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Chapter 1 Introduction 

1.1. Research Background                              
As we approach 2023, we are in the middle of the fourth quarter of 2022, traditionally a time for 
buying Christmas gifts. Following the extra income received from the year-end bonus, those who 
wish to reward themselves in the past year. There should be an increase in the atmosphere of retail 
in general.  
 
Furthermore, Hong Kong is known as a shopping paradise; the Individual Visit Scheme was 
released in July 2003, accelerating the retail sector's growth and allowing travellers from Mainland 
China to take up to 78% of the total market year-over-year (Tourism Commission, 2019). 
 
According to Tourism Commission's tourism performance research, in 2019, 55.91 million victors 
travelled to Hong Kong, which contributed 256.2 billion Hong Kong dollars (see Figure 1). 
However, it is worth reflecting upon the past three years since the outbreak of Covid-19 began. 
Arrivals of tourists in Hong Kong decreased by 90%. (Appendix A). The ZERO COVID policy 
introduced by the government ultimately hurt tourism-driven sales. Over the past 30 months, Hong 
Kong has lost half of its watch sales; the watch retail industry has nearly collapsed (Partner Net, 
2022).   
              
Figure 1. Shows the tourism performance in 2019. 

 
Source: (Tourism Commission, 2019).    
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1.2. Research Motivation 
After the Covid-19 pandemic hit Hong Kong, people had to change their lifestyles. In March 2020, 
citizens were not permitted to dine in the evening; also, most entertainment venues had to close; 
and people had to reduce their outdoor activities. Therefore, spending habits have changed, and 
people are used to purchasing goods on their mobile phones or via the web. Merchandise can also 
be delivered directly to homes or picked up at a pick-up location. Consequently, online shopping 
has become a daily life, especially for fast-moving consumer goods.  
 
The vaccination rate had increased; 82% of citizens had taken their third dose (HKSAR, 2022). 
and the economy was gradually recovering, but the retail market still had a long way to go. Since 
the government introduced the "leave home safe" application, the mobile phone has become an 
essential item for everyone. 
 
Nowadays, brands have changed advertising campaigns radically because of the impact of the 
pandemic. As part of the redesigned strategy, digital marketing has become a focal point. The 
watch industry must study this issue carefully to confront this trending norm; which factors affect 
the potential buyers to purchase online?  
 
However, insufficient research in this area in the watch industry has been examined. Therefore,  
this study would like to investigate whether these factors can positively influence the sector's 
growth.  
 
1.3. Research problems  
Identification of research problems leads to an expansion of the study. It is like setting a goal 
before embarking on a new adventure. Throughout the entire research process, it serves as the 
primary guiding principle. In sociology, a topic of study is discussed as a hypothesis. Hence, the 
question is relevant as a study topic. (Pardede, 2018, p.5). 
 
This research examines the following research problems: 

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

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

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

§ Are Age and Gender significant influences on the Online Purchase Intentions of Hong 
Kong consumers for watches? 

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

An examination of similar studies on similar topics was conducted in chapter 2, followed by the 
developing of a research model for this study in chapter 3.                                                 
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1.4. Aims and Objectives 
Since entry restrictions hammered the tourism-driven retail industry in COVID-19, watch and 
jewellery sales have suffered grievously. The watch industry must find a way to restore its business. 
In the past decade, digital marketing and online shopping have become the new norms. Despite 
this, the habit of purchasing watches over the Internet is still sporadic.  
 
This study aims to fill a void in existing knowledge by analysing the conclusions of studies that 
have been unsuccessful in identifying online purchase intentions. In order to survive the current 
challenging period in the Hong Kong watch industry, several factors must be addressed. 
Additionally, it serves as a reference for strategic planning to The Federation of Hong Kong Watch 
Trades & Industries Ltd (HK Watch Org, 2022) by providing relevant data. Based on the data 
gathered, they can optimize the purchase intention of wristwatches for online shopping.  
 
1.5. Summary 
Figure 2. illustrates the process model of the research structure, and the grant chart represents the 
working process. 
 
Figure 2. The process model of the research. 

 
Source: Created by author. 
 
       Figure 3. Gantt Chart for Research Schedule. 

 
       Source: Created by author.    
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Chapter 2 Literature Review 
The purpose of the literature review was to demonstrate that the researcher's knowledge and ability 
to synthesise is already understood. Ultimately, the researcher can identify conflicts and gaps in 
existing findings. Researchers must explain why their study is practical, original, and contributes 
to the field (Jesson and Matheson, 2011). 
 
2.1 Perceived Benefit 
According to (Al-Debei and Akroush, 2015) defined perceived benefit is the combination of 
benefits that satisfy a customer's expectations. Also, illustrated by  (Lee and Yen, 2014) price is 
one of the significant components of perceived value in shopping, a fellow by simplicity and social 
benefits. 
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2.1.1 Construct and measurements 
This study surveyed a questionnaire to analyse received benefits based on characteristics of 
shopping in privacy at home, convenience (Al-Debei and Akroush, 2015), saving money and 
having no time limit (Silva et al. 2019). 
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2.2 Website Content 
Website content provides visitors with information that facilitates interaction (Hasley and Gregg, 
2010). It often contains valuable information for their visitors. Increasing customer retention, 
stimulating curiosity, generating confidence, and encouraging purchases, leads to the retention of 
customers (Chu, 2001). 
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2.2.1 Construct and measurements 
the study surveyed a questionnaire to analyse website content based on the characteristics of 
priority, information, and usability (Charalel et al. 2016).  
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2.3 eWOM 
According to (Litvin and Goldsmith, 2018), eWOM refers to all unofficial information exchanges 
addressed to consumers about aspects or experiences of merchandise, offerings, or websites (Litvin 
and Goldsmith, 2018). Also, the characterisation (Bilal et al. 2022). eWOM (Electronic Word of 
Mouth) represents an evolved form of online interaction in the social network environment.  
 
In this study, eWOM was assessed as a variable with a positive effect on trust to assess the 
likelihood of an online purchase. 
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2.3.1 Construct and measurements 
This study surveyed a questionnaire to analyse eWOM based on the characteristics of sources, 
messages, situation factors, and recipients (Bila et al. 2022). 
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2.4 Hedonic Features 
Based on its description by Huang in 2003, hedonic features are satisfaction, excitement, and 
enjoyment in a given situation or expectation (Huang, 2003). Also, as defined by (Haasa and 
Kenning, 2014) are expecting a higher rate of success, having fun and having positive feelings. 
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2.4.1 Construct and measurements 
This study uses a questionnaire to analyse hedonic features based on characteristics such as 
Affirmative, Appreciative, Comforting, Delightful, Fun and Enjoyable (Huang, 2003). 
 

 
26 words 
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2.5 Trust 
Trust in a website refers to its likelihood of being trusted by a consumer, which is one of the 
fundamental principles of online shopping (Koehn, 2003). The concept of trust is viewed as a 
combination of behaviour, perspective, personality, and connection with others;  it is also defined 
as conceptual, empathetic or consequential (Alpern, 1997). 
 

 
55 words 
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2.5.1 Construct and measurements 
The purpose of this study is to analyse trust in performance, a personality characteristic or 
perspective, using a questionnaire. (Alpern, 1997). 
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2.6 Customer Behaviours 
A valid metric to measure Consumer Behaviour is big data, which can be collected from the 
atmosphere through analysis (Akrama et al. 2021) Adapted from Horner and Swarbrooke's 
Marketing Tourism, Hospitality, and Leisure in Europe in 1996, Consumer behaviour is 
understanding what drives consumers to make purchases and how they decide. (Horner and 
Swarbrooke, 1996) also mentioned from (Solomon, 1996) that consumer behaviour is when they 
choose, spend, use, or get rid of items, concepts, or occasions to fulfil their desires (Swarbrooke 
and Horner, 2007). 
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2.6.1 Construct and measurements 
This study used questionnaires to analyse customer behaviour based on factors influencing 
consumers' chasing decisions by identifying the underlying needs. Consumer behaviour varies 
with items, campaigns, budgets, and channels. Anticipating customer needs will improve 
productivity. Perform a consumer analysis of newly released items (Swarbrooke and Horner, 2007). 

 
 

2.7  Demographic factors  
In this study, we focused on two demographic characteristics. Identify differences in behaviour 
and motivation for online purchases based on gender and age. 
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Chapter 3 Research Methodology 

3.1 Research Model and Hypothesis 
 

 
 
Perceived Benefit: 
H1: The higher the perceived benefits, the greater the intention to purchase online. 
 
Website Content: 
H2: Website content influences customer purchase intention.   
 
eWOM (e Words of Mouth) 
H3: It will be more trustworthy if there is more positive eWOM. 
 
Hedonic Features 
H4: Hedonic Features are related to customer purchase intentions. 
 
Trust 
H5: The higher the trust in the Internet, the greater the intention to purchase online. 
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Customer/Consumer Behaviours 
H6: Customer/Consumer Behaviours of online shopping are positively related to customer 
purchase intention.   
 
Demographic Factors 
-     Age 
-     Gender                                                                                                                           
 
H1 Perceived Benefits → Online Shopping Intentions. 
H2 Website Content → Trust. 
H3 eWOM → Trust. 
H4 Hedonic Features → Online Shopping Intentions. 
H5 Trust→ Online Shopping Intentions. 
H6 Customer/Consumer Behaviours → Online Shopping Intentions. 
H7 Demographic Factors → Online Shopping Intentions.  
 
3.2 Triangulation 
Triangulation combines at least two or more research approaches, analytical approaches, sources 
of information, researchers, or analytical methods. Using triangulation improves the capability to 
evaluate research outcomes by eliminating, counteracting, or compensating for the limitations of 
a single approach (Thurmond, 2001). 
 

 
Source: (Atif and Richards, 2013). 
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3.3 Quantitative and Qualitative Research 
To begin formulating the hypothesis, the researcher must determine whether the problem requires 
a Quantitative or Qualitative approach. When it is necessary to describe an issue, Quantitative 
research should be used. Qualitative research is essential when solving a problem related to an area 
that should be investigated (Rahman et al. 2022). In this research, the primary quantitative data is 
under questionnaires developed and collected from local online shoppers rather than exclusively 
from people who buy or potentially buy watches online. Secondary quantitative data were analysed 
similarly to questionnaires, journal articles, HKSAR publications, or studies from overseas. 

Primary qualitative data were collected from focus groups conducted with consumers who 
discussed the rationale for this research on electronic channels. It was not restricted to consumers 
who purchased watches online or used online shopping to buy other merchandise.  

A combination of quantitative and qualitative methods has been employed in this study to facilitate 
a holistic and balanced assessment. The following figure shows the process of gathering primary 
data in this study.      
 
Figure 5. Process Of Gathering Primary Data. 

 
Source: Created by author. 
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3.4 Focus Group 

Research discussion is generally explored through focus groups as a qualitative method. Instead 
of surveying many individuals, a focus group obtains information from a specific sample of 
participants (Nyumba et al. 2017). 

 
Figure 6. Flow chart of the steps of the focus group discussion technique. 

 
Source: (Nyumba et al. 2017). 
 
Participants in the focus group spent approximately an hour discussing topics in both Chinese and 
English in Hong Kong. The meeting was documented on paper to facilitate further study. To 
identify the purchase intention of online shopping, especially for watches, non-rigorous questions 
were used during the focus group session. 
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3.5 Questionnaire Survey Method 
Snowball sampling will be used in the study, and statistical bias may occur. A survey is distributed 
on a google form to online consumers who matched with the target population, an online self-
administered questionnaire (de Leeuw and Hox, 2008) will be used to collect data for this study. 

Identifying specific questions relevant to the research objectives in survey design is essential. The 
impact of online purchase intention on watch purchases requires a more comprehensive assessment 
of customer satisfaction. Several questions must be answered, each representing a different level 
of satisfaction (de Leeuw and Hox, 2008). 

Figure 7. Illustrate the sample of the Likert scale (Joshi et al. 2015, p.397).of the questionnaire 
going to be set. 
 

 
Source: Created by author.  
 
The questionnaire consists of two parts. An overview of general demographic data, including 
gender and age, is presented first. Next, the study examines the factors influencing the intention to 
purchase watches online. 
 
Effective research requires appropriate data collection to achieve high-quality results in a final 
study. It is necessary to perform a preliminary analysis before proceeding with the main 
examination. The pilot study is the initial stage of the study process. The preliminary investigation 
will be developed and amended as part of the pilot test (In, 2017). 
 
Considering the target sample for the final study is 385, this pilot study will involve 30 consumers 
who have made online purchases. The objective of this pilot study was to examine questionnaire 
design, descriptions, accuracy, sequence, and primary goals. 
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3.6 Final Survey 
 
 Table 13: Final Survey. 

 
 

Source: Created by Author. 
 
3.6.1 Target Population 
The target Population is determined by pre-existing factors evaluated in the research (Cole and 
Stuart, 2010). This research targets potential watch buyers who purchase watches online. In 2022, 
(Statista, 2022) recorded that 3.2 million people used online shopping (Appendix B). 
 
3.6.2 Sampling Method 
In this research, following approval of the pilot test, scholarly articles and journals are reviewed 
to conduct a systematic and informative analysis of the snowball sampling method (Naderifar and 
Hamideh, 2017) Individuals were provided with extensive questionnaires.  

Type of data Adopted from

PB1 (Al-Debei and Akroush, 2015) 
PB2 (Al-Debei and Akroush, 2015) 
PB3 (Al-Debei and Akroush, 2015) 

WC1 (Al-Debei and Akroush, 2015) 
WC2 (Al-Debei and Akroush, 2015) 
WC3 (Al-Debei and Akroush, 2015) 
WC4 (Al-Debei and Akroush, 2015) 
WC5 (Al-Debei and Akroush, 2015) 
WC6 (Torres, 2021)
WC7 (Torres, 2021)
WC8 (Torres, 2021)

eWOM1 (Al-Debei, et al., 2015)
eWOM2 (Al-Debei, et al., 2015)
eWOM3 (Al-Debei, et al., 2015)
eWOM4 (Al-Debei, et al., 2015)
eWOM5 (Al-Debei, et al., 2015)

HF1 (Mazumder and Sanyal, 2022).
HF2 (Mazumder and Sanyal, 2022).
HF3 (Mazumder and Sanyal, 2022).
HF4 (Mazumder and Sanyal, 2022).
HF5 (Al-Debei and Al-Lozi, 2014) 
HF6 (Al-Debei and Al-Lozi, 2014) 
HF7 (Al-Debei and Al-Lozi, 2014) 
HF8 (Al-Debei and Al-Lozi, 2014) 

TR1 (Al-Debei and Akroush, 2015) 
TR2 (Al-Debei and Akroush, 2015) 
TR3 (Al-Debei and Akroush, 2015) 
TR4 (Al-Debei and Akroush, 2015) 
TR5 (Torres Arez, 2021)
TR6 (Torres Arez, 2021)

CB1 (Al-Debei and Akroush, 2015)
CB2 (Al-Debei and Akroush, 2015)
CB3 (Bu and Parkinson, 2022)
CB4 (Bu and Parkinson, 2022)
CB5 (Bu and Parkinson, 2022)
CB6 (Bu and Parkinson, 2022)
CB7 (Bu and Parkinson, 2022)
CB8 (Bu and Parkinson, 2022)

OPI1 (Torres, 2021)
OPI2 (Torres, 2021)
OPI3 (Torres, 2021)
OPI4 (Torres, 2021)
OPI5 (Torres, 2021)
OPI6 (Bu and Parkinson, 2022)
OPI7 (Bu and Parkinson, 2022)
OPI8 (Bu and Parkinson, 2022)

DF1 (Tengilimoglu and Hassan, 2020)
DF2 (Tengilimoglu and Hassan, 2020)

Age.

In general, I would follow recommendations from brands made by their KOLs.
In the future, are you likely to purchase a watch from an online shop?

Are you likely to consider purchasing a watch in the near future? 

Gender

The brands recommended by KOLs would be my first choice.
In the future, I will purchase watches from brands recommended by the KOLs that I follow.

Demographic Factors

Identifying KOLs who recommend or present products or services is essential.
Observing how others interact with KOL recommendations or information presented by them is crucial.
Use social media to share relevant information based on recommendations from KOLs (e.g. retweet or share the watch they recommend on your account).
Assist the KOL in fulfilling his or her social media responsibilities by providing the necessary information.
KOL recommendations should be considered when I want to buy a watch.

A website is visually appealing.

I have only read positive feedback about the website I am considering purchasing.

Shopping for watches online should be a pleasant experience for me. 
Purchasing watches online should be a fun experience for me. 
It would be a pleasure to purchase watches online.

Positive reviews of a product when considering online purchases.
When considering an online purchase, recommendations from social media are important (e.g. Facebook, Instagram or others). 
It gives me additional confidence to purchase a product when I read online reviews and recommendations from other consumers.

Shopping online is a safe and secure process.
My personal information will be protected when I shop online.
With digital certificates, I am confident that online purchases are secure.

It would be easy for me to become proficient at using.

6 - point Likert scale 
(Joshi et al. 2015, 

p.397).I feel comfortable buying watches online.

Customer/Consumer Behaviours

E-word of mouth (eWOM)

Hedonic Features

My confidence in the website's reliability is increased if it provides sufficient information about the company's history.      

Shopping online is a pleasant experience.
Online shopping is more convenient than shopping in a physical store.

A website is visually pleasing.

Items measuring online shopping variables

Knowing the opinions of others regarding such product before buying is imperative.
I am satisfied with the item I purchased because it is superior to others.

Online shopping allows me to shop in the privacy of my home or office.
Online shopping allows me to make purchases at any time and from anywhere.
Shopping online has the advantage of saving me the hassle of visiting traditional retail locations.

It is common for me to read online testimonials for products purchased online.

Finding the desired products on a website with the least effort.
Search capability on a website (including keyword, website, service, and product optimisation).
It is essential for online shopping to have a fast-loading website.
The ordering process used by the site is simple and essential for online shopping.
A website whose internal navigation is convenient and meets my needs is important.

Perceived benefits

Website content

Classification 
Question

Categorical Data 
(Agresti, 2003).

Trust 

Online Purchase Intention

Do you think it would be a good idea to purchase watches from an online retailer?

Would you be likely to visit a watch website before making a purchase?
Do you think watch can be purchased online?

I trust online shopping will not sell my personal information (e.g. e-mail, phone number or name) to others for commercial use.

Target

Independent

Dependent

When I buy a product, I look for the most attractive design to make me feel confident.

Ask others about what KOL are recommending or presenting on social media is essential.

It gives me a sense of trust when I shop online.

My personality must be reflected in the items I purchase to look aesthetically pleasing. 
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3.6.3 Sampling Size 
Statista (2022) shows that (N) 3.2 million people purchased goods online in 2022. The critical z-
score (Z) value is 1.96 when using a 95 % confidence level for standard deviations. The 
uncorrected p-value (p) associated with a 95 % confidence level (e) is 0.05, a successful rate. P = 
1/2,  and the Failure rate (q) is 0.5. Hence, n is 385 for the sample size (Chirayath, 2005) in this 
research (Appendix C). 
 
3.7 Data Analysis Techniques 
This research used SPSS version 29 to determine population data, the reliability test, factor 
analysis, correlation analysis, simple and multiple regression analysis, independent T-test, and 
one-way ANOVA test (Park, 2003). 
 
3.8 Research Method Limitations 
The research has some limitations, including no previous studies have examined online purchase 
intentions in the watch industry. Consumers currently purchase or consider purchasing watches 
are mainly smartwatches (Reeder and David, 2016). It is the barrier to this research; prior research 
on online shopping watches is minimal, not limited to Hong Kong. It could not locate many journal 
articles relevant to the research problem; this is likely a result of the fact that consumers prefer to 
buy traditional timepieces in retail stores.  
 
Secondly, this study utilized the snowball methodology (Naderifar and Hamideh, 2017). Chain 
referrals are non-probability samples obtained from outside a predetermined population using a 
predetermined procedure. The outcome may be affected. 
 
3.9 Research Ethics  
Data integrity was respected in this research project, and the data provided was used exclusively 
for this research/dissertation. Due to the confidentiality of interviewers' personal information, 
this project does not reveal any individually identifiable information such as names, 
organisations, or professional backgrounds. 
 

2509 words 
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Appendices: 
Appendix A   
 
Appendix A shows the total visitor arrival from Dec 2019 to Sep 2019.  

Source: Partner Net, 2022. 
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Appendix B   
 
Appendix B  shows the total online users between 2017 to 2022 and the forecast from 2023 to Sep 
2027.  

  
  Source: Statista, 2022  
 
 
Appendix C  

 
   Source: Chirayath, 2005 

 




























