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ABSTRACT

Compared with other countries such as the US or China, Thailand lagged
far behind in terms of e-commerce with only 1.9% of the retail happened online in
2015. This study aimed to understand current Thai consumers’ online shopping
behaviour, measure their satisfaction level of online shopping experience, and identify
things that are holding them back from online shopping. The findings from this
research would provide recommendations to e-commerce players in Thailand
regarding how they can make more people buy online and make people buy more
online.

Both qualitative research in the form of in-depth interviews, and
quantitative research in the form of self-administered online questionnaire were
conducted among Thai consumers aged between 20 and 60 years old. The main
framework of the quantitative research is to compare light and heavy online shoppers
regarding their satisfaction level and perceptions towards different aspects of online
shopping. The constructs for perceptions towards online shopping were developed
based on secondary research and qualitative research.

It is concluded that compared with heavy online shoppers, light online

shoppers are more dissatisfied about payment process, and they feel less safe with the
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transaction with the websites. All three factors, perceived ease of use, perceived
usefulness, and trust/risk can significantly affect future intention for online shopping.
A few practical suggestions were made based on the conclusions for companies which

want to sell online.

Keyword: online shopping adoption in Thailand, E-commerce, online shopping

perception, online shopping satisfaction, online shopping behavior
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CHAPTER 1
INTRODUCTION

1.1 Introduction to the Study

According to Euromonitor International (2016), in 2015, online retailing
percentage, including internet retailing and mobile retailing, of total retail in the US
was 11.7%, 20.9% in China, and only 1.9% in Thailand. As internet penetration and
digital population in Thailand increased rapidly over the past years (Internet Users),
electronic commerce (later referred to as “e-commerce”) growth lagged behind. There
are many major regional and local e-commerce platforms such as Lazada, Tarad,
Zalora, WelLoveShopping, and so on, but most Thai consumers including the younger
generations are not spending much money online yet compared with their
counterparts in other countries.

This study investigated a contemporary topic in applied marketing related
to society and technology. It aimed to understand current Thai consumers’ online
shopping behaviours, measure their satisfaction level of online shopping experience,
and identify things that are holding them back from online shopping. The findings
from this research would provide information about what areas should be improved to
promote online shopping for Thai consumers and provide recommendations to major
e-commerce players or any companies who want to sell their products online in
Thailand. These together could provide hints to e-commerce players in Thailand
regarding how they can make more people buy online and make people buy more

online.

1.2 Key Terminology Definition

Online shopping and electronic commerce or e-commerce in this study
were defined as business-to-consumer or consumer-to-consumer commercial
transactions conducted on the Internet using personal computer, tablet, or mobile
phone to buy a physical product for personal use. Even if the monetary transaction is
conducted in the form of bank transfer or counter payment as long as the information

searching and decision making is done online, the transaction is still within the scope
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of this research. Services such as food takeout, restaurant or hotel reservations, flight
tickets, tour packages, media products such as online music or video and so on were

excluded from this research.

1.3 Research Objectives
1) To understand basic online shoppers’ behavior in Thailand:
a. Shopping frequency in the past six months
b. Categories shopped in the past six months
c. Channels of shopping (device, platform/website)
d. Product searching channels (Google, Facebook, Pantip, online
shopping website)
e. Decision process (Compare prices, check reviews)
f. Payment method
g. Product receipt process (How long)
h. After-sales process (Return/Exchange, Review)
I. Future intention to shop online
2) Measure the satisfaction level of the consumers’ online shopping experience
a. Product searching time
b. Product searching effort
¢. Product information quality and richness
d. Communication with the seller
e. Payment process
f. Delivery speed
g. After sale service
3) Identify the problems that inhibit online shopping by comparing the
perceptions of light online shoppers, heavy online shoppers, and non online
shoppers regarding the following aspects:
a. Perceived ease of use
ii. Online shopping is easy to do.
Iii. Searching products online is easy.
iv. It is easy to navigate the shopping sites.
v. Itis easy to contact the seller.
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vi. Payment for online shopping is easy.
vii. Learning to shop online is easy.
viii. Returning/Exchanging product bought online is easy.
b. Perceived usefulness
i. Online shopping is convenient.
ii. Online shopping saves time.
1ii. Online shopping saves effort.
Iv. Online shopping offers better product assortment.
v. Online shopping offers more reasonable price.
vi. Products bought online have high quality.
vii. | can compare products more easily while shopping online.
c. Trust/Risk
i. | feel safe in my transactions with the Web site.
ii. I trust the website/seller with my personal information.
iii. I believe in the information the website/seller provides.
iv. | believe that what I see online is what I will get.

v. | trust the seller will deliver my product on time.

Ref. code: 25595802040682NBD



CHAPTER 2
REVIEW OF LITERATURE

There was very limited academic literature related to online shopping
adoption in Thailand. A few academic literatures from Thailand, data from other
sources such as Euromonitor, Electronic Transactions Development Agency,
Thailand's National Electronics and Computer Technology Center (NECTEC), the
World Bank, and research on similar topics done in other countries were reviewed. In
addition, a few different theoretical models were reviewed.

According to the World Bank, internet penetration in Thailand was
39.32% in 2015 from 22.4% in 2010 (Internet Users). The rate almost doubled in the
past 5 years, and if the increasing speed continued, most Thai people would have
internet access very soon. According to Kemp, S. (2015) from We Are Social UK,
18% of the Thai population bought something online via a personal computer last
month, and 11% of the Thai population bought something online via a mobile phone
last month.

Laohapensang (2009) studied the factors influencing Thai consumers’
internet shopping behaviour based on the theory of planned behaviour (TPB)
developed by Icek Ajzen. This theory states that “A person’s intention to perform a
particular behaviour can develop from the person’s attitude toward that behaviour, the
subjective norm (beliefs about the attitudes of the person’s associates), and perceived
behavioural controls”. Laohapensang defined the person’s attitude toward that
behaviour as price, reliability, and user-friendliness of online shopping. Subjective
norm was measured based on the respondent's perception of their family, friends, and
bosses. Perceived behavioural controls were measured by how easy or difficult the
respondent thinks about online shopping. The results from 264 completed
guestionnaires showed that perceived behavioural controls and subjective norm
significantly influenced the intention to shop online. Because how the family, friends,
and bosses of the respondents think about online shopping cannot be directly

measured nor easily influenced by e-commerce companies, these aspects were not
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included in this study. However, the perceived ease of use, which was defined as
perceived behavioural control in Laohapensang’s study was measured in this study.

Prompongsatorn, Sakthong, Chaipoopirutana, and Combs (2013),
conducted a study for Internet shoppers in Thailand. The study tried to develop the
profile of Thai online shoppers, test the relationship between consumers’ perception
of reputation, security, privacy, ease of use, usefulness, integrity, and consumers’ trust
in Internet shopping, and determine which factor can mostly impact consumers’ trust
in internet shopping. 400 samples were collected in 2010, and it was concluded that
out of the six major factors listed above, only two of them had significant relationship
with trust in Internet shopping, which were the perceived ease of use and integrity. It
was recommended that online sellers should make their websites easy to use in terms
of being easy to search or navigate information, and websites should simplify their
online purchasing processes. In addition, it was recommended that online sellers
should provide valid and update-to-date information about not only products but also
the purchasing agreement to consumers without any request. Security, privacy, ease of
use, usefulness, and integrity were adopted as important factors for online shopping
adoption in this study. However, the relationship between these factors and actual
online shopping behavior were measured instead of consumers’ trust in internet
shopping.

According to Euromonitor International (2016), the challenges faced by
online retailers include how to present pages to attract consumers, how to improve
delivery, hotlines, and other logistics in order to create a more convenient
environment for consumers to buy online. Even though many people in Thailand still
cannot access the internet, the ones who can still prefer store-based retailing because
of the experience of family shopping trips and socializing with others. Electronics is
the biggest category in terms of market value followed by media products and food
and drink. As a result, delivery and logistics were included as a factor for online
shopping in this study.

According to Electronic Transactions Development Agency (2015), the
top five reasons for people not to shop online are: 1) worried about fraud; 2) unable to
touch or test the product; 3) unavailability of the needed product; 4) like the
experience of shopping offline; and 5) unable to actually meet the seller. These
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reasons were also incorporated into the factors influencing online shopping adoption
in this study.

According to ECOMScape (2016), Lazada is the biggest player in E-
commerce in Thailand, but others such as WeLoveShopping.com and Wemall.com
are also competing for different niches. Beside business-to-consumer e-commerce
marketplaces, consumer-to-consumer platforms are also fiercely competing with new
entrants focusing on mobile e-commerce. Social commerce is very strong in Thailand
compared to other countries. It is estimated that 50% of online shoppers in Thailand
shop through social network, which may be the highest ratio in the world. The full e-
commerce landscape by ecommercelQ in Thailand can be found in Appendix A. Due
to the importance of social commerce in Thailand, purchasing products through
Facebook, Instagram, or even Line were included in this study.

Fagih (2016) studied the factors deterring consumers from adopting online
shopping in developing countries. The research was conducted in Jordan through self
administered questionnaires collecting 261 samples. The factors influencing online
shopping being researched included “perceived ease-of-use, perceived usefulness,
perceived compatibility, social influence, trust, perceived risk, privacy, security,
Internet shopping anxiety, Internet self-efficacy and price.” All the factors except
perceived risk, privacy, and security were significant in influencing online shopping
intention.

Tabassam, Chaudhry, and Nusair (2016) conducted a research in Pakistan
in order “to examine the behavioural acceptance of consumers towards online
shopping using technology acceptance model (TAM). Results showed “that trust,
perceived usefulness, perceived ease of use and online shopping enjoyment influence
attitude as well as customer intention to adopt online shopping”. Technology
acceptance model (TAM) is widely used in the study of online shopping adoption,
thus the construct from the model were adopted in this study.

Venkatesh, Morris, Davis, and Davis (2003) reviewed and compared the
eight most well-known models for information technology acceptance research,
namely Theory of Reasoned Action (TRA), Technology Acceptance Model (TAM)
and its improved version TAM2, Motivational Model (MM), Theory of Planned
Behavior (TPB), Combined TAM and TPB (C-TAM-TPB), Model of PC Utilization
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(MPCU), Innovation Diffusion Theory (IDT), and Social Cognitive Theory (SCT). A
new model named Unified Theory of Acceptance and Use of Technology (UTAUT)
was developed and its validity tested. The UTAUT theory includes construct such as
perceived ease of use, extrinsic motivation, job-fit, relative advantage, and outcome
expectations.

This study included most of the constructs from UTAUT, and the items
under each construct were created referring to all eight models and other similar
researches done in this field. Because most of the researches were conducted in
developed countries and other developing countries, the constructs and items also
included the findings from in-depth interviews conducted with Thai consumers. Some
constructs or items from these models are related to the social expectation of the
respondent about whether he or she should adopt a certain new technology or way of
doing things. These factors are important in determining the respondent's’ online
shopping adoption. However, these are difficult for companies to act on. Therefore, in
order to ensure the complete response rate of the questionnaires distributed in this
study, the construct and items were limited to the ones that can directly lead to

recommendation for e-commerce companies in Thailand.
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CHAPTER 3
RESEARCH METHODOLOGY

3.1 Research Methodology

Both qualitative and quantitative research were conducted. Qualitative
research was conducted prior to quantitative research to establish the hypotheses and
help to develop the final questionnaire for quantitative research. Qualitative research
was carried out in the form of in-depth interview. In total, 10 respondents were
interviewed independently to discuss their past online shopping experience, and what
should be improved. The in-depth interviews were conducted in English because of
the language limitation of the researcher. Likewise, the questionnaire for quantitative
research was first developed in English, and then translated to Thai. The English

version questionnaire can be found in Appendix B.

3.2 Sampling Plan

The respondents for both the in-depth interviews and online questionnaire
were residents of Thailand aged from 20 years old to 60 years old. Both gender were
included in the in-depth interviews for understanding perspectives from both genders.
For online questionnaire, a total of 180 complete responses were collected. No quota

for each group or gender were set in order to make data collection faster.

3.3 Data Collection

The respondents for in-depth interviews were selected with convenience
sampling, and the interviews were conducted from November to December in 2016.
Quantitative research were conducted in the form of self-administered online
questionnaire using Google Forms. Convenience sampling was adopted by sending
the questionnaire to the researcher’s acquaintances, and then snowballing sampling
was adopted by asking the respondents to share the questionnaire with their families
and friends. Incentives were provided to encourage the answering and sharing of the
questionnaire. The online questionnaire was open from February 6th to March 15th
2017.
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3.4 Data Analysis

The in-depth interviews were summarized to highlight the key findings
from the 10 respondents interviewed regarding their online shopping experience and
future expectations.

For the online questionnaire, where quantitative data was collected, the
dependent variable of this study is the respondent’s current online shopping frequency
being classified as light online shoppers and heavy online shoppers, as well as their
intention to shop online in the future. The main independent variables include
satisfaction level of online shopping experience, perceived ease of use of online
shopping, perceived usefulness of online shopping, and statements related to trust and
risk, which were measured on a seven point scale.

Statistical Package for the Social Sciences (SPSS) was used for data
analysis. Frequency analysis was used for developing the profile of Thai online
shoppers. Factor analysis was used to identify key factors, and Chi-Square and t-test
were used for comparison between different clusters. Moreover, regression analysis

was used to determine the importance of each factors.

3.5 Theoretical Framework

The main framework for this study was to compare light and heavy online
shoppers in terms of their satisfaction level and perception towards online shopping in
order to find areas to improve to make more light online shoppers become heavy

online shoppers.
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Light Online Shopper Heavy Online Shopper

atisfactio Product searching time

Product searching effort
Product information quality and richness
Communication with the seller
Payment process
Delivery speed
After sale service

Perceptio Perceived ease of use
Perceived usefulness

Trust/Risk
Table 1: Theoretical Framework

3.6 Limitations of the study

Because the data was collected using convenience sampling, age, gender,
education level, and income of the sample were not representative of the general Thai
consumers. Only 10 out of the total 180 effective samples collected did not shop
online in the past 12 months, thus analysis can only be made comparing light and
heavy online shoppers. It will be interesting to have a bigger sample of non online
shoppers, and it may yield some other findings. Light and heavy online shoppers are
defined by their frequency of online shopping in the past 12 months. As will be shown
in the analysis part, heavy online shoppers tend to shop more apparel, footwear, food,
and drink, which are in nature more fast moving compared to other product categories
such as consumer electronics or appliances. For future studies, it may be useful to
define light and heavy online shoppers based on the value amount they spent online

during a certain period.
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CHAPTER 4
RESULTS AND DISCUSSION

4.1 Qualitative Research - Key Findings

From the 10 interviews with Thai consumers who have shopped online in
the past year, it can be summarized that they normally buy things online because it is
difficult to find the same product offline. Some people can buy things that are
available offline online as well if they know exactly want to buy, which model, which
size, and it has to be a known brand.

The reasons for these respondents to choose not to shop online include
trust issues, difficulty in returning and exchanging the product once bought, past bad
experience, online negative reviews of certain online shopping platform, and price.
First of all, many respondents do not want to buy online because of trust issues.
Products could be fake or bad quality. The respondents defined bad quality as the
product being not the same quality as claimed on the web page. Sellers can just refuse
to deliver products to the buyer, and since the buyer has transferred the money
already, there is nothing much the buyer can do. There is no authority for the buyers
to make complaint either. In addition, returning products is a pain. Many sellers in
Thailand including physical stores do not accept returns. Even if they accept returns,
the buyer needs to bear all the logistics cost. Repackaging, going to the post office,
contacting the seller, and confirming whether the money has come back are too
troublesome. Thus most people cannot buy high value products online because of the
bad return policies and processes. Furthermore, many people do not buy online
because of bad past experience. Some of them bought something online that looked
completely different from pictures, and they did not bother to return. Online negative
reviews of certain E-commerce website also make people not to shop in those
platforms. Lastly, many respondents do not see online price as cheaper, so they do not
see much value in shopping online when they have to bear much more risks than
shopping offline.

Other insights found from the interviews include that many respondents

think that brand webpage or brand Facebook page may be more trustworthy than
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online marketplace because they are official while online marketplace is a
combination of small sellers that the buyers do not even know. Moreover, different
from the US where Amazon is the biggest e-commerce site and China where Taobao
by Alibaba is the biggest e-commerce site, there is no single dominant online
shopping platform. Most respondents said that they start their search from Google,
and buy things from different places that they cannot even remember the name of the

website.

4.2 Quantitative Research - Sample Summary
A total of 188 responses were collected, and 180 of which were complete
answers from qualified respondents. Table 1 below is the demographic summary of

the 180 effective samples collected for this study.

n =180 Number Percentage

20 - 29 years old 105 58%
30 - 39 years old 67 37%
40- 49 years old 6 3%
50 - 60 years old 2 1%
Total 180 100%
Gender Female 125 69%
Male 55 31%
Total 180 100%
Highest Education  Egzlls[aEsieglele]l 2 1%
Bachelor's Degree 97 54%
Master's Degree 80 44%
Doctor's Degree 1 1%
Total 180 100%
Below 10000 THB 5 3%
10000 - 19999 THB 9 5%
20000 - 29999 THB 42 23%
30000 - 39999 THB 48 27%
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n =180 Number Percentage

40000 - 49999 THB 30 17%
50000 - 59999 THB 15 8%
60000 - 69999 THB 9 5%
70000 - 79999 THB 5 3%
80000 - 89999 THB 4 2%
90000 THB and above 13 7%
Total 180 100%

Online shopping Shopper 170 94%

experience in the
past 12 months Non-Shopper 10 6%

Total 180 100%
Table 2: Quantitative Research - Sample Summary

The sample is highly concentrated in the age group between 20 to 29
years old with 58% of the respondents falling in this group, and the second largest
group is from 30 to 39 years old. There is only 4% of the respondents who are 40
years or older. There is more female respondents in the sample, and almost all
respondents have either Bachelor’s degree or Master’s degree. Regarding income, half
of the respondents have between 20,000 and 40,000 THB personal monthly salary,
and 25% of the respondents have income ranging from 40,000THB to 60,000THB.
170 out of 180 respondents shopped online in the past 12 months. Overall, comparing
to the general population in Thailand, this sample is relatively younger, more

concentrated in female, and has higher education and higher income.

4.3 Quantitative Research - Online Shopper Behavior

For the 170 respondents who had online shopping experience in the past
12 months, shopping frequency, where the respondents normally start their shopping
process, and the shopping platforms used were summarized in the below table.
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n=170

Shopping
Frequency

Main Device Used

Where to start the
online shopping
process

Shopping
Platform

Most used
payment method

Number Percentage
Once 6 4%
Twice 19 11%
3 times 14 8%
4 times 17 10%
5 times 8 5%
6 times or more often 106 62%
Total 170 100%
Computer 55 32%
Mobile 105 62%
Tablet 10 6%
Total 170 100%
Google 108 64%
Facebook 32 19%
Shopping websites 22 13%
Pantip 6 4%
Other 2 1%
Total 170 100%
Shopping websites/APPs 124 73%
Facebook 86 51%
Line 78 46%
Instagram 36 21%
Total 170 100%
Online credit card payment 89 52%
Bank transfer 52 31%
Online debit card payment 9 5%
Cash on delivery 9 5%
PayPal 5 3%
Counter payment 3 2%
Others 2 1%
Line Pay 1 1%
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n=170 Number Percentage

I ot 1o 100%

Table 3: Quantitative Research - Online Shopper Behavior

62% of the 170 online shoppers shopped online 6 times or more often in
the past 12 months, meaning on average they shopped at least once in every 2 months.
62% of the online shoppers purchase online through their mobile phones, and 32% of
them buy through computers. Most people start their search from Google and then go
to other sites for the actual purchase. Surprisingly, 19% of online shoppers start their
buying process from Facebook. Pantip is the best well-known online forum in
Thailand where many people check product reviews, and only 4% of the online
shoppers start their shopping journey from there. The majority of the online shoppers
shopped either through websites or mobile phone APPs. Regarding payment methods,
more than half of the online shoppers use online credit card payment most often,
followed by bank transfer.

From the 124 online shoppers who either shopped on the website or

mobile APPs in the past 12 months, the websites they used were summarized in the

below table.

n=170 Number Percentage

Shopping Websites JEreLE 75 44%

Ebay 24 14%
Amazon 21 12%
Central 19 11%
Apple 10 6%
Wemall 8 5%
Zalora 8 5%
Pomelo 6 4%
Shopee 5 3%
Tesco Lotus 4 2%
Konvy 4 2%
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n=170 Number

Table 4: Quantitative Research - Shopping Websites

Percentage
Big C 2 1%
Tarad 2 1%
Tops Market 2 1%
11 Street 2 1%
Others 24 14%
None 62 36%

Lazada is the shopping websites with the highest market share, which

confirms the data from Euromonitor from secondary research. 44% of the online

shoppers shopped in Lazada in the past 12 months. Ebay and Amazon surprisingly

followed behind with 14% and 12 % respectively even though they do not directly

operate in Thailand. It may be due to the fact that the respondents in the sample have

high education level and have a high chance of having studied/lived abroad where

Ebay and Amazon are the dominant shopping platforms or be very well exposed to

foreign culture.

For the 170 online shoppers, the below table summarizes the categories of

products they purchased online in the past 12 months. Based on the data shown

below, the most often purchased product categories online are apparel and footwear,

beauty and personal care, and consumer electronics.
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n=170 Number Percentage

Category Apparel and footwear 118 69%

Purchased
Beauty and personal care 61 36%
Consumer electronics 59 35%
Personal accessories and 33 19%
eyewear
Food and drink 26 15%
Traditional toys and games 24 14%
Consumer Appliances 21 12%
Consumer health 18 11%
Home improvement and furnishing 15 9%
Books magazines 11 6%
Home Care 8 5%
Video games hardware I 4%
Pet care 4 2%
Stationary 4 2%
Baby items 3 2%
Sports equipment 2 1%
Others 7 4%

Table 5: Quantitative Research - Categories Purchased

Regarding product review, among the 170 online shoppers, only 28% of
them said they reviewed a product in the past 12 months. On a 7 point scale, the
respondents were asked about how they feel about review. 87.6% of the respondents
agreed (top 3 boxes) to the statement that “I need to check the reviews online of the
product | want buy before ordering.”, indicating the importance of review for the
purchase decision online. In addition, 50.6% of the respondents agreed (top 3 boxes)
to the statement that “I do not believe the reviews of product in the same website as
the one | am going to buy the product.”, and 84.1% of the respondents agreed (top 3
boxes) to the statement that “I need to check the reviews of product from a different
source than the website | am going to buy the product.” From these data, we can

conclude that despite the fact that most people do not review the products they
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bought, they need reviews from multiple sources in order for them to make the final

purchase decision online.

4.4 Quantitative Research - Online Shopper Satisfaction
The satisfaction level of the 170 online shoppers were measured on the
seven point scale regarding different aspects of their online shopping experience as

listed in the below figure, 1 being highly dissatisfied, and 7 being highly satisfied.

L Product Searching Time T% 39% 6% m
3%
2 0% 0%
3 Product Searching Effort B¥% 42% 34% m
3%
4 1% 0%
5 Product Information 1% 39% 33% m
—— 2%
6 09— 4%
m7 Communication with Seller | 19% 24% 5% m
1% 2% O%
Delivery Speed I 14% 28% 3% 21%
3%
1% 0%
1%
0% - 1%
After Sale [EJ5% 8% 25% 34% T
0% 20% 40% 50% BO% 100%

Figure 1: Online Shopper Satisfaction

Payment is the most satisfied aspect of the experience with 85% are on the
satisfied side of the scale (top 3 boxes), while after sale is the most dissatisfied aspect
with only 57% of the online shoppers selecting the satisfied side of the scale (top 3
boxes). When being asked about return and exchange, only 17% of the people
returned the products they bought in the past 12 months, and 13% of the people
exchanged their products. This may due to the seller’s after sale policy and logistics
difficulty, thus making after sale the most dissatisfied aspect of all.

The respondents are relatively satisfied with the delivery speed, with 74%
of the online shoppers get their products within 2 to 4 days after the order was made

as shown in table 5 below.
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n=170

Delivery Time 1 day
Experienced

Table 6: Quantitative Research - Delivery Time Experienced

4.5 Quantitative Research - Light vs. Heavy Online Shoppers

Number Percentage
2 1%
2 days 32 19%
3 days 68 40%
4 days 25 15%
5 days 16 9%
6 days 3 2%
7 days or longer 24 14%
Total 170 100%

As mentioned earlier, more than half of the online shoppers shop 6 or

more times online in the past 12 months. These people are defined as heavy online

shoppers, and the people who shopped less than 6 times in the past 12 months are

defined as light online shoppers. These two groups are compared on aspects such as

satisfaction level and their perceptions about online shopping.
Among the seven satisfaction aspects, only satisfaction towards payment
is significantly different between light and heavy shoppers with heavy shoppers being

more satisfied on average as shown in table 7 below. (Given that Levene’s test has a

significance more than 0.05, population variance is relatively equal, and the 2-tailed

significance for t-test is 0.018, which is smaller than 0.05, meaning the means are

significantly different.) The t-test analysis for all seven satisfaction aspects can be

found in Appendix C.

Group Statistics

Std. Std. Error

QéLight Heavy Shopper N Mean Deviation Mean
‘Q17ePayment_Satisfacti Light Shopper 64 5.81 1.037 .130
o Heavy Shopper 106 6.17 .889 086
Independent Samples Test
Levene's Test for Equality of
Variances t-test for Equality of Means
95% Confidence Interval of
sig. (2- Mean Std, Error the Difference
F Sig. t df tailed) Difference Difference Lower Upper
I7ePayment_satsiacl  Equal varances
2,. et Satt gua vart 684 410 | -2.383 168 018 -357 150 -.653 -.061
Equal variances not -2.294 | 117.416 024 -357 156 -.666 -.049

Table 7: Light vs. Heavy Online Shoppers - Satisfaction towards payment
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When comparing perceptions towards online shopping, only the statement
“I feel safe in my transactions with the Web site” is found to be significantly different
between the light and heavy online shoppers. (Given that Levene’s test has a
significance more than 0.05, population variance is relatively equal, and the 2-tailed
significance for t-test is 0.016, which is smaller than 0.05, meaning the means are
significantly different.) The t-test analysis for all perception constructs can be found

in Appendix D.

Group Statistics

Std. Std. Error
QaLight_Heavy Shopper N Mean Deviation Mean
QZOol_ieeI_saFe_in_mv_l Light Shopper 64 4.73 1.288 .161
ransactions_with_the_We
bsites Heavy Shopper 106 5.20 1.158 112
Independent Samples Test
Levene's Test for Equality of
Variances t-test for Equality of Means
95% Confidence Interval of
sig. (2- Mean std. Error the Difference
F Sig. t df tailed) Difference Difference Lower Upper
g"nﬂg"{—[{iﬁ'ﬁ—ﬁﬂi—‘;—emrv—; cqualnances 2.429 121 | -2.424 168 016 -.464 191 -.841 -.086
bsites Y i
Equal variances not
A -2.361 | 122.083 .020 -.464 196 -.853 -.075

Table 8: Light vs. Heavy Online Shoppers - Perception towards online shopping

Other differences between light and heavy online shoppers include that
heavy online shoppers tend to shop more apparel and footwear (Appendix E), and
food and drink (Appendix F) categories. Surprisingly, light online shoppers also tend

to review more online. (Appendix G)

4.6 Quantitative Research - Drivers for Online Shopping Intention
Factor analysis was performed to identify key factors regarding perception
towards online shopping. Three key factors are identified, namely perceived ease of

use, trust/risk, and perceived usefulness, as shown in the below table. (Appendix H)
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Rotated Component Matrix?®

Component
1 2 3
Perceived | Trust/Risk | Perceived
Ease Usefulness
Online shopping is easy to do. 0.87 0.12 0.15
Searching products online is easy. 0.58 0.11 0.61
It is easy to navigate the shopping sites. 0.59 0.01 0.55
It is easy to contact the seller. 0.30 0.35 0.02
Payment for online shopping is easy. 0.83 0.31 -0.01
Learning to shop online is easy. 0.84 0.19 0.18
Re‘Furn_lng/Exchanglng product bought 0.13 0.46 0.15
online is easy.
Online shopping is convenient. 0.79 0.19 0.39
Online shopping saves time. 0.76 0.18 0.38
Online shopping saves effort. 0.39 0.46 0.24
Online shopping offers better product 0.40 0.18 0.70
assortment.
Onllne shopping offers maore reasonable 0.25 0.53 0.55
price.
Products bought online have high quality. -0.06 0.72 0.33
| can compare products more easily while 0.08 0.37 0.71
shopping online.
ISiftzeI safe in my transactions with the Web 0.28 0.72 .0.07
_I trust th_e website/seller with my personal 0.04 0.83 0.04
information.
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Rotated Component Matrix?®

| believe in the information the

website/seller provides. e st 0R2
I pelleve that what | see online is what | 013 0.72 016
will get.

{i:rr:est the seller will deliver my product on 0.32 0.58 019

Extraction Method: Principal Component
Analysis.

Rotation Method: Varimax with Kaiser
Normalization.

a. Rotation converged in 8 iterations.
Table 9: Factor Analysis

The result of the factor analysis is slightly different from the assumptions
in research design. Some perceived ease of use constructs are also perceived
usefulness constructs such as “Searching products online is easy” and “It is easy to
navigate the shopping sites.” Some of the perceived usefulness constructs are more
correlated with perceived ease of use such as “Online shopping is convenient”,
“Online shopping saves time”, and “Online shopping saves effort”. Finally some of
the perceived ease of use or perceived usefulness are more correlated with trust/risk
contracts such as “It is easy to contact the seller”, “Returning/Exchanging product
bought online is easy”, “Online shopping offers more reasonable price”, and
“Products bought online have high quality.”

After the key factors were identified, linear regression analysis was
performed with the dependent variable being intention to shop online in the future,
and independent variables being the three factors. The model R Square is 0.498,
indicating the model can explain 49.8% of the variance in future intention to shop
online. As shown in the below table, all three factors significantly predict intention to
shop online in the future (p < 0.05). Comparing the coefficients of the three factors, it
can be concluded that perceived ease of use has the greatest effect on future intention

to shop online followed by perceived usefulness and then trust/risk. (Appendix I)
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Standardized
Unstandardized Coefficients Coefficients

Model B Std. Error Beta t Sig.

1 (Constant) 5.978 061 97.335 000
Percieved Ease 514 062 445 8.350 000
Trust/Risk 414 062 359 6.724 000
Percieved Usefulness 475 062 412 7.713 .000

a. Dependent Variable: Q20ul_intend_to_shop_online_in_the_future

Table 10: Linear Regression with Three Factors
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CHAPTER 5
SUMMARY AND RECOMMENDATIONS

This chapter discusses the key findings from the study and suggestions to
companies which are selling online already or plan to sell online in the near future.

As discussed in data analysis and results, mobile smartphones are the most
often used device for online shopping with 62% of the respondents shop through
mobile smartphones. Thailand has very high smartphone penetration rate and
consumers perform various tasks through their mobile smartphones including online
shopping. It is very important for all shopping platforms to be mobile friendly with
responsive design where the layout of the page will adjust to the screen size for better
user experience.

Most people (64%) start their online shopping journey from Google
search. As also found from the in-depth interviews, there is not one single shopping
platform that consumers always go to look for the products they want. Even though
44% of the respondents bought from Lazada in the past 12 months, but their journey
may still start from Google search, and Lazada was one of the search results. Thus, it
is very important for company to invest in search engine optimization where their
pages can show higher up in the search result list in Google, and use Google
AdWords if necessary to have the pages stay at the top of the list.

Reviews are also very important in the purchase decision process. 87.6%
of respondents said they check reviews before purchase online, and 84.1% said they
need to check reviews from a different source. Contrary to that, only 28% of the
respondents said they reviewed in the past 12 months. Checking the major e-
commerce platforms, it is not hard to see that there are not much reviews available. It
is very important for companies to generate reviews of the products they sell online
both inside and outside of their platform. For example, the companies can offer points
for each review, and consumers can redeem those points in the future to purchase
items in the platform.

Among the satisfaction levels for the seven selected online shopping

processes, after sale service is the most dissatisfied aspect. As also found from in-
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depth interviews, most of the respondents are not satisfied with after sale service and
return/exchange processes. For most people, once the purchase decision is made, it is
final. The respondents think most online sellers do not accept returns, and even if they
do, contacting the seller, repacking the products, going to the post office to send the
products back, and confirming with the seller again to check whether the products
were received and when the money will be refunded are just too troublesome for most
people. What the sellers can improve is to communicate their return and exchange
policy and procedures, so consumers know whether or how they can return or
exchange the products. In addition, the returning and exchanging processes need to be
made simpler and more transparent. For example, the seller can offer pick-up services
of the products to be returned or exchanged, and they can share the status of the return
and exchange with the consumers in a more transparent and simple manner. Some
extra cost and system development may be required in order to improve after sale
satisfaction level, but in return more people will buy online, and probably also buy
more online.

Comparing the light and heavy online shoppers, the only significant
difference found in satisfaction levels is payment. Heavy online shoppers are more
satisfied with payment than light online shoppers. Even though payment has the
highest satisfaction level among all online shopping processes for all respondents,
improving payment may be able to encourage more light online shoppers to become
heavy online shoppers.

Also comparing light and heavy online shoppers in terms of their
perceptions toward online shopping, heavy online shoppers feel safer of their
transactions with the websites. This is the only significant difference observed
between these two groups. Therefore, it can be concluded that improve the safe
feeling with the websites is very important to make more light users to become heavy
users.

Finally, the regression analysis performed proved that all three factors,
namely perceived ease of use, perceived usefulness, and trust/risk can significantly
affect future intention for online shopping. In order to improve, perceived ease of use,
the sellers need to improve all processes during all stages of online shopping to make

the whole experience simpler and smoother. In order to improve perceived usefulness,
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the sellers need to provide better product assortment, more reasonable price, and make
it easier for the consumers to compare different products. Lastly, to improve trust/risk
perceptions, the sellers need to make it simple for consumers to contact them, provide
high quality products with accurate product description, make return and exchange
processes simpler, and build credibility so that the consumers can trust the seller with
their personal information, feel safe about the transaction, and believe the products
will arrive on time.

A lot of suggestions have been made to the companies who want to sell
online, and depending on the different situation of the companies, they can choose to
prioritize on different aspects to improve. Even though online shoppers vs. online
non-shoppers comparison could not be performed in this study due to the limited
sample size collected for online non-shoppers, improving the above suggested aspects
will not only make existing online shoppers to buy more frequently online, but also

make non-shoppers to start shopping online.
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APPENDIX A: Thailand ECOMScapate by ecommercelQ (ECOMScape, 2016)
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Appendix C: Light vs. Heavy Online Shoppers - Satisfaction Comparison Output

Group Statistics

Std. Std. Error
QéLight Heavy Shopper N Mean Deviation Mean
Ql7aProduct_searching Light Shopper B4 5.50 .854 107
~time_satisfaction Heavy Shopper 106 5.54 978 095
QL7bProduct_searching  Light Shopper 64 5.34 761 095
—effort. satisfaction Heavy Shopper 106 5.51 1.053 .102
QI7cProductinformatio  Light Shopper 64 5.28 1.046 131
n_satisfaction Heavy Shopper 106 | 532 1151 112
Ql7dCommunication wi  Light Shopper 64 5.22 1.147 143
th._seller_satsfaction Heavy Shopper 106 5.28 1315 128
Ql7ePayment_Satisfacti  Light Shopper 64 5.81 1.037 130
on Heavy Shopper 106 6.17 .889 .086
Ql7felivery_speed_sat  Light Shopper 64 5.48 1127 141
isfaction Heawy Shopper 106 5.50 1.197 116
Ql7gAfter_sale_satisfact  Light Shopper 64 4.53 1.221 153
on Heavy Shopper 106 4.57 1.525 .148

Independent Samples Test

Levene's Test for Equality of
Variances 1-test for Equality of Means
95% Confidence Interval of
sig. (2- Mean Std. Error the Difference
F Sig. t df tailed) Difference Difference Lower Upper
m I
e o s CmlIArRpoRs 1.250 265 | -255 168 799 -.038 148 -329 254
:_g;luﬂr\n:adﬂaﬂEES - -.264 146.881 792 -.038 .143 -.320 245
17bPi hi Ei |
e Scarching Jg Equa varianceg 8.708 004 | -1.097 168 274 -.166 151 -.464 132
et -1.186 | 162.584 237 -.166 140 -441 110
‘,3};;2;;‘2,‘;;:;'""’"““"“ Equmivarices 557 456 | -.224 168 823 -.040 176 -.387 308
|
e -230 | 142,937 819 -.040 172 -380 301
%izggﬂg“];r“;g::r?_w‘ ggéjuar\“:adnances 1.373 .243 -.324 168 T47 -.064 .199 -.456 .328
Ei | n
anaE e ol -335 | 147.040 738 -.064 192 -444 315
e 684 410 | -2.383 168 018 -357 150 -653 -.061
Eggjuar\"‘:a:‘nances | -2.294 117.416 024 -.357 .156 -.666 -.049
7Del i
7 ieeryepesd sat g Eqoml varlances 000 998 | -.084 168 933 -.016 185 -382 350
:_g;luﬂr\n:adﬂaﬂEES not -.086 | 139.319 932 -.0186 .183 -.377 .345
17 gAfts [ tisfact  Ei |
CR7gAlter_sa /elammmtact | Equal varia joss 2.126 147 | -155 168 877 -.035 225 -.478 408
Equd A Hancatnot -.164 | 155.006 870 -.035 213 -.455 385
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Appendix D: Light vs. Heavy Online Shoppers - Perception Comparison Output

Group Statistics

IQ4Lip:ht Heavy Shopper N Mean Std. Deviation | Std. Error Mean I
Q20a0Online_shopping_is_eas Light Shopper 64 6.20 1.057 .132)
_to_do Heavy Shopper 106 6.25 1.049 .102
Q20bSearching_products_onli Light Shopper 64 6.03 1.023 128
C_15_casy Heavy Shopper 106 5.92 1.152 d12
Q20clt_is_easy_to_navigate t Light Shopper 64 5.97 1.083 .135
¢_shopping_websites
Heavy Shopper 106 5.97 1.125 .109
Q20dIt_is_casy_to_contact th Light Shopper 64 4.97 1.195 149
c_scller Heavy Shopper 106 5.11 1.362 132
Q20cPayment_for_online_sho Light Shopper 64 6.13 917 115
PIg_15_casy Heavy Shopper 106 6.15 1.031 100
Q20fLearning to_shop_onlin Tight Shopper 64 6.03 992 12
C_18_casy Heavy Shopper 106 6.04 1.013 .098
Q20gReturningExchanging p Light Shopper 64 3.98 1.527 .191
oduct_bought online is eas
Heavy Shopper 106 3.68 1.534 .149
(Q20hOnline_shopping_is_con Light Shopper 64 6.11 961 120
enient Heavy Shopper 106 6.25 944 .092
Q20iOnline_shopping_saves_ Light Shopper 64 6.17 1.032 129
1me Heavy Shopper 106 6.22 1.033 .100
(Q20jOnline shopping_saves_ Light Shopper 64 5.00 1.309 .16
effort Heavy Shopper 106 5.18 1.420 138
Q20kOnline_shopping_offers Light Shopper 64 6.02 O8R4 123
better product assortment
Heavy Shopper 106 5.87 1.196 114
Q2010nline _shopping_offers  Light Shopper 64 5.00 1.098 137
ore_reasonable price
Heavy Shopper 106 5.18 1.241 120
(Q20mProducts_bought onlin TLight Shopper 64 4.63 517 115
e_have_high_quality Heavy Shopper 106 4.75 1.070 .10
Q20nl_can_compare_product Light Shopper 64 5.20 1.224 153
s more casily while shoppin
online Heavy Shopper 106 5.14 1.659 161
Q2001 feel safe in my trans Light Shopper 64 4.73 1.288 161
actions_with _the Websites
Heavy Shopper 106 5.20 1.158 112
Q20pI_trust_the websiteselle Light Shopper 64 433 1.055 132
- with_my personal informat
ion Heavy Shopper 106 4.46 1.259 122
Q20gI_believe in the inform Light Shopper 64 4.58 B51 106
ation_the website seller pro
ides Heavy Shopper 106 4.71 1.211 118
Q20r]_believe_that_what I s Light Shopper 64 4.86 1271 159
cc online is what T will get
Heavy Shopper 106 4,59 1.185 113
Q20sI_trust_the seller will d Light Shopper 64 4,89 045 118
cliver my product on_time
Heavy Shopper 106 4.89 1.157 112
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Independent Samples Test
Levene's Test for Equality of
Variances t-test for Equality of Means
95% Confidence Interval of the
Difference
F 1 df Lower Upper
[Q20a0nli hopping_i Equal vari ed
T INC_STOPPING_S._© Equel vanances assum: 001 979 -.253 168 800 1042] 167 -3n .287|
jasy_to_do
Equal vari; ot
qua vafiances -283| 132221 801 042 167, -372 289
assumed
O?ﬂbSEamhlng_pdeucls_u Equal variances assumed 1.685 200 &10 188| 543 o7 175 _239) 459
nling_is_easy
Equal variances not 628 145311 531 107 70 -229) 443
assumed
|Q20clt_is_easy_to_navigate Equal variances assumed 172 679 017 168 087 _003 178 _350 344
|_the_shopping_websites
Equal variances not -017| 136930 987, -003 174 -347 341
assumed
Q20dIt to, tact Equal vari ed
F5fasytoconac U VANENGES Assuny 1.810 .180| -701 168, .484| 144] .208| -551 262
|_the_seller
Equal variances not 724 146.485| 470 144] 199 539 250)
assumed - - h . . - b
Q20ePayment_for_online_s Equal variances assumed
hopping. &_easy 227 634 -.166] 168 869 -026 157 -.335 289
Equal vari; ot
QU valiances -170| 145.103| .865| -026 152] -.327| 275§
assumed
Q20fLe fo_sh li Equal ed
. NG _Jo_shopant Baual vallancss aese 000 998 =041 168 968 -.008 .159| =321 .30g}
ne_is_easy
Equal variances not
=041 135.257| 867 -006 158 -320 .307|
assumed
Q20gRetumingExchanging_ Equal vari: ed
fuRatumingExchanging_ Ecria yariances asduny 036 850 1.259| 168 210 305 242 -174] 784
product_bought_online_is_e
asy Equal ot
e S 1.260 133.412 210 .305 .242| - 174 784
assumed
[Q20hOnli hopping_i Equal vari: ed
N P g e 064 800 -.903) 166| .368| 2136 A5 -433 161
jonvenient
Equal variances not
-.899| 131.076 370 136 151 -A435 163
assumed
[Q20iOnline_shoppi Equal ed
.I e SIopPIEE e i = et 504 479 -.276) 168| 783 -.045] .163] .368 .27¢§
s_time
Equal variances not
=276 133.035 783 =.045] 163 -.368 279
assumed
[Q20iOnline_shoppi Equal vari; ed
ymine_shopping_save EQusl vaiances assum 397 530 -.821 168 a3 -179) 218 610 .252)
|s_effort
Equal variances not
-.838) 141.421 404 -179] 214 602 244
assumed
[Q20kOnline_shopping_offer Equal variances assumed 4208 042 832 188 408 148 AT _203 490
|s_better_product_assortme
nt
Ul VarSices 10 873 152.643 384 148 169 187 487
assumed
|Q2010nline_shopping_offer Equal variances assumed 1.389 240 052 188| 243 179 188 _551 109
|s_more_reasonable_price
S varkanzes ot 981 145,600 328 179 183 540| 1824
assumed F : 3 l - .
|Q20mProducts_bought_onli Equal variances assumed o7 599 249 168 458 120 161 438 1971
ne_have_high_quality F - . 8 . ? ' .
Equal variances not
agsumed =77 148.755) 438 2120 .155] -426 185
[Q20n|_can_compare_produ Equal variances assumed
i - 4.580| 034 258 168 197 062 .239) 410 534
cts_more_easily_while_sho
pping_online Equal variances not
277 161.238| 782 082 .222| 377 5008
assumed
|Q200l_feel_safe_in_my_tra Equal variances assumed
i o Ve e 2429 A -2.424 166| 016 =464/ a9 -841 -.0864
nsactions_with_the_Websit
es Equal variances not
-2.361 122,083 020 -464) 196 -853 -.075
assumed
|Q20pI_trust_the_websitesell Equal variances assumed
. . 1.616| 205 =714 168 478 -.134) .188| -.505] .237
or_with_my_personal_infor
mation Equal vari ot
qua vaniances =.746] 150.939 457 134 180 =489 221
assumed
[Q20g_beli in_the_infor Equal vari ed
0ql_belive_in_the_infor Equal variances assum amm 054 -.750| 168, 454 -.129| 73] 470 21
mation_the_website_seller_
provides Equal ot
qua vafances -816| 164072 418 129 159 443 184
assumed
[Q20r1_beli that_what_I_ Equal vari ed
" ‘EYE' v o qual vanances assum 038 846 1374 168 an .2865| 193 ~116 646
|see_online_is_what_|_will_
et
i Equal variances not 1.351 125.765| 179) 285 196 123 653
assumed
Q20s1_trust_the_seller_wil_ Equal variances assumed 1632 033 o022 188 082 o0s 7 33 2
deliver_my_product_on_tim
o N
Equal variances not 24| 153.347 881 004 163 -318 328
assumed
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Appendix E: Light vs. Heavy Online Shoppers - Category Bought (Apparel and

footwear)

Q51Category_Bought_Apparel_and_footwear * Q4Light_Heavy_Shopper Crosstabulation

Q4Llight_Heavy Shopper
Light Heawvy Total
Q5 1Category_Bought_A No Count 28 24 52
pparel_and_footwear Expected Count 19.6 32.4 52.0
% within
QéLight_Heavy_Shopper 43 8% 22.6% 30.6%
Yes Count 36 &2 118
Expected Count 44.4 73.6 118.0
% within
Q4light_Heavy_Shopper 56.3% 77.4% 69.4%
Total Count B4 106 170
Expected Count 64.0 106.0 170.0
% within
Q4Light_Heavy_Shopper 100.0% 100.0% 100.0%
Chi-5quare Tests
Asymp. Sig. Exact 5ig. (2- | Exact Sig. (1-
Value df (2-sided) sided) sided)
Pearson Chi-Square 8.375% 1 .004
Continuity Correction” 7.410 006
Likelihood Ratio B.240 004
Fisher's Exact Test 006 003
Linear-by-Linear
Association 8.325 1 -004
N of Valid Cases 170

a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 19.58.
b. Computed only for a 2x2 table

Ref. code: 25595802040682NBD
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Appendix F: Light vs. Heavy Online Shoppers - Category Bought (Food and

Drink)

Q56Category_Bought_Food_and_drink * Q4Light_Heavy Shopper Crosstabulation

Q4Light_Heavy Shopper
Light 2 Total
Q56Category_Bought Fo  No Count 59 85 144
od_and_drink Expected Count 54.2 89.8 | 144.0
% within
Q4Light_Heavy_Shopper 92.2% 80.2% 84.7%
Yes Count 5 21 26
Expected Count 9.8 16.2 26.0
% within
Q4Light_Heavy Shopper 7.8% 19.8% 15.3%
Total Count B4 106 170
Expected Count 64.0 106.0 170.0
% within
Q4Light_Heavy_Shopper 100.0% 100.0% 100.0%
Chi-5quare Tests
Asymp. Sig. Exact Sig. (2- | Exact Sig. (1-
Yalue df (2-sided) sided) sided)
Pearson Chi-5gquare 4.435° 1 .035
Continuity Correction® 3.557 ! 055
Likelihood Ratio 4.823 1 028
Fisher's Exact Test 047 026
Linear-by-Linear
Association 4.409 1 036
N of Valid Cases 170

a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 9.79.
b. Computed only for a 2x2 table

Ref. code: 25595802040682NBD



Appendix G: Light v.s Heavy Online Shoppers - Review

Ql6Did_you_ever_review * Q4Light_Heavy Shopper Crosstabulation

38

Q4Llight_Heavy Shopper
Light Heawvy Total
QleDid_you_ever_revie  Yes Count 11 36 47
w Expected Count 17.7 29.3 47.0
% within
Q4Light_Heavy Shopper 17.2% 34.0% 27.6%
No Count 53 70 123
Expected Count 46.3 6.7 123.0
% within
Q4Light_Heavy_Shopper 82.8% B66.0% 72.4%
Total Count B4 106 170
Expected Count b4.0 106.0 170.0
% within
Q4Light_Heavy Shopper 100.0% 100.0% 100.0%
Chi-%quare Tests
Asymp. Sig. Exact Sig. (2- | Exact Sig. (1-
Value df (2-sided) sided) sided)
Pearson Chi-Square 5.614% 1 .018
Continuity Correction® 4,808 1 028
Likelihood Ratio 5.881 1 .015
Fisher's Exact Test 021 .013
Linear-by-Linear
Association 5.581 1 018
M of Valid Cases 170

a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 17.69.
b. Computed only for a 2x2 table
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Appendix H: Factor Analysis Output

Total Variance Explained

39

Initial Eigenvalues Extraction Sums of Squared Loadings Rotation Sums of Squared Loadings
Component Total % of Variance | Cumulative % Total % of Variance | Cumulative % Total % of Variance | Cumulative %
1 8.084 42.545 42.545 8.084 42.545 42.545 4.722 24.854 24.854
2 2.576 13.559 56.104 2.576 13.559 56.104 4.451 23.424 48.278
3 1.151 6.057 62.161 1.151 6.057 62.161 2.638 13.883 62.161
“ 983 5.176 67.337
5 .886 4.661 71.997
6 753 3.962 75.960
7 612 3.220 79.179
8 .559 2.943 82.122
9 486 2.560 84.682
10 462 2.433 87.116
11 429 2.257 89.372
12 395 2.079 91.451
13 .338 1.781 93.233
14 271 1.426 94.659
15 .268 1.411 96.070
16 .239 1.260 97.330
17 .198 1.043 98.373
18 178 937 99.310
19 131 .690 100.000

Extraction Method: Princ

pal Component Analysis.
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Appendix I: Multiple Regression Analysis Output:

Variables Entered/Removed®

Model

Variables
Entered

Variables
Removed

Method

Percieved
Usefulness,
Trust/Risk,
PerciEved
Ease

Enter

a. Dependent Variable:

Q2 0ul_intend_to_shop_online_in_the_future

b. All requested variables entered.

Model Summar].-rbl

40

Adjusted R Std. Error of
Model R R Sguare Sguare the Estimate
1 706" 498 489 24
a. Predictors: (Constant), Percieved Usefulness,
Trust/Risk, Percieved Ease
b. Dependent Variable:
Q20ul_intend_to_shop_online_in_the_future
ANOVA?
Sum of
Model Squares df Mean Sguare F Sig.
1 Regression 118.423 3 39,474 58.144 .000"
Residual 119.488 176 B79
Total 237.911 179
a. Dependent Variable: Q20ul_intend_to_shop_online_in_the_future
b. Predictors: (Constant), Percieved Usefulness, Trust/Risk, Percieved Ease
Coefficients®
Standardized
Unstandardized Coefficients Coefficients

Model B Std. Error Beta t Sig.

1 (Constant) 5.978 061l 97.335 000
Percieved Ease 514 .062 446 8.350 .0o0
Trust/Risk 414 062 359 b.724 000
Percieved Usefulness AT7S 062 412 7.713 .000

a. Dependent Variable: Q2 0ul_intend_to_shop_online_in_the_future
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