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Abstract 

The Chinese E-commerce market is the largest in the world and E-commerce takes up more of 

the retail market in China than in western countries. Why are Chinese consumers such big 

spenders online? This thesis examines the differences in consumer shopping behavior in 

China and Sweden in the aims to find some of the factors explaining the reasons. Based on a 

review of previous research on consumer behavior a theoretical framework was created which 

was the foundation for a survey. Survey responses were collected through two surveys, with 

the same questions, conducted in the native language of Sweden and China. While the 

generalizability of the survey have some limitations in regards to sampling, this thesis provide 

some key findings: 

 Chinese consumers are more social shoppers, influenced by social media, family and 

friends. The social experience of shopping online enhance Chinese consumers 

experience and is a factor in increasing their expenditures online. 

 Chinese consumers shop more on international stores and shop more through their cell 

phones than Swedes. 

 Chinese consumers are also choosing online shopping out of convenience and 

usefulness. 

 

Key Words: Consumer Shopping Behavior, Technology Acceptance, Social media, China, 

Sweden, E-commerce 
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1.0 Introduction 

With the advent of the internet many predictions were made as to the prevalence of online 

shopping for the future. Sites like pets.com, a company that sold pet supplies, and boo.com, a 

site for luxury clothing, expanded rapidly with the promise of huge potential markets that 

never realized (David Goldman 2010). E-commerce in the west have not grown as some 5 

expected. In Europe the E-commerce market is expected to grow by 18.4% in 2015 and in the 

US it grew by 15.4% from the third quarter in 2014 to 3rd quarter in 2015 (E-Commerce 

News 2015; Enright 2015). In China the E-commerce market is growing at twice the pace and 

overtook the US as the largest E-commerce market in 2014 (PTI 2015). In 2015 the Chinese 

E-commerce market is expected to grow by 42.1% (PTI 2015). 10 

What is different about the Chinese consumers that make them shop more online than 

westerners? In this paper I am going to look at some of the major factors contributing to this 

and compare the Chinese E-commerce consumers to their Swedish counterparts. 

 

1.1 Chinese and Swedish E-commerce Market 15 

By 2015 China was already the largest E-commerce market in the world and it is growing at a 

rapid pace (KPMG 2014). In China, E-commerce sales makes up 15.9% of the retail sales 

market and Chinese consumer make up just about 40% of the retail e-commerce in the entire 

world (David Goldman 2010). The E-commerce retail market makes up 7% of Chinese GDP. 

In Sweden E-commerce accounts for 6% of the retail sales market (Postnord 2014). 20 

Approximately one in two swedes shop online each quarter and just under a third shop online 

at least once every month (Postnord 2014). The most popular items to buy online are Books, 

Clothes and Home Electronics, as a third of Swedish consumers have bought at least one of 

these items in the past year (Postnord 2014). 

 25 

1.2 Study Relevance 

As it stands now E-commerce companies expanding from China to Sweden (or vice versa) 

have little in terms of academic research to turn to, to better understand their new target 

customers. With the increased globalization in the E-commerce space, with companies like 

Alibaba and Amazon.com already in most countries of the world, companies opening up in 30 

new markets needs to understand the differences in their new customer base from what they 
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are used to. This paper will further the understanding of differences between customers in 

different countries, their expectations from companies and the factors behind purchasing 

goods. 

Sweden is also generally viewed as a very Americanized nation, a perception often expressed 

today and that goes back so far as 1973 (AP 1973). In this regard the study can also be 5 

considered to have relevance for the American market and companies expanding to and from 

the US. 

The survey will be done through polling in people on social media, as such the study also has 

relevance in further understanding how social media have different impacts on customer 

behavior in different countries. 10 

 

1.3 Purpose 

The purpose of the thesis is to get insight into customer online shopping behavior in China 

and Sweden by identifying the effects of the main factors on online shopping behavior. Can 

differences in Chinese consumer’s perceptions vis-a-vis Swedish consumers give insights into 15 

why E-commerce consumption is larger in China compared to Sweden? 
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2.0 Theory 

2.1 Consumer Behavior 

Nowadays there are many intensive studies on consumer shopping behavior (Blackwell et al. 

2006; Kuester 2012) and the field covers a lot of areas (Hasslinger et al. 2007; Solomon et al. 

2010; Solomon 2011). According to Kuester 2012 (p.110), consumer behavior is ‘the study of 5 

individuals, groups, or organizations and the processes they use to select, secure, use, and 

dispose of products, services, experiences, or ideas to satisfy needs and the impacts that these 

processes have on the consumer and society’. Therefore consumer behavior is not just simple 

dynamic interaction of transactions between buyers and sellers (Solomon et al. 2010; 

Solomon 2011) but also an ongoing process involved meeting buyers’ needs by selecting, 10 

purchasing and using the products or services (Solomon 2011). It embraces both ‘what and 

why people buy’ and ‘why and how customers use the products and services’ (Blackwell et al. 

2006). 

Ajzen and Fishbein (1977) have indicated in the attitude model that human behavior is 

predominantly determined by the intention. According to Hasslinger et al. 2007, consumer 15 

purchasing need and motive are inextricable and contain precise differences. For example, 

purchasing shoes can satisfy consumer needs to protect them against uneven roads but the real 

motive causing consumer to purchase can be to catch on fashion in the new season. Shopping 

behavior can be to meet consumer basic needs but also can be regarded as a casual activity. 

Therefore, understanding what, why and how people buy is a necessarily important task for 20 

companies. Zhao (2012) pointed out that ‘a company exists on satisfying consumer needs 

better than its competitors’ and purchasing decision-making of consumers can be influenced 

by ‘a series of individual characteristics which are associated with the consumer needs’ 

(Zhao 2012). In order to understand consumer behavior, customer information is necessary 

for companies to identify its business direction and easily capture business opportunities in 25 

the targeted market (Li and Zhang 2002; Solomon 2011; Zhao 2012). 

 

2.2 Online Consumer Shopping Behavior 

According to Park and Kim (2003), online shopping continuously gains popularity. Nowadays 

more and more people rapidly enhance online consumption. According to UCLA Center for 30 

Communication Policy (2001), online shopping has already become the third biggest internet 

activity by following E-mail using and web browser using. Many companies have also 



4 

 

realized how profitable to capture online market share and attempt to shift their business 

operations from offline to online (Zhao 2012). Constantinides (2004) indicates that 

understanding consumer online shopping behavior is a priority issue for companies in the fast 

expanding virtual marketplace. 

Selling in virtual marketplace requires companies to have deeper understanding of consumer 5 

shopping behavior and more accurate assessment of customer technology acceptance level 

(Zhao 2012). The internet-based market environment enables consumers to select products 

and have transactions directly with online stores (Chiang and Dholakia 2003). Consumers just 

need a few clicks of their fingers to enable to shop from anywhere at any time. When 

consumer shop online, certain computer knowledge and internet using should be required. 10 

Unlike actual shopping experience, consumer purchase decisions are mainly based on 

cyberspace appearance, for instance the website appearance, product description, images, 

store reputation scores, video display and so forth (Kolesar and Galbraith 2000; Chiang and 

Dholakia 2003; Liu et al. 2010; Zhao 2012). 

Different with traditional market, e-commerce market is borderless and limitless, which has 15 

less requirements and qualifications to start an e-store than a physical store (Weiss 2015). 

Everyone can start an own e-commerce online store. Meanwhile, many e-commerce 

companies commonly expand targeted consumer segments by using globalized and localized 

websites (Weiss 2015). “How to attract and win over the consumer in the highly competitive 

internet marketplace” is one of the fundamental issues for modern companies now 20 

(Constantinides 2004). In order to attract and win over e-commerce market share, 

understanding and analysing the effects of determinants on the online consumer behavior are 

essential (Zhao 2012). 

 

2.3 Determinants of Online Consumer Shopping Behavior 25 

Kotler and Keller (2006) express that it is not an easy job to understand consumers, they 

usually say one thing but do another. In order to understand consumer shopping behavior it is 

necessary to know what impact on consumer behavior. According to Keisidou et. al. (2011), 

consumer behavior is influenced mainly by consumer characteristics which are divided in four 

big categories: psychological, social, cultural and personal perspectives (Kotler and Keller 30 

2006; Kotler and Armstrong 2007, Zhao 2012). 

More specific needs should be recognized in order to focus more specifically on customer 

online shopping behavior. The consumer online shopping characteristics are made up of three 
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aspects: social online characteristics, cultural online characteristics and personal online 

characteristics. (Kotler and Keller 2006; Hasslinger et al. 2007; Keisidou et. al. 2011, Zhao 

2012) 

 

2.4 Online Consumer Characteristics 5 

Consumer online characteristics can be divided by four perspective: cultural, social, personal 

and psychological (Hasslinger et al. 2007). People identify these characteristics in order to 

have deep understanding of consumers and have targeted marketing strategies towards to 

different consumer segments (Kotler and Armstrong 2007). Therefore using these 

characteristics can help marketers to more specify identify and segment the online consumers. 10 

 

2.4.1 Cultural Online Characteristics 

Cultural characteristics have the broadest and deepest influence on the consumer’s shopping 

behavior (Kotler and Keller 2006, Zhao2012). It is regarded as the most basic cause of 

consumer wants and needs (Hasslinger et al. 2007). As people grow up they are imprinted 15 

with a set of values which affects how their behavior (Kotler and Keller 2006). Culture 

consists of smaller subcultures, this contains more specific traits that affect customers’ 

behavior (Keisidou et. al. 2011). For instance, people from different social class have 

different intentions to purchase online, as Hasslinger et Al. (2007) shows in that customers 

from higher classes have a higher intention to shop online, because they have a higher 20 

probability to own a personal computer and are generally more experienced internet users. 

Previous studies as (Yoon 2009) have showed that cultural traits such as masculinity, 

uncertainty avoidance and long-term orientation are positive determinants in consumer 

shopping behavior. (Zhou et al 2007) also concludes that collectivism is positively associated 

with positive attitudes towards online shopping. 25 

 

2.4.2 Social Online Characteristics 

According to Kotler and Keller (2006), the social determinants includes reference groups, 

family, and social roles and status. The reference group is involved to all groups can have 

directly and indirectly effect on a person’s attitude and behavior (Armstrong and Kotler 30 

2007). Family is regarded as the most significant and primary social factor that influences the 

perception of a person in the beginning (Hasslinger et al. 2007; Keisidou et al. 2011). Friend 

is also a small group to influence people’s decision-making. The social role and status defines 
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the position of a person in his group, as well as the actions that person has to take based on 

the group surround him/her (Armstrong and Kotler 2007). For the online consumers the 

virtual communities, platforms, and bloggers can be identified as their reference groups (Zhao 

2012). For example, consumers would like to read other consumers feedbacks and comments 

as an important reference to make purchasing decisions online. Besides the role and status 5 

decide the consumption performance of consumers in order to fit in with their own social 

subgroups (Kotler and Keller 2006). In generally, the higher social status of a person the more 

money he may spend on his online product (Zhao 2012). 

 

2.4.3 Personal Online Characteristics 10 

According to Kotler and Keller (2006), personal characteristics are categorized into age and 

stage in the life cycle, occupation, economic situation, lifestyle, personality and self-concept 

and so forth. They all have direct impacts on the process of consumer online purchasing 

behavior. Meanwhile Monsuwe et al. (2004) have also indicated that personal online 

characteristics especially consumer spendable income is the vital role of online shopping. It 15 

makes the common sense that consumers with higher levels of incomes have more positive 

attitudes towards to online purchasing (Lohse et al. 2000; Zhao 2012). The higher incomes are 

associated with the higher levels of consumption, higher probability of the computer 

possession, higher levels of internet usage and higher levels of new technology acceptance 

(Hasslinger et al. 2007; Zhao 2012). Age as another distinguish factor has also identified by 20 

many researchers on consumer online shopping behavior (Smith and Rupp 2003, Hasslinger 

et al. 2007; Zhao 2012). The younger age consumers have outstandingly frequent interaction 

with internet and computers than the older consumers, because younger consumers are much 

easier to accept and adapt the new technologies than the older ones (Smith and Rupp 2003).  

 25 

2.4.4 Psychological Online Characteristics 

The psychological online characteristics which include motivation, perception, learning, 

beliefs and attitudes have large effects before consumer online purchase decision making 

(Hassliger et al. 2007). Motivation refers to satisfy consumer biological and psychological 

needs, such as hunger, coldness, beauty, self-recognition, esteem, belongings etc. (Kotler and 30 

Armstrong 2007). Simply said, it is the reason of consumer to buy online. It is engaged in the 

online shopping behavior by customers to consider cheaper prices, more product types, more 

time saving, more convenient receiving online. Perception is identified as how differently 
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consumers perceive the same product or same situation, such as different consumer build 

different levels of trust towards to same online shopping site (Kotler and Armstrong 2007). 

Attitude is also an important factor for online shopping, which requires by consumers through 

learning and experiencing (Hasslinger et al. 2007). For instance, some consumers prefer to 

buy stuffs on a particular site because it guarantees the quality of products or it provides the 5 

cheapest price of the similar products. 

 

2.5.0 Main Factors for Consumer Shopping 

Various factors affect the consumer online shopping behavior. Among them price, trust and 

convenience are regarded as the three main influencing factors. (Brengman et al. 2005; 10 

Hasslinger et al. 2007; Solomon et al. 2010; Solomon 2011, Zhao 2012). Technology 

Acceptance Model have also been shown to be able to explain consumer shopping behavior, 

in particular Ease of Use and Perceived Usefulness are correlated with shopping (Lim and 

Ting 2012, Wu and Wang 2005, Zhou et al 2012). 

 15 

2.5.1 Price 

Price as one of the marketing mix strategy is always regarded as the primary and critical 

factor for marketers to simulate the consumer desires of purchasing (Kotler and Keller 2006; 

Zhao 2012). Online shoppers allows the consumers to obtain more information of both price 

and non-price attributes (Burke et al. 1992; Alba et al. 1997; Degeratu et al. 2000). The 20 

internet technology allows consumers to discriminate between online sellers and helps sellers 

to segment online consumers (Hasslinger et al. 2007). Different with physical stores, online 

product prices are relatively cheaper by reducing the product cost such as physical store 

renting and daily expenditure (Zhao 2012). Under the borderless information circumstance, 

price comparison on the internet enhances the price-sensitivity of consumers for similar 25 

products (Degeratu et al. 2000), which means the price-sensitive consumers tend to go for the 

lowest price to get the best value (Brassington and Pettitt 2006; Ruskin-Brown 2006). 

Therefore prices as a primary factor to online shopping contains two main attributes: money 

saving and price comparison. 

From (Keisidou et al. 2011) it is also clear that different product types have different effects 30 

on consumer attitudes towards online shopping. Consumers behave differently when buying 

inexpensive products as opposed to when they are buying expensive products. Their attitude 
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also changes when it involves everyday products from when they buy products and services 

intent to use in the long-term. 

 

2.5.2 Trust 

Online shopping as a relatively new, complex technological way of shopping, cannot allow 5 

consumers to touch and check their products personally so trust is considered to be an 

important emotional factor (Brassington and Pettitt 2006). When confidence with online 

shopping have been established then consumers start to feel trusting (Hasslinger et al. 2007). 

Familiarity and confidence comes from good previous experience of consumers. Smith and 

Rupp (2003) also show that previous experience with online shopping can decrease 10 

perceptions of risk and increase the perception of safety and security, making the consumer 

more likely to shop again. It is known that trust is a very important factor for companies 

working in a global economy and necessary conditions for local market (Fukuyama and 

Francis 1996). Several papers have studied e-commerce in China and the US and identified 

factors that increase trust. (Gao and Wu 2010, Lim et al 2006). Some studies discuss the 15 

severity of trust issues in China and factors that are important in increasing trust for E-

commerce companies in China as compared to other markets. (Efendioglu and Yip 2004, 

Grefen 2003, Martinson 2008). Trust also reduces perceived risk (Fukuyama 1996, Morgan 

and Hunt 1994), can reduce transaction costs when warranted (Fukuyama 1996, Williamson 

1985), and is important in any kind of transaction because of possible opportunistic behavior 20 

of the other party (Williamson 1995). According to Clemons et al 2013 successful websites in 

China can increase willingness to pay by a better reputation. 

 

2.5.3 Risk Perception 

Consumer Risk perception is a big factor in finding users who have not realized an online 25 

purchases and those that have. Jarvenpaa, Tractinsky and Vitale (2000) did an examination of 

consumer behavior towards specific online shops, where they found that perception about 

reputation and size affected the consumer trust of the retailer. The level of trust has a positive 

relationship towards the attitude of the shop and a negative relationship toward perceived risk. 

Attitude and risk perception also affected consumer intention to buy from a specific store 30 

(Jarvenpaa and Tractinsky, 1999; Lowengart and Tractinskky, 2001). Once risk is perceived 

in a purchase situation, there is evidence that the subsequent consumer behavior is shaped by 

this risk perception (Bauer 1967). So in accordance with TRA, consumer’s perceived risk has 
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a negative relationship towards purchasing behavior (Ruyter et al 2001). Similarly the 

intention to be trusting is fragile when the perceived risk is high (Teo and Liu 2005). 

 

2.5.4 Personal Information Privacy 

One of the significant inhibiting factors that relate to risk perception is Personal Information 5 

Privacy (PIF) (Cho, Rivera– Sánchez and Lim, 2009; Zorotheos and Kafeza, 2009; Roca, 

García and de la Vega, 2009). Privacy is a crucial issue for consumers as shown in Dolnicar 

and Jordaan’s (2006), further studies such as Zinkhan (2006) have shown that issues with 

privacy affects consumers trust towards retailers. Some studies have also shown that privacy 

concerns are one of the main obstacles to the expansion of online shopping (Chang and Chen, 10 

2009; Lee, Eze and Ndubisi, 2011). Keisidou et al (2011) also show that high privacy 

concerns have a negative effects on consumer attitudes towards online shopping. 

 

2.5.5 Convenience/Remote Purchasing Method 

Without any doubt, convenience is a typical reason for consumers to choose shopping online. 15 

It is intended to save time and reduce frustration in the purchasing process (Blackwell et al. 

2006). Compared with the traditional shopping way, the convenience of online shopping 

includes less effort output, less time spending, and less time and location limits. It is a benefit 

or motivator for the consumers to purchase over internet by gathering the maximum 

information under the minimum effort and time (Azjen 1991; Kim and Park 1991; 20 

Constantinides 2004; Monsuwé et al. 2004; Zhao 2012). Meanwhile internet-based shopping 

as a remote purchasing method is more effective and efficient than the physical shopping, 

since it allows the consumers to buy at anytime and anyplace (Zhao 2012). Swaminathan et 

al. (1999) have expressed that convenience-oriented consumers are the most potential online 

purchasing power since they regard convenience as a big motivation. Consumers are released 25 

from going out to select, compare, carry and move products. Further, there is a positive 

relationship between convenience and technology acceptance (Kim and Park 1991). If the 

online shopping is perceived as a convenient shopping way, consumers must perceive the 

easiness to access the internet and computer to shop. The less complexity of internet usage 

can lead the easier consumers search product online and the more they purchase product 30 

online (Kim and Park 1991). 
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2.5.6 Technology Acceptance 

Technology acceptance model (TAM) is a model over how accepting people are of new 

technology. Technology acceptance has been shown to also be a factor in how people shop 

online, where perceived ease of use and perceived usefulness have been shown to be a 

positive determinants in online shopping. (Lim and Ting 2012, Wang and Wu 2005). For this 5 

study I have chosen to replace perceived usefulness with perceived outcome, as was done in 

(Zhou et al 2007) to cover both potential risks and benefits with online shopping. It was also 

shown in (Wang and Wu 2005) that: “Perceived ease of use does not directly influence 

behavioral intention to use but indirectly affects behavioral intention to use through perceived 

usefulness”. Perceived ease of use will be replaced by Online Shopping Perceived Usefulness. 10 

Chiu et al (2005), added two additional variables to TAM, to enhance the ability to explain 

consumers’ attitude towards online shopping. This new model suggests that perceived 

usefulness, perceived ease of use, personal awareness of security and personal innovativeness 

influence purchase intention and general attitudes towards online shopping. 

In this study I have chosen to not include TAM2 and TAM3 in order to research the 15 

Technology aspect of online shopping as there is not a lot of literature that shows them to 

applicable to online shopping. This is because they are designed more for use on specific 

technology to be used in a work environment and not on consumer adoption of new shopping 

practices. 

 20 

2.5.7 Online Shopping Perceived Usefulness 

By Online Shopping Perceived Usefulness (OSPU) I in this study refer to how useful 

consumers feel it is to shop online. This can refer to how easy it is to navigate for the 

consumer as well as whether the site is well designed, helping the consumer and making it 

easier for them to shop online as well as time saved by shopping online instead of going to the 25 

store. 

How easy it is to shop online have been shown to be a positive factor for online shopping 

attitudes in (Bisdee, 2007; Yulihasri and Daud, 2011). Childers et al. (2001) also showed that 

online retailers that are able to provide online shopping sites that are clear and 

understandable, and in turn easier to use, results in ease of use for the consumer and a 30 

favorable attitude attachment to the online retailers that are able to do so. 

Buton-Jones and Hubona (2005) says that the ease of learning and becoming skillful at using 

pervasive technologies, including the technologies and interfaces employed by online 
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shopping sites are valid determinants to what makes technology easy to use. Selamat et al. 

(2009) further added that technology which is perceived to be easier to use is more likely to 

be accepted over complex technology which have slower rates of adoption. 

 

2.5.8 Internet Shopping Experience 5 

By online Shopping Experience, I in this study refer to the previous experience of shoppers 

when shopping online and the Perceived Outcome. Somebody that have been cheated in the 

past are less likely to shop online and people with previous good experiences are more likely 

to feel confident and trusting when purchasing items online (Hasslinger et al. 2007).Gefen 

(2000) also showed that increased familiarity with online shopping increase the intention to 10 

shopping as well as increasing the trust in e-commerce vendors. (Zhou et al 2007) also 

suggests that internet experience is negatively associated with online experience, and novice 

users enjoy online experience more than experienced users. This can be linked to users in the 

past being cheated by shopping online. 

 15 

2.5.9 Cultural Factors 

The strongest factor for explaining differences in consumer behavior is considered to be 

Culture (Aaker and Lee, 2001, Ackennan and Tellis, 2001 and Truong, 2013) it is also a key 

underlying factor that affects consumer perception and behavior such as social search 

(Pookulangara and Koesler, 2011) as well as acceptance of and intention to use e-commerce. 20 

(Goodrich and de Mooij, 2001 and Choi et al., 2013). Xu-Priour et al (2014) looked at the 

effects of collectivism and polychronic time orientation as cultural factors on consumer 

shopping behavior, explaining differences between China and France. The study in turn 

confirming an indirect link to shopping behavior with Trust and (what in this study is referred 

to as) Internet usage as the direct links to shopping behavior, where cultural factors affected 25 

social interaction that in turn affected Trust and Internet usage. 

 

2.5.10 Social Media 

Social media users tend to consumer products more online. Sometimes social media user also 

gather information on social media about the products they buy. Deloitte 2014 says that 30 

“Forty percent of consumers shopping for furniture, home furnishings, and home 

improvement products use social media to gather inspiration or shop”. Shoppers that consult 

social media are also more likely to purchase things online: “Consumers are 37 percent more 

http://www.sciencedirect.com/science/article/pii/S0040162514002352#bb0025
http://www.sciencedirect.com/science/article/pii/S0040162514002352#bb0030
http://www.sciencedirect.com/science/article/pii/S0040162514002352#bb0035
http://www.sciencedirect.com/science/article/pii/S0040162514002352#bb0040
http://www.sciencedirect.com/science/article/pii/S0040162514002352#bb0045
http://www.sciencedirect.com/science/article/pii/S0040162514002352#bb0050
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likely to make a purchase if they use social media along the journey” and “Shoppers are 29 

percent more likely to make a purchase the same day when they use social media to help shop 

either before or during their trip (90 percent vs. 70 percent conversion).” (Deloitte 2014). 

Consumers that use social media while they are shopping are also more likely to spend more 

(up to 25% more) or significantly more (more than 25% more) when shopping online as a 5 

result of more positive shopping experience (Deloitte 2014). 

 

2.7 Previous literature on Determinants for Online Shopping 

Previous literature on determinants for online shopping have shown that the E-commerce 

market is primarily pull-driven by consumers. (Which means purchasing online is something 10 

coming from consumers and not from created demand by advertising.) Functional product 

information is then an important positive correlate to online shopping. E-shoppers also tend to 

be more experienced internet users (Liebermann and Stashevsky 2009). Chinese consumers 

tend to browse online before making purchases in a store, over 70% of Chinese consumers 

say that they often compare online vs offline prices and as many went to physical stores to 15 

browse before they purchased something online (Bain 2013). When it comes to Swedes only 

slightly over half of the consumers compare prices online before buying in a physical store 

and only a quarter have browsed physical stores before shopping online (Postnord 2014). 

 

Consumers who experience pleasure and joy from using shopping online are likely to use it 20 

more extensively than others (Davis 1992; Malone 1981; Webster 1989). Several factors 

influence the likelihood of a consumer repeating their online shopping. The greatest factor is 

the site quality and the second greatest is social influence (Al-Maghrabi et al 2011). Less 

experienced users tend to become more frustrated by shopping online and the persons who 

become frustrated are less likely to give positive reviews of their experience (Román and 25 

Riquelme 2014). 

 

Demographic factors also are a factor in consumer behavior. (Jusoh and Ling 2012) shows us 

that Income is a factor for how likely people are to shop online. 

 30 

Another important factor is internet expertise and ease of use. (Román and Riquelme 2014; 

Davis 1992; Malone 1981; Webster 1989). In recent year the E-commerce growth in China 

have been driven by the growth of mobile commerce (David Goldman 2010; Sue 2013). As 
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Chinese show a greater acceptance of mobile platforms for purchasing than in other countries 

(Sue 2013). This indicates that technology acceptance of new modes of purchasing could be a 

factor in explaining why the Chinese consumer so much more online.  

 

Trust is an important factor in explaining the variance in transaction intentions in China, 5 

explaining 77% of the variance (Chai and Pavlou). Since the Chinese E-commerce market is 

plagued by counterfeit goods (Jourdan 2015; Custer 2015), it is hard to understand why the 

Chinese E-commerce market is growing so much faster than the Swedish market (where this 

is not an issue to the same extent).  In China it has been estimated that 40% of the sales are 

counterfeits or bad quality (Jourdan 2015; Custer 2015). Out of 20 000 shopping related 10 

consumer purchases handled by the China Consumer Association, 92.3% of those were online 

purchases (Jourdan 2015; Custer 2015). With literature on E-commerce showing the 

importance of trust when it comes to E-commerce, it seems quite counter-intuitive that such a 

problem can persist in a rapidly growing market where trust is such an important factor 

(Corbitt et al. 2003), especially considering Trust is a limiting factor even for Swedish 15 

consumers (Gustavsson and Johansson 2006).  

 

Swedes also place a high level of importance on Security and Privacy, while Chinese 

consumers only place a high level of importance on Security and less so on Privacy 

(Gustavsson and Johansson 2006; Corbitt et al. 2003) . 20 

 

 

2.8 Theoretical Framework Model 

Based on the Theory gathered and the previous research that deals with determinants I have 

designed a theoretical framework. Trust, Convenience, Price, Demographic factors and 25 

Internet Experience have been chosen for the model.  

I find support in the literature for these being big factors in explaining customer online 

shopping behavior. Trust, Convenience, Price, Demographic factors and Internet Experience 

all have direct effects on consumer shopping behavior. Cultural factors are excluded on this 

basis, as the effects are indirect as shown in Xu-Priour et al (2014). Cultural factors could add 30 

another layer of complexity as it affects all factors, instead it will be expressed by the result of 

the study as the relevant part of the survey relating to consumer shopping behavior culture. 
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Model 1. Model of Consumer Behavior examined in this paper. Arrows denotes direct 

effects. Dotted arrows denotes that some aspects of the category the dotted line is 

drawn from affects what the arrow points to (like saving time affects price perception, 5 

familiarity affects Trust, Technology Acceptance affects Convenience and Social 

Media-awareness affects Internet Experience). The simple lines connects subcategories.  

 

Price is included as a relevant factor, and here one can imagine that Chines consumers are 

more price-aware since they compare prices more than Swedes (Bain 2013; Postnord 2014). It 10 

could be the case that Chines consumers are bargain-hunting more than their Swedish 

counterparts, which is something that influences them to get out on the internet where price-

comparisons are quite easy. 

 

There are many well-known factors in demographics, such as income (Jusoh and Ling 2012), 15 

age (Smith and Rupp 2003, Hasslinger et al. 2007; Zhao 2012) and social influence (Al-

Maghrabi et al 2011), which all affects the likelihood of purchases. In the theoretical 

framework I separate internal demographic variables from external ones. People’s social 

sphere also influence online purchases, not only through family and friends but through social 

media and it is likely that the internet sub-culture behavior in China is different from that in 20 

the western world, especially since their platforms for social media look completely different 

from what we have in the west. While research show that active social media users are more 

likely to shop more (Deloitte 2014), this doesn’t necessarily need to be the case since 
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literature also show that people with more Internet experience are more likely to have 

negative experiences, which negatively affect their likelihood to shop online (Zhou et al 

2007). 

Under the title of Internet Experience factors relating to technology acceptance and familiarity 

(which also affects trust) are also included. Because of the higher level of mobile-commerce 5 

usage and the importance of previous experiences in determining future purchases online this 

factor could show to be very important in explaining the differences between Swedes and 

Chinese online shopping behavior. As expressed in Kim and Park (1991), there is also a link 

to Convenience and technology acceptance. So this acceptance of the technology would have 

an indirect effect on their consumer shopping behavior. This could be either because they find 10 

the technology to be more convenient than shopping in physical stores, as well as because 

they find the technology itself easier to use than shopping in physical stores. 

 

Because of life in China being more stressful and the time to go shopping in physical stores 

being more limited, Chinese consumers could find that E-commerce is more convenient than 15 

going to the physical stores. Convenience is also linked to the price as the cost of traveling by 

car to the store cost both gasoline and takes a toll on the vehicle, as well as time that could be 

spent resting or working. 

 

Trust is an important factors which also draw from Internet Experience by online shoppers 20 

familiarity with shopping online as well as external demographic factors like social media and 

external group (like family) influence. Considering the higher prevalence of counterfeit goods 

on the Chinese E-commerce market at the expressed importance of Trust as a factor for 

consumer shopping behavior, it is of interest to include in the model how this affects behavior 

differently in China and Sweden. It is also of interest to see how consumer relate differently 25 

to privacy and security on the internet as Chinese and Swedes have different relationships to 

the importance of these factors (Gustavsson and Johansson 2006; Corbitt et al. 2003). It could 

be the case that Chinese consumers feel that companies have taken steps to reduce the 

perceived risk online by providing services normally not offered and this has an impact on 

Chinese consumers making them feel that it’s safer to shop online. 30 

 

Purchasing method is something that was contemplated if it should be included in the 

theoretical framework. I find little that could support there are any real differences in how 

electronic transactions of payments are handled in the different countries and such questions 
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would deal more with the trust in the entire banking system (which is predominantly digital) 

than with actual E-commerce. Such factors would also be captured by the generally expressed 

trust in E-commerce so Purchasing methods merely have an indirect effect on consumer 

shopping behavior, through trust. 

  5 
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3.0 Methodology 

3.1 Research strategy and method 

According to Boutellier et al. (2013), quantitative research is widely used in economics, 

psychology and demographic psychology. The object of quantitative research is to do a 

systematic empirical examination of observable phenomena, employing models and using 5 

statistics (Given 2008). For this study, quantitative research is chosen to deductive the 

consumer behavior and its differences between China and Sweden, since it can explain “a 

phenomenon by collecting quantitative (numerical) data that are analyzed using 

mathematically based methods” (Boutellier et al. 2013). Based on Wright (2006), quantitative 

research allows researchers to easily and quickly generalize a research finding by replicating 10 

it in different populations. The paper focuses on customer online shopping behavior in China 

and Sweden by identifying the effects of the main factors, so a large amount of responses is 

necessary to understand two countries’ online consumer behavior tendencies. Therefore 

quantitative research is a suitable research strategy to be adopted for this paper. 

 15 

A survey is commonly used when collecting factual information in order to classify people 

and to measure satisfaction of consumers with a product or service (Groves et al. 2009; 

Fowler 2014). In this paper an online survey is used to collect consumer data. Nowadays 

internet is commonly used for communication and information by more and more people 

(Rohde 2002), and researchers find that the internet is an especially rich domain for 20 

conducting survey research (Wright 2006). In order to research the consumer online shopping 

behavior, online survey provides access to reach a large amount of online consumers and 

remove the non-internet users in both Sweden and China (Fricker & Schonlau 2002; Wright 

2006). An online survey is also an effective and efficient way for researchers to saves time 

and money, so that they can collect data as well as work on other tasks (Wright 2006). 25 

Shortly, online survey has the advantage of reaching a lot of people in a limited time period 

with low cost.  

 

Interviews or focus groups was also not an option as that would create logistic issues in 

discussing with groups or individuals in China. As the author of this paper is not a native 30 

Chinese speaker that also would have limited respondents to merely Chinese speakers and as 
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such be limited to a very small segment of the Chinese population, which would further 

diminish the generalizability and reliability of the results. 

 

3.2 Data Collection 

Survey Monkey was used for the distribution of the survey. The reason to choose Survey 5 

Monkey was that it is available for people online both in China and Sweden without any 

complications with the Great Firewall of China (The Great Firewall of China is an expression 

for the Chinese government blocking certain western web-sites).  

 

Sampling was done of people between the ages of 18-74 in both China and Sweden with 10 

different educational backgrounds. The reason for comparing China with Sweden is that 

Sweden is thought to be quite representative of the western world in general. It will be done 

online so corrections for sample bias in regard to IT-proficiency will be more problematic, but 

questions regarding social media activity will capture most of this bias. 

Data was collected online but primarily from survey respondents located in Uppsala, Sweden 15 

and Tangshan, China. The primary channel of distributing the survey was asking specific 

people with known backgrounds to get a controlled but diverse selection of people. People 

were picked based on some known criteria as sex, age and occupation and some of the people 

were asked to also send it along to parents and friends. This method has the added benefit of 

both being more convenient as well as allowing for the sampling to be controlled and in turn 20 

hopefully a better representation of the populations. 

 

During the collection of data, Chinese respondents informed me that they had problem 

moving further along in the study because of slow load-rates. This led me to shorten the 

number of pages for the Chinese study in hope that it would increase the number of 25 

respondents. 

 

3.3 Design of survey 

3.3.1 General Design  

First the survey was created in English and then translated in discussion with the translator 30 

(Dan Zhao) to Chinese and by the author himself translated to Swedish. One reason for this 

was that in order to increase the rate of respondents the survey should be done in the native 
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language of the country in question. This also makes the sample data in both countries, China 

in particular, much better. Everyone in Sweden and China is not comfortable reading English 

so doing the survey in English would create a sample bias towards more international citizens 

in both countries. While in Sweden even most adults speak and understand English, this is not 

the case in China were only around 10 million people speak English, less than 1% of the 5 

population. (Yang 2006). The numbers for Sweden are 86% of the population (Eurobarometer 

report 2012). 

 

The survey consisted of 35 questions. Having more questions can result in people not 

choosing to finish the survey. Having less questions would not have captured all the relevant 10 

factors thought to be relevant based on the theoretical framework. 

 

The questionnaire was divided into five parts, Demographics, Trust, Convenience, Price and 

Internet experience. These were spread out over 7 pages. Taking the survey would take about 

15 minutes. 15 

 

3.3.2 Demographics  

The questions brought up external and internal factors influencing individual determinants for 

consumer behavior. Internal factors included income, age, sex, expenditure. Survey 

respondents were asked to self-report their age, sex, primary occupation and income based 20 

from alternatives. For the Chinese survey I here included a wider range of incomes because of 

the larger income disparities in China. External factors included social influence from family, 

friends, newspapers and social media posts. The factors were chosen based on the survey 

done in Zhao (2012) and social media was added as a possible relevant factor that could 

capture some of the differences in how social media is perceived by Swedish and Chinese 25 

consumers. Many of the questions in the survey were derived from Zhao (2012) to create 

consistency in the academic research in this field. Survey respondents were asked to self-

report how important the different social factors were for their likelihood to shop one a site 

online from Not at all, 1 to very important 9.  The reason for choosing the scale of 1 to 9 

instead of 1 to 5 was to get a higher contrast in responses based on a smaller number of 30 

results. 

There was also a section regarding frequency of activity on social media and how often 

respondents gathered information from social media when they purchased online and how 
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often they left reviews. Previous research show that people who leave reviews and who gather 

information from social media are more likely to consume more, so these were particular 

questions included to possibly capture some of the differences in how social media works in 

China.  

Also included in this section were questions regarding previous experience shopping online 5 

and future expectation from shopping online. Here respondents were asked to rate their 

previous experience (or future expectations) from very bad 1, neither 5, to very good 9. It 

made sense to put these questions earlier, even though they relate to internet usage, in order to 

get the respondents to start thinking about their experience using the internet before asking 

them about the perceived risk and trust. 10 

 

3.3.3 Trust 

Respondents were asked about the risk perceived in shopping online as well as possible 

factors that could help reduce the risk-perception. They were first asked to rank the perceived 

risk of shopping online from very risk 1, neither 5 to without risk 9. Then they were asked to 15 

rank the importance of communication with support, free return of goods, positive consumer 

reviews and the importance of having one’s personal information protection online, each on a 

scale from without importance 1 to very important 9. These factors are present in both 

countries but because of how online shopping in China works were there are more developed 

channels for returning goods and communicating with support while purchases are being 20 

made they were thought to be possible factors. As Swedes feel their integrity online is very 

important to protect, this could be possible limiting factor for Swedes shopping online. 

Positive reviews was included again to capture more of the social aspects in regards to 

shopping online and whether Chinese leaving and reading reviews have created a more social 

and safe space in online shopping as opposed to in Sweden. The survey then forced the 25 

respondents to rank these factors from least to most importance for reducing the risk they feel 

with shopping online (forcing them to rank one over the other), this was done to on the one 

hand capturing if respondents were merely answering at random or thought about their 

answers, as well as to get them to relate these factors to each other as it could be that the 

development of certain risk-reduction practices might be deemed important on their own but 30 

in relation to the contrast of other factors they are deemed less relevant as those are larger 

limiting factors in the perceived risk that comes with online shopping. 
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3.3.4 Convenience 

Respondents were asked to rank shopping online compared to in a physical store in terms of 

convenience, from much less convenient (to shop online) 1, 5 equally convenient, much more 

convenient 9. This is an important question to capture if there is a general tendency to shop 

more in China as opposed to Sweden based on it being more convenient for a more stressful 5 

life.  

Next was a question regarding if they felt they saved or cost time shopping online compared 

to a physical store, ranked from costing a lot more time 1, 5 equal amount of time spent, 9 

saving a lot of time. This question is of relevance in order to capture the perceived price 

shopping online.  10 

They were then asked to rank how important they viewed several factors for their 

convenience in shopping online, these being: correct production information, shopping any 

time of the day, free shipping and fast shipping. They were asked similarly as in the previous 

survey-section of Trust to grade them based on importance and were then asked to rank them, 

where saving money and time-saving was also included. The production information is 15 

included to also deal with counterfeit goods, having a straight out question about how 

consumers feel about counterfeit goods one can expect would lead to similarly poor result. In 

this regard survey respondents who thought about the question about more would obviously 

rank this as higher. The other factors were included in order to capture what parts of 

convenience could possibly be something that consumers find give more or less convenience 20 

to their shopping. 

 

3.3.5 Price 

Here the respondents are asked how important they feel it is to save money when they shop 

online. From not important 1 to very important 9. They are then asked how often when they 25 

buy something online they engage in price comparisons, from never 1, every second time, 5 to 

every time 9. These are essential questions to capture the relevance of price and the practices 

consumers employ in regard to price.   

They are then asked how often they buy different types of goods, from Never, Once a year, 

Several times a year, About once a month, Several times a month and Several times a week. 30 

The categories chosen were Books, Clothes, Shoes, Home-electronics, TV/Computer-Games, 

Makeup, Furniture, Baby-products and Tickets/Travel. There was some consideration in 

including Food as a category, but since I have no knowledge of whether that is a developed 
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practice in China or not that idea was discarded. The Goods chosen were based from the 

goods that were found to be most bought online in Sweden in Postnord (2014). The idea here 

was to capture if the larger E-commerce market in China is a result of some particular 

segment of the consumer market have moved almost entirely online. So as, it is not really a 

practice of the Chinese spending more money on everything online, but that they spend more 5 

in particular segments of the consumer goods and services market. They were then finally 

asked to estimate how much they spend each month on shopping online, from 0-100, 100-

250, 250-400, 400-550, 550-700, 700-950, 950-1100, 1100-1350, 1350-1500 or 1500 and 

above. It was only after the survey responses were gathered that I came to the realization that 

the 700-950 range was actually larger than the other ranges, but it turned out to have no 10 

relevance to the results as the vast majority answered lower than such and sufficient contrast 

was garnered from the responses available. 

 

3.3.6 Internet Experience 

In this section respondents received four statement that they could rate their agreement with 15 

from 1 being does not agree at all, to 9 being agrees completely. The questions were: Buying 

things online makes it easier to shop, in general I find the internet helps me with my shopping, 

it’s complicated to learn how to shop online and I often become confused when I shop online. 

These questions were designed based of the survey performed in Klopping and McKenney 

(2004) in order to capture technology acceptance factors.  20 

Survey respondents were then asked to estimate how much time they spend surfing around 

looking for goods to buy every week, where they could answer 0-5 minutes, 6-15 minutes, 16-

30 minutes, 30-60 minutes, over 60 minutes. Then came three questions regarding usage, 

where they could rate usage as in the Price section from Never to every week. These three 

questions were: How often do you buy thing online, how often do you use your phone to buy 25 

things online and how often do you buy things from international foreign e-commerce sites. In 

regards to the later question the example given for Swedish respondents were Alibaba and 

Amazon, were the examples given for the Chinese respondents were Amazon and E-bay. The 

choice of including M-commerce and international commerce were done to control of how 

Chinese adopted to new platforms and technologies to see if it is the case that technology 30 

acceptance is a driver for higher E-commerce consumption in China. 
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3.4 Survey relationship to Theoretical Framework 

The Model below show how the Survey Data that have been collected will be analyzed based 

on the theoretical model. The primary findings of the survey will be presented in Result and 

this model functions as the framework for that Analysis. 

 5 

Model 2. Showing the Theoretical Framework and the factors that will be examined in 

Analysis as factors that can explain differences in Chinese E -consumers compared to 

Swedish. []  Refers to comparisons that are to be made. All non -dotted arrows compare 

the factors in regards to Consumer Shopping.  

Demographics: Here I analyze if Women and Men have different expenditure patterns in the 10 

different countries. I also examined how much age is a factor for Chinese compared to 

Swedish consumers and how much of a limiting factor Income is, in regards to online 

shopping behavior. 

External factors and Social media effect: For the external factors I examined if there were 

greater social influences and social components to the online shopping culture in China that 15 

explains the higher level of consumption. I also took a look at possible difference in social 

media effect and how that relates to expenditure-behavior. The relationship to active social 

media users and their previous experiences shopping online was also examined. 

 

Internet Experience: From the survey data I analyze the effect of previous experiences as 20 

well as see if there are any difference in the level of technology acceptance. We will also 

analyze the effect of the perceived risk from those that have had bad experiences and how 

previous experience related to future expectations. 
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Trust: Here the relationship between the perceived risk and shopping online was examined. I 

will also examine how different factors of risk-reduction are regarded in the two surveys.  

 

Convenience: Based on the theoretical framework I examined possible differences based in a 5 

higher perceived convenience in shopping online. I also look at if there are differences in how 

Chinese compared to Swedish consumers felt factors are of importance in regards to 

convenience. 

 

Price: I here analyzed the importance of saving money compared to expenditures online, as 10 

well as what types of products were bought and how that was different between China and 

Sweden. 

 

3.5 Limitations and generalizability 

Even though an online survey is a preferable research method to the paper, it still contains the 15 

inherent limitations. In an online survey it is hard to control the data quality of respondents by 

not completing the survey, forgoing answering in the middle of the survey or not answering 

honestly (Fricker and Schonlau 2002). It also may lead unavoidable result bias by small 

coverage of population and uneven respondents’ distribution (Fricker and Schonlau 2002). 

However, those problems cannot be totally avoided since there is no research method without 20 

a bias (Fricker and Schonlau 2002).  

 

The Swedish Survey gathered a total of 72 responses, and the Chinese Survey gathered a total 

of 127 responses. Out of the 72 responses to the Swedish survey 54 were completed in full 

and out of the Chinese survey 91 completed the entire survey. There was a continuous drop-25 

off in answers the further along the study went. Some respondents also had issues in 

understanding the ranking questions, as they didn’t understand they could not rate different 

factors of the same importance. This led me to edit the survey with further explanation of the 

forced ranking in the survey. There was a higher amount of respondents for the Chinese 

survey as Chinese respondents were found to be more willing to send the survey to others, 30 

and in some cases even asked if they could send the survey along to friends and family. The 

Chinese respondents also expressed some difficulties in loading the pages, so the pages were 

shortened to 6 instead of 7 in order to decrease the loading time for Chinese respondents. 
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For better representativeness of the Swedish and Chinese surveys would require a much 

higher sample rate. For instance, the population of China is around 1.4 billion people, about 

one fifth of the world’s population, and to generalize on such a large population based on 72 

full responses should only be done with great care. The Chinese survey is representative on a 5 

10% margin of error and a 90% confidence interval and the Swedish survey is representative 

on a 12% margin of error and 90% confidence interval, based on the sample proportion being 

50%. 

 

63% of the respondents of the Chinese survey were female while 41% of the Swedish survey 10 

respondents were female. In the Swedish survey 43% of the respondents were under the age 

of 30, 24% between the age of 31 and 50 and 30% ages 50 and above. In the Chinese survey 

42% were under the age of 30, 44% between the ages of 31 and 50 and 13% ages 50 and 

above.  

From the Swedish Survey 70% of the survey respondents spent their time primarily on paid 15 

work while as compared to 61% of the Chinese survey respondents. 22% of the respondents 

in both surveys spent their time primarily on study. This reflects the general population 

between 18 and 74 relatively in terms of the labor force participation rate, which is around 

66% for Sweden and 60% for China. 
1
 While it can be argued that the survey is not 

representative for the population as whole because of the disparities between gender and age 20 

and the lower sample, the survey does represent the general population at large in both 

countries well in regards to whether people are working or studying. While often there is a 

focus on sex and age in surveys these are quite superficial factors compared to employment. I 

would argue that in this regard the survey is a success, and that this is actually more 

important, since sex and age are not the same limiting factors in regards to consumption as 25 

having employment is. As the margin of error would be lower and confidence interval would 

be higher if the sampling proportion (how representative a sample is of the population at 

large) can be considered higher than the normally used 50%, I would argue that this is the 

case here based on the good fit with the general employment numbers. Though I would still 

caution against to take the survey results as more than indications of what could be possible 30 

explanations. 

                                                 
1
 Source: 2016-01-06 World Bank, Modelled ILO Estimate 
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4.0 Empirical Result and Analysis 

4.1 Demographics 

4.1.1 Income and Expenditure 

Chinese respondents on average earned about 4000-5000 RMB as compared 16000-20000 

SEK, or 12,320-154000 RMB, for the Swedish respondents. The more money respondents 5 

made the more likely they were to have higher expenditures and this was true for both 

countries. The correlation between income and spending was different for the two countries 

though, as seen in Table 1&2, 61% Swedes had expenditures from 0-400 SEK, but 58% of 

Chinese respondents spent more than 400 RMB every month. 

Chinese and Swedish both spent an average of 250-400 every month but the variance was 10 

very large. Considering the large variance within the population it does not make sense to 

compare based on statistical significance as the behavior varies widely within the population 

itself and reflect sub-groups with their own particular behavior. 

 

                    Income 

Expenditure 

0-3000 RMB 3000-6000RMB 6000RMB and more 

0-400 RMB 

 

17,172% 20,202% 5,051% 

400-950 RMB 

 

8,081% 16,162% 10,101% 

950 RMB and Above 

 

7,071% 5,051% 11,111% 

Table1. Income and Expenditure distribution for Chinese respondents.  15 

                     Income 

Expenditure 

0-12000 SEK 12000-2400 SEK 24000SEK and more 

0-400 SEK 

 

24,561% 15,789% 21,053% 

400-950 SEK 

 

8,772% 7,018% 8,772% 

950 SEK and Above 

 

1,754% 1,754% 10,526% 

Table2. Income and Expenditure distribution for Swedish respondents.  

4.1.1.1 Income, Expenditure and sex 

Men in both survey responses earned more and had higher expenditures.  
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Graph1&2. Showing distribution of after tax income for the respondents of  men and 

women in China and Sweden.  

The average expenditure of males in Sweden was 550-750 SEK and the average expenditure 5 

for Males in China 550-750 RMB. The average expenditure of women in Sweden was 250-

400 in China it was 400-550. One thing to note is almost half of the women in both Sweden 

and China that consume comparatively little online (see Graph3). 
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Graph3. Male and Female expenditure in both Sweden and China. Results for Swedish 

respondents are expressed in SEK and for Chinese respondents in RMB. 

 

4.1.1.2 Income, Expenditure and Age 5 

The older people were the more money they made, in both surveys. This is to be expected as 

people’s earnings increase over time. This can be seen in both Table3 and Table4. 

            Age 

Income 

15-25 26-35 36-45 46-55 55+ 

0-2000 RMB 3,94% 4,72% 3,15% 2,36% 0,00% 

2000-4000 RMB 6,30% 16,54% 6,30% 3,94% 2,36% 

4000-6000 RMB 6,30% 3,94% 7,09% 10,24% 1,57% 

6000 RMB+ 3,94% 9,45% 4,72% 3,15% 0,00% 

Table 3. Distribution of survey responses After Tax Income and Age of Chinese 

respondents 

            Age 

Income 

15-25 26-35 36-45 46-55 55+ 

0-9000 SEK 10,96% 5,48% 1,37% 1,37% 1,37% 

9000-16000 SEK 9,59% 4,11%  1,37% 2,74% 0,00% 

16000-20000SEK 1,37% 6,85% 1,37% 4,11% 5,48% 

24000 SEK+ 2,74% 13,70% 4,11% 5,48% 13,70% 

Table 4. Distribution of After Tax Income and Age of Swedish survey respondents  10 

44,00% 43,55% 

19,35% 

25,00% 

36,00% 

14,52% 

25,81% 

37,50% 

28,00% 27,42% 

35,48% 
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Graph3. Male and Female Expenditures in both Countries 
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While expenditures on the internet for Chinese respondents were the same across all age-

groups, and in general higher than for the Swedish respondents, the Swedish respondents had 

higher expenditures on online shopping the older they were as we can see in Table 5 and 

Table 6. Chinese respondents under 45 spend are much larger spenders than their Swedish 

counterparts. 5 

            Age 

Expenditure 

15-25 26-35 36-45 46-55 55+ 

0-250 RMB 

 

1,08% 5,38% 1,08% 3,23% 3,23% 

250-550 RMB 9,68% 9,68% 3,23% 8,60% 0,00% 

550-950 RMB 

 

4,30% 5,38% 5,38% 5,38% 1,08% 

950+ RMB 

 

8,60% 11,83% 9,68% 2,15% 1,08% 

Table 5. Distribution of expenditure as it relates to age for the Chinese survey 

respondents 

            Age 

Expenditure 

15-25 26-35 36-45 46-55 55+ 

0-250 SEK 

 

5,36% 

 

12,50% 

 

0,00% 1,79% 

 

3,57% 

 

250-550 SEK 14,29% 

 

8,93% 

 

1,79% 

 

5,36% 

 

7,14% 

 

550-950 SEK 

 

3,57% 

 

5,36% 

 

1,79% 

 

5,36% 

 

 

5,36% 

 

950+ SEK 

 

1,79% 

 

3,57% 

 

3,57% 

 

3,57% 

 

5,36% 

 
Table 6. Distribution of expenditure as it relates to age for the Swedish survey 

respondents. 

4.1.2 External Factors 10 

4.1.2.1 Social Factors 

As we can see by comparing Graph4 and Graph5, Chinese respondents to the survey reported 

to be more influenced than Swedes by social media. Friends and Social Media was more 

important to influence Chinese respondents’ likelihood to shop on a site than Forum/Blog and 

Newspaper and the news. In the case of the Swedish respondents Social Media had the least 15 

influence on their shopping behavior which is interesting as this is something we noted in 

4.1.1.2 could be a possible factor. Chines respondents also found Friends and Family more 
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important than Swedish respondents. 

    

Graph4&5. Showing how much influence each external social factor have on the 

expressed likelihood of effecting purchasing on a site.  

 5 

4.1.2.2 Social Media Factor 

78.6% of Swedish respondents used Social Media every day, compared to 53% of Chinese 

respondents. As we can see from Table 7 Chinese respondents who used social media daily 

were more likely to spend more than 400 RMB monthly on online shopping than those who 

did not. When it comes to the Swedish survey respondents we see the opposite effect, where 10 

those that use social media often generally spend less. Chinese respondents also reported 

checking social media before purchasing items, 39% on average, and leaving reviews, 43% of 

the time, more often than their Swedish counterparts, which checked social media 30% of the 

time and left 

reviews 22% of 15 

the time on 

average.  

 

 

Expenditure: 

Every day Less than Every 

Day 

Every day Less than Every 

Day  

>400 

 

61,4% 58,3% 40,8% 50,0% 

400< 

 

38,6% 41,7% 59,2% 50,0% 

Table 7. Showing Swedish and Chinese social media users frequency and how it relates 

to spending more or less than 400. In this case 400 for the Swedish respondents refer to 20 

SEK but for Chinese respondents it refers to RMB. 

4,03 

4,30 

3,53 

3,59 

3,37 

0,00 2,00 4,00 6,00

Family

Friends

Forum/Blogs

The News/Newspapers

Social Media Posts

Graph4. Swedish External Factor 
Influence 

4,23 

4,75 

3,56 

3,52 

3,95 

0,00 2,00 4,00 6,00

Graph5. Chinese External Factor 
Influence 

Swedish Chinese 
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Among those that used social media every day, Swedish respondents reported more positive 

experience with shopping online than those who did not visit online media every day. Though 

the difference was very slight, recently considered insignificant, daily users of social media 

reporting an average of 7.25 rating opposed to 7.12 for those that do not use social media 

daily. This was also true for Chinese respondents, where those that used social media every 5 

day reported 6.32 as opposed to 5.79 for those that used it less frequently than every day. 

 

4.2 Internet Experience 

Though both Chinese and Swedish respondent have positive experiences from shopping 

online. Chinese respondents did not have as good as Swedish respondents.  10 

 

Graph4. Showing Previous Experience in shopping online, ranked from 0 to 9, where 0 

is very bad, 5 neither good nor bad and 9 is very good.  

In both cases future expectations and previous experience correlated. Respondents both in 

China and Sweden were more likely to spend more the more positive their previous 15 

experiences were. Chinese respondents who had between pretty good and very good previous 

experiences shopping online spent more than their Swedish counterparts and even Chinese 

with bad or average experiences were large spenders. 

 

 

Chinese 

 

 

 

Swedish 

  

                           Expenditure 

Previous  

Experience 

> 400 

RMB 

250-400 

RMB 

400 < 

RMB 

 

> 400 

SEK 

250-400 

SEK 

400< 

SEK 

 46,7% 3,3% 50,0%  50,0% 30,0% 20,0% 

7,16 

6,03 

0 

7,36 

6,47 

0 

0 1 2 3 4 5 6 7 8

Sweden

China

Graph4. Previous Experience and Future Expectation 

Future Expectation Previous Experience
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Average or Lower 

Experience 

Better than Average 

Experience 30,2% 12,7% 57,1% 

 

28,3% 28,3% 43,5% 
Table 8. Showing Expenditure and how it relates to previous Shopping Experience.  

Every row shows how the proportion of each category is divided. In the case for 

Chinese consumers with Average or Lower previous Experience for instan ce, 46.7% 

spend less than 400 RMB, 3.3% spend 250-400 and 50% spend 400 RMB or more. 

4.2.1 Internet Experience and Perceived Risk 5 

The data shows a strong link that those that have worse experience perceive higher risks 

levels. This is true for both China and Sweden as we can see in Table 9. This supports the 

idea that the perceived risk is informed by previous experience. 

  

Sweden 

   

China 

           Previous  Experience 

 

Risk Level Bad 

Neither 

Good/Bad Good 

 

Bad 

Neither 

Good/Bad Good 

Below Average 50,00% 67,86% 88,46% 

 

40,00% 16,67% 55,22% 

Average 40,00% 25,00% 7,69% 

 

50,00% 70,83% 37,31% 

Above Average 10,00% 7,14% 3,85% 

 

10,00% 12,50% 7,46% 
Table 9. Showing the distribution of respondent based on their previous experience. 

Top right corner consist of those with good experience that perceive small risks.  10 

 

4.2.2 Technology Acceptance  

Chinese respondents found that it helped them more and that it was more useful to shop 

online than Swedish respondents. Chinese respondents found it more difficult to shop online 

than Swedish respondents and they more often got confused shopping online. 15 

 

 Swe Chi 

The internet makes it easier for me to do my 

shopping 6,18 7,20 

I find the internet useful for my shopping 

 6,68 7,25 

It's complicated to learn how to shop online 

 2,36 2,59 

I often get confused when I shop online 

 2,45 3,19 
Table 10. Showing level of agreement with the questions, where a higher number means 

the respondents agree more.  
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4.3 Trust 

As we can see in Graph 6, Chinese respondents saw the risks with shopping online higher 

than Swedish consumers. This is to be expected as there are far more examples of fraud in the 

Chinese market.  5 

 

Graph 5. Perceived Risk in shopping online reported by Chinese and Swedish survey 

respondents. Ranked from 0-8 where 0 is without risk, 4 is  some risk and 8 is very 

risky. 

 10 

Graph 6. Relative importance for Chinese and Swedish consumers . Higher rating means 

higher rate of importance. 

 

Chinese respondents view all practices of risk-reduction as more important than Swedish 

respondents.  15 

 

4.3.1 Factor Risk-reduction 

When survey respondents were asked to rank what was most important to them both Swedish 

2,53 

3,18 

0 

0,00 0,50 1,00 1,50 2,00 2,50 3,00 3,50

Swedish

Chinese

Graph5. Risk Perception for Chinese and Swedish Consumers 

5,55 

7,16 

6,34 

7,66 

6,01 

7,78 

6,66 

8,35 

0,00 1,00 2,00 3,00 4,00 5,00 6,00 7,00 8,00 9,00

Communication with Buyer and Support

Free Return when unsatisfied with
purchase

Positive Concumser Reviews

Personal Integrity Protected and Safe

Graph 6. The relative importance of factors reducing risk 

Chi Swe
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and Chinese consumers ranked protection of personal information as the highest. Chinese 

consumers ranked return of goods as the second most important and communication with 

support/seller and positive customer reviews as the last ones. Swedes on the other hand 

ranked positive customer reviews as the second most important, tied with returning goods for 

free (and then in turn communication with support as least important). 5 

 

Graph 7. Showing the different factors of importance. Highest rank of most importance.  

Meaning that 2 is considered most important and 0 the least important.  

 

4.4 Convenience 10 

Both Swedish and Chinese respondents found it more convenient. Chinese respondents 

however found it more convenient than Swedish respondents to shop online as opposed to 

shopping in physical stores. A big reason for this is that only 9.8% of Chinese saw it as less 

convenient to shop online than in a physical store, while 18.2% of Swedes saw it as more 

convenient to shop in a physical store. 15 

Graph 8. Convenience expressing 

how much more convenient it is to 

shop online compared to in a 

physical store. 

 20 

 

 

1,24 

1,45 

1,48 

1,82 
1,83 

0,00 0,50 1,00 1,50 2,00

Communication with Buyer and Support

Free Return when unsatisfied with
purchase

Positive Concumser Reviews

Personal Integrity Protected and Safe

Graph7. The average Ranking of Risk Reduction Practices 

Chi Swe

1,15 

2,17 

0,00 0,50 1,00 1,50 2,00 2,50

Swedish

Chinese

Graph8. Showing Convenience compared 
to shopping in a physical store 
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4.4.1 Factor Convenience 

Chinese respondents ranked Fast Delivery and Free Shipping as more important than Swedish 

consumer, but when forced to rank the factors on what is most to least important, they were 

okay with sacrificing both.

  5 

Graph 9. Graph showing how important factors relating to convenience are for  the 

respondents shopping experience.  

 

Graph 10. Showing Rankings of Factors of Importance. Lower rating being more 

important. 10 

6,58 

7,95 

7,27 

5,71 

6,69 

6,63 

7,74 

6,90 

6,68 

7,05 

0,00 1,00 2,00 3,00 4,00 5,00 6,00 7,00 8,00 9,00

Saving time

Accurate product information

Buy any time of day

Free Shipping

Fast Delivery

Graph 9. Factors of Convenience 

Chi Swe

3,78 

3,24 

4,04 

3,85 

2,64 

3,20 

3,35 

3,10 

3,95 

4,38 

2,82 

3,40 

0,00 1,00 2,00 3,00 4,00 5,00

Saving Time

Buy any Time of day

Free Delivery

Fast Delivery

Cheaper

Accurate Product Information

Graph 10. Convenience Factors ranked 

China Sweden
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4.5 Price 

Chinese respondents report it to be more important to save money than Swedish respondent 

and compare prices at about the same extent as Swedes. 

  5 

Graph 11. Showing how important it is for respondents in China and Sweden to save 

money and how often they use prize comparison sites.  

Chinese consumers shop spend more time shopping as we can see in graph 12. The average 

response for Chinese was spending 16-30 minutes every week shopping online, compared to 

5-15 minutes for Swedes. 10 

 

Graph12. Showing how often respondents shop online (1) represents never. (2) 

Represents once a year. (3)Represents several times a year. (4)Represents once every 

month. 

5,55 

6,15 

0 

6,51 

6,05 

0 

0,00 1,00 2,00 3,00 4,00 5,00 6,00 7,00

Saving Money

Price Comparison

Graph11. Price Factors 

Chi Swe

3,48 

1,93 

1,77 

4,10 

3,42 

2,09 

0,00 0,50 1,00 1,50 2,00 2,50 3,00 3,50 4,00 4,50

How often do you shop online?

How often do you shop online using your
cellphone?

How often do you shop on international
stores outside your country?

Graph12. Shopping Frequency 

Chi Swe
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4.5.1 Types of Product 

From Graph 14 it is easy to see how Chinese spend so much more. Chinese respondents 

report to purchase more of every category of good except Travel and Tickets. Most of those 

tickets are highly likely to travel tickets for public transport. Swedes and Chinese spend 

similarly on TV/Computer Games. Chinese buy clothes between several times a year and 5 

once a month on the internet, speaking of a very different culture from what is the case in 

Sweden where on average people buy clothes on the internet merely once per year.  

 

Graph 14. Showing how often consumers buy different types of products online. (1) 

Represents never. (2) Represents  once a year. (3)Represents several times a year. 10 

(4)Represents once every month.  

5.0 Analysis 

5.1 Demographics 

Keeping in mind that the Chinese Yuan have a higher value, when the Swedish respondents’ 

answer as average income are converted to RMB it becomes 192.5-308 RMB compared to the 15 

Chinese 250-400 RMB. This makes it clear that Chinese people do not only spend more on 

shopping online than Swedes proportionally as part of their income, but also in absolute 

2,35 

1,95 

1,36 

2,02 

1,69 

1,33 

1,20 

1,24 

3,15 

2,56 

3,41 

2,88 

2,52 

1,76 

2,30 

1,52 

1,89 

2,06 

0,00 0,50 1,00 1,50 2,00 2,50 3,00 3,50 4,00

Books

Clothes

Shoes

Home Electronics

TV/Computer Games

Makeup

Furniture

Baby Products

Travel/Tickets

Graph14. How often do you buy these products online? 

Chinese Swedish
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terms.
2
 It could be argued that the purchasing power parity is higher in China and that such a 

comparison would be outweighed by this factor and that the adjustment should go in the other 

direction with the purchasing power parity-factor. 

 

Men consumed more online than women for both Sweden and China. Women online in 5 

Sweden consumed the least, less than men in general and women in China. What is especially 

interesting about this is that for the Swedish survey there were a higher percentage of male 

respondents than in the Chinese survey. While this could have been an issue in regards to 

showing that Chinese consumers consume more, that bias is not expressed in the underlying 

data as the aggregate data showed that Chinese consumers still spent more. When correcting 10 

for sex, Chinese consumers can be expected to expend yet even more online. 

So with the data showing that Chinese consumers expend more online, not only in relative 

terms but in real terms, with this I find strong support for the problematization for which the 

purpose of this thesis rests on – that Chinese consumers shop more online.  

 15 

In Sweden people that were older had higher expenditures online. This is probably linked 

together by the correlation of income and age. As people grow older their incomes go up, as 

such so does their disposable income which they can expend online. But younger Chinese 

with lower income have relatively higher expenditure online than their Swedish counterparts - 

suggesting something is different about the Chinese consumer culture. This combined with 20 

the data in Table1, showing low income earners in China expending upwards of 950 RMB 

online every month, suggest that income is more of a limiting factor in Sweden for 

expenditure online. Shopping online in Sweden is probably more viewed as something you do 

after you’ve already bought most of the things you need, whereas in China you can be 

expected to do more of your essential shopping online. 25 

 

Chinese consumers across all income groups and ages consumed more than Swedes, but 

young people especially consumed more in China. This would be indicative of a higher level 

of technology acceptance or a social media effect, something I would expect in a younger 

population as they tend to hang out more on social media and they are generally earlier 30 

adopters of new technology and new practices. 

                                                 
2
 SEK will be converted to Chinese Yuan (CNY or RMB) at the exchange rate of 1 SEK = 0.77 RMB. Based on 

exchange  rate of approximately 0,77 RMB = 1 SEK at 2015-01-03 from 

http://www.xe.com/currencyconverter/convert/?Amount=1&From=SEK&To=CNY 

http://www.xe.com/currencyconverter/convert/?Amount=1&From=SEK&To=CNY
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5.2 Social media and external effects  

When looking at the result from the external factors, I see that Friends, Family and Social 

media all have a higher influence on Chinese consumers’ likelihood to shop online. This 

speaks to the Chinese online shopping culture being more socialized and integrating social 5 

interaction more as part of the online shopping experience. This is likely something that 

contributes to the higher degree of consumption by Chinese consumers online. 

 

We can also see the prevalence of a social media effect in China. Where daily users say that 

have significantly better experiences shopping online than those that visit social media less 10 

frequently. There is also an effect on expenditure which is very clear, where Chinese daily 

social media users expending more online than Swedish daily social media users. In the case 

of Sweden, daily users of social media actually consume less than other consumers. This 

could possibly also be due to the fact that social media is something younger people do more, 

and as such it correlates with age, but considering the difference in previous internet 15 

experiences from Swedish daily users to other users, this is indicative of a lack of social 

media effect in Sweden since the social media effects works by enhancing the social media 

users online shopping experience. 

This further strengthens the case that the Chinese shopping experience have more social 

components that contribute to a higher level of consumption. 20 

 

5.3 Internet experience 

Negative previous experience in both Sweden and Chinese had a negative influence on future 

expectations, perceived risk and expenditure. Chinese also had a more negative experience 

and expectations in general. 25 

Even among those Chinese that had average or bad experiences shopping online, they had 

50% of those people with expenditures exceeding 400 RMB monthly. Previous bad 

experiences shopping online had more negative impacts on Swedish expenditure online than 

Chinese consumers expenditures. 

 30 

The technology acceptance of Chinese consumers is larger, as more of them are shopping 

online using cellphones (a relatively new technology) and shop more often on international 
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sites (a relatively new practice) than what is the case with Swedish consumers (see graph 13). 

This is the case even though Chinese consumers actually become confused shopping online 

more often and find it more difficult (as we can see in Table 10). What we can also conclude 

from this is that technology acceptance for E-commerce is driven more by the technology’s 

usefulness than by the ease-of-use. 5 

 

What stands out here is the fact that Chinese consumers feel that shopping online is more 

useful than their Swedish counterparts. This suggest that the convenience of shopping that 

drives consumers in China online and drives them to use this (relatively) new technology. 

 10 

5.4 Trust 

In general the Chinese consumers viewed the risks as higher shopping online. This might be a 

reflection of the Chinese E-commerce market having a lot of issues with counterfeit goods. 

Chinese viewed all methods of compensating for risks as more important than Swedes. This is 

probably an effect of the higher level of perceived risk but it could also be that these risk 15 

reduction practices have become so common that Chinese consumers have come to expect 

them and they are working to subdue the inherent risks in the Chines E-commerce market. 

Explaining why Chinese continue to expend large amounts of money on the internet. It could 

also be the case that physical stores come with similar risk and that the relevant factor here 

would be the relative risks in regards to physical store, not to shopping online in itself. 20 

 

When asked to rank the different factors, Swedish consumers rated that positive consumers 

reviews were more important than what Chinese consumers did. This could indicate 

something different in consumer behavior from Sweden and China. Where Swedish 

consumers turn to anonymous customer reviews, Chinese on the other hand might rather ask 25 

friends, family and turn to social media for advice when making a purchase. Due to the higher 

rate of E-commerce consumption in China, this practice could also be expected to be more 

prevalent since if more people shop more online in your social sphere you have more people 

to turn to regarding such questions. 

 30 

5.5 Convenience  

Chinese consumers stand out here in that they find it much more convenient to shop online as 

opposed to in physical stores. This perception is also more wide-spread, while Swedish 
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consumers have large portions that feel that shopping in physical stores is actually 

inconvenient this isn’t the case in China where it a minority position half of the size. 

 

Chinese consumers rated Free Shipping and Fast Shipping Delivery as important, but when 

put up against other factors they were okay to sacrifice them. It is probable that these 5 

convenience factors can be seen as acceptable inconveniences. It is more important for 

Chinese consumers that the product is actually what is advertised, that it is cheap and that 

consumers can save time by shopping online. Cheap stand out as being much more important 

for Chinese consumers, so Chinese consumers could be more of bargain hunters than their 

Swedish counterparts and this is a factor that drives them online. 10 

 

5.6 Price  

Chines consumers in fact do not use price-comparison sites more than Swedes. They do 

however feel price is more important than Swedish consumers. This could be due to such sites 

not being well developed in China, but also due to Chinese consumers showing a trust 15 

towards E-commerce goods in being cheaper than what they buy in physical stores. While 

Swedish consumers compare prices for the goods they wish to buy online, Chinese consumers 

are well known for comparing it towards physical stores. In any respect, Chinese can then not 

be considered to be more of bargain-hunters than Swedes. 

 20 

Chinese Consumers purchase more of every category except the TV/Computer-games 

category (where Swedes and Chinese purchased equally) and Travel/Tickets as the only 

category where Chinese consumers bought less frequently than Swedes. The reason for 

Swedish respondents saying they by so many Travel/Tickets can possibly be linked to a wider 

prevalence of public transit apps that allow for the purchases of Bus and Train-tickets online. 25 

Clothes stood out as Chinese bought clothes online on average several times a year, whereas 

Swedes did it on average once a year.  

From the higher frequency of expenditure on such a wide range of categories we can rule out 

that Chinese online shopping behavior is particular to certain types of goods, and something 

we can generalize upon all goods. It’s not the case for instance that Chinese only buy more 30 

clothes online, they buy presumably everything more online. 
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6.0 Conclusions 

Based on the data collected and the research we can see that the Chinese consumer behavior 

differs from Swedish consumer behavior in several ways. The major finding were: 

 Chinese consumers across sex and age consumer more on all levels, compared to 

Swedes. While Swedish E-commerce consumption is limited by income, this is also 5 

true for Chinese, but even Chinese with lower incomes do much of their shopping 

online than their Swedish counterparts. 

 The Chinese shopping experience also have a higher social influences. Family, 

Friends, Social media and being active on social media are factors that enhance the 

Chinese shopping experience and increase their expenditure online. In this regard 10 

Swedish consumers that shop online and use social media do not have the same uptick 

in their experiences from shopping online as would be expected from the theory and 

we can see in China. 

 Chinese consumers are not limited by previous bad experiences to the same extent as 

Swedish consumers. Chinese consumers with bad experiences shopping online have a 15 

larger expenditure on E-commerce than Swedish consumers. 

 E-commerce as a technology is also driven by the usefulness of E-commerce and not 

by the ease of using such technology. The Chinese are also choosing to use E-

commerce as it is viewed as a more useful technology. 

 Chinese consumers think it is more convenient to shop online compared to physical 20 

stores.  

 Chinese use their cellphones to shop online more often and they also shop more often 

from foreign international E-commerce sites. 

 Chinese shop more goods online in all categories except for Travel/Tickets and 

TV/Computer-games, informing us that is not something isolated to certain categories 25 

of goods. Though when it comes to clothes in particular, Chinese consumers purchase 

this more often than Swedish consumers. 

 

Chinese companies that chose to expand into Sweden should be aware that they are moving 

into a market with a more narrow customer based that does not spread as widely over sex or 30 

all income groups and ages. 
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Equally companies that are expanding into China should know the higher importance of 

social factors, the wider consumer base and how Chinese consumers are driven by viewing 

online shopping as useful and convenient. 

It must be noted though that the survey is limited in terms of generalizability. Since the 

samples are too small to be considered representative of the general populations in Sweden 5 

and China based on a 95% confidence interval and a 5% margin of error. Generalizations 

based on the survey should be done with care. The results are however not without 

importance as they show indications of what can explain the behavior among Chinese 

consumers and their high expenditures on E-commerce. 

 10 

6.1 Future Research 

Future research further studies should be done on the social aspects of Chinese online 

shopping. More detailed research that examines what the factors are behind this higher level 

of social influence in the Chinese E-commerce market. In this regard there is also a need for 

studies that examine how Chinese social media is different, and how that relates to the social 15 

shopping experience from the social media applications we use in the west. There is also 

needed in regards to how physical stores in China compare to E-commerce and the 

relationship in-between, which is probably very different from what we see in the west. 

 

Another avenue of further research is to bring up factors in regards to the national shopping 20 

culture at large. There are possible interesting connections between how Chinese view online 

shopping as more convenient and how this relationship is influenced by shortages in physical 

stores or practical circumstances in China such as a possible lack of free-time, heavy traffic or 

the quality of goods in physical stores compared to online stores in China. 

 25 

Further research is also needed of a similar kind as this. There is little research that focus on 

trying to understand why E-commerce have been such a success in China and why it 

continues to grow at such a rapid pace. 

 

 30 
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