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Abstract  

Background:  Due to technological developments (e.g. internet) and globalization, business management and 

the sales environment faced several changes in the last decades. Together with the 

convenience of the e-commerce and the free trade policy in the EU, businesses are evoked to 

enter foreign (online) markets (within the EU). While entering foreign markets the psychic 

distance between cultures is a factor which should be considered. One of the factors which 

causes psychic distance is the cultural values of a nation. Within this research the cultural 

values are described by the cultural dimension theory of Hofstede.  

 

Germany and Sweden have a leading usage and adaptation with online shopping. Within the 

e-commerce, the most valuable target group is the higher educated consumers of Generation 

Y. Since the cultural values in Germany and Sweden differ from one another, it suggests 

differences in there online-shopping cultures as well. To create the best online shopping 

experiences, cultural values should be considered within (concentrated) marketing approaches.  

 

Objective:  This research is conducted to examine the online shopping behaviour of generation Y in 

relation to the cultural values of Germans and Swedes. The results of this research display a 

theoretical understanding of the online shopping behaviour forthcoming by the cultural 

influences. This study can benefit online retailers to develop or optimize strategic marketing 

plans and/or strategic entry plans in the e-commerce for both the German market and the 

Swedish market.  

 

Method: To answer the objective of this study, hypotheses are designed by the theoretical background. 

Followed by a survey-driven quantitative data research. The target group of the research were 

higher educated Germans and Swedes within Generation Y. Since the literature leaves several 

gaps, the conclusions are descriptive of nature.      

 

Conclusion: The relationships drawn by literature between the online shopping behaviour and the cultural 

values of Germans and Swedes show consistencies with this research. Germans and Swedes 

show a similar technological acceptance, which is related to the high level of individualism. 

Further, differences between Germans and Swedes are assumed within the uncertainty 

avoidance (brand loyalty versus information search) and masculinity (goal-oriented shopping 

versus hedonistic shopping).  

  

 Although the differences found between the two cultures are minor, a concentrated marketing 

strategy can be suggested to create the best suitable online consumer experience.    
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1. Introduction 

The introduction will give the reader a better understanding of the background and purpose of this study. After the overview, the 

research question and purpose of the research are stated. The chapter will end with an explanation of some technical definitions 

used in the research along with the structure of the thesis.     

1.1 Background 

The technological innovations of the last century takes international trade to a broader context. Internet usage 

across the world has increased in popularity (Chung & Park, 2009). Together with this trend, online shopping 

is increasingly used as a sales channel for businesses to reach customers (Chung & Park, 2009).  The online 

channel can reach a mass market in an effective way with low costs (Bakos, 1997). Online shopping lowers 

distribution costs and gives an easier access to consumers, which leads to opportunities for businesses (Alba, 

Janiszevski, Lutz, Lynch, Sawyer, & Weitz, 1997). Innovations which make it possible and give the ease to the 

customer to shop online from different devices make this sales channel even more tangible and widespread.  

 

The most valuable target group in online retail are the higher educated consumers within generation Y, born 

between 1980 and 2000, as they are expected to have a high long-term purchasing power in the online retail 

(Powers & Valentine , 2013). Generation Y, is the youngest adult generation who grew up in a global and 

technological oriented environment (Furlow, 2011), hence they naturally adapt the constantly improving 

technologies (Powers & Valentine , 2013). Especially, higher educated consumers are more likely to purchase 

online (Dijst, Faber, Farag & Schwanen, 2007).  

 

Over the years, globally, the online retail has had an increasing market share (Centre for Retail Research, 

2016). Within the European Union (EU) there is an average internet penetration of 79.3%, which is higher 

than the worlds average which is on 46.4% (Miniwatts Marketing Group, 2015). According to the forecast of 

Statista (2016) the sales in the Business-to-Consumer e-commerce will double from 276.82 billion US dollars 

in 2012 to 534.9 billion US dollars in 2018, with North-West European countries, including Germany and 

Sweden, leading in online usage.  

 

Since there is a free trade policy within the EU, entry barriers from one EU country to another EU country is 

small, this gives businesses opportunities to cross the border. Regards e-commerce the entry barriers are even 

smaller, as the physical presence across the border is not needed, therefor the investment costs are smaller. 

Companies whom intent to expand their (online) sales by exporting or selling their products to another 

market need to take several external forces into account, which can differ from their current market 

(Hollensen, 2007). The European countries, Germany and Sweden, with a close geographical proximity, have 

on first sight only minor differences. Both are part of the European Union with free trade and both have 

developed a stable and prosperous economy. Germany is ranked 19th and Sweden 11th of strongest GDP 
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countries per capita (Statista, 2016). The internet usage penetration in Sweden is 94.6% (9,216,226) and in 

Germany is 88.4% (71,727,551) of the population in the year 2015 (Miniwatts Marketing Group, 2015). The 

online retail is one of the largest growing markets in Europe, among other European countries Germany and 

Sweden are leading within the increasing expected growth in online sales (Centre for Retail Research, 2016). 

Within the consumer market the market share of the online retail in Germany is 11.6% in 2015, this is one-

third higher compared to Sweden, with 7.8% in 2015 (Miniwatts, Marketing Group, 2015). Further, the 

German market share is the fastest growing in the online sector (Centre for Retail Research, 2016).  

 

Online retailers could see potential in entering either the Swedish or German market, the question is; is there 

a possible factor causing a different shopping behaviour which lead to the higher market share in the 

consumer market of Germany, compared to Sweden, while the internet penetration is higher in Sweden? Do 

the Germans and Swedes differ in their online shopping behaviour? Which uncontrollable factors should be 

considered while entering the German or Swedish market?  

1.2 Problem discussion  

Since there is an increasing trend within the use of e-commerce worldwide and online shopping becomes 

progressively global, more knowledge about the influencing factors on the consumer behaviour in online 

shopping is desired. Entry strategies, such as the Uppsala Internationalization Process model (1977), which 

among others, suggests that the psychic distance should be as low as possible by targeting a foreign market. 

Illustrated by the Uppsala Internationalization Process model (Johanson & Vahlne, 1977), together with the 

external factors such as; political, environmental and language, culture is one of the factors which causes a 

psychic difference between markets, on a national level (Hollensen, 2007).  

 

Within this study there has been chosen to focus on the cultural factor within the influencing factors of the 

psychic distance. The cultural values are one of the uncontrollable factors which influence the consumer 

behaviour (Chaffey & Ellis-Chadwick, 2012). Culture is a learned human behaviour which affects the 

consumer’s behaviour, attitudes and values (Dai, Zhang & Zhou 2007; Hofstede, Hofstede, & Minkov, 2010). 

People learn patterns of thinking, feeling and acting from early childhood from their parents and their social 

surroundings and is defined by Hofstede (1984) as the “mental programming of the mind” (Chau, Cole, 

Massey, Montoya-Weiss & O'Keefe, 2002; Hofstede et al., 2010). Even though, the consumer is changing in a 

more homogeneous global consumer culture, due to globalization (Quan, Xuan & Zhu, 2006), people from 

different cultures keep their values, norms and traditions (Hofstede et al., 2011; Hollensen, 2007; Roth, 1995).  

 

The cultural differences should not only be taken in account by entering a market, within strategic marketing 

the cultural values are also an important factor to take into account to positioning a business successfully 

within a market (Hollensen, 2007). This study focuses on the national cultural values, this cultural level is the 

least changing overtime, compared to the cultural practices (Rituals, symbols and heroes) (Hofstede et al., 
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2010). The cultural dimension theory of Hofstede is used in previous studies to describe the different cultural 

influences on (online) shopping behaviour (Deitz, Grünhagen, Hansen, Royne, Smith & Witte, 2013; Gong, 

Maddox & Stump, 2012; Raisinghani, Stafford & Turan, 2004).  

1.3 Research purpose 

The purpose of this report is to examine the influencing factors on online shopping behaviour of generation 

Y in relation to the national cultures of Germany and Sweden.  

 

Research Question: Do the cultural values of Germans and Swedes influence the online shopping behaviour of the higher educated 

within Generation Y in Germany and Sweden?  

 

This study will establish a theoretical understanding and expand the knowledge on online shopping behaviour 

of Generation Y in Sweden and Germany. The outcome will show which factors, based on the cultural 

values, should be taken into account by online retailers to develop or optimize a strategic marketing plan or a 

strategic (online) entry plan for both the German and the Swedish market. 

 

Earlier research which has been performed, shows casual relationships between the online shopping 

behaviour or consumer behaviour and the cultural dimension. Previous research enhances; the study of Gong 

et al. (2012) has a focus on the attitudes toward online shopping, with a comparison of online consumers in 

China and the United States. Raisinghani et al. (2004) compared the online shopping behaviour between the 

United States, Turkey and Finland. Sakarya & Soyer (2013) conducted a study on the cultural differences in 

online shopping behaviour between Turks and the British. Another research executed in this field is the 

cross-cultural examination of online shopping behaviour between Norway, Germany and the United States 

(Deitz, et al., 2013). However, little information about the German and Swedish cultural differences is 

available. Neither have the earlier researches a focus on countries with this exact combination of cultural 

dimensions in one study. International businesses, national businesses and (online) marketers will benefit 

from this research as they will gain more knowledge about the cultural influences on the online shopping 

behaviour and its managerial implications.   

1.4 Delimitations 

Although the research purpose is believed to be achievable, the small budget and limited time, should be 

taken in consideration as a delimitation of the study. Further, the limitations of this study are described in 

chapter 6.2.  

1.5 Definitions  

 

Cultural values: The shared values based on the standards, beliefs and principles (Hollensen, 2007).   



9 

 

 

Concentrated marketing:  A type of marketing strategy, whereby the activities are different for each specific 

market (Hollensen, 2007). 

 

Entry barriers: The set of factors which causes a barrier to enter a foreign market (Hollensen, 2007). 

 

Internet penetration: Refers to the number or percentage of people using internet (Chaffey & Ellis-

Chadwick, 2012). 

 

Psychic distance: The perceived differences between the manager`s home country and the foreign market 

(Hollensen, 2007). 
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2. Theoretical Background   

The theoretical background presents a wider view on the existing literature within this research topic. First the general perspective 

on online shopping behaviour is illustrated. As factors of online shopping behaviour cultural values are introduced, with a main 

focus on the cultural dimensions of Hofstede. Gradually, the main dimensions which characterize this study are introduced, 

together with the connecting implications & hypotheses. Finally, the market figures analysed to meet the interpretation of the 

written literature. 

 

Less than 25 years ago the first website was launched on the Internet, which completely changed the way 

marketing and businesses acted (Chaffey & Ellis-Chadwick, 2012, p. 6). E-commerce is an aspect within the 

large variety of possibilities of the Internet. E-commerce can be defined as “all financial and informational 

electronically mediated transactions between an organisation and any stakeholder”, which has a seller side, the 

suppliers, and the buyer’s side, the consumers (Chaffey & Ellis-Chadwick, 2012).   

 

From a consumers point-a-view online shopping is convenient, because of the unlimited time and the high 

variety of goods available (Hu, Huang, Luo, Zhang, & Zhang, 2009). Online shopping can save consumer 

effort and time, allows efficient information search and meet the demand of consumer for comfortable 

shopping (Hoffman & Novak, 1996; Wenjie, 2010). One of the limitations which consumer experience are 

the physical experience of products, therefor products with attributes which require more information search 

are more sufficient for the buying decision (Chen & Dubinsky, 2003; E-tai, Howard & Rosen, 2000).  

2.1 Influencing factors on online decision-making process  

The consumers decision-making process dependents on its attitudes and perceptions (Hansen, Kanuk & 

Schiffman, 2008). A positive attitude has a strong relation with what the consumer desires and purchases 

(Hansen et al., 2008). The attitudes of the consumer in online shopping are dependent on the perceptions 

towards the usage of Internet and online shopping  shows that a positive online shopping attitude leads to a 

higher online search and buying behaviour (Hansen et al., 2008). The research of Dijst et al. (2007). Further, 

attitudes are relatively consistent within reflected behaviour, however attitudes can change, for example by 

(peer) experiences or marketing stimuli (Hansen et al., 2008).    

 

The perception of consumers is defined as the process whereby stimuli are selected, organised and 

interpreted (Hansen et al., 2008). The perceptions are based on a diversity of intrinsic and extrinsic 

informational cues and lead to consumers’ imagery of products, brands, services, prices, quality and risk 

(Hansen et al., 2008).  
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The online decision-making process is based by the perceptions and attitudes in online stopping are 

influenced by the emotional and rational values of using an online shop (Chaffey & Ellis-Chadwick, 2012, 

p.370). The online customer experience is important, as online shoppers tend to return back to retailers who 

offer a valuable shopping experience (Woodruff, 1997). The online customer experience pyramid divides the 

emotional values and the rational values within online customer experience (Chernatony, 2001): 

Emotional values: 

 Design (style, tone and visual design), 

 Reassurance (trust and credibility).  

 

Rational values:  

 Ease of use (usability and accessibility),  

 Usefulness (content, search and customization),  

 Performance (speed and availability). 

The expectations towards the security and privacy of information, the perceived risk of the outcome in an 

online trading situation, the perceived trust which potentially lowers the risk, the perceived usefulness in 

online shopping and the perception of the ease of use of new technologies.  

 

Within the perceptions and attitudes and its intentional online shopping decision-process, the uncontrollable 

factor cultural values are important since it controls the emotional and rational values of a person (Chaffey & 

Ellis- Chadwick, 2012; Dai et al., 2007). To position an online retailer in the best way within the market, the 

market strategy which fits the cultural values will lead to a more positive perception towards the online 

retailer.  

2.2 Cultural dimensions in relation to online shopping behaviour 

The national culture represents the shared values within a nation and influence the personal consumption 

values, perceptions, attitudes and preferences (Dai et al., 2007).  The theory which is mainly used in previous 

studies regarding cultural influences on shopping behaviour is the Cultural Dimension Theory of Hofstede (Deitz 

et al., 2013; Gong et al., 2012; Raisinghani et al., 2004). The cultural dimensions of Hofstede (1984) have a 

predictive power to measure collective characteristics of countries by emotions, attitude, perceptions and 

behaviour (Kirkman, Steel, & Taras, 2010). According to the research of Krichner, et al. (2010) research 

Hofstede’s cultural dimensions theory gives a strong support as long as cultural differences is relevant to the 

research question.  

 

The cultural dimensions of Hofstede (1984) display the core of long-term values within a nation, which stay 

constant over a long period of time (Hofstede et al., 2011). The cultural values are learned behaviours, mainly 

obtained during the childhood, whereby the older generation (parents, teachers, family) have the largest 

influence on a person values (Hofstede et al., 2011). According to Hofstede et al.(2011) the learnings of the 

cultural values decreases and gradually makes place for the cultural practices including rituals, heroes and 

symbols, which are mostly obtained by peers and society, these characteristic are more visible (Hofstede et al., 

2011).  
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Hofstede’s cultural dimensions (1984) indicates 76 countries on their national culture, which makes the 

studies of Hofstede in a great extend internationally useful. Hofstede (1984) describes by four different 

dimensions; power distance, individualism, masculinity and uncertainty avoidance. In later studies two extra 

dimensions are added (Hofstede et al., 2011), the long term versus short term orientation and light or dark 

orientation (positive/ negative). However no literature has been found regards these two later added cultural 

dimensions, therefor these two cultural dimensions are left out of the scope of this study.  

 

 

The ranking and indexes of both the German culture as well as the Swedish culture are shown in Table 1. 

Although, the Swedish and German cultural dimensions, formed by Hofstede, are similar within the power 

distance and individualism, a large contrast is found in the masculinity and uncertainty avoidance (Hofstede, 

1984). Both Germans and Swedes are indexed as low power distant and highly individualistic, however 

Germans show to be high masculine and high uncertainty avoidant and Swedes to have the lowest 

masculinity and a low uncertainty avoidance (Hofstede, 1984).  

 

Researches in this field show causal relationships between the cultural dimensions individualism, masculinity 

and uncertainty avoidance and online shopping behaviour. Raisinghani et al. (2004) compared the online 

shopping behaviour between the United States, Turkey and Finland in regards to cultural dimensions. Gong, 

et al. (2012) focusses on the attitudes toward online shopping with a comparison of online consumers in 

China and the United States in individualism versus collectivism, power distance, uncertainty avoidance and 

long-term orientation. Sakarya & Soyer (2013) conduct a study on the cultural differences in online shopping 

behaviour between Turkey and the United Kingdom referring to masculinity (goal-oriented and hedonistic 

shopping) and uncertainty avoidance (risk avoidance and trust). Another research done in this field is the 

cross-cultural examination of online shopping behaviour between Norway, Germany and the United States, 

they linked the cultural dimension individualism and the technological acceptance model (TAM) (Deitz et al., 

2013).  

2.2.1 The impact of individualism on online shopping behaviour 

The individualism versus collectivism index is related to the integration of individuals into primary groups 

and refers to the extent to which people tend to have an interdependent versus independent rendering of the 

self (Hofstede, et al., 2011, p.92). The individualistic-collectivistic dimension leads to different online 

shopping orientation behaviour and adaptation of technology (Dai et al., 2007). People from collectivistic 

Table 1 Cultural Dimensions by Hofstede (1984) 

 Power distance  

(1-76) 

Individualism   

(1-76) 

Masculinity   

(1-76) 

Uncertainty Avoidance  

(1-76) 

Sweden  Index 31, rank 69-70  Index 71, rank 13-14  Index 5, rank 76 Index 29, rank 72-73 

Low power distance Individualistic     Very low masculinity Low uncertainty avoidance 

Germany  Index 35, rank 65-67   Index 67, rank 19 Index 66, rank 11-13 Index 65, rank 43-44    

Low power distance Individualistic     High  masculinity High  uncertainty avoidance 
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cultures are likely to be less open to innovations than people in individualistic cultures (Hofstede, Steenkamp, 

& Wedel, 1999), which may also account for varying rates of acceptance in online shopping (Gong, 2009). 

Individualistic consumers seek for convenience and variety according to Joines, Scherer, & Scheufele (2003) 

and tend to use internet for personal purposes and information search (Chau et al., 2000).  

 

Sweden and Germany are indicated both very high on the individualism index of Hofstede (1984). Studies of 

Hofstede et al. (1999) and Dai et al. (2007) show a relation between individualism and innovativeness (Dai et 

al., 2007; Hofstede et al., 1999). The observe a relationship between the cultural individualism and 

innovativeness in online shopping the Technology Acceptance Model (TAM) is adopted in this research 

(Bienstock, Royne, Stafford & Stern, 2008; Deitz et al., 2013).   

 

The technological acceptance model (TAM), developed by Davis (1989, 1993), gives an abstract description 

to research the technological acceptance of consumers and to explain the usage of information technology. 

The usage of the TAM model is validated by multiple researchers, including several types of technology 

acceptance applications in the field of cultural and online shopping acceptance, such as: online shopping 

acceptance (Kappelman, Koh, Lui & Tucker, 2003), the perceived usefulness of online shopping and the use 

of online shopping (Lee, 2005), and a cross-cultural examination of online shopping behaviour (Deitz, et al., 

2013).  

 

The following model (Figure 1) is interpreted from the before mentioned literature and creates the basis to 

research the cultural dimension individualism, whereby the technological acceptance model of Davis (1989, 

1993) is adopted. This model clarifies that the technological acceptance of online shopping is based on the 

“usefulness” and “ease of use” of online shopping. Although, Germany and Sweden are both indicated as 

individualistic by Hofstede (1984), as shown in Table 1, this factor is tested to suggest the similarity between 

the two cultures in online shopping behaviour. An even outcome is expected to find between Germans and 

Swedes towards the technological acceptance in online shopping.   

 

 

Figure 1 Interpreted model impact of individualism on online shopping, designed by author 

Indiviualistisc   Innovative  

Usefullness  

Ease of use  

Technological 
acceptance in online 

shopping  
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Figure 1 shows, interpreted from the literature, the technological acceptance of online shopping should be 

high in both countries, as the German and Swedish culture are both indicated as highly individualistic. The 

following sub questions are formulated to examine the cultural influences of individualism on the Swedish 

and German online shopping behaviour:    

 

Hypothesis 1:  Due to individualism, Swedes and Germans indicate their technological acceptance of online shopping behaviour is 

similar. 

2.2.2 High masculinity versus low masculinity  

The masculinity index shows the distribution of gender roles and the division of emotional roles (Hofstede et 

al., 2010). High masculine cultures tend to have a higher dividends between gender roles, in less masculine 

cultures the gender roles are less distinct (Hofstede & Mooij, 2011). High masculine cultures are perceived as 

more assertive in opposite to the higher nurturance characteristic within low masculine cultures (Gong et al., 

2012).  

 

In consumer behaviour high masculinity is related to the need for success which leads to a higher extend of 

goal-orientated shopping (utilitarian), on the other hand the need for emotional roles leads to the other 

extend, where hedonistic shopping and experience of stimuli are higher valued (Babin, Darden, & Griffin, 

1994), (Sakarya & Soyer, 2013). Web features which improve the convenience and time efficiency in online 

shopping complement goal-oriented shopping (Dai et al., 2007).  

 

2.2.2.2 Goal oriented in online shopping 

Goal-oriented shopping (utilitarian value) refers to task-related and overall evaluates the effectiveness, 

functionality, benefits and costs within the topic of online shopping (Lee & Overby, 2006). Goal-oriented 

shopping includes attitudes towards the financial aspect (price-quality ratio) and the convenience by saving 

time (Lee & Overby, 2006). The percentage of people who shop online might be the same in hedonistic and 

utilitarian valuing cultures, however research show a difference in the total amount spend and frequency of 

purchases (Lee & Overby, 2006). According to Lee & Overby (2006) there is a stronger relation between 

utilitarian shoppers and the intention to shop more frequent online and to the preference towards a single or 

few online suppliers.    

 

2.2.2.1 Hedonistic shopping  

In contrast to high masculine cultures, low masculine cultures are expected to have a higher need for 

hedonistic shopping, whereby the need for experiencing stimuli is influencing the decision-making process 

(Sakarya & Soyer, 2013). Within the need for experiencing stimuli also show a higher importance towards an 
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appealing online shop design (Lee & Overby, 2006). The hedonistic shopper has a higher need for 

experiencing the service or product, than just completing a task (Babin et al., 1994). For markets with by 

hedonistic shoppers culture, it is important to enable as much sensory experiences as possible (Lee & Overby, 

2006). Hedonistic shopping has a significant role in the importance of appealing design for the online 

purchase decision-making (Lee & Overby, 2006).  

 

Summarized, the masculinity, referring to online shopping behaviour, describes the goal oriented behaviour 

(utilitarian value) and need for experiencing stimuli (hedonistic value). However, as a division in the gender 

roles is expected within high masculine cultures (German) compared with low masculine cultures (Swedish). 

Figure 2, shows the interpretation of the before mentioned literature, concerning the masculinity.  

 

 

 

Figure 2 Interpreted impact of masculinity on online shopping, designed by author 

Figure 2 displays, interpreted from the literature, several comparisons which are suggested to be made 

between the high masculine culture of Germany and the low masculine culture of Sweden. The following 

hypotheses are formulated to examine the cultural influences of the Swedish and German online shopping 

behaviour:    

 

Hypothesis 2: Due to masculinity;   

2.1 Swedes have a higher need for experiencing the product or service compared to Germans.  

2.2 Swedes indicate a higher importance to an appealing web design compared to Germans.   

2.2.3 High uncertainty avoidance versus low uncertainty avoidance   

The cultural dimension uncertainty avoidance relates to the level of stress of the “unknown” (Hofstede, 

Hofstede, & Minkov, 2010). Cultures with a higher uncertainty avoidance tend to have a higher emotional 

need for clarity and structure. Cultures scoring higher on the uncertainty avoidance index are more likely to 

feel emotional compared to cultures with a lower index, which tend to be more contemplative and phlegmatic 

(Hofstede et al., 2010).  

Masculinity  

High (Germany)  
Need for succes and 

efficieny  
Goal oriented   

shopping   

Low (Sweden) 
Need for physical 

experience 

Hedonistic 
shopping 

Importance to 
appealing design 
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The level of uncertainty avoidance is associated in the literature with consumer risk avoidance (Holland & 

Mandry, 2013). Consumers avoid risk in two principle components, the financial risk and uncertainty of 

outcome (Holland & Mandry, 2013).  

 

Purchasing products involves always a consideration about the possible outcomes of the consequences, since 

consumers perceive a degree of risk in making a purchase decision. The risk depends on the perceivance of 

the consumer, whenever the risk is not perceived it will not influence the consumer behaviour in a negative 

way (Hansen et al., 2008). Consumers deal with risk in several ways, such as: information search, brand 

loyalty, selection by brand or store image, more expensive products or reassurance (Hansen et al., 2008). 

 

2.2.3.1 High uncertainty avoidance tend to be more brand loyal 

High uncertainty avoidance is related to a higher avoidance of risk (Holland & Mandry, 2013). A high 

uncertainty avoidance is related to the avoidance of the unknown. Although the e-commerce is a relatively 

new sales channel and for many people still un-/less known, literature shows that uncertainty avoidance does 

not necessarily lead to avoiding online shopping in individualist cultures. The research of the Centre for Retail 

Research (2016) shows that the market share of the e-commerce in Germany is relatively high in comparison 

with other countries. The combination of innovativeness of the individualism and/or goal-oriented shopping 

of the high masculinity seems to lead to not avoiding of online shopping (Holland & Mandry, 2013). Further, 

the high uncertainty avoidance is by Holland & Mandry (2013) suggested to be negatively correlated to online 

information search. To avoid the risk of the consequences of the undesired outcome, high uncertainty 

avoidance consumer culture tend to have a higher preference towards the use of well-known or trusted sales 

channels (Hansen et al., 2008). Making use of the same range of sales channels, because avoiding risk, leads to 

a higher brand loyalty (Hansen et al., 2008).  

 

2.2.3.2 Low uncertainty avoidance cultures have higher information search  

In contrast to the narrow sales channel of high uncertainty avoidance (Hansen et al., 2008), low uncertainty 

avoidance should lead to the other side of the spectrum, a wider sales channel usage. Holland & Mandry 

(2013) suggest that a low uncertainty avoidance has a positive relation to information search. A wider sales 

channel usages and more potential suppliers lead to more considerations, therefor there is a higher need for 

information search (Hansen et al., 2008). 

 

Online shopping gives a time-saving convenience, it encourage consumers to search for more information, 

which results in a higher price-sensitivity when shopping online (Alba et al., 1997; Bakos, 1997). Although, a 

higher information search shows a lower shopping density (Holland & Mandry 2013). Consumers who make 
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use of a wider sales channel are less likely to be brand loyal, therefor, information search for the “best” 

supplier is needed (Hansen et al., 2008). The online competition can be high, businesses have possibilities to 

strengthen their online positioning by implementing search engine marketing (SEM). The SEM promotes an 

organization on a search engine, by translating relevant content to a possible search option (Chaffey & Ellis-

Chadwick, 2012). There are two types within SEM. These are search engine optimisation (SEO) and search 

engine advertising (SEA). SEO involves the natural listing, which can be improved relevant textual 

information and key words, since search engines rank the most relevant information by an algorithm (Chaffey 

& Ellis-Chadwick, 2012). SEA can be done by advertising options for organization on search engines or a 

paid higher-ranking with suitable key words (Chaffey & Ellis-Chadwick, 2012, p. 491).  

 

In short, the cultural dimension uncertainty avoidance is higher ranked for Germany than Sweden, by 

Hofstede (1984). Uncertainty avoidance is assumed to lead to avoiding risks by making use of trusted or well-

known suppliers. Positive previous experiences are assumed to be repeated, which lead to the usage of a 

narrow sales channel. Low uncertainty avoidance leads to a low risk avoidance by making use of a wider sales 

channel. The wider use of the sales channel leads assumingly to a higher information search for cheaper 

products and more appealing websites. Figure 3 illustrates, interpreted from the literature, several 

comparisons are suggested concerning the high uncertainty avoidance of Germany and the low uncertainty 

avoidance of Sweden.  

 

As Figure 3 shows, interpreted from the literature, several comparisons are suggested to be made between the 

high uncertainty avoidant culture of Germany and the low uncertainty avoidant culture of Sweden. The 

following sub questions are formulated to examine the cultural influences on the Swedish and German online 

shopping behaviour:     

 

Hypothesis 3: Due to uncertainty avoidance;  

3.1 Germans avoid risks by being brand loyal compared to Swedes. 

3.2 Swedes rely on a high online information search about the supplier or product to avoid risk compared to Germans.   

Uncertainty 
Avoidance  

High (Germany)  
Usage of the trusted 
and known supplier 

Use of narrow sales 
channel  

Low (Sweden) 
Use of wide sales 

channel  
Information search 

Figure 3 Interpreted impact of uncertainty avoidance on online shopping, designed by author 
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2.3 Interpretation of related market figures   

Compared to other European countries, Swedes have a leading use of online shopping and information 

search (Loof & Seybert, 2009). In 2009, 82% of the Swedes used internet to find information about products 

and suppliers and 72% of generation Y of the Swedish shopped online in the three months before the 

research (Loof & Seybert, 2009). Compared to other European countries Swedes showed a quick online 

adaptation, which corresponds with the low uncertainty avoidance and individualism, described in the earlier 

paragraphs.  In the same research of Loof and Seybert (2009), Germans show a lower internet adaptation 

compared to Swedish people in 2009, with an online search usage of 70%. Within online shopping, 56% of 

the German population and 66% of generation Y of the Germans shopped online in a time period of 3 

months in 2009. Six years later, in 2015 the statistics show that the internet usage penetration has grown to 

94.6% in Sweden and 88.4% in Germany (Miniwatts Marketing Group, 2015). Thus, a lower percentage of 

the Germans purchase a higher amount online, compared to Sweden. Although, the internet usage is 

compared to other countries still high. Since Swedes seem to have an earlier adoption over the years, we may 

assume that Germans adopt technologies less quick compared to Swedes, which can be related to the cultural 

dimension uncertainty avoidance (Hofstede, Hofstede & Minkov, 2010).  

 

Although, Swedes show a higher usages of online technologies, the market share of the e-commerce in the 

consumer market in Germany is higher compared to Sweden. Germany has a higher market share in the e-

commerce on the consumer market (11.6%) compared to Sweden which had a market share in the e-

commerce of 7.8% in 2015 (Centre for Retail Research, 2016). While the adaptation of internet usage and 

online shopping in Germany is lower, the market share within the online consumer market is higher in 

Germany compared to the Swedish market, which leads to the assumption that the German consumers who 

use online technologies have a higher expenditure. Since the economy of both countries are similar (Statista, 

2016), this result can be assumingly related to the high masculinity and the utilitarian values which 

corresponds with online shopping, whereby online shopping fits the goal-orientated (utilitarian) shopping 

values (Lee & Overby, 2006).  
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3. Methodology  

The aim of this research is to get a better understanding of the linkage between the Germans and Swedes cultural dimensions and 

their online shopping behaviour, with the purpose to contribute to strategic marketing planning in the e-commerce. To for fill this 

premises, the methodology defines the research philosophy, approach, execution of the study and its empirical field work is 

discussed. Further the research measurements of the desired tests are explained. 

3.1 Research Philosophy  

The research philosophy is defined as the first step to be determined within market research (Lewis, Saunders 

& Thornhill, 2009). The research philosophy contains the perspective outlook on the world, which discusses 

the interpretation of the knowledge and research developed in this study (Lewis et al., 2009).  To clarify the 

way the researcher interpret the obtained knowledge, the interpretation of the researcher is assessed in this 

paragraph.  

 

Since the aim of the study is based on a social research, whereby social –cultural- influences are examined, to 

establish links with consumer behaviour in online shopping. The ontological assumptions has a strong 

connection to interpretivism, as this perspective supports the socially construction of generalising a social 

group and describes the human as “social actor” (Lewis et al., 2009). The focus is on the detailed differences 

in behaviour towards online shopping has a subjective meaning on social phenomena and seen as acceptable 

knowledge, therefore the epistemology (perceived acceptable knowledge from the researcher’s view) 

corresponds with interpretivism (Lewis et al., 2009). As the research will be value bound in the perspective of 

interpretivism, the axiology is assumed to be subjective, since the interpretation of the research will be 

affected by the social values of the researcher and search for (Lewis et al., 2009).  

 

Due to the nature of the research and research philosophy several implications should be considered. The 

study generalize two social groups by their nationality. The obtained knowledge is interpreted by linking the 

cultural dimensions of the social groups with their online shopping behaviour. The adopted paradigm, the set 

of assumptions will be made based on existing literature (Birks, Malhotra & Wills, 2012), is based on the 

cultural dimension theory of Hofstede (1984). The use of Hofstede’s cultural dimensions is discussable, 

considering the theory dates back to 1984 and is originally designed to organizational behaviour. 

Nevertheless, several studies show that the cultural dimensions theory of Hofstede (1984) is an (still) valid 

predictor for consumer behaviour (Hofstede & Mooij, 2011; Lanier & Krichner, 2013). By saying this, the 

cultural dimensions of Hofstede (1984) are taken as a start premise for this research and will be used to as 

external independent variables to describe the difference in the German and Swedish culture.  



19 

 

 

3.2 Research Approach  

The aim for conducting this research is to test the existing literature based on the cultural dimension theory 

of Hofstede (1984) on online shopping behaviour and what this implies to business management for the 

countries Germany and Sweden. The outcome of this study will enlarge the theoretical understanding of 

cultural values influencing the online shopping behaviour. The theory tested is the cultural differences 

connecting with the online shopping behaviour build on the cultural dimensions of Hofstede (1984). The 

premise of testing existing literature and thereby enlarging the theoretical support is demanded for a 

deductive research approach (Lewis et al., 2009).  

 

A deductive approach requests an extensive theoretical research, whereby hypothesis are constructed (Lewis 

et al., 2009). According to Robson (2002) the deductive research approach describes five sequential stages, 

beginning with construction of the hypothesis, expressing the relationship between two different concepts, 

testing the hypothesis, examining of the hypothesis and adapting the results to literature.  

 

An important criteria to use hypotheses is that causal relationship are drawn between two variables (Lewis et 

al., 2009). Causal relationships between the cultural dimensions theory of Hofstede (1984) and online 

shopping behaviour has been found and are mentioned in the theoretical background. Yet, the relations are 

only related to the cultural dimensions of Hofstede and not to the countries, Germany and Sweden, specific. 

By connecting the earlier findings, linked to the cultural dimensions of Hofstede (1984), to the Germans and 

Swedes creates the following, relationships to be examined, as shown in figure 4. Only the cultural 

dimensions which are likely to influence the online shopping behaviour and found in the literature are used, 

these are: individualism, masculinity and uncertainty avoidance. Germany and Sweden indicated similar when 

it comes to individualism, both cultures have a high ranking on individualism (Hofstede, 1984). The cultural 

dimensions masculinity and uncertainty avoidance are, however, contrasting the Swedish and German culture. 

Swedes can be defined as low masculine and low uncertainty avoidant (Hofstede, 1984). Germans can be 

defined as high masculine and high uncertainty avoidant (Hofstede, 1984).  
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Figure 4 shows a comprehensive research model, based on the interpretation of the literature. The cultural 

dimensions individualism, uncertainty avoidance and masculinity are illustrated in figure 4 and the hypotheses 

are formulated on this above mentioned interpreted relations.  

3.3 Research Design  

After the research philosophy and research approach are defined, the next step, research design, is developed. 

The research design is the framework which explains how the market research will be conducted and contains 

the objectives, constrains of the research and ethical issues (Lewis et al., 2009).   

 

Since relationships between the cultural dimensions and online shopping behaviour have been described in 

literature, the research design can focus on establishing causal relationships regards the German and Swedish 

culture, thus an explanatory research design has been chosen (Lewis et al., 2009). Nevertheless, since the 

several gaps are found in the literature a more descriptive approach is necessary. Therefore, a descripto-

explanatory research design is requested.  

 

The deductive approach and the need to gain empirical data about the German and Swedish online 

consumers, the survey research strategy is most suitable. The survey strategy allows to gather quantitative 

data, obtained by a questionnaire and to use a descriptive to suggest possible reasons for relationships 

between variables (Lewis et al., 2009). Positive aspects of the survey strategy is the possibility to receive data 

with low costs and which gives more control on the research process. 

 

Germans cultural 
online shopping 

behaviour 

High uncertainty 
avoidance  

Usage of the trusted 
and known supplier 

Use of narrow sales 
channel  

High Masculinity 
Need for succes and 

efficieny  
Goal oriented   

shopping   

Indiviualistisc   Innovation adoptive   
Technological 

acceptance in online 
shopping  

Swedish cultural 
online shopping 

behaviour 

Individualism 

Low uncertainty 
avoidance 

Use of wide sales 
channel  

Information search 

Low masculinity 
Need for physical 

experience 
Hedonistic 
shopping 

Importance to 
appealing design 

Figure 4 Research model, designed by interpretation of the literature, designed by author  
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The time horizon of the study could either be a cross-sectional or longitudinal study, the cross-sectional study 

is based on the particular moment and the longitudinal study on a more sustainable matter (Lewis et al., 

2009). Since this research does not has a focus on the “change and development” (Lewis et al., 2009), the 

study should be seen automatically as a cross-sectional study.  

 

To obtain creditable research findings, the validity, the reliability and the generalisability of the research 

should be ensured (Lewis et al., 2009). The validity of the research concerns if the researched relationships are 

causal (Lewis et al., 2009). According to Robson (2002) there are four threats to reliability, which should be 

taken in consideration while conducting the research; (1) “participants’ error”, the participant ability to 

understand the questions or willingness for serious cooperation with the research. (2) “Participants bias”, 

whenever the participant do not share the truth. (3) “Observer error” are there questions wrongly asked, (4) 

“observer bias”, different ways of interpreting the data. To avoid reliability errors, several precautions are 

taken into account, based on Robson (2002) four reliability threats. Firstly, to reduce participants’ errors, a 

clear explanation about the purpose of the research and the questions asked are discussed with multiple 

people to formulate the questions as clears as possible. Secondly, to reduce the participants’ bias, the research 

is voluntary and anonymous. Thirdly, the observer error and bias, as the research strategy is a survey the 

questions should be on forehand be well structured, further the interpretation of data extracted should be 

compared with data and interpretations in existing literature.          

 

The generalisability of this study, which concerns the extent to which the research is generalizable (Lewis et 

al., 2009), is described as following: The research strategy is based on a survey and with the population 

Generation Y in Germany and Sweden which are higher educated, to obtain a sample size which is 

generalizable to the large aforementioned target group, the following sample size calculations have been 

made: Germany has around 3,907,500 young adults between 15-35 years, whereof approximately 28% is 

higher educated (OECD, 2011). Sweden has around 485,900 young adults between 15-35 years whereof 

approximately 43% is higher educated (OECD, 2011). An estimation of the population size is made from the 

percentage of high educated between 25 -34 is in Germany 1,094,100 and in Sweden 208,900 people within 

the research population (OECD, 2011). By determining the accuracy of the sample size a confidence level of 

95% is used. The confidence interval, with a sample size of 200 is 6.9. 

 

Ethical issues within the research are considered, to make sure the participants or readers are not ethical 

disrupted. Since the research is not covering any taboo topic, the ethical concern of this study is low.  Besides, 

to avoid participants to be embarrassed or concerned about their privacy, sensitive questions (e.g. financial 

status) are not asked. As discussed before, to concern the reliability and to prevent a participants’ error or 

bias, the anonymity/ privacy is communicated and taken into account. Further, a clear explanation of the 

research goal are communicated and the answers of the participants will not be used in any other way.  
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3.4 Data Collection Method 

Two different sources are used to gather data, primary data and secondary data. Firstly, an extensive 

secondary data analysis is conducted. The information is gathered from existing sources (e.g. scientific 

articles, textbooks, contemporary data about current markets and other internet sources). The background 

information and the theoretical support are composed out of a secondary data analysis. Secondly, primary 

data is collected. Primary data is information based originated for the specific purpose of the problem (Birks 

et al., 2012).  

 

For the primary research a survey is conducted. The survey relays on a convenience sampling technique, this 

technique is chosen as it is most acceptable with the time and financial limitations of this research. A 

weakness of this sample technique, which has been taken in consideration, is that the selected bias could give 

a less representative sample. As determined in the generalization of research design, the sample size will be 

200. Although, a convenience sample size is chosen, the respondents are selected by the matching variables 

age, nationality and education level.   

 

To gain access to the number of respondents to reach the determined sample size, the data collection is 

mainly spread by social media channels, but also spread “on the street”. The access to the German 

population, is gained by the use of internet. Social Media pages are used, since they give an easy access to a 

great number of people. To gain a high responds rate the respondents were personally approached and to 

receive a more random sample, within high educated people which are considered Generation Y, Facebook 

pages where surveys can be spread were concerned. Since the research itself is conducted in Sweden, Swedish 

respondent are approach “on the street”.  

3.5 Questionnaire  

The survey has been developed to include the following measures: technological acceptance, risk avoidance, 

information search, importance of appealing design, trustworthiness and need for experiencing stimuli. The 

outline of the questionnaire is presented in table 2. 

 

 

Section   Item  Type 

Demographics Q1 Age Value (filter age = 16-36) 

Q2 Gender Male/ Female 

Q3 Level of education Multiple choice  

Q4 Nationality Sweden/ Germany (filter ‘others’) 

Online shopping Q5a Attitude Five-point scale 

Q5b Usage Yes or No (filter ‘no’)  
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Q6a Frequency  

Five-point  Likert scale 

Online product information 

search 

Q6b Frequency 

Preference online or offline  Q7 Product category 

Q8 Preference offline 

Masculinity related  Q9 Usefulness  

Five-point  Likert scale 

Q10 Ease of use  

Q11 Information search  

Q12 Importance of design 

Uncertainty Avoidance 

related 

Q13 Risk avoidance  

Q14 Trustworthiness  

Masculinity related Q15 Sensory stimuli 

Table 2 Outline of the survey designed by author 

Each of the characteristics of the respondents are measured by a total of fifteen questions, with forty-five 

statement, as shown in Table 2. A five-point Likert scale was adopted for all the statements.  

 

Since a complete matching scale was not found, multiple existing scales are used as inspiration and re-

formulated to develop the desired questionnaire. One of the aspects which is researched is the technological 

acceptance of online shopping, the scales of this factor were inspired by the research of Bienstock et al. 

(2008). Further, Consumer involvement, risk avoidance, trust and hedonistic shopping scales in online 

shopping are inspired by the research of Camarero, José & Martín (2011), Chaffey & Ellis-Chadwick (2012) 

and Cowart & Goldsmith (2007). 

 

To make the survey more reliable a pilot-test with six persons has been taken. The interpretation of the 

questions were afterwards discussed to figure out if the questionnaire was understood as intended, some 

formulations have been revised and some question have been deleted.  

3.6 Measurements 

The data analysis is partly done by the initial report provided by Qualtrics, this report gives a descriptive 

overview of the primary data. To analyse the data more indebt SPSS Statistics software is used. Participants 

who only responded partiality are excluded, a 75% completion threshold has been used to filter the filled out 

surveys.  

 

To support the validity of the research design and the reliability of the scales, the reliability of the scales are 

tested. To test the reliability and the correlation between the answers on the same set of items the Cronbach’s 
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alpha is used. The Cronbach’s alpha coefficient values is ideally above 0.7. However, as the Cronbach’s alpha 

is sensitive to the number of scales, whenever the number of items in the scale is fewer than ten items 

(Pallant, 2005). Further, the factor analysis is conducted to evaluate the scales and the relationships among a 

group of related variables (Pallant, 2005, s. 178).  

 

In line with the research objectives, to get a better insights within the online shopping behaviour and the 

linked cultural dimensions individualism, masculinity and uncertainty avoidance, the German and Swedish 

samples were analysed and compared using the independent sample t-test. The independent- sample t-test is 

chosen as there are two independent groups (Germans and Swedes) and the information only has been 

collected in one occasion from the two different sets of people (Pallant, 2005). An independent-sample t-test 

tells whether there is a statistically significant difference in the mean scores between two groups (Pallant, 

2005).  
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4. Empirical Findings  

In the analysis and results part the outcomes of the primary data collection are presented. First the tools, which were used to 

process the data are described and discussed. The second section discusses the results from the collected data.  

4.1 Data Extraction  

The primary data has been collected from the 23rd to the 30th of April 2016, by the use of the online survey 

software of Qualitrics. The sampling mainly occurred online via social media. Out of 178 respondents 123 

usable individual responses were collected online.  In order to obtain the desired sample size the survey has 

been spread in a printed version as well.  70 respondents, predominant Swedish, were collected around the 

Jönköping University. Within the sampling process the respondents are somewhat selected to receive a good 

division by gender, nationality and education level. Further, only participants who are considered generation 

Y were involved.  

4.2 Demographics and Sample Description  

The usable sample consists of 202 high educated Swedes and Germans, ranging between 16 and 36 years of 

age. The motivation behind the selection of the sample is that this particular target group is at the moment 

the most valuable group within the e-commerce (Dijst et al., 2007; Valentine et al., 2013). In total the primary 

data collection retrieved 202 filled in surveys, in which six were only filled out partially. The German and the 

Swedish samples are similar in terms of demographics. The total sample consists of 54% female and 46% 

male respondents. The distribution between the countries is 54% Swedish and 46% German. German men 

respondents, 41 in number, were the toughest group to collect. Further 57 Swedish women responded and 52 

Swedish men and 52 German women. The age distribution of the respondents is for >70% distributed within 

21-26, shown in Figure 5. 

 

 

 

 

 

 

 

 

 

 

Figure 5 Age distribution participants 
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A total of 199 survey participants reported to use internet for online shopping at least “sometimes”.  The 

amount of people who perceive online shopping as positive or as moderate is similar to the Germans (89.1%) 

as to Swedes (87%). The Swedes answered more often extremely positive (32.9%), compared to Germans 

(22.8%). However, the amount of people who answered to be at least somewhat positive towards online 

shopping is higher with the Germans (66.3%), than Swedes (54.1%).  

 

The question “Do you sometimes shop online” has been answered 199 times positively. Only three 

respondents responded never to shop online. They were referred to one last question regarding their 

shopping perceptions, to indicate why they prefer to shop offline instead of online. All three respondents 

agree with a 5/5 on the question regarding that the experience of shopping in a retail store is more valuable 

than shopping online. The second highly agreed statement is the ability to see, feel or try the products, with a 

mean of 4.46 and variance of 0.2.  

 

The respondents who sometimes shop online, have been asked which statement suits them better whenever 

they purchase goods in a retail store instead of online, again the statements are in a five-point scale, 1 is 

strongly disagree – 5 is strongly agree. The most agreed statement is the ability to see, feel or try a product 

(mean 3.76, variance 0.96). The most disagreed statement is the need for a personal connection with a sales 

person (mean 2.11, variance 1.04).  

The participants were asked about their frequency of online shopping and how often they search for product 

information online, as shown in figure 6 and figure 7. Figure 7 the perceived frequency of online shopping 

and online product information search is way higher than how often they shop online. The frequency was 

indicated in a five-point Likert scale. The frequency of online shopping is indicated as moderate (33.2%) with 

a mean of 3.2. Figure 6 displays the distribution of online shopping frequency indicated by the participants. 

Swedes (mean 3.1) tend to indicate their online shopping behaviour less frequent. Germans (mean 3.3), 

Figure 7 Frequency of online shopping Figure 6 Frequency of online information search 
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perceive their online shopping behaviour as moderate. The frequencies of online shopping and information 

search is based on the own perception of the behaviour, without framework to compare their behaviour with.  

 

Figure 8 Online or offline per product category 

Further, the participants have been asked in which category they shop more frequent offline (1) or online (5). 

The five main product categories are: electronics, cosmetics, clothes, books and food. Figure 8 shows the 

distribution per category. The category books (mean 3.72) seems to be the most bought online compared to 

the other product categories, followed by electronics (mean 2.88), clothes (mean 2.66), cosmetics (mean 2.04). 

Food is least likely to be bought by online with a mean of 1.22. 83% responded to buy food only at retail 

stores.  

4.3 Factors and Reliability  

With the use of SPSS, several tests were performed. To be able to run tests in SPSS, the data was first coded 

(appendix 2) and some of the statements included reversed scales,  these were transformed in order to be able 

to do further analysis. As mentioned in the measurements, first the internal consistency and reliability of the 

scales have been tested using the factor analysis and the Cronbach’s Alpha. After the reliability and internal 

consistency were determined, the independent- sample t-test was performed in order to find significant 

differences between Germans and Swedes. 

4.3.1 Factor analysis  

The factor analysis is performed in order to find relationships among possible related variables (Pallant, 

2005). First, the sample size and the strength of the relationships are assessed to determine if the particular 

data is suitable for the factor analysis (Pallant, 2005). The larger the sample size the better, because the 

correlation coefficient would be more reliable with a large sample size. According to Pallant (2005) a sample 

size above 150 should include at least five cases of each variable. Since all cases contain more than five 

variables and the sample size of this research is 202, the first assumption of the sample size suits the 

requirements for a factor analysis.  

 

Secondly, the correlation matrix, Bartlett’s test and Kaiser-Meyer-Olkin is examined. To be able to do the 

factor analysis the variables need to consist correlations of at least r=.3, the Bartlett’s test of sphericity p<.05 

and the Kaiser-Meyer-Olkin at least 0.6 (Pallant, 2005). The Barlett’s test and Kaiser-Meyer-Olkin test show 
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that the second assumption that factor analysis is appropriate to be suggested, since correlations are found. 

the Kaiser-Meyer-Olkin test is .744 and the Barlett’s test is significant (sig.000), shown in Appendix 3, factor 

analysis. Since the factor analysis is appropriate the rest of the data is analysed. The components with an 

Eigenvalue of at least one, can be considered to be a factors. Ten components meet this criteria and explain 

64% of the variance. The scree plot (appendix 3, factor analysis) shows that only the first five components 

(46% of the variance) are “in the shape of the plot” (Pallant, 2005), these five count as more relevant factors. 

To interpret the factor analysis the Varimax rotation is used (Pallant, 2005).  

 

By rotating the components of the factor analysis the following factors have loaded the strongest relations. 

The strongest component 1 is based on the technology acceptance, with all statements (TAM 1-7) included. 

The factor analysis also includes the need for experience (EXP 1, 2 and 5) as opposite factor, which include 

the “the experience in a retail store is more valuable compared to shopping online”, “I want to be able to 

experience the products” and “purchasing online contains more risks then shopping online”. Component 2 is 

based on the importance of appealing design (IAD 1-5 and 7), and shows a relation to the need of experience: 

EXP 4, “I like to experience products in a retail store, before I buy online” and EXP 2, “I want to be able to 

experience products”. Component 3 shows the risk avoidance by the trustworthiness of online shop 

characteristics (RA.b 7-10). Component 4 shows the risk avoidance within usage of an online shop (RA.a 1-

5). Component 5 factorize the information search online for the best supplier (IOS 1-3). In other words, all 

beforehand made scales are showed within the five strongest components within the factor analysis. This 

suggests that the relations made in-between are valid.  

4.3.2 Internal consistency factors  

In order to determine the internal consistency regarding the factorized relations the Cronbach’s Alpha test is 

conducted. An internal consistency with the Cronbach’s Alpha is found whenever the tested score is higher 

than .7 (Pallant, 2005). Whenever the scores are rounded to one digit behind the comma, internal 

consistencies are found in all groups with a .7 or .8 as shown in table 3. To be able to talk about an internal 

consistency some items were deleted and rearranged when they influenced the internal consistency of the 

scale.  

Table 3 Cronbach’s Alpha factor scales 

Factors  No.  items  Cronbach alpha   

Total technology acceptance  TAM 7 .776/ .8 

Total risk avoidance in online shop usage RA.a 6 .660/ .7 

Total risk avoidance in trustworthiness of online shop RA.b 4 .694/ .7 

Total information search  IOS 3 .662/ .7 

Total need for stimuli experience EXP 5 .651/ .7 

Total importance of appealing design  IAD 8 .801/ .8 
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4.4 Differences in online shopping behaviour of Germans and Swedes  

Since the factors and internal consistencies were suggested to be reliable the independent-sample t-test was 

conducted to find out if there is a significant difference in the mean scores between the Germans and the 

Swedes. Within the independent-sample t-test firstly the Leven’s test was executed. Secondly, the significant 

difference between the two groups by each factor was determent. The smaller the t-test score the lower the 

chance of coincidental difference. The alpha of 0.05 is traditional used to retain an item (Pallant, 2005). 

Though, Stevens (1996) suggest, that the alpha level may need to be adjusted to 0.1 or 0.15, when the group 

size of the sample is relatively small. The extracted results are further explained by each factor. Further, a 

closer look to the individual statements has been taken to find significant difference. 

 

Individualism is linked to the technological acceptance (TAM), both Germans (M=3.96/5) and Swedes 

(M=3.98/5) show a technological acceptance. The magnitude of the differences are very small Germans 

(M=29.90; SD=4.557) and Swedes (M=27.73; SD=4.047). Within the independent t-test the score of 

(p=0.784) confirms that no significant difference has been found between Swedes and Germans. This indicate 

the technological acceptance between Germans and Swedes is similar.   

 

The differences of masculinity are expressed in the EXP and IAD. In the factor analysis, the relation between 

EXP and IAD is found. The factor EXP, explains the need for stimuli experience and has been indicated 

fairly moderate by Swedes (M=3.35/5) and Germans (M=3.16/5). The independent significance t-test shows 

a significance level of p=0.062 between Germans (M=15.80; SD=3.177) and Swedes (M=16.69; SD=3.330). 

Within the factor IAD, importance to an appealing web design, Swedes (M=4.14/5) and Germans (M=4/5) 

display a high agreement. The independent t-test shows a slight difference between Swedes (M=33.12; 

SD=4.176) and Germans (M=31.99; SD=4.520), with a significance level of p=0.076, which is since the cut-

off of significance is P=0.05 not significant.  

The difference of uncertainty avoidance are expressed in risk avoidance and information search. The factor 

(RA.a) risk avoidance by the usage of a website does not show a significant differences (p= 0.424) between 

Germans (M=20.81; SD=3.651) and Swedes (M=20.39; SD=3.569). Although, there is no significance found 

between the Germans and Swedes on risk avoidance. While examining the indicated statements separate from 

each other, Germans shows a significant difference on two statements which focus particular on the usage of 

a narrow sales channels. A significant difference of p= 0.003 is found between Swedes (M=2.25; SD=0.936) 

and Germans (M=2.68; SD=1.026) within the statement: “I would not buy on an online shop I do not have 

previous experience with”. A significance of p= 0.016 is found between Germans (M=3.34; SD=1.117) and 

Swedes (M=3.01; SD=1.048) with the statement: “I always use the same online shops”. These statement 

assume Germans to be more likely to use a known online supplier and thus a narrower sales channel 

compared with Swedes. 
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Within the factor RA.b, which shows the trustworthiness in an online shop, no significant difference has been 

found (p=.144).  Although, Swedes (M=17.25; SD=2.494) show a higher agreement than Germans (M= 

16.25; SD=2.181).  

The factor IOS, online information search, displays a significant difference (p=0.03) between the Germans 

(M=10.27; SD=2.616) and Swedes (M=11.35; SD= 2.283). The mean of the Swedes (M=3.78/5) is higher 

compared to the Germans (M=3.42/5), which suggests that Swedes are more likely to spend time searching 

and comparing products. Further, all statements individually are found to have a significance as well.  
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5. Interpretation Analysis 

In this chapter first the empirical data is analysed and findings are interpreted with the obtained theoretical background in order 

to answer the hypotheses, finally a comprehensive summary is presented. 

 

The preliminary considerations of this research are that the cohort of this study in based on high educated 

(often still studying) Generation Y. All respondents are between 18 and 36, with 72.5 % of the age 

distribution is between 21 and 26. The Swedish sample is distributed mainly at the Jönköping University. A 

high percentage of the German respondents are currently students at the Jönköping University and therefor 

international students in Sweden, however the other part of the German respondents is residential in 

Germany.   

5.1 Findings in relation to individualism 

The cultural dimension individualism is related to the adoption of innovations (Dai et al., 2007; Hofstede et 

al., 1999). Davis (1989 & 1993) illustrated the adoption of innovative technologic products and/or services in 

the technological acceptance model. The technological acceptance model can be used to measure the online 

shopping acceptance from different cultures, which in previous research conclude that individualistic cultures 

tend to be more adaptive towards innovate products (Bienstock et al., 2008; Cole et al,. 2000; Deitz et al., 

2013). Since Germans and Swedes are both indexed as high individualistic (Hofstede 1984), the literature 

assumed both cultures to be likely to adopt technological innovations and that there should not be a 

significant difference in the technology acceptance of Germans and Swedes.  

 

The following hypothesis has been created:   

Hypothesis 1:  Due to individualism, Swedes and Germans indicate their technological acceptance of online shopping behaviour is 

similar. 

 

Referring to the technological acceptance model (TAM) of (Davis, 1989 & 1993) several statements have 

been formulated. The statements of the technological acceptance include the ease of use of online shopping 

as technology and the usefulness of online shopping. Within the factor analysis the strongest relations 

between all statements of TAM where loaded and also showed an contrasting relation with the need for 

experience in retail shops. With the use of the Cronbach’s Alpha the internal consistency and reliability of the 

technological acceptance scale has been tested and are assumed to be true.  

 

Both Germans and Swedes show a high level of agreement towards the statements within the technological 

acceptance. The factor technological acceptance of online shopping between Germany and Sweden has been 

tested to find a (none) significant difference. Based on the independent sample t-test, the findings regarding 
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the technological acceptance show no significant difference between the German and Swedish respondents. 

Since the hypothesis is designed to find no difference between Germans and Swedes in relation to the 

technological acceptance of online shopping, hypothesis 1 is accepted. The acceptation of hypothesis 1, 

shows that the suggested influence of individualism by Dai et al. (2007) & Hofstede et al. (1999) is conform 

to the result of the empirical findings between Germans and Swedes.  

5.2 Findings in relation to masculinity 

The cultural dimension masculinity is related in the online consumer behaviour to a difference in hedonistic 

shopping and goal-orientated shopping (utilitarian valued) (Babin et al.1994; Dai et al., 2007; Sakarya & Soyer, 

2013). High masculinity is linked to goal-oriented shopping, whereby the usage of online shopping is related 

to efficient functionality and convenience (Lee & Overby, 2006; Sakarya & Soyer, 2013). Low masculinity is 

related hedonistic shopping, which refers to a higher need for experiencing stimuli and a higher importance 

of an appealing design (Lee & Overby, 2006).  

 

The German and Swedish cultural dimension masculinity is ranked opposite from one and other by Hofstede 

(1984). Germany is ranked as high masculine and Swedes are ranked to be the lowest masculine culture. 

Based on the literature, Swedes are suggested to value hedonistic shoppers higher, which implies a higher 

need for physical experiencing stimuli and a higher importance towards an appealing design (Babin et al., 

1994; Lee & Overby, 2006; Sakarya & Soyer, 2013). On the other side, German men are more likely to 

preform goal-oriented shopping (Lee & Overby, 2006; Sakarya & Soyer, 2013).        

 

Due to the theoretical background the following hypotheses has been created:   

Hypothesis 2: Due to masculinity;   

2.1 Swedes have a higher need for physical experience compared to Germans.  

2.2 Swedes indicate a higher importance to an appealing web design compared to Germans. 

 

The higher need for physical experience (EXP) and higher importance of an appealing web design (IAD) in 

decision-making are related to the hedonistic shopping, which is seen as opposite factor of goal-oriented (Lee 

& Overby, 2006). In order to test this factors, statements have been formulated, inspired by existing scales 

(Cowart & Goldsmith, 2007). With the use of Cronbach’s Alpha the internal consistency and reliability of the 

scales are tested. The Cronbach’s Alpha score for “need for physically experiencing products and service” 

(EXP) is .651/ .7 and for “importance of an appealing web design” (IAD) is .801/.8, which shows that an 

internal consistency can be assumed.  

 

To find the difference between the Swedes and Germans the means are compared and the independent 

sample t-test is performed. By comparing the means of EXP and IAD, Swedes tend to show a slightly higher 
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level of need for physically experiencing and the importance for an appealing web design, compared to 

Germans. This suggest that Swedes are slightly more hedonistic shoppers and Germans are compared to 

Swedes slightly more goal-oriented shoppers (Lee & Overby, 2005). Although, the slight differences are 

present, the significant difference of the independent sample t-test shows a result of 6% with EXP and 7% 

with IAD. Since the significant difference is not lower than the 5% significant threshold, hypothesis 2.1 and 

2.2 are not accepted and further research is advised.  

5.3 Findings in relation to uncertainty avoidance  

The cultural dimension uncertainty avoidance is in the literature associated with risk avoidance in consumer 

behaviour (Holland & Mandry, 2013). Two ways consumers tend to avoid risk are by search for information 

or brand loyalty (Hansen et al., 2008).  

 

High uncertainty avoidant cultures tend to use a narrower sales channel (Hansen et al., 2008). On the other 

side, low uncertainty avoidance make use of a wider sales channel, which demands more information search 

to avoid risk (Hansen et al., 2008). Swedes are indicated to be less uncertainty avoidant and Germans are 

indicated to be higher uncertainty avoidant (Hofstede, 1984).  

 

Due to this literature background the following hypotheses has been created:    

 

Hypothesis 3: Due to uncertainty avoidance;  

3.1 Germans avoid risks by acting more brand loyal regards online suppliers compared to Swedes. 

3.2 Swedes rely more on online information search about the supplier or product to avoid risk compared to Germans.  

 

Referring to risk avoidance of being brand loyal (RA.a) or risk avoidant by having a higher information search 

(IOS), several statements have been formulated, by the use of scales of Camarero et al. (2011) and Chaffey & 

Ellis-Chadwick (2012) where used. To test the internal consistency and reliability, the Cronbach’s Alpha has 

been performed and showed that an internal consistency can be assumed.  

 

The results suggest Germans to make more use of suppliers they have previous experience with, which lead 

to a higher brand loyalty and usage of a narrower sales channel. Since the results are in line with hypothesis 

3.1, which inquire Germans to have a higher brand loyalty to online suppliers, hypothesis 3.1 is accepted.  

 

The empirical findings show a significant difference between Germans and Swedes regards information 

search (IOS). Swedes tend to have a higher information search than Germans. Germans, indicated to be more 

likely to prefer narrow sales channels, which could possibly lead to lower need for information search and 

comparing suppliers. Within the individual statements Swedes show to be more likely to search for the 
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cheapest online supplier and that they spend a lot of time comparing the same product on different online 

shops. Since the hypotheses suggest differences between Germans and Swedes in information search with 

online shopping, the hypothesis 3.2 is accepted. 

5.2 Analysis Summary 

Summarizing the results, individualism which lead to the technological acceptance, shows similarities between 

Germans and Swedes. Both show a high acceptance towards the usefulness and ease of use of online 

shopping. The cultural dimension masculinity has been related to goal-oriented and hedonistic shopping. 

Germans and Swedes should have had in perfect contrast to this matter, because of the high contrast 

indicated by Hofstede (1984). Although, Swedes tend to have a higher need for physical experiencing in 

online shopping and need for an appealing web design, the results have a 6% and 7% percent change not be 

true (above the 5% threshold), therefor these differences are not significant. The cultural dimension 

uncertainty avoidances shows the greatest differences within online shopping behaviour. These differences 

show that Swedes are more likely to search for information, due to the usage of a wider sales channel. 

Germans are assumed to be more likely to use a narrow sales channel, whereby the information search is less 

necessary.  

Table 4 Summery hypotheses 

In short, it can be assumed that the difference between Germans and Swedes in their online shopping 

behaviour is consistent with the literature. The means on the tested factors show (minor) differences, which 

are in accordance with the literature, however not all hypotheses could be accepted, due to the significance 

level. Table 4 illustrates that the following hypotheses are accepted or rejected. Nevertheless, the differences 

are only small, which suggest the management implications will not be of great difference.  

Hypotheses   Interpretation  

Hypothesis 1 Accepted Swedes and German both have a high technology acceptance  

Hypothesis 2.1 Not accepted Germans tend to be more utilitarian values shoppers, compared to 

Swedes, which are hedonistic shoppers. 

Hypothesis 2.2 Not accepted Importance of appealing web design is more important to Swedes.  

Hypothesis 3.1 Accepted Germans avoidance tend to make use of a more narrow sales channel 

Hypothesis 3.2 Accepted Swedes tend to avoid risk by higher information search  
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6 Conclusion & Discussion  

In this chapter the outcome of this study are discussed and conclusions are together with managerial implications drawn. 

Complementary, the limitations of this study are set out and suggestions to further research are made.  

Since online shopping is a recent developed phenomenon, knowledge about the consumer behaviour and its 

decision-making is still limited. The Swedish and German market have a leading usage on online shopping 

(Statista, 2015) and whenever the demand is high, the market forces of the free trade market lead to new 

entrants and higher competing suppliers. As mentioned before, knowledge about the cultural influences in 

online shopping behaviour can lead to a better understanding in the target market and helps to minimize the 

physical difference to foreign markets.   

 

The cultural difference between Germans and Swedes in online shopping behaviour of Generation Y is 

presented in the theoretical background. Literature showed several causal relationship between online 

shopping behaviour and the cultural dimensions. The causal relationships which were drawn within the 

existing literature often show gaps. Relationships between online shopping behaviour and the cultural 

dimensions which were found, were mainly based on the cultural dimensions; individualism, uncertainty 

avoidance and masculinity. To create as relevant as possible implications, only the main factors were further 

researched; these were the technological acceptance within the individualism, goal-oriented versus hedonistic 

shopping between high and low masculine cultures and the risk avoidance of brand loyalty and information 

search between high and low uncertainty avoidant cultures.   

 

Based on the theoretical background and the hypotheses, the empirical evidence was collected and analysed. 

The analysis showed that all findings are consistent to the literature. The empirical findings show a 

consistency between the suggested link of technological acceptance and individualistic cultural values of 

Germans and Swedes (Bienstock et al., 2008; Deitz et al., 2013). Within masculinity the drawn relationship 

between hedonistic shopping and low masculinity (Swedes) and goal-oriented shopping and high masculinity 

(Germans) (Lee & Overby, 2006; Sakarya & Soyer, 2013) are found to be related, however the difference are 

not completely significant and further research is suggested on this matter. Within the cultural dimension 

uncertainty avoidance, Germans, which are higher uncertainty avoidant are in this research assumed to be 

related to a narrower sales channel usage and are therefore more brand loyal to suppliers they have experience 

with (Hansen et al., 2008, Hollande & Mandry, 2013). Swedes, which have a lower uncertainty avoidance, are 

in this research shown to have a higher preference to information search.  

 

Although, the empirical findings and the relationships drawn in the literature are consistent, the differences 

are small, therefor the online shopping behaviour will not differ between nations to a great extent.  
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6.1 Managerial Implications  

Within this research the cultural dimension; individualism, masculinity and uncertainty avoidance show 

relationships with online shopping behaviour of Swedes and Germans. This knowledge suggests slightly 

different implications by creating a consumer online shopping experience, which meets the desires by cultural 

values. Since the cultural value individualism are consistent between Germans and Swedes and therefor both 

are adopting technological innovations more naturally, implications on this matter are not further addressed. 

The implications in uncertainty avoidance and masculinity are approached by country, described as followed.    

6.1.1 Implications for the German market   

Germans tend to act more goal-oriented and are assumed to have a narrower sales channels usage, which 

suggests a higher brand loyalty is likely. A goal-orientated online shopping experience could imply suggestions 

such as an efficient web navigation, a clear product category index, an advanced search option, a quick 

delivery service and efficient payment methods (Lee & Overby, 2006). Brand loyalty combined with the goal-

oriented shopping could lead to a preferred usage of online shops with wider assortment of product 

categories, with the requirements to have a clear structure. Perfect examples for this matter are online 

businesses such as Amazone and Ebay (Pereira & Fife, 2000).   

6.1.2 Implications for the Swedish market 

Within the result of this research, Swedes tend to show a slightly higher value to hedonistic shopping. 

Hedonistic shopping implies experiencing products and within the online shopping the attractiveness of the 

web design (Lee & Overby, 2006). The lower uncertainty avoidance of the Swedes is assumed to lead to a 

wider usage of sales channels. Therefor a higher information search is needed to find suppliers and products 

which meet the desired requirements. 

 

Since Swedes tend to show a higher level of online search to find the suppliers which fit their requirements 

the best, search engines and comparison web engines are assumed to be applied. Therefore, search engine 

marketing is suggested to be an important marketing tool for the Swedish market. An effective search engine 

approach will lead to a higher findability. Since search engines rank websites as specific as possible by the 

available content, websites which are more specific are higher ranked and quicker found by the potential 

customers (Hansen, 2008).  

 

Hedonistic shoppers are more likely to experience limitations in the physically experience of products in 

online shopping (Lee & Overby, 2006). Therefore, products with attributes which require less need for being 

experienced are more suitable to be offered online  (Chen & Dubinsky, 2003). Further, hedonistic shopping is 

related to the importance of an attractive web design (Lee & Overbee, 2006). The perception of what is 

attractive or appealing depends highly on the perception of the target group (Hansen et al., 2008). Suggested 
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is to create a web design which is more likely to fit the needs of a specific target group, to establish the best 

desired consumer experience.  

6.1.3 Conclusion of implications 

Implications based on cultural differences imply a concentrated marketing strategy for Germans and Swedes 

in the online retail. The focus for Germans within the online retail is suggested to build on trustworthy 

relationships with the customer, a wider assortment and a quick and logical navigation. Marketing approaches 

for Swedes should focus on more specific content and a targeted strategy, since a suitable web design will be 

more dependent on how its target group perceives it. Thereby, more specific content leads to a better ranking 

in search engines. Nevertheless, since only small differences between Germans and Swedes are found, the 

impact of a concentrated marketing strategy based on the cultural values will not be substantial.  

6.2 Limitations  

Within this study several limitations should be mentioned. The major limitations on establishing results is the 

limited specific literature, several cultural dimensions were not covered or information has not been found. 

Thereby, the dimensions which are mentioned to have causal relationship with (online) shopping behaviour, 

were only described in a few studies. The limited literature about this matter caused a lack in existing reliable 

scales to research the cultural values between two cultures.  

 

The quantitative data is conducted with the use of a convenience sample, due to financial and time 

limitations. The Swedes sample is retrieved mainly from students of the Jönköping University, which lead to a 

sample which might be not generalizable for the whole population in Sweden. The German sample is to a 

great extent based on international students. It could be assumed that international students have other 

personal values which are less related to the country of their nationality.  

 

Further, although cultural values are relatively stable within time (Hofstede et al., 2011), there can be assumed 

that the cultural values has been slightly changed since the original research has been done in 1984. However, 

several recent researches show that Hofstede’s findings are still valid and applicable to predict consumer 

behaviour (Kirchner & Lanier, 2013; Hofstede & Mooij, 2011).  

 

Finally, the impact of several external factors which might influence the consumer behaviour are not 

considered within this study. This could mean that the influence of other factors can change the perception 

of online shopping. An example of this phenomenon is the general difference in transportation costs and 

delivery conditions within Germany and Sweden.  
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6.3 Further Research  

Within this research the purpose has been answered, however there are still many questions which will be 

relevant for businesses in the online retail to answer in further research.  

 

Firstly, the cultural dimensions which have been investigated are limited to individualism, uncertainty 

avoidance and masculinity. Within earlier research there is limited information found regarding the influence 

of the cultural dimensions: power distance, long versus short term oriented and light or dark on online 

shopping behaviour.  

 

Secondly, according to Hansen et al. (2008) consumers have five different ways to deal with risk avoidance; 

information search, brand loyalty, selection by brand and store image, more expensive products and 

reassurance. However, within the existing literature mentioned in the theoretical background, only the 

information search and brand loyalty within risk avoidance were highlighted.  

 

Finally, within this study the impact of the implications is not measurable. To be able to advise a targeted 

marketing approach for the Swedish or German market it would be sufficient to make the implications 

measurable and determine the return of investments.    
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Appendix 1: Survey - Online shopping behaviour   

This survey is conducted as primary research of my master thesis at Jönköping University. The purpose of 

this survey is to get a better understanding of the online shopping perceptions and attitudes of young adults.  

I would really appreciate if you take the time to complete the following survey. The survey will take maximum 

10 minutes of your time. Please be assured that your responses are voluntary and will be confidential. 

Responses will not be identified as individual. All responses will be compiled together and analyzed as a 

group.  

Thank you very much for your time and effort! 

 

Q1 What is your age? 

 

Q2 What is your gender? 

 Male 

 Female 

 

Q3 What is your highest education level? 

 Elementary education (Grundschule/ Grundskola) 

 Secondary education (Sekundarstufe/ Gymnasieutbildning) 

 Vocational education (Ausbildung/ Yrkesutbildning) 

 Higher education (Universität/ Hochschule/ Universitet/ Hogeskola) 

 Doctorate 

 

Q4 What is your nationality? (main residence)  

 Swedish 

 German 

 Other, If Other Is Selected, Then Skip To End of Survey 
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Q5a What is your general attitude towards online shopping: 

 Extremely positive 

 Somewhat positive 

 Neither positive nor negative 

 Somewhat negative 

 Extremely negative 

 

Q5b Do you sometimes shop online? 

 Yes 

 No,  If No Is Selected 

 

Q6 Please indicate your level of frequency for following cases: 1= Not frequent, 3= Moderate, 5= 

Frequent 

 1 2 3 4 5 

How often do you shop online?           

How often do you search for product information 

online? 
          

 

Q7 Please indicate what applies to you the most. Are you more likely to buy a certain product online 

or in a retail store, in following categories:  

 Only retail More often 

retail, 

sometimes 

online 

Moderate More often 

online, 

sometimes 

retail 

Only 

online 

Electronics           

Cosmetics (care products)           

Clothes           

Books           

Food           
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Q8a Please indicate your level of agreement with the following statements within retail 

shopping instead of online shopping: 

 Strongly 

disagree 

Somewhat 

disagree 

Neither 

agree nor 

disagree 

Somewhat 

agree 

Strongly agree 

Purchasements online contain more risks, than 

purchasements in retail stores. 
          

The experience of shopping in a retail store is more 

valuable for me, than ordering a product online. 
          

I do not feel comfortable sharing my financial details on 

an online shop. 
          

I want to be able to see, feel or try the products.           

I want to have a personal connection with the sales 

person. 
          

 

 

 

Q9 Please indicate your level of agreement with the following statements about the usefulness of 

online shopping: 

 Strongly 

disagree 

Somewhat 

disagree 

Neither 

agree nor 

disagree 

Somewhat 

agree 

Strongly 

agree 

Shopping online is more time efficient, than retail 

shopping. 
          

Online shopping is more comfortable, because I can 

buy products whenever I want. 
          

Online shopping is more convenient, because I take 

my time to compare products. 
          

Shopping online is cheaper compared to retail 

shopping. 
          

It is more convenient to shop online without having to 

go outside. 
          

The higher variety of products available online helps 

me to find the right product, better than in retail stores. 
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Q10 Please indicate your level of agreement with the following statements about the ease of online 

shopping:  

 Strongly 

disagree 

Somewhat 

disagree 

Neither 

agree nor 

disagree 

Somewhat 

agree 

Strongly 

agree 

I think it is easy to shop online.           

The large variety of products available online makes me 

confused. 
          

The easiness of navigation on an online shop is very 

important to me. 
          

I am less likely to order on an online shop with a 

complex navigation. 
          

I think the payment within ordering products online is 

not easy in general. 
          

 

Q11 Please indicate your degree of agreement with the following statements within 

information search for the best online supplier or product:  

 Strongly 

disagree 

Somewhat 

disagree 

Neither 

agree nor 

disagree 

Somewhat 

agree 

Strongly 

agree 

I search for the cheapest online supplier.           

I search for the most appealing online supplier.           

I search for the most trust worth online supplier.           

I compare online shops with the same products for the 

best delivery conditions. 
          

I prefer buying from an online supplier I have positive 

experience with, than searching for better conditions. 
          

I spend a lot of time comparing the same product on 

different online shops. 
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Q12 Please indicate your level of agreement with the following statements within the importance of 

an appealing website design: 

 Strongly 

disagree 

Somewhat 

disagree 

Neither 

agree nor 

disagree 

Somewhat 

agree 

Strongly 

agree 

An appealing online shop design is important for my 

purchase decision. 
          

High quality product pictures on an online shop are 

important to me. 
          

I am less likely to buy on an online shop which looks 

out dated. 
          

I avoid online shops which look messy.           

 

Q13 Please indicate your level of agreement with the following statements within risk avoidance: 

 Strongly 

disagree 

Somewhat 

disagree 

Neither 

agree nor 

disagree 

Somewhat 

agree 

Strongly 

agree 

I would not buy on an online shop which I do not 

have previous experience with. 
          

I am less likely to buy on an online shop I never heard 

about. 
          

I always use the same online shops.           

The opinions of friends or family have impact om my 

purchase decision. 
          

The opinions of experts have impact on my purchase 

decisions. 
          

I feel less risk when I buy on an online shop with a free 

or good return policy. 
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Q14 Please indicate your level of agreement with the following statements within trustworthiness in 

online shopping: 

 Strongly 

disagree 

Somewhat 

disagree 

Neither 

agree nor 

disagree 

Somewhat 

agree 

Strongly 

agree 

Detailed product information of products on an online 

shop are important for the trustworthiness. 
          

An online shop with an out dated web design is less 

trustworthy. 
          

I prefer buying from an online supplier I have positive 

experience with, than buying from another supplier, 

even if some conditions are slightly better. 

          

Detailed information about the payment and 

conditions makes an online shop trustworthy. 
          

Positive customer reviews makes an online shop more 

trustworthy. 
          

I would buy products quicker on an online shop which 

I know, than buying from a cheaper online shop I do 

not know. 

          

 

 

Q15 Please indicate your level of agreement with the following statements regarding the need for 

sensory stimuli: 

 Strongly 

disagree 

Somewhat 

disagree 

Neither 

agree nor 

disagree 

Somewhat 

agree 

Strongly 

agree 

I sometimes like to see, feel or try a product in a 

traditional shop, before I purchase online. 
          

A good or free return policy makes me more 

comfortable to purchase a products, because it gives 

me the opportunity to feel, see or try the product. 
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Appendix 2: Coding 

 

Coding:  

  TAM Technological acceptance model in online shopping  

EXP Need for stimuli experience 

RA.a Risk avoidance use of sales channel 

RA.b Risk avoidance by importance of information 

IOS Information search online  

IAD Importance of appealing design  

   Demographics & sample descriptive: 

Q1 Age 

 Q2 Gender 

 Q3 Education 

 Q4 Nationality 

 Q5a Attitude online shopping: 

Q5b Online shopping 

Q6_1 FQ Online shopping 

Q6_2 FQ Online information search 

Q7_1 Electronics 

 Q7_2 Cosmetics 

 Q7_3 Clothes 

 Q7_4 Books 

 Q7_5 Food 

 

   Question: Factor:  

 .776 Technology acceptance  

Q9_1 TAM 1 Shopping online is more time efficient, than retail shopping. 

Q9_2 TAM 2 Online shopping is more comfortable, because I can buy products whenever I want. 

Q9_3 TAM 3 The higher variety of products available online helps me to find the right product, better than in retail stores 

Q9_4 TAM 4 Shopping online is cheaper compared to retail shopping. 

Q9_5 TAM 5 It is more convenient to shop online without having to go outside. 

Q9_6 TAM 6 Online shopping is more convenient, because I take my time to compare products. 

Q10_1 TAM 7 I think it is easy to shop online. 

   .651 Need for stimuli experience 

Q8a_2 EXP 1 The experience of shopping in a retail store is more valuable for me, than ordering a product online. 

Q8a_5 EXP 3 I want to have a personal connection with the sales person. 

Q15_4 EXP 4 I sometimes like to see/ feel/ try a product in a traditional shop, before I purchase online.   
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Q8a_4 EXP 2 I want to be able to see/ feel/ try the products. 

Q8a_1 EXP 5 Purchasing online contain more risks, than purchasing in retail stores. 

   .660 Risk avoidance  

 Q13_1 RA 1 I would not buy on an online shop which I do not have previous experience with. 

Q13_2 RA 2 I am less likely to buy on an online shop I never heard about. 

Q13_3 RA 3 I always use the same online shops. 

Q14_3 RA 4 I prefer buying from an online supplier I have positive experience with, than buying from another supplier, even if some conditions are slightly 

better. 

Q14_6 RA 5 I would buy products quicker on an online shop which I know, than buying from a cheaper online shop I do not know. 

Q11_3 RA 6 I search for the most trustworthy online supplier. 

   .694 Risk avoidance by importance of information 

Q13_6 RA 7 I feel less risk when I buy on an online shop with a free or good return policy. 

Q14_1 RA 8 Detailed product information of products on an online shop are important for the trustworthiness. 

Q14_4 RA 9 Detailed information about the payment and conditions makes an online shop trustworthy. 

Q15_5 RA 10 A good or free return policy makes me more comfortable to purchase a products, because it gives me the opportunity to feel, see/ try the product. 

   .662 Information search online 

Q11_1 IOS 1 I search for the cheapest online supplier. 

Q11_4 IOS 2 I compare online shops with the same products for the best delivery conditions. 

Q11_6 IOS 3 I spend a lot of time comparing the same product on different online shops. 

   .801 Importance of appealing design 

Q12_1 IAD 1 An appealing online shop design is important for my purchase decision. 

Q12_2 IAD 2 High quality product pictures on an online shop are important to me. 

Q12_3 IAD 3 I am less likely to buy on an online shop which looks out dated. 

Q12_4 IAD 4 I avoid online shops which look messy. 

Q11_2 IAD 5 I search for the most appealing online supplier. 

Q10_3 IAD 6 The easiness of navigation on an online shop is very important to me. 

Q10_4 IAD 7 I am less likely to order on an online shop with a complex navigation. 

Q14_2 rIAD 8 An online shop with an out dated web design is less trustworthy. 
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Appendix 3: Factor analysis  

 

EXP 

1:  

EXP 

2: 

EXP 

4:  

EXP 

5:  

TAM 

1: 

TAM 

2:  

TAM 

3:  

TAM 

4:  

TAM 

5 

TAM 

6:  

TAM 

7:   IOS 1 

IOS 

2: IOS 3 

IAD 

1:  

IAD 

2:  

IAD 

3:  

IAD 

4:  IAD 5 

IAD 

6:  

IAD 

7:  RA 1:  

RA 

2:. RA 3 RA 4:  RA 5 RA 6:  RA 7:  

RA 8 

:  RA 9:  

RA 

10:   

EXP 1:  1,000 ,435 ,253 ,280 -,216 -,193 -,193 -,158 -,202 -,165 -,120 ,096 ,097 -,067 ,081 ,013 ,011 -,108 -,040 ,013 ,031 ,117 -,058 ,008 -,058 ,048 ,011 -,003 ,077 ,026 ,017 

EXP 2:  ,435 1,000 ,349 ,335 -,127 -,115 -,188 -,122 -,329 -,162 -,022 ,058 ,201 ,044 ,197 ,122 ,124 ,148 -,027 ,018 ,088 -,085 ,048 -,069 -,052 -,008 ,131 ,148 ,169 ,130 ,125 

EXP 4 ,253 ,349 1,000 ,167 -,077 ,010 ,043 -,015 -,210 -,062 ,021 ,129 ,283 ,143 ,177 ,046 ,125 ,151 ,090 ,028 ,108 -,077 ,018 -,062 -,073 ,031 ,129 ,094 ,160 ,061 ,270 

EXP 5:  ,280 ,335 ,167 1,000 -,084 -,016 -,155 -,074 -,141 -,051 -,009 ,010 ,073 ,049 ,124 ,107 ,040 -,011 ,070 -,020 -,021 -,090 ,027 ,011 -,013 ,056 ,092 ,000 -,005 -,115 ,059 

TAM 1:  -,216 -,127 -,077 -,084 1,000 ,437 ,325 ,343 ,341 ,326 ,289 ,039 ,006 ,080 ,024 ,124 ,127 ,107 ,090 ,215 ,212 -,085 -,005 ,037 ,006 -,062 ,171 ,083 -,038 ,044 ,000 

TAM 2:  -,193 -,115 ,010 -,016 ,437 1,000 ,398 ,297 ,410 ,520 ,471 -,089 ,043 ,065 ,110 ,232 ,113 ,122 ,138 ,196 ,125 -,254 -,068 -,016 -,056 ,041 ,063 ,110 ,092 ,140 ,005 

TAM 3:  -,193 -,188 ,043 -,155 ,325 ,398 1,000 ,256 ,337 ,340 ,322 ,075 ,111 ,213 ,079 ,226 ,175 ,207 ,105 ,181 ,108 -,170 ,092 ,045 ,040 ,048 ,181 ,097 ,072 ,184 ,012 

TAM 4:  -,158 -,122 -,015 -,074 ,343 ,297 ,256 1,000 ,290 ,303 ,219 ,118 ,147 ,229 ,043 ,120 ,132 ,016 ,099 ,064 ,059 -,110 ,015 -,108 ,013 -,027 ,063 -,017 -,013 ,049 -,118 

TAM 5 -,202 -,329 -,210 -,141 ,341 ,410 ,337 ,290 1,000 ,453 ,207 -,041 -,124 ,095 ,037 ,109 ,085 ,017 ,026 ,155 ,141 -,159 ,020 -,007 ,123 ,044 -,040 ,052 -,008 ,083 -,055 

TAM 6 -,165 -,162 -,062 -,051 ,326 ,520 ,340 ,303 ,453 1,000 ,274 ,118 ,061 ,161 ,008 ,131 ,133 ,045 ,004 ,167 ,072 -,123 ,116 ,010 ,068 ,114 ,083 ,123 ,164 ,178 ,000 

TAM 7 -,120 -,022 ,021 -,009 ,289 ,471 ,322 ,219 ,207 ,274 1,000 ,003 -,066 -,035 ,057 ,277 ,265 ,202 ,180 ,125 ,040 -,232 -,018 -,111 ,113 ,074 ,104 ,203 ,081 ,274 ,081 

IOS 1:  ,096 ,058 ,129 ,010 ,039 -,089 ,075 ,118 -,041 ,118 ,003 1,000 ,360 ,410 -,174 -,062 -,024 -,110 ,038 ,055 ,011 ,006 ,122 -,154 -,108 -,127 ,062 ,106 -,014 ,086 -,032 

IOS 2:  ,097 ,201 ,283 ,073 ,006 ,043 ,111 ,147 -,124 ,061 -,066 ,360 1,000 ,421 ,059 ,059 ,155 ,168 ,066 ,094 ,086 -,004 ,192 -,044 -,076 ,052 ,370 ,102 ,163 ,121 ,083 

IOS 3 -,067 ,044 ,143 ,049 ,080 ,065 ,213 ,229 ,095 ,161 -,035 ,410 ,421 1,000 -,044 -,002 ,013 -,070 -,066 -,021 ,002 -,110 ,051 -,106 -,093 -,089 ,063 -,022 -,033 ,022 -,085 

IAD 1:  ,081 ,197 ,177 ,124 ,024 ,110 ,079 ,043 ,037 ,008 ,057 -,174 ,059 -,044 1,000 ,466 ,423 ,365 ,428 ,216 ,325 -,056 ,090 ,231 ,139 ,199 ,190 ,143 ,267 ,165 ,274 

IAD 2:  ,013 ,122 ,046 ,107 ,124 ,232 ,226 ,120 ,109 ,131 ,277 -,062 ,059 -,002 ,466 1,000 ,417 ,409 ,256 ,287 ,293 -,120 ,037 ,035 ,100 ,253 ,157 ,098 ,340 ,277 ,229 

IAD 3:  ,011 ,124 ,125 ,040 ,127 ,113 ,175 ,132 ,085 ,133 ,265 -,024 ,155 ,013 ,423 ,417 1,000 ,533 ,208 ,315 ,466 ,049 ,166 ,159 ,308 ,289 ,272 ,239 ,327 ,326 ,204 

IAD 4:  -,108 ,148 ,151 -,011 ,107 ,122 ,207 ,016 ,017 ,045 ,202 -,110 ,168 -,070 ,365 ,409 ,533 1,000 ,278 ,202 ,296 -,050 ,176 ,109 ,161 ,270 ,254 ,165 ,240 ,243 ,166 

IAD 5:  -,040 -,027 ,090 ,070 ,090 ,138 ,105 ,099 ,026 ,004 ,180 ,038 ,066 -,066 ,428 ,256 ,208 ,278 1,000 ,129 ,187 ,077 ,091 ,130 ,153 ,107 ,275 ,018 ,075 ,057 ,128 

IAD 6:  ,013 ,018 ,028 -,020 ,215 ,196 ,181 ,064 ,155 ,167 ,125 ,055 ,094 -,021 ,216 ,287 ,315 ,202 ,129 1,000 ,572 -,046 ,117 ,127 ,089 ,048 ,315 ,226 ,282 ,324 ,251 

IAD 7:  ,031 ,088 ,108 -,021 ,212 ,125 ,108 ,059 ,141 ,072 ,040 ,011 ,086 ,002 ,325 ,293 ,466 ,296 ,187 ,572 1,000 ,031 ,170 ,174 ,160 ,200 ,319 ,134 ,254 ,266 ,239 

RA 1:  ,117 -,085 -,077 -,090 -,085 -,254 -,170 -,110 -,159 -,123 -,232 ,006 -,004 -,110 -,056 -,120 ,049 -,050 ,077 -,046 ,031 1,000 ,335 ,342 ,275 ,132 ,099 -,147 -,061 -,061 -,105 

RA 2 -,058 ,048 ,018 ,027 -,005 -,068 ,092 ,015 ,020 ,116 -,018 ,122 ,192 ,051 ,090 ,037 ,166 ,176 ,091 ,117 ,170 ,335 1,000 ,321 ,244 ,227 ,203 ,162 ,072 ,212 -,023 

RA 3:  ,008 -,069 -,062 ,011 ,037 -,016 ,045 -,108 -,007 ,010 -,111 -,154 -,044 -,106 ,231 ,035 ,159 ,109 ,130 ,127 ,174 ,342 ,321 1,000 ,178 ,286 ,138 ,143 ,133 ,093 ,079 

RA 4 -,058 -,052 -,073 -,013 ,006 -,056 ,040 ,013 ,123 ,068 ,113 -,108 -,076 -,093 ,139 ,100 ,308 ,161 ,153 ,089 ,160 ,275 ,244 ,178 1,000 ,352 ,156 ,028 ,084 ,362 ,067 

RA 5 ,048 -,008 ,031 ,056 -,062 ,041 ,048 -,027 ,044 ,114 ,074 -,127 ,052 -,089 ,199 ,253 ,289 ,270 ,107 ,048 ,200 ,132 ,227 ,286 ,352 1,000 ,238 ,117 ,343 ,182 ,093 

RA 6 ,011 ,131 ,129 ,092 ,171 ,063 ,181 ,063 -,040 ,083 ,104 ,062 ,370 ,063 ,190 ,157 ,272 ,254 ,275 ,315 ,319 ,099 ,203 ,138 ,156 ,238 1,000 ,149 ,207 ,187 ,113 

RA 7: -,003 ,148 ,094 ,000 ,083 ,110 ,097 -,017 ,052 ,123 ,203 ,106 ,102 -,022 ,143 ,098 ,239 ,165 ,018 ,226 ,134 -,147 ,162 ,143 ,028 ,117 ,149 1,000 ,416 ,320 ,438 

RA 8  ,077 ,169 ,160 -,005 -,038 ,092 ,072 -,013 -,008 ,164 ,081 -,014 ,163 -,033 ,267 ,340 ,327 ,240 ,075 ,282 ,254 -,061 ,072 ,133 ,084 ,343 ,207 ,416 1,000 ,343 ,386 

RA 9:  ,026 ,130 ,061 -,115 ,044 ,140 ,184 ,049 ,083 ,178 ,274 ,086 ,121 ,022 ,165 ,277 ,326 ,243 ,057 ,324 ,266 -,061 ,212 ,093 ,362 ,182 ,187 ,320 ,343 1,000 ,246 

RA 10:  ,017 ,125 ,270 ,059 ,000 ,005 ,012 -,118 -,055 ,000 ,081 -,032 ,083 -,085 ,274 ,229 ,204 ,166 ,128 ,251 ,239 -,105 -,023 ,079 ,067 ,093 ,113 ,438 ,386 ,246 1,000 

Table 5 Correlation Matrix 
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KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. ,744 

Bartlett's Test of Sphericity Approx. Chi-Square 1690,488 

df 465 

Sig. ,000 

 

Total Variance Explained 

Component 

Initial Eigenvalues Extraction Sums of Squared Loadings 

Total % of Variance Cumulative % Total % of Variance Cumulative % 

1 5,013 16,170 16,170 5,013 16,170 16,170 

2 3,319 10,705 26,876 3,319 10,705 26,876 

3 2,406 7,762 34,638 2,406 7,762 34,638 

4 1,988 6,412 41,050 1,988 6,412 41,050 

5 1,574 5,076 46,126 1,574 5,076 46,126 

6 1,299 4,190 50,316 1,299 4,190 50,316 

7 1,204 3,883 54,199 1,204 3,883 54,199 

8 1,116 3,601 57,800 1,116 3,601 57,800 

9 1,038 3,350 61,149 1,038 3,350 61,149 

10 ,942 3,040 64,189    

11 ,870 2,807 66,996    

12 ,849 2,740 69,737    

13 ,803 2,591 72,328    

14 ,788 2,541 74,869    

15 ,695 2,243 77,112    

16 ,675 2,177 79,289    

17 ,635 2,049 81,339    

18 ,600 1,934 83,273    

19 ,580 1,871 85,144    

20 ,551 1,778 86,922    

21 ,496 1,599 88,521    

22 ,484 1,560 90,081    

23 ,435 1,405 91,486    

24 ,394 1,271 92,757    

25 ,388 1,253 94,010    

26 ,374 1,207 95,216    

27 ,347 1,120 96,337    

28 ,341 1,099 97,435    

29 ,292 ,941 98,376    

30 ,267 ,861 99,237    

31 ,237 ,763 100,000    

Extraction Method: Principal Component Analysis. 
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Component Matrix
a
 

 

Component 

1 2 3 4 5 6 7 8 9 

IAD 3: I am less likely to buy on an online shop which looks 

out dated. 
,692         

IAD 2: High quality product pictures on an online shop are 

important to me. 
,608         

IAD 7: I am less likely to order on an online shop with a 

complex navigation. 
,595     -,468    

IAD 4: I avoid online shops which look messy. 
,590      

-

,377 
  

IAD 6: The easiness of navigation on an online shop is very 

important to me. 
,564     -,492    

RA 9: Detailed information about the payment and conditions 

makes an online shop trustworthy. 
,553    -,397   

-

,369 
 

IAD 1: An appealing online shop design is important for my 

purchase decision. 
,545    ,354     

RA 8 : Detailed product information of products on an online 

shop are important for the trustworthiness. 
,535    -,384     

RA 6: I search for the most trustworth online supplier. ,487   ,311      

RA 10: A good/ free return policy makes me more comfortable 

to purchase a products, because it gives me the opportunity to 

feel/ see/ try the product. 

,402   
-

,310 
-,374     
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TAM 5: It is more convenient to shop online without having to 

go outside. 
 -,623        

TAM 2: Online shopping is more comfortable, because I can 

buy products whenever I want. 
,430 -,582        

EXP 2: I want to be able to see/ feel/ try  the products.  ,540 ,442       

TAM 6: Online shopping is more convenient, because I take 

my time to compare products. 
,385 -,536        

TAM 1: Shopping online is more time efficient, than retail 

shopping. 
,346 -,527        

EXP 1: The experience of shopping in a retail store is more 

valuable for me, than ordering a product online. 
 ,498     ,480   

TAM 4: Shopping online is cheaper compared to retail 

shopping. 
 -,484        

TAM 3: The higher variety of products available online helps 

me to find the right product, better than in retail stores. ,434 -,476        

IOS 2: I compare online shops with the same products for the 

best delivery conditions. 
  ,554 ,466      

IOS 3: I spend a lot of time comparing the same product on 

different online shops. 
  ,548 ,445     

-

,315 

IOS 1: I search for the cheapest online supplier.   ,533 ,479      

EXP 4: I sometimes like to  see/ feel/ try a product in a 

traditional shop, before I purchase online. 
 ,344 ,490       

RA 4: I prefer buying from an online supplier I have positive 

experience with, than buying from another supplier, even if 

some conditions are slightly better. 

,326  -,464   ,336  
-

,346 
 

RA 3: I always use the same online shops. 
  -,463     ,440  

RA 2: I am less likely to buy on an online shop I never heard 

about. 
   ,577      

RA 1: I would not buy on an online shop which I do not have 

previous experience with. 
  -,442 ,539      

RA 7: I feel less risk when I buy on an online shop with a free 

or good return policy. 
,434    -,574     

IAD 5: I search for the most appealing online supplier. ,391    ,483     

RA 5: I would buy products quicker on an online shop which I 

know, than buying from a cheaper online shop I do not know. ,409  -,327   ,410    

EXP 5: Purchasements online contain more risks, than 

purchasements in retail stores. 
 ,313   ,327  ,441   

TAM 7: I think it is easy to shop online. 
,433 -,371    ,327   ,453 

Extraction Method: Principal Component Analysis. 

a. 9 components extracted. 
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Total Variance Explained 

Component 

Rotation Sums of Squared Loadings 

Total % of Variance Cumulative % 

1 3,593 11,591 11,591 

2 3,196 10,310 21,901 

3 2,815 9,080 30,981 

4 2,404 7,756 38,738 

5 2,290 7,388 46,126 

Extraction Method: Principal Component Analysis. 

 

Rotated Component Matrix
a
 

 

Component 

1 2 3 4 5 

TAM 5: It is more convenient to shop online without having to go outside. ,691     

TAM 2: Online shopping is more comfortable, because I can buy products whenever I 

want. 
,681     

TAM 6: Online shopping is more convenient, because I take my time to compare 

products. 
,646     

TAM 1: Shopping online is more time efficient, than retail shopping. ,620     

TAM 3: The higher variety of products available online helps me to find the right 

product, better than in retail stores. 
,609     

TAM 4: Shopping online is cheaper compared to retail shopping. ,536     

EXP 1: The experience of shopping in a retail store is more valuable for me, than 

ordering a product online. 
-,505     

TAM 7: I think it is easy to shop online. ,490     

EXP 2: I want to be able to see/ feel/ try  the products. -,488 ,328    

IAD 1: An appealing online shop design is important for my purchase decision.  ,723    

IAD 2: High quality product pictures on an online shop are important to me.  ,630    

IAD 4: I avoid online shops which look messy.  ,603    

IAD 5: I search for the most appealing online supplier.  ,597    

IAD 3: I am less likely to buy on an online shop which looks out dated.  ,576 ,333   

IAD 7: I am less likely to order on an online shop with a complex navigation.  ,425 ,333   

RA 6: I search for the most trustworth online supplier.  ,395  ,301 ,353 

EXP 5: Purchasements online contain more risks, than purchasements in retail stores. -,304 ,352    

RA 7: I feel less risk when I buy on an online shop with a free or good return policy.   ,745   

RA 8 : Detailed product information of products on an online shop are important for 

the trustworthiness. 
  ,692   

RA 10: A good/ free return policy makes me more comfortable to purchase a 

products, because it gives me the opportunity to feel/ see/ try the product. 
  ,659   
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RA 9: Detailed information about the payment and conditions makes an online shop 

trustworthy. 
  ,616   

IAD 6: The easiness of navigation on an online shop is very important to me.   ,452   

RA 1: I would not buy on an online shop which I do not have previous experience 

with. 
   ,695  

RA 2: I am less likely to buy on an online shop I never heard about.    ,633  

RA 3: I always use the same online shops.    ,594  

RA 4: I prefer buying from an online supplier I have positive experience with, than 

buying from another supplier, even if some conditions are slightly better. 
   ,566  

RA 5: I would buy products quicker on an online shop which I know, than buying from 

a cheaper online shop I do not know. 
   ,445  

IOS 2: I compare online shops with the same products for the best delivery conditions.     ,763 

IOS 1: I search for the cheapest online supplier.     ,700 

IOS 3: I spend a lot of time comparing the same product on different online shops.     ,697 

EXP 4: I sometimes like to  see/ feel/ try a product in a traditional shop, before I 

purchase online. 
 ,300   ,386 

Extraction Method: Principal Component Analysis.  

 Rotation Method: Varimax with Kaiser Normalization. 

a. Rotation converged in 7 iterations. 
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Appendix 4: Cronbach’s Alpha  

Factors Cronbach alpha   

Total technology acceptance  .776/ .8 

■  Shopping online is more time efficient, than retail shopping. 

■   Online shopping is more comfortable, because I can buy products whenever I want. 

■   The higher variety of products available online helps me to find the right product, better than in 

retail stores 

■   Shopping online is cheaper compared to retail shopping. 

■   It is more convenient to shop online without having to go outside. 

■   Online shopping is more convenient, because I take my time to compare products. 

■   I think it is easy to shop online. 

Total need for stimuli experience .651/ .7 

■   The experience of shopping in a retail store is more valuable for me, than ordering a product online. 

■   I want to have a personal connection with the sales person.  

■  I sometimes like to see, feel or try a product in a traditional shop, before I purchase online. 

■   I want to be able to see, feel or try or the products. 

■   Purchasing online contains more risks, than purchasing in retail stores. 

Total risk avoidance .681/ .7 

■   I would not buy on an online shop which I do not have previous experience with. 

■   I am less likely to buy on an online shop I never heard about. 

■   I always use the same online shops. 

■   I prefer buying from an online supplier I have positive experience with, than buying from another 

supplier, even if some conditions are slightly better. 

■   I would buy products quicker on an online shop which I know, than buying from a cheaper online 

shop I do not know. 

■   I search for the most trust worth online supplier. 

■   I feel less risk when I buy on an online shop with a free or good return policy. 

■   Detailed product information of products on an online shop are important for the trustworthiness. 

■   Detailed information about the payment and conditions makes an online shop trustworthy. 

■   A good/ free return policy makes me more comfortable to purchase a products, because it gives me 

the opportunity to feel/ see/ try the product. 

Total information search  .662/ .7 

■   I search for the cheapest online supplier. 

■   I compare online shops with the same products for the best delivery conditions. 

■   I spend a lot of time comparing the same product on different online shops. 

Total importance of appealing design  .801/ .8 

■   An appealing online shop design is important for my purchase decision. 

■   High quality product pictures on an online shop are important to me. 
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■   I am less likely to buy on an online shop which looks out dated. 

■   I avoid online shops which look messy. 

■   I search for the most appealing online supplier. 

■   The easiness of navigation on an online shop is very important to me. 

■   I am less likely to order on an online shop with a complex navigation. 

■   An online shop with an out dated web design is less trustworthy. 
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Appendix 5: Independent- sample t-test 

 

Group Statistics 

 Nationality N Mean Std. Deviation Std. Error Mean 

Total technological 

acceptance (usefullnes) 

Swedish 105 27,90 4,557 ,445 

German 91 27,73 4,047 ,424 

Total need for stimuli 

experience 

Swedish 102 16,69 3,330 ,330 

German 89 15,80 3,177 ,337 

Total risk avoidance Swedish 101 37,59 4,775 ,475 

German 88 37,56 4,705 ,502 

Total information search Swedish 105 11,35 2,283 ,223 

German 91 10,27 2,616 ,274 

Total importance of 

appealing design 

Swedish 103 33,12 4,176 ,411 

German 91 31,99 4,520 ,474 

 

Independent Samples Test 

 

Levene's Test for 

Equality of 

Variances t-test for Equality of Means 

F Sig. t df 

Sig. 

(2-

tailed) 

Mean 

Differenc

e 

Std. 

Error 

Differen

ce 

95% Confidence 

Interval of the 

Difference 

Lower Upper 

Total 

technological 

acceptance  

Equal variances assumed 1,609 ,206 ,274 194 ,784 ,170 ,620 -1,053 1,393 

Equal variances not assumed   
,277 193,878 ,782 ,170 ,615 -1,042 1,382 

Total need for 

stimuli experience 

Equal variances assumed ,294 ,588 1,879 189 ,062 ,889 ,473 -,044 1,821 

Equal variances not assumed   1,885 187,474 ,061 ,889 ,471 -,041 1,818 

Total risk 

avoidance 

Equal variances assumed ,032 ,858 ,054 187 ,957 ,037 ,692 -1,327 1,402 

Equal variances not assumed   ,054 184,178 ,957 ,037 ,691 -1,326 1,400 

Total information 

search 

Equal variances assumed 5,023 ,026 3,080 194 ,002 1,078 ,350 ,387 1,768 

Equal variances not assumed   3,050 180,090 ,003 1,078 ,353 ,380 1,775 

Total importance 

of appealing 

design 

Equal variances assumed ,107 ,744 1,805 192 ,073 1,127 ,624 -,104 2,359 

Equal variances not assumed   1,797 184,388 ,074 1,127 ,628 -,111 2,366 
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Independent Samples Test 

 

Levene's 

Test for 

Equality 

of 

Variances t-test for Equality of Means 

F Sig. t df 

Sig. 

(2-

taile

d) 

Mean 

Differe

nce 

Std. 

Error 

Differe

nce 

95% Confidence Interval 

of the Difference 

Lower Upper 

rEOU 2: The large 

variety of products 

available online 

makes me confused. 

Equal variances 

assumed 

,80

7 
,370 -2,283 194 ,023 -,216 ,095 -,403 -,029 

Equal variances 

not assumed 

  
-2,274 

186,

569 
,024 -,216 ,095 -,404 -,029 

IOS 1: I search for the 

cheapest online 

supplier. 

Equal variances 

assumed 

2,3

65 
,126 2,762 194 ,006 ,373 ,135 ,107 ,639 

Equal variances 

not assumed 

  
2,755 

187,

982 
,006 ,373 ,135 ,106 ,640 

IOS 6: I spend a lot of 

time comparing the 

same product on 

different online shops. 

Equal variances 

assumed 

2,7

83 
,097 2,531 194 ,012 ,409 ,162 ,090 ,727 

Equal variances 

not assumed 

  
2,511 

182,

061 
,013 ,409 ,163 ,088 ,730 

IAD 3: I am less likely 

to buy on an online 

shop which looks out 

dated. 

Equal variances 

assumed 

1,7

93 
,182 1,986 194 ,048 ,243 ,122 ,002 ,485 

Equal variances 

not assumed 

  
1,992 

191,

988 
,048 ,243 ,122 ,002 ,484 

RA.a 1: I would not 

buy on an online shop 

which I do not have 

previous experience 

with. 

Equal variances 

assumed 

1,5

87 
,209 -3,011 191 ,003 -,425 ,141 -,704 -,147 

Equal variances 

not assumed 

  
-2,992 

181,

723 
,003 -,425 ,142 -,706 -,145 

RA.a 2: I am less 

likely to buy on an 

online shop I never 

heard about. 

Equal variances 

assumed 

2,9

05 
,090 2,431 190 ,016 ,377 ,155 ,071 ,683 

Equal variances 

not assumed 

  
2,443 

189,

597 
,015 ,377 ,154 ,073 ,682 

RA.a 3: I always use 

the same online 

shops. 

Equal variances 

assumed 

1,1

45 
,286 -2,087 189 ,038 -,327 ,157 -,637 -,018 

Equal variances 

not assumed 

  
-2,078 

181,

691 
,039 -,327 ,157 -,638 -,017 
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Appendix 6: Initial Results 

Q1 - What is your age?  

 

Q2 - What is your gender?  

 

Question Swedish German Other Total 

Male 52 41  93 

Female 57 52  109 

Field Minimum Maximum Mean 
Std 

Deviation 
Variance Count 

Bottom 

Box 

Top 

Box 

What is your 

gender? 
1.00 2.00 1.54 0.50 0.25 202 100.00% 100.00% 
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Q3 - What is your highest education level?  

 

Answer % Count 

Elementary education (Grundschule/ Grundskola) 0.50% 1 

Secondary education (Sekundarstufe/ Gymnasieutbildning) 11.39% 23 

Vocational education (Ausbildung/ Yrkesutbildning) 1.98% 4 

Higher education (Universität/ Hochschule/ Universitet/ Hogeskola) 85.64% 173 

Doctorate 0.50% 1 

Total 100% 202 

Field Minimum Maximum Mean 
Std 

Deviation 
Variance Count 

Bottom 

Box 

Top 

Box 

What is your 

highest education 

level? 

1.00 5.00 3.74 0.68 0.46 202 13.86% 88.12% 

 

Q4 - List of Countries 

 

 

 

Field Minimum Maximum Mean 
Std 

Deviation 
Variance Count 

Bottom 

Box 

Top 

Box 

List of 

Countries 
1.00 2.00 1.46 0.50 0.25 202 100.00% 100.00% 
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Q5a - What is your general attitude towards online shopping:  

 

Question 
Extremely 

positive 

Somewhat 

positive 

Neither positive nor 

negative 
Somewhat negative 

Extremely 

negative 

Male 29.3% 57.6% 8.7% 3.3% 1.1%  

Female 28.4% 61.5% 8.3% 1.8%  

Total 58 120 17 5 1 

Field Minimum Maximum Mean Std Deviation Variance Count 
Bottom 

Box 
Top Box 

What is your 

general attitude 

towards online 

shopping: 

44.00 48.00 44.86 0.71 0.50 201 97.01% 11.44% 

 

Question Swedish German Total 

Extremely positive 34% 22.8% 58 

Somewhat positive 54.1% 66.3% 120 

Neither positive nor negative 7.3% 9.8% 17 

Somewhat negative 3.7% 1.1% 5 

Extremely negative 0.9%  1 

 

Q5b - Do you sometimes shop online?  

 

Answer % Count 

Yes 98.51% 199 

No 1.49% 3 

Total 100% 202 



75 

 

Field Minimum Maximum Mean 
Std 

Deviation 
Variance Count 

Bottom 

Box 

Top 

Box 

Do you 

sometimes shop 

online? 

1.00 2.00 1.01 0.12 0.01 202 100.00% 100.00% 

 

Q6 - Please indicate your level of frequency for following cases:   

1= Not frequent, 3= Moderate, 5= Frequent  

 

Question How often do you shop online? How often do you search for product information online? 

1 8.5% 0.5 

2 18.1% 3% 

3 33.2% 8% 

4 27.1% 35.2% 

5 13.1% 53.3% 

Total 199 199 
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Figure 9 level of frequency for following cases: 1= Not frequent, 3= Moderate, 5= Frequent 
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Figure 10 Frequency of online shopping by gender 
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Figure 12 Frequency of online search for product information by gender 

 

Figure 13 Frequency of online search for product information by nationality 
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Q7 - Please indicate what applies to you the most. Are you more likely to buy a certain product 

online or in a retail store, in following categories:  

 

Answer % Count 

Only retail 5.03% 10 

More often retail, sometimes online 8.54% 17 

Moderate 22.61% 45 

More often online, sometimes retail 37.19% 74 

Only online 26.63% 53 

Total 100% 199 
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Q8a - Please indicate your level of agreement with the following statements within retail shopping 

instead of online shopping:    

Question 
Strongly 

disagree 

Somewhat 

disagree 

Neither 

agree nor 

disagree 

Somewhat 

agree 

Strongly 

agree 
Total 

Purchasements online contain 

more risks, than 

purchasements in retail store... 

3.5% 18% 22% 45.7% 10.6% 199 

The experience of shopping in 

a retail store is more valuable 

for me, than... 

7.1% 26.3% 27.3% 30.3% 9.1 198 

I do not feel comfortable 

sharing my financial details on 

an online shop. 

19.1% 29.1% 21.1% 24.1% 6.5% 199 

I want to be able to see/ feel/ 

try  the products. 
0.5% 13.1% 19.2% 44.4% 22.7% 198 

I want to have a personal 

connection with the sales 

person. 

34.2% 33.% 21.1% 9% 2% 199 

 

 

Field Minimum Maximum Mean 
Std 

Deviation 
Variance Count 

Bottom 

Box 

Top 

Box 

Purchasements online 

contain more risks, 

than purchasements 

in retail store... 

1.00 5.00 3.42 1.01 1.03 199 43.72% 78.39% 

The experience of 

shopping in a retail 

store is more valuable 

for me, than... 

1.00 5.00 3.08 1.10 1.21 198 60.61% 66.67% 

I do not feel 

comfortable sharing 

my financial details on 

an online shop. 

1.00 5.00 2.70 1.21 1.47 199 69.35% 51.76% 

I want to be able to 1.00 5.00 3.76 0.96 0.93 198 32.83% 86.36% 
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see/ feel/ try  the 

products. 

I want to have a 

personal connection 

with the sales person. 

1.00 5.00 2.11 1.04 1.08 199 88.94% 32.16% 
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Q8b - Please indicate your level of agreement with the following statements within retail shopping 

instead of online shopping:  

 

Question 
Strongly 

disagree 

Somewhat 

disagree 

Neither 

agree nor 

disagree 

Somewhat 

agree 

Strongly 

agree 
Total 

There is too much risk 

purchasing products online. 
 33.3%  33.3% 33.3% 3 

The experience of shopping 

in a retail store is more 

valuable for me, than... 

    100% 3 

I do not feel comfortable 

sharing my financial details on 

an online shop. 

33.3% 33.3% 33.3%   3 

I want to be able to see/ feel/ 

try the products. 
   33.3% 66.7% 3 

I want to have a personal 

connection with the sales 

person. 

33.3%   33.3% 33.3% 3 

I feel a difference in 

emotional involvement with 

online shopping than reta... 

 66.7%   33.3% 3 

 

Field Minimum Maximum Mean 
Std 

Deviation 
Variance Count 

Bottom 

Box 

Top 

Box 

There is too much 

risk purchasing 

products online. 

2.00 5.00 3.67 1.25 1.56 3 33.33% 66.67% 

The experience of 

shopping in a retail 

store is more 

valuable for me, 

than... 

5.00 5.00 5.00 0.00 0.00 3 0.00% 100.00% 

I do not feel 

comfortable sharing 

my financial details 

1.00 3.00 2.00 0.82 0.67 3 100.00% 33.33% 
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on an online shop. 

I want to be able to 

see/ feel/ try the 

products. 

4.00 5.00 4.67 0.47 0.22 3 0.00% 100.00% 

I want to have a 

personal connection 

with the sales 

person. 

1.00 5.00 3.33 1.70 2.89 3 33.33% 66.67% 

I feel a difference in 

emotional 

involvement with 

online shopping 

than reta... 

2.00 5.00 3.00 1.41 2.00 3 66.67% 33.33% 

 

Q9 - Please indicate your level of agreement with the following statements about the usefulness of 

online shopping: 

Question 
Strongly 

disagree 

Somewhat 

disagree 

Neither 

agree nor 

disagree 

Somewhat 

agree 

Strongly 

agree 
Total 

Shopping online is more time 

efficient, than retail shopping. 
5 11 30 76 73 195 

Online shopping is more 

comfortable, because I can 

buy products whenever I... 

1 3 21 76 94 195 

Online shopping is more 

convenient, because I take my 

time to compare produ... 

4 14 19 85 73 195 

Shopping online is cheaper 

compared to retail shopping. 
4 21 68 68 34 195 

It is more convenient to shop 

online without having to go 

outside. 

9 19 42 81 44 195 

The higher variety of products 

available online helps me to 

find the right... 

6 19 33 78 59 195 
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Field Minimum Maximum Mean 
Std 

Deviation 
Variance Count 

Bottom 

Box 

Top 

Box 

Shopping online is 

more time efficient, 

than retail shopping. 

1.00 5.00 4.03 0.99 0.98 195 23.59% 91.79% 

Online shopping is 

more comfortable, 

because I can buy 

products whenever 

I... 

1.00 5.00 4.33 0.77 0.59 195 12.82% 97.95% 

Online shopping is 

more convenient, 

because I take my 

time to compare 

produ... 

1.00 5.00 4.07 0.97 0.94 195 18.97% 90.77% 

Shopping online is 

cheaper compared to 

retail shopping. 

1.00 5.00 3.55 0.97 0.93 195 47.69% 87.18% 

It is more convenient 

to shop online 

without having to go 

outside. 

1.00 5.00 3.68 1.07 1.14 195 35.90% 85.64% 

The higher variety of 

products available 

online helps me to 

find the right... 

1.00 5.00 3.85 1.06 1.11 195 29.74% 87.18% 

 

Q10 - Please indicate your level of agreement with the following statements about the ease of online 

shopping.  
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Field Minimum Maximum Mean 
Std 

Deviation 
Variance Count 

Bottom 

Box 

Top 

Box 

I think it is easy to shop 

online. 
2.0 5.0 4.3 0.7 0.5 196 9.2% 98.0% 

The large variety of 

products available online 

makes me confused. 

1.0 5.0 2.6 1.1 1.3 196 75.0% 47.4% 

The easiness of navigation 

on an online shop is very 

important to me. 

2.0 5.0 4.3 0.7 0.5 196 9.7% 98.0% 

I am less likely to order 

on an online shop with a 

complex navigation. 

1.0 5.0 4.0 0.9 0.8 196 22.4% 93.9% 

I think the payment 

within ordering products 

online is not easy in 

1.0 5.0 2.4 1.0 1.0 196 82.1% 36.7% 
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general. 

 

Q11 - Please indicate your degree of agreement with the following statements within information 

search for the best online supplier or product:  

 

 

 

Field Minimum Maximum Mean 
Std 

Deviation 
Variance Count 

Bottom 

Box 

Top 

Box 

I search for the 

cheapest online 
1.0 5.0 3.9 1.0 0.9 196 24.5% 89.8% 
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supplier. 

I search for the most 

appealing online 

supplier. 

1.0 5.0 3.7 0.9 0.9 196 37.8% 89.3% 

I search for the most 

trustworth online 

supplier. 

2.0 5.0 4.1 0.8 0.6 196 19.9% 96.9% 

I compare online 

shops with the same 

products for the best 

delivery conditi... 

1.0 5.0 3.7 1.1 1.2 196 37.8% 80.6% 

I prefer buying from 

an online supplier I 

have positive 

experience with, th... 

2.0 5.0 4.1 0.9 0.8 196 19.4% 92.3% 

I spend a lot of time 

comparing the same 

product on different 

online shops. 

1.0 5.0 3.3 1.1 1.3 196 50.5% 70.4% 

 

Q12 - Please indicate your level of agreement with the following statements within the importance of 

an appealing website design:  
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Field Minimum Maximum Mean 
Std 

Deviation 
Variance Count 

Bottom 

Box 

Top 

Box 

An appealing online 

shop design is 

important for my 

purchase decision. 

1.0 5.0 3.8 1.0 1.0 196 29.1% 87.8% 

High quality product 

pictures on an online 

shop are important to 

me. 

2.0 5.0 4.3 0.8 0.6 196 16.3% 98.0% 

I am less likely to buy 

on an online shop 

which looks out 

dated. 

1.0 5.0 4.2 0.9 0.7 196 20.4% 95.9% 

I avoid online shops 

which look messy. 
2.0 5.0 4.2 0.8 0.7 196 17.3% 96.4% 
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Q13 - Please indicate your level of agreement with the following statements within risk avoidance:  
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Q14 - Please indicate your level of agreement with the following statements within trustworthiness in 

online shopping:  

 

Field Minimum Maximum Mean 
Std 

Deviation 
Variance Count 

Bottom 

Box 

Top 

Box 

Detailed product 

information of 

products on an online 

shop are important 

fo... 

1.0 5.0 4.3 0.7 0.5 194 10.3% 98.5% 

An online shop with 

an out dated web 
1.0 5.0 3.9 0.9 0.8 194 26.8% 93.3% 
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design is less 

trustworthy. 

I prefer buying from 

an online supplier I 

have positive 

experience with, th... 

1.0 5.0 3.7 1.0 0.9 194 36.6% 88.1% 

Detailed information 

about the payment 

and conditions makes 

an online shop... 

2.0 5.0 4.2 0.7 0.5 193 13.5% 97.9% 

Positive customer 

reviews makes an 

online shop more 

trustworthy. 

1.0 5.0 4.1 0.9 0.9 193 22.3% 92.2% 

I would buy products 

quicker on an online 

shop which I know, 

than buying fr... 

1.0 5.0 3.9 1.0 0.9 193 33.2% 90.7% 

 

Q15 - Please indicate your level of agreement with the following statements regarding the need for 

sensory stimuli:     
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Field Minimum Maximum Mean 
Std 

Deviation 
Variance Count 

Bottom 

Box 

Top 

Box 

I sometimes like to 

see/ feel/ try a 

product in a traditional 

shop, before... 

1.0 5.0 3.8 1.0 0.9 193 26.9% 88.1% 

A good/ free return 

policy makes me more 

comfortable to 

purchase a products... 

1.0 5.0 4.2 0.9 0.8 194 17.0% 93.8% 

 


