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Abstract

Purpose: From statistical data, 33.57 million Chinese people shopped online. Therefore, understanding the purchase intention of
customers is crucial for all businesses. This research aims to investigate the determinants influencing Chinese online shoppers’
attitudes and purchase intention toward online shopping in China. The Theory of Reasoned Action (TRA) and the Technology
Acceptance Model (TAM) were used to build a conceptual framework. The variables contained in the conceptual framework are
perceived usefulness, perceived ease of use, attitude, trust, perceived risk, subjective norms, price, and purchase intention. Research
design, data, and methodology: The target population and sample size are 476 online consumers between 18 to 30 years old in
China. The validity and reliability are measured by Item-Objective Congruence (I0OC) and Cronbach's Alpha. The sampling procedure
comprises judgmental, stratified random, and convenience sampling. Confirmatory Factor Analysis (CFA) and Structural Equation
Modeling (SEM) were employed for data analysis. Results: Perceived usefulness and perceived ease of use significantly impact on
attitude. Attitude, subjective norms, and price significantly impact purchase intention. Trust and perceived risk have no significant
impact on purchase intention. Conclusion: The findings imply that regarding online shopping operations, it is critical to consider the
functionality of the website and the real online shopping experience.
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1. Introduction

Online shopping is a subset of E-commerce, which
enables customers to buy products or services directly from
a vendor through the Internet. In this way, customers can find
the best deals on various items (Koyuncu & Bhattacharya,
2004). On the other hand, the advent of the Internet has
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allowed businesses to gain profit and remain competitive by
giving online shoppers an easier, quicker, and less expensive
purchasing option.

Because of its widespread availability, consumers
increasingly turn to the web for inquiry and purchasing. As
science and technology have advanced rapidly since the turn
of the millennium, the network's prevalence and applicability
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have grown to include every facet of modern life.
Additionally, e-commerce has developed and is flourishing.
E-commerce includes online shopping as a significant
component. More than 2 billion people across the globe now
use the Internet to purchase goods and services, from
vehicles to paper clips. The popularity of this easy-to-use
purchasing approach has been on the rise.

In 2006, 33.57 million Chinese people shopped online.
This figure increased dramatically over the following five
years, reaching 193.95 million in 2011. As of 2021, 842.1
million people were shopping online in China (Ma, 2021).
According to Ma (2021), 24.9% of all retail sales in China
were made online. In addition, because of the major online
shopping events, it often peaks in June and November. E-
commerce in China has greater untapped potential than in
any other country.

E-commerce businesses in China have benefited from the
emergence of online consumers, who have increased both the
size of the market and the intensity of competition. However,
only some website viewers convert to a customer, making it
crucial for online sellers to understand what makes a viewer
a customer (Chen & Teng, 2013). Therefore, understanding
the purchase intention of customers is crucial for all
businesses. This research aims to investigate the
determinants influencing Chinese online shoppers’ attitudes
and purchase intention toward online shopping in China. The
variables contained in the conceptual framework are
perceived usefulness, perceived ease of use, attitude, trust,
perceived risk, subjective norms, price, and purchase
intention.

2. Literature Review

2.1 Theory of Reasoned Action (TRA)

The Theory of Reasoned Action (TRA) is a popular
framework for understanding consumer purchase intention.
The theory of reasoned action relies on four components:
attitude, subjective norm, behavioral intention, and behavior.
Considering that an individual's intention is the primary
factor that predicts volitional behavior, TRA aims to
investigate user behaviors to understand such behaviors.
According to the TRA, a person's behavioral intention is
mutually determined by the attitude toward the conduct and
subjective norms, and this intention directly affects that
person's actual behavior (Ajzen, 1985). The TRA theory has
garnered considerable interest in economics, public
administration, and sociology. Different researchers have
conducted numerous empirical evaluations based on the
TRA model in many spheres of social life to assess its
applicability. Several research has shown how the TRA
theory may explain a variety of social behaviors as well as

161

the role that customers play in purchase decisions (Wu, 2003;
Waun, 2021).

2.2 Technology Acceptance Model (TAM)

Based on the Theory of Reasoned Action (TAM), Fred
Davis created the Technology Acceptance Model (TAM) in
1985 (Davis, 1985). The Technology Acceptance Model
(TAM) is widely regarded as the most popular theory for
determining the extent to which the theory of rational
behavior influences individuals' propensity to use
information systems.

Perceived usefulness and perceived ease of use are the
two components that compose TAM. These two factors were
the primary determinants of behavioral intention, and it was
supposed that they played a role in mediating the relationship
between internal and external variables. Consumers are more
likely to adopt a new information system technology if they
have a favorable impression of its usefulness. When
customers consider an information system or technology
user-friendly (ease of use), they are more likely to adopt and
use it regularly (Davis, 1985). Consequently, individuals
might be intrinsically motivated to undertake an activity
without establishing an attitude toward it (Davis et al., 1989).
In conclusion, it can be said that the TAM model aims to
understand users' specific acceptance of information systems
after interacting with them in order to explain the
relationship between users' perceptions of the usefulness and
usability of information systems, behavioral intentions, and
actual computer usage behaviors (Davis, 1985).

2.3 Perceived Usefulness

The degree to which customers feel that utilizing a certain
technology would improve their performance is perceived
usefulness (Lee, 2009). In online buying, perceived
usefulness refers to customers' perceptions of utilizing
electronic devices to increase their purchasing efficiency.
Customers would assess the usefulness of online shopping
based on its ability to help them find information, compare
prices across several vendors, make orders, and track their
deliveries. Perceived usefulness will play a role in the
system's adoption and deployment. Enhancing online
shopping's utility may also account for its increased
productivity or efficiency (Celik, 2011). This is because
shoppers find it easier to make informed judgments when
armed with the improved technology of information and
price searches made available by online retailers (Chin &
Goh, 2017). In other words, perceived usefulness has
emerged as the primary driver of online purchases (Chiu et
al., 2009).

Several studies found a positive correlation between
perceived usefulness and attitude toward online shopping or
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purchase propensity. At the same time, others found that
attitude mediates between perceived usefulness and
behavioral intention (Bigné-Alcaiiiz et al., 2008; Singh &
Srivastava, 2018). According to extensive empirical
research, perceived usefulness strongly impacts behavioral
intentions to use technological gadgets and is closely related
to perceived benefits and convenience (Aldhmour &
Sarayrah, 2016). Thus, a hypothesis is indicated:

H1: Perceived usefulness has a significant impact on
attitude.

2.4 Perceived Ease of Use

Perceived ease of use is also an important factor in
determining consumer attitudes. The term "perceived ease of
use" relates to a customer's anticipation that utilizing an
online purchasing platform would be simple (Fan et al.,
2021). It is the consumer's perception of the purchasing
platform's user-friendliness, such as their perception of the
mobile terminal's technical features. It was first proposed
under the Technology Acceptance Model by (Davis et al.,
1989). According to Davis et al. (1989), one measure of the
ease of use of a system is how quickly and effortlessly its
users adapt to using it.

Numerous studies have examined whether behavioral
intention was impacted by perceived ease of use directly or
indirectly. Several studies have shown that perceived ease of
use positively influences perceived usefulness. Nevertheless,
other articles found no relationship between perceived ease
of use and perceived usefulness. According to past research,
a system or technology may become a barrier if the consumer
feels online buying is a difficult and unsatisfied experience.
Chin and Goh (2017) also supported the idea that simplicity
influences how consumers behave while making purchases.
Therefore, this study proposes a hypothesis:

H2: Perceived ease of use has a significant impact on
attitude.

2.5 Trust

Trust is a psychological state in which one feels positive
about the attitudes or actions of another (Rousseau et al.,
1998). In online shopping, trust is the customer’s faith in the
online merchant’s ability to conduct business equitably
(Carter et al., 2014). The concept of trust in marketing is
centered on the characteristics of the merchant and the
customer and their interaction. According to Morgan and
Hunt (1994), trust is the perception of the counterparty’s
honesty and reliability. Doney and Cannon (1997) also
defined trust as the credibility and benevolence perceived by
the principal in the object of trust. Consequently,
understanding the hazards and benefits of Internet
transactions is necessary for building trust (Teo & Liu,
2007).
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Customers were more wary of making purchases online
due to the increased risk of fraud, decreased trust in the
retailer, and lack of direct interaction between the vendor and
the customer. Consequently, consumers’ trust in the online
experience may diminish, leading reduction in customers’
purchase intention (Cho & Sagynov, 2015). According to
Jarvenpaa et al. (2000), there is a negative relationship
between perceived risk and trust; higher customers’
perceptions of risk would lead to lower trust from customers.
In addition, the findings of Al-Debei et al. (2015) stated that
a positive attitude towards online shopping is also linked to
a sense of trust. Accordingly, a hypothesis is developed:
H3: Trust has a significant impact on purchase intention.

2.6 Attitude

Fishbein and Ajzen (1975) presented attitude as one of
the two main determinants of voluntary behavior for the first
time. According to the theories of reasoned action (TRA) and
planned behavior (TPB) (Ajzen, 1991), attitude is the
outcome of a subject’s perceptions of the positive or negative
aspects of behavior.

Attitude also describes how a person’s thoughts,
emotions, and behavioral intention change in response to
pleasure or discontent with the external environment. In
online shopping, the term “attitude” describes an individual’s
favorable or unfavorable evaluations of online shopping.
Alternatively, an attitude toward online purchasing is
characterized by a person’s inherent feelings toward online
shopping.

Based on Singh and Srivastava (2018) finding a positive
attitude about online buying motivates one to seek out and
take advantage of online purchasing possibilities actively.
According to Howard and Bray (1994), buyers with a more
favorable attitude about a product or brand are more inclined
to purchase it. Another research also found that customers’
attitudes toward online purchasing influenced their
likelihood of embracing a website (Jiang et al., 2016; Zhou,
2011). Moreover, Wang et al. (2009) concluded from their
research that a multichannel retailer’s dominant attitude
toward its physical store significantly impacts its customers’
perceptions of the online store. Hence, a hypothesis is set:
H4: Attitude has a significant impact on purchase intention.

2.7 Perceived Risk

Perceived risk is predicated on anticipations and dread of
the unknown (Bhattacherjee, 2000; Ha & Nguyen, 2016).
Numerous dangers are posed by the ambiguity surrounding
online sales. For instance, data may be accessed and utilized
improperly, and information might be gained dishonestly
(Pavlou, 2003). Consumers must assume inevitable risks
while making consuming choices since no amount of
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behavior can guarantee that the consequences will be optimal.
Regarding online shopping, perceived risk is constitutive of
financial and non-financial risks. Credit card fraud, failed
transactions, and money waste are some causes of monetary
loss (Singh & Srivastava, 2018). Waste of time and
frustration are examples of non-monetary loss (Cox & Rich,
1964).

It is riskier to purchase online than at a physical store.
This is because buyers are required to view or assess the
products physically (Mitchell, 1999). To be specific, buyers
may discover that the item can be different from what was
advertised online. Some consumers may hesitate to adopt
new technology because of the lack of personal interaction
in Internet commerce (Lee et al., 2011; Miyazaki &
Fernandez, 2000; Wang et al., 2003). As the last research
shows, the perceived risk level is inversely related to the
consumer’s intent to buy. Customers are less inclined to do
business with online retailers if they have doubts about the
safety of their personal information or the security of their
goods. Therefore, a high level of risk perception influences
customer purchase intention positively (Agag & El-Masry,
2017; Harridge-March, 2006). Based on the assumptions,
this study can hypothesize that:

HS: Perceived risk has a significant impact on purchase
intention.

2.8 Subjective Norms

Subjective norms were defined as the social pressure that
causes a person to behave in a certain way (Fishbein & Ajzen,
1975). A person’s normative value strongly influences
whether that person endorses or disapproves of a certain
action (Ajzen, 1991). In the words of Suntornpithug and
Khamalah (2010), the subjective norm is also perceived
pressure from influential members of the online buying
community, particularly the social pressure from the seller
and other buyers, to engage in or abstain from online
purchases. Because customers want the opinions of
individuals around them to follow their suggestions to obtain
social status. As a result, Ajzen (1991) and Laohapensang
(2009) concluded that people’s behaviors are influenced by
their social circles.

Based on previous studies, Ajzen (1991) found an
indirect relationship between subjective norms and
consumer behavior. However, subjective norms have a direct
link to national cultures, as George (2002) emphasized that
individuals were more susceptible to the influence of their
peers in collectivist societies. However, an individual’s
subjective norm may change over time due to continuing
interaction with merchants and peers (Suntornpithug &
Khamalah, 2010). In terms of online shopping, the mass
media had a greater impact on online purchase intentions
than acquaintances, and the effect of subjective norms on
females was stronger than on males (Garbarino &
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Strabilevitz, 2004). Consequently, a hypothesis is shown per
below:

He6: Subjective norms have a significant impact on purchase
intention.

2.9 Price

The price is the rate the buyer pays while purchasing the
goods or service. Usually, sellers would ask for the highest
possible price that buyers are willing to pay for a given
product or service (Expert Program Management, 2018). In
order to make a purchase, customers must invest time, effort,
and money. When customers pay a premium price for a thing,
it demonstrates that they place a high value on the acquisition
of the goods. Price is a key factor in persuading more
consumers to buy online (Kotler & Keller, 2006). For online
customers, they often do price comparisons across several
sites. Especially for price-conscious consumers, they would
spend the least amount feasible for the greatest value.

People in South Africa pay greater attention to prices than
they do in other countries. Consumers will be more cautious
and ready to spend more time and effort looking for relevant
information and analyzing before making an expensive
purchase. This is because they want to reduce the risk of
making errors and avoid losses due to inadequate
information. Customer loyalty, as identified by Jiang and
Rosenbloom (2005), clearly influenced by the price. In
addition to cheaper prices, people's preferences for internet
shopping were mostly influenced by other benefits it offered:
convenience and more selection. Furthermore, lower prices
led to customers’ favorable attitude (Delafrooz et al., 2010).
Based on previous evidences, a hypothesis is suggested:
H7: Price has a significant impact on purchase intention.

2.10 Purchase Intention

In the beginning, psychologists like Eagly and Chaiken
(1993) defined intention as a psychological concept that
represents a person's desire to implement a plan and try to
attempt it for a particular purpose. A person's actual
consumption behavior may be predicted by their stated
behavioral intention, which is their purpose to engage in a
certain activity throughout the consuming process. Based on
the findings of Ajzen (1985), people's behavior in the future
can be predicted based on their intentions. Later, Ajzen (1991)
also defined intentions as indications of the time and
frequency with which an individual is willing to engage in a
particular behavior. In the context of online shopping,
behavior intention is called purchase intention, which is the
propensity of a shopper to make purchases through the
Internet or the shopper's stated intent to purchase from a
particular online retailer (Singh & Srivastava, 2018;
Suntornpithug & Khamalah, 2010).
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The intention of online shopping drives customers to
make online purchase decisions as more orders would be
placed due to increased buying intention. In contrast,
consumers are less likely to purchase while facing
difficulties. Jarvenpaa et al. (2000) evaluated the intent of
consumers to purchase online by inquiring about the
likelihood of repurchasing during a specified time frame. He
et al. (2008) argued that barriers to internet usage (financial,
legal, and educational) are the main causes of consumers'
lack of intent to shop online. Much previous research has
investigated the influence of purchase intention as a direct
predictor or dependent variable on online purchasing
behavior. Sheppard et al. (1988) claim that it was discovered
that purchasing intention might be utilized to predict
behavioral outcomes. This follows the TRA (The Theory of
Reasoned Action), which claims that consumers' purchase
intentions predict their future conduct based on that behavior
(Fishbein & Ajzen, 1980).

3. Research Methods and Materials

3.1 Research Framework

A framework is a cognitive tool used to simplify the A
conceptual framework is a collection of concepts, theories,
goals, and viewpoints that serve as the foundation for
research. It could be built using a qualitative analytical
technique. According to Ravitch and Riggan (2012), a
conceptual framework is an argument. It supports academic
research by facilitating the formulation of queries and the
development of investigation strategies. The conceptual
framework of Jabareen (2009) research is a group of
concepts that work together to provide an in-depth
understanding of a topic or sequence of events. The
conceptual framework for this study is shown below (Figure

).
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Figure 1: Conceptual Framework
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H1: Perceived usefulness has a significant impact on attitude.
H2: Perceived ease of use has a significantly impacts on
attitude.

H3: Trust has a significant impact on purchase intention.
H4: Attitude has a significant impact on purchase intention.
HS: Perceived risk has a significant impact on purchase
intention.

H6: Subjective norms have a significant impact on purchase
intention.

H7: Price has a significant impact on purchase intention.

3.2 Research Methodology

In order to analyze customers’ attitudes and purchase
intentions empirically, a questionnaire is developed based on
a quantitative approach. So, quantitative research was the
primary method employed in this investigation. It is used to
analyze the connections between the variables.

The questionnaire is separated into three sections—a
screening section, a section for collecting demographic data,
and a section for measuring variables- to collect thorough and
accurate responses. Questionnaires are among the most
popular social and scientific research measurement
instruments. It is a tool used to gather data consisting of a
sequence of questions or statements the responder must
answer. Designing a questionnaire logically and scientifically
is a good way to ensure that research goals are met. The
questionnaire is also a technique for explicitly questioning
individuals about their perspectives, experiences, and
behaviors. One way was to have people fill out forms.
Another was to have conversations where questions were
asked, and people's answers were written down (McDonough
& McDonough, 1997). In this study, the questionnaire started
with two screening questions and one demographic question.

Moreover, 33 scale items were designed based on the
adoption of established research. The questionnaire consisted
of 8 variables, including perceived usefulness, perceived ease
of use, attitude, trust, perceived risk, subjective norms,
pricing, and purchase intention; each variable consisted of 3-
6 questions. When designing a questionnaire, the researcher
employed one of the popular rating interval scales-five-point
Likert Scale to assess a particular issue in context with a given
factor.

To ensure the questionnaire's reliability, a pilot test
involving 50 participants (n=50) was carried out in
conjunction with an Index of Item-Objective Congruence
(IOC) assessment. The IOC, evaluated by three experts,
demonstrated that all scale items received a score rating of 0.6
or higher, indicating satisfactory congruence. Additionally,
the pilot test employed the Cronbach alpha coefficient
reliability test, which confirmed strong internal consistency
of all items, with values equal to or exceeding 0.7 (Sarmento
& Costa, 2016).



Jueran Yang / AU-GSB e-Journal Vol 17 No 1 (2024) 160-170

3.3 Population and Sample Size

This study's target population consisted of Chinese
consumers aged 18-30 years old who had utilized the top
three online purchasing platforms in China. Faber and
Fonseca (2014) argued that samples ought to be controllable
due to the constraints that can influence research findings.
Therefore, minimum sample size should be at least 200.
After calculating by structural equation model (SEM), the
total proportional sample size was set at 500 customers.

3.4 Sampling Technique

The sampling procedure comprises judgmental, stratified
random, and convenience sampling. Judgmental sampling
was implemented to select Chinese consumers aged between
18-30 years old, who had utilized the top three online
purchasing platforms in China. Because of the large
population size, stratified sampling was used to proportionate
the sample size in subgroups. Convenience sampling was
conducted by questionnaires those were sent out through
Wenjuanxing online during the coronavirus outbreak. After
the screening, 476 surveys were valid.

Table 1: Sample Units and Sample Size

Shopping platform Population Size Proportional Size
Taobao 4,074,030,000 198
Pingduoduo 3,629,840,000 176
Jingdong 2,585,766,000 126
Total 10,289,636,000 500

Source: Constructed by author
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4. Results and Discussion
4.1 Demographic Information

The researcher can determine how well the survey sample
represents the target population by asking appropriate
demographic questions (Peterson, 2000). In this study, 45.8
percent is male whereas female enquires 54.2 percent. Most
respondents are between 26-30 years old of 44.5 percent and
57.4 percent shop online between four to six days a week.

Table 2: Demographic Profile

Demographlg\] 11‘1‘(; 6();eneral Data Frequency | Percentage
Male 218 45.8
Gender Female 258 54.2
18-20-Years Old 123 25.8
Age 21-25 Years Old 141 29.6
26-30 Years Old 212 44.5
Frequency of 1-3 Days Per Week 58 12.2
Online 4-6 Days Per Week 273 57.4
Shopping 7 Days Per Week 145 30.5

Source: Constructed by author
4.2 Confirmatory Factor Analysis (CFA)

Confirmatory factor analysis, which evaluates a created
and theoretically-based latent structure, was also widely
recognized as a method for testing theories (Byrne, 1998). To
evaluate the fitness of the measurement model, seven
measurements were employed. Based on the results in Table
3, Cronbach’s alpha coefficient reliability test confirmed
strong internal consistency of all items, with values equal to
or exceeding 0.7 (Sarmento & Costa, 2016), the values of
factor loadings were all above 0.5, and the composite
reliability (CR) values were greater than 0.7, all satisfying
minimum requirements. Regarding the average extracted
variance (AVE), values were lower than 0.5 but higher than
0.4. Therefore, it is acceptable if the composite reliability (CR)
values are higher than 0.6 (Fornell & Larcker, 1981).

Table 3: Confirmatory Factor Analysis Result, Composite Reliability (CR) and Average Variance Extracted (AVE)

. Source of Questionnaire No. of Cronbach's Factors

VEELE (Measurement Indicator) Item Alpha Loading CR LD
Perceived usefulness (PU) Chin and Goh (2017) 5 0.798 0.505-0.742 0.805 0.456
Perceived ease of use (PEOU) Chin and Goh (2017) 5 0.788 0.622-0.714 0.794 0.436
Attitude (ATT) Singh and Srivastava (2018) 4 0.756 0.569-0.763 0.757 0.440
Trust (TR) Rehman et al. (2019) 3 0.784 0.534-0.874 0.802 0.585
Perceived risk (PR) Singh and Srivastava (2018) 6 0.817 0.569-0.752 0.820 0.434
Subjective norms (SN) Hsu and Lu (2004) 3 0.796 0.691-0.835 0.805 0.581
Price (PRC) Bringula et al. (2018) 4 0.789 0.603-0.777 0.792 0.489
Purchase Intention (PI) Singh and Srivastava (2018) 3 0.858 0.782-0.851 0.859 0.671

The Goodness of Fit Index (GFI), the Adjusted Goodness
of Fit Index (AGFI), the Normed Fit Index (NFI), the
Comparative Fit Index (CFI), Tucker-Lewis Index (TLI), and
roots-mean-square error of approximation (RMSEA).

In conclusion, all the fit indexes meet the criteria,
indicating a model fit. The result of the model fit is shown in
Table 4.
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Table 4: Goodness of Fit for Measurement Model __ Fit Index PaTTE E Statistical
Fit Index Acceptable Criteria Sl Values
Values TLI > 0.80 (Sharma et al., 2005) 0.851
CMIN/df < 5.00 (Hooper et al., 2008) 3.314 Model ‘Ill harn.w.ny
GFI > (.80 (Hu & Bentler, 1999) 0.834 Summary with empirical
AGFI > 0.80 (Hu & Bentler, 1999) 0.800 data
- Remark: CMIN/DF = The ratio of the chi-square value to degree of
RMSEA < 0.08 (Kelley & Lai, 2011) 0.068 freedom, GFI = Goodness-of-fit index, AGFI = Adjusted goodness-of-fit
CF1 > 0.80 (Bentler, 1990) 0.854 index, RMSEA = Root mean square error of approximation, CFI =
NFI > 0.80 (Hooper et al., 2008) 0.804 Comparative fit index, NFI = Normed fit index, and TLI = Tucker—Lewis
TLI > 0.80 (Sharma et al., 2005) 0.834 index.
In
Model havrv';:ﬁ“y 4.4 Research Hypothesis Testing Result
Summary ..
empirical
data Table 7 provides the significance of each variable based

Remark: CMIN/DF = The ratio of the chi-square value to degree of
freedom, GFI = Goodness-of-fit index, AGFI = Adjusted goodness-of-fit
index, RMSEA = Root mean square error of approximation, CFI =
Comparative fit index, NFI = Normed fit index, and TLI = Tucker—Lewis
index.

To assess the discriminant validity, the correlation of
latent variables was compared to the square root of the

on its standardized path coefficient () and t-value. which
shows the relationships between the constructs, wherein a p-
value of <0.05 is required to support each hypothesis. A
solid line depicts the validity of the premise, while a dashed
line proves otherwise

Table 7: Hypothesis Results of the Structural Equation Modeling

average Varianc'e 'extracted. Table 5 shows the results of Hypothesis ®) t-Value Result
discriminant validity. HI: PU> ATT 0.629 744755 Supported
L 1 H2: PEOU—ATT 0.233 8.2]13*** Supported
Table 5: Discriminant Validity H3: TRoPI 20.093 1306 Not supported
PU [PEOUJ ATT | TR | PR | SN | PRC | PI H4: ATT— Pl 0.472 7.890%** Supported
PU 0.675 HS5: PRPI 0.017 0.758 Not supported
H7: PRC— PI 0.635 12.859%** Supported

ATT 0.557 | 0.549 | 0.663

TR 0.297 | 0.368 | 0.340 | 0.765

PR 0.140 | 0.092 | 0.086 | 0.093 | 0.659

SN 0.228 |1 0.242 | 0.137 | 0.224 | 0.473 | 0.762

PRC 0.45210.428 | 0.376 | 0.354 | 0.258 | 0.369] 0.699

PI 0.526 | 0.510 | 0.510 | 0.330 | 0.259 | 0.402| 0.630 | 0.819

Note: The diagonally listed value is the AVE square roots of the variables
Source: Created by the author.

4.3 Structural Equation Model (SEM)

SEM is a multidimensional method that incorporates
measurement variables and a latent variable that reflect
measurement errors and relates to establishing research
models (Suhr, 2010). By using Amos, all statistical values
(CMIN/DF, GFI, AGFI, CFI, NFI, TLI, and RMSEA) met
the eligibility criteria.

Table 6: Goodness of Fit for Structural Model

Fit Index Acceptable Criteria Uiz
Values
CMIN/df | < 5.00 (Hooper et al., 2008) 3.075
GFI1 > 0.80 (Hu & Bentler, 1999) 0.848
AGFI > 0.80 (Hu & Bentler, 1999) 0.800
RMSEA < 0.08 (Kelley & Lai, 2011) 0.064
CFI > 0.80 (Bentler, 1990) 0.880
NFI > 0.80 (Hooper et al., 2008) 0.834

Note: *** p<(0.001
Source: Created by the author

The results of the structural model are provided in Table
7.

H1: Perceived  usefulness  positively  influences
customers’ attitudes toward online shopping (=0.629). The
result is consistent with Chin and Goh (2017) research
findings.

H2: Previous studies and this study also show
that perceived ease of use and attitude were related
positively and significantly ($=0.233). The same logic was
demonstrated by Chin and Goh (2017), showing that
perceived ease of use positively impacted customers’
attitudes regarding online purchasing.

H3: Contrary to the hypothesis, trust and purchase
intention were unrelated (B=-0.093). This is in line with the
study of Singh and Srivastava (2018), which discovered that
trust does not determine intention to use online shopping.

H4: Attitude toward online shopping and purchase
intention were positively related (p=0.472). The same result
was discovered by Taylor and Todd (1995), who found that
attitude positively impacted online shopping intention.

HS: The results show no relationship between perceived
risk and customers’ online buying intention (f=0.017). For
younger customers, perceived risk in online shopping is not
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an important factor in determining customer purchase
intention; this is contrary to the expectation.

As proposed in H6, subjective norms affect purchase
intention in a positive manner (f=0.235). A similar finding
was supported by other research, showing the significance
of subjective norms on online shopping intentions (Sekaran
& Bougie, 2016).

In H7, the price directly impacts online shopping
intention ($=0.635). These findings are reaffirmed in a
previous study, which found that price influences the
intention to shop online in a positive manner (Kotler &
Keller, 2006).

5. Conclusion and Recommendation
5.1 Conclusion and Discussion

This research investigates the factors influencing
Chinese customers’ attitudes and purchase intentions toward
online shopping platforms in China. The conceptual
framework of this research includes one dependent variable:
purchase intention, and six independent variables are
perceived ease of use, perceived usefulness, trust, perceived
risk, subjective norms, and price. In order to analyze the
seven hypotheses based on the variables, 476 qualified
questionnaires were analyzed using Confirmatory Factor
Analysis (CFA) and Structural Equation Modeling (SEM) to
test the degree to which a researcher’s hypothesized pattern
of factor loadings on preset constructs matches the actual
data and determine the correlations between different
variables, respectively.

Based on the findings of this research, it was found that
perceived usefulness and perceived ease of use are the main
determinants of customers’ attitudes, and attitude towards
online shopping mediates the relationship between
perceived usefulness, perceived ease of use, and purchase
intention. Subsequently, subjective norms and price are
other critical factors of online shopping use intention.

5.2 Recommendation

The findings imply that regarding online shopping
operations, it is critical to consider the functionality of the
website and the real online shopping experience.
Consequently, if Web vendors want to attract more online
shoppers and gain economic excellence, they must create an
enjoyable customer purchasing experience. To succeed,
online business owners must cater to their customers'
individual preferences. They may improve their purchasing
experience by giving customers access to novel goods. On
top of that, provide in-depth product information and visuals
to potential buyers; this way, businesses have a better chance
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of attracting people to purchase from them if they focus on
enhancing the customer experience from the beginning.

Second, websites should establish closeness, timeliness,
or shared values with customers by talking to them online
through chat boxes or help centers to make customers feel
more emotionally linked to online retailers. Thereby,
customers can get suggestions better suited to their wants,
and online sellers can get return business from customers.

Lastly, online shoppers usually seek goods and services
that save them money compared to brick-and-mortar stores.
Therefore, consumers should be able to purchase products
or services quickly, with various options, and get the best
deal when they browse online. Based on the low cost, the
marketers could employ a low-cost strategy to gain market
share.

5.3 Limitation and Further Study

In order to study the factors that affect online shopping
behavior intention, the research investigated seven
independent variables and one dependent variable. However,
some variables related to online shopping behavior intention
have yet to be considered due to a lack of research resources
and the constraints of data processing ability. Future studies
should explore critical elements affecting consumers' online
purchase intention, such as perceived enjoyment, self-
efficacy, and other variables.
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