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Differences
Student : Yi-Chun Yang

Advisor(Advisors) : Dr. Jen-Hung Huang
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National Chiao Tung University

Abstract

This study examines the relationships between online shopping values and
attitude toward online shopping using gender as a moderator. Data were
collected from 296 undergraduate students using a questionnaire. The result
indicated that utilitarian values (i.e. convenience, availability of information and
lack of sociality) and hedonic values (i.e. adventure and sociality) positively
influence attitude toward online shopping. Gender has a main effect on each
value. In addition, gender has a moderating effect on each path from five
shopping values to attitude toward Internet purchasing. A moderating test
reveals that the influences of convenience and lack of sociality on attitude
toward online shopping are stronger for men than for women, while the
influences of adventure, availability of information and sociality on attitude
toward online shopping are stronger for women than for men. Finally
implications and further research directions are then discussed.

Keywords: Gender differences, Online shopping values, Utilitarian values,

Hedonic Values, Attitude toward Online Shopping



e v R o e AR BB RS v AR < T
T EPFFAIFIE L FE AL RPN RS 2l
FEALFEFhew Bleyg i1 TEFEAGFH L H LS X1 FTIIRHEFR
Fenbigw P Rds 0 B E G HBpapers B4 > GE R AL FAP -
FORF A FEm S RAFFA AL L TSR
¥ o
BA 7

:’L%? ’ i:"-i—_l‘j g; )ll'E‘T«f

AFYRIHIFR 2 ko WX FEERMR
SRR CE S R g.h s e &

g Ao
% /\.r/ *\ P
(RBPIEA R

SR v

=

JULTES B A
o gl vh 2

S
2R

ABEAT LR G
PRI R P R R TG By A F
MBI I ARG S AW REPER o by REWLE o S
- RFA A Y U Al B B R T
Bfe v EE R o

2w L M $ei

= E}:@’ o B fs AR B R
S 1 ek F o

Pty
.
b
£%
[
e
i

KB BRREREPS
m BRI RE 2 AR ABITFIHE o
WERRHNAE 5 0 AR el Bt s AL i

A kepp FRmIIAN L E

R A

2010.7 * =%
1

U 4



Table of Contents

Chinese ADStIact..........uuuriiii e I
English AbStract.........ccoviiiiiiiii e I
o U UIPUURNRR B I
Table of ContentsS.........coviiiinii i e e v}
Chapter 1 Introduction.......ccceeeeeiieiiieeieiererneeceecceasceensascanases 1
1.1 Research Background ..............cccooiiiiiiii 1
1.2 Objectives of This Study.........ccoeiiiiiiiiiii 0
1.3 Organizations of the Dissertation...................cooeiiiiiiiiiiiinn.n. 4
Chapter 2 Literature ReVIEW...icieeeeeeeeeeeereinrenneiionseensseasionsennnn 6

2.1 Development of ConceptuabModel..................ooiiiiiiiiinn 6
2.2 Utilitarian Value.......... .0 ceciiiiic e 10

2.3 HedoniC Value........ ..o i i 11
2.4 Main Effect of Gender on Online Shopping Value........................ 12
2.5 Attitude toward Online Shopping...........cccoviiiiii i, 17
2.6 Gender as a MOderator. ..........ooviiiiiii e 18
2.7 Gender ResearCh.........c.cooiiii 19
2.8 SUMIMAIY ... it 19
Chapter 3 Methodology......cceeiiiiiiiinriiieeiiiiarecresteisenseasnscannnnn. 21
3.1 Instrument Design..........ccooiiiiiiiiiiii e 2]
3.2 SAMPIING. ..o, 23
3.3 Pretest and Pilot Study...........cooiiiii e, 24
34 SUMIMIAIY ...ttt e e e et et et e e e e, 25



Table of Contents (Conti.)

Chapter 4 Analysis and ReSults........c.ccoeeeiniiniiieiiniinicnecinieneenenn. 26
4.1 Analytical Strategy.........cooiiiiiiii i 26
4.2 Reliability of Measures........ovviuiiiiiiii i e e, 26
4.3 Validity of Measures........ccvvviiiiiiiiiiiii i eeean 217
4.4 HYPOtNeSIS TeSt. .. ettt e, 31
4.5 Latent Means DIifferences.........coooviiiiiiiii i, 32
4.6 Subgroup ANalysiS........ooiiii i 33
A7 SUMMAIY . ..ottt ettt e et e e et e e et e e e e e e aae e eanaens 34
Chapter 5 Conclusions and Implications...........ccceeeveieiniieneninnnnnn.. 36
5.1 Discussion and ConcluSioN: cceweeiivain oo, 36

IV I 10 01172 1T S e PR UPRTRG 12|
5.3 Future Research...........coo. i it 39

Reference .....cciiiiiiiiiniiiiiiiiiiieeiiietiisensssseccsssssssssmsessssssssnssses 41
Appendix A Measurement Scales......ccceveeiieeiieiinerinerenerennnnnnnn. 49
[V - PSR RP PRSPPI 51



List of Tables

Table 3.1 Characteristics of Sample............cooii 24
Table 4.1 Reliability of Measurement Scales..............cccooviiiiiiiiiiiiiinn.n. 27
Table 4.2 Validity of Measurement ScaleS.............cooeviiiiiiiiiiiiiiii e, 28
Table 4.3 Results of Hypotheses and Model Statistics...................cceeuvenn.n. 31
Table 4.4 Latent Means Differences between Women and Men..................... 33
Table 4.5 Path Coefficients and t Value between Women and Men................. 34

VI



List of Figures

Figure 2.1 Technology Acceptance Model............ooooiiiiiiiiiiiiii e, 7

Figure 2.2 Conceptual Model

Figure 4.1 Original Model....

VIl



Chapter 1. Introduction
1.1 Research Background
With the rapid development of electronic commerce, the Internet has become a dominant shopping
vehicle. Internet shopping has been increasing rapidly over the past years, and it has become a
popular tool for delivering and trading information, services and goods (Gurley, 2000). More than
627 million people in the world have the experience of shopping online, and this trend keeps on

growing (ACNielsen, 2007).

The influence of various shopping values.:is..an important factor determining consumers’
willingness to shop online (Pui et al., 2007). Previous studies demonstrated that online shoppers
engage in Internet shopping because of “some benefits, such as convenience, availability of
information, adventure and sociality (Pui et al., 2007). Many studies have explored individual
motivations by identifying conceptual factors to elucidate Internet purchase behavior; however, few

studies have discussed the factors influencing online purchase attitude (Narges et al., 2009).

Attitude toward online shopping refers to a person’s positive or negative feelings about conducting
the purchasing behavior on the internet (Chiu et al., 2005; Schlosser, 2003). Attitude serves as the
bridge between consumers’ background characteristics and the consumption behaviors (Armstrong

and Kotler, 2000; Shwu-Ing, 2003). The consumers’ attitude towards online shopping plays a crucial

1



role in determining e-shopping behaviors (Shwu-Ing, 2003). Because attitude is difficult to change;

therefore, to understand consumers’ attitudes toward online shopping enables marketing managers to

predict the online shoppers’ behaviors and satisfy their needs (Armstrong and Kotler, 2000).

Therefore, it is important to explore what factors generate consumers’ attitude toward Internet

purchasing.

Furthermore, Jackson et al. (2001) noted that though young women and men use the Internet

equally often, they use it differently, and this may influence the attitude of buying online. Therefore,

it is interesting to discuss sex differences in attitude toward online consumption. Early researchers

tended to explore demographic profiles-of: Internet buyers and functional advantages of online

shopping, few stressed gender differences in online shopping attitude. In fact, the study of gender

differences has been a fertile area in marketing research, but it seems that there are few studies that

explore gender differences in online buying. Through the understanding of what causes gender

differences in perception and attitude toward buying on the internet is beneficial in several ways.

First, e-tail practitioners can understand Internet purchasing behaviors and implement e-service

efficiently. Second, researchers can easily explain online shopping intention and behaviors.

Among numerous studies on online shopping, one stream discusses Internet shopping in terms of

consumer perspective, while another stresses the importance of technology-oriented perspective.



Because the success of online shopping largely depends on consumers’ willingness to accept it;

therefore, we adopted the consumer-oriented view of online shopping in this study.

1.2 Objectives of This Study

The aim of this study is to test empirically the relationship between online shopping values and
attitude toward online shopping. In addition, gender role functions as a potential moderator on these
relationships. This study developed a conceptual model based on previous studies. This study
proposed that the five constructs of online shopping values (i.e. convenience, availability of
information, lack of sociality, adventure and sociality) are positively related to Internet shopping
attitude. Some hypotheses are proposed and-examined with data collected from online shoppers in

Taiwanese college.

This study enriches the current literature in several ways. First, though consumers’ attitude
towards online shopping is a crucial factor affecting e-shopping potential (Michieal, 1998), little is
known about what factors influencing their attitude (Haque et al., 2006). This study helps understand
consumer attitude toward online shopping, and this helps marketing managers to clearly know

critical motivators when engaging in Internet marketing.



Second, gender is regarded as a potential moderator on these relationships. Though the role of
gender has been a fertile area in marketing research, the influence of gender roles has rarely been
examined under a topic combining attitude toward online shopping with Internet shopping value. If
gender does moderate the relationships between online shopping value and online shopping attitude,
it can help firms design gender-specific marketing strategies to target specific group (e.g. male

student).

The study seeks to answer the following research questions:
1. Is utilitarian value positively related to attitude toward online shopping?
2. Is hedonic value positively related to attitude toward online shopping?
3. Is there any gender difference in utilitarian value?
4. Is there any gender difference in hedonic value?
5. Is the relationship between online shopping value and attitude toward online shopping moderated

by gender?

1.3 Organizations of the Dissertation

The remainder of this paper is structured as follows. Chapter one begins with introduction of our
research background. Chapter two reviewed literature on utilitarian consumption value, hedonic
consumption value, attitude toward online shopping, and gender difference in related research,

hypotheses are then advanced. Chapter three detailed the research design and the development of the



research instrument. Chapter four presented the structural equation modeling of the research

framework and results, followed by Chapter five suggested the conclusions and implications derived

from the study.



Chapter 2. Literature Review and Hypotheses

This chapter reviews the literature pertaining to the constructs of the proposed model in this study.
Various studies in the areas of utilitarian value, hedonic value, attitude toward online shopping, and

gender differences will be analyzed to form the rationale of the proposed model.

2.1 Development of Conceptual Model

Technology Acceptance Model (TAM) has been extensively used in exploring user behavior in an
online shopping context (Pavlou, 2003). The belief-affect-intention-behavior causality has proven
valid in discussing the online shopping behaviors (Chen et al., 2003; Limayem et al., 2000).
According to TAM, system use is determined by users’ behavioral intention to use and attitude.
Moreover, attitude is directly affected by users’ belief about a system, such as perceived usefulness
and ease of use (Davis, 1989). In addition to perceived usefulness and ease of use, Narges et al.
(2009) proposed that perceived enjoyment is also a vital factor when discussing attitude toward

online shopping base on TAM.



Perceived
Usefulness

TN

Exogenous Attitude Behavioral Actual
Variable Intention Use

A 4

A 4

\ Ease of Use /

Figure 2.1.Technology Acceptance Model, Davis (1989)

Online shopping offers both hedonic and utilitarian aspects (Childers et al., 2001). Perceived

usefulness and perceived ease of use can he.viewed as utilitarian aspects in online shopping

environment, whereas perceived enjoyment:reflects the hedonic aspects (Monsuwe et al., 2004).

Hence, utilitarian and hedonic aspects can be regarded as important factors influence consumers’

attitude toward conducting Internet shopping.

As to utilitarian value we use a model suggested by Wolfinbarger and Gilly (2001) and Pui et al.

(2007). Concerning hedonic value, we conduct the model proposed by Arnold and Reynolds

(2003) and Pui et al. (2007).

Utilitarian value, defined as mission critical and goal oriented (Hirschman and Holbrook, 1982;

Batra and Ahtola, 1991), is an overall assessment of functional benefits, such as economic value,
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convenience, time savings (Jarvenpaa and Todd, 1997; Teo, 2001). There are many research
concerning utilitarian value, we hereby focus on the utilitarian value of online shopping, such as

convenience, availability of information and lack of sociality.

Hedonic shoppers is entertainment oriented that hedonic shopping behaviors tend to seek fun and
be immersed in the process of consumption. Internet shoppers shop to seek the hedonic values

such as adventure and sociality (Pui et al., 2007).

The conceptual model displayed in Fig. .2-1..suggests that five components of shopping
values—convenience, availability of = information; -lack of sociality, adventure, and
sociality—influence attitude toward online shopping.-Gender has a moderating effect on each path

and a main effect on each antecedent.
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Figure 2.2. Conceptual model.



2.2 Utilitarian value

Utilitarian value is defined as mission critical and goal oriented (Hirschman and Holbrook, 1982;

Batra and Ahtola, 1991). Babin et al. (1994) defined utilitarian shopping value as acquiring the

benefit of the product needed, or acquiring the product more efficiently during the shopping process.

Therefore, utilitarian shoppers are transaction-oriented and desire to purchase what they want

efficiently and without distraction (Wolfinbarger and Gilly, 2001). Utilitarian value is an overall

assessment of functional benefits, such as economic value, convenience, time savings (Jarvenpaa and

Todd, 1997; Teo, 2001). Previous researchers believe that utilitarian values are the fundamental

factors for people shopping online.

Utilitarian shoppers are interested in e-tailing because of some specific attributes: convenience

and accessibility, availability of information and lack of sociality (Wolfinbarger and Gilly, 2001).

The online medium facilitates utilitarian behavior as search costs for product information are

dramatically reduced. Moe (2003) indicated that consumers’ perceived benefits of Internet shopping

have an effect on their attitude of purchase on the web site, especially a positive influence of a

utilitarian orientation on purchase attitude. Thus, it is hypothesized that:

H11: Convenience is positively related to attitude toward online shopping.

H12: Availability of information is positively related to attitude toward online shopping.

10



H13: Lack of sociality is positively related to attitude toward online shopping.

2.3 Hedonic value

Hedonic value, defined as consumption behaviors that relate to fantasy, happiness, sensuality, and

enjoyment (Hirschman and Holbrook, 1982), is an overall assessment of experiential benefits.

Compared with conventional utilitarian shopping values, the merit of hedonic value is experiential

and emotional. The reason why hedonic consumers do shopping is not for physical objective but for

the shopping process instead. Research concerning hedonic motivation becomes more popular lies in

two reasons. One is the obvious value that appeals:to. consumers to patronage the website, the other

is the fact that hedonic value is the extension of utilitarian value and these two values seem to

become crucial factors in keeping competitive advantage (Parsons, 2002).

Numerous studies used to adopt hedonic value dimensions to discuss in-store shopping.

Nevertheless, there are more and more research using hedonic value dimensions to explore online

shopping. Except for the freedom to search, hedonic value is also an important element. Mathwick et

al. (2001) discusses the experiential value of online shopping, and enjoyment and aesthetics should

be viewed as hedonic value. Kim and Shim (2002) propose that consumers go on line is not only for

information and products, but also for emotional satisfaction. Hedonic online shoppers are

accustomed to active pursuit while online. They often browse website, search for new items and

11



download updated information, actually they are bathed in the process of enjoyment. In addition,

hedonic shoppers were attracted to online environment because the virtual community offers social

relationship (Wolfinbarger and Gilly, 2001).

According to previous studies, it appears that hedonic values play important roles in online

shopping (Pui et al., 2007). Childers et al. (2001) indicated that hedonic orientations are strong

predictors of attitudes toward online shopping. Hedonic shopping values were positively related to

attitude toward online shopping and intentions to shop online (Menon and Kahn, 2002). In view of

the above, it is plausible to expect a positive relationship between hedonic values and attitude toward

online shopping. It is thus hypothesized that:

H14: Adventure is positively related to attitude toward online shopping.

H15: Sociality is positively related to attitude toward online shoppinag.

2.4 Main effects of gender on online shopping values
This study categorizes utilitarian value into convenience, availability of information and lack of

sociality, they are detailed as follows.

12



2.4.1 Convenience

Convenience is defined as time savings and effort savings, including physical and mental effort.

Convenience is a crucial attribute for consumers when shopping online.

Shopping online makes it easy for consumers to locate merchants, find items, and procure offerings

(Balasubramanian, 1997). Wolfinbarger and Gilly (2001) mentioned that internet shopping provides

a more comfortable and convenient shopping environment. Consumers do not have to leave their

home and they can also browse for items by category or online store. Schaffer (2000) argued that a

convenient internet shopping provides a short response time and minimizes customer effort.

Swaminathan et al. (1999) reported that-male internet buyers were more convenience oriented

and less motivated by social interaction than.women' Internet buyers. Alreck and Settle (2002)

indicated that women have more positive attitudes toward shopping, while men prefer shopping via

internet (Alreck and Settle, 2002). Hence,

H21: Men have higher scores on convenience than women.

2.4.2 Information availability

Bakos (1997) postulated that the internet includes abundant public information resources that can

be easily collected. For online shoppers, internet is the most efficient means to get related

13



information. The internet as a medium facilitates searching both product specifications and price
information. Price is an important reference and adolescent consumers often compare price between

multiple websites.

Women tend to be more sensitive to related information online than men when making
judgments (Meyers-Levy and Sternthal, 1991), bringing out subsequent purchase attitudes and
intentions presented by men and women to differ. In other words, females make greater use of cues
than males. Cleveland et al. (2003) find that when executing consumption women seek more

information than men. Hence,

H22: Women have higher scores on information availability than men.

2.4.3 Lack of sociality

Wolfinbarger and Gilly (2001) indicate that online shopping enables people to execute a

transaction without contacting others, and online buyers have more freedom and control over the

transaction. One advantage of online shopping is that online buyers can decide to buy or not and the

transaction is under their control. In addition, while shopping online, it turns out that people can

avoid social interaction and crowded environment.

14



Since men and women differ significantly in conventional buying motivations, we seem to

assume that this would also be the case on the internet purchasing. Swaminathan et al. (1999)

reported that male internet buyers were less motivated by social interaction than women Internet

buyers. Compared with men, women tend to enjoy shopping (Alreck and Settle, 2002), and they can

have more social interactions in the process of consumption. Computer-mediated shopping does not

offer women much social contact. Hence,

H23: Men have higher scores on lack of sociality than women.

Based on Pui et al. (2007), the hedonic values in this study-comprise adventure and sociality, they are

detailed as follows.

2.4.4 Adventure

Adventure refers to the fact that shopping can bring stimulation and excitement, meaning that

consumers can run across novelty and interesting affairs in the process of fantastic shopping

(Westbrook and Black, 1985). Experienced consumers are inclined to view the shopping experience

as thrills, excitement and amazement. Babin et al. (1994) regard adventurous aspect of shopping as

an element that may produce hedonic shopping value. Sherry (1990) addresses that in the shopping

process shoppers pay more attention to sensual satisfaction rather than the product itself.

15



Women stress emotional and psychological involvement in the whole shopping and buying

process, while men emphasize efficiency and convenience in obtaining buying outcomes (Dittmar et

al., 2004). In other words, the added value attached to shopping process may play a much more

prominent role for female consumers, whereas male consumers’ primary concerns are to get the

product only, shopping process may function as nothing meaningful for men. Hence,

H24: Women have higher scores on adventure than men.

2.4.5 Sociality

Sociality, grounded in McGuire’s (1974) collection-of affiliation theories of human motivation,

suggesting that people put emphasis on cohesiveness, affiliation and affection in interpersonal

relationships. Tauber (1972) indicated that shoppers are fond of affiliating with reference groups and

interacting with those who have similar interests. Westbrook and Black (1985) regarded affiliation as

a shopping value, and Reynolds and Beatty (1999) stress the importance of social motivations for

shopping. Wolfinbarger and Gilly (2001) propose that virtual community is a new platform of

sociality, meaning that Internet shopper can share updated information and related shopping

experiences with one another and compared with traditional social benefits from friends, virtual

community furnishes shoppers with fresh pleasure.

16



Alexander (1947) mentioned that the experimental psychologists have developed very

convincing evidence that women are more prone to social contacts than men, and reasonably

convincing evidence that they have more aptitude for maintaining such contacts. Based on the results

of carefully conducted aptitude and interest tests, the gender differences seem to be notable.

Dittmar et al. (2004) address that women, compared with men, have a strong desire for emotional

and social gratification in the Internet buying environment. Hence,

H25: Women have higher scores on sociality than men.

2.5 Attitude toward online shopping

Attitude towards a behavior refers to “the degree to which a person has favorable or unfavorable
evaluation of the behavior of the question” (Grandom and Mykytyn, 2004). Attitude can be viewed
as the bridge between consumers’ background characteristics and the consumption that fulfills their
needs (Armstrong and Kotler, 2000; Shwu-Ing, 2003). A person’s shopping choices are influenced

by attitude (Haque et al., 2006).

Attitude toward online shopping can be defined as a person’s positive or negative feelings about
conducting the purchasing behavior on the internet (Chiu et al., 2005; Schlosser, 2003). The

consumers’ attitude towards online shopping plays an important role in determining e-shopping

17



behaviors (Shwu-Ing, 2003). Because attitude is difficult to change; therefore, to understand

consumers’ attitudes toward online shopping enables marketing managers to predict the online

shoppers’ behaviors and satisfy their needs (Armstrong and Kotler, 2000).

2.6 Gender as a Moderator

Numerous studies related to consumer behavior indicated that males and females differ in their

processing of information (Holbrook, 1986; Palmer and Bejou, 1995). In other words, males and

females differ in the response to alternative consuming stimuli (Meyers-Levy, 1989).The differences

between males and females suggest the potential.moderating role of gender in the influence of

shopping values (convenience, availability of information, lack of sociality, adventure, and sociality)

on attitude toward Internet purchasing, because online-shopping causes different stimuli than those of

physical store. Therefore, males and females would vary in making judgments when facing relevant

information online (Meyers-Levy and Sternthal, 1991), and this may result in gender differences in

attitudes toward Internet purchasing. The following hypotheses are rooted in this gendered analysis.

H26: The relationship between online shopping value and attitude toward online shopping is

moderated by gender.

18



2.7 Gender research

The discrepancy between men and women really does exist, including physical and mental
differences. The differences drew marketing researchers’ interest that brought out related studies,
such as gender differences in decision-making styles (Vincent and Walsh, 2004), attitudes toward
Internet, catalog, and store shopping (Alreck and Settle, 2002), attitudes toward Internet and store
shopping (Dholakia and Uusitalo, 2002), online and store buying motivations (Dittmar et al., 2004),
perceived risk of buying online (Garbarino and Strahilevitz, 2004), and Internet shopping behavior
(Chang and Samuel, 2004). Moreover, Jackson et al. (2001) noted that though young women and
men use the Internet equally often, they use it differently, and this may influence the motivations of

buying online. This steam of research may be a fertile area-in marketing.

2.8 Summary

This chapter developed a conceptual framework based on technology acceptance model. The
literature review provided necessary and sufficient statements to support the hypotheses which
specify the relationships between the constructs: convenience and attitude toward online shopping,
information availability and attitude toward online shopping, lack of sociality and attitude toward
online shopping, adventure and attitude toward online shopping, and sociality and attitude toward
online shopping. In addition, gender has main effect on convenience, information availability, lack of

sociality, adventure and sociality, and the relationship between online shopping value and attitude

19



toward online shopping is moderated by gender. The following chapter illustrates the methodology

which will be used to examine the model.

20



Chapter 3. Methodology

This chapter presents the methodology used to examine the conceptual model. The following
addresses (1) the instrument design, (2) sampling, and (3) pretest and pilot study used in this study.

The details are presented as follows.

3.1 Instrument Design

The scales in this study are derived from previous studies, and are modified according to the
special conditions of Internet shopping. The scales are presented in the Appendix A. The
questionnaire is composed of three parts, the first part included 15 items to measure the utilitarian
and hedonic values of Internet shopping. The second part included four items measuring the Internet
shoppers’ attitude toward online shopping. The last part collected the demographic data of the

subject. Detailed definitions of the dimensions are provided in the following text.

Utilitarian values

The items of convenience are derived from the questionnaire of Eastlick and Feinberg (1999) and
Pui et al. (2007). Information availability was assessed using a 3-item version of the scale developed
by Wolfinbarger and Gilly (2001) and Pui et al. (2007), while the items of lack of sociality are
adopted from the scale developed by Pui et al., (2007). Respondents were scored on a scale ranging

from 1 = total disagreement to 7 = total agreement. The internal consistency of each shopping value

21



met the standard of Cronbach’s a in excess of .7 with sufficient reliability (Nunnally and Bernstein,

1994).

Hedonic Values

The items of adventure value were adopted from the questionnaire of Arnold and Reynolds (2003),
whereas the items of sociality value come from the scale developed by Arnold and Reynolds (2003)
and Pui et al. (2007). Item responses were on a 7-point Likert-type scale, ranging from 1 = total
disagreement to 7 = total agreement. The Cronbach’s alpha coefficient for each shopping value

exceeded .7, indicating that the scale had adequate:reliability (Nunnally and Bernstein, 1994).

Attitude toward Online Shopping

Attitude refers to a consumer's overall evaluation of online shopping as a way of shopping, which
can be positive / favorable or negative / unfavorable. The items used to measure the attitude toward
online shopping were modified from the scale developed by Taylor and Todd (1995). Attitude
toward online shopping was measured by four items. Respondents respond to the items using a
seven-scale Likert-type scale. The alpha coefficient of this variable was 0.88 with sufficient reliability

(Nunnally and Bernstein, 1994).

22



3.2 Sampling

The data came from Taiwanese universities. Respondents were approached in and around a
university community located in a major metropolitan area during October of 2009. Sampling is
conducted via convenient sampling. Study subjects were undergraduate students in Taiwan who have
shopped online. Notably, university students play an important role in online shopping and represent
a long-term potential market (Bruin and Lawrence, 2000). A self-administered questionnaire was
randomly distributed to 600 students attending the chosen school. Of the 308 questionnaires returned,
12 were incomplete. The remaining 296 were valid for analysis, representing a response rate of

49.33%. Among the 296 subjects, 168 (56.7%) were males and 128 (43.3%) were females.

23



Table 3.1 Characteristics of sample.

Characteristics n %
Gender
Male 168 56.7
Female 128 43.3
Age
19 68 22.9
20 82 21.7
21 86 29.1
22 60 20.3
Note: N = 296.

3.3 Pretest and Pilot Study

Pretest was adopted before conducting formal survey, confirming that the questionnaire had no
semantic problem. Two Ph.D. candidates majoring in marketing serve as the subjects of the pretests.
The pretest was performed in an open-end format that the subjects could propose any questions about
the items. During the process, the subjects suggested that the phrasing of certain items could be
revised, which included utilitarian value, hedonic value, and attitude toward online shopping.

According to several suggestions from the pretest subjects, we slightly revised wording of the items.
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After the pretest, we conducted pilot test by distributing 60 questionnaires to some undergraduate
students having online shopping experience. A total of 30 questionnaires were received for reliability
analysis. This study examined Cronbach’s alpha of all constructs, and we eliminated some items that
the Cronbach’s alpha are below 0.7. The alpha coefficients of remaining items were above 0.7.

Finally, nineteen items remained in the questionnaire were used for later analysis.

3.4 Summary
This chapter provided information for instrument design and data collection. The measurement
scales for the constructs were adopted from previous studies. The following chapter will illustrate

statistical technique, structural model, fit indices of model fit and the result of the hypotheses testing.
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Chapter 4. Analysis and Results

This chapter presents the results from the data analysis by using LISREL 8.51computer software.
The reliability and validity of the constructs are presented, followed by the discussion of model fit.

Finally, the hypotheses and the model are tested and the results are elaborated.

4.1 Analytical strategy

This study used structural equation modeling (SEM) to explore the relationships among the
variables. SEM enables researchers to definitely test research hypotheses concerning the
relationships among research constructs. This study used LISREL 8.51 to assess the fit of the
measurement and structural models, and calculated-the values of incremental fit index (IFI) (Bollen,
1989), comparative fit index (CFI) (Bentler,.1990), normed fit index (NFI) (Bentler and Bonett,
1980), and root mean square error of approximation (RMSEA) (Steiger, 1990). If the values of IFI,
CFIl and NFI exceed the cut-off value of 0.9, and the value of RMSEA is below the cut-off values
0.08, then the model is said to be acceptable (Hu and Bentler, 1999). In addition to the fit indices,

this study uses the parameter estimates in the structural model to test the hypotheses.

4.2 Reliability of Measures
To assess the internal consistency of the constructs, the Cronbach alpha values were examined

and were shown on Table 4.1. The result of six constructs ranged from 0.86 to 0.91, meeting the
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lower standard of 0.7. In addition, the composite reliability (CR) shows the internal consistency of

the indicators assessing a given factor and is calculated by the formula suggested by Fornell and

Larcker (1981). If the value is higher than 0.7, we can conclude that the indicator is acceptable for a

composite reliability (Fornell and Larcker, 1981). As seen in Table 4.1, the CR scores of all

constructs exceeded the acceptable levels.

Table 4.1. Reliability of Measurement Scales

Construct Cronbach’s CR

Alpha
Convenience 0.91 0.92
Information availability 0.89 0.90
Lack of sociality 0.88 0.90
Adventure 0.86 0.87
Sociality 0.86 0.88
Attitude toward online shopping 0.88 0.89

4.3 Validity of Measures
Before testing the hypotheses, this study first conducted average variances extracted (AVE) to

ensure that respondents can explicitly distinguish the variables in this study. The average variances

27



extracted (AVE) represents the amount of variance captured by the construct’s measures relative to

measurement error and the correlations among the latent variables. The analysis indicated that all

items had factor loadings higher than 0.7 (see Table 4.2). As seen in Table 4.2, all of the AVE values

were larger than 0.5, revealing good convergent and discriminant validity (Fornell and Larcker,

1981).
Table 4.2. Validity of Measurement Scales

Constructs Loading | AVE
Convenience 0.76
I can buy things whenever | want. 0.83
I can buy things at home. 0.76
Online shopping is convenient to me. 0.80
Availability of Information 0.68
I can get information easily online. 0.86
Internet provides a lot of information. 0.79
Information via internet is the newest. 0.83
Lack of Sociality 0.75
I can avoid embarrassment when | buy things online. 0.87
Online makes me free from salesman. 0.81
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Online makes me free from social interaction. 0.84
Adventure 0.64
Online shopping is an adventure. 0.90
I find shopping stimulating. 0.81
Online shopping makes me feel like I am in my own universe. 0.85
Sociality 0.67
I can exchange information with friends online. 0.78
I can develop friendships with other internet shoppers. 0.83
I can extend personal relationship online. 0.81
I can exchange information with friends online. 0.85
Attitude toward online shopping 0.72
Using the Internet to buy things is a good idea. 0.88
I like the idea of busing what I need via the Internet. 0.81
Using the Internet to buy things is a wise idea. 0.86
Using the Internet to buy things would be pleasant. 0.82

Overall, all the constructs show very good reliability and validity. Since we confirmed the

reliability and validity of constructs, we then test our hypotheses by estimating the full model. A

structural model was used to test the previously presented hypotheses. SEM results for testing the
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model depicted in Figure 4.1 revealed that the fit statistics of model were within the recommended
range (chi-square value= 310.27, d.f.=120 (p < 0.001), RMSEA=0.076; CFl =0.93; IFI=0.93;
NFI=0.90). All of these fit indices are within the acceptable limit, suggesting that the overall
structural model provides a good fit with the data. Owing to an excellent fit between the structural

model and the data, this study then tested the hypotheses according to its parameter estimates.

Convenience
Availability of
Information
< Lack of Sociality >—
H14
< Adventure

H15

Attitude

Toward Online Shopping

a
7

< (chi-square value= 310.27, d.f.=120
socialit (p < 0.001), RMSEA=0.076; CFI
=0.93; IF1=0.93; NFI1=0.90)

Figure 4.1. Original model.



4.4 Hypothesis Test

Hypothesis 11-15 depicted that online shopping values are positively related to attitude toward

Internet shopping. As observed, Table 4.3 represents summaries of the hypothesis tests. The

structural links to attitude toward Internet shopping from convenience (H11), availability of

information (H12), lack of sociality (H13), adventure (H14), and sociality (H15) are completely

supported. Therefore, the model is supported as five online shopping values positively influence

attitude toward online shopping, indicating that hypothesis 11-15 were fully supported. In addition,

this study divided the sample respectively by men and women, further investigating across men’s

and women’s groups for latent means testing and subgroup analysis.

Table 4.3 Results of hypotheses:and model statistics.

Hypotheses Path t-Value Results
coefficient
H11l: Convenience = ——> Attitude toward 0.36 5.12*** | Supported
online shopping
H12: Availability of information — Attitude 0.27 4.34*** | Supported
toward online shopping
H13: Lack of sociality —> Attitude toward 0.24 3.56*** | Supported
online shopping
H14: Adventure —> Attitude toward online 0.25 3.81*** | Supported
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shopping

H15: Sociality —> Attitude toward online

shopping

0.18

3.43***

Supported

**%p < 0.01.

4.5 Latent Means Difference

Based on the above measurement model, latent means testing is conducted (Byrne, 2001). Table

4.4 represents the results of latent means testing. Given that the women group functions as the

reference group, the members’ factor means are hence fixed to zero to examine the latent means

difference between the two subgroups. As seen.in Table 4.4, the significantly positive estimate of the

latent means difference across the subgroups for construct: H21 and H23 indicates that the scores on

convenience, lack of sociality are significantly:higher for men than for women. On the other hand,

the significantly negative estimate of the latent means difference across the subgroups for construct

H22, H24 and H25 indicates that the scores on availability of information, adventure and sociality

are significantly higher for women than for men.
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Table 4.4 Latent means difference between women and men

Construct. Estimate t value
H21 Convenience 0.43 5.63***
H22 Availability of Information -0.28 -3.74%**
H23 Lack of sociality 0.18 2.56***
H24 Adventure -0.35 -4.06%**
H25 Sociality -0.21 -3.23***
***p<0.01
4.6 Subgroup Analysis

In order to examine the existence of the moderating effects on the structural model, this study
conducted subgroup analyses (Byrne, 2001; Singh, 1995). As depicted in Table 4.5, the results

demonstrated the moderating effects of gender along with path coefficients.
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Table 4.5 Path coefficients and t value between women and men

Hypothesis Men Women Subgroup comparison Results
(unconstrained)
chi-square value=452.63
Standardized | Standardized | Constrained chi-square
coefficient coefficient | chi-square difference
0.42%** 0.23** 458.32 4.35** M>W
0.15* 0.44*** 459.13 4.74** M<W
H26 0.33** 0.08 458.53 4.41** M>W
0.18** 0.42*** 456.46 4.29** M<W
0.32** 0.43*** 458.58 4.43** M<W

**% 1 < 0.01; ** p < 0.05; * p < 0.10

Note: M = Men; W = Women

4.7 Summary

According to the entire sample (see Table 4.3), we found that five paths are all significant (H11, H12,
H13, H14, and H15 are supported), indicating that the five online shopping values are positively
related to attitude toward Internet shopping. Latent means testing between women and men group in

Table 4.4 reveals that gender have main effects on convenience, availability of information, lack of
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sociality, adventure and sociality. The results indicate that women tend to have higher scores than
men on availability of information (H22), adventure (H24) and sociality (H25), whereas men tend to
have higher scores than women on convenience (H21) and lack of sociality (H23). Last, the results in
Table 4.5 indicate that the influence of convenience and lack of sociality on attitude toward online
shopping are stronger for men than for women, while the influences of availability of information,
adventure and sociality on attitude toward online shopping are stronger for women than for men. The
result indicated that the relationship between online shopping value and attitude toward online

shopping is moderated by gender (H26).
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Chapter 5. Conclusions and Implications

5.1 Discussion and Conclusion

This study proposed a framework for enhancing our understanding of consumers’ attitudes toward
online shopping. These findings indicated that utilitarian values (i.e. convenience, availability of
information and lack of sociality) and hedonic values (i.e. adventure and sociality) are important
predictors of consumer’s attitude toward Internet purchasing. Boosting the five shopping values can
induce positive attitude. Though the causal relationship among variables is concluded at this time,
the causality of the variables needed to be further examined with longitudinal designs. In addition,
since the samples were drawn solely from Taiwanese context, future research can assess the

generalizability of findings in other cultural contexts.

Because utilitarian shopping values reflect usefulness and ease of use aspects (Monsuwe et al.,
2004), this study found that utilitarian values positively impact consumers’ attitude toward adopting
a new technology or system, congruent with the theory acceptance model (Lee et al., 2006). In the
other hand, hedonic shopping values reflect enjoyment aspects (Monsuwe et al., 2004), and hedonic
shopping values were found to have positive effect on consumers’ attitude toward online shopping
(Davis et al., 1989). The result is consistent with the findings of Narges et al. (2009) that perceived
enjoyment is also a crucial determinant when discussing attitude toward online shopping base on

theory acceptance model (TAM).
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Regarding the effect of gender, gender is shown to have main effects on five shopping values,

such as convenience, availability of information, lack of sociality, adventure, and sociality. The

significant differences between convenience, availability of information, lack of sociality, adventure,

and sociality means for women and men bring critical messages for management. The significantly

higher means of convenience and lack of sociality for men than women indicated that male internet

buyers were more convenience oriented and less motivated by social interaction than women internet

buyers, congruent with the findings of Swaminathan et al. (1999). In addition, the significantly

higher means of adventure and sociality for women than men indicated that females are more

motivated by emotional factors (for example, adventure, sociality), as compared to males, and the

findings of this study were consistent “with those of Arnold and Reynolds (2003). Last, the

significantly higher means of availability ofinformation for women than men indicated that women

tend to be more sensitive to related information online than men when making judgments, they seek

more information than men when making consumption decision, congruent with the findings of

Meyers-Levy and Sternthal (1991) and Cleveland et al. (2003).

Gender also has moderating effects on paths going from convenience, availability of information,

lack of sociality, adventure, and sociality to attitude toward Internet purchasing. The findings of

significant gender differences suggest that males and females have different gender-based

perceptions that may eventually influence their preferences during Internet purchasing. Based on the
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findings of gender differences, two implications are presented as follows.

First, a stronger influence of convenience and lack of sociality on attitude toward online shopping

for males (versus females) indicated that it is important for e-tailers targeting the male consumers to

stress functional benefits (e.g., convenience and lack of sociality) to satisfy those male consumers.

Therefore, males will have more positive attitude if they feel that the Internet shopping provide them

with convenience and lack of sociality benefits, and the positive attitude may enhance online

purchase intentions.

Second, a stronger influence of adventure, sociality-and availability of information on attitude

toward online shopping for females (versus males) suggested that female consumers have a stronger

desire for the sensory pleasures associated with online shopping. Online marketers may work on

producing some topics related to hedonic factors when targeting female consumers. For example, to

attract females, online marketers should provide the sociality value by creating a platform for sharing

information and related shopping experiences. In addition, e-tailers can demonstrate for females how

fun to purchase products online and engage them with abundant information on the website, and this

may eventually stimulate their positive attitudes and increase purchase intentions.
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5.2 Limitations

This study has some limitations. The first limitation of this study is that all participants were

students. Although they may shop online, students typically have less income than non-student

consumers. Future researchers can select other representative samples to assess the generalizability

of findings. Second, the samples were drawn solely from Taiwanese context, this may result in

potential cultural limitation that differences may exist from one country to another. Future research

can avoid this by exploring different cultural contexts. Third, the use of a cross-sectional research

design may make causality difficult to determine. This study has the methodological limitation that

causal relationships among variables cannot be concluded. Longitudinal designs are required to

examine the causality of the variables.

5.3 Future Research

In addition to some limitations, this study provides some directions for future research. First of all,

one important area for future research is to explore gender differences concerning utilitarian and

hedonic values of web-based shopping by culture. Suh and Kwon (2002) suggested that consumers

from different cultures have different attitudes, preferences and values, thus consumers with different

cultural background may have different attitudes toward computer-mediated consumption. It is

interesting to see how the results of this study would vary in different cultural settings. Second, data

for this study was collected from students in Taiwan’s universities, it is interesting to duplicate the
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study in other consumer market segments (i.e. age, education, income) to test the generalization of

findings. Last, study findings provided preliminary evidence concerning the relationships between

online shopping values and attitude toward shopping online. Future research can examine these

relationships and other possible factors that may mediate or moderate the effect of shopping values

on attitude toward Internet shopping. Despite the limitations, this study does furnish a fertile

direction for internet marketing.
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Appendix A- Measurement Scales

(Respondents were requested to answer the following questions from totally disagreement to totally

agreement on a 7-point Likert scale except for attitude toard online shopping.)

Convenience (Eastlick and Feinberg, 1999; Pui et al., 2007)
1-1 I can buy things whenever | want.
1-2 I can buy things at home.

1-3 Online shopping is convenient to me.

Availability of information (Wolfinbargerand Gilly, 2001; Pui et al., 2007)

2-1 | can get information easily online.

2-2 Internet provides a lot of information.

2-3 Information via internet is the newest.

Lack of society (Pui et al.,2007)

3-1 | can avoid embarrassment when | buy things online.

3-2 Online makes me free from salesman.

3-3 Online makes me free from social interaction.
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Adventure (Arnold and Reynolds,2003 ;Pui et al.,2007)

4-1 Online shopping is an adventure.

4-2 1 find shopping stimulating.

4-3  Online shopping makes me feel like I am in my own universe.

Sociality (Arnold and Reynolds,2003 ;Pui et al.,2007)

5-1 1 can exchange information with friends online.

5-2 | can develop friendships with other internet shoppers.

5-3 I can extend personal relationship online.

Attitude toward online shopping (Taylor and-Todd; 1995)

6-1 Using the Internet to buy things is a good idea.

6-2 | like the idea of busing what I need via the Internet.

6-3 Using the Internet to buy things is a wise idea.

6-4 Using the Internet to buy things would be pleasant.
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