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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.

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

Source: (Tourism Commission, 2019).



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.



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.

Introduction Literature Review Research Result & I?ata Conclusion Recommendations
Methodology Analysis

Source: Created by author.

Figure 3. Gantt Chart for Research Schedule.
Gantt Chart for Research Schedule

Phase 1
Setting the Research Topic
Meeting Dr. Mo
Establish the Research Objective And the Framework
for Conducting the Research
Literature Review
Meeting Dr. Mo
Prepare the Questionnaire and Conduct the Pilot Tes
Developing the R ¢ch Proposal
Meeting Dr. Mo
Phase 2
Finalise the Questionnaire and Data Collection
Statistical Analysis
Meeting Dr. Mo

Condlusion and recommendation

Meeting Dr. Mo

Source: Created by author.




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.

Table 1: Definition of Perceived Benefit.

Researcher(s)

Definition

Al-Debei, Akroush & Ashouri
(2015)

Perceived relative advantage of an innovation, expressed as economic profitability, social prestige, and/or
other benefits.

As the sum of advantages that meet a consumer’s needs or wants.

As a consumer’s belief about the extent to which he or she will become better off from the online
transaction with a certain web site.

As the sum of advantages that meet a consumer’s needs or wants

In terms of convenience and time saving.

Lee, David & Hsiao (2014)

It could be used to explore the effect of information sharing because it is a cognitive decision made by
individuals for a specific service.

Perception that may drive users® attitudes and behaviours.
The perspectives including performance/quality, emotional, money, and social.

The monetary perspective indicates that value is generated when less is paid for goods or products.

Liu, Brock & Shi, et al.,
(2013)

Shannon, Forsythe & Liu & et
al., (2006)

Silva, Pinho & Soares, et al.,
(2019)

Functional motives are convenience, variety and quality of merchandise, and price, whereas non-functional
(hedonic) motives are related to social and emotional needs for enjoyable, interesting shopping
experiences.

Perceived benefits of online shopping: (1)shopping convenience: (2)product selection; (3) ease/comfort of
shopping; and (4)hedonic/enjoyment.

Major benefits associated with online buying behaviour:(1)a price benefit; (2)a convenience benefit; and
(3)a recreational benefit.

Personal determinants of shopping in traditional formats can be broadly understood as being influenced
by functional and non-functional motives.

Functional motives are related to utilitarian functions such as convenience, variety and quality
merchandise and price.

Non-functional (hedonic) motives are related to social and emotional needs for enjoyable, interesting
shopping experiences.

Both functional and hedonic motives for online shopping were important predictors of attitudes toward
online shopping.

Perceived benefits can be viewed as a determinant of the shopping experience.

Trade-off between what is gained and given

It translates into the consumer’s subjective belief that he/she will gain something from the Internet
purchase.

Tri D, Robinson, Dobele
(2022)

The emergence of internet-based media has promoted the development of e WOAM , which refers to
information regarding a product or company that is made available to a large group of people via the
internet.

The eWOM literature contains many definitions of e WOM , which describe e WOM in different forms, such
as online referrals, user-generated content, consumer-generated ads and online reviews.

Source: Created by author.




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).

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

Shop in privacy of home
Al-Debei, Akroush & Ashouri
(2015)

Whenever the consumer desires?

Save the effort of buying compared to offline/traditional stores

Experiential value
Information value
Perceived value
Shared vision
Lee, David & Hsiao (2014)
Social capital
Social value

Transaction value

Trust

Price is a very attractive factor to most consumers.

. . Price discount could affect consumers’ price belief, eventually affect their
Liu, Brock & Shi, et al., shopping intentions.

(2013)

Price benefit positively influences consumers ‘attitude.

Convenience benefit positively influences consumers ‘attitude.

Shopping Convenience

Shannon, Forsythe & Liu & et |product Selection

al., (2006
> ( ) Ease/Comfort of Shopping

Hedonic/Enjoyment

Silva, Pinho & Soares, et al., Save money
(201 9) More convenient

Source: Created by author.



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).

Table 3: Definition of Website Content.

Researcher(s) Definition

The provision of quality online information
Chang, Kao & Wu, et al,, (202 1) Website supports on-line seekers in navigating the website

Acquiring knowledge efficiently and effectively.

Website contents can arouse interest, develop trust, and facilitate
decisions by customers.

Chu (2001).
Websites often provide customers with online booking and other
information-related services.

Website information content affects user-website interactions

Providing information that assists the audience in making a purchase

Hasley & Gregg (2010) decision.

To assist prospective buyers in identifying specific items or selecting
items rationally.

How information can be retrieved

How information should be displayed.

Rahimnia & Hassanzadeh (201 3) How information should be stored and organized

Website content is an effective means for building customers” trust

What information needs to be selected

Public relations are carried out through website content.
ngel Halpern, & Uttam Regml (201 3) In order to maintain and build positive relations.

Also, it provides content and offers a variety of services.

Source: Created by author.



2.2.1 Construct and measurements

the study surveyed a questionnaire to analyse website content based on the characteristics
priority, information, and usability (Charalel et al. 2016).

Table 4: Measurement of Website Content.

of

Researcher(s)

Construct & Measurements

Charalela, Puaa & Gallaa, et al.,
(2016)

Content and accessibility
Relative importance of fellowship program websites

Society of interventional radiology (sir) online resources

Chu (2001).

Likes and dislikes about online activities?

What contents and features do internet users expect to see in
website?

Rahimnia & Hassanzadeh (2013)

Nigel Halpern., & Uttam Regmi.
(2013).

The informational dimensions

The design dimensions

Passenger service & information
Aviation/Non-aviation

Corporate communications

Tufuga, Mueller & Bellini, et al.,
(2022)

Award each time
Diverse/diversity
Equitable/equity
Goals and Objectives
Inclusion/inclusive
Landing Page

Total images on the website

Source: Created by author.



23  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.

Table 5: Definition of eWOM.

Researcher(s)

Definition

Al-Debei, Akroush & Ashouri
(2015)

eWOM defined as “any positive or negative statement made by potential, actual, or
former customers about a product or company which is made available to multitude of
the people and institutes via the Internet.”

eWOM communication has emerged as a result of the increasing numbers of consumers
who are using the internet to find relevant information, thanks to recent rapid
advancements in internet technologies.

Bilal, Akram and Zhang, et al.,
(2022)

The fast expansion of SNS has changed how information is accessed and delivered to
consumers with an online platform wherein they can easily share information and
suggestions about a brand or experience, namely e WOM.

eWOM has become an essential platform for several firms because it influenced
consumers’ behaviour and attitude .

Online consumers’ reviews provide assessments in terms of eWOM about services,
products, and firms on third-party websites.

eWOM is a significant source of information for the hotel sector to understand their
consumers’ desires and enhance their hotel booking and accommodation quality."

Cheung & Lee (2012)

With the advent of the Internet, WOM which was originally defined as an oral form of
interpersonal non-commercial communication among acquaintances has evolved into a
new form of communication, namely electronic word-of-mouth(eWOM) communication.

eWOM communication can take place in various settings. Consumers can post their

opinions, comments and reviews of products on weblogs, discussion forums, review

websites, retail websites, e-bulletin board systems, newsgroup and social networking
sites.

Saleem & Bilal, et al., (2022)

eWOM is a modified version of internet-based communication of WOM in the new
technological epoch .

eWOM as “every informal communication addressed to customers and related to features
or usage of products or/and services or e-retailers that is based on the internet.”

eWOM is the sharing of personal experiences with specific product/service providers via
opinions, online reviews, and suggestions, resulting in persuasive effects on targeted
customers.

Tri D, Robinson, Dobele
(2022)

The emergence of internet-based media has promoted the development of e WOM , which
refers to information regarding a product or company that is made available to a large
group of people via the internet.

The eWOM literature contains many definitions of eWOM , which describe e WOM in
different forms, such as online referrals, user-generated content, consumer-generated ads
and online reviews.

Source: Created by author




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).

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

Online recommendations to buy
Post positive online comments.

Al-Debei, Akroush & Ashouri [Positive online reviews
b

(20 1 5) e-community frequently post online recommendations to buy from this online
catalogue retailer

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

Information quality.

System quality.

Bilal, Akram and Zhang, et al.,

Virtual interactivity.

(2022)
Reward.
Significant positive effects on brand love
Egoistic Motivation
Collective Motivation
Cheung & Lee (2012) Altruistic Motivation

Pointillistic Motivation

Knowledge Self-Efficacy

Satisfaction.

Saleem & Bilal, et al., (2022) |Web-site Quality.

The Moderating Effect Of Risk-Taking In Gender.

eWOM types are affected by platform, format and device.

. . Anonymous or unidentifiable senders affect the perceive of eWOM differently?
Tri D, Robinson, Dobele
(2022) Influence is affected by the factors related to source, receiver, message and
situation.

What makes eWOM different from replayed or edited content?

Source: Created by author.



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.

Table 7: Definition of Hedonic Features.

Researcher(s) Definition (hedonic)

Hedonic features refers to the satisfaction, excitement, and
enjoyment the audience receives and expected

Huang (2003)

Shannon, Forsythe & Liu & et Non-functional (hedonic) motives are related to social and emotional
al_, (2006) needs for enjoyable, interesting shopping experiences.

Anticipate a higher likelihood

Haasa & Kenning (2014) Enjoyment
Feeling good

Exciting
Entertaining
Bilgihan (2016)

Gamification

Visually appealing provide enjoyment

A hedonistic feature motivates a customer to feel pleasure or
satisfaction immediately after participating in an activity.

Zheng, Men & Yang, et al., Hcdor_:islic features are the biotic factors. (seck play, fantasy and
experiences)

(2019)

Hedonic features play a significant role in influencing consumers'

impulse buying behaviour by appealing to the entertaining, fun, and
delightful aspects of shopping.

. . Primarily provide affective experience, and they are more related to
Shang, Jin & Qlu (2020) sensation, pleasure and enjoyment.

Source: Created by author.
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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).

Table 8: Measurement of Hedonic Features.

Researcher(s) Construct & Measurements (hedonic)

The hedonic performance

. Pleasant (Delightful) —unpleasant

. Nice (Appreciation) —awful

. Entertaining (Fun and enjoyable) —weary
. Agreeable (Affirmative) —disagreeable

. Soothing (Comforting) —aggravating

Huang (2003)

WNh WN =

Disposition toward salespeople
Efficiency orientation
Haasa & Kenning (2014)

Purchase uncertainty

Shopping enjoyment

Weary / Entertaining
Disagreeable / Agreeable
Bilgihan (2016) Dull / Exciting

Not Delightful / Delightful

Not Thrilling / Thrilling

The situation factors:

Zheng Men & Yang et al. Interpersonal influence
(2019) Portability

Visual appeal

Evaluate people’s preference
Shang, Jin & Qiu (2020) Negative emotions (sad, guilt)

Positive emotions (happy)

Source: Created by author.
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).

Table 9: Definition of Trust.
Researcher(s) Definition

Trust is thought to be an action, an attitude or orientation, a state of
character, a relationship;

A]pem (1 997) Trust has been described as cognitive (i.e., a matter of opinion or prediction
that things will turn out in a certain way or that people will behave in a
certain way), affective (i.e., a matter of feeling) or conative (i.e., a matter of
choice or will) .

Trust as “the mutual confidence that no party to an exchange will exploit
another’s vulnerabilities.

Al-Debei. Akroush & Trust can be also referred to as the belief of an individual in the
2 trustworthiness of others which can be determined by their perceived
Ashouri (20 1 5) integrity, benevolence, and competence.

Trust can be described as an expectation that others will not behave
opportunistically.

Trust in a website was defined the willingness of a consumer to trust a
Daryl Koehn (1 996), website. Because of the inherent nature of online shopping, trust plays a
central role in transactions.

Trust is not the mere "confidence in one's expectation" It is more
correct to think of trust as a confidence in an expectation of the
trustee’s good will.

Trust and Anti-Trust,”” defines trust as the trustor’s expectation of being the
Daryl Koehn (2003)‘ recipient of the trusted party’s good will.

Trust is the trustor's expectation of being benefited in some way by a
particular person or group who are capable of betraying the trustor and with
whom the trustor has an actual or potential relation.

Hsiao, Lin & Wang, et al., Trust in a web:‘sne was defined in Fhls study as the w1llu:1gness of.a consumer
to trust a website. Because of the inherent nature of online shopping, trust
(20 1 0) plays a central role in transactions.

Trust definitions stress a functional point of view.

Liu, Brock & Shl, et al., Trust reduces complexity in situations of uncertainty.

(20 1 3) An act of trust is a party's faith that another party will perform an action
properly in return for their trust. Regardless of whether the other party can
be monitored or controlled.

Source: Created by author.
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
perspective, using a questionnaire. (Alpern, 1997).

Table 10 Measurement of Trust.

or

Researcher(s)

Construct & Measurements

Alpern (1997)

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

Trust is cognitive (a matter of belief that things will turn out in a certain way)
affective (a matter of feeling and emotion)
conative (a matter of will and choice

Trust characterized (voluntaristic dimension) as

A biological instinct

A personal habit a matter of personal choice/inculcation of cultural
Norms essentially unconscious

Trust defined (cognitive dimension) thought to be
A rational calculation on available evidence

A leap beyond what reasons support

Outside of reasoning altogether

Al-Debei, Akroush & Ashouri (2015)

It is safe to pay money and perform a financial transaction on this catalogue retailer web site.

The online catalogue retailer will protect my financial-related information from being leaked
(hacked).

The catalogue retailer web site is secured given that it uses digital certificates.

The catalogue retailers web site will not sell my personal information (e-mail, phone number,
names..) to others for commercial use.

Daryl Koehn (2003).

Seeking evidence for the other's trustworthiness.
Does the other party have a history of keeping promises?

A good reputation?

Hsiao, Lin & Wang, et al., (2010)

The increase levels of:
Perceived Ability

Perceived Benevolence/Integrity
Perceived Critical Mass

Perceived Web Reputation
Perceived Web Quality
Perceived Institution Assurance

Liu, Brock & Shi, et al., (2013)

Transferring the trust allied with 3rd party
Recommendations and comments.

Credibility

Silva, Pinho & Soares, et al., (2019)

Trust rely on perception of the risks and benefits associated with transactions.
Trust influence the positively online purchase intention
The greater the perceived risk, the lower the trust in the Internet.

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

Source: Created by author.
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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).

Table 11: Definition of Customer Behaviours.

Researcher(s)

Definition (Customer Behaviours)

Akrama, Junaid &
Zafare, et al., (2021)

Customer behaviours determine in direct connection with
subjective & objective factors.

Behaviours can be learned from the environment through
the observation of the learning process,

and social commerce is an effective consumption learning
platform.

Solomon (1996).

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

Horner & Swarbrooke
(1996).

Consumer behaviour is the study of why people buy the
product they do, and how they make their decision.

Xu, Huang & Li (2019)

Consumers' perception of a product depends on the context
in which it is presented.

Engel, Blackwell &
Miniard (2001)

Those activities directly involved in obtaining, consuming,
and disposing of products and services including the
decision processes that precedes and follows these actions’.
This definition emphasizesthe importance of the
psychological process which the consumer goes through
during the pre-purchase, and post-purchase stages

Source: Created by author.
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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).

Table 12: Measurement of Customer Behaviours.

Researcher(s) Construct & Measurements (Customer Behaviours)

Motivation is one of the most important components of behaviours.

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

Akrama, Junaid & Effects of motivations (utilitarian & hedonic) on OPI in social commerce
Zafare, et al., (2021) ) N . ) o
Interaction effect of eWOM and social value on the association between two types of
motivations and OPI.

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

Boluriana, Akbaria &

Mousavib, et al., Time-of-use (TOU) price and shifts demand load from peak to valley load time.
(2022)
Factors motivating to shop online?
Leelayouthayotin Factors would encourage to shop online?
Positive aspects of shopping online?
(2004) Potential problems that discourage from shopping online?

Products or services have considered to shop online?

Identify the reasons why consumers choose certain products and services.
A unique selling proposition (USP) is one benefit they seck.
Correct positioning of the product.

Swarbrooke & Horner Adapting to consumer behaviour across product, promotion, price, and channel
(2007) (distribution).

Forecasting consumer demand will bring efficiencies.
Identify consumer behaviour with novel products.

Targeting particular market segments.

Xu, Huang & Li Convenience
Money saving
(20 1 9) Time saving

Source: Created by author.

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

Figure 3. Study Model

Perceived
Benefit

Online Purchase
Intentions

Website
Content

H3

Demographic
Customer/ Factors
Consumer - Age
Behaviours - Gender

Hedonic

Features

Source: Created by author.

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).

Figure 4. An illustration of the qualitative and quantitative methods of triangulation.

Qualitative Quantitative
Data Collection Data Collection
Data Analysis Data Analysis

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.

Focus Group ) )
Develop Questionnaire

\\

Pilot Test

Final Survey

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.

Define the objectives of the study
Define the purpose of the focus group

Develop a list of key questions (schedule)
Seek ethics clearance
(B T Identify and recruit pcrﬂcipant.s. ) ‘
Ensure homogenous composition (gender, education, language, etc) O
design Decide on the number of participants, (4-15, over-recruit by 10-25%) -'-_
Identify and recruit a facilitator and an assistant (flexible, observant) -'.
Decide on number of focus groups -'-_
Identify suitable location ‘:
Select an accessible, reasonably sized venue away from distractions -'-_
\ Arrange materials (recording equipment, consent forms, name tags) / -':
Pre-session preparation §
Familiarize with script, group dynamics, seating preferences, equipment operation g
Record duration of each meeting é
Data Facilitation during meeting E
Collection Infroduce (randomized self infroduction, consent and confidentiality, ground rules) E
Discuss (record and observe discussion, probe, pause, reflect, observe non-verbal cues) é
Track questions for completion and follow up on themes of discussion E
Conclude (acknowledge participants) g
Options include ::
Listing/ranking ::
Coding (key ideas, themes) .:
Analysis - .
Content analysis H
Discourse analysis ::
Conversation analysis ::
(Decide on target audience\ -':
Results L J H
and l + l H

reporting
( practitioners

Academics J ( Policy makers and ] [ Participants of the study J

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.

strongly disagree strongly agree

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.

Items measuring online shopping variables

Type of data

Adopted from

Perceived benefits

PB1 Online shopping allows me to shop in the privacy of my home or office. (Al-Debei and Akroush, 2015)
PB2 Online shopping allows me to make purchases at any time and from anywhere. (Al-Debei and Akroush, 2015)
P83 Shopping online has the advantage of saving me the hassle of visiting retail locations. (Al-Debei and Akroush, 2015)
Website content
wcL A website whose internal navigation is and meets my needs is important. (Al-Debei and Akroush, 2015)
we2 The ordering process used by the site is simple and essential for online shopping. (Al-Debei and Akroush, 2015)
we3 It is essential for online shopping to have a fast-loading website. (Al-Debei and Akroush, 2015)
wca Search capability on a website (including keyword, website, service, and product optimisation). (Al-Debei and Akroush, 2015)
WCs Finding the desired products on a website with the least effort. (Al-Debei and Akroush, 2015)
wce A website is visually pleasing. (Torres, 2021)
wc7 A website is visually appealing. (Torres, 2021)
wcs It would be easy for me to become proficient at using. (Torres, 2021)
E-word of mouth (eWOM)
ewoM1 It is common for me to read online testimonials for products purchased online. (Al-Debei, et al., 2015)
ewom2 I have only read positive feedback about the website | am considering purchasing. (Al-Debei, et al., 2015)
ewom3 Positive reviews of a product when online purchases. (Al-Debei, et al., 2015)
eWOM4 When considering an online purchase, from social media are important (e.g. Facebook, Instagram or others). (Al-Debei, et al., 2015)
eWOMS5 It gives me additional confidence to purchase a product when | read online reviews and re d from other consumers. (Al-Debei, et al., 2015)
Hedonic Features
HF1 When | buy a product, | look for the most attractive design to make me feel confident. (Mazumder and Sanyal, 2022).
HF2 Knowing the opinions of others regarding such product before buying is imperative. (Mazumder and Sanyal, 2022).
HF3 Independent || am satisfied with the item | purchased because it is superior to others. (Mazumder and Sanyal, 2022).
HF4 My must be reflected in the items | purchase to look a. pleasing. (Mazumder and Sanyal, 2022).
HF5 Shopping for watches online should be a pleasant experience for me. (Al-Debei and Al-Lozi, 2014)
HF6 Purchasing watches online should be a fun experience for me. 6- point Likert scale | (Al-Debei and Al-Lozi, 2014)
HF7 it would be a pleasure to purchase watches online. (Joshi et al. 2015, |(Al-Debei and Al-Lozi, 2014)
HF8 Target | feel comfortable buying watches online. 0.397). (Al-Debei and Al-Lozi, 2014)
Trust
TR1 Shopping online is a safe and secure process. (Al-Debei and Akroush, 2015)
TR2 My personal information will be protected when | shop online. (Al-Debei and Akroush, 2015)
TR3 With digital certificates, | am confident that online purchases are secure. (Al-Debei and Akroush, 2015)
TR4 1 trust online shopping will not sell my personal information (e.g. e-mail, phone number or name) to others for commercial use. (Al-Debei and Akroush, 2015)
TRS It gives me a sense of trust when | shop online. (Torres Arez, 2021)
TRE My confidence in the website's reliability is increased if it provides sufficient information about the company's history. (Torres Arez, 2021)
Customer/Consumer
81 Online shopping is more than shopping in a physical store. (Al-Debei and Akroush, 2015)
cB2 Shopping online is a pleasant experience. (Al-Debei and Akroush, 2015)
CB3 Ask others about what KOL are r ling or on social media is essential. (Bu and Parkinson, 2022)
CB4 Identifying KOLs who recommend or present products or services is essential. (Bu and Parkinson, 2022)
CBS Observing how others interact with KOL or information presented by them is crucial. (Bu and Parkinson, 2022)
cB6 Use social media to share relevant information based on recommendations from KOLS (e.g. retweet or share the watch they recommend on your account). (Bu and Parkinson, 2022)
cB7 Assist the KOL in fulfilling his or her social media responsibilities by providing the necessary information. (Bu and Parkinson, 2022)
B8 KOL recom should be considered when | want to buy a watch. (Bu and Parkinson, 2022)
Online Purchase Intention
OoPIL Are you likely to consider purchasing a watch in the near future? (Torres, 2021)
oPI2 Would you be likely to visit a watch website before making a purchase? (Torres, 2021)
oPI3 Do you think watch can be purchased online? (Torres, 2021)
oPI4. Dependent [Do you think it would be a good idea to purchase watches from an online retailer? (Torres, 2021)
oPIS In the future, are you likely to purchase a watch from an online shop? (Torres, 2021)
OPI6 In general, | would follow recommendations from brands made by their KOLs. (Bu and Parkinson, 2022)
oPI7 The brands recommended by KOLs would be my first choice. (Bu and Parkinson, 2022)
oPI8 In the future, | will purchase watches from brands recommended by the KOLs that | follow. (Bu and Parkinson, 2022)
Demographic Factors
DF1 q Age. Categorical Data (T and Hassan, 2020)
DF2 N Gender N (T and Hassan, 2020)
Question (Agresti, 2003).

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.
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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.

Total Visitor Arrivals
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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.

USERS PENETRATION RATE

I«

in million users

©

2017 2018 2019 2020 2021 2022 2023 2024 2025 2026 2027

-®- Beauty, Health, Personal & Household Care

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

- Toys, Hobby & DIY

Most recent update: Nov 2022

Source: Statista, 2022

Appendix C

N (Z)z pa

N—1+(§)2pq

= 3,200,000 3.8416 0.5000 0.5000
0.0025
3,200,383

= 0.9999 X 384

= 385 at least sample size

Source: Chirayath, 2005
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APPLICATION FOR ETHICAL APPROVAL

RESEARCH STUDENTS

This form is to be completed by the student within SIX months for full-time students and TWELYE months
for part time students, after the commencement of the research degree or following progression o Part
Two of your course.

Onee complete, submit this form via the My TS0 Docforal College Porfal at (hitpsYmyisd. waisd. ac.uk)

This document is also available in Welsh.

RESEARCH STAFF ONLY
All communications relating to this application during its processing must be in wnting and emailed to
poresearchi@uwisd. ac.uk , with the tile 'Ethical Approval’ followed by your name.

STUDENTS ON UNDERGRADUATE OR TAUGHT MASTERS PROGRAMMES should submit this form
(and receive the outcome) via systems explained to you by the supervisormodule leader.

In order for research to result in benefit and minimise risk of harm, it must be conducted athically. A
rasearcher may not be covered by the University’s insurance if ethical approval has not been obtained
prior to commencement.

The University follows the OECD Frascat manual definition of research activity: “creative work undertaken
on a systematic basis in order to increase the stock of knowledge, including knowledge of man, culture and
society, and the use of this stock of knowledge to devise new applications”. As such this covers activities
undertaken by members of staff, postgraduate research students, and both taught postgraduate and
undergraduate students working on dissertations/prmjects.

The individual undertaking the research activity is known as the “principal researcher”.

Ethical approval is not required for routine audits, perfommance reviews, Quality assurance studies, testing
within normal educational requirements, and literary or artistic criticism.

Please read the notes for guidance before completing ALL sections of the form.

This form must be completed and approved prior to undertaking any research activity. Please see
Checklist for details of process for different categones of application.

SECTION A: About ¥ou [Principal Researcher)

1 Full Mame: WOO KA CHEOMG MIKE
2 Tick all boxes that apply: Member of staff: O gﬁgir_aw Sl O
Taunht Posmoraduate Postoraduate
EhU R e Sia & Student 2 Research Studert H
Institute/Academic
2 Discipline/Centra: fsliay
Campus:
E-mail address: 2123229 @stud ent wwtsd ac.uk
Contact Telephone Mumber: (B52) 5137-2727
For sfudenis:
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Student Mumber: 2123229

8 Programme of Study: MBA

a9 Director of Studies/Supervisor. | Dr Mo, Wing Ying, Katherine

SECTION B: Approval for Research Activity

1 Has the research activity received approval in principle?
(please check the Guidance Motes as o the appropnate YES O NO =
epproval process for different levels of research by different
catenories of individual)
Dafe
2 If Yes, please indicate source of Research Degrees Committes 0
appmval (and date where known):
Approval in principle must be | |nstitute Research Committee O
obtained from the relevant souvce —
prior to seeking ethical approval Other (wnte in) O

SECTION C: Internal and External Ethical Guidance Materials

Please list the core ethical guidence documents that have been refermred to during the completion of
this form (including any discipline-specific codes of research ethics, location-specific codes of
research ethics, and also any specific sthical guidance relating to the proposed methodolooy).
Please tick to confim that your research proposal adheres to these codes and quidelines. Youw may
addd mws to this table if needed.

1 UWTSD Research Ethics & Integrity Code of Practice =
2 UWTED Reszarch Data Management Policy 3
[List any other mlevant documents Ham/ =

SECTION D: Extarnal Collaborative Research Activity

If there are external collaborators then you should gain consent from the contact persons to share their
personal data with the university. If there are no external collaborators then |leave this section blank and
continue to secton E.

1 Institution
2 Contact person name
3 Contact person e-mail address
4 Is your research externally funded? YES O NO =]
3 Are you in receipt of 2 KESS scholarship? YES O NO =]
& | Are you specifically employed to Voluntary YES . NO =
. undertake this research in either a ——
paid or voluntary capacity? MREYE YES U NO )
8 Is the research being undertaken K YES then the
within an existing UWTSD Athrofa permission question
Prmfessional Learning Partnership below does not need HES = HE 2
(APLPYY to be answered.

April 2022 2 P=2 Ethical Approval Form



Prifysgol Cymru

Ea‘. Y Drindod Dewi Sant
" University of Wales FG2 /E1FORM
Trinity Saint David
g Has permission to undertake the (If YES attach copy)
research has been provided by the k¥ MO the application YES O NO 5
parmner organisation? cannot continue

Whare research activity is carried out in collaboration with an external organisation

10

Does this organisation have its own ethics approval system? YES | NO &

If ¥es, please attach a copy of any final approval (or interim approval) from the omganisation (this
may be a copy of an email if appropriate].

SECTION E: Details of Research Activity

A rescarch on the perceived benetit, website content; e WOM; hedonic
features and customer behaviours involved in consumer online

Indicative title:
purchase intentions in the watch industry: a Hong Kong context.

2 Prmoposed start date: 17th Mow 2022 Proposed end date: 1% Dec 2022
Introduction to the Research [maximum 300 words per section)
Ensure that vou write for a Non-Specialist Audience when outlining your response to the
points below:
Purpose of Research Acfivify
Pmposed Resesarch Quesfion
Afms of Research Adivify
Objectives of Research Adfivify
D emonstrate, bnefly, how Existing Ressarch hes infomed the proposed activity and explain
What the research activity will add {o the body of knowledge
How it addresses an area of imporfance.
Purpose of Research Activity
After the Cowid-19 pandetic hit Hong Kong, people had to change their lifestyles. In March 2020,
citizens were not permitted to dine in the evening; also, most entertanment venues had to cloze, and
people had to reduce thewr outdoor actinties Therefore, spending habits have changed, and people are
used to purchasing goods on mobile phones or wiathe web. Merchandises can also be delivered directly
to homes or picked up at a pick-up locaton. Consequently, online shopping has become a daily life,
especially for fast-mowing consumer goods.

3 The vaccination rate had increased, 82% of citizens had taken their third dose (HEKSAR, 2022 o).

and the economy was gradually recovering, but the retail market still had along way to go. Since the
government introduced the "leave home safe" application, the mobile phone has become an essential
item for everyone.

Mowadays, brands have changed advertising campaigns radically because of the impact of the
panderic. As part of the redesgned strategy, digital marketing has become a focal point. The watch
industry must study this1ssue carefully to confront this trending noren, which factors affect the potential

huyers to purchase online?
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FHowever, insufficient research in this areq in the watch industry has been examined Therefore, fwould
fike to use this study to investigate whether these factors can positively influence the sectar's growth,

[this box should expand as you typel

Research Question
This research exumines the following research prolilems fguestions:

» Do Perceived Benefits have a signiticant impact on consumers' intentions to make an
Onfine Purchase in Hong Kong?

» Do Website Content and eWOM influence Onfine Purchose [ntentions for watches in Hong
Kong based on customer trust?

4 = Do Customer/Consumer Behoviouwrs significandy influence consumers' Jnline Purchose ntemtions
forwatches in Jlong Kong?

= Are Age ond Gender significant in influencing the duline Purchase fmtentions of llong Kong
ronsuers for watches?

» Develop hypotheses regarding the factors influencing consumers' Online Purchose,
fntentions tor watches in Hong Kong,

(this box should expard as you type}

Aims of Research Activity

Since entry restrict ons hammered the toun sm-dnven retatl industry in COVID-19, watch and j ewellery
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
5 purchasing watches over the Internet 1s still sporadic.

This study aims to understand customers' online purchase intentions through the variables essential to
sutviwing this challenging pertod in the watch industry in Hong Kong

[this box should expand 85 you type)

Objectives of Research Activity

Since entry restrict ons hammered the toun sm-dnven retail industry in COVID-19, watch and j ewellery
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 hecome the new norms. Despite this, the habit of
B purchasing watches over the Internet 15 still sporadic,

Thiz study aims to understand customers' online purchasze intentions through the variahles essential to
sutviving this challenging pertod in the watch industry in Hong Kong

b e B s e N " PeiN Gy T W
LINs Dox sSNoUld exXpand 35 y¥ou Type)

Froposed methods (maximum 600 words)

Provide a brief summarny of all the methods thet may be used in the research activity, making it clear
what specific technigues may be used. If methods other than those listed in this secton are desemed
approprate later, additional ethical approveal for those methods will be needed. You do not need o

justify the methods here but should instead describe how you intend to collect the data necessary for
you to complete your project

Srovadrull saempling will e used in the study, und statistical bios may ocour. Asurvey is presented on o google
formy distributed to online consumers who matched with turget popolation, an online self-udministered
guestion nuive (De Leeuw, Hox, & Dillman, 20087, will be osed to collect datu for this stody.

Identifying specific guestions relevant to the rescarch objectives in survey design is essential.
7 The impact of online purchase intention on watch purchases requires a more comprehensive
asscssment of customer satistaction, Sceveral guestions must be answered, cach representing a
different lesel of satisfaction. {De Lecuw, Hox, & Dillman, 2008

Figure 7. INustrate the sample of Likert scale (Joshi, Kale & Chandel, et al, 2015] ot the
guestionnaire are going to sct
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How satisfied are you with *
\/er",f
Unsatisfied Unsatisfied Neutral Satisfied Very Satisfied
Purchase O O O O V)
Service O O O v O
Company
Overall O O O O O
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 study.
The pilot study is the initial stage of the study process. The main study 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 objectives.
{this box should expand as you type)
Location of research activity
Identify all locations where research activity will take place.
8 Hong Kong
{this box should expand as you type)
Research activity outside of the UK
If research activity will take place overseas, you are responsible for ensuring that local ethical
considerations are complied with and that the relevant permissions are sought. Specify any local
guidelines (e.g. from local professional associations/learned societies/universities) that exist and
whether these involve any ethical stipulations beyond those usual in the UK (provide details of any
licenses or permissions required). Also specify whether there are any specific ethical issues raised
by the local context in which the research activity is taking place, for example, particular cultural
and/or legal sensitivities or vulnerabilities of participants. If you live in the country where you will do
the research then please state this.
9 Yes, I understood.
(this box should expand as you type)
Use of documentation not in the public domain: Are any documents NOT NO
10 | publicly available?
YES O
11 If Yes, please provide details here of how you will gain access to specific documentation that is not

in the public domain and that this is in accardance with the current data protection law of the
country in question and that of England and Wales.
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fthiz hox show'd expand az your bipel
Does vour research relate to one or more of the seven aims of the Well-being
of Future Generations (Wales) Act 20157 YE3 NOQ
12 | A prosperous YWales O E
13 | A resilient Wales O (=]
14 | A healthier Wales O &
15 | A more equal YWales Cl 3
16 | A Wales of cohesive communities O &
17 | & Wales of vibrant culture and thrving Welsh language O =
18 | A globally responsible YWales O ]
19 | f YES to any of the above, please give details:
Wi &
SECTION F: Scope of Research Activity
Will the research activity include: YES NO
1 Use of a questionnaire or similar research instrument? | O
2 Use of interviews? & O
3 Use of focus groups? 4 |
4 Use of participant diaries? O 3|
5 Use of video or audio recording? 4 O
G Use of computer-generated log files? 4 1
Fil Participant observation with their knowledge? 4 |
B FParticipant observation without their knowledge? Il &
a Acocess to personal or confidential information without the participants' specific O =
consent?
10 Administration of any questons, test stimuli, presentation that may be O =
expenenced as physically, mentally or emotionally hamful [ offensive?
11 | Peformance of any acts which may cause embamassment or affect selfesteem? O 5
12 | Investigation of participants involved in illegal activities? Il &=
13 | Use of procedures that imvolve deception? O |
14 | Administration of any substance, egent or placebo? O |
15 | Working with live vertebrate animals? O 5
16 | Pmcedures that may have a negative impact on the environment’? Il =
Other primary data collection methods. Pleese indicate the type of data collection
i O 4|
method(s) below.
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Details of any other primary data collection method:

(this box should expand as you typel

If MO o every question, then the research activity is (ethically) low risk and may be exempt from some of the

following sections [(please refer to Guidance Motes).

If ¥ES to any question, then no research adivity should be undertaken until full ethical approval has been

obtained.

SECTION G: Intended Participants

If there are no participants then do not complete this section, but go directly to section H.

Who are the intended participants:
YES NO

1 | Students or st&ff at the University™? = O
2 | Adults (ower the age of 18 and competent to give consent)? = O
3 | Vulnerable adults? O =
4 Children and Young People under the age of 187 (Consent from Parent, Carer or O =

Guamian will be required)
3 | Pnsoners? (| &=
& | Young offenders? Ll [
7 Those who could be considered to have a particulany dependent relationship with O =

the investigator or a gatekesper?
8 | People engaged in illegal actvities? O =

Others. Please indicate the paricipants below, and specifically any group who
8 | may be unable to give consert.

Details of any other participant groups: = =

Mia
[this box should expand as you tepe)

Participant numbers and source

how will they be recruted?

Provide an estimate of the expected number of participants. How will you identify participants and

How many paticipants are
10 | expected?

(LTS DL ol b

P P TR e 2 =Tala  arer Bora|
thiz box should expand as you e

Friends and fellows

Online friends
Who will the participants be?

11 - : :
Research participants on social media (eg., Facebook),
Professionals in the watch industry.
fthiz box snouit exgand ag your bipel
12 How will you identify the
participants?
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Leverage my network.
Feach out to online communities.
Find research participants on social media
Interview with professional s in the watch industry
fthis box showid expand as you tyoel
Infoermation for participants:
YES NO N/A
13 Will you describe the main reseamch procedures to participants in = O O
advance, 5o that they are informed about what to expect?
14 | Will you tell paricipants that their participetion is voluntary? = [ [l
15 | Will you obtain written consent for paricipation’? 4 | O
16 Will you explain to participants that refusal to participate in the = O 0
research will not affect their treatment or educaton (if relevant)?
17 If the research is observational, will you ask participants for their = O O
consent to being obsensed?
Will vou tell participants that they may withdrew from the reseamch at
18 : = O O
any time and for any reason’?
With questionnaires, will you Qive paricipants the option of omitting
19 : = O O
guestions they do not want to answer?
20 Will you tell participants that their data will be treated with full = Ll O
confidentiality and that, if published, it will not be identifiable as theirs?
21 Will vou debrief paricipants at the end of their participation, ina way = 0 O
Bpprmpnate to the type of research undertaken?
22 | If NO to any of above questions, please give an explanation
Mi A
{thiz box shou'd expand as your bepe)
Information for participants: YES NO NIA
24 | Will participants be paid? Ll i LI
23 | Is specialist electncal or other equipment to be used with participants? O = O
285 Are there any financial or other interests to the investoator or O = O
University arising from this study?
27 Will the research activity involve deliberately misleading participants in O = O
any way, or the partial or full concealment of the specific study aims?
28 | f ¥ES to any guestion, please prmovide full details
MNi A

SECTION H: Anticipated Risks
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Outline any anticipated risks that may adversely affect any of the participants, the
researchers andfor the University, and the steps that will be taken to address them.

If you have completed a full nsk assessment (for example as required by a laboretory, or external
research collabomtor) you may append that to this form.

Yes O
No B

1 Full risk assessment completed and appended?

Risks to participants
2 | For example: sectorspecific health & safety, emotional distress, financial disclosure, physical harm,
transfer of personal data, sensitve organisatonal information

Fisk to participants: How wour will matigate the risk to participants:
Nf.e’-'L MNi&
fthis bos show'd exnand as voor Beoel fthiz box sh =xpand as vou boal

If research activity may mc:lude sensitive, embarrassing or upsettlng topics (e.0. sexual activity,
drug use) orissues likely I disclose information requiring further action (e.g. ciminal activity), give
details of the procedures to deal with these issues, including any support/advice (e 9. helpline
numbers) to be offered to participants. Mote that where applicabls, consent procedures should
make it clear that if something potentially or actually illegal is discovered inthe course of a project,
it may need to be disclosed to the proper authonties

MiA

fthiz box show'd expand az your typel

Risks to the mvestlgatur
4 | For example: personal health & safety, physical harm, emotional distress, risk of acocusation of
harmfimpropnety, conflict of interest

Risk to the investigator How wour wil mitigate the risk to the investigator:
M4 Mia
fthiz hos show'd expand ag voo tepel fthis box shouw'd expand as you bpe)
5 Unwersrtyhnstltutlunal risks
For example: adverse publicity, financial loss, data protection
Fisk to the L_,Ini\.rersit}r: How yoor will reitigate the rigk to the University:
M/ A MY A
fthiz hox shou'd expand as oo funel fthiz vox showd expand az you boel
5 Environmental risks
For example: acoidental spillage of pollutants, damane to local ecosystems
Risk to the enrvimnment: How your wif mtigate the misk to environment;
MiA
MiA
{thiz hox shouw'd expand as vour teoe) {thiz box showrd expand as your boel
Disclosure and Barring Service
If the research activity imwlves children or vulnerable adults, a2 Disdosure
and Baming Service (DBS) certificate must be obtained before any YES NO N/A
contact with such participants.
7 | Does your research require you to hold a current DBS Certificate? O = O

If YES, please give the certficate number. i the certificete number is nct
8 | available please write "Pending”; in this case any ethical approval will be Mid
subject to poviding the appmpriate certificate number.

SECTION I: Feedback, Consent and Confidentiality
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1 Feadback
What de-brefing and feedback will be provided to paticipants, how will this be done and when?

The fallowing survey is study toward customer online satisfaction and purchasing intention during
COVID-19 pandemicin Hong Kong, all the collected data will be only use for research purpose and
weill delete after the research is complete.

Your assistance will be highly appreciated, your responses will be kept strictly confidential, and you
stay anorymous. Andd you are allowed to withcdmw any time.

Cata integrty was respectad in this research project, and the data provided was used exclusively for
this research/dissertation. To ensure the privacy of the interviewers' personal information, this
project does not disclose any individually identifiable information reeded for focus group irterviews,
such as names, organizations, and professional information.

fthiz box show'd expand as yvour bioe)

2 Informed consent

Describe the arrangements to inform potential participants, before providing consent, of what is
irvolved in participating. Descnbe the amangements for participants to provide full consent before
data collection begins. If gaining consent in this way is inappropriate, explain how consent will be
obtained and recorded in accomance with prevailing data protection leqislation.

The following survey is study toward customer online satisfaction and parchasing intention during
COVID-12 pandemic in Hong Kong, all the collected data will be only use for research purpose and
vril| delete after the research is complete.

Your assistance will be highly appreciated, vour responses will be kept strictly confidential, and you
stay anonymous. And you are allowed to withcdrw any time.

Data integrty was respected in this research project, and the data provided was used exclusively for
this research/dissertation. To ensure the privacy of the interviewers' persomal infommation, this
project does not disclose any individually identifiable information needed for focus group irterviews,
such as names, organizations, and professional information.

fthiz box shou'd expand az your teoel

3 C onfidentiality f Anonymity

Setout how anonymity of participants and confident ality will be ensured in any outputs. If
Bnonymity is not being offered, explain why this is the case.

The following survey is study toward customer onrline satisfaction and porchasing irtention during
COVID-13 pandemicin Hong Kong, all the collected data will be only use for research purpose and
will delete after the research is complete.

Your assistance will be highly appreciated, your responses will be kept strictly confidential, and you
stay anorymous. Andd you are allowed to withcdrmavw any time.

Data integrity was respected in this research project, and the data provided was used exclusively for
this research/dissertation. To ensure the privacy of the interviewers' personal information, this
project does not disclose any individually identifiable informati on needed for focus group interviews,
such as names, organizations, and professional infomation.

fthiz box show'd expand as yvou type)

SECTION J: Data Protaction and Storage

Does the research activity imvolve personal data (as defined by the General
Data Protection Regulation 2016 "GDPR" and the Data Protection Act 2018 YES NO
‘DPA"?

1 “Personal dafa™ means any information refating to an ideniified or identifiable 0 E
natural persan {'dafa subject’). An identifiable nalural person is one wha can
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be idenfifiad, directy ar indirectly, in parficufar by eference fo an identifier
such a5 a name, an identification number, focafion dafa, an onfine identifier or
fo one or mome faciors specific {o the physical physiologicall genefic, menfal
econamic, culfural or social identify of that natural peson. Any video or audio
recormdings of parficioanis is cansidersd fo be persaonal dafa.

If YES, provide a description of the data and explain why this data needs to be collected:

2 MNiA

Pt O By HSl e ¥| LA 8 (o Pty e e e o FR |
[TNE D04 SN0U0 EX08N0 88 yoLur Woe)

Does it imwlve special category data (as defined by the GDPR)? YES NO

“Special category data™ means sensitive personal data consisting of iformation as
to the datz subjects’ —

fat racial of etfuic o,

(bt poditical opitions,

fc } refigious befiefs or offver beliefs of 2 siniar ratire,

3 | {dfrembershin of & trade tiion (udthin the nreanitg of the Trade Uiion aod Cabody | E
Relations (Consolfdationt Act T892}

fet phrysical or immental ealit or condition,

{(f} sexual iife,

{o} penetics,

{1k biotrretric data (a8 wsed for D pueposest,
If YES, provide a description of the special categony data and explain why this data needs to be

collectad:
4 S _ Mi&

Will data from the research activity (collected data, drafts of the thesis, or YES NO

materials for publication) be stored in any of the following ways?
a | Manual files (i.e. in paper form}? it L
& | University computers? O (]
7 | Prvate company computers? [ “
8 | Home or other personal computers? (= O
8 | Laptop computers’ COsf Portable disk-drives’ memory sticks? it O
10 | *Cloud" storage or websites? it O
11 Other — specify: 0 =

For all stored data, explain the measures in place 1o ensure the security of the data collected, data
12 | confidentiality, including details of backup procedures, password protection, encryption,
anonymisation and pseudonymisation:

N/ A

Mt Ay = aeld & vmand 390 wor faral
TS D04 SN0 BA0800 85 YO0 D e)

Data Protection

Will the reseamch activity invohve any of the following activities: YES NO

13 | Electronic transfer of data in any form'?

Sharing of data with others atthe University outside of the immediate research

14 team?

15 | Sharing of data with other crganisations?

April 2022 11 P=2 Ethical Approval Form
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16 | Export of date outside the UK orimporting of data from outside the UK? O &
17 | Use of personal eddresses, postoodes, faxes, emails or telephone numbers? | O
18 | Publication of data that might allow identificaton of individuals? O 2
19 | Use of data management system? O =
20 | Data archiving? O =
If YES to any question, please provide full details, explaining how this will be conducted in
21 | accordance with the GOPR and Data Protection Act (2018) (and any intemational equivalents,
where approprate):
MNia
|| _.:.. 0% ._v (0] F| "'" 2 A ANC :']2:: your yoel
22 | List all who will hawe access o the data generated by the research activity:
MNia
'nv |'-I L% SY10LT |. '\r "-!-"I' a3 VoL ._":_'_:_'!fii
93 LIEt who WI|| have control of, and act as custodian(s) for, data generated by the reseamch actvity:
Mia
fthiz box show'd expand az vour bepel
Give details Df data storage amangements, including secunty measures in place to protect the data,
24 | where data will be stored, how long for, and in what form. Will data be archived —if so how and if
not why not.
Wi &
"-'-.-Ii‘_u."'""'l. e “‘“'7-5" ag yoir type)
25 F‘Iease indicate if your data will be stored inthe UWTSD Research Data Repository (see
https:dresearchoata uwisd ac.uk! ). If so please explain. (Most refevant fo academic sfaff)
Wi &
{thiz box shou'd expand as your bype)
Confirm that you harve read the UWTSD guidance on data management (see
26 bitps faanw uwisd ac uk/libaryresearch-data-management!) YES &
Confirm thet yvou are eware that yvou need o keep all data until after your
27 | research has completed or the end of your funding YES E

SECTION K: Declaration

The information which | hawve provided is comect and complete to the best of my knowledge. | have
attempted to identify any risks and issues related to the research actwty and acknowledoe my
oblipations and the rights of the participants.

In submitting this application | hereby confim thet | undertake to ensure that the abowve named
research activity will meet the University's Research Ethics and Inteqrity Code of Practice which is
published on the website: hitps: e uwisd ac.uk/research/reseamch-ethics!

Signature of applicant: .0 Woe Date: 08 DEC 2022

For STUDENT Submissions:
Director of - Date:
2 Studies/Supervisor Lr. Katherine Mo
3 Signature: % & Dec 2022
For STAFF Submissions:
4 Academic Directon Assistant Date:
Dean:
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3 Signature:

Checklist: Please complete the checklist below to ensure that you have completed the form according to the
guidelines and attached any regquired documertation:

E | | have read the guidance notes supplied before completing the fom.

B | | heve completed ALL RELEVANT sections of the form in full.

B | | confirm that the research activity has received approval in principle

E | | have attached a copy of final/interim approval from external organisation (where appropriata)

K | have attached a full risk assessment (where appropnate] OMLY TICK (F YOU HAVE
ATTACHED A FULL RISK ASSESSMENT

R | understand that it is my responsibility o ensure that the above named research activity will mest
the University's Research Ethics and Integrity Code of Practice.
| understand that before commencing date collection all documents aimed at respondents

E | {including information sheets, consent forms, questionnaires, interview schedules etc ) must be
confirmed by the DoS/Supervisor, module tutor or Academic Director.

RESEARCH STUDENTS ONLY
Onoz complete, submit this form via the MyTSD Doctoral College Podal et (https:myisd. uwtsd. ac.uk).

RESEARCH STAFF ONLY
All communications relating to this application during its processing must be in whting and emailed to
poresearchi@uwisd. ac uk | with the tile 'Ethical Approval’ followed by your name.

STUDENTS ON UNDERGRADUATE OR TAUGHT MASTERS PROGRAMMES should submit this form
(and receive the outcome) via systems explained to you by the supervisormodule leader.
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