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Abstract

Online shopping in EU has been shown to be a gatenpal market. Clothing represents a
high percent of the individuals shopping. Buyingotibes online gives customers the
opportunity to find a great variety of products,smmers can review a wide selection of
products and find special offers with the best slealine. However, the tangible and intangible
problems of clothing online shopping still exisdatte online store retailers lack the customer
knowledge in some extent. Therefore, the intentibtine thesis is to explore customer behavior
when purchasing clothing online through investiggtithe factors that can affect online

consumer's attitudes, intention and actual conssinibhavior.

The study investigates the main web - experienc®ifa that customer takes into consideration
when purchasing clothes online. Yet, the most irigmironline elements are categorized in two
main groups: customer - oriented factors and telolgyo- oriented factors. The autor used
guantitave research in term of survey to analyze dbnsumer's attitutes towards the web
experience elements, moreover the autor figuredhmutelationship between the web factors
and the customer's attitudes, intentions and atiughg behavior. The results will lead to the
understanding of the most important web experiegleenents that influence the purchase

decision of the consumers.

The final findings show that web elements web cangad trust are considered to be the most
influencial for the consumer's online behavior tadgaonline shopping of clothing. The study
would help retailers to understand better the cnstoattitudes and the web factors that
influence the purchase intentions. The study camtribuite with valuable information e-
commerce, especially focused on the sales of dgtbnline retail. The research suggests and

foresees the need of the realization of new ingaggation in this field.

Key Words: e-commerce, web experience factors, online corsi@havior, online shopping




ONLINE CONSUMER BEHAVIOR — Web Experience Elemem®nline Clothing Market

Resumo

As compras online na UE tém mostrado ser um boneaderpotencial. O vestuario tem uma

elevada percentagem das compras individuais. Conapstuario online oferece aos clientes a
oportunidade de escolher uma ampla selecdo de tpp@uencontrar ofertas especiais. No
entanto, os problemas tangiveis e intangiveis dgcas de vestuario online ainda existem e 0s
retalhistas de lojas online ndo tém o conhecimeutaliente em certa medida. Portanto, a
intencdo é explorar o comportamento do clientendaacompra vestuario online através da
investigacéo dos fatores que podem afetar as esitdd consumidor online, a sua intencdo e o

seu comportamento real.

O presente estudo investiga os principais factbaeseb que o cliente leva em consideragéo ao
comprar vestuario online. No entanto, os elementais importantes onlingdo classificados
em dois grupos principais: fatores orientados paraliente e fatores orientados para a
tecnologia. O autor utilizou a pesquisa quantigatirecorrendo a um questionario para analisar
as atitudes do consumidor perante quando ele aefedmpras na web. Além disso o autor
comprova a relacdo entre os fatores da web e tasledi dos clientes, as suas intengdes e
comportamentos de compra atual. Os resultados e & compreensdo de quais sdo 0s

elementos da web mais importantes que influencidecesao de compra dos consumidores.

Os resultados finais mostram que os elementesh- contene confianca, sdo considerados os
mais importantes para o comportamento online dgwaidor na compra de vestuario online.
O estudo devera ajudar os retalhistas a entendbores atitudes dos clientes e os fatores que
influenciam as suas intencdes de compra na wele EBstSmo estudo pode igualmente
contribuir com informagéo valiosa para o e-commerspecialmente focado na venda de
vestuario a retalho online. Esta pesquisa sugel@e portas para a necessidade de realizacdo
de novas investigades neste dominio.

Palavras-chave:e-commerce, fatores de experiéncia na web, coarperito de consumidor

online, compras online.
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CHAPTER ONE: INTRODUCTION

The introduction chapter provides clear summaryuhihe evolution of Internet and the
future of e-commerce. Here are explained the pwpasd the specific objectives of the
research. The research background, research problasearch outline, definitions of
relevant academic words of the research will besprged as well.

1.1 Research Focus

Today Internet is considered as an essencial p&amieconomic and social life as well
as one of the main constructs of the future comialdiendscape.

Internet mediated commerce, commonly described-esntinerce is increasingly regarded
as a mainstream commercial activity (Drew, 2003) as a valuable marketing. The term
e-commere has been used to describe the procéstedfronically mediated information

exchanges between an organization and its extstaetholders” (Chaffey, 2007).

From governments to multinational companies to pe&eson start-ups, e-commerce is
increasingly viewed as a key business modalityhefftiture. Ease of transaction, widening
markets, and decreased overheads are factors i@ eicommerce solutions more and
more attractive, as evident with the growth of palsales.

From business perspective, Internet was visual@ednique linkage between consumers
and supplier using proprietary technology. For ¢besumer, Internet can be a valuable
communication medium to facilitate controlled séarfor up-to-date information and
assistance with comparison shopping and decisidinga(Hoffman, Novak & Chatterjee,
1996, p. 2)
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Young people become more interested in online shgpand they spend more time and
money on online shopping. They select and use tbaiarto best fulfill their individual

needs (Arnett, 1995). With the increasing use efittiernet as shopping medium, young
consumers, particularly college students aged 2&&9becoming the internet’'s “hottest”

market and a prime source of current and futurgvtjran online sales.

A recent study of Forrester Research (26@&#pws that the turnover of online retail sales
in Europe in 2010 was 172 billion euros, whichagsi& to 19.6 per cent growth compared
to last year. Only in Western Europe B2C salegavgected to grow to 114.5 billion euros

by 2014, thus the European online retail markek wdrease at a growth rate of 11% over
the five-year forecast period. The study also mtsdthat online sales U.S. will keep

growing at a 10 percent compound annual growththataigh 2014, and online retail sales
in the U.S. will be nearly $250 billion, comparedtw $155 billion in 2009.

Between 2006 and 2008 the proportion of EU conssirhaying at least one item over the
internet increased from 27% to 33%. These averggges mask the huge popularity of
online shopping in countries like UK, France andrr@any where more than 50% of
internet users have made online purchases in thte yiar. In the Nordic countries
(Denmark, Sweden, Norway, Finland and Iceland) ghegportion of internet users who
bought products and services online was 91% in 20@8intries like Italy and Spain are
also fast growing markets. Against this patterfiast growing national markets, the extent
of online purchasing cross border remains smalgrdy 7% in 2008 compared to 6% in

200672

! Forrester's Western European Online Retail Fote23@9-2014 (March 5, 2010) predicts a compouncuahgrowth
rate of 11% over the five-year forecast periutth://www.forrester.com/FirstLook/Vertical/lssugg@54,83,00.html

2 European Comission Report on Cross-border e-conerierEU
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As online competition increases, it becomes vital é-store to attract and fully satisfy
consumers to ensure their success. With more chbéae ever before, power has moved
from suppliers to consumers (Pitt, Berthon,WatsonZ&han 2002, p.7-14), giving
consumers the ability to easily switch the retailiéthey are not satisfied with their online
experience. Research has found that almost halbrmdumers who abandoned transactions
did so because of poor website performance (BoSmmsulting Group, cited by Madu &
Madu, 2002). This not only results in loss of salag negative experiences can also efect
consumers’ ongoing brand perceptions (Dieringee&ef Group, cited by Constantines
2004).

Web sites founded on solid fundamentals and extengistomer research can make the
difference between success and failure. A cleay-&ause and customer-centered web site
can help garner better reviews and ratings, redbeenumber of mistakes made by

customers, trim the time it takes to find needddrimation, and increase overall customer
satisfaction. Furthermore, customers who reallg l&k web site's content and quality of

service are more likely to tell their family, fries, and coworkers, thereby increasing the
number of potential customers. A great exampléisfresult is Google, which has become

the dominant search site with little or no advengs It simply works better than most other

search site3.

The clothes and sports goods are occupying an tanpopart of customers’ online life.
Buying clothes online takes a very high percentagbe online shopping ratings.

According to report of commission of the Europeaomunities, travel and holiday
accommodation ranks the first with 42% of individuahopping online, followed by
clothes and sport goods with 41% (Commission of Hueopean Communities, 2009).

Compared with other goods, online shopping of @stland sport goods adds great

% http://www.webreference.com/authoring/design/custoroentered/2.html
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convenience to the life of the people. On one smlachasing clothing online gives
customers an opportunity to review and comparede wariety of goods selecting between
various online vendors and thus find the best dedise. On the other side, customers can
buy items from branded online vendors which doeksavie brick and mortal stores and in
this sense save time and diferenciate themselvesce] buying apparel items online is
always a beneficial deal than visiting retail stoireterms of more various options and time
efficiency (EzineArticles, 2010)

In conclusion, the customers™ demand to be difterertheir clothing style is increasing
day by day, thus online shopping offers an effecawmd convenient channel to reach the
customers and satisfy their needs. In the lastsyghe development of online retailer is
improving and promises a bright future. Fashionimenlretailers should catch the
commercial opportunity and develop consistentlyrtpeoducts and service to gain more

market.

1.2 Problem discussion

At present time, the popularity and the advantagfethe mass medium Internet, have
created huge online competition. In front of thise firms have to find a competitive
advantage in order to stay visible, to continumating customers and to survive among all
these websites. The customer experience from ngsei website has been recognized as
one of the most important factors for online suscégcording to Novak et al. (2000, p.22-
42), “creating a compelling online experience fgber customers is critical for creating
competitive advantage on the Internet”. The santhoas argue that relatively little is

known about the factors that contribute to a supaime experience, noticing that “online

4 Ezine@rticles. (2010). Tips for buying productdime from < http://ezinearticles.com/?Tips-For-BugiElectronics-
Online&id=3098975>
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executive marketers need to develop a comprehenserstanding of consumer behavior

in commercial online environments”.

In other words, the online retailers should underdtthe the effects of different marketing
factors on the online consumers™ behavior. It s atssencial to recognise the nature,
power and function of web factors know how to usent efficiently in order to positively

influence the consumer's intentions for purchasimigne.

Butler and Peppard (1998), cited by Limayem e{2000, p.421-432), for example explain
the failure of IBM's sponsored web shopping mallthg wrong interpretation of the true
online consumer behavior specifics. There are niacyors influencing the consumer
behavior in cyber space, as well as in the physicald, affecting purchase decision. If
marketers know how consumers make these decisibag, can adjust their marketing
strategies to fit this new way of selling in orderconvert their potential consumers to real

ones and retain them.

Thus, online vendors need to deliver unique, diffidiated experience to their customers.
The success factor is not only understanding tleglsief their online customers, but also
being familiar with the main influencial WE factordepending on the focus of their
business and trying to professionalize them in @ twastay highly competitive in the cyber
space and increase their sales. Similarly, web d#&signers, who are faced with the
difficult question of how to design pages to mahkent more popular and attractive but also

effective in increasing sales, can beneficit frarohsan understanding.

However, there is a lack of research concerningptivehasing of clothes online and some

desagreements concerning the online buyer's bahstiliexist.
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The research problem of this thesis is to identifych are the specific factors that affect
customers’ behavior to buy clothing online and atsoanswer to what extent the
relationship between the customers’ attitudes arish® buying intention impacts on their
actual behavior. Therefore, the autor’s intentisrta explore the main WE factors that
affect online shoppers when buying clothes and kastomers™ attitude influence their
intention for online shopping apparel items, thitowgveloping an investigation model. It
is impossible to cover all the potential elemebig, it is intented to figure out the most
important and relevant ones which highly affect dosumer’ online shopping towards

apparel items.

1.3. Research Obijective

Based on the above research problem the resegesttiob is formulated as follows:

Get insight into the main web - experience factbad customer takes into

consideration when purchasing clothes online

In order to understand the main web experiencefaghfluencing the online consumers
behavior is constructed a research model, bese@heory of Planned Behavior (TPB)

developed by Ajzen (1991), which was applied inadbetext of online shopping of clothes.

To cover the thesis research objective, the folhgwiesearch specific objectives have been

developped:

¢ Categorize the main WE factors that affect onlinstemer's behavior;
¢ Evaluate the relationship between attitudes anentidns in order to understand

consumer actual behavior towards online shoppirdathes;
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¢ Understand to what extent WE factors influence ooreys™ attitudes towards
online shopping and purchase intent;

¢ Understand to what extent WE factors and attit@degelated,

¢+ Understand to what extent WE factors and intenttorurchase are related,;

¢ How does customers™ attitude towards online shappinclothes influence their
intention to start/continue to buy clothes online?

¢ Evaluate the customer's attitudes towards onlio@ging of clothes;

¢ Understand the consumers’ intentions to purchaléseceiothing and their behavior
by analysing them from two perspectives - of exgewred and of inexperienced
shopper.

1.4. Chapter Outline
This thesis is divided into 6 parts.
Chapter One: Introduction

This is the introductory chapter which presentsithekground of the research, the research
problem, research objectives, research outlinenitiehs of relevant academic words and
limitation of the research.

Chapter Two: Literature Review

Critically examines relevant literaturéjghlights the theories which are applicable and

closely connected to the subject.
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Chapter Three: Conceptual Framework

Provides conceptual framework associated with tbaboverview by explaining the key
factors, variables and relationships among the@res modelsessential for the discussion

and critical thinking in order to provide contribris in this area.
Chapter Four: Research Methodology

In the Research Methodology chapter will be foumel foundation of the research. In this
chapter the autor explains and justifies the refeapproach, strategy and technique

choices, along with the data collection and datdyais method.
Chapter Five: Analysis and Discussion

Chapter five presents the data analysis and irgefon of outcomes. It represents deep

statistical analysis and discussion which is thesbfor the results and conclusion of the study.
Chapter Six: Conclusion

Finally in chapter six, the most important issues ldighlighted in order to reach the research
purpose and the specific objectives. A deepenesbriag is presented. Based on the findings,

the analysis, discussions and conclusions, furésgarch recommendations are also presented.

1.6. Definitions

Electronic Shopping/Internet Shopping/Online Shoppig — “The buying of goods and
services over the Internet, using either a compaoitean Internet television” (Laudon and
Traver, 2008, p.56)

E-commerce consists of the buying and selling products owises over electronic

systems such as the Internet or other computerank$wLaudon and Traver, 2008, p.156)
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E-business— “The digital enabling of transactions and preesswithin a firm, involving
information systems under the control of the filrtaidon and Traver, 2008, p.11)
Business-to-Business (B2B) e-commeree “Online business selling to other business”
(Laudon and Traver, 2008, p.15)

Business-to-Consumer (B2C) e-comerce- “Online business selling to individual

consumers” (Laudon and Traver, 2008, p.15)

Consumer behavior— “Consumer Behavior is the study of when, whywhend where
people do or do not buy products. It blends elesy@&mm psycology, sociology, social
anthropology and economics. It attempts to undedstae buyer decision making process,
both individually and in groups” (Sandhusen, 209@,18)

Attitude — “Attitude towards a behavior is referred as rgividual's positive or negative
evaluation of a relevant behavior and is compodemhandividual salient beliefs regarding

the perceived consequences of performing beha@igréen, 1991, p.207)

Intention — “Intentions represent motivational componentbetiavior, that is the degree if
conscious effort that a person will exert in orderperform a behavior” (Ajzen, 1991,
p.201)

Experienced shoppers Based on the survey, we refer “shoppers” to peale do have

conducted an online purchase.

Inexperienced shoppers -Based on the survey, we refer to people who hawerne

conducted an online purchase, as “non-shoppers”.
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CHAPTER TWO: THEORICAL FRAMEWORK

In this chapter, the author reviewed and utilizedaege amount of previous researches
which are concerned within the research fields @ommerce, online shopping, online
buying behavior. Additionally, the author attemfusmainly concentrate on identifying the

factors which affect the consumers’ buying behafooclothing in internet shopping.

2.1 The Internet Era and Online Shopping Benefits

2.1.1 E-business

The term e-business is defined as the use of kiteém order to connect customers,
suppliers, employees and other stakeholders wélothanization via a website in order to
exchange information about its products and pdi¢i®odger®t al, 2002, p.186). An
e-business website can have many good consequen@sompany. For example, it gives
the possibility to provide a superior customer sm@rthat increases customers’ satisfaction
and their loyalty (Melewaet al, 2003, p. 363). It also improves the relationdbepwveen a
company and its suppliers that permits to increhsespeed of an order and to enhance

business performances (Rodgetsl., 2002, p. 186).

2.1.2 E-commerce

In E-commerce theory five broad models are known:
B 2 C — business to consumer

B 2 B — business to business

C 2 C — consumer to consumer

P 2 P — peer to peer

* & & o o

M — commerce — mobile commerce

10
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In the present study the author focuses on e-retaith is synonymous with business-to-
consumer (B2C) transaction, defined by Harris aedrids (2002, cited by Dennis, Fenech
and Merrilees, 2004) as theales of services and goods via the Internet tveotelectronic
channels, for personal or household consumptiditfie most popular B2C activities are
online shopping, online banking and eletronic lesgnB2C represents fewer turnovers
compared to B2B but somehow is in very fast growtbwever, for the reasearch purposes

online shopping is the main analysed e-retail #@gtiv

E-commerce refers to online selling and purchasietgities including money transaction
like online payment and tracking delivery (Rodgetrsl, 2002, p.186). Thus, e-commerce
uses the Internet in order to connect customeis aifirm in order to distribute products
and services online. A company can choose to $edtity a part or the totality of its
products or services online to its final custom@&tee Internet can be used as a unique or as
a complementary distribution channel. It permits decrease distribution costs like

salesperson salary (Melewatral, 2003, p. 364).

E-commerce is the second most commonly used re@hnel. According to report of
commission of European Communities in the EU27008 51% of retailers use

e-comerce to sell their products.

It is possible that an e-commerce website both igesv information and sells

products/services to customers. In short, the terbusiness includes the term of e-
commerce. Thus, an e-commerce site is also aniadssssite but an e-business site is not
necessarily an e-commerce site. The distinctiowden e-business and e-commerce and
their characteristics show pretty well that theeinet could be used either as a distribution
channel or a communication medium according to Whend’s online strategy. Some

clothing brands have chosen to be present onlimaigih an e-business website in order to

only provide important information to online custers and suppliers. Others made the

11
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choice to sell online. The principal is to be ireqdacy to the identity of the clothing brand.
In the continuation of the thesis, the autor hasseh to only concentrate on the brands that

sell online part or their entire collection.
2.1.3 Internet and online shopping

The growth of using internet offers consumers aewdhd effective platform to gain
information, it is worthy to mention that more antbre customers are changing their
shopping way from traditional store to online shdpus, the study of e-commerce for

consumers is becoming a valuable topic to discommg the researchers.

Over the past decade the Internet has changeddfiehat we live, from communication
and information sharing to browsing and purchagiraglucts. The Internet has made a new

generation of consumers who like to shop online.

Internet has been a key factor for changing culiarthis century. It has the capacity to
improve the quality of live for people over the 4 giving them access to essential
services, information and resources. The onlineketais also a greener alternative of
traditional retailing, allowing retailer to sell ton foreign markets that were formerly
difficult to reach.

Around 1,596 million of people in the world use théernet (Internet World Stats, March
20095. It represents in average 23.8% of the worldwideytation and this number of
Internet users should increase again during thé yeses. 74.4% of the North American,
60.4% of the Australian, 48.9% of the Europeancamnected to the Internet. Moreover,
children, teenagers as well as seniors learn havgeahe Internet. Through these figures it
is easy to understand the huge power that repsesientinternet media in the entire world.

® Internet World Stats, Usage and Population Siegigittp://www.internetworldstats.com/stats.htm
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More and more people use the Internet, more ance mowerful and attractive is this

communication and distribution channel for compsnie

Internet is the most influental factor affectingaitindustry today. In report of IMRWorfd
it was estimated that total B2C e-commerce sale20ib0 have grown to €591bn, an
increase of close to 25%. IMRWorld estimates thatvh will continue in the coming
years, passing the trillion-euro mark in 2013 aetiveen 2009 and 2013 sales in billion

euro will doublé.

Graph 1 (appendix A) displays the growth rateslihdE the leading sectors in online retail
from 2002 to 2007. The top three product categones2007 were media products
facturating 13.2 billion euros, followed by clothirand footwear 7.3 billion euros and

consumer electronics — 6.8 billion euros.

2.2 Web Experience Factors influencing Online Consner Behavior

“Online shopping experience” or “virtual experiehde defined as crucial e-commerce
marketing issue by many academics and practitiormrsause it results from the
consumer's exposure to a combination of virtualkei@mg tools “under the marketer’s
direct control, likely to influence the buying bef@ of the online consumer”
(Constantinides, 2002, p. 60).

The Web experience can be defined as the consutm¢alsimpression about the online

company as the result of their exposure to a coatioin of notions, emotions and impulses

® Interactive Media in Retail World Accosiation:“Aiprary source in e-Business Intelligence”

" National Retail Federation- http://www.nrf.com/nubes.php?name=Pages&sp_id=1240#Growth visited 60612011
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caused by the design and other marketing elemehtgh® online presentation
(Constantines, 2004).

The Web experience embraces elements like searchirmyvsing, finding, selecting,
comparing and evaluating information as well asratting and transacting with the online
firm. The virtual customer’s total impression arddi@ns are influenced by design, events,
emotions, atmosphere and other elements experighg@ty interaction with a given web
site, elements meant to induce customer goodwdlafect the final outcome of the online
interaction.

The medium for delivering the WE is the corporatbvegite. Sites delivering high quality
WE are designed and structured in ways not onlyessiing the consumers needs,
expectations and emotions but also evoking cretipproviding the right products and
services, helping the customer through the stepth®fbuying process while offering
fulfillment services, cutomer assistance and afédes services (O Kneefe and Mc Eachern,
1998, p.71-78)

2.2.1 Technology- Oriented Factors
2.2.1.1 Usability

Usability is defined as “the extent to which a prodcan be used by specific users to
achieve specified goals with effectiveness, efficieand satisfaction in a specified context
of use” (International Organization for Standaftiza (ISO) 9241 norm, cited by Guerrero,

Egea & Gonzalez, 2007, p.102-113)

Websites need to give consumers a sense of caantoblfreedom (Neilsen et al. 2001),
allowing them to move freely around the site with@etting lost (Dennis, Fenech &

Merrilees, 2004). If consumers experience usabjigblems on a website it can prevent
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them from finding and so purchasing products, tesyin loss of sale and disappointment
(Guerrero, Egea & Gonzalez 2007). Therefore, ugi@pitlement should be a fundamental
consideration (Dennis, Fenech & Merrilees, 2004grtipularly when consumers

increasingly come to take it for granted (Tan & V2§06, p.261-271).

Constantinides (2004) summarised the key usabddynponents as convenience, site
navigation, information architecture, ordering apaying process, search process, site

speed and accessibility.

Website structure can influence usability, ensutireg customers can move around quickly
with as few clicks as possible (Kim & Eom, 2002hid can include the use of meaningful
product categories with appropriate headings arsheadings, allowing consumers to
identify pages of value (Madu & Madu, 2002). Catsgm however, need to be carefully
considered, as too many choices can lead to camf§hubin & Meehan, 1997, cited by
Madu & Madu, 2002).

Using regression analyses, Loshe and Spiller (19890d that product list navigation
features that reduced purchase time accountedlfigr & variance in monthly sales for an
e-retail store. Navigation aids and site presesnatieeds to be consistent across all pages
to increase usability (Tam & Wai, 2006). Madu anddd (2002) also recommend placing

an overview of the whole website on the front page.

The way online vendors follow up orders and delpeducts has an immediate impact on
the willingness of customers to order and more igualy, to return to the Web site for
shopping in the future. Alternative payment methofist delivery, flexible delivery
options and order tracking are frequently mentiowed technology factors.

After reviewing the literature usability elementise author decided to categorise the most

important ones for online clothes shopping sited @xamine four of the above described
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elements as follows: site navigation, accessibilipayment process and delivery

procedures.
2.2.1.2 Interactivity

To be successful e-stores need to facilitate iotena with the consumer which is on a
particular importance when building brands onlifMdefylees and Fry, 2002) and can
significally affect consumer satisfaction (Ballargj 2005). As in the case of usability,
good knowledge of customer profiles and needs favéal importance for the designers of
these online services. Constantinides (2004) sumaththe key interactivity elements as
customer service, interaction with company pershroustomization and network effects.

The Interactivity components are devided in twougsa

1) Interactivity with the online vendor
2) Interactivity with other web users

Figure 1 The Interactivity

Interactivity: dialogue, not monologue
Compan «<— Consumer
Two way feedbacks

Building up a two-way relationship through commuation and problem solving assistance
is important in online reality and can be equivaleh personal service in traditional

organization (Merrilees & Fry, 2002).

Research has found that access to key referenc@gend desirable communities online
can encourage consumers to shop online (Parsofg).28llred, Smith and Swinyard

(2006) suggest that elements such as user foruchsressage boards not only satisfy
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consumers’ need for social interaction but buildaupommunity bond, which can give

consumers more information and confidence to pssgte the checkout.

So, the Internet encourages and permits the conuatiom between the brand and the
customers but also between online consumers. Nomadaline vendors use also web 2.0
applications like blogs, RSS, social networkinguYabe, User's Forums, Bulletin Boards,
Chatrooms in order to give the possibility to thaistomers to establish contact with other
Internet users and give them opportunities to cegd their identification to the brands, to

decrease their feelings of uncertainty and so tadlghem to purchase online

(Constantinides, 2004, p. 118)

However, other research (Song & Zahedi, 2005) fahatlwhile external personal sources,
such as comments, ratings, testemonials had ayhigjghificant influence on social

interaction aspect of e-retail, this only had glglimpact on purchase intention.

Another element of online interactivity is the #lgiko personalise or customise the site and
control communications received (Dennis, Fenech &rrees, 2004). Consumers can
benefit from product recommendations, editoral eohtconsumer feedback on specific
products and recommendations based on product kdgelor customer profiles which
actively anticipate consumers’ desires (Schafenskan & Riedl, 2001). Specifically for
clothing e-stores, retailers can offer suggestmmsnatching items and ideas to complete
the outfit, which may encourage trial (Allen, 20@0)d increase purchase intention (Then
& Delong, 1999,p.65-68).
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e —CRM

The term e-CRM derives from the CRM but in the diedf e-commerce. Customer
Relationship Management software permits web ditesollect and then to use those
demographic and previous interaction data in orgdewobtain the best profiles of its
customers. After that, it permits to provide thdm best experience and develop a more
positive and trusting relationship (Smith et al002, p.21) by offering better customer
service and customized offerings (Melewar et €03, p.363). And because for the online
clothes business, service levels and relationsfeighee most important elements, to get this
type of information, understand it and use it idesrto get a clear image of their customers,
increase interaction with them, to provide thenedgzrt online experience (Melewar et al.,
2003, p.365) is the best strategy.

2.2.1.3 Web design

According to (Dennis, Fenech & Merrilees, 2004) Wsual presentation of the e-store is
vital to shape perceptions. Web design is consiste@rious parts, but most impotrant are
presentation quality, style, atmosphere (Constami@s) 2004) including colour
combinations, type and size of fonts, animatiomnsis effects and clarity and readability
of the text (Madu & Madu, 2002).

The retailer has the ability through this elemetatscreate an aesthetically stimulating
environment, which increases hedonic value (Clhsld@arr, Peck & Carson, 2001) and
enhances consumer s experience encouragatingtth&tiany longer in the website (Dennis,
Fenech & Merrilees, 2004)

As mentioned above, one of the key hurdles thahitig e-retail has to overcome is the

consumer's to handle items before purchase. Dtieetperceived risk, product presentation

18



ONLINE CONSUMER BEHAVIOR — Web Experience Elemem®nline Clothing Market

must be carefully considered to give consumersaesef fit (Park, Lennon & Stoel, 2005)

and increase tangibility of products (Kim & Eom020).

High quality images with realistic products coloan® particularly important for sensual
products such as clothing (Dennis, Fenech & Megsile2004). Ha, Know and Lennon
(2007) suggest that clothing e-stores should peoware visual product information and a
wider range of product presentations, for examatgdr views, close ups, back and side

views to increase the purchase intent.

In a laboratory experiment with e-retail consumémse and Benbasat (2003) found that
higher clarity images and motion resulted in higlegel of attention, while image size had
an impact on memory. A recent experiment (ParkelSfoLennon, 2008) supported their
findings, concluding that movement, such as prodotzttion, created a positive mood and
increase purchase intent. However, they found ghadluct size did not have a significant

effect, suggesting that small but clear imagesaoahvey enough information.

Then and DelLong (1999) emphasized the importanagsioiy a human model online to
show the natural drape of clothes and also predentthe closest representation to its end
use. Other research of Mintel 260tas highlighed the benefits of including videgslof

clothes being modelled, which can help consumeatuate products and reduce risk.

Retailers are increasingly adopting state of theemhnologies on their web sites to attract
consumers and compensate for the lack of physicaéepce. Elements such as 3D
presentation and virtual reality can provide ineesh perceived product knowledge,
positive product attitudes and increased purchagmtion (Suh & Chang, 2006, p.100).
Other technologies such as virtual dressing roamaisoaline fit predictors are increasingly

being adopted to aid consumer decision — making(@b2001).

8 Global Consumer, Product and Market Research MRO@6 http://www.mintel.com/
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In a recent study Fiore and Kelly (2007) found thatind had not been adopted as readily
as other web design. So, they highlight the widgpsadt has, not only to enhance the visual
display of products, but also to provide audio desions and allow consumers to submit

verbal feedback as well as provide general backgroatmospheric sound. Coyle and

Thorson (2001) found that the use of audio and atan on websites increased levels of
vividness, which resulted in increased telepreseme stronger, more enduring attitudes
towards the e-stores.

However, despite the increasing support of Webgiesiements, their use need to be
carefully considered. Overuse can frustrate conssinwbo are looking to access product
information quickly (Dennis, Fenech & Merrilees, 020 and increase page loading times —
a key reason why e-stores are abandoned prior ichgse (Weinberg, 2000). Elements
such as animation also need to be used with caradare that consumers remain in control
and are not for example, forced to watch extendewbductions before reaching the

homepage (Madu & Madu, 2002)

Overall Demangeot and Broderick (2007) found thedmbination of interactivity and web
design results in hedonic value mediated by invelntmand utilitarian value, both
impacting on attitude towards the web site and lpase intent.

2.2.2 Consumer - Oriented Factors

2.2.2.1 Shopping Experience

Miyazaki and Fernandez (2001) states that “ hidgihtsrnet experience and the use of other
remote purchasing methods are related to lowerdevkperceived risk towards online

shopping, which in turns results in higher onlineghase rates.
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Consumers online activities are very easy to bect#tl by their online experience. If
previous online experience had left positive oraieg impression in customers™ memory
in some extent, this impression highly influencesuomers™ actual buying behavior, thus
customers’ emotional feeling could lead a convarsimom product navigation to
purchasing (Wolfinbarger & Gilly, 2001, p.44). Wolbarger and Gilly's research (2001)
indicated that impulsive buying seldom happen @ dbal-oriented consumers, but they
enjoy the freedom and control, while the experardnline shoppers enjoy the surprise and
excitement of the shopping experience. Positivecaffnake task-oriented online shopping
consumers have less time to browse and searcledeiatormation online before their
actual buying behavior, however, negative affeckensask- oriented online shopping
consumers focus on pure entertainment more thdly papose of actual shopping online.
According to the brief description of these studies not difficult to see that the shopping
experience could affect the consumers's emotiorchwldiecides if the consumers can
convert the emotion into purchasing behavior. Mafsthe online experience refers to the
service aspect of online shopping; furthermore, aal shopping experience could be
harmful for the image of the online store and dffda® ongoing buying behavior in the

same website.

Ahmad’s (2002) research presents certain aspectmlofe shopping experience from
consumers’ perspective, specifically, concentrateshe consumers™ reactions to service
failures and initiative to enhance the online segviecovery. Through the responses of the
shopper who had bad experience when they shopdet othe researcher presented that
the factors are involved in such as late delivexfective product, and partial order;
meanwhile, the shoppers also have bad experieate¢hé online shop’s customer service
representative made no efforts to fix problemsaddition, the survey also presents that the
respondents who had problems with online shoppimgy choose to contact the online
shops by using telephone, and emails to communibatgever, the results indicates that

customers prefer to use the telephone to communicat
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2.2.2.2 Trust

Due to the impersonal and anonymous nature of ertliansactions, e-retailers have the
vital role to build consumer trust to be successfuheir e-business (Chen & Barnes, 2007,
p. 21-36). To build trust several things have to dade for an Internet user. Indeed,
according to Karakaya (2001, p.44), the principaline anxieties is about privacy and

security of operation.

Vijayasarathy and Jones (2000) identified five rtBknentions. In addition to traditional
economic, social and performance risk, a furthew tmere identified as new to e-retail:
personal risk such as theft and abuse of credit icdormation, and privacy risk, including

compromising personal information.

To reduce risk and build up trust e-retailers nednsure their site is secure, trustworthy
and respects consumers’ privacy (Chen and Bari6g).2

Salomon (2004) agrees it telling that “securityore important concern” (p.338). So, the
online payment must be secure. Grewal et al. (2@@3)hase the need for a well written
and prominently displayed security ecryption asscea Other elements that can increase
trust are comprehensive and locatable companynrdbon, fair pricing, balanced product
information, professional site design and acceseetp (Kim & Eom, 2002; Nielsen et al.,
2001; Smith and Rupp, 2003).

Other research (Kim & Kim, 2004) concludes thatsztoners nowadays feel more secure as
technology and security systems improve and foinentlothes shopping specifically may
see security issues as less of risk that produstitability due to the lack of physical
examination (Cho, 2004).

Lastly, in the case of any dissatisfaction with pineduct, online customers, as in traditional
shops, can return the product (Karakaya, 2001,)pwighout any extra fees. Indeed,

secured payment, choices between many transacwssililities, clear conditions of
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payment and delivery, possibility to contact versdimr advices and information and after
sales services are many factors that can dispaleoslustomers’ fears, and develop and
strengthen their trust towards the brand. Thisttroace implemented, permits online
customers to make their e-shopping without anysriekmind.

2.2.2.3 Product Perception

Several researchers have been focused on the iropawarketing mix elements on the

behavior of web users searching through Interndiuying products and services online.

Researchers agree that the marketing mix’s 4P -essential contributors to the Web

experience. Nielsen et al (2001) found factors sagfair prices, product quality, product

range and product availability which greatly imgatbn a consumer's perception of an e-
store.

Customers online shopping behavior is impactedhbyproduct features which are variety
of goods, product quality/performance/product utaety, product availability, social
presence requirement, product presence requirerdepgndability of product, possibility
of customized product and brand” (Liang & Huang 899.33; Lowengart & Tractinskky,
2001, p. 20; Muthitacharoen, 1999, p.533).

Firstly, the product can be characterized by ughwy distinction between search-goods
versus experience-quality goods (Nelson, 1974, 23735). This distinction concerned
with how product quality can be determined. Quatity be determined in advance before
the consumers buy or use (e.g., thickness of ¢lethich is search goods. The quality of
some other products cannot be determined priorutchase and use (e.g. the way the
material feels or drapes). Thus, the researchénatbthat search goods are products whose
physical characteristics are known prior to purehgsg., book), while experience goods
have some uncertainty with respect to their quadityhigher likelihood of physical

malfunctioning (e.g., a computer). For this reskardothing belongs to the experience
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goods, since customer cannot tell the product tyudiunction and performance until
purchasing and using. (Lowengart & Tractinsky, 200142).

Hu, Smith and Brynjolfsson (2003) poited out thetreased product variety made products
available through e-markets can be a larger soofaensumer surplus gains, logically

increasing their purchase intention.

For this research, online clothing shopping is alsghly concerned with product
perception, the focus is on the product percepiioterm of 4 aspects: product quality,
product variety, product availability and producicp. We would like to examine the four
aspects through our survey in order to see howethepects affect the consumensiying

behavior when they make decision for purchasinthe®online.

The rest of the elements of Marketing Mix is biyedixplained but those are not included in

our research.

Song and Zahedi (2005) found that perceived presehpromotions and service also had a
significant impact on beliefs and purchase intergjowith incentive programs having a
highly significant impact on online purchase bebayKim & Kim, 2004).

Corporate image and consumer familiarity are vedments to increase consumers
confidence and purchase intention (Chen & Barn@37R Grewal, Munger, Lyer and Levy
(2003) found that a favourable reputation and \wetiwn brand name reduced consumers’
perceived online risk and reduced the need forrabhgurances, such as security encryption
and money back guarantees. The amount of the iatovmavailable online has also been
found to affect purchase intention (Song & Zahe&xhP5) and also affect consumer
satisfaction (Lynch & Ariely, 2000). Consumers daamefit when retailers supply a large
range of products and regularly update their welisitgive consumers access to up-to-date

information and enable them to identify new tre(féigrsons, 2002).
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2.3 Decision Making Process in online environment

Engel, Kollat e Blackwell (1892) who developped thedel of decision-making process

considers four steps of the process:

- problem recognition
- search
- alternatives evaluation and choice

- post-evaluation phase

But according to Salomon (2004, p.292) the decismaking process is composed of five
steps. After the problem recognition step, in wh&hdesire of a need is identified, a
customer has to search for information. The custoswveys his environment for
appropriate data to make a reasonable decision@s®reral choices in order to fulfill his
desire or need. This step is more or less longastly depending of the nature of the

product, the perceived risk of the purchase andrégetime of the customer.

Constantinides (2004) pointed out the fact thad fiurchase can be madeline adds a
fifth step to his decision-making process, “builglimust and confidence” between him and
the online brands (p.112). After this step, thetamer has to evaluate each alternative
making a comparison between several products aogptd some attributes like price,
brand, quality, size etc. This evaluation leadpuochase decision that is the choice of the
best product according to the customer criteridmenTa post purchase evaluation starts. If
the product fulfills the consumer’s expectation wik be satisfied of his purchase. But if it
is below his primary expectation, the consumer widlve a negative opinion about the
product. During his next purchase acts, he will thé® experience in order to not make this

same error again (Salomon, 2004, p.292). See fi@uien appendix A).
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Figure 2 Consumer Decision Making Process

Problem Recognition

v
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Choice
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2.4 Online consumer behavior

Purchasing is considered as humans’ socio-psycalodiehavior. Understanding the
psycological background of human behavior is edabfar marketers better achieve their
strategic marketing goals. There are many theontwadels developed for human behavior
that have been used in Marketing, E-commerce andtuliflies. The most widely used
theories are Theory of Reasoned Action (TRA), Thieok Planned Behaviour (TPB),

Technology Aceptance Model (TAM) and Triandis Modeinpirical study developped by

Limayem, 2003 shows that TRA, TPB and TAM are thestrpopular theories used to

study online consumer behavior.

26



ONLINE CONSUMER BEHAVIOR — Web Experience Elemem®nline Clothing Market

2.4.1 Theory of Reasoned Action (TRA)

According to the Theory Reasoned Action developpgdFishbein et al. (1975), the
determinant of a person's behavior is its intentoreither perform or not perform the
specific behavior. In this model two independemrtdas are framed, which are interacting
together and determine intention.

1) Attitude towards the behavioa factor that considers the degree to which
a person has about positively or negatively evalga specific behavior.
Attitude is therefore determined by behavioral dfsliand evaluation of
behavioral outcomes. Thus, a person who stronglives that positive
outcomes will result from performing a particulaehavior will have
positive attitudes towards the behavior. The ogpasiatement about the
negative behavior and attitude is also valid.

2) Subjective norms determined by the person's normative belief§ —
certain influencial individuals approve or disapproof a particular
behavior and the persons motivation to comply witthe
approvals/disapprovals of the important individuals

Figure 3 The Theory of Reasoned Action (TRA)

Beliefs and | Attitude
Evaluation g
\ Behavioral - Actual
Intention "|  Behavior
Normative .| Subjective
Beliefs g Norm
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Since the TRA works successfully to perform onljdaors under volitional control, the

guestion about the behaviors which are not undktiormal control had arosed. However,

there was a need to introduce a concept that tmitesconsideraion the ability of the

subject to perform the behavior. This concept wasoduced as perceived behavioral
control to the TRA making this theory known as Tityeaf Planned Behavior (TPB).

2.4.2 Theory of Planned Behavior Model (TPB)

The Theory of Planned Behavior (TPB) developed [reA (1991) is an extension of TRA
and it is adressed to show the inability of TRAconditions when individuals do not have
total volitional control over their behavior. Synlisally, the TPB model is presented in
figure 4 where it is illustrated that each of theetminants of intention like in TRA but
with one additional determinant to attitude to betwmand the subjective norm which is the

perceived control (PBC), in turn, determined byenhdng belief structures.

Figure 4 The Theory of Planned Behavior (TPB) éNjz1991)
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The PBC is an individual's perceived ease or diffic of performing the particular
behavior. It is assumed that PBC is informed byelfebbout the individual's possession of
the opportunities and resources needed to engatie ihehavior (Azjen, 1991, p.185). It
accentuates both internal control (e.g. a persskills and abilities of self efficacy) and
external constraints (e.g. opportunities and faed) need to perform behavigkccording

to TPB, attitude towards the target behavior anbjesive norms about engaging in the
behavior are thought to influence intention, anct@eed behavioral control over engaging in
the behavior is a factor influencing intention dmuth are being function of actual berhavior
(Azjen, 1991, p.180).

Furthermore, TPB also includes a direct link betwgerceived behavioral control and
behavioral achievement. Given two individuals witle same level of intention to engage
in a behavior, the one with more confidence indriser abilities is more likely to succeed
than the one who has doubts (Azjen, 1991).

2.4.3 Technology Acceptance Model (TAM)

One of the most significant purposes of TAM is tyide a foundation for outlining the
impact of specific external factors on the interbaliefs, intentions and attitudes. The model
proposed by Davis (Davis, 1989) was derived from TRA. While TRA was created to

explain general human behavior, TAM is specifitS3aisage.

The aim of the TAM is “[...] to provide an explanaticof the determinants of computer
acceptance that is general, capable of explairseg lbehavior across a broad range of end user
computing technologies and user populations, wdtildne same time being both par-simonious
and theoretically justified” (Davis et al, 1989,985). In 1989, Davis developed scales for two

specific variables that were hypothesized to becbdsterminants of user acceptance of
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computers. These two variables were referred tpaseived usefulnessnd ,perceived ease

of us€. According to Davis (1989):

¢ Perceived Usefullness (PU) “[...] the people temdige or not use an application to
the extent they believe it will help them perforheit job better” (Davis, 1989, p.
320).

¢+ Perceived Ease of Use (PEOU) is “ the degree talwpeople beleive that using a

particular system would be free of efforts”

PU and PEOU reflect the beleifs about the task evadnd user-friendliness of new

information systems respectively.

This Technology Acceptance Model has been citedvanous research since it was
introduced by Davis in 1989. With the emerginghe# £-commerce marketing, Internet and
World Wide Web (www), some researches have triedpoly the technology acceptance
model in the e-commerce field (Li and Qiu, 2008]I&et, Monsuwé and Ruyter, 2004,
Cho and Iris Cheung, 2003).

As shown in Figure 5, the model refers that actisalge is determined by user's behavioral
intention to use (BIU) which in turn is influencéy their attitude (A) and the belief of
perceived usefullness (PU). User's attitudes, whigfhects favourable or unfavorable
feelings towards using the IS system, is determjoadly by perceived usefullness (PU)
and perceived ease of use (PEOU). PU, alternatiielgfluenced by extenal variables and
PEOU. The logical understanging of the Technologgeptance Model is that the easier

exploitation of certain technology the more uséfid perceived to be.
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Figure 5 Technology Acceptance Model (TARayis, 1989)
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2.4.4 Applying a theorical model

The three models represent different determinamtexplain the consumer behavior in
technology adoption or in e-commerce reality, nthadess, they share lots of similarities.
TRA, TPB and TAM assume an attitude — intention ehdvior relationship, that is,
cognitive, normative or affective beliefs form attle, which successively has influence on
behavioral intention and actual usage of behavié in its turn, explain most of the
technology driven — systems in previous studiesydwer, this model is unsufficient to
explain the prediction of online shopping that éata greater degree of uncertainty as
compared to physical product transactions. Actydhyst and risk are integrated in the
structures of TPB as control belief, acting on bébral control and risk of security issues
and privacy violation influencing attitude througkrceived consequences (Paviou, 2002).
Although, TAM and TRA both assume volitional comtmver behavior and that no
constraints would prevent an indivudual from cormmmeibt of behavior out, the PBC

construct in TPB (absent in TAM) has been testetumed in IS research.
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The author chose to base her research model onbEBBuse is a model that following
models are an extension of the original TPB, ansl @#pplying better to the research about
the web experience factors which are influencingsconer behavior. Moreover, TPB is
well known and acknowledged model in Marketingcémclusion, in their reasearch Kallol
K. Baghichi et al. (2002), refer that the explamagoower of TPB is somewhat better than

TAM for most marketing studies.
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CHAPTER THREE: CONCEPTUAL FRAMEWORK

In the following chapter is elaborated the concaptisamework associated with literature
review to explain the consumer online attitudes a@s online shopping and their
intentions to purchase, to spend more time in théne store and to recommend it.
Hereafter is presented the Research Model and thygotheses of the study paper. The
processing of the variables and the constructinthefscales are defined, together with the
measures used to test the variables in the resedrahtly, the caracterististis of the

clothing online market are clarifyed.

3.1 Theorical Paradigm

With the blooming of online shopping, more relevaegearches are increasing and intent to
investigate how to gain more new potential conssna&id maintain the existing ones. For
such, web elements to create an attractve web rdedignline store are very important
consideration involved in many researches. Six esberience elements are detected as
most influencial in the process of forming onlinehbvior. Considered technology -
oriented factors usability, interactivity and webstjn elements are those that need high
technological development for improving shoppingdiions and service. Trust, shopping
experience and product perception are those elsmelated to the consumer reactions and
perceptions about attitudes and intentions. Ydt,ohlthe web experience factors may
change consumer's attitude and behavior towardseoshopping. Understanding how
online consumers are affected by the exposureeofvib site elements help marketers to

predict consumers buying behavior.
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3.2 Research Model and Hypotheses

TPB model provides the theorical foundation of tteasearch. The developed reasearch
model by the author presented in figure 6 was nreasthe impact of WE elements on
consumer behavior. The Reasearch Model explaing/dlyethat the web site elements may
influence the behavior of potential consumers.sltsupposed that the web elements
influence their salient beliefs towards online ghiag, which in turn change their attitudes,
leading to changes in their intentions and behavior

In order to check the applicability and appropmetes of the research model a structural
equation model will be applied. The conceptual nhedk be studied through sub-models
with multiple correlations and linear regressiohgndependent variables on the dependent
variables. Thus, the research hypotheses are dewideo sub - models: attitudes towards

online shopping and intentions to purchase.

Each construct of the research model will be furwlained and the relations with the
customer attitutes and intentions to use onlingogimy when purchasing clothing will be
justified.
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Figure 6 Research Model
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Table 1 Factors influencing online shopping pusehaf clothes

Customer - oriented factors Technology-oriented faors
Shopping Experience Usability
¢ Satisfaction ¢ Accessibility
¢ Site navigation
¢ Payment Process
¢ Delivery Process
Trust Interactivity
¢ Transaction Security ¢+ Customer Ratings and Testemunials
¢ Customer Privacy ¢ Customization
¢ Vendor's Reputation and capability ¢ Recommendations
¢ Good Customer Service
Product Perception Web design
¢ Product Variety ¢+ Colour
¢ Product Price ¢+ Fonts
¢ Product Quality ¢ Animation
¢ Product Availability ¢+ Sound
¢ Text clarity
¢ Product presentation

3.3 Attitute towards online shopping

Attitude is an immediate determinant of intentionperform a behavior (Ajzen, 1991, p.
201). Previous researches demonstrate that attglitictors have been tested and shown
to be significant predictors of retail patronageentions. For example, in the research of
Shim, Eastlick, Lotz and Warrington (2001), in tlentext of internet shopping,
consumers’ attitudes towards clothes shopping tefietheir intentions to purchase via the
internet. The positive attitude towards the inters@opping significantly increased

intention to use the internet for purchasing. lheotwords, the more positive attitude of
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consumers towards a brand or store, higher aratétions to buy the brand. So, attitude
towards internet shopping will positively prediatantion to use the internet for product or

information search.

Online attitude is defined as a kind of individgabverall impression and evaluation for
online shopping, which could be expressed in pasitr negative way, or even more
emotional feeling like favorable or unfavorable. efé are three ways to measure
consumers’ attitude, firstly, “regarding the hedospect that could be measured by items
of fun/frustrating, enjoyable/not enjoyable andenesting/boring, while for the utilitarian
aspect could be measured by items such as safedrid&red/chaotic, wise/foolish, and
reliable/unreliable and the overall aspect couldnbbeasured by items such as useful/

useless, pleasant/unpleasant, entertaining/weadyniae/awful” (Huang, 2005,p.841-847).

Therefore, based on many previous researches,utheraavoids overlapping factors, and
picked up the most representative ones applying timt research (see table 7 “Attributes
for attitudes towards shopping clothes online”).

3.4 Online shopping intention

Purchase intention measures have been used frgtententify buying likelihood for
products within defined time periods (Whitlark, @Gsu& Swenson, 1993, p. 19). At the
beginning, the consumers’™ good attitude of onlit@pping positively decides the
consumers’ buying intention. Furthermore, the bgiyiiention will affect the consumers®
final buying decision and actual buying behaviopa# from that, the evidence also proves
that online buying intention and customer satisbacinteract to each other. In general,
consumers’ intention can be expressed in termstention to purchase, intention to spend
more time at the online store and intention to neo@nd the online store to others (Kim &
Kim, 2008, p.131).
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Intention to purchase

The relationship between intention to use the m#efor information search and intention
to use the internet for purchasing was found indhkne pre-purchase intentions model
developed by Shim et al. (2001, p. 411). Intenseéarch via the internet contributed a
substantial portion of the variance explained terimet purchase intention. Consumers who
report intentions to search a product possess hagieal buying rates than consumers who
report that they have no intention of searching i{\attk et al., 1993, p. 21). In addition,
consumers tend to search more information fromirtkernet when purchasing products
online (Kim & Park, 2005, p.111; Lohse, Bellman éhdon, 2000, p. 21).

Previous studies (Kim & Park, 2005; Lohse et @0@ also suggested that an intention to
search the internet for product information leaolsah intention to purchase through the
same mediumTherefore, information search and its selected mélashould be considered

extremely crucial elements leading to a choiceurcpase format.
Intention to spend more time at the online store

There are substantial differences between shomelfion shoppers in the time spent with
their computers and online. Shoppers use computers, are online more, and are more
comfortable with both computer and Internet usas Thay indicate that the amount of the
internet use for information search influences pasing behavior online. (Lohse et al.,
2000, p.21).

Online shoppers express that they could fully examvarious options for product
purchases through online shopping, compared to dfitine shopping context

(Wolfinbarger & Gilly, 2001, p. 40). On the handfarmation is an important resource for
consumers, so they search information to reduceertainty about sources, product
features, prices and brand before making decisBustomers also actively look out for

promotional offers. Therefore, they may spend nmione at the online retailer to explore
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alternatives or to examine the detailed produatrmftion to fulfill their utilitarian needs
(i.,e. making right decisions) and/or intrinsic nvations (i.e. enjoy searching for more
product info for itself) (Kim & Kim, 2008, p.131).

Intention to recommend the online store to others

One facet of the research conceptualization of iehal intention towards the online store
is the willingness to recommend the online storethers. Positive word-of-mouth (WOM)

for online retailers has been one of the most gffedormats of advertising. It has been
demonstrated that WOM has a significant effect oline behavioral intentions. Kim and

Kim (2008) found out that the more consumers fesifident with shopping at the online

store, the higher behavioral intention will be tods the online store, indicating that
consumers are more willing to recommend the onditoee to others. Stone (1954) also
revealed that WOM of the retailer’s online operaidad the dominant effect on online
trust and the effect was found to be much stronigan that of offline trust. In contrast,

consumers with a low level of online purchasingexignce were more likely to engage in
higher levels of negative word of mouth, if theyt fdissatisfied after a service failure

incident. In general, online WOM is becoming an artpnt marketing tool for retailers

these days, and it is much more powerful thanra#fiWVOM because it affects many people
over a short period of time (Kim & Kim, 2008, p.)37

3.5 Hypoteses of the research

After reviewing a large amount of literature andidg the process of consolidation of the
proposed research model, which sought to recontifguts supplemental to the
comprehension of the topic of this study (this uni@ the Theory of Planned Behavior of

Ajzen, 1991), were constructed hypotheses to exples relationships between variables.
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H1: There is positive relationship between attititevards online shopping and intentions
to purchase. It is supposed that positive and goitides of online shopping are leading to

higher intention to buy clothing online.

H2: There is relationship between attitudes towasdfne shopping and technology-
oriented factors, supposing that favourable peroe@bout the technology-oriented factors

is leading to good attitudes towards online shogpin

H2a: There is relationship between attitudes towardsmershopping and usability
H2b: There is relationship between attitudes towardsmershopping and interactivity

H2c: There is relationship between attitudes towardimershopping and web design

H3: There is relationship between attitudes towartse shopping and consumer-oriented
factors, supposing that favourable perception atfmitonsumer-oriented factors is leading

to good attitudes towards online shopping.

H3a: There is relationship between attitudes toward8nenshopping and shopping
experience

H3b: There is relationship between attitudes towardsmershopping and trust

H3c: There is relationship between attitudes towardéinenshopping and product

perceptions

H4: There is relationship between intentions tochase and technology-oriented factors,
supposing that favourable perception about thent@olyy-oriented factors is leading to

profound intentions to purchase online.

H4a: There is relationship between intentions to pusehend usability
H4b: There is relationship between intentions to pusetend interactivity

H4c: There is relationship between intentions to pusehend web design
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H5: There is relationship between intentions tochase and consumer-oriented factors,
supposing that favourable perception about the wuoses -oriented factors is leading to

profound intentions to purchase online.

H5a: There is relationship between intentions to pusehend shopping experience
H5b: There is relationship between intentions to pusetend trust

H5c: There is relationship between intentions to pusetend product perceptions

H6: Intentions to spend more time in the onlinergtrhas impact on intentions to purchase
online. It is supposed that if consumers spend more in the online store their intentions

to purchase will be higher.

H7: Buying frequently products online has impact iotentions to purchase online,
supposing that higher frequency of buying productbne lead to intentions to purchase

online.

H8: Intentions to recommend the online store hgsarhon intentions to purchase online,
supposing that when an online store is recommeridedsonsumers” intentions to purchase

online increase.

H9: Online consumer behavior is related to intemgito purchase online clothing
It is supposed that the buying intention to purehasthes online will affect the consumer

final buying decision and actual buying behavior.

3.6 Variables Processing

Variables processing is being done by definingditiebutes and the scales according to the
research objectives and literature review. In ortterfacilitate the respondents of the
survey, the items used were simplified in ordelbéamore easily perceived. The processing

of the scales is made by using the respective mafterschecking the unidimentionality of
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each component (through exploratory factor anglyams consistency check (through the

analysis of reliability). Hereafter the used scdteghe survey are presented.
3.6.1 Web experience technology - oriented factorsability

Table 2 Attributes related to Usability

Attributes related to Usability

Easily accessible information

Simple site navigation

Quick and easy transaction

Delivery process

The scale for measuring the variable usabilitystrie give explanation about the most
influencial of the four attributes by categorisigithem in order of importancdhese

measures are used in studies of autors Dennisckén&lerrilees, 2004, Kim et al., 2003.
For the following research the measures were reéfifer the scale’s operationalization it

was used the Likert 5 point scale, where 1 cornedpo unimportant and 5 to important.

3.6.2Web experience technology - oriented factor Interduwvity

Table 3 Attributes related to Interactivity

Attributes for Interactivity

Customer Rating and Testemunials

Site Customization

Recommendations

Good Customer Service/After Sales
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In their studies Merrilees & Fry, Nah & Davis, 200&e the described items for
Interactivity. For the scale’s operationalizatibrnvas used 5 point Likert scale in order to
understand the level of relevance of the itemsrtespond to very irrelevant 5 to very

relevant.

3.6.3Web experience technology - oriented factor Web Digm

Table 4 Attributes related to Web design

Attributes for Web design

Colour

Fonts

Animation
Sound
Text clarity

Quality of Product presentation (image clarity, ioojsize, presentation style)

Colour, fonts, animation, sound, text clarity andlity of product are the main influencing
items according to Madu and Madu, 2002 and Wilkatet al., 2002 for online clothing
site. For the processing of the scale was usedilt jpikert scale — 1 correspond of

unimportant and 5 to important.

3.6.4Web experience customer - oriented factor Trust

Table 5 Attributes related to Trust

Attributes for Trust ‘

Transaction Security

Customer Privacy

Vendor's reputation and capability
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Trust towards websites may be reflective of thabdity and credibility of e-vendor. The
proposed scale is used by Kim, Song, Braynov amal R@02. For the proceeding of the

scale is used 5 point Likert scale, where 1 is detefy desagree and 5 is completely agree.

3.6.5Web experience customer - oriented factor Product&ception

Table 6 Attributes related to Product perceptions

Attributes for Product perceptions ‘

Product variety

Product price

Product quality

Product availability

Product perceptions are part of online marketing slements finding this items in the
scale of Liang & Huang 1998; Lowengart & TractingkR0O01 and Muthitacharoen, 1999,
we are elaborating the scale through the 5 Likemtpscale, ranging from 1 completely

desagree to 5 completely agree.

In order to measure each of the WE factors werd Gspoint Likert scales, which allows
the respondents to express the level of agreemeniesagreement with the particular
statements about the WE factors.

3.6.6Web experience customer - oriented factor Online Eperience
Miyazaki and Fernandez (2001) defined Shopping H&pee by measuring the item

Satisfaction towards previous experience. By uddugect Question about the level of

satisfaction the respondents had before in thedwvipus online experience, the autor
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analyses the relationship between intention to isaafstart purchase and shopping

expirience.
3.6.7 Attitudes towards shopping clothes online

A scale validaded by Ellen, Mohr, Webb (2000) citedBruner and Hensel (1996) was

presented in order to understand the customeun@stitowards online shopping of clothing.

Table 7 Attributes for Attitudes towards shoppahgthes online

Attributes for Attitudes towards shopping clothes aline

Enjoyable

Fun

Exciting

Positive

Entertaining

Undifferent

3.6.8 Intention to purchase

For measuring the variable Intention towards onlst@pping and respectively its
relationship with customer attitudes the resporslentre divided into two groups-
experienced and inexperienced shoppers. Questisrfier question: Have you bought
clothes online”from which the author can understand the respdetprevious experience
in buying clothes online. The following two quesiso measure the intentions to
start/continue purchasing clothes online. Beingluskert 5 point scale for Question 10 in
order to measure the influence of the intentiomgcommend the online store and the
intention to purchase. Further this statement ellconfirmed to be positive by using the

testing the linear regression models.
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3.6.9 Control Variables

In order to receive consistency of the results\aiddiate the answers the respondents were

surveyed to answer to 5 variables assessing tegipdraphic profile:

- gender

- age

- educational level

- working conditions

- monthly net income

3.7 Characteristics of Online Clothing Market

The Internet as a virtual medium has the inabtlityappeal to all the senses (Kim & Kim,
2004) which is related with the detail about cergaioducts to be less suitable for e-retail
when they appeal to touch, taste and/or smell, wtiecKare-Silver (2001, p.103) describes

as “prima facie”.

Clothing is a category that appeals not only tdsithe product’s appearance, but also
touch, the way the material feels and drapes. pi@sents barriers to e-retail as consumers
expect to be physically involved in the purchaseigien (de Kare-Silver, 2001). Buying
clothes on internet lacks two main features — toaod try. The newest technology
improvements in the area nurses the online appgates growth, moreover it reduces the
number of returns, diminish costs and thus incrélaseeputation of the site (58% inrease

in sales, and 28% reduces turns). Examples foratésthe sites: www.fits.mewhich

® Virtual Fitting Room - http://fits.me/
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developed a virtual room for online clothing regas, www.couturious.colfy which
provides with sales assistance for what clothematch and www.newgistics.cdingives

return services informations and all for the commce for the customer.

Clothing sector has been an e-commerce succedbelearly days of online shopping

purchases were limited to low cost, and easily aesed items like books, CDs and

DVDs. Clothing shopping was considered to be anossjble product category to sell

online primarily because of the perceived needyt@h garments purchase which turned to
be very wrong statement. Nowadays, apparel ish@diggest selling category on internet.
The following statitistics is showing something @using: yet, computers sold on internet
represent $30bn and take 50% of the selling itenisie@ while 9% of apparel equals to

$31brt? As online clothing marking continues growing againing share, some estimates
have put the online clothing at 35% share by 20d8¢ch means that every third brick-and-

mortar store will be closed.

Changes in return policies and rules about purogaalso influenced the online buying
behavior. Similiar to US, in Europe the online sh@phave not to pay return shipping
anymore which is a beneficial policy for shoppewsréturn or change purchased item
without any cost.

3.6.1 Advantages and disadvantages of online clotigf market

As a phenomena, online shopping became popul&eimid 1990s with the popularization

of the World Wide Web (www). Correspondingly, thésequent years saw the appearance

19 Online styling studio for creating looks on realdetshttp://www.couturious.com/

1 Provider of small parcel delivery, intelligent reis management and freight management services
http://www.newgistics.com/

12 Online Apparel Retafittp:/fits.me/news/online-apparel-retail-and-whatfuture-brings
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of research studies conducted to develop an urdhelisig of online behavior and the

perceived advantages or desadvantages.

The most important advantage of online shoppintpas it allows the business companies
or individuals to reach the global market withoutyarestriction of geographical
boundaries. Without any time limit and non existibgundaries while conducting
businesses, e-commerce authorizes to execute bssirensactions 24 hours a day and

even during holidays and weekends. (see table 8)

Turbanet al. (2008) identify the key benefits of online shogpifor consumers, which
include the ability to shop at any time from anwqad; access to a large selection of
vendors, products and styles; increased possiloifityustomised products and services and
the ability to easily compare and shop for the lsty@ices. Additionally, Hirst and Omar
2007 found that online clothes shoppers rated Usedg, ease of use and enjoyment as
benefits.

Parsons (2002) found that online shopping can sddisfy personal motivations, such as
diversion and self-gratification, and satisfy theed for social interaction and membership

of peer or aspirational groups online.

Despite the advantages of e-retail, research hasdfdhat security concerns and the
complexity of online shopping are the key barridrat prevent some consumers from
purchasing online (Allred, Smith & Seinyard, 2008).a recent study, (Fransi and Viadiu,
2007) found that security worries were common te@yments of online shoppers. Studies
have found that uncertainty and high-perceived rstuce consumer's willingness to
disclose personal information (Madu & Madu, 2002) &uy online.
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However, other research (Cho, 2004) suggest theguroers are becoming less concerned
with security issues online and that it doesn \teha statistically significant influence on
the likelihood to abord transaction. Mintel repdrtbat the number of internet users citing
security as a consideration fell from 55% in A{2@l04 to just 22% in July 2006.

Consumers often express concern about buying withloysically evaluating product and
the difuculties if it does not meet their expedas (Bhatnagar, Misra & Rao, 2000). The
internet has also limited success in satisfyingothaditional shopping motivations such as
physical activity and role-playing (Parsons, 2002).

Hirst and Omar 2007 highlighted that the negatisqgeats of e-retail can be outweighed by
emphasising the positive features of shopping enlin

Table 8 Advantages and Disadvantages of Onling@i8hg

Advantages for Online buyer Disadvantages for Onlia buyer

Wider product availabity Concern with transaction security a
privacy

Customized and personalized information | Lack of trust for unfamiliar sites/non branc

buying options products

Ability to shop 24/ Inability to touch and feel protucts befc
purchase

Easy comparisc shoppint Unfamiliar buying process using electro
money

Quick delivery of digital produc Complicated legal environme

One-to-one reletionship with sell Return policies that are difficult -
understand

The blooming of online shopping has led to deepsestigations how to gain more
potential consumers and still keep the existingspa®oiding desadvantages of shopping
online. On this basis the web experience elemeptingortant considerations involved in

many researches.
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Online retailers should get to know more about howtilize these factors in order to better
understand the consumer shopping behavior andcctedse the consumers’ online buying
intention. It is crucial to know how to create etige business and marketing strategy to

reach the goal of retaining old consumers, andgttnore potential new consumers.

In the next chapters the actual customer behasigartds online shopping is analysed and
later are given some suggestions for future impre@s and considerations.

50



ONLINE CONSUMER BEHAVIOR — Web Experience Elemem®nline Clothing Market

CHAPTER FOUR: RESEARCH METHOD

In this chapter the author describes the adoptethouology and the way the research will
be conducted. Furthermore, the methods and thenigebs which will be used for the
research purposes are justified. In the researchhot sectionthe research approach,

research design and strategy, sample selectionadsthdata collection methods and data

analysis methods used in the thesis are included.
4.1 Research Approach

According to Creswell, 2003 research approached tenbe qualitative, quantitative or
mixed. But Saunders, Lewis and Thornhill (2007)imkd that there are two overall
approaches to conduct research: induction and tdedut®Vhether research is deductive or
inductive depends on how the study will involve tise of theories. If the researcher starts
with developing a theory and hypotheses and ladsigtis a research strategy to test the
hypotheses, a deductive approach is applied. Theeaf the quantitative methodology is
deductive, contributing to the scientific knowledggse by theory testing. Because of true
experimental testings require tightly controllednditions, the richness and depth of
measuring the participant may be partially foregoke a validity concern, this may be a

limitation of quantitative designs (Newman and Bet£98).

Quantitative research is used to answer questibositarelationships among measured
variables with the purpose of explaining, predigtirand controlling phenomena. In

contrast, qualitative research is typically usedriewer questions about the complex nature
of phenomena, often with the purpose of descrilaimdjunderstanding the phenomena from

the participants™ point of view (Leedy & Ormrod,(4Q p.101-103).

In the thesis, when mapping out the customer ondinepping of clothes, quantitative

approach was used. Being used the quantitativeoaplpy a larger portion of the population
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can be investigated, than could have been by aihgua qualitative research. This kind of
approach enables the results to be conceptuallgrgired, which means that the findings

could be applicable in the sense of the criticakca

Choosing a research approach technically dependshendefinition of the research

problems and data needed for solving them. Inghidy the purpose is to get insight into
the main web-experience factors that customer takesconsideration when purchasing
clothes online and to understand which web sitenetés drive users™ attitudes and
intentions towards buying from the web site cloghstore. For this reason it was decided to

apply the quantitative research.

4.2 Research Design

There are various forms of designing the resedaunders, Lewis and Thornhil (2003)
stated that they are most often classified as eauoy, decriptive or explanatory. On the
other hand, Cooper and Shindler (2003) categotizedesearch design as descriptive and

causal.

Kent (2007, p.18) explains that descriptive redeas: concerned with measuring or

estimating the sizes, quantities or frequencies cbéracteristics. The objective of

descriptive research is to portray an accuratelprof persons and situations. Hypotheses
derived from the theory usually serve to guidegheress and provide a list of what needs
to be measured (Hair et al. 2003). For descriptiveé exploratory research, the objective
may simply be to collect the information that hae specified at the research design
stage. Exploratory research is about the discowéigeas and insights. However, causal
research analyses the degree of influence of ongooe independent variables upon one or
more dependent variables. In turn, explanatoryarebehas the objective to test if one

event is causing another (Hair et al. 2003). L& ¢ausal research, explanatory research is
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establishing causal relationship between variabled it is used when a situation or a

problem is studied in order to explain the ratibAsen variables.

The purpose of the research is mainly to use deseiand explanatory analysis. It is
descriptive because it describes how the onlinghiclg market works and how the
evaluating variables behave. It is explanatory esitize relationships between the web

experience factors and attitudes, intentions amdwmer behavior are explained.
4.3 Research Strategy

Research strategy is a general plan how the rds=avdll reach the research objectives
that have been set. It contains the sources fromhwthe author intends to collect data,
considering the constraints such as informatioesgdime, location, money, ethical issues
(Thronhill et al., 2003). Yin (1994) stated thaethesearch strategies in social science

consist of — experiments, surveys, archival ang)ysstories and case studies.

Survey being considered one of the most appropt@iés for quantitative studies was

chosen, because it is found to be most effectiriment in order to get better

understanding of the actual theme. The elaboraieceg of consumer bahavior aimes to
measure attitudes and intentions of online shogp@nd the most influencial web

experience factors customer takes into considerativzen purchasing online. A structured
— survey was designed and distributed online an8&tyyoung university people selected
to be from Europe and at age of maximum 30 yeatsTdie reason for choosing this target
group was the growing number of the young custoofesnline clothing (see paragraph

1.1).
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4.4 Sample Selection

Sampling method needs to be designed after defitiegiature and the objectives of the
study and the availability of time and budget. SEntpchniques can be divided into two
broad categories — probability and non-probabgdynple (Samuel et al, 2003). Probability
sample called also random samples is commonlyegklat survey based research, where
the researcher needs to make inferences from thelsaabout a population in order to
meet research objective. In probability sample, dbkected elements are made randomly
and the probability of being selected is necessaldtermined by the researcher. Non-
probability sampling provides alternative technigjubased on researcher subjective
judgment. In this category the selection of elemmdat the sample is not ensuring that the
sample is statistically representative of the papaoih. In our study we employed non-
probability sampling since the sampling framew@kunknown — we don 't dispose with

complete list of population who has previous onkhepping experience.

The two broad categories of non-probability sangphlne accidential or purposive. Most of
the samplings are purposive in nature becauseppach is made usually with specific

plan or purposes.

According to Samuel et al, 2003, most common narfability sampling methods are:

Convenience sampling, Judgment Sampling and Quatelhg.

Convenience samplingpvolves selection of sample members who can geovequired
information and who are more available to partitgp@ a study. It is cost effective and
quick sampling, but because of the differenceshef target population, the conveniene

sampling suffers bias.

Judgement samplingsearcher 's judgment is is used to select saamplespecific purpose
is involved. Sample elements as group of peomechosen according to their knowledge

about specific problem. It is very convinient and/Icost sampling (Hair et al, 2003)
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Quota sampling ®bjective is to have proportional representationthaf strata of target

population for the total sample and certain charestics describe the dimentions of the
population (Cooper and Schindler, 2003). Stratéheftarget population, determination of
the total size and setting of the quota for thedaralements from each stratum are defined

by the researcher.

Apply to the present reasearch it was conductedrasiance and personal judgement
sampling. The decision for using these samplinghoss was taken considering the
purpose of the study which understands the moktein€ial web factors for the consumer

when buying clothes online.

Target and Online Survey

First of all, the consumer sector of online clothimarket was determined. According to
reasearch of Minté} the younger end of the fashion online retail maikegrowing with
very fast speed and become more competitive tharolither sector of the fashion retail
market. Then, considering the time and financialstaints online survey was distributed
through Facebook and mailing list of students incM& Marketing from Faculty of
Economics, University of Coimbra was used as well reach the target group which was
already defined to be people up to age of 30 yelarswith computer literacy, knowledges
in English language and living in Europe, the autbmployed the sampling method by
using online survey as it provides greater reaeah the traditional paper method, has high
response rates and instantaneous collection ofrgbelts. Additionally, online survey

allows to easily surveying consumers worldwide gmslvery cost effective.

13 Mintel 2006 http://www.sensored.co.uk/2.html
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4.5 Sample size

Determining the size of sample that is needed fmaréicular piece of research is a complex
issue. Kent (2007) suggests that for any kind angjtative analysis, a minimum sample
size of 100 is needed even to be able to calcslatple percentages for each variable. In

thinking about sample size it is helpful to dradistinction between:

- The size of sample attempted or drawn from a list
- The number of questionnaire returned

- The number of usable returns

Considering the large number of factors above, thehor decided to distribute
guestionnaire to 350 young people up to age oliddg in Europe, considered potential
consumers of online clothes and the total numberetdirned responses was 115. So, 115 is
our sample size, and the returned rate is lesstti@mexpected (around 35 %) but still in
normal limits. In order to control the number ofbke return, the survey was designed in a
easy way to answer, and extra explanation was g¢edvito the respondents who
experienced difficulties to answer the online syrvén turn, this would also allow

achieving a minimum sampling error and a maximuraaguracy in this research.

4.6 Data Collection

To reach the data necessary to accomplish the perrpbthis thesis are being used both
primary and secondary data collection. Primary dsateollected especially to answer the

purpose and research specific objectives of theentistudy. Secondary data is data that
has been collected earlier, to fulfill the purpo$some other study. (Saunders et al., 2007,
246). The following subparagraphs explain in dstaibw the primary and the secondary

data were collected.
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4.6.1 Primary data collection

Primary data can be collected through observatigarviews and surveys (Saunders et al.
2007, p. 282). Survey can be distinguished by sgverethods, such as interview,

telephone, post and online. For this data colledire decision was to use an online survey,
distributed on the web using Facebook as main aiaonsend the survey and collect the

responses.

Pilot Study

To design a survey, certain information is neededutithe specific target group. Although
many articles and reports were read, the informatoind was not enough dealt with Internet
shopping of young consumers, up to age of 30 aumalglin Europe. In order to construct the
survey a pre-study was needed for collecting basiermation. To find the respondents,
convenience sampling was used. The pre-study iedifise respondents from the age 20 to 30
in Portugal, and the interviews were conducted wjitkn questions since the goal of the study
was to uncover factors, feelings attitudes andniitas relevant for this specific age group.
The pre-study helped to great extent and facititéite completion of the survey.

Survey design

It was decided to collect data by using online syrvor the following reasons: first,
because of reaching great scope of the segmenfaaabion difficult to reach through
traditional methods, secondly due to its cost d¢iffecnature, the data was obtained with
minumum costs. Last, but not least, is the spedteobbtained results and the ease of data
processing. The survey was opened on the web 8f &2gust and closed on'"6

September. The used online survey softwareegasveyspro.com.
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When collecting primary data the difficult parttes reach every target group. For us, it is
impossible to find all the people to be involvedhis research. The answers received were
115, from which 10 were not completed because @htiture of the survey to separate the

respondents into two groups (experienced and nparenced shoppers).

The total number of the research questions is eametwhich were mainly divided into two

sections. Thdirst sectionstarts with personal background information; $eeond section

including fourteen questions is related to consubsravior online shopping, which were
designed based on “the research model of onlinphg behavior”, in other words, every
guestion of the questionnaire derived from corredprgy theoretical support and the
research hypoteses. The second section is theimpsttant in our research. The attributes
were built upon the different web site experienaetdrs influencing consumer online

shopping behavior towards online clothes.

When designing a survey, there are two kinds oktijoie formats that can be used, one is
fixed choice questions and the other is open-emgedtions. In our survey, the author was
employed fixed-choice questions which give respatgl@ list of possible answers from
which to choose.

Filter questions were used in our research in om@eninimize the time taken to complete
the survey and reduce the potential frustratiort tkapondents may feel when reading
through a number of questions that do not appthém. (Grattion & Jones, 2005, p. 124).
In our research, question 9 is this type of questiiodivide the respondents into two groups
— experienced and inexperienced shoppers, sohtbaesearchers can analyze the response

more logically.

Likert scales generally are used to assess atituidalso can be used to measure the extent

to which participants agree or disagree with ai@adr statement, and are useful for
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guestions where there may be no clear responsels,asu“yes” or “no”. The scale could
offer a five-item or seven-item scale to make th&pondents to tick the appropriate point
on the scale that matches most closely their fgelor attitudes. (Grattion & Jones, 2005,
p. 123). In our survey, we have used 9 questiotis Wkert scales. However, Likert scale
has its possible shortage. For example, scorespmnb Likert scales are affected by some
dogmatic respondents. Those people tend to choxsene values or their favorable
responses, such as strongly agree and neutralefoherwe tried to avoid this situation by
designing more types of questions like multiplesfioms and ranking questions. (Grattion
& Jones, 2005, p. 143).

4.6.2 Secondary data collection

For many research questions and objectives the athiantage of using secondary data is
the enormous saving in resources, in particulae temd money. Secondary data also
provide more time to think about theorical aims aubstantive issues. However, the
disadvantage is that the data may not fit the @mbperfectly and that accuracy may be
more difficult to verify for secondary data tharr farimary data. (Saunders et al., 2007,
257-259.)

When searching for secondary data, usually sewsaices are adopted. For example,
before she started writing the theoretical framdwdhe autor wanted to gain deeper
understanding of the research problem and resdmackground. For thus, different online
web sites with reporting information about onlineoping and trends in fashion retail

market as Mintel and the Comission of European Comties were consulted.

In order to form the conceptual framework of thigdy, an extensive search of literature
and articles was conducted through the library a€uiy of Economics, University of
Coimbra, using online search system — B-on and &esQ Several Marketing and

Management Journals, for example, Journal of Bgsimad Industrial Marketing, Journal
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of Fashion Marketing and Management, Internatiaf@lrnal of Retail & Distribution
Management etc, were also searched using theefulldnline database Emerald. These
data bases supplied the author with a great amolusécondary sources, which is later

developed into théoundation of the literature review.

In conclusion, it was decided to use quantitatesearch approach in order to quantify the
relationship between the variables explaining austoonline behavior when shopping

clothes online. For this thesis the most appropriasearch analysis was descriptive and
explanatory analysis. It is descriptive becaus#egicribes how the online clothing market
works and how the evaluating variables behaves Explanatory since the relationships
between the web experience factors and attitudésntions and consumer behavior are
explained, moreover it explaines the behavior efwériables. Apply to the reasearch it was
conducted convenience and personal judgement sagm@mploying online survey with

sampling size 115 respondents. All the study wasdan primary and secondary sources,
but for the analysis of the final results of theastigations were used mainly the primary

data sources from the employed online survey.
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CHAPTER FIVE: ANALYSIS AND DISCUSSION

The following chapter presents all the empiricatiings of the study. It mainly includes the
findings from primary data. The results obtainednfothe statistical analysis of Linear
Regression and Pierson Correlations are conferred dhe proposed hypotheses are

discussed
5.1 Data analysis

5.1.1 Method of Variable Processing

Data analysis is the process whereby researchersthia raw data that have been entered
into the data matrix and create information that ba used to tackle the objectives for
undertaken in the research (Kent, 2007, p. 296-297)

In this thesis, the researcher input the raw resg®rinto computer through a survey
analysis package SPSS (Statistical Package forSieal Science). The stages of

processing of the variables were:

¢ Encode each variable and introduce into SPSS MarBése File. For example the
guestion “How frequent do you use Internet?” wadecbas “freq”, showing the
variable frequency of using internet. Codes werdenap also for each possibility
of the direct questions (What is your gender? Inves; 2 was women)

¢ Detect variables with frequences out of scalesclviiere checked to be inexistent.

¢ Apply factor analysis - for setting the variablexdao test the feasibility of the
conceptual model was used analysis of the dimeatitgrof the variables, through

explanatory factor analysis.
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Factor analysis is multivariate statistical teclu@dransforming a set of inicial correlated
variables in other set of uncorrelated variablefied principal components or factors. This
simplifies data analysis, since it allows reducofgrariables, grouping the items strongly
correlated. The analysis is based on the transtamaf an inicial set of correlated
variables in other set of factors that result frbmear combinations of the inicial set of
variables (Hair et al. Marques, 2003). The methwat tvas used is Varimax rotation that
aims to maximize the variation of the weights o€lregrincipal component, in order to
better interpret the factors, the rotations incegae higher loadings and decrease the lower
loadings of each variable.

To check the degree of adjustment of the factoryaiza was proceeded to test the
feasibility of applying factor analysis, using tBartlett's test and KMO (Kaiser-Meyer-
Olkin). KMO allows evaluating the suitability of éhapplication of factor analysis and it
aims to compare the simple correlations betweeraigs and partial vary between 0 and
1. KMO has the following values:

Table 9 KMO Values

KMO Factor Analysis
1-0.€ Very Gooc
0.8-0.€ Gooc
0.7-0.€ Mediunr
0.€-0.7 Reasonab
0.5-0.€ Bac
<0.t Inacceptabl

For Bartlett's test the significance accepted kaeé up to 0, 05 which shows that the data
is adequate for performing Factor Analysis.
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¢ Cronbach's alpha analysis was sequently elaborédedtesting the internal

consistency of each attribute.

Hill and Hill, 2005 proposed a scale to analyse vh&ie of a measure of internal

consistency when examing the coefficient of religbt alpha ()

Table 10 Cronbach’s alpha Values

Alpha (a ) >0.9 Excelent
0.8-0.S Gooc
0.7-0.€ Reasonab
0.€-0.7 Weal

<0.€ Inacceptabl

¢ Total Explained Variance in percentage was alsmestd

The total variance for the obtained components wiscrecommended that is more than

60%. In the present research any of the varialdes bxplained variance less than 60%.

¢ For validating the research hypotheses was usedatiMultiple Regression in
order to identify and explain the impact of eadlleipendent variable that are linked

to on the dependent variables.

Methods of using Multiple Linear Regression

Multiple Linear Regression analysis was used fdemheinating the correlation between

different variables estimating the direct effectaoket of independent variables (attitudes

and intentions) on the dependent variables. Steppiiscess is being used to avoid effects

of multicolinearity. The method first determines tmost important variables, which are
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most useful for the model, including afterwards tiieer variables in order of importance.
The partial regression coefficient$) (resulting from the estimation indicate the natafe
these effects. To identify the partial regressioefficients is used technique called the least
squares method that minimizes waste (e). In waswdsd the coefficient of determination
R2? for measuring the proportion of latent variabdsibutable to independent variables.
According to Maroco, 2007 if R? = 1, so the modekonsidered perfect, if this value is
greater than 10, the model presents problems, diogpto Pestana and Gageiro, 2000. In
the light of this indicator no multicolinearity golems were detected in our models.

The adjusted R2 gives the explanatory power ofntioglels, measuring the percentage of

the variations of the dependent variable (relabvies mean) by multiple regressions.

Y =B+, X, +... 40X, +4

¢ Pearson Correlation Analysis was conducted in otdemnderstand to extent to

which the variables are associated between eael. oth

Pearson's correlation measures the strength ohgthkeciation between two variables. Its

coefficients range from -1 to +1.
5.2 Demografic profile of respondents

The total number of the respondents is 115. Howetliersurvey was designed in a way to
give the option to stop it after question 9, thu® reéspondents answered the first 9
guestions. This supplied the author with informataiout the reasons why the respondents
don’t intent to buy clothes online. Two reasonsesMeund — lack of experience and low

level of satisfaction from the previous experience.

Figure 7 presents the demografic profile of thgpoeslents. It shows that the percentage of

male and female is almost similar; the age maidgt@lized in the age 20 — 25, but
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representative percentage of 33.98% of responaesrts in the range of 26-30 and almost

60% are employees with university degree (bachaéégree - 47.83% and master degree

44.35 %), the majority of the respondents are laviat monthly income less that 500

euros, but satisfactory percentage of 33% of tlspaedent earn between 500 and 999

euros per month.

Figure 7 Demografic profile of the respondents
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Very significant percentage of the respondents1®9.answered that they use internet
every day. Only one person answered that he ugem@t seldom or never. It is not
surprisingly that the answers are very homogeniooissidering the target group of young
people. Moreover, nobody chose the options - ugerdat 2-3 times per week and use
Internet 2-3 times per month (see table 11).

Table 11 Frequency of using internet

Item Frequency of using Frequency Valid Percent
Internet
Every day 114 99.1%
2-3 times per week 0 0%
2-3 times per month 0 0%
Seldom or never 1 0.9%
Total 115 100%
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5.3. Empirical Findings

Each variable was studied through explanatory Fagtalysis and Reliablity Analysis
(Cronbach’s alpha and Barlett's tests). The radoté tshows the obtained results:

Table 12 Results from Factor Analysis and Religbfnalysis

. Bartlett's Chronbach™  %Expl. .

Variables KMO test s Alpha variance Ne Component
Usability 0.861 0.000 0.932 83 % 1/Usability
Interactivity 0.789 0.000 0.865 71.27 % 1/Interactivity
Trust 0.734 0.000 0.853 7772 % 1/Trust

2/Wek
. Atmospherics
Web Design| 0.719 0.000 0.805 75.22 % and Web
Content
Product 15855 0,000 0.909 78729 L/Product
Perception Perception
Attitude* 0.845 0.000 0.915 74.78 % 1/Attitude

* item undifferentwas eliminated

Table 12 shows that 3 of the variables are haviagleent Chronbach's alpha levels —
usability - 0.932; product perception — 0.909 atiduale towards online shopping — 0.915.
In our case there is no existance of bad consigtehthe variables, the rest of the variables

represent good levels of intern consistency.

In terms of KMO test and the quality of the factoralysis good results were received,
having obtained good levels for usability, prodpetception and attitude and reasonable
levels for interactivity, trust and web design ebte. Therefore, Bartlett's tests confirm

this statement, representing 0.000 levels for @aciable.
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Moreover, we can conclude that five of the variabdge unidimentional or they are
composed by one component after the extractionegsclhe method applied is Varimax
rotation and Principal Component Analysis. Only afdhe variablesveb designs not

unidimentional which encompasses two componentstédge 13).

Table 13 Web Design Dimentionality

Item Component
1 2

1 .657

2 .806

3 .904

4 .769

5 .838

6 .880
Extraction of % Variance 67.27 79.07
Alpha Chronbach 0.830 0.726

Extraction Method: Principal Component Analysis
Rotation Method: Vaarand Kaiser Normalization
Rotation converge@iiterations

The table above shows that they were extracteccbmgponents composing the web design
scale. The author labeled them as:

¢ Web atmospherics (encompasses items 1,2,3,4)

¢ Web Content (encompasses items 5,6)

Chronbach’s alpha for the first component web apiescs is 0.830 which is good level

and for the second component web content is lowr @726 which presents reasonable
level of reliability. The loadings obtained or tkeplained variance in percentage are
showing very good levels for each variable, whiokans that they have high explanatory

power. In contarst the only variable with low lew¢ltheloadingsis theweb design which
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encompasses 2 components as discussed before.cAftducting new extractions of the
sums of squared loadings by component separatétydbserved that the total variance

explained of web atmospherics and web content,i$526.

As result form the explanatory factor analysisy@s removed only one itemundifferent
from the scale elaborated for attitudes towardsnenthopping of clothes, because it was
verified that this item had unsignificance and #tale has equally better results without
this item. Web design was factored into two maimponents “web atmospherics “and
“web content”. When separed they represent highezl$ of the consistency test and total
explained variance levels. The rest of the varmhbled the scale items used are maintained,

due to the very satisfactory results from the tegtonsistency.

Table 14 Mean variable values

Variables Mean  Std. Deviation Ne
usability — Usability 4,2616 ,88360 105
interactivity — Interactivity 3,9709 ,86127 105
webdesign— Web Design 4,1221 ,85384 105
Shopexp —Shopping experience 3.5233 1.02586 105
trust — Trust 4.3992 .83677 105
prodperception — Product perception 4,2824 ,82627 105
attitude — Attitude toward online shoppin  3,1931 ,86881 105
continueex — Intention to purchase 2,9540 1,19015 105
startinex — Start purchasing clothes onlir 1 1478 ,85063 105
(intention to purchase)

freq — Frequency of using Internet 1,0261 27975 105
buyprod — Buying products over Internet  3.000 2,06899 105
boughtexinex — Bought clothes online 1,6435 48107 105
(experience / nonexperience shoppers)

intrecommend — Intention to recommend 3 5529 1,18025 105

the online store
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The table above represents the average values ofattiables. As it was referred in sub-
paragraph 4.5.1 the possible answers from the tdgqeestions were codifed with finite

cardinal numbers (1 to 6). Likert scale was ordidaas 1-very unimportant to 5-very
important. Thus, it was concluded that, in averdfe, surveyed people considered web
technology — oriented factors - usability, intenaty and web design as important for

online clothing site with means values: (4.26; 3812) and the customer web oriented —
factors - shopping experience, trust and productgmion were also considered, in

average, as important and relevant for online ahgtkite (3.52; 4.39; 4.28).
5.3.1 Independent Groups Variables

Table 15 T-test For Independent Groups

T — test for equality of means

Gende Age Educatior  Work Income Exp/

Variable Sig. Sig. Sig. Sig. Sig. Unexp
: (2-tailed) (2-tailed) (2-tailed) (2-tailed) (2-tailed) shoppers

Usability ev/NA ,831 ,72C ,531 ,024 ,70% ,75C
Interactivity | ev/NA ,562 ,614 ,20€ ,045 ,44€ ,58¢
Trust ev/INA ,408 337 ,55¢ ,24% 172 ,38(
Product evINA , 745 ,967 ,31¢ ,06¢ ,08¢€ ,604
Perception
Web ev/NA ,823 ,59k ,22¢€ ,6974 ,87¢ ,82¢
Atmospherics
Web Content| ev/NA ,68¢ ,975 ,53¢ ,22€ ,88E ,681
Shopping evINA ,00¢ ,52€ ,231 ,36¢ ,84¢ ,01¢
Experience
Attitude ev/INA ,56€ AT€E ,191 ,362 ,42C ,08¢

Legend: ev/NA - Equal variance not assumed

70



ONLINE CONSUMER BEHAVIOR — Web Experience Elemem®nline Clothing Market

T-test For Independent Groups on SPSS

T-test for independent groups is used to compagedifierence between means of two
groups on the same variable (Ex. compare to whahexhe factor usability is influencial

for gender — male and female).

The outputs provided from the t-test are in twarfats — equal and unequal variance. To
analyse the difference between the groups of intdgp® variables, we used unequal
variance results, because it is considered to geomore accurate results even when the
homogeneity assumption has been violated (indidayeithe Levene test — the first column
of the independent samples t-test). As in all stiatl tests, the basic criterion for statistical

significance is a "2-tailed significance" less tia5.

It can be observed from table 15 that the probsgidir the independent group”gender” is
.008 < .05 which means that the difference betweates and females for the factor
shopping experiencis satistically significant, or that gender infhoes this WE element.
For the groups “work” on the variablesability it is verified that the differences into the
groups are also statistically significant, with Ipability levels .024 in other words the
controllable variable working status is influencitige WE elemenusability. Lastly, the

difference into the groups of work with probabilif45 for the variabléenteractivity is

verified to be also statistically significant.

Moreover, it was tested the difference into theepehdent groups — experienced and non
experienced shoppers. The ouput shows that therelifte into this group is statistically
significant with probability level .018 for the vable shopping experienceneasured by
the variable satisfaction, meaning that the levYalhmpping experience influences to a great

extent the type of shopper, which is evident.
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Table 16 Group differences between variables

WORK MEAN STD.DEVIATION
Usability students 3.91 1.075
employess 4.41 7727
INCOME MEAN STD.DEVIATION
less than 1000 euros 4.20 .99527
more than 1000 euros 4.28 .83539
Interactivity WORK MEAN STD.DEVIATION
students 3.69 .96900
employess 4.08 .81367
Online Experience GENDER MEAN STD.DEVIATION
female 3.28 1.17260
male 3.83 .68773
Privious Online MEAN STD.DEVIATION
Experience
Non experience shoppe 3.28 1.02552
Experience shopper 3.80 .96609

From table 16 is concluded that groups of maleginbd better results for their online
shopping experience — mean 3.83 versus female B&8) or shopping experience is
important, in average, for the man than for the worm our study. It is verified for the
group work — employees who received higher meanghi® factor usability 4.41 versus
mean for students 3.91, so usability factor is irtgod, in average, more for the employees

than for the students. Also, employees consideretd factor interactivity to be more
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important, in average, than student did. The feseived higher mean results than students:
4.08 versus mean for students 3.69. Lastly it iseoled than from our sampling, people
with higher income (more than 1000 euros) consitleveb experience factor usability
more influencial when buying clothing online thhétpeople with lower income (less than
1000 euros). This was verified through the comparisf the means (4.28 versus 4.20).

5.4 Models for Attitudes towards online shopping

The models for attitudes towards online shoppinguire testing of multiple linear
regressions. For each model was uSepwisemethod, so as to maximizing the number of
the explanatory variables. The results from the etodire presented in the next sub

paragraphs.
5.4.1 Attitudes towards online shopping influencing Intentions to

purchase online

The first model considering the hypothesis proposéidtest to what extent the attitudes
towards online shopping influence intentions tochase online. Therefore, it was used

bivariate linear regression, because in this modbi two variables are tested.

Table 17 Linear Regression Attitudes/Intentiopaochase

Unstandardized Standardized
Coefficients Coefficients
Model B Std. Beta T sig VIF
Error
1 Constant 1.420 456 3.114 .003
486 .138 .360 3.535 .001 1,000
attitude

Dependent Variable: intention to purchase
Adjusted R 0.119 df=105 F =12.493
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The model was tested at level of its statisticghigicance, by examing the F statistic with
105 degrees of freedom and critical value 3.92 Wwigsdower than the value of F = 12.493,

implying the rejection of null hypothesis.

The p - valuehas to assume values less than 5%, i.e the hypsth®at the predictor
variableattitudeis not explanatory is zero. In our cgse valueis 0.001, assisting by the
standardized coefficient Bet# & 0.360) which is positive, meaning that the pesit

attitudes lead to higher intention to purchase.

Adjusted R is 11.9%, standing for the variation of the independesriable attitude
explains 11.9% of the variation of the dependemiabée intentions to purchasdt shows

that the model has good, but not very satisfactaplanatory capacity.

The value of VIF is 1,000, which value accordingMarocos, 2007 means that the model

is perfect, or there is no multicolinearity betwelba variables.

Table 18 Pearson Correlation Attitudes/Intentmparchase

Correlations

attitude intpurchase
Pearson Correlation 1 360"
attitude Sig. (2-tailed) ,001
N 105 105

**_Correlation is significant at the 0.01 leveH@iled).

In order to reinforce and confirm the results ofedi from Linear Regression Model 1, it
was tested Pearson Correlation Analysis. The ogpotvn in table 18 means than at
significance level of 1% the relationship betwelem variables is a positive and on medium
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level, andp - valueis less than 0.001, in other words there is ewideior associations
between the two variables.

The proposed hypothesis was:

H1: There is positive relationship between attisuttevards online shopping and intentions
to purchase online. Hence, more positive attituatesleading to higher intention to buy
clothing online. This hypothesis is validated, pattially confirmedbecause of the lower
value of R = 11.9%.

5.4.2 Technology - Oriented Factors influencing Attudes

The second model tests the extent to which thentdoQy - oriented factors influence the
consumers’ attitudes towards online shopping.

Linear Regression was used to understand if therakmt variablattitudeis influenced
by the independent variables: usability, interagtiand web design. Stepwise method was
applied for excluding variables which don’t pres&atistical significance for the model.
Table 19 Linear Regression Technology-OrienteddfacAttitudes

Standardize
Coefficients
Model Beta T Sig
2 Constart 3.114 .080
Usability .069 .634 .528
Interactivity -.117 1.080 .283
Webatm .136 1.440 154
Webcontent .603 3.535 .000

Dependent Variable: attitude
Adjusted Rz 0.356 df=105 F =47.394 VIF =1.000
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The regression was elaborated for two more weloifsacowning to the fact that after the
factor analysis, the variable web design showdaktoonstructed by two components - web
atmospherics and web content.

The table above, which was personally elaboratehguLinear Regression and analyzing
the results from Anova Model, adjuste@l@d F statistics values, shows that for this model
only 1 variable from technology-oriented factorsefwontent) is passing the t - test of
significance (.000) and it is the one that possesgplanatory power over attitudes towards
online shopping. The standardized coefficient Betd = 0. 603, meaning that the factor
“webcontent” has positive impact on attitudes taygaonline shopping. Critical value for
105 degrees of freedom and 95% level of signifieaisc2.45, which is lower than F =
47.394. Thep-valueis .000, implying the rejection of the null hypetis.

The adjusted R? is 35.6,%eaning that the variation of the most influenamlependent
variablewebcontentexplains 35.6 % of the variation of the dependemtableattitude

Thus, it is concluded that the model is significant

The variables usability and web atmospherics hagitipe § coefficients, in difference to
the variable interactivity that h@is= - 0.117, but any of this variables show siguifice for
this model.

Owning to the results obtained for the indicatoF\A 1,000, it is estimated that there is no

multicolinearity between the variables.

To test the extent to which the variables are edlate used Pierson Correlation. After the
interpretation of table 2@ve concluded that the relationship between attittaleards
online shopping and the web elements usability, &ehopsherics and web content is
positive and on medium level, with significance.@®0, .001 and .000 level. The WE
element interactivity hap-value> 0.01, there is evidence of lack of associatietwieen
the variables interactivity and attitudes towarddine shopping, in spite of the positive
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(.277) relation. However, any of the last mentionadiables show enough explanatory
capacity that is significant for the dependentafaleattitude.

Table 20 Pierson Correlation Technology-Orierftadtors/Attitudes

Correlations

attitude  usability interactivity webatmosp webcontent|

Pearson a o o o

| Correlation 1 396 277 ,346 ,601
attitude ;g (> tajled) 000 010 001 000
N 103 103 103 103 103

**_Correlation is significant at the 0.01 leveH@iled) ‘

The proposed hypoteses were:

H2: There is relationship between attitudes towasdfne shopping and technology-
oriented factors.

H2a: There is relationship between attitudes towardserdhopping and usability

H2b: There is relationship between attitudes towardsiershopping and interactivity

H2c: There is relationship between attitudes towardmershopping and web design

H2 afirming that the attitudes towards online afated to technology-oriented factors is
partially confirmed, due to the fact that one o thlements was estimated to be very
significant - webcontent (H2e), which hypothesisegually confirmed. Thus, the well

perceived web element web content is leading t@ gatitudes towards online shopping.

Relatively to H2a and H2b - they were rejected,abse the variables usability and
interactivity don't show significance for the mod&ven more, interactivity presents

negative 3 coefficient, which can be analysed that negatiMeractitvity (bad service
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quality, negative recommendations about the ordtoee or brand) influences negatively

customers” attitudes.

About H2c — there is relationship between attituttesards online shopping and web
design, the last variable was divided into two cormgnts — web atmospherics and web
content.

Therefore, two new hypotheses derived from the esgon analysis which were not
previously included in the designed research hygxeh:

H2d: There is relationship between customer's attitahelsweb atmopsherics
H2e: There is relationship between customer's attita@shelsweb content

Concluding from Linear regression model 2, H2d wapected, because of the low
explanatory capacity of web atmospherics for theatian of the dependent variable
attitude. However, H2e is confirmed, as the strehfgpothesis for this model. The results
show that web content is the most influencial fafbo attitudes towards online shopping.

Though, H2c is partially confirmed.

5.4.3 Consumer - Oriented Factors influencing Attiides

The third model tests to what extent the consumariented factors influence the
consumers’ attitudes towards online shopping.

Linear Regression was used to analyse if the degpendariableattitude is influenced by
the variables: shopping experience, trust and mtogerception. Stepwise method was
applied.
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Table 21. Linear Regression Consumer-Oriented FadAdtitudes

Stendardizec
Coefficients
Model Beta T sig
3 Constant 1.460 147
shopexp 167 1.756 .083
trust .565 6.270 .000
prodperceq 181 1.195 .253

Total Model: Dependent Variable: attitude
Adjusted Rz 0,311 df =103 F =39. 315 VIF =1.000

Table 21 shows that from three WE elements compgofia customer - oriented factors
(online experience, trust and product perceptiony ¢rust is representing significance for
the model (.000). The rest of the variables arditiotg at thep-value< 5% level (.083 and
.253), consequently they were excluded from the ehas$ they didn't show enough
explanatory capacity for the variation of the defet variable attitudes.

The model was tested at level of its statisticghificance, by examing the F statistic with
103 degrees of freedom and critical value 2.68 Wwisdower than the value of

F = 39.315, implying the rejection of null hypotles

Adjusted Ris31.1%, meaning that the variation of the independariabletrust, explains
31.1% of the variation of the dependent variadtitude Thus, it is concluded that the

model is significant.

Owning to the results obtained for the indicatoF\A 1,000, it is estimated that there is no

multicolinearity between the variables.

After the interpretation of table 22 was concludkdt the relationship between attitude

towards online shopping and the factors shoppinmee&nce, trust and product perception
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is positive and on medium level . The relationstaps significant at .000, .000 and .001
level. Hence, there is evidence of association éetwthe variables. However, as it was
referred before, the variables shopping experiesm@é product perception don't show

enough explanatory capacity for the model.

Table 22 Pierson Correlation Customer-Orientartd¥a/Attitudes

Correlations

attitude  shopexp trust prodperce
Pearson Correlation 1 347" 565" 519"
attitude Sig. (2-tailed) ,001 ,000 ,000
N 103 103 103 103

**_Correlation is significant at the 0.01 leveH@iled)

The proposed hypotheses were:

H3: There is relationship between attitudes towardsnenkhopping and consumer
oriented-factors

H3a: There is relationship between attitudes towardsnenkhopping and shopping
experience

H3b: There is relationship between attitudes towardsershopping and trust

H3c: There is relationship between attitudes towardsinenishopping and product

perception

Regarding to H3 - attitudes towards online is eslato customer-oriented factors is

partially confirmed.

Hypotheses H3a and H3c are rejected, since thablas shopping experience and product
perception online don't pass the t-tests of sigaifce. And H3b is confirmed, due to the
fact that the web element trust shown to be thet mgsortant for shaping attitudes towards
online shopping. Thus, trust as favourable perckiVeE element is leading to good

attitudes towards online shopping.
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5.4.4 Attitude towards online shopping of Experiened and Inexperienced
Shoppers

This graphic was developed in order to understhrdttitudes towards online shopping of

clothes of experienced and inexperienced buyeosiafie clothing.

Graph 2 Experienced and Inexperienced Shopperthandattitudes towards online shopping

Attitudes towards experience

60+

50+

404

Experienced Shoppers

B Non experienced Shoppers

1 2 3 4 5

Likert Scale for positive attitudes

The graphic above shows that the majority of theeeenced shoppers - 50% have positive
attitude towards online shopping of clothes (seelld of Likert Scale measuringgree”
level), at the same time we can observe that 32%hefrespondents without previous
online experience have shown also positive attitb@eel 3 is the neutral opinion of the

respondents.
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The T-test for Group Statistics results presenied 50 of the respondents have previous
online experience with mean value 3.5250, in camtta 55 of non experienced having

mean value 3.1702 (see table 22.1 in appendix A)

Therefore, more experienced the shoppers are, pusiive is to be their attitudes towards
the shopping of online clothin@onfirming the H1 of our research that attituddfiance

intentions to purchase it can be concluded thakrmegperience yelds for higher intention to
purchase, as will be confirmed in sub paragraplb5Gontrary, for the non experienced
shoppers even we confirmed to have positive a#gudwards online shopping of clothing,

we cannot affirm that this will lead to higher int®ns to purchase clothing online.

5.5 Models for Intentions towards online shopping

In order to test the models for intentions to pasghwere used multiple linear regressions.
For each model was appliggtepwisemethod, so as to maximizing the number of the

explanatory variables. The results are presentéukimext sub paragraphs.

5.5.1 Technology - Oriented Factors influencing Irégntions to purchase

The following model tests the extent to which thehinology - oriented factors influence
the consumers’ intentions to purchase clothingnenli

Linear Regression was used to examine if the dependriablententionis influenced by
the variables: usability, interactivity and web ides Stepwisemethod was applied for

excluding variables which don't present statistighificance for the model.

As it was verified after the factor analysis, thariable web design showed to be
constructed by two components - web atmospheridsaaai content, so the regression was
elaborated for the both of the components.
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Table 23 Linear Regression Technology — Orie&ctors/Intentions to purchase

Standardize
Coefficients
Model Beta t sig
4 Constant 1.758 082
usability 102 797 428
Interactivity 026 201 841
webatm 181 1635 106
webcontent 342 3.320 001
Dependent Variable: intentions to purchase
Adjusted R%: 0,107 df =103 FH.022 VIF=1.000

After the regression only one WE element from tetbgy-oriented factors (webcontent)
passed the t - test of significance with 0.001 llefesignificance and it is the one that
possesses explanatory power over attitudes towamtise shopping, meaning that the
hypothesis that the predictor variableeb content” is not explanatory is zero. The
variables “usability” and “interactivity” have padisie B coefficients, in difference to
“webatm” which has negativg = - 0.181, but any of this variables show sigrifice for
this model.

The model was tested at level of its statisticghigicance, by examing the F statistic with
103 degrees of freedom and critical value 2.45 wisdower than the value of F = 11.022,
implying the rejection of null hypothesis. The stardized coefficient Beta i = 0.342,
meaning that “webcontent” factor has positive intgacintentions.

Adjusted R of the total model is 10.7%, meaning that the \imieof the regressor variable
“webcontent; explains 10.7% of the variation of the dependeariable ‘intentions to

purchase” It shows that the model has good, but not verysfsatory explanatory
capacity.
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From the results obtained for the indicator VIF BQD, it is estimated that there is no

multicolinearity between the variables.

To test the extent to which the variables are edlave used Pierson Correlation. It was
observed that variables usability and interactifigve positive and on medium level of
correlation with intentions to purchase. The catieh is significant at 0.05 level. The web
content has positive and medium strong relatiorh wit< 0.01, here the correlation is
significant at 0.01 level. Lastly, the variable wetimopherics shows-value0.835 > 0.05,
and shows negative relationship with intentionpuechase. From here it is concluded that

the last variable doesn't have any assotiatiorts iwientions to purchase

Table 24 Pierson Correlation Technology-Orientadtérs/Intentions to purchase

Correlations
attitude usability interactivity webatmosp Webcontent

Pearson ; -

| Correlation L 263 217 -,023 336
Intpurchase o > tajled) 014 045 832 002
N 103 103 103 103 103

*. Correlation is significant at the 0.05 levelt@led).

**_Correlation is significant at the 0.01 leveH@&iled).

The proposed hypoteses were:

H4: There is relationship between intentions tachase and technology-oriented factors
H4a: There is relationship between intentions to pureraasl usability
H4b: There is relationship between intentions to pusetand interactivity

H4c: There is relationship between intentions to pusehand web design

Thus, H4 afirming that intentions to purchase a&lated to technology-oriented factors is

partially confirmed, because three of the technplogented factors (usability, interactivity
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and webatm) shown do not have enough explanatqrgcity for the dependent variable

“intentions to purchase”.

Relatively to H4a and H4b - they are rejected, bsean Linear Regression they were
excluded from the overall model, considered noniaant.

About the H4c — there is relationship between itb@s to purchase and web design, the

last was divided into its two components — web afpherics and web content.

Therefore, two new hypotheses derived from theesgion analysis, which were not

included previously in the design of the researngbotheses:

H4d: There is relationship between customer's tiies to purchase and web
atmopsherics

H4e: There is relationship between customer’s fites and web content

Concluding from Linear regression, H4d was rejecbtetause of the insignificance of web
atmospherics and its low explanatory power over ‘tinéentions to purchase”. It is
observed that “webatm” coefficiefitis negative which can be explained in the follayvin
way: the bad web atmospherics of an online stogdardluencing negatively intentions to
purchase. As the results show, the web conteheisiost influencial element for intentions
to purchase online clothing, consequently H4e idiomed, or favourable perception about
the WE element web content is leading to profountentions to purchase online.

Though, it can be concluded that H4c is partiatigfamed.
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5.5.2 Consumer-Oriented Factors influencing Intentins to purchase

Table 25 Linear Regression Consumer — OrientetbFadntentions to purchase

Standardize
Coefficients
Model Beta T sig
5 Constart 3.618 .001
shopexp 351 3.435 .001
trust .104 .955 342
prodpercef 139 1.298 .198

Dependent Variable: intentions to purchase
Adjusted R2 0,113 df =103 F=11.797 VIF=1.000

Table 25 shows that from three variables composireg customer - oriented factors
(shopping experience, trust and product perceptiomly “shopexp” is representing

significance for the model (.001), meaning that liypothesis that the predictor variable
“shopex” is not explanatory is zero. The rest oé thariables don't show enough
explanatory capacity for the model having significa levels - .342 and .198 greater than
0.05.

The model was tested at level of its statisticghificance, by examing the F statistic with
103 degrees of freedom and critical value 2.68 Wwisdower than the value of

F =11.797, implying the rejection of null hypotles

Adjusted R is 11.3%, meaning that the variation of the indepehdemiable shopping
experienceexplains 11.3% of the variation of the dependenitableintention to purchase
Thus, it is concluded that the model is significamit doesn't possess big explanatory

power.

86



ONLINE CONSUMER BEHAVIOR — Web Experience Elemem®nline Clothing Market

The results obtained for the indicator VIF = 1,08Bpw that there is no multicolinearity

between the variables.

After the interpretation of table 26 was concludlealt the relationship between intentions
to purchase and the WE factors shopping experietnast and product perception is
positive and on medium level. The correlation bemvatention to purchase with trust and
product perception is significant at 0.05 level,end thep - valuesare .045 and .030.
“Shopexp” has relatively strong relation with “intigh” with p (0.001) < 0.01. So, each
variable is associated with customers™ intentiangurchase online clothes. However, as it
was referred in the regression analysis, the vimsatirust” and “prodperception” don't
show enough explanatory capacity for the model.

Table 26 Pierson Correlation Consumer-Orientexddfs/Intentions to purchase

Correlations
intpurch shopexp trust prodperception

Pearson Correlatios 1 3517 216 235
intpurchase .~ Sig. (2-tailed) 001 045 030
N 103 103 103 103

**_Correlation is significant at the 0.01 leveH@iled).
*** Correlation is significant at the 0.05 leve2-{ailed).

The proposed hypotheses were:

H5: There is relationship between intentions tocpase online and customer-oriented
factors

H5a: There is relationship between intentions to pusehanline and shopping experience
H5b: There is relationship between intentions to pusehanline and trust

H5c: There is relationship between intentions to pusehanline and product perception
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To conclude, H5 is partially confirmed and H5a aidated and confirmed too, showing
positivep coefficient of “shopex” = 0.351 and relatively®tg relationship with intentions
to purchase. So, the well perceived WE element mhgpexperience lead to higher

intentions to purchase online.

In relation to H5b and H5c, they are rejected, heeadn the model of linear regression they
were excluded from the overall model, consideredh magnificant and not enough
explanatory for the variation of the dependentalala — intentions to purchase.

5.5.3 Intentions to spend more time at the onlinetare, intentions to buy
products online and intentions to recommend the ome store influencing

intentions to purchase

In this section, we examine if intention to spenafetime at the online store “spendtime”,
frequency of buying general products “ buyprod” amention recommend the online store

“intrecommend” impact the “intention to purchasédira clothing”.

Linear Regression Model 6 shows that only “intrecmend” has strong explanatory
capacity over the predicted variable intention tochase (.000), i.e the hypothesis that the
predictor variable “intrecommend” is not explangtar zero. The other two variables don't
show enough significance (.440 and .615), so tweree excluded from the model (see
table 27).
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Table 27 Linear Regression for Intentions to pasehand its determinants

Standardize
Coefficients
Model Beta t sig
6 Constarit 3.618 .001
spendtime .078 776 440
buyprod .050 .505 .615
intrecommend .506 5.379 .000

Dependent Variable: intentions to purchase
Adjusted R2: 0,247 df =103 F28.937 VIF=1.000

The model was tested at level of its statisticghigicance, by examing the F statistic with
103 degrees of freedom and critical value 2.45 tottvan F = 28.937, implying the
rejection of null hypothesis.

Adjusted Ris24.7%, meaning that the variation of the indepehdariableintrecommend
explains 24.7% of the variation of the dependeniaée intentions to purchasé hus, it is
concluded that the model is significant. Accordyntgl the results, more recommendations
the consumers make about the online store, thetiaotes to purchase are increasing.

It is observed that don't exist problems with theltioolinearity between the variables
(VIF=1.000)

The proposed hypotheses were:

H6: Intentions to spend more time in the onlinergthas impact on intentions to purchase
online
H7: Buying frequently products online has impactimentions to purchase online

H8: Intentions to recommend the online store hgsthon intentions to purchase online
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After the analysis, H6 and H7 are rejected, sirgefdtime” and “buyprod” don't have

significance for the model, they don't show exptana capacity over the dependent
variable “intentions to purchase”. Thus, spend tim#he online store and buying products
online frequently were not well perceived by thep@ndents because of that they don't

provoke provoke higher intentions to purchase ahgtlonline.

Only H8 is confirmed, owning to the fact that tretdcoefficient of “intrecommend” i$)Y
= 0.506 showing good explanatory power over interdi to purchase online. More

recommended is an online store, higher are thatiotes to purchase from the store.
5.5.4 Online Shopping Intentions and Actual ConsunreBehavior

Our investigation model based on the model of TBggests that attitudes towards online
shopping bring about intentions; and intentionsais online shopping results in actual
consumer behavior (see figure 6 Research Modeb.nExt assessment aims to figure out
if exists any relation between the last two vaesablThe results are presented in the
following table.

Table 28 Linear Regression Actual Consumer Behmauittentions to purchase

Standardize
Coefficients
Model Beta t Sig
7 Constarit 3.618 .001
Continuepurch 351 3.435 .001
Start .050 .505 .615
Intrecommend .506 5.379 .000
Dependent Variable: boughtprod
Adjusted R2: 0,123 df =103 FH.797 VIF=1.000
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The consumers’ actual behavior, expressed throuymgctifec actions of buying, was
measured in the research through questions ab@awiops behaviors towards online
shopping. These were basicaly questions 8, 9 anMdtltiple linear regressions were used
to maximaze the understanding of the implicit relahip between the variable
“boughtprod” measuring actual behavior and eacthefshown intentions towards online
shopping — continue purchase, start purchasingiatettion to recommend the online

store.

The model was tested at level of its statisticghigicance, by examing the F statistic with
103 degrees of freedom and critical value 2.45 wisdower than the value of F = 11.797,

implying the rejection of null hypothesis.

Two of the independent variables “continuepurchd &imtrecommend” passed the t - test
of significance with 0.001 and 0.000 level of sfgr@ince, or the hypothesis that the
independent variables “continuepurch” and “intrecoend” are not explanatory is zero.
Their Beta coefficients are positive (.351 and .506), frohere it is estimated that higher

intentions cause positive actual online behavior.

Adjusted R is 12.3%, meaning that the variation of the independeariables
“continuepurch” and “intrecommend”, explains 12.3% of the variation of the dependent
variable ‘boughtprod”. It shows that the model has good, but not venysfsatory

explanatory capacity.
The value of VIF = 1.000 prove that there is nottroalinearity between the variables.
The proposed hypothesis was:

H9: Online consumer behavior is related to intemdito purchase online clothing.
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It is partially confirmed, since one of the constaeuof the intentions to purchase (“start”)
shows small explanatory capacity for the overafiehwaoral model. But it can be concluded
that the higher buying intention to purchase clstbeline affects positively to consumer's

final buying decision and actual buying behavior.

5.5.5 Intention to purchase of Experienced and Ingerienced Shoppers

The participants were divided into two groups frd@puestion 8“Have you bought
electronic clothes online. The first group includes 41 respondents who leygerience

of buying clothes online, and the other group ideki 74 respondents who have no online
shopping experience of this kind of product. Reslgoiis who have no experience of
shopping clothes online were asked to answer Qare&iwhich is concerned with how
their willingness is to start purchasing in theufet There were three options: “Yes,
definitely”; “May be”, and “No”. In this way the alior tested the intentions of experienced

and inexperienced.

The following graphic derived from the previouselar regression illustrates that the 79%
of experienced shoppers intent to continue puragasiothing online (“yes, definitely”)
which differ significantly from inexperienced shagp, 83% of whom affirmed that will
not start purchasing clothing online. But at thensatime 70% of the inexperienced

shoppers voted intensively for “may be” start fiaging clothing online (see graph 3).
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Graph 3 Intentions of ghasing by type of shopper
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It is concluded that more experience (which camréeslated in actual behavior) yields for
higher and definitive intention to continue purahgsclothing online. In difference to, less
experience in online shopping the individuals haeaker intentions to start buying online

clothing they have.

To conclude, for inexperienced shoppers, theirtualtis cannot decide their buying
intention and to bring out the final actual buylmghavior (see graph 2 and 3). Even though
the inexperienced shoppers have very strong oriingng intention for clothing, they
could still only have neutral or even negative tatkes to it, in turn, even if the
inexperienced shoppers have weak buying intenttoey could have positive attitude for
buying clothing online. In contrast, the experiethcshoppers™ attitudes towards online
shopping significantly affect the buying intentiaand final actual buying behavior,
furthermore, a positive attitude lead to a stronlingness to continue to buy clothing

online.
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5.6 Discussion of the results

Table 29 shows the results from the statisticdabidse conditional upon the results of the

proposed hypotheses which were confirmed, partahfirmed or rejected.

Table 29 Results for the hypotheses of the ingattn

H1 | There is positive relationship between attitudBartially confirmed
towards online shopping and intentions to purchase

H2 | There is relationship between customer's attity Partially confirmed
and technology-oriented factors

H2a | There is relationship between attitudes towarBgjected
online shopping and usability

H2b | There is relationship between attitudes towg Rejected
online shopping and interactivity

H2c | There is relationship between attitudes towarBartially confirmed
online shopping and web design

H2d | There is relationship between customer's attity Rejected
and web atmospherics

H2e | There is relationship between customer’'s attitudesnfirmed
and web content

H3 | There is relationship between attitudes towg Partially confirmed
online shopping and consumer-oriented factors

H3a | There is relationship between attitudes towaRlsjected
online shopping and shopping experience

H3b | There is relationship between attitudes towg Confirmed
online shopping and trust

H3c | There is relationship between attitudes towafdsjected
online shopping and product perceptions

H4 | There is relationship between intentions to purel Partially confirmed
and technology-oriented factors

H4a | There is relationship between intentions tcipase Rejected
and usability

H4b | There is relationship between intentions to purel Rejected
and interactivity

H4c | There is relationship between intentions tachase Partially Confirmed
and web design

H4d | There is relationship between intentions to purell Rejected

and web atmospherics
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H4e | There is relationship between intentions taipase, Confirmed
and web content

H5 | There is relationship between intentions to pureh Partially Confirmed
and consumer-oriented factors

H5a | There is relationship between intentions taipase, Confirmed
and shopping experience

H5b | There is relationship between intentions to purel Rejected
and trust

H5c | There is relationship between intentions tacpase Rejected
and product perceptions

H6 | Intentions to spend more time in the online sty Rejected
has impact on intentions to purchase online

H7 | Buying frequently products online has impact|dtejected
intentions to purchase online

H8 Intentions to recommend the online store has im| Confirmed
on intentions to purchase online

H9 | Online consumer behavior is related to intergtitoy Partially Confirmed
purchase online clothing

In the present study it was pretended to assess exgerience factors that affect
consumer's attitude towards online shopping and ittisntions to purchase through
Internet, specifically clothing. Thus, it contrilegtto get insight into the main web factors

that consumers take into consideration when punchasothes online.

Having surveyed various relevant factors for un@deding the effect of this phenomena,
the study found partial explication about the ieflaing power that web experience
elements have upon the consumer online behavias. Was achieved by firstly grouping

them into two main categories — consumer — orieatetitechnology - oriented factors and
then relatating them to the formation of positivéti@des and higher intentions to purchase

online.

According to our research only some of the variglpleesented significance in forming the
attitudes towards online shopping. There wereeslled in order to understand the impact
they have and the extent to which they are relaiettitudes towards online shopping and

intentions to purchase clothing online. Regardm¢he intentions to purchase and the web
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factors, it was also verified that for our resedtoére are variables that are not considered
to be influencial for the customers purchase istekising Pierson Correlations it was

possible to verify that all the variables are agged between each other.

From the first tested model of Linear RegressitlediAttitudes towards online shopping

influencing Intentions to purchase onli(teased on the TPB model of Ajzen, 1991) , it was
estimated that the attitudes and intentions hakatioaship and attitudes towards the target
behavior, in the present case shopping onlineyénites intention. Hence, more positive
attitudes are leading to higher intention to bwttuhg online. For the present research, this
hypothesis is validated, but partiallgonfirmed because of attitudes towards online

shopping to explain the variation of intentiongtochase 11.9% only.

In the research consumers’ attitudes were provee tofluenced by both - technology and

consumer oriented factors to great extent. Moreaghpvas shown by the WE elements

web content, measured by text clarity and produvesentation, and trust. The explanatory
capacity of the two variables web content and tizistrong and represent high percentage
the variation of the attitudes towards online shog35.6% for web content and 31.1%

for trust)

In turn, intentions to purchase were proven tolbe mfluenced by both - technology and
consumer oriented factors to great extent, but nveegght was shown from the WE
elements web content, measured by text clarity prodluct presentation and shopping
experience, however, in the research, the hypathtss the rest of the WE elements
(usability,interactivity, trust, product percept)omfluence the intentions to purchase
clothing online were rejected since the last vdesibdidn't show enough explanatory
capacity for intentions to purchase. In other wdtdsweb elements usability, interactivity,
product perception, trust don't provoke high intamt of consumer to purchase clothing
online.
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Additionally, the attitudes towards online shoppwegre tested through two perspectives —
of the experienced shoppers and inexperienced shapfo, the findings show that the
inexperienced shoppers™ attitudes to buy clothintine have nothing to do with their
buying intention and final actual buying behavidm. other words, even though the
inexperienced shoppers have very strong onlinenguiitention for clothing, they could
still only have neutral or even negative attitudiest, in turn, even if the inexperienced
shoppers have weak buying intention, they coulcehmositive attitude for buying clothing
online. Therefore, for inexperienced shoppers,rthditudes cannot decide their buying
intention and to bring out the final actual buyinghavior (see graph 2 and 3). In contrast,
the experienced shoppers’ attitudes towards oshogping significantly affect the buying
intention and final actual buying behavior, furtimere, a positive attitude lead to a strong
willingness to continue to buy clothing online,gtinding corresponds with the theory of

planned behavior model (TPB).

Secondly, the results indicated that the buyingrntbns of experienced shoppers are quite
strong, because the willingness of continuing tgitoy clothing online highly reflect their
buying intention, more than half of the respondesatisl that they definitely would like to
continue to purchase clothing online in the futuBesides, they greatly would like to
recommend the commerce sites to other people.diiaal, in the study it was found that
no matter the type of shopper - experienced orgeggnced, their buying intention has no
relationship with the time spending on the intermetither with the frequency of buying
general products online. Compared with the thecaktart refers to Whitlark, Geurts &
Swenson's research (1993), they claimed that spgmdore time at online store, intention
to purchase online and intention to recommend thiae store to friends can be use to
express high buying intention. However, the presgmesearch reject that spending more
time online and buying general products online lead to high online buying intention,
while the finding supports with other theoreticaim that recommend the online stores to

others can lead to high intention to buy clothimdjree.
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CHAPTER SIX: CONCLUSIONS

In this chapter, the author will try to answer theneral and the specific objectives of the
thesis. He will begin with presenting general cosen and methodology limitations.
Furthermore, some suggestions are given in orddrelp the online retailers to overcome

the drawbacks of online shopping and increase titergial sales of online stores.

6.1 General Conclusions

With the blooming of online shopping activitiesigtessencial to understand the customers’
online shopping behavior. Improving the importapedafic factors influencing the online
shopping and overcoming the potential drawbacks$ lalp the online retailers become
more competitive. Therefore, the intention of ttigdy is to investigate the specific factors
affecting customers™ online shopping attitude taisarclothing and figure out the
relationship between the buying attitude and ind@ntamong the experienced and
inexperienced shoppers. The research findings ¢fn the online fashion retailers an
understanding about how to make effective effontspecific factors to lead the customers
to have positive attitudes towards clothing onlisteopping and form strong buying

intention towards purchasing online clothes.

This research was undertaken with the purposeauitifiying and getting insight into what

main specific factors influence customers™ attisitivards online shopping of clothing,

and how the customers’ attitude affect their onlwging intention towards purchasing
clothing online. Through the test of the researddeh that was created, it was found that
in the technology-oriented factors “web content’th® main specific web element that
influences customers™ attitudes towards online gimgp of clothing and shape higher
intentions to purchase online clothing; while ie tustomer - oriented factors “trust” is the

main specific WE element that influences customatistudes towards online shopping of
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clothing and “shopping experience” influences pesiy the consumers’ intentions to

purchase online clothing.

According to the study and the nature of the ingastd market — online clothes shopping,
e-store design (web content) is the most infludnfda the customers™ attitudes and
intentions to purchase, which corresponds to thairiig of Lohse & Spiller, 1999 that web
design is the most direct tool that a marketer use to shape to consumer's experience
online and increase sales. It is also consideredetdahe most important part of online

marketing.

Concerning with the relationship between attitude bBuying intention, firstly, the findings
showed that for inexperienced shoppers, theiudtg cannot decide their buying intention
and to bring out the final actual buying behavior.contrast, the experienced shoppers’
attitudes towards online shopping of clothing digantly affect the buying intention and
final actual buying behavior, furthermore, a pesitattitude lead to a strong willingness to
continue to buy clothing online. Secondly, the fesdicates that the buying intention of
experienced shoppers are quite strong, becauswiliigness of continuing to buying
clothing online and highly reflect their buying eémtion, more than half of the respondents

said they definitely would like to continue to phase clothing online in the future.

6.2 Limitations

The research faces several limitations that coffleciits scientific contribution. Firstly,
the theoretical sources from scientific articlesimyafocused on the general online
shopping consumer behavior without a specific figlde study was concentrated on online
shopping behavior, but narrowed down to a speftigid of buying clothes online. Thus,
limited sources were used to support the reseanelanwhile, through reviewing a large
amount of previous relevant researches, it wagdjwut the similarity and difference of

the sources, and collected the valuable ones Y& $kee present research.
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Secondly, the existence of time constraints hddeniced the collection and the sample
size. It was aimed to collect data using simpleloan sampling throughout surveying
online young people living in Europe. The resutts @sumed for this random sampling
which does not give the possibility to generalizeatnis the consumer actual behavior
towards online clothing shopping at large.

Another limitation has to do with the fact that thependent and independent variables are
taken simultaneously. This increases the risk afiroon method variance, where the
statistical relationships found are inflated (Pdads$tand Organ, 1986). Other studies could
eliminate this problem. Through a collection of mardependent variables — different web
experience elements that can better explain theabconsumer behavior in order to turn

the study more consistent and weith better exptapaiapacity.

Finally, studying consumer *“attitudes”,”intent&drand “behavior”, the subject may
perceive a reality substantially different fromedijve reality, it is possible to provide
respondent’s incorrect or incomplete informatiorg 8o the investigator was obliged to
work in a diffuse reality and not on facts.

6.3 Recommendations for future studies

The outcomes of the research offer information &ltle influencing factors that highly
affect online consumer behavior when buying claghamline. It is suggested that further
research should take wider places and more gesemgbles. Additionally, even though the
present research also consider the demographioréadhe sample is limited to similar
demographic profile of the respondents which igral lof biases and not convincible to

completely explain the effect of demographics talgahe online shopping of clothing.
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A further research should take diversity populatsample into account. This research is
related to online shopping, but it specified to fieéd of clothing, even if further research
will be focused on other fields, it also can take esearch as a basis. Final suggestion to
future studies in the area of online shopping aet wxperience factors influencing online
consumer behavior is the selection of more independxplanatory variables to explain
the variation of the attitudes and intentions. Gresaelection of explanatory variables could
give advantage to understand better the consuragitisdes and intentions towards online

shopping of clothing and his actual buying behavior
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Appendix
Appendix A

Graph 1: Online Retail values in UE
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Table 2.1. Online Decision Making Process

Other Stimuli
Uncontrollable Factors:
demografic, personal,
cultural, sociologic,
economic, legal,
environmental et

\4

Online Decision-Making Buyer's Decision:
Marketing Process: Product choice,
Stimuli: ,| Problem Identification, Search Brand choice
(Marketing Mix) Trust Building, Evaluation of Dealer choice
Alternatives, Choice, Post Purchase timing
Purchase Behavi

T

Source: Based on the P. Kotler's framework (2003)

111



ONLINE CONSUMER BEHAVIOR — Web Experience Elemem®nline Clothing Market

Table 30 Measures and Items of Online Shopping

Factor

Technolog

- Oriented
Factors

Custome-
oriented
Factors

Variable

Intentior

Attitude

Usability

Interactivity

Web desig

Trusl

Product
perception

Measures and Items of Source

Online Shopping

Intention to purchat

Intention to stay more time in the
site

Intention to recommend

Online shopping is enjoyal
Online shopping is fun

Online shopping is exciting
Online shopping is positive
Online shopping is entertaining
Online shopping is undifferent

Accessibility
Site navigation payment process
Delivery process

Lymaem et ¢ 200z

Ellen, Mohr e Webl
(2000)

Dennis, Fenech ¢
Merrilees, 2004
Kim et al., 2003
Wikstrom et al.,
2002

Koufaris et al., 2002
Lee, 2002

Customer rating anestemunial
Customization

Recommendations

Good customer service/after sales

Merrilees & Fn
Nah and Davis,
2002

Coloul Wilkstrom et al.,
Fonts 2002

Animation Madu and Madu,
Sound 2002

Text clarity

Product presentation

Transaction ecurity
Customer privacy
Vendor’s reputation and capability

Kim, Son¢,Braynow
and Rao, 2002

Product variet
Product price
Product quality
Product availability

Liang & Huang
1998, p.33;
Lowengart &
Tractinskky, 2001,
p. 20;
Muthitacharoen,
1999, p.533
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Shoppinc Satisfactior Miyazaki and
Experience Fernandez (2001)

Table 22.1 Attitudes towards online shopping ofteés of experienced and inexperienced shoppers

Group Statistics
boughtexinex N Mean Std. Deviation Std. Error Mean
positive 1,00 50 3,5250 ,93336 , 14758
2,00 55 3,1702 1,02828 ,14999
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Appendix B : Online Survey

The purpose of the following survey is to assessweb experience factors that affect
consumer's attitude towards online shopping and imisntions to purchase through
Internet, specifically clothing. Thus, | twill cofliutes to get insight into the main web

factors that consumers take into consideration wheohasing clothes online.

Dear friends and colleagues,

| am graduating Masters in Marketing and | need Hel collecting answers from the
following servey. It will only take you 5 minutesié your responses will be kept strictly

confidential and will only be used for researchpmges.
Thank You a lot!

Personal Information

1.What is your gender?

o Male o Female

2.How old are you?

o Under 20 o 21-25 o 26-30

o 30-35 o 36-40 o 41-45 o 45 or above

3.What is your educational level?
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o Elementary School o High School o Professional course

o University/Master Degree o University/Bacholor Degree

4. Working conditions

o Student o Housewife o Employee

o Retired o Employer o Unemployed

5.What is the net monthly income of your household?

o Less than 500E o 1500-2499 o 500 — 999

o 1000-1499 o 2500-4999 o 5000 or over

Online Shopping

6. How frequent do you use Internet?
o Every day o 2-3 times per month
o 2-3 times per week o seldom or never

7. How often do you buy products through Internet?

o Once a week o Once a month o Once a year
o 2-3 times per year o 4-5 times per year o 6-7 times per year
o never
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8. Have you bought clothes online?

o Yes

o No

9. Do you want to start puchasing clothes online?
o Yes, definitely

o May be

o No (You may stop here. Thanks for your time)

10. How likely you are continue to purchase clothig online?

(1=Definitely not continue 5=initely continue)
S I R S N N N

11.How satisfied are you with your previous onlineshopping experience?

o Very Unsatisfied
o Unsatisfied

o Neutral

o Satisfied

o Very satisfied
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12. How likely are you to recommend an online shoj your friends?

(1=Definitely not recommend 5=Definitely will recorand)
o I I N N S B

13. According to youwhat level of importance have the following factordor online

clothing site?
Very Unimportant Neutral Important Very
Unimportant Important

Easily i i i o o

accessible

information

Simple site m m m m i

navigation

Quick and eas) m m m m o

transaction

Delivery m m m m i

process
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14. To what extent do you think the following factors a&e relevant when purchasing

online clothes?
Very Irrelevant Neutral Relevant Very
Irrelevant Relevant
Customer ratings m m i i i
and testemunials
Site o o ] o o
Customization
Recommendations m m m m m
Good  customef m m m m m
service
15. Please rank the following trust factors accordinga the importance
Very Unimportant Neutral Important Very
Unimportant Important
Transaction m m m m m
Security
Customer mi mi m m i
Privacy
Vendor's o o o m o

Reputation anc

)

Capability
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16. To what extent will the following factors inflience you when buying online

clothes?

Very Irrelevant Neutral Relevant Very

Irrelevant Relevant
Colour o o o o m
Font ] ] ] ] o
Animation o i o o m
Sound o i o o m
Text Clarity i i i o m
Quality of o i o o m
presentation

17.How will you rank the product perception factor®

Very Unimportant | Neutral Important Very
Unimportant Important
Product Variety m i i m i
Product Price o ] ] o o
Product Quality m i i m o
Product availability

18. Shopping clothes online is:
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Completely| Desagree Neutral Agree Complete
Desagree Agree
Enjoyable m m m o o
Fun O O O ] ]
Exciting m m m i i
Positive o o o o o

Entertaining

Undifferent

19. Which site will you go to if purchasing appatems online?

o Amazon

o Ebay

o Branded Clothing Web Sites ( Zara, Replay, NikeipA
o LaRedoute

o Web store which are selling clothes online only

o Other
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