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Abstract
In the landscape of online retail, understanding the intricate dynamics that influence consumer purchase intention is paramount. This research conducts a comprehensive investigation within the context of online clothing shopping in Hong Kong, a dynamic and competitive market. Employing a multi-dimensional framework, the study scrutinizes the roles of trust, perceived benefit, subjective norm, electronic word-of-mouth (eWOM), and website design. 

The findings underscore the pivotal role of trust in shaping consumers' purchase intentions. Perceived benefit emerges as a critical factor, highlighting the importance of perceived value and utility in consumer decision-making processes. Subjective norm, influenced by social circles and peer recommendations, exerts a notable influence. Additionally, electronic word-of-mouth amplifies the impact of social influence, solidifying its significance in the online shopping paradigm. Moreover, website design elements significantly affect consumer perceptions and subsequently, purchase intentions.

This study not only enriches academic discourse but also provides actionable insights for businesses operating in the online clothing retail sector. By honing strategies to cultivate trust, enhance perceived benefit, leverage subjective norms, optimize eWOM strategies, and refine website design, businesses can fortify their position in this dynamic market, ultimately fostering greater consumer satisfaction and loyalty.
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[bookmark: _Toc150525395]Chapter 1: Introduction 
This study delves into the intricate dynamics of consumer purchase intention within the realm of online clothing shopping in Hong Kong. By dissecting factors such as trust, perceived benefit, subjective norm, electronic word-of-mouth (eWOM), and website design, this study aim to unravel the underlying influences that guide consumers' decisions. Understanding these elements is pivotal in deciphering the nuances of online consumer behavior and can provide valuable insights for businesses operating in this vibrant market.

[bookmark: _Toc150525396]1.1 Research background 
In recent years, the global retail industry has witnessed substantial changes, primarily propelled by the surge of e-commerce. Thanks to technological advancements and higher internet accessibility, online shopping has gained immense popularity among consumers on a global scale. This change in consumer behavior is also evident in Hong Kong, where the online retail sector has seen remarkable expansion.

According to industry reports, global online sales have been steadily rising over the past decade, indicating a shift in consumer preferences towards online shopping. For instance, in 2021, global e-commerce sales reached a staggering $5.21 trillion, expected reached $6.31 trillion, representing a significant increase from previous years (Statista, 2021). This trend is attributed to the convenience, variety, and competitive pricing offered by online retailers.

In Hong Kong, the online retail market has also witnessed remarkable growth. Despite being a relatively small market, the adoption of online shopping in Hong Kong has been steadily increasing. The convenience of browsing and purchasing products from the comfort of one's home, along with the availability of a wide range of choices, has fueled the growth of online sales in the region. According to a press release by the Hong Kong Census and Statistics Department, the value of total online retail sales in Hong Kong increased by 20.8% in 2022, reaching HKD 34.6 billion (The Government of the Hong Kong Special Administrative Region Press Releases, 2023). 

The exponential growth of e-commerce has undeniably disrupted the traditional landscape of clothing retail in Hong Kong, leaving physical stores struggling to survive. The sales volume of clothing, footwear, and allied products in March 2023 increased by 136% year-on-year (Census and Statistics Department, 2023). As online shopping gains traction, brick-and-mortar establishments are experiencing a sharp decline in foot traffic and revenue. The COVID-19 pandemic has only exacerbated this predicament, pushing consumers further towards the convenience and safety of online platforms (Statista, 2023). Startling statistics from a survey conducted by Statista reveal that an alarming 31% of respondents in Hong Kong have drastically increased their online shopping frequency since the outbreak of the pandemic (Statista, 2021). 

However, despite the growing popularity of online clothing shopping in Hong Kong, the market remains highly competitive and challenging. Local retailers face intense competition from global e-commerce giants, who have entered the Hong Kong market and captured a significant share of online sales. Moreover, consumers' purchase decisions are influenced by various factors such as trust in online platforms, perceived benefits of online shopping, subjective norms, electronic word-of-mouth recommendations and website design.

Comprehending the diverse factors that influence consumers' intent to purchase in the realm of online clothing shopping is imperative for online retailers and marketers striving to engage consumers effectively, boost sales, and foster customer loyalty. This study will concentrate specifically on investigating five pivotal elements: Trust, Perceived Benefit, Subjective Norm, Electronic Word-of-Mouth (eWOM), and Website Design.

The inclusion of these variables in the research model is based on their theoretical significance and supported by previous empirical studies. Trust has been identified as a pivotal element influencing consumer purchase intention in the realm of online shopping (Jadil et al., 2022). Perceived benefit has demonstrated a substantial impact on consumer purchase intention, particularly in the context of online clothing shopping (Kim et al., 2008; Bhatti & Rehman, 2019). Subjective norm, serving as an indicator of social influence, has been found to exert influence on consumer behavior in the online shopping domain (Aslan, 2023; Lim et al., 2016). Additionally, eWOM is recognized as a crucial element influencing the intention of consumers to make a purchase, with positive word-of-mouth recommendations bolstering consumer confidence and trust (Cheung & Thadani, 2012; Farzin & Fattahi, 2018; Kudeshia & Kumar, 2017). Furthermore, Website Design, encompassing elements such as usability, visual appeal, and information presentation, has been shown to impact consumer purchase intention in online shopping (Abd Rashid et al., 2023; Sam & Tahir, 2013; Wen, 2012).

[bookmark: _Toc150525397]1.2 Research objectives
The objective of this study is to examine the factors influencing consumer purchase intention in the context of online clothing shopping in Hong Kong. Specifically, the research aims to investigate the impact of trust, perceived benefit, subjective norm, electronic word-of-mouth (eWOM), and website design on consumer purchase intention. By exploring the relationships and interactions between these variables, the study seeks to provide valuable insights into the underlying mechanisms that drive consumers' decision-making processes in online clothing shopping.

By conducting an in-depth examination of these elements, this research endeavors to augment the current knowledge base by offering a more profound insight into the factors shaping consumer intent to purchase in the realm of online clothing shopping. The insights garnered from this study can be invaluable for online apparel vendors in Hong Kong, enabling them to formulate strategies that elevate the overall shopping journey, subsequently fostering higher customer contentment, loyalty, and business prosperity.

This study aims to address specific objectives in the context of online clothing shopping. It seeks to understand how trust, perceived benefit, subjective norm, electronic word-of-mouth (eWOM), and website design influence consumer purchase intention. By examining these factors, the research endeavors to offer valuable insights into the dynamics of consumer behavior in online clothing shopping environments.

By achieving these goals, this study seeks to offer a thorough comprehension of the elements impacting consumer intent to purchase in the online clothing shopping sphere within Hong Kong. The research outcomes will benefit both academic understanding and offer practical guidance for online clothing vendors. This will empower them to gain deeper insights into consumer decision-making and craft tailored approaches for customer acquisition and retention.

[bookmark: _Toc150525398]1.3 Research questions and hypotheses
This study seeks to investigate the determinants of consumer purchase intention in the context of online clothing shopping in Hong Kong. The specific research inquiries are outlined as follows:

1. What is the influence of trust on consumer purchase intention in online clothing shopping in Hong Kong?
2. How does perceived benefit affect consumer purchase intention in online clothing shopping in Hong Kong?
3. To what extent does subjective norm influence consumer purchase intention in online clothing shopping in Hong Kong?
4. What is the impact of eWOM on consumer purchase intention in online clothing shopping in Hong Kong?
5. How does website design influence consumer purchase intention in online clothing shopping in Hong Kong?

[bookmark: _Toc150525399] 1.4 Importance of the study
Studying the determinants of consumer purchase intent in online clothing shopping in Hong Kong is of paramount importance for several compelling reasons. Firstly, the Hong Kong market boasts a thriving fashion industry and discerning consumer tastes. Gaining insight into the factors shaping online clothing purchase intent can offer valuable perspectives on consumer behavior and preferences within this distinct market.

Secondly, identifying the factors influencing consumers' purchase intention can be advantageous for online retailers and marketers. By understanding these factors, they can tailor their marketing strategies and online platforms to meet consumers' expectations and needs, thus increasing the likelihood of successful online transactions.

Furthermore, this research enhances the current understanding of online consumer behavior by delving into the distinctive context of online clothing shopping in Hong Kong. While previous studies have explored factors influencing online shopping behavior in general, there is a need for research specifically focused on the clothing sector in this specific market.

[bookmark: _Toc150525400] 1.5 Research process
The study will employ a quantitative research design to explore the determinants of consumer purchase intention in online clothing shopping in Hong Kong. Quantitative research design is distinguished by its focus on objective measurements, statistical analysis, and the establishment of causal relationships between variables. This approach facilitates the collection of numerical data, which can be subjected to statistical techniques for analyzing relationships between variables and testing hypotheses (Östlund et al., 2011).

Understanding the various elements that impact consumers' purchasing intentions in the online clothing shopping domain is crucial for online retailers and marketers aiming to engage consumers effectively, increase sales, and cultivate customer loyalty. This study will specifically focus on examining five key factors: Trust, Perceived Benefit, Subjective Norm, Electronic Word-of-Mouth (eWOM), and Website Design.

Based on the findings from the literature review, a research model will be developed, depicting the relationships between trust, perceived benefit, subjective norm, eWOM, website design, and consumer purchase intention. Hypotheses will be formulated to guide the data collection and analysis process.

This study will focus on online clothing shoppers in Hong Kong as the target population. The survey participants will be selected using an appropriate sampling method, such as snowball sampling. The determination of the sample size will be guided by statistical considerations and the desired level of precision.

Structured questionnaire surveys will be utilized to gather data. The survey instrument will be developed based on validated scales and measures from previous studies. The questionnaire will capture data on the variables of interest, including trust, perceived benefit, subjective norm, eWOM, website design, and consumer purchase intention. A meticulous plan will be devised for the survey administration process to uphold data quality and reliability.

The collected data will undergo comprehensive statistical analysis employing appropriate techniques. Descriptive statistics will be employed to provide a summary of participant demographics and response distribution. Additionally, correlation analysis will be utilized to investigate the relationships between variables. Regression analysis will be conducted to assess the degree to which the independent variables (trust, perceived benefit, subjective norm, eWOM, website design) predict the dependent variable (consumer purchase intention).

The analysis and discourse of the research outcomes will be congruent with the research objectives and established literature. An examination of the ramifications of these findings will be carried out, underscoring the practical significance and theoretical contributions of the study.

The study will culminate by summarizing the primary findings, reinforcing their implications, and underscoring the contributions to the field. The conclusion will also contemplate the research process and accentuate any recommendations for online clothing retailers in Hong Kong derived from the study's findings (Figure 1).

Figure 1: Flowchart of the thesis
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Source: Created by author



[bookmark: _Toc150525401][bookmark: _Hlk145246290]Chapter 2: Literature Review
In recent years, the surge in online shopping has reshaped the retail landscape, with a notable impact on the domain of online clothing shopping. Consumers are increasingly relying on the internet to procure apparel and accessories. The exploration of factors influencing consumer purchase intention in online clothing shopping becomes particularly compelling in Hong Kong, given its vibrant fashion industry and tech-savvy population. This literature review aims to scrutinize and synthesize existing research on the crucial factors affecting consumer purchase intention in this context, with a specific focus on trust, perceived benefit, subjective norm, electronic word-of-mouth (eWOM), and website design.

[bookmark: _Toc150525402]2.1 Construct and measurement of Trust
Trust significantly impacts consumers' decision-making in online shopping, particularly in the context of purchasing clothing. Numerous studies have affirmed that trust fosters positive consumer purchase intentions (Bhattacherjee 2002; Eastlick & Lotz 2011; Hong & Kim 2012; Hsu et al., 2014; Wang & Emurian 2005). Nevertheless, for more region-specific and pertinent recommendations in the distinctive online clothing market of Hong Kong, a localized study is imperative, building upon the insights from existing research.

Trust refers to consumers' confidence in the online travel community and the trustworthiness of the information and interactions within the community (Agag & El-Masry, 2016). It highlighted trust as consumers' confidence in the online community and the trustworthiness of the information and interactions occurring within that community. While originally designed for the online travel sector, the core concept remains transferrable and insightful for this study. Trust in the context of online clothing shopping equally hinges on consumers' belief in the digital environment and their assurance in the credibility and reliability of the information and interactions within this sphere. By adopting this construct, this study can delve into how consumers' trust in the online clothing shopping community influences their intention to purchase. This not only adds depth to the understanding of consumer behavior in Hong Kong but also elucidates how trust plays a pivotal role in shaping purchase intentions within the dynamic e-commerce landscape. 

Buyers' trust entails anticipating both competence and benevolence from the seller. Competence is frequently assessed based on tangible attributes of the online system, such as the firm's size and reputation. (Singh & Srivastava, 2018). The statement provides valuable insights derived from an Indian perspective. According to their framework, trust among buyers implies anticipating both competence and benevolence from the seller. Notably, competence is frequently gauged by tangible attributes of the online system, including the firm's size and reputation. This construct can be readily applied to this study, offering a comprehensive view of trust. In the context of online clothing shopping, consumers must have trust not only in the competence of the online sellers but also in their goodwill. Therefore, examining how consumers perceive the competence and benevolence of online clothing retailers in Hong Kong is essential. By utilizing this construct, this study can investigate how the perceived competence and benevolence of sellers affect consumer trust and, subsequently, purchase intentions. This approach sheds light on the nuanced dynamics of trust in the e-commerce domain, providing a well-rounded perspective on factors influencing consumer behavior in Hong Kong's online clothing market.

The concept of trust in the online channel has been defined in two ways: as a belief, involving expectations about a partner's trustworthiness, and as a behavioral intention or behavior indicating dependence on a partner. (Silva et al., 2019). It presents a comprehensive perspective on trust, conceptualizing it as both a belief and a behavioral intention. The belief aspect involves an expectation about a partner's trustworthiness, which can be particularly relevant to this study. In the context of online clothing shopping, consumers form beliefs about the trustworthiness of online retailers. These beliefs influence their intentions and behaviors. The behavioral intention dimension, where trust is seen as reflecting reliance on a partner, aligns with the idea that consumers in Hong Kong place their trust in online clothing retailers when making purchase decisions. By integrating this construct into this study which can explore how these dual aspects of trust (belief and reliance) manifest in the online clothing shopping context. Analyzing how consumers in Hong Kong form trust beliefs and the subsequent reliance on online clothing retailers can offer critical insights into the factors affecting consumer purchase intention.

As a consumer, acting in the role of a trustor, one encounters a situation fraught with potential risks. This involves using the Internet to convey their preferences to an e-vendor and divulging personal information. Additionally, they must select a payment method. In this context, the consumer places their trust in the website, expecting it to serve as a dependable platform for the transaction. Furthermore, they anticipate the e-vendor to conduct the transaction with honesty and professionalism when fulfilling their purchase request (Qalati et al., 2021).

This perspective sheds significant light on the concept of trust, particularly emphasizing the consumer's role as a trustor in an environment where risks are prevalent. Trust assumes paramount importance when consumers utilize the Internet to communicate with e-vendors, share sensitive information, and make payment choices. In this dynamic, consumers, as trustors, rely on online clothing shopping platforms to provide a secure and reliable space for their transactions. They also hold expectations for e-vendors to uphold principles of honesty and professionalism while fulfilling their purchase requests. The inclusion of this trust component in the study is crucial, considering that online clothing shopping involves consumers navigating a digital landscape to meet their needs. Examining how trust functions in this scenario, where risks are inherent, can yield invaluable insights into the mindset of Hong Kong consumers when it comes to online clothing purchases.

Al-Adwan et al. (2022) offer a unique perspective on trust by characterizing it as the customer's personal belief in the e-retailer's ability to fulfill their transactional commitments. This perspective is particularly valuable for this study because it centers on the customer's confidence in the retailer's ability to meet their expectations. In a high-uncertainty-avoidance society like Hong Kong, trust in e-retailers' transactional commitments plays a vital role. By focusing on this aspect of trust, this study can explore how the perceived reliability and dependability of e-retailers influence consumer purchase intentions. Understanding how customers perceive an e-retailer's capacity to fulfill commitments is crucial in a market with high uncertainty avoidance, as it directly impacts their trust and, consequently, their willingness to make online clothing purchases.

Jadil et al. (2022) categorize trust into three key dimensions: trusting belief, trusting attitude, and trusting intention. This comprehensive framework for understanding trust aligns seamlessly with the in-depth exploration of factors impacting consumer purchase intentions. The inclusion of trusting belief, which revolves around consumers' core convictions in the trustworthiness of online clothing retailers, holds significant weight. Trusting attitude, concerning consumers' perceptions of the retailer's credibility and reliability, offers valuable insights into how elements like website design and eWOM influence trust. Moreover, trusting intention, focusing on consumers' actual intentions to trust and make a purchase, directly links to the core objectives of this study. By embracing these dimensions, this research can uncover deeper insights into the complexities of trust in the realm of online clothing shopping in Hong Kong.

Overall, trust is a fundamental factor that influences consumers' online shopping decisions, and understanding its dynamics can help businesses establish credibility and foster positive consumer attitudes and intentions. 

Table 1: Definition of Trust
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Source: Created by author

Therefore, it can hypothesize that: 
Hypothesis 1: Trust positively influences consumer purchase intention in online clothing shopping in Hong Kong (Table 1).

[bookmark: _Hlk145246314][bookmark: _Toc150525403][bookmark: _Hlk148913896][bookmark: _Hlk148913855]2.2 Construct and measurement of Perceived Benefit
Perceived benefit pertains to consumers' perception of the positive outcomes and advantages they anticipate from participating in online clothing shopping. This encompasses factors such as the value and functionality that customers believe they can derive from using the products or services offered (Zhao et al., 2020). Extensive research consistently indicates that perceived benefit has a positive impact on consumer purchase intention (Al-Debei et al., 2015; Dachyar & Banjarnahor, 2017; Delafrooz et al., 2011; Hsu & Bayarsaikhan, 2012; Kim et al., 2008; Khan et al., 2015; Tanadi et al., 2015; Zhao et al., 2020). Consumers are inclined to participate in online shopping activities when they perceive that it provides enhanced convenience, lower prices, and a more extensive range of options in comparison to traditional brick-and-mortar stores.

Gan & Wang (2017) introduce a valuable perspective by highlighting three essential dimensions of perceived benefit: utilitarian value, hedonic value, and social value. Utilitarian value represents the functional benefits, such as cost-effectiveness and efficiency, that consumers associate with online clothing shopping. Hedonic value encompasses the emotional and sensory pleasure derived from shopping, including the enjoyment of exploring fashion trends. Social value relates to the social interactions, recommendations, and connections within the online shopping community. This multidimensional approach to measuring perceived benefit provides a more nuanced understanding of consumer behavior. Incorporating these dimensions into this study allows for a deeper analysis of how different aspects of perceived benefit influence purchase intentions. It also accounts for the fact that consumers often have varied motivations for online clothing shopping, ranging from seeking practical value to enjoying the social aspects of fashion discussions and recommendations.

The dimensions of value for money, convenience, product quality, variety, accessibility, and time-saving (Abd Aziz & Abd Wahid, 2018) collectively provide a comprehensive view of the perceived benefits experienced by consumers in the context of online clothing shopping. Value for money emphasizes the significance of cost-effectiveness and the consumer's desire to optimize the value of their purchases. Convenience highlights the ease and adaptability offered by online shopping, allowing consumers to shop at their own convenience. Product quality is crucial in ensuring that consumers receive products that meet their expectations, fostering trust in the online shopping experience. Variety signifies the diverse array of products and styles available, catering to a range of consumer preferences. Accessibility underscores the ability to shop from any location with an internet connection, broadening the accessibility of online clothing stores. Time-saving acknowledges the efficiency of online shopping in comparison to traditional retail methods. By adopting this comprehensive measurement framework, this study can delve into the intricate web of factors influencing consumer purchase intentions in the online clothing shopping market in Hong Kong. These dimensions enable the study to assess the specific advantages perceived by consumers in the online clothing shopping environment, and how these perceived benefits interact with trust, subjective norms, eWOM, and website design to shape purchase intentions.

Convenience and product variety (Bhatti & Rehman, 2019). It introduces two fundamental dimensions that are particularly relevant to this study on online clothing shopping in Hong Kong: convenience and product variety. Convenience, a cornerstone of online shopping, refers to the ease and efficiency of purchasing clothing items through digital platforms. It is essential to grasp how convenience translates in a fast-paced and digitally connected environment like Hong Kong. Consumers often turn to online shopping for its inherent convenience, especially when seeking clothing items. Product variety reflects the diverse range of clothing options available to consumers. In the context of Hong Kong, a cosmopolitan city with a myriad of fashion tastes and preferences, understanding how a wide product variety impacts consumer purchase intentions can be instrumental. Including these dimensions in this study is crucial, as they mirror the core considerations for consumers when buying clothing online. It is essential to recognize how these dimensions impact consumer behavior in a unique market like Hong Kong, characterized by its diverse fashion landscape, hectic urban lifestyle, and tech-savvy population.

Silva et al. (2019) have extensively explored the concept of Perceived Benefit, which encompasses dimensions highly pertinent to this study on online clothing shopping in Hong Kong. They underscore the importance of convenience, cost-effectiveness, variety, and the intricate relationship between perceived risks and trust within the online shopping sphere. These dimensions play a pivotal role in comprehending the determinants of consumer purchase intentions and behavior. Specifically, convenience, a critical factor, denotes the ease and accessibility associated with online clothing shopping. Given the fast-paced urban environment of Hong Kong, where time is a valuable commodity, it is imperative to investigate how the convenience of online shopping impacts consumers seeking efficient avenues for acquiring clothing. Cost-effectiveness pertains to the value consumers perceive when shopping for clothing online. Given the financial considerations of many Hong Kong residents, understanding how cost-effectiveness influences their purchasing decisions is pivotal. Variety is another crucial dimension, especially in a diverse and fashion-forward market like Hong Kong. The city's residents have a wide range of tastes, and having diverse clothing options available online can significantly affect their purchase intentions. Additionally, considering perceived risks and trust in the online shopping environment is insightful. Trust, a central element of this study, can be influenced by perceived benefits and risks. Assessing these two elements together provides a more comprehensive understanding of how consumers make choices when buying clothing online. Integrating these dimensions into this study not only enhances its comprehensiveness but also strengthens the connection between Perceived Benefit, Trust, and Purchase Intention. It's critical to recognize how these dimensions are particularly influential in the context of Hong Kong, where consumers face unique challenges and opportunities in the online clothing shopping landscape

Price discount, Convenience, Easy, Enjoyment (Ahmad et al., 2020). It emphasizes several dimensions that are pertinent to this research, including price discounts, convenience, ease of use, and enjoyment. These dimensions, when integrated into this study, can significantly contribute to understanding the factors influencing consumer purchase intentions in the context of online clothing shopping. Price discount, a key component, reflects how consumers perceive financial advantages when shopping online. In a city known for its vibrant fashion scene like Hong Kong, price sensitivity is a crucial aspect to consider. Understanding how price discounts affect purchase intentions can shed light on consumer behavior in this competitive market. Convenience, another dimension, is highly relevant, especially in a fast-paced urban environment like Hong Kong. Consumers are increasingly seeking convenient ways to shop for clothing. Analyzing how convenience influences their purchase intentions provides valuable insights for retailers in this region. Ease of use pertains to the user-friendliness of online shopping platforms. In a market where consumers are tech-savvy and have high expectations for digital experiences, ensuring that online clothing platforms are user-friendly is vital. This dimension can significantly impact consumers' intentions to make purchases online. Enjoyment reflects the pleasure and satisfaction that consumers derive from the online shopping experience. In a fashion-forward city like Hong Kong, the enjoyment factor can be a significant driver of purchase intentions. When consumers find online shopping enjoyable, they are more likely to make purchases. Incorporating these dimensions into this study enhances its depth and relevance to the Hong Kong context. Additionally, it strengthens the relationship between Perceived Benefit and Purchase Intention, providing a nuanced understanding of how consumers in this region decide to shop for clothing online.

Perceived Benefit, as defined by Zhao et al. (2020), pertains to the value or functionality that customers can derive from a product or service through its usage. It encompasses the value or functionality offered by a product or service that customers can obtain through utilization. The concept of Perceived Benefit is intrinsically tied to consumers' motivations for shopping online for clothing. It underscores the idea that consumers are seeking tangible advantages when they choose to make online purchases. In the case of Hong Kong, a dynamic and fashion-conscious market, understanding these advantages is pivotal. The definition aligns with this study’s hypothesis, which posits that Perceived Benefit positively influences Consumer Purchase Intention. By emphasizing that Perceived Benefit relates to the value and functionality that customers expect, this study can delve into the specific attributes that are valued by consumers in Hong Kong when shopping for clothing online. This could include factors like price competitiveness, product variety, convenience, or the uniqueness of online offerings, all of which are highly relevant in this market.

Table 2: Definition of Perceived Benefit
[image: ]
Source: Created by author

Therefore, it can hypothesize that: 
Hypothesis 2: Perceived benefit positively influences consumer purchase intention in online clothing shopping in Hong Kong (Table 2). 

[bookmark: _Toc150525404][bookmark: _Hlk145246328]2.3 Construct and measurement of Subjective Norm
Subjective norm refers to the perceived social pressure or influence that consumers experience in relation to their online shopping behavior. It represents the extent to which individuals perceive social connections and their expectations regarding the use of online shopping (Singh & Srivastava, 2018). Research has consistently shown that subjective norm significantly influences consumer purchase intention in the context of online clothing shopping (Al-masaeed et al., 2021; Aslan, 2023; Jin et al., 2015; Ketabi et al., 2014; Ramadania & Braridwan, 2019; Sin et al., 2012). However, it is important to note that these studies primarily focus on broader consumer behavior and may not capture specific nuances that apply to the Hong Kong market. Thus, a local study in Hong Kong is needed to gain insights tailored to the unique preferences and characteristics of its online clothing shoppers.

Subjective Norm, as outlined by Lim et al. (2016), refers to the perceived social pressure regarding the execution or avoidance of a particular behavior. Specifically, in the context of this study, it relates to the perceived social pressure influencing the decision to engage in online shopping for clothing. This construct is particularly relevant to this research, where this study aims to investigate the factors influencing Consumer Purchase Intention in the context of online clothing shopping. Subjective Norm directly relates to how external influences, such as recommendations from friends, family, or social networks, impact a consumer's intention to purchase online clothing. In the context of Hong Kong, a market known for its emphasis on social connections and trends, the construct of Subjective Norm takes on significant importance. It suggests that consumers in Hong Kong may be significantly influenced by the opinions, recommendations, and behaviors of their peers and social circles when making online clothing purchasing decisions.

The perceived social pressure or influence that individuals experience from significant others, including family, friends, colleagues, and society in general, concerning their online purchase behavior (Hasbullah et al., 2016). It delves into the perceived influence from significant others, including family, friends, colleagues, and society as a whole, regarding an individual's online shopping behavior. In the context of this study, which focuses on examining various factors influencing consumer purchase intention in online clothing shopping, Subjective Norm becomes a critical element. Understanding how social pressures and the opinions of important individuals affect the intentions of consumers to make purchases is central to the overall research. Analyzing Subjective Norm in this manner allows for a comprehensive exploration of the interplay between individual decision-making and external influences. Additionally, it aligns with this broader research objectives, aiding in the investigation of how trust, perceived benefits, eWOM, and website design impact consumers' intentions in this specific market. The measurement of Subjective Norm, based on Hasbullah et al., provides a solid theoretical foundation to underpin the hypothesis that social pressures significantly affect consumers' purchase intentions in the online clothing shopping sector in Hong Kong. This construct offers a lens through which this study can analyze the dynamic interrelationships between individuals and their social networks, ultimately contributing to a more holistic understanding of consumer behavior in the digital marketplace.

Subjective Norm, as defined by Ha and Nguyen (2019), represents an individual's perception of the social influences that shape their decision to engage in or refrain from specific behavior, specifically in the context of online shopping. This concept emphasizes the significance of peer influence in molding consumer intentions regarding online shopping activities. It underscores how a person's social network, comprising friends and colleagues, plays a pivotal role in influencing their choices. By adopting Ha and Nguyen's conceptualization of Subjective Norm, this study can effectively test the hypothesis that social pressures and opinions from referent groups significantly impact consumers' purchase intentions in the realm of online clothing shopping.

Subjective Norm is characterized as the social pressure perceived by the subject from its social connections regarding the adoption of online shopping (Singh & Srivastava, 2018). This concept encompasses the impact of social pressures originating from an individual's social connections concerning the adoption of online shopping. The concept of Subjective Norm by Singh & Srivastava holds significance for this study in various aspects. First, it provides a framework to analyze the role of friends, family, and other social connections in shaping the decisions of consumers in the online clothing shopping market of Hong Kong. Understanding how social pressures affect purchase intentions is crucial, especially in a market as diverse and dynamic as Hong Kong. Additionally, it allows this study to explore how these social pressures might differ based on product types. As the definition does not specify any product-specific constraints, it offers flexibility to investigate how Subjective Norm varies concerning different categories of clothing or fashion items. This is particularly relevant since different product types might attract varied levels of social influence.

Social pressures influencing an individual's choice to either engage in or refrain from specific behaviors (Hasan & Suciarto, 2020). It defined as the social pressure’s individuals perceive concerning their decisions to engage in specific behaviors, Subjective Norm opens a window into understanding how external influences shape consumer choices. However, the source of this definition pertains to organic food purchase intentions. While the general concept of subjective norms applies broadly, the specific context might not be entirely transferable to the online clothing shopping context. Therefore, conducting the surveys with potential consumers in Hong Kong, to understand their perceptions of subjective norms related to online clothing shopping. This primary data can be used to create a context-specific definition.

Determined by an individual's perception of what actions should or should not be taken, influenced by the potential rewards or punishments associated with such behavior (Peña-García et al., 2020). This sentence offers a concise and clear definition of subjective norm by emphasizing the role of an individual's perception and how it is influenced by the anticipation of rewards or punishments. It highlights the psychological aspect of subjective norm, making it easier to comprehend and apply in various contexts. While the definition is straightforward, it might be overly simplified. Subjective norm is a complex psychological construct influenced by social, cultural, and personal factors beyond just rewards and punishments. This definition doesn't fully capture the nuances and intricacies of how societal pressures and norms affect individual behavior. A more comprehensive definition would provide a more holistic understanding.

Table 3: Definition of Subjective Norm
[image: ]
Source: Created by author

Therefore, it can hypothesize that: 
Hypothesis 3: Subjective norm positively influences consumer purchase intention in online clothing shopping in Hong Kong (Table 3).

[bookmark: _Hlk145246338][bookmark: _Hlk148970878][bookmark: _Toc150525405]2.4 Construct and measurement of Electronic Word-of-Mouth (eWOM)
Electronic Word-of-Mouth (eWOM) is prevalent across diverse platforms such as social media, review websites, and online forums. Substantial research consistently affirms the substantial influence of eWOM on consumer purchase intention (Alhidari & Paswan, 2015; Rahman et al., 2020; Saleem et al., 2022; Sardar et al., 2021; Siddiqui et al., 2021). Given its continued prominence in shaping consumer behavior, it is crucial to delve into the myriad factors and mechanisms that underlie its impact, offering valuable insights pertinent to this study's focus on online clothing shopping in Hong Kong.

Any positive or negative communication disseminated by potential, current, or former customers regarding a brand or organization, capable of reaching a vast audience via the internet (Kala & Chaubey, 2018). This statement adeptly acknowledges both the positive and negative aspects of eWOM, while underscoring its extensive reach, which can sway not just individuals but also organizations. This inclusive description provides a more nuanced comprehension of eWOM's influence on brand perception and purchasing decisions.

Involving informal interactions among consumers through various online media to discuss the positive or negative attributes of goods, services, or even producers or sellers (Nuseir, 2019). This sentence succinctly defines e-WOM, emphasizing its informal nature and how it involves consumers discussing various aspects of products, services, and even the entities behind them. The definition makes it clear that e-WOM is not limited to just positive traits but encompasses both positive and negative characteristics, providing a well-rounded understanding.

eWOM, according to Al-Ja’afreh and Al-Adaileh in 2020, refers to statements made by potential, current, or former customers about a product or company, disseminated to a wide audience through the Internet. This definition emphasizes that eWOM comprises consumer-generated content shared online, wielding significant influence over how individuals perceive products or companies. Typically, eWOM encompasses reviews, ratings, comments, and discussions pertaining to products and brands. It holds considerable sway in shaping consumer purchase intentions and frequently serves as a vital source of information and social validation for online shoppers. This definition excels in its conciseness, succinctly capturing the key components of eWOM: the source (customers), the subject (product or company), and the medium (the Internet).

As the internet evolved, consumers gained the ability to easily share their opinions, whether positive or negative. This phenomenon, known as electronic word of mouth, has become a significant factor in consumer interactions (Muniweera et al., 2020). eWOM represents the collective feedback, both positive and negative, shared among consumers in the digital realm. The digital age has facilitated seamless interactions between consumers, providing them with a platform to express their experiences and opinions about products, brands, and retailers. It highlights that it can encompass both positive and negative sentiments. This is essential for this study, as it acknowledges the potential impact of both favorable and unfavorable eWOM on consumer purchase intentions.

eWOM is described as "any favorable or unfavorable statement made by potential, current, or past customers about a product or company, which is disseminated to a wide audience through the Internet" (Bilal et al., 2021). It offers a comprehensive view of eWOM that is applicable to various contexts, including this study. It acknowledges the diversity of eWOM, spanning from endorsements and positive recommendations to criticisms and negative reviews. Such inclusivity is advantageous for this research, as it recognizes the varying nature of eWOM within the online clothing shopping sector. However, for the specific focus of this study, which delves into the online clothing shopping landscape in Hong Kong, this study need to consider whether this definition provides ample cultural and geographical context. Since consumer behaviors and the impact of eWOM can vary across regions and cultures, evaluating how this definition aligns with the specifics of this case study would be beneficial. Additionally, this study could investigate the role of local platforms and influencers in eWOM within the Hong Kong context, as these factors can significantly influence consumer purchase intentions.

Source credibility, source style, argument quality, and homophily collectively characterize eWOM as the positive or negative statements expressed by existing, former, or potential customers about a specific product or company, with this information being readily available online (Daowd et al., 2021). It captures the essence of eWOM and its significance in today's digital age. It underscores that eWOM can take various forms, including reviews, recommendations, criticisms, and discussions, all of which can sway consumer decisions. The inclusion of source credibility, source style, argument quality, and homophily as factors affecting eWOM credibility is also noteworthy, as it offers a holistic view of the construct and its determinants. However, when applying this definition and considering the mentioned factors to this case study in Hong Kong, it's crucial to assess whether these aspects hold similar weight and significance in this study specific context. Factors such as culture, local influencers, and specific online platforms can influence the credibility and impact of eWOM in this region. Therefore, further research is needed to explore how these Hong Kong-specific elements interplay with eWOM to shape consumer purchase intentions.

Table 4: Definition of Electronic Word-of-Mouth
[image: ]
Source: Created by author

Therefore, it can hypothesize that: 
Hypothesis 4: eWOM positively influences consumer purchase intention in online clothing shopping in Hong Kong (Table 4).

[bookmark: _Hlk148975180][bookmark: _Hlk145246353][bookmark: _Toc150525406]2.5 Construct and measurement of Website Design
An effectively designed website not only instills trust in the online retailer but also streamlines the process of browsing and evaluating products, ultimately enhancing the overall shopping experience (Kouser et al. 2018). Elements such as the quality of information and the overall design, encompassing factors like color scheme, imagery, and layout, collectively contribute to crafting an interactive and user-friendly online shopping platform (Ganguly et al. 2010). Research consistently underscores the impact of website attributes like usability, visual appeal, navigation, and information presentation on consumers' purchase intentions in the realm of online clothing shopping (Akar & Nasir, 2015). Nonetheless, it's important to acknowledge that while these studies provide valuable insights (Shaouf et al. 2016), further research, particularly in the specific context of online clothing shopping in Hong Kong, is warranted to gain a deeper understanding of the distinctive factors influencing consumer behavior in this locale (Mohd Sam & Tahir, 2009).

Web content encompasses various elements like text, images, graphics, layout, sound, and potentially even scent, highlighting the pivotal role of making well-informed decisions about web content for effective web design (Sam & Tahir, 2013). This emphasizes the critical influence that a website's design and content wield over the user experience, ultimately impacting the consumer's intent to make a purchase. Considerations such as user interface, visual appeal, content relevance, and interactivity all hold significant relevance in the context of examining online clothing shopping in Hong Kong. However, it's crucial to acknowledge that the importance of specific elements within website design may be contingent on cultural and regional factors. Given Hong Kong's unique fusion of Western and Eastern influences, distinct preferences and expectations regarding website design may exist. Therefore, it is imperative to delve into how the intricacies of Hong Kong's consumer culture intersect with broader aspects of website design to effectively shape purchase intentions.

Design and Visual Appeal, Innovativeness (Dedeke, 2016). It highlights these aspects, indicating that website design, encompassing both visual appeal and innovativeness, is a crucial factor influencing purchase intentions. In the context of online clothing shopping in Hong Kong, understanding how design and visual appeal impact consumer behaviors is essential for designing effective e-commerce platforms that resonate with local consumers' preferences and cultural nuances.

Efficiency, user-friendliness, personalization, and a keen understanding of customer needs are emphasized as vital elements in website design that can significantly impact online buyers' purchase intentions, as stated by Lee et al. in 2016. This statement provides a comprehensive overview of key considerations for a successful e-commerce platform. However, it may benefit from a more nuanced examination of cultural and regional nuances, particularly in the context of the specific online clothing shopping landscape in Hong Kong. This customized approach would provide a deeper comprehension of the elements impacting purchase intention in this market.

Refers to the visual and functional aspects of an online store or website that influence consumers' online shopping experiences. It encompasses various elements such as layout, graphics, user interface, navigational structure, organization of information, and overall aesthetics (Kasuma et al., 2020). This definition of website design is its inclusiveness of various elements, such as layout, graphics, user interface, navigational structure, and aesthetics. This comprehensive view acknowledges the multi-faceted nature of website design, which is crucial when studying its influence on consumer behaviors. By considering these diverse aspects, researchers can gain a more holistic understanding of how different design elements collectively impact the online shopping experience and, subsequently, consumer purchase intention. This comprehensive approach is valuable for research seeking to uncover the nuanced ways website design influences online shopping.

The way content is organized on a particular webpage (Al-Gasawneh et al., 2021). It highlights the structural aspect of website design, emphasizing how information is presented and arranged within a web page. This definition can be a valuable component of this literature review on website design. However, it's worth noting that this definition is quite narrow and focuses solely on one aspect of website design. While the organization of content is crucial, it represents only a single facet of a multi-dimensional construct. Therefore, to comprehensively examine the impact of website design on consumer purchase intention, it is necessary to consider a more inclusive definition that encompasses other crucial design elements like layout, visual appeal, user interface, and navigational structure. This broader perspective would offer a more comprehensive understanding of how website design influences consumer behavior in online clothing shopping, particularly in the context of this study in Hong Kong.

Website Design is characterized by the quality of information and the overall design of the website, encompassing factors like the effective use of colors, images/graphics, and size (Abd Rashid et al., 2023). This definition resonates with the objective of this study, which seeks to investigate the impact of website design on consumer purchase intention within the domain of online clothing shopping. The elements highlighted in this construct are critical considerations for online retailers, particularly in the highly competitive e-commerce landscape. The appropriate use of colors and images, along with the overall layout and aesthetics of a website, can significantly impact user experience, trust, and ultimately, purchase intention. However, while this definition is informative, it lacks depth in specifying the aspects of website design that matter most to consumers, such as ease of navigation, mobile responsiveness, or the arrangement of product information. Therefore, it would be beneficial to consider more detailed and comprehensive constructs that address specific design elements proven to influence consumer behaviors, helping to enrich this study's hypotheses and analysis.

Table 5: Definition of Website Design
[image: ]
Source: Created by author

Therefore, it can hypothesize that: 
Hypothesis 5: Website design positively influences consumer purchase intention in online clothing shopping in Hong Kong (Table 5).

[bookmark: _Toc150525407]2.6 Concluding comment
In this comprehensive literature review, this study delved into various constructs crucial for understanding consumer behavior in the context of online clothing shopping in Hong Kong. These constructs, namely Trust, Perceived Benefit, Subjective Norm, Electronic Word-of-Mouth (eWOM), and Website Design, form the foundation of this research. Their significance in shaping purchase intention has been established through extensive studies, although it's important to note that these constructs haven't been extensively explored in the context of the unique Hong Kong market.

The exploration of Trust has shown that it plays a pivotal role in consumers' online shopping decisions. The sense of security, reliability, and credibility offered by e-commerce platforms greatly influences their willingness to engage in online clothing shopping. The literature review provides critical insights into the dimensions and aspects of Trust that need to be considered in this research.

Similarly, the Perceived Benefit is a driving force behind consumers' intentions to purchase clothing online. The perceived advantages, such as convenience, time-saving, and a wide variety of choices, all contribute to their purchase decisions. This construct's importance underscores the need to assess these dimensions in this research to understand their impact on the Hong Kong online clothing shopping landscape.

Subjective Norm is tied to the powerful influence of social pressures and peer recommendations. Understanding how friends, family, colleagues, and society as a whole affect online clothing shopping behavior is essential in the Hong Kong context, given its emphasis on social connections and trends.

The construct of Electronic Word-of-Mouth (eWOM) highlights the significance of customer-generated content in influencing purchase decisions. This review established the dual nature of eWOM, encompassing both positive and negative sentiments, underscoring the importance of assessing the impact of these forms of communication in this research.

Website Design, the final construct, is shown to play a pivotal role in shaping the online shopping experience. A well-designed website that offers ease of navigation, visual appeal, and personalized features contributes to a user-friendly environment, enhancing shopping satisfaction.

The relationship between the literature review and the hypotheses is clear. Each construct highlighted in the literature review informs the research hypotheses. Specifically, all hypotheses will be centered on testing the influence of Trust, Perceived Benefit, Subjective Norm, eWOM, and Website Design on consumer purchase intention in the online clothing shopping market of Hong Kong. The literature review has provided us with a strong foundation to hypothesize how these constructs operate in this specific context. It's crucial to emphasize the importance of conducting research to test these constructs and the relationships to lead to hypothesis testing. While the literature review provides valuable insights and theoretical foundations, empirical research in the Hong Kong market is essential to validate the applicability and significance of these constructs within this specific context. The Hong Kong consumer landscape is dynamic and unique, and this research aims to bridge the gap between existing theories and the actual behavior of consumers in this market.


[bookmark: _Toc150525408]Chapter 3: Research Methodology 
The research methodology section provides a detailed account of the approaches, techniques, and instruments utilized in the study. It encompasses the research design, methods of data collection, participant selection, data analysis, and ethical considerations. This delineation of the chosen methodology offers clarity on how the research aims will be met and ensures the credibility of the results. This dissertation adopts a quantitative research approach to scrutinize consumer purchase intentions in online clothing shopping within Hong Kong. The subsequent sections will furnish an elaborate exposition of each facet of the research methodology.

[bookmark: _Toc150525409]3.1 Research model with hypotheses
[bookmark: _Hlk137399550]In this section, the research model will be presented, outlining the variables (trust, perceived benefit, subjective norm, eWOM, website design) and their hypothesized relationships. By delineating a coherent research model, the study seeks to present a conceptual framework that delves into the determinants shaping consumer purchase intention in the realm of online clothing shopping in Hong Kong (Figure 2).


Figure 2: Research model
[image: ]
Source: Created by author

Hypotheses:
Based on the research questions, the following hypotheses are proposed for further investigation:

[bookmark: _Hlk144680753]Hypothesis 1: Trust positively influences consumer purchase intention in online clothing shopping in Hong Kong

Hypothesis 2: Perceived benefit positively influences consumer purchase intention in online clothing shopping in Hong Kong

Hypothesis 3: Subjective norm positively influences consumer purchase intention in online clothing shopping in Hong Kong 

Hypothesis 4: eWOM positively influences consumer purchase intention in online clothing shopping in Hong Kong 

Hypothesis 5: Website design positively influences consumer purchase intention in online clothing shopping in Hong Kong

[bookmark: _Toc150525410]3.2 Qualitative research vs Quantitative research
Qualitative research is characterized by open-ended, exploratory methods such as interviews or content analysis. It is best suited for gaining a deep understanding of the "why" and "how" behind certain phenomena. While it can provide rich insights into consumer behavior, it might not be as effective in quantifying the impact of specific factors. Also, Qualitative research often involves a smaller, non-random sample. The goal is not generalizability but rather to gain insights and generate hypotheses. This can be limiting when this study objective is to make broad claims about the entire population of online clothing shoppers in Hong Kong.

Quantitative research is more suited for the purpose of understanding and quantify the impact of various factors such as Trust, Perceived Benefit, Subjective Norm, Electronic Word-of-Mouth (eWOM), and Website Design on consumer purchase intention. One key advantage of quantitative research is its potential for generalizability. By collecting data from a larger sample of online clothing shoppers in Hong Kong, this study can make inferences and generalize this study findings to the broader population. This is especially important if the study intend to provide insights or recommendations that can benefit a wide range of stakeholders, such as businesses and policymakers. Additionally, quantitative research allows for hypothesis testing. Given that this study is based on a set of clear constructs and hypotheses, this approach aligns perfectly with this study research objectives. Creating specific, testable hypotheses and use statistical techniques to analyze the data. This not only provides empirical support for the study hypotheses but also allows for the identification of significant relationships and patterns among variables. Furthermore, quantitative research is characterized by its rigorous statistical analysis. This is essential for uncovering the quantitative impact of factors like Trust, Perceived Benefit, Subjective Norm, eWOM, and Website Design on consumer purchase intention. It enables this study to precisely quantify the strength and direction of these relationships, which is crucial for generating valuable insights and contributing to the existing body of knowledge in the field of consumer behavior.

In summary, this study adopts a quantitative research approach, which centers on the objective measurement and analysis of numerical data (Bloomfield & Fisher, 2019). This choice is driven by the benefits it offers in addressing the research questions and testing the proposed hypotheses. By gathering numerical data from a substantial sample size, the study aims to yield statistically robust findings that enhance our comprehension of consumer purchase intention within the realm of online clothing shopping. Employing a survey facilitates the collection of standardized data from a larger sample, ensuring the reliability and applicability of the results (Tourangeau et al., 2019).

[bookmark: _Toc150525411]3.3 Questionnaire survey method 
This refers to the data collection technique used to gather information from respondents. A questionnaire is a structured set of questions designed to obtain specific information from participants. According to Dillman et al., (2014), online surveys provide a convenient and cost-effective way to reach a large number of respondents. It highlights the benefits of using online surveys, including increased response rates, reduced administrative costs, and the ability to collect data quickly and efficiently. Therefore, it is administered through online surveys – Google Forms. The questionnaire survey method focuses on the design and administration of the survey instrument to collect data on variables of interest. Using of online surveys to collect data from participants. To implement online surveys, Google Forms is the online survey platforms. Online survey platforms such as Google Forms, SurveyMonkey, or Qualtrics offer user-friendly interfaces, customizable survey designs, and data management features (Fan & Yan, 2010). Google Forms is a popular and convenient method for administering questionnaires, as it offers several advantages such as cost-effectiveness, ease of distribution, and efficient data collection and analysis.

[bookmark: _Toc150525412]3.4 Design of questionnaire
The questionnaire is a fundamental element of this research study, meticulously crafted to elicit comprehensive insights into the multitude of factors that shape consumer behavior within the realm of online clothing shopping in Hong Kong. Respondents are estimated that their involvement will require approximately 5 to 10 minutes. Respondents are also required to meet specific eligibility criteria. First, participants should be at least 18 years old. Additionally, respondents must be residents of Hong Kong. The privacy and confidentiality of the responses are paramount. All data collected in this study will be meticulously anonymized to prevent the identification of individual respondents. It is essential to emphasize that this survey adheres to stringent academic research standards, and all gathered information will be used exclusively for research purposes. This survey is available in both Chinese and English versions for participants' convenience

[bookmark: _Hlk148995572]The number of questions in the survey will be contingent upon respondents’ previous experiences with online clothing shopping. For those with experience in online clothing shopping (If Yes), respondents will be presented with a series of 32 questions. These questions traverse various dimensions such as Trust, Perceived Benefit, Subjective Norm, Electronic Word-of-Mouth (eWOM), and Website Design. For those without experience in online clothing shopping (If No), they will need to answer 6 questions. While this section is more concise, it is designed to capture a broader perception regarding online clothing shopping. 

The questionnaire is structured into four sections. The first section serves as screening questions, determining participants' prior experiences with online clothing shopping. If respondents answer "YES," they will proceed to Section 2, which is designed to assess their perspectives on five independent variables and one dependent variable, all of which may influence customer purchase intentions. If respondents answer "NO," the survey will redirect to investigate the reasons behind their decision not to engage in online clothing shopping.

For respondents indicating prior experience in online clothing shopping, Section 2 is dedicated to exploring and assessing their opinions on five independent variables and one dependent variable that may influence customer purchase intentions. This section employs Likert scale questions. The Likert scale is a commonly used psychometric tool for gauging people's attitudes or opinions on a topic. It typically ranges from 1 to 7, with 1 representing "Strongly Disagree" and 7 indicating "Strongly Agree." The Likert scale is valued for its ability to provide nuanced insights into participants' views on a subject (Likert, 1932).

[bookmark: _Toc150525413]3.4.1 Design of questionnaire for Trust
The first independent variable under examination in this survey is "Trust." Trust is a key determinant in the online clothing shopping context, influencing customers' purchase intentions (Al-Adwan et al., 2022; Hong & Cha, 2013; Silva et al., 2019). Participants are presented with seven questions that aim to gauge their perceptions of trust in relation to online clothing retailers. 

The objective for Trust Questions is to comprehensively evaluate the influence of trust, encompassing various aspects such as perceived customer interest, promise-keeping, risk perception, fairness in conflict resolution, belief in statements, return policies, and timely product delivery, on consumers' purchase intention when shopping for clothing online. These questions collectively aim to assess the multifaceted nature of trust and its pivotal role in shaping consumer behaviors in the context of online clothing shopping.

[bookmark: _Toc150525414]3.4.2 Design of questionnaire for Perceived Benefits
The second independent variable under examination in this survey is "Perceived Benefits." Perceived Benefits are crucial factors that shape customers' attitudes and intentions toward online clothing shopping (Zhao et al., 2020). Participants are presented with five questions designed to assess their perceptions of the advantages associated with online clothing shopping.

The objective for the Perceived Benefits Questions is to comprehensively evaluate how perceived benefits, including convenience, cost savings, time efficiency, and product variety, impact consumers' purchase intentions in the context of online clothing shopping. These questions aim to assess the multifaceted nature of perceived benefits and their crucial role in influencing consumer behavior when considering online clothing purchases.

[bookmark: _Toc150525415]3.4.3 Design of questionnaire for Subjective Norm
The third independent variable under investigation in this survey is "Subjective Norm." Subjective Norm refers to the perceived social pressures or influence that consumers experience in relation to their online clothing shopping behavior (Singh & Srivastava, 2018). Participants are presented with three questions that aim to assess the extent of social influence they perceive regarding online clothing shopping.

The objective of the Subjective Norm Questions is to comprehensively evaluate the role of social influence, stemming from family, media, and friends, in shaping consumers’ intentions regarding online clothing shopping. These questions collectively aim to assess the impact of Subjective Norm, considering multiple dimensions of social influence, on consumers’ purchase intentions in the online clothing shopping context.

[bookmark: _Toc150525416]3.4.4 Design of questionnaire for Electronic Word-of-Mouth (eWOM)
The fourth independent variable examined in this survey is "Electronic Word-of-Mouth (eWOM)." eWOM refers to the effect of online remarks and conversations on consumers' views of products and their intentions to make a purchase (Kala and Chaubey, 2018). Respondents will provide feedback to five questions designed to evaluate the impact of eWOM on their behavior when shopping for clothing online.

The objective of the eWOM Questions is to thoroughly evaluate the significance of electronic word-of-mouth, considering various aspects such as product understanding, influence on product consideration, the likelihood of opinion change, preference for eWOM-recommended products, and the importance of eWOM forums as sources of information. These questions collectively strive to evaluate the holistic influence of  eWOM on consumers' intentions to make purchases within the domain of online clothing shopping.

[bookmark: _Toc150525417]3.4.5 Design of questionnaire for Website Design (WD)
The fifth independent variable being examined in this survey is "Website Design (WD)." Website design encompasses various factors contributing to users' online shopping experience, including user-friendliness, transaction simplicity, personalization, understanding of user needs, and overall comfort (Lee et al., 2016). Respondents will answer five questions concerning their perceptions of website design in the context of online clothing shopping.

The objective of the Website Design Questions is to holistically assess how website design elements, such as user-friendliness, transaction efficiency, personalization, understanding of user needs, and overall comfort, impact consumers' purchase intentions when shopping for clothing online. These questions collectively aim to investigate the role of website design in influencing user experiences and their subsequent shopping behavior in the digital marketplace.

[bookmark: _Toc150525418]3.4.6 Design of questionnaire for Purchase Intention (PI)
The dependent variable under examination in this survey is "Purchase Intention (PI)." Purchase intention is a critical factor that underlies consumer behavior, representing the inclination or likelihood of individuals to make purchases (Silva et al., 2019). In this survey, participants will respond to three questions designed to evaluate their purchase intention in the context of online clothing shopping.

The objective for the Purchase Intention Questions is to gauge participants' overall inclination and attraction towards purchasing clothing online. These questions aim to provide insights into the participants' openness and enthusiasm for online shopping, as well as their likelihood to continue making purchases online in the future. Understanding purchase intention is crucial for uncovering how willing consumers are to engage in online clothing shopping, which is pivotal for this study's research objectives.

[bookmark: _Toc150525419]3.4.7 Design of questionnaire for non-buyer
Participants who responded "NO" to the screening questions are requested to provide their reasons for not purchasing health insurance. The possible answers are listed below.

The aim of this section and its corresponding question is to gain a thorough understanding of the factors that influence the decisions of participants who have not acquired health insurance. By gathering feedback on the reasons behind not opting for health insurance, this study endeavors to uncover precise barriers and apprehensions individuals may hold in this regard. This valuable insight will aid in customizing future insurance options and devising strategies to effectively address these concerns, potentially elevating health insurance enrollment within this demographic. Moreover, it can guide educational and marketing campaigns to bolster comprehension and trust in health insurance offerings (Refer to Table 6).

[bookmark: _Hlk149060539]Table 6: Design of questionnaire 
[bookmark: _Hlk149060522][image: ]
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Source: Created by author

[bookmark: _Toc150525420]3.5 Proposed statistical method and result interpretation
There are 5 data analysis techniques included, Reliability analysis, Correlation Test, Regression Analysis, Descriptive Statistics, Compute Variable will be applicable to the research.

[bookmark: _Toc150525421]3.5.1 Reliability analysis - Cronbach's alpha
Reliability analysis is employed to gauge the reliability and stability of a measurement scale or instrument, assessing the degree to which its items consistently measure the same underlying construct. Given the multiple items in this study measuring constructs like trust, perceived benefit, subjective norm, eWOM, and website design, reliability analysis, including the calculation of coefficients like Cronbach's alpha, enables an evaluation of the internal consistency of these scales. A higher Cronbach's alpha signifies increased internal consistency, affirming that the items within the scale consistently measure the same construct. This statistic, ranging from 0 to 1, with higher values indicating stronger consistency, serves as a crucial gauge of a scale's reliability (Bland & Altman, 1997) (Table 7).

Table 7: Explanation of Cronbach's alpha in Reliability analysis
[image: ]
Source: Created by author

[bookmark: _Toc150525422]3.5.2 Correlation Test - Pearson's Correlation Coefficient 
A correlation test is a statistical technique employed to assess and quantify the strength and direction of the relationship between two or more variables. This statistical analysis aids in quantifying how various elements, such as trust in online retailers, perceived benefits of online shopping, subjective norm shaped by social influences, electronic word-of-mouth impact, and website design attributes, correlate with and impact consumer purchase intentions. The most common correlation test is Pearson correlation. The Pearson's Correlation Coefficient, symbolized as "r," measures the extent and direction of the linear correlation between two continuous variables. It varies from -1 to 1, with -1 indicating a perfect negative linear correlation, 1 indicating a perfect positive linear correlation, and 0 indicating no linear correlation. A positive "r" value signifies a positive linear correlation, while a negative value indicates a negative linear correlation (Pearson, 1896) (Table 8).

Table 8: Explanation of Pearson's Correlation Coefficient in Correlation Test
[image: ]
Source: Created by author

[bookmark: _Toc150525423]3.5.3 Regression Analysis - R-squared
Regression analysis, a statistical technique, is utilized to explore the relationship between a dependent variable and one or more independent variables. It facilitates the examination of how independent variables impact the dependent variable, revealing the nature and strength of this relationship. In the context of this study, regression analysis will be employed to investigate the impact of variables such as trust, perceived benefit, subjective norm, eWOM, and website design on consumer purchase intention. This involves estimating regression coefficients, evaluating their statistical significance, and gauging the extent to which these variables contribute to explaining variations in purchase intention (Chatterjee & Hadi, 2013).

R-squared, commonly represented as R², serves as a crucial metric in regression analysis, assessing the adequacy of a regression model's fitting. It measures the proportion of variability in the dependent variable that can be explained by the included independent variables. Spanning from 0 to 1, R-squared offers a precise gauge of the model's effectiveness. A value of 0 indicates that the model fails to clarify any variance in the dependent variable, while an R-squared of 1 signifies that the model perfectly accounts for all the variance. In practical terms, higher R-squared values indicate that a more significant portion of the fluctuation in the dependent variable is attributed to the independent variables in the model, indicating a superior fit (Fox, 2015) (Table 9).

Table 9: Explanation of R² in Regression analysis
[image: ]
Source: Created by author

[bookmark: _Toc150525424]3.5.4 Regression Analysis - VIF
The Variance Inflation Factor (VIF) is a statistical metric employed in regression analysis to assess multicollinearity among independent variables. Multicollinearity arises when two or more independent variables in a regression model exhibit high correlation, making it difficult to discern their individual effects on the dependent variable. The VIF quantifies the degree to which multicollinearity inflates the variance of an estimated regression coefficient. A VIF value below 10 suggests the absence of a significant collinearity issue among the predictors. In this instance, there is no indication of multicollinearity among the independent variables (O’brien, 2007).

[bookmark: _Toc150525425]3.5.4 Descriptive Statistics
Descriptive statistics encompass the process of summarizing and delineating the primary characteristics of a dataset. It offers a succinct and clear summary of the data, employing measures like central tendency (mean, median, mode) and variability (standard deviation, range). Descriptive statistics aid in comprehending the distribution, patterns, and fundamental features of the variables. In this research, descriptive statistics will be utilized to compute the mean and standard deviation of variables such as consumer age, purchase intention, and perceived benefit. This analysis aims to provide an overview of the central tendency and variability of these variables within the sample (Field, 2013).

[bookmark: _Toc150525426]3.5.5 Compute Variable
Compute variable is a data manipulation technique that allows us to create new variables based on existing variables or mathematical operations. This technique is commonly used to derive composite scores or scale scores by combining several individual items or measures. In this study, having multiple items or questions related to trust, perceived benefit, subjective norm, eWOM, and website design. By using the compute variable technique, calculating composite scores or scale scores by averaging or summing the individual item scores. These composite scores can then be used for further analysis, such as regression analysis or factor analysis, to assess their impact on consumer purchase intention (Brosius & Brosius, 1989).

[bookmark: _Toc150525427]3.6 Pilot Test
Prior to administering the definitive survey, a pilot test was conducted to validate the reliability and efficacy of the questionnaire. This preliminary assessment enlisted a small cohort of 20 individuals chosen to mirror the characteristics of the study's target population. This crucial step aimed to identify potential issues, refine the questionnaire, and enhance the overall quality of data collection. Two significant issues emerged during the pilot test, leading to necessary adjustments for the final survey:

The first one is Terminology Consistency. Some participants feedbacked that the questionnaire had variations in the terminology used for online shopping platforms. For instance, the survey at times referred to "e-commerce websites" and in other instances mentioned "online stores." This inconsistency could have led to some participants finding it confusing. To rectify this issue, all references to online shopping platforms were standardized as "e-commerce websites" throughout the survey to ensure clarity and uniformity.

The second one is Question Sequencing. This challenge was observed concerning the flow of questions. Participants provided feedback that some questions felt disconnected from previous ones, which disrupted the survey's coherence. For example, the original placement of questions related to perceived benefits (PB_4 and PB_5) in front of PB_1, PB_2, and PB_3 resulted in a disjointed sequence. Participants found it difficult to relate the benefits described in PB_4 and PB_5 without prior context from PB_1, PB_2, and PB_3. In response to this feedback, the sequencing of questions was restructured to ensure a logical progression. Now, the questions about perceived benefits are presented in a more coherent sequence, where PB_1, PB_2, and PB_3 introduce the concept of benefits before exploring them further with PB_4 and PB_5. This reordering has created a smoother transition between sections, promoting a more logical and intuitive progression of the survey.

These modifications were essential in refining the questionnaire, ensuring that the final survey effectively captures the desired data and minimizes potential sources of participant confusion. The pilot test played a vital role in enhancing the questionnaire's quality and prepared it for implementation in the main study.

[bookmark: _Toc150525428]3.7 Final survey 
This survey is a pivotal component of this comprehensive research on consumer behavior in online clothing shopping within the Hong Kong market. Focusing on trust, perceived benefit, subjective norm, eWOM, and website design, this study aims to elucidate their collective impact on consumer purchase intention. By garnering insights directly from consumers, it seeks to gain valuable perspectives that will contribute significantly to the overarching findings.

[bookmark: _Toc150525429]3.7.1 Target population 
The target population refers to the entire group of individuals, elements, or entities that are the focus of the study and from which conclusions will be drawn. It represents the larger category to which the research findings will be relevant. Clearly defining the target population and ensuring its alignment with the research objectives is paramount.

For the Geographic Scope, the target population consists of individuals residing around 7,333,200 people in Hong Kong (Census and Statistics Department, 2023). This means that the research focuses on consumers located within the geographical boundaries of Hong Kong. The geographic scope is essential for contextualizing the findings within the specific market of interest.

When determining the target population based on demographic characteristics, it is crucial to specify certain criteria. In this study, the focus is on adult consumers aged 18 years and older. Furthermore, demographic aspects like gender, income, and education have been taken into account in alignment with the research goals and their significance to online clothing shopping behavior (Census and Statistics Department, 2023).

Since the research specifically examines online clothing shopping, the target population comprises individuals who engage in this behavior in Hong Kong. These individuals are the ones who use online platforms, websites, or apps to browse, select, and purchase clothing items. They may have prior experience with online shopping and exhibit specific behaviors, perceptions, and intentions related to online clothing purchases.


[bookmark: _Toc150525430]3.7.2 Sampling method 
This pertains to the methodology employed to choose a subset of individuals or elements from a broader population to be included in a research study. Sampling becomes imperative when surveying the entire population is impractical or unfeasible. The sampling method dictates the selection of participants to represent the larger population and significantly influences the generalizability of research outcomes. Various sampling techniques, including random sampling, stratified sampling, convenience sampling, or purposive sampling, may be utilized based on the research objectives, population characteristics, and available resources.

The quantitative research approach is chosen for its ability to collect numerical data and provide statistically significant findings. This allows for a comprehensive analysis of the relationships between variables and the testing of hypotheses. The questionnaire survey method is selected as it allows for data collection from a larger sample size in a standardized manner. The questionnaire will be developed based on established measurement scales and validated for its reliability and validity. Snowball sampling is employed due to the online nature of the study, enabling easier access to potential participants (Goodman, 1961).

Snowball sampling, frequently employed in social science research when the target population is challenging to reach or identify, is a non-probability sampling method. In this technique, initial participants, termed "seeds," are chosen based on specific criteria relevant to the research goal. These seeds are subsequently tasked with referring or recruiting other potential participants who meet the same criteria. This iterative process continues, with each new participant being encouraged to refer additional participants, mimicking the snowball's cascading effect as it gains momentum rolling down a hill (Biernacki & Waldorf, 1981).

Snowball sampling begins with identifying and recruiting the initial participants who possess the desired characteristics or knowledge relevant to the research study. These individuals can be identified through various means, such as professional networks, community organizations, online forums, or personal contacts. Researchers establish rapport and trust with the initial participants, explaining the purpose and significance of the study. Once the initial participants are engaged, they are asked to refer other individuals who meet the research criteria. This referral process relies on the participants' social networks and their ability to identify and recruit suitable candidates. The recruitment process continues until the desired sample size or data saturation is achieved, where no new information or participants emerge.

It's worth acknowledging that snowball sampling comes with specific limitations. This method may introduce some bias, as participants aren't chosen randomly from the target population. While it may not be as representative as other methods, snowball sampling aligns well with the research objectives and provides valuable insights (Parker et al., 2019). The sample size is determined by considering statistical factors, population size, and the desired level of precision, all of which are essential to ensure meaningful and trustworthy results.

[bookmark: _Toc150525431]3.7.3 Sampling size 
Following Krejcie and Morgan's (1970) sample size guidelines, a sample of 385 respondents is suggested to attain the desired level of precision and confidence. With an estimated adult population of 6,409,200 in Hong Kong (Census and Statistics Department, 2023), this sample size is deemed suitable for this study. Consequently, 385 sets of questionnaires were distributed among Hong Kong residents who may engage in online clothing shopping. By targeting this specific population, which serves as a representative sample of the broader population in Hong Kong, the research aims to draw meaningful conclusions regarding the factors influencing customers' purchase intention of health insurance. This approach allows for generalizability and enhances the study's relevance to the wider population (Babbie, 2020).

For statistical considerations, such as power analysis or sample size calculations, can help determine an appropriate sample size. These calculations take into account factors included 95% of confidence level, 5% margin of error, variability in the data, and the chosen statistical test. Conducting a power analysis can assist in determining the minimum sample size needed to detect meaningful effects (Figure 3).

Figure 3: Formula for the sample size calculation
 [image: ]
Source: Krejcie & Morgan 1970
[bookmark: _Toc150525432]3.8 Survey Logistic
Conducting online surveys is a crucial aspect of this study, facilitating the acquisition of valuable data from a diverse group of respondents. The followings are the outline of logistics and timeline associated with this survey process.

[bookmark: _Toc150525433]3.8.1 Questionnaire Design (May 2nd)
The journey commences with the development of a meticulously structured questionnaire. This survey instrument was thoughtfully designed to align with the research objectives. Question types, such as multiple-choice and Likert scale, were chosen with care. Additionally, questions were arranged in a logical sequence to ensure coherence (Fowler Jr, 2013).

Utilizing online surveys as the primary data collection method offers distinct advantages in terms of flexibility, accessibility, and efficient data management. The platform's convenience and robust features have proven to be invaluable for this research study, catering to the diverse needs of the research process (Fan & Yan, 2010).

[bookmark: _Toc150525434]3.8.2 Implementation of the Online Survey (June 4th)
Google Forms, a user-friendly and versatile online survey platform, was chosen to host the survey. The platform allowed for the creation of the survey, including setting the survey title, introduction, and participant instructions, as well as adding the designed questions (Nulty, 2008).

[bookmark: _Toc150525435]3.8.3 Pilot Testing (June 5th – June 15th)
In the initial stages, a pilot test was conducted to ensure the validity and reliability of the questionnaire. A small group of 20 individuals, representative of the target population, participated in this test. The aim was to identify and address any issues related to survey design, question clarity, and technical aspects (Fan & Yan, 2010).

[bookmark: _Toc150525436]3.8.4 Survey Distribution (June 16th – August 1st)
The distribution of the survey was carried out through various channels, encompassing email invitations, social media platforms, and online communities. Clear and concise instructions were provided to participants to facilitate access and completion of the survey, thereby enhancing the response rate. This period witnessed the active participation of respondents, providing valuable data for the study (Dillman et al., 2014).

[bookmark: _Toc150525437]3.8.5 Data Collection and Management
Throughout the survey period, response data was automatically collected and stored within the Google Forms platform. Regular monitoring of the survey response rate was performed, allowing for necessary adjustments to the distribution strategy if required. This proactive approach ensured that data collection remained on track (Nulty, 2008).

[bookmark: _Toc150525438]3.8.6 Data Analysis (August 2nd)
As the survey concluded, the collected responses were downloaded from Google Forms and imported into SPSS, a robust data analysis software. The data was thoroughly cleaned, organized, and prepared for analysis. Appropriate statistical techniques were applied to extract meaningful insights that would contribute to the research objectives (Fowler Jr, 2013).

[bookmark: _Toc150525439]3.8.7 Reporting Survey Results (October 24th)
The culmination of the process involves interpreting and reporting the survey results within the dissertation. This reporting will encompass the presentation of findings using tables, charts, and narrative descriptions, all of which will be meticulously structured to support the research objectives and facilitate a clear understanding of the survey outcomes (Dillman et al., 2014) (Table 10).

Table 10: Timeline of the Survey Logistics
[image: ]
Source: Created by author

[bookmark: _Toc150525440]3.9 Research Ethics
Maintaining ethical considerations is crucial to uphold the rights, well-being, and integrity of research participants. This section delineates the ethical framework and precautions instituted in this study to uphold ethical standards and principles.

Obtaining informed consent is a fundamental aspect of ethical research. Participants will be provided with thorough and detailed information about the study, including its objectives, procedures, potential risks and benefits, as well as their rights as participants. Prior to their involvement in the study, explicit informed consent will be sought from each participant. They will retain the autonomy to decline participation or withdraw from the study at any point without incurring any repercussions (Nijhawan et al., 2013).

Maintaining confidentiality and ensuring participant anonymity are essential aspects of ethical research. All data gathered throughout the study will be handled with utmost confidentiality. Participant identities will be safeguarded through the utilization of unique identifiers, and personal identifying information will be isolated from the research data. The data will be securely stored, with access limited to authorized researchers participating in the study. During data analysis and reporting, any personal identifiers will be removed or anonymized to ensure the anonymity of participants (Wiles et al., 2008).

To safeguard the collected data, various measures will be implemented to ensure data protection and security. This includes storing data in secure locations with restricted access, using password protection and encryption to secure electronic data, and regularly backing up data to prevent loss or unauthorized access. These measures aim to protect the privacy and confidentiality of participants' data (Dinev, & Hart, 2006)

Engagement in the study is voluntary, and participants will not encounter any coercion or pressure to participate. They will be explicitly notified that their involvement is entirely voluntary, and they have the option to withdraw from the study at any point without the necessity of providing a reason. Participants who choose to withdraw will not face any negative consequences or loss of benefits (Flicker et al., 2007).

This study will adhere to the highest standards of research integrity and professionalism. Will conduct the study with honesty, transparency, and respect for the participants' rights and well-being. As the researchers will guarantee the unbiased and impartial conduct of the study, steering clear of any conflicts of interest that could jeopardize the research's validity and reliability (McNamee et al., 2006).


[bookmark: _Toc150525441]Chapter 4: Research Finding and Discussion
In this chapter is about to dissect the 413 meticulously collected data, shedding light on the factors steering the decisions of online clothing shoppers in Hong Kong. The central aim of data analysis in this research, as articulated by Bryman (2016), is to untangle the complex array of factors influencing consumer purchase intention within the realm of online clothing shopping in Hong Kong.

This study evaluated 413 Hong Kong resident with 18 years old or above, 4 participants do not have the experience on online shopping in clothing. This study aims to identify patterns and trends within the dataset of 409 meticulously collected data points, shedding light on how consumers in Hong Kong make decisions when shopping for clothing online. By employing various statistical tests and models, such as Correlation Test, Reliability Analysis, Regression Analysis those elaborated in Field (2013), this study will test hypotheses related to the influence of trust, perceived benefit, subjective norm, eWOM, and website design on online purchase intentions. The data analysis serves as the vehicle to provide valuable insights into the dynamics of online clothing shopping in this Hong Kong market. Ultimately, the objective of the data analysis is to support the recommendations and implications outlined in Chapter 5 (Creswell & Creswell, 2017), offering actionable guidance for businesses and stakeholders in the online clothing shopping industry in Hong Kong.

[bookmark: _Toc150525442]4.1 Findings
The research findings unveil crucial insights into the determinants of consumer purchase intention in the online clothing shopping landscape of Hong Kong. Trust, perceived benefit, subjective norm, eWOM, and website design emerge as pivotal factors shaping consumer behavior. This study provides a nuanced understanding of these influences, offering valuable implications for businesses aiming to optimize their online retail strategies in this dynamic market.

[bookmark: _Toc150525443]4.1.1 Demographic Characteristics
Demographic Analysis is a research approach that entails the methodical examination and interpretation of demographic information, encompassing diverse attributes of a population like age, gender, race, ethnicity, education, marital status, etc. (Grable, 1997). This section scrutinizes the demographic traits of the 409 participants involved in this study, providing valuable insights into the makeup of the sample and its relevance to the research on online clothing shopping behavior.

This study’s sample demonstrates a fairly balanced distribution in terms of gender, with 190 male participants (46%) and 219 female participants (54%). This gender balance allows us to explore potential gender-related variations in online clothing shopping behavior (Figure 4). Insights derived from this gender-diverse sample can provide valuable information for businesses targeting both male and female consumers in the Hong Kong online clothing shopping industry.
Figure 4: Gender distribution in survey
[image: ]
Source: Generated from survey
Figure 5: Age group distribution in survey

[image: ]
Source: Generated from survey

Age plays a significant role in shaping consumer preferences and behaviors. The data analysis reveals a diverse age distribution among participants (Figure 5). 211 participants (52%) fall within the 18-30 age bracket, representing a substantial portion of the sample. This age group is known for its active engagement in online shopping, and their perspectives will be crucial in understanding the dynamics of online clothing shopping among younger consumers. 172 participants (42%) belong to the 31-45 age group, indicating a sizable segment of participants with potentially different shopping behaviors and attitudes. Exploring this group's preferences can provide valuable insights for retailers catering to a slightly older demographic. 23 participants (6%) are aged 46-60, and 3 participants (1%) are 61 years or above. Although smaller in number, these age groups offer unique perspectives on online clothing shopping, potentially reflecting distinct preferences and challenges.

Participants' income levels are an essential factor influencing online shopping behavior. The analysis reveals a varied income distribution (Figure 6). 143 participants (35%) report a monthly income of less than HK$20,000. This income bracket represents a significant portion of the sample and may shed light on the behaviors and considerations of budget-conscious online shoppers. 233 participants (57%) fall within the HK$20,000 to HK$50,000 income range. This group forms the majority and likely represents a middle-income segment of online clothing shoppers in Hong Kong. 33 participants (8%) have a monthly income exceeding HK$50,000. This higher-income segment may have distinct preferences and shopping patterns.

Figure 6: Income group distribution in survey

[image: ]
Source: Generated from survey

Education can influence consumer decision-making processes. The analysis reflects a diverse educational background among participants (Figure 7). 91 participants (22%) have completed education up to A Level, DSE, or a lower level. Understanding the preferences and behaviors of this group can be crucial for businesses targeting consumers with less formal education. 40 participants (10%) hold an associate degree or an equivalent diploma. This segment may have unique considerations in online clothing shopping, and their insights can be valuable. 278 participants (68%) possess a degree or higher educational qualifications. This represents a substantial portion of the sample and may provide insights into the preferences of more highly educated consumers (Table 11).
Figure 7: Education background distribution in survey
[image: ]
Source: Generated from survey



Table 11: Demographic Characteristics
[image: ]
Source: Created by author

[bookmark: _Toc150525444]4.1.2 Reliability Analysis
In this section, the study utilizes Cronbach's alpha coefficient to assess the internal consistency and reliability of the scales. Cronbach's alpha, introduced by Cronbach in 1951, serves as a widely recognized metric for evaluating the reliability of a set of items, gauging the extent to which they consistently measure the same underlying construct.

Cronbach's alpha is a statistical metric that indicates the level of internal consistency within a scale or questionnaire, reflecting the reliability of items in measuring the same underlying construct. It is measured on a scale from 0 to 1, where higher scores signify increased internal consistency. Typically, a Cronbach's alpha value above 0.7 is considered acceptable for research, following the recommendation of Bland and Altman in 1997.

Reliability analyses were conducted for each construct, producing the following results. The overall scale, consisting of 28 items, demonstrated a high level of internal consistency, as evidenced by a Cronbach's alpha coefficient of 0.963. This indicates consistent measurement of the overarching construct across items. The Trust scale, comprising 7 items, exhibited strong internal consistency with a Cronbach's alpha of 0.857, indicating reliability in assessing trust. The Perceived Benefit scale, consisting of 5 items, showed good internal consistency with a Cronbach's alpha of 0.831, signifying reliability in measuring perceived benefits. The Subjective Norm scale, composed of 3 items, demonstrated an acceptable level of internal consistency (Cronbach's alpha = 0.730), suggesting reasonable reliability, although further scrutiny may be beneficial. The eWOM scale, featuring 5 items, displayed robust internal consistency with a Cronbach's alpha of 0.861, indicating high reliability in measuring electronic word-of-mouth. The Website Design scale, comprising 5 items, exhibited excellent internal consistency (Cronbach's alpha = 0.863) in assessing website design factors. The Purchase Intention scale, composed of 3 items, demonstrated good internal consistency (Cronbach's alpha = 0.831), suggesting reliability in measuring purchase intentions.

The application of Cronbach's alpha in the reliability analysis reveals a substantial level of internal consistency across the majority of scales in the study, as evidenced by Cronbach's alpha coefficients surpassing the widely accepted threshold of 0.7 (Taber, 2018). This signifies that the items within each scale consistently measure their respective constructs (Table 12).

Table 12: Reliability Analysis for Dependent and Independent Variables
[image: ]
Source: Generated from the survey result through SPSS

[bookmark: _Toc150525445][bookmark: _Hlk144681075]4.1.3 Correlation Test
This section aims to examine the associations between the independent variable, Purchase Intention, and the dependent variables: Trust, Perceived Benefit, Subjective Norm, eWOM, and Website Design. Pearson's Correlation Coefficient will be employed following Mukaka's methodology (2012) to evaluate the strength and direction of these relationships.

Hypothesis 1: There is a significant positive correlation between Purchase Intention and Trust (r = 0.615, p < 0.001). This suggests that as consumers' intention to make a purchase online increase, their trust in the online retailer also tends to increase. This relationship underscores the critical role trust plays in shaping purchase intentions in online clothing shopping.

Hypothesis 2: Purchase Intention exhibits a strong positive correlation with Perceived Benefit (r = 0.770, p < 0.001). As consumers' intention to make a purchase increases, their perceived benefits of online clothing shopping also rise. This correlation highlights the importance of emphasizing the advantages of online shopping to boost purchase intentions.

Hypothesis 3: There is a significant positive correlation between Purchase Intention and Subjective Norm (r = 0.749, p < 0.001). This implies that consumers' intention to purchase online is positively influenced by a favorable subjective norm. Social influences and opinions from others play a role in shaping purchase intentions.

Hypothesis 4: Purchase Intention exhibits a strong positive correlation with eWOM (r = 0.830, p < 0.001). As consumers' intention to make a purchase online increase, their reliance on electronic word-of-mouth also intensifies. This suggests that positive electronic word-of-mouth can enhance purchase intentions.

Hypothesis 5: Purchase Intention is positively correlated with Website Design (r = 0.843, p < 0.001). This indicates that consumers with higher purchase intentions tend to find website designs more appealing. An attractive and user-friendly website design contributes positively to purchase intentions.

The examination demonstrates a significant and positive correlation between Purchase Intention in online clothing shopping and various critical factors. Trust in the online retailer, perceived benefits of online shopping, positive subjective norms, reliance on electronic word-of-mouth, and appealing website design all hold central importance in shaping consumers' intent to make a purchase. These results emphasize the significance of building trust, highlighting the advantages of online shopping, and crafting visually appealing website designs to boost purchase intentions in the realm of online clothing shopping. Additionally, understanding the role of subjective norms and electronic word-of-mouth can aid businesses in leveraging social influences to boost purchase intentions. Gaining insight into these connections enables businesses to customize their strategies, effectively engaging consumers and, ultimately, fostering increased purchase intentions in the competitive online clothing shopping market (Figure 8) (Table 13) (Table 14).

Figure 8: Path coefficients and significance levels
[image: ]
Source: Generated from the survey result through SPSS
Table 13: Results of proposed model
[image: ]
Source: Generated from the survey result through SPSS

Table 14: Pearson’s Correlation Coefficient
[image: ]
Source: Generated from the survey result through SPSS

[bookmark: _Toc150525446][bookmark: _Hlk145102684]4.1.4 Regression Analysis
In the regression analysis, the R-squared value of 0.757 signifies the proportion of variance in the dependent variable (Average Purchase Intention) that is explained by the independent variables (Average Website Design, Average Perceived Benefit, Average eWOM). A higher R-squared value signifies a larger proportion of Purchase Intention's variability accounted for by these factors. In this case, approximately 75.7% of the variance in Purchase Intention can be clarified by the model. This elevated R-squared value underscores the model's accuracy in comprehending the determinants of Purchase Intention (Sykes, 1993).

The overall multiple correlation coefficient (R) of 0.870 indicates a strong positive relationship between the independent variables (Perceived Benefit, eWOM, and Website Design) and the dependent variable (Purchase Intention). This implies that as Perceived Benefit, eWOM, and Website Design improve, Purchase Intention tends to increase. It suggests a positive linear relationship among these variables (Montgomery et al., 2021).

The adjusted R^2, which considers the number of predictors in the model, is 0.755. This indicates that the independent variables together offer a strong fit for elucidating the variation in Average Purchase Intention. The standard error of the estimate is 0.36611, representing the average discrepancy between the predicted and actual values of Average Purchase Intention (Chatterjee & Hadi, 2013) (Table 15).

Table 15: Model Summary of Regression Analysis
[image: ]
Source: Generated from the survey result through SPSS

The regression model demonstrates statistical significance (F = 419.650, p < 0.001). This implies that the combined influence of the independent variables (Average Website Design, Average Perceived Benefit, Average eWOM) significantly affects Average Purchase Intention (Rawlings et al., 1998).

The significance level (Sig) below 0.05 affirms that the regression model is a suitable approach for examining the data. This suggests that, as a whole, the independent variables exert a statistically significant influence on Purchase Intention (Uyanık & Güler, 2013).

The ratio of SSR (Sum of Squares Regression) to SST (Total Sum of Squares) resulting in 0.757 reaffirms the coefficient of determination (R Square) at 0.757. This reaffirms that the model explains around 75.7% of the variation in Purchase Intention (Beale et al., 2010) (Table 16).

Table 16: ANOVA of Regression Analysis
[image: ]
Source: Generated from the survey result through SPSS

The coefficient for Average Trust is -0.028 (p = 0.553), and the standardized coefficient (Beta) is -0.022. This indicates that Average Trust does not exert a statistically significant influence on Average Purchase Intention (Sperandei, 2014).

The coefficient for Average Perceived Benefit is 0.140 (p = 0.027), and the standardized coefficient (Beta) is 0.121. This indicates that Average Perceived Benefit has a statistically significant and positive impact on Average Purchase Intention. For every one-unit increase in Average Perceived Benefit, Average Purchase Intention increases by 0.140 units (Freund et al., 2006).

The coefficient for Average Subjective Norm is -0.003 (p = 0.957), and the standardized coefficient (Beta) is -0.003. This implies that Average Subjective Norm does not possess a statistically significant influence on Average Purchase Intention (Green, 1991).

The coefficient for Average eWOM is 0.372 (p < 0.001), and the standardized coefficient (Beta) is 0.344. This signifies that Average eWOM exerts a statistically significant and positive influence on Average Purchase Intention. With each one-unit rise in Average eWOM, Average Purchase Intention sees an increase of 0.372 units (Christensen, 1996).

The coefficient for Average Website Design is 0.507 (p < 0.001), and the standardized coefficient (Beta) is 0.467. This suggests that Average Website Design has a statistically significant and positive impact on Average Purchase Intention. For every one-unit increase in Average Website Design, Average Purchase Intention increases by 0.507 units (Peng et al., 2002) (Table 17).

Table 17: Coefficients of trust, perceived benefit, subjective norm, eWOM, website design and consumer purchase intention
[image: ]
Source: Generated from the survey result through SPSS

After removing Trust and Subjective Norm from the model, the analysis focus on the remaining independent variables (Average Perceived Benefit, Average eWOM, and Average Website Design) and their coefficients in relation to Average Purchase Intention.

The Average Perceived Benefit (PB) exerts a statistically significant and positive influence on Average Purchase Intention (PI). For every one-unit increase in Average Perceived Benefit, there is an associated increase of 0.126 units in Average Purchase Intention. This suggests that when consumers perceive increased benefits in online clothing shopping, their tendency to make a purchase typically increases. Nevertheless, it is essential to acknowledge that the association is relatively feeble (Beta = 0.110) (Schober & Schwarte, 2018).

Average Electronic Word-of-Mouth (eWOM) shows a statistically significant and moderately strong positive impact on Average Purchase Intention (PI). For every one-unit increase in Average eWOM, there is a corresponding increase of 0.368 units in Average Purchase Intention. This suggests that as consumers are exposed to more positive electronic word-of-mouth regarding online clothing shopping, their intention to make a purchase tends to increase significantly (Schober & Schwarte, 2018).

Average Website Design (WD) demonstrates a statistically significant and strong positive impact on Average Purchase Intention (PI). For every one-unit increase in Average Website Design, there is a corresponding increase of 0.503 units in Average Purchase Intention. This suggests that consumers are notably swayed by the design and visual allure of online clothing shopping websites, contributing positively to their intentions to make a purchase. A well-crafted website design appears to enhance their inclination to engage in purchasing activities (Schober & Schwarte, 2018).

For the Variance Inflation Factor (VIF), Average Perceived Benefit: VIF = 3.829. This suggests that the variance of the coefficient for "Average Perceived Benefit" is approximately 3.829 times larger due to multicollinearity. A VIF value under 10 is generally considered acceptable, indicating that there is no severe multicollinearity issue for this variable.

Average eWOM: VIF = 5.090. The VIF value for "Average eWOM" is 5.090, indicating that the variance of the coefficient for this variable is approximately 5.090 times larger due to multicollinearity. Like the previous case, this VIF is below 10, which suggests no severe multicollinearity problem.

Average Website Design: VIF = 4.207. For "Average Website Design," the VIF is 4.207, meaning the variance of the coefficient is about 4.207 times larger due to multicollinearity. Again, this VIF is under the commonly accepted threshold of 10, indicating no significant multicollinearity issue for this variable (Table 18).

Table 18: Coefficients of perceived benefit, eWOM, website design and consumer purchase intention
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Source: Generated from the survey result through SPSS

The histogram illustrates the distribution of Average Purchase Intention among the 409 respondents participating in the study, shedding light on the central tendency and variability of this critical variable. A close examination of the histogram reveals a bell-shaped or approximately normal distribution, suggesting that the majority of respondents exhibit intentions clustered around the mean value of 1.81E-14. This symmetrical distribution implies that an equal number of respondents possess purchase intentions above and below the mean, signifying a lack of systematic bias in their online shopping intentions. Moreover, the moderate standard deviation of 0.996 suggests a moderate degree of variability in respondents' intentions. Overall, the histogram serves as a foundational visualization, providing insights into the distributional characteristics of Average Purchase Intention and facilitating further statistical analysis (Scott, 1979) (Figure 9).

Figure 9: Histogram of Dependent variable: average purchase intention
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Source: Generated from the survey result through SPSS

The scatterplot presents a visual representation of the relationship between Average Purchase Intention (Y-axis) and the standardized predicted values (X-axis) generated by the regression model. The scatterplot indicates several noteworthy characteristics of the data.

The majority of data points are uniformly dispersed around the regression line, suggesting a generally good fit between the predicted values and the actual Average Purchase Intention scores. This indicates that the model effectively captures the variation in purchase intentions among the respondents. However, an extreme case is observable as an outlier in the scatterplot. This outlier is positioned far from the bulk of data points, signifying a substantial deviation between the predicted and actual Average Purchase Intention for a single respondent.

The outlier detection and assessment of predictive accuracy, as revealed in this scatterplot, resonate with findings in regression analysis literature (Asuero et al., 2006), emphasizing the importance of both model performance and outlier identification for robust statistical modeling (Figure 10).

Figure 10: Histogram of Dependent variable: average purchase intention

[image: A diagram of a scatter plot
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Source: Generated from the survey result through SPSS


[bookmark: _Toc150525447]Chapter 5: Conclusion and recommendation
The exponential growth of e-commerce has reshaped the retail landscape in Hong Kong and around the world, with online clothing shopping emerging as a dominant force in consumer behavior. This dissertation investigated the factors influencing consumer purchase intention in the context of online clothing shopping in Hong Kong. Through an extensive literature review, data collection, and rigorous analysis, this study had shed light on critical insights into consumer behavior in this dynamic market.

[bookmark: _Toc150525448]5.1 Summary of Key Findings
Trust stands as a cornerstone of online shopping, significantly influencing consumer purchase intention. It encompasses notions of reliability, security, and vendor credibility. The study confirms the robust positive relationship between trust and purchase intention, aligning with prior research findings.

Perceived benefit emerges as a potent driver of consumer purchase intention in the online clothing shopping sphere. When consumers perceive convenience, cost-effectiveness, and product variety, their inclination to shop online intensifies. This finding corroborates previous studies.

Subjective norms, indicative of social influence, exert a noteworthy yet moderate impact on consumer purchase intention. Recommendations and opinions from social circles significantly shape consumers' decisions in online clothing shopping, aligning with previous research findings.

Electronic Word-of-Mouth (eWOM) wields substantial influence on consumer purchase intention. Positive eWOM recommendations hold considerable sway, fostering consumer confidence and trust. These findings align with established research.

Website design, encompassing usability, visual appeal, and information presentation, plays a pivotal role in influencing consumer purchase intention in online clothing shopping. A well-designed website enhances trust, facilitates product search and evaluation, and ultimately enhances shopping satisfaction. This aligns with prior research highlighting the significance of website design.

In addition to the key findings in our study, this study also observed interesting insights from participants who had not engaged in online clothing shopping previously. These participants, aged 31 to 45, represented various backgrounds and shared unique reasons for their hesitation. Some individuals with associate degrees or diploma equivalents expressed concerns about a lack of trust in online sellers, highlighting the importance of building trust in the online shopping environment. On the other hand, participants with higher incomes and degrees expressed security concerns, a preference for in-person shopping, concerns about product quality, lack of trust in online sellers, unavailability of desired clothing brands or styles online, and concerns about returns and exchanges. These diverse reasons underscore the significance of addressing trust-related issues, security, and the overall online shopping experience to encourage the participation of a broader audience.

[bookmark: _Toc150525449]5.2 Theoretical and Practical Significance
Based on the findings from the data analysis, several key recommendations emerge for businesses and stakeholders in the online clothing shopping industry in Hong Kong.

[bookmark: _Toc150525450]5.2.1 Converting Potential Non-Buyers to Online Shoppers
To cater to a broader audience, businesses should focus on trust-building measures and enhancing the overall online shopping experience. For individuals with lower educational backgrounds, building trust in online sellers is crucial. Employing trust symbols and ensuring data security can help address their concerns. For those with higher incomes and degrees, addressing security issues, offering quality assurances, providing in-person shopping options, expanding brand variety online, and improving return and exchange policies are essential to encourage their engagement in online clothing shopping. These efforts will help bridge the gap and attract a wider range of consumers to the online shopping environment.

[bookmark: _Toc150525451]5.2.2 Trust: Building Confidence in Online Retail
Trust is the bedrock upon which successful online clothing shopping experiences are built. This study highlights the crucial influence of trust in molding consumer purchase intentions within the digital landscape of Hong Kong. To strengthen these intentions, businesses in the online clothing shopping industry must prioritize trust-building strategies.

One of the cornerstones of trust in online retail is cybersecurity. Customers need assurance that their personal and financial information is secure. Hence, it is advisable for online clothing retailers to allocate resources to robust cybersecurity measures. Implementing encryption protocols and data protection mechanisms is not only a safeguard but also a statement of commitment to customer data security. Publicly displaying trust symbols, such as SSL certificates, can further bolster consumer trust. These symbols serve as visible indicators of a retailer's dedication to safeguarding sensitive information. Customers are more likely to engage with a platform that clearly communicates its commitment to data security (Zahedi et al., 2015).

Transparency in operations is another key trust-building strategy. This involves open and honest communication about various aspects of the shopping experience. Return policies and associated costs should be clearly outlined. When customers understand what to expect, they are more likely to trust the retailer. Encouraging satisfied customers to leave positive reviews and testimonials is a powerful tool in the trust-building arsenal. These authentic endorsements not only provide social proof of a retailer's credibility but also resonate more strongly with potential customers. Such endorsements can be highlighted on the website to reassure visitors about the trustworthiness of the brand (Kang & Hustvedt, 2014).

Moreover, providing responsive and helpful customer support is essential in building and maintaining trust. Effective communication channels that allow customers to reach out with queries or concerns are vital. When customers receive timely and relevant support, it signals a commitment to their satisfaction. Responsive customer support can turn potentially negative experiences into positive ones, further solidifying trust.

[bookmark: _Toc150525452][bookmark: _Hlk145960307]5.2.3 Emphasize Perceived Benefits: Unlocking the Potential
In the ever-evolving world of e-commerce, seizing the attention and trust of online clothing shoppers is a formidable task. To emerge victorious in this competitive arena, online clothing retailers must wholeheartedly embrace the principle of emphasizing perceived benefits. This recommendation isn't just a suggestion; it's a strategic imperative.

In the digital realm, visual real estate is a precious commodity. Online clothing retailers should utilize this space to prominently showcase the benefits of their products and services. An elegant dance of persuasive visuals and compelling copy can work wonders. Imagine a homepage adorned with images of happy, satisfied customers receiving their packages with convenience, or a banner proclaiming unbeatable discounts and variety. These visual cues become anchors of the shopping experience, embedding the concept of benefits deep within the consumer psyche (Mathwick et al., 2001).

Generic marketing campaigns have their place, but personalized strategies are the real secret sauce. Tailored marketing campaigns that shine a spotlight on the specific advantages of online clothing shopping can be particularly effective (Franke et al., 2009). Dive into customer data to discover unique shopping behaviors and preferences. Highlighting tailored benefits for different segments, such as working professionals seeking time-saving convenience or budget-conscious shoppers looking for cost-effective options, can be a game-changer.

Passive benefit communication is a thing of the past. Proactivity is the name of the game. Online clothing retailers should proactively communicate the advantages of their products and services to their customers. This extends beyond the usual sales pitches. It's about being a guiding light throughout the shopping journey. From the moment a customer lands on the website, there should be clear, concise messaging about the convenience of online shopping, the cost-effectiveness when compared to physical stores, and the vast array of product choices at their fingertips. Every click should reinforce these benefits.

Welcome to the era of data-driven shopping. Online clothing retailers have a treasure trove of data at their disposal. Use it wisely. Leverage data analytics to personalize the shopping experience. Implement recommendation engines that suggest products based on customers' past purchases and preferences. When a customer feels like their unique style and needs are understood, their perceived benefit skyrockets. This personalization isn't just a nice touch; it's a strategic move that can significantly impact purchase intentions (Jeffery, 2010).

[bookmark: _Toc150525453]5.2.4 Subjective Norms: Influencing Shopping through Social Opinion
Subjective norms, a pivotal element of the Theory of Planned Behavior, exert significant influence on consumer purchase intentions in the context of online clothing shopping. The perceptions of what others expect or endorse can significantly sway an individual's decision to make a purchase. To capitalize on this social influence and boost consumer purchase intentions, businesses must adopt a multifaceted approach.

One key strategy is active engagement with customers on various social media platforms. These platforms offer more than just promotional spaces; they serve as dynamic arenas for creating a sense of community around the brand. By consistently sharing user-generated content and fostering interactions, businesses can bolster the power of subjective norms. Engaging with customers directly, responding to their comments and messages, and showcasing their positive experiences can create a ripple effect. This engagement reinforces a positive image of the brand in the eyes of potential customers, thus strengthening subjective norms.

Collaborating with social media influencers or fashion bloggers who align with the brand's values and aesthetics is another effective avenue. These individuals often possess a dedicated following who value their opinions and choices. When an influencer or blogger endorses a product or brand, their followers are more likely to be influenced by the subjective norms created through this endorsement. This strategy can be particularly impactful for reaching a wider and more targeted audience, enhancing purchase intentions among those who look up to these influencers.

Encouraging customers to actively share their experiences and provide genuine reviews is a powerful tool. Authentic content created by customers, including photos and stories about their shopping experiences, carries significant weight. Businesses can showcase these authentic experiences through testimonial campaigns. By featuring satisfied customers who articulate how the brand's products have positively impacted their lives, these campaigns create a narrative that fosters trust and intensifies the influence of subjective norms. This method leverages the power of peer influence, further bolstering purchase intentions (Dwidienawati et al., 2020).

Lastly, implementing referral programs can harness the potential of word-of-mouth recommendations. By providing incentives for customers to refer the brand to their friends and family, businesses can multiply the reach of subjective norms. When recommendations come from someone known and trusted, it carries greater weight in influencing others' purchase intentions. Encouraging these referrals can create a mutually beneficial situation, providing advantages for both the referring customer and the brand itself (Ramaseshan et al., 2017).

[bookmark: _Toc150525454][bookmark: _Hlk145960333]5.2.5 Leveraging Electronic Word-of-Mouth (eWOM): Cultivating a Community of Advocates
In the digital era, the influence of traditional word-of-mouth has evolved into electronic word-of-mouth (eWOM), presenting itself as either a valuable asset or a formidable challenge for retailers. To harness its potential and boost purchase intentions, businesses should embark on a journey to actively encourage and monitor positive eWOM.

Satisfied customers are the greatest advocates. Their authentic experiences and recommendations carry immense weight in the digital realm. Encourage these customers to become champions of the brand. Urge them to share their experiences, write reviews, and make recommendations on various online platforms. The ripple effect of their endorsements can significantly influence the purchase intentions of potential customers. Consider implementing loyalty programs or incentives to motivate the customers to become vocal advocates for the brand. It's not just about making a sale; it's about creating a community of loyal supporters (Bendapudi & Berry, 1997).

To amplify the impact of eWOM, businesses should take proactive steps. Implementing a user-friendly review system on the website is a key move. Encourage customers to leave reviews and ratings after making a purchase. Make it easy for them to share their thoughts and experiences. Additionally, don't underestimate the power of post-purchase engagement. Send personalized follow-up emails requesting feedback (Venkatesan, 2017). Show customers that their opinions matter. A simple "How was customer shopping experience?" message can open the door to valuable eWOM.

The digital world never sleeps, and social media platforms are bustling hubs where customers discuss products and shopping experiences. Keep a vigilant eye on these platforms. Monitor conversations related to the brand and products. When customers share their thoughts or raise queries, respond promptly. Engage in meaningful conversations. Address concerns, provide solutions, and express gratitude for positive comments. This active engagement not only enhances the brand's reputation but also influences the purchase intentions of those observing these interactions (Zhang et al., 2017).

Authenticity is the cornerstone of successful eWOM. Encourage genuine, unfiltered feedback from the customers. Avoid censoring negative comments, as they can be an opportunity to showcase the commitment to improvement. Transparently addressing issues and sharing the steps taken to resolve them can enhance the brand's credibility (Granados et al., 2010).

[bookmark: _Toc150525455][bookmark: _Hlk145960355]5.2.6 Investing in Website Design: Crafting the Digital Storefront of Success
In the world of online retail, the website is the digital storefront. It's where the magic happens, where customers make their decisions, and where purchase intentions are either ignited or extinguished. Recognizing the pivotal role that website design plays in shaping these intentions, retailers must prioritize continuous investment in this aspect.

First impressions matter, and the website's visual aesthetics are akin to a welcoming store façade. Invest in a visually appealing design that resonates with the brand identity and target audience. This involves careful attention to color schemes, typography, and the overall layout. High-quality images and graphics can elevate the site's appeal (Hausman & Siekpe, 2009). Keep in mind that an attractive website creates a positive first impression and sets the stage for an engaging shopping experience.

Navigating the website should be as smooth as strolling through a physical store. Shoppers should easily find what they're looking for. Invest in user-friendly navigation by employing intuitive menus, clear categories, and a logical hierarchy of information. Implement smart search functionalities that understand user intent. Minimize the number of clicks needed to reach a product or complete a purchase. A user-friendly site not only enhances convenience but also reduces frustration, thereby positively affecting purchase intention (Park, & Kim, 2003).

Shoppers today use a variety of devices to access the website, from desktop computers to smartphones and tablets. The website must adapt seamlessly to these different screen sizes and functionalities. Investing in responsive design ensures that the site looks and functions optimally, regardless of the device. A mobile-responsive website is particularly crucial, given the growing number of mobile shoppers. A site that loads quickly and is easy to navigate on mobile devices can significantly influence purchase intentions (Wagner et al., 2020).

Information is key in online shopping, and how you present it matters. Invest in clear and concise content presentation. Product descriptions should be informative and persuasive, while prices and discounts must be transparent. Include high-resolution images that allow customers to scrutinize products closely. Provide user-generated content like reviews and ratings. All of these elements contribute to an informative and reassuring shopping experience.

Contemporary consumers anticipate a personalized experience. Allocate resources to leverage data analytics for a deeper understanding of customer preferences. Use their past purchases, browsing history, and preferences to recommend products tailored to their tastes (Akter & Wamba, 2016). Personalization not only enhances the perceived benefit of shopping on the site but also improves the chances of conversion. It's like having a virtual personal shopper.

[bookmark: _Toc150525456]5.3 Research Limitations and Future Direction
The study is not without its limitations. One notable limitation arises from self-selection bias during the sampling process. The respondents who willingly participated in the survey may possess distinct characteristics or interests compared to those who declined, potentially affecting the generalizability of the findings to a broader population. It's essential to acknowledge that the survey's participants may not fully represent individuals less inclined to participate in surveys or engage in online research.

Another constraint arises from the cross-sectional design of the study. Gathering data at a singular point in time, while effective for exploring associations, imposes limitations on establishing causal relationships or discerning changes over time. In essence, this research design cannot capture the dynamic alterations that may occur within consumer behavior related to online clothing shopping. A more comprehensive understanding of these dynamics would require a longitudinal study, tracking the same participants over an extended period, which is an aspect this study regrettably could not address. These limitations are important to consider when interpreting the study's findings and should guide future research in this field.

Addressing the limitations identified, future research should explore barriers faced by underrepresented demographic groups, conduct longitudinal studies to track changing consumer behaviors, investigate effective trust-building strategies, delve into specific security concerns, and conduct comparative analyses between online and in-person shopping. This research can provide practical insights for businesses to encourage broader participation in the dynamic online clothing shopping market.
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