
 

 
 

 

 

 

 

 

 

 

 

 

 

 

  

 

 

 

 

 

 

 

MASTER DEGREE 

THESIS WITHIN: Business Administration 

NUMBER OF CREDITS: 15 

PROGRAMME OF STUDY: International Marketing 

AUTHOR: Viktoriia Baibuz 971008-T101 

             Priya Warcha Pershad 920929-T369 

JÖNKÖPING May 2018 

 

 

 

 

A quantitative research on the attitude of 

European students towards 

Chinese web shops 
 
 
 

 



 

 i 

Master Thesis in Business Administration 

Title: Attitude of European students towards Chinese E-retail 

Authors:  Viktoriia Baibuz and Priya Warcha Pershad 

Tutor:  Darko Pantelic 

Date:  2018-05-21 

 

Key terms: Chinese e-retailing, European students, consumer attitude, consumer behaviour, 

international marketing, purchase intention 

 

 

Acknowledgement  

 
We want to express our gratitude to everyone who have made it possible to create this thesis 

and supported us throughout the whole journey. The process of writing this thesis was exciting 

and has been an experience, from which we learned a lot. We want to thank our supervisor 

Darko Pantelic, who has always been very helpful, took time to guide our thesis trajectory and 

contributed to the quality of this thesis by sharing his judgement and methodology.  

 

Thank you very much, 

  



 

 ii 

Abstract 

Internet shopping has become a dominating alternative to traditional shopping. With the 

growing interest of customers in cross border shopping, China has become one of the largest e-

retail markets for both local and global customers. Especially for European customers, the 

Chinese e-retail market has become very attractive, despite the differences in the e-retail 

platforms, customers preferences, and the disadvantages that online shopping has. Looking at 

the characteristics of the online customers, students, Gen Y, have come out as the largest group 

of online shoppers, despite their low income. The main goal of this thesis is to determine which 

factors influence the attitude of European students towards the Chinese shops the most, when 

they are purchasing from Chinese web shops. The accompanying research question is as 

follows: Which factors influence the attitude of European students the most when purchasing 

from Chinese web shops? The research framework used to answer the main research question 

is inspired by the Theory of Planned Behaviour. According to Ajzen (1991), TPB suggests that 

a person’s behaviour is influenced by three components, namely attitude towards a behaviour, 

subjective norms and perceived behavioural control (PBC). The goal of this thesis is to find out 

which of the latter mentioned factors influence the attitude the most and is valuable to Chinese 

e-retailers. Therefore, first the literature review defines what e-retailing is, the dominating 

position of China in the e-retail market and the influence of that on European customers despite 

the disadvantages and differences in their business model and customer preferences. 

Furthermore, the literature review also discusses the factors such as perceived behaviour 

control, subjective norms and attitude towards a behaviour, in order to find a connection 

between these factors and the attitude, which resulted in the present hypotheses. In the analysis 

chapter, statistical data retrieved through a questionnaire, is analysed in order to validate the 

hypotheses. These hypotheses provided a comprehensive overview of the factors and their 

influence on attitude, which indicates that perceived behaviour control influences the attitude 

of European students the most, closely followed by website factors and service quality. In 

contrast, the factors subjective norms, price as well as product variety shows relatively smaller 

influence. Nevertheless, these factors should not be neglected when targeting European students 

for online shopping.  
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1 Introduction  

 

Internet shopping, also known as online shopping, is an activity of buying goods and 

services over the internet (Faqih, 2016) and currently seen as one of the most important 

activities on the internet (Odell, Korgen, Schumacher, & Deluchhi, 2004). It is also 

considered to be a dominating alternative to traditional shopping (Mallapragada, 

Chandukala, & Ling, 2016).  

In general, internet shopping deals with some advantages and disadvantages, which are 

experienced by customers and retailers in the form of convenience, ease (Dennis, Fenech, 

& Merrilees, 2004; Huseynov & Yildirim, 2016), security concerns and fraud (Dennis, 

Fenech, & Merrilees, 2004; Mallapragada, Chandukala, & Ling, 2016). However, the 

benefits had an upper hand on the disadvantages, which resulted in a rapid growth of the 

popularity of online shopping (Bhagat, 2015). This growth is visible in almost every part 

of the world (Mallapragada, Chandukala & Ling, 2016). The global e-retail is forecasted 

to grow from 1.9 trillion U.S. dollars in 2016 to 4.06 trillion U.S. dollars in just four years 

(Statista, 2017-a). The leading share maker in the global online retail market is China 

(Deloitte, 2017), which is expected to remain the leader in e-retail in the upcoming years 

(eMarketer, 2016; Statista, 2017-b). 

The Chinese e-retail market has the same objectives as any other online retail platform 

and is well known for the business-to-business (B2B), customer-to-customer (C2C) and 

business-to-customer (B2C) segments (Backaler, 2010; Clemes, Gan & Zhang, 2014). 

The Chinese e-retail platform can be used by retailers and customers from everywhere, 

which means that the seller and customers do not necessarily needs to be Chinese citizens. 

However, for this research the focus will be on domestic Chinese retailers that use the e-

retail platform to sell products to global (especially European) and Chinese customers.  

In2017, China generated a total amount of 1.20 trillion U.S. dollars from e-retail sales 

(Tong, 2018). In this same year the United States generated a total amount of  0.43 trillion 

U.S. dollars and Germany, United Kingdom and France, which are considered to be the 

leaders in e-retailing in Europe, together generated sales worth of 0.245 trillion U.S. 

dollars. These figures indicate China being a bigger e-retail market than the United States 

and the biggest European markets together (Statista, 2017-c). As the leading country in 
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the retail e-commerce market worldwide, the Chinese e-retail market is considered to be 

the main competitor of the European e-retail market (Jung, Ugboma, & Liow, 2015), as 

more and more Europeans have started purchasing online across the borders (Emerce, 

2016). Different researches show that approximately 44 percent of these cross border 

sales come from China (DPDGroup, 2017; Ranjbar, 2017).  

The sales details give the impression of the Chinese market to be a popular online 

platform for European customers. However, there are not many similarities in the 

business model and the customer preferences between the Chinese and European markets 

(Rowley, Rowley & Fang, 2010). For example, the Chinese market is dominated by the 

C2C market segment, whereas the European market has the B2C market segment. This 

means that in contrast to Europe, in China the retailer does not need to have an established 

business to be able to sell goods or services, as long they can deliver the products (Gong, 

Stump, & Maddox, 2013). The European shops also have an efficient customer service 

and most of the time a partnership with delivery companies (Jung, Ugboma & Liow, 

2015), whereas the sellers, who use Chinese e-retail platforms, need to take care of the 

delivery service on their own (Kwahk, Ge & Lee, 2012).  

Looking at the Chinese and European customers, previous researches identified 

differences between Chinese and European customers. For example in their preferences 

of the online presentations of the products and the information connected to it and the 

different perceptions they hold about internet shopping (Biggs, Chande, Chen, Matthews, 

Mercier, Wang, & Zou, 2017; Wu, Cai, & Liu, 2011; Zhu, 2013). 

 

 

It can be noticed that there are not many similarities between the European and Chinese 

online retail platforms, their business models or between the preference of the European 

and Chinese customers. Still, almost one third of the European internet customers 

purchase from Chinese online shops (DPDGroup, 2017). There is a plenty of research 

done with the focus on online shopping behaviour. However, most of the researches were 

conducted in different settings, such as online shopping behaviour in general (Pavur, 

Abdullah, & Murad, 2016) or online shopping behaviour of western customers in western 

countries (Comegys, Hannula, & Vaisanen, 2006; San-Martin & Camarero, 2012; Smith, 
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Deitz, Royne, Hansen, Grunhagen, & Witte, 2013). Some researchers also focused on 

identifying the determinants that make customers engage with an internet retailer in 

general (Pavur, Abdullah, & Murad, 2016), determinants that make Chinese customers 

shop on Chinese online platforms (Guo, Ling, & Liu, 2012; Li, Chung, & Fiore, 2017) or 

a comparison of the attitudes of Chinese and Western customers regarding online 

shopping. However, for the latter research, all participants were examined in their local 

markets (Gong, Maddox, & Stump, 2012). There is a lack of information about the 

determinants that trigger European customers the most to buy from Chinese online shops. 

This study will examine the online purchasing behaviour of European customers in order 

to determine the factors, which influence their attitude towards Chinese online shops the 

most. 

 

 

Based on the above-mentioned information, this study aims to determine which factors 

influence the attitude of European students the most. The focus will be on European 

students, as several studies revealed the largest group of online shoppers to be young, 

well-educated individuals with high computer literacy and a good focus on technical 

information (Li, Kuo & Russel, 1999; Swinyard & Smith, 2003). Despite the low-income 

level, this group manages to become the group with the highest spending on web shops 

and the second largest consumer group (Smith, 2015). Taking into account the above-

mentioned findings, this study will focus on the shopping behaviour of young, well-

educated individuals, which leads to university students.  

Knowing that young adults are the largest group of online shoppers, it is important to 

know why European students are attracted to the Chinese web shops, despite the 

differences they come across while buying from the Chinese shops. This will shed the 

light on the attitudes of European students towards the Chinese e-retail market as well as 

factors, which influence their choices the most. In addition, the results can be used by 

Chinese e-retail companies to get a deeper insight into European students’ needs and 

wants regarding products and factors that attract them to a certain web shop and 

additionally respond on that.  
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Taking into consideration all mentioned factors, the main research question of the study 

is: 

Which factors influence the attitude of European students the most when purchasing 

from Chinese web shops? 

 

 

For this research, the focus is going to be on the European students, which means that any 

other western students are not taken into consideration. Furthermore, the research showed 

that Generation Y is not the only largest group of online shoppers. Generation X also 

happens to be big spenders while shopping online (Eurostat, 2017-a). However, this study 

will only focus on Generation Y, as this group managed to become the group with the 

highest spending on web shops and the second largest consumer group, despite a low 

income (Smith, 2015). Furthermore, since the target group for the research is Chinese e-

retail market, the Chinese offline retail market will not be taken into account. In addition, 

other (international) e-retail markets are left out in this research.  

Moreover, the research framework is inspired by the Theory of Planned Behaviour, which 

means that the focus will not be on the whole model. Instead, the focus will be only on 

the attitude towards a behaviour, which is influenced by subjective norms and the 

perceived behavioural control to analyse the attitude of the customers towards Chinese 

web shops. Thus, it differs from the actual theory of planned behaviour, as the 

components purchase intention and the behaviour are not taken into consideration. 

Reasons for this decision are stated in the chapter “2.4 Theory of Planned behaviour”.  

 

 

 

Chinese e-retailing 

 

A transaction, which enables customers to directly 

purchase goods and services from seller with the help of 

Internet in China (Murphy & Bruce, 2003). 
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European student  

 

An individual, who is currently pursuing a degree in a 

higher education establishment with European 

citizenship (Oxford Dictionary, 2017). 

 

Consumer attitude 

 

A psychological construct, which includes personal 

beliefs, feelings, behaviours and intentions towards a 

certain thing, which in the case of marketing is usually 

a good or service (Allport, 1935). 

 

Consumer behaviour 

 

The behaviour that consumers show while searching 

for, using, evaluating, and disposing of products, 

services and ideas which they expects will satisfy their 

needs (Henry, 1991). 

 

International marketing 

 

Marketing activities coordinated and integrated across 

multiple country markets (Demangeot, Broderick, & 

Craig, 2015). 

 

Purchase intention 

 

The willingness of a customer to buy a certain product 

or a certain service (Tong & Lai, 2012). 
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2 Literature review 

This chapter contains a discussion on online retail, as a fast growing phenomenon. Much 

of this growth, in later years, is caused by growing volume of online trade attributed to 

Chinese online shops, and it certainly, impacts global, namely European customers. The 

first step will be to define the gap that exists in understanding the European customers’ 

behaviour towards the Chinese online market, followed by an evaluation of the profile of 

the European customers. Further, the focus will be on the Theory of Planned Behaviour 

(TPB) (Ajzen, 1991). This model is used as an inspiration to draw a research framework 

in order to discuss the factors that influence the attitude of European customers towards 

the Chinese web shops, including the hypotheses.      

 

 

Retail can be divided in two categories, namely store-based, where personal visits are 

made to a physical location and ends up in face-to-face interactions with retail personnel. 

Nonstore-based retailing on the other hand is shopping through mail, television or Internet 

(Sindhav & Balazs, 1999). Retailing through internet, electronic-retailing, or e-retailing 

are all synonyms for online shopping, which is an element of e-commerce and is defined 

as the sale of goods or services through internet (worldwide) (Chau & Tam, 2000; Dennis, 

Fenech, & Merrilees, 2004; Faqih, 2016). Internet shopping was invented later than 

retailing through mail or television. Serious attempts to trade online started in the mid-

1990s and there were no certainties about its success. Despite the ups and downs retailing 

through internet became a huge success, as people recognized the possibilities and 

benefits of online shopping (Ecommerce News Nederland, 2010) and currently it has 

become one of the most popular activities on internet, making it easy for customers to 

conduct cross-border purchases (Odell, Korgen, Schumacher, & Deluchhi, 2004). 

Furthermore, it is also considered to be a dominating alternative to traditional shopping 

(Mallapragada, Chandukala, & Ling, 2016). This statement correlates with previous 

researches, which discuss the emergence of online retailing as an important mode of 

retailing (Childers, Carr, Peck, & Carson, 2001; Parasuraman, Zeithaml, & Malhotra, 

2005). 
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In online shopping, the customer can buy the selected product with only some clicks from 

home or work, saving time and energy (Bhagat, 2015). However, the decision of 

customers whether to buy from an online website in general is influenced by different 

factors, such as demographics (Alam, Bakar, Ismail, & Ahsan, 2008; Brown, Pope, & 

Voges, 2003), cultural factors (Ko, Jung, Kim, & Shim, 2004), psychological factors 

(Lian & Lin, 2008; Lin, 2007), trust factors (Teo & Liu, 2007). Some of these factors will 

be discussed further in the research framework chapter.  

 

In general, online shopping identifies some advantages and disadvantages, which are 

experienced by both customers as well as retailers. Looking at the advantages, it can be 

said that customers benefit from advantages such as more control and bargaining power, 

due to the possibility of obtaining more information on the Internet about available 

products and services (Huseynov & Yildirim, 2016), the availability of many alternatives, 

the opportunity to shop 24 hours a day and the possibility to look out for better deals for 

products provided by many vendors by comparing them through search engines or online 

price comparison services (Dennis, Fenech, & Merrilees, 2004; Huseynov & Yildirim, 

2016). On the other hand, retailers do not have to worry about the location for a physical 

shop. Furthermore, they have the possibility to reach (a larger) audience worldwide with 

minimum costs, less risk of physical theft and are open for customers 24 hours a day 

(Dennis, Fenech, & Merrilees, 2004; Huseynov & Yildirim, 2016). Lastly, online 

shopping provides the selling party the possibility to improve their customer experience 

by observing, recording and analysing the browsing and purchasing behaviours of their 

customers (Mallapragada, Chandukala, & Ling, 2016).  

 

Looking at the disadvantages, researchers identified some minus points, such as fraud and 

security concerns (Deloitte, 2018). Online shopping does not provide the buyer an 

opportunity to inspect merchandise before purchasing it, which makes consumers have a 

higher risk of fraud than when involved in a face-to-face transaction. When ordering 

online, there is a possibility of not getting the same product as pictured on the web shop. 

Furthermore, a poor security of the web shop can lead to a leak of personal financial and 

personal information of customers by someone who knows how to get it. Retailers in this 

case also risk fraudulent purchases if customers use stolen credit cards (Dennis, Fenech, 

& Merrilees, 2004). Lastly, according to Mallapragada, Chandukala, and Ling (2016), 
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privacy of personal information is also a big concern for some customers. Many 

customers wish to avoid spam and telemarketing which results from supplying contact 

information to the retailers. However, retailers have the possibility to track down contact 

information from the credit card information, which are used to track customers shopping 

behaviours in order to suggest them other products/websites or to add them to their 

catalogue mailing/emailing list (Deloitte, 2018). This information is obviously not 

accessible to retailers when customers pay in cash (Mallapragada, Chandukala, & Ling, 

2016). Lastly, the presence of online shopping makes established retailers lose customers 

and market share, which results in physical stores being closed (Deloitte, 2018).    

 

However, the presence of advantages have an upper hand on the disadvantages. The 

convenience and ease that online shopping provides to the customers, resulted in a rapid 

growth of the popularity of internet shopping (Bhagat, 2015). This growth is not a 

regional phenomenon, on the contrary, it is a worldwide trend, with no signs of decline 

in the following years (Mallapragada, Chandukala, & Ling, 2016). This statement is 

supported by figures from Statista, indicating similar results. In 2016, more than 1.61 

billion people, worldwide, had purchased goods online (Statista, 2017-a). Furthermore, 

Statista forecasted the global e-retail to grow from 1.9 trillion U.S. dollars in 2016 to 4.06 

trillion U.S. dollars in just four years (Statista, 2017-a). The leading country in the retail 

e-commerce market worldwide is China, taking up the largest share of global online retail 

market (Deloitte, 2017). Noticeable is that China has succeeded in conquering the first 

position since 2014 and is expected to remain the leader in retail e-commerce worldwide 

(eMarketer, 2016; Statista, 2017-b).  

 

 

E-retail in China 

The e-retail market in China (web shops) is used for the same objectives as any other 

online retail platform and is open for international business. The latter means that the 

retailers and customers, who use Chinese web shops for selling or purchase purposes, do 

not necessarily need to be Chinese citizens (Havinga, Hoving, & Swagemakers, 2016). 

However, for this research the focus will be only on the domestic Chinese retailers that 

use the Chinese web shops to reach global (especially European) and Chinese customers, 
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where European customers are defined as residents from Europe, who buy from the 

Chinese web shops.    

 

E-retailing in China has a short history but it evolved fast. E-commerce was introduced 

in 1998 by Jack Ma and his partners with a business to business (B2B) market called 

Alibaba (Klooster & Jansen, 2017). E-commerce in China had a turbulence start, but from 

2000 to 2008 the turbulence went into a stable stage. Around 2008, the Chinese e-

commerce entered the booming stage, which led China onto the world’s stage in spotlight 

(Klooster, 2017). The Chinese web shops know besides the B2B market, also the 

consumer-to-consumer (C2C) segment as well as the business-to-consumer (B2C) 

segment (Backaler, 2010; Clemes, Gan, & Zhang, 2014).  

 

In 2017, China generated a total amount of 1.20 trillion U.S. dollars from e-retail sales 

(Tong, 2018). In this same year the United States generated a total amount of  0.43 trillion 

U.S. dollars and Germany, United Kingdom and France, which are considered to be the 

leaders in e-retailing in Europe, together generated sales worth of 0.245 trillion U.S. 

dollars. These figures indicate China being a bigger e-retail market than the United States 

and the biggest European markets together (Statista, 2017-c). The Chinese e-retail market 

is considered to be the main competitor of the European e-retail market (Jung, Ugboma, 

& Liow, 2015), as more and more Europeans have started purchasing online across the 

borders (Emerce, 2016). Different researches show that many of these cross border sales 

come from China (DPDGroup, 2017; Ranjbar, 2017). This statement is confirmed by 

different report mentioning the following figures. In 2017, 68 percent of internet users in 

Europe used online shopping services (Eurostat, 2017-b). Over half of these European e-

shoppers purchased from cross-border websites, which included websites located in other 

European countries and websites located outside Europe (ECommerceNews, 2017). 

Approximately 44 percent of the cross-border purchases in Europe were done on Chinese 

web shops (DPDGroup, 2017).  

 

Chinese e-retail compared to European e-retail 

The latter mentioned information gives the impression that the Chinese e-retail market is 

a popular online platform for European internet customers. However, despite the lack of 

in-depth research on the differences or similarities between Chinese and European 
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markets, it could be concluded that there are many differences in the business model 

between the Chinese and European markets (Rowley, Rowley, & Fang, 2010). The 

identified differences are: 

• In contrast to the European market, the Chinese online shopping market is being 

dominated by the C2C segment of e-retailing. The European market is more of a 

B2C market (Gong, Stump, & Maddox, 2013). This means that the Chinese e-

retailers provide the opportunity to private sellers to connect with customers. The 

seller does not necessarily need to have a company in order to sell a product or 

service to a customer, as long as he can deliver the products.  

• The Chinese e-retailers, need to take care of the delivery service on their own 

(Kwahk, Ge, & Lee, 2012). In contrary to this, the European market is mostly 

dominated by established retailers that mostly sell to customers only, thus a B2C 

market. The European market is more of a managed market place, where the seller 

is an established retailer, with an efficient customer service and most of the time 

also has a partnership with delivery companies (Jung, Ugboma, & Liow, 2015).  

• The Chinese web shops are perceived to have lower prices than the European web 

shops. However, a purchase conducted on the European web shop is being 

delivered quicker than one conducted on a Chinese web shop. In addition to the 

longer delivery term, for purchases that exceeds a certain amount, the receiver 

needs to pay custom fees (Dobbs, Chen, Orr, Manyika, Chui, & Chang, 2013). 

 

Furthermore, according to Zhu (2013), there are also differences between the Chinese 

and European customers. These differences are: 

• The preferred way of presenting products online in China differs from the 

preferences in Europe. Chinese customers prefer a more comprehensive, 

overwhelming online presentation of the products, with as much information as 

possible. In contrary to this, European customers prefer to shop on a clean, simple 

and well-managed website, with only important information (Zhu, 2013).  

• Chinese customers use e-retailing as a richer alternative to traditional shopping. 

They perceive online shopping as an adventure and go online in order to discover 

new products or trends (Wu, Cai, & Liu, 2011). In contrast to this, the online 
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platform is used as a convenience tool in Europe. Customers use internet to shop 

because it is easier, more convenient and faster than going to a physical shop. 

They go online with a specific item on their mind. Many e-commerce platforms 

are also customized keeping the efficiency factor (e.g. search engine) in mind 

(Biggs, Chande, Chen, Matthews, Mercier, Wang, & Zou, 2017; Salmi, 2006).  

A summary of the most important differences between the Chinese and European e-retail 

market and the differences between the Chinese and European customers can be found in 

Table 1. 

 

 Chinese market European market 

Market segment Dominated by C2C market: 

private sellers  

Dominated by B2C market: 

established retailers 

Price  Lower prices than western 

e-shops 

High prices (compared to 

Chinese shops) 

Delivery time  Long delivery time for 

European customers 

Short delivery time for 

European customers 

Custom fee If the purchase exceeds a 

certain amount 

If bough within Europe, no 

custom fee 

 

 Chinese customers European customers 

Website design Prefer a comprehensive 

online presentation of 

products, with elaborated 

information 

Prefer a well-managed 

website with only important 

information 

Reason for use of web 

shops 

Use e-retailing as an 

alternative to traditional 

shopping in order to 

discover new products 

Use e-retailing as a 

convenience tool to save 

time and effort 

 

Table 1: Differences between Chinese and European markets and customers 
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Consequently, it could be said that the European and Chinese web shops do not have 

many similarities in their business model. Neither does the European and Chinese 

customers have much in common. Nevertheless, it could be observed that more than one 

third of the European internet customers purchase from Chinese online shops 

(DPDGroup, 2017). It is interesting to know which factors trigger this attitude and 

purchase behaviour of European customers the most. There is a wealth of research done 

with the focus on online shopping behaviour. However, most of the researches have 

focused on examining the online shopping behaviour of Western customers in Western 

countries and compared them across different Western countries (Comegys, Hannula, & 

Vaisanen, 2006; San-Martin & Camarero, 2012; Smith, Deitz, Royne, Hansen, 

Grunhagen, & Witte, 2013). Some researchers also focused on identifying the 

determinants that make customers engage with an internet retailer in general (Pavur, 

Abdullah, & Murad, 2016), determinants that make Chinese customers shop on Chinese 

online platforms (Guo, Ling, & Liu, 2012; Li, Chung, & Fiore, 2017) or a comparison of 

the attitudes of Chinese and Western customers regarding online shopping in their local 

markets (Gong, Maddox, & Stump, 2012). There is a lack of information about the 

determinants that trigger European customers the most to buy from Chinese web shops. 

This study will examine the online purchasing behaviour of European customers in order 

to determine the factors, which influence their attitude towards Chinese web shops the 

most.  

 

 

European customers appreciate the convenience of being able to shop anytime anywhere, 

having access to a broader range of products, comparing prices and sharing their opinion 

on goods with other customers (Biggs, Chande, Chen, Matthews, Mercier, Wang, & Zou, 

2017). The developments in the retail industry had not only make it easy for customers to 

shop online, but it also made it possible for customers to conduct cross-border purchases, 

which is clearly noticeable these days (PwC, 2017).  

 

The decision of online purchasing is affected by different demographic factors such as 

age, gender, occupation, income status, education and life-style (Lakshmi, 2016). A study 

conducted in order to test the significant effects of these factors, stated that educational 



 

 

 

 

13 

level, income and gender are found to be the most significant influencing factors (Li, Kuo, 

& Russel, 1999). Another study revealed similar findings, stating that online shoppers are 

younger, wealthier, better-educated individuals with high computer literacy (Swinyard & 

Smith, 2003). Well-educated consumers are more likely considered to be frequent online 

buyers than lower-educated consumers. The most obvious reason for this behaviour is 

said to be internet literacy. Furthermore, a good education level leads to an above average 

income (Li, Kuo, & Russel, 1999; Swinyard & Smith, 2003). 

 

A look at some more recent figures regarding online shopping revealed some surprising 

factors. A research conducted by Eurostat implied that age and education level have a 

significant effect on the usage of internet for shopping purposes (Eurostat, 2017-c). The 

highest share of e-shoppers in Europe are found to be in the age groups of 16-24 and 25-

54, where individuals aged 16-24, showed the biggest increase in online shopping 

(Eurostat, 2017-a). Looking at the age groups, it can said that the biggest online target 

group belongs to Generation Y, whom also is very famous for the usage of technology. 

Gen Y has been brought up in a materialistic society and has extensive social networks. 

They have the ability to easily access vast amount of information, is highly educated in 

many aspects, focuses greatly on technical information, is faster in adopting new 

opportunities and have a high level of spending power (Lissitsa & Kol, 2016). Gen Y is 

also identified as the second largest consumer group and considered to be an international 

generation that is highly targeted by marketers (Muntz, 2004). This generation is also 

spending more money online in a given year than any other age group, even though they 

do not have a high-income level (Smith, 2015).  

 

Consequently, it can be said that the largest group of European online shoppers are 

identified as young individuals (largely Gen Y) with a good education level, high internet 

literacy and a good focus on technical information. Despite the low-income level, this 

group manages to become the group with the highest spending on web shops and the 

second largest consumer group. Taking into consideration the previous mentioned 

researches, it can be said that this group, to be precise, European students that currently 

are pursuing a degree, ideally fits in the target group for this study. This, as being the 

largest group of online shoppers these young individuals can provide the needed 

information regarding their attitude towards online shopping. A specific condition that 
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needs to be taken into consideration is that the respondents not only need to be familiar 

with Chinese web shops but also need to have some experience with Chinese web shops. 

 

To sum up, the Chinese e-retail market differs from the European market in different 

aspects. So also the customer preferences. Still the European customers purchase form 

Chinese web shops. In order to determine the factors, which influence this behaviour, the 

Theory of Planned Behaviour will be used to compose a research framework. This theory 

is explained in the next paragraph. 

 

Shopping on the Internet can be related to a consumer’s behaviour, which explains how 

people make decisions about what products or services they want, need and buy. It is 

important to understand a consumer’s behaviour as it leads towards deeper knowledge 

about how the consumer will respond to a product or service or the factors that influence 

their needs and decision making. There are several models that help explain why 

consumers make a certain decision (Solomon, Russel-Bennett, & Previte, 2012). One 

well-known model is the Fishbein’s multi-attribute models of attitudes (Wilkie & 

Pessemier, 1973).   

 

This model suggests that attitude affects intentions, which leads to a certain behaviour. 

The attitude theories mostly used are the Theory of Reasoned Action (TRA) introduced 

by Fishbein and Ajzen (1975) and the Theory of Planned Behaviour (TPB) introduced by 

Ajzen (1991). The TRA argues that behaviour is preceded by intention and that intention 

is determined by the individuals’ attitude towards the behaviour and the individuals’ 

subjective norms. The TPB is an extension of the TRA, as the TRA lacked support for 

situations where people have limited control over their behaviour. The TRA suggests that 

motivational factors, such as the intention to perform a certain behaviour, is sufficient in 

order to predict a behaviour. However, there are situations when people do not have full 

control on their behaviour as they do not have the resources to conduct the performance. 

Therefore, the TPB adds another factor namely the perceived behavioural control factor, 

which is used to analyse and predict a certain behaviour (Ajzen, 1991).  
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Figure 1: Theory of Planned Behaviour (Ajzen, 1991) 

 

Thus, as illustrated in figure 1, the TPB suggests that a person’s behaviour is influenced 

by three components, namely attitude towards a behaviour, subjective norms and 

perceived behavioural control (PBC) (Bansal & Taylor, 2002). All the above-mentioned 

factors, are created from an individual’s basic beliefs. For example, behavioural beliefs 

are beliefs about the possible consequences of a certain behaviour. These lead to a positive 

or negative attitude towards the behaviour. Subjective norms, generally known as peer 

pressure, are the beliefs about the opinions and expectations of other people. Lastly, 

perceived behavioural control is the result of control beliefs, which indicates the factors 

that might stimulate or hinder the execution of the behaviour (Ajzen, 2002). As a general 

rule, the more favourable the attitude and the subjective norms with respect to a 

behaviour, and the greater the perceived behavioural control, the stronger an individual’s 

intention to perform the behaviour under consideration (Bansal & Taylor, 2002).  

 

In addition, it is also argued that the variables attitude, subjective norms and perceived 

behavioural control not only have a direct effect on the dependent variable, but they also 

interact with each other in the TPB (Ajzen & Driver, 1992; Bansal & Taylor, 2002). The 

original formulation of TPB also defined the interaction between PBC, attitude and 

subjective norms. However, research conducted until now mainly discussed the effects of 

attitudes, subjective norms and PBC on intention (Ajzen, 1985). Despite the calls for 

research in this area, there have not been many studies conducted that examined the 

previous mentioned interactions (Bansal & Taylor, 2002). Nevertheless, the determinant 

of a person’s attempt to perform a behaviour is his intention, which in turn is a function 

of attitude towards that behaviour and subjective norms with regard to the behaviour 
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(Ajzen, 1985). Hence, the main focus of this research is to distinguish the main factors 

that influence the attitude of customers towards Chinese web shops, which makes the 

intention to purchase from Chinese web shops and the actual behaviour not to be in the 

focus in this study. What important is, is the attitude of customers towards the Chinese 

web shops based on their past experience with these shops, which will be measured 

through the attitudinal component, subjective norms and perceived behavioural control. 

According to Bagozzi (1981) and Shimp and Kanvas (1984), TPB as a theory is applicable 

whenever there is an attempt to identify the various factors that determine any pieces of 

behaviour. Based on this, the TPB model will be used to construct a fitting research 

framework for this study (see Figure 2). In this framework the focus will be on the attitude 

of customers towards Chinese web shops, influenced by attitudinal Chinese web shop 

factors, subjective norms and PBC. Based on this framework, some hypotheses will be 

formulated, which will be discussed in the next paragraph 

 

 

Figure 2: Research framework inspired by TPB 

 

 

The research framework of this study, shown in figure 3, is inspired by the theory of 

planned behaviour model. It shows the influence of the different factors on the attitude 

towards a certain behaviour. The behaviour in question is internet purchasing from 

Chinese web shops.  
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Figure 3: Research framework 

 

 

Behavioural intention indicates the probability that customers will actually conduct a 

certain behaviour (Wu, Yeh, & Hsiao, 2011). In this study the behavioural intention is 

purchase intention from Chinese web shops, and the actual behaviour is online purchase 

from Chinese web shops (Terry, Hogg, & White, 1999). As mentioned before, intention 

will not be measured in this research. However previous researches, conducted to measure 

the online purchase intention of consumers using the TPB model (George, 2004; 

Limayem, Khalifa, & Frini, 2000), demonstrated that an increase in purchase intention 

leads to an increase in the chance of purchasing (Chen, Hsu, & Lin, 2010). Consequently, 

in order to measure the attitude of customers towards the actual behaviour in this research, 

this study will focus on the factors (1) attitude towards the behaviour, (2) subjective norms 

and (3) perceived behavioural control. These factors will be discussed in the following 

paragraphs.  
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Perceived behavioural control (PBC) is a predictor of the behaviour (Ajzen, 1991). PBC 

refers to individual’s perception of the degree to which they are capable of or have control 

over performing a behaviour. Thus, it is about an individual’s belief that indicates his or 

her abilities to perform the behaviour, which also influences whether he or she actually 

engages in the behaviour (Ajzen, 1991). PBC consists of two (interrelated) components, 

namely self-efficacy and controllability (Trafimow, Sheeran, Conner, & Finlay, 2002). 

Self-efficacy deals with the ease or difficulty of performing a behaviour, determined by 

individual’s confidence that they can perform it in the way they want to do it. Perceived 

control is defined as an individual’s belief that they can control the behaviour that it is 

their choice to whether perform or not perform the behaviour (Kraft, Rise, Sutton, & 

Roysamb, 2005). Research found that a weak perceived control over a behaviour weakens 

an individual’s intention to perform that particular behaviour (Ajzen, 1991; Riogini, 

Kuhn, Sartori, & Brass, 2011).    

 

It was found that PBC directly affects online shopping behaviour in a positive way 

(George, 2004; Limayem, Khalifa, & Frini, 2000). More studies confirmed the latter, 

stating that perceived behavioural control has an impact on internet purchase intention in 

general (George, 2004), and also in a global setting, when customers buy from a foreign 

retailer (Jin & Kang, 2011; Son, Jin, & George, 2013). Previous studies found some 

factors that stimulate PBC and ultimately increase the purchase intention, which will 

more likely lead to the performance of the behaviour. These factors are (1) ease of use of 

the website, in terms of fast loading speed, easy navigation of the website and efficient 

transaction and (2) past experience with online shopping (Giantari, Zain, Rahayu, & 

Solimun, 2013; Jin & Kang, 2011). Looking at the attitude, it is found that the attitude 

towards a behaviour is also determined by these two factors (Hong-Bumm, Taegoo, & 

Sung Won, 2009; Jihyun & Park, 2005) 

 

Considering that the two factors, namely ease of use of the website and past experience 

with online shopping, influence the attitude of customers towards a behaviour, it is 

assumed that these two factors will also be relevant when it concerns internet purchasing 

form Chinese online shops. In order to measure these factors and how they influence the 

respondents, the questionnaire will contain questions related to past experience with 
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online shopping and ease of use of the websites. In addition, if the respondents agree on 

past experience and ease of use of websites having an influence on their behaviour whilst 

purchasing from Chinese web shops, it will mean that PBC has an influence on the 

attitude towards the Chinese web shops. Consequently, based on the previous studies, the 

proposed hypothesis for this research is: 

H1: There is a positive relationship between perceived behavioural control and the 

attitude towards Chinese online shops.   

 

 

Subjective norms is another predictor of intention in the TPB model. According to the 

theory, subjective norms are stimulated by two components, namely normative beliefs, 

which indicate towards the beliefs of an individual about how others would want him/her 

to behave. The second component is explained as the motivation to comply with the 

opinion of someone else (Ajzen, 1991; Fishbein & Ajzen, 1975). Subjective norms have 

been divided into two types, namely peer influence (by friends and family) and external 

influences (by mass medium, popular press and news reports) (Clemens, Gan, & Zhang, 

2014; Limayem, Khalifa, & Frini, 2000).  

 

Previous studies have found that subjective norms have a positive influence on the 

purchase intention (Javadi, Dolatabadi, Nourbaksh, Poursaeedi, & Asadollahi, 2012; 

Limayem, Khalifa, & Frini, 2000; Lin, 2007). They state that an individual’s decision, 

regarding online shopping, is influenced by both peer and external influences. This means 

that an individual has a more positive intention to shop online if their family and friends 

have positive opinions, which leads to a higher probability of conducting the actual 

purchasing act. Also external influences, for instance online reviews count as important. 

Another research ended up with similar findings, stating that subjective norms strongly 

affect online consumers. These researchers were conducted in international settings 

(Clemes, Gan, & Zhang, 2014; Tan, Yan, & Urquhart, 2007). The influences of these 

factors on the attitude of customers towards a certain behaviour is also discussed in 

previous researches (Jumin, Do-Hyung, & Ingoo, 2008; Meng-Hsiang, Chia-Hui, Chao-

Min, & Chung-Ming, 2006). 
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Considering that the two factors influence the attitude towards a behaviour, it is assumed 

that they will influence the attitude towards Chinese web shops as well. In order to 

measure the influence of subjective norms on the respondents attitude towards online 

shopping, the questionnaire will consists of questions related to the influence of reviews 

on the web shops and the opinion of family and friends and the value the respondents 

attach to it. Positive reply by the respondents on these factors will mean that subjective 

norms influence the attitude of customers towards Chinese web shops. From this comes 

the next hypothesis: 

H2: There is a positive relationship between subjective norms and the attitude towards 

Chinese online shops. 

 

 

Attitude towards the behaviour is one the most important predictors of the intention to 

carry out a behaviour. Ajzen (1991) defined attitude as the presence of favourable or 

unfavourable evaluation or appraisal towards certain behaviour. In marketing terms, 

attitude will be defined as a favourable or unfavourable assessment of certain product or 

service (Solomon, 2008). Attitude in this study could be perceived as a customers’ 

positive or negative feeling in using a Chinese web shop. 

 

Due to the significant complexity of the attitude, multi-attribute models are used as a 

mean to understand it. The basic model includes three elements, which are attributes, 

beliefs and weights (Solomon, 2015). Attributes are defined as the characteristics of the 

attribute object, meaning cues, which consumers use to assess the attitude object. Beliefs 

are considered to be used as a measurement of a certain attribute. This is explained as a 

degree to which certain product or service of interest has a certain attribute. Lastly, 

weights are perceived as the factors which indicate the importance of a certain attribute 

(Solomon, 2015).  

 

Cho (2004) noted that consumer attitude towards the online shopping platform has a 

significant influence on the online shopping overall. Accordingly, this study regards 

service quality, website factors, product variety, and price as main factors, which drive 
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the attitude towards the Chinese web shops. These factors will be discussed in the 

following chapters.  

 

 

Dabholkar (1996) defines service quality as an individuals’ subjective assessment of the 

quality of a purchase contact with a retailer, including the extent to which the service 

needs are met. Online service quality is found to be one of the most crucial factors, which 

defines the success of the e-commerce platform (Yang, 2001). Due to the access to online-

shops 24/7, as well as perceived ease of use of online-shopping platforms, consumers 

expect the same or even better service quality (Santos, 2003). In addition, with the 

increasing service functionalities, which are offered by e-commerce retailers, the 

importance of service quality is stressed by many scholars (Cenfetelli, Benbasat, & Al-

Natour, 2008; Kettinger, Park, & Smith, 2009). 

 

According to Cenfetelli, Benbasat, and Al-Natour (2008), high-quality online service has 

a positive effect on customer satisfaction, as well as customer loyalty (Gefen, 2002). 

Holloway and Beatty (2008) noted that service fulfilment is considered to be the most 

important factor of the online service, due to the fact that it is the strongest predictor of 

consumer satisfaction and loyalty. Wolfinbarger and Gilly (2002, 2003) and Warrington 

and Eastlick (2003) specified this factor, as product offerings being accurately described 

and priced, as well as possibility of having a direct contact with vendor on the online-

shopping platform. 

 

Customer trust is also found to be crucial for a high-quality online service. Cues, which 

customers receive, while having an experience with the online-shopping platform, have 

a direct impact on the formation of the trust towards it (Ray, Ow, & Kim, 2011). These 

cues were described as the respect of the customer privacy, non-disclosure of the personal 

details to third parties and a secure financial information (Zeithaml, Parasuraman, & 

Malhorta, 2002). Moreover, Ray, Ow and Kim (2011) noted that customer trust was found 

to be crucial regardless the characteristics of the customer, including age, gender, online 

experience or technology predisposition. 
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These drivers are crucial for the evaluation of the process. Piercy (2014) noted that 

consumers evaluate the quality of the services with the help of references to the standard. 

Wallace, Giese, and Johnson (2004) noted that once consumers experienced a certain 

service, they are in a position to compare the real service, with expectations as well as 

needs or possible standards. 

 

Considering all of the factors, which were mentioned above, it could be said that there 

are two main factors, which influence the formation of attitude towards the online-

shopping platforms. These are service fulfilment as well as customer trust. These factors 

are also found applicable for this study and will be measured through the questions asked 

in the questionnaire. Positive replies on these questions will indicate that these factors 

indeed influence their attitude towards Chinese web shops. Consequently, the proposed 

hypotheses are: 

H3: There is a positive relationship between service fulfilment and the attitude towards 

the Chinese web shops. 

H3a: There is a positive relationship between customer trust and the attitude towards the 

Chinese web shops. 

 

 

Website factors are found to be an important part of the e-commerce retailer platform, 

which have a direct influence on the formation of the attitude towards it (Liu, Guo, & 

Hsieh, 2010). Moreover, the researches, which were done by Lee and Lin (2005) and 

Holloway and Beatty (2008), indicate that the key website factor, which has a positive 

influence on the attitude towards the e-commerce retail platform, is an efficiently 

functional website. 

 

Online retailers use the website as a mean of communication with the help of different 

functional aspects (King, Schilhavy, Chowa, & Chin, 2016). Bhattacharya and Sen (2003) 

argued that aspects, such as website functionality creates a distinctiveness of the online 

shop website. Tsang, Lai, and Law (2010) were consistent with their finding, which stated 

that the website functionality influence customer satisfaction, which directly influence 

the attitude formed towards the online-shopping platform. Several studies stated that 
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website is perceived as a provider of important factors. Yen and Lu (2008) found that e-

commerce platform should place clear and detailed information about product offerings, 

due to the inability of customers to physically touch or try on products.  

 

The functionality of the website is also characterized by the amount of efficient features 

it provides. Dholakia and Rego (1998) suggested several features, which have an 

influence on the formation of the positive attitude towards the online shop platform. These 

are number of links on the website, the number of clickable pictures, and the number of 

advertisements of the third parties present on the website. 

 

In addition, complexity of the website is also found to be a crucial factor, which is 

considered to be a part of its functionality (Yang, 2001). Abels, White and Hahn (1999) 

included structure, linkage and possibility to search in the definition of the web site 

complexity. Structure of the website should be displayed as an organized scheme, which 

is easy to navigate and contains appropriate, accurate text. Linkage is presented as the 

provider of access to information, which is found to be useful, while using the services of 

the website. Search is presented as an option to access a need product offering with 

minimum time spent (Abels, White, & Hahn, 1999). 

 

Taking into the account all the factors, which were mentioned above, it could be said that 

website functionality has an influence on the customer satisfaction, which result in the 

formation of the attitude towards the online shop platforms. Consequently, this factor 

could be used in this study, to investigate the link between website factors and the attitude 

towards the Chinese online shops and will be measured through the questions related to 

the functionality of the Chinese web shops in the questionnaire. If the respondents 

positively agree that the web shops are easy to navigate, provide detailed information, 

works without any problems and easily lead to the needed products then it can be said 

that the website functionality have a positive influence on the attitude of the customers.  

The proposed hypothesis is: 

H4: There is a positive relationship between website functionality and the attitude 

towards the Chinese web shops.  
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It was suggested that customers are attracted to the variety of products (Berlyne, 1970). 

The product variety is defined as the depth or breadth of the product line (Simonson, 

1999). Hart and Rafiq (2006) stated that product variety drives shopping satisfaction. 

Moreover, Kahn and Wansink (2004) noted that customers are attracted to the varied 

product selection and expect higher utility from using varied products. 

 

A greater variety of products could be linked to the greater satisfaction, due to the fact 

that it affects the probability of a match between customers’ need and product offering, 

which is present on the online web shop (Lancaster, 1990). In addition, a variety of 

products, enables customer to have a greater degree of freedom, as well as choice 

flexibility and personalization, when looking for the certain product (Kahn, 1998; 

Reibstein, Youngblood, and Fromkin, 1975). Consequently, it could be said that the 

variety of product results in greater sales (Borle, Boatwright, Kadane, Nunes, & Shmueli, 

2005). 

 

Nevertheless, product variety also creates several negative outcomes. Due to the large 

amount of options, customers are exposed to the possibility of ranking the options, which 

are time consuming (Sloot, Verhoef, & Franses, 2005). Consequently, the more time 

customers spent on the website, the less efficient is the search process, which results in 

postponed purchase decision and decreased product satisfaction (Sloot, Fok, & Verhoef, 

2006). 

 

It was found that the difference in the influence of product variety depends on the personal 

characteristics of the customer (Mogilner, Rudnick, & Iyegnar, 2008). Customers, who 

have specific ideas on the mind, tend to be more selective and thus, choose the best option 

quicker, despite the large variety of products (Chernev, 2003). Moreover, Mogilner, 

Rudnick, and Iyegnar (2008) highlighted the fact that customers, who are currently 

figuring out their new preferences, experience the positive effect of the large product 

variety. 

 

Taking into the consideration the fact, that Chinese online shops expose their customers 

to the great variety of products, it could be said that given factor can have a possible 
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impact on the attitude towards the Chinese online shops. This will be confirmed if the 

respondents positively reply on the questions related to this factor. Due to the fact that the 

amount of the active annual customers is increasing, the proposed hypothesis is: 

H5: There is a positive relationship between a large product variety and the attitude 

towards the Chinese web shops. 

 

 

Chiang and Dholakia (2003) stated that the price of the retailer is considered to be one of 

the main factors, which influence the decision making process in both online and offline 

markets. Martin (2008) suggested that the decision making process of customer is 

affected not only by the prices of goods and services, but also by the customer perception 

of the retailer’s price image. With the 24/7 access to online shopping platforms, customers 

have an opportunity to compare price and create their own attitude relying on the general 

impression of retailer’s prices (Hamilton & Chernev, 2013). 

 

Chernev and Carpenter (2001) noted that the price image is related to the ability of the 

retailer to offer a certain value to its customers. Moreover, price image is used as a 

representation of the overall evaluation of the retailer, which can influence consumers’ 

assessment of the goods (Hamilton & Chernev, 2013). One could say that the prices for 

the products of the retailer could be perceived as a part of their brand image. 

 

Singh, Hansen, and Blattberg (2006) found that customers are sensitive to the price level 

of a retailer, when making a purchase decision. In addition, Plassmann, O’Doherty, Shiv 

and Rangel (2008) suggested that customers’ liking of the certain product is positively 

correlated with the price. According to the finding of the Vijayasarathy and Jones (2000), 

the possibility of having a lower price by saving on transaction costs, has a positive 

influence on the formation of attitude towards the online shop. Consequently, it could be 

said that the growing number of online buyers could be influenced by the lower prices of 

online retailers. 

 

In this study, lower price is assumed to have a positive influence on the attitude towards 

the Chinese web shops. This will be confirmed if the respondents positively answer the 
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question related to the question whether price is important for them. Thus, the proposed 

hypothesis is: 

H6: There is positive relationship between low prices and the attitude towards the 

Chinese web shops. 

 

Summing up, the findings of the literature review emphasizes the researcher’s perception 

that there are many factors related to perceived behavioural control, subjective norms, 

and attitude which ultimately influence the attitude of customers towards online shopping. 

These factors will be used for this research in order to know which factors influence the 

attitude of customers towards Chinese web shops the most. Based on the research 

conducted in the literature review, these factors can be translated into hypotheses (see 

table 2), which might answer the research question. These hypotheses will be analysed 

on basis of the findings from the questionnaires in the analysis chapter.  

Research question: 

Which factors influence the attitude of European students the most when purchasing 

from Chinese web shops? 

 

H1 There is a positive relationship between perceived behavioural control and 

the attitude towards Chinese online shops 

H2 There is a positive relationship between subjective norms and the attitude 

towards Chinese online shops 

H3 There is a positive relationship between service fulfilment and the attitude 

towards the Chinese web shops 

H3a There is a positive relationship between customer trust and the attitude 

towards the Chinese web shops 

H4 There is a positive relationship between website functionality and the attitude 

towards the Chinese web shops 

H5 There is a positive relationship between a large product variety and the 

attitude towards the Chinese web shops 

H6 There is positive relationship between low prices and the attitude towards 

the Chinese web shops 

 

Table 2: Summary hypotheses 
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3 Methodology 

The purpose of this section is to explain the methodology of the study, which is going to 

be used in this paper. The section covers the research method of the study, sampling and 

data collection strategies, as well as the analysis procedure followed by the research 

model used in this study. 

The success of the research depends on the research design and its suitability. Moreover, 

Bryman (2012) noted that the correct execution of the research increases the reliability of 

results, which are received from the research.  In addition, the adoption of the right 

research philosophy as well as research approach are crucial for the accuracy of research 

(Saunders, Thornhill, & Lewis, 2009). The research onion of Saunders, Thornhill, and 

Lewis (2009) was used as a framework for the definition of philosophy, approach, design, 

data collection and data analysis of the paper. 

 

Figure 4.  Representation of research onion (Saunders, Thornhill, & Lewis, 2009) 

 

 

The research philosophy has a direct influence on the choice of the research approach and 

consequently, research design. Moreover, Johnson and Clark (2006) argued that research 

philosophy has significant impact on how we perceive the research design and how it is 

found to be suitable for the study.  
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With the presence of four philosophical approaches, which can be adopted for the 

research, clear understanding of the reality and the role of values in the research is crucial 

(Saunders, Thornhill, & Lewis, 2009). A realistic philosophy was adopted for this 

research, which entails the fact that reality does not depend on the mind of the individual 

(Saunders, et al., 2009). In addition, realistic philosophy involves scientific approach to 

the development of the knowledge. The motivation behind this choice was supported by 

the ability of basing the research on the collection and analysis of data. In addition, the 

philosophical approach was narrowed down to critical realism. Saunders, et al. (2009) 

defined the critical realism as the presence of two steps through which individuals 

experience the world. First, individuals see the world as it is and experience the feelings 

it conveys. Second, there is the mental processing, which consequently affects the 

perception of the world (Saunders, et al., 2009). In addition, the choice of critical realism 

was chosen due to the fact that it perceives the world as a constantly changing entity and 

involves the purpose of business research to understand which phenomenon causes this 

change (Saunders, et al., 2009) 

 

As the link between factors such as, service quality, website factors, product variety, as 

well as price, subjective norms, and perceived behavioural control and attitude towards 

the Chinese online shops has been already investigated with other target groups, it could 

be said that several theories have been developed (Clemens, et al., 2014; Giantari, et al., 

2013; Liu, et al., 2010; Ray, et al., 2011). According to Bhaskar (1989), researchers are 

able to identify the social structures, which influence the social phenomenon, through 

practical and theoretical processes. Consequently, to test these theories in a different set 

up with different target group, this paper used practical process to explain the social 

phenomenon. Thus, it could be said that critical realism is found suitable for this study. 

 

 

By following the own representation of the research onion, which was proposed by 

Saunders, Thornhill, and Lewis (2009), second comes the definition of the research 

approach. It could be found that there are two types of approaches, which are induction 

and deduction. Inductive approach aims to create a new theory from a primary data, 



 

 

 

 

29 

resulting in researchers exploring certain situation under specific context. On the other 

hand, deductive approach involves the development of a theory, including the hypotheses 

from the already existing theory (Robson, 2002). 

 

The adoption of the deductive approach was supported by several factors. First, deductive 

approach is characterised by the deduction of the hypotheses (Robson, 2002). From the 

already existing literature, which was focused on the factors, which influence the attitude 

towards Chinese web shops, seven hypotheses were deducted. Second, after the deduction 

of the hypotheses needed for the research, they are tested and consequently, examined for 

the presence of certain outcome (Robson, 2002). Finally, the received outcome will either 

confirm or reject deducted hypotheses, which could lead to the modification of the theory 

(Robson, 2002). Consequently, it could be said that deductive approach enables 

researchers to have controls over the testing of the hypotheses, which results in the need 

of quantitative data. Finally, deductive approach also results in the generalisation of the 

findings. As Saunders et al. (2009) noted that a large sample size is required for the 

generalization of the study. To sum up, it could be said that the presence of these 

characteristics supports the adoption of deductive approach and thus, leads the paper to 

the adoption of quantitative research method. 

 

 

After the discussion of the research philosophy and the research approach, next stage is 

the adoption of the suitable research design. This process involves two steps, first is 

deciding between the quantitative, qualitative or mixed research methods. Second step, 

entails the adoption of research purpose, which can be an exploratory, descriptive or 

explanatory (Saunders et al., 2009). 

 

The purpose of the research is to examine the relationships between variables, namely 

between perceived behavioural control, subjective norms, service quality, website factors, 

product variety, price and attitude towards the Chinese web shops. Due to the adoption 

of deductive approach, the decision regarding the research method falls under the 

quantitative one. 
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Furthermore, to the presence of substantial research on the attitude towards the Chinese 

web shops in different settings, this paper adopted quantitative research method in order 

to apply the gathered knowledge from the previous literature and apply it to other target 

group. Thus, the quantitative method seems suitable due to the possibility of conducting 

surveys, which will result in a large sample size (Saunders, et al., 2009). Moreover, 

chosen research method enables this paper to statistically test the hypotheses, due to the 

presence of numerical data. This is considered an important part, as it will result in either 

confirmation or rejection of the deducted hypotheses. 

 

The research purpose was chosen to be explanatory, which enables this paper to examine 

the relationship between variables (Saunders, et al., 2009). In addition, explanatory study 

gives a possibility to have clearer views on the relationship between variables and 

consequently see the direction of it as well as the strength of it. Thus, it could be said that 

this paper adopted quantitative research method with an explanatory purpose.  

 

 

The usage of self-completion online survey as a data collection method was motivated by 

several factors. First, since the aim of the study is to investigate the link between two 

variables and consequently, generalize the results for the future use, a large sample is 

needed. One of the advantages of online survey is the possibility of reaching a large 

amount of respondents in a short period of time (Zikmund & Babin, 2016). Second, with 

the target group of the study being European students, online survey is considered to be 

efficient, since it is possible to reach students from other European countries far from 

Sweden. Third, as it was mentioned earlier, the resources of the research are very limited, 

thus the usage of online survey is very suitable, since it is inexpensive (Adams & Brace, 

2006). Fourth, self-completed survey results in obtaining a standardised data, which is 

easy to analyse with statistical tools. Thus, the possibility of automated transfer of 

gathered data to the statistical software is considered to be a significant advantage for this 

study. Saunders, Thornhill and Lewis (2009) noted that this option is time efficient and 

significantly decreases the risk of input-errors.  
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A questionnaire with thirty questions was developed. One of the important factors, which 

influenced the rate of responses, is the importance and seriousness of the topic. To ensure 

the truthfulness of the responses, the name of the university as well as the purpose of the 

study were mentioned in the beginning of the questionnaire. In addition, simple English 

language was used to position the question as clear as possible. The platform, which is 

used for the distribution of the self-completion questionnaire, was qualtrics.com. The 

choice of this online platform enabled researchers to transfer obtained data to the 

statistical software SPSS and further analyse it. 

 

Moreover, as the goal of the questionnaire (see table 3) is to gather accurate responses, 

the length of it is considered to be crucial (Adams & Brace, 2006). The questionnaire was 

divided into three sections. First section included the questions, which were used as a 

mean to narrow down the target group, which was European students. Second section 

consisted of questions, which measured the attitude towards the Chinese web shops. The 

placement of the questions, which were measuring the attitude towards the Chinese web 

shops, as the second section was motivated by the fact, that it will not be affected by the 

questions, which were uncovering different factors of the Chinese web shops. Third part 

measured perceived behavioural control, subjective norms, service quality, website 

factors, product variety and price. 

 

Measured Constructs 

Demographics 

Attitude 

Perceived Behavioural Control 

Subjective Norms 

Service Quality 

Website Factors 

Product Variety 

Price 

 

Table 3: Measured Constructs 
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The majority of questions, apart from the demographic section, were created with an 

intention to fit the seven point Likert scale, where 1 meant strongly agree and 7 meant 

strongly disagree. As the target group was narrowed down to students, who happened to 

be from Generation Y from European origin, the age of respondents could not be lower 

than 18. 

 

 

For this study, the target sample is represented by European students. As it was noted by 

Eurostat (2017-a), individuals with higher education or who are pursuing a degree are 

found to be regular internet users. Moreover, according to Smith (2015), Gen Y is found 

to spend more money online than any other age group, which made them highly attractive 

subjects for the research. Since the purpose of the study is to investigate and explain the 

relationship between factors, which were mentioned above and attitude towards the 

Chinese online web shops, European students are found to be a good target sample for 

this study. 

 

The sample for this research was chosen by non-probability convenience sampling 

(Zikmund & Babin, 2016), since the self-completion questionnaire has been sent to the 

social surrounding of researchers. Nevertheless, as a mean to gain representative 

responses, the questionnaire was sent to the respondents from various part of Europe. 

Despite the fact that convenience sample was used, Saunders, Thornhill and Lewis (2009) 

argues that data received from the questionnaire can be generalized. 

 

 

When defining different variables of this study, perceived behavioural control, subjective 

norms, service quality, website factors, product variety and price are independent 

variables. The dependent variable, on the other hand, is attitude. Since the dependent 

variable was measured, they were not manipulated, but affected by the independent 

variables. Consequently, this paper is examining the correlation between these variables, 
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using the quantitative data, which was obtained by the survey. This direction resulted in 

identification of trends and patterns in the data, which explained the attitude towards the 

Chinese web shops. 

 

As mentioned above, researchers used the online platform qualtrics.com as a mean to 

collect the necessary data, which was then transferred to the statistical software SPSS and 

then further analysed. 

 

Several tests were conducted to analyse the obtained data. First, to check the missing 

values, means and standard deviations frequency analysis was conducted. Afterwards, the 

reliability test was conducted to ensure the reliability of the measurement scales. 

Consequently, correlation analysis was conducted for the researchers to examine the 

strengths and direction of the relationships between the variables. In addition, regression 

analysis, which is based on correlation, provided a deeper insight into the relationships 

between variables (Pallant, 2005). 

 

 

Taking into the consideration ethical considerations, data, which was gathered with the 

help of self-completion questionnaires and was used for the analysis for this study, has 

been treated confidentially. All respondents have been and will stay protected. Moreover, 

all the data collected was used only for the research purposes and will not be revealed to 

any third party. 
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4 Findings and Discussion 

First, this chapter will discuss the analysis of the findings, which includes the frequency 

analysis of variables and total constructs, the correlation analysis of dependent and 

independent variables, as well as the regression analysis of variables, which will then lead 

to the falsification or confirmation of the hypotheses. Second, next to the statistical 

outcomes also theoretical background will be discussed for the interpretation of the 

results. 

 

In total, 235 responses were collected through the distribution of the online questionnaire 

with the help of social media platforms and email. The aim of the paper was to examine 

the opinions of respondents, who have previous experience with dealing with Chinese 

web shops. Consequently, the group of responses, which had all the required 

qualifications, was substantially smaller, resulting in 123 responses being taken for the 

further analysis. 

 

The questionnaire was built in a specific way, which would allow us to narrow down the 

target group during the completion of the questionnaire. Thus, the respondents, who were 

part of our target group, were European students, who have previous experience with 

Chinese web shops. It could be found that there were 56 male respondents resulting in 

45.5 percent and 67 female respondents resulting in 54.5 percent (see figure 5; appendix 

2).  

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 5: The percentage of males and females in the respondent group 

Males Females
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As a way to check for the presence of missing values as well as for means and standard 

deviations, frequency analyses were conducted for all items, which were present in the 

questionnaire. It was found that there were no missing values and means showed no 

unusual values. Moreover, it could be seen that standard deviations, in most cases were 

spread from 1.0 value to 1.7 on a 7-point Likert scale (Pallant, 2005). This shows that 

respondents agreed on the similar opinion regarding the statements about the Chinese web 

shops. 

 

 

From table 4, it could be seen that in most of the cases, mean values of the items were 

lower than the value of 4.0. This included: 

• The accuracy of the information displayed on the Chinese web shops (service1); 

• The possibility of getting products as described on the Chinese web shops 

(service3); 

• The possibility of getting fast personalized customer service, when purchasing 

products from the Chinese web shops (service4); 

• The feeling of security when sending personal information, when purchasing 

products from the Chinese web shops (service5); 

• The feeling of security when sending financial information, when purchasing 

products from the Chinese web shops (service6). 

This finding could be explained as most respondents somewhat agreed on the fact that 

Chinese web shops have somewhat good service fulfilment, including customers’ trust.  

Nevertheless, the mean of 4.07 for the item, which was measuring how easily customers 

can judge the quality of the products, which are displayed on the Chinese web shops 

(service2), showed that respondents were divided into two groups. According to the 

cumulative percentages, which was obtained through SPSS, precisely 48% agreed on the 

fact that it is easy to judge the quality of the products, which are displayed on the Chinese 

web shops, while 46.3% noted that it is not easy for them (see appendix 2). 
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In addition, it could be found that the standard deviations of all variables were spread on 

average 1.6 point around the mean. This showed that individual opinions did not differ 

significantly on the presented statements regarding the service quality of the Chinese web 

shops and their responses were concentrated around the mean value. 

 

Table 4: Frequency analysis of service quality items. 

 

Consequently, the frequency analysis for the whole construct, which measured the service 

quality, was conducted. From the table 11, it could be seen that the mean value for the 

mean of the items, which were measuring service quality, was found to be 3.76. It shows 

that respondents find service quality of Chinese web shops somewhat good, but there is 

also a significant group (40.7%), which did not support the statements (see appendix 2). 

Standard deviation is 1.236, showing that answers were spread around 1.2 point around 

the mean of the variable. 

 

 

From table 5, it could be found that in all cases mean value was below four. All of four 

items have the mean value spread around the 3 point value, which shows that respondents 

somewhat agreed on the fact that Chinese web shops offer somewhat good website 

features.  

 

The standard deviations of the items showed that the responses of individuals were spread 

on average 1.2 point around the mean, resulting in the similar opinion regarding the 

present website factors of the Chinese web shops. These include: 

 

 

Service1 

information 

accuracy 

Service2 

product 

quality 

Service3 

product 

accuracy 

Service4 

customer 

service 

Service5 

personal 

information 

Service6 

payment 

security 

N Valid 123 123 123 123 123 123 

Missing 0 0 0 0 0 0 

Mean 3,70 4,07 3,64 3,78 3,55 3,84 

Std. Deviation 1,487 1,675 1,409 1,627 1,585 1,549 

Minimum 2 1 1 1 1 1 

Maximum 7 7 7 7 7 7 
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• SD = 1.244 responded for the ease of navigation on the Chinese web shops 

(website1); 

• SD = 1.178 responded for the working status of links on the Chinese web shops 

(website2); 

• SD = 1.228 responded for the efficiency of the landing page of the Chinese web 

shops (website3).  

However, the standard deviation of the item, which measured the presence of detailed 

information on the Chinese web shops (website4 content), showed that the responses 

varied. More precisely, according to the cumulative percentage, 64% of responses agreed 

to the statement, while 30.1% disagreed, this difference resulted in relatively high 

standard deviation, which then resulted in the difference in opinions (see appendix 2). 

 

 

Website1  

navigation 

Website2  

links 

Website3 

landing page 

Website4 

 content 

N Valid 123 123 123 123 

Missing 0 0 0 0 

Mean 3,04 2,92 3,20 3,41 

Std. Deviation 1,244 1,178 1,228 1,448 

Minimum 1 1 1 1 

Maximum 7 7 6 7 

 

Table 5: Frequency analysis of website factors. 

 

In addition, the frequency analysis for the whole construct was conducted. From table 11, 

it could be found that the mean value for the mean of items, which were measuring 

website factors, is 3.14. It shows that respondents consider Chinese web shops to have 

good website functionality. Standard deviation is 1.059, which shows that the responses 

were spread on average 1.1 point around the mean. 

 

From table 6, it could be seen that the mean values of all items are below four, which 

shows that all respondents supported the statements. Moreover, in all three items, 

majority of respondents picked “agree”, which resulted in the average of 90% of 

respondents supporting all three statements (see appendix 2): 
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• Online shopping on Chinese web shops allows me to have wider choices 

(ProductVar1); 

• Most of the products that I need, could be found on Chinese web shops 

(ProductVar2); 

• I can purchase products from Chinese web shops, which are not available on 

other web shops (ProductVar3). 

The standard deviations of two items were around one point value (1.094 and 1.033), and 

one item was below 1 point value (0.867). These standard deviations perfectly explain 

the major support of all three items. 

 

 

ProductVar1 

wide choice 

ProductVar2 

 needed products 

ProductVar3 

 unique items 

N Valid 123 123 123 

Missing 0 0 0 

Mean 2,11 2,35 2,36 

Std. Deviation ,867 1,094 1,033 

Minimum 1 1 1 

Maximum 5 6 6 

 

Table 6: The frequency analysis of product variety. 

 

In the table 11, frequency analysis for the total construct, which measure product variety, 

could be found. With the mean value of 2.27 for the mean of items, which were measuring 

product variety on the Chinese web shops, it could be said that respondents supported the 

statements. Standard deviation was found to be 0.773, which shows that answers were 

concentrated around “strongly agree” and “agree” options. 

 

From table 7, it could be seen that the majority of mean values for all items are below 

four, which show that the responses of individuals supported the statements regarding the 

prices on the Chinese web shops. These statements include: 

• I tend to buy the lowest priced products from Chinese web shops (Price1); 

• When purchasing products from Chinese web shops, I tend to look for discounted 

products (Price2); 
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• I am willing to make an extra effort to find a low priced product from Chinese 

web shops (Price3); 

• I will change my purchasing plans in order to take advantage of lower priced 

products from Chinese web shops (Price4). 

By looking at the standard deviations of these items, it could be seen that the majority of 

respondents choose the options from “somewhat agree” to “strongly agree”, resulting in 

average of 75% of respondents supporting these statements. These included the influence 

of low prices, discounted products on the attitude of the respondents, as well as 

willingness to put extra effort to look for low priced or discounted products. 

 

 

Price1 

buying the 

lowest priced 

products 

Price2 

 looking for 

discounted 

products 

Price3 

effort to look 

for low priced 

products 

Price4 

willingness to 

change plans 

for the price 

N Valid 123 123 123 123 

Missing 0 0 0 0 

Mean 2,24 2,40 2,72 2,86 

Std. Deviation 1,089 1,165 1,314 1,393 

Minimum 1 1 1 1 

Maximum 6 7 7 7 

 

Table 7: The frequency analysis of price. 

 

From the table 11, it could be seen that the mean value for the mean of items, which were 

measuring the price, was found to be 2.56, which is below 4, which results in majority of 

respondents supporting the statements. Standard deviation is 0.925, which shows that 

responses were spread on average less than 1 point around the mean. 

 

Perceived behavioural control items, consisted of ease of use and past experience items. 

The mean values of these three items, namely past experience items, were below the value 

of four, resulting in respondents supporting the statements, which are: 

• Past experience with online shopping in general makes it easier for me to purchase 

from Chinese web shops (PBC3); 
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• Past experience with online payments makes it easier for me to purchase from 

Chinese web shops (PBC4); 

• Past experience with online delivery makes it easier for me to purchase from 

Chinese web shops (PBC5). 

 

Consequently, it could be said that respondents found past experience with online 

shopping in general, online payments, and online delivery overall useful when dealing 

with Chinese web shops.  

 

The standard deviations of items were found to be lower than 1-point value in the 

statements about past experience with online shopping and online payments and slightly 

higher in the case of online delivery (1.065). This resulted in the 91.1% of responses 

supporting the third item (PBC3), the 85.4% of responses supporting the fourth item 

(PBC4), and the 81.3% of responses supporting the fifth item (PBC5) (see appendix 2). 

Mean values of ease of use items were also found to be below four, resulting in 

respondents supporting the statements that Chinese web shops offer easy navigation. 

These included the support of the easy navigation system on the Chinese web shops, as 

well as the usability and work status of the links on the Chinese web shops. Standard 

deviations were found to be spread on average 1.2 point around the mean values, meaning 

that the majority of the respondents shared the same opinion regarding the questions, 

which measured the ease of use of the Chinese web shops. 

 

 

PBC1 

 ease of use1 

PBC2 

 ease of use2 

PBC3  

past 

experience/ 

online 

shopping 

PBC4  

past 

experience/ 

online 

payments 

PBC5 

 past 

experience/onlin

e delivery 

N Valid 123 123 123 123 123 

Missing 0 0 0 0 0 

Mean 3,20 3,04 2,41 2,54 2,64 

Std. Deviation 1,228 1,244 ,904 ,943 1,065 

Minimum 1 1 1 1 1 

Maximum 6 7 5 5 5 

 

Table 8: The frequency analysis of perceived behavioural control. 
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According to the table 11, with the mean value of 2.7675, it could be said that perceived 

behavioural control was found to be important factor, which influences the purchase 

journey of respondents. The standard deviation is 0.750, which shows that the responses 

of individuals were spread on average less than 1 point around the mean. 

 

According to the table 9, it could be seen that all mean values are below four, which 

show that subjective norms, namely social media recommendations, the presence of 

reviews, the quantity of reviews, as well as the influence of family and friends have an 

impact on the attitude of respondents. 

 

By taking a look on standard deviations, it could be said that in two cases (the presence 

of reviews and their quantity) the responses were spread on average around 1 point around 

the mean. These standard deviations could be interpreted as the major support of the 

statements, meaning that respondents found reviews and their quantity very important for 

the Chinese web shops. However, the standard deviation of social media 

recommendations item is found to be quite high (1.594), compared to the reviews (0.979) 

and their quantity (1.024). This could be explained as the indecisiveness of the extent to 

which social media recommendations affect respondents, when dealing with the Chinese 

web shops. Same indecisiveness could be found in the influence of family and friends 

item, with the standard deviation of 1.434.  

 

 

SubN1 

sm recommendations 

SubN2 

reviews 

SubN3 

quantity of 

reviews 

SubN4 

family and 

friends 

N Valid 123 123 123 123 

Missing 0 0 0 0 

Mean 3,18 2,02 1,98 2,63 

Std. Deviation 1,594 ,979 1,024 1,434 

Minimum 1 1 1 1 

Maximum 7 5 6 7 

 

Table 9: The frequency analysis of subjective norms. 

 

From the table 11, it could be seen that the mean value of 2.453 was found to support the 

statements that subjective norms, namely social media recommendations, reviews and 
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their quantity, as well as family and friends influence the purchase journey of respondents, 

while dealing with the Chinese web shops. Standard deviation is 0.9095, which shows 

that the responses were spread on average less than 1 point around the mean. 

 

According to the table 10, the mean values of the items in some cases were higher than 

four, which showed that respondents did not support some of the statements.  These 

included: 

• The possibility of providing status to the individuals, who purchase goods from 

the Chinese web shops (attitude2); 

• The reputation of the Chinese web shops (attitude3); 

• The reliability of the Chinese web shops (attitude4);  

• The products, which are sold on the Chinese web shops, are durable (attitude5); 

• The products, which are sold on the Chinese web shops, have a superior quality 

(attitude6).  

Nevertheless, some items were found to have mean values below four. Resulting in 

respondents supporting certain statements. These are: 

• Chinese web shops have attractive look (attitude1);  

• Chinese web shops have a wide variety of products (attitude7);  

• Chinese web shops have products, which are not available in other web shops 

(attitude8); 

• Chinese web shops have low priced products (attitude9); 

• The presence of social media recommendations of the Chinese web shops affect 

my purchase decision (attitude10);  

• The presence of review about the Chinese web shops, affect my purchase decision 

(attitude11). 

By looking at the standard deviations of items, it could be said that the responses of 

individuals in most of the cases were spread on average 1.5 point around the mean. These, 

resulted in the different extent of influence of each variable on the attitude of respondents, 

making them choose options between “somewhat disagree” to “strongly disagree” (see 

appendix 2). However, for some of the items, standard deviations were found to be below 
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1 point or close to it (attitude7, attitude8, and attitude9, attitude11). In these cases, 

majority of respondents agreed on the same options regarding posed statements. 

 

Consequently, it could be observed that on average respondents were found to have split 

opinion regarding the attitude towards the Chinese web shops.  

 

 

Attitud

e1 

attracti

veness 

Attitud

e 

2 

 

status 

Attitud

e3 

reputati

on 

Attitud

e4 

 

reliabili

ty 

Attitud

e 

5 

durabili

ty 

Attitu

de 6 

 

qualit

y 

Attitud

e7 

Wide 

choices 

Attitu

de8 

 

uniqu

e 

Attitu

de9 

low 

prices 

Attitu

de10 

recom

mend

ations 

Attitu

de11 

revie

ws 

N Valid 123 123 123 123 123 123 123 123 123 123 123 

Missi

ng 
0 0 0 0 0 0 0 0 0 0 0 

Mean 3,46 4,64 4,96 4,80 4,89 5,21 2,11 2,36 2,24 3,18 2,02 

Std. 

Deviation 
1,410 1,532 1,381 1,476 1,415 1,416 ,867 1,033 1,089 1,594 ,979 

Minimum 1 1 2 2 2 2 1 1 1 1 1 

Maximum 7 7 7 7 7 7 5 6 6 7 5 

 

Table 10: The frequency analysis for attitude towards Chinese web shops. 

 

From the table 11, with the frequency analysis for the whole construct, it could be seen 

that the mean value of the items, which were measuring the general attitude towards the 

Chinese websites, was found to be 3.6245. This shows, that the statements were partially 

supported, resulting in respondents having rather indecisive attitude towards the Chinese 

web shops. Standard deviation is 0.71912, which shows that the responses of individuals 

were spread on average below 1 point around the mean. 

 

After measuring the frequencies for each items, the frequency analysis for means of each 

variables was conducted. According to table 11, it could be found that Chinese website 

have the best offer in product variety (M= 2.2710, SD= 0.773) and price (M= 2.5569, 

SD= 0.925). While perceived behaviour control (M= 2.7675, SD= 0.750), and subjective 

norms (M= 2.453, SD= 0.9095) are considered to affect the purchase journey of 

respondents the most.  
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Moreover, it could be also seen that values of kurtosis, in all cases, are kept in the range 

from -2 to 2, meaning that there is normal distribution (Gravetter, & Wallnau, 2014). 

 

 

 ServQ_T Website_T ProductV_T Price_T PBC_T SubN_T Attitude_T 

N Valid 123 123 123 123 123 123 123 

Missing 0 0 0 0 0 0 0 

Mean 3,7642 3,1423 2,2710 2,5569 2,7675 2,4533 3,6245 

Median 3,6667 3,0000 2,0000 2,5000 2,6000 2,2500 3,7273 

Mode 3,00 2,00 2,00 2,00 2,40 2,00 3,82 

Std. Deviation 1,23565 1,05973 ,77336 ,92540 ,75025 ,90951 ,71912 

Skewness ,247 ,935 ,447 ,841 ,472 ,798 -,282 

Std. Error of 

Skewness 
,218 ,218 ,218 ,218 ,218 ,218 ,218 

Kurtosis -1,049 ,309 ,267 1,275 -,153 ,221 -,535 

Std. Error of 

Kurtosis 
,433 ,433 ,433 ,433 ,433 ,433 ,433 

Minimum 1,50 1,50 1,00 1,00 1,20 1,00 2,00 

Maximum 6,50 6,00 5,00 5,75 5,00 5,00 5,09 

Table 11: The frequency analysis of constructs’ means. 

 

The reliability of measuring scales, which were used to measure service quality, website 

factors, product variety, price, perceived behavioural control, subjective norms and 

attitude, have been expressed through the value of Cronbach alpha. 

Constructs Cronbach alpha Final N of items 

Service quality 0.882 6 

Website factors 0.848 4 

Product variety 0.660 3 

Price 0.729 4 

Perceived behavioural control 0.726 5 

Subjective norms 0.668 4 

Attitude 0.767 11 

Table 12: The reliability of measurement scales 
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From table 12, it could be seen that all scales were found to have Cronbach alpha higher 

than 0.6, which means that all scales are reliable and could be used for the further analysis 

(Petrick & Backman, 2002). Moreover, Cronbach alpha was found to be higher than 0.8 

in the cases of measuring scales, which responded for service quality (0.882) and website 

factors (0.848). This shows that these scales have high internal consistency and 

consequently could be said that consistent result could be expected with the same 

questions at different time and under different circumstances (e.g. sample groups) 

(Saunders, et al., 2009). In addition, measuring scales of the price, perceived behavioural 

control, as well as attitude are found to have Cronbach alpha higher than 0.7, resulting in 

good internal consistency and meaning that the scale items measured the same construct. 

As for the product variety and subjective norms scales, the Cronbach alpha was higher 

than 0.6 in both cases, which is considered to be a reliable value. No items were removed, 

thus, all of them can be used for the further analysis. 

 

 

In order to test the hypotheses in this paper, a correlation analysis and a regression 

analysis were conducted. In addition, the values of the Pearson Correlation as well as R 

Squared (R2) are mentioned and explained. 

 

 

The adoption of correlation analysis enables researchers to describe the strength and 

direction of the relationship between two variables (Pallant, 2005).  This paper is taking 

Pearson correlation coefficient as an indicator of the presence of correlation. 

Consequently, the expected values of the tests are expected to be from -1 to +1 (Pallant, 

2005). Obtained values are able to show certain correlation. First, positive correlation, 

which shows that if one variable increases, second variable will increase too. Second, 

negative correlation, which states that if one variable increases, other variable decreases 

(Pallant, 2005).  Lastly, if obtained value is zero, then it shows that there is no relationship 

between two variables.  
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Consequently, it could be said that by using correlation analysis in this paper, researchers 

will be able to indicate the strength of the relationship between Chinese web shops factors 

and individuals attitude towards the Chinese web shops. In addition, correlation analysis 

will also show the direction of the relationships, which will explain what Chinese web 

shops need to do in order to improve the attitude of individuals towards the Chinese web 

shops. 

 

 

Correlation analysis for the perceived behavioural control and attitude was conducted. 

From table 13, it could be seen that positive correlation could be found between attitude 

and perceived behavioural control variables. With the Pearson correlation coefficient 

being 0.492, it could be said that moderate correlation is present. This shows that high-

perceived behavioural control of the respondents will result in higher attitude toward the 

Chinese web shops.  

 

Consequently, it could be concluded that significant (p<0.05) positive moderate 

correlation between attitude and perceived behavioural control variables supports 

hypothesis (H1) regarding the influence of perceived behavioural control on the attitude 

of respondents. Positive correlation of the perceived behavioural control and the attitude 

towards Chinese web shops is found to be consistent with finding of the previous studies 

(Giantari, at al., 2013; Jin & Kang, 2011), which noted that both ease of use of the website 

as well as the past experience with online shopping positively influence the attitude 

towards the foreign web shops.  

 

H1: There is a positive relationship between perceived behavioural control and the 

attitude towards Chinese online shops. 
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 Attitude_T PBC_T 

Attitude_T Pearson Correlation 1 ,492** 

Sig. (2-tailed)  ,000 

N 123 123 

PBC_T Pearson Correlation ,492** 1 

Sig. (2-tailed) ,000  

N 123 123 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

Table 13: Correlation analysis for perceived behavioural control and attitude 

 

 

Correlation analysis for subjective norms and attitude variables was performed. 

According to the table 14, it could be seen that the correlation coefficient of 0.278 is found 

to be small, but significant, resulting in the presence of positive relationship between 

subjective norms and attitude. Consequently, it could be said that with significant 

(p<0.05) Pearson correlation coefficient of 0.278, the hypothesis (H2) regarding the effect 

of subjective norms on the attitude of respondents is supported. Thus, it could be said that 

since the total construct of subjective norms measured two groups of influence, namely 

peer influence (friends and family) as well as external influence (social media, reviews), 

these two groups were found to have positive influence on the attitude towards Chinese 

web shops. These findings support the results of previous studies, which highlighted the 

importance of subjective norms influence on the formation of the attitude towards the 

web shops (Clemes, et al., 2014; Javadi, et al., 2012).  

 

H2: There is a positive relationship between subjective norms and the attitude towards 

Chinese online shops. 
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 Attitude_T SubN_T 

Attitude_T Pearson Correlation 1 ,278** 

Sig. (2-tailed)  ,002 

N 123 123 

SubN_T Pearson Correlation ,278** 1 

Sig. (2-tailed) ,002  

N 123 123 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

Table 14: Correlation analysis for subjective norms and attitude 

 

 

A correlation analysis for the dependent variable attitude together with independent 

variable service quality (ServQ_T) was conducted. From table 15, it could be seen that 

all values were above zero, which showed that there was a positive relationship between 

variables. In addition, moderate positive correlation between attitude and service quality 

could be found (0.458). 

 

Consequently, it could be said that moderately positive correlation between these variable 

confirmed the hypothesis, as it was significant at a 0.01 level (2-tailed). Pallant (2005) 

stated that correlation between variables is significant under 0.05 level.  Thus, the 

hypotheses regarding the service quality (H3 and H3a) were confirmed with a moderate 

correlation of 0.458.  

 

These results showed the same positive relationship between service quality and attitude 

variables, as previous studies, which stressed out that service functionality is found to be 

the key influencer of consumers’ attitude towards web shops (Cenfetelli, et al., 2008; Park 

& Smith, 2009). Service quality construct measured both service fulfilment as well as the 

consumer’s trust when dealing with the Chinese web shops, thus it could be said that with 

the significant positive correlation, consumer’s trust is found to have a positive effect on 

the attitude towards the Chinese web shops. This finding is consistent with the previous 

research, which noted that the security of personal details as well as the possibility of 
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having secure financial transaction have a significant influence on the attitude towards 

the web shops (Ray, et al., 2011). 

 

H3: There is a positive relationship between service fulfilment and the attitude towards 

the Chinese web shops. 

H3a: There is a positive relationship between customer trust and the attitude towards the 

Chinese web shops. 

 

 ServQ_T Attitude_T 

ServQ_T Pearson Correlation 1 ,458** 

Sig. (2-tailed)  ,000 

N 123 123 

Attitude_T Pearson Correlation ,458** 1 

Sig. (2-tailed) ,000  

N 123 123 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

Table 15: Correlation analysis for attitude and service quality 

 

 

The correlation analysis, for attitude as the dependent variables and website factors as 

independent variables, was performed. According to table 16, it could be found that there 

is a positive correlation between attitude and website factors variables. In addition, it 

could be said that there is moderate correlation (Pallant, 2005), since the Pearson 

correlation coefficient is 0.469.   

 

H4: There is a positive relationship between website functionality and the attitude 

towards the Chinese web shops.  
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 Attitude_T Website_T 

Attitude_T Pearson Correlation 1 ,469** 

Sig. (2-tailed)  ,000 

N 123 123 

Website_T Pearson Correlation ,469** 1 

Sig. (2-tailed) ,000  

N 123 123 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

 Table 16: Correlation analysis for attitude and website factors 

 

Consequently, it could be said that the presence of moderate positive correlation between 

attitude and website factors (Pearson correlation coefficient 0.469, p < 0.05) supports the 

fourth hypothesis. The presence of significant positive correlation between website 

factors and attitude variables is found to support the results of previous studies, which 

noted that website factors influence customer satisfaction, which in return affects the 

attitude towards the web shops (Bhattacharya and Sen, 2003; Dholakia and Rego, 1998; 

Tsang, et al., 2010).  

 

 

According to the table 17, it could be found that the Pearson correlation coefficient is 

0.333, which is considered to show moderate positive correlation. Consequently, it could 

be said that the hypothesis regarding the influence of product variety on the attitude (H5) 

can be supported with the significant (p<0.05) moderate positive correlation of 0.333  

 

H5: There is a positive relationship between a product variety and the attitude towards 

the Chinese web shops. 

 

Obtained results, which showed the positive relationships between product variety and 

attitude towards the Chinese web shops, are found to support the findings of previous 

researchers, who stated that greater product variety leads to the increased satisfaction and 

positively influence the attitude towards the web shops (Kahn, 1998; Mogilner, et al., 

2008; Reibstein, Youngblood, and Fromkin, 1975).  
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 Attitude_T ProductV_T 

Attitude_T Pearson Correlation 1 ,333** 

Sig. (2-tailed)  ,000 

N 123 123 

ProductV_T Pearson Correlation ,333** 1 

Sig. (2-tailed) ,000  

N 123 123 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

Table 17: Correlation analysis for attitude and product variety. 

 

Correlation analysis for price and attitude variables was performed. By looking at the 

table 18, it could be found that the correlation coefficient between price and attitude 

variables is 0.393, which results in the presence of positive moderate correlation. Thus, 

with a significant (p<0.05) positive moderate correlation, hypothesis H6 is supported. 

 

H6: There is positive relationship between low prices and the attitude towards the 

Chinese web shops.  

 

The presence of positive correlation between price and attitude variables, supported the 

statement that low prices positively affect attitude towards the Chinese web shops, and 

supported the findings of previous researches, which found that online shoppers form 

their attitude towards web shop basing on the prices of them (Hamilton & Chernev, 2013). 

 

 Attitude_T Price_T 

Attitude_T Pearson Correlation 1 ,393** 

Sig. (2-tailed)  ,000 

N 123 123 

Price_T Pearson Correlation ,393** 1 

Sig. (2-tailed) ,000  

N 123 123 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

Table 18: Correlation analysis for attitude and price 
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The adoption of linear regression analysis enables researchers to explain how certain 

variable is able to predict a particular outcome (Pallant, 2005).  In this paper the presence 

of linear regression analysis will show how well Chinese web shop factors explain the 

attitude of individuals towards the Chinese web shops.  

 

The linear regression analysis was performed six times.  

• First, the correlation between perceived behavioural control (PBC_T) as 

independent variable and attitude (Attitude_T) as dependent variables was 

analysed.  

• Second, the correlation between subjective norms (SubN_T) as independent 

variables and attitude (Attitude_T) as dependent variables was analysed.  

• Third, the multiple regression analysis was performed to analyse correlations 

between service quality (service fulfilment - ServQ_T1) and service quality 

(customers’ trust – ServQ_T2) as an independent variables and attitude 

(Attitude_T) a dependent variables were analysed.  

• Fourth, the correlation between website factors (Website_T) as independent 

variable and attitude (Attitude_T) as dependent variable was analysed.  

• Fifth, the correlation between the independent variable product variety 

(ProductV_T) and dependent variable attitude (Attitude_T) was conducted.  

• Sixth, the correlation analysis between price (Price_T) as independent variable 

and attitude (Attitude_T) as dependent variables was performed.  

 

 

The regression analysis with the perceived behavioural control as an independent variable 

and attitude as a dependent variable was conducted. According to table 19, the R2 value 

is found to be 0.242. Thus, it could be said that perceived behaviour control affects 24.2% 

of the attitude of respondents. 
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Model R R Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

Change Statistics 

R Square 

Change F Change df1 df2 Sig. F Change 

1 ,492a ,242 ,235 ,62884 ,242 38,546 1 121 ,000 

a. Predictors: (Constant), PBC_T 

b. Dependent Variable: Attitude_T 

 

Table 19: R2 of perceived behavioural control 

 

With the significant (p<0.05) beta value of 0.471, it could be said that this finding is 

consistent with moderate positive correlation coefficient between perceived behavioural 

control variable and attitude variable (Table 19a). Consequently, it could be noted that 

the hypothesis 1 is supported. 

 

This result supported the assumptions of researchers regarding the positive relationship 

between perceived behavioural control and attitude towards the Chinese web shops. 

According to the previous researches (Hong-Bumm, et al., 2009; Jihyun & Park, 2005), 

two important parts of the perceived behavioural control affect the attitude towards the 

web shops. These are past experience with the online shopping in general, as well as the 

ease of use of the website (Hong-Bumm, et al., 2009; Jihyun & Park, 2005).  

 

In addition, in the questions, which were measuring the influence of past experience with 

online shopping on the experience with dealing with the Chinese web shops, majority of 

respondents choose the options between somewhat agree to strongly agree. The same 

results were obtained from the questions, which were measuring the influence of ease of 

use of the website. Majority agreed on the statements that both navigation of the websites 

as well as their links have good working status and thus, positively influence the attitude 

towards the Chinese web shops. 

 

Consequently, basing on the results of the correlation, which was found to be positive 

with the moderate strength between the variables, as well as the significant value of R2, 

it could be said that the finding is consistent with the previous results and indeed have a 

positive influence on the attitude of European students towards the Chinese web shops. 
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Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 2,321 ,218  10,668 ,000 

PBC_T ,471 ,076 ,492 6,209 ,000 

a. Dependent Variable: Attitude_T 

 

Table 19a: Beta values and significance 

 

Regarding the normal probability plot, it could be seen from graph 1, that there is a fairly 

straight line from the left bottom corner to the upper right corner. Thus, it could be said 

that there were no major deviations from normality. 

 

 

 

From the graph 2, it could be seen that on the scatterplot of standardized residuals, the 

dots were rectangularly spread, with some cases being concentrated in the centre. Since 

no cases, which were more than 3.3. and -3.3 were shown, no further action was taken. 

 

 

The regression analysis with subjective norms as independent variables and attitude as 

dependent variables was performed. By looking at table 20, it could be seen that the R2 

value is 0.077. This shows that subjective norms influence 7.7% of attitude of 

respondents.  
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Model R R 

Square 

Adjusted 

R Square 

Std. Error 

of the 

Estimate 

Change Statistics 

R Square 

Change 

F 

Change 

df1 df2 Sig. F 

Change 

1 ,278a ,077 ,070 ,69356 ,077 10,157 1 121 ,002 

a. Predictors: (Constant), SubN_T 

b. Dependent Variable: Attitude_T 

 

Table 20: R2 of subjective norms 

 

The significant (p<0.05) beta value of 0.220 is consistent with the findings of correlations 

analysis. Thus, it could be said that null hypothesis is rejected. The hypothesis 2 is 

supported.  

 

This finding is found to be consistent with the previous literature, which stressed out that 

peer influence as well as external influence have a significant effect on the individuals 

decision regarding the online shopping (Javadi, et al, 2012; Lin, 2007). The obtained 

result, supported those findings by indicating that majority of the respondents choose 

options between somewhat agree and strongly agree regarding the questions about the 

influence of social media, presence of reviews as well as family and friends on their 

purchase journey on the Chinese web shops. 

 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 3,085 ,181  17,085 ,000 

SubN_T ,220 ,069 ,278 3,187 ,002 

a. Dependent Variable: Attitude_T 

 

Table 20a: Beta values and significance 

The normal probability plot shows a straight line with slight deviations (Graph 3). Thus, 

it could be said that no major deviations from normality are observed. 
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The scatterplot of the standardized residuals showed that the dots were rectangularly 

distributed, with the several cases being concentrated near the centre (Graph 4). Since the 

scatterplot did not show any cases, which were more than 3.3 and -3.3, no further action 

was taken. 

 

 

Since service quality items measured the influence of service fulfilment and the trust of 

customers, two independent variables ServQ_T1 (service fulfilment) and ServQ_T2 (trust 

of customers) were used. From table 21, it could be seen that the R2 value of service 

quality variables is 0.212. It shows that service quality variables affect the 21.2% of the 

attitude of respondents.  

 

Model R R Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

Change Statistics 

R Square 

Change F Change df1 df2 Sig. F Change 

1 ,461a ,212 ,199 ,64356 ,212 16,165 2 120 ,000 

a. Predictors: (Constant), ServQ_T2, ServQ_T1 

b. Dependent Variable: Attitude_T 

 

Table 21: R2 of service quality 
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From table 21a, it could be seen that with the significant (p<0.05) beta value of 0.211, 

ServQ_T1 is found to have influence on the attitude of respondents. Consequently, the 

null hypothesis, which was explained by Saunders, et al. (2009) as a hypothesis which 

states that there is no significant relationships between variables, is rejected, resulting in 

the H3 being supported.  

 

This showed that service fulfilment was found to have a positive influence on the attitude 

of the respondents. Majority of the respondents agreed with the statements that Chinese 

web shops place accurate information about their products, as well as it is easy to judge 

the quality of those products. Despite the fact, that the majority of respondents also 

supported the statement regarding the possibility of getting the same product as described 

it was described on the Chinese web shops, there was still a significant group of 46,6%, 

who chose the options between somewhat disagree and strongly disagree (see appendix 

2). Similar result could be also observed with the opinions regarding the possibility of 

fast personalized customer service when dealing with Chinese web shops. While the 

majority of respondents (53,7%) choose the options between somewhat agree and 

strongly agree, 46,3% of respondents choose the options between neither agree nor 

disagree and strongly disagree, with the 13,8 % being indecisive (see appendix 2). 

 

In addition, with the non-significant (p>0.05) beta value of 0.056, ServQ_T2 cannot 

support the H3a. Despite the presence of positive correlation of service quality variable 

and attitude, it could be seen that customer’s trust did not have a significant effect on the 

attitude of the respondents towards the Chinese web shops. This finding does not support 

the results of previous research, which noted that customer’s trust, namely the feeling of 

security when sharing personal information and the possibility of having a secure 

financial transaction, have a significant effect on the satisfaction of the individuals when 

dealing with web shops (Ray, et al., 2011). 

 

Moreover, by looking at the collinearity statistics, it could be seen that all values were 

higher than 0.10 (ServQ_T1 0.567 and ServQ_T2 0.567), which show that no 

multicollinearity is observed. Furthermore, the variance inflation factor (VIF) showed 

that there were no values above 10 with ServQ_T1 having 1.763 and ServQ_T2 having 

1.763. This also showed that the multicollinearity assumptions were not violated. 



 

 

 

 

58 

 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. 

Collinearity Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) 2,615 ,187  13,980 ,000   

ServQ_T1 ,211 ,060 ,377 3,501 ,001 ,567 1,763 

ServQ_T2 ,056 ,052 ,115 1,071 ,286 ,567 1,763 

a. Dependent Variable: Attitude_T 

 

Table 21a: Beta values and significance of service quality 

 

From the normal probability plot (graph 5) could be found a straight line from the bottom 

left to the upper right end. Present line suggested no major deviations from normality. 

 

 

Graph 6 depicts the scatterplot of standardized residuals. It could be seen that the dots are 

spread in a rectangular shape, with some of the cases being concentrated in the centre. 

Furthermore, since the scatterplot did not show any cases, which were more than 3.3 and 

-3.3, no action further actions were taken.  

 

 

The regression analysis with website factors as independent variable and attitude as 

dependent variable was conducted. According to table 22, it could be found that the R2 

value is 0.220. It shows that website factors influence 22% of the attitude of respondents. 
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Model R R Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

Change Statistics 

R Square 

Change F Change df1 df2 Sig. F Change 

1 ,469a ,220 ,214 ,63770 ,220 34,144 1 121 ,000 

a. Predictors: (Constant), Website_T 

b. Dependent Variable: Attitude_T 

 

Table 22: R2 of website factors 

 

With the significant (p<0.05) beta value of 0.318, the null hypothesis is rejected. 

Consequently, it could be said that website factors are found to have a significant 

influence on the attitude of respondents (Table 22a). Moreover, due to the fact that the 

significance is found to be 0.000, it could be noted that website factors have a major 

impact on the attitude. These findings are consistent with the correlation analysis, which 

has shown the moderate correlation between website factors variable and attitude 

variable.  

 

This results are found to be consistent with the previous literature, which found that the 

proper working status of websites has a positive influence on the formation of the attitude 

towards the web shops (Tsang, et al., 2010). Moreover, from the obtained results, it could 

be also observed that in all four questions, which were measuring the opinion of 

respondents regarding different aspects of website factors, the majority of responses 

appeared to be positive. This resulted, in the major support of the hypothesis.  

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 2,624 ,181  14,531 ,000 

Website_T ,318 ,054 ,469 5,843 ,000 

a. Dependent Variable: Attitude_T 

 

Table 22a: Beta values and significance of website factors 

 

By looking at the graph 7, it could be seen that a straight line is present on the normal p-

p plot. It could be said that no major deviations from normality are found. 
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In the scatterplot of the standardized residuals, it could be seen that dots were spread in a 

rectangular shape, with some cases being concentrated near the centre (Graph 8). Due to 

the fact that there were no cases which were more than 3.3 and -3.3, no further actions 

were taken. 

 

 

The regression analysis with product variety as independent variable and attitude as 

dependent variable was performed. According to table 23, it could be found that the R2 

value is 0.111, showing that 11.1% of respondents attitude is affected by product variety 

on the Chinese web shops. This finding is consistent with the correlation coefficient, 

which has shown moderate correlation between product variety and attitude variables. 

 

Mode

l R R Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

Change Statistics 

R Square 

Change F Change df1 df2 

Sig. F 

Change 

1 ,333a ,111 ,104 ,68083 ,111 15,110 1 121 ,000 

a. Predictors: (Constant), ProductV_T 

b. Dependent Variable: Attitude_T 

 

Table 23: R2 of product variety 

From table 23a, it could be found that with the significant (p<0.05) beta value of 0.310, 

the null hypothesis can be rejected. Consequently, the hypothesis 5 is supported. Both 
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positive correlation between product variety and attitude as well as the significant effect 

of product variety on attitude supported previous studies. Those noted that individuals, 

who are exposed to more options and have an ability to compare them, have higher 

satisfaction from the experience with dealing with web shops, which then results in the 

formation of the attitude towards the web shops (Mogilner, et al., 2008). More precisely, 

in all cases, the major part of respondents (on average 90%) chose the options between 

somewhat agree and strongly agree, resulting in admitting that Chinese web shops offer 

wide variety of products, including unique items (see appendix 2). 

 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 2,921 ,191  15,282 ,000 

ProductV_T ,310 ,080 ,333 3,887 ,000 

a. Dependent Variable: Attitude_T 

 

Table 23a: Beta value and significance 

 

From graph 9, it could be seen that there is a relatively straight line from the left corner 

to the upper corner, showing that there are no major deviations from normality. 

 

 

 

 From the graph 10, which shows the scatterplot of standardized residuals, it could be 

seen that the dots were rectangularly distributed across with the several cases being 
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concentrated in the centre. Due to the fact that scatterplot showed only few cases, which 

were more than 3.3 and -3.3, no action was taken to investigate these outliers further. 

 

 

The regression analysis with price as independent variables and attitude as dependent was 

conducted. According to table 24, it could be seen that the R2 value is 0.155. This shows 

that price affects 15.5% of attitude of respondents.  

 

Mode

l R R Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

Change Statistics 

R Square 

Change F Change df1 df2 

Sig. F 

Change 

1 ,393a ,155 ,148 ,66392 ,155 22,130 1 121 ,000 

a. Predictors: (Constant), Price_T 

b. Dependent Variable: Attitude_T 

 

Table 24: R2 of price 

 

Consistently with the correlation analysis findings, the significant (p<0.05) beta value of 

0.306, shows that the null hypothesis can be rejected (Table 24a). Consequently, it could 

be said that hypothesis 6 is confirmed. 

 

The support of the hypothesis showed that respondents expressed positive opinions 

regarding the prices, which are present on the Chinese web shops. These results are found 

to support the findings of previous studies, which noted that customers are price sensitive 

(Plassmann, et al., 2008) and that they receive more satisfaction from having product 

options in lower prices (Vijayasarathy & Jones, 2000). The significant part of respondents 

(91,1%) agreed with the statement that they are able to find the products that they need 

on the Chinese web shops (see appendix 2). In addition most of the respondents admitted 

that they tend to buy low priced products on the Chinese web shops, while 87,8% agreed 

that they tend to look for discounted products on the Chinese web shops. Nevertheless, 

smaller amount of respondents (79,7%) supported the statement that they are willing to 

make extra effort to find low priced products (see appendix 2). Consequently, it could be 

said that with the support of the hypothesis, it could be also observed that despite the 

presence of big group, who supported the statement regarding the tendency to buy low 
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priced products, slightly smaller group is actually willing to make an extra effort to look 

for them.  

 

 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 2,843 ,177  16,105 ,000 

Price_T ,306 ,065 ,393 4,704 ,000 

a. Dependent Variable: Attitude_T 

 

Table 24a: Beta value and significance 

 

Concerning the normal probability plot, the slight deviation of the line could be observed 

on graph 11. Nevertheless, no major deviations are observed, thus it could be noted that 

there are no deviations from normality.  

 

 

 

From the graph 12, it could be seen that the dots, on the scatterplot of the standardized 

residuals, were spread in a rectangular shape with some cases being concentrated in the 

centre. As the scatterplot showed, only few cases, which were more than 3.3 and -3.3 

were shown, thus no further action to investigate these outliers was taken.  
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To conclude, the correlation analysis as well as the regression analysis showed that most 

of the hypotheses could be supported, while one had to be rejected due to the non-

significant value. It was found that all of the variables had moderate correlation with 

attitude. Nevertheless, after the regression analysis was performed, due to the non-

significant value, it was found that customers’ trust do not have a significant impact on 

the attitude.  

Construct R2 value 

Perceived behavioural control 0.242 

Subjective norms 0.077 

Service quality 0.212 

Website factors 0.220 

Product variety 0.111 

Price 0.155 

 

Table 25: The summary of R2 values of constructs 

 

From the Table 25, it could be seen that some constructs showed more influence on the 

attitude of the respondents. Perceived behavioural control construct is found to have R2 

value of 0.242, which shows that among all other constructs, it explains the attitude 

towards the Chinese web shops the most (24.2%). Consequently, it could be said that the 

past experience with online shopping and all aspects of it as well as the ease of use of the 

web site plays an important part when forming an attitude towards the Chinese web shop. 

 

Service quality construct is also found to significantly explain the attitude of the 

respondents towards the Chinese web shops. With the R2 value of 0.212, it could be said 

that 21.2% of attitude is explained with the influence of the service quality. Despite the 

fact that the influence of the customer’s trust did not have a significant impact on the 

attitude towards the Chinese web shops, service quality construct overall was found to 

have a significant effect on the attitude of the respondents. Thus, it could be said that 

service fulfilment, including detailed information of the products, fast personalized 

customer service as well as the possibility of getting the products as described on the 
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Chinese web shops, was found to play an important part in explaining the attitude towards 

the Chinese web shops. 

 

Another important construct, which showed significant impact on the attitude, was found 

to be website factors. The R2 value of it is 0.220, which showed that easy navigation on 

the website as well as the good working status of all links and landing pages are all  part 

of an important construct, which has a significant impact on the formation of the attitude 

towards the Chinese web shops. 

 

The constructs, which were measuring the effect of subjective norms, product variety and 

price, were found to have relatively small impact on the attitude of the respondents 

towards the Chinese web shops. Among these constructs, price was found to have the 

highest impact on the attitude, with the R2 value of 0.115. This showed that the low prices 

of the Chinese web shops, as well as the presence of discounted products have influence 

on the attitude of the respondents. Second came the influence of product variety, which 

explained 11.1% of attitude. Thus, it could be said that the presence of needed products 

as well as unique items have a significant impact on the respondent’s attitude towards the 

Chinese web shops.  

 

In addition, the construct, which measured subjective norms, were found to have the 

lowest R2 value of 0.077. This could be explained as the indecisiveness of the respondents 

regarding the influence of social media recommendations as well as the friends and 

family. Nevertheless, subjective norms explain 7.7% of attitude towards the Chinese web 

shops, thus it could be concluded that to some extent subjective norms affect the attitude 

towards the Chinese web shops. 

 

To sum up, it could be said that perceived behavioural control, service quality as well as 

website factors were found to have the highest impact on the attitude towards the Chinese 

web shops, while product variety, price and subjective norms had relatively smaller 

impact, but still significant (see table 26).  
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Hypothesis Significant 
Supported/

Rejected 

Strength of 

correlation 

H1: There is a positive relationship 

between perceived behavioural control 

and the attitude towards Chinese online 

shops. 

yes supported moderate 

H2: There is a positive relationship 

between subjective norms and the 

attitude towards Chinese online shops. 

yes supported moderate 

H3: There is a positive relationship 

between service fulfilment and the 

attitude towards the Chinese web shops. 

yes supported moderate 

H3a: There is a positive relationship 

between customer trust and the attitude 

towards the Chinese web shops 

no rejected moderate 

H4: There is a positive relationship 

between website functionality and the 

attitude towards the Chinese web shops. 

yes supported moderate 

H5: There is a positive relationship 

between a large product variety and the 

attitude towards the Chinese web shops. 

yes supported moderate 

H6: There is positive relationship 

between low prices and the attitude 

towards the Chinese web shops. 

yes supported moderate 

 

Table 26: Summary Hypotheses 
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5 Conclusion 

The purpose of this section is to provide an answer on the research question and provide 

some further implications of this study. Together with this, the last step will be to mention 

the limitations of this study and the further research within this topic. 

 

This research was conducted to determine which factors influence the attitude of 

European customers, towards Chinese web shops, the most. In order to measure this 

influence, a research framework, inspired by the TPB model, was used. The findings 

throughout the research provided a comprehensive answer on the research question stated 

as: 

Which factors influence the attitude of European students the most when purchasing from 

Chinese web shops? 

The literature review provided important information regarding the attitude of customers 

towards online shopping in general. However, this research succeeded in delivering an 

in-depth knowledge about the attitude of European students towards online shopping 

from Chinese web shops and the factors that influence this attitude the most. Almost all 

factors, namely perceived behavioural control, service quality, website factors, product 

variety, price and subjective norms, seemed to be influencing the attitude of European 

students, which confirms the findings of previous researchers. However, some in-depth 

information about the influence of these factors could be retrieved, which implied the 

following.  

Perceived behavioural control, service quality and website factors seems to have a bigger 

impact on the attitude of European students towards Chinese web shops. This means, that 

European students attach value to factors as past experience with online shopping, an easy 

and efficient functional website with detailed product information, good working links 

and easy to navigate website. It can be said that a good impression of a certain web shop 

is based on how easy it is perceived to use and past experience with online shopping in 

general stimulates them to purchase from Chinese web shops. Furthermore, European 

students also value a good service fulfilment, which refers to receiving the products as 
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described on the web shop. They also prefer accurately described and priced product 

offerings and direct contact with the vendor on the online-shopping platform.  

Thus, an accurate, detailed and efficiently functional web shop with good service 

fulfilments in combination with good communication with the vendors are important for 

customers when they purchase from the web shops. Other factors such as low prices, large 

product variety, and subjective norms were found to have a smaller effect on the attitude 

of the European customers. Nevertheless, the effect is still found to be significant and 

should not be neglected.  

In conclusion, to positively affect the attitude of European students Chinese web shops 

should focus on all the factors mentioned above, which in return will help the Chinese 

web shops fulfil their potential.  

        

 

Marketers who are planning to increase the customer turnover on the Chinese web shops 

and web shops in general should consider several things for the further implementation. 

 

First, due to the obtained result, it could be seen that service quality factor were found to 

have the most significant influence on the attitude towards the Chinese web shops. While 

most of the respondents agreed on the statements that Chinese web shops have good 

service quality overall, there were still some groups, which were indecisive in their 

opinion. More precisely, respondents admitted that it is rather complicated to judge the 

quality of the products, which are placed on the Chinese web shops. Thus, Chinese web 

shops, which are dealing with European customers, need to take into the account the 

possibility of introducing new way of the placing the information regarding the product, 

to ease the judgement of the potential customers. Moreover, it was found that there was 

a significant group of respondents, who expressed negative opinion regarding the 

possibility of getting the products as described from the Chinese web shops. Thus, it could 

be said that Chinese web shops should reconsider the system of placing and describing 

the product, which are available, in a proper and not misleading way.  
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Second, website factors were consistent with previous studies and were found to have a 

significant impact on the attitude of European students towards Chinese web shops. It 

could be said that European students attach value to the website functionality such as the 

start page, links, and ease of navigation. Thus, to make the purchase journey of the web 

shop visitors easy and efficient, Chinese web shops should put more effort in the 

development of their websites and their functions. Furthermore, since product variety 

factor was found to have a significant effect on the attitude of individuals, Chinese web 

shops should take this into consideration when developing their website. For example, 

make the product sections more filtered, which will result in an efficient working website 

and will increase the ease of navigation.  

 

Looking at the subjective norms, the majority of respondents admitted that social media 

recommendations influences their purchase journey on the Chinese web shops. Thus, it 

could be assumed that promotions on social media platforms might increase the brand 

awareness and thus results in increase number of customers. In addition, both reviews and 

the quantity of reviews were found to play an important role in influencing attitude. 

Consequently, Chinese web shops should focus more on the reviews and the experience 

of the former customers to promote their services.     

 

 

One of the main limitations for this research is the restricted time and resources available 

in order to conduct the research. A broader time frame would have provided the 

opportunity to gain deeper knowledge of the customers’ attitude through an expansion of 

the research through a greater number of participants. Furthermore, due to the fact that 

English was used as a main language for the questionnaires, some of the questions could 

be misinterpreted by the respondents as English is not the native language of many of the 

respondents. Secondly, the study takes European students as its main target group, which 

includes different nationalities. It can be expected that this will have a cultural impact on 

the responses, as the questions can be interpreted differently. Moreover, despite the fact 

that a Chinese web shop-related topic is not new in general, there is limited resources 

available or accessible to build upon. Lastly, due to the presence of narrow target group, 
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the amount of respondents, who will have all necessary requirements to finish the 

questionnaire is expected to be low.  

 

 

Due to the fact that the target group of this paper is very narrow, which resulted in 

relatively small sample size, it could be advised to increase the size of the target group. 

Proposed manipulation would allow researchers to generalize the findings even more, and 

consequently deliver the result, which will have greater impact on the development of the 

Chinese web shops. 

 

In addition, as the main research method of this study is quantitative, for the future 

research, qualitative research method could be adopted. Some results, which were 

obtained, appeared to deviate from the findings of the previous research, namely the 

insignificant effect of customer trust (Ray, et al., 2011). Thus, the adoption of the 

qualitative research method would enable researchers to get a deeper insight into the 

opinions of the respondents and see why this factor appeared to be insignificant.  

 

Moreover, as it mentioned before, this study used TPB model as an inspiration for the 

framework and thus examined only the relationship between the certain factors and 

attitude. As a result, the effect of the attitude on the intention was not examined. 

Consequently, future researchers could take into account this and expand their research 

framework with the presence of influence of attitude on the intention. 

  



 

 

 

 

71 

6 Reference list 

Abels, E. G., White, M.D., & Hahn, K. (1999). A used-based design process for Web sites. OCLC 

Systems and Services, 15(1), 35-44. 

Adams, K., & Brace, I. (2006). An Introduction to Market & Social Research. Kogan Page 

Limited. 

Ajzen, I. (1985). From Intentions to Actions: A Theory of Planned Behavior. In J. Kuhl, & J. 

Beckmann, Action Control (pp. 11-39). Berlin: SSSP Springer Series in Social 

Psychology. 

Ajzen, I. (1991). The Theory of Planned Behavior: Some unresolved issues. Organizational 

Behavior and Human Decision Processes, 50, 179-211. 

Ajzen, I. (2002). Perceived Behavioral Control, Self-Efficacy, Locus of Control, and the Theory 

of Planned Behavior. Journal of Applied Social Psychology, 32(4), 665-683. 

Ajzen, I., & Driver, B. (1992). Contingent Value measurement: On the Nature and Meaning of 

Willingness to pay. Consumer Psychology, 1(4), 297-316. 

Alam, S., Bakar, Z., Ismail, H., & Ahsan, M. (2008). Young consumers online shopping: an 

empirical study. Journal of Internet Business, 5, 81-98. 

Alibaba. (2017). Alibaba Group Announces March Quarter 2017 and Full Fiscal Year 2017 

Results. Retrieved February 28, 2018, from 

http://www.alibabagroup.com/en/news/press_pdf/p170518.pdf. 

Allport, G. (1935). "Attitudes," in A Handbook of Social Psychology, ed. C. Murchison. 

Worcester, MA: Clark University Press, 789–844. 

Backaler. (2010). Chinese E-commerce tops $38.5 Billion; What Comes Next? Retrieved 

February 25, 2018, from  https://readwrite.com/2010/04/19/chinese_e-

commerce_tops_385_billion_what_comes_next/. 

Bagozzi, R. (1981). Attitudes, intentions, and behaviour: A test of some key hypotheses. Journal 

of Personality and Social Psychology, 41, 607-627. 

Bansal, H., & Taylor, S. (2002). Investigating Interactive Effects in the Theory of Planned 

Behaviour in a Service-Provider Switching Context. Psychology & Marketing, 19(5), 

407-425. 

Berlyne, D. E. (1970). Novelty, Complexity and Hedonic Value. Perception & Psychophysics, 8 

(5A), 279–86. 

Bhagat, S. (2015). Factors Influencing Purchase and Non-Purchase behaviour in Online 

Shopping. Anvesha, 8(1), 34-43. 

http://www.alibabagroup.com/en/news/press_pdf/p170518.pdf
https://readwrite.com/2010/04/19/chinese_e-commerce_tops_385_billion_what_comes_next/
https://readwrite.com/2010/04/19/chinese_e-commerce_tops_385_billion_what_comes_next/


 

 

 

 

72 

Bhaskar, R. (1989) Reclaiming Reality: A Critical Introduction to Contemporary Philosophy, 

London: Verso. 

Bhattacharya, C.B., & Sen, S. (2003). Consumer-company identification: A framework for 

understanding consumers’ relationships with companies. Journal of Marketing, 67(2), 

76–88. 

Biggs, C., Chande, A., Chen, L., Matthews, E., Mercier, P., Wang, A., & Zou, L. (2017). The 

Chinese consumer's online journey from discovery to purchase. The Boston Consulting 

Group. Retrieved February 27, 2018. 

Borle, S., Boatwright P., Kadane B.J., Nunes J.C., & Shmueli, G. (2005). The Effect of Product 

Assortment Changes on Consumer Retention. Marketing Science, 24(4), 616–22. 

Brown, M., Pope, N., & Voges, K. (2003). Buying or browsing? An exploration of shopping 

orientations and online purchase intention. European Journal of Marketing, 37(11/12), 

1666-1685. 

Bryman, A. (2012). Social research methods (Vol. 4): Oxford university press. 

Cenfetelli, R., Benbasat I., & Al-Natour, S. (2008). Addressing the What and How of Online 

Services: Comparing Service Content and Service Quality for E-Business Success. 

Information Systems Research, 19(2), pp. 161-181. 

Chau, P., & Tam, G. (2000). Impact of the information presentation modes on online shopping: 

an empirical evaluation of a broadband interactive shopping service. Journal of 

Organizational Computing and Electronic Commerce, 10(1), 1-22. 

Chen, Y., Hsu, I., & Lin, C. (2010). Website attributes that increase consumer purchase intention: 

A conjoint analysis. Journal of Business Research, 63(9-10), 1007-1014. 

Chernev, A. (2003). Product Assortment and Individual Decision Processes. Journal of 

Personality and Social Psychology, 85(1), 151–62. 

Chernev, A., & Carpenter, G.S. (2001). The Role of Market Efficiency Intuitions in Consumer 

Choice: A Case of Compensatory Inferences. Journal of Marketing Research, 38 

(August), 349–61. 

Chiang, K.P., & Dholakia, R.R., (2003). Factors driving consumer intention to shop online: an 

empirical investigation. Journal of Consumer Psychology, 13, 177–183. 

Childers, T., Carr, C., Peck, J., & Carson, S. (2001). Hedonical and Utilitarian motivations for 

online retail shopping behavior. Journal of Retailing, 77(4), 511-535. 

Cho, J. (2004). Likelihood to abort an online transaction: Influences from cognitive evaluations, 

attitudes, and behavioral variables. Information & Management, 41(7), 827–838. 



 

 

 

 

73 

Clemes, M., Gan, C., & Zhang, J. (2014). An empirical analysis of online shopping adoption in 

Beijing, China. Journal of Retailing and Consumer Services, 21(3), 364-375. 

Comegys, C., Hannula, M., & Vaisanen, J. (2006). Longitudinal comparison of Finnish and US 

online shopping behaviour among university students: The five-stage buying decision 

process. Journal of Targeting, Measurement and Analysis for Marketing, 14(4), 336-356. 

Dabholkar, P. A.  (1996). Consumer Evaluations of New Technology-Based Self-Service 

Options: An Investigation of Alternative Models of Service Quality. International 

Journal of Research in Marketing, 13(1), 29-51. 

Deloitte. (2017). China E-retail Market Report 2016. Deloitte China: Deloitte. Retrieved 

February 24, 2018, from 

https://www2.deloitte.com/content/dam/Deloitte/cn/Documents/cip/deloitte-cn-cip-

china-online-retail-market-report-en-170123.pdf. 

Deloitte. (2018). Global Powers of Retailing 2018: Transformative change, reinvigorated 

commerce. Uk: Deloitte Touche Tohmatsu Limited. Retrieved April 21, 2018, from 

https://www2.deloitte.com/content/dam/Deloitte/global/Documents/consumer-

industrial-products/cip-2018-global-powers-retailing.pdf. 

Demangeot, C., Broderick, A.J., Craig, C.S. (2015). Multicultural marketplaces: New territory 

for international marketing and consumer research. International Marketing review, 

32(2), 118-140. 

Dennis, C., Fenech, T., & Merrilees, B. (2004). E-retailing. Lonon; New York: Routledge. 

Dholakia, U. M., & Rego, L. L. (1998). What makes commercial Web pages popular? -  An 

empirical investigation of Web page effectiveness. European Journal of Marketing, 

27(2), 59-70. 

Dobbs, R., Chen, Y., Orr, G., Manyika, J., Chui, M., & Chang, E. (2013). China's e-tail 

revolution: online shopping as a catalyst for growth. McKinsey Global Institute. 

Retrieved February 28, 2018. 

DPDGroup. (2017). E-shopper barometer 2017. DPD Group. Retrieved February 27, 2018, from 

https://www.dpd.com/home/insights/e_shopper_barometer/e_shopper_barometer_2017 

Ecommerce News Nederland. (2010). De geschiedenis van ecommerce. Retrieved April 11, 

2018, from Ecommerce News Nederland: https://www.ecommercenews.nl/de-

geschiedenis-van-ecommerce/. 

https://www2.deloitte.com/content/dam/Deloitte/cn/Documents/cip/deloitte-cn-cip-china-online-retail-market-report-en-170123.pdf
https://www2.deloitte.com/content/dam/Deloitte/cn/Documents/cip/deloitte-cn-cip-china-online-retail-market-report-en-170123.pdf


 

 

 

 

74 

ECommerceNews. (2017). 54% European e-shoppers made cross-border purchase. Retrieved 

February 27, 2018, from https://ecommercenews.eu/54-european-e-shoppers-made-

cross-border-purchase/. 

eMarketer. (2016). Worldwide Retail Ecommerce Sales Will Reach $1.915 Trillion This Year. 

Retrieved February 25, 2018, from https://www.emarketer.com/Article/Worldwide-

Retail-Ecommerce-Sales-Will-Reach-1915-Trillion-This-Year/1014369. 

Emerce. (2016). Meer Europeanen bestellen online. Retrieved March 1, 2018, from Emerce: 

https://www.emerce.nl/nieuws/meer-europeanen-bestellen-online. 

Eurostat. (2017-a). Internet Access and use statistics- households and individuals. Eurostat. 

Retrieved March 1, 2018, from http://ec.europa.eu/eurostat/statistics-

explained/index.php/Internet_access_and_use_statistics_-_households_and_individuals. 

Eurostat. (2017-c). E-commerce statistics for individuals. Retrieved March 1, 2018, from 

http://ec.europa.eu/eurostat/statistics-explained/index.php/E-

commerce_statistics_for_individuals. 

Eurostat. (2017-b). 68 % of internet users in the EU shopped online in 2017. Retrieved February 

27, 2018, from http://ec.europa.eu/eurostat/statistics-explained/index.php/E-

commerce_statistics_for_individuals. 

Faqih, K. (2016). An empirical analysis of factors predicting the behavioral intention to adopt 

Internet shopping technology among non-shoppers in a developing country context: Does 

gender matter? Journal of Retailing and Customer Services, 30, 140-164. 

Fishbein, M., & Ajzen, I. (1975). Belief, Attitude, Intention and Behavior: An Introduction to 

Theory and Research. Reading, Mass.: Addison-Wesley. 

Gefen, D. (2002). Customer Loyalty in E-Commerce. Journal of the Association for Information 

Systems, 3(1), 27-51. 

George, J. (2002). Influences on the intent to make Internet purchases. Internet Research, 12(2), 

165-180. 

George, J. (2004). The theory of planned behavior and internet purchasing. Internet Research, 

14(3), 198-212. 

Giantari, I., Zain, D., Rahayu, M., & Solimun. (2013).The role of perceived behavioral control 

and trust as mediator of experience on online purchasing intentions relationship a study 

on youths in denpasar city (Indonesia). International Journal of Business and 

Management Invention, 2(1), 30-38. 

http://ec.europa.eu/eurostat/statistics-explained/index.php/E-commerce_statistics_for_individuals
http://ec.europa.eu/eurostat/statistics-explained/index.php/E-commerce_statistics_for_individuals
http://ec.europa.eu/eurostat/statistics-explained/index.php/E-commerce_statistics_for_individuals
http://ec.europa.eu/eurostat/statistics-explained/index.php/E-commerce_statistics_for_individuals


 

 

 

 

75 

Gong, W., Maddox, L., & Stump, R. (2012). Attitudes toward Online Shopping: A Comparison 

of Online Consumers in China and the US. International Journal of E-business 

Development, 2(1), 28-35. 

Gong, W., Stump, R., & Maddox, L. (2013). Factors influencing consumers' online shopping in 

China. Journal of Asia Business Studies, 7(3), 214-230. 

Gravetter, F., & Wallnau, L. (2014). Essentials of statistics for the behavioral sciences (8th ed.). 

Belmont, CA: Wadsworth. 

Guo, X., Ling, K., & Liu, M. (2012). Evaluating Factors Influencing Consumer Satisfaction 

towards Online. Asian Social Sciences, 8(13), 40-50. 

Hamilton, R., & Chernev, A. (2013). Low Prices Are Just the Beginning: Price Image in Retail 

Management. Journal of Marketing, 77(6), 1-20. 

Hart, C., & Rafiq, M. (2006). The Dimension of Assortment: A Proposed Hierarchy of 

Assortment Decision Making.  International Review of Retail, Distribution and 

Consumer Research, 16(3), 333–51. 

Havinga, M., Hoving, M., & Swagemakers, V. (2016). Alibaba: A case study on building an 

international imperium on information and E-commerce. In R. Segers, Multinational 

Management (pp. 13-32). cham: Springer. 

Henry, S. (1991). Consumers, commodities, and choices: A general model of consumer behavior. 

Historical Archaeology, 25(2), 3-14. 

Holloway, B., & Beatty, S. (2008). Satisfiers and dissatisfiers in the online environment. Journal 

of Service Research, 10(4), 347–364.  

Hong-Bumm , K., Taegoo, K., & Sung Won, S. (2009). Modeling roles of subjective norms and 

eTrust in customers’ acceptance of airline B2C eCommerce websites. Tourism 

Management, 30, 266-277. 

Huseynov, F., & Yildirim, S. (2016). Internet users' attitudes toward business-to-consumer online 

shopping: A survey. Information Development, 32(3), 452-265. 

Javadi, M., Dolatabadi, H., Nourbaksh, M., Poursaeedi, A., & Asadollahi, A. (2012). An Analysis 

of Factors Affecting on Online Shopping Behavior of Consumers. International Journal 

of Marketing Studies, 4(5), 81-98. 

Jihyun, K., & Park, J. (2005). A consumer shoppign channel extension model: Attitude shift 

toward the online store. Journal of Fashion Marketing and Management, 9(1), 106-121. 



 

 

 

 

76 

Jumin, L., Do-Hyung, P., & Ingoo, H. (2008). The effect of negative online consumer reviews 

on product attitude: An information processing view. Electronic Commerce Research and 

Applications, 7(3), 341-352. 
Jin, B., & Kang, J. (2011). Purchase intention of Chinese consumers toward a US apparel brand: 

a test of a composite behavior intention mode. Journal of Consumer Marketing, 28(3), 

187-199. 

Johnson, P., & Clark, M. (2006). Mapping the terrain: an overview of business and management 

research methodologies. P. Johnson and M. Clark. (eds) Business and Management 

Research Methodologies. London: Sage. 

Jung, J. C., Ugboma, M. A., & Liow, A. K. (2015). Does Alibaba's Magic Work Outside 

China? Thunderbird International Business Review, 57(6), 505-518. 

doi:10.1002/tie.21739. 

Kahn, B. E. (1998). Dynamic Relationships with Customers: High-Variety Strategies. Journal of 

the Academy of Marketing Science, 26(1), 45–53. 

Kahn, B.E., & Wansink, B. (2004). The Influence of Assortment Structure on Perceived Variety 

and Consumption Quantities. Journal of Consumer Research, 30 (March), 519–33. 

Kettinger, W. J., Park, S. H. S., & Smith, J. (2009). Understanding the Consequences of 

Information Systems Service Quality on IS Service Reuse.  Information & Management, 

46(6), 335-341. 

King, R. C., Schilhavy, R. A., Chowa, C., & Chin, W. W. (2016). Do Customers Identify with 

Our Website? The Effects of Website Identification on Repeat Purchase 

Intention. International Journal of Electronic Commerce, 20(3), 319-354.  

Klooster, M. V., & Jansen, N. (2017, August 11). History of the Future: how China takes over 

world e-commerce? Retrieved February 25, 2018, from 

http://www.1421.consulting/2017/08/how-china-takes-over-world-e-commerce/.. 

Ko, H., Jung, J., Kim, J., & Shim, S. (2004). Cross-cultural differences in perceived risk of online 

shopping. Journal of Interactive Advertising, 4(2), 20-29. 

Kraft, P., Rise, J., Sutton, S., & Roysamb, E. (2005). Perceived difficulty in the theory of planned 

behaviour: Perceived behavioural control or affective attitude? The British Journal of 

Social Psychology, 44, 479-496. 

Kwahk, K., Ge, X., & Lee, J. (2012). The effects of use of instant messenger on purchase 

intention: The context of Chinese C2C e-commerce. Asia Pacific Journal of Information 

Systems, 22(2), 1-20. 



 

 

 

 

77 

Lakshmi, S. (2016). Consumer buying behavior towards online shopping. International Journal 

of Research, 4(8), 60-65. 

Lancaster, K.  (1990).The Economics of Product Variety: A Survey.  Marketing Science, 9(3), 

189–206. 

Lee, G., & Lin, H. (2005). Customer perceptions of e-service quality in online shopping. 

International Journal of Retail and Distribution Management, 33(2), 161–176.  

Li, H., Kuo, C., & Russel, M. (1999). The Impact of Perceived Channel Utilities, Shopping 

Orientations, and Demographics on the Consumer's Online Buying Behavior. Journal of 

Computer-Mediated Communication, 5. 

Li, R., Chung, T., & Fiore, A. M. (2017). Factors affecting current users’ attitude towards e-

auctions in China: An extended TAM study. Journal of Retailing & Consumer 

Services, 34, 19-29. doi:10.1016/j.jretconser.2016.09.003. 

Lian, J., & Lin, T. (2008). Effects of consumer characteristics on their acceptance of online 

shopping: Comparisons among different product types. Computers in Human Behavior, 

24(1), 48-65. 

Limayem, M., Khalifa, M., & Frini, A. (2000). What Makes Consumers Buy from Internet? 

Longitudinal Study of Online Shopping. IEEE Transactions on Systems, Man, and 

Cybernetics - Part A: Systems and Humans, 30(4), 421-432. 

Lin, H. (2007). Predicting consumer intentions to shop online: An empirical test of competing 

theories. Electronic Commerce Research and Applications, 6(4), 433-443. 

Lissitsa, S., & Kol, O. (2016). Generation X vs. Generation Y – A decade of online shopping. 

Journal of Retailing and Consumer Services, 31, 304-312. 

Liu, C., Guo, Y., & Hsieh, T. (2010). Measuring user perceived service quality of online auction 

sites. Service Industries Journal, 30(7), 1177–1197.  

Mallapragada, G., Chandukala, S., & Ling, Q. (2016). Exploring the Effects of “What” (product) 

and "Where" (website) Characteristics on Online Shopping Behavior. Journal of 

Marketing, 80, 21-38. 

Martin, A. (2008). Whole Foods Looks for a Fresh Image in Lean Times. The New York Times. 

Retrieved March 1, 2018, from 

http://www.nytimes.com/2008/08/02/business/02food.html.  

Meng-Hsiang, S., Chia-Hui, Y., Chao-Min, C., & Chung-Ming, C. (2006). A longitudinal 

investigation of continued online shopping behavior: An extension of the theory of 

planned behavior. International Journal Human-Computer Studies, 64, 889-904. 

http://www.nytimes.com/2008/08/02/business/02food.html


 

 

 

 

78 

Mogilner, C., Rudnick, T., & Iyengar, S.S. (2008). The Mere Categorization Effect: How the 

Presence of Categories Increases Choosers' Perceptions of Assortment Variety and 

Outcome Satisfaction. Journal of Consumer Research, 35, 202–15.  

Muntz, P. (2004). Millenials go to college. Journal of College Admission(183), 26-27. 

Murphy, R., & Bruce, M. (2003). Strategy, accountability, e-commerce and the consumer. 

Managerial Auditing Journal, 18(3), 193-201. 

Odell, P., Korgen, K., Schumacher, P., & Deluchhi, M. (2004). Internet use among female and 

male college students. Cyber Psychology & Behavior, 3(5), 855-862. 

Oxford Dictionary. (2017). Student. In Oxford Dictionary. Retrieved February 10, 2018, from 

https://en.oxforddictionaries.com/definition/student.. 

Parasuraman, R., Zeithaml, V., & Malhotra, A. (2005). E-S-QUAL: a multiple-item scale for 

assessing electronic service quality. Journal of Service Research, 7(3), 213-233. 

Pavur, R., Abdullah, A., & Murad, W. (2016). Factors Influencing Web Customers’ Willingness 

to Engage in Online Shopping with an Internet Retailer. Journal of Internet Commerce, 

15(3), 292-310. 

Petrick, J. F., & Backman, S. J. (2002). An examination of the construct of perceived value for 

the prediction of golf travelers’ intentions to revisit. Journal of Travel Research, 41(1), 

38-45. 

Piercy, N. (2014). Online service quality: Content and process of analysis. Journal of Marketing 

Management, 30(7-8), 747-785.  

Plassmann, H., O’Doherty J., Shiv B., & Antonio Rangel, A. (2008). Marketing Actions Can 

Modulate Neural Representations of Experienced Pleasantness.  Proceedings of the 

National Academy of Sciences, 105. 

PwC. (2017). Total Retail 2017. Retrieved February 9, 2018, from 

https://www.pwccn.com/en/retail-and-consumer/publications/total-retail-2017-

china/total-retail-survey-2017-china-cut.pdf. 

Ranjbar, A. (2017). Ruim helft Europese E-shoppers bestelt over de grens. FashionUnited. 

Retrieved March 1, 2018, from https://fashionunited.be/nieuws/retail/ruim-helft-

europese-e-shoppers-bestelt-over-de-grens/2017112117195. 

Ray, S., Ow, T., & Kim, S. (2011). Security assurance: How online service providers can 

influence security control perceptions and gain trust. Decision Sciences, 42(2), 391–412 

https://www.pwccn.com/en/retail-and-consumer/publications/total-retail-2017-china/total-retail-survey-2017-china-cut.pdf
https://www.pwccn.com/en/retail-and-consumer/publications/total-retail-2017-china/total-retail-survey-2017-china-cut.pdf


 

 

 

 

79 

Reibstein, D. J., Youngblood S. A., & Fromkin, H.K. (1975). Number of Choices and Perceived 

Decision Freedom a Determinant of Satisfaction and Consumer Satisfaction. The Journal 

of Applied Psychology, 60(4), 434–7.   

Riogini, D., Kuhn, S., Sartori, G., & Brass, M. (2011). Inducing disbelief in free will alters brain 

correlates of preconscious motor preparation. Psychological Science, 22(5), 613-618. 

Robson, C. (2002). Real World Research (2nd edn). Oxford: Blackwell. 

Rowley, C., Rowley, C., & Fang, L. (2010). The changing face of management in China. London: 

Routledge. 

Salmi, A. (2006). Organising international supplier relations: An exploratory study of Western 

purchasing in China. Journal of Purchasing & Supply Management, 12, 197-208. 

San-Martin, S., & Camarero, C. (2012). A Cross-National Study on Online Consumer 

Perceptions, Trust, and Loyalty. Journal of Organizational Computing and Electronic 

Commerce, 22(1), 64-86. 

Santos, J. (2003). E‐service quality: a model of virtual service quality dimensions. Managing 

Service Quality International Journal, 13, 233–246. 

Saunders, M.N.K., Thornhill, A. & Lewis, P. (2009). Research Methods for Business Students, 

New Jersey: Pearson Education, 138-139. 

Shimp, T., & Kanvas, A. (1984). The Theory of reasoned action applied to coupon usage. Journal 

of Consumer Research, 11, 795-809. 

Simonson, I. (1999). The Effect of Product Assortment on Buyer Preferences, Journal of 

Retailing, 75(3), 347–70. 

Sindhav, B., & Balazs, A. (1999). Model of factors affecting the growth of retailing on the 

internet. Journal of Market-Focused Management, 4(4), 319-339. 

Singh, V., Hansen K., & Blattberg, C.R. (2006). Market Entry and Consumer Behavior: An 

Investigation of a Wal-Mart Supercenter. Marketing Science, 25 (5), 457–76. 

Sloot, L. M., Verhoef P.C., & Franses, P.H.  (2005).The Impact of Brand Equity and the Hedonic 

Level of Products on Consumer Stock-Out Reactions. Journal of Retailing, 81(1), 15–34. 

Sloot, L.M., Fok D., & Verhoef, P.C. (2006). The Short- and Long-Term Impact of an 

Assortment Reduction on Category Sales. Journal of Marketing Research, 43(4), 536–

48. 

Smith, C. (2015). The surprising facts about who shops online and on mobile. Retrieved April 

15, 2018, from Business Insider: http://www.businessinsider.com/the-surprising-



 

 

 

 

80 

demographics-of-who-shops-online-and-on-mobile-2014-

6?r=US&IR=T&IR=T#ixzz3GlrsNKZJ. 

Smith, R., Deitz, G., Royne, M., Hansen, J., Grunhagen, M., & Witte, C. (2013). Cross-cultural 

examination of online shopping behavior: A comparison of Norway, Germany, and the 

United States. Journal of Business Research, 66(3), 328-335. 

Solomon, M. (2008). Consumer behavior buying, having, and being (8th Eds.).Upper Saddle 

River, NJ: Pearson Prentice Hall. 

Solomon, M., Russel-Bennett, R., & Previte, J. (2012). Consumer behaviour. Pearson Higher 

Education AU 

Son, J., Jin, B., & George, B. (2013). Consumers' purchase intention toward foreign brand goods. 

Management Decision, 51(2), 434-450. 

Statista. (2017-a). Demographics and use. Retrieved February 10, 2018, from 

https://www.statista.com/markets/424/topic/537/demographics-use/. 

Statista. (2017-b). Online shopping and E-commerce worldwide: Statistics and Facts. Retrieved 

February 24, 2018, from https://www.statista.com/topics/871/online-shopping/. 

Statista. (2017-c). E-commerce. Retrieved February 24, 2018, from 

https://www.statista.com/statistics/377624/leading-countries-retail-e-commerce-sales/. 

Swinyard, W.R., & Smith, S.M. (2003). Why people (don’t) shop online: a lifestyle study of the 

internet consumer. Psychology and Marketing, 20 (7), 567-597. 

Tan, F., Yan, L., & Urquhart, C. (2007). The Effect of Cultural Differences on Attitude, Peer 

Influence, External Influence, and Self-Efficacy in Actual Online. Journal of Information 

Science and Technology, 4(1), 3-23. 

Teo, T., & Liu, J. (2007). Consumer trust in e-commerce in the United States, Singapore and 

China. Omega, 35(1), 22-38. 

Terry, D., Hogg, M., & White, K. (1999). The theory of planned behaviour: Self identity, social 

identity and group norms. British Journal of Social Psychology, 38(3), 225-244. 

Tong, D., & Lai, K. (2012). Ladies’ purchase intention during retail shoes sales promotions. 

International Journal of Retail & Distribution Management, 40(2), 90-108. 

Tong, F. (2018). Online retail sales in China soar past $1 trillion in 2017. Retrieved May 5, 

2018, from Digital Commerce 360: 

https://www.digitalcommerce360.com/2018/02/08/online-retail-sales-china-soar-past-1-

trillion-2017/ 

https://www.statista.com/markets/424/topic/537/demographics-use/
https://www.statista.com/statistics/377624/leading-countries-retail-e-commerce-sales/


 

 

 

 

81 

Trafimow, D., sheeran, P., Conner, M., & Finlay, K. (2002). Evidence that perceived behavioural 

control is a multidimensional construct: Perceived control and perceived difficulty. 

British Journal of Social Psychology, 101-121. 

Tsang, N. F., Lai, M. H., & Law, R. (2010). Measuring E-Service Quality for Online Travel 

Agencies. Journal of Travel and Tourism Marketing, 27(3), 306-323.  

Vermeier, I., & Verbeke, W. (2006). Sustainable food consumption: Exploring the consumer 

"attitude - Behavioral Intention" gap. Journal of Agriculture and environmental Ethics, 

19, 169-194. 

Vijayasarathy, L.R., & Jones, J.M., (2000). Print and Internet catalog shopping: assessing 

attitudes and intentions. Journal of Internet Research, 10, 191–202. 

Wallace, D., Giese, J., & Johnson, J. (2004). Customer retailer loyalty in the context of multiple 

channel strategies. Journal of Retailing, 80(4), 249–263.  

Warrington, P., & Eastlick, M. (2003). Quality value perceptions and satisfaction in a shopping 

environment. Academy of Marketing Science Conference Proceedings, 75.  

Wilkie, W., & Pessemier, E. (1973). Issues in Marketing's use of Multi-Attribute Models. Journal 

of Marketing Research, 10(4), 428-441. 

Wolfinbarger, M., & Gilly, M. (2002). Comq: Dimensionalizing, measuring and predicting 

quality of the e-tail experience. Marketing Science Institute, 02–100. 

Wolfinbarger, M., & Gilly, M. (2003). Etailq: Dimensionalising, measuring and predicting e-tail 

quality. Journal of Retailing, 79, 183–198. 

Worldwide, E. (2017). Overview of the China eCommerce market. Retrieved February 25, 2018, 

from https://www.ecommerceworldwide.com/china/ecommerce-in-china/overview-of-

the-china-ecommerce-market. 

Wu, L., Cai, Y., & Liu, D. (2011). Online shopping among Chinese consumers: an exploratory 

investigation of demographics and value orientation. International Journal of Consumer 

Studies, 35, 458-469. 

Wu, P., Yeh, G., & Hsiao, C. (2011). The effect of store image and service quality on brand 

image and purchase intention for private label brands. Australasian Marketing Journal, 

19(1), 30-39. 

Yang, Z. (2001). Consumer perceptions of service quality in Internet-based electronic commerce. 

Proceedings of the 30th EMAC Conference. 

Yen, C., & Lu, H. (2008). Effects of e-service quality on loyalty intention. Managing Service 

Quality, 18(2), 127–146.  



 

 

 

 

82 

Zeithaml, V., Parasuraman, A., & Malhotra, A. (2002). Service quality delivery through 

websites. Journal of the Academy of Marketing Science, 30(Fall), 362–410.  

Zhu, J. (2013). 3 Habits That Set Chinese Online Shoppers Apart From Westerners. New York: 

Business Insider. Retrieved February 25, 2018 

Zikmund, W., & Babin, B. (2016). Exploring Marketing Research. Thomson South-

Western. 

  



 

 

 

 

83 

7 Appendix  

 

 
 

Start of Block: SECTION 1 

 

1. What is your gender? 

o Male  (1)  

o Female  (2)  

 

 

 

2. Are you older than 18? 

o Yes  (1)  

o No  (2)  

 

Skip To: End of Survey If Are you older than 18? = No 

 

 

3. Are you from Europe? 

o Yes  (1)  

o No  (2)  

 

Skip To: End of Survey If Are you from Europe? = No 

 

 

4. Are you pursuing a degree in Europe? 

o Yes  (1)  

o No  (2)  

 

Skip To: End of Survey If Are you pursuing a degree in Europe? = No 

 

 

5. Do you have  any previous experience with online shopping from Chinese webshops? 

o Yes  (1)  

o No  (2)  

 

Skip To: End of Survey If Do you have any previous experience with online shopping from Chinese 

webshops? = No 
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6. Please rate the following statements. 

 
Strongly 

agree (1) 

Agree 

(2) 

Somewhat 

agree (3) 

Neither 

agree nor 

disagree 

(4) 

Somewhat 

disagree 

(5) 

Disagree 

(6) 

Strongly 

disagree 

(7) 

Chinese 

web shops 

have an 

attractive 

look. (1)  

o  o  o  o  o  o  o  

Chinese 

web shops 

sell 

products, 

which 

provide 

status to its 

owners. (2)  

o  o  o  o  o  o  o  

Chinese 

web shops 

have a 

good 

reputation. 

(3)  

o  o  o  o  o  o  o  

Chinese 

web shops  

are 

reliable. 

(4)  

o  o  o  o  o  o  o  

Chinese 

web shops 

sell 

products, 

which are 

durable. 

(5)  

o  o  o  o  o  o  o  

Chinese 

web shops 

sell 

products, 

which have 

superior 

quality. (6)  

o  o  o  o  o  o  o  

 

 

End of Block: SECTION 1 
 

Start of Block: SECTION 2 
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7.  

I believe that the product information, which is placed on the Chinese web shops, is accurate.  

o Strongly agree  (1)  

o Agree  (2)  

o Somewhat agree  (3)  

o Neither agree nor disagree  (4)  

o Somewhat disagree  (5)  

o Disagree  (6)  

o Strongly disagree  (7)  

 

 

 

8. I can easily judge the quality of the products, which are displayed on the Chinese web shops.  

o Strongly agree  (1)  

o Agree  (2)  

o Somewhat agree  (3)  

o Neither agree nor disagree  (4)  

o Somewhat disagree  (5)  

o Disagree  (6)  

o Strongly disagree  (7)  

 

 

 

9. I believe that I will get the products as described on the Chinese web shops. 

o Strongly agree  (1)  

o Agree  (2)  

o Somewhat agree  (3)  

o Neither agree nor disagree  (4)  

o Somewhat disagree  (5)  

o Disagree  (6)  

o Strongly disagree  (7)  
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10. I receive fast personalized customer service from Chinese web shops, when purchasing products from 

them. 

o Strongly agree  (1)  

o Agree  (2)  

o Somewhat agree  (3)  

o Neither agree nor disagree  (4)  

o Somewhat disagree  (5)  

o Disagree  (6)  

o Strongly disagree  (7)  

 

 

 

11. I feel secure sending personal information such as my address on Chinese web shops.  

o Strongly agree  (1)  

o Agree  (2)  

o Somewhat agree  (3)  

o Neither agree nor disagree  (4)  

o Somewhat disagree  (5)  

o Disagree  (6)  

o Strongly disagree  (7)  

 

 

 

12. I feel secure sending financial information such as my credit card number on Chinese web shops.  

o Strongly agree  (1)  

o Agree  (2)  

o Somewhat agree  (3)  

o Neither agree nor disagree  (4)  

o Somewhat disagree  (5)  

o Disagree  (6)  

o Strongly disagree  (7)  

 

 

Page Break  
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13. The start page of Chinese web shops, leads me easily to the information I need.  

o Strongly agree  (1)  

o Agree  (2)  

o Somewhat agree  (3)  

o Neither agree nor disagree  (4)  

o Somewhat disagree  (5)  

o Disagree  (6)  

o Strongly disagree  (7)  

 

 

 

14. I believe that Chinese web shops provide detailed information about their products. 

o Strongly agree  (1)  

o Agree  (2)  

o Somewhat agree  (3)  

o Neither agree nor disagree  (4)  

o Somewhat disagree  (5)  

o Disagree  (6)  

o Strongly disagree  (7)  

 

 

 

15. I find it easy to navigate Chinese web shops.  

o Strongly agree  (1)  

o Agree  (2)  

o Somewhat agree  (3)  

o Neither agree nor disagree  (4)  

o Somewhat disagree  (5)  

o Disagree  (6)  

o Strongly disagree  (7)  
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16. The website of Chinese web shops and all of its linked pages work well. 

o Strongly agree  (1)  

o Agree  (2)  

o Somewhat agree  (3)  

o Neither agree nor disagree  (4)  

o Somewhat disagree  (5)  

o Disagree  (6)  

o Strongly disagree  (7)  

 

 

 

17. Online shopping on Chinese web shops allows me to have wider choices. 

o Strongly agree  (1)  

o Agree  (2)  

o Somewhat agree  (3)  

o Neither agree nor disagree  (4)  

o Somewhat disagree  (5)  

o Disagree  (6)  

o Strongly disagree  (7)  

 

 

 

18. Most of the products that I need, can be found on Chinese web shops.  

o Strongly agree  (1)  

o Agree  (2)  

o Somewhat agree  (3)  

o Neither agree nor disagree  (4)  

o Somewhat disagree  (5)  

o Disagree  (6)  

o Strongly disagree  (7)  

 

 

 



 

 

 

 

89 

19. I can purchase products from Chinese web shops, which are not available on other web shops.  

o Strongly agree  (1)  

o Agree  (2)  

o Somewhat agree  (3)  

o Neither agree nor disagree  (4)  

o Somewhat disagree  (5)  

o Disagree  (6)  

o Strongly disagree  (7)  

 

 

 

20. I tend to buy the lowest priced products from Chinese web shops.  

o Strongly agree  (1)  

o Agree  (2)  

o Somewhat agree  (3)  

o Neither agree nor disagree  (4)  

o Somewhat disagree  (5)  

o Disagree  (6)  

o Strongly disagree  (7)  

 

 

 

21. When purchasing products from Chinese web shops, I tend to look for discounted products.  

o Strongly agree  (1)  

o Agree  (2)  

o Somewhat agree  (3)  

o Neither agree nor disagree  (4)  

o Somewhat disagree  (5)  

o Disagree  (6)  

o Strongly disagree  (7)  
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22. I am willing to make an extra effort to find a low priced product from Chinese web shops.  

o Strongly agree  (1)  

o Agree  (2)  

o Somewhat agree  (3)  

o Neither agree nor disagree  (4)  

o Somewhat disagree  (5)  

o Disagree  (6)  

o Strongly disagree  (7)  

 

 

 

23. I will change my purchasing plans in order to take advantage of lower priced products from Chinese 

web shops. 

o Strongly agree  (1)  

o Agree  (2)  

o Somewhat agree  (3)  

o Neither agree nor disagree  (4)  

o Somewhat disagree  (5)  

o Disagree  (6)  

o Strongly disagree  (7)  

 

 

Page Break  
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24. Past experience with online shopping in general makes it easier for me to purchase from Chinese web 

shops.  

o Strongly agree  (1)  

o Agree  (2)  

o Somewhat agree  (3)  

o Neither agree nor disagree  (4)  

o Somewhat disagree  (5)  

o Disagree  (6)  

o Strongly disagree  (7)  

 

 

 

25. Past experience with online payments makes it easier for me to purchase from Chinese web shops.  

o Strongly agree  (1)  

o Agree  (2)  

o Somewhat agree  (3)  

o Neither agree nor disagree  (4)  

o Somewhat disagree  (5)  

o Disagree  (6)  

o Strongly disagree  (7)  

 

 

 

26. Past experience with online delivery makes it easier for me to purchase from Chinese web shops.  

o Strongly agree  (1)  

o Agree  (2)  

o Somewhat agree  (3)  

o Neither agree nor disagree  (4)  

o Somewhat disagree  (5)  

o Disagree  (6)  

o Strongly disagree  (7)  
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27. I like to buy products from Chinese web shops, when they are recommended by social media.  

o Strongly agree  (1)  

o Agree  (2)  

o Somewhat agree  (3)  

o Neither agree nor disagree  (4)  

o Somewhat disagree  (5)  

o Disagree  (6)  

o Strongly disagree  (7)  

 

 

 

28. The reviews about Chinese web shops affect my decision to purchase from Chinese web shops.  

o Strongly agree  (1)  

o Agree  (2)  

o Somewhat agree  (3)  

o Neither agree nor disagree  (4)  

o Somewhat disagree  (5)  

o Disagree  (6)  

o Strongly disagree  (7)  

 

 

 

29. The quantity of reviews about Chinese web shops affect my decision to purchase from Chinese web 

shops.  

o Strongly agree  (1)  

o Agree  (2)  

o Somewhat agree  (3)  

o Neither agree nor disagree  (4)  

o Somewhat disagree  (5)  

o Disagree  (6)  

o Strongly disagree  (7)  
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30. Family and friends affect my decision to purchase products from Chinese web shops.  

o Strongly agree  (1)  

o Agree  (2)  

o Somewhat agree  (3)  

o Neither agree nor disagree  (4)  

o Somewhat disagree  (5)  

o Disagree  (6)  

o Strongly disagree  (7)  

 

End of Block: SECTION 2 
 

 

 

 

What is your gender? 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Male 56 45,5 45,5 45,5 

Female 67 54,5 54,5 100,0 

Total 123 100,0 100,0  

 

 

Please rate the following statements. – Chinese web shops have an attractive look. 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly agree 6 4,9 4,9 4,9 

Agree 26 21,1 21,1 26,0 

Somewhat agree 43 35,0 35,0 61,0 

Neither agree nor disagree 15 12,2 12,2 73,2 

Somewhat disagree 20 16,3 16,3 89,4 

Disagree 12 9,8 9,8 99,2 

Strongly disagree 1 ,8 ,8 100,0 

Total 123 100,0 100,0  

 

 

Please rate the following statements. – Chinese web shops sell products, which provide status 

to its owners. 
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 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly agree 2 1,6 1,6 1,6 

Agree 13 10,6 10,6 12,2 

Somewhat agree 17 13,8 13,8 26,0 

Neither agree nor disagree 13 10,6 10,6 36,6 

Somewhat disagree 39 31,7 31,7 68,3 

Disagree 28 22,8 22,8 91,1 

Strongly disagree 11 8,9 8,9 100,0 

Total 123 100,0 100,0  

 

 

 

 

 

Please rate the following statements. – Chinese web shops have a good reputation. 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Agree 8 6,5 6,5 6,5 

Somewhat agree 17 13,8 13,8 20,3 

Neither agree nor disagree 9 7,3 7,3 27,6 

Somewhat disagree 38 30,9 30,9 58,5 

Disagree 40 32,5 32,5 91,1 

Strongly disagree 11 8,9 8,9 100,0 

Total 123 100,0 100,0  

 

 

Please rate the following statements. – Chinese web shops are reliable. 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Agree 10 8,1 8,1 8,1 

Somewhat agree 22 17,9 17,9 26,0 

Neither agree nor disagree 9 7,3 7,3 33,3 

Somewhat disagree 37 30,1 30,1 63,4 

Disagree 32 26,0 26,0 89,4 

Strongly disagree 13 10,6 10,6 100,0 

Total 123 100,0 100,0  
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Please rate the following statements. – Chinese web shops sell products, which are durable. 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Agree 7 5,7 5,7 5,7 

Somewhat agree 22 17,9 17,9 23,6 

Neither agree nor disagree 9 7,3 7,3 30,9 

Somewhat disagree 38 30,9 30,9 61,8 

Disagree 34 27,6 27,6 89,4 

Strongly disagree 13 10,6 10,6 100,0 

Total 123 100,0 100,0  

 

 

Please rate the following statements. – Chinese web shops sell products, which have superior 

quality. 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Agree 8 6,5 6,5 6,5 

Somewhat agree 12 9,8 9,8 16,3 

Neither agree nor disagree 7 5,7 5,7 22,0 

Somewhat disagree 36 29,3 29,3 51,2 

Disagree 39 31,7 31,7 82,9 

Strongly disagree 21 17,1 17,1 100,0 

Total 123 100,0 100,0  

 

S I believe that the product information, which is placed on the Chinese web shops, is 

accurate. 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Agree 29 23,6 23,6 23,6 

Somewhat agree 44 35,8 35,8 59,3 

Neither agree nor disagree 8 6,5 6,5 65,9 

Somewhat disagree 24 19,5 19,5 85,4 

Disagree 13 10,6 10,6 95,9 

Strongly disagree 5 4,1 4,1 100,0 

Total 123 100,0 100,0  
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S I can easily judge the quality of the products, which are displayed on the Chinese web 

shops. 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly agree 4 3,3 3,3 3,3 

Agree 21 17,1 17,1 20,3 

Somewhat agree 34 27,6 27,6 48,0 

Neither agree nor disagree 7 5,7 5,7 53,7 

Somewhat disagree 23 18,7 18,7 72,4 

Disagree 28 22,8 22,8 95,1 

Strongly disagree 6 4,9 4,9 100,0 

Total 123 100,0 100,0  

 

 

S I believe that I will get the products as described on the Chinese web shops. 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly agree 2 1,6 1,6 1,6 

Agree 27 22,0 22,0 23,6 

Somewhat agree 41 33,3 33,3 56,9 

Neither agree nor disagree 9 7,3 7,3 64,2 

Somewhat disagree 35 28,5 28,5 92,7 

Disagree 5 4,1 4,1 96,7 

Strongly disagree 4 3,3 3,3 100,0 

Total 123 100,0 100,0  

 

S I receive fast personalized customer service from Chinese web shops, when purchasing 

products from them. 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly agree 5 4,1 4,1 4,1 

Agree 23 18,7 18,7 22,8 

Somewhat agree 38 30,9 30,9 53,7 

Neither agree nor disagree 17 13,8 13,8 67,5 

Somewhat disagree 17 13,8 13,8 81,3 

Disagree 14 11,4 11,4 92,7 

Strongly disagree 9 7,3 7,3 100,0 

Total 123 100,0 100,0  
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S I feel secure sending personal information such as my address on Chinese web shops. 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly agree 6 4,9 4,9 4,9 

Agree 31 25,2 25,2 30,1 

Somewhat agree 39 31,7 31,7 61,8 

Neither agree nor disagree 5 4,1 4,1 65,9 

Somewhat disagree 23 18,7 18,7 84,6 

Disagree 16 13,0 13,0 97,6 

Strongly disagree 3 2,4 2,4 100,0 

Total 123 100,0 100,0  

 

 

S I feel secure sending financial information such as my credit card number on Chinese web 

shops. 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly agree 3 2,4 2,4 2,4 

Agree 22 17,9 17,9 20,3 

Somewhat agree 41 33,3 33,3 53,7 

Neither agree nor disagree 10 8,1 8,1 61,8 

Somewhat disagree 26 21,1 21,1 82,9 

Disagree 15 12,2 12,2 95,1 

Strongly disagree 6 4,9 4,9 100,0 

Total 123 100,0 100,0  

 

 

 

W The start page of Chinese web shops, leads me easily to the information I need. 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly agree 1 ,8 ,8 ,8 

Agree 37 30,1 30,1 30,9 

Somewhat agree 54 43,9 43,9 74,8 

Neither agree nor disagree 7 5,7 5,7 80,5 

Somewhat disagree 15 12,2 12,2 92,7 
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Disagree 9 7,3 7,3 100,0 

Total 123 100,0 100,0  

 

 

W I believe that Chinese web shops provide detailed information about their products. 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly agree 4 3,3 3,3 3,3 

Agree 36 29,3 29,3 32,5 

Somewhat agree 39 31,7 31,7 64,2 

Neither agree nor disagree 7 5,7 5,7 69,9 

Somewhat disagree 26 21,1 21,1 91,1 

Disagree 9 7,3 7,3 98,4 

Strongly disagree 2 1,6 1,6 100,0 

Total 123 100,0 100,0  

 

 

W I find it easy to navigate Chinese web shops. 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly agree 2 1,6 1,6 1,6 

Agree 46 37,4 37,4 39,0 

Somewhat agree 48 39,0 39,0 78,0 

Neither agree nor disagree 8 6,5 6,5 84,6 

Somewhat disagree 13 10,6 10,6 95,1 

Disagree 3 2,4 2,4 97,6 

Strongly disagree 3 2,4 2,4 100,0 

Total 123 100,0 100,0  

 

 

W The website of Chinese web shops and all of its linked pages work well. 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly agree 3 2,4 2,4 2,4 

Agree 50 40,7 40,7 43,1 

Somewhat agree 47 38,2 38,2 81,3 

Neither agree nor disagree 7 5,7 5,7 87,0 



 

 

 

 

99 

Somewhat disagree 10 8,1 8,1 95,1 

Disagree 5 4,1 4,1 99,2 

Strongly disagree 1 ,8 ,8 100,0 

Total 123 100,0 100,0  

 

 

P Online shopping on Chinese web shops allows me to have wider choices. 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly agree 30 24,4 24,4 24,4 

Agree 57 46,3 46,3 70,7 

Somewhat agree 32 26,0 26,0 96,7 

Neither agree nor disagree 1 ,8 ,8 97,6 

Somewhat disagree 3 2,4 2,4 100,0 

Total 123 100,0 100,0  

 

 

P Most of the products that I need, can be found on Chinese web shops. 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly agree 24 19,5 19,5 19,5 

Agree 54 43,9 43,9 63,4 

Somewhat agree 34 27,6 27,6 91,1 

Neither agree nor disagree 2 1,6 1,6 92,7 

Somewhat disagree 7 5,7 5,7 98,4 

Disagree 2 1,6 1,6 100,0 

Total 123 100,0 100,0  

 

 

P I can purchase products from Chinese web shops, which are not available on other web 

shops. 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly agree 22 17,9 17,9 17,9 

Agree 55 44,7 44,7 62,6 

Somewhat agree 34 27,6 27,6 90,2 

Neither agree nor disagree 5 4,1 4,1 94,3 
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Somewhat disagree 6 4,9 4,9 99,2 

Disagree 1 ,8 ,8 100,0 

Total 123 100,0 100,0  

 

 

Price I tend to buy the lowest priced products from Chinese web shops. 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly agree 29 23,6 23,6 23,6 

Agree 56 45,5 45,5 69,1 

Somewhat agree 26 21,1 21,1 90,2 

Neither agree nor disagree 5 4,1 4,1 94,3 

Somewhat disagree 5 4,1 4,1 98,4 

Disagree 2 1,6 1,6 100,0 

Total 123 100,0 100,0  

 

 

Price When purchasing products from Chinese web shops, I tend to look for discounted 

products. 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly agree 20 16,3 16,3 16,3 

Agree 62 50,4 50,4 66,7 

Somewhat agree 26 21,1 21,1 87,8 

Neither agree nor disagree 8 6,5 6,5 94,3 

Somewhat disagree 2 1,6 1,6 95,9 

Disagree 4 3,3 3,3 99,2 

Strongly disagree 1 ,8 ,8 100,0 

Total 123 100,0 100,0  

 

 

Price I am willing to make an extra effort to find a low priced product from Chinese web shops. 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly agree 15 12,2 12,2 12,2 

Agree 51 41,5 41,5 53,7 

Somewhat agree 32 26,0 26,0 79,7 
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Neither agree nor disagree 11 8,9 8,9 88,6 

Somewhat disagree 7 5,7 5,7 94,3 

Disagree 6 4,9 4,9 99,2 

Strongly disagree 1 ,8 ,8 100,0 

Total 123 100,0 100,0  

 

 

Price I will change my purchasing plans in order to take advantage of lower priced products 

from Chinese web shops. 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly agree 15 12,2 12,2 12,2 

Agree 42 34,1 34,1 46,3 

Somewhat agree 38 30,9 30,9 77,2 

Neither agree nor disagree 12 9,8 9,8 87,0 

Somewhat disagree 8 6,5 6,5 93,5 

Disagree 5 4,1 4,1 97,6 

Strongly disagree 3 2,4 2,4 100,0 

Total 123 100,0 100,0  

 

 

PBC Past experience with online shopping in general makes it easier for me to purchase from 

Chinese web shops. 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly agree 16 13,0 13,0 13,0 

Agree 56 45,5 45,5 58,5 

Somewhat agree 40 32,5 32,5 91,1 

Neither agree nor disagree 7 5,7 5,7 96,7 

Somewhat disagree 4 3,3 3,3 100,0 

Total 123 100,0 100,0  

 

 

PBC Past experience with online payments makes it easier for me to purchase from Chinese 

web shops. 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly agree 11 8,9 8,9 8,9 
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Agree 57 46,3 46,3 55,3 

Somewhat agree 37 30,1 30,1 85,4 

Neither agree nor disagree 13 10,6 10,6 95,9 

Somewhat disagree 5 4,1 4,1 100,0 

Total 123 100,0 100,0  

 

 

PBC Past experience with online delivery makes it easier for me to purchase from Chinese 

web shops. 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly agree 8 6,5 6,5 6,5 

Agree 63 51,2 51,2 57,7 

Somewhat agree 29 23,6 23,6 81,3 

Neither agree nor disagree 11 8,9 8,9 90,2 

Somewhat disagree 12 9,8 9,8 100,0 

Total 123 100,0 100,0  

 

 

SN I like to buy products from Chinese web shops, when they are recommended by social 

media. 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly agree 10 8,1 8,1 8,1 

Agree 43 35,0 35,0 43,1 

Somewhat agree 30 24,4 24,4 67,5 

Neither agree nor disagree 17 13,8 13,8 81,3 

Somewhat disagree 7 5,7 5,7 87,0 

Disagree 10 8,1 8,1 95,1 

Strongly disagree 6 4,9 4,9 100,0 

Total 123 100,0 100,0  

 

 

SN The reviews about Chinese web shops affect my decision to purchase from Chinese web 

shops. 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly agree 39 31,7 31,7 31,7 
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Agree 56 45,5 45,5 77,2 

Somewhat agree 18 14,6 14,6 91,9 

Neither agree nor disagree 6 4,9 4,9 96,7 

Somewhat disagree 4 3,3 3,3 100,0 

Total 123 100,0 100,0  

 

 

SN The quantity of reviews about Chinese web shops affect my decision to purchase from 

Chinese web shops. 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly agree 43 35,0 35,0 35,0 

Agree 55 44,7 44,7 79,7 

Somewhat agree 14 11,4 11,4 91,1 

Neither agree nor disagree 7 5,7 5,7 96,7 

Somewhat disagree 3 2,4 2,4 99,2 

Disagree 1 ,8 ,8 100,0 

Total 123 100,0 100,0  

 

 

SN Family and friends affect my decision to purchase products from Chinese web shops. 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly agree 22 17,9 17,9 17,9 

Agree 53 43,1 43,1 61,0 

Somewhat agree 24 19,5 19,5 80,5 

Neither agree nor disagree 7 5,7 5,7 86,2 

Somewhat disagree 8 6,5 6,5 92,7 

Disagree 8 6,5 6,5 99,2 

Strongly disagree 1 ,8 ,8 100,0 

Total 123 100,0 100,0  

 
 


