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ABSTRACT 
 

With the fast growing Chinese online marketplace and the increasing popularity of 

shopping imported products online in China, more and more practitioners and 

researchers are interested in understanding the cues that Chinese consumers use to 

evaluate imported products consumption online. 

 

Our quantitative study aims to identify what factors affect the behavior of Chinese 

online consumers towards imported products and the relationships between the 

identified factors and purchase intention, and thereafter help companies to understand 

how to increase Chinese online consumers’ purchase intention of imported products. 

The research model is developed based on The Theory of Planned Behavior. Data were 

collected through web based-survey in China. Subsequently, the logistic regression 

in SPSS was used for testing the 12 hypotheses. 

 

Results reveal that the purchase intention of Chinese online consumers to imported 

products is closely associated with Perceived Behavioral Control, Subjective Norms, 

Perceived Risks, Service Quality, Country of Origin and Price. However, Product 

Variety and graphically well-designed websites are not relevant to purchase intention 

when Chinese consumers evaluate online imported products. The findings of our study 

serve as a link between consumers and online retailers or companies. The information 

from this study can add knowledge to limited studies on the behavior of Chinese online 

consumer. 

 

Keywords:  Consumer Behavior, Online Shopping, Imported Product, Theory of 

Planned Behavior, China. 
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1  Introduction 
The purpose of this thesis is to study the online consumption of imported products 

online in China, and the factors that affect the consumers. It aims to investigate the 

behavior of the online Chinese consumer, especially related to the imported products. It 

concerns with how consumers are purchasing imported product online and how the 

foreign companies can benefit finically from Internet retailing in China.  

 

1.1  Online Shopping 
Online shopping has been defined as the process of buying and selling or exchanging 

products, services, and information over the Internet (e-commerce)(Clemes, M.D., Gan, 

C., Zhang, J., 2014; Gregory, G., Karavdic, M., Zou, S., 2007; Qin, 2010). The Internet 

evolves from a new communication medium into an innovative retailing medium, 

changing the world of retailing (Kim and Lennon, 2008). The Internet, as a fast 

growing retail channel, accounts for 30% of global growth for a total market value 

over the 1.0 trillion US dollar in the next years. Specifically, the strong push to the 

market value will be driven in particular by the emerging markets and developing 

countries (Euromonitor International 2015). Under such trend, China will become one 

of the largest markets and tends to drive the global Internet retailing growth (Strategy 

Briefing, 2014). 

 

Internet shopping as a promising shopping channel provides consumers with significant 

benefits over traditional retail channels (Davis, 1989; Forsythe, S., Liu, C., Shannon, D., 

Gardner, L.C., 2006; Jarvenpaa and Todd, 1996). For example, consumers achieve 

more efficiency and convenience when shopping online. Consumers can have better 

perceptual experiences because of peculiar features related to online shopping (Cheung, 

C.M.K., Chan, G.W.W., Limayem, M., 2005; Forsythe and Shi, 2003; Vijayasarathy 

and Jones, 2000). In addition, consumers are presented with a broader selection of 

products, service, price and information online (Choi and Geistfeld, 2004; Clemes et 

al., 2014; Ming-Yen Teoh, W., Choy Chong, S., Lin, B., Wei Chua, J., 2013; Wu, W.-

Y., Lu, H.-Y., Wu, Y.-Y., Fu, C.-S., 2012). 
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However, consumers are also vulnerable to a high level of risk due to the impossibility 

to physically examine the products. Quality expectations of a product may not actualize 

after the purchase (Forsythe and Shi, 2003). Further, psychological anxieties are also 

involved such as frustration of dealing with a huge amount of options, receiving the 

wrong products, losing money and etc. (Cho, 2004; Doolin, B., Dillon, S., Thompson, 

F., Corner, J.L., 2005; Iyengar and Lepper, 2000; Forsythe and Shi, 2003). 

 

From the company's’ perspective, the introduction of Internet retailing provides several 

advantages and opportunities. Companies can distribute their products and/or services 

to a broader range of customers and reach the global markets more efficiently (Kim and 

Lee, 2008; Limayem, M., Khalifa, M., Frini, A., 2000). Therefore, retailing through the 

Internet enables businesses to explore new markets that otherwise would be difficult to 

reach (Limayem et al., 2000); the web provides a direct interactive channel that is not 

bounded by geography (Jarvenpaa and Todd, 1996). Moreover, as ulterior perceived 

business advantages related to the Internet retailing, customization of products and 

services, lower advertising costs and greater inventory control have been identified 

(Ming-Yen Teoh et al., 2013; Jarvenpaa and Todd, 1996; Peter, J.P., Olson, J.C., 2010). 

 

Cyberspace is very different from physical markets (Limayem et al., 2000). Although 

companies benefit from the retailing through the Internet, they may not be able to 

convert these benefits into profit if the company could not reduce the high level of 

risk perceived by customers and fulfill the consumers’ expectation regarding user-

centered website design (Choi and Geistfeld, 2004; Forsythe and Shi, 2003; Limayem 

et al., 2000; Solomon, 2012). In addition, more potential obstacles lie in the new 

markets. Therefore, retailers need to understand local consumers preferences in order to 

adapt and optimize their websites in accordance with the local needs. 

 

1.2  China’s Background 
In China, Internet retailing has great potential to grow (Strategy Briefing, 2014). 

According empirical studies, China has overtaken the U.S becoming the world’s 

largest Internet retail market in 2014 (Chinese Digital Marketing Agency, 2015). By 

the end of June 2014, for instance, the number of online shoppers in China reached 
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332 million, increasing by 29.62 million compared with that at the end of 2013, with a 

semi-annual growth rate of 9.8% (China Internet Network Information Centre, 2015). 

The prosperity of Chinese online marketplace has created great opportunities for not 

only Chinese domestic companies but also for foreign companies. Due to the bigger 

customer pool and the lower barrier, many foreign companies choose to enter the 

Chinese market through online stores (MGI, 2013). Moreover, more and more 

consumers in China are buying imported products from oversea (Qiu, 2011). This is 

because in the past three decades, Chinese consumers’ shopping habits have changed 

dramatically as incomes have risen and new products and concepts have entered 

the China market (Qiu, 2011). The older generation generally maintains “traditional” 

spending habits, while the younger generation is becoming more Westernized and 

quality conscious. As the young generation becomes the main body of consumers, 

Chinese consumers will gradually turn from buying only basic necessities to leading 

comfortable and high- quality lifestyles, of which the concept is usually conveyed by 

foreign products (Qiu, 2011). 

 

Besides the popularity of imported products in the Chinese market, the government 

policies regarding online imported product retailing have created a favorable 

environment for foreign companies. By the end of 2014, seven cities including 

Shanghai were selected as pilot cities of the Cross-Border E-commerce Program. This 

program enables consumers to make foreign online purchases from qualified sellers 

with more favorable price and shorter delivery time (China Daily, 2015). Qualified e- 

commerce companies are allowed to buy goods from abroad and store them in 

bonded warehouses in the pilot zones. This allows imported goods suppliers or 

companies to save considerable costs in terms of inventory, distribution and tariff cost. 

China's General Administration of Customs released that at the end of 2014, China's 

import and export volume of cross-border e-commerce pilot has exceeded 3 billion 

Yuan, covering 181 countries and regions (China Daily, 2015). As consumers in China 

adopt new online shopping habits, future growth of the online imported goods 

consumption is foreseeable. 
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1.3 Problem Statement 
The rapidly growing Internet retailing in China and the favorable government policies 

has provided huge potential for online imported products retailing and has attracted 

many foreign companies to enter the Chinese market. However, although the fact that 

many consumers purchase from online foreign retailers and many retailers have been 

successful, a number of consumers still hesitate to do so, and many foreign brands have 

failed in this new marketplace.  As David Matthieu, founder of Beijing-based Daxue 

Consulting said: “You have no idea of how many emails we receive that they think 

they can just open a shop and sell” (Wall street Journal’ article, 2014), favorable 

policies and fast-growing market do not guarantee a successful online business.  

 

The academic world gives significant contribution to online consumer behavior studies 

in terms of developing new models and theories. This topic has been examined under 

various contexts over the years (Cheung et al., 2005; Dennis, C., Merrilees, B., Dennis, 

C., Merrilees, B., Jayawardhena, C., Tiu Wright, L., 2009; Monsuwé, T.P.Y., Dellaert, 

B.G.C., de Ruyter, K., 2004). However, compared with developed countries, in 

developing countries, such as China, more researches about Internet shopping behavior 

should be conducted due to the global importance of this market (Gong, W., Stump, 

R.L., Maddox, L.M., 2013; Lee and Green, 1991, Tan, F. b., Yan, L., Urquhart, C., 

2007). A critical understanding of Chinese online consumer behavior is required. 

Particularly, the factors mainly influence Chinese online consumer behavior should be 

understood, since they remain largely unknown (Clemes et al., 2014; Gong et al., 2013). 

In addition, Chinese consumers may have different online shopping behaviors due to 

the cultural difference (Clemes et al., 2014; Gong et al., 2013; Shergill and Chen, 2005; 

Yoon, 2009). 

 

Furthermore, consumer shopping behavior not only varies when concerning the 

different countries (Choi, J. and Geistfeld, L.V., 2004, Shergill and Chen, 2000, Tan et 

al., 2000), it also differs with the product types consumed (Clemes et al., 2014; Gong et 

al., 2013). For instance, consumers usually evaluate imported products differently than 

domestic products (Herche, 1992). Therefore, considering that there are few studies 

about Chinese online consumer behavior regarding imported product and the booming 
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of Chinese online retailing market and the potential growth of foreign products 

presence in the Chinese online marketplace, the authors of this paper believe that a 

deeper understanding of Chinese online shoppers’ behavior towards imported products 

is necessary, especially for the practitioners. 

 

Consequently, in this thesis, Chinese consumers’ shopping behavior towards imported 

products is adopted as the research topic and the research question that we would like 

to propose is: 

 

l How can companies increase Chinese consumers purchase intention towards 

online imported products? 

 

1.4 Purpose and Objectives 
Considering few studies about online Chinese consumer behavior regarding imported 

products’ consumption have been conducted so far, the purpose of this paper is to study 

the online consumer behavior in China, and the factors that significantly influence the 

consumption of imported products online. It is therefore investigated how consumers 

are purchasing imported product online and how the foreign companies can benefit 

finically from Internet retailing in China. 

 

This paper adds knowledge on the limited theoretical study of the consumer online 

shopping behavior. By identifying the affecting factors, an unique framework is 

developed. Thereafter, based on the result of this study, implications for further 

research are provided. Moreover, this study’s findings largely benefit firms that intend 

to enter into the Chinese market. The factors tested in this thesis may play a linkage 

role between consumers and firms. As a result, through a better understanding of the 

Chinese consumer purchase intention towards online imported products, the retailers 

would have more chance to enter the Chinese market, survive in the “jungle” of the 

Chinese e-commerce marketplace and to succeed. 
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2  Theory Review and Hypothesis 
This section presents a theoretical overview of consumers’ behavior towards imported 

products and online shopping behavior, based on the previous studies. The literature 

review focuses on the major factors influencing online shopping behavior of imported 

products, such as attitude, subjective norms, perceived behavioral control, website 

factors, perceived risk, product variety, country of origin, perceived quality, price and 

demographic characteristics. The conceptual model is developed based on the Theory 

of Planned Behavior, which is the conceptual framework for this research. 

 

2.1  Consumer Behavior to Imported Products 
The definition of the foreign products is becoming increasingly ambiguous due to the 

globalization of the production (Thompson et al., 2013). Products are often designed in 

one country, manufactured in another, and sold in a third. In this thesis imported 

products are defined as the products manufactured outside of the domestic market. 

Therefore, the country of origin (COO) is an important piece of information for the 

consumers during their decision-making process (Solomon, 2015). It embodies as 

symbolic value of significance to them such as product quality and social acceptability 

(Papadopoulos et al. 1990). Consequently, it has been revealed that consumer behavior 

towards imported products is influenced by the products’ original country’s image 

(Herche, 1992; Wang et al. 2004). 

 

Additionally, consumers usually evaluate imported products differently than domestic 

products (Herche, 1992). The positive or negative evaluation towards the consumption 

of imported products has direct effect on their purchase intention towards certain 

products. A consumer may prefer foreign products if acceptable domestic products are 

not available or the product itself is perceived more valuable than the domestic goods 

with better price or better quality (Herche, 1992; Wang, C. -L., Siu, N.Y., Hui, A.S., 

2004). On the contrary, it has been revealed that consumers have a general preference 

for domestic-made products over foreign products when information about the foreign 

products is lacking or the image of the quality associated with imported goods is lower 

(Wang et al., 2004). As demonstrated by Herche (1992), “the loyalty to domestic 

products may be eroded as quality, pricing, availability, or popularity differences 
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become more acute with imported products, making the defense for domestic products 

more difficult”. Price and product quality are two of the most salient dimensions 

considered by consumers when thinking about imported goods (Wang et al., 2004). 

Papadopoulos et al. (1991) also state that price-value is one of the underlying 

dimensions that govern consumers’ evaluation of products from various origins. 

 

2.2  Online Consumer Behavior 
Online consumer behavior has become an emerging research area in the last decades 

with an increasing number of publications per year (Cheung et al., 2005; Darley, W.K., 

Blankson, C., Luethge, D.J., 2010). Generally, the studies on online consumer behavior 

appear fragmented (Cheung et al., 2005; Darley et al., 2010; Monsuwé et al., 2004); the 

vast majority of studies examine the link between several external factors and one or 

more components of the decision-making process (Darley et al., 2010). 

 

In the study of consumer online purchase intention, consumer’s perception (Lim, 2003; 

Monsuwé et al., 2004), web features (Ranganathan and Ganapathy, 2002; Shergill and 

Chen, 2005; Wells et al., 2011) have been largely investigated (Darley et al.2010; 

Dennis et al. 2009). Clemes (2014) examined service quality, price, website factors, 

subjective norms, product variety and other factors that influenced Chinese online 

consumer behavior. Limayem et al. (2000) and Dennis et al. (2009) investigated 

constructs such as perceived consequences, personal innovativeness, past experience, 

and perceived risk. 

 

Classical consumer theories and model have been applied in order to understand online 

shopping behavior. Findings show that the Theory of Reasoned Action (TRA) 

(Fishbein, 1979) and its family theories including the Technology Acceptance Model 

(TAM) (Davis, 1989) and the Theory of Planned Behavior (TPB) (Ajzen, 1991) are the 

dominant theories in this area. TRA is one of the most fundamental theories, which 

consists of two core constructs namely attitude and subjective norms. TAM has been 

used widely to understand users’ adoption of new information technology, which 

namely is purchase channel selection. TPB extends TRA by adding a new construct of 

perceived behavioral control. Comparing TPB and TRA in the context of online 
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shopping, perceived behavioral control is considered as an important construct. Taylor 

and Todd (1995) argued that, if the goal were to predict technology usage, then TAM 

would be preferable. However, TPB provides a more detailed and complete 

understanding of usage behavior and intentions. TPB is deemed to investigate a 

person’s intentions and it can determine the factors that motivate the influence of a 

behavior (Ajzen, 1991). Ajzen (1991) argues, “Intentions to perform behaviors of 

different kinds can be predicted with high accuracy”. Moreover, it can effectively 

measure the relationship between consumer’s purchasing intention and the selected 

determinants to online shopping decisions (Dennis et al., 2009; Limayem et al., 2000; 

Wu, 2003). Considering the objective of our study, we adopted the Theory of Planned 

Behavior (TPB) model as the base of our conceptual framework. 

 

Consequently, eight factors have been selected out. Two factors (subjective norms and 

perceived control behavior) are directly applied from the TPB theory while the 

remaining six are drawn out based on the definition of the attitude, which is an 

important component of the TPB theory as well. The identified factors included in the 

conceptual model (see Figure 1) are explained respectively in the following text. 

 

2.3 Theory of Planned Behavior 
In the last three decades the Theory of planned behavior has been adopted and tested by 

marketers and researchers (Sniehotta, F.F., Presseau, J., Araújo-Soares, V., 2014). 

Ajzen (1991) has reported that behavior is motivated by intentions, which in turn are 

motivated by attitudes, subjective norms, and perceived behavioral control. Each 

construct is in turn generated by a number of beliefs and evaluations. As a general rule, 

the more favorable the attitude and subjective norms with respect to a behavior are, and 

the greater the perceived behavioral control is, the stronger an individual’s intention to 

perform the behavior under consideration should be (Ajzen, 1991). 

 

2.3.1 Intention 
Behavioral intention is a central component in the TPB (Ajzen, 1991). According to 

Ajzen (1991), behavioral intention is an indication of an individual’s likelihood to 

undertake a particular behavior, and it is an immediate antecedent of behavior is. The 
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stronger an individual’s intention to conduct a certain behavior, the more likely the 

individual will be to perform the behavior (Ajzen, 1991). Based on the TPB model, 

many previous researches have conducted that purchase intention can measure the 

possibility of a consumer to buy a product. The higher the purchase intention is, the 

higher a consumer’s willingness is to buy a product (Dodds, W.B., Monroe, K.B., 

Grewal, D., 1991; Schiffman, L.G., Hansen, H., Kanuk, L.L., 2008). Therefore, attitude, 

subjective norms and perceived behavioral control affect behavior through purchase 

intention, which is the central component of the conceptual model (see Figure1) in this 

thesis. 

 

2.3.2 Perceived Behavioral Control 
Perceived behavioral control is a predictor of intention in TPB. Perceived behavioral 

control refers to people’s perception of the ease or difficulty for acting a certain 

behavior and it reflects past experience as well as anticipated obstacles about 

performing a behavior (Ajzen, 1991). This construct has two aspects: control beliefs 

and perceived power. Perceived power refers to the personal evaluation of the external 

factors that may facilitate or impede a specific behavior (ibid). Control beliefs indicate 

the ability to reduce or increase the degree of difficulty in performing the behavior by a 

person on the basis of factors such as the past experience and given resources and 

opportunities (ibid). 

 

It has been examined that perceived behavioral control directly affects online shopping 

behavior (George, 2004) and has a strong relationship with the actual Internet 

purchasing (Limayem et al., 2000). Specifically, ease of use and past experience of the 

perceived behavioral control has been investigated. Limayem et al. (2000) find that the 

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

transaction, affects the on perceived behavioral control and subsequently increase the 

purchase intention. Giantari, I., Zain, D., Rahayu, M., Solimun, M., (2013) report that 

the effect of experience on perceived behavioral control is extremely relevant to online 

consumption. Thus, considering that many findings prove that perceived behavioral 

control has significant impact on purchase intention toward imported products as well 

(Jin and Kang, 2011; Son, J., Jin, B., George, B., 2013), we assume that it still would 
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be a relevant factor when it concerns online consumer behavior towards imported 

products. Son et al. (2013) find that perceived behavioral control is the second factor 

influencing consumer’s purchase intention toward imported goods after attitude. 

Consequently, based on the previous studies, the first hypothesis is proposed: 

 

H1 Perceived behavioral control has positive effect on consumers’ intention to 

purchase imported products online. 

 

2.3.3 Subjective Norms 
Subjective Norms is another predictor of intention in TPB. The theory sustains that 

subjective norms has two components that work together, namely an individual’s 

beliefs about how others would like him/her to behave (normative beliefs) and the 

motivation to comply with the significant referents’ opinions (motivation to comply) 

(Ajzen, 1991; Fishbein, 1979). The subjective norms influence has been divided into 

two types: peer influence (friends and family) and external influence (mass medium, 

popular press and news reports) (Clemes et al. 2014, Limayem et al., 2000, Tan et al. 

2007). 

 

Concerning researches about online shopping behavior, the positive relation between 

subjective norms and purchase intention is confirmed in most previous studies. 

Limayem et al. (2000) find that subjective norms have an optimistic effect on 

consumers’ intention to purchase products online. Similarly, Clemes et al. (2013)’s 

research about Chinese online Consumer Behavior finds that individual’s decision to 

shop online can be influenced by both peer influence and external influence. That 

means consumers would have positive intention to purchase products online if the 

referents have positive opinions. Similarly, Tan et al. (2007) find that subjective norms 

strongly affect online consumers’ behavior in collectivist countries. 

 

Contrarily, concerning purchase intention towards foreign products, Shen, D., Dickson, 

M.A., Lennon, S., Montalto, C., Zhang, L., (2003) and Son et al. (2013) find that 

subjective norms do not significantly influence purchase intentions of foreign apparels. 

It is may be due to the nature of the products and the country taken into consideration 
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(Shen et al., 2003; Son et al., 2013). For instance in Shen et al. (2003), the study focus 

is on purchase intention only towards foreign apparels instead of the foreign products 

in general as in this thesis. While Son et al. (2013) studied purchase behavior towards 

foreign products of Indian consumers. Therefore, considering two reasons: (1) the 

purpose of this study differ from Son et al. (2003) and Shen et al. (2013), (2) the high 

relevance of the subjective norms for the Chinese online consumers in general (Clemes 

et al., 2014, Tan et al., 2007); in this thesis it is assumed that increasing external/peer 

influences will enhance the purchase intention. Thus, the following hypothesis is 

proposed: 

 

H2 Subjective norm has positive effect on consumers’ intention to purchase imported 

products online. 

 

2.3.4 Attitude 
Attitude is the dominant predictor of intention. It can be defined as an individual’s 

overall evaluation of the specific behavior (Ajzen, 1991). The theory assumed that the 

attitude toward behavior is mainly influenced by behavioral beliefs, which are beliefs 

about engaging in a certain behavior that may result in favorable or unfavorable 

consequences (Fishbein and Ajzen, 2011). 

 

Because attitudes are so complex to understand, many marketing researchers use multi-

attribute attitude models to understand them (Solomon, 2015). The basic multi-attribute 

model contains three specific elements to attitude: (1) Attributes are characteristics of 

the attitude object. Researchers identify the attributes that most consumers use when 

they evaluate the attitude object. (2) Beliefs are cognitions about the specific attitude 

object. A belief measure assesses the extent to which the consumer perceives that a 

brand possesses a particular attribute. (3) Importance weights reflect the relative 

priority of an attribute to the consumer (Solomon, 2015). Following the multi-attribute 

attitude model, the factors that form the attitude are identified and consequently 

explained on the following text.  In the identified factors, Service Quality, Website 

Factor, Product Variety are considered as the characteristics of the online marketplace; 

Country of Origin and Price are seen as the characteristics of imported products; 
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Perceived Risk is considered as consumers’ cognition about online imported products 

consumption. 

 

2.4 Factors that form the attitude 
2.4.1 Perceived risk 
Perceived risk has multidimensional components (Chang, E. -C., Tseng, Y. -F., 2013; 

Forsythe and Shi, 2003). Various types of risk waere proposed by the previous studies 

such as product performance, financial, time risks and privacy risks (Bhatnagar et al., 

2000; Crespo, A.H., del Bosque, I.R., de los Salmones Sanchez, M.G., 2009; Jarvenpaa 

and Todd, 1996; Lim, 2003). 

 

In general, perceived risk is considered having negative influence on the attitude to 

shop at online stores, thereafter, influencing the intention to make consumption 

(Jarvenpaa and Todd, 1996; Forsythe and Shi, 2000; Clemes et al., 2014). Whereas, the 

findings are not unanimous. For instance, Corbitt, B.J., Thanasankit, T., Yi, H., (2003) 

and Gong et al. (2013) find that perceived risk is not significantly correlated with 

participation in online shopping. 

 

In this thesis, perceived risk is assumed to have negative effects on attitude mainly for 

two reasons. Firstly, this study concerns Chinese online consumers’ behavior towards a 

specific group of products - the imported goods with high price and high quality 

characterized. Purchasing imported products online may be even more risky due to the 

inability to check the quality before buying (Bhatnagar, A., Misra, S., Rao, H.R., 2000) 

and the potential monetary loss related to the online payment (Crespo et al., 2009, 

Forsythe et al., 2006; Lim, 2003). Consumer’s expectation of a product may not be 

actualized after purchase (Forsythe and Shi, 2003). Secondly, Chinese online 

consumers undertake high purchasing risks because of the high possibility to encounter 

false advertising and fake goods (Liu, X., He, M., Gao, F., Xie, P., 2008). Thus, the 

following hypothesis is proposed: 

 

H3 Perceived risk has negative effect on consumers’ intention to purchase imported 

products online. 
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2.4.2 Service Quality 
Online service quality is one of the key factors that can increase consumer’s purchase 

intention. Moreover, online service quality can maximize the online competitive 

advantages of e-commerce (Jessica Santos, 2003). If online retailers can find out and 

understand the factors that consumers use to evaluate service quality, it would help 

online retailers to monitor and improve companies’ performance (Zhilin Yang, Robin T. 

Peterson, Shaohan Cai, 2003). Thus, it is obligated for online retailers to examine the 

existing and potential customers’ expectations of service quality, in order to offer a 

high quality service (Yang and Jun, 2002). 

 

Service quality is used to identify how well the service performance matches 

customer’s expectations (Jessica Santos, 2003) and it has a multidimensional construct. 

Reliability, responsiveness and personalization are the most important dimensions in 

increasing service quality perception that consequently enhances trust and customer 

loyalty (Yang and Jun, 2002). 

 

Reliability represents the capability of online retailers to fulfill orders correctly, charge 

correctly, and deliver promptly (Yang and Jun, 2002). Yang and Jun (2002) stated that 

consumers might stop making purchases online due to poor order fulfillment and 

delivery by online retailers. For the online imported products consumption, many 

imported products are delivered from abroad. The reliability, therefore, becomes more 

crucial for both retailers and consumers. For the responsiveness dimension, consumers 

expect online stores to respond to them as quickly as possible. Fast responses from 

online retailers may help consumers solve their problems and make decisions on time 

(Yang and Jun, 2002). Personalization is defined as “the social content of the 

interaction between service providers and consumers” (Mittal and Lassar, 1996). The 

lack of real time interaction may prevent potential consumers to make purchases 

through the Internet (Yang and Jun, 2002). Thus, good service quality covers “correct 

order fulfillment and delivery, instant response to consumers and personalized 

interaction with consumers” (Yang and Jun, 2002). 

 

Cai and Jun (2003) claim that consumers’ intention to shop online is affected by the 
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service quality provided by online retailers. Similarly, Gwo Guang Lee and Hsiu Fen 

Lin, (2005) find that good service quality, in the context of Internet retailing, positively 

influences consumers’ purchase intentions. Based on the previous researches, we 

assume that consumers purchase intention toward online imported products will 

increase when online retailers provide good service quality. Thus, the following 

hypothesis is proposed: 

 

H4 Good online service quality has a positive effect on consumers’ intention to 

purchase imported products online. 

 

2.4.3 Website factors 
Website factors are peculiar of online shopping, and the characteristics of the websites 

enhance consumer attitude toward behavior. Ranganathan and Ganapathy (2002) 

identify four key characteristics of B2C websites: information content, design, security, 

and privacy. The content and design of an online store webpage are important 

considerations when online retailers aim at high quality websites design (Guang Lee 

and Hsiu Fen Lin, 2005). Websites are fundamentally “storehouses of information” that 

can aid customers when they search for information (Ranganathan and Ganapathy, 

2002) and the design characteristics of a web page may also impact on consumers′ 

online buying decisions (Shergill and Chen, 2005). Therefore, content refers to the 

information offered in a website, whereas design is the way in which the contents are 

graphically presented to consumers (Huizingh, 2000). 

 

Previous studies conducted show that consumers’ perceptions of website quality 

positively affect a consumer’s perception of product quality (Clemes et al., 2014). 

Websites have attributes, e.g., visual appeal, navigability, security, response time, and 

etc. that can influence perceptions of product quality (Wells et al., 2011). Specifically, 

Websites can convey “intrinsic product attributes” including written product features, 

pictures, and virtual product experiences as well as “extrinsic product-related 

attributes” (such as price, brand, and website quality attributes (Wells, J.D., Valacich, 

J.S., Hess, T.J., 2011). Moreover, when website credibility is higher, the quality of a 

website will have a greater, more significant effect on consumer perceptions of product 
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quality (Wells et al, 2011). As a result, the perceived quality of a product will 

positively affect a consumer’s intention to use a website to purchase the products 

(Wells et al, 2011). Similarly, Shergill and Chen (2005) find that a poor website design 

is the major reason for consumers not to make purchases online. Consequently, since 

website factors will increase quality perception, which is one of the most influential 

factors of consumers’ behavior towards imported products, the following hypothesis is 

proposed: 

 

H5 Well designed online store/website has positive effect on consumers’ intention to 

purchase imported products online. 

 

2.4.4 Product Variety 
Product variety is the assortment or a range of goods available from a retailer 

(Jarvenpaa and Todd, 1996). A wide selection of products leads to improved 

comparisons, and eventually, better purchase decisions (Keeney, 1999). Consumers 

usually prefer more variety when a choice is given in order to satisfy consumers varied 

tastes (Szymanski and Hise, 2000). Szymanski and Hise (2000) find that product 

variety is one of the important reasons why customers choose to shop online. Sin, L.Y., 

Tse, A.C., Yau, O.H., Lee, J.S., Chow, R., (2002) conclude that online consumers are 

able to purchase better quality products with a favorable price from a wider variety of 

products. 

 

On the other hand, other researches reveal that more options can generate decision 

conflict, confusion and frustration, leading to choice deferral or even no choice at all 

(Chernev 2003; Iyengar and Lepper 2000). Paradoxically, consumers have an 

ambiguous behavior when choosing from larger variety. They enjoy the decision- 

making process more, but they also feel greater frustration and difficulty with the 

choice and are less likely to make a purchase (Iyengar and Lepper 2000). 

 

However, according to findings of Clemes et al. (2014) about Chinese online 

consumers behavior, we assume that Chinese online consumers still prefer a wider 

variety of products when it concerns consuming imported products online. Consumers 
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may be able to buy the imported products that are not available in retail stores through 

the web, which may result in consumers’ preference to a variety of choices and 

therefore generate more intention to purchase imported products online. Thus, the 

following hypothesis is proposed: 

 

H6 Product variety has positive effect on consumers’ intention to purchase imported 

products online. 

 

2.4.5 Country of Origin 
Country of origin is usually represented by the phrase “Made in…” which is an 

important piece of information for the consumers during their decision-making process 

(Solomon, 2015) and is frequently used as a cue when evaluating a product or service 

from different origins. That may affect consumers’ perceptions about imported 

products quality and the product attributes (Chryssochoidis, G., Krystallis, A., Perreas, 

P., 2007; Wang et al., 2004). 

 

Previous research has strongly suggested a close link between country of origin and 

perceptions of quality and therefore affecting consumers’ attitude and purchase 

intention (Thorelli, H.B., Lim, J.-S., Ye, J., 1989). Moreover, the effect of country-of- 

origin on consumers’ perception of product quality is closely associated with their 

knowledge of the particular country and, in some cases, the level of the country’s 

economic development (Ahmed, Z.U., Johnson, J.P., Yang, X., Kheng Fatt, C., Sack 

Teng, H., Chee Boon, L., 2004). For instance, according to Papadopoulos et al. (1990), 

Ghazali, M., Othman, M.S., Yahya, A.Z., Ibrahim, M.S., (2008), consumers from less 

developed countries evaluate products from developed countries as higher in quality 

than products from emerging economies. In line with Ahmed et al. (2004), a 

consumer’s country-of-origin evaluation is typically processed in one of the two ways, 

halo effect and summary construct. A halo effect means that the consumers use their 

existing feelings towards a country to create an overall image of products from that 

country. In contrast, the summary construct is developed when the consumers use their 

familiarity and evaluation of products from a particular country to generate an overall 

country-of- origin evaluation. In certain circumstances, consumers prefer to rely on 
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extrinsic attributes for instance Country of Origin of imported product, finding them 

more credible and reliable than their own assessment (Papadopoulos et al., 1990, 

Ghazali et al., 2007). A number of studies show that the Country of origin of a product 

or service affects   consumers'   perceptions   and   influences   consumers   purchase   

intention especially in collectivist culture (Fong and Burton, 2008). 

 

According to Zhang (1996), country of origin affects Chinese consumer evaluation, 

attitudes, and choices on foreign products. The author discovers that country of 

origin does influence Chinese consumer reactions to foreign products. Products 

associated with a positive Country of Origin image received more positive ratings from 

the Chinese consumers. Moreover, the author further suggests that Chinese consumers 

might be particularly sensitive to Country of Origin effects.  We assume in the context 

of e-commerce, Country of origin still plays a vital role when Chinese consumers 

assess imported products and has a strong influence on Chinese consumers purchase 

intention. Thus, the following hypothesis is proposed: 

 

H7 Country of origin has significant effect on consumers’ intention to purchase 

imported products online. 

 

2.4.6 Price 
Price is an important factor for the consumers. Consumers usually consider price when 

they assess the value of an acquired service or product (Zeithaml, 1988). Price does not 

only stand for the objective price of products, since both the use-value and the value of 

the money spent on the products are largely subjective (Padula and Busacca, 2005). 

Therefore, the consumers, who often perceive price as an extrinsic product-quality cue 

(Dodds et al. 1991; Zeithaml, 1988), may have different evaluation of a product in 

relation to objective price and perceived price. That is why although the price of 

foreign products from developed countries are higher than domestic goods (Zhou and 

Wong, 2008), consumer are still willing to pay a price premium for foreign originated 

goods because higher quality is perceived  (Zhou and Wong, 2008). 

 

Various findings reveal that price is one of the most essential factors involved in the 
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consumer's behavior both in online and traditional markets (Chiang and Dholakia, 

2003). When consumers choose to shop online, they may be largely affected by the 

perceived price (Chiang and Dholakia, 2003). In general, products in online market are 

perceived lower price than traditional retailing stores (Vijayasarathy and Jones, 2000; 

Papadopoulos et al., 1990) because it offers wider price variation (Reibstein, 2002) and 

saves the transaction costs (Vijayasarathy and Jones, 2000). Consumers can look for 

price information from different retailers for the same product in order to make the 

most favorable economic decision (Reibstein, 2002). Additionally, Vijayasarathy and 

Jones (2000) find that savings in transaction costs that lead to better deals on price can 

positively influence consumers′ attitudes on the intention to shop online. Therefore, in 

the online marketplace context, there may be lower price for imported goods that are 

usually too expensive for average consumers in China (Wang et al., 2004). 

 

In this study, it is assumed that lower price could positively influence online 

consumers’ attitudes on the intention to shop imported products. Consumers may 

have more positive attitude towards purchasing imported products when price is lower 

(Reibstein, 2002, Vijayasarathy and Jones, 2000; Clemes et al., 2014). Thus, the 

following hypothesis is proposed: 

 

H8 Lower price has positive effect on consumers’ intention to purchase imported 

products online. 

 

2.5 Demographics 
Demographic characteristic of online shoppers is another important aspect. Evidence 

from previous studies shows that there is a significant relationship between the 

demographics characteristics of Internet users and online purchase intention (Clemes et 

al. 2014; Gong et al., 2013; Qiu, 2011). In this thesis, based on the previous studies, 

education, income, gender and age are included as the baseline for our analysis and to 

provide additional evidence of the relationship between demographics and online 

consumer behavior to imported products. 
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2.5.1 Education 
The knowledge of consumers has a strong influence on consumers’ decisions to shop 

online. Previous studies illustrate that well-educated consumers with bachelor degree 

and above are more likely to shop online, which is attributed to well-educated 

consumers having more computer and Internet skills (Clemes et al., 2014). As 

suggested by Qiu (2011), consumers with higher education should be the target 

segment for the imported products because they have more knowledge about imported 

products. Thus, the following hypothesis is proposed: 

 

H9 Well-educated consumers have more positive intention to consume imported 

products online. 

 

2.5.2 Income 
Previous studies have shown that consumers with higher incomes tend to spend more 

time Internet shopping (Brashear, T.G., Kashyap, V., Musante, M.D., Donthu, N., 2009; 

Swinyard and Smith, 2003). Further, imported products have a relatively higher price 

and therefore consumers’ perception on price plays a vital role on purchase decision 

that is ultimately guided by consumers’ income level (Aaker, D.A., Kumar, V., Day, 

G.S., 2007). 

 

H10 Consumers with higher income have more positive intention to purchase imported 

products online. 

 

2.5.3 Gender 
The findings of previous studies about the relationship between gender and online 

shopping behavior are controversial. Men are reported to hold the same (Alreck and 

Settle, 2002) or even more favorable (Van Slyke, C., Comunale, C.L., Belanger, F., 

2002) perceptions towards online shopping than female, despite the fact that women 

usually have much more positive attitudes toward shopping in general. However, the 

findings of Gong et al. (2013) indicate that the gender is not a significant predictor of 

Chinese consumers’ online shopping. The reason of this finding may be due to the 

rapid growth of Internet use and online shopping in China may have evened out the 
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gender aspect of the ‘‘typical’’ shoppers (Gong et al., 2013). In China, there are more 

female Internet users becoming online shoppers than male Internet users, and the trend 

is increasing steadily (Clemes et al., 2014). Clemes et al. (2014) conclude that female 

consumers are more likely to adopt online shopping than male consumers. Thus, the 

following hypothesis is proposed: 

 

H11 Female consumers have more positive intention to purchase imported products 

online. 

 

2.5.4 Age 
Consumers within the same age group tend to have similarities in their shopping 

behavior (Solomon et al., 2015). Differences in behavior between age groups influence 

attitudes towards specific categories of products with a change (Kotler and Armstrong, 

2010). Previous studies indicate that older consumers of 45 years old and above may be 

discouraged by using the Internet as a shopping medium due to low Internet experience 

and concerns of risk (Doolin et al., 2005). Gong et al, (2013) also find that older 

consumers (above 45 years old) are less likely to shop online (Gong et al., 2013). 

Moreover, the younger generation, in contrast with the older generation, is more quality 

conscious and westernized (Qiu, 2011). Thus, younger consumers are considered to 

have more intention to buy imported products online. The following hypothesis is 

proposed: 

 

H12 Younger consumers have more positive intention to purchase imported products 

online. 
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2.6 Conceptual model 
The model is developed based on the TPB model to examine the online shopping 

behaviors of Chinese consumers towards imported products. This model examines the 

relationship between the selected factors and the Chinese consumers’ purchase 

intention to online imported products.  

 

Figure 1. Conceptual model based on the TPB conceptual framework 
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3 Methodology 
In this section the methodology used in this study is presented. The chapter covers the 

research method of this thesis, detailed sampling and data collection strategies, and 

analysis procedure followed by an overall view of the research model. 

 

3.1 Research method 
The purpose of this study is to understand the behavior of Chinese online consumer 

towards imported products, this will be accomplished by identifying the main factors 

influencing consumer purchase intention and exploring the relationship between the 

identified factors and purchase intention. The nature of our study is a combination of 

descriptive and explanatory. The description is utilized as a precursor to explanation. 

Here, the research is descriptive since identifying the main influencing factors provides 

a clear picture of the phenomenon. It is helpful to gain an accurate profile of situations 

or events (Saunders, M., Lewis, P., Thornhill, A., 2012). The explanatory aspect is 

adopted since the relationships between the factors and the purchase intention are 

studied and partially explained (ibid). Therefore, following the definition from 

Saunder’s et al. (2012), this study can be described as descripto-explanatory research. 

Consequently, the authors of this thesis adopted a deductive approach, which is strictly 

connected to the exploratory research (Saunders et al., 2012). Deductive approach 

involves the development of a theory that is then subjected to a test through a series of 

propositions  (Saunders et al., 2012, Bryman and Bell, 2011). Following a deductive 

logic, from general to specific, using the existing academic literature, a conceptual 

model has been developed and twelve hypotheses have been raised. The conclusion 

would be derived logically from the set of premises (hypotheses) (Saunders et al., 

2012). 

 

Moreover, the quantitative method design has been found to conform to the deductive 

reasoning approach (Saunders et al., 2012, Bryman and Bell, 2011). Quantitative 

research is usually associated with a deductive approach, of which the focus is on 

analyzing data through statistical techniques to test theory and examine relationships 

between variables (Saunders et al., 2012). As mentioned before, in our study, 12 

hypotheses were proposed to study the relationships to purchase intention (Figure 1). 
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Thus, quantitative research method is considered as the most suitable method for this 

study. 

 

The survey strategy is usually associated with a deductive research approach and 

quantitative method design (Saunders et al., 2012). Specifically, a Web based survey 

was conducted to collect the primary data that is necessary due to the lack of resources 

regarding Chinese online shopping behavior related to imported products. 

 

3.2 Survey Research Strategy 
A survey, as a popular and common strategy with many successful examples in the 

literature, has been judged as the most suitable strategy design for this study. A 

common survey allows the researchers to identify characteristics of target markets, 

measuring consumer attitudes, and describing consumer purchasing patterns (Zikmund 

and Babin, 2006). Moreover, some limitations related to the sampling and the 

economic shortage obstructs the findings to be extrapolated as representative for the 

whole country (Corbetta, 2003; Saunders et al., 2012). In the context of this study, a 

web-based questionnaire is found to be the most suitable approach for several reasons. 

The web based survey represents advantages including the ability to reach the sample 

geographically far from Sweden, easy targeting of online users who represent the 

simple frame for this thesis, time- and effort-saving during the data collection 

procedure and avoidance of interviewer biases because the respondents cannot be 

influenced by the presence of the interviewers (Zikmund and Babin, 2006; Saunders et 

al., 2012). 

 

Nevertheless, it is challenging to ensure a good response rate, to generate findings that 

are representative, and to do quantitative analysis of data within a short time constraint 

with minimized the possible errors and biases (Saunders et al., 2012). Therefore, it is 

crucial to ensure accurate measurements, which, in this case, are elaborated by using 

focus group discussion, a pilot test and questionnaires used in previous studies. In 

addition, a sample framework is selected to ensure good and representative responses. 

We ensure that all the respondents are Internet users by using a web-based survey. 
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3.3 Sample selection 
Although the cultural and economic background differences between regions of China 

are vast, a representative sample is needed because of the budget and time constraints 

prevented the survey to be conducted throughout the entire regions of China. In this 

study a representative sampling method is chosen, which is the most commonly 

associated with survey research strategies (Sanders et al, 2012). 

 

As reported by China Internet Network Information Center, in 2013, Shanghai had the 

most online shoppers among all the cities in China. Shanghai had also been selected as 

a pilot city to be designated as a free trade zone and cross-border e-commerce program. 

Thus, it is hypothesized that Shanghai inhabitants and those of nearby cities generally 

have more experience in buying imported products and online shopping, Shanghai is 

also one of the most important cities for foreign companies conducting business 

activities (Euromonitor International). Consequently, Shanghai was chosen as our 

sample place. 

 

In addition, the minimum sample size required from the factor analysis should be at 

least five times as many observations as the number of variables to be analyzed (Hair, 

J.F., Black, W.C., Babin, B.J., Anderson, R.E., Tatham, R.L., 2006). Since there are 31 

items (questions) regarding selected factors to be tested in this study, at least 155 

usable questionnaires are required. 

 

3.4 Data collection 
In this study the primary data has been collected using web-based structured 

questionnaire. Questionnaire is a general term used to include all methods of data 

collection in which each respondent is asked to respond to the same set of questions in 

a predetermined order (De Vaus, 2002). We delivered our questionnaires by E-mail, 

social networking platforms and through a Chinese survey website with high reliability 

for survey services. From April 6th to April 9th, 292 questionnaires were collected in 

total. 
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3.5 Questionnaire design 
The design of the questionnaire was based on an extensive review of the literature and 

discussion with several marketing professors as well as the focus group and pilot test as 

suggested by Saunders et al., (2012), Payne (2014) and Ajzen (2002). The review of the 

theory and the pilot work helped to identify the factors that affect consumers’ behavior 

to online imported products consumption and to increase the reliability and validity of 

the questionnaires. The final questionnaire consists of two sections including 37 

questions and takes approximately 4 minutes to complete (Appendix 1). 

 

3.5.1 Focus group 
Although the literature review in Chapter 2 identified potential factors that may affect 

consumers’ behavior towards purchasing online imported products, focus group 

interviews were used to discover new constructs and revise the original constructs and 

further to ensure the validity and reliability of the original constructs (Saunders et al., 

2012). A pilot work is recommended by Ajzen (2002) in order to accurately identify 

accessible behavioral, normative, and control beliefs, which can provide the basis for 

constructing a standard questionnaire used in the main study (Ajzen, 2002). Hair et al. 

(2006) also suggest that a focus group discussion plays an important role in the process 

of identifying new marketing constructs and creating reliable and valid construct 

measurement scales. We conducted the focus group discussion after all the constructs 

were determined and before the questionnaire was designed. 

 

For the focus-group sessions 4 Chinese male and 5 Chinese female participants were 

selected for the discussion. All have had online shopping experience and imported 

products consumption experience. Based on the questions shown in Appendix 2. The 

participants were asked to identify all the possible factors and advantages or 

disadvantages that are associated with online imported products consumption. The 

participants were also encouraged to provide comments on any factors mentioned by 

other participants and derived from the literature review. In addition, the participants 

were asked to identify the factors that they considered to be the most important for 

them when purchasing imported products online. 
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As a result, the focus group discussion revealed that all the constructs developed from 

previous literatures were considered as important to the participants when they make 

online imported products purchases. All the participants agreed that the developed 

constructs might significantly influence consumers’ purchase intention related to online 

bought imported products. Although no new constructs were found, the validity and 

reliability of the original constructs were ensured and verified. 

 

3.5.2 Measurement 
It is essential to select appropriate items (questions) in the formative stage of the 

questionnaire to secure reliable and internally consistent measures (Ajzen, 2002; 

Saunders et al., 2012). The survey questionnaire was designed based on the constructs 

identified in the literature review and the feedback from the focus group discussion. 

Questions were adopted from existing relevant measurement scales used in previous 

studies and adapted to be in accordance with the purpose of this research (Saunders et 

al., 2012). Only 4 questions were self-elaborated due to the lack of relevant questions. 

Therefore, the validity and reliability of the scales are ensured. 

  

There are two sections in our questionnaire (Appendix 1). The first part was designed 

to identify respondents’ social demographic characteristics. The second part contains 

items related to constructs based on the factors derived from the literature review and 

focus group interview results in order to evaluate respondent's attitude, perceptions and 

thoughts towards potential factors related to imported products online consumption. 

The variables and the sources of various scales used to measure them are shown in 

Table 1 below. 

 

Table 1. Sources of Questions 

Price Reference 

Pri1 Lower price always represents lower quality on 

imported products. 

Self elaborated  

Pri2 I don’t want to pay higher price for higher quality 

imported products. 

Self elaborated 

Pri3 Online shopping allows me to buy same or similar Clemes et al., 2014 
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imported products at lower price than traditional    

retailing stores. 

Pri4 I like to buy imported products that are lower price. Clemes et al., 2014 

Country of Origin 

Coo1 I purchase imported products from countries that 

have good countries’ image for me. 

Ghazali et al., 2008 

Coo2 I only buy imported products that are from 

developed countries. 

Ghazali et al., 2008 

Coo3 I always check the country of origin when I purchase 

imported products online. 

Ghazali et al., 2008 

Coo4 I believe that country of origin represents the 

imported products quality. 

Ghazali et al., 2008 

Service Quality  

Ser1 Online imported products retailers offer good after 

sales service. 

Yang and Jun, 2002	  

Ser2 Online retailers can deliver the imported products on 

time.  

Yang and Jun, 2002	  

Ser3 I can receive a personalized customer service from 

an online retailer when I buy imported products 

online. 

Yang and Jun, 2002	  

Website Factors 

Web1 Online retailers always provide detailed information 

on online store. 

Shergill and Chen, 

2005 

Web2 An aesthetically well-designed website/online store 

attracts me to purchase imported products online. 

Shergill and Chen, 

2005 

Web3 I think a well-designed online store represents good 

products quality. 

Wells et al., 2011 

Web4 I like to purchase on the online store that are easily 

to be navigated. 

Shergill and Chen, 

2005 

Perceived risk  

Per1 I am confident that I will get the products as 

described on the online store. 

Forsythe et al., 2006 
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Per2 I am confident that there is low risk of counterfeit 

for purchasing imported products online. 

Forsythe et al., 2006 

Per3 I believe the product information provided by online 

retailer on online store is true. 

Forsythe et al., 2006 

Per4 Online shopping imported product is just as secure 

as traditional retail shopping. 

Forsythe et al., 2006 

Per5 I can easily judge the quality of the imported 

products online. 

Forsythe et al., 2006 

Product variety  

Pro1 Consuming imported products online allows me to 

have wider choices. 

Clemes et al., 2014 

Pro2 I can buy the imported products that are not 

available in retail stores through the web. 

Clemes et al., 2014 

Pro3 I don’t feel difficulty to make decision when there is 

variety of imported products can be chosen. 

Clemes et al., 2014 

Pro4 I prefer to choose the online store where has wide 

variety of choices o f imported products. 

Clemes et al., 2014 

Subjective Norms 

Sub1 I like to buy imported products online when these 

products are recommended by the media. 

Limayem et al., 

2000 

Sub2  Online reference group influence my decision to 

purchase imported products online. 

Limayem et al., 

2000 

Sub3 People close to me (families and friends) encourage 

me buy imported products online. 

Limayem et al., 

2000 

Behavioral control  

Beh1 Past experience help me to make the online imported 

products consumption easier. 

Giantari et al., 2013	  

Beh2 Purchasing imported products online fits my life-

styles and the way I like to shop. 

Self elaborted 

Beh3 I would like to consume imported products online 

when the operation is easy. 

Limayem et al., 

2000 
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In the second part the seven-point Likert-style scale rating from strongly disagree to 

strongly agree was employed. The seven-point Likert scale was used because the scale 

is the optimal size compared to five and ten point scales (Schall, 2003). Furthermore, 

Nunnally (1967) suggests that seven-point scale can increase the variation and 

reliability of the responses. 

 

3.5.2.1   Translation 

The original English questionnaire was translated into Chinese in order to facilitate the 

targeting population’s understanding. As suggested by Sanders et al. (2012) and 

Streiner and Norman (2014), the translated version was pre-tested by a group of 

Chinese Master’s students in Uppsala and a Chinese professor to ensure the translation 

accuracy of the items. The result proved that the Chinese version expressed the same 

meaning as the English version, and the translated version did not influence the 

understanding of the questionnaire. In that case, the translation process did not decrease 

the validity of translated version. 

 

3.5.3 Pilot Testing 
The purpose of the pilot test is to refine the questionnaire so that respondents have no 

problems in answering the questions and recording the data. In addition, it enabled us 

to obtain an assessment of the questions’ validity and the likely reliability of the data 

that will be collected (Saunders et al, 2012). A pilot test of our questionnaire was 

conducted on a sample of 20 Chinese consumers from Uppsala University who already 

had online shopping experience. Questionnaires were delivered to the sample group 

through E-mail. The respondents were encouraged to make comments on any questions 

or statements that they thought were ambiguous or vague. Some minor wording 

modifications to the questionnaire were made as results of this process. The final 

version of our questionnaire is presented in Appendix 2. 

 

3.6 Data analysis 
After delivering the questionnaire, data were obtained successfully. IBM SPSS 

statistics version 20 was used to process all the data. 

 



 35 

Exploratory factor analysis was used to identify the factors that influence consumers’ 

purchase intention to purchase imported products online and to ensure validity of the 

data. All the valid data then went through the reliability test. Subsequently, a logistic 

regression analysis was used to identify the significant factors that influence 

consumers’ purchase intention to online imported products and also to explore the 

relationship between the factors and purchase intention. Lastly, T-test was used to 

identify the relationship between demographics and intention to purchase imported 

products online. 

 

3.6.1 Factor Analysis 
Factor analysis is a technique of statistically identifying a reduced number of factors 

from a larger number of observed variables. Stewart (1981) summaries three functions 

of factor analysis: (1) minimizing the number of variables while the amount of 

information in the analysis is maximized; (2) searching data distinctions when the data 

is too large; and (3) testing hypotheses about the number of distinctions or factors 

underlying a set of data. In the following sections, the types of factor analysis and its 

assumptions are discussed. 

 

3.6.1.1   Types of factor analysis 

Factor analysis can be divided into two types: exploratory factor analysis (EFA) and 

confirmatory factor analysis (CFA) (Saunders et al., 2012). Exploratory factor analysis 

is often used in the early stages of research to explore the interrelationships among a set 

of variables (Pallant, 2010). Confirmatory factor analysis, on the other hand, is a set of 

techniques used later in the research process to testify or falsify specific hypotheses or 

theories concerning the structure underlying a set of variables (Pallant, 2010). EFA was 

adopted for this research. 

 

‘Factor analysis’ encompasses a variety of different techniques. One of the main 

distinctions is between what is termed in principal components analysis (PCA) and 

factor analysis (FA). Tabachnick and Fidell (2007), in their review of PCA and FA, 

conclude: ‘If you are interested in a theoretical solution uncontaminated by unique and 

error variability … FA is your choice. If, on the other hand, you simply want an 
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empirical summary of the data set, PCA is the better choice’ (p. 635). Thus, for this 

study, Principal component analysis was considered more appropriate. 

 

3.6.1.2 Statistical Assumptions for Factor Analysis 

There are several critical statistical assumptions identified for factor analysis. The 

assumptions are discussed below. 

 

Sample Size 

Ideally, the minimum overall sample size should be larger than 150 (Pallant, 2010). 

 

Factorability of the correlation matrix 

To be considered suitable for factor analysis, the correlation matrix should show at 

least some correlations of r = 0.3 or greater. Bartlett’s test of sphericity should be 

statistically significant at p < 0.05 and the Kaiser-Meyer-Olkin value should be 0.6 or 

above. These values are presented as part of the output from factor analysis (Pallant, 

2010). 

 

Outliers among cases 

Factor analysis can be sensitive to outliers, so as part of the initial data screening 

process, existing outliers should be checked and either removed or recoded to a less 

extreme value (Pallant, 2010). 

 

3.6.2 Reliability and Validity 
3.6.2.1 Reliability 

The reliability of a scale indicates how free it is from random error (Pallant, 2010). The 

reliability testing of the data was used to measure the consistency and stability of the 

result. The most commonly used statistic is Cronbach’s coefficient alpha. This statistic 

provides an indication of the average correlation among all of the items that make up 

the scale. Values range from 0 to 1, with higher values indicating greater reliability. 

While different levels of reliability are required, depending on the nature and purpose 

of the scale, Churchill (1979) recommends a minimum level of 0.6. 
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Further, all the respondents had themselves participated in the data collection. Each of 

the volunteer participants could get a reward provided by the Chinese survey service 

website for answering every survey. The reward thus is considered to be the underlying 

reason for participating, and not the purpose to express their strong opinions, which 

decreased the self-selection bias to some extent. 

 

3.6.2.2   Validity 

Validity is the extent to which a concept, conclusion or measurement is well founded 

and corresponds accurately to the real world. Content validity is used to assess the 

correspondence between individual items and the concept (Hair et al., 2010). Criterion-

related validity refers to the ability of the measurements to make accurate predictions. 

The criterion-related validity was assessed with correlation analysis, which was 

conducted before the regression analysis. Construct validity refers to the extent to 

which the measurement questions actually measure the presence of those constructs 

that the authors intend them to measure (Saunders et al., 2012). The construct validity 

was tested through factor analysis. 

 

3.6.3 Logistic Regression Analysis 
Logistic regression allows researchers to test models to predict categorical outcomes 

with more than two categories. Binary Logistic is used when the dependent is 

dichotomous (with only two categories). Peng, C.-Y.J., Lee, K.L., Ingersoll, G.M., 

(2002) indicate that logistic regression is a commonly used technique for describing 

and testing hypotheses about relationships between a categorical dependent variable 

and one or more categorical or continuous predictor variable. There is an increasing 

trend in using logistic regression analysis in economic and behavioral research because 

of the existence of many discrete variables (Peng et al., 2002). 

 

Garson (2010) lists several functions of logistic regression: 1) To predict a dependent 

variable on the basis of independents that are continuous or categorical and to 

determine the effect size of the independent variables on the dependent variable; 2) to 

rank the relative importance of independents; 3) to assess interaction effects. 
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In this thesis, we mainly aim to establish the associations between the potential factors 

derived from literature review and the focus group interview and purchase intention. 

Purchase intention, purchase or not, was seen as dichotomous dependent variables and 

potential factors and demographic characteristics were seen as independent variables. 

Thus, the logistic regression analysis was considered the most appropriate for this 

thesis to analyze the collected data. 

 

3.6.4 T-test 
T-test is used when there are two groups involved to compare the mean score on some 

variable. In this thesis, the results of t-test demonstrate whether or not the mean scores 

of two groups (e.g. male and female) are significantly different with respect to online 

purchase behavior towards imported products. 

 

3.7 Research Model 
Base on the conceptual framework and as suggested by statistic professors, the data 

analysis was conducted through several steps in factor analysis and logistic regression 

analysis. 

 

Factor analysis was firstly conducted through two steps. The first step was to test the 

scale items derived from the factors that form the attitude. The second step was to test 

the scale items from Perceived Behavioral Control and Subjective norms that were 

assumed to have significantly positive effect on consumers’ purchase intention towards 

online imported products consumption. 

 

This logistic regression analysis was conducted through three steps. First step was to 

test whether the six factors forming consumers’ attitude had significant effect on online 

consumers’ purchase intention towards imported products. The second step was to test 

whether the other two factors that are perceived as behavioral control and subjective 

norms had significant effect on consumers’ intention. The third step was to test whether 

the factors that were tested significant in step one and two, associated with 

demographics had significant effect on consumers’ purchase intention and 

subsequently to find out the relationship between significant factors and purchase 
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intention. Thus, the research model for this thesis is shown below. 

Figure 2 Research Model 

 

 

 

4 Analysis and Results 
4.1 Samples and Response Rate 
Using the convenience sampling method, a total of 292 questionnaires were returned. 

30 questionnaires were unsuitable, 262 questionnaires were usable and no 

questionnaires were incomplete. Results in 89.7% of usable response rate, which were 

above the minimum sample size of 155 respondents initially required. Thus, the final 

sample size was considered acceptable for the purpose of this thesis. 

 

4.2 Descriptive statistics 
The descriptive statistics for the respondents were obtained from the frequency analysis 

using SPSS 20th edition. The sample respondents were comprised of 41.6% males and 

58.4% female. 58.8% of the respondents were younger people that were 18-30 years 

old and 41.2% of the respondents were above 31 years old. The respondents who had a 

Bachelor Degree made-up the major education group, accounting for 65.3%. In terms 
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of income level, the majority of respondents’ monthly incomes were between 3000-

5000RMB (22.9%) and 5000-7000RMB (16.4%). 

 

The multiple-choice question revealed that the most popular categories online shoppers 

would like to buy were food (48.5%) and electronic products (48.1%). The second most 

popular imported products categories consumers would like to buy online were 

cosmetics (46.6%), shoes (44.3%) and apparel (42.0%).  26.7% of the respondents 

would like to buy imported home and living products online and 20.2% of the 

respondents would like to buy imported maternal and infant products online. Moreover, 

72.5% of the respondents were willing to purchase imported products online and 27.5% 

of the respondents had the opposite opinion. For a more comprehensive view see 

Appendix Table 8 

 

4.3 Results of Factor Analysis 
After the data were tabulated, a series of statistical assumptions were tested to ensure 

that the data were appropriate for factor analysis and logistic regression analysis. 

 

4.3.1 Assumptions of Factor Analysis 
According to our research framework, the factor analysis was conducted through two 

steps. 

 

In the Step 1, several assumptions were checked to verify the data from factors that 

formed attitude were suitable for factor analysis. The correlation matrix in Appendix 

Table 12 revealed that many of the correlations were above 0.30. The Bartlett’s Test of 

Sphericity value is also statistically significant (p =0.000 < 0.05). Moreover, the test 

result of Kaiser-Meyer-Olkin Index was 0.779 that was above 0.6, which demonstrated 

that the data shared common factors and were suitable for factor analysis. 

 

In the Step 2, similar to the result of Step 1, we tested the statistical assumption for the 

items derived from Perceived behavioral control and subjective norms. The result of 

correlation matrix showed many of the correlations were above 0.30. The Bartlett’s 

Test of Sphericity value is significant (p=0.000 < 0.05). The Kaiser-Meyer-Olkin Index 



 41 

values 0.767. Thus, the tests indicated that the data were appropriate for factor analysis. 

 

4.3.2 Factor Analysis Results 
After testing the data were appropriate for factor analysis, the principal component 

factor analysis was conducted on all of the items that were identified from the literature 

review and focus group discussion. 

 

VARIMAX is normally used to explain the computed factor matrix. What’s more, the 

VARIMAX rotation produced a clear structure in terms of constructs validity of the 

factors. The final factor structure was based on the factor loadings from the VARIMAX 

rotation. As suggested by McMurray et al. (2004), factors with factors loadings above 

0.5 can be sort out for further study. Thus, we modified the questionnaire by 

eliminating the questions with factor loading absolute value less than 0.5 or show 

cross-load. The eliminated questions are as below: 

 

Q11 “I don’t want to pay high price for high quality imported products.” and Q19 “I 

don’t feel difficulty to make decision when there is variety of products that can be 

chosen.” both questions showed load value less than 0.5. Thus, both questions were 

deleted. Q6 “I prefer to choose online store where online retailers provide detailed 

information (e.g. distribution, country of origin certificate, product attributes etc.).” and 

Q8 “I think a well-designed online store represents good products quality.” didn’t load 

on any of six identified factors. Thus these two questions were excluded from the factor 

structure as well. Among the measurement of perceived behavioral control, Q30 

“Purchasing imported products online fits my life-styles and the way I like to shop.” 

with factor loading value less than 0.5 was deleted. 

 

Consequently, Q6, Q8, Q11, Q19 and Q30 were excluded from the factor structure. The 

remaining data can be used in further analysis. The final VARIMAX rotation is 

represented in following Table 2. Eight factors were subsequently named in accordance 

with the constructs that they represented. The Eight factors are: (1) perceived risk, (2) 

country of origin, (3) website factors, (4) price, (5) product variety, (6) service quality, 

(7) subjective norms, (8) perceived behavioral control. 



 42 

Table 2. Factor Analysis Results 

Step 1 Step 2 
 

 1 2 3 4 5 6  1 2 
Pr3 0.823      Bc2 0.908  
Pr2 0.797      Bc1 0.880  
Pr5 0.756      Bc4 0.771  
Pr1 0.701      Sn1  0.850 
Pr4 0.670      Sn3  0.788 
Coo4  0.798     Sn2  0.772 
Coo2  0.797        
Coo3  0.769        
Coo1  0.746        
Va1   0.855       
Va2   0.845       
Va4 
Ser2 

  0.543  
0.796 

     

Ser3    0.755      
Ser1    0.731      
Pc3     0.794     
Pc4     0.783     
Pc1 
Wf3 

    0.639  
0.832 

   

  Wf2  0.816   
 

4.4 Assessment of Reliability and Validity 
4.4.1 Validity 
All questions for variables in this thesis were based on existing questions from previous 

related studies (Table 1). Since some of the questions were adapted in order to meet the 

purpose of this study and some were self-elaborated due to the lack of related studies, 

all the questions and final questionnaire were inspected by a marketing professor. The 

content validity of the questionnaire therefore was ensured and increased. In terms of 

criterion validity, the result of Pearson correlation analysis is shown in Appendix Table 

10. All the 8 independent variables showed a significant correlation with the purchase 

intention. Hence, criterion validity was verified. In factor analysis, when the 

VARIMAX technique was applied, most of the items loaded on the right dimensions 

that were initially proposed in the research model. Exceptions (Q6, Q8, Q11, Q19 and 

Q30) were removed. The remaining items were seen as valid for the further analysis 

and therefore constructs validity was ensured (Table 2). 
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4.4.2 Reliability 
The remaining 26 items were subjected to reliability test. The items used to measure 

each factor were tested for reliability by using a Cronbach’s Alpha value of 0.6 as the 

cut-off point for exploratory research as suggested by Churchill (1979). In this study, 

all of the factors have a Cronbach’s Alpha value above 0.60 as shown in Table 3. 

 

Table 3. Reliability Analysis of Variables 

Variables Measuring Questions Cronbach's Alpha 
Perceived Risk 1-5 (5 in total) 0.828 
Website Design 7-8 (2 in total) 0.696 
Price 10, 12, 13 (3 in total) 0.615 
Product Variety 17, 18, 20 (3 in total) 0.755 
Country of Origin 21-24 (4 in total) 0.815 
Service Quality 25-27 (3 in total) 0.705 
Subjective Norms 14-16 (3 in total) 0.768 
Perceived Behavioral Control 28, 29, 31 (3 in total) 0.839 

 

4.5 Logistic Regression Analysis 
This research conducted logistic regression analysis on three steps as illustrated in 

previous Chapter. 

 

4.5.1 Assumptions for Logistic Regression 
Following the data analysis structure mentioned in the methodology section, the 

assumptions for logistic regression have been satisfied. Logistic regression is sensitive 

to high correlations among the predictor variables (multicollinearity). Outliers can also 

influence the results of logistic regression. The Pearson Correlation Matrix is used to 

examine the correlations between the independent variables. The result showed in 

Appendix Table 10 that no correlations exceeded 0.60. It indicates that there are low 

correlations between independent variables. Thus, no multicollinearity problems exist 

in the regression models used in this study. The outliers are examined and removed 

from the analysis to reduce the effect of their influence on the analysis. 
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4.5.2 Results from Logistic Regression 
4.5.2.1 Results from Step One and Two 

From the step one, five factors (price, perceived risk, service quality, country of origin, 

product variety) derived from attitude were tested had significant effect on consumers’ 

purchase intention and one factor (website factors) was shown no significant 

relationship with purchase intention. From the step two, both of the factors (perceived 

behavioral control and subjective norms) were shown great significance to consumers’ 

purchase intention. Thus, all the factors except “website factors” were selected to 

conduct third step analysis. 

 

4.5.2.2 Results from Step Three 

We want a model that fits the data well and gives accurate predictions. In general, the 

model fitted the data very well. For the Hosmer-Lemeshow Goodness of Fit Test value 

less than 0.05 indicates poor significance. In our data, the chi-square value for the 

Hosmer-Lemeshow test is 11,738 with a significance level of 0.163, which indicated 

the data support for the model. 

 

Table 4. Hosmer and Lemeshow Test 

Step Chi-square df Sig. 
3 11,738 8    0.163 

 

Classification Table shows how well the model is able to predict the correct category 

for each case. The goal of logistic regression is to accurately place members into the 

correct group. The classification accuracy was measured by the hit rate compared with 

naive and random models. The naive model is simply the accuracy if all observations 

were placed into the largest group in the sample, which in this case is 72.5% in the 

Purchase Intention group. Against the odds, the members in the smaller group should 

be placed accurately as well, which is measured by the random model. According to 

Morrison (1969), the random model is calculated as α2  + (1 – α)2, where α is the 

proportion in group 1 and 1 – α is the proportion in group 2. In our thesis, the 

proportion in group 1 that is the No Purchase Intention group is 27.5%. Purchase 

Intention is the group 2 and the proportion of this group is 72.5%. According to the 

formulation of Morrison (1969), the percentage correct (hit rate) of small groups should 
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be higher than the random model, which indicates the model can predict the correct 

category. In the other words, we wanted a hit rate higher than 60.1% for the smaller 

group (No purchase intention) and 72.5% for the larger group (Purchase intention). 

Referring to the Table 5 below. The present model performs very well in this respect. 

The hit rate for the smaller group (No purchase intention) was 62.5% and for the larger 

group (Purchase intention) was 94.7%. This means that our model far exceeds random 

chance in predicting consumers’ purchase intention to online imported products. 

 

Table 5. Classification Table 

    Predicted   

 

 

Observed 

  No Intention Intention Percentage Correct 

Minority-No intention 45 27 62.50%  

Majority-Intention 10 180 94.70%  

     85.90%  

 

The results for the logistic regression are summarized in the Table 6. 

Variables Sig. values less than 0.05 are considered contributing significantly to the 

predictive ability of the model. B value shows the direction of the relationship between 

independent variables and dependent variable. Negative B value indicates that negative 

relationship. By the contrast, positive B value indicates positive relationship. In 

addition, the magnitude of absolute B value represents how strong the independent 

variable affects the dependent variable. In addition, Exp(B) value indicates each of 

independent variables increase or decrease the odds of the category on dependent 

variable coded 1. 

 

Table 6. Result from Logistic Regression Analysis 

 B S.E. Wald df Sig. (p) Exp(B) 
Behavioral 

Control 

1.963 0.340 33.390 1 0.000 7.122 
Subjective Norms 1.130 0.345 10.709 1 0.001 3.095 
Sex (1) -0.928 0.452 4.215 1 0.040 0.395 
Age -0.549 0.200 7.503 1 0.006 0.578 
Education 0.935 0.355 6.940 1 0.008 2.546 
Income 0.122 0.142 0.743 1 0.389 1.130 
Product Variety -0.245 0.293 0.701 1 0.402 0.783 
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Country Of Origin 0.737 0.269 7.504 1 0.006 2.089 
Price -0.700 0.255 7.507 1 0.006 0.497 
Perceived Risk -0.571 0.245 5.434 1 0.020 0.565 
Service Quality 1.576 0.354 19.813 1 0.000 4.835 
Constant -20.151 4.383 21.140 1 0.000 0.000 

 

 4.5.3 Results relating to H1-H8 
From the table 4 above we can see that, the sig. values of service quality, country of 

origin, price, perceived risk are all less than 0.05. Similarly, the sig. values of perceived 

behavioral control and subjective norms are also less than 0.05. Moreover, two factors 

(Low price and perceived risk) have negative B values and four factors (service quality, 

country of origin, perceived behavioral control and subjective norms) have positive B 

value. This means that low price negatively influences Chinese online consumers’ 

purchase intention to imported products, which indicates that consumers purchase 

intention to online imported products decrease with the decrease of price. It is opposite 

to the hypothesis. Thus, hypothesis 8 is not supported. Perceived Risk significantly 

influence Chinese online consumers’ purchase intention to imported products 

negatively. Therefore, hypothesis 3 is supported. Perceived Behavioral Control, 

Subjective Norms, Service Quality and Country of Origin all have positive relationship 

to purchase intention. Thus, hypotheses 1, 2, 4 and 7 are also supported. However 

product variety and website factors have no significant influence to purchase intention. 

Hence, hypotheses 5 and 6 are rejected. 

 

In six significant factors, perceived behavioral control (the absolute value of |B|=1.963) 

has the most effect on purchase intention, recording an odds ratio of 7.122. It indicates 

that the perceived behavioral control will increase the odds of purchase by 7.122 times. 

The second most important factor influencing online consumers’ purchase intention to 

imported products is service quality (|B|=1.576) with the odds ratio of 4.835. It 

indicates that if better service quality is provided, respondents are 4.835 times more 

likely to answer Purchase. Subsequently, Subjective Norms (|B|=1.130) is the third 

most important factor. Consumers are more than 3 times more likely to opt Purchase 

when they receive positive subjective opinion. The last three important decision factors 

that have an impact on consumers’ purchase intention are Country of Origin (|B|= 
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0.737), Price (|B|=0.700) and Perceived Risk (|B|=0.571). Consumers are 2 times more 

likely to opt Purchase when the products enjoy better country of origin image. Price has 

a negative Beta coefficient and the exponent is 0.497. This means consumers are nearly 

50% more likely to opt Not Purchase when the lower price is offered. Similarly, when 

the perceived risk is higher, consumers are 56.5% more likely to opt Not Purchase. 

 

 4.5.4 Results relating H9-H12  
Based on the results shown in Table 4 the sig. value for Gender is p=0.04 and shows a 

negative relationship with online purchase intention to imported products. 

Consequently, Hypothesis 11 is supported. Age has a significantly negative influence 

to purchase intention as well, which means younger age have more intention to buy 

imported products online. Therefore, Hypothesis 12 is supported. The sig. value for 

education is p=0.008 and the B value is positive, which means consumers with higher 

education level, they are more likely to purchase imported products online. Thus, 

Hypothesis 9 is supported. The sig. value for income is p=0.390 higher than 0.05 that 

indicates there is no relationship between income and purchase intention. Hence, 

Hypothesis 10 is rejected. 

 

By looking at the absolute Beta value, we conclude that education is the most likely 

demographic factors that influences consumer’s purchase intention to online imported 

products. Sex and age are second and third most important demographic factors that 

influence consumers’ purchase intention to online imported products. 

 

Table 7. Summary results table of hypotheses 

H1 behavioral control has positive effect on consumers’ intention to 

purchase imported products online. 

Supported 

H2 Subjective norm has positive effect on consumers’ intention to 

purchase imported products online. 

Supported 

H3 Perceived risk has negative effect on consumers’ intention to 

purchase imported products online. 

Supported 
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H4 Service quality has a positive effect on consumers’ intention to 

purchase imported products online. 

Supported 

H5 Well designed online store/website has positive effect on 

consumers’ intention to purchase imported products online. 

Not supported 

H6 Product variety has positive effect on consumers’ intention to 

purchase imported products online. 

Not supported 

 

H7 Country of origin has significant effect on consumers’ intention to 

purchase imported products online. 

 

Supported 

H8 Lower price has positive effect on consumers’ intention to 

purchase imported products online. 

Not supported 

H9 Well-educated consumers have more positive intention to 

consume imported products online. 

Supported 

H10 Consumers with higher income have more positive intention to 

purchase imported products online. 

Not supported 

H11 Female consumers have more positive intention to purchase 

imported products online. 

Supported 

H12 Younger consumers have more positive intention to purchase 

imported products online. 

Supported 

 

 4.5.5 T-test results 
T-test is used to test whether there are different perceptions of online imported products 

consumption between two groups. If the difference between two groups is significant, 

by comparing the means of two groups, the preference of each group can be discovered. 

In this thesis, Young age group from 18 to 30 years old is coded as 1, otherwise 0. 

Lower education level below bachelor degree is coded as 1, otherwise 0. The results are 

shown in Appendix Table 11. 

 

4.5.5.1   Gender relating to online imported products consumption 

From the Table 11 in Appendix we can see, there is significant difference in mean 

scores for male and female regarding subjective norms. It indicates that media, families, 

friends and reference group more likely influence female consumers. 
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4.5.5.2   Age relating to online imported products consumption 

The results in Table 11 reveal that the perception to Price and Country of origin have 

significant difference between young age group from 18 to 30 years old and old age 

group above 30 years old. Old age group prefer to purchase online imported products 

with lower price. In other words, imported products with higher price are more 

attractive to younger age group consumers. In addition, country of origin is more 

important to old age group. 

 

4.5.5.3   Education relating to online imported products consumption 

Table 11 shows that low education level below bachelor degree and high education 

level above bachelor degree or equivalent has significant different perception on price 

and perceived behavioral control. For consumers who have low education level, lower 

price is more appeal. And consumers with high education level concern more about 

perceived behavioral control. 
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5 Discussion 
By comparing our findings to the previous literatures and combining the answers of 

survey and other empirical studies discuss, the reasons of our findings and how the 

identified factors influence purchase intention are discussed below from both 

theoretical and practical perspectives. 

 

5.1 Discussion related to the results of factors 
5.1.1 H1 - Perceived Behavioral Control 
The first hypothesis (H1) is supported by the data analysis results. Findings in previous 

research also reveal that perceived behavioral control is one critical factor that 

influence consumers purchase intention (George, 2004; Giantari et al., 2013; Limayem 

et al., 2000).  For example, Limayem et al. (2000) state that behavioral control has a 

significant relationship with consumers’ purchase behavior. Certain facilitating 

conditions such as past experience can enhance positive purchase intention (Giantari et 

al., 2013). In addition, our findings indicate perceived behavioral control is the most 

important factor that influences online imported product consumption. 

 

Ease of use and past experience were tested through our survey strategy. Most Chinese 

consumers would like to choose online stores that they have already used before. This 

may be the case because consumers are more likely and easily to make similar 

decisions in a similar situation if the past decision has turned out to be positive and 

satisfying. Past experience also can be seen as a learning process. Consumers tend to 

avoid the similar decision, which has caused an unsatisfied purchasing experience. 

Moreover, when the website or online store can be more easily navigated (Limayem et 

al., 2000), Chinese consumers feel more convenient to make purchase and therefore, an 

increase can be documented to the purchase intention. 

 

5.1.2 H2 -Subjective norms 
The result of data analysis shows that subjective norms have a positive effect on 

consumer’s intention to purchase imported products online and is the third most 

important factor among all the factors. Both peer influence (families and friends) and 
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external influence (reference group and media) have significantly positive effect on 

purchase intention. This finding is consistent with the theory and previous research 

(Clemes et al., 2014; Limayem et al., 2000). For example, Clemes et al. (2014) claim 

that subjective norms significantly affect Chinese consumers’ shopping decisions. 

 

The reason of these findings may be due to the collectivist society nature in China. As 

Tan et al. (2007) reveal, collectivism society appears to amplify the effect of peer 

influence on intention to transact. For instance, Chinese people are easily influenced by 

friends, families and other reference groups. Similarly, findings reveal that cultural 

values are antecedents of subjective norms (Lee and Gree, 1991; Choi and Gei, 2004). 

Moreover, when shopping online, where a high level of risk is perceived, many 

Chinese consumers prefer purchasing imported products based on the reference group 

and on social media opinion in order to reduce the potential risks. 

 

5.1.3 H3 - Perceived risk 
The third hypothesis (H3) is supported by data analysis. These findings are supported 

by the results of Bhatnagar et al. (2000); Chang and Tseng (2013); Clemes et al. (2014); 

Crespo et al. (2009) and Lim (2003). Moreover, the risk of purchasing counterfeit items 

has a highly negative effect on purchase intention regarding imported products (Liu et 

al., 2007). 

 

This study mainly tested Chinese consumers’ product risk perception when shopping 

imported products online. There are some reasons those consumers concerns about 

perceived risks. Firstly, most of online retailers only provide partial information on the 

online store. Thus, Chinese consumers may hardly believe the product information on 

online stores (Clemes et al., 2014). Secondly, as reported by China’s State 

Administration for Industry and Commerce (SAIC), more than 40% of online 

purchases made by Chinese consumers are counterfeit. Thirdly, due to the lack of 

physical examination, it is difficult for consumers to judge the products quality online 

(Bhatnagar et al., 2000). 
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5.1.4 H4 - Service quality 
The fourth hypothesis (H4) is confirmed. This finding is in line with the findings of 

previous studies of Jessica Santos (2003); Jun and Cai (2001); Yang and Jun (2002); 

Zhilin Yang et al. (2003). Good service quality enhances purchase intention in the 

context of Internet retailing (Gwo Guang Lee and Hsiu Fen Lin, 2005). Our result 

reveals that Service Quality is the second most critical factor that influences Chinese 

consumer’s purchase intention to imported product. 

 

In line with Yang and Jun (2002), three dimensions of service quality (reliability, 

responsiveness and personalization) are applied in this study. Chinese consumers more 

likely to purchase on online stores that could ensure prompt delivery, good after service 

and personalized service. In terms of prompt delivery, some retailers deliver imported 

products directly from abroad to consumers, which increase the possibility of product 

loss and delayed delivery (Yang and Jun, 2002). Personalized service is also considered 

as important. Consumers are likely to have specific questions, concerns or complaints 

about a product or service. In addition, good after service is an effective way to 

establish a mutually trusted relationship between retailers and consumers, which would 

increase consumer’s purchase intention  (Zhilin Yang et al., 2003). 

 

5.1.5 H5 - Website factors 
The logistic regression analysis shows that consumers’ intention to purchase imported 

products online is not significantly influenced by the design of websites or online stores. 

Thus, the finding does not support hypothesis 5, which is not consistent with the 

previous studies of Clemes et al. (2014); Shergill and Chen (2005); Wells et al. (2011). 

In this study, however, the focus is on the graphical design of the website rather than 

the general concept of website factors as the previous researchers did, which may be 

one of the reasons of inconsistent results compared to previous study. 

 

Although findings show that the relationship between website design and consumer’s 

purchase intention is not significant, this is not equivalent to that design is irrelevant to 

consumers. Various other factors may play more important role when Chinese 

consumers make purchase online and therefore bring downplay the importance of 
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website design. It is controversial among consumers about whether they can judge the 

product quality through website quality. After the factor analysis, only the scale item 

Q7 and Q8 were used. This means that only the relationship between aesthetic design 

and purchase intention is investigated in this paper. Hence, combining the findings of 

perceived behavioral control, we find that consumers prefer to choose the 

websites/online stores that can be easily navigated rather than to choose those only 

aesthetically attractive. 

 

5.1.6 H6 - Product variety 
The logistic regression analysis shows that product variety is not significantly related to 

online consumers purchase intention towards imported products. Thus, H6 is rejected. 

Previous findings stated that product variety is one important reasons affecting 

customers choice when shopping online (Clemes et al., 2014; Jarvenpaa and Todd, 

1996; Sin et al., 2002; Szymanski and Hise, 2000). However, product variety may have 

negative effects as well (Iyengar and Lepper, 2000). Chernev, (2003) found that more 

options could generate decision conflict that can increase frustration and difficulty with 

choice. 

 

As mentioned before, the variety of products can increase the probability of better 

purchase decision. On the contrary, many Chinese consumers’ confusion increases with 

the number and the types of products. According to this finding, we can see that 

Chinese consumers’ shopping behavior varies. The Chinese online marketplace is 

flooded with different kinds of similar products. Consumers believe that they can buy 

products online that are not available in physical stores. Therefore, it does increase 

their choices. Whereas, too many choices may turn out to be confusing. 

 

5.1.7 H7 - Country of origin 
The hypothesis seven (H7) is supported by the regression analysis results and previous 

findings (Ahmed et al., 2004; Chryssochoidis et al., 2007; Thorelli et al., 1989; Zhang, 

1996). For example, Zhang (1996) that found that country of origin significantly effects 

consumer’s purchase willingness when it concerns imported products. In addition, our 

findings show that the country of origin has positive effects when the imported 
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products are from countries that have a good reputation and image to consumers. 

 

According to our finding, country of origin strongly impacts upon Chinese consumers’ 

perception of product quality. In addition, Chinese consumers prefer to buy imported 

products from developed countries. This finding reveals that Chinese consumers may 

still lack knowledge about imported products. It is difficult for consumers to establish a 

sense of performance or quality criteria of certain imported products. As a result, 

Chinese consumers have to rely on the plain extrinsic factors for product evaluation 

such as country of origin. 

 

5.1.8 H8 - Price 
Hypothesis 8 is not supported, which is not in line with the finding of Clemes et al. 

(2014); Reibstein (2002); Vijayasarathy and Jones (2000). Our finding shows that low 

price does not increase consumers’ intention to purchase imported products online. On 

the contrary, Chinese consumers prefer to pay higher price for imported product with 

higher perceived quality; consumers are willing to pay premium price for higher quality 

products (Zhou and Wong, 2008). 

 

There are some reasons why Chinese consumers are willing to pay premium price for 

online imported products. Firstly, as mentioned above, due to the lack of knowledge 

about imported products, Chinese consumers believe price is an important indicator of 

quality. In their perception, higher price is associated with higher quality. Secondly, 

because of the abundance of counterfeits in the Chinese online marketplace, consumers 

are willing to pay higher price for authentic and original imported product instead of 

counterfeit ones with lower price. Thirdly, Chinese consumers shopping behavior 

sometimes is associated with the “face” culture. “Face” was defined by researchers as 

the need for social acceptance or the desire to maintain self-reputation amongst their 

peers, which had evolved as a key social norm in China (Herzog, 1997). Paying a 

premium price for imported products can increase their “face” and show their social 

status. 
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5.2 Discussion about demographic characteristics  
Hypothesis 9 to 12 proposed that consumers’ demographic characteristics, such as 

female, higher income level, younger age group and higher education level, have more 

intention related to consumers’ online shopping behavior toward imported products. 

 

All these hypotheses are supported, except H10. These findings are consistent with 

Alreck and Settle, (2002); Clemes et al. (2014); Gong et al. (2013); Van Slyke et al. 

(2002); Qiu, (2011). Well-educated consumers (bachelor degree and above) have more 

positive attitude to consume online maybe because they have better Internet skills and 

online shopping fits their lifestyle (Clemes et al. 2014). We also find that female are 

more likely to purchase imported products online supporting the findings of Gong et al. 

(2009) and Clemes et al. (2014). The result regarding age group shows that younger 

consumers (18-30 years old) have more positive attitude to purchase imported products 

online, which is accordance with Doolin et al. (2005); Gong et al., (2013). 

 

Result shows that there is no significant relationship between income and purchase 

intention. Consumers with higher income (above 10,000 per month) do not have 

exceptional premium interest for online imported products consumption, which is 

consistent with Clemes et al., (2014)’s finding. This may be because consumers with 

higher income prefer to purchase imported products from different channels where they 

can physically examine the products quality and therefore to reduce the risks. 

 

The result of T-test shows that consumers with different demographic characteristics 

have different views of online imported products consumption. Old people perceive 

lower price than younger consumers. Similarly, consumers with lower education level 

perceive lower price than higher education level consumers. This may due to that 

younger consumers and consumers with higher education level perceived higher 

products value, which means they are attracted by the product quality or design rather 

than solely the price. This finding is in accordance with current evaluation of Chinese 

people’s psychology (Qiu, 2011). In addition, women are more likely to be influenced 

by media, families, friends and other reference groups. 
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6 Implications 
This section supports the facts that the thesis not only made a significant contribution to 

knowledge in Behavior of Chinese consumer online, but also it has implications for the 

wider body of practical discipline where Internet retailers could benefit from its 

findings 

 

6.1 Theoretical Implications 
The thesis provides several contributions. Firstly, it helps to understand consumers’ 

shopping behavior in e-commerce industry as well as towards imported products, 

especially the ones in the Chinese e-commerce industry. This research adds knowledge 

to the limited empirical studies currently available on online consumers’ purchase 

intention to imported products. Therefore, this thesis provides useful information for 

future research in areas of online consumer behavior with a specified focus of study on 

imported products. 

 

Secondly, although some previous researchers have identified the factors that affect 

consumers online purchase intention and purchase intention of imported products. This 

thesis has further investigated these factors by incorporating factors derived from 

theories of both sides. The author developed a unique framework, which has been used 

to investigate purchase intention of online Chinese consumers’ behavior. Thus, this 

framework helped the authors to better understand Chinese online consumer behavior 

towards imported products. 

 

Thirdly, this research confirms that influential factors identified from previous study 

including perceived risk, subjective norms, perceived behavioral control and etc. can 

also be applied to the online consumers’ behavior in China. Moreover, Country of 

Original has been included in our conceptual framework and it has been found 

positively related to the purchase intention. Based on our research, no previous studies 

investigated the relation between Country of Origin and online consumer behavior. 

Therefore, the findings related to this factor are of considerable importance for further 

studies. However, not all the identified factors are confirmed in this paper. For example, 
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in this finding the website quality, products variety and income level of consumers are 

not significant. Thus, ulterior studies on the affecting factors should be conducted. 

 

Lastly, this thesis testifies the usefulness of the Theory of Planned Behavior (TPB) 

model within this study field. The application of the research model based on TPB 

model successfully predicts consumers’ purchase intention. 

 

6.2 Practical Implications 
The results of our research would be practical interest to foreign e-marketers/retailers 

who want to enter or have already entered the Chinese online market. This information 

can help online marketers and retailers to develop appropriate e-commerce marketing 

strategy and make well-analyzed marketing decisions thus to increase the purchase 

intention of Chinese online consumers in order to achieve better business goals. 

Therefore, based on our findings, the following advises related to the significant factors 

(Subjective Norms, Perceived Behavioral Control, Perceived Risk, Service Quality, 

Price and Country of Origin) are suggested:  

 

(1) Online experience and ease to use of online stores are key aspects that 

marketers/retailers should consider. Based on our findings, Chinese consumers really 

appreciate website which are easy to understand and to use. It is a pleasure for the 

visitors to easily find what they need on the websites and to do what they went there for. 

In line with findings of Limayem et al. (2000), we believe that clear information on the 

web pages, high performance in search engines and efficient payment processing may 

improve ease to use. Moreover, once the visitors’ experience is positive, it would be 

easier to enhance ease to use (Giantari et al., 2013).    

   

(2) Base on the facts that Chinese consumers are easily influenced by others’ opinion 

and that female consumers are more easily influenced by friends, families and media, 

companies targeting on female customers can have more interaction with their 

consumers through magazine, web page or right endorsements. Therefore, Key Opinion 

Leader (KOL) analysis and “world of mouth” development strategies may be adopted 

(Clemes et al., 2014).  



 58 

(3) In terms of reducing perceived risk, retailers can offer product warranty policies, 

money back guarantees, and the right to exchange the product without additional 

delivery charges in case of dissatisfaction (Liu et al., 2008; Clemes et al., 2014). 

Moreover, detailed and complete products’ information should be presented in order to 

compensate the inability to physically judge products’ features. For instance, regarding 

the high risk perceived for fake goods, standard quality certificate and government test 

results are recommended to be showed on the web page.  

 

(4) According to the findings of this study, it is crucial that online retailers ensure good 

service quality. Efficient and effective organization of the distribution as well as real 

time tracking service for deliveries could be provided (Clemes et al., 2014, Zhilin Yang 

et al., 2003). Quick response to customers concerns, inquiries and complaint should be 

guaranteed through variety tools including instant messenger, telephone or e-mail. 

Additionally, personalized service satisfying different consumers’ needs and 

preferences is worth implementing (Yang and Jun, 2002). 

 

(5) Indirect product branding based on the origin of the products is a key factor. 

Country of origin story, manufacturing location and corporate residency can leverage 

the country of origin as a differentiator and further strengthen the brand. Based on our 

findings, Country of Origin has significant influence on the purchase decision of 

Chinese consumers. Digital marketers should provide clear information about their 

products’ country of origin. In China, developed countries enjoy higher country image 

and western’s products can benefit from this by emphasizing the country of origin in 

their marketing campaign (Zhang, 1996). However, as Ahmed et al. (2004) suggested, 

international marketers should concern about matching their particular products and the 

country image instead of hastily associating it with developed country. For some 

products, the image of their country of origin with not necessarily an overall positive 

image but one of specialty can boost the market for their products as well. For example, 

by associating tea with India, the tea company can improve the desirability of their 

products although India is regarded as a developing country. Therefore, it is crucial for 

the international digital marketers in China to understand what country image can boost 

the market for their products in the Chinese digital marketplace.  
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(6) Price gives expression to the product quality, which is highly appreciated by 

Chinese consumers, especially by the younger generation from 18 to 30 years old with 

higher education level. In line with the findings of this paper, companies targeting on 

old and low education level segments should offer consumers more favorable prices or 

providing more discount campaigns and discount cards. In the contrary, companies 

targeting on younger and higher education level segments should provide consumers 

with more value-added and premium quality products. For example providing VIP card, 

more fashionable packaging and premium service that worth the premium price.  
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7 Conclusion 
This paper discusses the main factors that influence Chinese consumers online 

purchase intention towards imported products based on the conceptual model 

developed from the Theory of Planned Behavior. Twelve hypotheses are proposed 

according to the developed constructs, which are used to discover the relationships 

between tested factors and purchase intention towards online imported products. 

Subsequently, the question of how to increase the Chinese consumers purchase 

intention to online imported products is answered. Except for hypotheses 5, 6, 8 and 10, 

the remaining eight hypotheses are supported by the data analysis results. Based on the 

results of this paper, a deeper understanding of the Chinese consumer behavior is 

provided from a theoretical point of view. Additionally, the companies which are 

interested in the Chinese market can have more specific knowledge about what factors 

are vital to Chinese online consumers when they evaluate online imported products 

consumption and how to increase their purchase intention through these factors, which 

is also the main aim of this study. 

 

Concerning the purchase of imported products online, the purchase intention of 

Chinese consumer would be increased if perceived risk, such as risk related to the 

counterfeits, are decreased, past experience evaluation and perception of ease of use are 

enhanced, relevant influence come from families and media, good service quality is 

provided and good country of origin image is perceived. It is surprising to find that 

lower price doesn’t increase Chinese consumer purchase intention related to imported 

products in online marketplace. The result is contrary to the majority of the studies 

conducted within the field of online consumer behavior, which shows that lower price 

offered by the online retailer highly motivate consumers to purchase online. In this 

thesis, consumers instead are more likely to buy online imported products with higher 

price. Similarly, contrary to some of the previous studies, the findings of this paper 

indicates that website factors specifically the website graphic design, a large variety of 

product choice and income status are not relevant aspects that can increase Chinese 

consumers’ willingness to purchase imported products online. Moreover, concerning 

demographic characteristic, female, well-educated and younger consumer are verified 

has more positive intention towards imported products consumption online.  
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8 Limitation 
Although this study has provided several contributions, there are some limitations 

associated with this paper. The following limitations are mainly due to the shortage of 

resources, certain specialized knowledge and time. 

 

Firstly, as mentioned in the methodology section, the original theoretical framework, 

which is directly derived from the Theory of planned behavior has been adapted. 

Therefore, the results may be influenced by this adaptation because the authors did not 

directly measure the relationship between the constructs “attitude” and “purchase 

intention”. 

 

Secondly, the sample cannot represent the entire Chinese population. In our case, all 

the respondents are from Shanghai and most of them are university students and young 

employees. Additionally, samples are not equally distributed to respondents with 

different demographic characteristics including age, education and etc.  

 

Thirdly, there may be other factors that may influence consumers’ purchase intention to 

online imported products. The present study has only identified eight potential factors 

that affect consumers’ purchase intention to online imported products. Moreover, only 

four demographic characteristics are considered and tested which need to be extended 

in the future study.  

 

Fourthly, in this study, relationship between factors were not considered and tested. 

Each factor may not affect consumers’ purchase intention alone. There must be some 

inter-relationship among them; for instance, price may be related to perceived risk, 

service quality.  Therefore, a deeper understanding of how and why these factors are 

affecting consumers’ behavior is lacking in this paper. 

 

Fifth, we only considered online imported products in general, while consumers may 

have different perceptions to different types of product categories or brand. 
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9 Further research 
Further research about online consumers behavior towards imported products could be 

expanded to other regions in China and to different segment groups in order to reach a 

complete understanding. 

 

Moreover, in addition to the eight factors tested in this paper, further research could 

consider other factors that can influence Chinese online consumers behavior towards 

imported products, such as trust, perceived value and etc. 

 

The relationship between factors can be analyzed. Instead of a quantitative method, 

further research may opt qualitative method or combined method so as to have a deeper 

understanding of why these factors are relevant and how. 

 

Chinese online consumers behavior towards specific type of imported products and 

specific brand could be conducted as well. As mentioned above, consumers’ perception 

and the influencing factors may vary to different types of products or brand. Further 

researches about product type- or brand-based influencing factors on purchasing 

intention are worth considering. 

 

Lastly, comparative studies should be conducted to add value and comprehensive 

finding to this research area. For instance, a comparison between Swedish Online 

consumers and Chinese online consumers will provide ulterior useful knowledge.
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APPENDIX 
Appendix 1.Questionnaire 

 

There are TWO sections in this survey. Please complete the following two sections as instructions. Only 

summary measures and conclusions from this survey will be reported. Your participation is voluntary 

and all of your answers will be kept confidential. 

 

SECTION ONE 

The questions below relate to personal data. Please TICK the most appropriate 

answer. 

 

1. What is your gender? 

  ☐Male                ☐Female 

 

2. What is your age group? 

  ☐18-25 years old       ☐26-30 years old       ☐31-40 years old 

  ☐41-50 years old       ☐51-60 years old       ☐Over 60 years old 

 

3. Which is the highest level of education you have completed? 

  ☐Primary Education or Lower      ☐Middle School Education   

  ☐High School Education           ☐Bachelor Degree  

  ☐Postgraduate Degree   

                      

4. What is your occupation? 

  ☐Managers       ☐Civil Servant   ☐Company employee 

  ☐Self-employee   ☐Student        ☐Sales/Service 

  ☐Unemployed    ☐Home maker   ☐Retired      ☐Other__________ 

 

5. What is your personal monthly income before tax? (Chinese RMB in the last 

month) 

A SURVEY OF CHINESE CONSUMERS’ ONLINE 

BEHAVIOR TO IMPORTED PRODUCTS 
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   ☐1000RMB or under   ☐1001 to 3000RMB   ☐3000 to 5000RMB 

   ☐5000 to 7000RMB    ☐7000 to 10000RMB  ☐10000RMB to 15000RMB 

   ☐Above 15000RMB 

 

6. Do you intend to buy imported products online? 

  ☐YES                ☐NO 

 

7. Please check the types of imported products you purchased/will purchase 

through the Internet (Can be more than one): 

   ☐Apparel ☐Shoes & Bags ☐Jewelry & Watches ☐Cosmetics  

   ☐Music & CD & Books ☐Home and Living ☐Foods and drink ☐Travel  

   ☐Maternal and infant products ☐Electronic Products ☐Other        

 

SECTION TWO 

This section is about your thoughts regarding the consumption of imported 

products Online. Please TICK how strongly you agree or disagree with each of 

the following statements on a scale of 1 to 7. 1-you strongly agree, 7-you strongly 

disagree, 4-neutral. 

 Strongly 

Agree 

Neutral Strongly 

Disagree 

1. I am confident that I will get the products as described 

on the online store. 
☐1 ☐2 ☐3 ☐4 ☐5 ☐6 ☐7 

2. I am confident that there is low risk of counterfeit for 

buying imported products online. 
☐1 ☐2 ☐3 ☐4 ☐5 ☐6 ☐7 

3. I believe the product information provided by online 

retailer on online store is true. 
☐1 ☐2 ☐3 ☐4 ☐5 ☐6 ☐7 

4. Online shopping imported product is just as secure as 

traditional retail shopping. 
☐1 ☐2 ☐3 ☐4 ☐5 ☐6 ☐7 

5. I can easily judge the quality of the imported products 

online.  
☐1 ☐2 ☐3 ☐4 ☐5 ☐6 ☐7 

6. Online retailers always provide detailed information on 

online store (e.g. distribution, country of origin 

certificate, product attributes etc.). 

☐1 ☐2 ☐3 ☐4 ☐5 ☐6 ☐7 
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7. An aesthetically well-designed website/online store 

attracts me to purchase imported products online. 
☐1 ☐2 ☐3 ☐4 ☐5 ☐6 ☐7 

8. I think a well-designed online store represents good 

products quality. 
☐1 ☐2 ☐3 ☐4 ☐5 ☐6 ☐7 

9. I like to purchase on the online store that are easily to 

be navigated. 
☐1 ☐2 ☐3 ☐4 ☐5 ☐6 ☐7 

10. Lower price always represents lower quality on 

imported products. 
☐1 ☐2 ☐3 ☐4 ☐5 ☐6 ☐7 

11. I don’t want to pay high price for high quality 

imported products. 
☐1 ☐2 ☐3 ☐4 ☐5 ☐6 ☐7 

12. Online shopping allows me to buy same or similar 

imported products at lower price than traditional retailing 

stores.  

☐1 ☐2 ☐3 ☐4 ☐5 ☐6 ☐7 

13. I like to buy imported products that are lower price.   ☐1 ☐2 ☐3 ☐4 ☐5 ☐6 ☐7 
14. I like to buy imported products online when these 

products are recommended by the media. 
☐1 ☐2 ☐3 ☐4 ☐5 ☐6 ☐7 

15. Online reference group influence my decision to 

purchase imported products online. 
☐1 ☐2 ☐3 ☐4 ☐5 ☐6 ☐7 

16. People close to me (families and friends) encourage 

me buy imported products online.  
☐1 ☐2 ☐3 ☐4 ☐5 ☐6 ☐7 

17. Consuming imported products online allows me to 

have wider choices. 
☐1 ☐2 ☐3 ☐4 ☐5 ☐6 ☐7 

18. I can buy imported products that are not available in 

retail stores through the web. 
☐1 ☐2 ☐3 ☐4 ☐5 ☐6 ☐7 

19. I don’t feel difficulty to make decision when there is 

variety of products can be chosen.  
☐1 ☐2 ☐3 ☐4 ☐5 ☐6 ☐7 

20. I prefer to choose the online store where has wide 

variety of choices.  
☐1 ☐2 ☐3 ☐4 ☐5 ☐6 ☐7 

21. I purchase products from countries that have good 

countries’ image for me.  
☐1 ☐2 ☐3 ☐4 ☐5 ☐6 ☐7 

22. I only buy imported products from developed 

countries.  
☐1 ☐2 ☐3 ☐4 ☐5 ☐6 ☐7 

23. I always check country of origin when I purchase 

imported products online.  
☐1 ☐2 ☐3 ☐4 ☐5 ☐6 ☐7 

24. I believe that country of origin represents the products 

quality. 
☐1 ☐2 ☐3 ☐4 ☐5 ☐6 ☐7 

25. Online imported products retailers offer good after 

sales service.  
☐1 ☐2 ☐3 ☐4 ☐5 ☐6 ☐7 
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Your participation in this survey is greatly appreciated.  

Thank you for your time. 

 

 

Appendix 2 Focus Group discussion Questions 

 

A	  PILOT	  DISCUSSION	  ABOUT	  CHINESE	  

CONSUMERS’	  ONLINE	  BEHAVIOR	  TO	  

IMPORTED	  PRODUCTS	  
 

There	  are	  SIX	  questions	  in	  this	  discussion.	  Please	  check	  the	  questions	  if	  it	  is	  clear	  before	  to	  discuss.	  

The	  discussion	  will	   take	   you	   from	   20	   to	   30	   minutes.	   Only	   conclusions	   from	   this	   survey	   will	   be	  

reported.	   Your	  participation	  is	  voluntary	  and	  all	  of	  your	  answers	  will	  be	  kept	  confidential.	  

Everyone	  can	  either	  discuss	  the	  topics	  below	  or	  comment	  other	  participants’	  answer.	  	  

 
Nowadays	   more	   and	   more	   people	   are	   purchasing	   imported	   products	   from	  
online	   retailer.	   Purchasing	   imported	   products	   online	   can	   have	   advantages	   or	  
disadvantages.	   Thus,	   based	   on	   your	   own/friends/families	   experience	   and	  
thoughts,	  please	  answer	  the	  following	  questions.	  

 
	  Focus	  group	  discussion	  questions	  
 
1. Have	  you	  ever	  consumed	  imported	  products	  online?	  

26. Online retailers can deliver the imported products on 

time.  
☐1 ☐2 ☐3 ☐4 ☐5 ☐6 ☐7 

27. I can receive a personalized customer service from an 

online retailer when I buy imported products online. 
☐1 ☐2 ☐3 ☐4 ☐5 ☐6 ☐7 

28. I will firstly consider choosing the online store that I 

have already consumed products on it.  
☐1 ☐2 ☐3 ☐4 ☐5 ☐6 ☐7 

29. Past experience helps me to make the online imported 

products consumption easier.  
☐1 ☐2 ☐3 ☐4 ☐5 ☐6 ☐7 

30. Purchasing imported products online fits my life-

styles and the way I like to shop. 
☐1 ☐2 ☐3 ☐4 ☐5 ☐6 ☐7 

31. I would like to consume online when the operation is 

easy (for instance there is: fast loading speed, easy to 

navigate website, efficient transaction etc.). 

☐1 ☐2 ☐3 ☐4 ☐5 ☐6 ☐7 
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2. What	   do	   you	   believe	   are	   the	   advantages	   of	   purchasing	   imported	  
products	  online?	  
3. What	   do	   you	   believe	   are	   the	   disadvantages	   of	   purchasing	   imported	  
products	  online?	  
4. What	   factors	   do	   you	   consider	   most	   if	   you	   consider	   consuming	   imported	  
products	  online?	  e.g.	  price…	  
5. Why	  do	  you	  consider	  these	  factors	  as	  determinants	  to	  you?	  
6. 	  	  Are	   there	   other	   factors	   that	   you	   associate	   with	   online	   consumption	   of	  	  
imported	  products?	  

 
 
 
Your	  participation	  in	  this	  survey	  is	  greatly	  appreciated.	  
Thank	  you	  for	  your	  time	  
	  

 

Table 8．Descriptive Statistic of Demographic Characteristics 

Variables  Total Respondents 

  Frequency Percentage 

Gender Male 109 41.60% 

 Female 153 58.40% 

 Total 262 100% 

Age 18-25 102 38.90% 

 26-30 52 19.80% 

 31-40 57 21.80% 

 41-50 49 18.70% 

 51-60 2 0.80% 

 Total 262 100% 

Education Primary school 0 0.00% 

 Middle school 12 4.60% 

 High school 25 9.50% 

 Bachelor 171 65.30% 

 Master and above 54 20.60% 

 Total 262 100.00% 

Income 1000RMB or Under 33 12.60% 

 1001-3000RMB 32 12.10% 

 3000-5000RMB 60 22.90% 
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 5000-7000RMB 43 16.40% 

 7000-10000RMB 40 15.30% 

 10000-15000RMB 28 10.70% 

 15000RMB+ 26 9.90% 

 Total 262 100.00% 

 

 

Table 9. KMO and Bartlett's Test 
Step 1 
Kaiser-Meyer-Olkin Measure of Sampling Adequacy.  0.779 

Approx. Chi-Square  1,740,297 
Bartlett's Test of Sphericity  df  190 

Sig.  0.000 
 

 
 
Step 2 

 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.767 
Approx. Chi-Square 656,656 

Bartlett's Test of Sphericity  df 15 
Sig. 0.000 

 

 



 

77 

Table 10. Pearson Correlation Matrix 

 

 

 
 

 

 

 

 

 
Table 11. T-test Results 

 
Factors Groups Number Mean T Sig. 
Subjective Norms Women 153 5.3072 2.701 0.007 

 Men 109 5.0367   
Country of Origin Younger (18-30) 154 4.6055 2.714 0.007 

 Older (above 30) 108 4.9468   
Price Younger (18-30) 154 4.3052 2.696 0.007 

 Older (above 30) 108 4.6111   
 High Education (Bachelor 225 4.3719 -2.622 0.009 
 and above) 

Low education (lower than 
 

37 
 

4.7928 
  

 Bachelor)     
Perceived Behavioral 
Control 

High Education (Bachelor 
and above) 

225 5.5556 3.296 0.001 

 Low Education 37 5.0180   

 1. 2. 3. 4. 5. 6. 7. 8. 9. 

1. Intention 1         

2. Website Factors 0.154* 1        

3. Product Variety 0.180** 0.284** 1       

4. Perceived Behavioral Control 0.505** 0.224** 0.439** 1      

5. Subjective Norms 0.325** 0.300** 0.429** 0.414** 1     

6. Country of Origin 0.150* 0.144* 0.217** 0.274** 0.173** 1    

7. Perceived Risk -0.264** -0.382** -0.310** -0.247** -0.246** -0.266** 1   

8. Service Quality 0.127* -0.144* -0.317** -0.288** -0.219** -0.308* 0.068* 1  

9. Price -0.144* 0.024 0.078 0.019 0.109 0.131* -0.050 -0.126 1 

*. Correlation is significant at the 0.05 level (2-tailed). 

**. Correlation is significant at the 0.01 level (2-tailed)          



 

Table 12 Correlation Matrix  

	  
 

  Wf2 Wf3 Pc1 Pc3 Pc4 Va1 Va2 Va4 Coo1 Coo2 Coo3 Coo4 Ser1 Ser2 Ser3 Pr1 Pr2 Pr3 

 

Wf2 1,000 ,534 ,012 ,078 -,012 ,258 ,229 ,244 -,015 ,028 ,068 ,130 -,079 -,136 -,196 -,305 -,268 -,318 

Wf3 ,534 1,000 -,071 -,065 -,015 ,148 ,138 ,192 ,083 ,156 ,144 ,222 -,124 -,095 -,104 -,198 -,276 -,337 

Pc1 ,012 -,071 1,000 ,335 ,246 ,020 ,119 ,062 ,066 ,051 ,190 ,158 -,143 -,162 -,092 -,018 ,057 ,040 

Pc3 ,078 -,065 ,335 1,000 ,452 ,159 ,145 ,108 ,111 ,137 ,186 ,121 -,132 -,161 -,211 -,045 ,001 -,116 

Pc4 -,012 -,015 ,246 ,452 1,000 -,045 -,017 -,038 ,042 ,108 ,016 -,001 -,014 ,005 -,059 ,003 -,026 ,011 

Va1 ,258 ,148 ,020 ,159 -,045 1,000 ,666 ,453 ,074 -,039 ,164 ,174 -,179 -,208 -,154 -,335 -,090 -,213 

Va2 ,229 ,138 ,119 ,145 -,017 ,666 1,000 ,393 ,084 -,056 ,192 ,147 -,231 -,207 -,207 -,246 -,052 -,163 

Va4 ,244 ,192 ,062 ,108 -,038 ,453 ,393 1,000 ,313 ,183 ,254 ,247 -,271 -,334 -,310 -,204 -,080 -,181 

Coo1 -,015 ,083 ,066 ,111 ,042 ,074 ,084 ,313 1,000 ,590 ,425 ,493 -,225 -,220 -,131 -,185 -,104 -,165 

Coo2 ,028 ,156 ,051 ,137 ,108 -,039 -,056 ,183 ,590 1,000 ,486 ,556 -,197 -,188 -,108 -,193 -,203 -,155 

Coo3 ,068 ,144 ,190 ,186 ,016 ,164 ,192 ,254 ,425 ,486 1,000 ,612 -,264 -,239 -,179 -,111 ,018 -,032 

Coo4 ,130 ,222 ,158 ,121 -,001 ,174 ,147 ,247 ,493 ,556 ,612 1,000 -,313 -,274 -,163 -,231 -,063 -,143 

Ser1 -,079 -,124 -,143 -,132 -,014 -,179 -,231 -,271 -,225 -,197 -,264 -,313 1,000 ,514 ,392 ,080 -,017 ,064 

Ser2 -,136 -,095 -,162 -,161 ,005 -,208 -,207 -,334 -,220 -,188 -,239 -,274 ,514 1,000 ,428 ,170 ,052 ,065 

Ser3 -,196 -,104 -,092 -,211 -,059 -,154 -,207 -,310 -,131 -,108 -,179 -,163 ,392 ,428 1,000 ,103 ,046 ,046 

Pr1 -,305 -,198 -,018 -,045 ,003 -,335 -,246 -,204 -,185 -,193 -,111 -,231 ,080 ,170 ,103 1,000 ,439 ,547 

Pr2 -,268 -,276 ,057 ,001 -,026 -,090 -,052 -,080 -,104 -,203 ,018 -,063 -,017 ,052 ,046 ,439 1,000 ,612 

Pr3 -,318 -,337 ,040 -,116 ,011 -,213 -,163 -,181 -,165 -,155 -,032 -,143 ,064 ,065 ,046 ,547 ,612 1,000 

Pr4 -,157 -,278 -,091 -,126 -,053 -,222 -,257 -,212 -,205 -,222 -,175 -,181 ,078 ,070 ,018 ,455 ,370 ,477 

Pr5 -,244 -,216 -,162 -,098 -,055 -,225 -,214 -,212 -,191 -,251 -,179 -,240 ,125 ,057 ,011 ,438 ,526 ,563 


