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ABSTRACT
The Internet provides tremendous opportunities for many companies to do
business in cyberspace. The use of the Internet as a shopping and purchasing medium
has seen surprising growth. In addition to this, the existence of the global electronic
market constitutes an exceptional opportunities for companies to reach existing and
potential customers more efficiently thereby replacing traditional brick and mortar
stores with web-based businesses. Virtual marketplaces are different from selling in
the physical marketplaces, and it requires a critical understanding of consumer
behavior. If online companies can identify what factors can explain online purchasing
then they can systematically follow through in developing marketing strategies.
This research was carried out with its main objective to investigate the _online
shopping characteristics affecting online purchase decisions of books through
Amazon.com and thereby to determine a best model explaining the online purchase
decision. The independent variables ,are security, site awareness, convenience, product
information quality, service information quality and price and the dependent variable
is the online purchase decision. The respondents were students of Assumption
University. A total of 377 valid questionnaires were obtained by sample survey.
Conveni~nce

and non-probability sampling were used. The data were analyzed using

--·-"'-·"'""'"......

Descriptive Statistics and Multiple Regression. The major findings are;
The results from the descriptive statistics showed: 216 students were male and
161 were female. The maximum number of students was found to be in the age-group
between 18-25 years which accounted for 284 respondents of the total respondents. In
addition to this, 237 respondents out of total 377 students were aware of Amazon.com
and have not purchased online before were undergraduate students. Majority of the

respondents reported their monthly income to be between baht 0-5000, i.e. 214
students or 56.8% of the total respondents.
The results from multiple regression analysis showed that there are four out of
six factors (convenience, security, site awareness and product information quality)
which are positively related to the online purchase decision and included in the
equation explaining online purchase decision. The excluded factors are price and
service information quality.
An analysis of the data provides valuable managerial implications for people

who are doing businesses related to books online. 1Ivforeover, with a better
understanding about the factors related to online purchase decision better strategies
and policies can be made by existing and future online businesses.
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CHAPTER I
GENERALITIES OF THE STUDY
1.1 Introduction to the study

In a matter of very few years, the Internet has consolidated itself as a very
powerful platform that has changed the way we do business, and the way we
communicate. The Internet, as no other medium, has given a "globalized" dimension to
the world. The communications and computer environment has been revolutionized by
the Internet.
The Internet is at once a world-wide broadcasting capability, a mechanism for
information dissemination, and a medium for collaboration and interaction between
individuals and their computers without regard to geographic location. With a very low
investment, anyone can have a web page on the Internet making almost any business
reach a very large market, directly, fast and economically, irrespective of the size or
location of the business. With a very low investment almost anyone who is able to read
and write can have access to the World Wide Web. The Internet is actually the most
democratic of all the mass media.
The Internet's growth has surpassed every other technical communication
advance in human history after it was made available for commercial use in 1993. No
other communications medium, or electronic technology, has ever grown as quickly as
the Internet. Although prior to the Internet, technological advances have influenced
commercial transactions, the revolution that is currently taking place is transforming the
entire market place (Shaw et al., 1997).
Marketers have been using electronic tools for many years, but the Internet has
created a flood of interesting and innovative ways to provide customer value. E-
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marketing is a traditional marketing method usmg electronic methods. It affects
traditional marketing in two dimensions. Firstly, by increasing efficiency in established
marketing functions and secondly, the technology of e-marketing transforms many
marketing strategies, resulting in new business models that add customer value increasing
company profitability.
The Internet exemplifies a tremendous opportunity for both the customers and for-)
the organizations. Customers are offered a much wider choice of products, services and ,
I

'

prices from different suppliers and the means to select and purchase items more readily.(',,
Using the Internet to market products and services it gives the firms an opportunity to
expand into new markets, offer new services and compete on a more equal footing witH

j
larger businesses (Chaffey et al., 2000).
In the Internet-based electronic commerce environment consumer-purchases are
mainly based on the cyberspace, not on the actual experience. The Internet-based
electronic commerce environment allows consumers to search for information and
purchase products or services through direct interaction with the online store. Therefore
the researcher in the current research has included the product information quality and
service information quality in the study.
Apart from that security of online transactions continues to dominate the
discussions on electronic commerce, for that reason the researcher in the current study
has also integrated the security aspect of the online purchasing. Since convenience of an
online store influences the experience of consumers interacting with a retailer's product or
service offering it has been incorporated in the current research. Without the site
awareness people cannot be aware of the existence of the website, product or services
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offered by a company therefore the site awareness was considered as a variable in the
current study.
Moreover, the online shopping characteristics (security,

site awareness,

convenience, product information quality, service information quality and price) are
considered in this research as they were found relevant to the online book purchase
decision. Since, the current research's target customers are people who have not
purchased online before, extremely technical aspects are not considered.
1.1.1 History of the Internet

In the year 1969, the U.S Department of Defense sponsored a research project to
explore resource-sharing among remote users. The effort was to avoid the shutdown in
communications during a war by designing distributed networks that do not rely on a
single centralized host. So a network of computers where the control was distributed was
adopted. A telephone network could fall victim to an atomic war, but a data network
could provide backup communications.
The network was designed to transmit fixed-size packets independently through
the network. At the originating node, each message was segmented into one or more
packets, each packet carrying its own destination address and followed its own path
through the network. At the destination node, these packets would be reassembled into a
message. A communication protocol, TCP/IP (Transmission Control Protocol/Internet
Protocol), was designed for communications among heterogeneous computer systems
located at remote sites. The network was called ARP ANET after the Pentagon's
Advanced Research Project Agency (ARPA). ARPANET started with four nodes in 1969
and grew to 15 nodes by July 1971 and has now grown to several thousand nodes.
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ARPANET provided the foundation for research in numerous areas of data
networks. Work had started on the TCP/IP protocols in the late 1970s. During 1980, the
connected Internet began when DARPA (Defense Advanced Research Project Agency)
started converting the ARPANET node to TCP/IP protocols. The transition was
completed in 1983. The TCP/IP protocols were enhanced with several applications or
higher level protocols such as TELENET and FTP. Furthermore, several areas of research
were pursued such as packet switching, routing, congestion and flow control. As early as
1971, APRPANET research had identified the well-known reassembly and store-andforward lockups.
The Internet has grown tremendously over the last few years. The statistics are
startling. The Web, a part of the Internet that employs Hypertext and Common Gateway
Interface was introduced in 1992. Ever since then, there has been a perpetual growth in
the number of Web sites that advertise or sell products. Internet Web pages are becoming
points of sales for a growing variety of businesses. In fact, most companies have a home
page on the Internet (Ahuja, 1997).

1.1.2 Global Internet Scenario
Table 1-1: The Number oflnternet Users Worldwide as of September 2002
World Total
605.6 million
Africa
6.31 million
Asia Pacific
187.24 million
190.91 million
Europe
Middle Easst
5.12 million
Canada and USA
182.67 million
Latin America
33.35 million
Source: NUA, 2002, http://www.nua.ie/surveys/how many online/index.html, Date: 18th,
May, 2004
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Statistics vary as to the total number of online users. The number of people online
worldwide as of September 2002 according to the table 1.1 compiled by the NUA is
605.60 million.
Table 1-2: Top 15 Countries in Internet Usage
Percentage of Worldwide
Total
1. U.S.
160.7 million
24.13
2.Japan
64.8 million
9.73
3. China
54.5 million
8.18
4. Germany
30.3 million
4.55
5. UK
27.1 million
4.08
6. South Korea
26.9 million
4.04
7. Italy
20.8 million
3.13
8. Canada
17.8 million
2.68
9.France
16.6 million
2.50
10. India
16.5 million
2.49
11. Brazil
15.8 million
2.38
12. Russia
13.5 million
2.03
13. Australia
I 0.4 million
1.57
14. Spain
I 0.3 million
1.56
9.5 million
1.43
15. Taiwan
496 million
74.48
Top 15 Total
665.9 million
100
Worldwide Total
Source: eTForecasts, http://www.etforecasts.com/pr/prl202.htm, Date: 41n, June, 2004
Country

Number of Internet Users

The number of Internet users has surpassed 665 million in 2002 up from 544
million in 2001. The Internet user growth rate is slowing in the developed countries. The
growth of Internet users is expected to continue in the developing countries for another
decade. eTForecasts forecasts that the worldwide number of Internet users will top one
billion in 2005, but. the yearly growth rates are expected to remain below 20% from now
on. The U.S. is on the top of the list with over 160 million Internet users, nearly two and
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half times the number in Japan. Internet usage is growing rapidly in China and
eTForecasts expects that China will surpass Japan in a few years time.

According to the author of the report, despite such a huge lead in total Internet
users the USA has fallen behind the Scandinavian countries in Internet users per capita.
The USA was ranked number seven in per capita Internet usage for the year 2002 and the
USA is expected to remain behind in country rankings of per capita Internet usage unless
wireless Internet usage or entertainment Internet device usage picks up. The high growth
of wireless web usage has put South Korea ahead of the USA in Internet use per capita
(eTForecasts, date: 04/06/2004).

From all the above points and the Table 1.1 and Table 1.2 the researcher can
summarize that the number of Internet users in the Asia Pacific region is almost equal to
the number of Internet user in the United States of America and Canada together. The
Internet is a new and a growing concept in the developing countries and it is expected to
grow in the preceding years. With the growing number of the Internet users, more and
more people possibly will trust the technology and indulge in online transactions in the
coming years. Apart from that, for the customers to make online purchases, firstly, it is
verr essential to be aware of the use of Internet.
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Figure 1.1: Thailand Internet Users (in millions)
Source: Advanced Research Group I JDC, www.topspace.com, Date: 4th, June, 2004
Typically, the initial growth trend of Internet technology adaptation increases
radically with more potential for future growth, as illustrated by figure 1.1 (above) for
Thailand. According to the data provided by Advanced Research Group I IDC the
number of Internet users in Thailand in the year 2000 was 1.6 million and is expected to
double by 2004.

1.1.3 History of Amazon.com

In many ways, Amazon.com is perhaps the company that is most closely tied with
the E-Commerce phenomenon. The Seattle, WA based company has grown from a
bookseller to a virtual Wal-Mart of the Web selling products as diverse as Music CDs,
Cookware, Toys and Games and Tools and Hardware. The company has also grown at a
tremendous rate with revenues rising from about $150 million in 1997 to $3.1 billion in
2001.
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The company was established by Jeff Bezos, a computer science and electrical
engineering graduate from Princeton University. Bezos moved to Seattle after resigning
as the senior vice-president at D.E.Shaw, a Wall Street investment bank. Bezos did not
know a great deal about the Internet. But, he came across a statistic that the Internet was
developing at a rate of 2300%, which persuaded him that this was a large growth
opportunity. Bezos plunged into the world of E-Commerce with no previous retailing
knowledge. He chose to situate the company in Seattle because it had a large pool of
technical talent and since it was close to one of the largest book wholesalers located in
Roseburg, Oregon. Clearly, he was thinking of the company as a bookseller at the
beginning. The company went on-line in July 1995. The company went public in May
1997. Jeff Bezos was picked as the 1999 Time person of the year for his contributions at
the age of 35, making him the fourth-youngest person of the year.
According to Time Magazine, Bezos' vision of the online retailing universe was
so complete, his Amazon.com site so elegant and appealing that it became from day one
the point of reference for anyone who had anything to sell online. There were really two
elements to his vision as follows:!. Build the world's most customer-centric company.

2. Establish a place where customers could buy anything.
This is how Bezos characterizes his vision of customer-centrism. Amazon.corn's
goal is to be the world's most customer-centric company. Amazon.com started out as an
online bookseller. Indeed, to some, Amazon.com may always be a bookseller. Selling
books on the Internet made sense at many levels to Jeff Bezos. The main advantage was
selection. Books are incredibly unusual in one respect as there are more items in the book
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category than there are items in any other category. There are more than 3 million
different titles available and active in print worldwide. When you have this huge number
of titles, a couple of things start to happen. First of all, customers can use computers to
sort, search and organize. Secondly, they can create a super-valuable customer
proposition that can only be done online, and that is selection.
In addition, as a product, books were as follows:1. Easy to ship since they were not bulky.

2. Low value item and therefore, low risk.
3. Informational products making them amenable to selling them via online
4. Storefronts using features such as; Sample chapters, Table of contents, Editorial
reviews, Customer reviews
The main competition to Amazon in this market was from bricks-and-clicks stores
such as BN.com (Barnes and Noble).
(www.swcollege.com/marketing/krishnamurthy/first edition/case updates/amazon final.

pQf, Date: 27th August, 2004).
Amazon.com has been selected for this research as Amazon.com was the first
company to move book retailing from the bricks and mortar industry on line (Machlis,
1998; Munk, 1999). In addition, no company so far has done more to show how the Web
overturns conventional assumptions about distribution than Amazon.com. (Fortune,
1997). The Economist (2000) noted that the name Amazon.com has become synonymous
with electronic commerce and it is one of the few Internet brands recognized all over the
world. It added that the company is the most visited electronic commerce website in the

IO

USA, and one of the top two or three in the UK, France, Germany and Japan. Therefore
the researcher has chosen Amazon.com for this research.
1.1.4 History of Assumption University

Assumption University was initially originated from Assumption Commercial
College in 1969 as an autonomous higher education institution under the name of
Assumption School of Business. In 1972, with the approval of the Ministry of Education,
it was officially established as Assumption Business Administration College or ABAC.
In May 1995, the Ministry of University Affairs accredited it. In 1990, it was granted new
status as "Assumption University" by the Ministry of University Affairs.

Assumption University exists for the main purpose of serving the nation by
providing scientific and humanistic knowledge particularly in the business education and
management science through research and interdisciplinary approaches. To this end it
aims at forming intellectually competent graduates who: are morally sound, committed to
acting justly, and open to further growth, who appreciate freedom of expression, imbibe
right attitudes and ideologies through a carefully integrated curriculum of Ethics,
Sciences, Languages and Business Management and who can achieve academic
excellence through hard work, critical thinking, and effective decision-making.

According to the Registrar office of the Assumption University, total number of
students registered with the Assumption University for the year 2004 is 19,965 out of
which Undergraduate students registered is 18,032, the number of Masters Degree
students registered is 1,890 and the number of Ph.D. students registered is 43. All of them
can speak English well since English is the medium of instruction in the Assumption
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University. The students were found to use Internet regularly for gathering their study
materials. All the students are provided with an Internet account and have an Internet
access in the University.

1.2 Statement of the Problem

The Internet provides good opportunities for many companies to do business in
cyberspace. Organizations find it increasingly important to represent themselves on the
Internet to get more customers. Even though there are presence of reputed bookstores
customers are not comfortable as well as confident to make the purchase of books online.

L Therefore, it is crucial to understand the relationship between the online characteristics
and online purchase decision of books. Therefore, research problems were as follows;
•

To find out the factors affecting purchase decision of books online through
Amazon.com.

•

To critically evaluate the factors which are related to the book purchase decision
of Assumption University students.

•

To ascertain a best model for explaining online books purchase decision .

./ · An understanding about these studies might prove to be an immense help to the
online retailers in gaining a better insight of what measures they should take in order to
increase the online purchases of books and make better strategies and policies for the
future.
1.3 Research Objectives

The purpose of this research was to study online shopping characteristics
affecting online purchase decisions of books through Amazon.com. This will allow
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marketers and people carrying out businesses related to books online to improve their
effectiveness and efficiency by having a greater understanding about the online book
purchase decision pattern of Assumption University students. The researcher conducted
the research based on the following objectives:
•

To critically analyze the affect of demographic characteristics on the online book
purchase decision of Assumption University students.

•

To investigate the characteristics of online shopping that can explain online book
purchase decision of Assumption University students.

•

To verify all the characteristics of online shopping used in this research can explain
online purchase decision or not and how much it can explain.

•

To ascertain a model for prediction of future online book purchase decision.

•

To make appropriate conclusions after conducting the research and subsequently offer
useful recommendations to Amazon.com.

1.4 Scope of the Research

The target population of this research is Students of Assumption University only.
The reasons why the researcher has selected them were:
First of all, English is the officially approved medium of instruction at the
Assumption University. Assumption University is popular in Thailand as it is the first
International University. From the above points we know that the teaching materials in
Assumption University are in English and Amazon.com is an English website. Apart
from that, those who cannot speak English well cannot understand the content in this
website, therefore the researcher has taken Assumption University students as
respondents of this research. Moreover, the target customers of books can be students as
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they need various kinds of books for their curriculum and other purposes. Therefore, the
researcher has taken Assumption University students.
The second important reason for selecting Assumption University student is
because they use the Internet regularly as they are provided with an Internet account and
usage in the University. Furthermore, many subjects require them to use the Internet
regularly to obtain their study materials, and students cannot go shopping online without
Internet access.
Lastly, Assumption University students generally, come from affluent families.
Thus, they have high purchasing power. Some of them are or will be leaders of some
companies after finishing the course. Therefore, they constitute important target
customers of many companies including online firms such as Amazon.com.
In this research Amazon.com is the selected Internet store. The reason for
choosing Amazon.com is that it is the most dynamic Internet store in the world now.
Moreover, books are taken in this research as according to the data presented by the
National Electronics and Computer Technology Center, online purchases of books in
Thailand are quite considerable. Therefore, the researcher has taken three key parameters:
online purchase decision of books through Amazon.com of Assumption University
students.
1.5 Limitations of the Research

The study is limited to Assumption University students who are aware of
Amazon.com, have visited the website of Amazon.com at least once. Therefore, people
who do not have any experience of visiting the website of Amazon.com are not included
in this research.
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The second limitation of this research is people who have not purchased online
before. The reason for not including people who have purchased online is because the
researcher attempts to find out the potential of the customers to purchase in the future.
The research's restriction to Assumption University students only can be a great
limitation to the wider validity of the findings of the research since, for example, the
perception of people in Bangkok or Thailand as a whole can be quite different. This is
acknowledged to be a limitation of this research.
Moreover, the online shopping characteristics (security, site awareness,
convenience, product information quality, service information quality and price) are
considered in this research as they were found relevant to the online book purchase
decision. Since, the current research's target customers are people who have not
purchased online before, extremely technical aspects are not considered.
In the demographic characteristics, the Income level between baht 0-5000
includes both students categories who are unemployed (income is zero), part time
workers whose salary ranges below 5000.
Lastly, this study focuses on the electronic retailing business. Hence, it may not
be applied to business-to-business, or the other types of electronic commerce.
1.6 Significance of the Study

This research is expected to offer more information about factors affecting
decision to purchase books online through Amazon.com of Assumption University
students. Therefore, this study will not only benefit people who are concerned or doing
businesses related to books online but also gives useful information for people who
intend to shop books online. For people, who are doing or concerned about doing

SL Gabriel's Library, Au

15
business related to books on the Internet, they will know what factors affect people in
their decision to purchase books online. This can help them know what to do to gain and
sustain their customer's. For people who are interested in shopping online they can have
Amazon.com in their minds as a good website.
It is expected that the benefits from this research will provide useful information
to the marketers and people doing businesses over the Internet and who want to evaluate
the needs of online purchasers. Moreover, people doing businesses related to books
online can understand the pattern of factors affecting online purchase decisions of books
of students.
Meanwhile, this study is expected to provide useful insights for those who are
concerned about this issue for their future study. Lastly, people can gain more knowledge
about online purchase.
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1.7 Definition of the Terms

These are literal and operational meanings of the terms used in the present study
for the sake of uniformity and clarity of understanding:
Cookies: A data file that is placed on a user's hard drive by a web server,

frequently without disclosure or the user's consent, that collects information about the
user's activities at a site (Turban et al., 2004).
Electronic commerce: Electronic commerce is the process of buying and selling

or trading of good or services entirely or partly through electronic means, including
mainly but not limited to the Internet and computer networks (Turban et al., 2000).
Electronic retailing: Selling goods or services toward the final consumer for

their personal, non-business used entirely or partly through electronic means, including
mainly but not limited to the Internet and computer networks (Turban et al., 2000).
Internet store (Electronic retailer): Business organizations that do e-retailing

business (Turban et al., 2000).
'\Internet: The physical network that links computers across the globe. It consists

of the infrastructure of network servers and communication links between them. It
enables transfer of messages and transaction between connected computers and other
Internet appliances, such as mobile phone, worldwide (Turban et al., 2000).
<Online shopping: Process of purchase of products or services entirely or partly

over electronic mediums, including the Internet (Turban et al., 2000) .
.X Online

consumer: Individual who buy goods or services through the Internet

(Turban et al., 2000).
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Privacy: It is the claim of the individual to be left alone, free from surveillance or
interference from other individuals, organizations, or the state (Laudon & Laudon, 2002).

Security: Policies, procedures, and technical measures used to prevent
unauthorized access, alternation, theft, or physical damage to information systems
(Laudon & Laudon, 2002).

Website: The WWW page maintained by an organization or individual (Laudon
& Laudon, 2002).

World Wide Web (WWW): A set of standards for storing, retrieving,
formatting, and displaying information using a client/server architecture, graphical user
interfaces, and a .hypertext language that enables dynamic links to other documents
(Laudon & Laudon, 2002).
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CHAPTER2
REVIEW OF RELATED LITERATURE AND STUDIES
This chapter focuses on theories and models related to electronic commerce, then
moves on to discuss the impact of the Internet on the buying process as well as the
literature for the demographics characteristics. The last part of this chapter focuses on the
literature support for the six online factors namely, security, site awareness, convenience,
product information quality, service information quality and price, which are the
independent variables of this research and online purchase decision which is the
dependent variable of this research.
2.1 Overview of Electronic Commerce

This part comprises of literature about electronic commerce. The topic consists of
the general concept of electronic commerce, the importance of electronic commerce and
the model of electronic commerce consumer behavior.
2.1.1 Definition of Electronic Commerce (e-commerce)

In general, electronic commerce is understood as the buying and selling of
products and services over the Internet, apart from that there are additional aspects.
According to Turban et al., (2000), electronic commerce is an emerging concept that
describes the process of buying and selling or exchange of products, services, and
information via computer networks including the Internet
Whinston and Kalakota (1997) described electronic commerce from the
following perspectives as below:
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From a communication perspective, Electronic commerce is the delivery of
information, products/services, or payment over telephone line, computer networks, or
any other electronic means.
From a business process perspective, Electronic commerce is the application of
technology toward the automation of business transaction and workflow.
From a service perspective, Electronic commerce is a tool that addresses the
desire of firms, consumers, and management to cut service costs while improving the
quality of goods and increasing the speed of service delivery.
From an online perspective, Electronic commerce provides the ability of buying
and selling products and information on the Internet and other online services.
2.1.2 Importance of Electronic Commerce

According to Pipkin (2000), electronic commerce has been made possible through
the exceptional growth of home computers and the Internet. Electronic commerce is a
significant distribution channel creating incredible opportunities for new companies to
enter previously impenetrable markets by using the new distribution channel and has
allowed existing companies to create a new lower cost distribution channel.
Physical products are made available in areas that have not been served due to
barriers of entry. Small companies can offer products without the cost of stores and
warehousing, which was not possible earlier. The products are shipped directly to the
customers as soon as the order is placed by the customers.
With the existence of Electronic Commerce, digital deliveries carried out for
products that can be sent electronically, making immediate availability and therefore,
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eliminating normal delivery charges. There is a growth of products that are being
delivered digitally, examples are software, music, videos and even books.
From the above statements, it is clear that electronic commerce offers a lot of
benefits. Advantages like reduced cost, greater convenience, global presence, ability of
participation by vast number of players irrespective of their size, quick access and a large
variety of products and services, electronic commerce will become a vital part of the
world economy in the years to come.
2.1.3 The Model of Electronic Commerce Consumer Behavior

According to the model of Electronic Commerce consumer behavior, as depicted
in Figure 2.1, the purchasing decision is fundamentally a customer's reaction to stimuli
(on the left). The process is influenced by the buyer's characteristics, the environment,
the technology, the Electronic Commerce logistics, and so on. Some variables are listed
in each category in the figure. Consumer-related issue-namely, personal characteristics,
the decision process, relationship building, and customer service are dealt with here.
The researcher has put Figure 2.1 (Turban et al., 2000), in the research as it
portrays factors influencing consumers in a decision making process. Figure 2.1 shows
the different characteristics such as age, gender, education in the personal characteristics
which are considered in this research. Apart from the demographic, this model of
Electronic Commerce Consumer Behavior also depicts the marketing stimuli such as
price, promotion (site awareness), product, logistic support, technical support and
customer service which are related to convenience of the customers; this model is
therefore considered to be relevant to this research.
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Personal
Characteristic

Environmental
Characteristics

Age, Gender, Ethnicity,
Education Lifestyle,
Psychological, Knowledge,
Values, Personality

Social, Family,
Communities

Stimuli

Buyers' Decisions
Buy or Not
What to Buy
Where {Vendor)
W\hen
How Much to Spend
Repeat Purchases

umers

Price
Promotion
Product
Quality

Economical
Technology
Political
Cultural

~
~

Decision
Making

Process

Vendors' Controlled Systems
Logistic
Support

Technical
Support

Customer
Service

Payments
Delivery

Web Design,
Intelligent
Agents

FAQs,
E-mail,
CallCenters,
One-to-One

Figure 2.1: Electronic Commerce Consumer Behavior Model
Source: Turban, E., et al., (2000), Electronic Commerce: A Managerial Perspective, New
Jersey, Prentice Hall.
2.2 Online Buyer Behavior

Bettman (l 9Q7) and Booms and Bitner (1981) have developed standard models of
consumer buyer behavior. In these models, consumers process marketing stimuli such as
the 4 Ps and environmental stimuli according to the consumers' personal characteristics
such as their culture, social group and personal and psychological make-up. All these
characteristics together will affect the consumers' response to marketing messages. For
the Internet marketer, analysis of the factors influencing behavior is important since a
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single website may need to accommodate consumers from different cultures and social
backgrounds. As users will have a variety oflevels of understanding of using the Web.
Studies reveal that the World Wide Web is used quite differently by different
people coming from diverse walks of life. Specified behavioral traits are noticeable on
the Internet. Lewis and Lewis (1997) identified five different types of web users:
Directed information seekers

This type of users are likely to have an experience in using the Web and capable
in using search engines and directories. These users will be searching for information
related to a product, market or leisure. The GVU World Wide Web surveys
(www.gvu.gatech.edu) indicate that more experienced users have a more focused way of
using the Internet.
Undirected information seekers

Undirected information seekers are the users who are usually referred to as
surfers, who like to browse and change sites by following hyperlinks. People falling in
this group tend to be novice users (though not exclusively so) and they may be more
probable to click on banner advertisements.
Directed buyers

The buyers who are online to purchase specific products are known as directed
buyers. Such users' main locations to visit will be brokers or cybermediaries who
evaluate product features and prices.
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Bargain Hunters

Bargain hunters are the users who want to find the offers available from sales
promotions such as free samples or prizes.
Entertainment seekers

Entertainment seekers are users who are willing to interact with the Web for
enjoyment by taking part in contests such as quizzes, puzzles or interactive multi-player
games.
At the time of designing a web site, it is useful for the marketers to offer
information and navigation guides for each type of user who falls within the target
audience.
Another view of how consumer behavior in using a web site may differ relating to
the stage they are in the adoption of a web site. The process of adoption (Rogers, 1983),
summarized for example by Kotler et al., (1999), is made up of the following stages:

Awareness
Interest
Evaluation
Trial
Adoption

Figure 2.2: The Process of Adoption of a Website

Source: Cha!fey, D., et al., (2000). Internet Marketing, Strategy Implementation and
Practice, (Y' edition), Pearson Education Limited, New York, Prentice Hall, pp. 44-47.
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Breitenbach and Van Doren (1998) evaluated how a web user passes through each
stage. Such a model could be suitable for the sites which would be visited repeatedly
(such as portal) it is not much appropriate for a customer visiting a site just a single time
to make a one-off purchase.

2.2.1 Impact of Internet on the Buying Process
The role of the Internet in supporting customers at various stages of the buying
process should also be thought of. The figure below shows how the Internet can be used
to support the various stages in the buying process. The boxes on the left show the typical
stages that a new prospect passes through (Robinson et al., 1967). A similar study was
performed by Berthon et al., (1998), who speculated that the relative communications
effectiveness of using a web site in this process gradually increased from I to 6.
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Stage in Buying
Process

~
~

Communications
Objectives Process

Internetl\1arketing
Techniques

l
1 Unaware

.

Banner advertising,
PR, links

-

Position features,
benefits and brand

-

Web site content
(plus search support)

.-

Lead generation
(from range of
customers)

.

Search engines,
intermediaries

.

Web site content,
intermediaries

-.

Generate awareness

l
2 Aware of product
need, develop
specification

~

l
3 Supplier search

l
4 Evaluate and select

.-

Assist purchase
decision

l
Facilitate purchase

5 Purchase

Web site content

.

~
~

l
6 Post-purchase
evaluation and
feedback

~
~

Support use and
retain business

~

Personalize web site
content and
interaction

Figure 2.3: Internet's Impact on the Buying Process for a New Purchaser
Source: Chc;j/ey, D., et al., (2000). Internet Marketing, Strategy Implementation and
Practice, (2 edition), Pearson Education Limited, New York, Prentice Hall, pp. 44-47.
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Generate Awareness (of need, product or service)

Generating awareness of need is generally attained through mass media
advertising. The Internet is not very effective at this since it has a more limited reach than
television, radio or print media. Although banner advertising is widely used, it can only
carry a very limited message. Though it can contribute in generating brand awareness by
means of PR and media mentions concerning their success on the Internet, with the result
that even if a customer does not have a current need for a product, the awareness can be
generated for the time when the need develops.
Position Features, Benefits and Brand

Once a consumer is aware of a need and is considering what features and benefits
he or she requires from a product, then the consumer may turn to the Web to find out
which suppliers are available or to find the array of features available from a particular
type of product. Intermediaries are very important in supplier search and can also help in
assessment.
Lead Generation

Once customers are actively searching for products (the directed information
seeker of Lewis and Lewis, 1997), the Web provides an excellent medium to help them
do this. It also provides a good opportunity for companies to describe the benefits of their
web sites and obtain qualified leads. The Internet marketer must consider the methods
that a customer will choose for searching and then ensure the company or its product is
featured prominently.
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Assist Purchase Decision

Customers can be made during the process of their effort to figure out the best
product since the websites can carry a large amount of content at a relatively low cost. A
company can use its web site in persuading the customer because of the availability of
relevant information in a form that is easy to find. A new buyer will prefer to buy from a
supplier with a good reputation. Therefore, it will be costly for a company to portray
itself in a slow, imperfectly designed or shoddy web site.
Facilitate Purchase

The Web site should facilitate standard credit-card payment mechanism so that
they would not lose a prospective customer.
Support product use and retain business

The Internet also offers good potential for retaining customers since the website
provides value-added services such as free customer support, feedback on products to the
customers, e-mail can be used to give timely updates on products and promotions with a
view to persuade the customers to visit the site again. Repeated visits to sites leave space
for cross-selling and repeat selling through sales promotions. Internet marketing
techniques to support different aspects of marketing communications have been
categorized by Breitenbach and Van Doren (1998). Their categories include the supply of
in-depth product or company information, open communications, real time transactions
and catalogue browsing, demonstrations, club membership, give-aways, entertainment,
virtual tours, instructional support and complementary services such as links and free
customer support (Chaffey et al., 2000).
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2.3 Demographics

Well, Burnett, & Moriarty (2003) have defined demographics as the statistical,
personal, social, and economic characteristics of a population, including age, gender
education, income, occupation, race, and family size. The study of how these
characteristics influence behavior as an individual consumer is called demography.
Several consumer demographics provide an indicator of buying habits.
Gender

Gender or sex is an apparent basis for differences in marketing and advertising.
Referring to gender differences, both primary and secondary differences are considered.
Primary gender differences are physical or psychological traits that are inherent to males
or females. Secondary gender traits tend to be primarily associated with one sex more
than other. The primary gender characteristics of men and women create demands for
products and services directly associated with a person's sex. In the past there were many
taboos concerning the marketing of such products. Today these barriers have all but
vanished, and primary female and male products are marketed in similar ways and in
comparable media. While marketing products related to secondary sexual characteristics
has become more complicated.
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.
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Education Level

The level of education attained by consumers has an influence on the advertising
strategy. Education tends to correlate with the type of medium consumers favor,
including the specific elements or programs within a medium. Consumers with lower
education are higher users of television, especially cable. Consumers with higher
education prefer print media, the Internet, and selected radio and cable stations.
Income

The distribution of income among the population has a great impact on marketers.
People are only meaningful to a marketer of they have the resources to the product
advertised. People must have some discretionary income, the money available to a
household after taxes and basic necessities such as food and shelter. For many advertisers
income may be the most often-used demographic indicator.
,C"
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/ 2.4 Literature Support for Framework\
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According to Lostin et al., (1997), due to the open feature of the Internet,
transmissions can be overheard, intercepted, and forged. The issues of security and
privacy have always been problematic for online businesses. From capture of e-mail
addresses of visitors or use of "cookies" to track their activities, making the online
customers doubtful of being their activities observed.
As companies migrate from a centralized to a distributed computing environment
with growing networks comprising greater numbers of users in widely spread
geographical areas, the need for organizing and conducting business securely across the
enterprise network is becoming immensely critical and complex. As prospects for
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electronic commerce and information exchange become more popular in the extended
enterprise, security becomes a critical factor.
With the inception of the Internet, the world has been revolutionized. The Internet
delivers rapid access to information about customers and market opportunities. There are
no guarantees on the Internet that the information passed through the Internet will not be
overheard or intercepted. Confidential information travels the unsecured computers
(Pipkin, 2000).
According to Ahuja, (1997), the Internet has become a productive ground for
plans devised to break into data networks. Its open and easy access for the general public
leads the Internet to greater vulnerability from attacks by intruders than any other
network. In addition, the Internet and its underlying TCP/IP protocols were not designed
with security in mind. Therefore, security is being implemented as an additional feature
of the existing network, instead of a part of the original network design. Joines et al.,
(2003) have identified security as a big consumer concern. Privacy is another huge issue.
Consumers are genuinely concerned about the way in which personal information is used
by those who collect and hold such information.

Data privacy means protecting the secret data from unauthorized persons.
Whenever an individual interacts with the Web, he/she leaves behind a trail of
extraordinarily detailed information having little control over who can have access to this
information and what they do with it. It is unrealistic to expect profit driven businesses
not to violate consumer privacy in an environment that makes it increasingly profitable
and a technology that makes it easier than ever to collect and share personal information
(Gantz, 1998). According to the Harvard Business Review (1997), the invasion of
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privacy is defined as, the unauthorized collection, disclosure, or other use of personal
information as a direct result of e-commerce transactions. Individuals should rightly be
concerned about their privacy. A survey of 10,000 Web users conducted by the Georgia
Institute of Technology concludes that privacy now overshadows censorship as the
number one most important issue facing the Internet (Machlis, 1997). A recent study by
CommerceNet also shows that privacy is online consumers' biggest concern (Tweney,
1998). According to a Price Waterhouse survey, oflnternet users 81 percent and of people
who buy products and services on the Internet 79 percent are afraid about threats to their
personal privacy (Merrick, 1998 & Joachim, 1998).

More compelling is the statistic that 6 percent of all Internet users and 9 percent
of those who buy goods on the Internet said they had become victim to online privacy
invasion. Intellipost, a direct-mail advertising vendor on the Web, reports that 75 percent
of customers-to-be change their minds when they are required to provide personal and
credit-card information (Prabhaker, 2000). A recent study by Louis Harris reveals that
privacy concerns keep 61 percent of non-Internet users offline. Also, 78 percent of
Internet users agree that privacy concerns make them use the Web less extensively than
otherwise (Mand, 1998).
While executing transactions, it is necessary that the data is protected and kept
secret during the transmission. Any successful attempts to eavesdrop on the data can
compromise the privacy or secrecy of the transaction (Ahuja, 1997).
A survey conducted between December 1997 and July 1998 by Andersen
Consulting of 3000 European executives disclosed that privacy and security issues, as
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well as the lack of suitable framework for commercial regulation were designated as key
barriers to developing electronic commerce (Chaffey et al., 2000).
Lawrence et al., (1998), have considered that consumers have fears of their
transaction information being intercepted and used by someone else when sending their
credit card details over the Internet. Consumers are hesitant in making an online
purchase due to online payment security, reliability, and privacy policy of the online
store.
Therefore the researcher can summarize that security

and

data

privacy

are

important factors affecting online purchase in the Web environment. Privacy protection is
concerned with making consumers feel comfortable in disclosing their personal
information. This encompasses communicating to the consumer the benefits of
disclosure, while also assuring consumers that their disclosures will be protected and will
not be shared with third parties without consumer consent. All the above will
simultaneously influence consumers' online purchase decisions, their satisfaction with an
online company and their loyalty to a vendor. Security is a critical factor in acquiring and
retaining consumers as online shopping service users. The biggest technical challenge for
online commerce pertains to securing transactions over the Internet. Security has been a
lingering concern for Internet users. The satisfaction of online stores is expected to
increase as the users' perception of security risk decreases.
Site Awareness

A perception by consumers about an online shopping store that is based on
external information events like advertising is site awareness. It is defined as the ability
of a buyer to recognize or recall that a site is a member of a certain service category
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(Aaker, 1991). This construct indicates consumers' perception of extrinsic information
cues about an online store and is assumed to have an impact on customers' choice of a
company when service attributes are difficult to evaluate (Park et al., 2003).

Dot.corns can create consumer awareness of their websites by using traditional
"offline" as well as online methods. Offline methods include broadcast (e.g. television
and radio), print (e.g. magazine and newspaper). Of these approaches, television
advertising (network and cable) has received nearly half of the money spent by dot.corns
(Buss, 2000 & Ginsburg, 2000).

Convenience

According to Schwartz (1997), the web is changing other industries similarly as
automatic teller machines have changed the customer experience in the banking industry.
Due to the increased control and convenience provided by the Internet, customers can
enjoy the comfort of doing things on their own. On top of that, consumers can subscribe
to software from a company and receive regular upgrades to their hard drives rather than
having to go buy a box in a store (Schwartz, 1997) making the entire shopping experience
over the Internet as hassle-free as it could be. Although the consumer may receive a
tangible good at the end of the online transaction, the benefits to the consumer are not in
the purchased good, which could have been obtained through alternative channels
(Kolesar & Galbraith, 2000). Instead, the unique benefits to the consumer are in the
performance of the online shopping transaction itself such as saved time, increased
convenience and reduced risk of dissatisfaction (Wolfinbarger & Gilly, 2001 ).
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The attribute category of an online store is navigation and convenience which is
related to the user interface of an online store (Szymanski & Hise, 2000). Store layout,
organization features, as well as ease of use are considered in this category. Since user
interface of an online store influences the experience of consumers interacting with a
retailer's product or service offering (Griffith, 2001 ), a well-designed user interface
system may reduce consumers' cost of searching and the time required for information
processing. That is, it will minimize the effort needed to perform choice and purchasing
tasks (Hoque & Lohse, 1999).
Shopping at an online store and shopping through a paper catalog are similar as
both comprise mail delivery of the purchases and in both the cases customers cannot
touch or smell the items (Spiller & Lohse, 1997). Therefore, the promise of electronic
commerce and online shopping depends, to a great extent, on user interfaces and how
consumer interacts with computers (Hoque & Loshe, 1999; Griffith et al., 2001).
According to study carried out by Cheskin Research and Studio Archetype/Sapient in
1999, ease of use is one of the main reasons for buying online.
Even though life is getting ever more complex in so many aspects, consumers are
still anticipating simplicity in their commercial transactions, and today most companies
provide simplicity of navigation when consumers are doing their shopping from their
desk or lap-top (Sheth & Shisodia, 1997).
According to Turban et al., (2004), the idea of website navigation is to help
visitors quickly and effortlessly find the information they need. The questions to be
thought of in site navigation include: how the visitors will find what is available at the
site? How will they navigation from one page to another and one section to another? How
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will visitors be able to figure what they are looking for? The visitors would not want to
spend time figuring out how to go about finding what they need on a site, so therefore,
site navigation has to help visitors find information quickly. Visitors want the moving
around the site to be predictable, consistent, and intuitive enough that they do not have to
think about it.
Online shopping is thought to be pleasurable and satisfying to consumers when
the retailer sites are fast, uncluttered, and easy-to-navigate. Uncluttered and easy-tonavigate sites economize shopping time and the cognitive effort consumers used up
figuring out how to shop effectively online (Szymanski & Hise, 2000). Ease of
navigation is important as it makes consumers' site visits a more pleasurable and
rewarding experience, making it easy to find exactly what they are looking for or do
exactly what they want to do (Yang et al., 2003).

Therefore, from all the above statements the researcher can conclude that a well
organized website can cut down the navigation time and eventually help users go about
finding information efficiently and easily. So in this research, ease of navigation, user
interface quality, simplicity of searching for products are taken as measures of
convenience.

Product Information Quality
Critical factors in consumer purchase behavior in an electronic commerce
environment need to be focused on the availability of information. Information provided
by the online store is divided into product information and service information. Product
information should include product attribute information. Information presented by
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online stores should support customer service and product search. Such information
should be helpful and relevant in predicting the quality and utility of a product or service
(Wolfinbarger and Gilly, 2001).
The basic requirement for inducing a consumer to become a customer of an
online store and increasing his/her switching cost is to reduce the cost of information
search and to maximize the predictability of product quality by providing tailored
information to consumers (Bakos, 1991, 1997).
The recently released AOL/Roper study shows that 71 percent of online
consumers search product information over the Web and 85 percent of online consumers
say online shopping is easier (Setlow, 1999).
Product information should be up-to-date, sufficient to help consumers make a
choice and easy to understand to satisfy consumers' information needs, (Wang & Strong,
1996; Zhang et al., 2000).

Moreover, research conducted by Cognitiative (1999) found

outdated information to be a primary factor of site defection and lost business.

To evaluate the product and service information, the researcher has adopted four
components of information quality from the user information satisfaction research. They
are relevancy, recency, sufficiency, and understandability (DeLone and McLean, 1992;
Wang and Strong, 1996; Moon and Kim, 2001 ).

Service Information Quality

Service information that most online stores offer includes are membership
information, frequently asked questions (FAQs), ordering and delivery information, and
promotion. Service information can be evaluated by adopting components of information
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quality from user information satisfaction research. They are relevancy, recency,
sufficiency and understandability (DeLone and McLean, 1992; Wang and Strong, 1996;
Moon and Kim, 2001 ). Information presented by online stores should support customer
service and product search. Such information should be helpful and relevant in predicting
the quality and utility of a product or service (Wolfinbarger and Gilly, 2001). To satisfy
consumers' information needs, such information should be up-to-date in presenting
products and services, sufficient to help consumers make a choice and easy to understand
(Wang and Strong, 1996; Zhang et al., 2000).

From the above statements the researcher can conclude that up-to-date, sufficient,
easy-to-understand and relevant service information makes an online customer satisfied
with the online vendor.

Price

According to Lawrence et al., (1998), one of the great advantages of the web is
that products can be sold much cheaper because the large infrastructure of a physical
shop front is not necessary. Keeping a retail establishment open 24 hours a day and 7
days a week can be very costly. In a normal retail store there are certain variable costs,
the largest being the cost of labor. Security may be another issue depending on business.
A company can have its "cybershop" open 24 hours a day and 7 days a week (Siegel et

al., 2000). Amongst other, good (competitive) prices was one of the main reasons for
buying on-line (Cheskin Research, 1999).
From the above statements the researcher can conclude that the Internet is
extremely useful for eliminating costs.
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2.5 Empirical Findings
Chung-Hoon Partk (2003) investigated the relationship between the various
characteristics of online shopping and consumer purchase behavior. A survey was carried
out with 602 Korean customers of online bookstores. Each item was measured based on a
five-point Likert scale from "strongly disagree" to "strongly agree". The result of this
research indicated that information quality, user interface quality, and security
perceptions affect information satisfaction and relational benefit which are then
significantly related to consumer's site commitment and actual purchase behavior. A
descriptive statistics and a multiple regression was used in this research.
A study was undertaken

b~wenga~ (2001) to analyze the probability of buying

products from a particular online store given a set of alternative vendors. -~ 01ultinominal
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lg_g_it regression model was used to analyze experimental data of consumer choice
cl_i_!!!ension. The result of the research showed risk to be a major determinant of Internet
shopping. Risk is comprised and affecte<:IJ2y_s_t':~l!_~~~.privacyjss11es, Q]!s.t, r~11.1~t_i_~n of
the retail{!!", size of the S!()~~"- al!_c!_ overall risk perception. These elements of risk were
found to have a discriminating effect in on-line purchasing decisions. Similarly, product
value, shopping experience, service quality, user control, price and ease of use and
information search were found to be relevant.
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CHAPTER3

RESEARCH FRAMEWORK

rtrhpf

This chapter consists of four sections, they are, theoretical framework, conceptual ' \)
framework, research hypothesis and operationalization of related variables. th~ -fir;t1J¥t, 1
---------·Theoretical Framework, is a logically developed, described, and elaborated network of '
associations among studied variables. The second part, Conceptual Framework, is the
researcher's own model explaining the independent and dependent variables and concepts
of variables in the model. The third part, Research hypothesis, presents the statements
specifying the relationship between the variables. The last part, operationalization of
;

_j

variables, translates all the variables into action.

3.1

Theoretical Framework
Since this research is intended to study the decision to purchase books online with

the online shopping characteristics, therefore, literature and studies from several sources
are reviewed in order to draw a theoretical framework representing an overall conception
'-,

related to the researcher's study. In the study, ihe theoretical framework is generated
from five models. The first one is from Park et al., (2003), Identifying key factors
affecting consumer purchase behavior in an online shopping context. The Second one is
from Simintiras et al., (2000), Attitudes toward On-line Purchase Behavior: Comparing
Academics, Students and Others. The third one is from Yang et al., (2003), Consumer
preferences for commercial web site design: an Asia-Pacific perspective. The fourth one
is the AIPD Model developed by Simeon (1999). The fifth one is from Constantinides,
(2004), Influencing the online consumer's behavior: the Web experience.
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Model One
This research was conducted by Park et al., (2003), to investigate the relationship
between the various characteristics of online shopping and consumer purchase behavior.
A survey was carried out with 602 Korean customers of online bookstores. Each item
was measured based on a five-point Likert scale from "strongly disagree" to "strongly
agree". The result of this research indicated that information quality, user interface
quality, and security perceptions affect information satisfaction and relational benefit
which are then significantly related to consumer's site commitment and actual purchase
behavior.

Figure 3.1: Identifying Key Factors Affecting Consumer Purchase Behavior in an
Online Shopping Context
Source: Park et al., (2003), ldentifj;ing Key Factors Affecting Consumer Purchase
Behavior in an Online Shopping Context, Journal of Retail and Distribution
Management, 31 (1) pp. 16-29
The researcher presented Figure 3.1 as this research (Identifying key factors
affecting consumer purchase behavior in an online shopping context) has been carried out
for the online bookstores in Korea. The factors shown in the above Figure 3.1 are all
relevant for the purchase of books online therefore the researcher has considered all the
factors in the present research. The online factors like security, site awareness,
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convenience (user interface quality), product information quality, service information
quality, are included in this research.

Model2
This research conducted by Dr Simintiras et al., (2000), Attitudes toward Online Purchase Behavior: Comparing Academics, Students and Others, was done with an
objective to examine the influence of gender and some occupational groups on attitudes
toward buying or considering to buy over the Internet. The research model is shown in
Figure 3.2 below.

Security
Gender
Occupational
Groupings

Price
Competitiveness
Impersonality

Online
Purchase
Behavior

Convenience

Figure 3.2: Model of Attitude toward On-line Purchase Behavior

Source: Simintiras et al., (2000). Attitudes toward On-line Purchase Behavior:
Comparing Academics, Students and Others, European Business Management School.
The researcher has taken the above model, Figure 3.2, in the present research as
Model 2 has included security, convenience, and price competitiveness. Therefore, this is
an additional justification for supporting that security, price and convenience are
repeatedly considered to have a great importance in the process of online purchasing.
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Model3
This model from Yang et al., (2003), assesses consumer perceptions and
preferences for commercial websites. The research was undertaken in the Asia-Pacific
region and the data were collected in Singapore. Survey findings revealed that
Singaporean consumers ranked security and privacy as their most valued attributes when
visiting commercial websites. The paper was an attempt to identify criteria that influence
Asia-Pacific consumers' use of websites and rank these criteria in terms of their
importance. The attracting, informing, positioning, and delivering (AIPD) model was
used as the foundation for this research.

Security
Privacy
Downloading Time
Brand
Customer Recommendation
User-Friendliness
Promptness of Delivery
Warranty
Convenience
Information Content
Mode of Payment
Discount Price
Graphical Interface
Customer Support
Unique Merchandise
Banner Advertisements
Affiliates

>

Effectiveness
ofa
Commercial
Web Site

Figure 3.3: Model of Consumer Preferences for Commercial Website Design: an AsiaPacific Perspective

Source: Yang et al., (2003). Consumer Preferences for Commercial Website Design: An
Asia-Pacific Perspective, Journal ofConsumer Marketing, 20 (1) pp. 10-27.
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Model of consumer preferences for commercial website design, figure 3.3, has
been depicted in this research as it has also considered security, convenience, price, site
awareness and information content to be important factors.

Model4

One of the more wide-ranged formulations in assessing website effectiveness was
developed by Simeon (1999). Roblyn Simeon is Associate Professor at the College of
Business, San Francisco State University, USA. Simeon proposed the AIPD model,
stating that an effective website must accomplish four principle objectives: Attracting,
Informing, Positioning, and Delivering. Therefore, websites could be evaluated in terms
of their contributions to these aims, Simeon acknowledged that each AIPD component
was multidimensional and further attempted to identify dimensions of the AIPD factors
and establish their relative importance.

Each factor is believed to represent multiple dimensions. The AIPD model
provides a basis for evaluating consumers' perceptions and preferences and the
implications of these user variables on the effectiveness of websites, a major contribution,
since one must be able to understand how users perceive and utilize a website to truly
determine how successful it is (Gattiker et al., 2000; Abels et al., 1998). Figure 3.4 below
shows a visual representation of this model.
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Figure 3.4: AIPD Model
Simeon, R., (1999). Evaluating Domestic and International Web-site Strategies, Internet
Research: Electronic Networking Applications and Policy, 9 (4) pp. 297-308.

Models
This model is from Constantinides et al., (2004), Influencing the online
consumer's behavior: the Web experience. In this research the researchers has tried to
analyze the factors affecting the online consumer's behavior and examine how emarketers can influence the outcome of the virtual interaction and buying process by
focusing their marketing efforts on elements shaping the customer's virtual experience,
the Web experience.
Since this model, figure 3.5, depicts security, convenience, information, pnce,
therefore the researcher has incorporated this model in the present research. In the abovedepicted models, the previous researchers have frequently considered security, site

St~
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awareness, convenience, information, customer service and price, therefore the researcher
has taken into account the above-listed factors in the conceptual framework.
INDEPENDENT VARIABLES

DEPENDENT VARIABLE

Functionality Factors
USABILITY
Convenience
Site Navigation
Information Architecture
Ordering/Payment process
Search Facilities and Process
Site Speed
Findability/accessibility

Functionality Factors
INTERACTIVITY
Customer Service/after sales
Interaction with company personnel
Customization
Network Effects

Psychological Factors
TRUST

>

Online Consumer
Behavior

Transaction Security
Customer data misuse
Customer data safety
Uncertainty reducing elements
Guarantees/return policies

Content Factors
AESTHETICS

MARKETING MIX

Design
Presentation Quality
Design Element
Style/Atmosphere

Communication
Product
Fulfillment
Price
Promotion
Characteristics

Figure 3.5: Forces Influencing the Online Consumer's Behavior
Source: Constantinides (2004), Influencing the online consumer's behavior: the Web
experience, Internet Research: Electronic Networking Applications and Policy, 14 (2) pp.
111-126.

3.2

Conceptual Framework
This conceptual framework is an integration model, which is drawn from the five

models of theoretical framework, mentioned above. With an attempt to explain the
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relationships between independent variables and dependent variable, this conceptual
framework shows the effect of various characteristics of online shopping on the purchase
behavior of the customers.

INDEPENDENT VARIABLES

DEPENDENT VARIABLE

CHARACTERISTICS OF ONLINE
SHOPPING
SECURITY

SITE AWARENESS

CONVENIENCE

PRODUCT INFORMATION QUALITY
SERVICE INFORMATION QUALITY

PRICE

DEMOGRAPHICS FACTORS
AGE
GENDER
EDUCATION
INCOME

Figure 3.6: Conceptual Framework
Modified

ONLINE PURCHASE
DECISION THROUGH
AMAZON.COM
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3.3 Explanation of Variables
Security

The road block for online purchasing is the lack of security as the technology that
the Internet is based is not reliable, users are not confident of the security of their
financial and personal details. According to a survey conducted by Forrester, many
consumers consider lack of security to be one of the main factors inhibiting them from
engaging in online purchasing. When consumers send their credit card details over the
Internet, they fear that their transaction information will be intercepted and used by
someone else. Security in this research means, the ability of website to assure the
customers that their personal and financial details will not be shared with the third party
and will be prevented from any kind of invasion.
Site Awareness

A perception by consumers about an online shopping store that is based on
external information events like advertising and word-of-mouth communication is site
awareness. In this research site awareness would mean the ability of a buyer to recognize
or recall that a site is a constituent of a certain service category.

Convenience

Even though life is getting ever more complex in so many aspects, consumers are
still anticipating for simplicity and most companies today, provide the simplicity of
navigation when consumers are doing their shopping from their desk or lap-top (Sheth &
Shisodia, 1997). In this research, ease of navigation, user interface quality, simplicity of
searching for products are taken as measures of convenience.

_.._
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Product Information Quality

Critical factors in consumer purchase behavior in an electronic commerce
environment need to be focused on the availability of information (Wolfinbarger & Gilly,
2001). Product information can be evaluated by adopting components of information
quality from user information satisfaction research. They are relevancy, recency,
sufficiency and understandability. Product information quality in this research will mean
the ability of consumers to access a greater amount of relevant information regarding the
product attributes saving consumers' search time.
Service Information Quality

Service information can be evaluated by adopting components of information
quality from user information satisfaction research. They are relevancy, recency,
sufficiency and understandability. Therefore, the service Information quality in this
research would mean up-to-date, sufficient, easy-to-understand and relevant information
regarding payment, delivery, shipping etc.

Product Prices

The products can be sold much cheaper on the web as the large infrastructure of a
physical shop front is not essential. Keeping a retail establishment open 24 hours a day
and 7 days a week can be very costly. A company can have its "cyber shop" open 24
hours a day and 7 days a week. According to Cheskin Research (1999), amongst other
good (competitive) prices was one of the major reasons for buying on-line.
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3.4 Research Hypothesis
Hypothesis
Ho I: There is no significant relationship between characteristics of online shopping and
online book purchase decision through Amazon.com of Assumption University students.

Hal: There is a significant relationship between characteristics of online shopping and
online book purchase decision through Amazon.com of Assumption University students.
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Table 3.1 Table of Operationalization

Concept

Conceptual definition

SECURITY

The risk in safety of monetary and
proprietary information as it passes
across the Internet

SITE
AWARENESS

CONVENIENCE

Customer's ability to recognize or
recall that a site is a member of a
certain service category

Customer perception of degree of
ease and user friendliness in using a
website system

Operational component

•

With Amazon.com my financial information will not
be used in an unwanted manner.

•

With Amazon.com my personal information will not
be used in an unwanted manner.

•

Amazon.com provides detailed information about
security.

•

Amazon.com is a very well known website.

•

Amazon.com is very famous as an Internet bookstore .

•

Amazon.com is known through the advertising media
(TV, newspaper, Internet, etc.)

•

Amazon.com is convenient to search for a product.

•

Amazon.com is hassle-free and simple to operate .

•

It is easy to navigate wanted pages in Amazon.com .

•

Amazon.com is user friendly .

Level of
measurement

Interval Scale

Interval Scale

Interval Scale
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Concept

Conceptual definition

PRODUCT
INFORMATION
QUALITY

Customer perception of the quality
of information about product that is
provided by a website

SERVICE
INFORMATION
QUALITY

PRICE

ONLINE
PURCHASE
DECISION
THROUGH
AMAZON.COM

Customer perception of the quality
of information about the service
that is provided by the Web site

Saving more money by buying the
similar products and same quality at
lower prices
Consumers ability to purchase
on line

Operational component

•

Amazon.com provides up-to-date book information.

•

Amazon.com provides sufficient book information .

•

Amazon.com presents book information which is easy
to understand.

•

Amazon.com provides relevant book information .

•

Amazon.com provides up-to-date service information
regarding payment, delivery, shipping, etc.

•

Amazon.com provides sufficient service information
on payment, delivery, shipping, etc.

•

Amazon.com presents service easy-to-understand
information on payment, delivery, shipping, etc.

•

Amazon.com provides relevant service information on
payment, delivery, shipping, etc.

•

Amazon.com offers reasonably cheaper prices.

•

Will you have potential to purchase books online
through Amazon.com?

Level of
measurement
Interval Scale

Interval scale

Interval Scale

Interval Scale
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CHAPTER4
RESEARCH METHODOLOGY
This chapter presents an overview of the methodology used in this research. In
order to achieve the research objectives, appropriate research design was used as a guide
i

in collecting the correct data. This chapter consists of six sections. The fir~ 1 section
describes the research methods that the researcher thought to be suitable to be used ..Th~
----·--------- --------

!second section presents the details of respondents and sampling procedures, including
criteria used in selecting the sample. T?e t~ird section comprises the pilot study that the
- --

l

researcher conducted./.........-.._---...
The four#h
section shows the instruments and questionnaire of the
.
research. It contains the questions which were asked to the respondents, including the
I

methods of measurement)The fifth/section pertains to the collection of data and datagathering procedures, including the plan of action as to how to collect data. lrhe final/
section describes the statistical tools used to answer all statement of problems and the
criteria used in selecting the appropriate statistics.

4.1 Methods of the Research Used
The research method used in this study is descriptive research. According to
Zikmund (2000), descriptive research is used to describe characteristics of a population
or phenomenon. Descriptive research seeks to determine the answers to who, what, when,
where, and how questions.

Descriptive research or statistical research provides data about the population or
universe being studied. But it can only describe the "who, what, when, where and how"
of a situation, not what caused it. Therefore, descriptive research is used when the
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objective is to provide a systematic description that is as factual and accurate as possible.
It provides the number of times something occurs, or frequency, lends itself to statistical

calculations such as determining the average number of occurrences or central tendencies
(http://www.ryerson.ca/~mjoppe/ResearchProcess/DescriptiveResearch.htm, Date: 24th

August, 2004). The object of descriptive research is 'to portray an accurate profile of
persons, events, or situations' Robson (2002).Descriptive statistics is used in describing
parameters of the respondents' demographic profiles.

To accomplish the research objectives, a survey was used in order to collect
primary data for this study. Zikmund (2000) stated that "Survey is the research technique
in which information is gathered from sample of people by use of questionnaire; a
method of data collection based on communication with a representative sample of
individuals". Throughout this research, it is to be understood that the term survey means
sample survey, a survey obtaining a representative sample of the target population.
"Survey can provide quickly, inexpensively, efficiently, and accurate means of assessing
information about the population."
In this research, primary data were collected from questioning respondents to
secure the desired information with the use of questionnaires. The researcher conducted
the research by face-to-face interview. The advantages of this method are obtaining
feedback immediately, and collecting all the completed responses within a short period.
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4.2 Respondents and Sampling Procedures
4.2.1 Target population

Since this research investigates factors affecting online books purchase decisions
through Amzon.com of Assumption University students, therefore the target population
of this research was: All students of Assumption University. The total number of
Assumption University students' enrollment for the year 2004 is 19,965 students. "Target
population is the complete group of specific population elements relevant to the research
project" (Zikmund, 2000).
4.2.2 Sample

The sample of this research was students of Assumption University who have
visited Amazon.com at least once and have not purchased online before. A sample is
defined as a subset or some part of a larger population (Zikmund, 2000).
4.2.3 Determining Sample Size

Sample size refers to the number of elements to be included in this study. Krejcie
& Morgan (1970) have produced a table for formulating sample size. Calculations are not

required to use this table. According to Krejcie & Morgan, if one wants to know the
sample size for 20,000 users, then one enters the table at N

=

20,000. The sample size in

this example is 377. The table 4.1 is applicable to any population of a defined (finite)
size.
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Table 4.1: Required Sample Size in Given Population

N-n
10 - 10
15 - 14
20 - 19
25- 21
30- 28
35- 32
40- 36
45- 40
50-44
55-48
60- 52
65- 56
70- 59
75- 63
80- 66
85- 70
90- 73
95- 76

N-n

N-n

100 - 80
110 - 86
120 - 92
130 - 97
140 -103
150 -108
160 - 113
170 - 118
180-123
190 - 127
200 - 132
210 - 156
220 - 140
230 - 144
240 - 148
250 - 152
260 - 155
270 - 159

280 - 162
290 - 165
300 - 169
320- 175
340 - 181
360 - 186
380 - 191
400 - 196
420 - 201
440 - 205
460 - 210
480 - 241
500 - 217
550- 226
600 - 234
650 - 242
700 - 248
750 - 254

N-n
800 - 260
850 - 265
900- 269
950 - 274
1000 - 278
1100 - 285
1200 - 291
1300 - 297
1400 - 302
1500 - 306
1600 - 310
1700 - 313
1800 - 317
1900 - 320
2000 - 322
2200 - 327
2400 - 331
2600 - 335

N-n
2800 - 338
3000 - 341
3500 - 346
4000- 351
4500- 354
5000 - 357
6000 - 361
7000 - 364
8000- 367
9000- 368
10000- 370
15000 - 375
20000-377
30000- 379
40000 - 380
50000- 381
75000- 382
1000000-384

Source: Krejcie and Morgan (1970)

Krejcie & Morgan have stated that, using this calculation, as the population
increases the sample size increases at a diminishing rate (plateau) and remains, eventually
constant at slightly more than 384 cases.
The sample size of this research is based on total number of students who are
studying in Assumption University. According to the information gathered from the
registrar office of Assumption University, the total number of students who are currently
enrolled in Assumption University is 19,965. Based on the table developed by Krejice
and Morgan, Determining Sample Size for Research Activities, the sample used was 377
respondents. Therefore, the researcher decided to use a sample of 377 to collect the
primary data through self-administered questionnaires.
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4.2.4 Sampling Method Used
In this research the researcher has chosen sample elements "not at random", .
therefore, non-probability sampling method was used. The researcher selected the sample
based on the convenience or the chance to meet target respondents. Therefore, the
researcher used convenient sampling. (This method can help researchers obtain
~

information quickly and it is economical and very practical). The respondents were asked
screening questions to verify whether they were the sample or not. The screening
questions used in this research were:Have you been to the website of Amazon.com?
Have you purchased online before?
On the respondents positive answer to the first screening question the researcher
further asked another screening question. If the respondents said "yes" to the second
screening question then the researcher excluded the respondent from filling in the
questionnaire. If the respondents said that they have not purchased online before then the
respondents were asked to fill in the questionnaire. The researcher went to various
classrooms, computer labs, campus premises and library to get the questionnaires filled.
Zikmund (2000) explained that "Non-probability sampling is the sampling
technique in which units of the sample are selected on the basis of personal judgment or
convenience. The selection of sampling units in non-probability sampling is quite
arbitrary, as researchers rely heavily on personal judgment. It should be noted that there
are no appropriate statistical techniques for measuring random sampling error from a
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non-probability sample. Thus, projecting the data beyond the sample is statistically
inappropriate".
4.2.5 Sampling Unit
The sampling unit in this research was Assumption University and the sampling
element of this research was the Assumption University students who have visited
Amazon.com at least once and have not purchased online before. "The sampling unit is a
single element or group of elements subject to selection in the sample" (Zikmund, 2000).
4.3 Research Instruments and Questionnaire
The instrument that was used for this survey research is the questionnaire. The
questionnaire has been developed on the basis of the proposed conceptual framework of
this study. This questionnaire was used to obtain data from the target group of
respondents. Since the respondents are able to read and understand English, the
translation of this questionnaire into Thai was not considered necessary. The
questionnaire was prepared in English and distributed to respondents.
The questionnaire was designed based on the objectives of this research. The
formation of the questionnaire was conducted based on the conceptual framework in
Chapter 3. All questions were presented in three parts as follows:
Part I:

Characteristics of Online Shopping:

Security,

Site Awareness,

Convenience, Product Information Quality, Service Information Quality,
Price.
Part II:

Personal Information: The respondents were asked about the general
information in terms of Age, Gender, Education and Income.
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Part ill:

Decision to Purchase Books Online through Amazon.com

The questions related to Part I online factors and Part III potential to purchase
online follow a five-point Likert scale format with anchors of Strongly Agree (5) and
Strongly Disagree (1). The reason why this research used the five point Likert-scale was
because Hussey (1997) wrote that a further advantage of the Five Point Likert-scale is
that a number of different statements can be provided in a list, which does not take up
much space, is simple for the respondent to complete and simple for the researcher to
code and analyze. Below is the research instrument design.
The scores obtained from the respondents in part I were used to calculate mean
and standard deviations. Based on the study, the mean score is weighted as follows:
(Sekeran 1992).
Level= 5
Range = Maximum- Minimum
=5-1=4
Interval = Range I Level = 4 I 5 = .80
To be more precise, the researcher, in this study, used Interval= 0.80
Rating Scale

Interpretation (Online Factors)

4.20-5.00

Strongly Agree

3.40-4.19

Agree

2.60-3.39

Neutral

1.80-2.59

Disagree

1.00 - 1.79

Strongly Disagree

St Gabriel's Library, Au
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Table 4.2: Research Instrument Design

Part

Title

Variable

Question
number
,1

Part I

Independent
Variables
Online Shopping
Characteristics
i,/

Part II

Partm

Demographic Profiles

Decision to purchase
books online through
Amazon.com

•
•
•
•
•
•

Security

1-3

Site Awareness

4-6

Convenience

7-10

Product Information Quality

11-14

Service Information Quality

15-18

Price

19

•

Age

20

•
•

Gender

21

Education

22

•

Income

23
24

(For more details about variables and questions to measure them, please consult
questionnaire in appendix A)

4.3.1 Pilot Study
In this research the questionnaire has been pre-tested with forty respondents, who
are students of Assumption University. The reason why forty questionnaires were
distributed for the pilot study is because this number is approximately ten percent of the
total respondents for this research. Each respondent was asked to fill in the questionnaire
in order to ( 1) measure the convenience and ease of answering the questionnaire and
collecting data based on the feedback of respondents; (2) ascertain the time spent for
answering the full questionnaire; and (3) find out which terminology or part of the

60
questionnaire was difficult or any category needed to be modified prior to the conduct of
the final survey.
Churchill (1991) stated that "Each question in the questionnaire should be
reviewed carefully to ensure that it is not confusing or ambiguous, potentially offensive
to the respondents, leading or bias inducing and also is easy to answer. It claims that a
questionnaire pretest is vital. This implies the use of the questionnaire on a trial basis in a
small pilot study to determine how reliable and valid the questionnaire is. In the pretest,
the interviewer can see whether some questions, seem confusing or produce resistance or
hesitancy among respondents for one reason or another. In order to detect the weakness
and error in the instruments (Questionnaire), pre-testing is required before any actual
testing is conducted. Pretests are considered essential to detect the problems of the
questionnaire when obtaining information from the respondents".
The result of the pilot study showed that all of the respondents found the
questionnaire easy to understand and complete.

The average time taken to fill each

questionnaire was seven minutes. There was no need to make changes to the
questionnaire after conducting the pilot study.
4.3.2 Reliability Tests

Reliability refers to the accuracy and precision of procedure. It is concerned with
estimates of the degree to which a measurement is free of random or unstable error.
Reliability testing is of significance and will be required solely in case the independent
variables are interdependent and contain linkages in the operational process.
Since the concepts of the independent variables are composite measures, an index
measure technique is used. Reliability test of such concepts by "Cronbach alpha" value
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indicates the certain acceptance of whether such particular concepts are statistically
applicable for further test with the dependent variables. Cronbach alpha is utilized to test
the internal consistency of the measurement. Each scale is tested by SPSS to compute
alpha value. If alpha is greater than or equal to 0.6, it indicates a strong measure of
reliability (Hair et al., 1998). Reliability of sub variables of dependent variables 1s
assessed by the internal consistency method (Cronbach's alpha).
At the end of the pre-test process, the researcher tested the reliability of the
instrument for Part I. The 5-point Likert scale ranging from I-Strongly disagree to 5Strongly agree used. Forty questionnaires were distributed as it is ten percent of the total
population, approximately. After the respondents filled in the questionnaires, researcher
put data in to SPSS and tested the reliability by using Alpha model. The result is shown
in table 4.6 below:
Table 4.3: Reliability Analysis - Scale (alpha)
(The higher the value of the alpha, the more the reliability)

Variable

No of case

No of items

Alpha

Security

40

3

.796

Site Awareness

40

3

.783

Convenience

40

4

.823

Product Information Quality

40

4

.834

Service Information Quality

40

4

.874

All

40

18

.775

From the above results, the researcher observed that all of the variables have an
alpha value greater than 0.6. Since the lowest acceptable limit for Cronbach's alpha
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suggested by Hair et al., (1998) is 0.6, the researcher concluded that the data are
adequately reliable.
4.4 Collection of Data I Gathering Procedures
4.4.1 Collection of Data

In this study, the data were collected from primary as well as secondary sources.
Secondary Data

Most of the secondary data used in this research were obtained from past
empirical studies, textbooks relating to the study, newspapers, articles, journals and the
Internet. A search for secondary information generally follows the statement of
objectives. This data can be quickly and inexpensively obtained. Malhotra (2000) stated
that secondary information is any data originally generated for some purpose other than
the present research objectives.
Primary Data

In order to carry out this study, a survey by self-administered questionnaire was
conducted to gather the primary data. Data are collected and assembled specifically for
the purpose of the investigation at hand. Malhotra (2000) defines primary data as those
originated by the researcher for the specific purpose of addressing the research problem.
Obtaining primary data can be expensive and time-consuming.
4.4.2 Data Gathering Procedures

After designing questionnaire, primary data was collected. The researcher asked
screening question to verify whether they were the target respondents or not. The
screening question was; Have you ever been to the website of Amazon.com? On
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respondents' positive answer to the screening question, the target respondents were asked
to fill in the questionnaire. The researcher requested the target respondents to fill in the
questionnaire according to the researcher's convenience. The researcher asked all the 377
respondents to complete the questionnaire personally.

4.5 Statistical Treatment of Data
The data were coded into the symbolic format that is used in Statistical Package
for Social Science (SPSS) program. This program is utilized to summarize and interpret
the data especially when time is limited and it used for descriptive analysis. All statistical
manipulations of the data follow commonly accepted research practices. The form of
data presentation from these procedures would also be presented in an easily interpretable
format using descriptive along with tabular form.
The detail and concepts of each statistical method used are shown as follows:

4.5.1 Descriptive Analysis
The researcher used Descriptive statistics of frequency distribution describing the
demographic profile such as age, gender, education of the respondents.
Zikmund (2000) stated that in order to interpret the data gathered, descriptive
analysis is applied to transform the raw data into a form making it easy to understand and
interpret; rearranging, ordering, and manipulating data to provide descriptive information.

4.5.2 Multiple Regression
According to Aaker (2001), regression analysis is a statistical technique that is
used to relate two or more variables. The dependent or response variable (Y), is related to
one or more independent or predictor variables (X's). The objective in regression analysis

64
is to build a regression model or a prediction equation relating the dependent variable to
more than one independent variables. The model can be used to describe, predict, and
control the variable of interest on the basis of the independent variables. The general
form of the multiple regression model can be expressed as:
.. +A·X·+o
f-' I
I
c,

Where, f31, f32, ............ , f3k

are regression coefficients associated with the

independent variables X1, X2, .......... , Xk and e is the error or residual. The assumptions in
simple linear regression apply equally to the case of multiple regression, except that
instead of the one X used in the former, more than one Xis used in the latter.
Assumptions of the Multiple Regression Model
There are five major assumptions associated with the multiple regression model.
1.

The error term is normally distributed (i.e., for each value of X, the distribution of
Y is normal.

= o].

2.

The mean or average value of the error term is zero [E (ei)

3.

The variance of the error term is a constant and is independent of the values of X.

4.

The error terms are independent of each other (the observations are drawn
independently).

5.

The values of the independent variables X are fixed (for example, by an
experimenter).
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For this study, the factors that explain online purchasing of books, consisting of
six independent variables, which were investigated using multiple regression. Table 4.3
below summarizes the hypothesis and statistical analysis.
Table 4.4: Summaries of Hypothesis and Statistical Analysis

Hypothesis

Statistics

Hol: There is no significant relationship between characteristics of online Multiple
shopping and online book purchase decision through Amazon.com of Regression
Assumption University students.
Hal: There is a significant relationship between characteristics of online
shopping and online book purchase decision through Amazon.com of
Assumption University students.
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CHAPTERS
PRESENTATION OF DATA AND CRITICAL DISCUSSION OF RESULTS
In this chapter, the researcher presents the research findings and analysis of the

study in order to answer the research questions and the research hypotheses. The data for
the factors associated with online purchase decision of books have been collected through
377 questionnaires from the target respondents. This chapter will be divided into two
parts as following:
1. Descriptive Statistics
2. Multiple Regression Analysis
5.1 Descriptive Statistics

Descriptive statistics is the statistics refers to the statistics used to describe or
summarize information about a population or sample (Zikmund, 2000). Firstly, the
researcher has analyzed the descriptive statistics of the information of the respondents
consisting of gender, age, education and income.
Descriptive analysis is based on the total 377sampling-respondents.
Frequency Tables of Personal Information of the Respondents
Gender
/

/

Table 5.1 A Summary of Respondents by Gender
Gender

Frequency
Valid

Male
Female
Total

216
161
377

Percent

57.3
42.7
100.0

Valid Percent

57.3
42.7
100.0

Cumulative
Percent

57.3
100.0
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Table 5.1, showed that 216 respondents or 57.3 percent are male and 161 or 42.7
percent are female are female out of the total 377 respondents.

Gender
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Figure 5.1.: A Summary of Respondents by Gender
Age(Year)

~5.2: A Summary of Respondents by Age
Age

Valid

18-25 years
26-33 years
34-41 years
Total

Freauencv
284
86
7
377

Percent
75.3
22.8
1.9
100.0

Valid Percent
75.3
22.8
1.9
100.0

Cumulative
Percent
75.3
98.1
100.0

Table 5.2 and figure 5.2 illustrated the frequency percentage and cumulative
percentage of respondents' age ranges. The majority of respondents are in the age range
between 18 - 25 years old (284 respondents or 75.3%). This is followed by the age range
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between 26 - 33 years old (86 respondents or 22.8%) and age range between 34 - 41
years old (7 respondents or 1.9 %). There were no respondents above 41 years old.
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Figure 5.2: A Summary of Respondents by Age
Education

~le 5.3:

A Summary of Respondents by Education
Education

Frequency
Valid

Percent

Valid Percent

Cumulative
Percent

Undergraduate

237

62.9

62.9

62.9

Masters Degree

134

35.5

35.5

98.4

Ph.D

6

1.6

1.6

100.0

Total

377

100.0

100.0

Table 5.3 and Figure 5.3 showed that the majority of respondent is by far
Undergraduate students (237 respondents or 62.9%). This is followed by the Masters

SL Gabriel's Library, Au
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Degree students (134 respondents or 35.5%). The lowest group is for the Ph.D students (6
respondents or 1.6%), since there are only 43 students in the University undertaking their
Ph.D.

Education

250

-

200

-

g>. 150CD
:l
CT

e

LL

100

-

50

-

0

I

I

I

Undergraduate

Masters Degree

PH.D

Education

Figure 5.3: A Summary of Respondents by Education
Income

?'hie 5.4: A Summary of Respondents by Income (baht per month)
Income

Frequency
Valid

0-5000
5001-15000
15001-20000
20001-25000
25001-30000
more than 30000
Total

Percent

Valid Percent

Cumulative
Percent

214
117

56.8
31.0

56.8
31.0

56.8
87.8

20

5.3
.8

5.3

93.1
93.9

3
11
12
377

2.9
3.2
100.0

.8
2.9
3.2
100.0

96.8
100.0
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Table 5.4 and Figure 5.4 showed that the vast majority of respondents (87.8%)
have a monthly income of baht 15,000 or less. 56.8% or 214 respondents have monthly
income between baht 0-5,000, 31.0% or 117 respondents have monthly income between
baht 5,001-15,000, 5.3% or 20 respondents have monthly income between baht 15,00120,000, 0.8% or 3 respondents have monthly income between baht 20,001-25,000, 2.9%
or 11 respondents have monthly income between baht 25,001-30,000 and 3.2 % or 12
respondents have monthly income more than baht 30,000.

Income
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pgure 5.4: A Summary of Respondents by Income (baht per month)
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The Effect of Demographic Characteristics on the Online Purchase Decision
~ 5.5:

The Effect of Gender on Online Purchase Decision
Online Purchase Decision* Gende~rosstabulation
- . --

Gender
Male
Online
Purchase
Decision

Disagree

Count
% of Total

Neutral

Count
% of Total

Agree

Count
% of Total

Strongly Agree

Count
% of Total

Total

Count

% ofTotal

Total

Female
9

5

14

2.4%

1.3%

3.7%

83

46

129

22.0%

12.2%

34.2%

100

91

191

26.5%

24.1%

50.7%

24

19

43

6.4%

5.0%

11.4%

216

161

377

57.3%

42.7%

100.0%

In table 5.5 depicted above, 3.7 % of the total, namely 14 (9 male and 5 female)
students disagreed that they have the potential to purchase books online through
Amazon.com. Similarly, 129 students (83 male and 46 female) responded that they are
neutral about having the potential to purchase books online through Amazon.com.
Likewise, 191 (100 male and 91 female) students agreed to have the potential to purchase
books online through Amazon.com. A total 43 students (24 male and 19 female)
responded that they strongly agree in having the potential to purchase books online
through Amazon.com.
From the above figure 5.5, the researcher can summarize that 191 students (100
male and 91 female) responded that they are neutral (might or might not have potential to
purchase books online). Accordingly, 234 students are above the neutral level (124 are
male and 110 are female). The students who are below the neutral only accounted for a
total of 14 students. No cases were reported in the strongly disagree category.
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T/5.6: The Effect of Age on Online Purchase Decision .
Online Purchase Decision * Age/Crosstabulation
I

'

.. ·

..

Total

Aae-arouo
Online
Purchase
Decision

Disagree

Neutral
Agree
Strongly Agree
Total

18-25 years

26-33 years

34-41 years

14

0

0

14
3.7%

Count

% of Total

3.7%

.0%

.0%

Count

87

42

0

129

% of Total

23.1%

11.1%

.0%

34.2%

Count

148

38

5

191

% of Total

39.3%

10.1%

1.3%

50.7%

Count

35

6

2

43

% of Total

9.3%

1.6%

.5%

11.4%

Count

284

86

7

377

% of Total

75.3%

22.8%

1.9%

100.0%

Table 5.5 above showed that 3.7 % or 14 students aged between 18-25 years old
disagreed to have the potential to purchase books online through Amazon.com. 129
students who responded (87 students in the age-group 18-25 years old, 42 students in
age- group 26-33 years old) indicated that they are neutral in having the potential to
purchase books online through Amazon.com. Similarly, the students who agreed that they
will have the potential to purchase books online through Amazon.com accounted for a
total of 191 (148 students in the age-group 18-25 years old, 38 students in the age-group
between 26-33 years old and 5 students in the age-group 34-41 years old). The students
who strongly agreed to having the potential to purchase books online through
Amazon.com accounted for a total of 43 students, in this category the maximum number
of students, that is, 35 students fall within the age-between 18-25 years old, 6 students in
the age-group between 26-33 years old and 2 students in the age-group between 34-41
years old.

73

Table 5.7: The Effect of Education on Online Purchase-Decision
(

..,

/

···,·

......,,__......

/"

"~,,......_

Online Purchase Decision * Education. Crosstabulation ·)
~
,.,

Education
Masters
Underaraduate
Dearee
Online
Purchase
Decision

Disagree

Count
% ofTotal

Agree

Count
% of Total

Stronly Agree

Count
% ofTotal

Total

PH.D

Count

% of Total
Neutral

Total

Count
% of Total

10

4

0

14

2.7%

1.1%

.0%

3.7%

74

55

0

129

19.6%

14.6%

.0%

34.2%

121

64

6

191

32.1%

17.0%

1.6%

50.7%

32

11

0

43

8.5%

2.9%

.0%

11.4%

237

134

6

377

35.5%

1.6%

100.0%

62.9%

Table 5. 7 above showed that a total of 14 students disagreed that they will have
the potential to purchase books online through Amazon.com (10 Undergraduate students
and 4 Masters Degree students). Similarly, a total of 129 students (74 Undergraduate
students and 55 Masters Degree students) said that they are neutral in having the potential
to purchase books online through Amazon.com. A total of 191 students (121
Undergraduate students, 64 Masters Degree students and 6 Ph.D students) agreed in
having potential to purchase books online through Amazon.com. For the students who
said that they strongly agree the total number amounted to 43 students (32 Undergraduate
students and 11 Masters Degree students).
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Table 5.7: The Effect oflncome on Online Purchase Decision

Online Purchase Decision * Income Crosstabulation

-

.

·-

Income
0-5000
Online
Purchase
Decision

Disagree

Count
% of Total

Neutral

Count
% of Total

Agree

Count
% of Total

Stronly
Agree
Total

Count
% of Total
Count
% of Total

5001-15000

15001-20000

20001-25000

25001-30000

more than
30000

Total

14

0

0

0

0

0

14

3.7%

.0%

.0%

.0%

.0%

.0%

3.7%

79

40

1

2

1

6

129

21.0%

10.6%

.3%

.5%

.3%

1.6%

34.2%

98

58

19

1

9

6

191

26.0%

15.4%

5.0%

.3%

2.4%

1.6%

50.7%

23

19

0

0

1

0

43

6.1%

5.0%

.0%

.0%

.3%

.0%

11.4%

214

117

20

3

11

12

377

56.8%

31.0%

5.3%

.8%

2.9%

3.2%

100.0%
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Table 5.7 above showed that 14 students having an income level between baht 05000 disagreed in having the potential to purchase books online through Amazon.com.
The students who said they are neutral with respect to having the potential to purchase
books online through Amazon.com totalled 129 students (79 students in the income level
between baht 0-5000, 40 students in the income level between baht 5001-15000, 1
student in the income level between baht 15001-20000, 2 students in the income level
between baht 20001-25000, 1 student in the income level between baht 25001-30000 and
6 students in the income bracket of more than baht 30000). Similarly, those students who
agreed to have the potential to purchase online totalled 191 students (98 students in the
income level between baht 0-5000, 58 students in the income level between baht 500115000, 19 students in the income level between baht 15001-20000, 1 student in the
income level between baht 20001-25000, 9 students in income level between baht 2500130000 and 6 students in the income bracket of more than baht 30000). Moreover, students
who strongly agreed in having the potential to purchase books online through
Amazon.com amounted to a of total 43 students (23 students in the income level between
baht 0-5000, 19 students in the income level between baht 5001-15000, no students in the
income level between baht 15001-20000 and baht 20001-25000, 1 student in the income
level between baht 25001-30000, and no student in income level more than baht 30000).
From the above discussions the researcher can summarize that the students who
responded to have the potential to purchase books online through Amazon.com above the
neutral category are mostly students in the income level between baht 0-5000. The
students in income level baht 5001-15000 were also recorded as having the potential to
purchase books online through Amazon.com.
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5~,~le Linear Regression (MLR)
In

t~is

research, the independent variables consist of the online factors namely;

security, site awareness, convenience, product information quality, service information
quality and price. These factors might affect the online purchase decision. Therefore, the
researcher incorporated these factors into the multiple regression model. The researcher
wanted to examine what "Y" (dependent variable) would be for a given value of "X"
(Independent variables). Since Multiple Linear Regression (MLR) is suitable for two or
more independent variables to estimate a dependent variable it has been used in this
research. Here the researcher used the Stepwise method to estimate the dependent
variable.
Weiers (1994) described stepwise regression as a method in which independent
variables enter the regression analysis one at a time. The first X variable to enter is the
one explaining the most variation in Y. At each step, the variable entered explains the
greatest amount of the remaining variation in Y.
Weires (1994) shows a formula for calculating the multiple regression as follows:

Y= ~o+ ~ix1 + ~2X2+

...................... + ~kXk

Where;

Y=

Value of the dependent variable

~o=

Y intercept

X1, X2, ...... , Xk =

Values of the independent variables, X1, X2, ...... , Xk

~1, ~2, ....... , ~k =

Partial regression coefficients for the independent
variables, X1,X2, .... , Xk
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Coefficient of Multiple Determination (R2)

R2 is a statistic that measures the degree of explanatory power achieved by the
fitted regression equation. The regression coefficient (represented by r2 ) can take on any
value between 0 and + 1. It measures the proportion of the variation in a dependent
variable that can be explained statistically by the independent variable or variables. If the
regression equation explains all the variation, then R2
variation, then R2

=

=

1. If it explains none of the

0. Thus, the better the explanatory power of the regression equation,

the closer R2 is to l(Picconi, Romano, and Oise, 1993).

:r(Y-Y) 2
Rz=

----:r(Y-Y) 2

=Explained portion of total variation of Y due to regression equation
Total Variation of Y

Coefficient of Correlation, (R)

R is used to measure the strength and direction of the linear association between
two quantitative variables. The possible values of R range from -1.00 to + 1.00 and
indicate the different degrees of linear association that may be found. The extreme
values, -1.00 and + 1.00 indicate perfect negative correlation and perfect positive
correlation, respectively (Picconi, Romano, and Oise, 1993).

R=

l: ( X - X) (Y - Y)

~l:(X-

X) 2

~l:(Y-

Y)2
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Durbin-Watson Statistic
The value of the Durbin-Watson Statistic ranges between 0 and 4; a value close to
2 indicating that successive residuals are statistically independent. If the Durbin Watson
value falls below 1.5 or above 2.5, this indicates that the presence of serial correlation is
likely disrupting our prediction reliability and statistical significance testing. A Durbin
Watson value between 1.5 and 2.5 indicates that the presence of serial correlation may
not be disruptive (Picconi, Romano, and Oise, 1993).

ANOVA table for the hypothesis statement
Null hypothesis

Ho: f31

=

f3z

= .....

f3k = 0

Alternative hypothesis
H1: At least one f3i '¢ O; i = 1, 2, ....... , k
Test Statistic
MSR
F(k, n-k-1) =

__

MSE

Reject Ho if the observed value of the test statistic is in the rejection region, and
conclude that at least one of the f3i's is nonzero. That is, Reject Ho F (k, n-k-1) > F (a, K,
n-k-1).
F (k, n-k-1) > F (a, K, n-k-1)
k =No. of independent variables
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n =No. of observation
MSR
F(k, n-k-1) =

__

MSE
When a p-value for the observed F value is provided by the computer regression
program, the p-value should be interpreted as the area in the right hand tail of the F
distribution beyond the observed F value. When we find a p-value smaller than the given
significant level, it indicates that the observed F falls in the rejection region defined by
the significance level and we should reject Ho.

T- Test for the significance of a Partial Regression Coefficient:
Ho: ~i = 0
Ha: ~i

-:f:.

0, i =I, 2, .... , k

Test Statistic
t = bi-0
Shi

Where;

bi= The observed value of the regression coefficient
Shi = The standard deviation of bi

Decision Rule
This research has used a 95% level of significance. If there is a statistically
significant relationship, that is P < 0.05, Ho has to be rejected. Therefore, Ha is accepted.
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/s.2.1: Multiple Linear Regression (MLR)
Hypothesis

Hol: There is no significant relationship between characteristics of online shopping and
online book purchase decision through Amazon.com of Assumption University students.

Hal: There is a significant relationship between characteristics of online shopping and
online book purchase decision through Amazon.com of Assumption University students.
Statistically it is;

Ho:

P1 = P2 = ........ = P6 = O

Ha: At least one Pi 'f:.

O; i =1, 2, ... , 6

Multiple Linear Regression model for online books purchase decision of
Assumption University students.

A value of dependent variable (potential to purchase online)
Constant value (this is the estimated value of "Y" when all of the
independent variables are equal to zero.
Security
Site Awareness
Convenience
Product Information Quality

Xs

Service Information Quality
Price
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VTable

5.8: Correlations Table

, ....-·

'~elations)
-·-

Online
Purchase
Decision
Pearson
Correlation

Sig. (1-tailed)

I

N

Online Purchase Decision

Securitv

Site
Awareness

Convenience

Product
Information
Qualitv

Service
Information
Quality

Price

1.000

.497

.421

.624

.469

.365

.185

Security
Site Awareness
Convenience
Product Information Quality

.497
.421
.624

1.000
.514
.425

.514
1.000
.378

.425
.378
1.000

.485
.387
.504

.435
.306
.501

.208
.068
.224

.469

.485

.387

.504

1.000

.521

.457

Service Information Quality

.365

.435

.306

.501

.521

1.000

.306

Price
Online Purchase Decision

.185

.208

.068

.224

.457

.306

1.000

.000

.000

.000

.000

.000

.000

Security
Site Awareness
Convenience
Product Information Quality

.000
.000
.000

.000
.000
.000

.000
.000

.000

.000
.000
.000

.000
.000
.000

.000
.094
.000

.000

.000

.000

.000

.000

.000

Service Information Quality

.000

.000

.000

.000

.000

Price
Online Purchase Decision

.000

.000

.094

.000

.000

.000

377

377

377

377

377_

377

377

Security
Site Awareness
Convenience
Product Information Quality

377
377
377

377
377
377

377
377
377

377
377
377

377
377
377

377
377
377

377
377
377

377

377

377

377

377

377

377

Service Information Quality

377

377

377

377

377

377

377

377

377

377

377

377

377

377

Price

.000

(fJ
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5.2.2: Correlation Analysis

Table 5.4 showed the Pearson sample correlation coefficients, the relationship
between two variables at a time, for example, between security and online purchase
decision the relationship is 0.497 with a significant value (0.00 < 0.05).
The relationship of online purchase decision with itself is perfect, linear, and
direct since fy,y = 1.00. Similar interpretations apply to security (fl,1 = 1.00), site
awareness (f2,2 = 1.00), convenience (f3,3 = 1.00), product information (f4,4 = 1.00), service
information (fs,s = 1.00) and price (f6,6 = 1.00).
The correlation of online purchase decision and \sec~l is medium positive
------~----.-

correlation as fy,I

=

0.497. The correlation of online purchase decision and site awareness

is also a medium positive correlation as fy,2

=

0.421. The correlation of online purchase

decision and convenience is medium positive correlation as fy,3

=

0.624. Similarly the

correlation of online purchase decision and product information quality is medium
positive correlation as fy,4

=

0.469. The correlation between online purchase decision and

service information quality and correlation of online purchase decision and price is low
positive correlation as fy,s = 0.365 and fy,6 = 0.185 respectively.
The correlation coefficient (r) ranges from + 1.0 to -1.0. If the value of r is 1.0,
there is a perfect positive linear relationship. If the value of r is -1.0, there is a perfect
negative linear relationship, or perfect inverse relationship. The table 5.5 below will show
r-value and measure the strength of association. It can help interpret results:
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Table 5.9: r-value and measure of the strength of association

Correlation (r)

Interpret

1

Perfect positive linear association

0

No linear association

-1

Perfect negative linear association

0.90 to 0.99

Very high positive correlation

0.70 to 0.89

High positive correlation

0.4 to 0.69

Medium positive correlation

0 to 0.39

Low positive correlation

0 to-0.39

Low negative correlation

-0.40 to -0.69

Medium negative correlation

-0.70 to-0.89

High negative correlation

-.90 to -0.99

Very high negative correlation

Source: Hussey (1997), Business research: a practical guide for undergraduate and
postgraduate students, page 227

The 7x7 matrix is symmetric about the main diagonal, therefore all the
information about the type and strength of relationship between two variables can be
obtained from the correlation coefficients either above the main diagonal or below it.
The middle portion of Table 5.4 contains p-values (sig = significance for a onetailed test). The p-values of .000 means that Ho can be rejected plainly at the critical level
of alpha= .005.
Lastly, N (i.e 'n') = 377 since all the observations were used in the estimation.
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~:2.3:
1

Model Summary aud Evaluation with S., R, R'

Table 5.10: Model Summary

Model Summary(e)

Chanqe Statistics
Model

R

R Square

Adjusted R
Square

Std. Error of
the Estimate

R Square
Chanqe

F Chanqe

1

.624(a)

.389

.387

.56152

.389

238.783

2

.674(b)

.455

.452

.53116

.066

45.092

3

.682(c)

.52679

.010

.687(d)

.465
.472

.461

4

.467

.52394

.007

a
b
c
d
e

df1

df2

Sio. F Chanqe

1

375

.000
.000

7.232

1
1

374
373

.007

5.063

1

372

.025

Predictors: (Constant), Convenience
Predictors: (Constant), Convenience, Security
Predictors: (Constant), Convenience, Security, Site Awareness
Predictors: (Constant), Convenience, Security, Site Awareness, Product Information Quality
Dependent Variable: Online Purchase Decision

Durbin-Watson

1.687
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From the model summary, Table 5.5, convenience, security, site awareness and
product information are entered in the final regression model 4 which is the best model.
In this Table 5.5, the sample multiple correlation coefficient (R) is reported equal to
0.687. R measures the degree of relationship between the actual values of (Yi) and the
predicted values of (Yi) of the online purchase decision. Since the Yi values are obtained
as a linear combination of security (X1), site awareness (X2), convenience (X3) and
product information (X4), the coefficient value of 0.687 indicates that the relationship
between online purchase decision and four independent variables is medium and positive.
The sample Coefficient of Determination R-square or R2 is equal to 0.472 which means
that about 4 7% of the variation in the online purchase decision is explained or accounted
for by the security, site awareness, convenience and product information..
Adjusted R-square (or R2 with a bar over it) is the sample coefficient of
determination after adjusting the degrees of freedom lost in the process of estimating the
regression parameters. In this case, five parameters A and B1, B2, B3 and B4 were
estimated so that five degrees of freedom (df) have been lost. The Adjusted R-square is
0.467 which is smaller in value than the unadjusted.
The standard error of the estimate (Se) is reported to be 0.52. The closer the
values of standard error to zero, the higher the precision of the estimates, suggesting that
the presence of chance errors due to sampling is not severe. The Durbin-Watson is 1.687
so the error is independent.
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_,/

5J"4: Hypothesis Testing
,/

/Table 5.11: ANOV A Table

(
Model
1

2

3

4

a
b
c
d
e

I

Regression

Sum of\
Sou ares

/

ANOVA(e)

!--or/

/

.«'

Mean Square

75.289

1

75.289

Residual

118.239

375

.315

Total

193.528

376

Regression

88.011

2

44.006

Residual

105.517

374

.282

Total

193.528

376

Regression

90.018

3

30.006

Residual

103.510

373

.278

Total

193.528

376

Regression

91.408

4

22.852

Residual

102.120

372

.275

Total

193.528

376

F

Sig.

238.783

.OOO(a)

155.976

.OOO(b)

108.127

.OOO(c)

83.244

.OOO(d)

Predictors: (Constant), Convenience
Predictors: (Constant), Convenience, Security
Predictors: (Constant), Convenience, Security, Site Awareness
Predictors: (Constant), Convenience, Security, Site Awareness, Product Information Quality
Dependent Variable: Online Purchase Decision

From the Table 5.6 we can see that the value of F is equal to 83.244, P = 0.000 <
0.05, therefore the Ho is rejected. Therefore the alternative hypothesis is accepted. The
combination of online factors is significantly related to online purchase decision. This
means that there is at least one independent variable that can explain the dependent
variable (online purchase decision).

Hal: There is a significant relationship between characteristics of online shopping and
online book purchase decision through Amazon.com of Assumption University students.
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Table 5.12: Coefficients
Coefficients{a)

Unstandardized
Coefficients
Model

B
Std.
(Constant)
1.356
Convenience
.656
(Constant)
.614
2
Convenience
.529
.320
Security
(Constant)
3
.397
Convenience
.504
Security
.261
Site
.138
Awareness
.224
4
(Constant)
Convenience
.466
Security
.228
Site
.124
Awareness
Product
.127
Information
Quality
a Dependent Variable: Online Purchase Dec1s1on
1

Standardized
Coefficients

Error

t

Beta

.154
.042
.183
.044
.048
.199

95% Confidence lnteNal for B

.624
.503
.283

Sig.

Lower Bound

Upper Bound

Collinearit" Statistics
Tolerance

VIF

8.795

.000

1.053

1.660

15.453
3.351
11.933
6.715
1.998

.000
.001
.000
.000
.046

.572
.254
.442
.227
.006

.739
.974
.616
.414
.788

1.000

1.000

.819
.819

1.220
1.220

.045

.480

11.221

.000

.416

.593

.785

1.274

.052

.231

5.005

.000

.159

.364

.674

1.485

.051

.121

2.689

.007

.037

.239

.704

1.419

.212
.048

.444

1.057
9.770

.291
.000

-.193
.373

.641
.560

.688

1.454

.054

.201

4.217

.000

.122

.334

.622

1.607

.051

.109

2.421

.016

.023

.225

.695

1.439

.056

.105

2.250

.025

.016

.238

.648

1.543
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5.2.5: Coefficients

Table 5.7 shows that the unstandardized coefficient (B) of convenience = 0.466,
security= 0.228, site awareness= 0.124 and product information= 0.127. Therefore, it
can be concluded that convenience, security, site awareness and product information in
online purchase affect the online purchase decision.

131 = convenience = 0.466 represents partial effect of convenience on online
purchase decision, holding security, site awareness, product information constant. The
estimated positive sign implies that such effect is positive.

132 = security= 0.228 represents the partial effect of security on online purchase
decision, holding convenience, site awareness, product information constant. The
estimated positive sign implies that such effect is positive.

133 = site awareness = 0.124 represents the partial effect of site awareness on
online purchase decision, holding convenience, security, product information constant.
The estimated positive sign implies that such effect is positive.

134 =product information quality= 0.127 represents the partial effect of product
information on online purchase decision, holding convenience, security, site awareness
constant. The estimated positive sign implies that such effect is positive.
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5.2.6: Multiple Regression Equation for Online Purchase Decision
Online Purchase Decision= 0.224 + 0.466 convenience + 0.228 security+ 0.124 site

awareness+ 0.127 product information quality

The values listed under "Beta" represent an alternative set of coefficients that
would be used instead if all variables were first converted to Z-scores, which means if
they were first standardized. There is no value for "constant" in this column. If all
variables are in Z-score form, the Y-intercept is always zero. Thus, the prediction
equation for predicting Z-scores on Y from Z-scores on the various predictors is:

Online Purchase Decision= 0.444 convenience+ 0.201 security+ 0.109 site awareness

+ 0.105 product information quality
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CHAPTER6
SUMMARY, DISCUSSION OF FINDINGS, CONCLUSIONS AND
RECOMMENDATIONS
This chapter contains the following: General Results, Multiple Regression
Analysis, and comparison with earlier studies. Finally, the chapter ends up with some
suggestions for further studies.
6.1 Summary of the Findings

This section presents the summary of the findings in two parts: the demographic
data and the multiple regression analysis.
6.1.1 Demographic data

The findings of this study show that amongst the Assumption University students
those who are aware of Amazon.com and have not purchased books online before, the
proportion of males is more than the proportion of females.
The respondents are mostly in the age range between 18-25 years old (284
respondents or 75.3%). This is followed by the age range between 26-33 years old (86
respondents or 22.8%) and age range between 34-41 years old (7 respondents or 1.9%).
There were no respondents who accounted in the age bracket above 41 years old.
·The largest group of respondents is Undergraduate students (237 respondents or
62.9%). The second largest group is the Masters Degree students (134 respondents or
35.5%). The Ph.D students accounted for only 6 respondents or 1.6%.
The findings of this research also showed that students who responded to have the
potential to purchase books online through Amazon.com above the neutral are mostly the
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students in the income level between baht 0-5000. The students in income level baht
5001-15000 were also generally in favor of having the potential to purchase books online
through Amazon.com.
Similarly, the result from the effect of demographic characteristic gender on the
online books purchase decision showed that 191 students (I 00 male and 91 female)
responded that they are neutral. Accordingly, 234 students are above the neutral level
(124 are male and 110 are female). The students who are below the neutral level
constitute only 14 students. No cases were reported in the strongly disagree category.
This was found to be a positive indicator that both male and female students are equally
positive about purchasing books online through amazon.com with a greater proportion of
male to female students.
The result from the effect of the demographic characteristic age on the online
purchase decision showed that the age-group 18-25 years old has the potential to
purchase books online through Amazon.com which is followed by the age 26-33 years
old and 34-41 years old.
The result from the effect of the demographic characteristic education on the
online purchase decision showed that 14 students disagreed in having the potential to
purchase books online through Amazon.com (10 Undergraduate students, 4 Masters
Degree students). On the other hand, a total of 129 students (74 Undergraduate students,
55 Masters Degree students) said that they are neutral with respect to having the potential
to purchase books online through Amazon.com. Total 191 students (121 Undergraduate
students, 64 Masters Degree students and 6 Ph.D students) agreed in having the potential
to purchase books online through Amazon.com. For the students who said that they
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strongly agree the total number amounted to 43 students (32 Undergraduate students and
11 Masters Degree students).
The result from the effect of the demographic characteristic income on the online
purchase decision showed that students who responded to have the potential to purchase
books online through Amazon.com above the neutral category to be in the income level
between 0-5000. The students in income level 5001-15000 also proved to be in favor of
having the potential to purchase books online through Amazon.com.

6.1.2 Multiple Regression's Result
The results summarized below for multiple regression analysis are based on data
collected from students of Assumption University who are aware of Amazon.com and
have not purchased online before. The results are as following:The results from multiple regression analysis showed that there are only four
factors from six factors included in the equation for explaining online purchase decision,
which are namely; convenience, security, site awareness and product information. The
excluded factors are service information quality and price. The equation for explaining
online purchase decision is as following:-

Online Purchase Decision = 0.444 (convenience) + 0.201 (security) + 0.109 (site
awareness)+ 0.105 (product information quality)

Convenience, security, site awareness and product information are positively
related to the online purchase decision. These results indicate that the Assumption
University students are mainly concerned for convenience in their decision to purchase
books online from Amazon.com, which means that if they feel it is convenient to search
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for a product, simple and hassle-free to operate, navigating wanted pages is trouble-free
and if they find the website user friendly then they would purchase books online through
Amazon.com.
The second important factor considered by the AsS'ffmption University students in
online purchase decision of books through Amazon.com is security. If the students think
that their financial and personal details will not be misused by the Amazon.com then they
would purchase books online through Amazon.com. This also implies that if
Amazon.com provides detailed information about security, transaction protection, then
they would purchase books online through Amazon.com.
The third important factor for Assumption University students in the online
purchase decision of books through Amazon.com is Site Awareness. This implies that if
the website Amazon.com is very famous as an Internet bookstore and well known
through the advertising media then they would purchase books online through
Amazon.com.
Lastly, according to the findings of this result, product information is considered
important by the Assumption University students. This means that if Amazon.com
provides up-to-date information about the books, sufficient information about the books,
easy to understand book information and relevant book information, then the Assumption
University students would purchase books online through Amazon.com.
6.2 Discussion of the Findings
6.2.1 Convenience

Vellido, Lisboa and Meehan (2000) studied responses of 2,180 individuals to 44
items from GVU's Ninth WWW User Survey (Kehoe et al., 1998). They extracted nine
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factors associated with user opinions of online shopping. Among those factors,
convenience over the shopping process was one of the factors which was considered to
have an impact on the online purchase.
According to a study carried out by Cheskin Research and

Studio

Archetype/Sapient in 1999, ease of use is one of the main reasons for buying online.
Moreover, according to the research conducted by Simintiras et al., (2000), convenience
was preferred by all the respondents. Ease of navigation is important as it makes
consumers' site visits a more pleasurable and rewarding experience, making it easy to
find exactly what they are looking for or do exactly what they want to do (Yang et al.,
2003).
The findings of this research also revealed convenience to be the most important
factor that is considered by the students in the online purchase of books through
Amazon.com.
6.2.2 Security

According to the research conducted by Yang et al., (2003), Security is the
highest rated component. Security is also often related to privacy issues which means
consumers' fear of invasion of privacy and concerns about the security of personal
information (e.g. credit card numbers). Joines et al., (2003) have identified security as a
big consumer concern. A survey of 10,000 Web users conducted by the Georgia Institute
of Technology concludes that privacy now overshadows censorship as the number one
most important issue facing the Internet (Machlis, 1997).
A study by CommerceNet also shows that privacy is online consumers' biggest
concern (Tweney, 1998). According to a Price Waterhouse survey, of Internet users 81
percent and of people who buy products and services on the Internet 79 percent are afraid

.....

.....
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about threats to their personal privacy (Merrick, 1998 & Joachim, 1998). A study by
Louis Harris reveals that privacy concerns keep 61 percent of non-Internet users offline.
Also, 78 percent of Internet users agree that privacy concerns make them use the Web
less extensively than otherwise (Mand, 1998).
A survey conducted between December 1997 and July 1998 by Andersen
Consulting of 3000 European executives disclosed that privacy and security issues, as
well as the lack of a suitable framework for commercial regulation were designated as
key barriers to developing electronic commerce (Chaffey et al., 2000).
Lawrence et al., (1998), have considered that consumers have fears of their
transaction information being intercepted and used by someone else when sending their
credit card details over the Internet. Consumers are hesitant in making an online
purchase due to online payment security, reliability, and privacy policy of the online
store.
The result of this research is similar to that of Yang et al., (2003) though security
is the second highest rated factor in this research. This could possibly be a result of this
research being done for online purchase of books, which constitute a low risk item (low
sums involved in each transaction therefore a low risk for potential buyers who are wary
of buying over the Internet).
6.2.3 Site Awareness

According to the research conducted by Park et al., (2003), site awareness was
found to have significantly contributed to the online purchase behavior. In this research
the findings are similar as site awareness contributed to the online purchase decision of
books.
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6.2.4 Product Information Quality

In searching and purchasing, product information quality is a critical feature that
affects the consumer. The key benefit of electronic commerce is screened information,
which enables consumers to reduce the costs of information search and processing
(Bakos, 1991; Alba et al., 1997). According to the research conducted by Park et al.,
(2003), product information quality was found to have significantly contributed to the
online purchase behavior. In this research the findings are similar as product information
quality significantly contributed to the online purchase decision of books.

6.3 Conclusions
The objectives of this research were to study online shopping characteristics
affecting online purchase decisions of books through Amazon.com. The findings of this
study are expected to allow marketers and people carrying out businesses related to books
online to improve their effectiveness and efficiency by having a greater understanding
about the online book purchase decision pattern of Assumption University students. The
research was based on the following objectives:
•

To critically analyze the affect of demographic characteristics on the online
purchase decision of Assumption University students.

•

To investigate the characteristics of online shopping that can explain online book
purchase decision of Assumption University students.

•

To verify all the characteristics of online shopping used m this research can
explain online purchase decision or not and how much it can explain.

•

To ascertain a model for prediction of future online book purchase decision.
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•

To make appropriate conclusions after conducting the research and subsequently
offer useful recommendations to Amazon.com.
The researcher has achieved the set objectives of the research. The demographic

data showed;
The result from the affect the demographic characteristic gender on the online
purchase decision showed that male and female students are equally positive about
purchasing books online through Amazon.com with a greater proportion of the male than
the female students.
The result from the affect of the demographic characteristic age on the online
purchase decision showed that the age-group 18-25 years old have the potential to
purchase books online through Amazon.com, which is followed by the age-group 26-33
years old and the age-group 34-41 years old. The age-group 18-25 years old is found
positive about the online purchasing which could possibly be the result of constituting the
maximum number of students in the Assumption University belonging to the age-group
18-33 years old.
The result from the affect of the demographic characteristic education on the
online purchase decision showed that all Ph.D students (6 students) agreed to purchase
books online through Amazon.com. The master and undergraduate students who agree
amounted to a total of 185 students. The students who disagreed to purchase books online
through Amazon.com amounted to a total of 14 students (10 Undergraduate students and
4 Masters Degree students). The reason for saying that they disagree in having potential
to purchase books online through Amazon.com could be because the students do not feel
the need of acquiring books as they believe that the university library serves their
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purposes. Similarly, respondents who strongly agreed to purchase books online through
Amazon.com accounted for a total of 43 students (32 Undergraduate students and 11
Masters Degree students).
Likewise, the result from the affect of the demographic characteristic income on
the online purchase decision showed that the students who responded to have the
potential to purchase books online through Amazon.com and who are above the neutral
category are mostly found to be in the income level between baht 0-5000. The reason
why the students in the income group category between 0-5000 are positive in having
potential to purchase online could be because the students may not be working but they
may be getting pocket expenses from their parents and have the potential to purchase
books online through Amazon.com. The students in income level baht 5001-15000 were
also in favor of having the potential to purchase books online through Amazon.com. This
indicates that income does not have a great affect on the decision to purchase books
online through Amazon.com.
The result from the multiple regression showed that out of six characteristics of
online purchasing considered in the current research, only four (convenience, security,
site awareness and product information) could explain the online purchase decision. The
model of prediction is;

Online Purchase Decision = 0.444 (convenience) + 0.201 (security) + 0.109 (site
awareness)+ 0.105 (product information quality)

Therefore, all the objectives of this research have been fulfilled.
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6.4 Recommendations
6.4.1 Recommendations for "Convenience"

.With an increasing number of customers utilizing the global marketplace of the
·,

web, convenience has become one of the primary factors for spending digitally.) Shoppers
I

are forsaking brick-and-mortar retailers where they have to search through racks and
shelves while often dealing with insolent salespeople in favor for just typing a few
keywords and instantly having the ability to make purchases from anywhere in the world.
\When designing and developing their website, online businesses should keep in
\.

consideration that customers are online because they have limited time and they want to
find items quickly and easily. Without efficient and user-friendly navigation, the users are
likely to get confused, lost, or frustrated and leave the site for good. Therefore,
Amazon.corn must continually consider the user-friendliness aspect)rhe links used in the
'\

website must be well arranged, should not be broken or a link that hits a dead end.! One of
f

the most annoying design faults in website is dead end. Apart from this, use of distinctive
buttons can make it easy to navigate the site. Also, providing a statement "Click here,"
the user knows immediately where to click without the need to move the mouse in
searching for a place. Amazon.corn should persistently manage itself to be searchable by
keywords or phrases as customers want to get in, find the item, checkout and get out as
they have limited time and cannot afford to waste their time with complicated processes.
It is also important to make sure that the components of the site load quickly (text,

graphics and interactive elements) as time is definitely money. Customer frustration starts
to build as they wait for pages to load. Providing a shopping experience that is as quick
and painless as possible would help to generate a loyal repeat customer base~ If a
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customer gets frustrated at the keyboard as they do at the mall, they may find little reason
to click and spend. Therefore, Amazon.com should focus on the customers' convenience
which comprises of ease of search, hassle-free and simplicity of operation, facility of
navigation and user-friendliness evermore.

6.4.2 Recommendations for "Security"
Security has become a very important issue with the development of the Internet
websites. The major recommendations with respect to the security factor are listed below;
Amazon.com must have a secure method of handling payments and they must
continually explain their methods clearly on their websites to make the customers
comfortable in giving out information. However, security is only a necessary condition,
alone it cannot attract customers and promote electronic market activities. Customers
should be asked, before the transaction, whether they would want their personal
information to be shared with the third parties or not. If they do not want their
information to be shared then the personal information should be protected so that the
customers' trust will be supported and they would purchase repeatedly. Providers should
update the security technology with time and assure secure payment technology.
Amazon.com must continually stress the use of security to gain the confidence of
the customers. The words "secure server" help to make the customer feel safe.

6.4.3 Recommendations for "Site Awareness"
In today's world of fierce competition, having a Web infrastructure is just not
enough. Customers need to be perpetually made aware of the existence of the Webstore.
A website is evaluated as to how well it keeps the customer in focus. Basically the main
objectives of online stores are to create awareness, generate traffic and to drive sales.
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Therefore, Amazon.com needs to continually advertise itself in print and electronic
media. Including the Uniform Resource Locator (URL) in printed forms may generate
awareness. Amazon.com having customers scattered in different parts of the globe, it
needs to advertise itself so that more and more people become aware of its presence. The
context of United States and Thailand are totally different, online purchase is a new
concept in Thailand and is picking up slowly therefore, Amazon.com should advertise
itself continually in print and electronic medias in order to generate customer awareness.

6.4.4 Recommendations for "Product Information Quality"

In the online marketplace, people are generally just looking for information. The
more information provided in the online stores the more likely it is that the customers
will drop into the stores and browse. It is essential for providers not to overlook the book
descriptions. However, some information is not necessary for providers to publish as a
burdensome amount of unnecessary information will confuse the visitors and might lead
customers to go elsewhere. The information should be well arranged so that it does not
bring chaos in the minds of the customers. Reading from computer screens is tiring, and
(

Web users are too busy and do not have time to read long-winded pages. ( Displaying
irrelevant and outdated information may leave less memory available on the computer
servers which in turn can lead providers to offer less information on the books as well as
creating unnecessary increased costs of hardware. In addition, it would be wise for
Amazon.com to make regular updates to the site as visitors want to see fresh materials
and updating the site often will ensure that the information is current.
One way that customers are misguided is to make use of ambiguous or misleading
words for menu options, instructions, and buttons. Online purchasers of books can
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become frustrated when they have to read the hard vocabulary regarding the information.
Therefore, the instructions and content regarding the book should be used in simple and
general language which everyone can understand easily. Every piece of information has
to be as directly accessible as possible.
(

; Last but not the least, it is human nature to like to read in one's own mother
tongue, so if Amazon.com can create a language option and accommodate Thai and other
Asian languages option then the Asian users would feel more welcomed and there would
remain less ambiguity and confusion. By providing this facility, Asian customers would
feel that their needs are considered by Amazon.com, and therefore would remain loyal
with the company.
6.4.5 Recommendations for "Service Information Quality"

Service information quality also perpetually needs to be focused on by the
Amazon.com. Amazon.com has to provide clear information regarding payment,
delivery, and shipping. Providing service information is not enough for Amazon .com,
the service information provided has to be up-to-date, sufficient, relevant and easy· to
understand therefore Amazon.com should update service information and provide
relevant and easy to understand vocabulary so that people from every walks of life can
understand.

6.4.6 Recommendations for "Price"

Since Amazon.com does not have infrastructure of a physical shop front, products
can be sold much cheaper. Therefore, Amazon.com should convert the savings in the
operational costs resulting from electronic commerce to consumers. They should
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continually offer attractive discounts, coupons and other incentives to attract customers in
Thailand. As offering good (competitive) prices is one of the major reasons for buying
on-line.

6.4. 7 Recommendations for Further Research

With the limitation of time, the target population of this research was Assumption
University students, which is an infinitesimal proportion of Amazon.com users. So for
more accuracy in measuring the online purchase decision, it is recommended that
questionnaires should be issued on www.amazon.com directly to reach the target
customers. The researcher in this current study has only taken online purchase of books
into consideration, therefore it is recommended that for further researches in the similar
area, it would be beneficial to study about other online items such as Computers, CDs,
Hardware.
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Questionnaire
This questionnaire is designed to ootam tne m1~.::~l'ltion about "Factors Affecting Online Purchase Decisions of Books through Amazon.com; A
study of Assumption University", as a part of the data coik~tion for MBA thesis. Your answers to this questionnaire will be used for academic
purpose only. Your responses will be kept strictly confidential anct h.:.1:. used for any other purposes. Thank you.

Instruction on this questionnaire

o Please answer the following questions from part I - 3
Part 1
Online Factors
To what extent do you agree or disagree with the following statements regarding online purchase "f books through Amazon.com. Tick (,Y) the
box that applies to each statement. Please provide your own unbiased opinion.
Statements

In your opinion, .......................... .

Strongly
Disagree

Strongly
Agree
5

4

3-

-2

With Amazon.com my financial information will not be used in an unwanted manner.
With Amazon.com my personal information will not be used in an unwanted manner.
Amazon.com provides detailed information about security.
Amazon.com is a very well known website.
Amazon.com is very famous as an Internet bookstore.
Amazon.com is known through the advertising media (TV, newspaper, Internet, etc.)
Amazon.com is convenient to search for a product.
Amazon.com is hassle free and simple to operate.
It is easy to navigate wanted pages in Amazon.com.

Amazon.com is user friendly.
Amazon.com provides up-to-date book information.
Amazon.com provides sufficient book information.
Amazon.com presents book information which is easy to understand.
Amazon.com provides relevant book information.

-
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Statements

No.

5

Amazon.com provides up-to-date service information regarding payment, delivery, shipping, etc.
Amazon.com provides sufficient service information on payment, delivery, shipping ,etc.
Amazon.com presents service easy-to-understand information on payment, delivery, shipping, etc.
Amazon.com provides relevant service information on payment, delivery, shipping, etc.
Amazon.com offers reasonably cheaper prices.

Part 2: Personal Data
Gender

o Male

Age

o 18-25 yrs

Education

o Undergraduate Student

o Female
o 26-33 yrs

o 34-41 yrs
o Masters Degree Student

o 41 and above
o Ph.D. Student

Income (Average monthly income from any sources in baht)
o 0 - 5,000 baht

o 5001 - 15,000 baht

o 15,001 - 20,000 baht

o 20,001 -25,000 baht

o 25,001-30,000 baht

o more than 30,000 baht

Part 3: Will you have potential to purchase books online through Amazon.com?
o Strongly Agree
D
o Agree

D

o Neutral

D
D
D

o Disagree
o Strongly Disagree

Strongly
Disagree

Strongly
Agree

Thank you for your cooperation!

4

3

2

1
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TEST OF RELIABILITY (CRONBACH'S ALPHA)
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Reliability
All Variables
Case Processing Summary

%

N
Cases

Valid
Excluded
(a)
Total

40

100.0

0

.0

40

100.0

a L1stw1se deletion based on all variables

in

the procedure.

Reliability Statistics
Cronbach's
Alpha

N of Items

6

.775

Item-Total Statistics

Scale Mean if
Item Deleted
Security

18.4125

Site Awareness

18.2875

Convenience

18.5625

Product Information
Quality

18.2625

Service Information
Quality
Price

Scale
Variance if
Item Deleted

Corrected
Item-Total
Correlation

5.639

.640

.712

6.437

.403

.768

5.987

.496

.747

6.032

.602

.726

18.3000

5.329

.663

.702

18.8625

5.965

.375

.786

Scale Statistics
Mean

22.1375

Variance

8.128

Cronbach's
Alpha if Item
Deleted

Std. Deviation

2.85091

N of Items

6
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Reliability
Security
Case Processing Summary

%

N
Valid

Cases

Excluded
(a)
Total

40

100.0

0

.0

40

100.0

a Llstw1se deletion based on all variables m the procedure.

Reliability Statistics
Cronbach's
Alpha

N of Items

.796

3

Item-Total Statistics

Scale Mean if
Item Deleted

Scale
Variance if
Item Deleted

Corrected
Item-Total
Correlation

Cronbach's
Alpha if Item
Deleted

With Amazon.com
financial information will
not be used in an
unwanted manner.

7.35

1.310

.742

.658

With Amazon.com
personal information will
not be used in an
unwanted manner.

7.63

2.138

.669

.700

Amazon.com provides
detailed information
about security.

7.38

2.497

.614

.774

Scale Statistics
Mean

11.18

Variance

4.046

Std. Deviation

N of Items

2.011

3
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Reliability
Site Awareness
Case Processing Summary
N
Cases

Valid
Excluded
(a)
Total

%
40

100.0

0

.0

40

100.0

a Listwise deletion based on all variables in the procedure.
Reliability Statistics
Cronbach's
Alpha

N of Items

.783

3

Item-Total Statistics

Scale Mean if
Item Deleted

Scale
Variance if
Item Deleted

Corrected
Item-Total
Correlation

Cronbach's
Alpha if Item
Deleted

Amazon.com is a very well
known website.

7.58

1.738

.678

.646

Amazon.com is very
famous as an Internet
bookstore.

7.63

1.984

.574

.757

Amazon.com is known
through the adverstising
(TV,newspaper, Internet,
etc.)

7.90

1.579

.627

.709

Scale Statistics
Mean

11.55

Variance

3.587

Std. Deviation

1.894

N of Items

3
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Reliability
Convenience
Case Processing Summary

%

N
Valid

Cases

Excluded
(a)
Total

40

100.0

0

.0

40

100.0

a L1stw1se deletion based on all variables

in

the procedure.

Reliability Statistics
Cronbach's
Aloha

N of Items

4

.823

Item-Total Statistics

Scale Mean if
Item Deleted

Scale
Variance if
Item Deleted

Corrected
Item-Total
Correlation

Cronbach's
Alpha if Item
Deleted

Amazon.com is
convenient to search
for a product.

10.72

4.358

.745

.732

Amazon.com is simple
and hassle free to
operate.

10.77

4.025

.675

.766

It is easy to navigate
wanted pages in
Amazon.com.

10.75

4.551

.671

.766

Amazon.com is user
friendly.

10.65

5.054

.513

.833

Scale Statistics
Mean

14.30

Variance

7.549

Std. Deviation

2.747

N of Items

4
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Reliability
Product Information Quality
Case Processing Summary

%

N
Valid

Cases

Excluded
{a)
Total

40

100.0

0

.0

40

100.0

a Listwise deletion based on all variables in the procedure.

Reliability Statistics
Cronbach's
Aloha

N of Items

4

.834

Item-Total Statistics
Scale
Variance if
Item Deleted

Scale Mean if
Item Deleted

Corrected
Item-Total
Correlation

Cronbach's
Alpha if Item
Deleted

Amazon.com provides upto-date book information.

11.48

3.025

.740

.754

Amazon.com provides
sufficient book information.

11.58

3.379

.678

.784

Amazon.com presents book
information which is easy to
understand.

11.75

3.372

.662

.791

Amazon.com provides
relevant book information.

11.70

3.497

.580

.826

Scale Statistics
Mean

15.50

Variance

5.590

Std. Deviation

N of Items

2.364

4
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Reliability
Service Information Quality
Case Processing Summary

%

N

Valid

Cases

Excluded
(a)
Total

40

100.0

0

.0

40

100.0

a Listwise deletion based on all variables in the procedure.
Reliability Statistics

Cronbach's
Aloha

N of Items

.874

4
Item-Total Statistics

Scale Mean if
Item Deleted

Scale
Variance if
Item Deleted

Corrected
Item-Total
Correlation

Cronbach's
Alpha if Item
Deleted

Amazon.com provides
up-to date service
information on payment,
delivery, shipping, etc.

11.38

5.728

.692

.856

Amazon.com provides
sufficient service
information on payment,
delivery, shipping, etc.

11.73

5.025

.750

.830

11.53

4.461

.753

.835

11.43

5.174

.752

.830

Amazon.com presents
easy-to-understand
service information on
payment, delivery,
shipping, etc.
Amazon.com provides
relevant service
information on payment,
delivery, shipping, etc.
Scale Statistics

Mean
15.35

Variance
8.695

Std. Deviation

N of Items

2.949

4
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