confident. is imperative. others. online.
OPI Pearson .190™ 1617 3027 .305™ 243" 228" 544"
Corralation
Sig. (1-tailed) 0.000 0.002 0.000 0.000 0.000 0.000 0.000
N 307 307 307 307 307 307 307
**. Correlation is significant at the 0.01 level (1-tailed).
*. Correlation is significant at the 0.05 level (1-tailed).
Source: Constructed by Author
Table 37: Correlation Test H2 and H3
search When gives me
capability eWOM2. | |considering more
WC1. The on a WCA4. It eWOM1. It | have only an online confidence
ordering website would be is common read purchase, to
process (including easy for for me to positive recommend | purchase a
used by keyword, me to read online | feedback | ations from product
the site is website, become testimonial | about the social when | read
simple and service, WC3. A proficient s for website | media are online
essential and website is at using products am important reviews
for online product visually the purchased | considering (e.g. and
shopping. optimisatio | appealing. website. online. purchasing. | Facebook, | recommend
TR Pearson Correlation 3377 .369" .401" .354" .3827 2797 .3077 4197
Sig. (1-tailed) 0.000 0.000 0.000 0.000 0.000 0.000 0.000 0.000
N 307 307 307 307 307 307 307 307
**. Correlation is significant at the 0.01 level (1-tailed).
*. Correlation is significant at the 0.05 level (1-tailed).
Source: Constructed by Author
Table 35: Correlation Test H5 and H6
TR4. My
confidence in
TR3. | trust the website's
online shopping | reliability is
will not sell my increased if it CB3. Identifying CB4. KOL
TR1. personal provides KOLs who recommendati
Shopping information (e.g. sufficient CB1. Online recommend or |ons should be
online is a | TR2. My personal | e-mail, phone information shopping is more | CB2. Shopping present considered
safe and information will be | number or name) about the convenient than online is a products or when | want
secure protected when | to others for company's shopping in a pleasant services is to buy a
process. shop online commercial use. history physical store. experience essential watch
OPI Pearson .405” .405™ .453" .269" .3417 .372" 619" 7437
Carralation
Sig. (1-tailed) 0.000 0.000 0.000 0.000 0.000 0.000 0.000 0.000|
N 307 307 307 307 307 307 307 307
**. Correlation is significant at the 0.01 level (1-tailed)
*. Correlation is significant at the 0.05 level (1-tailed).

Source: Constructed by Author

Scholars generally believe that a correlation coefficient of 0.1 represents a negligible correlation
and a coefficient of 0.9 represents a solid relation; however, intermediate measures are subject to
debate (Schober and Schwarte, 2018). The above tables show that the average correlations are
close to 0.450; the weakest correlation is 0.302 for WC3 to OPI, and the strongest is 0.743 for
CB4 to OPL.

Therefore, PB3 to OPI indicates H1 (0.302), WC3 to TR indicates H2 (0.401), eWOM4 to TR
indicates H3 (0.419*%*), eWOMS to TR indicates H4 (0.544), TR3 to OPI indicates H5 (0.453)
and CB4 to OPI indicates H6 (0.743) are significant supports in this study. 146 words
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4.8  Regression Model

A regression model is a technique for examining a dependent variable's pattern in conjunction with
independent variables. A simple regression model adopts only one indicator to assess its
relationship to the dependent variable, and Multiple regression analysis evaluates the association
of multiple variables. Simple linear regression involves a single independent variable to predict
the dependent variable. An initial assessment of the reliability correlation can often be made using
a linear expression of X or a properly converted X (Yu and Gibson Jr, 2010).

4.8.1 Simple Liner Regression for eWOMI, eWOM?2, eWOM4, WC3 and Trust

The simple linear regression equation is the least squares regression equation. The best-fitting line
is chosen under the criteria that the combination of the squares of the residuals should be the least
(Yu and Gibson Jr, 2010). (Table 39) shows a moderately positive correlation between model 4
and R of 0.513.

Table 39: Model Summary for the Simple Linear Regression Model

Adjusted R Std. Error of the
Model R R Square Square Estimate
4 .5134 .263 .253 1.019

d. Predictors: (Constant), eVWWOMA4. It gives me more confidence to purchase a product
when | read online reviews and recommendations from other consumers.,

WC3. A website is visually appealing. , eWOM1. It is common for me to read online
testimonials for products purchased online., eVWOMZ2. | have only read positive
feedback about the website | am considering purchasing.

e. Dependent VVariable: TR4. My confidence in the website’s reliability is increased if it

provides sufficient information about the company’s history.

Source: Constructed by Author

According to the equation below, the R? of a linear model measures the variation in the dependent
variable:

Variance explained bt the model
R*=

Total variance
(Table 39) Based on the coefficient of determination, R? in Model 4 can be explained by variation
in the independent variable, which is responsible for 0.263% of TR4's variation by utilizing
(Levine, 20006).
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Table 40: ANOVA is conducted for the Simple Linear Regression Model

ANOVA?
Model Sum of Squares df Mean Square F Sig.
4 Regression 111.738 4 27.934 26.914 <.001¢
Residual 313.448 302 1.038
Total 425.186 306

a. Dependent Variable: TR4. My confidence in the website’s reliability is increased if it provides sufficient information
about the company’s history.

e. Predictors: (Constant), eWOMA4. It gives me more confidence to purchase a product when | read online reviews and
recommendations from other consumers., WC3. A website is visually appealing. , eWOM?1. It is common for me to
read online testimonials for products purchased online., eWOMZ2. | have only read positive feedback about the website
| am considering purchasing.

Source: Constructed by Author

ANOVA is an acronym for analysis of variance. It is mainly employed in healthcare studies.
Because of the alpha-level bias exacerbating the likelihood of Type 1 erroneous results (false
positive) and is triggered by repeated statistical tests (Kim, 2016).

F =26.914 is calculated by subtracting Mean Square Regression (111.738) from the Mean Square
Residual (313.448). There is suitable proof to indicate that the SLR model appropriately interprets
the data consistently at an accuracy rate of 99% by using this F value, according to (Table 40).

Table 40: Coefficients Table
Coefficients?

Unstandardized Standardized Collinearity
Coefficients Coefficients Statistics

Model B Std. Error Beta t Sig. Tolerance VIF
4 (Constant) 1.278 .298 4.283 <.001

eWOMA4. It gives me more confidence to .228 .063 .219 3.646 <.001 676 1.479

purchase a product when | read online

reviews and recommendations from

other consumers.

WCS3. A website is visually appealing. .221 .062 .207 3.571 <.001 .728 1.374

eWOM1. It is common for me to read .154 .054 .168 2.858 .005 .706 1.416

online testimonials for products

purchased online.

eWOMZ2. | have only read positive .087 .043 104 2.029 .043 .930 1.075
feedback about the website | am

considering purchasing.

a. Dependent Variable: TR4. My confidence in the website's reliability is increased if it provides sufficient information

about the company's history.

Source: Constructed by Author
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The regression equation coefficients in (Table 41), Model 4 shows the estimated values of the
dependent variable Trust4 based on the independent variables eWOM4, WC3, eWOMI1 and
eWOM2. Following is a formulation of the regression equation:

Trust4 = 1.278+ 0.228 eWOM4 + 0.221 WC3 + 0.154 eWOM1 + 0.087 eWOM2
Therefore, assuming that all other variables are kept unchanged:

The coefficient for eWOM4 is 0.288, indicating that with each item gain in eWOM4, TR4 rises by
0.288 units.

The coefficient for WC3 is 0.221, indicating that with each item gain in WC3, TR4 rises by 0.221
units.

The coefficient for eWOM1 is 0.154, indicating that with each item gain in eWOM1, TR4 rises by
0.154 units.

The coefficient for eWOM2 is 0.087, indicating that with each item gain in eWOM?2, TR4 rises by
0.087 units.

The standard error (SEM) is calculated based on the amount of data collected and population
variation. There is a significant statistical means discrepancy due to extensive population variation.
It can result in a broader range of data points, leading to a higher SEM value. SEM measures how
accurately the sample mean reflects the population mean (Lee et al. 2015).

B =0.219 = positive relationship between eWOM4 and TR4
B =0.207 = positive relationship between WC3 and TR4

B =0.168 = positive relationship between eWOM1 and TR4
B =0.104 = positive relationship between eWOM?2 and TR4

Table 42: ANOVA is conducted for the Simple Linear Regression Model

ANOVA?®
Model Sum of Squares df Mean Square F Sig.
3 Regression 255.043 3 85.014 63.192 <.0014
Residual 407.635 303 1.345
Total 662.678 306

a. Dependent Variable: OPI2. In the future, are you likely to purchase a watch from an online shop?
d. Predictors: (Constant), HF4. It would be a pleasure to purchase watches online. , CB4. KOL recommendations
should be considered when | want to buy a watch. , PB3. Shopping online has the advantage of saving me the hassle

of visiting traditional retail locations.

Source: Constructed by Author 296 words

F =63.192 is calculated by subtracting Mean Square Regression (255.043) from the Mean Square
Residual (407.635). There is suitable proof to indicate that the SLR model appropriately interprets
the data consistently at an accuracy rate of 99% by using this F value, according to (Table 42).
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Table 43: Coefficients Table

Coefficients?

Unstandardized Standardized Collinearity
Coefficients Coefficients Statistics
Model B Std. Error Beta t Sig. Tolerance VIF
3 (Constant) -.349 .278 - .210
1.257

HF4. It would be a pleasure to 442 .056 .399 7.824 <.001 779 1.284

purchase watches online.

CB4. KOL recommendations should be .251 .053 .243 4.743 <.001 772 1.295

considered when | want to buy a

watch.

PB3. Shopping online has the 212 .054 181 3.912 <.001 .950 1.053

advantage of saving me the hassle of

visiting traditional retail locations.

a. Dependent Variable: OPI2. In the future, are you likely to purchase a watch from an online shop?

Source: Constructed by Author

The regression equation coefficients in (Table 43), Model 3 shows the estimated values of the
dependent variable OPI2 based on the independent variables HF4, CB4 and PB3. Following is a
formulation of the regression equation:

OPI2 =-0.349 + 0.442 HF4 + 0.251 CB4 + 0.212 PB3
Therefore, assuming that all other variables are kept unchanged:

The coefficient for HF4 is 0.442, indicating that with each item gain in HF4, OPI2 rises by 0.442
units.

The coefficient for CB4 is 0.251, indicating that with each item gain in CB4, OPI2 rises by 0.251
units.

The coefficient for PB3 is 0.212, indicating that with each item gain in PB3, OPI2 rises by 0.212
units.

B = 0.399= positive relationship between HF4 and OPI2
B = 0.243 = positive relationship between CB4 and OPI2
B =0.181 = positive relationship between PB3 and OPI2
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4.8.1.1 Variance Inflation Factor
As discussed in Section 3.8, VIF identifies multicollinearity, which measures the extent to which
correlation enhances a regression coefficient's variance. Model 4 has VIF values of 1.479, 1.374,
1.416, and 1.075. They are above 1.0, not exceeding 1.50, and far from 5.0. As a result, the
variables are moderately correlated. Multicollinearity is not an issue in this study since Model 3
does not exceed the criterion of 5.

4.8.1.2 Histogram And Scatterplot
A visual assessment (Figure 15) of the histogram revealed that every variable had a symmetric
pattern; the residuals had a routine with zero mean values.

Figure 15: Histogram of TR4

Dependent Variable: TR4. My confidence in the website's reliabil is increased if it provides sufficient
information about the company’s history.
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In Figure 16, the slope of the scatterplot indicates a slight negative tendency in the pattern.

Figure 16: Scatterplot of TR4

Dependent Variable: TR4. My confidence in the website s reliability is increased if it provides sufficient
information about the company”s history.
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Histogram (Figure 15) and Scatterplot (Figure 16) illustrate that the SLR model effectively
addresses the situation. 152 words
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4.8.2 Multiple Linear Regression for Online Purchase Intention in The Watch Industry

MLR is a multi-level model comprised of multiple independent variables. (Table 44) summarises
MLR for Model 3. This study demonstrated a correlation between the dependent, OPI2, and the
independent variables, HF4, CB4 and PB3.

Table 44: Model Summary for Multiple Linear Regression Model

Model Summary®

Adjusted R Std. Error of the
Model R R Square Square Estimate
S .620¢° .385 .379 1.160

c. Predictors: (Constant), HF4. It would be a pleasure to purchase watches online. ,
CB4. KOL recommendations should be considered when | want to buy a watch. , PB3.
Shopping online has the advantage of saving me the hassle of visiting traditional retail
locations.

d. Dependent Variable: OPI2. In the future, are you likely to purchase a watch from an

online shop?

Source: Constructed by Author

As shown in Model 3, R2 is 0.385 of the variation in the observed variable. It illustrates that the
model accurately reflects how the dependent variable fluctuates about its mean throughout the
experiment. At a level of 95% confidence, the variables are significantly correlated.

Table 45: ANOVA for Multiple Linear Regression Model

ANOVA?
Model Sum of Squares df Mean Square F Sig.
& Regression 255.043 3 85.014 63.192 <.001d
Residual 407.635 303 1.345
Total 662.678 306

a. Dependent Variable: OPI2. In the future, are you likely to purchase a watch from an online shop?

d. Predictors: (Constant), HF4. It would be a pleasure to purchase watches online. , CB4. KOL recommendations
should be considered when | want to buy a watch. , PB3. Shopping online has the advantage of saving me the hassle
of visiting traditional retail locations.

Source: Constructed by Author

A regression is calculated using the total df and the residual df minus one from the total number
of samples. The F value = 63.192 is determined by subtracting the mean square regression
(85.014) from the mean square residual (1.345). There is a significant correlation between this F
value and the p-value < 0.001, demonstrating that the MLR model is appropriate for evaluating
data uniformity at a level of 99% confidence (Table 45).
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Table 46: Coefficient Table for Multiple Regression Model

Coefficients?

Unstandardized Standardized Collinearity
Coefficients Coefficients Statistics
Model B Std. Error Beta t Sig. Tolerance VIF
3 (Constant) -.349 .278 - .210
1.257

HF4. It would be a pleasure to 442 .056 .399 7.824 <.001 779 1.284

purchase watches online.

CB4. KOL recommendations should be .251 .053 .243 4.743 <.001 772 1.295

considered when | want to buy a

watch.

PB3. Shopping online has the 212 .054 181 3.912 <.001 950 1.053

advantage of saving me the hassle of

visiting traditional retail locations.

a. Dependent Variable: OPI2. In the future, are you likely to purchase a watch from an online shop?

Source: Constructed by Author

The coefficients shown in Index B (Table 46) illustrate how the regression equation identifies OPI12
as the dependent variable from a set of multiple independent variables. As a result, the regression
equation consists of the following:

OPI2 =0.442 x HF4 + 0.251 x CB4 + 0.212 x PB3

The P-value of the fixed value of 0.349 is above the significant level of 0.05; this fixed value is
eliminated from the regression equation. Accordingly, all asymmetric coefficients of each factor
have been calculated in the equation provided since all other p-values lower than 0.05.

4.8.2.1 Variance Inflation Factor

Model 3 shows VIF values of 1.284, 1.0295, and 1.053. Similarly to Model 4, the variables are
moderately correlated. It indicates collinearity absence. In addition, Model 3 has a lower reliability
level than Model 4.
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4.8.2.2 Histogram And Scatterplot
A visual assessment (Figure 17) of the histogram revealed that every variable had a symmetric
pattern; the residuals had a routine with zero mean values.

Figure 17: Histogram of OPI2
Histogram

Dependent Variable: OPI2. In the future, are you likely to purchase a watch from an online shop?
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In (Figure 18), the slope of the scatterplot indicates a slight negative tendency in the pattern.

Figure 18: Scatterplot OF OP
Scatterplot
Dependent Variable: OPI2. In the future, are you likely to purchase a watch from an online shop?
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(Figure 17), Histogram and (Figure 18), Scatterplot illustrate that the SLR model effectively

addresses the situation.
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4.9  One-way ANOVA test

We could have analysed the data using an analysis of variance (ANOVA). A One-Way ANOVA
is a collection of statistical models and their associated procedures in which the variation in a given
variable is categorized into different sources of variation. In simplest form (one-way ANOVA), it
provides a statistical test of whether or not the means of several independent groups are equal. In
a one-way ANOVA with conjectured irrational variables, the following hypotheses are of
significance (Jiryaei, A., et al. 2013) given the following equation:

4.9.1 One-way ANOVA of Age

In (Table 47), the mean, standard deviation, and 0.95 level of confidence are provided for the
dependent variable: OPI totalled across all age groups (18-30; 31-40; 41-50; 51-60; and Over 60)
as given:

Table 47: Descriptive Table of Age

Descriptives
95% Confidence

Interval for Mean

Std. Std. Lower Upper

N Mean Deviation Error Bound Bound  Minimum Maximum

OPI4. The brands 18 - 21 2.81 1.632 .356 2.07 3.55 1 6
recommended by KOLs would 30

be my first choice. 31 - 60 2.32 1.242 .160 2.00 2.64 1 6
40

41- 126 2.48 1.307 .116 2.25 2.71 1 6
50

51- 67 2.76 1.528 .187 2.39 3.13 1 6
60

Over 33 3.18 1.648 .287 2.60 3.77 1 6
60

Total 307 2.61 1.423 .081 2.45 2.77 1 6

Source: Constructed by Author

The statistical significance of the variations in the means of the groups is presented in (Table 48)
along with the results of the ANOVA. Consequently, the groups differ statistically at a
significance level below 0.5.

Table 48: ANOVA Table of Age

ANOVA
Sum of Mean
Squares df Square F Sig.
OPI4. The brands recommended by KOLs would be Between 20.571 4 5.143 2.594 .037
my first choice. Groups
Within Groups 598.738 302 1.983
Total 619.309 306
Source: Constructed by Author 200 words
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When an analysis of variance (ANOVA) produces a significant finding, this suggests that each
group varies from the rest. However, the combined test cannot reveal the degree of variability
associated with the mean. Generally, ANOVA is applied to a series of statistical tests for variances
relating to means and typically for evaluating two means. A basis for analysing parallel data is the
honestly significant difference (HSD) test introduced by Tukey. Using the q distribution to
calculate the difference between two means. It gives the sampling distribution of significant
variation relating to the mean values collected from a similar sample. A similar population is used
for all bilateral comparisons to capture a tremendous variation. As a result, the HSD technique is
considered to be relatively accurate (Williams, 2014).

Table 49: Multiple Comparisons of Age

Tukey HSD
Dependent VVariable
95% Confidence

Interval

) J) Mean Std. Lower Upper
Age Age Difference (I-J) Error Sig. Bound Bound
Over 18 - 372 .393 .878 -.71 1.45
60 30
31 - .865" .305 .039 .03 1.70
40
41 - .706 .275 .080 -.05 1.46
50
OPIl4. The brands recommended by KOLs 51- 421 .299 .625 -.40 1.24
would be my first choice. 60

*. The mean difference is significant at the 0.05 level.

Source: Constructed by Author

See (Table 49) for a comparison of groups. There is a significant variation in OPI across the age
groups of Over 60 and 15 -30 (MD =0.372, p 0.05), as well as 31 -40 and 41 - 50 (MD = 0.865,
p 0.05). Thus, the age group of 31 - 40 has a lower mean of OPI than the rest.

Figure 22: Mean Plot of Age
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18- 30 31-40 41-50 51- 60 Over 60
Age
Source: Constructed by Author 211 words

4.9.2  Summary of One-way ANOVA test
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A p-value of 0.878 is obtained for the 18 - 30 age group, while a p-value of 0.625 is found for the
51 - 60 age group. In the presence of a difference more significant than 0.05, the results are non-
significant and tend to be ignored.

Among the mean ages 31 - 40, 0.865 is the highest at 95% confidence. 0.706 is the mean for those
aged 41 to 50 and is the second highest. Age differences in the watch industry will significantly
affect consumers' opinions. This study shows that the age group between 18-30 is 0.372, whereas
51-501s 0.421, 50% less than the age group between 31-40.

4.10 Independent t-test

Rather than analysing the data using a One-Way ANOVA, we might have been able to conduct an
independent t-test analysis. Independent t-test that compares two groups whose means are
unrelated. Statistically, the analyst examines the likelihood that two datasets represent the same
population. Therefore, independent sampling refers to a group of individuals who are not
acquainted with each other (Gerald, 2018). It can be expressed in the formula as follows:

Ho: 02m=0?%F

An independent t-test reveals that males and females have equal distributions and proportions. The
hypothesis of uniformity of difference was examined using Levene's Test of Equality (Joseph et
al. 2009). The F-test is a method for measuring the difference or SD between two groupings of
individuals. It is primarily applicable when the two samples are unrelated and equally dispersed.
Defining the numerator and denominator necessitates the calculation of df; the corresponding F
values are given in (Table 50).

Table 50: An explanation of the F Test formula in detail.

Equation Variable Description
52 fl i Variable of sample 1 (the large sample varience)
Fsrar = 3] 1 Sample size of smaple 1
S3 Variable of sample 2 (the large sample varience)
dfi =ni-1 2 Sample size of smaple 2
dfz =nz-1 n-1 Numerator degrees of freedom
nz -1 Denominator degrees of freedom

Source: Constructed by Author
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A minimal difference of 0.14 exists when comparing the means of the two populations (Table 51).
In the female group, (2.64 +2.95)/2 =2.795, as opposed to the male group, (2.83 +2.48)/2 =2.655.
As a result, the null hypothesis is ruled out; the statistics obtained appear reliable and unbiased.

Ho: 02Mm# 02F

Table 51: Group Statistics for Independent t-test

Gender N Mean Std. Deviation Std. Error Mean
OPI1. Are you considering M 166 2.83 1.618 .126
purchasing a watch soon? F 141 2.48 1.575 .133
OPI3. In general, | follow M 166 2.64 1.393 .108
recommendations from brands F 141 2.95 1.426 120

made by their KOLs.
Source: Constructed by Author

Also, 166 males and 141 females are included in the sample size for the t-test. As both participants
are over 25, concerns about the normality assumption are irrelevant to this study.

Levene’s test for variance equality yields a p-value smaller than 0.05 at 0.28. indicating that the
variances of males and females are not equal. According to the t-test for equality of means (Table
52), the p-value is also smaller than 0.05; at 0.350, the population means have significant
differences, with the means of OPI1 for 0.350 lower than females.

However, a p-value is smaller than 0.05, at 0.29 in OPI3, indicating that the variances of males
and females are unequal. And the p-value is also smaller than 0.05; at -0.306, the population means
have significant differences, with the means of OPI3 for -0.306 lower than females.

Tukey developed an easy and frequently used pairwise comparison technique under the name of
the honestly significant difference (HSD) test. The main idea of the HSD is to compute the honestly
significant difference (i.e., the HSD) between two means using a statistical distribution defined by
Student and called the q distribution. This distribution gives the sampling distribution of the most
considerable difference between a set of means originating from the same population. All pairwise
differences are evaluated using the same sampling distribution for the most significant difference.
It makes the HSD approach quite conservative.
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Table 52: Independent Samples Test

Levene's
Test for

Equality of

\Variances t-test for Equality of Means
95%
Confidence
Interval of the
Significance Difference
One- Two-
Sided Sided Mean Std. Error
E Sig. t Jdf =3 P Difference Difference Lower Upper
OPI1. Are you Equal 039 .844 1.913 305 .oz2s8 057 350 183 -.010 710
considering variances
purchasing a assumed
watch soon? Equal 1.917 =299.389 .oz8 056 .350 183 -.009 710
variances
not
assumed
OPI3. In general, | Equal 163 .e86 - 305 .0o29 059 -.306 161 -.623 012
follow variances 1.896
recommendations assumed
from brands made Equal - 294a.652 .030 059 -.306 1ez2 -.624 012
by their KOLs. variances 1.893
not

assumed

Source: Constructed by Author

Thus, a p-value is 0.844 over 5%, which is undertaken hypothesis Ho, and implied OPI3, females
more follow KOL’s recommendations.

Ho: pum = ur

Ha: um # ur

Table 53: Group Statistics for Independent t-test
Dependent Variable

95% Confidence

Interval
0] ) Mean Std. Lower Upper
Age Age Difference (I-J) Error  Sig. Bound Bound
Over 18- .372 .393 .878 =71 1.45
60 30
31- .865 .305 .039 .03 1.70
40
41 - .706 .275 .080 -.05 1.46
50
OPI4. The brands recommended by KOLs 51- 421 299 .625 -.40 1.24
would be my first choice. 60
*. The mean difference is significant at the 0.05 level.
Source: Constructed by Author
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4.11 Synopsis and Results (Summary of the research findings)

The following table summarises the correlation coefficients (r) and R squared (R2) from the

regression analysis follows.

Figure 25: An Explanation of Correlation Coefficients (r) and R Squared (R?).

Perceived
Benefit

R? in Model 3 is 0.385
R? in Model 4 is 0.263

Online Purchase
Intentions

Website
Content

Demographic
Factors

Hedonic Customer/

Consumer
Behaviours

Features - Age

- Gender

H7a Male < Female MD = 2.795
H76b 31-40<18-30 MD = 0.372
31 -40<41-50 MD = 0.865

Source: Constructed by Author

The correlation coefficient (r) quantifies how an independent variable influences the dependent
variable. Beta coefficients are optimally calculated when the impact is significant. Consequently,

CB is the most critical factor in determining OP. (r: 0.743*%*)
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Table 50: An overview of the research analysis associated with the proposed hypothesis in this
dissertation.

Items Development of a hypothesis r Results
H, Shopping online has the advantage of saving me the hasslse of visiting traditional retail 0302 Support
location has significant impact of OPI '
H, A Website is visually appealing 0.401 Support
H; It gives me additional confidence to purchase a product when I read online reviews and 0419 Support
recommendations from other consumers. '
H . S t
4 It would be a pleasure to purchase watches online. 0.544 upper
H; I trust online shopping will not sell my personal information (e.g. e-mail, phone number 0.453 Support
or name) to others for commercial use. '
He KOL recommendations should be considered when I want to buy a watch. 0.743 Support
. Mean
Development of a hypothesis . Results
Differenc
H7. Male < Female 2.795 Support
There is a significant variation in OPI across the age groups of Over 60 and 15 -30 (MD = 0.372 Support
Ho,
31 -40 and 41 - 50 (MD = 0.865 0.865 Support

Source: Constructed by Author
The correlation between the two variables is significantly enhanced when the Pearson correlation
coefficient (r) is merely +1 or -1. In conclusion, (Table 50) indicates that He, in conjunction with
CB, was the most notable influence on the OPI of the watch industry, with an r-value of 0.743.
With an r-value of 0.544, HF of Hy has the second-highest positive effect on OP.
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Chapter 5: Recommendation and Conclusion
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Appendices:
Appendix A

The figure shows the total visitor arrival from Dec 2019 to Sep 2019.
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Appendix B
Affluent consumers' frequency of purchasing luxury watches in North America in the 3rd quarter of 2022.
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Appendix C

The figure shows the total online users between 2017 to 2022 and the forecast from 2023 to Sep
2027.

USERS PENETRATION RATE

&

in million users
w

]

2017 2018 2019 2020 2021 2022 2023 2024 2025 2026 2027

-8~ Beauty, Health, Personal & Household Care

-#- Beverages Electronics
Fashion - Food
-8~ Furniture -0~ Media

-0~ Toys, Hobby & DIY

Most recent update: Nov 2022

Source: Statista, 2022

88



Appendix D

The Table indicates the pilot test

Question

(Agresti, 2003).

Items ing online shopping variables Type of data Adopted from

Perceived benefits
PB1 Online shopping allows me to shop in the privacy of my home or office. (Al-Debei and Akroush, 2015)
PB2 Online shopping allows me to make purchases at any time and from anywhere. (Al-Debei and Akroush, 2015)
PB3 Shopping online has the ad of saving me the hassle of visiting traditional retail locations. (Al-Debei and Akroush, 2015)

Website content
WCL A website whose internal is convenient and meets my needs is important. (Al-Debei and Akroush, 2015)
WC2 The ordering process used by the site is simple and essential for online shopping. (Al-Debei and Akroush, 2015)
wa It is essential for online shopping to have a fast-loading website. (Al-Debei and Akroush, 2015)
WC4 Search capability on a website (including keyword, website, service, and product (Al-Debei and Akroush, 2015)
WC5 Finding the desired products on a website with the least effort. (Al-Debei and Akroush, 2015)
WC6 A website is visually pleasing. (Torres, 2021)
WC7 A website is visually appealing. (Torres, 2021)
WC8 It would be easy for me to become proficient at using. (Torres, 2021)

E-word of mouth (eWOM)

eWOM1 It is common for me to read online testimonials for products purchased online. (Al-Debei, et al., 2015)
eWOM2 | have only read positive feedback about the website | am considering purchasing. (Al-Debei, et al., 2015)
eWOM3 Positive reviews of a product when ¢ jering online purchases. (Al-Debei, et al., 2015)
eWOM4 When considering an online purchase, rec from social media are important (e.g. Facebook, Instagram or others). (Al-Debei, et al., 2015)
eWOMS It gives me additional confidence to purchase a product when | read online reviews and rec dations from other consumer: (Al-Debei, et al., 2015)

Hedonic Features
HF1 When | buy a product, | look for the most attractive design to make me feel confident. (Mazumder and Sanyal, 2022).
HF2 Knowing the opinions of others regarding such product before buying is i (Mazumder and Sanyal, 2022).
HF3 Independent {| am satisfied with the item | purchased because it is superior to others. (Mazumder and Sanyal, 2022).
HF4 My personality must be reflected in the items | purchase to look aesthetically pleasing. (Mazumder and Sanyal, 2022).
HF5 Shopping for watches online should be a pleasant experience for me. (Al-Debei and Al-Lozi, 2014)
HF6 Purchasing watches online should be a fun experience for me. 6.- point Likert scale (Al-Debei and Al-Lozi, 2014)
HF7 It would be a pleasure to purchase watches online. (Joshi et al. 2015, (Al-Debei and Al-Lozi, 2014)
HF8 Target | feel comfortable buying watches online. £.397). (Al-Debei and Al-Lozi, 2014)

Trust
TR1 Shopping online is a safe and secure process. (Al-Debei and Akroush, 2015)
TR2 My personal information will be protected when | shop online. (Al-Debei and Akroush, 2015)
TR3 With digital certificates, | am confident that online purchases are secure. (Al-Debei and Akroush, 2015)
TR4 | trust online shopping will not sell my personal information (e.g. e-mail, phone number or name) to others for commercial use. (Al-Debei and Akroush, 2015)
TRS It gives me a sense of trust when | shop online. (Torres Arez, 2021)
TR6 My confidence in the website's reliability is increased if it provides sufficient information about the company's history. (Torres Arez, 2021)
Customer/Consumer Behaviours
CB1 Online shopping is more convenient than shopping in a physical store. (Al-Debei and Akroush, 2015)
CB2 Shopping online is a pleasant experience. (Al-Debei and Akroush, 2015)
(B3 Ask others about what KOL are rec ding or pi ing on social media is essential. (Bu and Parkinson, 2022)
B4 Identifying KOLs who recommend or present products or services is essential. (Bu and Parkinson, 2022)
CBS Observing how others interact with KOL rec or information presented by them is crucial. (Bu and Parkinson, 2022)
CB6 Use social media to share relevant information based on rec dations from KOLs (e.g. retweet or share the watch they recommend on your account). (Bu and Parkinson, 2022)
CB7 Assist the KOL in fulfilling his or her social media ibilities by providing the necessary information. (Bu and Parkinson, 2022)
(B8 KOL recommendations should be considered when | want to buy a watch. (Bu and Parkinson, 2022)
Online Purchase Intention
OPI1 Are you likely to consider purchasing a watch in the near future? (Torres, 2021)
OPI2 Would you be likely to visit a watch website before making a purchase? (Torres, 2021)
0OPI3 Do you think watch can be purchased online? (Torres, 2021)
OPl4 Dependent |Do you think it would be a good idea to purchase watches from an online retailer? (Torres, 2021)
OPI5 In the future, are you likely to purchase a watch from an online shop? (Torres, 2021)
OPI6 In general, | would follow rec jations from brands made by their KOLs. (Bu and Parkinson, 2022)
0oPI7 The brands rec jed by KOLs would be my first choice. (Bu and Parkinson, 2022)
OPI8 In the future, | will purchase watches from brands rec ded by the KOLs that | follow. (Bu and Parkinson, 2022)
D hic Factors

i Classification Age. Categorical Data (T “, Juand Hassan, 2020)
DF2 Gender (Tengill lu and Hassan, 2020)

Source: Constructed by Author
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Appendix E
Focus Group Questions for a study of consumer online purchase intentions in the
watch industry.

Hi, I am an MBA student at the University of Wales Trinity Saint David. I am researching
consumer online purchase intentions in the watch industry based on the perceived benefit, website
content, eWOM, hedonic features and customer behaviours for my dissertation; this focus group
questionnaire will only take 60 minutes. Please put a tick into the correct answer box. All the
information collected will be kept confidential and for academic purposes only. Your opinion will
be beneficial to us. Thank you so much for your cooperation.

Demographic questions

Gender
1. M
2. F

Age
1. 18-30
2. 31-40
3. 41-50
4. Over 60

Education levels

1. High school or equivalent
Associate degree
Bachelor's degree
Master's degree
Doctorate degree

nhwbh

Marital status
1. Single

2. Married
3. Divorced/Separated/Widowed

Number of children in the family

1. One

2. Two

3. Three

4. Four or above
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General Questions
GQI1. Do you have a general opinion of online shopping?

GQ2. In your opinion, what is the best thing about shopping online?
GQ3. What is your frequency of online shopping?

1. Not very often

2. Once a week

3. Two or three times a week
4. Everyday

GQ4. Can you tell me what you usually purchase online?

GQ5. Isit possible to purchase watches online?

GQ6. Have you ever purchased a watch online?

GQ7. In the next six months, do you intend to purchase watches?

GQS8. Would you be interested in purchasing watches online?

GQ9. Do you have any concerns or problems when shopping for watches online?
GQI10. Are you seeing any trends in the online shopping especially in watches industry?

Competitor Questions.
CQl. In comparison to retail stores, what are the advantages of shopping online for watches?

CQ2. Is there any way to improve online shopping to give it a competitive edge over traditional
retail stores?

Improvements & Dissatisfaction Questions
IDQ1. How significant is your problem or concern with online shopping? Is there a cause for this
problem?

IDQ?2. If you were considering purchasing watches online, would you consult others via social
media?

IDQ3. Are you interested in receiving recommendations from watch KOLs?
IDQ4. Are there any strengths or weaknesses in following the recommendations of watch KOLs?

IDQ5. How do you choose to purchase a watch online? Do you prefer to buy a watch based on
your own taste or would you prefer to follow the recommendation of a KOL?

IDQ6. Despite not having any initiative to buy a new watch, are you inclined to consider
purchasing the watch recommended by the KOL?
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IDQ7. Could you recommend to others the KOL you follow when they are considering purchasing
a timepiece?

IDQ8. Do you have any core values and beliefs that make you prefer to purchase watches online
rather than in a physical store?

IDQY. Is there anything else that influences or motivates you to purchase a watch online that
wasn't mentioned above?

Overall Usage and Opinion Questions
UOI. Could you please describe the factors that influenced you to purchase a watch?

UO2. Over the past 12 months, what changes have you observed in your opinion of online watch
shopping?

UO3. If you were to purchase a watch online, what expectations would you have? Can you
describe it?

UO4. Are you planning to purchase another watch online in the upcoming year or will you be
using online channels more frequently to obtain information? Why or why not?

UOS. How much would you be willing to spend if you purchased a watch online? What are the
maximum amounts? And why?

Probing Questions
PQI. How likely are you to choose to buy a watch online? What are your reasons for doing so?

PQ2. Why do you have such specific expectations when purchasing watches online as you
mentioned above?

PQ3. How satisfied are you with your online watch shopping experience?
PQ4. How likely are you to recommend online shopping for watches to a friend?
PQS5. Would you consider purchasing a watch online for HK$20,000? Why or why not?

PQ6. Did you ever purchase a watch online?

END
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Appendix F

Final Survey:
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