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ABSTRACT

Online repurchase intention among present customers has been considered as avital
factor for the expansion and growth of e-commerce. Online shopping is aform of electronic
commerce which allows consumers to directly buy goods from a seller over the internet. Online
shops will also let consumer to view and order products online from any part of the world. In
today's world it isimpossible to not to think shopping at convenience and ease considering busy
schedules of the people. It is very important for the consumers to be satisfied with the services
provided by online shopsin order to continue to repurchase. Knowing the importance of this
topic, this research paper aims at investigating the relationship between the independent
variables such as mediarichness, ease of use, usefulness, attitude, security and trust aspects and
demographic variables with dependent variable online repurchase intention among customers of
Chaldal.com in Dhaka, Bangladesh.

This study exclusively made use of survey methods to collect the data from 400
respondents and analyzed using statistical software. The target populations of the study are the
present customers of Chaldal.com. Questionnaires were distributed Descriptive statistics were
used in describing parameters of the respondents and inferential statistics were used to test
hypotheses. Multiple Linear Regression, Independent t-test and ANOV A were used find out the

significance of independent variables with online repurchase intention.

The results of Multiple Linear Regression and ANOV A have shown that some of the
independent variables such as media richness, ease of use, usefulness, attitude, security and trust
aspects have statistical significant influence on online repurchase intention among present
customers of Chaldal.com in Dhaka, Bangladesh. Regression showed that usefulness, attitude
trust has better influence on online repurchase intention among present customers of
Chaldal.com in Dhaka. However, only demographic variables using independent t-test and
ANOV A showed that there is no statistical deference in online repurchase intention among

consumers.

The result of this study will be beneficial for the organization and managers or anyone
who isrelated with online shopping platform to understand the factors affecting online

repurchase intention and also their behavior pattern. This research will also help to understand
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the differences of western and Asian culture. It would help them to develop website, allocate
products and marketing strategies to facilitate more sales and hold strong customer base for

growth of the organization. This also will be beneficial for the future researchers.
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Chapter 1
Generalities of the study
1.1 Introduction

Web shopping is a growing phenomenon around the world due to the increase rate of
usage of internet. The development of the internet has created opportunities for firms to stay
competitive by providing customers with a convenient, faster and cheaper way to make
purchases. Purchasing viathe internet is one of the most rapidly growing forms of shopping
(Grunert and Ramus, 2005). Nowadays, the internet plays a vital role in the information
technology age that can be benefitted to the daily lives of people all over the world and online
trend has become the norm today. Two most advantages are noteworthy of online shopping, one
islots of product variety and the other is availability of many suppliers so that price advantage
can be prevailing in the online shopping. Dhaka, the capital of Bangladesh, is one of the densest
citiesin the world. Since real estate is at a premium, stores are often tiny and carry very limited
amount of inventory. Online shopping has become an emerging alternative means of brick-and-
mortar models for distributing products and services and its behavior has been one of the focused
research issues in both information system and marketing disciplines with the rapidly growing e-
business (Javadiet al., 2012; Lee & Chen, 2010). While online shopping has many benefitsit also
has other factors deterring customer to shop online. It may be lack of trust that consumers may
perceive disadvantages from online shopping, such as fear of credit card and personal
information, lack of return policies and lack of customer service. The population of internet users
has grown continuously in Bangladesh and percentage of internet users those who have
intentions to buy product online are also increasing steadily. It is very important for the e-

businessto retain old customersin order to expand and attract new consumers.

Customers' repurchase intention is very important and beneficial to the online business.
Customers repurchase or loyalty is critical to the success and profitability to the online stores.
According to Leelayouthayotin (2004), online repurchase is defined as a transaction performed
by consumers in order to search, select, and purchase goods through the internet from the same
website. |n previous studies, repurchase intentions have been closely related to customer loyalty
( Jiang and Rosenbllom, 2005). Mainspring, Bain and Company (2000) showed in a study that



the average customer must shop four times at an online store before the store profits from that
customer. Jiaeng and Rosenblom (2005) found out that increasing customer retention rates by 5
percent will result to an increase in profits by 25-95 per cent. Engel et al., (1993) classified
consumers' reaction after purchase into satisfaction and dissatisfaction, and satisfaction after
purchase will lead the consumer to be loyal and increase purchase intention. Repurchase
intention is one of the key factor in online shopping and is generally considered as a primary
dependent variable in term of the effectiveness of other related independent variables influencing
online shopping. Customers online repurchase intention will enable the organization or online
shop to thrive and expand customer base, which would contribute to easy, fast and convenient

service to the society.

Various empirical researches, this researcher found numerous independent variables,
which affects online repurchases intention. Y en (2014) studied purchase intention in e-
commerce. The researcher found out that consumers can find the products they are looking for
through media richness offered by the store. Online stores offer a comprehensive service for
customers to purchase from the web, including information about the product, ordering options,
payment options, logistics, and return strategies. The greater the mediarichnessit allows
customers to select from many options which in turn leads to an increase in recurrent purchases
intention. Therefore, to achieve the strategic goals, organizations and managers can create media
richness of the website according to their aim of the audience. Also, ease of use, usefulness and
customers attitude towards online repurchase intention are many other factors that influences

repurchase intention.

In general, perceived ease of use and usefulness are shown to be an important factor in
acceptance if 1S technology. Perceived ease of use and perceived usefulness are key attribute in
the TAM (Davis, 1989) and it has been used in number of contexts among different users.
According to Chiu et al., (2009), perceived ease of use in the context of online repurchase
intention, refers to an extent when a customer believes that web shopping will be effortless. If a
user finds a website difficult to operate and cannot find the desired product on a site, or is
unclear on what a site offers, the user will eventually leave that site (Pearson et al., 2007).
Customers will be pleased and eager to repurchase products and services from an online website

that offers an exceptional operative store front that is free of complexity and other restrains that



could frustrate potential consumers. Websites which are user friendly will influence and drive
consumers to repurchase more. According to Chiu et al. (2009), an individual consumer is more
prompt to continue to buy from online store when such usage is perceived to be useful.
Customers who successfully perform the shopping task in an effective manner of product
acquisition will be more willing to manifest stronger repurchase intentions. Therefore, attitudeis,
in turn, is determined by the technology's perceived usefulness and perceived ease of use.
Customers set their attitude toward web shopping based on their perception of usefulness and
ease of use. The more customers perceive positive about the useful ness and ease of shopping, the
more likely customers will develop favorable attitude towards online shopping. Organizations
and managers of online market should advertise and demonstrate the benefits and usefulness to

attract consumers.

In addition, above factors, security and privacy aspects, and demographics are other
important drivers of influencing online repurchase intention. As pointed by Reavley (2005),
security risk emerges due to fraudulence and the existence of hackers who might infiltrate the
account of internet users. There is a constant fear that their funds might be embezzled.
Customersfear that internet transaction is risky and someone will have unlimited access to
breach personal financial information (Peterson, 1997). According to Ribbinket et al. (2004), the
concept of e-trust is defined as "the degree of confidence customers have in online exchanges.
Urban et al. (2000) edify that customers make online decision nearly solely on based on trust.
Businesses should continue to focus on improving their goodwill by maintaining good business
ethics, which will help in building trust and confidence among customers. According to Zhou et
al., (2007), consumer demographics such as age, gender, income, education and marital status
are associated with their online purchase behavior. The businesses need to target consumers

according to the segmentation of customers' to achieve their marketing and strategic goals.

Based on the above introduction number factors can influence online repurchase
intention. In this study the researcher would like to mainly focus on seven factors, namely,
media richness, ease of use, usefulness, attitude, security and trust aspects and demographics
contributing to online repurchase intention the research aims to collect data from current

customers of Chaldal.com in Dhaka, Bangladesh.
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1.1.1 Bangladesh people and technology

Commercial use of internet is still minimal in Bangladesh (Laisuzzaman, et. al., 2010).
Business to Business (B2B), Business to Government (B2G) exists but Business to Consumers
(B2C) isstill practiced lessin Bangladesh. Most of the B2C is practiced in the few main districts
in Bangladesh. Like other Devel oping and under devel oped countries Bangladesh is still lacking
behind in achieving full benefits of expanding e-commerce; mainly due to : a) non-existence of
state level public key infrastructure b) mistrust about reliable electronic transaction in local
currency c) diverse innovative, consumer's character related, social and other technical disputes
d) non-compliance to legal issues (Dey et al., 2009). Internet in still limited in Bangladesh. In
the early 1990s, Bangladesh used the Bulletin Board System (BBSs) with adial up connection by
few providers and the numbers of users were fewer than 500.

In May 2006 Bangladesh has inaugurate new submarine optic fiber connectivity as part
of the 16 country coalition. In 2009, the number of Internet subscriptions in Bangladesh grew
from 186,000 in 2000 to 617,300 (Bangladesh Brand Forum, 2013). However, it was still one of
the lowest usage percentage in the world due to other factors like high cost, poor infrastructure
and low literacy. . By 2011 the number of Internet users in Bangladesh had seen phenomenal
growth due to wide availability of mobile Internet access. According to Bangladesh
Telecommunication Regulatory Commission (BTRC), by 2014 the total number of internet users
reached 48.347 million in Bangladesh. Undoubtedly, Bangladesh has a massive target customer
for online business. Whenever a great number of target consumers are present, the potential
business starts to emerge. In the early 2000 that is how the emergence of e-commerce was
noticeable. In the very beginning of the e-commerce in Bangladesh, payment for the purchase
was a serious issue for the consumers to shop online. Cash-on-delivery was the only option.
However it has changed when Bangladesh Bank launched National Payment Switch Bangladesh
(NPSB) brought every bank into a common platform for payment systems in December, 2012.

Now the consumers can shop online with their use of debit/credit card.



Figure 1.1: Growth in internet users around the world
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Source: http://wearesocial.com/sg retrieved on 18/05/2016.

In 2014, Asia's population reached an important milestone passing 4 billion people for
thefirst time. According to APAC 2015, Bangladesh's growth in internet increased to 12% as of
May 2015. Over the past yearsit has not significantly increased as it has around the year 2000.
Neighboring country Myanmar has experienced tremendous growth about 346%. Cambodia's
internet growth rate increased by 414% and Papua New Guniea also experienced 193% internet
growth rate over the last few year. However, the region's digital population is growing much

faster, with internet users growing almost four times faster than the general population.
Developed countries like USA, Europe have already adapted the internet technology long before.
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Table: 1.1 Internet users statistics of Bangladesh
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From the above table, it is clearly shown that internet users in Bangladesh are on the rise

over the past 15 years. The growth has experienced a major shift during 2005-2006 because of

the launching of new submarine optic fiber connectivity which has enables users of fast

connectivity with lesser cost. The internet users has been steadily rising from 2006 onwards.
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1.1.2 Consumer behavior of Bangladeshis towards online shopping

Bangladesh is the eighth most populated country in the world (ABC News, 2015). The
country with its 64 districts, online shopping is only popular among few main districts. Dhaka,
being the capital has most percentage of online buyers than other districts. Online shopping is
popular among only the educated percentage particularly the students and working population.
Most Bangladeshi consumers prefer traditional way of shopping where they can see the product
before purchasing it. Bangladeshi consumers are not very eager to purchase luxury items over
the internet because of lack of no return policy. However, avery little percentage of the users are
keen to purchase online because of the absence of wide availability of particular unique products.
Dhaka, the capital of Bangladesh, is one of the crowded citiesin the world. Since real estateis at
its peak, stores are often small and carry very limited inventory. However, only some online
shops can give consumers the experience of purchasing in abig-box store with a wide selection.

Traffic congestion is very bad mainly in the main districts like Dhaka and Chittagong.

Many online consumers use online services to purchases household items or groceries
for convenience and time saving. Also, buying behavior of Bangladeshisis not like consumers
from Europe, they do not buy commodities in bulk; instead they buy in small quantities at
frequent intervals. Additionally, Bangladeshi consumers have tendency to demand product items
like household products, ingredients and groceries items with expectation of near to instant
delivery. The service of on- demand delivery becomes difficult and competitive among some
online shops to deliver the products and services within the minimalist time considering traffic
congestion. Most consumers fear and refuse to purchase online because security and privacy
concerns of online transactions. The online shops aso have cash on delivery options which made
it convenient for the consumers to order and purchase. However, due to good will of some online
shops many of the customers have gained confidence over the past years. In Bangladesh, it is
very usual for the average consumers to not own a credit or debit card as mostly cash is used for
general transactions. The culture is male dominant and many of the card holders are usually men
or the head of the house, this makes is difficult for most part of the population to avail such
services. Bangladeshis tend to prefer traditional way of doing groceries such as visiting stores

and shops to evaluate objects physically before purchasing. There are few popular gourmet shops



where buying household and groceries became a trend and relaxation among certain population.
Online market has become segmented to mostly the working class of population who often do
not get the time to get their household needs done.

1.1.3 Company Chaldal.com

Chaldal.com is an online shop in Dhaka, Bangladesh. In 2013, three young Bangladeshi
enthusiastic entrepreneurs name Waseem Alim, Tejas Viswanath. and Zia Ashraf founded
Chaldal.com. All three partners experienced from different background of specialized works and
outstanding college degrees. Chaldal.com has realized the potential of online market in
Bangladesh as it is one of the densest cities in the world. Chaldal’s goal is to give customers the
experience of purchasing products and services with wider selection in a virtual shop
(https://chaldal.comy/).

Figure 1.2: Chaldal.com customer reviews
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Based on Figure 1.2, Chaldal offer varieties of different product line up starting from
food, daily groceries, home-appliances, office products, beauty & health products, baby care and
pet care products. They believe timeis precious to the fellow Dhaka residents, and that they
should not have to spend hours thoughtlessly in bad traffic, brave bad weather and wait in queue
just to purchase bare necessities like eggs, soaps and so on. Thisiswhy Chaldal.com delivers

everything the customer needs right at their doorstep with minimalist time and at no additional
cost.

Figure 1.3: Chaldal.com differential strategy
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retrieved on 21/05/2016.

Based on above Figure 1.3, Chaldal.com istheinitial ever successful online platform
providing household and daily commoditiesin Dhaka, Bangladesh. Chaldal.com stocks up its

warehouses small and tactically distributed throughout Dhaka to reach as many consumers as
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possible. As of June 2015, the company provided 8 to 10per cent Dhaka residents within one
hour delivery. They believe in using technology and education to improve Bangladesh, and will
continue to invest all effort in pushing the boundaries of technology. In Dhaka, groceries and
households are probably a$4 to $ 5 billion market per year, and if they provide competitive price
and more variety they aim to be one of the biggest retailersin Bangladesh.

Fig: 1.4 Chaldal.com android application features
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Based on Figure 1.4 and 1.5, Chaldal.com has recently launched their mobile application
for the convenience to shop from users phone. The app has enabled the consumers to order
groceries, baby products, personal care products, pet food and other daily needs through their
phone. Consumers can simply select the items they want and they will deliver within 1 hour at
their chosen time slot. They started implementing the app for the android users based on their
research and hence available in the Google play store for free download. If the app becomes
successful, they plan to expand for the apple users. As of 2015 May, Chaldal.com currently

services 300 customers daily and is hoping to reach more customers through their new mobile

app.
1.1.4 Infrastructure of online purchase in Bangladesh

In Bangladesh there is a great scope e-business. However, due to various reasons such as
economic, infrastructural and legal reasonsit has not expanded. Many organizations have set up
websites only to display its products and services. Among them avery few sites offer financial
transactions to purchase. Main reasons for low e-commerce transactions are absence of legal
framework for completing an electronic business or financial payment system, low Internet
usage due to lack of adequate telecom facilities, and overall lack of confidence in the security

and reliability of e-commerce transactions. Nowadays current government istrying to raise
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upwardsthe ICT and ICT based dealings in Bangladesh by legal model and arranging

infrastructures.

Optical network fibers have been introduced for the swiftness of online communication.
Bangladesh Telephone Shilpa Shanstha started to manufacture laptops at alow-cost in the range
of Tk. 10,000 to Tk. 20,000 depending upon confirmation. Internet subscribers have vastly
increased. Steps have been taken to launch Bangladesh's individual communication satellite.
Bangladesh Bank has opened permit for mobile banking also making credit card based internet
transactions. Launching of e-Ticketing arrangement through with Smart card Programme has
begun Bangladesh Road Transport Corporation. Task on developing of NGN/ WiMAX/ telecom
Network has been projected by BTCL and also NGN/WiMAX task has been forwarded to ERD

for funding. In near future, Bangladesh hopes to experience an increase in e-commerce growth.
1.1.5 Chaldal’s competitiveness

Chaldal.com Isrelatively small compared to other online stores like Bikroy and
Bangladesh brand. However, Bikroy.com is an online website which sells cars to properties and
Bangladesh brand sells products such as clothes, electronic appliances and so on. Chaldal.com
has segmented in online grocery and everyday household products which is only directly
competitive to Agoraand Shopno in Bangladesh. However, Chaldal.com is mostly used and
flourished among them. If Chaldal.com is compared with online stores like Amazon fresh,
Walmart and Tesco which covers vast geographical region and order variety of products then
Chaldal.com isrelatively tiny. However, in future Chaldal.com hope to expand and become
Amazon fresh of Bangladesh.

1.2 Objectives

The purpose of this research isto discuss the factors affecting online re-purchase
intention of Chaldal.com in Dhaka, Bangladesh. The researcher will emphasize on re-purchase
intention and its related factors, such as media richness, security and trust aspects, demographic
variables, usefulness, ease of use and attitude towards online shopping in this study. The

objectives of this study are as follows:-

1. To examine how media richness influence on repurchase intention of Chaldal.com.
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2. To study how ease of use and usefulness influence on attitude towards Chaldal.com.
3. To investigate a relationship between attitude and repurchase intention towards Chaldal.com.

4. To analyze how security and trust aspects influence on repurchase intention towards
Chaldal.com.

5. Tofind adifference in repurchase intention of Chaldal.com when segmented by gender, age

levels, education and income levels.
1.3 Statement of problem

Bangladesh as a devel oping country is still behind to reap the benefits of e-commerce.
Over population, traffic congestion and influence of online shopping of western world has
enabled the consumers to adapt technology in their daily lives. However, the percentage used by
the population for online shopping is till very low. As of May 2015 there are about 19,420,674
internet usersin Bangladesh, out of which only 22% of the country's total internet users shop
online spending Tk 7,594.10 annually on an average (www.dhakatribune.com/bangladesh/2015).
Online shopping in Bangladesh is still behind because of literacy, online transactions, security,
trust, convenience and ease of use. However, online shops in Bangladesh need to focus on
retaining current consumers' in order to expand. In this surviving era, every online shopping
company needsto rely on returning customers in order to sustain and grow. This common reality
causes the business world to investigate the factors that can stimulate the consumers to purchase.
Online repurchase intention is defined as individual's judgment about buying again a designated
service from the same website, taking into accounts his or her current situation and likely
circumstances. (Manrai, 1995; Storbacka et al., 1994).

Therefore, this present study is focusing on this problem, and making an effort to
examine the factors influencing online repurchase intention of Chaldal.com in Dhaka,
Bangladesh. In order to do that, the researcher has classified seven independent variables which
can affect online repurchase intention. They are namely, media richness, ease of use, usefulness,

attitude, security and trust aspects and lastly, demographics.
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Research Questions
The following are questions which this research is designed to answer:
1. Does mediarichness influence on online repurchase intention of Chaldal.com?

2. Does perceived ease of use and perceived useful ness influence on customers attitude to use
Chaldal.com?

3. Does customers' attitude to use the website influence on online repurchase intention of

Chaldal.com?
4. Does security and trust aspects influences online repurchase intention of Chaldal.com?

5. Isthere any differences in online repurchase intention of Chaldal.com when segmented by

demographics?
1.4 Scope of research

According to research objectives, this research put emphasis on factors affecting online
repurchase intention of Chaldal.com in Dhaka, Bangladesh. In this study, the researcher
primarily concentrated on several major factors that can affect the repurchase intention. In this
conceptual framework, the independent variables are media richness, ease of use, usefulness,
attitude towards using website, trust and security aspects and demographics and the dependent

variable is the repurchase intention.

The target population of this study is the present customers who have already shopped
onling, to investigate the repurchase intention towards online shopping from Chaldal.com. The
researcher will collect 400 questionnaires from four areas Gulshan, Banani, Dhandmondi and

Uttara in Dhaka which is the capital city of Bangladesh.

The questionnaires applied in this study were adapted from several previous studies and
they have four main parts: the first part being the screening question for the customers whether
they have purchased from any of the following location such as Banani, Gulshan, Uttars and

Dhandmondi; the second and third part is five points Likert scale questions for each independent
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and dependent variables and the last part is demographic factors of respondents. There are all

together (31) questionsin questionnaire part of this study.
1.5 Limitation of theresearch

There are limitations in the current study that should be noted. Firstly, this study has
taken up only alimited number of independent variables that can affect online repurchase
intention of Chaldal.com. The independent variables used in this study are media richness, ease
of use, usefulness, customers' attitude towards online shopping, security and trust aspects and
lastly the demographic variables. Therefore, this study has limitation in the use of independent
variables.

Online shopping and repurchase intention is a global phenomenon and it is happening all
over the world. Secondly, this study may be limited to the generalizability of the results because
the current study uses sample among four locations only. Therefore, this study hasits
geographical limitation. It is geographically limited to only four areas in the capital city of
Dhakain Bangladesh. So the result of this study cannot be generalized to online repurchase
intention all over the world. The data collection of this study will take place in the month of June

2016; therefore the result of this study is limited to this particular time frame.

1.6 Significance of study

This study will significantly provide the contribution of better concept for the
organizations to understand better on the factor that affecting online repurchase intention of
Chaldal.com among the current customers in Dhaka. The organization is able to gain information
about the factors such as media richness, ease of use, usefulness, security and trust aspects, and
customers' attitude towards website among different demographic groups. The organization can
have better marketing and strategy planning with accurate information to target and retain
consumers by designing their web site according to the best suited to the customers.
Segmentation of demographics among customers may also help the organization to research and

keep more selections of items for the targeted age group.
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Understanding the factors that have influenced their repurchase intention, future
researchers or organizations which operate online business like online shopping can refer to this
research to understand more about the perception of Bangladeshi customers and also how to
trigger their purchase intention and increase the sales. Therefore, marketers can evaluate their

strategies for and yield more effective strategies to target and expand customer base.

In conclusion, this research aimed to test and evaluate the factors such as media richness,
ease of use , usefulness, attitude towards using the website, security and trust aspects and
demographics towards online repurchase intention among present customers of Chaldal.com.
Moreover, this research will also be helpful to the online shopping organi zations to understand
more about consumer demands which when taking in considerations will also help them to

achieve consumer loyalty and repurchase intention and also attract new consumersin future.

1.7 Definition of Terms

L Online shopping: The amount of product purchased which consumers make purchasing decisions

through internet (Janal, 1995).

/Shopping convenience: Being quick and easy to shop and make comparison through the

internet(Todd, 2000).
Time saving: Using less time to make purchase transaction (Frini et al. 2000).

/Customer retention : Customer retention is defined as the customers liking, identification,
commitment, trust, willingness to recommend, and repurchase intentions of a product or service

in an organization (Stauss et al., 2001).

Perceived ease of use: Perceived ease of use refers to the degree to which the user expects the

target system to be free from effort (Davis, 1993).

Perceived usefulness: Usefulness refers to consumers' perceptions that the use of internet as a

shopping instrument will enhance shopping performance and experience (Davis, 1993).

16


http://Chaldal.com

Online repurchase intention: Online repurchase intention is purchasing product or service again
from the same website (Hellier et al., 2003).

Trust: Trust has been explored as 'psychological state which composes the intention to
accepting risk linked with expectations of the intentions or behavior of another (Rousseau et al.,
1998).

Security: Security is defined as the protection of the fraudulent activities and online hackers of

interne users to protect privacy. (Reavley 2005)

Media richness : Mediarichness is defined as the ability of acommunication
medium to convey clear messages without distortion (Draft and Lengel, 1984).

Attitude: Attitude is defined as positive or negative feelings of an individual about performing
the precise behavior (Fishbein and Ajzen, 1975).
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Chapter 2
Literature Review

This chapter provides the general concepts and comprehensive literature review of the
research variables both independent and dependent. In the beginning of the chapter, the
researcher presents the literature review of the independent variables such as media richness,
security and trust aspects, demographic variables, usefulness, ease of use and attitude. The
second part of the chapter deals with dependent variable of the research that is online repurchase
intention. The next part of the chapter provides the related literature review on independent and
dependent variables. Finally, a review of previous studies presented to create a strong

foundation for the present study.
2.1 Theory
2.1.1 Mediarichness

Media Richness which is also known as information richness is a theory that is used to
describe ability of a communication medium to reproduce the information exchange without
minimal distortion (Draft et al., 1986). According to Dennis and Kinney (1998), the researchers
argued that mediarichness refers to the immediacy of feedback and multiple cues. Media
richness is defined as the medium's potentiality or capacity to convey certain types of
information and is determinec by its capability of immediate feedback, multiple cues and senses
involved, language variety and personalization (Lengel and Draft, 1988). According to Burgoon
et al. (2002), the greater the media richnessis, the greater is the chances of developing credibility
of the other party in communication exchange. Richer media convey a greater sense of presence
than less rich media and are expected to be more effective at transferring unambiguous, complex
and personal information (Schmitz and Fulk, 1991). Media richness should be competent and
applicable with the nature of the service provided because over richness of information may
cause confusion and make it more complex (Pinsonneault et al., 2002). In addition, Zmud et al.
(1990) referred media richness with three channel attributes - information acquisition,

information richness or social presence, and new computer-mediated.
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2.1.2 Ease of use

Ease of use is one of the basic determining factors in information system acceptance.
Perceived ease of use refers to the degree to which consumer perceive that they will be able to
operate the system without difficulty; the effort is directed to both physical and mental effort and
the easiness of learning the system (Davis et al., 1989). According to Chiu et al, (2009),
perceived ease of use is defined by which a consumer believes that purchasing on the web will
be free of effort. If user finds a website difficult to operate and face uncertainty on what a site
offers, the individual will then leave the site (Pearson et al., 2007). The quality of the website
designisvital for online stores (Lee and Lin, 2005) and has a firm impact on user perception of
ease of use. According to Ajzen and Fishbien (1980), perceived ease of use usually refersto
users recognition of whether accomplishing a particular technical task would involve mental
effort. Montazemi and Saremi (2013), highlighted that ease of use influences consumersiinitial
deliberateness to use the technology, such as consumers tend to operate the system which isless
complicated and simple. Usage of the database interface relies on the usefulness on the database.
If people perceive web shopping beneficial which will help them to be more efficient and hel pful
then they are also likely to adapt the technology (Teo et a., 1999). According to Davis (1989),

ease of use can influence an individual's attitude towards using a website for online shopping.

2.1.3 Usefulness

Usefulnessis also one of the basic factors in information system acceptance. According
to Davis et al., (1989) perceived usefulnessis referred to the degree to which a consumer
perceives that the use of online shopping will heightened the individual's performance.
Individuals form behavioral intentions towards web shopping based on expectation of how it
would accentuate their shopping performance It refers to the effectiveness at work, productivity
and the relative importance of the system for the individual's work. Perceived usefulnessis
defined as the degree to which a user believes that using a particular system would heighten his
or her job performance, which also positively influence on the user's intention to use that system
(Chen et a., 2007; Ajzen, 1991). Teo et al., (1999) demonstrated that adaptation of the system
will rely upon usefulness of the system which the individual's believe will make them more

efficient and helpful. Perceived usefulness is defined as the extent to which a consumer believes
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that online purchasing will amplify the individual's transaction performance (Chiu et al., 2009).
According to Bhattacherjee (2001), an individual is more likely to continue usage of online

shopping when the service is perceived to be more useful.

2.1.4 Attitude

Eagly and Chaiken (1993) defined attitude as a psychological tendency with some degree
of acceptance and disfavor by judging a particular object or service. The attitude is a degree of
positive or negative feelings of an individual about performing the precise behavior (Fishbein
and Ajzen, 1975). Zajonc and Markus (1982) suggested that attitude is referred to as a summary
of hypothetical constructs representing overall feelings towards or eval uative judgments about a
service, object or issue. Hanna and Wozniak (2001) also pointed out that attitude towards a
product or service can be shaped either by direct experience from the product or service or by the
information collected from other people. Schiffman and Kanuk (2004) described that there are
three elements of attitudes: cognitive, affective and conative. Cognitive component is defined as
beliefs gathered by a collection of knowledge, opinion, faith and value system. Affective
component of an attitude is explained as consumer's emotions or feelings or response to an
object. Lastly, conative component is described as a likeliness or tendency of the consumer's
willingness to buy. Venkatesh et al., (2003) suggested attitude towards online shopping is
defined as an altogether individual's affective reaction to using the interne for online

purchasing.

2.1.5 Security and Trust
Security

Many theorists have argued that a consumer's perceptions of online security are one of
the most important contemporary online exchange issues (Grewal et al., 1994, 2002, Montoya-
Weiss et al., 2003). Kalakota and Whinston (1997) stated that security can be defined as a threat
that creates a circumstance, condition, or event with the potential to cause economic hardship to
data or network resources in the form of destruction, disclosures, modification of data, denial of
service, and/or fraud, waste and abuse. One of the major barriers for eecommerce growth is
because that online transaction needs greater security than conventional as personal and financial

data can be used for fraudulent purposes (Wang et al., 1998; Furnell and Karweni, 1999;
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Jarvenpaa et al., 1999; Gefen, 2000; Lee and Turban, 2002). Lawrene et al., (1998), have
considered consumers have fears of their transaction information being intercepted and used by
someone else when sending their credit card details over the Internet. Kolsaker and Payne (2002)
defined security as the subjective probability with which consumers believe that their personal
information (private and monetary) will not be viewed, stored, and manipulated during transit
and storage by inappropriate parties in a manner consistent with their confident expectations. The
concept of security in online transaction refers to the extent to which consumers perceive the
payment processes and general policies of aweb site as secure or safe (Zeithaml et al., 2002;
Montoya-Weiss et al., 2003). Theorists have also emphasi zed the importance of perceived
security in online exchange (Szymanski and Hise, 2000; Schiffman et al., 2003). Security on the
internet can be defined as any factor affecting the perceived risk with both financial and personal
matters such as, privacy (Grewal and Dharwadkar, 2002). Indeed, Wang et al., (1998) and
Hoffman et al., (1999) have both found that the risk of fraud (particularly credit card theft) has
deterred many people from even using the internet to purchase goods and services. This hasled
many prominent internet companies (such as amazon.com and ebay.com) publicly to adopt 128-

bit encryption methods in an effort to protect consumers' security on their sites.

Trust

According to Chiu et al. (2009), in general, trust is seen as a set of specific beliefs dealing
primarily with the benevolence, competence and integrity of another party. Benevolence isthe
belief that the trustee will not act opportunistically against the trust or even if the trustee has the
given opportunity. Competence is the belief in the trustee's ability to fulfill its obligations as
expected by the trustor. Integrity isthe belief that the trustee will be honest and will honor its
commitments. Pavlou and Fygenson (2006) defined trust as the belief of a buyer that the seller
will behave benevolently, capably and ethically. According to the Theory of Planned Behaviour,
Ajzen (1991), stated the belief in trust will create favorable feelings towards the online seller that
would lead to an increase in purchase intention from the seller. Likewise, alack of trust prevents
buyers from purchasing online from a vendor who fails to deliver a sense of trustworthiness,
mainly because of fears of seller opportunism (Hoffman et al., 1999). Ribbinket et al., (2004)

suggested that trust in online shopping is defined as the degree of confidence customers havein
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online exchanges. In general terms Mouraman (1993) defined trust as the courage to buy the
same thing again and again and rely on the partner for good trust. Urban et al., (2000) pointed
out that customers make online decisions solely based on trust. Trust is very important in online
shopping because customers, exchange sensitive information to make transactions through the
internet (Sun and Han, 2002; Alsajjan and Dennis, 2006). Generally, trust is an essential element
for a successful relationship (Moormanet et a., 1992; Morgan and Hunt, 1994; and Berry, 1995).
In online shopping trust is a necessity (Mcole and Palmer, 2001). Due to risky nature on online
shopping, trust and risk are an important factor in effecting online transactions (Jarvenpaa and
Tractinsky, 1999). Teo and Liu (2007), highlighted that trust is based on the perception of the
risks or benefits of online transaction. When consumersinitially trust their online vendors and
have a perception that adopting online shopping is beneficial to shopping performance and
effectiveness, they will eventually come to believe that online shopping isuseful (Gefen et al.,
2003).

2.1.6 Demogr aphic factors

According to Kotler (2000) demographic factors are used for distinguishing and easiest to
measure group of customers regarding their preferences, wants, and needs. Burnett and Moriarty
(2003) have defined demographics as the statistical, personal and economic characteristics of a
population, including age, gender, income, education, occupation, religion, race and nationality.

Severa consumer demographics provide an indicator of buying habits.

Kotler (2000) stated that consumer preferences of wants and abilities change with age.
People in different stages of life have different needs. An advertising message must be geared to
the target audience's age-group and should be delivered through a medium that members of that
group use. In this study, age of respondents was divided into five groups, that is below 25 years
, 26 to 30 years, 31 to 35 years, 36 to 40 years and 40 and above. According to Sheth et al.,
(1999) , individual's tastes, preferences, purchases and behavior varies among different age
groups. Schiffman (2004) also stated that consumer needs of product and service and interests

usually vary with the age of consumers. Age variable can also be used for part of the market
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segmentation especially for niche market (Kanuk & Schiffman, 2004). In this study, the
researcher has segmented different age groups to find out the target customers who purchase

online.

Jafari (2000) defined that gender is hamed by society in terms of the aspects of biological
sex. From early birth parents treat their babies according to their sexes such as how they clothe
and give toys for them to play. And these different treatments shape them up and are with them
the entire lives. Gender or sex is an apparent basis for differences in marketing and advertising.
Thus, this study used gender to find out the similarities and differences of respondents in terms
of different sexes based on their perceptions of shopping online. Consumers, thoughts, values,
wants and the decision to buy are influenced by gender- related behavior (Kotler, 1997). Thus,
this study used gender to test the similarities and differences of respondentsin terms of different
sexes based on their perception of online repurchase intention from Chaldal.com. Nowadays,
marketers notice an opportunity for gender segmentations; some manufacturers are designing
certain features to appeal different gender stated Kotler (2000).

Reedy (2010) stated that education influences consumers choice. Hawkins et al., (1992)
pointed out that education has a strong influence on one's tastes and preferences. In addition,
Skinner (1994) stated that education also influences how decisions are made. The level of
education attained by consumers has an influence on the advertising strategy and online
purchasing. Education tends to correlate with the type of medium consumer favor, including the
specific elements or programs within a medium. Consumers with lower education are higher
users of television. On the other hand, consumers with higher education prefer print media,
interne and selected radio and cable stations. In this study, education level may help the

researcher to choose and advertise target consumers via a suitable medium.

Henslir (2000) defined income as money received as wages, rents, interest, royalties, or
proceeds from business. Kotler (2000) stated that purchasing power is based on current income,
prices, savings, debt and available credit. Different levels of income affect individual's behavior
and lifestyle (Peter and Olsen, 1986). Monthly income influences consumers to determine places

where to shop and amount of spending (Reedy, 2010). Income also affects consumers' choices to
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purchase according to the type of products. In addition, income is also an indicator of the ability
to buy a product and service (Schiffman, 2000). The distribution of income among the
population has a great impact on marketers. In this study, income refers to the discrimination of

respondents’ expenditure for paying goods and services.

2.1.7 Repurchase intention

Repurchase intention is defined as individual's judgment about buying again a designated
service from the same company, taking into account his or her current situation and likely
circumstances. (Manrai, 1995; Storbacka et al., 1994). The online purchase intention presents the
willingness of individual customersto continue to repurchase on the internet (Chen et al, 2010).
Repurchase intention is the subjective probability of an experienced customer will continue the
behavior of purchasing a product from the same online store (Chiu et al., 2012). Repurchase
intention is purchasing product or service again from the same provider (Hellier et al., 2003).
Repurchase intention can be defined as the situation of consumers' (those had purchased at least
one-time on the internct) hoping to make purchase again (Koppiuset al., 2005). Moreover,
repurchased intention is closely linked with perceived usefulness stated by (Koufaris, 2002).
Bhattacherjee, (2001) pointed out based on the expectancy confirmation model of IS continuance
(ECM-I1S) that perceived ease of useis also a strong component of post-adoption expectation and
is expected to have influence on repurchase intention. If people find it easy to use they are more
likely to repurchase again stated by Thong et al (2006). Customers who have accomplished the
shopping task of product acquisition in an efficient manner will be more likely to exhibit
stronger repurchase intentions (Babin and Babin, 2001). According to the Theory of Planned
Behaviour (Ajzen, 1991) highlighted that trust creates a favorable feeling towards the online
vendor that are likely to increase a customer's intention to purchase and repurchase products

from the vendor.

Oliver (1980) and DeSarbo (1988) pointed out that Expectancy disconfirmation theory
(EDT) isachain from expectation to repurchase intention to explain consumers' degree of
satisfaction as an outcome of a five-step process (Bhattacherjee, 2001; Lin et al., 2005; Chiu et
al., 2005). Firstly, consumers have an initial expectation of a specific product or service before

purchase. Secondly, they purchase and use that product or service; upon usage over time they
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develop a perception about the product or service. Thirdly, they compare these perceptions of
performance with their prior expectation levels and determine the extent to which their
expectations are confirmed. Expectations could be positively disconfirmed (perceived
performance exceeds expectations), confirmed (perceived performance equals expectations), or
negatively disconfirmec (perceived performance falls short of expectations). Fourthly, they form
afeeling of satisfaction or dissatisfaction based on their disconfirmation level. Finally, satisfied
consumers form intentions to reuse the product or service in the future, while dissatisfied users
discontinue the use of product or services. Engel et a., (1993) classify consumer's reaction after
purchase into satisfaction and dissatisfaction, and satisfaction after purchase is considered to
increase consumer's attitude of belief and preference toward the purchase of products and
services. Therefore, loyalty will increase repurchase intention. According to Yan (2006), cost of
acquiring one new consumey is five times than keeping an old consumer. Therefore, keeping an
existing consumer creates better effects of revenue and profit with less effort for industry. Thus,
it is an important issue to focus on consumer's satisfaction and repurchase intention for the
industry management(Bansal et al., 2004; Tsal and Hunag, 2007). In line with this observation,
online repurchase intentions are finally defined as a consumer's willingness to repurchase

offeringsin a particular web site
2.2 Related Literature review

2.2.1 Relationship between media richness and repurchase intention

Chang and 1lai (2010) studied the effect of media richness on e-book readers purchase
intention and found out that media richness shows positive relationship and significantly
influences consumers' intention to use e-book. Previous research Stone (2008) has shown media
richness was found out to be an important factor influencing intention to online purchase. Fulk
and DeSanctis (1995) indicated that users perceive communication media as having greater
capacity and as being able to accomplish different types of tasks and therefore strongly
influences media usage intention. Y en (2014) has studied customer purchase intention in e-
commerce and found out that media richness or information richness has a positive relationship
with purchase intention. Previous research by Burt and Davies (2010) and Kim (2004) found out
that information richnessis strongly related to purchase intention. Park and Kim (2003) also

found out that product information quality and service information quality are positively related
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to information satisfaction leading to positively affects relational benefit which in turn increases
purchase behavior. Oh et al., (2009) indicated that information richness positively affects
playfulness and usefulness and increases behavioral intention. According to Lohse and Spiller
(1998) purchases on the internet mainly rely on the cyberspace appearance of the products, such

as photo, images and quality information concerning the products.

2.2.2 Relationship between ease of use and attitude

According to Davis (1989), "ease of use' affects consumers' attitude and intention toward
online shopping. In the previous studies Davis (1993) suggested that according to TAM, "ease of
use" influences in the early stages of user experience with atechnology or system. Venkatesh
(2000) found out that if consumers get more experienced with Internet, they will adjust their
perceptions regarding the "ease of use" of the Internet as a shopping medium in a positive
direction. Venkastesh (2000) also suggested that ease of use will have a negative effect on
attitude to use internet as a shopping medium if consumer fears using computer or develops
“computer anxiety' asit is an online shopping. According to Ratchford et al.,( 2001) ease of use
will have a positive rel ationship with attitude towards shopping online as users gain more
experience shopping over the internet, they will be skillful and perceive it as an easy process.
However, Ruyter et al., (2004) studied what drives consumers to shop online and found out that
ease of useis determined by skillful and unskillful consumer because shopping online required
knowledge and skill to shop on the internet; this will attenuate the relationship between ease of
use and their attitude toward online shopping. Therefore ease of use will lessinfluencein
forming a positive attitude toward shopping on the Internet. Schoenherr et al., (2008), studied
influences on online shopping and found out that the perceived ease of use of the technology is
highly conditioned by internet user experience measured by exposure to the medium, that is,
users who access the internet more frequently perceive less difficulty associated with its use.
Previous researcher Al-Sugqri (2014) studied perceived usefulness, perceived ease-of-use and
faculty acceptance of electronic books and found out that perceived electronic books easy to use
was positively correlated with the person's attitude to use the product. According to Venkatesh
and Davis, (2000) ease of use would have a direct effect on behavioral intention. Extensive
research also has given support for the effect of perceived ease-of-use on attitude to use a

technology (Venkatesh, 2000; Venkatesh and Davis, 1996; Venkatesh and Morris, 2000).
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2.2.3 Relationship of usefulness and attitude

According to Davis (1989), perceived usefulnessis one of the fundamental components
of technology acceptance model and usage behavior. He also stated that perceived ease of use
influences the attitude toward intended action which in this study is repurchasing online.
Kucukusta and Law (2014) studied online booking among Hong Kong users and found out that
perceived usefulness was a more important underlying dimension that affects intention to book
online and also a stronger predictor of behavioral intention to book online. Perceived usefulness
also influences the attitude toward using the product stated by Law (2014).Davis et al., (1989)
suggested that TAM posits aweak direct link between "usefulness" and attitude. According to
TAM, "usefulness” is influenced by "ease of use", because the easier atechnology isto use, the
more useful it can be (Venkatesh, 2000; Dabholkar, 1996; Davis et al., 1989). In the previous
studies Mathwich et al., (2002) found out that perceived usefulness will have a positive
relationship with attitude to accomplish shopping task.

Previous researches, Bias et al., (2008) studied influence of online shopping information
dependency and innovativeness On internet shopping adoption and found out that perceived
usefulness also has a positive effect on attitude to repurchase shopping online. Perceived
usefulness is an important antecedent of user acceptance of technology (Davis, 1993). In
previous study perceived useful ness have been shown to have a significant impact on people's
intentions to adopt a technology (Chen and Barnes, 2007). Suqri (2014) studied perceived
usefulness, perceived ease-of -use and faculty acceptance of electronic books and found out that
perceived usefulness was not significantly related to the attitude to use e-book. Choi and Joc
(2015) studied factors affecting undergraduates' sel ection of online library resources found out
that usefulness positively influence users' attitude toward online library resources. Many
information systems researchers have empirically validated the positive influence of PU on
attitude and intention of using information systems as postulated in TAM (Davis, 1989;
Venkatesh and Davis, 2000; Venkatesh, 2000). Moreover, previous Internet banking studies have
provided empirical evidence for significant positive effect of PU on both attitude and intention
(Celik, 2008; Chau and Ngai, 2010; Cheng et al., 2006; Chiou and Shen, 2012; Lee, 2009).
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2.2.4 Relationship of attitude and online repurchase intention

According to Davis et al.,(1992) both utilitarian and hedonic aspects are considered to
act as determinants of consumers' attitude toward online purchase intention. George (2004)
considered that there is a significant relationship between attitudes toward internet purchasing
and online purchase intention. Pavlou (2002), and Suh and Han (2003) stated that there was a
strong relationship between attitudes and purchase intention of e-commerce. Athiyaman (2002)
studied the factors affecting users' intention to purchase online and identified that attitude has a
strong impact on online purchase intention. Also the relationship between attitude and purchase
intention is significant findings of Fishbein’s behavior intention model and salient research
supports the positive influence of attitude toward intention (Shim et al., 2001). Dick and Basu
(1994) also suggests that attitude mediates the effects of satisfaction on purchase intentions.
Oliver (1997), the framework suggests further that the resulting level of satisfaction is amajor
influence on the consumer's updated attitude toward web site, which also affects repurchase
intentions. Previous studies (Lai and Li, 2005; Cheng et al., 2006; Suh and Han, 2002; Lee,
2009; Chiou and Shen, 2012) provide empirical evidence that consumers' attitude influences

their intentions to purchase online.

2.2.5 Relationship between security and trust aspects, and online repurchase intention

Laforet and Li (2005) found the issue of security to be the most important factor that
motivated Chinese consumer adoption of mobile banking. In previous studies on online
behavioral intentions Goode and Harris (2006) found out that security is positively associated
with online purchase intention. Security, which involves the use of technical advancements like
cryptography, digital signatures and certificates aimed at protecting users from the risk of fraud,
hacking or “phishing”, has a positive influence on the intention to purchase online (Ranganathan
and Ganapathy, 2002; Yousafzai et al., 2003; Kim et al., 2008; Lian and Lin, 2008). However,
the most relevant for the acceptance of e-commerce is not the objective security of the electronic
channel as transaction medium but the subjective risk perception of the consumer (Klang, 2001,

Grabner-Kra uter and Kaluscha, 2003). Thus, when online vendors have implemented security
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measures, consumers tend to believe that online purchasing is safe. Previous researchers
Juwaheer et a., (2012) studied adoption of internet banking and found out that security has an
influence on the customers to use internet banking. In the context of online trading, network and
data transaction attacks or attacks through unauthorized access to the e-investors' accounts could
be a substantial barrier preventing the adoption of online trading practices. t. Casalo” et al.,
(2007) showed that web site security had a direct and significant effect on consumer intention to
use the services web site. Mukherjee and Nath (2007) identified that the security features of the

web site positively influences the behavioral intentions of customers.

Trust is considered as the essential basic element in online trading (Gao et al., 2002).
Girardi et al., (2012) studied online purchasing behavior in USA gem stone industry and found
out that trust has a positive impact on purchase intention of gem stones. Trust also affects the
online purchasing decision (Dillon and Reif, 2004), and the volume of online purchases (Doolin
et al., 2005; Miyazaki and Fernandez, 2001). Research on trust shows a positive effect between
trust and the intention to purchase online (Eastlick et al., 2006; Gefen, 2000; Koufaris and
Hampton-Sosa, 2002; Shim et al., 2004; Yoon et al., 2002). Further studies have suggested that
empirical evidence shows support of a strong association between consumers' online trust and
intentions to purchase (Stewart, 2003; Y en and Gwinner, 2003). Previous researchers Harris and
Goode (2004) found out that online trust in website has a positive relationship with the purchase
intentions of the customers. In the e-commerce context, empirical research has shown that trust
in online vendors increases peopl€'s intention to use the vendors' web site (Bhattacherjee, 2002;
George, 2002; Mukherjee and Nath, 2007). The importance of trust in e-servicesisvital to the
transactions because the degree of uncertainty in avirtual environment makes the user more
vulnerable. Bhattacherjee (2002) found that trust has a positive effect on an individual's
willingness to conduct transactions with an online bank. In previous studies, George (2002)
showed that the more trustworthy individuals believe the internet to be, the more positive their
attitudes about purchasing over the internet. Roca et al ., (2008) studied the importance of
perceived trust, security and privacy in online trading systems and found out that trust has a

positive effect on intention to use online trading services.
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2.2.6 Relationship between demographics and online repurchase intention

Consumer demographics are the most frequently studied areain online shopping
research. There are abundant evidence that consumers demographic traits such as gender, age,
income and education are associated with their online shopping behavior (Liebermann and
Stashevsky, 2009; Zhou et & ., 2007).

The acceptance of a new technology, its characteristics and use depend on the gender of
theindividual (Gefen and Straub, 1997; Venkatesh andMorris, 2000; Sun and Zhang, 2006).
According to Swaminathan et al. (1999), men and women exhibit different shopping orientations
— men being more convenience- oriented and cared less about face-face contacts, and women
being more recreational-oriented and motivated by social interactions. In general, women usually
have much more positive attitude towards shopping but men were reported to have more
favorable perception towards online shopping and repurchase intention compared to women
(Alreck and Settle, 2002). Jayawardhena et al., (2007) and Zhou et al., (2007) stated that men
and women are interested in different type of shopping on the Internet. E-shoppers are more
likely to be male than femal e because e-shopping involves a computer technology with specific
masculine associations (Dholakis and Chiang, 2003). In addition, men and women also show
significant differences in online information search (Y oo-Kyoung and Bailey, 2008). According
to Citrin et al.,(2003) women demonstrate a stronger need than men for tactile cuesin product
evaluation and women were found to be less satisfied than men with their online shopping
experience (Doolin et al., 2005; Kim and Kim, 2004; Rogers and Harris, 2003). However, recent
surveys revealed that this gender gap in thisfield is decreasing (Eurostat, 2009). Some studies
have shown that gender has not been found to have a direct effect on adoption of technology in
general (Taylor and Todd, 1995; Gefen and Straub, 1997), but men and women appear to have
different acceptance rates of specific computer technologies, with men more likely to adopt new

technological innovations (Gefen and Straub, 1997).
Previous researches showed conflicting results about the effects of age in online purchase

and repurchase intention. Several studies have found a positive relationship (Bhatnagar et al.,
2000; Donthu and Garcia, 1999; Doolin et al., 2005; Liebermann and Stashevsky, 2009) while
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many researchers reported a negative one (Joines et al., 2003; Swinyard and Smith, 2003) or no
relationship (Liet al., 1999; Rohm and Swaminathan, 2004). According to Zhou et al., (2007)
stated that this inconsistency across research findings may be a function of the lack of a standard
age categorization scheme being used across studies. Furthermore, Wang et a. (2003) reported
that age significantly influences a customer's choice of adopting internet banking. Older people
tend to have a negative attitude towards the use of new technologies and they seem to be
reluctant to accept innovation (Bauer and Heinh, 2006) as compared to younger ones who are
very much at ease with these changes. Alagheband (2006) supported this view by adding that
younger individuals are more likely to adopt online purchase intention. Several research works
have also linked age and adoption of technologies, with younger persons being more likely to
adopt (Zeithaml and Gilly, 1987; Trocchia and Janda, 2000; Karjaluoto et al., 2002; Lee et al.,
2002).

Education also plays an important role as far as attitudes for technology use is concerned.
According to Hui and Wan (2007), highlighted that common wisdom stated better educated
consumers are more likely to be exposed to the internet technology and thus have more
confidence in using the internet as a medium for shopping. However, mixed effects were
identified regarding a consumer's educational level on his/her online shopping intention. Some
studies have reported a positive relationship (Li et a., 1999; Liao and Cheung, 2001; Swinyard
and Smith, 2003; Susskind, 2004) while others did not (Bellman et al., 1999; Donthu and Garcia,
1999; Mahmood et al., 2004, Liebermann and Stashevsky, 2009). In previous research several
studies have shown that higher level of education tend to be positively related to the adoption of
atechnological innovation (Donnelly, 1970; Uhl et al., 1970; Labay and Kinnear, 1981;
Kennickell and Kwast, 1997; Daniel, 1999; Lee and Lee, 2000; Jayawardhena and Foley, 2000;
Manila, 2000; Lee et al., 2002; Karjaluoto €t al., 2002). It has aso been discovered that the level
of education impacts on the decision of adopting online purchase intention (Al-Somali et al .,
2008). Yeung €t al. (2006) asserted that highly educated customers normally accept changes
more enthusiastically. Customers with a good education profile are likely to adopt technology
application such as internet and internet banking. The reason is that education is positively
correlated with the customer's literacy rate (Burke, 2002).

Previous research showed that different professions entail dissimilar income level and

different internet knowledge and experience. These diverse categories can result in different
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attitudes and behaviours towards the use of online purchase intention (Hubona and Kennick,
1996; Chau and Hu, 2002). However, other studies found that once the customer was
experienced, income could no longer influence their technological behaviors (Al-Somali et al.,
2009). Hence, it revealed that income has no significant influence on perceptions once the
customer is experience with the technology. In some previous research it has been observed that
for income, it is well documented that online shoppers tend to earn more money than traditional
store shoppers (e.g. Mahmood et al., 2004; Susskind, 2004; Doolin €t al., 2005). Similarly,

higher incomes generally show a high correlation with the adoption of online purchase.

2.3 Previous studies

Y en (2014) studied the effect on customer purchase intention in e-commerce. They
investigated the relationship between media richness or information richness and intention to
purchase in e-commerce. The purpose of the research was to explore the interaction effect of
information richness, retailer brand, and extended offers on customer purchase intention in e-
commerce.This study conducted an online survey that gathered data from telnet://ptt.cc, the most
popular bulletin board system in Taiwan. The researcher also distributed questionnaires to the
respondents who had online shopping experience over the past three months and also did online
survey. The researcher collected 362 questionnaires but out of it retained only 356 valid
responses. The data were collected over a period of one month. Media richness was found to be
an important factor influencing intention to use e-book readers. The researcher used exploratory
factor analysis and the findings revealed that mediarichnessis positively associated with
purchase intention in e-commerce. It was found out that the store with high information richness
strengthens the effect on customer purchase intention when retailer brand is well-known, and
accordingly, the marginal benefit of retailer brand increases when the level of information
richness increases. Media richness can strengthen purchase intention due to the confirmation
effect on the confidence of trading with the store. Conversely, if astore is unknown or has low
retailer brand, customers may suspect risks associated with the retailer, even though high
information richness is provided. Organizations should incorporate rich information on the store
with high reputation of retailer brand to reinforce customer purchase intentions. Additionally, a

better integration of information richness and extended offers in the online shopping services can
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telnet://ptt.cc

benefit the online stores by hel ping them to acquire new customers and retain existing customers.
Organizations should therefore incorporate information richness with extended offers as part of

the total experience to increase customer purchase intention.

Blas et al., (2008) have done a research on online shopping information dependency and
innovativeness ONn internet shopping adoption. The researcher investigated the relationship
between ease of use and attitude towards online purchase intention. The purpose of this research
isto analyze the influence of online shopping information dependency and innovativeness on the
acceptance of internet shopping. The study is focused on only Spanish consumersin Spain who
has never bought online. For this research survey was conducted by using closed ended
questionnaires to 465 users of internet over the age of 18. Inits study of business-to-consumer e-
commerce in Spain 2005 sampling was done by gender and age quotas based on internet user
characteristics periodically examined by the Spanish Association of Electronic Commerce Firms,
which is the most important directory of internet usersin Spain. The datawere analyzed by using
astructural equation model. The results also show that the perceived ease of use of the
technology is highly conditioned by internet user experience measured by exposure to the
medium. That is, users who access the internet more frequently perceive less difficulty
associated with its use. The findings of the research are beneficial to managersin the e-

commerce.

Kim and Forsythe (2009) have done research on factors affecting the adoption of product
virtualization technology for online shopping. The researcher investigated the relationship
between usefulness and attitude towards online purchase intention. This study aims to investigate
factors affecting the adoption of product virtualization technology (PVT) for online shopping
small electronics by applying a modified electronic technology acceptance model (e-TAM) and
tested model invariance male/femal e shoppers in the overall adoption process. The study is
focused on 1500 online surveys out of which there were only 681 valid responses. The sample
included shoppers with very little to extensive online shopping experience and generally
representative of online shoppers. The analysis of data was done by using single and group

structural equation model. The results showed that usefulness as strong predictor of attitude
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towards using PVT for both men and women. The finding of this research for online retailers,

PVT may provide a valuable tool to enhance the consumers' purchase behavior through better

online product evaluation on the website.

Akamavi et al., (2008) have done aresearch on alternative explanations of online
purchasing behavior. The researcher investigated the relationship between attitude towards
website and online repurchase intention. The purpose of this research isto employ a cross-
cultural perspective to explore explanations in the development of the online repurchase
intentions model. The study is focused on students who are online consumers of actual travel
servicesin Koreaand UK , in total 539 questionnaires was distributed but among them there
were 448 valid responses out of which 284 Korean cases. Due to cross-cultural survey the back-
tranglation procedure is used to ensure conceptual equivalency in the questionnaire. The
structural equation model and confirmatory analysisis used to analyze the data. The results
showed that for both UK and Korea young consumers' attitude towards web and repurchase
intention was not supported. In the study, attitude towards website was altered by customized
information but there were no significant differences when consumers evaluate levels of
customized information from a Korean-UK context. The study revealed that web interactivity
has the capability of impacting on attitude toward a web site and therefore can be interesting and
have potentially powerful outcomes for consumer purchasing behavior. The findings of the
research will enable managers or firms to have a better understanding when developing
commercial websites. Marketers require a more complete understanding of the role of favorable
attitude in any project where the consumer purchase process in e-B2C environments. However,
standardized online treatment of consumersis not the golden path of internet marketing. In future
more proposed research model needs to be developed for identifying the underlying dispositions
associated with the mediating variable.

Ramdin et al., (2012) studied the adoption of internet banking: a case study of
commercia banksin Mauritius. The researcher investigated the relationships between security
and trust aspects, and internet banking adoption. The purpose of the study was to examine the

factors that influence the adoption of internet banking services in Mauritius. The researchis



focused on 384 respondents from nine districts of various banking institutes in Mauritius. The
data analysis was done by using descriptive and inferential analysis. The results show that both
trust and security aspects are deemed crucial factors and have a significant effect on internet
banking adoption in Mauritius. In order to increase internet banking adoption, banks need to
provide strong security measures to prevent illegal intrusion. Trust being another important
factor, banks needs to focus on other attributes like security to increase the level of trust in
consumers because lack of trust in electronic channel will result in failure of internet banking
adoption process. It is suggested that as trust and security in the bank is the pre-requisite of both
pathways to increase the behavioral intention of using internet banking, this should be the major
focus of trust building strategies and security enhancement activities. These results allow
banking practitioners to focus their efforts on safeguarding trust and security in an online
banking landscape instead of wasting resources on the irrelevant communication strategies.

Gong et al., (2013) studied consumers' of online shopping in China. The researcher
investigated the relationship between demographics and online purchase intention in China. The
purpose of this paper isto develop an understanding of the factors influencing Chinese
consumers to shop online by exploring the effects of user demographic characteristics and media
characteristics on shopping intention. The research is done by Washington DC-based company
specializing in online marketing research, was commissioned for data collection. A nationwide
online survey was carried out for this study. Invitations to participate in the research were sent to
8,000 random email addresses but total of 503 respondents completed the survey. The
respondents were screened to be at least 16 years old. The questionnaire was translated and back-
translated to ensure semantic consistency between Chinese and English versions. The analysis of
data was made by using ordinary least squares (OLS) regression. The results show that Chinese
consumers' age, income, and education are significant predictors of online shopping intention.
Gender has no significant relationship among Chinese consumers on online purchase intention
which means Chinese male and female consumers hold similar online shopping intentions. There
is an inverse relationship between Chinese consumers age and their intention to shop online.
The higher the educeational level and income of Chinese consumers, the more likely they will
intend to shop online. The findings of the research may provide a better understanding of users

adoption of the internet as a shopping and transaction channel, as well as enhance an e-tailer’s
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market targeting and segmentation effectiveness. E-marketers should incorporate features that

can enhance online shopping efficiency.
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CHAPTER-3

CONCEPTUAL FRAMEWORK

This chapter reveals the conceptual framework that is used to find out relationship
between the dependent online repurchase intention and the independent variables like media
richness, security and trust aspects, demographic variables, usefulness, ease of use and attitude.
This chapter is divided into four parts. The first part provides the details of theoretical
framework; it isalogically developed, described and elaborated network of associations among
studied variables. The second part is the conceptual framework; it is the researcher's own
framework explaining independent and dependent variables. The third part is the research
hypothesis that is statements specifying the relationship of variables that will be tested in this
research. Lastly, the operationalization of independent variables that are the examples of all

variables and its sub-variables translated in to action.

3.1 Theoretical Framework

A Theoretical framework helpsin evaluating the preceding research papers to analyze
and support this study. It aso helpsin analyzing and comparing the dependent and independent
variables. The main aim of this study is to find out the relationship between the dependent
variable online repurchase intention and the independent variables like media richness, ease of
use, usefulness, security and trust aspects, demographic variables and attitude. The researchers
modified the conceptual framework based on researchers' model. The first research model is
"User attitudes of dedicated e-book readers for reading?' which was developed by Lai and
Chang (2011). The second research model was developed by Alcaniz et al., Mafe et al.,
Manzano et al., and Blas et al. (2008) studies about "Influence of online shopping information
dependency and innovativenes: on internet shopping adoption”. The third research model is
"Factors influencing the adoption of internet banking: a case study of commercial banksin
Mauritius" which was developed by Juwaheer, Pudaruth and Ramdin (2013). All of them have
been discussed in details below.
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Figure : 3.1 The research model of user attitudes of dedicated e-book readers for reading.
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Source: Lai, J. Y. and Chang, C. Y. (2011). User attitudes toward e-book readers for reading.
Online information review, 35(4), 558-580.

0.1

La and Chang (2011) investigated user attitudes toward dedicated e-book readers for
reading. The main purpose of the research was that in the fast pace of innovation and
development in technology, trends in reading electronic book are rising. However, so far thereis
avery limited knowledge of what factors are drove the user attitude to use e-book. The
researcher took effects of convenience, compatibility and media richness as factors to explore
why users are dedicated to read e-book. A quantitative approach was used in this research. A

total of 326 questionnaires were received and out of that 288 valid questionnaires were retained.

The hypotheses were tested by using partial least squares (PLS) technique to perform the
dataanalysis. PLS is aregression-based technique that originates from path analysis. The results
of this study suggest that convenience, compatibility, media richness had a significant positive
effect on intention to use. Compatibility, media richness and perceived ease of use have a

significant positive effect on perceived ease of use. Perceived ease of use had a significant
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positive effect on convenience. These findings will enable development of a more robust
understanding of attitudes toward dedicated e-book readers and will be helpful to developers
researching e-book hardware an software as well as to researchers interested in testing related
theories.

Figure: 3.2 The research model of influence of online shopping information dependency and

innovativeness on internet shopping adoption.
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Alcaniz et al. (2008) investigated the relationship between dependent variable of future

shopping intention and independent variable like innovativeness and technology acceptance
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model (TAM) variables. The purpose of this research is to analyze the influence of online
shopping information dependency and innovativeness on the acceptance of internet shopping.
This research will help company to know which aspects of their communication strategies to
highlight in order to get non purchasing web users to participate in online buying. The sample
consisted of 465 Spanish consumers over the age 18 who had never purchased online. The
hypotheses were tested by using structural equation models. The result shows that perceived ease
of use had positive influence on perceived usefulness. Perceived ease of use and perceived
usefulness had positive relationship on attitude toward the internet as a shopping channel.
Innovativeness, perceived usefulness and attitude had positive relationship on future online
shopping intention. Internet exposure had positive relationship on perceived ease of use. These
results confirm TAM isavalid model to explain online shopping intention. Online shopping
information had positive relationship with online shopping intention. Lastly, perceived
usefulness and ease of use had positive relationship online shopping information dependency.
This research enables companies to know which aspects of their communication strategies to
highlight in order to get non-purchasing web users to participate in e-shopping. Thiswork aims
to combine the influence of online shopping information dependency, innovativeness and the

traditional TAM in order to construct an improved model for internet shopping acceptance.
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Figure: 3.3 The research model of factor

study of commercial banksin Mauritius.
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Source: Juwaheer, T.D., Pudaruth, S., and Ramdin, P. (2013). Factors influencing the adoption of
internet banking: a case study of commercia banksin Mauritius. World Journal of Science,

Technology and Sustainable Development, 9(3), 204-234.

Juwaheer et al. (2013) investigated the factors influencing the adoption of internet
banking. The purpose of the research is to investigate the factors on influencing the adoption of
internet banking services in Mauritius. The researcher tried to establish the relationship between
independent variables such as demographic variables, level of awareness, security and trust
aspects, technology acceptance model variables, theory of reasoned action and theory of planned
behavior variables with internet banking adoption. The questionnaires were collected from 384
respondents visiting various banking institutions across the nine districts throughout Mauritius to
ensure proper geographical coverage. By using descriptive and inferential analysis with SPSS

questionnaires were further processed and analyzed. The hypotheses were tested by using
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ANOVA, Spearman Correlation and Factor Analysis. The results show that perceived ease of use
and perceived usefulness had positive relationship on the adoption of internet banking.
Subjecting norm, attitudes and behavioral intentions had positive relationship on internet banking
adoption. Security and trust aspects had a positive relationship on internet banking adoption. The
survey results revealed that level of awareness had an impact on the choice of using internet
banking. The adoption of internet is determined by the level of information that a customer had
about internet banking. Likewise, low awareness would be a critical reason for the non-adoption
of this service. Age and gender did not turn out to be a significant variable affecting adoption of
internet. Age was an irrelevant construct influencing the adoption of the internet. Gender also has
no impact on adoption of internet banking. Income and education has a positive effect on
customers' choice to adopt internet banking. Most respondents used internet banking was high
incomers. Lastly, highly educated customers were likely to accept changes more enthusiastically.
This research provides banking institutions with significant information on the various aspects
that need to be highlighted in their banking communications strategies to increase the adoption
rare of internet banking services. Banking institutions need to stress upon the benefits of internet
banking services, ease to use, trust and security aspects. The research provides valuable insights
for the banking industry and also urge upon reshaping of their e-marketing strategy in relation to

internet banking service in Mauritius.

3.2 Conceptua framework for the study.

The conceptual framework for this research has been devel oped on the basis of the above
given three theories and studies. As shown in the Figure 3.1 was devel oped by Chang
and Lai (2011). The researcher investigated user attitudes for e book for reading. In previous
study, the researchers made use of the independent variables like media richness, convenience,
perceived usefulness and compatibility, to establish its significant relationship to the dependent
variable which was purchase intention. For the conceptual framework of this present study, the
researcher has taken the independent variable which is media richness from the Figure
3.1. According to Draft and Lengel (1986), stated Media Richness Theory located the connection
between information richness and media in the capacity of mediato convey rich information.

Mediawith greater richness can carry greater amounts of information and reduce uncertainty and
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vagueness in communication. Media richness will enable the organization to organize the

website according to the needs and wants of the consumers to ease and enhance services.

As shown in the Figure 3.2, was developed by Alcaniz et al., (2008). The researcher
studied the influence of online shopping information dependency and innovativeness on internet
shopping adoption. In this previous study the researchers have applied the independent variables
namely innovativeness, technology acceptance model (TAM) variables such as perceived ease of
use, usefulness attitude online information dependency to establish its significant relationship to
the dependent variable future shopping intention. Online shopping information dependency can
be increased with the interfaces that would be easy to use but only if perceived usefulnessis
high. For the conceptual framework of this present study, the researcher has taken the
independent variable such as ease of use, usefulness and attitude from the previous study given
in the Figure 3.2. Davis et al. (1989) stated perceived ease of use and usefulness as basic
determining factors in information system. Perceived usefulness is defined as the degree to
which a consumer believes that the use of a system will increase his or her performance.
Perceived ease of use refers to the degree to which a consumer believes that no effort either
mental or physical is needed to use the system. McKechnie et al. (2006) stated intention to use a
technology is determined by the individual's attitude toward using that technol ogy.
Organizations need to make their website simple and easy to use, and also facilitate among
customersto use it frequently. Advertisement of usefulnessisimportant towards the consumers

to highlight the usefulness of the service.

As shown in the Figure 3.3, was developed by Juwaheer et al. (2013). The researchers
studied the factors influencing the adoption of internet banking: a case study of commercial
banksin Mauritius. In this study the researcher has made use of the independent variables such
as demographic variables, level of awareness, security and trust aspects, technology acceptance
model variables, theory of reasoned action and theory of planned behavior variables to show its
significant influence on internet banking adoption. Correlation was done to test the significance
of TRA and TPB-related constructs such as subjective norms, attitudes and behavioral intentions
on adoption of internet banking. Finally, Factor Analysis was developed to find out security and

trust constructs on adoption of internet banking. For the conceptual framework of this present
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study, the researcher has taken the independent variables such as demographic variables and
security and trust aspects from the previous study given in the Figure 3.3. Al-Ashban and Burney
(2001) stated that demographic variables were found to be associated with adoption of different
different banking channels, especially internet banking. Mattila (2005) advised that the banks
must initially persuade their customers that the service provided would be a secured medium.
Urbal et al. (2000) stated that customers make online decision solely on the basis of trust as they
exchange sensitive information over the internet. Organizations should consider demographic
variables when providing their services because demographic variables like age, income, gender,
education and so on play vital role in online websites. Organizations should also focus on trust
and security factors of online shopping as customer fear to provide personal information and

mode of online payment.
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Figure 3.4 The conceptual framework of present study.

H3

H4, H5, H6, H7

Hence, the above conceptual framework helpsin finding the relationship between each of
the independent variables such as media richness, usefulness, ease of use, security and trust
aspects, demographics variables, attitude and the dependent variable online repurchase intention.
Therefore, this research with the help of hypothesis testing tried to test the relationship
between the dependent and independent variables.
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3.3 Research Hypothesis

According to the conceptual framework, the following are the hypotheses being
developed for the present study. All these hypotheses will be tested to find out its relationship

towards online repurchase intention.

H 1 o: Ease of use and usefulness are not influenced on attitude towards customersin Chaldal,
Dhaka.

H1 a: Ease of use and usefulness are influenced on attitude towards customers in Chaldal, Dhaka.
H2o: Mediarichness and attitude do not influence on online repurchase intention of customersin
Chaldal, Dhaka.

H2a: Mediarichness and attitude do not influence on online repurchase intention of customersin
Chaldal, Dhaka.

H3o: Security and trust aspects in term of security and trust are not influenced on online
repurchase intention of Chaldal in Dhaka.

H3a: Security and trust aspects in term of security and trust are influenced on online repurchase
intention of Chaldal in Dhaka.

H4o: Thereis no statistical significant difference in online repurchase intention when segmented
by gender.

H4a: Thereis a statistical significant difference in online repurchase intention when segmented
by gender.

H5o0: Thereis no statistical significant difference in online repurchase intention when segmented
by age levels.

H5a: There is a statistical significant difference in online repurchase intention when segmented
by agelevels.

Hé6o: There is no statistical significant difference in online purchase intention when segmented
by income levels.

Héa: Thereis a statistical significant difference in online repurchase intention when segmented
by income levels.

H70: Thereis no statistical significant difference in online repurchase intention when segmented

by education levels.
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H7a: Thereis astatistical significant difference in online repurchase intention when segmented

by education levels.

3.4 Operationalization of Variables

In this research the independent variables are as media richness, usefulness, ease of use,

security and trust aspects, demographics variables, and attitude. This research tried to find the

relationship between these variables with online repurchase intention. The following table shows

the variables, concept of variables, operationalized component and the level of measurement of

all the variables.

3.4.1 Operationalizatior of online repurchase intention variables

Variables

Concept of variables

Operationalized
components

M easur ement scale

Media Richness

Mediarichnessisthe
ability of a
communication

medium of
information  richness
made easily available
(Daft =~ and

1984).

Lengel

-Online website
Chaldal helps me to
get information

quickly.

-Online website
Chaldal enables me to
choose information/

content on demand.

-Online website
Chaldal enables meto
get reliable

information.

-Online web site

Interval Scale
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Chaldal helps me to

get rich information.

Usefulness Usefulness will enable | -Using Chaldal Interval Scale
consumers to | website for grocery
accomplish  shopping | shopping helps me to
tasks more quickly, | make better purchase
efficiently, improving | decision.
quaity that would _

-Using Chaldal
save more money and ]
website for grocery
make better purchase
helps meto
decision (B all- - ¢
accomplish shopping
Rokeach’s 1985). _
tasks more quickly.
-Using Chaldal for
grocery helps meto
save more money.
-Using Chaldal for
grocery improves the
quality of my
shopping tasks.
-Using Chaldal
website is very helpful
to me.
Ease of Use Ease of use usually - Learning to operate | Interval Scale

refersto users
perception of whether
performing a

particular technical

the website is easy.

- The website is

flexible to interact




task would require a
mental effort on hisor

her part. ( Ajzen and

with.

- My interaction with

website is clear and

Fishbein 1980).
understandable.
Attitude Attitudeisthe settled | -Using website for Interval Scale
way of thinking and _
fedling pl ¢ grocery shopping is
enjoyable or other convenient.
emotion towards
something ( Ajzen and | - Using website for
Fishbein 1980). —
grocery shopping is
necessary.
- Using website for
grocery shopping is
Secure.
- Using website for
grocery shopping is
enjoyable.
- Using website for
grocery shoppingisa
good idea.
Security and trust | Security and trust -I am confident that
aspects aspects are complice | online grocery Chaldal
of two variables. will protect my
privacy.
Security Security is defined as

the protection of the
fraudulent activities
and online hackers of

interne usersto

-The security aspect of
online grocery
shopping is important
in Bangladesh.
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protect privacy.
(Reavley 2005)

-Online shopping
web site Chaldal
carries ethical business

practice.

-1 trust online grocery
website in providing

reliable information.

-Thereisnorisk in

Interval Scale

shopping grocery from
online web site
Chaldal.
Trust Trust is the confide
- | feel secured and
ence placed in a . o
trust sending sensitive
person that dependson | e
information like my
true, reliable, secured i
credit card number etc.
information(Urban et i
over the internet.
al. 2000).
Demographic Demographic factors
variables such as age, income,

education and gender
may changes with
online internet
adoption. (Lee and

L ee's 2000)
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Gender

Age

Education

Income

Gender isthe state of
being male or female
and the use of
technology depends
on the gender of the
individual. ( Li et al.
1999).

Ageisthetime person
has lived and it
influencesa
customers' choice of
adoptionin
technology. (Wang et
al. 2003).

Education is defined
asamoral and
institution experience;
thelevel of education
impacts on adoption of
technological
innovation. (Donnelly
1970).

Incomeis earning of
an individual and has
no influence on

customers

-Gender

C Mae

[MFemale

-Age Classification
[021-30 years
[131-40 years
[141-50 years

0050 years and above

-Education
[JHigh School
LIBachelors
[IMasters

(1Phd

-Income

[INo income

Nomina Scale

Ordinal

Ordinal

Ordina
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perceptions once
customer was
experienced with
technology. (Hubona
and Kennick 1996).

[Jless than 40,000 TK

[141,000-80,000 TK

[181,000- 120,000 TK

(1120,000 TK and

above

3.4.2 Operationalization of Online Repurchase Intention

Variables Concept of variables | Operationalized Measurement scale
components
Repurchase Intention | Repurchase Intention |- If | could, | will Interval

is defined as the
degree of consumers
intended to buy
products again.
(Wilkie 1994).

continue using the
website to purchase
products.

- Itislikely that | will
continue to purchase
productsin future.

- | intent to continue
purchase products
from the website in

future.
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Chapter 4
Research methodol ogy

This chapter provides an overview of research methodology that is employed in this
study and it consists of six sections. The first section of the chapter explains the research
methods used for this study. The second section is the details of respondents and sampling
procedures, including criteriato select the sample. In the third section of the chapter,
instruments and questionnaire of the research is provided. This also contains the questions that
are asked to the respondents and the methods to measure. The fourth section is the pretest of the
study that the researcher has conducted. The fifth section isthe collection of data and gathering
procedures. And the final section is the statistical tools used to answer all statement of problems

and the criteria used to select the appropriate statistics.
4.1 Research methods used

The research method adopted for this study is Descriptive research. This method helpsin
analyzing and presenting the data in a relevant way. Descriptive research is considered to
illustrate the characteristics of the population or the phenomenon. Churchill (1999) explained
that descriptive research is utilized to estimate the proportion of the people in specified
population who behave in a certain way. According to Zikmund (2003), descriptive research also
seeks information through how, what, who, when and where questions. Therefore, in this study,
descriptive research is utilized to describe the characteristics of respondents in order to define
what, who, when, where, and how questions. In this study the researcher is examining the
rel ationship between online repurchase intention of customers of Chaldal.com with its
independent variables like mediarichness, security and trust aspects, demographic variables,

usefulness, ease of use and attitude.

The researcher also chooses survey technique to collect the data from respondents.
Survey is the research technique in which researchers makes use of questionnaire to obtain facts
opinions and attitudes of the respondents Mc Daniel and Gates (1999). And also, survey

technique is a systematic collection of data from respondents in order to understand and to
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predict some aspect of behavior of target population that can provide quick, inexpensive,
efficient and accurate means of assessing information about the population (Zikmund, 2003).The
researcher uses self-administered questionnaires as a means in this survey research, which

required the respondents to fill in by themselves.

In order to collect the data, the researcher design to use survey technigue by distributing
guestionnaire to the respondents who have already purchased products online from Chaldal.com
Dhaka, Bangladesh. The population of customersin Chaldal.com is 14200 of 2015. For the
present study, sample size was determined in order to represent the total population. The sample
size for the study was determined based on the calculations of the previous researchers. The
guestionnaire for the survey contained four sections including demographic factors. The first
part contained screening guestions; second part consists of the factors affecting online repurchase
intention; third part consists of repurchase intention and lastly the demographic factors. With the
help of the questionnaire the respondents were able to indicate their attitude and view about their
online repurchase intention of the products and services. The respondents’ degree of agreement
and disagreement to the questions helped the researcher to analyze the data and arrive at useful
conclusion to the study.

4.2 Respondents and sampling procedure

The researcher in this part of the study explains the respondents and the sampling
procedure used in the research. The researcher mainly emphasizes on the target population,

sample size and procedure which will further assist him on his research.
4.2.1 Target population

A given group of people who have some specific qualitiesin common are known as
target population. According to Cooper and Schindler (1998), population is the total collection of
elements about which some inferences can be made. According to Black (1999), a population is
any group of people who share a common set of behaviors which are of concern to the
researcher. According to Zikmund (2003), the complete group of specific population relevant to

the research project is target population.
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Target population of this study is the present customers of Chaldal.com in Dhaka,
Bangladesh. Chaldal.com is an online shop in Dhaka, Bangladesh. It sells products like food,
cleaning products, baby products, office supplies, beauty and healthcare, home appliances and
pet care and delivers on to the doorstep of the customers. Chaldal’s goal is to give customers the
experience of shopping in a big-box store with a huge selection. Majority of online services are
used by working people in Dhaka. Chaldal.com has about 14,200 customers in Dhaka. The
customers of Chaldal.com include working people, house wives, students and all who fall under
internet subscribers asit is an online platform. However, mgjority of Chaldal.com customers are
working people. In February 2016 average delivery per day is about 400 deliveries. This study,
the researcher will collect the data from four areas from where there are more crowded working
people in Dhaka, which is the capital city of Bangladesh. The four areas are Banani, Gulshan,
Uttara and Dhandmondi where the researcher intends to study customers who have already
purchased goods online from Chaldal.com. The researcher intends to collect primary data on the
month of April 2016. Figure 4.1 gives the map of Dhaka City
(http://techcrunch.com/2015/07/30/chaldal/ retrieved on 2.03.16).
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Figure 4.1 The map of Dhaka, Bangladesh showing areas.
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Source: http://www.atab.org.bd/dhaka-city-map.html retrieved on 6/01/2016.

The map of Bangladesh based on districts. At present Bangladesh consists of 64 districts.
The districts are further subdivided into 493 sub-districts or towns. Dhakais the capital city of

Bangladesh. Map of Bangladesh is given in Figure 4.2.
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Figure 4.2 The map of Bangladesh based on its districts.
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Source: http://rhdcbd.org/old/bangladesh map.php retrieved on 6/01/2016.
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Bangladesh is a country in Southern Asia. It islocated on the Bay of Bengal and is
bordered by Indiaon all sides except for a small border with Burma. It lies between 20 34 and 26
39 latitude North and 88 00 and 92 41 longitude East. It has an area of 1,44,000 sq km.
Bangladesh is situated on the north eastern side of the South Asian Subcontinent. Bangladesh is
one of the most densely populated areas of the world. The present population is about 140
million which makes it the eighth popul ous country of the world. Bangladesh is a developing
country, with a market-based mixed economy and is listed as one of the Next Eleven emerging
markets. The per capitaincome of Bangladesh was US$1,190 in 2014, with a GDP of US$209
billion. In South Asia, Bangladesh has the third-largest economy after those of India
and Pakistan, and has the second highest foreign exchange reserves after India

(http:/fwww.southasianfloods.icimod.org retrieved on 22.01.2016).

Dhakais the city and capital of Bangladesh. Dhaka is one of the fastest
growing startup hubs in the world. It islocated just north of the Buriganga River, a channel of
the Dhaleswari River, in the south-central part of the country. Dhaka is Bangladesh's most
populous city and is one of the largest metropolisesin South Asia. Since its establishment as the
capital city, the population, area, and social and economic diversity of Dhaka have grown
tremendously. Together with itsriver port of Narayanganj, 10 miles (16 km) to the south, Dhaka
now is one of the most densely industrialized regions in the country. It has one of the largest
concentrations of multinational companies in South Asia. The city has a growing middle class,
driving the market for modern consumer and luxury goods. Restaurants, shopping
malls and hotels continue to serve as vital elements in the city's economy
(http:/'www.britannica.com/place/Dhaka retrieved on 22.01.2016).

Bangladesh is the next big market for online purchase with a population of about 160
million which is the 8" largest in the world and GDP is 6.5% annual real growth. In 2013,
Internet users in Bangladesh increased to 33 million. As of June 2015, internet subscribers have
reached about 48 million users. Bangladesh is one of the next eleven countries chosen by
Goldman Scahs, it is expected to be one of the largest economies. Dhakais one of the densest
city in the world. In Dhaka there are about $5 billion market grocery market. Since real estateis
at apremium, stores are often tiny and carry very limited inventory. Chaldal.com aimed to offer

awide selection of products for the easy accessibility for the customers. Mgjority of online
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services are used by people in Dhaka. In February 2016 the company Chaldal.com averaging
about 400 deliveries aday, plansto add at least six more warehouses to cover all of Dhaka
before potentially expanding into other Bangladeshi cities. In Dhaka, the traffic isvery
horrendous. Therefore, to travel even a short distance it consumes alot of time. The customers of
the Chaldal.com includes working people, students and housewives and all who uses internet
subscription asit is an online shop. The researcher chose top four locations of average highest
delivery from capital city Dhakafor study of the online repurchase of products among the
present customers. Currently Chaldal.com has about 14,200 customers in Dhaka. Population of
Dhakais estimated about 15 million as of 2015. In order for the company to expand,
Chaldal.com must retain its current consumers (htip://sdasia.co/2015/07/30/chaldal-wants-to-

become-the-amazon-fresh-of-bangladeshs-capital/ retrieved on 2.03.16).
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Fig 4.3 Highest delivery location of Chaldal.com
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Source: http://geospatialworld.net/ retrieved on 23/02/2016

Gulshan and Banani are both upscal e neighborhood in Dhaka, Bangladesh. These
residential areas are al'so home to a number of city's restaurants, shopping centers schools and so
on. Both of the areas Gulshan and Banani were built as a purpose of solely residential but over
years commercial buildings have been set up too. Dhandmondi is one of the most affluent
residential areasin Dhaka city and over decades it has evolved to a miniature city, where one
may find many commercial buildings, malls, institutions and hospitals have been set up too.
Uttara has developed recently but also has residential, schools and offices. According to the city
population Gulshan and Banani combined 253,050, Dhandmondi 147,643 and Uttara 179,907 as
of 2015. Chaldal has highest number delivery of products on these areas which comprises of
around 100 - 140 to Gulshan and Banani, 100-120 in Dhandmondi and lastly 80-90 in Uttara. In
average Chaldal has about 400 deliveriesin total per day as of February 2016
(http://www.citypopulation.de/php/bangladesh-dhaka.php retrieved on 22/02/2016).

4.2.2 Sampling unit.

In the actual time of sampling process, the portion of the selected population must be
determined according to a certain procedure. A sampling unit can be then defined as a subset or
small portion of population and they should represent the center of the study (Hussey, 1997).
The process of sampling involves any procedure using a small items or parts of the whole
popul ation to make conclusions regarding the whol e population (Zikmund, 2003). Based on the
above theory, the sampling unit for this present study includes only the customers who purchased
products from Chaldal.com, especially researcher focuses on the working people at the crowded

area in Gulshan, Banani, Dhandmondi and Uttara in Dhaka, Bangladesh.
4.2.3 Samplesize

Kotler (2000) defined a sample size as the appropriate number of people who should be
surveyed which can represent the target population. Malhotra (2004) suggested that the sample
size can be influenced by similar studies by taking the average sample size from previous

empirical researches. Therefore, in order to get the sample size for this research, the researcher
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averaged three previous studies as references to form a sample size for this research. Pappas,
Pateli, Ginnakos and Chrissikopoulos (2014) studied moderate effects of online shopping
experience on customer satisfaction and repurchase intentions by using 393 respondents. Lai and
Chang (2010) studied the user attitudes toward dedicated e-book readers for reading by using
288 valid questionnaires. Juwaheer, Pudaruth and Ramdin (2012) studied factors influencing the
adoption of internet banking: a case study of commercial banks in Mauritius by using 384
respondents. Usually using large samples for the study helps to minimize and avoid error (Barlett
et al., 2001). Therefore, based on three previous studies and in order to reduce the error, the
researcher distributed 400 questionnaires for conducting this study.

4.2.4 Sampling procedure

According to Zikumnd (2003), the process of using a small member of items or parts of
the entire population to generate conclusive representation for the entire population is called
sampling. There are two techniques of sampling used by the researcher, which are probability
and non-probability. While probability sampling is based on the concept of random selection — a
controlled procedure that assures that each population elements is given a known non-zero
chance of selection; non-probability sampling is non-random and subjective. Each member does
not have a known non-zero chance of being included Cooper & Schindler (1998). Or as
explained by Zikmund (2003), non-probability sampling is defined as a sampling technique in
which units of the sample in any particular member of the population being chosen is unknown.
For this study the researcher has applied nonprobability technique to find the sampling unit. The
researcher has selected the current customers of Chaldal.com for the research survey. Therefore
the researcher has applied two techniques of probability for the purpose. They are quota

sampling and convenience sampling.
Step: 1 Quota Sampling

The researcher, for this study applied the quota sampling method which is considered as
nonprobability sampling. According to Cooper and Schindler (2001) the logic behind quota
sampling is that certain relevant characteristics describes the dimension of the population. The

purpose of quota sampling isto ensure that some common characteristics of a population sample
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will be represented to the same extent that the investigator desires. In quota sampling, the
researcher aims to represent the major traits of the population by sampling a proportional amount
of each (Babbie, 2001).

In this research, the respondents are the customers of Chaldal.com who wished to
repurchase the products offered online in Dhaka city. The researcher will divide the number of
respondents among four big residential areas such as Gulshan, Banani, Dhandmondi and Uttara.
The researcher will collect 100 surveys from each areato be the sample. The proportion and the

selected four locations are shown in the Table below

Locations No. of Respondents
Gulshan 100
Banani 100
Dhandmondi 100
Uttare 100
Tota 400

The 400 respondents who were considered as the customers with online repurchase intention of
products from Chaldal.com were then asked to fill out the self-administered questionnaire
provided by the researcher.

Step 2: Convenience sampling

Convenience sampling also called haphazard or accidental sampling refersto the
procedure of obtaining units or people who are mostly conveniently available (Zikmund 1993).
Davis and Cosnza (1993) identified that the advantage of convenience sampling is the researcher

is able to achieve alarge number of completed questionnaires quickly and economically.
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According to Cooper and Schindler (2006) convenience sample are least reliable but are cheapest

and easiest to conduct.

In this study, the researcher utilized this approach collecting data from the respondentsin
Dhaka city. The researcher distributed questionnaires to those four areas to any respondent who
was willing to participate to fill up for the survey. After calculating the number of sampling
needed, the researcher uses the convenience sampling by using the screening question in the
questionnaire to target the available respondents to fill up the form. The researcher needs 400
respondents for this study based on the previous studies of past researchers.

4.3 Resear ch Instruments/Questionnair es

Questionnaires are used as the research instrument in this research in order to collect data
about the Chalda.com consumers' repurchases intention. A prepared questionnaire based on the
frame work and previous studies is the research instrument for this study. Closed- formed
guestionnaire hel ps respondents to make quick decisions by making a choice among the several
aternatives that are provided (Zikmund, 2003). According to Wolf (2008), a prepared
questionnaire has been designed specifically to be completed by respondents of the study without
being intervened by the researcher. This set of questionnaire has been prepared to analyze the
factors affecting online repurchase intention. This questionnaire is used to get data from target
group of respondents. The questionnaire was prepared only in English and distributed to the
respondents because all the respondents are able to read and understand English. The

questionnaire is composed of seven parts as follows:

Questionnaire scale: For this study, the researcher has set a five point Likert scale for the
respondents to answer. Likert scale is a measure of attitudes designed to allow respondents to
indicate how strongly they agree or disagree with carefully constructed statements that range
from very positive to very negative toward an attitudinal object (Zikmund, 2003). They are as
follows: 1 = strongly disagree, 2 = disagree, 3 = moderate, 4 = agree and 5 = strongly agree. The

researcher designed five point Likert scale for part one to part five as the following detail:
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Part |: Screening Question: The researcher used two screening questions in order to find out
the appropriate respondents who would further be qualified for answering the whole
guestionnaire. One question is used to find out the user of online service and the other question is
to target the respondent based on location.

Part 11: Independent variable analysis (Factors affecting online repurchase intention) : Media
richness, usefulness, ease of use, attitude, and security & trust aspects are the independent
variables for the study affecting online repurchase intention. This part contains questions to test
the consumers repurchase intention of Chaldal.com. The questions of media richness are based
from previous studies of Daft et al., (1987). The scale items of ease of use and usefulness were
adapted from the measurement defined by Davis (1989) and Aim et al., (2004). Attitude was
measured by personal involvement inventory scale by (Zaichkowsky, 1994). The questions on
security and trust were based on the previous study by Sathye (1999). The researcher has
developed thirty one questions to collect the data and to analyze their significant relationship to

repurchase intention.

Part 111: Dependent variable analysis (Online repurchase intention): Repurchase intention is
the dependent variable in this study. Repurchase intention can be defined as the probability and
possibility of the consumer to repurchase the product (Lutz et al., 1983). In this part, the
researcher devel oped three questions to measure the consumers repurchase intention of
Chaldal.com.

Part 1V: Demographic factors: Demographic factors are consists of five questions for measuring
the demographic profile of respondents. The researcher has applied category scale to measure
demographic profile. The category scale is the measurement of attitude which involves various
categories for the respondents with various alternated ratings (Malhotra and Birks, 2003). In the
demographic factors, the researcher has included the personal data of the respondent such as
gender, occupation, educational level, income and age. The questions are of Close-ended in
nature. Close-ended questions means that respondents are exposed to limited answers and can
select the closest answer to their individual recognition. Out of five questions, the first question
isin nominal scale and the other four are of ordinal scale. Tables 4.4 demonstrate the research

instrument design of this study.
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Table 4.1 The summary of research instrument design.

Part Variables Questions | No. of Scale
items
Screening question Target respondent 1 1 Nominal Scale
Mediarichness 2-5 4 Interval Scale
Factors affecting
) ) Usefulness 6-10 5 Interval Scale
repurchase intention
Ease of use 11-13 3 Interval Scale
Attitude 14-18 5 Interval Scale
Security and trust aspects 19-24 6 Interval Scale
Repurchase Repurchase intention 25-27 3 Interval Scale
intention
Gender 28 1 Nominal Scale
Demographic Education 29 1 Ordinal Scale
factors
Age 30 1 Ordinal Scale
Income 31 1 Ordinal Scale
4.4 Pretest

According to Schindler and Cooper (2000) pretest or pilot study helps aresearcher in

identifying possible problems that might occur while conducting research. Pretest isatrial

method to detect and solve the problem of the questionnaire design. It is mandatory to find the

validity and reliability of the questions before this research goes for the survey. It helpsin

adding value to the research. Pretesting is valid because, this research gets the same value again

and again irrespective of the number of times the question is checked. With the help of
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pretesting, the researcher look for evidence of ambiguous questions and respondents
misunderstanding and whether the questions meant the same thing to all respondents in term of
wording, meaning of language question transforming, sequence and structure (Sekaran,1992). It
helps in identifying weather questions in each variables are valid and it also checks weather the

answers for questions will represent the variables.
4.4.1 Cronbach’s Alpha test

The most reliable and well known pretesting is Cronbach’s coefficient alpha test.
Cronbach’s Coefficient alphatest is used to determine multi point scaled items. Thus, this
research went for Cronbach’s coefficient alpha test. The questions become valid if the
Cronbach’s coefficient alpha value is more than 0.600. Reliabilities less than 0.6 are generally
considered to be poor and areliability estimate of 0.6 of over is acceptable (Sekaran, 1992). The
research pretest was done in order to test reliability of questionnaire by distributing 40
questionnaires to the present customers of Chaldal.com in Dhaka. All the customers understood
well the questions and they have answered questions accordingly. Then the data collected from
the 40 customers were put into statistical software for checking its reliability. Table 4.2 gives the
result of the Cronbach’s Coefficient alpha test.

Table 4.2 The result of the Cronbach’s Coefficient alpha test.

No. | Variables No. of items Alpha (a- test)
1. Media richness 4 0.911
2. Usefulness 5 0.853
3. Ease of use 3 0.865
4. Attitude 5 0.916
5. Security and trust 6 0.902
6. Online repurchase intention 3 0.635
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The above Table 4.4 clearly explains the result of Cronbach’s coefficient alphatest. The
result of the test shows that, all the variables have more than 0.600 values. Therefore, all
guestions are consistent and reliable to apply in this study.

4.5 Collection of Data/ Gathering procedures

The researcher used both primary as well as secondary sources to gather information to
assist while conducting research. Primary data would mean the data that are directly collected
and analyzed specially for the research project (Zikmund, 2003). According to Churchill (1999)
defined primary data as the gatheration of data and assembling them especially for aresearch at
hand. They can be done in three different ways, namely, behavior observation, survey
questionnaire and interview method. For the collection of primary data for this study, the
researcher has applied survey by using questionnaire. The survey questionnaire was distributed
to the sample size of 400 respondents among the customers of Chaldal.com by using
convenience technique. This survey was conducted by using screening questions to target the
customers who had purchased goods from the Chaldal.com from highest delivery locations such
as Gulshan, Banani, Dhandmondi and Uttara. The researcher collected primary data on April
2016. The secondary data was taken from several sources including journals, articles, textbooks
and internet in order to apply them to the concept of the study to assist in the analysis,

recommendation and to draw conclusions for this study.

4.6 Statistical treatment of data

Statistical treatment of data makes more meaning to the research paper. In order to draw
aconclusion for the research the raw data collected should be analyzed using stati stical
treatments. In this study, the researcher used descriptive statistic to analyze the data collected
from the customers of Chaldal.com in Dhaka, Bangladesh. According to the statement of
problem, the researcher applied appropriate statistical treatment to each question using the
Statistical Package for Social Science (SPSS) with the following categories:
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4.6.1 Descriptive statistics

Descriptive statistics refers to the transformation of raw datainto a form that will make
them easy to understand and interpret; rearranging, ordering, manipulation data to provide
descriptive information (Zikmund, 2003). According to Tatham et a. (2006), descriptive analysis
isthe way of collecting, classifying, summarizing and presenting data. Malhotra and Brirks
(2003) stated descriptive analysis as the change of raw data into aform that makes them easy to
know and interpret. Aaker et al. (2000) explained that descriptive statistics are express using
percentage, frequency table, bar chart, histogram, graph, tabular form etc. where it summarizes
the collected data into clear and understandable form and the procedures of describing,
analyzing, classifying and interpreting the data. In this study descriptive statistics were used in

describing parameters of the respondents and their personal information.
4.6.2 Inferential Analysis

Inferential statistics were used to make an inference or judgments about popul ation on the basis
of asample (Zikmund, 2000). The methods to be applied in this thesis are (1) Independent
samplest test (2) Analysis of variance and (3) Multiple Linear Regression Analysis

(1) Independent samplest test

The independent t test is astatistical tool used to analyze the differences between two
population independent samples or groups (Davis, 2005).The purpose of the independent
samplest test isto compare the means between two groups whose scores are not related to one
another (Berenson, 1998). In this research , the independent sample t-test was used to test the
difference between two different groups, which were male and female for repurchase intention of

goods from Chaldal.com. The formulais shown below:
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d=(N1-1)+ (N, —-1) = +N2 -2
Where:

X,=mean for group 1
X2=mean for group 2

S.,= variance for group 1
S2=variance for group 2
n1= sample size for group 1
n,= sample size for group 2
df = degree of freedom

(2) Analysisof variance (ANOVA)

Cooper and Schilndler (2003) identified that Analysis of Variance (ANOVA) isthe
statistical method for testing the null hypothesis that the means of several populations are equal.
The one way ANOVA isamethod of analysis that may be employed to compare the means of
the groups. (Berenson, 1999) However, through an analysis of the variation in the data, both
among and within the groups, we are able to draw conclusions about possible differencesin
group means. "'Within group' variation is considered experimental error, while 'among group'
variation is attributable to treatment effects.

Under the assumption that the groups or levels of the factor being studied represent
populations whose measurement are independently drawn, follow a normal distribution and have

equal variances, the null hypothesis of no differences in the population mean
HO: pl=p2=...=pc

Is tested against the alternative that not all the ¢ population means are equal
H1:Not all /1, are equal (wherej=1,2,...,¢c)

Partitioning the Total Variation

SST= SSA + SSW
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Among-Group
Variation (SSA)
d.f=c-1

Total Variation
(SST)
df.=n-1

Within-Group
Variation (SSW)
d.f.=n-c

To perform an ANOVA test of equality of population means the total variation in the
measurement is subdivided in two parts, that which is attributable to differences among the
groups and that which isinherent variation within the groups. The total variation is usually
represented by the sum of squarestotal (SST).

Total Variation
c ™
NSl = ZZ(XU — X)?
j=11=1
where

~ %=1 = M5 called the overall or grand mean
X,,= the ith observation in group or level j
. . the number of observationsin group |
n = the total number of observationsin all groups combined
(thatis,m =g+ Ny 40+ n)

¢ = the number of groups or levels of the factor of interest
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The among-group variation called the sum of squares among groups is measured by the

sum of the squared differences between the sample mean of each group X , and the overall or

grand mean )7, weighted by the sample size n, in each group.

Among-Group Variation
j=1

Where

¢ = the number of groups or levels being compared

n: = the number of observationsin the group or level j
X, = the sample mean of group

X= the overall or grand mean

The within-group variation usually called the sum of squares within groups, measures the
difference between each observation and the mean of its own group and cumulates the squares of

these differences over al groups.

Within-Group Variation
c nj
SSW = Z Z()?ij ~X)?

j=1i=1

Where
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X,, = the ith observation in group or level j

X, = the sample mean of group

There are c-1 degree of freedom being associated with the sum of squares among groups.
Given that each of the c levels contributes n, — 1 degrees of freedom, there are n-c degreees of

freedom associated with the sum of squares within groups

(n,—1)=n-s
=1

The sum of squaresis divided by its associated degrees of freedom. Therefore, three variances or
mean squared MSA, MSW and M ST are obtained.

Obtaining the Mean Squares

MSA =

S -1

MSW = "

MST_SST
n-—1

F test is computed as the ratio of two of the variances MSA to MSW
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The One-Way ANOVA F-Test Statistic

MSA

MSwW

The F-test statistic follows an F distribution with c-1 degree of freedom corresponding to MSA

and n-c degrees of freedom corresponding to MSW. Then it is concluded as follows:-
Reject H, if F>F,,;

Otherwise don't reject H,

The results of an analysis of variance are displayed in an ANOV A summary table as shown

below:-

Table4.3: The Summary Table of Anova

Analysis-of-variance summary table

SOURCE DEGREES OF SUM OF MEAN F
FREEDOM SQUARES SQUARE

(VARIANCE)

Among groups  c-1 SSA ireq  SOA - MSA
T e T MSwW

Within groups n-c SSwW e SSW
rovy n _ C

Total n-1 SST

Source: M.L. Berenson and D.M.Levive (1999) Basic business Statistics (7" edition).
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(3)Multiple Linear Regression Analysis

According to Tatham et al. (2006), multiple linear regression analysisis used to
investigate the relationship between a multiple independent variables and single dependent
variables. The sole objective of applying MLR isto forecast the single dependent value that is
selected by the researcher by using independent variables whose values are known. The
regression analysis procedure weights every independent variable and these weights represent

the contribution of the independent variables to overall prediction.

Longnecker et al. (2001) pointed out ML R as a dependence statistical technique and
when the researcher use MLR in the research all the variables must be divided into independent
and dependent variables. MLR is applied if the independent and dependent variables are metric
and the data can be transferred appropriately. The selection of independent and dependent
variablesin order apply MLR largely dependent on the theoretical relationships among them.

The equation of multiple linear regressionsis;

Y:B0+BIX1+BLX1+ +Ban+8

Where,

Y; dependent random variable,

Xi, x2,, Xa value of independent variable

B1, F2s Fa model parameters (regression coefficient)

random error
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Estimated Standard Error

According to Benson et al. (2005) estimate standard error (s?) is used to indicate the
measure of reliability of predictions where it also shows the level of actual observations of the

predicted values on the regression line.

Estimator of a® for a Multiple Rergression Model with k Independent Variables

, SE SE

S = N — Number of estimated g parametersn — (k + 1)

Coefficient of Multiple Determinations (R?)

McClave et al. (2005) indicated that coefficient of multiple determination (R?) illustrates
the percentage of the variations of Y which is a dependent variable and that is explained due to

the influence of independent variables in this model.

The coefficient of multiple determination, R? , is defined as

SSE  SS,, — SSE Explained variablity

e—1 SSyy  SS,y Total variability
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Adjusted Coefficient of Multiple Determination (R? 5)

McClave et al. (2005) explained that coefficient of multiple determination (R?) illustrates
the percentage of the variations of Y which is a dependent variable and that is explained due to
the influence of independent variablesin this model. For the adjusted R? is particularly useful in
comparing across regression equation involving different numbers of independent variables or
different sample sizea because it makes allowances for the degrees of freedom for each model.

The adjusted multiple coefficient of determination is given by

A (1-R?)

2 nik—1

Where,

RS, = Adjusted Coefficient of Multiple Determination
n = The number of observations in the sample

k = The number of independent variables

R = Coefficient of Multiple Determination

ANOVA Tablefor Multiple Regression Analysis

The analysis of variance (ANOV A) table can give the researcher the following

information:

1. Degreesof Freedom (df)

2. The Sum Of The Squares (SS)
3. The Mean Square (MS)

4. TheFratio (F)

77




Sum of squares are in fact the sums of the squared deviations about a mean. ANOVA table have
the regression sum of squares (SSR), the total sum of squares (SST) and the residual sum of

squares (the error sum of squares). The calculations of the sums of squares are given below:

Table 4.4: Summary of Regression Sum of Squares

Calculation of the sum of squares

Case Formula(s)
General case:
N
SST = — §) =SSR +SSE
=%l
N
SSR= § —§) =SST-SSE
j-1
N N
SSE=)(,— ) = & =SST SR
=1 j-1
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Table4.4: Summary of ANOVA Tablefor Multiple Regression Line:

The ANOVA table as follows:

Source df SS MS
Regression k SSR MSR = SSR/k MSR/MSE
Error nerd) o SSE MSE = SSE/[n-(k+1)]

n-1 SS total

Total

Uses of the ANOVA table
The information in the ANOVA table has the following uses:

e MST inthe ANOVA tableisto the variance of y

» SSR/SSTinthe ANOVA tableis equal to the coefficient of Multiple Determination (R?)

+ MSE in ANOVA isused to calculate the estimated standard error (Se)

 TheF datistic inthe ANOVA table with the degree of freedom K, N-K-1 can be applied
to test the hypothesis that p?=0 (or all the betas equal to zero)

Hypothesis Testsin thein Multiple Linear Regression

The hypothesis test on the regression coefficients in multiple linear regressionsis
discussed below. There are three type of hypothesis testing which is conducted on multiple linear

regression models:

1. Test for significance of regression which checks the significance of the whole
regression model.

2. T-testisused check the significance of individual regression coefficients.

3. F-testisused to test individual coefficients and also to check the significance of a

number of regression coefficients.
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Testing modelsfor significance (F-test)

According to Benson et al. (2005) the F-statistic is the ratio of the explained variability
divided by the model degrees of freedom to the unexplained variability divided by the error
degrees of freedom. When the value of , is 0, there is no relationship between X and Y and null
hypotheses is accepted. When the value of 3 is not equal to O, there is arelationship between X
and Y and null hypothesesiis rejected. Existence of alinear relationship can be seen by F-test and
the following is the equation of F-test:

F—Value=""
Where,
F-Vaue = F-statistic
MSR = mean square (model)
MSE = mean squared (error)

While calculating F-value, the significance level needs to be determined. The
significance level in this study to conduct F-test is 0.05. When the significance level of F-test is
lower, null hypothesesisrejected and thereisalinear relationship between Y and Y. And when
the significance level of F-test is greater, the null hypotheses is accepted and there is no

relationship between X and Y.

Table 4.6 Statistical method used for data analysis

Hypothesis Hypothesis statement Statistical testing

Hla Ease of use and usefulness are influenced on | Multiple Liner
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attitude towards customers in Chaldal, Dhaka. Regression

H2a Mediarichness and attitude are influenced on |  Multiple Liner
online repurchase intention of customersin Regression
Chaldal, Dhaka.

H3a Security and trust aspectsin term of security | Multiple Liner
and trust are influenced on online repurchase Regression
intention of Chaldal in Dhaka.

H4a There is a statistical significant differencein | Independent T-
online repurchase intention when segmented test
by gender.

H5a There is a statistical significant differencein ANOVA
online repurchase intention when segmented
by agelevels..

Hé6a Thereis a statistical significant differencein ANOVA
online repurchase intention when segmented
by income levels.

H7a Thereis agtatistical significant differencein ANOVA

online repurchase intention when segmented

by education levels.

In order to judge whether the hypothesisis to be accepted or rejected, the significance

valueis used. This study employed the 0.05 significance level (a) or 95 percent confidence.

Null hypothesis (Ho) of no difference is rejected when significance values obtained from the test

or observed significance is less than 0.05 or 95 percent confidence level (Zikmund, 2003).
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Chapter 5
Data Analysis

This chapter contained the data analysis collected from the questionnaires. The data were
analyzed by the statistical software program. This chapter contains three parts. Thefirst part is
the descriptive analysis, which describes and illustrates the attributes of respondents and
variables. The second part consists of the alphatest, which is utilized to test the reliability of
each variable by using Cronbach’s Alphatest. The third part includes the testing all the
hypotheses using ANOV A, Independent t-test and multiple linear regression analysis.

5.1 Descriptive analysis of Demographic Factors

The researcher employs descriptive analysisin order to demonstrate the demographic
profile and general information of the respondents. According to Zikmund (2003), descriptive
analysisrefersto the transformation of the raw datain a manner that make them easy to
comprehend and interpret. Therefore, descriptive analysis is a technique that assists to describe
the general nature of variables included in the study and the interrelation between them
(Parasuraman, 1992). In this research, descriptive analysisis used to describe the demographic

characteristics of respondents by using the frequency and percentage.

This present study was specially designed to analyze online repurchase intention among
present customers of Chaldal.com in Dhaka, Bangladesh. The researcher conducted the survey
by distributing questionnaire to 400 customers. The data were collected from 10" June to 14™
July 2015. A total number of 400 respondents were selected to complete the target popul ation
for the study.
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Table5.1: The analysis of gender by using Frequency and Percentage

Gender
Cumulative
Frequency | Percent | Valid Percent Percent
Valid #ale 135 33.8 33.8 33.8
Famale . R 66..3 66.3 100.0
Total 400 1000 100,0

Table 5.1 provides the frequency and percentage of gender. The above table indicates that
a higher percentage of respondents were female with 66.3% (265) and the male 33.8% (135).
The total of the respondents for the study was equal to 400.
Table5.2: The analysis of education level by using the frequency and percentage

Education
oo
Bncy ant | Valid Percent Percent

Valid  Highet secondary 31 7.8 7.8

hachelor 188 47.0 47.0 54.8

Master 168 42.0 42)3 90.8

PHD 13 3.3 3,3 100.0

Total 400 100.0 100.0

Table 5.2 provides the frequency and percentage of education level. The given table
indicates the percentage of education, the highest percentage of respondents were Bachelor
degree with 47% (188), the second highest was mastered with 42% (168) and the third highest
was higher secondary with 7.8% (31) and the lowest of respondents were Phd holders with 3.3%
(13). Thetotal of the respondents for the study were equal to 400.
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Table 5.3: The analysis of age by using the frequency and percentage

Age
Cumulati
Frequency | Percent | Valid Percent Per ant

Valid 21-30 y&ats 57 142 14.2

31-40 203 807 65.0

41-50 130 32,5 97 §

51 and above 10 100,0

Total 400 1000 10C

Table 5.3 provides the frequency and percentage of age. The given table indicates the
percentage of age, the highest percentage of respondents was about 31-40 years with 50.7%
(203), the second highest was the age group of below 41-50years with 32.5% (130), the third
highest was between the age group of 21-30 with 14.2% (57) and the last, 51 and above with
2.5% (10). Thetotal of the respondents for the study was equal to 400.

Table 5.4: The analysis of income by using the frequency and percentage

income
Cumu e

Frequency | Percent | ¥atid Percent

Valid less than 40000 67 16.8 16,8 1 -
167 41.8 41.8

128000 143 35.8 35.8 4'3

121440 and ak ova 23 5.8 5.8 1 3
Total 400 100,0 100,0

Table 5.4 provides the frequency and percentage of income. The given table indicates the
percentage of income, the highest percentage of respondents’ income ranges from Tk41, 000-
Tk80,00( to 41.8% (167), the second highest respondents income ranges from Tk81, 000-
Tk120,00( to 35.8% (143), the third highest was less than Tk40, 000 to 16.8% (67) and the last,
was income Tk121, 000 and above with 5.8% (23). Thetotal of the respondents for the study was

equal to 400.



Table 5.5: The summary demographic factors

Variables Frequency (1) Percentage (%)
Gender
135 33.8%
- Male 265 66.3%
- Femae
Education
- Higher Secondary 31 7.8%
- Bachelor Degree
- Masters 188 47.0%
- PnD 168 42.0%
13 3.3%
Age
- 21-30years 577 14.2%
- 31-40 years
- 41-50years 203 50.7%
- 51and above 130 32 504
10 2.5%
Income
- Lessthan Tk 40,000 67 16.8%
- Tk 41,000- Tk80,000
- Tk 81,000- Tk120,000 167 41.8%
23 5.8%
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5.2 Descriptive analysis for variables

In this part, the respondents were asked to rate their level of agreement for six
independent variables such as mediarichness, usefulness, ease of use, attitude, security and trust
and one dependent variable that is the online repurchase intention. Tables 5.6 to 5.11 show the

means and standard deviation of independent and dependent variables of this study.

5.2.1: Mediarichness

Table 5.6: The analysis of online repurchase intention in terms of media richness by using the

mean and standard deviation

Descriptive St cs

M Mean Std. Deviation
Online wensits
enables metoa 4 400 4.01 FE8
information g
Online
. me to choose 400 4.03 780
information on demand.
wehsiie
helps me to get reliable 400 A 677
frrmation
welisite
me to get rich 400 336 BH1
{Hstwissl 400

Table 5.6 represents the questions concerning media richness. There are four questions
for this variation of which the Mean score is rated from 3.36 to 4.03. The researcher found that
"Online website Chaldal enables me to choose information on demand' has the higher Mean 4.03
and 'Online website Chaldal hel ps me to get rich information' has the lowest Mean with 3.36.

The lowest Deviation is'Online website Chaldal helps me to get reliable information’.677 and
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the highest deviation 'Online website Chaldal enables me to choose information on demand has
.780.

5.2.2 Usefulness

Table5.7: The analysis of online repurchase intention in terms of usefulness by using the mean

and standard deviation

Descriptive Statistics

Mean

Using
for grocer, 19
h2ips me to make better 277
purchase. decision.
Using
for GIocery me to
accomplish shopping 400 4.39 681
tasks o

for grocery
helps me to save more 4 4.16 920

Using L haldal for grocery
improves the qua .749
shoppin j tasks.

Using Chaldal webhsile IS

¥ helpful ms. 4.02 735

Valid 1A

The Table 5.7 represents the questions concerning usefulness. There are five questions
for this variable from which the mean score is rated from 3.55 to 4.39. The researcher found that
"Using Chaldal website for grocery helps me to accomplish shopping tasks more quickly' has the
higher Mean 4.39 and 'Using Chaldal website for grocery shopping helps me to make better
purchase decisions' has the lowest Mean with 3.55. The lowest Deviation is'Using Chaldal
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website for grocery helps me to accomplish shopping tasks more quickly'. 681 and the highest

deviation 'Using Chaldal for grocery helps me to save more money' has.920.

5.2.3 Ease of use

Table 5.8: The analysis of online repurchase intention in terms of ease of use by using the mean

and standard deviation

Descriptive Statistics

interactinn with
i sil is clearant

Valid N {listis=]

N | Mean Std.. Deviation
Leamin 3t operate t
welisite 4c 4,37
™ wabsite is flaxible to
400

The Table 5.8 represents the questions concerning ease of use. There are three questions
for this variable from which the mean score is rated from 4.28 to 4.37. The researcher found that

'Learning to operate the website is easy' has the higher Mean 4.39 and 'The website is flexible to
interact with' has the lowest Mean with 4.28. The lowest Deviation is 'L earning to operate the
website is easy'. 696 and the highest deviation 'My interaction with website is clear and

understandabl €' has.765.
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5.2.4 Attitude

Table 5.9: The analysis of online repurchase intention in terms of attitude by using the mean and

standard deviation

Desciiptive Statistics

shoppinyis
Using groc 1y
pping necessary
shsite for grocer,

for
shopping enjovablz

Using website for grocery
shopping is a good idea.

Valid M listwise)

400

400

400

Mean

4.46

4.01

.740

750

The Table 5.9 represents the questions concerning attitude. There are five questions for

this variable from which the mean score is rated from 3.69 to 4.46. The researcher found that

"Using the website for grocery shopping is convenient' has the higher Mean 4.46 and 'Using

website for grocery shopping is secure' has the lowest Mean with 3.69. The lowest Deviation is

"Using the website for grocery shopping is enjoyable’.740 and the highest deviation 'Using

website for grocery shopping is convenient' has.834.

5.2.5 Security and trust aspects

Table 5.10: The analysis of online repurchase intention in terms of security and trust aspects by

using the mean and standard deviation
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Descriptive Statistics

I Mean Std. D
confidant that online
s Chaldal protects 400 3.73
The: secirity a pactof
online g shoppin
PPINg 400 454 640
Onlin shop':
Chaldal anies 400 314 .682
business s e
i Lery
w Lsile 400 757
reliable information,
Tl.etgisnoriskin
ey from 400 3.38 .749
Chaldal,
sending
o it amation
edit card siunribien 400 3,11 854
a1¢. over the. intemet
Vaidt4 400

The Table 5.10 represents the questions concerning security and trust aspects. There are
six questions for this variable from which the mean score is rated from 3.11 to 4.54. The
researcher found that 'The security aspect of online grocery shopping isimportant in
Bangladesh' has the higher Mean 4.54 and 'l feel secure sending sensitive information like my
credit card number etc. over the internet’ has the lowest Mean with 3.11. The lowest Deviation
is 'The security aspect of online grocery shopping isimportant in Bangladesh'. 640 and the
highest deviation 'l feel secure sending sensitive information like my credit card number etc.

over the internet 'has. 857.
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5.2.6. Online repurchase intention

Table 5.11: The analysis of online repurchase intention by using average mean and standard
deviation

Descriptive Statistics

Mean Std. Deviation

| cantinue pure .

- from this 400 3.92
figlik  that iwill .
purchase in future 400 4.16 633
| think {witl be satisfisd
and intent to shop 10 421 .
infuture
Valid N {lists

The Table 5.11 represents the questions concerning online repurchase intention. There
are three questions for this variable from which the mean score is rated from 3.92 to 4.21. The
researcher found that 'l think | will be satisfied and intent to shop in future' has the higher Mean
4.21 and 'l will continue purchase online from this website’ has the lowest Mean with 3.92. The
lowest Deviation is'lIt islikely that | will purchase in the future’.639 and the highest deviation 'l
think | will be satisfied and intent to shop in future ‘has.662.

5.3: Reliability Analysis

The Cronbach’s Coefficient alphatest is used to determine multi-point scaled items.
Cronbach’s alphatest is the most extensively used method to perform reliability analysis, which
explains how well the items are positively correlated with each other (Sekaran, 2000). If the
result of calculation of Alphatest is above.6 or equal to.6, it means that all questions are

consistent and reliable to apply as the research instrument for this study.
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Table 5.12: The summary of reliabilities analysis

No. | Variables No. of items Alpha (& test)
1 Mediarichness 4 0.911
2. Usefulness 5 0.853
3. Ease of use 3 0.865
4, Attitude 5 0.916
5. Security and trust 6 0.902
6. Online repurchase intention 3 0.635

The reliability test outcomes of research instrument show that all questions of each variable are

greater than.6. Therefore, al questions are consistent and reliable to apply in this study.

5.4 Hypotheses Testing

For this study, Multiple Linear Regression Analysis, Independent t-test and ANOV A

were made use to test the relationship between independent and dependent variables. Tables

5.13to 5.25 explain the result of Hypothesis testing. The researcher tested the significance value

of the Hypothesis of determining whether the hypothesis can be accepted or rejected.

Hypothesis 1: Analyzed the relationship between attitude in terms of ease of use and usefulness

and online repurchase intention.

H1 o: Ease of use and usefulness don't influence on attitude towards customers in Chaldal,

Dhaka.

H1a: Ease of use and usefulness, influence on attitude towards customers in Chaldal, Dhaka
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Table 5.13: ANOVA result for ease of use and usefulness and online repurchase intention

ANOVA®

Sum of
1 Squares cif Mean Square F

1 Regression 6.044 .022 11173
Residual 107.376 2
‘ 113.420

aDeps Variable: repirchassit

efulness E

Table 5.13 gives the result of ANOV A, which assesses the significant influence of ease
of use and useful ness towards online repurchase intention among present customers of
Chaldal.com in Dhaka, Bangladesh. The above table is the result of ANOV A, which shows that
the significance level is equal t0.000 which isless than 0.05 (. 000 <0.05). It means that the null
hypothesisisrejected. Therefore, there is a statistical significant relationship between online
repurchase intention and the independent variables such as ease of use and usefulness at 0.05

significance level.

Table 5.14: Regression model summary of hypothesis one
Model Summary

et R - Err cif
R el R R Squ i uare the Estin -
A . 04 A2 =
a. Predictors: rv,tatit), erulness, Easeccf!

Table 5.14 shows how much the variance of the dependent variable that is the online
repurchase intention is affected by the independent variables such as ease of use and usefulness
among customers of Chaldal.com in Dhaka, Bangladesh. As shown in the table, the R Squareis
equal to.053 which means that 5.3% of the variance of online repurchase intention is influenced

by ease of use and usefulness.
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Table 5.15: Multiple linear regression coefficients in terms of ease of use and usefulness

Coeflicients
Standardized
nis Coeflicients
Model Std. Eyris Bata
(Constant) 3,420 209 15,372 .000
-.069 {450 0 -1.383 167
. sefulness 247 054 .264 4.557 .000

a. Dzpendint  Tinat:4? reptirchia

Table 5.15 gives the result of Multiple Linear Regression Coefficients with regard to
online repurchase intention in terms of ease of use and usefulness among customers of
Chaldal.com in Dhaka. The table indicates that ease of use yields at the significance level of 167
which meansit is greater than.05 which is ease of use does not have an influence on online
repurchase intention and usefulness yields at the significance level of.00( which isless than.05.
Therefore, it implies that usefulness has a significant influence on online repurchase intention.
The researcher also found that usefulness has the highest beta value which is.247. Therefore, it

implies that usefulness has an influence on online repurchase intention.

Hypothesis 2: Analyzed the relationship between media richness and attitude in terms of online

repurchase intention.

H2o0: Mediarichness and attitude do not influence on online repurchase intention of customersin
Chaldal, Dhaka.
H2a: Mediarichness and attitude do not influence on online repurchase intention of customersin
Chaldal, Dhaka.
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Table 5.16: ANOVA result for media richness and attitude and online repurchase intention

ANOVA®
urn of L:

Mod | Squares a4t Mean Sig.
Py ssion 2.733 . 1 7 4.902 .008"
Resijual 110,686 397
lotal 113.420 399

a Dependent variable

Table 5.16 gives the result of ANOVA, which assesses the significant influence of media
richness and attitude towards online repurchase intention among present customers of
Chaldal.com in Dhaka, Bangladesh. The above table is the result of ANOVA, which shows that
the significance level isequal to.008 which isless than 0.05 (. 000 <0.05). It means that the null
hypothesisisrejected. Therefore, thereis a statistical significant relationship between online
repurchase intention and the independent variables such as media richness and attitude at 0.05

significance level.

Table5.17: Regression model summary of hypothesis two
Model Summary

Std Errot of
Model R R Suuars Squat. the Esfimate
.155% 024 = [ .5280"

a Pradictol s {C:nstand, Attitude, MediaRichnas:

Table 5.17 shows how much the variance of the dependent variable that is the online
repurchase intention is affected by the independent variables such as media richness and attitude
among customers of Chaldal.com in Dhaka, Bangladesh. As shown in the table, the R Squareis
equal to.024 which means that 2.4% of the variance of online repurchase intention is influenced

by mediarichness and attitude.
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Table 5.18: Multiple linear regression coefficients in terms of ease of use and usefulness

Coefficients
Standardized
Unstandal © . Coefficients
WHodsl B St Eivor B=t3
at 3.523 221 10.373 000
Foness -.044 .050 -.046 - 568 .38T
Attitude 155 .050 - 12 302

a. Dependent Variable: repurchassinten

Table 5.18 gives the result of Multiple Linear Regression Coefficients with regard to
online repurchase intention in terms of media richness and attitude among customers of
Chaldal.com in Dhaka. The table indicates that media richnessyields at the significance level
of.387 which meansit is greater than.05 which is media richness does not have an influence on
online repurchase intention and attitude yields at the significance level of.002 which isless
than.05. Therefore, it implies that attitude has a significant influence on online repurchase
intention. The researcher also found that attitude has the highest beta value which is.155.
Therefore, it impliesthat attitude has an influence on online repurchase intention.

Hypothesis 3: Analyzed the relationship between security and trust aspects in terms of online

repurchase intention.

H3o: Security and trust aspects in term of security and trust are not influenced on the online
repurchase intention of Chaldal in Dhaka.
H3a: Security and trust aspects in term of security and trust are influenced on the online

repurchase intention of Chaldal in Dhaka.
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Table 5.19: ANOVA result for security and trust aspects and online repurchase intention

ANOVA®
Sum of
i Squares 1f Mean Sguare F Sig.
- gsion 9.725 2 4.363 18,617 .000°
el 103.695 7 .261
Total 113.420

a Depanden
b. Predictors: (Constant) 1 %%, security

Table 5.19 gives the result of ANOV A, which assesses the significant influence of
security and trust towards online repurchase intention among present customers of Chaldal.com
in Dhaka, Bangladesh. The above table is the result of ANOV A, which shows that the
significance level is equal t0.000 which is less than 0.05 (. 000 <0.05). It means that the null
hypothesisis rgjected. Therefore, there is a statistical significant relationship between online

repurchase intention and the independent variables such as security and trust at 0.05 significance
level.

Table 5.20: Regression model summary of hypothesis three

Model Summary
Adju 3t - Std. Error of
Model R the Estimate
8A a8t .51107

a Predcc  Constant), trust, security

Table 5.20 shows how much the variance of the dependent variable that is the online
repurchase intention is affected by the independent variables such as security ad trust aspects
among customers of Chaldal.com in Dhaka, Bangladesh. As shown in the table, the R Square is
equal t0.086 which means that 8.6% of the variance of online repurchase intention is influenced
by security and trust aspects.
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Table 5.21: Multiple linear regression coefficients in terms of security and trust aspects

Coefficients
S .dlardized
Unstandardized C Coefficients
Model B Error Beta t 5ig.
ansiant) 3207 16.703 .000
SECUlY 034 . ,036 .646 ,519
trust .224 048 .273 4,919 .000

a. Dependent Variable: repuihia

Table 5.21 givesthe result of Multiple Linear Regression Coefficients with regard to
online repurchase intention in terms of security and trust aspects among customers of
Chaldal.com in Dhaka. The table indicates that security yields at the significance level of.519
which meansit is greater than.05 which is security does not have an influence on online
repurchase intention and trust yields at the significance level of.00( which isless than.05.
Therefore, it implies that trust has a significant influence on online repurchase intention. The
researcher also found that trust has the highest beta value which 1s.224. Therefore, it implies that

trust has an influence on online repurchase intention.

Hypothesis 4: To measure the differences corresponding dependent and independent variable

H4o: Thereis no statistical significant difference in online repurchase intention when segmented
by gender.
H4a: There is a statistical significant difference in online repurchase intention when segmented

by gender.
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Table 5.22 Analysis of online repurchase intention when segmented by gender by using the
Independent t-Test

Indepentent Samples Test

Levans's Test 1 Equality &

Vadates 1-test for Eau i of Means

| 95% Confidence Interval of the

| Mean S Error Differance
F i Sig. 1 of | Sig. (2-tailed) Difference r Difference lower Uppet
epwst ssinferisn Equal variances e l o s N . . g
assumed Ri5] 4 628 9 530 03545 | 05547 Rkt 14637
Equal vasiance  t ;
assumed 591 | - 355 23545 | .06001 -.09279 15370

Asindicated in Table 5.22, the independent sampl e t-test shows that the significance (2-tailed) is
0.555, which is greater than 0.05 (555>0.05). It means that null hypothesis failed to be rejected.
Therefore, there is no statistical significant difference in online repurchase intention when

segmented by gender at the 0.05 significance level.

Hypothesis 5: Analysis of the differences of online repurchase intention among consumers of

Chaldal.com when segmented by age level

H50: There is no statistical significant difference in online repurchase intention when segmented
by age levels.
H5a: Thereis a statistical significant difference in online repurchase intention when segmented
by age levels.
Table 5.23 Analysis of the differences in online repurchase intention of Chaldal.com when

segmented by age level using ANOV A

ANOVA
repurchas
Sum of
Squares 1 Mean Square F
Beh., (¢ 1,729 576 2,044 ,107
Aihin sy .282
Total 113.420

Asshown in Table 5.23, the result of significant level from ANOV A equalsto 0.107
which is greater than 0.05 (0.107>0.05). It means that the null hypothesisis failed to be rejected.

Therefore, there is no statistical significant difference in online repurchase intention among

current consumers of Chaldal.com when segmented by age levels.
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Hypothesis 6: Analysis of the differences of online repurchase intention among consumers of

Chaldal.com when segmented by income levels

Hé6o: There is no statistical significant difference in online purchase intention when segmented
by income levels.
Hé6a: Thereis a statistical significant difference in online repurchase intention when segmented
by income levels.
Table5.24 Analysis of the differences in online repurchase intention of Chaldal.com when

segmented by income levels using ANOV A

ANOVA
reptr hassintention
Sum of
Squares di Mean St 3l = F nig.
g2 Groups .243 1283
Within Groups .286
Total 113.320

Asshown in Table 5.24, the result of significant level from ANOVA equalsto 0.838
which is greater than 0.05 (0.838>0.05). It means that the null hypothesisis failed to be rejected.
Therefore, there is no statistical significant difference in online repurchase intention among
current consumers of Chaldal.com when segmented by income levels.

Hypothesis 7: Analysis of the differences of online repurchase intention among consumers of

Chaldal.com when segmented by education levels

H70: Thereis no statistical significant difference in online purchase intention when segmented
by education levels.
H7a: Thereis astatistical significant difference in online repurchase intention when segmented

by education levels.
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Table 5.25 Analysis of the differencesin online repurchase intention of Chaldal.com when

segmented by education levels using ANOVA

ANOVA
repurchasein
Sum of
Squares it Mean & 3 = F Sia
Bet., 38 1.10 36% 1.299 275
Within Gis s 112.315
Total 113.420 399

Asshown in Table 5.25, the result of significant level from ANOVA equalsto 0.275
which is greater than 0.05 (0.275>0.05). It means that the null hypothesisis failed to be rejected.

Therefore, there is no statistical significant difference in online repurchase intention among

current consumers of Chaldal.com when segmented by education levels.
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Table 5.26: The summary of the results of Hypothesis Testing

Hypothesis Statistical Level of Results
Treatment | Significance
H1 o: Ease of use and usefulness
don't influence on attitude towards
customers in Chaldal, Dhaka.
Multiple
* Easeof use
e Usefulness Regression | .167 Failed to Reject
Analysis .000 Reject
H2o0: Mediarichness and attitude do
not influence on online repurchase
intention of customersin Chaldal,
Dhaka. Multiple
* Mediarichness Regression
e Attit ; . .
Itude Analysis .387 Failed to Reject
.002 Reject
H3o: Security and trust aspectsin
term of security and trust are not
influenced on the online repurchase
intention of Chaldal in Dhaka. Multiple
*  Security Regression
©oTrust Andysis | 519 Failed to Reject
.000 Reject
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H4o: There is no satistical
significant difference in online
_ Independent | .555 Failed to Reject

repurchase intention when

t-Test
segmented by gender.
H50: There is no dsatistical
significant difference in online

_ ANOVA 107 Failed to Reject

repurchase intention when
segmented by age levels.
H6o: There is no dsatistical
significant difference in online

ANOVA .838 Failed to Reject
purchase intention when segmented
by income levels.
H70: There is no datistica
significant difference in online _ _

ANOVA 275 Failed to Reject
purchase intention when segmented
by educeation levels.
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CHAPTER 6
SUMMARY OF FINDINGS, CONCLUSIONSAND RECOMMENDATIONS

This chapter summarizes the findings, conclusions and recommendations of the results of
the research based on the objectives suggested by the study and research hypotheses. The first
section of this chapter provides the summary of findings which are demographic factors,
descriptive analysis of variables and the hypothesis testing. The second part of this research
provides the discussions and implications and conclusions of this study. Lastly, based on the

findings, recommendations are given and further studies are also provided for future research.

6.1 Summary of Findings

The principa aim of this study was to analyze the factors affecting online repurchase
intention based on seven independent variables such as media richness, ease of use, usefulness,
attitude, security and trust aspects, demographic variables among present consumers of
Chaldal.com in Dhaka, Bangladesh. The online repurchase intention of current consumers was
tested by the researcher through distribution of questionnaires to the respondents in the four

selected locations for this study. The researchers have the following findings:
6.1.1 Summary of demographic factors

The demographic factors in this research were gender, age, educational level and income.
The data collection for this research was done by distributing questionnaires to the respondents
of four locations in Dhaka, Bangladesh. A total number of 400 respondents were surveyed to
compl ete the target population of this study. A summary of demographic factors explaining the

highest and the lowest with frequency and percentage was shown in table 6.1
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Table 6.1: Summary of demographic factors

Demographic factors Highest Lowest Frequency | Percentage

Female 264 66.0%

Gender Male 135 33.8%
31-40years 203 50.7%

Age 51years and above 10 2.5%
Bachelor degree 188 47.0%

Educational level PhD 13 3.3%
Tk 81,000-120,000 167 41.8%

Income Tk121,00C and 23 5.8%

above

Table 6.1 indicates the summary of the demographic factors for this study. Among 400
respondents, the majority of 66.0% (264) respondents were female and male were 33.8% (135).
With regards to the age, the majority was about 31-40years with 50.7% (203) and the |owest
were of 51years and above with 2.5% (10). At the level of education, Bachelor was the highest
with 47.0% (188) and the lowest was with PhD with 3.3% (13). And finally, with regard to
income level, the highest respondents were with income Tk81, 000-Tk 12,000 with 41.8% (167)
and the lowest were Tk 121,000 and above with 5.8% (23).

6.1.2 Summary of descriptive analysis of variables

For this study, 31 questions were used to test six independent variables affecting online
repurchase intention among present customers of Chaldal.com in Dhaka, Bangladesh. This study
made use of a5 point Likert scale to measure the relationship between dependent and
independent variables. The results of statistical treatment of data have shown that all the

independent variables have significant influence on online repurchase intention among present
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customers of Chaldal.com in Dhaka, Bangladesh. The researcher treated all the variables of this
study with descriptive analysis by using Mean and standard deviation. The following table 6.2
demonstrates the summary of highest Mean scored by the questions of each independent

variable.

Table 6.2: Summary of highest mean score of independent variables

Variables Questions Highest
M ean Score
Media richness Online website Chaldal enables me to choose 4.03

information/content on demand.

Usefulness Using the Chaldal website for grocery helps meto 4.39
accomplish shopping tasks more quickly.

Ease of use Learning to operate the website is easy. 4.37
Attitude Using the website for grocery shopping is convenient. 4.46
Security and trust | The security aspect of online grocery shopping is 4.54
aspects important in Bangladesh.

Table 6.2 shows the summary of highest Mean scored by the questions of each
independent variable. According to the table 'The security aspect of online grocery shopping has
important in Bangladesh' the highest mean score of 4.54 which belong to the varied security and
trust aspects. The lowest mean scored by the question is'Online website Chaldal enables me to
choose information/content on demand' with 4.03 which is belonging to the variable media

richness.

Table 6.3 demonstrates the summary of the average Mean scored by the independent
variablesin this study.
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Table 6.3: Summary of the average Mean scored by the independent variables

Variables Average Mean Score
Mediarichness 3.75
Usefulness 3.95
Ease of use 431
Attitude 411
Security and trust aspects 3.69

Table 6.3 summarizes the average Mean scored by the independent variablesin this
study. According to the table, the independent variable 'Ease of use' gets the highest average
mean of 4.31 which means that the respondents feels ease of use of the website of Chaldal.com
in Dhaka, Bangladesh. While the independent variable 'Media richness gets the lowest average
mean of 3.75 which means that the respondents feel that the website does not provide rich

information/content and are not specific while shopping online from Chaldal.com.

Table 6.4 demonstrates the highest Mean scored by the question in the dependent variable
of this study.

Table 6.4: The highest Mean of the dependent variable

Variables Questions Highest Mean Score
Online repurchase | | intend to continue purchasing products from the 4.21
intention website in future.

Table 6.4 gives the result of the highest Mean scored by the question independent
variable online repurchase intention. The result shows that the question 'l intend to continue

purchasing products from the website in future.' has the highest mean score of 4.21. Therefore,
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this result indicates that the majority of the respondents in this study will purchase goods again in
future from Chaldal.com in Dhaka, Bangladesh.

Table 6.5 demonstrates the average M ean scored by the dependent variables job
satisfaction.

Table 6.5: The Average Mean scored by the dependent variable

Variables Average Mean Score

Online repurchase intention 4.10

Table 6.5 givesthe result of the average Mean scored by the dependent variable online
repurchase intention. The result shows that the average Mean of the dependent variable online
repurchase intention is equal to 4.10, which means that the majority of the respondents agree to

continue to shop online from Chaldal.com in Dhaka, Bangladesh.
6.1.3 Summary of Hypothesis Testing

For this study, the researcher made use of Multiple Linear Regression (MLR),
Independent t-Test and ANOV A to test and analyze the hypotheses. Hypothesistesting is a
method to evaluate the relationship between the dependent and independent variables. There are
seven hypotheses of the present research. In order for the hypothesis to be accepted or rejected,
significance value is used. This research employed the 0.05 significance level (a) or 95 percent
confidence level. If the significance value obtained from the test is less than 0.05 or 95 percent
confidence level, then the Null hypothesis (Ho) is rgected. In addition, the researcher used
Multiple Linear Regression (MLR), Independent t-Test and ANOVA in order to analyze the data
in this study. The results of all seven hypotheses are summarized below:-

Hypothesis one: There is a significant relationship between online repurchase intention

and the independent variables such as ease of use and usefulness.

Hypothesis two: There is asignificant relationship between online repurchase intention

and the independent variables such as mediarichness and attitude.
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Hypothesis three: There is a significant relationship between online repurchase intention

and the independent variables such as security and trust.

Hypothesis four: There is no significant difference in online repurchase intention when

segmented by gender.

Hypothesis five: Thereis no significant difference in online repurchase intention among

current consumers of Chaldal.com when segmented by age levels.

Hypothesis six: There is no significant difference in online repurchase intention among

current consumers of Chaldal.com when segmented by income levels.

Hypothesis seven: There isno significant difference in online repurchase intention among

current consumers of Chaldal.com when segmented by education levels.

6.2 Discussion and implication

The analysis of this study is based on the data collected and the research findings of
online repurchase intention of Chaldal.com in Dhaka, Bangladesh. In this study, the researcher
used descriptive analysis and inferential analysis. Descriptive analysis is used to apply for
demographic factors and inferential is utilized for hypothesis testing. Moreover, Multiple
Regression, One-way Analysis of Variance (ANOVA) and independent T-test were used to test
the hypothesis for this study. Results are discussed as follows:-

6.2.1 Discussion and implication of demographic factors

The target population for this research consists of 400 respondents. Demographic factors
such as gender, income level, educational level and age were evaluated for the study. The
demographic factor relating to gender showed that 66.3% were female and 33.8% were male.
The result implied that the numbers of female consumers are more than the number of male
consumers for online repurchase of Chaldal.com in Dhaka, Bangladesh. It also suggests that
most online customers are female than male in Dhaka for purchasing grocery and household

items.
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With regard to the education level, the result showed that 47% had Bachelor degree, 42%
had Master degree, 7.8% had higher secondary degree and only 3.3% had PhDs. The result
implies that more customers who repurchase online in Dhaka had Bachelor degree. This may
also suggest that maybe more families with Bachelor and Master Degree may have families that
they need the service from online shops. The online shops may expand their selection for greater
sales to target higher secondary and PhD. If the online shop like Chaldal.com aims for Bachelors
and Master degree, then they are pursuing the right strategy.

With regard to age, 50.7% of the respondents are within the age group of 31-40 year, age
group 41-50 years with 32.5%, age group between 21-30 years with 14.2%, and above 51 years
and above with only 2.5%. This result indicates that 50.7% within the age group of 31-40 years
are the current highest consumers of Chaldal.com in Dhaka. The result could imply that they
belong to the working population and maybe have little time to shop around and mostly prefer to
shop online. Online shopping from Chaldal.com is also very popular among age groups of 41-
50years old that also belong to the working population who may have time constraints and also
prefer to shop online to get done with their household chores. However, online shopping of
Chaldal.com is very less popular among elderly above 51 years old with only 2.5% and young
population 21-30years with only 14.2%. The online shop Chaldal.com probably does not serve
their criteriato shop online. To increase sales among these target group online shop Chaldal.com

should introduce their target products and services popular among those particular age groups.

With regard to the income level, most consumers who shop online from Chaldal.com
have an income level of Tk41, 000-80,000 to 41.8%, consumers with income Tk 81,000-120,000
to 35.8%, consumer's income less than Tk 40,000 with 16.8% and above Tk 121,000 with only
5.8%. The result implies that online shopping from Chaldal.com is very popular among middle
income groups, but is quite low among the lower income and very high income. For the lower
income group, Chaldal.com can use promotional strategy to attract more customers. Higher end
consumers may want niche products like organic items which Chaldal.com may introduce to

attract high income consumers.
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6.2.2 Discussion and implication of variables

The primary objective of this research isto examine the factors affecting online
repurchase intention. With regard to this, the researcher has chosen seven independent variables.
The results of multiple linear regression, ANOVA and independent t-test have shown that al the
independent variables have an influence on online repurchase intention. Based the analysis of

the results, the research has the following discussions and implication of variables.

Hypothesis One:

Multiple linear regression (MLR) was used to test the hypothesis. Based on the analysis,
the researcher found that there is a significant influence of ease of use and usefulness in terms of
attitude towards online repurchase intention among present customers of Chaldal.com in Dhaka,
Bangladesh. By examining the value of the beta coefficient, the research indicates that usefulness
has a strong positive impact on attitude towards online repurchase intention of Chaldal.com in
Dhaka, Bangladesh. Moreover, the value of the betain multiple linear regressions helped the
researcher to understand better the relative importance of independent variables with the
dependent variable. The result indicated that usefulness has the highest beta value that is equal
t0.247 which implies that attitude towards online repurchase intention is considerably influenced
by usefulness. Meanwhile, the beta value of ease of useisequal to -. 069. Therefore, it implies
that ease of use has lesser influence online repurchase intention than usefulness. As the resullt,
Chaldal.com needs to enhance and advertise their service in order for customers to perceive its

usefulness to increase purchases.

The result of this study is consistent with the findings of Sprott et al., (2010) who studied
reducing online privacy risk to facilitate e-service. This study investigated the relationship
between usefulness and attitude. The results are consistent with our present study that usefulness
has a positive significant effect on attitude to purchase online. If auser findsit difficult to
operate a website, the user will leave the site according to previous studies by Pearson et al.,
(2007). In this study, ease of use has no significant effect on attitudes which is contradictory to

the previous study by Gong et al., (2013). However, the present study is based on current
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customers of Chaldal.com, which means their customers already know the website attributes that

may lead to a negative result.

Hypothesis Two:

The second hypothesis was tested by Multiple Linear Regression. The result implies that,
the researcher found that there is a significant influence of media richness and attitude towards
online repurchase intention among present customers of Chaldal.com in Dhaka, Bangladesh. By
examining the value of the beta coefficient, the research indicates that attitude has a strong
positive impact on the online repurchase intention of Chaldal.com in Dhaka, Bangladesh.
Furthermore, the value of the betain multiple linear regressions assists the researcher to
understand better the relative importance of independent variables with the dependent variable.
The result indicated that attitude has the highest beta value that is equal to.155 which implies that
attitude have a significant influence on online repurchase intention. Meanwhile, the beta value of
mediarichnessisequal to -. 044. Therefore, it implies that media richness has lesser influence
online repurchase intention than attitude. As the result, Chaldal.com needs to strengthen the
customers perception of mediarichnessin order for customers to perceive the information

richness as a positive image that would result an increase in sales and service.

Thisfinding is supported by a study conducted Liu et a. (2012), who did aresearch on
topic of "Exploring the relationship among affective loyalty, perceived benefits, attitude and
intention to use co-branded product™. The result of the study showed there is a significant
relationship between attitude and intention to use. A previous study by Boehlefeld (1996) found
out that if different media attributes can be understood then exchange in communication will be
more efficient. The greater the mediarichness it will help to reduce vaguenessin
communication stated Draft and Lengel (1986).

Hypothesis Three

The third hypothesis was analyzed by Multiple Linear Regression. Based on the results,
the researcher found that there is a significant influence of security and trust towards online
repurchase intention among present customers of Chaldal.com in Dhaka, Bangladesh. By

examining the value derived from the beta coefficient, the research indicates that security and
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trust aspects have a strong positive impact on the online repurchase intention of Chaldal.com in
Dhaka, Bangladesh. Moreover, the value of the betain multiple linear regressions helped the
researcher to understand better the relative importance of independent variables with the
dependent variable. The result implies that trust has the highest beta value that is equal to.224
which implies that online repurchase intention is considerably influenced by trust. Meanwhile,
the beta value of security is equal t0.034. Therefore, it implies that security has lesser influence

online repurchase intention than trust.

Theresult of this study is also supported by aresearch done by Leeet al., (2011). This
research investigated the relationship between trust and online repurchase intention. The result of
this study indicated that there is a significant relationship between trust and online repurchase
intention. And also, Juwaheer et al., (2013) made a study on the topic "Factors influencing
adoption of internet banking". This study investigated the relationship between security and
adoption of internet banking. The result of this research proved that there is a significant

relationship between security and online repurchase intention.
Hypothesis Four:

The fourth hypothesis was again analyzed by Independent t-test. Results indicated that
the researcher found that there is no significant difference in online repurchase intention when
segmented by gender. The researcher did not find a differentiated effect among male and female
who shop online. Padaruth et al., (2013) studied "Factors influencing adoption of internet
banking". This study investigated the relationship between gender and adoption of internet
banking. The result of this research proved that there is ano significant relationship with online

repurchase intention when segmented by gender.

Hypothesis Five:

The fifth hypothesis was also analyzed by ANOVA. Based on the results, the researcher
found no significant difference in online repurchase intention among current customers of
Chaldal.com when segmented by age level. The researcher did not find any differentiated effect

on age of customers on Chaldal.com. Users of the internet were mostly middle-aged and younger
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who mostly has less purchasing power than older. Therefore, previous studies by Bellman et al.
(1999) and Li et al., (1999) has shown no significant age difference among customers who shop

online.

Hypothesis Six:

The sixth hypothesis was again analyzed by ANOV A. The result indicated that thereis
no significant difference in online repurchase intention among current customers of Chaldal.com
when segmented by income levels. The researcher did not find any differentiated effect on

income of customers who purchase from Chaldal.com.

Hypothesis Seven:

Lastly, the study showed that the seventh hypothesis was analyzed by ANOVA. The
research indicated that no significant difference in online repurchase intention among current
customers of Chaldal.com when segmented by education level. The researcher did not find any
differentiated effect on education of customers who purchase online from Chaldal.com.
However, conducting online purchase require minimum level of education to operate the service.

The highest percentage of users has a Bachelor's Degree with 47%.

Furthermore, the result of hypotheses 4-7, there are no significant difference in online
repurchase intention based on gender, age, education and income. This may have caused due to
the nature of the product itself which may have caused the sample to be homogenous.
Chaldal.com sells grocery and household products that may be a reason of adiversified result.
The researcher would also like to state the difference in culture of western and Asian that may
have caused a different outcome. The conceptual model is extracted from western concept and
application in Asian concept may cause a diverse result. The sample of the consumers are also
very biased with the survey , the characteristic of the sample mostly tend not to refer to a
problem when any issue is asked as a part of cultural norm may also lead a different result.
Infrastructure where the sampleis collected is aso very different, transactions in online shopping
can also be made cash on delivery which may also have alter the result. Hence, security is one of

the main concerns and different means of service will have a differentiated outcome.
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6.3 Conclusion

The main objective of this study was to analyze the factors affecting online repurchase
intention of current customers of Chaldal.com in Dhaka, Bangladesh. In order to do this, the
researcher has chosen seven independent variables such as mediarichness, ease of use,
usefulness, attitude, security and trust aspects and demographic variables. The datawere
collected using questionnaire from 400 respondents were collected from the four locations such
as Gulshan, Banani, Uttare and Dhandmondi in Dhaka, Bangladesh for this study. By analyzing
the data from the questionnaire, the research has concluded the following results from the study.

They are asfollows:

For the analysis of demographic factors, the result indicated that most of the customers of
Chladal.com were female aged 31-40 years old, were all under working population. In other
words, customers of Chaldal.com are mostly females in the middie aged group. It isalso
observed that customers who purchased online from Chaldal.com mostly have a Bachelor's
Degree with income level earning about Tk 41,000 to Tk80, 000. Therefore, it isvery vital for
the managers to pay more attention to this particular ssgment to increase loyalty and repurchase
intention to purchase online The managers also need to analyze their needs and want and be
updated so that they can retain consumers and eventually that would lead to attain and maintain
the customer base.

Based on the results of hypothesis 1 was analyzed data done by Multiple Linear
Regression, the researcher found that usefulnessis positively influenced on online repurchase
intention among customers of Chaldal.com. According to the values of Beta () coefficient
derived from the multiple regression analysis of ease of use and usefulnessis -. 069 and.247.
Usefulness at beta value.247 have a positive significant relationship with online repurchase
intention among present customers of Chaldal.com. On the other hand, ease of use with a beta
value at -. 069 has a negative influence on online repurchase intention among customers of
Chaldal.com in Dhaka, Bangladesh.

Based on the results of hypothesis 2 the researcher found out that attitude has a positive
influence on online repurchase intention among customers of Chaldal.com in Dhaka. The data
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were analyzed using Multiple Linear Regression. According to the values of Beta (13) coefficient
taken from the multiple regression analysis of mediarichness and attitude is -. 044 and.155.
Attitude at beta value.15¢ have a positive significant relationship with online repurchase
intention among present customers of Chaldal.com. On the other hand, media richness with a
beta value of -. 044 has negative influence on online repurchase intention among customers of
Chaldal.com in Dhaka, Bangladesh.

Based on the results of hypothesis 3 the study revealed that security and trust aspects has
a positive influence on online repurchase intention among customers of Chaldal.com in Dhaka.
The datawere analyzed using Multiple Linear Regression. According to the values of Beta (13)
coefficient derived from the multiple regression analysis of security and trust aspects is.034
and.224. Trust in beta value.224 has a higher positive significant relationship with online
repurchase intention among present customers of Chaldal.com than security with a beta value
at. 034.

The finding of the null hypothesis 4-7 failed to be rejected. Therefore, it means that there
is no difference in online repurchase intention when segmented by gender,age, income and
education.

6.4 Recommendations

The researcher based on the findings in this study would like to propose a couple of
recommendations in order to enhance and retain online repurchase intention of Chaldal.com. The
analysis of this study indicated that all the independent variables had a weak to moderate positive
influence on online repurchase intention. The following recommendations would help the
managers of Chaldal.com to improve their service and take necessary steps to rectify for better
improvement of the service. Thiswould lead the same independent variables will have a strong
to very strong positive influence on online repurchase intention. The following recommendations

are proposed according to variables.

Based on the result of hypothesis 1, the researcher found out that usefulness has a

positive influence on online repurchase intention. The beta coefficient value is.247 which is
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moderately low. The mangers of Chaldal.com need to advertise and highlight the usefulness of
the service, to the target consumers to enhance the perception of usefulness among the
customers. The managers should also strategically plan and create an offer and promotional
product and services so that customers may feel that the service provided is useful to them. The
managers need to create strong demand of usefulness by providing the products, packages and
services in a convenient manner to retain and increase sales. On the other hand, ease of use has a
negative beta value of -. 069 which impliesit has no influence on online repurchase intention.
The interaction with the website is moderately easy for the customers because of the adequate
literacy to use the system is required. However, managers of Chaldal.com should keep the

website and the transaction easy to interact for the convenience of consumers of Chaldal.com.

Based on the result of hypothesis 2, the researcher found out that attitude has a positive
influence on online repurchase intention. The beta coefficient value of attitude is.155.The
managers need to focus on the improvement of the overall experience of the consumers so that
the customer feels enjoyable and convenient for using the service. Managers of Chaldal.com may
introduce more timeslot for deliveries and make refund policy easy, so that customers feel no
regret shopping online. Media richness has a negative beta -. 044. Therefore, media richness has
no influence on online repurchase intention. However, the organizations should keep the media
richness more vivid and organized for betterment of the consumers that they can shop at

convenience online.

Based on the result of hypothesis 3, the researcher found out that trust has higher
significant influence on online repurchase intention. Considering the beta () coefficient value
from multiple linear regression came out for trust is.224. Managers need to focus and build trust
among customersin order for their long relationship. Security has a beta (3) coefficient of.034.
Managers of Chaldal.com need to assure security of the medium for purchase of online products.
The manager needs to heighten the security for online transactions from the convenience of the
customers of Chaldal.com. However, Chaldal.com has an option of cash on delivery whichis

most widely used method of payment.
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Based on the result of hypothesis 4, the null hypothesis are failed to be rejected. Thereis
no statistical difference in online repurchase intention when segmented by gender. In this study,
the researcher found out that the percentage of femalesis 66.3%, which is higher than male
33.8%. The managers should target their allocation of products based on the demand of their

consumers.

Based on the result of hypothesis 5, the null hypothesis are failed to be rgjected. Thereis
no statistical significant difference in online repurchase intention when segmented by age level.
The highest percentages of customers fall under 31-40 years, which is 50.7%. Therefore,
managers need to target the allocation of the variety of the products mostly used among the

particular age group.

Based on the result of hypothesis 6, the null hypothesis isfailed to be rgjected. Thereis
no statistical significant difference in online repurchase intention when segmented by income
level. Managers need to focus on the demand on products among the higher income group to
increaseits sales.

Lastly, based on the results of hypothesis 7, the null hypothesisisfailed to be rejected.
Thereis no statistical significant difference in online repurchase intention when segmented by

education level. Theincrease in literacy rate may have a positive effect on shopping online.

6.5 Future studies

Further studies can be conducted in the future to enrich and devel op upon the findings of
this research. The more research is done about a subject, it helps to understand and attain vast
knowledge about the study. Any further study related to this study will be beneficial to online
based companies. Therefore, the researcher would like to suggest the following sectors for

future study.

The target population of this study was limited to 400 present customers of Chaldal.com,
in only four major locations in Dhaka, Bangladesh. For future study, the researcher would like to
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suggest that not only four locations, but to spread out the research to cover entire Dhakato get a
better and all inclusive result. The analysis of the proposed study will have a broader application

than the current one.

The geographic area of the present study was limited to only one district which isonly
the capital city, Dhakain Bangladesh. For future study, the researcher would like to suggest
expanding to other various districts in Bangladesh, where people of different tribes, cultures and
languages live and they should be included to have diverse findings which are also important and

unique.

The present study made use of seven independent variables such media richness, ease of
use, usefulness, attitude, security and trust aspects and demographic variables to find out online
repurchase intention of present customers of Chaldal.com. For further research, the researcher
would like to suggest that many more independent variables which can affect online repurchase
intention among present customers of online shop. The researcher also encourages further studies
to investigate on the variables to understand what drives consumers to purchase onlineto gainin
depth understanding. Furthermore, the researcher suggests to study about past purchase behavior

of the consumers for another worthwhile direction.

The data of the present study were collected on June 2016 so it's limited to a particular
time frame. For later study, the researcher can study in adifferent time frame to see the
variations in the result which would help them to gain a better understanding and more extensive

conclusions.
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Appendix A Questionnaire
Survey Questionnaire

Survey to investigate the factors affecting online repurchase intention among the customers
from Chaldal.com, Dhaka.

This survey isbeing done as a part of aresearch work to study the factors affecting online
repurchase intention of grocery among customers of Chaldal.com in Dhaka, Bangladesh. Many
different factors such as media richness, security and trust aspects, demographic variables,
usefulness, ease of use and attitude are being analyzed here. Y our valid response would help this
research to reach important conclusions regarding online repurchase intention of grocery. This
survey contains 31 questions and it will take approximately 10 minutes to complete Thank you

for your valuable time and co-operation.

Questionnaire scale

This survey isto do with afive point Likert scale for the respondents to answer. Please
read the statements below and indicate your level of agreement or disagreement basing on the

following criteria.

1=strongly disagree, 2 = disagree, 3= moderate, 4 = agree and 5 = strongly agree
Part I: Screening questions

1. Have you ever purchased goods at Chaldal.com?

OYes [MNo

If Yes, please answer the following questions?
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Part I1: Factors affecting online purchase intention

No. | Questions 5
Media Richness

2. Online website Chaldal enables me to get information
quickly.

3. Online website Chaldal enables me to choose
information/content on demand.

4. Online website Chaldal helps me to get reliable information.

5. Online website Chaldal helps me to get rich information.

Usefulness

6. Using Chaldal website for grocery shopping helps me to
make better purchase decision.

7. Using Chaldal website for grocery helps me to accomplish
shopping tasks more quickly.

8. Using Chaldal for grocery helps me to save more money.

0. Using Chaldal for grocery improves the quality of my
shopping tasks.

10. | Using Chaldal website is very helpful to me.

Ease of Use
11. | Learning to operate the website is easy.
12. | The website isflexible to interact with.
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13. | My interaction with website is clear and understandable.
Attitude

14. | Using website for grocery shopping is convenient.

15. | Using website for grocery shopping is necessary.

16. | Using website for grocery shopping is secure.

17. | Using website for grocery shopping is enjoyable.

18. | Using website for grocery shopping is agood idea.

Security and trust aspects

19. | I am confident that online grocery Chaldal protects my
privacy.

20. | The security aspect of online grocery shopping isimportant
in Bangladesh.

21. | Online shopping website Chaldal carries ethical business
practice.

22. |l trust online grocery website inproviding reliable
information.

23. | Thereisno risk in shopping grocery from online website
Chaldal.

24. | | fedl secured sending sensitive information like my credit

card number etc. over the internet.
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Part 111 Repurchase I ntention

25. | If I could, I will continue using the website to purchase
products.

26. | Itislikely that | will continue to purchase productsin
future.

27. | | intent to continue purchase products from the website in
future.

Part 1V- Demogr aphic factors
28. Gender

( )YMae () Female

29. Education
() Higher secondary () Bachelor Degree () Master Degree () PhD

30. Age
( )20yearsor below ( )21to30years ()31to40years
(  )4lyearsand above

31. Income
( ) less than 40,000 Tk ( )41,000Tk -80,000 Tk ()81,000-120,000 TK

() 121,000Tk and above
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Appendix B Reliability of Questionnaire (pretest)

Media Richness

Case Processing Summary

Reliability

i

Cases 40 80.0
Excluded 10 200
Total 50 100.0
a. Lis all variables in

the 1 cedure,

Reliability Statistics

Alpha

Cironhach's

N of i

911

Item-Total Statistics

Scale I b
e 0 ltal
ltern Deleted ItemD lad c tion
media richness 10.38 7.830 A5 .893
media richness 10.87 8.533 .810 =
medi, nihnes ., 10 38 7.820 .816 &
media richness 17 5 7,2 .812 .882
Usefulness
Reliability
Case Processing Summary
¥
Cases Valid 40 80.0
Excluded 10 20.0
Total 50 100,0

a. Listwize deletion based on all variables in
the piacgdiie,
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Reliability Statistics

Alpl N of Items
653
Item-Total Statistics
Seal Corrected Cronbach's
Scale i 2anif Yaliante flem-Tolal Alpha i ltem
ltem Li &lstad tem C Correlation Deleted
usefulness 14.73 13 7 7 .840
usefulness 1370 13805 70z 817
usefulness 14.00 12410 .604 .844
usefulness 14.50 13.5 .832
usefulness 13.93 11.87 83 775
Ease of use
Reliability
Case Processing Summary
Cas Valid 40 80.0
Exciuded 10 70.0
Total 50 100.0
a. deletion based ¢ all variablesin
cedure,
Reliability Statistics
Cronbach's
Alpha N of Items
I | 3|
Item-Total Statistics
sr-lie: Corrected Cronbach’s
Scals Mean if Yariat 1€ Item-Total Alphaif Item
Item Dl - & tem Dol led Correlation Deleted
Ease f» Use 768 4174 .803
Ease i Use 7.55 4 778 778
B 7,98 4 4 .656
Attitude

Reliability




Case Processing Summary

N
Cases Valid 40
Excluded 10 200
Total 50 100.0
a Listwise deletion based on all variables in
the pri
Reliability Statistics
Cronbach’s
Alpha N of Items
.916 5
ftem-Total Statistics
Scale “orecied Cronbach's
. lie Mean if Variance if Item-Total Alpha it Item
Deleted Item Deleted Correlation Deletad
Attitude 15.52 18.922 Gk 438
15.08 17.097 Hi1 .892
Atfitude 14.77 14.845 A1 B70
Attitude 14.60 17.477
Attitude 14.83 16,969 ,817

Security and Trust

Reliability

Case Processing Summary

N
Cases 40 80.0
cluded 10 20.0
50 100.0

a. Listwiga deletion based on all variables in
the progs  yre.

Reliability Statistics

Cronbach's
Alpha N of Items

402 6
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ftem-Total Statistics

Coneactad Cronbach’s
Scale Maanif Y& ang- it m-Total Alpha if #&m
Hem Del ad femDel d Cotrel o Delet. d

Secuitvg Trust 18.00

Security. Trust 17 08 2551 241

Secutityd Trust 17 8¢ 2945 441 8w

Securibz Tiust 151 1 B84 8

Securityd Trust 17.80 14847 733 R

Security8 Trust 18.58 19,071 .794 &75
Online repurchase Intention

Reliability
Case Processing Summary
N
Cases  Walid 40
10
Total 50 il
a.
the
Reliahility Statistics
Cronbach’s
N of Items
868
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ter Total Statistics

Scale Corrected Cronbach's
if Jariance if fem-Total it m
ftem Deletel #erm Deleted Correlation Deleted

media richness 9.%7 389.189
media richness 93.17 392,251
media richness 93.49 384.25
media richness 93.45 379.889 B4% .963
usefulness G382 390.251 605 .965
ussfulness (28 388.728 .760 .964
usefulness 93 379.733 721
usefulnass g3 392,554 571 .966
usefulness 93 i7 380.481 B25 .964
Ease fi Use 92.90 380.656
Ease fi Use 92.77 381.717 gug BE4
Ease f: Use 93.20 381.549
Attitude 93.65 387.618 .627
Attitude 93.20 376.985 “
Attitude 92.90 38"z .963
Aftitusis 4273 381.9;46 E-LE: .963
Attitude 92.95 379.433 B24
§ urt € Trost 93 32 376.840
SE uiity® ,yust 92,40 402.195 A4 0

Tiast 9312 386.625 .825 .964
S v Trust 43.48 380.102 - B3
Se(utity& Trust 8323 380.333 .763 .964
Securityd Trust 93.90 379.554 .780 24

. "

PR it 92.31 414.958 yL01 968
itis likely that twill 92.30 416.882 .027 .968
I think . #ilt b ¢ satisfied
an i intent to shop g282 407.379 .395 .967

infuture
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