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ABSTRACT 

 

The number of people shopping on the Internet has grown rapidly in recent years and it 

has been suggested that the growth rate of Internet transactions now exceeds that of 

traditional retailing.  Despite the significant growth in the use of the Internet for business 

transactions, there is evidence to suggest that many customers abandon web sites 

without completing their transactions.  It is clearly important to understand why people 

buy from the Internet and also the way consumers examine websites.    

There had been limited research undertaken to investigate the relationships between the 

various antecedents and the willingness to buy in the Internet environment, especially 

within a single study.  The main trust of this research is to examine the antecedents that 

influence the willingness to buy from the Internet and also how these antecedents 

influence one another. The antecedents included in this research were brand image 

(Dodds, Monroe & Grewal, 1991), perceived risk (Sweeney & Soutar, 2001), trust (Lynch 

& Beck, 2001), affect (Lynch & Beck, 2001), convenience (Szymanski & Hise, 2000), 

relative price (Sweeney, Soutar & Johnson, 1999), site reputation (Baker, Grewal & 

Parasuraman, 1994) and web design (Szymanski & Hise, 2000).  

Some of the antecedents were found to be unsuitable and they were dropped from the 

study.  The empirical results from the final model suggest that perceived value is 

positively influenced by affect and brand image.  Both brand image and affect also 

positively influence the trust of the website.  Willingness to buy from the website is 

influenced by perceived value and trust of the website. 
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CHAPTER 1 

AN INTRODUCTION 

1.1 Background to the Study 

There had been a rapid increase in business-to-consumer (B2C) online commerce in 

recent years.  According to the United States Census Bureau, total e-commerce sales 

in 2001 were estimated at $32.6 billion, an increase of 19% over 2000 (Us Department 

of Commerce, 1998).  The rate of growth for online business was considerably higher 

than it was for traditional retail areas over the same period, as such sales increased by 

3% from 2000 to 2001.  

In Singapore e-commerce grew from US$109.91 billion in 1999 to US$641.45 billion in 

2001, while the B2C sector grew from US$22.03 billion in 1999 to US$51.1 billion in 

2001 (Infocomm Development Authority of Singapore, 2002). Further, thirty percent of 

the 2.4 million Internet users in Singapore bought at least one item online in 2004 and it 

was estimated that Internet B2C purchases would account for seven percent of 

shopping dollars in 2005  and 12 percent of shopping dollars in 2009 (Luo, 2005).   

Lohse et al. (2000) suggested there has also been an improvement in consumers’ 

attitudes towards online shopping, suggesting buying online is becoming acceptable to 

many people.  Indeed, Korganonkar and Wolin (1999) found consumers who purchase 

products or services on the Internet were very similar to the general population, 

suggesting that online shopping is becoming increasingly "mainstream." 
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Many benefits have been suggested for consumers who use the Internet as an 

alternative channel to traditional brick-and-mortar retail outlets (Page & Lepkowska-

White, 2002; Tauber, 1972; Wolfinbarger & Gilly, 2001).  Some of these benefits 

include: 

 The Internet is convenient and can save time. 

 The Internet is a rich source of free information. 

 The Internet can be used to easily compare prices from different vendors. 

According to Zhan and Dubinsky (2003), the Internet has empowered consumers and 

led them to have higher expectations.  Indeed, they found Internet expectations were 

higher than were expectations for traditional brick-and-mortar retailers. 

Despite the increase in people’s use of Internet for shopping, however, online shopping 

is not without its problems.  Even though there are many “hits” on websites, purchase 

levels are generally low (Moon & Frei, 2000), perhaps because most potential 

customers abandon web sites without completing their transactions (Shim, Eastlick, 

Lotz & Warrington, 2001).  Indeed, it has been estimated that more than $6 billion in 

sales were lost in 2000 due to incomplete transactions (Blank, 2000). 

A low barrier of entry encouraged many retailers to jump onto the bandwagon and set 

up Internet “shops.”  As a result, competition became more intensive in the late 1990s, 

even though an American Government study estimated that Internet traffic was 

doubling about every one hundred days (Us Department of Commerce, 1998). Further, 

there are more than 2 million web pages and, even with the best search engines, many 
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pages cannot be located, suggesting consumers have problems in searching for 

information.   Finally, in the early 2000s, the “Internet bubble” burst, resulting in many 

Business-to-Consumer (B2C) businesses closing down, reducing consumers' trust in 

such sites. 

Despite this burst, the Internet has benefited consumers.  Consumers have learned that 

the Internet environment enables them to move from one website to another easily and 

that there are many choices available, through which they can compare products and 

prices.  There are also low switching costs in moving from one website to another, 

which enables a more intensive search than is possible in traditional bricks and mortar 

shopping environments. 

Nevertheless, B2C businesses must learn how to sustain their operations through the 

better design of their websites and the provision of an appropriate quality and range of 

products on their web sites.  There is clearly a need to better understand consumers’ 

online buying behaviour and their intentions to purchase from the Internet.  Many 

researchers have noticed that there is a void in our knowledge of these areas and have 

recommended that more research needs to be undertaken (Barsh, Crawford & Grosso, 

2000; Korgaonkar & Wolin, 1999).   

In the traditional brick-and-mortar businesses, some researchers have suggested that 

perceived value may be a better indicator of an organisation’s market performance 

(Gale, 1994; Sinha & Desarbo, 1998). Research also showed that perceived value has 

an positive influence on the willingness to buy (Dodds et al., 1991; Sweeney et al., 

1999).  However, little research has examined this issue in an online context and the 

current study, which is discussed in subsequent sections and chapters, was undertaken 

to address this issue. 



 

 

4

1.2  Willingness to Buy 

Prior research has examined the relationship between people’s willingness to buy and 

buying behaviour for durable goods (Adams, 1974; Clawon, 1971; Ferber & Piskie, 

1965; Granbois & Summers, 1975) and for non-durable goods (Jamieson & Bass, 

1989; Tauber, 1975).  These studies found the relationship between people’s 

willingness to buy and actual buying behaviour was positive and significant.  Indeed, 

the theory of reasoned action (TRA) would suggest a person’s expressed willingness to 

buy should be a reasonable predictor of actual buying behaviour (Ajzen & Fishbein, 

1980).  

1.3 Perceived Value 

It is only in recent times that academics and professional marketers have focused 

attention on consumer value as a key strategic variable that seems to explain purchase 

behaviour, brand loyalty and relationship commitment, leading to sustainable 

competitive advantage. A review of previous research suggests only a few studies have 

examined perceived value in traditional business settings and that even fewer studies 

have, so far, examined perceived value's role on the Internet (Chen & Dubinsky, 2003; 

Eggert & Ulaga, 2002).   Consequently, the present study was seen as adding 

important information to our understanding of consumers’ online purchase decision-

making processes. 

There is no universally accepted definition of value as it needs to be defined in the 

context in which it is examined (Bolton & Drew, 1991; Holbrook, 1994; Woodruff, 1997; 

Zeithaml, 1988). For example, economists have defined value based on utility theory 

and the notion of marginal utility.  This theory states that consumers spend their income 

so as to maximize the satisfaction they get from their purchases.  In consumer 
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marketing, on the other hand, creating customer value means meeting customers’ 

needs and increasing customer satisfaction (Porter, 1985).  Marketers have also 

defined value as the trade-off between the total benefits received and the total 

sacrifices made.  That is, value is seen as a comparison between what consumers “get” 

and what they “give” (Zeithaml, 1988).  If customers feel they “get” more than they 

“give”, it is assumed they will see good value in the transaction (Buzzell & Gale, 1987; 

Monroe, 1990; Monroe & Krishnan, 1985).   

Perceived value can also be defined from the judgement made by an evaluator.  For 

example, potential buyers make judgments as to how a product’s attributes are likely to 

satisfy their needs.  This judgment is made in advance of consumption and is made 

based on a variety of cues.  Customers' perceptions of value are based on their beliefs, 

needs, unique experiences, wants, wishes and expectations.  In other words, 

customers assess overall value based on a perception of what is given and what is 

received (Zeithaml, 1988).   

Perceived value can also be defined through cost and benefits (which is similar to the 

earlier suggested “get” and “give” approach). Perceived value can be defined as the 

results or benefits customers receive relative to total costs (which include the price paid 

and any other costs associated with the purchase, such as the time taken to make the 

purchase).   In simple terms, perceived value is the difference between perceived 

benefits and costs.  Consequently, value appears to be highly personal and 

idiosyncratic and perceptions of the value of the same product or service may vary 

widely from one customer to another (Zeithaml, 1988).   
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Prior research has also suggested that perceived value is multidimensional.  Value is 

determined along a number of value dimensions, such as the functional, social, 

emotional, epistemic and conditional value dimensions suggested by Sheth et al. 

(1991).  Sweeney and Soutar (2001) developed a four dimensional value scales 

(emotional value, social value (the enhancement of social self-concept), functional 

value (price/value for money) and functional value (performance/quality)) based on this 

suggestion.   In summary, perceived value is usually defined within its context and is 

generally assumed to be a multidimensional construct.  However, research needs to be 

undertaken to determine how perceived value might be defined in an online context and 

what impact it might have on an e-commerce purchase decision. 

Consequently, the present study was undertaken to: 

 Develop a model that was relevant in a B2C e-commerce environment. 

 Test the relationships hypothesised in the model in a “real-world” context. 

 Determine whether there were differences in the model based on the product.  

The model’s development will be discussed in the subsequent sections, starting with 

the antecedents that have been suggested by prior value and willingness to buy 

research. 

1.4 Suggested Antecedents to Value and Willingness to Buy  

Much of the effort to influence purchase in a B2C context occurs prior to the purchase 

(Wilkie, 1994).  It is important for B2C businesses to understand the pre-purchase 

factors that influence consumers as, by understanding these factors, B2C businesses 

can convert browsers to purchasers and purchasers to repeat purchasers.  
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Several antecedents from prior value and willingness to buy models were included in 

the model developed in the present study.  These included brand image, relative price, 

site reputation and perceived risk (Dodds et al., 1991; Sweeney et al., 1999).   Other 

antecedents that are relevant only in the Internet environment (Lynch, Kent & 

Srinivasan, 2001; Szymanski & Hise, 2000) were also included, namely convenience, 

affect, web design and trust.  

1.5 The Suggested Model 

Given the antecedents discussed in the previous section, which are justified more fully 

in the review of prior research provided in Chapter Two and in the discussion of the 

study’s hypotheses discussed in Chapter Three, a model, shown in Figure 1-1, was 

developed for the Internet environment.  As one of the study’s objectives was to 

examine the generalisability of the suggested model, it was tested on the purchase of a 

tangible and an intangible product; namely a CD player and a travel package.  CD 

players have many common standard features and the price range is common 

knowledge among most consumers.  Travel packages, on the other hand, are less 

standardised and the price range is wide and not necessarily well known.  The two 

products were chosen to see whether such differences influenced the suggested 

model. 
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Figure 1-1: A Suggested Internet Value Model  

 

1.6 Defining the Constructs  

The model has a number of constructs that are discussed in detail later in Chapter Two.  

However, they are briefly defined in this section to provide a common understanding of 

their meaning.   

• Willingness to Buy – Intended actions related to a purchase after a consumer has 

evaluate all of the alternatives and information (Morwitz, Johnson & Schmittlein, 

1993) 
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• Perceived value – A buyer’s overall evaluation of a seller’s product, service, and 

relationship efforts made towards the buyer. For a website to be of value, it has 

provide consumers with products that are within an acceptable price range and 

have acceptable quality (Sweeney & Soutar, 2001, p.59-60). 

• Perceived Risk – A buyer’s belief about the likelihood of negative consequences 

(i.e., danger, loss, etc.) due to uncertainty about loss or gain in a particular 

transaction.  Risk includes financial, performance, social, psychological, safety and 

time-convenience loss risks (Cox & Rich, 1964; Jacoby & Kaplan, 1972). 

• Relative Price – The monetary and non-monetary sacrifice needed to obtain a 

product (Zeithaml, 1988). 

• Trust – A buyer’s belief in a firm’s current and future benevolence, honesty and 

competence to act in the best interest of the relationship in question (Moorman, 

Deshpande & Zaltman, 1993; Morgan & Hunt, 1994, p.23). 

• Brand Image - A brand can be defined as “an asset that does not have physical 

existence and the value of which cannot be determined exactly unless it becomes 

the subject of a specific business transaction of sale and acquisition” 

(Seetharaman, Nadzir & Gunalan, 2001, p.243).   

• Affect – The emotional feelings (such as adventure seeking, innovativeness and 

impulse) that a consumer had when he or she navigates through the pages on the 

web site  (Donthu & Garcia, 1999).   

• Site reputation – The extent to which buyers believe a web site is honest and 

concerned about its customers (Doney & Cannon, 1997). 
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• Convenience – Convenience dimensions include search, possession, transactional, 

time, distance to the place of purchase, schedule and comparison (Alba & Lynch, 

1997; Bellman, Lohse & Johnson, 1999; Kaufman-Scarborough & Lindquist, 2002). 

•  Web design – A web design includes the user interface, access speed, ease of 

use, ease of navigation and other relevant information (Davenport & Beck, 2001; 

Mardesich, 1999; Mccarthy, 2000) 

1.7 Conclusions 

The present chapter introduced the issues that led to the present study that attempted 

to examine the constructs that impacted on people’s willingness to buy in an Internet 

environment. An Internet model was suggested and the constructs included in this 

model were defined.  The arguments for the model are provided in the subsequent 

review of prior research that is provided in Chapter Two, while following Chapters 

outline the research approach, the specific hypotheses tested and the outcomes of the 

study. 
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CHAPTER 2 

A REVIEW OF THE LITERATURE 

2.1 Introduction 

The present chapter is divided into three sections.  It begins with a discussion of the 

Internet and e-commerce (Internet retailing), then examines the antecedents that have 

been suggested to be related to e-commerce or Internet retailing and finishes by 

discussing the relationships among these antecedents. 

2.2 The Internet  

The Internet began as an academic resource that linked colleges and libraries to 

facilitate research communication (Rowley, 1996). Today, more that one million 

computers have been connected worldwide through the Internet and use has increased 

every month   (Rowley, 1996).   The Internet has created a new way of doing business, 

which is known as e-commerce.   

 2.3 E-Commerce & E-tailing 

The Organization for Economic Cooperation and Development defined e-commerce as:  

“Business occurring over networks which use non-propriety protocols that are 

established through an open standard setting process such as the Internet… the 

term “business” broadly means all activity that generates value both within a firm 

(internally) and with suppliers and customers (externally).  In this sense it would 

include internal networks (e.g. intranets) as well as networks that extend to a 

limited number of participants (e.g. extranets).  Some of this activity may result in a 
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monetary transaction and some will not.”  (Organization for Economic Cooperation 

and Development, 1999, p.28) 

The Internet has reduced time and distance barriers (Sheth, Eshghi & Krishman, 2001).  

As a consequence it has provided opportunities for small firms to sell their products and 

services across international boundaries, an option that was previously available only to 

multinational companies (Quelch & Klein, 1996).  Indeed, B2C business or “e-tailing” 

has generated considerable revenue for many firms (Modal, 2000).  

Consumers search for information and purchase products or services directly from 

online stores, usually based on what appears on the screen, such as pictures, images, 

quality information, and video clips of the product (Kolesar & Galbraith, 2000; Lohse & 

Spiller, 1998).   E-tailing is similar to catalogue shopping as shoppers cannot touch or 

feel a product, but purchase decision are made on the basis of the information that 

appeared in the catalogue (Spiller & Lohse, 1997).     

Aldridge et al. (1997) argued that Internet shopping would increase in line with general 

Internet use.  However, the Internet user base has grown at a faster rate than the level 

of Internet sales volume.  Moreover, Internet B2B sales tend to be greater than B2C 

because many industrial companies use the Internet to enhance their logistics systems.  

Indeed, in Singapore, the rate of B2C growth is well below the rate of growth of Internet 

users (Infocomm Development Authority of Singapore, 2002; Luo, 2005). 

There are at least two reasons for the slow adoption of e-tailing.   First, consumers are 

reluctant to disclose personal details, such as names, addresses and credit card 

numbers. Second, they fear non-delivery and worry about defective products (Miyazaki 

& Fernandez, 2001).  Therefore, while many consumers use the Internet to search for 
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information, most purchase through conventional retail stores (Hart, Doherty & Ellis-

Chadwick, 2000).   

Second, not all products are available for purchase on the Internet.  Consumers tend to 

purchase “search” products rather than “experience” products on the Internet.  “Search” 

products, such as books and airline tickets, are standardised and so are less risky 

purchases. On the other hand, consumers prefer to touch and feel “experience” 

products, such as clothing and jewellery, before making purchases (Gupta, Su & 

Walter, 2004).   

Nevertheless, some consumers prefer to purchase from the Internet because of its 

convenience due to reduced search and transaction times (Jawawardhena 2002).  

Internet buyers tend to be older males with higher incomes and are less sensitive to 

brand and price  (Donthu (1999) Korgaonkar 1999).     Male shoppers find their online 

shopping experience more satisfying than women, were more trusting towards the 

Internet and found online shopping more practical and convenient (Rodgers & Harris, 

2003).  However, females are also increasingly shopping on the Internet (Cervini, 

2005). While such descriptive information provides useful background, the present 

study was concerned with understanding the factors that influence people’s willingness 

to buy in Internet contexts and this aspect is discussed in the following section. 

2.4 Factors that Influence People’s Willingness to Buy 

Before discussing these factors, which were shown in the suggested model presented 

in Figure 1.1, willingness to buy, which is the dependent variable of interest in the 

present study is discussed. 
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2.4.1 Willingness to Buy 

An individual’s willingness to do something has long  been viewed as the best predictor 

of behaviour (Fishbein & Ajzen, 1975).  Several early studies found a significant, 

positive relationship between willingness to buy and buying behaviour for durable 

goods (Adams, 1974; Clawon, 1971; Ferber & Piskie, 1965; Granbois & Summers, 

1975), non-durable goods (Jamieson & Bass, 1989; Tauber, 1975) and voting 

behaviour (Greenwald, Carmot, Beach & Young, 1987). People’s willingness to buy 

develops in a complex way and is influenced by past experience and the type of 

product being purchased and is likely to be more complex for high involvement 

products (Kotler, Bowen & Makens, 2003).   Given the relationship between willingness 

to buy and subsequent behaviour, it is not surprising that willingness to buy is often 

used as a surrogate for purchase behaviour, which is more difficult and expensive to 

obtain.  Consequently, it was decided to use willingness to buy in the present study. 

2.4.2 Trust 

Need awareness and information search are influenced by a consumer’s trust in the 

Internet.  Trust has been defined in several ways: 

- Reliability and Integrity: Moorman et al. (1993, p.82) defined trust as “a 

willingness to rely on an exchange partner in whom one has confidence.”  

Similarly, Morgan and Hunt (1994, p.23) defined trust as a person’s “confidence 

in the exchange partner’s reliability and integrity.”    

- Benevolence: Trust can also be related to the honesty and integrity a 

relationship partner, such as a salesperson (Crosby, Evans & Cowles, 11990).  
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Benevolence comes from people’s expectations of honesty and a view that they 

will not feel cheated (Frazier & Summers, 1984).   

- Security and Predictability: Deutsch (1973) defined trust as the confidence that 

a person will find what is desired from another.  (Mayer, Davis & Schoorman, 

1995, p.709) therefore argued that trust can be defined as “the willingness of a 

party to be vulnerable to the actions of another party.”  

2.4.2.1 The Influence of Trust on Purchase  

Trust influences purchase decisions directly (Grabner-Krauter & Kalusha, 2003). 

However, trust also influences people’s willingness to remain involved in long term 

business relationships (Ganesan, 1994), the way buyers anticipate future interactions 

with sellers (Doney & Cannon, 1997) and their loyalty (Reichheld & Schefter, 2000).    

Trust also influences Internet buyers’ willingness to purchase and their conversion from 

surfers to buyers (Lynch et al., 2001).  

In conventional environments, trust follows judgment and purchase (Czepiel, 1990).  In 

contrast, the trustworthiness of Internet sellers is often evaluated before the exchange.  

Therefore antecedents to trust differ among web consumers. Trust in online 

environments is determined by security (D'hertefelt, 2000) and credible signals that 

differentiate vendors (Ba & Pavlou, 2002; Ribbink, Riel, Liljander & Streukens, 2004).   

Warrington, Abgrab and Caldwell (2000) have suggested that trust is based on cues, 

rather than on experience, As a consequence, symbols of trustworthiness, such as 

extended warranties, transparent exchange policies and access to the company's name 

and address, are crucial. Further, it seems firms with an offline as well as an online 

presence are more successful on the Internet (Head & Yuan, 2001) because 

consumers trust brands and storefronts they recognize  (Steinfield & Whitten, 1999).  
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Trust may be particularly important in online environments as many consumers are not 

familiar with Internet (Siyal & Barkar, 2002).  More generally, many consumers do not 

trust Internet firms because of concerns about privacy, security and vulnerability to 

fraud (Miyazaki & Fernandez, 2000).  Researchers have identified three ways to build 

trust in an Internet context, namely: 

1. Referees - Referees are third parties who can improve trust between 

consumers and online stores by providing independent recommendations about 

the trustworthiness of vendors.  There are four types of referees:  

• Word-of-mouth – Independent consumer reports of positive (or negative) 

experiences influence trust (Karvonen, 1999).  Online retailers influence 

these reports through online communities.  Bagozzi and Dholakia (2002) 

have suggested digital environments in which people are free to form 

groups are sustained primarily through this type of ongoing 

communication.  Members of virtual communities often share 

recommendations, reviews, tips and advice. Examples include eBay and 

Amazon.com. In particular, eBay’s Feedback Forum provides users with 

a place to leave comments about the buyers and sellers with whom they 

have transacted (Ba & Pavlou, 2002).    

• Watchdogs –Independent organisations or centres that identify vendors’ 

violations and publicise their actions to alert consumers (Head & Yuan, 

2001). For example, EPIC (Electronic Privacy Information Center) and 

CDT (Centre for Democracy and Technology) report on the privacy 

practices of online vendors and provide a consumer forum.   For 

example on November 1, 1999, Real-Networks changed its privacy 
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policy following a New York Times report alleging privacy leaks (Head & 

Yuan, 2001). 

• Certificate Authorities - Most cryptographic protocols for secure 

electronic transactions require the presence of a trusted third party, such 

as a bank or certificate authority (CA). CAs, such as VerriSign and 

Entrust, verify that there is a link between the identities of individuals or 

vendors and their corresponding public keys, through the use of digital 

certificates.  The CA authenticates the vendor’s identity, but does not 

vouch for the trustworthiness of the vendor (Grandison & Sloman, 2000). 

2. Seals of Approval - Trustworthiness also can be generated through 

independent third party seals of approval  (Pugliese & Halse, 2000).  Examples 

of such online seals include CPA WebTrust, TRUSTe, VeriSign and Better 

Business Bureau Online. Consumers may click on the seals of approval 

displayed on vendor sites to obtain detailed disclosures that are designed to 

assure consumers that the online vendor’s transactions reflect the high 

standards demanded by the TTP (Benassi, 1999).  TTPs are privacy, security 

and business credibility and reliability validators (Greenstein & Feinman, 2000).  

Vendors with a privacy seal tell consumers they disclose and adhere to 

standards in conducting business and that this disclosure and adherence is 

assured by a credible third-party regulator, such as TRUSTe.  TRUSTe trust 

seal can be found in AOL, EBay and AltaVista.  Head and Hassanein (2002) 

found that online consumers felt seals of approval programmes influenced their 

online purchasing decisions.    
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To summarise, trust is even more important to the success of Internet businesses than 

it is to traditional retailers.   In the virtual world, consumers may not be able to visit a 

physical location to file a complaint or to exchange defective goods.   At the same time, 

the antecedents to trust seem to differ in the virtual world.   

2.4.3 Perceived Risk 

Consumers’ perceptions of risk are central to their evaluations, choices, and behaviors 

(Dowling, 1986).   Cox (1967, p. 604) argued that the "amount and nature of perceived 

risk will define consumers’ information needs, and consumers will seek out sources, 

types, and amounts of information that seem most likely to satisfy their particular 

information needs."  The higher the perceived risk, the greater will be the information 

search (Payne, Bettman & Johnson, 1993) 

Perceived risk has been a concern to marketers since Bauer’s (1960) study and is 

generally accepted that people are risk averse.  Perceived risk is generally considered 

to be a situational and personal construct (Dowling & Staelin, 1994), which Mitchell 

(1999) suggested included two components (probability of loss and subjective feelings 

about these potential unfavourable consequences).  Researchers have identified a 

number of such consequences (e.g. financial, performance, physical, psychological, 

social and convenience risk) (Jacoby & Kaplan, 1972; Peter & Tarpey, 1975).    

Consumers seem to develop strategies to reduce risk in different ways.  For example, 

as perceived risk increases: 

(a) Observation and experience become preferred information sources (Lutz & 

Reilly, 1974). 
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(b) Consumers turn to informal channels (word of mouth) to seek for information 

(Cox & Rich, 1964) rather than the mass media (Arndt, 1967; Lutz & Reilly, 

1974).   

(c) Consumers increase their sources of information before making a decision 

(Lutz & Reilly, 1974). 

(d) The tendency to buy without pre-purchase deliberation decreases (Locander & 

Hermann, 1979). 

In low and moderate perceived risk contexts, some consumers will purchase a product 

or use a service on “trial” and then make a long-term decision based on the outcome of 

the trial.  However, if perceived risk is high, such trial purchases are less preferred 

(Lutz & Reilly, 1974).    

 Risk perceptions depend on an individual’s propensity to accept risk and past 

experiences.  Consequently, perceived risk differs from person to person.  For 

example, consumers who have had positive Internet purchase experiences tend to view 

Internet purchases as less risky than do those who have not purchased from the 

Internet  (Pres, Stanton and Eckford (2004).    

Pires et al. (2004) found that a person’s overall assessment of the perceived risk on the 

Internet was not related to the purchase of a service or a physical good, but was related 

to the consumer’s overall involvement in the purchase.  If a product was a high 

involvement product, perceived risk tended to be higher. This implies that online 

retailers of low involvement products would have greater success in attracting 

purchasers than would retailers of high involvement products.   
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Indeed, high risk purchases are not likely to be sold successfully through the Internet, 

although, as Kiang and Chi (2001) noted, the Internet is particularly suited to frequent 

(low-involvement) or intangible (service-oriented) purchases as these purchases are 

perceived to be low risk. 

2.4.4 Brand Image 

A brand can be defined as “an asset that does not have physical existence and the 

value of which cannot be determined exactly unless it becomes the subject of a specific 

business transaction of sale and acquisition” (Seetharaman et al., 2001, p.243).  When 

consumers cannot assess product quality, which is often the case in Internet contexts, 

they use surrogate indicators, such as brand and endorsement information on the 

website (Chen & Dubinsky, 2003), for this purpose.  Research suggests that, if the 

quality of the product (suggested by the brand) meets consumer expectations, 

consumers will be satisfied with the dot.com and will visit and purchase from the 

website (Alba, Lynch, Weitz, Janiszewski, Lutz, Sawyer & Wood, 1997; Fram & Grady, 

1995).  

2.4.5 Affect 

Marketers have known for many years that emotions (or affect) influence consumers’ 

choices (Thorson & Friestad, 1989). A number of researchers have argued that 

advertisers and marketers should not only consider consumers’ thoughts and 

perceptions but should also consider emotions as, ultimately, emotions determine a 

person’s willingness to buy in traditional (Batra & Ray, 1986; Morris, Woo, Geason & 

Kim, 2002) and Internet environments (Stout, Villegas & Kim, 2000).   
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Positive affect speeds consumer decision-making and enhances product recall (Lynch 

et al., 2001).  Additionally, positive affect prompts consumers to return to a brand or 

company (Barlow & Ray, 2000).  In Internet environments, positive affect can influence 

the way consumers think about a website, the time they remain on a website and their 

subsequent decision to purchase from a website (Coyle & Thorson, 2001). In general, 

affect is a critical determinant of whether consumers make a purchase or a repeat a 

purchase in an online environment (Lynch et al., 2001).  

Previous research has shown that Internet shoppers describe their online experiences 

in highly emotional terms, such as adventure seeking, innovativeness and 

impulsiveness (Donthu & Garcia, 1999).  So important is the role of emotion, that online 

processing models have included positive subjective experiences as a central construct 

(Hoffman, Kalsbeek & Novak, 1996). 

In order to enhance consumers’ positive affect in Internet environments, companies 

create websites that are interactive, fun and experience-oriented or experiential through 

the use of graphics, 3-D images, animation, video and audio capabilities.  In addition, 

chat rooms and real-time customer service applications can be used to make website 

more interactive.  Li et al. (1999) noted that websites increasingly include such 

applications to make consumers’ online shopping experience similar to that of an offline 

store.  Thus, consumers are able to experience sensory stimulation (through 3-D 

images and audio sound), interact with other consumers (through chat rooms) and 

interact with sales or support people (through real-time chat interfaces or e-mail) that 

create positive affect and an increased willingness to buy. 

The design of the website also seems to affect consumers’ emotions.  If a website is 

too simple, consumers will become bored.  On the other hand, if a website is too 
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complex, consumers will feel upset.  In both cases, consumers are likely to exit the web 

site as they will not experience what Hoffman and Novak (1996, p.57) describe as the 

flow experience, which is “a seamless sequence of responses facilitated by machine 

interactivity, intrinsically enjoyable, accompanied by a loss of self-consciousness and is 

self-reinforcing.”   

2.4.6 Convenience 

Chiang and Dholakia (2003) argued that convenience significantly influences people’s 

willingness to buy and, indeed, may be the single most salient benefit of online 

shopping (Jarvenpaa & Todd, 1997).  Similarly, Burke (1998, p.355) found convenience 

was the most frequently cited reason for consumers to engage in online shopping, as: 

“Shoppers appreciated the ability to visit the virtual store at any 

hour, and to perform other activities, like exercise, cooking, and 

child care while shopping.  They could shop even when 

transportation was unavailable, and avoid crowded parking lots 

or bad weather.  Online shopping eliminated drive time and 

checkout time and allowed shoppers access to distant stores.”  

Interestingly, consumers are willing to pay as much, if not more, for products offered 

online in exchange for convenience (Solomon, 2000). 

Alba and Janisezwski (1997) found that shoppers in traditional retail environments were 

able to differentiate between the various dimensions of convenience (e.g. search, 

possession, transactional, time and distance to the place of purchase).  Internet 

shopping contexts created new convenience dimensions, such as schedule 

convenience, as shoppers can shop any time (Bellman et al., 1999).  With 
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improvements in technology, “search convenience” can be expanded into “comparison 

convenience”, through which Internet shoppers use search engines to compare 

products and prices. Search engines can reduce search effort, thus increasing 

convenience (Alba & Lynch, 1997).  Since Internet shopping can be undertaken from 

any location, it also provides “energy convenience” as there is no need to travel to the 

different stores to buy the product or to search for information (Kaufman-Scarborough & 

Lindquist, 2002). 

 2.4.7 Relative Price 

Jacoby et al. (1977) suggested that expertise or familiarity may mediate the effect price 

has on quality perceptions.  Rao and Monroe (1989) suggested that novice or 

unfamiliar buyers tend to use price as an indicator of quality more than do expert or 

familiar buyers and developed a conceptual framework to explain how knowledge or 

familiarity moderate the use of price as an indicator of product quality.   It appears that 

price is used as a quality signal when quality is difficult to estimate from tangible cues, 

leading a customer to infer that a high price implies a good quality product.   Alba et al. 

(1997) pointed out that the major difference between online and offline shoppers is the 

ability online shoppers have to compare price and non-price information online, as a 

result reducing search cost.     

Price seems to be an important consideration in Internet transactions and some studies 

have found that consumers believe prices should be lower online as there are lower 

operating costs (e.g. no retail space costs, minimal staffing) (Fram & Grady, 1995).  

Further, lower prices are seen as motivating consumers to visit a website and make 

online purchases (Eads, 1998).  Other research, however, has noted that, while price is 
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important, service and convenience appear to have a greater impact on consumers’ 

online shopping behaviour (Solomon, 2000).   

Consumer price expectations are likely to be dependent on the types of products or 

services offered.  For example, consumers expect lower airline prices online, as many 

online travel services are discount wholesalers.  However, they are prepared to pay 

prices for toys that are comparable with, or even higher than, traditional retailers in 

exchange for value-added services, such as product advice, gift-wrapping and delivery 

(Page & Lepkowska-White, 2002). 

2.4.8 Web Design 

Interface  

Surveys of Internet users have suggested that faster access speed is the most 

important factor to increased use, followed by ease of use and navigation  (Davenport 

& Beck, 2001).  An increase in shopping “abandonment” (Hurwicz, 1999) (i.e. the 

decision to leave a site after beginning a purchase but before making payment) may be 

due to interface problems (slow load times, incomplete information, lack of human 

interaction), which have been associated with a return to traditional shopping 

(Mardesich, 1999; Mccarthy, 2000). 

However, Schroader (1999) argued against a one-size-fits-all interface, suggesting a 

basic interface with simple choices for the novice and a range of sophisticated functions 

for power users.   Taylor and Todd (1995) suggested that an easy-to-use site would be 

characterised by clear instructions that users can follow easily, operating on easy-to-

use hardware.    Indeed, Davis (1989) developed and validated a "perceived ease of 
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use" scale as he argued that ease of use was  a fundamental determinant of people’s 

acceptance of technology.    

Content 

Wells (1964) suggested that attractiveness, meaningfulness and vitality determine the 

effectiveness of print and television commercials.  Attractiveness includes 

entertainment, humour and amusement (Levitt, 1970; Schlinger, 1979), while 

meaningfulness includes personal relevance, sensuality, familiarity, empathy, 

believability and warmth (Aaker & Stayman, 1990), while Schlinger (1979) described 

vitality as brand reinforcing. 

Chen and Wells (1999) have suggested scales used to measure the effectiveness of 

print and television advertisements can be used to measure Internet web sites.  Thus, 

Chen (1999) suggested that reactions to a web site’s content are influenced by 

entertainment, informativeness and organisation, which was consistent with Stern’s 

(1991) suggestion that, when consumers regard an advertisement as "entertaining," 

they are more likely to credit the brand with positive attributes and have more positive 

intentions about purchase.   

Interactivity 

Blattberg and Deighton (1991) defined interactivity as the ability to communicate 

directly, regardless of distance or time, while, in Steure's (1992) model of computer-

mediated communication, interactivity was based on how well users can participate in 

modifying the form and content of a mediated environment in real time.  Interactivity 

combines two communication features (an ability to address an individual and an ability 

to gather and remember an individual’s response) (Deighton, 1996).  Ghose (1998) 
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suggested that these two features open the possibility of addressing individuals by 

remembering their prior unique responses through the Internet.  

A number of researchers have identified the role interactivity plays in building a good 

relationship with customers.  Hoffman, Novak and Chatteriff (1995) pointed out that the 

Web frees customers from their traditionally passive role as receivers of marketing 

communications, gives them greater control over their information search and 

acquisition processes and allows them to become active participants in the marketing 

process.  Upshaw (1995) also argued that the interactive nature of the Web offers 

marketers new opportunities to create stronger brand identities that have the potential 

to generate greater brand loyalty.  

2.4.9 Site Reputation 

Reputation can be defined as the extent to which buyers believe a firm is honest and 

concerned about its customers (Doney & Cannon, 1997).  The marketing literature 

argues that reputation is a valuable asset that requires a long-term investment of 

resources, effort and attention to customer relationships.  A good reputation also 

signals past forbearance from opportunism (Smith & Barclay, 1997) as firms with a 

good reputation are reluctant to jeopardise their reputational assets by acting 

opportunistically (Chiles & Mcmackin, 1996).  

In a B2B context, a seller’s reputation is positively related to a buyer’s trust in the seller 

(Anderson & Weitz, 1989; Ganesan, 1994).  However, researchers have suggested that 

Internet consumers favour familiar merchants’ websites (Quelch & Klein, 1996) as the 

reputation of a physical store influences perceptions of an online site (Lohse & Spiller, 

1998).  
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In brick-and-mortar businesses, customers often make inferences from available 

informational cues before they decide to buy from a particular store (Baker et al., 1994; 

Monroe & Krishnan, 1985).  In an Internet environment, customers also make 

reputational inferences from the information available on the website and determine if 

they want to do business with a web company.  

2.4.10 Perceived Value 

Although satisfaction has often been identified as a good predictor of behavioural 

variables, such as repurchase intentions, word-of-mouth and loyalty (Gounaris & 

Stathakopoulos, 2004; Jones, Mothersbaugh & Beatty, 2000; Ravald & Gronroos, 

1996), researchers have questioned role satisfaction plays in enhancing a firm’s 

competitive advantage (Anderson, Fornell & Lehmann, 1994). For example, some firms 

have satisfied customers but still lose market share (Gale, 1994; Jones & Sasser, 

1995). 

It has been suggested, therefore, that value may be a better indicator of an 

organisation’s market performance. However, despite growing interest in the value 

construct among marketing researchers and practitioners (Gale, 1994; Sinha & 

Desarbo, 1998), “only a few articles (have) studied perceived value as a focal 

construct” (Sinha & Desarbo, 1998, p. 237).  Eggert and Ulaga (2002) argued that 

satisfaction differs from perceived value in the following ways: 

1. Satisfaction is an affective construct, whereas perceived value is a cognitive 

construct. 

2. Satisfaction has a post-purchase perspective, whereas perceived value can 

take a pre purchase or a post purchase perspective. 
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3. Satisfaction research typically follows a tactical orientation, whereas perceived 

value research typically has a strategic orientation.   

4. Satisfaction can only be measured from present customers who have used a 

product or service, but perceived value can be measured by asking both present 

and potential customers. 

5. Satisfaction can only be used to measure the effectiveness of a supplier’s 

offering, whereas perceived value can be used to measure the effectiveness of 

both a suppliers’ and competitors’ offerings. 

Eggert et al. (2002) examined the difference between satisfaction and perceived value 

by asking students to assign items they believed were related to satisfaction and to 

perceived value into two lists.  After eliminating items that lowered reliability, it was 

found that there was discriminant validity between satisfaction and perceived value 

(Fornell & Larcker, 1981), suggesting that satisfaction and perceived value should be 

treated as different constructs.  

2.4.10.1 Definitions of Value 

Khalifa (2004) in his review of the value literature suggested value can be clustered into 

three categories:  

1. Financial economists advocate shareholder value. 

2. Marketers advance customer value. 

3. Stakeholder theorists promote stakeholder values (Reichheld, 1994).   
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Customer value, however, is seen as the source of all value (Hammer, 1996; Heskett, 

Jones, Loveman, Sasser & Schlesinger, 1994; Lemon, Rust & Zeithaml, 2001; Treacy 

& Wiersima, 1995).  The following sections suggest how value can illustrated through 

the use of four different models that were suggested by Khalifa (2004). 

2.4.10.1.1 Customer Value Models    

It is difficult to define customer value (Piercy & Morgan, 1997; Woodruff, 1997) because 

value tends to be context-dependent (Naumann, 1995).  However, there is agreement 

that customer value is determined by buyers and not by sellers (Anderson & Narus, 

1998; Zeithaml, 1988).  Definitions of customer value can be grouped into three 

categories (value components models, utilitarian or benefits-cost ratio models and 

means-ends models).  Each model emphasises certain value dimensions.  However, 

the categories are not mutually exclusive as some dimensions overlap. 

2.4.10.1.1.1 The Value Components Model 

This model is made up of a combination of three value elements (esteem value (want), 

exchange value (worth) and utility value (need)) (Kaufman, 1998).  The decision to 

purchase a product or service is based on one or a combination of these elements.  

According to Kaufman (1998, p.5), the value elements are defined in the following 

ways: “esteem value or “want” involves the buyer’s desire to own for the sake of 

ownership.” Exchange value or “worth” involves why the product interests the buyer 

and how and when the buyer will use the product. 

Another value components model is based on disconfirmation theory (Oliver, 1997; 

Rust & Oliver, 2000) and includes three value components (dissatisfiers (must be), 

satisfiers (more is better), and delighter (exciters)).   
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Dissatisfiers: It is assumed some characteristics or features are always there 

and are taken for granted. The presence of these characteristics or features 

only brings the customer to a “neutral” state of mind but, if they are absent, a 

customer will be very “annoyed”.  These are often called “must have” 

characteristics or features. 

Satisfiers: These features are expected and requested by customers.  

Customers expect the firm to provide what they ask for and will be disappointed 

if what they asked for is not done properly.  But, if it is done well, it will delight 

the customers. 

Delighters: These are new or innovative features that customers normally do not 

expect to be there.  Customers will be “surprised” if these features are provided.   

These models are useful for firms that are interested in improving their product features 

or in developing new products or services.  However, the models give very little 

consideration to customer relationship building or to the delivery of a product or service.  

2.4.10.1.1.2 The Benefit-Cost Ratio Model 

Value is often defined as the difference between a customer’s perception of the 

benefits received and the sacrifices incurred (Gale, 1994; Monroe, 1990).  The benefits 

include the tangible and intangible attributes of a product or service offering, while the 

sacrifices include monetary and non-monetary factors, such as the time and effort 

needed to acquire and use the product or service (Naumann, 1995; Zeithaml, 1988).  

Zeithaml (1988) identified four ways through which value can be defined, namely: 

1. Value is a low price. 

2. Value is whatever I want in a product. 
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3. Value is the quality I get for the price that I pay.  

4. Value is what I get for what I give. 

Benefit-cost models are also common in the strategy literature.  (Porter, 1985, p.3) 

defined value as “what buyers are willing to pay.”  Parolini (1999) developed a net value 

approach that can be used as a tool for developing competitive strategy.  Within this 

approach, net value can be created by the system, received by the final customer or 

acquired by value-creating players.  She argues that strategies must involve all 

stakeholders if value is to be created for all. 

The benefit-cost models are broader than the value components models.  These 

models consider customer value over a longer time horizon and include all elements of 

the customer activity cycle.  However, these models do not take into account of the 

need to build relationships and they are static rather than dynamic in nature. 

2.4.10.1.1.3 The Means-Ends Model 

Means-ends models assume customers acquire and use products or services to 

accomplish desired ends.  These models were influenced by consumer behaviour 

literature (De Chernatony, Harris & Dall'olmo Riley, 2000; Gutman, 1982; Rokeach, 

1973) and are the most commonly used in value research.  Consequently, they were 

used as the basis for measuring value in the present study. 

According to Huber et al. (2001) means-end theory argued that there are crucial links 

between product attributes, the consequences produced through consumption and 

perceived values of consumers (Gutman, 1991).  Means are products or services and 

ends are personal values considered important by consumers.  Means-end theory 

attempts to explain how a customer’s choice of a product or service enables him or her 
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to achieve his or her end goals.  The end goals, whether desirable or otherwise, are 

obtained after the consumption of a product or service directly or indirectly and at the 

present time or at some time in the future.   Lanning (1998) argued that customers’ 

experiences are crucial as they will use their experience to evaluate the alternatives 

offered by competitors and to make the subsequent decisions. 

The means-end models explain why customers attach different weights to various 

benefits in evaluating alternative products or services.  The models take account of 

negative experiences, but fail to link it to the sacrifices customers have to make. 

Khalifa (2004) used a three circle model to combine the three models into one as some 

components seem to overlap.  He termed the core circle the value dynamic model 

(based on the value component model), while the next circle was termed the value 

build-up model (based on the benefit-cost model) and the outer circle was termed the 

value exchange model (based on the means-end value model). 

In summary, there are many components to perceived value.  For example, Kaufman 

(1998) suggested such components as esteem (want), exchange (worth) and utility 

(need), while Rust, et al. (2000) suggested dissatisfiers, satisfiers and delighter 

components.  Zeithaml (1988) and others have suggested that value is the outcome of 

people’s views of what they get for what they give and this view has been generally 

accepted in most value research.  The “give and get” theory is often defined as the 

amount of money a consumer is willing to pay for the benefits received. While a number 

of value sub-dimensions have been suggested, including social value, emotional value 

and functional value (Sheth et al. 1991; Sweeney & Soutar 2001), the most commonly 

used construct is value for money (Dodds et al. 1991), which sees value as an index of 

the quality provided for the price paid.  As this was the first study to use value in this 
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way in an Internet environment, it was decided to use the most common approach to 

measuring value (i.e. value for money) in this case. 

2.5 Traditional Antecedents to Value and Willingness to Buy 

Prior research in brick-and-mortar retail business contexts has suggested that product 

quality, price, brand name, store image and perceived risk are antecedents to 

perceived value and willingness to buy. These antecedents could be extended to the 

Internet businesses, with some modifications to fit the new environment.  For example, 

store image could be converted to web site reputation.  However, before looking at the 

Internet, it is worth examining already suggested antecedents. 

The Price – Perceived Quality and Value Relationship 

According to Zeithaml (1988), price is given up or sacrificed to obtain a product, which 

is in line with Athtola's (1984) concept of price as a "give" rather than a "get" 

component.  Besides sacrifice, Monroe and Krishnan (1985) have suggested that price 

has an influence on quality perceptions.  Generally, prices can be categorised into two 

categories (objective and perceived price) (Allen, Harrell & Hutt, 1976).  Customers 

cannot always remember the price they paid, but they seem to encode the price in a 

way that attaches meaning (Dickson & Sawyer, 1985), which is consistent with Monroe 

and Krishnan’s (1985) suggestion that perceptions of quality and value are influenced 

by price.  

The Sacrifice – Value Relationship 

As was seen in the previous section, price is an important antecedent to value (Monroe 

& Krishnan, 1985), especially when customers have no other information upon which to 

base a judgment.  As a result, price is associated with quality (Monroe & Krishnan, 
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1985; Monroe & Petroshius, 1981).  Dodds et al. (1991) and Monroe and Krishnan 

(1985) have suggested that price is an indicator of the sacrifice needed to purchase a 

product or service.  Price is not the only sacrifice a customer has to make as customers 

may also have to sacrifice time, physical effort, psychic costs and sensory costs in 

acquiring a product or service (Lovelock, 1994).   

Zeithaml (1988) argued that a customer’s value judgment depends on the sacrifice he 

or she has to make in order to acquire a product or a service.  This is consistent with 

Dodds et al.’s (1991) theory of giving something in exchange for something.  Thus, 

Madan and Suri (2001) suggested that, at a given level of quality, a higher sacrifice will 

reduce value and, for a given level of sacrifice, higher quality will increase value. 

The Product Quality – Value Relationship 

Another possible antecedent to value is product quality (Dodds et al., 1991; Zeithaml, 

1988), which can be defined or approached in many different ways.  Holbrook and 

Corfman (1985) observed that there are as many different definitions of product quality 

as there are writers on the subject, but these definitions can be grouped into two broad 

categories (perceived and objective quality). 

Gavin (1988) suggested four different definitions of quality (transcendent, product 

based, user based and value based), while Holbrook (1994) defined and classified 

quality along three dimensions, which he termed humanistic (qualitative-based and 

features-based), mechanistic (production-based and reliability-based) and operational 

(conceptual). 

Larson and Lusch (1992) defined product quality as a product’s ability to conform, on all 

relevant attributes, to customer requirements.  This definition is similar to Maynes’ 
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(1976) suggestion that quality can be defined as the way in which a variety of a product 

provides the characteristics the individual desires.    

These definitions suggest that perceived quality is an individual’s overall judgment of a 

product’s overall excellence or superiority (Zeithaml, 1988).  Consumer's judgments 

about a product’s overall excellence and superiority is often difficult to measure and, 

therefore, transcendent, user-based and value-based definitions can be subsumed 

under of Gavin’s (1988) perceived quality definition. 

The Perceived Risk – Value Relationship 

Perceived risk can be defined as a consumer’s perception of the uncertainty and the 

likelihood of adverse consequences when buying a product or service (Dowling & 

Staelin, 1994).   This is consistent with Sweeney et al.’s (1999) suggestion that 

perceived risk is a "subjective expectation of a loss," which might include financial loss 

or product failure (Horton, 1976). Jacoby and Kaplan (1972) suggested five risk 

dimensions (financial, performance, psychological, physical and social risks).  

Perceived risk seems to be higher in the Internet environment as buyers do not have 

face-to-face interactions with sellers and transactions are completed in a virtual mode.   

The Store Image – Value Relationship 

If the customers do not process complete information about a store, they make 

inference from available informational cues before forming perceptions of the store 

(Monroe & Krishnan, 1985).  One possible piece of information that can influence store 

image is the merchandise quality the store carries (Baker et al., 1994; Olshavsky, 

1985).   
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On the other hand, image can be expressed as a function of the salient attributes of a 

store that are evaluated and weighed against each other.  Some report store image as 

a multi-attribute model (James, Durand & Dreves, 1976; Marks, 1976).  Lindquist 

(1974) examined nineteen studies and suggested nine different elements in such 

models (merchandise, service, clientele, physical facilities, comfort, promotion, store’s 

atmosphere, institutional and post-transaction satisfaction). Other researchers have 

developed their own models.  For example, Doyle (1974) had five elements (product, 

price, assortment, styling and location), while Ghosh (1990) had eight (location, 

merchandise, store atmosphere, customer service, price, advertising, personal selling 

and sales incentive programs). 

The Brand Image – Value Relationship 

Consumers evaluate a product on the basis of information cues.  Such cues could be 

divided into two categories (intrinsic (e.g. taste, design, performance) and extrinsic (e.g. 

price, brand name, warranties)) (Olson & Jacoby, 1972). In the event that consumers 

are unable to detect a product’s intrinsic quality, they use extrinsic cues to evaluate the 

quality and one extrinsic cue that is often used is brand (Dodds et al., 1991).   

2.6 Traditional Antecedents Related to the Internet Environment 

Consistent with traditional retailing research, customer's online shopping experience 

and an e-tailer’s reputation seem to be positively related to perceived product quality 

(Kerin, Jain & Howard, 1992).  Perceptions of product quality are inversely associated 

with perceived risk and price is positively related to perceived risk (Sweeney et al. 

1999).  
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Customer value is positively associated with experience valence and product quality, 

but negatively associated with price, which is consistent with findings in the brick-and-

mortar context (Dodds et al. 1991; Monroe 1990). Perhaps most importantly, Chen and 

Dubinsky (2003) found that online purchase intention was positively related to 

perceived value, which is consistent with earlier research in non-Internet contexts (e.g. 

Dodds et al. 1991; Monroe 1990; Zeithaml 1988).  

Eighmey (1997) asked respondents to rate 28 commercial web sites and found six 

thematic areas were important to customers (which he termed marketing perception, 

entertainment value, informational value, ease of use, credibility and interactivity).  His 

research suggested that people visit websites for various reasons, as do shoppers in 

traditional retail environments (Tauber, 1972). Kaufman-Scarborough et al. (2002) 

found similar results when examining people’s reasons for surfing the web. 

2.7 Conclusions 

The present chapter looked at value and willingness to buy in a variety of contexts and 

examined some models that have been developed and tested in recent years.  The 

final section of the chapter focussed on variables that previous researchers have 

associated with perceived value and willingness to buy. Antecedents include service 

quality, price, sacrifice, product quality, risk, convenience, trust, wed design and brand 

image. Table 2.1 summarises previous research by referencing key researchers and 

the antecedents they have suggested.  Some of these antecedents were used in 

traditional purchase context models, while others have been used in Internet 

environments.   The research discussed in the present chapter was used to develop the 

model that was the major focus of the present study.  The model was presented in 

Chapter One and is discussed in detail in Chapter Three.   
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Table 2-1: A Summary of some of the Antecedents Related to Value and People’s 
Willingness to Buy from the Internet 

Store Image Price Sacrifice Product Quality Risk 

(Doyle & Fenwick, 
1974) (Monroe, 1976) (Monroe & 

Petroshius, 1981) (Zeithaml, 1988) (Bauer, 1960) 

(Ghosh, 1990) (Monroe & 
Petroshius, 1981) 

(Monroe & 
Krishnan, 1985) (Dodds et al., 1991) (Sweeney et al., 

1999) 

(Bloemer & Ruyter, 
1998) 

(Monroe & Krishnan, 
1985) (Zeithaml, 1988) (Holbrook & 

Corfman, 1985) 
(Sweeney & 
Soutar, 2001) 

(Baker et al., 1994) (Monroe, 1990) (Dodds et al., 1991) (Larson & Lusch, 
1992) 

(Monroe & 
Krishnan, 1985) 

(Olshavsky, 1985) (Zeithaml, 1988) (Madan & Suri, 
2001) (Gavin, 1988) (Horton, 1976) 

(Marks, 1976) (Allen et al., 1976)  (Holbrook, 1994) (Jacoby & Kaplan, 
1972) 

(James et al., 1976) (Dickson & Sawyer, 
1985)  (Maynes, 1976) (Stone & 

Gronhaug, 1993) 

(Lindquist, 1974) (Suri, Manchanda & 
Kohli, 2002)    

Convenience Trust Web Design Affect  

(Alba & Lynch, 1997) (Blau, 1964) (Mardesich, 1999) (Baker et al., 1994)  

(Bellman et al., 1999) (Rotter, 1967) (Mccarthy, 2000) (Balabanis & 
Vassileiou, 1999)  

(Kaufman-Scarborough 
& Lindquist, 2002) 

(Moorman, Zaltman & 
Deshpande, 1992) 

(Chen & Wells, 
1999) 

(Chen & Dubinsky, 
2003)  

(Balasubramanian, 
1997) (Czepiel, 1990) (Schlinger, 1979)   

(Szymanski & Hise, 
2000) 

(Warrington et al., 
2000) 

(Aaker & Stayman, 
1990)   

 (Pugliese & Halse, 
2000) 

(Stern & Lynn, 
1991)   

 (Miyazaki & 
Fernandez, 2000)    
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CHAPTER 3 

THE RESEARCH QUESTIONS AND HYPOTHESES 

3.1 Introduction 

The present chapter is divided into two sections.  The first section discusses the 

research questions that were the focus of the present study, while the second section 

focuses on the various hypotheses that were implicit in the model developed within the 

study. Each hypothesis is described in detail and a summary of the hypotheses is 

provided towards the end of the chapter in Table 3.1. All of the hypotheses were 

derived from the prior research that was outlined in Chapter Two and from the various 

willingness to buy models that were also discussed in Chapter Two.  

3.2 The Research Questions 

Chapter Two suggested that, despite conceptual and empirical research efforts, there 

are several areas in which improvement is desirable. The research problems 

investigated in this study were focused on these areas.   The research problem can be 

divided into two research questions, namely: 

1. What are the antecedents that affect perceived value and, subsequently, 

people’s willingness to buy from the Internet? 

2.  Is willingness to buy from the Internet influenced by whether a product or a 

service is being considered?  

These research questions are discussed in turn. 
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1. What are the antecedents that affect perceived value and, subsequently, 

people’s willingness to buy from the Internet? 

It is generally agreed that convenience and relative price influence people’s 

willingness to buy from the Internet (Korgaonkar & Smith, 1986).  At the same time, 

however, people seem to be concerned about risk (Jayawardhena, Wright & 

Masterson, 2003), trust (Grandison & Sloman, 2000) and site reputation (Doney & 

Cannon, 1997).  Other factors that influence people’s willingness to purchase 

include web design, affect and brand image (REF).  The present study included 

these constructs as antecedents in the Internet model that was presented in 

Chapter One (in Figure 1.1).  

It is also clear that value perceptions influence people’s willingness to buy.  

Consequently, perceived value was included in the model as a mediator between the 

already mentioned antecedents and willingness to buy. 

2. Is willingness to buy from the Internet influenced by whether a product or a 

service is being considered? 

Products and services can be classified as “search” or “experience” offerings based on 

the attributes consumers use in their evaluation.  Many tangible products are classified 

as “search” products as consumers compare such products based on such attributes 

as features, colour and size.  On the other hand, many intangible products, such as 

travel package, are classified as “experience” products as there is an element of “touch 

and feel” before the purchase or consumption or after consumption.  It is not easy to 

describe “experience” products and, consequently, it is suggested that it is easier to 

use the Internet to sell search products than to sell “experience” products (Gupta et al., 

2004).  Consequently, in the present study, the suggested model was evaluated for 
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both a “search” product (a CD player) and an “experience” product (a travel package) to 

see whether purchase context impacted on the suggested relationships. 

3.3 The Hypotheses 

Price is an important reason why consumers buy from the Internet.  Some studies have 

found that consumers believe prices should be lower for online retailers as there are 

lower operating costs (e.g. no retail space costs, minimal staffing) (Fram & Grady, 

1995).  Further, lower prices are seen as motivating consumers to visit a website and 

make online purchases (Eads, 1998).   

Monroe and Petroshius (1981) suggested that perceived value is influenced by quality 

and price and that a customer will evaluate quality and determine its "worth" in terms of 

the price he or she is willing to pay.  In an Internet environment, relative price may also 

have an influence on the perceived quality of the web site, suggesting: 

Hypothesis 1: The relative price of products offered at a web site positively 

influences the perceived value of the web site. 

Dodds et al. (1991) suggested that brand and store names also influence perceived 

quality and perceived value and, therefore, influence people’s willingness to buy.  In 

Internet context, brand image and site reputation can be viewed as the equivalent of 

store image.   

Chen et al. (2003) found that brand image was a surrogate indicator for product quality 

and that it had a positive impact on perceived value. When consumers have a positive 

brand image, they trust a brand more and were, subsequently, more willing to purchase 

the product on the Internet (Alba & Lynch, 1997). Indeed, Chu et al. (2005) found that a 
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positive site reputation increased purchase intentions, especially when the product has 

a weak brand image.  Therefore, it can be suggested that:  

Hypothesis 2: The brand images of the products offered on a web site 

influence the perceived value of the web site, with better 

brands increasing the site’s perceived value. 

 Hypothesis 3: The better a web site’s reputation, the greater the web 

site’s perceived value. 

Sweeney et al. (1999) found that perceived risk had a more powerful effect on 

perceived value than did traditional antecedents, such as perceived product quality and 

perceived relative price. Thus, it can be suggested that” 

Hypothesis 4: The lower the overall perceived risk of a web site, the 

greater the web site’s perceived value. 

A major benefit of Internet shopping comes from the convenience such shopping offers 

as customers can easily locate merchants, find products, compare price and make 

purchases (Balasubramanian, 1997).  In the Internet environment, “search 

convenience” can be expanded into “comparison convenience” as Internet shoppers 

can use search engines to easily compare products and prices. Search engines can 

reduce search effort, thus increasing convenience (Alba & Lynch, 1997).  Further, as 

Internet shopping can be undertaken from any location, it also provides “energy 

convenience” as there is no need to travel to the different stores to buy the product or 

search for information (Kaufman-Scarborough & Lindquist, 2002), which suggests: 

Hypothesis 5: The greater the convenience provided by a web site, the 

higher the perceived value of that web site. 
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Emotion forms part of a consumer’s value shopping experience (Holbrook & Corfman, 

1985).  Sheth et al. (1991, p. 161) suggested that “an alternative acquires emotional 

value when associated with specific feelings or when perpetuating those feelings. 

Emotional value is measured on the profile of feelings associated with the alternatives.”  

The greater the emotion or affect, the greater will be the willingness to buy (Lynch et al., 

2001).  In a traditional retail setting, a positive emotional state of mind influences 

customers' shopping experiences and decision-making processes (Baker et al., 1994).  

Chen and Dubinsky (2003) also found that a positive affect had a positive impact on the 

perceived value of a website (Balabanis & Vassileiou, 1999; Chen & Dubinsky, 2003), 

implying: 

Hypothesis 6: The greater the positive affect of a web site, the greater the 

perceived value of the web site. 

A number of researchers have suggested that trust influences people’s repeat 

purchases (Morgan & Hunt, 1994).  Morgan and Hunt (1994) defined trust as the level 

of confidence a consumer has in a service provider’s reliability and integrity. This is not 

surprising, as keeping promises is critical to the notion of “service” trust (Grönroos, 

1984). In addition, Morgan and Hunt (1994) argued that, although trust is tied to the 

quality of the core service, it will be seen as a benefit of having a long-term relationship 

with a supplier. Dealing with a known and trusted supplier leads customers to feel they 

are being dealt with fairly (Czepiel, 1990). Lynch et al. (2001) and Grefen et al. (2003) 

found that trust in a web site increases the likelihood of purchase and repurchase. 

Consequently, trust influences a consumer’s willingness to continue purchasing (Lynch 

et al., 2001), implying: 
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Hypothesis 7: The greater the trust a consumer has in a web site, the 

greater will be the consumer’s willingness to buy. 

The design of a web site influences surfers’ decisions to continue to explore and, 

subsequently, make a purchase.  Therefore, creating an easy to use web site is critical 

to success (Fenech & O'cass, 2001).  It is important to make Internet surfing as easy 

and painless as possible to attract people to visit the websites and, subsequently, they 

may be attracted to the offerings in the site and make a purchase (Fenech & O'cass, 

2001).  Thus it can be hypothesised that: 

Hypothesis 8: The better a website’s design, the greater the perceived 

value of the website. 

Perceived value has long been associated with consumers’ willingness to buy (Sheth et 

al., 1991).  As was noted in Chapter Two, the present study focused on “value for 

money” as it is the most commonly used approach to measuring value.  While other 

value dimensions have been suggested (Sheth et al., 1991), the decision was made to 

ensure a relatively simple model in this first Internet study. Consequently, the term 

perceived value can be seen as equivalent to value for money in the present study. 

Not surprisingly, therefore, researchers (Chen & Dubinsky, 2003; Dodds et al., 1991; 

Monroe, 1990) have found a positive relationship between perceived value and 

willingness to buy in both on-line and off-line shopping contexts, suggesting:      

Hypothesis 9: The higher the level of perceived value, the higher will be 

people’s willingness to buy. 

Services are riskier than products as they are less tangible (Mitchell, 1999), which 

makes them more difficult to evaluate (Mitchell & Greatorex, 1993).  Online purchasing 
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can also increase evaluation difficulties (Marsden, 1999), hence increasing risk 

perceptions.  A lack of the tangible evidence in services that is offered by conventional 

stores may also increase psychological and physical risk (Murray & Schlacter, 1990) 

and, analogously, a person’s inability to examine physical products prior to purchase 

may result in increased perceived risk being associated with goods being purchased on 

the Internet (Kim & Lennon, 2000).   

As noted earlier, two types of products were examined in the present study.  One was a 

tangible product (CD players) and the other was an intangible service (travel 

packages).  The CD players were less risky purchases as they are standardised 

products with common features, while travel packages are not.  Lynch et al. (2001) 

have suggested that online trust differs by product (better buying a CD player and a T-

Shirt), leading to the suggestion that:  

Hypothesis 10: People will be more willing to buy CD players from the 

Internet than they will be willing to buy travel packages. 
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Table 3-1: Source of the Present Study’s Hypotheses 

  Monroe et 
al. (1981) 

Dodds et al. 
(1991) 

Sweeney et 
al. (1999) 

Monroe et 
al. (1985) 

Gefen at. 
al.(2003) 

Added in 
this 

research 

 Perceived Value is 
by: 

      

H1 Relative Price (+) *      
H2 Brand Image (+)  *     
H3 Site Reputation (+)  *     
H4 Perceived Risk (-)   *    
H5 Convenience (+)      * 
H6 Affect (+)      * 
H7 Trust (+)      * 
H8 Web Design (+)      * 
        

 Willingness to Buy 
is influenced by 

      

H9 Perceived Value (+)    *   

        

 Differences 
between two 
websites 

      

H10 Differences in the 
Two Datasets 

     * 

        

 

3.4 Conclusions 

While Chapter One presented the initial model that was examined in the present study, 

the present Chapter outlined the research questions and specific hypotheses within the 

model in more detail. The next Chapter outlines the development of the model, the data 

collection approach used and the steps involved in the analysis of the data obtained 

within the study 
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CHAPTER 4 

THE PRESENT STUDY  

4.1 Introduction 

As outlined in Chapter 2, perceived value is likely to be an important determinant of 

people’s willingness to buy in an Internet environment, especially as customers often 

must decide whether there is value before they surf a website or make a purchase 

decision.  However, our understanding of perceived value in this context is relatively 

poor, as most Internet studies have focused on customer satisfaction, while most 

perceived value studies have focused on traditional brick-and-mortar retail businesses.  

As the Internet is becoming a more pervasive purchase option, attention needs to be 

paid to perceived value in Internet contexts and, as noted in Chapter One, the present 

study was an attempt to examine a willingness to buy model in such a context.  Given 

the hypotheses that were be discussed in Chapter 3, a model was developed, which is 

presented in Chapter One and is discussed in detail later in this Chapter.  First, 

however, the present study’s objectives are outlined. 

4.2 The Objectives of the Present Study 

Despite the increase in research into perceived value, there has not been a significant 

study of perceived value in an Internet context.  A major purpose of the present study 

was to extend brick-and-mortar retail value studies into an Internet environment to see 

whether the same perceived value attributes were relevant and whether similar 

decision models held.  As noted in Chapter Three, the specific objectives of the present 

study were to: 
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• Determine the antecedents that have an impact on perceived value and 

willingness to buy in an Internet context 

• Determine if perceived value differs between the two product types (designed to 

have different risk levels) that were examined in the present study. 

It would be impossible to include all of the antecedents that have been suggested as 

having an impact on perceived value into a single model.  However, it was hoped that 

the antecedents included would provide a better understanding of people’s willingness 

to buy in an Internet environment.  Consequently, the model that was presented in 

Chapter One was examined in the present study and is discussed in the next section of 

this Chapter 

4.3 The Initial Model 

As noted earlier, the present study investigated the antecedents that might affect 

perceived value and, subsequently, people’s willingness to purchase in an Internet 

context.  The preliminary model, from which the hypotheses discussed in Chapter 

Three were derived, which was presented in Figure 1.1, is shown again in Figure 4.1 

for convenience.  The model combines the work of various researchers (as discussed 

in Chapter 2) and assumes that brand image, site reputation, relative price, perceived 

risk, convenience, affect and trust influence perceived value, which, in turn, influences 

willingness to purchase.  The procedures used to test this model are discussed in a 

subsequent section of the present Chapter. 

It was noted from the previous studies, that many things affect the perceived value, 

such as store image, brand image, perceived quality and perceived price (Sweeney et 
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al. 1999; Dodds et al. 1991).  However, these antecedents have been tested in 

traditional stores, but have not been tested in an Internet environment. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.1: A Preliminary Internet Website Model 

The preliminary model was developed for the Internet environment by combining 

suggestions by Lynch et al. (2001), Szymanski (2000), Sweeney et al. (1999) and 

Dodds et al. (1991).  The suggested model assumes that brand image and site 

reputation influence perceived value and willingness to buy from an Internet website.  

This is consistent with Dodds et al. (1991), who showed that brand name and store 

name impact on perceived value.  In order to drive traffic and generate transactions 

from an Internet web site, the web site must be reputable and the brand of the product 

that it carries must be of a “known brand” (Page & Lepkowska-White, 2002). 
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Customers will purchase from a particular web site when they perceived that the 

transaction has low risk.  In traditional businesses, a customer can visit a store to 

determine its credibility, as well as examine the quality of a product before making a 

transaction.  But, in an Internet environment, customers can only determine the 

credibility of a website or the quality of a product by inference from “known” knowledge, 

such as the reputation of the website or a product’s brand name.  It is reasonable to 

assume that perceived risk will be higher if the reputation of the website and the 

product’s brand are “not known” (Page & Lepkowska-White, 2002). 

Sweeney et al. (1999) found that perceived risk (both performance and financial risk) 

had a greater impact on perceived value than did traditional antecedents, such as 

perceived product quality and perceived price.  It was also found that perceived product 

quality had an inverse relation with perceived performance financial risk.   In an Internet 

context, if the product’s brand is not a reputable brand, the perceived risk of the 

transaction will be increased.   

Monroe and Krishnan (1985) found that perceived price was positively relayed to 

perceived quality. However, the higher the price, the higher will be the perceived 

sacrifice, thus reducing perceived value. The suggested model assumes that, if the 

price of a product shown on a website is high compared to other similar products 

(relative price), perceived value will be lower.      

Szymanski et al. (2000) found that convenience and web design also influenced 

shopper satisfaction, while Eggert and Ulaga (2002) found that perceived value 

influenced customer satisfaction, which, in turn, impacted on post-purchase behaviour.  

It is not unreasonable to assume that convenience and web design also impact on the 

perceived value of a website.  Lynch et al. (2001) found that the affect and trust of a 
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website increased the likelihood of purchase and repurchase.  If perceived value is a 

mediating variable to purchase and repurchase, it is reasonable to assume that affect 

and trust also influence perceived value. 

Sweeney et al. (1999) and Dodds et al. (1991) found that the higher the perceived 

value, the greater the willingness to purchase.  The suggested model also assumes 

that the higher a customer’s perceived value of a website, the higher will be the 

customer’s willingness to purchase.   The model, therefore, suggests that brand image, 

site reputation, relative price, convenience, affect, web design and trust are 

antecedents to perceived value.  The model also suggested that brand image and site 

reputation also impact on perceived risk, which, in turn, influences perceived value.  

Finally the model also assumes that the higher the perceived value, the higher the 

willingness to buy. 

4.4 The Constructs Included in the Model 

This section provides an overview of the way the various constructs that were included 

in the mode were measured in the present study.  Scales from prior research were 

used to measure the constructs wherever possible, although some of the scales were 

modified to fit the Internet environment.   

Affect 

Emotion forms part of a consumer’s value chain (Holbrook & Corfman, 1985).  Sheth et 

al. (1991) suggested that, if there is affect among alternatives, there is likely to be a 

positive response from the customers.  The 4-item developed by Lynch and Beck 

(2001) was used to measure affect in this study. 
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Brand Image 

The brand image construct included in the model asked about the brand names of 

products sold in the website.  Since people cannot inspect such products prior to their 

purchase, customers often have to depend on a known brand as a proxy for product 

quality.  The 4-item scale developed by Dodds et al. (1991) was used to measure brand 

image in the present study. 

Convenience 

One of the reasons cited for the increased use of the Internet for business transactions 

is its convenience as consumers can shop at any time and it is often easy to search for 

a product (Bellman et al., 1999).  The 3-item convenience scale suggested by 

Szymanski and Hise (2000) was used in this study. 

Perceived Risk 

Perceived risk is a person’s “subjective expectation of a loss” (Sweeney & Soutar, 

2001).  It is generally assumed that the risk factor in the Internet environment is higher 

than it is in traditional business environments because customers cannot inspect goods 

prior to purchase. The physical location of the business is often also not known to the 

customers.  Perceived risk was measured in the present study through the 4-item scale 

suggested by Sweeney et al. (1999).   

Perceived Value 

As noted in Chapter Two and Chapter Three, the focus of perceived value in the 

present study was on its value for money dimension.  Dodds et al. (1991) developed a 
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widely used 5-item value for money scale that was adapted for use in the present 

study. 

Relative Price 

Relative price can be defined as a consumer’s perception of the product’s price 

compared to other brands of the same product with similar specifications.  A 3-item 

measured taken from Sweeney et al. (1999), which compared the price of the good to 

other brands with equivalent features, was used to measure relative price in the present 

study as it allowed price to be measured independently of quality of the product. 

Site Reputation 

In brick-and-mortar businesses, customers often make inferences from available 

informational cues before they decide to buy from a particular store (Baker et al., 1994; 

Monroe & Krishnan, 1985).  In an Internet environment, customers also make 

reputational inferences from the information available on the website and determine if 

they want to do business with a web company.  The four-item scale used to measure 

reputation in the present study was adapted from Baker et al.’s (1994)  study. 

Trust 

Trust comes from the reliability and integrity of partners in an exchange relationship 

(Morgan & Hunt, 1994).  Traditionally, trust is an after effect of purchase and use.  In an 

Internet environment, however, trust is needed before transactions occur.  If a customer 

distrusts a website, it is unlikely that he or she will purchase anything from the website 

(Lee & Tan, 2003).  Lynch and Beck’s (2001) 3-item scale was used to measure trust in 

the present study  
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Web Design 

The objectives of better web design are to attract customers to the website and 

generate transactions through the website. Web design should be attractive, 

meaningful, interactive and easy to use (Aaker & Stayman, 1990; Chen & Wells, 1999).  

Szymanski and Hise’s (2000) 3-item scale was used to measure the web design 

construct in the present study. 

Willingness to Buy 

The study’s model suggests that, if customers perceive a product or service is of value, 

it is likely they will buy.  While a number of willingness to buy scales have been 

suggested, it was decided to use the 3-item scale developed by Dodds et al. (1991) as 

it has been widely used in similar research in traditional shopping contexts.   

As can be seen from Table 4-2, ten constructs were included in the initial model and 

they were measured based on scales developed in a number of previous studies.  

Before the model could be tested, however, data had to be collected and the next 

section discusses the sample used to collect the data that was used in the subsequent 

data analysis. 
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Table 4-1: A Summary of the Scales Used to Measure the Model’s Constructs 

 Scale Number of 
Items 

Sources 

1. Experience (Affect) 4 (Lynch & Beck, 2001) 

2. Brand Image          
(Product Quality) 

4 (Dodds et al., 1991)  

3. Convenience 3 (Szymanski & Hise, 2000) 

4. Perceived Risk 4 (Sweeney et al., 1999) 

5. Perceived Value 5 (Dodds et al., 1991) 

6. Relative Price 3 (Sweeney et al., 1999) 

7. Site Reputation    (Store 
Image) 

4 (Baker et al., 1994) 

8. Trust 3 (Lynch & Beck, 2001) 

9. Web Design 3 (Szymanski & Hise, 2000) 

10. Willingness to Buy 3 (Dodds et al., 1991) 

 

4.5 Questionnaire Design 

Having chosen scales to measure the constructs, the next step was to design a 

questionnaire that included the scales described in the previous section.  In the present 

study, Likert-type disagree-agree scales were used and respondents were asked to 

indicate their agreement or disagreement on a series of items.  The Likert scale is 

widely used (Malhotra, 1996) as it allows respondents to express the intensity of their 

feelings and perceptions and, at the same time, is easy for the respondents to 

comprehend (Churchill, 1985).  Generally, the Likert scale is treated as interval scale 

without the loss of information (Malhotra, 1996) and this was done in the present study.  

A number of issues were considered in developing the questionnaire, including using: 
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- An odd number of responses. 

- A five-category response option. 

- A forced choice option. 

- A balanced response option.   

- Only positive items. 

There had been a great debate as to the appropriate number of responses to use on a 

Likert scale an whether there should be an even or an odd number of responses.  

According to Malhotra (1996), the Likert scale should have an odd number of 

responses, so respondents can show a neutral response and the questionnaire was, 

consequently, designed with an odd number of responses.   

The appropriate number of responses must also be decided.  If there are too few 

categories, the resulting scale may be too coarse and have little variability.  On the 

other hand, if there are too many response categories, respondent’s may not be able to 

discriminate between the various options, leading to unreliable data (Guilford, 1954).  

Further, there is a relationship between the number of response categories and the 

reliability of the scale (Churchill & Peter, 1984).  It seems that Likert scales should have 

between five and nine response options (Dillon, Madden & Firtle, 1990; Malhotra, 

1996).   

How the data are to be analysed and used should also influence the number of 

responses.  In situation where several scale items are added together to produce a 

single scale for each respondent, five responses are sufficient. The same is true if a 

researcher wishes to make generalisations and group comparison (Malhotra, Hall, 
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Shaw & Oppenheim, 2004).  As an online survey was used and it was felt respondents 

may find it difficult to differentiate in this context and as the items were combined to 

produce a single scale, a five-point Likert scale was used in the present study (Alwin, 

1997; Givon & Shapira, 1984; Stem & Noazin, 1985). 

The questionnaire used a forced choice option that required respondents to express an 

opinion. A “no opinion” or “not applicable” option was not provided as most respondents 

should have an opinion about the issues included in the survey (Wong, 1999).  A 

balanced response categories scale was used as the number of favourable and 

unfavourable responses was the same, which is accepted practice when using a Likert 

scale (Wong, 1999).   

While it may be useful to include positively and negatively worded items, as it reduces 

potential halo effect.  But there is a price to pay for including the positively worded and 

negatively worded items.  Foe example, in the process of refining the SERVQUAL 

scale, Parasuraman et al. (1991) discovered that negatively worded items were 

troublesome for a variety of reasons, namely: 

1. The standard deviations of negatively worded items were consistently higher. 

2.  Negatively worded items were seen to be more awkward and less meaningful to 

respondents than were positively worded items.   

3. Negatively worded items were consistently reduced the various scales’ reliability. 

Consequently, only positively worded items were used in the present study. 

There were three parts to the questionnaire.  In the first part, two questions asked 

about respondents’ Internet use.  The second part was divided into two sections; one 
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for each website.  Each of these sections had 36 statements to which participants were 

asked to respond using a 5-point Likert type scale.  The 36 statements were developed 

from existing scales, as was discussed in the previous section.  There were ten 

questions in the final section of the questionnaire.  Four questions focused on 

respondents’ Internet access, while six questions obtained a small amount of 

background information (e.g. age, gender, income and educational background).  

4.6 Data Collection and Sampling 

4.6.1 Sample Size 

The determination of the sample size was based on suggestions by Tabachnick and 

Fidell (1996).  They cautioned that if the sample is small, the correlation coefficients 

may be less reliable.  As a rule of thumb, Comrey and Lee (1992) described a sample 

of 50 as very poor, 100 as poor, 200 as fair, 300 as good, 500 as very good, and 1,000 

as excellent.  However, Tabachnick and Fidell (1996) argued that sample size should 

be thought in terms of the number of respondents for each free parameter and 

suggested that 10 respondents for each estimated free parameter was adequate.  As 

there were 36 free parameters in the hypothesised model, it was felt that a sample of 

around 350 would be adequate.   

As the study was designed to examine people in an Internet context, a common 

approach to accessing respondents was established.  Respondents had to have 

previously surfed the Internet for information, to make a purchase or to compare prices.  

Respondents were a convenience sample of students who were selected from a 

number of tertiary educational institutions to which the researcher had access, namely: 
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• The University of Western Australia (Singapore campus) 

• Singapore Management University 

• The National University of Singapore 

• Nanyang Technological University (Singapore) 

• The National Institute of Education (Singapore).   

• Ngee Ann Polytechnic (Singapore) 

Thus, the present study used a student sample.  Past studies, such as those by 

Agarwal et al. (2001) and Dodds et al. (1991) also used student samples.  Student 

samples are acceptable when examining models, where it is more important to have a 

homogeneous sample and where there is no wish to generalise results to another 

population (Calder, Phillips & Tybout, 1981).  As noted earlier, a prerequisite for the 

selection of respondents was that they must have previously surfed the Internet and to 

have access to a computer that was linked to the Internet.  As respondents were 

students from various tertiary educational institutions, their socio-economic and ethnic 

backgrounds were not considered important to the present study and were collected for 

reference purpose only. 

4.6.2 Data Collection Approach 

The data collection method should be based on the research problem being 

investigated (Kerlinger, 1986). In this study, a non-experimental approach was used. 

Kerlinger (1986, p. 348) defined non-experimental research as “systematic, empirical 

inquiry in which the scientist does not have direct control of independent variables 

because their manifestations have already occurred or because they are inherently not 
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manipulable.” While experimental research generally provides high internal validity, its 

lower external validity and artificiality are problems (Churchill, 1985; Cook & Campbell, 

1979; Kerlinger, 1986). As the present study was an attempt to provide insight into how 

consumers purchase from the Internet, external validity was an important criterion. 

Consequently, a non-experimental approach was seen to be suitable.  Non-

experimental research can use observation or surveys (Churchill, 1985; Kerlinger, 

1986). In this study, a survey was used as the data needed could not be directly 

observed. 

Following Lynch and Becks’ (2001) suggestion, a web-based survey was used in the 

present study.  Respondents were asked to visit two websites as if they were 

purchasing a CD player and a travel package and to then answer a series of questions 

about their experience on the two sites. Such a web-based survey was seen as an 

appropriate mode of data collection for the study as respondents need to access the 

Internet to evaluate the web sites before answering the various questions (Dillman, 

2000).  Web surveys are not as widely used as traditional questionnaires and, as a 

result, there has been some concern about their representativeness because of the 

need to have a computer, as well as access to the Internet.  However, as the present 

study was concerned about Internet shopping this issue was less relevant.  Further, as 

already pointed out, respondents came from a convenience sample of students.   

Consequently, a web-based survey was used in the present study. 

There were many advantages to using a web-based survey in the present study.  Costs 

were lower because printing and postage, or interviewers, were not required.  Further, 

the time taken to collect data (sending the questionnaire and receiving the data) was 

much shorter than for traditional mail surveys.  Other advantages include the web-

based survey’s ability to direct respondents to different questions according to 



 

 

61

preceding answers (e.g. if the answer to the previous question was no, then skip the 

next section) without the need for “intervention” by respondents.  Data entry error was 

minimised as no data entry was needed as the data can be easily be imported into any 

of the statistical analysis format (Dillman, 2000) 

There were some concerns besides the issues of representative of the population, 

which include the colour appearance on the computer screen, as well as accessibility 

and the survey’s navigating interface (Dillman, 2000).  To ensure that this problem was 

minimised, the latest version of HTML was used for the web survey.  Technical testing 

was carried out with different operating systems for common computers to ensure they 

would not have problems with in accessing or navigating through the relevant web 

pages.   The students who were recruited to participate in the study had access to state 

of the art computers that were widely available on the various campuses.  

Consequently, such interfacing problems were minimised.   

4.6.3 Collecting the data 

In the present study, respondents were asked to visit two websites as if they were 

purchasing a CD player and a travel package and to then answer a series of questions.  

As noted in Chapter Three, the two products were chosen as one was tangible and the 

other was intangible.  There have been studies that suggest intangible products were 

seen to have higher risk than tangible products (Mitchell, 1999). 

Ten websites that sold each product were randomly selected (as discussed in 

Appendix I).  The ten websites were chosen from the top fifty websites listed from 

Google search engine (under “CD player” and “tour or holiday package” search).  All of 

the websites were evaluated and selected based on the information available on the 

website to ensure the sites included detail descriptions of their products, as well as 
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their prices and to ensure that the websites allowed people to make purchase from the 

website.  

The questionnaire had three parts.  In the first part, a predetermined URL address for a 

web site that sold a CD player appeared and respondents were asked if they had been 

to the website before. If they had not, they were asked to surf that website.  If they had 

visited the site, another website from a pre-determined list was randomly generated, 

until the respondent entered a previously unused site, which they were asked to surf.  

Respondents were free to browse the website and look for a CD player.  When 

respondents were satisfied that they had found a CD player they were interested in 

purchasing, they were asked to leave the website and answer a series of questions.   

In the second part of the questionnaire, respondents were asked to look at a travel 

package website they had not previously visited and, after finding a package in which 

they were interested, respond to the same series of questions.  In the final part, 

respondents answered a series of background questions, such as their age, gender, 

household income, educational level and occupation. 

4.6.3.1 Pre-Testing  

A pre-test was conducted after the initial questionnaire has been completed, but before 

the final data set was collected.  The purposes of the pre-test were to: 

- Uncover biased or ambiguous questions. 

- Determine a logical sequence of questions. 

- Assess the questionnaire’s layout. 

- Ensure instructions were sensible and easy to follow. 
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- Estimate the time needed to complete the questionnaire (Wong, 1999). 

A pre-test of 30 respondents (using face-to-face interviews) was undertaken in which 

respondents were asked to explain the meaning of the questions or statements.  After 

the face-to-face interview, respondents were asked to complete the questionnaire 

online in the manner in which the final data were to be collected.  A “debrief” session 

was organised when respondents had completed the web survey (Malhotra, 1996) and 

they were asked to comment on their experience with the web survey in terms of its 

complexity, the flow of the questions, the web sites they were asked to access and the 

time it took to complete the survey. 

After this feedback, some of the instructions were changed and some of the words in 

the various items were rephrased, although there were no changes to the underlying 

meanings of these items.   In order to increase the speed of surfing the website, an 

improved version of Internet Explorer was used.   

After the modifications were made on the questionnaire and the change of Internet 

Explorer engine, 30 new respondents were invited to participate in the second phase of 

the pre-test.  No changes were suggested by this group and the web survey was 

implemented.  

4.6.3.2 Data Collection 

Student databases used to identify potential respondents.  E-mail invitations to 

participate were sent to people in the databases by the participating institutions to 

ensure student privacy.  The e-mail explained the objectives and purpose of the 

questionnaire and invited the students to participate in the survey.  An e-mail contact 

address was listed in the e-mail in case respondents had an inquiry or wished to seek 
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clarification.  A total of 380 students were invited to participate in this survey, of whom 

362 participated, providing a response rate of 95 percent.  After data cleaning, the 

usable data set included 342 respondents (a response rate of 90 percent), which is 

much better than the typical response rate for web survey, which has been estimated to 

be between 20 to 40 percent (Wilson, 2003).  This good result can be attributed to the 

pre-existing relationship between the students and the institutions that assisted in 

recruiting the students for this study.  The questionnaire was self-administered and web 

based, enabling the data to be collected electronically.  Respondents were free to 

terminate at any time, although clearly very few chose to do so. 

As already noted, the questionnaire (which is shown in Appendix II) included well-

established and previously used constructs, where possible.  In some cases, the 

constructs had items added or items were modified to better reflect the Internet 

environment based on the literature review and feedback from the first pre-test group.   

The final web survey included an introduction that assured respondents of anonymity, 

as well as instructions and the four sections of questions.  The introduction outlined the 

purpose of the study and highlighted that the study was an attempt “to understand the 

willingness to buy associated with the various attributes of Internet websites.”  The 

introduction also informed potential respondents that those who participated in the 

survey were eligible to enter a lucky draw for two $50 Shopping Vouchers, which was 

an incentive for respondents to complete the survey.  Additionally, the introduction gave 

details about the researcher and contact details in case respondents wished to seek 

clarification about the survey or the study. 

Respondents initially answered six questions that asked about their Internet use and 

provided a profile of the respondent and their familiarity with using and purchasing from 
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the Internet.   The next section started the main part of the data collection as described 

earlier in this Chapter, in which respondents surfed to a CD player and a travel tour 

website and answered the various questions developed to measure the constructs of 

interest.  Finally, respondents answered six questions that asked about their age, 

gender, household income, educational level and occupation.   Respondents who 

wished to get a summary of the findings, or who were interested in participating in the 

lucky draw, were then asked to provide an email address for this purpose. 

4.7 Data Analysis 

A number of statistical procedures were used to explore the data that were collected in 

the present study.  The data analysis can be divided into three phases, which are 

outlined in subsequent sections. 

Phase One –Descriptive Statistics 

Initially, descriptive statistics, including means and standard deviations, were 

calculated.  These statistics were used to examine differences in the data, uncover 

potential data issues and obtain a feel of the data.  In addition, the initial stages of the 

data analysis examined whether missing data were likely to cause problems in 

subsequent analysis.  The study also examined the impact the different product types 

had through a series of T-tests and ANOVAs.   

Phase Two – Testing the Reliability of the Constructs 

The second stage of the data analysis examined the reliability of the various constructs 

included in the model using Cronbach’s (1951) coefficient alpha.  This phase of the 

analysis was undertaken to ensure that the constructs were reliable in an Internet 

environment as many of the scales had not previously been used in such a context. 
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Phase Three – The Development and Testing of the Structural Model 

Structural Equation Modelling (SEM) was used to estimate the multiple and interrelated 

dependence relationships among the various constructs (Hair, Anderson, Tatham & 

Black, 1998).  Such an approach can be used to establish the nature and strength of 

the relationships between the various constructs and test the hypotheses that were 

outlined in Chapter Three. Since the constructs were based on existing scales, 

Confirmatory Factor Analysis (CFA) was used to evaluate the scales.  Specific 

constructs were evaluated based on their error variance, modification index and 

residual covariation (Anderson & Gerbing, 1988).   

The number of observed variables in the present study was very large and it is 

impractical to include all of the items as individual measures.  Consequently, a partial 

disaggregation approach was used (Bagozzi & Foxall, 1996; Bagozzi & Heatherton, 

1994).  The partial disaggregation approach reduces the number of observed variables 

included in the structural model as each of the observed indicators is a composite of 

individual items.  The partial disaggregation approach ensured a satisfactory ratio of the 

sample size to the parameters to be estimated and reduced the measurement error in 

the observed indicators, thus providing better fitting solutions (Bentler, 1989). 

The approach is a compromise between a total aggregation approach and a total 

disaggregation approach.  In the total aggregation approach, a single value is used for 

each construct, which is derived by combining all of the items used to measure a 

construct.  In the total disaggregation approach, single items are used as multiple 

measures of each construct.  The total aggregation approach suffers from a loss of 

information, as the distinction between items is lost, while the total disaggregation 



 

 

67

approach may result in greater random errors given the many parameters that are 

estimated (Bagozzi & Foxall, 1996; Bagozzi & Heatherton, 1994).   

Structural Equation Modelling has two stages.  The measurement model, which is 

concerned with the measurement properties of the constructs, is examined first, while 

the structural model, which is concerned with the relationships, or paths, between the 

constructs, is estimated in the second stage (Anderson & Gerbing, 1988).  All of the 

variables in the structural model were “latent variables” as they were not measured 

directly.  As a result, there is error in their measurement (Rigdon, 1994) and SEM can 

take this error into account when estimating the model’s path coefficients (Hair et al., 

1998). 

Both of the SEM phases were estimated using the AMOS 4.0 software’s (Arbuckle & 

Wothke, 1999), Maximum Likelihood Estimation (MLE) procedure that allows a 

researcher to: 

a. “Determine if the causal processes under study are represented by a series of 

structural (regression) equations, and 

b. Model these structural relations pictorially to enable a clearer conceptualizations 

of the theory under study” (Byrne, 2001, p.3). 

The assessment of the measurement and structural models involves the calculation of 

the fit between the observed results and the parameters predicted by a hypothesised 

model.  There is disagreement as to how this fit should be measured, although there is 

general agreement that several fit measures should be used concurrently to determine 

model fit (Dabholkar, 1996; Hair et al., 1998; Joreskog & Sorbom, 1993). 
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The structural model’s fit in this case was evaluated using a number of indices, 

including the Goodness of Fit Index (GFI), the Comparative Fit Index (CFI), the Normal 

Fit Index (NFI) and the Root Mean Squared Error of Approximation (RMSEA), as 

suggested by Gerbing and Anderson (1992).  Discriminant validity was determined by 

comparing the shared variances between the constructs with the average variance 

extracted (Fornell & Larcker, 1981).  

4.8 Conclusions 

An Internet model was developed from previous research and data were collected from 

a convenience sample of students to test the suggested model.  As was mentioned 

earlier in the present chapter, the initial model included a number of interrelated 

constructs that came from the study’s hypotheses, which were discussed in detail in 

Chapter Three.  The results obtained from the various data analysis phases that were 

designed to examine these hypotheses are presented in subsequent chapters. 
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CHAPTER 5 

PRELIMINARY DATA ANALYSIS 

5.1 Introduction 

The present chapter examines respondents’ background profiles.  The results of the 

preliminary data analysis are also provided in the form of the descriptive statistics for 

the various scales that were used to measure the constructs included in the model.  

5.2 A Profile of the Sample 

As discussed in the previous Chapter, students from six universities and colleges in 

Singapore were invited to participate in the present study and responses were obtained 

over a period of four months.  A total of 380 students were invited to participate in the 

study, of which 342 provided useful data (a 90 percent response rate). 

About two-third of respondents were currently pursuing a diploma in one of the local 

Singaporean institutions, 16% were undergraduate students and 12% were pursuing 

graduate degrees.  Respondents were 52% male, while 56% were twenty-five years of 

age or older.  Table 5-1 and Table 5-2 show the respondents’ Internet experience and 

use patterns.  More than 95% had used the Internet for at least 12 months and more 

than two-thirds use the Internet at least once a day. Only 25% reported making Internet 

purchases during the past 12 months, however. This finding is consistent with a recent 

study by the Infocomm Development Authority of Singapore (IDA), which  found 21% of 

those who surfed the Internet regularly made purchases from the Internet (Soh, 2003).  

Sixty three percent of the respondents who had made purchases were males. 
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Table 5-1: Respondents’ Internet Experience 

Use of Internet Frequency (%) 

Less than 3 months 1.2 

3-5 months 0.9 

6-11 months 1.5 

12 months or more 96.3 

Table 5-2: Use Pattern: Access to the Internet 

Access to Internet Frequency (%) 

Everyday including weekends 64.1 

At least once every working day 1.2 

3 to 4 times per week 12.3 

2 to 3 times per week 2.1 

Only in weekends 14.1 

About once a week 0.9 

About once every two weeks 4.0 

Less than once a month 1.2 

 

The ten most commonly purchased items were concert or event tickets (34%), books 

(33%), clothes or shoes (26%), flowers (18%), DVDs or Video cassettes (16%), travel 

products (tickets, car hire, hotel, and so on) (16%), music (CDs, MP3 and so on) (15%), 

food and groceries (11%), news articles or subscriptions (10%) and sporting goods 

(10%).  The purchase patterns  were similar to those found in Phelan’s (1996) Internet 

Selling Matrix and Wee and Ramachandra’s (2000) suggestions about the tendency for 

people to purchase low risk, low cost products on the Internet.   
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The median amount spent by those who had purchased from the Internet over the past 

12 months was $300.  Those who purchased from Internet also used the Internet to find 

out about other people’s opinions (82%), to find something interesting (79%), to 

compare price (74%), to visit supplier’s website (73%) and to find product reviews 

(68%).  Those who reported never purchasing from the Internet presented as reasons:  

• No credit card (37%). 

• “Don’t trust the Internet” (15%). 

• Prefer brick-and-mortar stores (13%). 

• Had no interest in purchasing online (11%). 

Sixty-eight percent of respondents used a desktop computer, while the remaining thirty-

two percent used notebooks computers.  Ninety-nine percent used Windows-based 

operating systems and ninety-eight percent navigated with Internet Explorer   Access to 

the Internet was almost evenly distributed between dial-up lines (27%), 256 kbps 

Broadband (21%) and 512 kbps Broadband (28%). 

5.3 Descriptive Statistics 

As noted earlier, each respondent evaluated a CD-player website and a Travel 

Package website.  Preliminary data analyses included tests for normality, 

multicollinearity and reliability, as outlined in subsequent sections.  The means and 

standard deviations for each item in both the CD-player and travel package websites 

are shown in Table 5-1 and Table 5-2 respectively.  The differences in the means and 

the size of the standard deviations suggested that all of the items provided some 
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information as respondents had a range of views about the different items for each of 

the constructs.   

Tests for Normality 

Structural equation modelling is sensitive to the distribution pattern of the data, 

especially in the area of multivariate normality.  A lack of multivariate normality inflates 

the chi-square goodness of fit statistic, reducing the likelihood of finding an acceptable 

fit (Bentler, 1990; Hair et al., 1998).  However, in the present study, all of the items had 

skewness and kurtosis values that lay between –1 and +1 (as shown in Table 5-1 and 

Table 5-2), which suggests the data were sufficiently normal to be analysed using 

maximum likelihood estimation procedures (Kline, 1998).  Hair et al. (1998, p. 71) have 

suggested that, “although univariate normality does not guarantee multivariate 

normality, if all variables meet this requirement, then any departures from multivariate 

normality are usually inconsequential.”  Thus, the data were treated as multivariate 

normal in subsequent analysis. 

5.4 Multicollinearity Tests 

The multicollinearity among the various items in the questionnaire was assessed by 

examining item-to-item correlations.  Hair et al. (1998) suggested that any pair of items 

with a correlation greater than 0.90 may create multicollinearity problems in subsequent 

data analysis.  An examination of the correlations for both websites, which are shown in 

Appendix III and IV, found that all of the correlations were below 0.90 (ranging from 

0.01 to 0.71 for the CD player websites and 0.02 to 0.80 for the travel websites).  

Therefore, multicollinearity was not seen as a major issue in the present study. 
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Table 5.1: Descriptive Statistics – CD Player Websites 
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11 My visit to this web site was exciting 3.18 0.94 -0.007 -0.296 
17 I was enthusiastic about surfing this web site 3.12 0.89 -0.110 -0.231 
22 My visit to this web site was enjoyable 2.99 0.86 0.276 -0.055 A

ffe
ct

 

29 I was surprised about this web site 3.03 0.95 0.083 -0.235 
1 The CD player is likely to be reliable 2.47 0.81 0.276 0.239 

13 The CD player is likely to be dependable 2.82 0.75 0.103 0.347 
21 The CD player has acceptable quality 2.60 0.77 0.328 0.279 B

ra
nd
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33 The CD player’s brand has a good image 2.73 0.87 0.063 -0.265 

8 My shopping time at this web site was less than when I shop in a 
traditional store 

2.44 1.08 0.344 -0.54 

19 Shopping on this web site was more convenient than at a 
traditional store 

2.75 0.98 0.181 -0.523 
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32 This web site had an easy-to-follow search 2.56 0.99 0.240 -0.265 

5 There is a chance this CD player may not work properly 2.56 0.82 0.233 -0.334 
18 It would be risky to buy this CD player 2.52 0.87 0.259 -0.184 
24 I might lose out with this CD player as it may not turn out the way I 

expect 
2.42 1.03 0.339 -0.683 
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25 The organization that run this web site is likely to keep its promises 2.77 0.71 0.163 0.476 

6 The CD player is good one for its price 2.62 0.77 -0.027 0.033 
14 The CD player would be good value for money 2.75 0.78 -0.056 0.047 
27 The CD player is a good buy 2.83 0.74 -0.174 0.456 
31 The CD player appears to be a bargain 2.77 0.94 0.094 -0.044 Pe
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36 It would be economical to purchase this CD player 2.96 0.82 0.176 0.410 
2 The CD player’s price is good compared to others with similar 

features 
2.56 0.80 0.097 0.056 

16 The price of the CD player was good compared with other 
products with similar features 

2.75 0.77 0.069 0.577 
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23 I would seriously consider buying the CD player at the price shown 2.84 0.83 0.026 -0.101 

4 The web site offers good quality merchandise 2.69 0.79 0.256 0.353 
10 This web site has a good image 2.69 0.96 0.339 -0.014 
28 This web site was a pleasant place to shop 2.87 0.91 0.166 0.026 

Si
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35 The web site provided an attractive shopping experience 3.01 0.87 0.320 -0.007 

7 The web site is trustworthy 2.87 0.79 -0.016 0.221 
30 The web site is run by a large company 2.83 0.87 0.154 0.177 

Tr
us

t 

34 The organization that run this web site can be trusted 2.88 0.81 0.186 -0.012 

9 This web site was easy to use 2.47 1.13 0.337 -0.673 
12 This web site was very uncluttered 2.95 0.90 0.344 0.107 

W
eb
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26 This web site presented its information quickly 2.40 1.07 0.355 -0.687 

3 I would be very likely to purchase this CD player 3.02 0.95 -0.042 -0.498 
15 I would seriously consider buying this CD player 3.14 0.98 -0.070 -0.526 

W
ill
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20 I would be willing to buy this CD player 3.07 0.93 -0.036 -0.447 
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Table 5.2: Descriptive Statistics – Travel Package Websites 
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11 My visit to this web site was exciting 3.20 0.92 -0.047 -0.109 
17 I was enthusiastic about surfing this web site 3.10 0.89 -0.075 -0.172 
22 My visit to this web site was enjoyable 2.96 0.94 0.233 0.053 A

ffe
ct

 

29 I was surprised about this web site 3.02 0.90 0.102 0.002 
1 The travel package is likely to be reliable 2.47 0.74 0.048 -0.046 

13 The travel package is likely to be dependable 2.77 0.71 -0.003 0.514 
21 The travel package has acceptable quality 2.58 0.71 0.141 0.258 B

ra
nd
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33 The travel package’s brand has a good image 2.73 0.81 -0.015 0.207 

8 My shopping time at this web site was less than when I shop in a 
traditional store 

2.24 0.92 0.474 -0.224 

19 Shopping on this web site was more convenient than at a 
traditional store 

2.75 0.91 0.054 -0.297 
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32 This web site had an easy-to-follow search 2.68 0.81 0.508 0.393 

5 There is a chance this travel package may not be properly 
delivered  

2.51 0.81 0.410 0.177 

18 It would be risky to buy this travel package 2.63 0.84 0.041 -0.212 
24 I might lose out with this travel package as it may not turn out the 

way I expect 
2.43 0.82 0.401 -0.309 
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25 The organization that run this web site is likely to keep its promises 2.77 0.69 0.004 0.617 

6 The travel package is good one for its price 2.65 0.75 -0.195 0.237 
14 The travel package would be good value for money 2.72 0.73 -0.220 0.371 
27 The travel package is a good buy 2.82 0.70 -0.344 0.846 
31 The travel package appears to be a bargain 2.83 0.80 0.204 0.655 Pe
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36 It would be economical to purchase this travel package 2.90 0.78 0.207 0.807 
2 The travel package’s price is good compared to others with similar 

features 
2.61 0.76 -0.156 -0.057 

16 The price of the travel package was good compared with other 
products with similar features 

2.78 0.76 -0.027 0.572 
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23 I would seriously consider buying the travel package at the price 
shown 

2.88 0.78 -0.184 0.499 

4 The web site offers good quality merchandise 2.69 0.77 0.175 0.213 
10 This web site has a good image 2.74 0.91 0.448 0.063 
28 This web site was a pleasant place to shop 2.89 0.81 0.303 0.221 Si

te
 

R
ep

ut
at

i

35 The web site provided an attractive shopping experience 2.97 0.83 0.318 0.240 

7 The web site is trustworthy 2.86 0.74 -0.092 0.967 
30 The web site is run by a large company 2.83 0.79 0.093 0.743 

Tr
us

t 

34 The organization that run this web site can be trusted 2.86 0.68 0.002 1.328 

9 This web site was easy to use 2.64 0.97 0.699 -0.165 
12 This web site was very uncluttered 2.99 0.88 0.266 0.199 

W
eb

 
D

es
ig

n 

26 This web site presented its information quickly 2.54 0.83 0.467 0.638 

3 I would be very likely to purchase this travel package 3.02 0.93 -0.026 -0.303 
15 I would seriously consider buying this travel package 3.11 0.95 0.025 -0.234 

W
ill

in
gn

es
s 

to
 B

uy
 

20 I would be willing to buy this travel package 2.98 0.89 -0.011 -0.177 
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5.5 Construct Reliability 

The ten scales included in the model were initially tested for reliability through 

Cronbach’s (1951) coefficient alpha (Nunnally, 1979; Peter, 1979).  Cronbach’s alpha 

shows the relationship between the items in a scale and, generally, it is agreed that the 

lower limit is 0.70, although 0.60 is seen as acceptable for exploratory purposes 

(Nunnally, 1979). The coefficient alphas, as well as the means, medians and standard 

deviations of the various constructs, are shown in Table 5.3 and Table 5.4. 

Table 5.3: Descriptive Statistics and Reliability – CD Player Websites 

Construct Mean Median Standard 
Deviation 

Cronbach’s     
Alpha 

Affect 3.09 3.0 0.79 0.86 

Brand Image 2.64 2.8 0.58 0.79 

Convenience 2.72* 3.0* 0.72* 0.58* 

Perceived Risk 2.52* 2.7* 0.63* 0.65* 

Perceived Value 2.79 3.0 0.60 0.85 

Relative Price 2.78 3.0 0.63 0.76 

Site Reputation 2.87 3.0 0.73 0.82 

Trust 2.85 3.0 0.63 0.80 

Web Design 2.72 2.7 0.68 0.64 

Willingness to Buy 3.04 3.0 0.80 0.84 

* One of the items was removed from the construct 

Some items were removed to improve reliability.  The item “There is a chance this CD 

player may not work properly” was removed from the perceived risk construct, while the 
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item “This web site had an easy-to-follow search” was removed from the convenience 

construct. 

All but one of the scales from the CD player websites had alpha reliabilities above 0.60.  

However, the convenience scale was removed from subsequent analysis due to its 

relatively low reliability (0.58), which suggests there was only a weak relationship 

between the items and that further research is needed to refine this construct before 

including it in further research. 

Table 5.4: Descriptive Statistics and Reliability – Travel Products Websites 

Construct Mean Median Standard 
Deviation 

Cronbach’s     
Alpha 

Affect 2.87 3.0 0.87 0.90 

Brand Image 2.71 2.8 0.60 0.85 

Convenience 2.73* 2.8* 0.77* 0.69* 

Perceived Risk 2.60* 2.7* 0.61* 0.69* 

Perceived Value 2.82 3.0 0.62 0.91 

Relative Price 2.82 3.0 0.63 0.87 

Site Reputation 2.71 2.8 0.70 0.87 

Trust 2.83 3.0 0.59 0.82 

Web Design 2.69 2.7 0.70 0.67 

Willingness to Buy 2.96 3.0 0.80 0.90 

* One of the items removed from the construct 

As with the CD player websites, some items were removed to improve reliability.  The 

item “There is a chance this travel package may not work deliver” was removed from 

the perceived risk construct, while the item “This web site had an easy-to-follow search” 
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was removed from the convenience construct.  All the constructs in the travel package 

website had alpha reliabilities that were above 0.60.  However, the convenience 

construct was excluded from further analysis to maintain comparability between the 

models estimated in both product contexts.  

5.6 Comparing the Two Website Types 

A comparison of the results obtained for the CD player and travel package websites is 

provided in Table 5.5. Most of the constructs were significantly different (p<0.05), with 

the exception of the perceived value, trust, web design and willingness to buy scales.   

However, effect sizes differed by less than 0.25, or one quarter of a point on the five-

point scales used, suggesting there were very few differences in the results at the two 

types of web sites and that the different products did not impact on the results obtained. 

Table 5.5: Comparing the Constructs from the Two Website Types 

 CD Player 
Websites 

Travel Package 
Websites 

Constructs Mean SD Mean SD 

t-statistic Significance 

Affect 3.09 0.79 2.87 0.81 4.29 0.00 

Brand Image 2.64 0.58 2.71 0.60 -1.92 0.06 

Perceived Risk 2.52 0.63 2.60 0.62 -2.07 0.04 

Perceived Value 2.79 0.60 2.82 0.62 -0.99 0.32 

Relative Price 2.76 0.63 2.82 0.63 -1.65 0.10 

Site Reputation 2.87 0.73 2.72 0.70 3.10 0.00 

Trust 2.85 0.63 2.83 0.59 0.43 0.67 

Web Design 2.72 0.68 2.69 0.70 0.70 0.49 

Willingness to Buy 3.04 0.80 2.96 0.80 1.52 0.13 
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5.7 Conclusions 

As noted earlier in the Chapter, respondents were nearly evenly divided between male 

and female, as well as those who were over 25 and those who were under 25. 

Moreover, their reported history of Internet purchases seems consistent with findings 

from a study of the wider Singaporean population.  Nearly all of the scales adapted 

from prior research had reliability scores within an acceptable range.  However, the 

convenience scale, which had a reliability coefficient below 0.60, was removed from the 

analysis.   Further, the data from the two different websites did show some differences 

from a statistical and a managerial point of view that are discussed in Chapter Seven 

and Chapter Eight. 
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CHAPTER 6 

EVALUATING THE MODEL’S CONSTRUCTS 

6.1 Introduction 

The present chapter reports the first steps undertaken to examine the suggested model 

(shown originally in figure 1.1) using Structural Equation Modelling (SEM) procedures.  

SEM is especially appropriate to test a model that is represented as a set of processes 

that generate observations in multiple variables (Bentler, 1988).   Such relationships 

can be represented by a series of structural (or regression) equations that can be 

modelled pictorially. 

As was noted in Chapter 5, only nine constructs had reliabilities of 0.60 or higher, with 

the convenience construct being viewed as unreliable.  Consequently only the nine 

reliable constructs were included in the model that was tested initially.  Following 

Anderson and Gerbing (1998) suggestion, the measurement properties of each of the 

nine constructs were evaluated prior to examining the structural interrelationships within 

the model itself. 

6.2 Construct Reliability   

Construct reliability measures the degree to which relevant items “indicate” a common 

latent (or unobserved) construct. The formula for computing construct reliability is: 
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                  (Sum of Standardized Loadings)2 

Construct Reliability = ________________________________________________________________          (6.1) 
    (Sum of Standardized Loading)2 + Sum of Indicator Measurement Error  

      

Hair, Anderson and Tatham (1998, p. 612) have noted that a “commonly used 

threshold value for acceptable reliability is 0.70, although this is not an absolute 

standard, and values below 0.70 have been deemed acceptable if the research is 

exploratory.”  

6.3 Variance Extracted 

A high variance extracted suggests that the indicators are representative of the latent 

construct.  According to Hair et al. (1998, p. 612), variance extracted  is “quite similar to 

the reliability measure but differs in that the standardized loadings are squared before 

summing them. Guidelines suggest that the variance extracted value should exceed 

0.50 for a construct.” The formula for computing variance extracted is: 

                         Sum of Squared Standardized Loadings Variance  
Variance Extracted =       _____________________________________________________________________       
(6.2) 
 
   Sum of Squared Standardized Loadings + Sum of Indicator Measurement Error  
 

6.4 Confirmatory Factor Analysis 

As was discussed in Chapter 5, the nine constructs that were used in the current study 

were reliable.  However, their measurement properties were examined in more detail 

using confirmatory factor analysis (CFA), as recommended by Hair et al. (1998). CFA 

resembles exploratory factor analysis.  However, variables that are expected to relate 

to each construct are modelled to load onto a single factor and are assumed to have 

zero loadings with other constructs, as discussed in subsequent sections.  
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6.5 Goodness of Fit 

The goodness of fit of the confirmatory model of each construct was assessed through: 

1. The Likelihood-Ratio Chi-Square Statistic, which is the most fundamental 

measure of overall fit and the only statistically based measure in SEM (Joreskog 

& Sorbom, 1993).  The likelihood-ratio chi-square should be low, with a 

significance level greater than 0.05.  This statistic, however, is very sensitive to 

sample size and can suggest significant differences for very small deviations 

(Hair et al., 1998).    

2. The Normed Chi-Square Statistic (Χ2) the ratio of chi-square divided by the 

degrees of freedom. A Normed Chi-square statistic of less than one means that 

the model is “overfitted”.  A Normed Chi-Squared is more than three (or a more 

liberal limit of five) means the model cannot be said to represent the observed 

data (Joreskog, 1970).    

3. The Goodness of Fit Index (GFI) is a non-statistical measure that ranges from 

zero (a very poor ft) to one (a very good fit) with a minimum of .90 suggested as 

appropriate (Arbuckle & Wothke, 1999).  It represents the overall degree of fit 

and is not adjusted for the degrees of freedom in the model  

4. The Adjusted Goodness of Fit Index (AGFI) is an extension of the GFI that is 

adjusted by the ratio of degrees of freedom for the proposed model and the null 

model.  The recommended minimum level in this case is also 0.90 (Arbuckle & 

Wothke, 1999). 

5. The Comparative Fit Index (CFI) performs well with sample sizes between 50 

and 1,600.  The CFI ranges from zero to one and a value close to one indicates 
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a good fit (Bentler, 1990). A CFI of less than 0.90 suggests large amounts of 

variation that remain to be explained (Arbuckle & Wothke, 1999). 

6. The Normative Fit Index (NFI) also ranges between zero and one, but is less 

affected by sample size than is the CFI (Bentler, 1980).  Models with an NFI 

less than 0.90 can usually be substantially improved (Arbuckle & Wothke, 

1999).   

7. The Root Mean Square Residual (RMSR) is the square root of the mean of the 

squared residuals, i.e., the average of the residuals between the observed and 

estimated input matrices.  The smaller the RMSR the better, with an RMSR of 

zero indicating a perfect fit (Arbuckle & Wothke, 1999).  Byrne (2001) has 

suggested that a value less than 0.05 suggests a good fit, while Steiger (1998) 

and Hu and Bentler (1999) have suggested that a value of less than 0.08 is 

acceptable.  

8. The Root Mean Square Error of Approximation (RMSEA) determines how well 

the model with unknown, but optimally chosen, parameter values, would fit the 

population covariance matrix if it were available (Browne & Cudeck, 1993).  As 

the RMSEA takes account of the degrees of freedom in the model being 

estimated, it is sensitive to model complexity. Browne and Cudeck (1993), and 

Schumacker and Lomax (1996) have suggested that an RMSEA value of 0.05 

or less indicates a good fit, while values below 0.08 suggest reasonable error. 

An RMSEA value greater than 0.10 is not considered acceptable. As it is 

unlikely that an RMSEA of zero (perfect fit) would ever be obtained, a test for 

the closeness of an RMSEA value to zero has been devised and can be used in 

conjunction with the rules of thumb mentioned already (Hair et al., 1998). 
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6.6 The Analysis of the Individual Constructs 

6.6.1 The Affect Construct 

Figure 6-1 and Figure 6-2 show the results of a confirmatory one factor model for the 

four-item affect scale for the CD player websites and for the travel package websites.     

The model fitted the data well, with a chi-square statistic of 3.61 (df = 2; p = 0.16).  The 

other goodness of fit indices were also very good (GFI = 0.99; AGFI = 0.97; CFI = 1.00, 

NFI = 0.99, RMR = 0.01 and RMSEA = 0.05). Both scale reliability (0.91) and variance 

extracted (0.71) was extremely good.  The standardised regression coefficients were all 

above the level of 0.60 recommended by Bagozzi (1996), with the exception of one 

item (“surprised about the website”), which was marginally below this level (0.57) but 

was retained.  These results suggest that the affect construct can be used as a single 

factor in subsequent analysis of the CD player websites. 

 

 

 

 

 

 
 
 
 
 

Figure 6-1: The Affect Construct - CD Player Websites 
 

The model also fitted the data well for the Travel package web sites, with a chi-square 

statistic of 0.86 (df = 2; p = 0.65).  The other goodness of fit indices were also very 

good (GFI = 1.00; AGFI = 0.99; CFI = 1.00, NFI = 1.00, RMR = 0.01 and RMSEA = 
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Construct Reliability = 0.91 
Variance Extracted  = 0.71 
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0.00). Scale reliability (0.88) was extremely good, as was the variance extracted (0.65).  

The standardised regression coefficients were all above the recommended level of 

0.60, with the exception of the same item as with the CD player web sites, which was 

again marginally below this level (0.57), but was retained.  These results suggest that 

the affect construct can also be used as a single factor in subsequent analysis of the 

travel package websites. 

 

 

 

 

 

 

 

 

Figure 6-2: The Affect Construct for Travel Package Websites 

6.6.2 The Brand Image Construct 

The brand image construct was also measured through four items.  Figure 6-3 and 

Figure 6-4 show the results of a confirmatory one factor model for this construct for the 

CD player websites and the travel package websites.   The model fitted the CD player 

website data well, with a chi-square statistic of 0.29 (df = 2; p = 0.86).  The other 

goodness of fit indices were also very good (GFI = 1.0; AGFI = 1.0; CFI = 1.0; NFI = 

1.0, RMR = 0.00 and RMSEA = 0.00). As can be seen in Figure 6-3, reliability (0.79) 

was extremely good and the variance extracted was 0.52. The standardised regression 

coefficients were above the recommended level of 0.60, suggesting the brand image 

construct can be used as a single factor in subsequent analysis. 

Website was exciting 

Enthusiastic about 
surfing the website 

Visit to the website 
was enjoyable 

Surprised about the 
website 

     Affect 

ε1 

ε2 

ε3 

ε4 

0.89

0.83

0.90

0.57

0.46 

0.56 

0.45 

0.82 
Construct Reliability = 0.88 
Variance Extracted  = 0.65 



 

 

85

 

 

 

 

 

 

 

 

 

Figure 6-3: The Brand Image Construct for CD Player Websites 

The model also fitted the travel products website data well, with a chi-square of 3.92 (df 

= 2; p = 0.14).  The other goodness of fit indices were also very good (GFI = 0.99; AGFI 

= 0.97; CFI = 1.00; NFI = 0.99, RMR = 0.01 and RMSEA = 0.05). Scale reliability (0.85) 

was extremely good, as was the variance extracted (0.59).  The standardised 

regression coefficients were all above the recommended level of 0.60.  These results 

suggest that the brand image construct can also be used as a single factor in 

subsequent analysis of the travel package websites. 

 

 

 

 

 

 

 

 

Figure 6-4: The Brand Image Construct for Travel Package Websites 
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6.6.3 The Perceived Risk Construct 

The perceived risk construct was measured through the use of three items.  Figure 6-5 

and Figure 6-6 show the results of a confirmatory one factor model for this construct for 

the CD player websites and for the travel package websites.   As there were only three 

items, model fit cannot be assessed as there is only one degree of freedom.  However, 

as can be seen in Figure 6.5, in the CD player website case, reliability (0.61) was 

acceptable, but the variance extracted (0.33) was less than desirable. Two of the three 

standardised regression coefficients were above the recommended level of 0.60, 

further suggesting that the perceived risk construct cannot be used as a factor in 

subsequent analysis of the CD player websites. 

 

 

 

 

 

Figure 6-5: The Perceived Risk Construct for CD Player Websites 

As can be seen in the travel package website case, reliability (0.64) was acceptable, 

but the variance extracted (0.37) was less than desirable.  The standardised regression 

coefficients were also all above the recommended level of 0.60.  These results suggest 

that the perceived risk construct cannot be used as a single factor in subsequent 

analysis of the travel package website. 
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Figure 6-6: The Perceived Risk Construct for Travel Package Websites 

6.6.4 The Perceived Value Construct 

The perceived value construct was measured through the use of five items.  Figure 6-7 

and Figure 6-8 show the results of a confirmatory one factor model for this construct for 

the CD player websites and for the travel package websites.    

 

 

 

 

 

 

 

 

 

 

 

Figure 6-7: The Perceived Value Construct for CD Player Websites 
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The model fitted the CD player website data well, although it had a chi-square statistic 

of 34.62 (df = 5; p = 0.00).  The other goodness of fit indices were good (GFI = 0.96; 

AGFI = 0.87; CFI = 0.95; NFI = 0.95, RMR = 0.02 and RMSEA = 0.14). As can be seen 

in Figure 6.7, reliability (0.85) was extremely good, as was the variance (0.54). The 

standardised regression coefficients were all above the recommended level of 0.60.  

These results suggest the perceived value construct can be used as a single factor in 

subsequent analysis for the CD player websites. 

The model also fitted the travel products data well, with a chi-square statistic of 6.89 (df 

= 5; p = 0.23).  The other goodness of fit indices were also very good (GFI = 0.99; AGFI 

= 0.97; CFI = 1.00; NFI = 0.99, RMR = 0.01 and RMSEA = 0.03). Scale reliability (0.91) 

was extremely good, as was the variance extracted (0.66).  The standardised 

regression coefficients were above the recommended level of 0.60, suggesting the 

perceived value construct can be used as a single factor in subsequent analysis. 

 

 

 

 

 

 

 

 

 

 

 

Figure 6-8: The Perceived Value Construct for Travel Package Websites 
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6.6.5 The Relative Price Construct 

The relative price construct was measured through the use of three items.  Figure 6-9 

and Figure 6-10 show the results of a confirmatory one factor model for this construct 

for the CD player websites and for the travel package websites.  As there were only 

three items, model fit cannot be assessed as there is only one degree of freedom.  

However, as can be seen in Figure 6.9, in the CD player website case, reliability (0.76) 

was extremely good, as was the variance extracted (0.52). The standardised 

regression coefficients were also above the recommended level of 0.60, suggesting the 

relative price construct can be used as a single factor in subsequent analysis. 

 

 

 

 

 

 

Figure 6-9: The Relative Price Construct for CD Player Websites 

In the travel package website case, reliability (0.87) was extremely good, as was the 

variance extracted (0.70).  The standardised regression coefficients were also all above 

the recommended level of 0.60.  These results suggest that the relative price construct 

can be used as a single factor win subsequent analysis of the travel package website. 
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Figure 6-10: The Relative Price Construct for Travel Package Websites 

6.6.6 The Site Reputation Construct 

In Chapter 5, an item (“the website offered good quality merchandise”) was removed 

from the CD player websites to improve reliability.  In order to measure the fit of the 

construct, the item was replaced because at least four items were needed to test the fit 

of a construct with more than one degree of freedom.  Both the site reputation construct 

(for CD player and travel packages) was measured through the use of four items.  

Figure 6-11 and Figure 6-12 show the results of a confirmatory one factor model for this 

construct for the CD player websites and for the travel package websites.  

The model fitted the CD player data well, with a chi-square of 0.58 (df = 2; p = 0.75).  

The other goodness of fit indices were also very good (GFI = 1.00; AGFI = 1.00; CFI = 

1.00; NFI = 1.00, RMR = 0.00 and RMSEA = 0.00). Scale reliability (0.82) was good, as 

was the variance extracted (0.61).  The standardised regression coefficients were all 

above 0.60 with the exception of the replaced item, which was marginally below this 

level (0.56), but was retained.  These results suggest the site reputation construct can 

be used as a single factor in subsequent analysis of the CD player websites.  
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Figure 6-11: The Site Reputation Construct for CD Player Websites 

The model also fitted the travel package websites data well, with a chi-square of 2.82 

(df = 2; p = 0.24).  The other goodness of fit indices were also very good (GFI = 1.00; 

AGFI = 0.98; CFI = 1.00; NFI = 1.00, RMR = 0.01 and RMSEA = 0.04). Scale reliability 

(0.88) was extremely good, as was the variance extracted (0.64).  The standardised 

regression coefficients were above the recommended level of 0.60, suggesting 

suggesting the site reputation construct can be used as a single factor in subsequent 

analysis of the travel package websites. 

 

 

 

 

 

 

 

 

Figure 6-12: The Site Reputation Construct for Travel Package Websites 
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6.6.7 The Trust Construct 

The trust construct was measured through the use of three items, as mentioned in 

Chapter Five.  Figure 6-13 and Figure 6-14 show the results of a confirmatory one 

factor model for this construct for the CD player websites and for the travel package 

websites. A there were only three items in this case as well, model fit cannot be 

assessed as there is only one degree of freedom.  However, as can be seen in Figure 

6-13, in the CD player website case, reliability (0.80) was extremely good, as was the 

variance extracted (0.58).  The standardised regression coefficients were all above the 

recommended level of 0.60.  These results suggest that the trust construct can be used 

as a single factor in subsequent analysis of the CD player websites. 

 

 

 

 

 

 

 

Figure 6-13: The Trust Construct for CD Player Websites 

In the travel packages websites case, reliability (0.82) was also extremely good, as was 

the variance extracted (0.60).  The standardised regression coefficients were all above 

the recommended level of 0.60.  These results suggest that the trust construct can be 

used as a single factor in subsequent analysis of the travel package websites. 
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Figure 6-14: The Trust Construct for Travel Package Websites 

6.6.8 The Web Design Construct 

The web design construct was measured through the use of three items, as mentioned 

in Chapter Five.  Figure 6-15 and Figure 6-16 show the results of a confirmatory factor 

analysis for this construct for the CD player websites and the travel package websites.  

As there were only three items, model fit cannot be assessed as there is only one 

degree of freedom.  However, as can be seen in Figure 6-15, in the CD player website 

case, reliability (0.65) was good, but the variance extracted (0.39) was less than the 

acceptable level. Only one of the three items had a standardised regression coefficient 

above the recommended level of 0.60, suggesting the web design construct cannot be 

used as a single factor in subsequent analysis of the CD player websites. 

 

 

 

 

 

 

Figure 6-15: The Web Design Construct for CD Player Websites 
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As can be seen in the travel package website case, while reliability (0.67) acceptable, 

although the variance extracted (0.48) was slightly less than the acceptable level.  One 

out of the three items had a standardised regression coefficient above the 

recommended level of 0.60, suggesting that the web design construct cannot be used 

as a single factor in subsequent analysis of the travel package website. 

 

 

 

 

 

 

 

Figure 6-16: The Web Design Construct for Travel Package Websites 

6.6.9 The Willingness to Buy Construct 

The willingness to buy construct was measured through the use of three items, as 

mentioned in Chapter Five.  Figure 6-17 and Figure 6-18 show the results of a 

confirmatory one factor model for this construct for the CD player websites and for the 

travel package websites.  

 

 

 

 

 

Figure 6-17: The Willingness to Buy Construct for CD Player Websites 
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Again, as there were only three items, model fit cannot be assessed as there is only 

one degree of freedom.  However, as can be seen in Figure 6-17, in the CD player 

website case, reliability (0.84) was extremely good, as was the variance extracted 

(0.64).  The standardised regression coefficients were all above the recommended 

level of 0.60.  These results suggest that the willingness to buy construct can be used 

as a single factor in subsequent analysis of the CD player websites. 

 

 

 

 

 

 

 

Figure 6-18: The Willingness to Buy Construct for Travel Package Websites 
 

In the travel packages websites case, reliability (0.90) was also good, as was the 

variance extracted (0.74).  The standardised regression coefficients were all above the 

recommended level of 0.60.  These results suggest that the willingness to buy construct 

can be used as a single factor in subsequent analysis of the travel package websites. 

Table 6-1 and 6-2 summarise the outcomes of the various confirmatory factor analyses 

undertaken to ensure that the various constructs can be used in the subsequent 

structural analysis.  However, as noted, two constructs (perceived risk and web design) 

do not meet measurement requirements and were removed from subsequent analysis.  

As noted in the earlier discussion, seven of the constructs had good measurement 

properties and were used in estimating the revised structural model. 
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Table 6-1: Constructs for CD player – Composite Descriptive Statistics 

Construct Items No. of Items 
Loadings 

greater than 
0.60 

Mean 
Score 

Standard 
Deviation 

Construct 
Reliability 

Variance 
Extracted 

Affect 4 All Items (except 
1 with 0.57) 

3.09 0.79 0.91 0.71 

Brand 
Image 

4 All Items 2.64 0.58 0.79 0.52 

Perceived 
Value 

5 All Items 2.79 0.60 0.85 0.54 

Relative 
Price 

3 All Items 2.78 0.63 0.76 0.52 

Site 
Reputation 

4 All Items (except 
1 with 0.56) 

2.87 0.73 0.82 0.61 

Trust 3 All Items 2.85 0.63 0.80 0.58 

Willingness 
to Buy 

3 All Items 3.04 0.80 0.84 0.64 

 

Table 6-2: Constructs for Travel Packages – Composite Descriptive Statistics 

Construct Items No. of Items 
Loadings greater 

than 0.60 

Mean 
Score 

Standard 
Deviation 

Construct 
Reliability 

Variance 
Extracted 

Affect 4 All Items (except 
1 with 0.57) 

2.97 0.87 0.88 0.65 

Brand 
Image 

4 All Items 2.71 0.60 0.85 0.59 

Perceived 
Value 

5 All Items 2.82 0.62 0.91 0.66 

Relative 
Price 

3 All Items 2.82 0.63 0.87 0.70 

Site 
Reputation 

4 All Items 2.71 0.70 0.88 0.64 

Trust 3 All Items 2.83 0.59 0.82 0.60 

Willingness 
to Buy 

3 All Items 2.96 0.80 0.90 0.74 
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6.7 Conclusions 

Most of the scales appeared to measure the constructs adequately, with the exception 

of the perceived risk and web design scales (due to low variance extracted).  Further, 

almost all of the items had standardised regression coefficients that were above the 

recommended 0.60 level, while those that were below this level were very close to 

0.60.  In summary, the seven retained constructs had good construct reliability (above 

0.70) and their variance extracted values exceeded the suggested minimum level of 

0.50.   In the next chapter, the revised model developed to explain the structural 

relationships among the seven retained constructs is discussed. 
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CHAPTER 7 

MODEL EVALUATION 

7.1 Introduction 

Figure 7-1 shows the revised willingness to buy model suggested for use in an Internet 

context. The present Chapter reports the results of analysing the modified model in 

three stages.  Firstly, the convergent and discriminant validity of the constructs is 

assessed.  Secondly, the fit of the suggested model to the data collected within the 

study is tested.  Thirdly, the model’s measurement and structural parameters are 

examined to determine if the data support the hypotheses suggested in Chapter Three. 

 
 
  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 7-1: The Revised Model 
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7.2 Convergent and Discriminant Validity 

Convergent and discriminant validity were assessed initially and the results obtained 

are reported in this section.    

7.2.1 The CD Player Websites 

Fornell and Larker’s (1981) suggested that a construct could be said to have 

convergent validity if the variance extracted was greater than 0.50.  As was noted in 

Chapter 6, all of the variance extracted scores, which are shown Table 7-1, were 

greater than 0.50 (ranging from 0.52 to 0.71).  That is, in each case the variance due to 

the construct was greater than the variance due to measurement error, suggesting 

convergent validity can be assumed. 

Discriminant validity between each pair of constructs can be assessed by comparing 

the average variance extracted for each construct to the squared correlation between 

them.  In the present case, the squared correlations between perceived value and 

relative price (0.85) and between affect and site reputation (0.88) were very high for the 

CD player website. It may be that the “value for money” component of perceived value 

accounts for the relationship between perceived value and relative price.  It is less clear 

why affect and site reputation were so highly correlated.   Regardless, affect, site 

reputation and relative price were removed from the model as they do not measure 

separate constructs. 
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Table 7-1: Reliability, Variance Extracted and Squared Correlations for the CD 
Player Websites * 
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Brand Image 0.79 0.52       

Relative Price 0.76 0.52 0.41      

Site Reputation 0.82 0.61 0.52 0.35     

Perceived Value 0.85 0.54 0.48 0.85 0.50    

Willingness to Buy 0.84 0.64 0.45 0.55 0.45 0.64   

Affect 0.86 0.71 0.36 0.36 0.88 0.45 0.52  

Trust 0.80 0.58 0.48 0.62 0.25 0.36 0.35 0.41 

* The Squared Path Correlation Coefficients are shown in the relevant cells 

 
The revised results, after these constructs were removed, are shown in Table 7-2. 

 

Table 7-2: Reliability, Variance Extracted and Squared Correlations for the CD 
Player Websites * (Revised) 

 

A
lp

ha
 

R
el

ia
bi

lit
y 

Va
ria

nc
e 

Ex
tr

ac
te

d 

   
   

   
   

   
  

B
ra

nd
 Im

ag
e 

   
   

   
  

Pe
rc

ei
ve

d 
Va

lu
e 

   
   

  
W

ill
in

gn
es

s 
to

 B
uy

 

   
   

   
   

   
  

A
ffe

ct
 

Brand Image 0.79 0.52     

Perceived Value 0.85 0.54 0.48    

Willingness to Buy 0.84 0.64 0.45 0.64   

Affect 0.86 0.71 0.36 0.45 0.52  

Trust 0.80 0.58 0.48 0.36 0.35 0.41 

     * The Squared Path Correlation Coefficients are shown in the relevant cells 
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The average variance extracted for each of the retained constructs was greater than 

the squared path correlation coefficient between any two variables. Therefore, there 

was discriminant validity between the retained constructs.  

7.2.2 The Travel Package Websites 

As with the CD player site, the variance due to each of the constructs was greater than 

the variance due to measurement error.   

Table 7-3: Reliability, Variance Extracted and Squared Correlations for Travel 
Package Websites * 
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Brand Image 0.85 0.59       

Relative Price 0.87 0.70 0.66      

Site Reputation 0.87 0.64 0.60 0.58     

Perceived Value 0.91 0.66 0.66 0.90 0.72    

Willingness to Buy 0.90 0.74 0.74 0.62 0.69 0.67   

Affect 0.90 0.65 0.64 0.56 0.92 0.58 0.64  

Trust 0.82 0.60 0.60 0.42 0.61 0.55 0.52 0.60 

* The Squared Path Correlation Coefficients are shown in the relevant cells 
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Most of the pairs of constructs had average variance extracted scores that were greater 

than the squared correlation between the three pairs of constructs, except for perceived 

value and relative price (0.90), perceived value and site reputation (0.72) and site 

reputation and affect (0.92). The relative price and site reputation variables were 

therefore removed from the model (See Table 7-4).     

Table 7-4: Reliability, Variance Extracted and Squared Correlations for Travel 
Package Websites * 
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Brand Image 0.85 0.59     

Perceived Value 0.91 0.66 0.66    

Willingness to Buy 0.90 0.74 0.74 0.67   

Affect 0.90 0.65 0.64 0.58 0.64  

Trust 0.82 0.60 0.60 0.55 0.52 0.60 

* The Squared Path Correlation Coefficients are shown in the relevant cells 
 

The average variance extracted for the relevant constructs was greater than the 

squared structural path coefficient between any two of the constructs. Therefore, there 

was discriminant validity between the constructs in the vacation website context.   
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7.3 The Measurement Model 

It is generally recommended that the measurement model be assessed first and “fixed” 

before estimating the structural model to avoid possible interaction between the 

measurement and structural models (Anderson & Gerbing, 1988).  Even after the 

removal of some constructs there were still a considerable number of items used to 

measure those that were retained. Consequently, as was noted earlier, a partial 

disaggregation approach (Bagozzi & Heatherton, 1994) was used in the present 

context.  Such an approach allows a “researcher to combine items into composites to 

reduce random error, yet retain the multiple measure approach to structural equation 

modelling” (Sweeney & Soutar 2001, p. 218).  As all of the indicators should relate to 

their relevant latent construct in the same way, different groupings should result in 

similar results. Consequently, the various items were randomly placed into one of two 

composite indicators for each construct and the measurement model was estimated 

based upon these composite indicators. 

The measurement model was first estimated by specifying a confirmatory factor 

analysis model with all of the constructs allowed to intercorrelate. A lack of fit in such a 

model can be attributed solely to measurement error (Anderson & Gerbing, 1988).  The 

results for the two websites are shown in Table 7-5. 

Chi-square tests on both the websites were statistically significant.  Moreover, for both 

websites, the ratio of the chi-square statistic to its associated degree of freedom was 

less than 3, which has been suggested as indicating an acceptable fit to the data 

(Carmines & Melver, 1981).    The Root Mean Square Residuals (RMSRs) for both of 

the websites were below the 0.05 limit that has been suggested (Byrne, 2001), while 

the Adjusted Goodness of Fit (AGFI) for both websites were close to the minimum 
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suggested figure of 0.90 (Arbuckle & Wothke, 1999) and, therefore suggest, there was 

a reasonable fit.  These results suggest that the measurement model is adequate and 

that the structural model can be estimated. 

Table 7-5: Fit Indices for the Two Websites 

Fit Index CD Player 
Websites 

Travel Packages 
Websites 

Chi – Square Statistic 385.65 274.73 

Degrees of Freedom (df) 142 142 

Chi-Square / Degrees of Freedom 2.72 1.94 

AGFI 0.86 0.89 

RMSR 0.03 0.19 

 

7.4 The Structural Model 

7.4.1 A Discussion of the Structural Model 

Figure 7.2 shows the model that was finally tested, after removing variables with low 

reliability (web design, convenience and perceived risk) and those for which there was 

a lack of discriminant validity (relative price and site reputation). As with the 

measurement model, the structural model was estimated using a partial disaggregation 

approach in which two composite indicators were computed for each latent construct by 

randomly placing relevant items into one of the composite indicators.  For visual 

convenience, the composite indicators are not shown in any of the Figures. 
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Figure 7-2: The Revised Structural Model 

Previous research provides support for the hypothesised relationships.  Chen et al. 

(2003), for example, found that brand image can be used as a surrogate indicator for 

product quality and that it had a positive impact on perceived value. When consumers 

have a positive brand image, they trust a brand more and are, subsequently, more 

willing to purchase the product on the Internet (Alba & Lynch, 1997).  

In a traditional retail setting, a positive emotional state of mind influences customers' 

shopping experiences and decision-making processes (Baker et al., 1994).  Chen and 

Dubinsky (2003) found that a positive affect had a positive impact on the perceived 

value of a website and seems to be related to trust, loyalty and willingness to buy from 

that site (Balabanis & Vassileiou, 1999; Chen & Dubinsky, 2003). Moreover, the higher 

a website’s trust, the greater the likelihood people will buy from that website (Lynch et 

al., 2001).   Earlier researchers also found a positive relationship between perceived 

value and willingness to buy in both on-line and off-line shopping contexts (Chen & 

Dubinsky, 2003; Dodds et al., 1991; Monroe, 1990).  

While the original model had suggested a relationship between trust and perceived 

value, this was not possible to test in the present model as there are only two 
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exogenous constructs (affect and brand image).  Consequently it is not possible to 

ensure an identified model if there are more that two paths to any endogenous 

construct unless strict assumptions are made about the nature of the errors, which 

seem unlikely to hold in the present context (Bollen, 1989).  Further testing of the 

relationship between trust and value can only be undertaken when better measures are 

obtained for the other exogenous constructs that were excluded from further analysis 

because of measurement issues. 

7.5 The Revised Model 

7.5.1 The CD Player Websites 

The goodness of fit obtained from the analysis of the revised model for the CD player 

websites are shown in Table 7-6. While the Chi-square statistic was significant, the Chi-

square divided by the degrees of freedom was 2.89, which is below the level suggested 

for a good fitting model (Bagozzi & Foxall, 1996; Joreskog & Sorbom, 1993).  Further, 

the GFI was 0.96, the AGFI was 0.92, the CFI was 0.97 and the NFI was 0.96, while 

the SRMR was 0.05 and the RMSEA was 0.08.  As all of the fit indexes were within 

their acceptable zones, the revised model seemed to fit the data well.   

Table 7-6: Goodness of Fit Indexes for CD Player Websites (the Revised Model) 

Fit Measure Value 
Chi – Square 80.89 
Degrees of Freedom (df) 28 

Probability 0.00 
Chi – Square / Degrees of Freedom 2.89 
Goodness of Fit (GFI) 0.96 
Adjusted Goodness of Fit (AGFI) 0.92 
Composite Fit Index (CFI) 0.97 
Normed Fit Index (NFI) 0.96 
Standard Root Mean Square Residual (SRMR) 0.05 
Root Mean Square Error of Approximation (RMSEA) 0.08 
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The estimated coefficients are shown in Figure 7-3, in which an * indicates the 

coefficient was significant at the five percent level, while an ** indicates that the 

coefficient was significant at the one percent level.  As can be seen from the Figure, all 

of the hypothesised relations were significant at least at the five percent level. Indeed, 

only one relationship (between trust and willingness to buy) was not significant at the 

one percent level.  The Figure suggests perceived value was directly influenced by 

affect and brand image.  Brand image had a greater impact on perceived value (0.57) 

than did affect (0.38).  Trust was directly influenced by affect and brand image.  

However, brand image (0.48) had a greater influence on trust than affect (0.38).   

Perceived value (0.70) had a greater impact on the willingness to buy as compared with 

trust (0.18).  

 
 
 
 
 
 
 
 
 
 
 
 
 
*   p=0.05 
** p=0.01 

Figure 7-3: A Revised Model for the CD Player Websites 
 

7.5.1.1 Total Effects of Constructs on other Constructs for the CD Player 

Websites 

While the direct influences of the various constructs have been described, to better 

understand the importance of each construct, their total effects, which also include their 

indirect effects, need to be assessed.  The direct, indirect and total effects are shown in 
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Table 7-7, which suggests perceived value was more influenced by brand image (0.57) 

than it was by affect (0.38).  Brand image and affect both played major roles in 

influencing the perceived value of these websites. 

 Brand image (0.48) and affect (0.38) had a direct influence on trust.  Brand image and 

affect also had positive impacts on people’s trust of a website. Perceived value (0.70) 

and trust (0.19) direct impacted on people’s willingness to buy, while brand image and 

affect had indirect impacts on willingness to buy.  Of the two constructs, brand image 

(0.49) had a greater indirect effect on willingness to buy than did affect (0.34).   

Table 7-7: Direct, Indirect and Total Effects (the CD Player Websites) 

Effect of => 
On  || 
       V 

Brand 
Image 

Affect Perceived 
Value 

Trust 

Perceived Value 0.57 
- 

0.57 

0.38 
- 

0.38 

  

Trust 0.48 
- 

0.48 

0.38 
- 

0.38 

  

Willingness to Buy - 
0.49 
0.49 

- 
0.34 
0.34 

0.70 
- 

0.70 

0.19 
- 

0.19 

* The Direct Effect is the first shown value, the Indirect Effect is the second shown value and the 
Total Effect is the third shown value 

7.5.1.2 Squared Multiple Correlations 

Overall, the squared multiple correlations (shown in Table 7-8) suggested that 69% of 

the variance in perceived value could be explained by the antecedent constructs 

included in the revised model, while 56% of the variance in trust could be explained by 

its antecedents.  Willingness to buy had a squared multiple correlation of 0.68, 

indicating that its antecedents explained about two-third of its variance and that the 
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simplified model provided a good explanation of the endogenous constructs within the 

model and of the final dependent construct in particular. 

Table 7-8: Squared Multiple Correlations for CD player websites 

Construct SMC Estimate 

Perceived Value 0.69 

Trust 0.56 

Willingness to Buy 0.68 

7.5.2 The Revised Model for the Travel Package Websites 

The results of the analysis of the revised model for the travel package websites are 

shown in Table 7-9. While the Chi-square statistic was significant in this case as well, 

the Chi-square statistic divided by the degrees of freedom was 2.56, which was also 

below the level suggested for a good fitting model.  Further, the GFI was 0.96, the AGFI 

was 0.92, the CFI was 0.98, and the NFI was 0.98, while the SRMR was 0.05 and the 

RMSEA was 0.07.  As all of these fit indexes were within their acceptable zones, the 

revised model, which is shown in Figure 7.4, seemed to fit the data well.   

Table 7-9: Goodness of Fit Indexes for Travel Package Websites (Revised Model) 

Measure Fit Value 
Chi – Square 71.66 
Degree of Freedom (df) 28 

Probability 0.00 
Chi – Square / Degree of Freedom 2.56 
Goodness of Fit (GFI) 0.96 
Adjusted Goodness of Fit (AGFI) 0.92 
Composite Fit Index (CFI) 0.98 
Normed Fit Index (NFI) 0.98 
Standard Root Mean Square Residual (SRMR) 0.05 
Root Mean Square Error of Approximation (RMSEA) 0.07 
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The estimated coefficients are shown in Figure 7-4, in which an * indicates the 

coefficient was significant at the five percent level, while an ** indicates that the 

coefficient was significant at the one percent level.  As can be seen from the Figure, all 

of the hypothesised relations were significant at least at the five percent level. Indeed, 

only one relationship (between affect and perceived value) was not significant at the 

one percent level.  The Figure suggests that perceived value was directly influenced by 

affect and brand image.  Brand image had a greater impact on perceived value (0.78) 

than did affect (0.12).  Trust was directly influenced by affect and trust.  However, brand 

image (0.78) had a greater influence on trust than affect (0.20).   Perceived value (0.51) 

had a greater impact on the willingness to buy as compared with trust (0.39).  

 

 
 
 
 
 
 
 
 
 
 

 

 
*   p=0.05 
** p=0.01 

Figure 7-4: A Revised Model for the Travel Package Websites 
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Brand image had the greatest direct influence on perceived value (0.79), while affect's 

impact was much less (0.12) (see Table 7-10).   Brand image had a greater direct effect 

on trust (0.76) than did affect (0.20).  Perceived value and trust had direct effects on 
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willingness to buy (0.51 and 0.39 respectively), while willingness to buy was also 

indirectly influenced by brand image (0.70) and affect (0.14). 

Table 7-10: Direct, Indirect and Total Effects (Travel Package Websites) 

Effect of => 
On  || 
       V 

Brand Image Affect Perceived 
Value 

Trust 

Perceived Value 0.79 
- 

0.79 

0.12 
- 

0.12 

  

Trust 0.76 
- 

0.76 

0.20 
- 

0.20 

  

Willingness to Buy - 
0.70 
0.70 

- 
0.14 
0.14 

0.51 
- 

0.51 

0.39 
- 

0.39 

* The Direct Effect is the first shown value, the Indirect Effect is the second shown value and the 
Total Effect is the third shown value 

7.5.2.2 Squared Multiple Correlations 

The squared multiple correlations in this case are shown in Table 7-11.  Overall, the 

squared multiple correlations suggested that 79% of the variance in perceived value 

could be explained by the antecedent constructs included in the model, while trust had 

a squared multiple correlation of 0.86, indicating that its antecedents explained 86% of 

its variance.  Willingness to buy had a squared multiple correlation of 0.74, indicating 

that its antecedents explained three quarters of its variance.  It would seem that the 

revised model provides a good explanation of the obtained data in this context as well.  

As already noted these results suggest what is important to customers and has 

important managerial implications that are also discussed in the next chapter.   
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Table 7-11: Squared Multiple Correlations for Travel Package websites 

Construct SMC Estimate 

Perceived Value 0.79 

Trust 0.86 

Willingness to Buy 0.74 
 

7.6 Testing the Model across the Websites 

The results for the two websites (CDs and vacation packages) were also examined to 

see whether they had a common structure, following the procedure suggested by 

Styles (1998).   Multi-group analysis can be used to examine factorial and 

measurement equivalence.  A null model in which the loadings, regression weights and 

error variances were allowed to vary was used as the baseline model against which 

similarity was measured.  The differences in the relevant chi square statistics, which 

are also distributed as a chi square statistic (Chin, Gopal & Salisbury, 1997), were used 

to test whether there were differences in the models across the two types of websites. 

The results of these analyses are shown in Table 7-11.  The chi-square statistic for the 

model that assumed factorial equivalence (similar factor loadings and regression 

weights) was 447.6 (with 69 df) compared to the baseline model in which all 

parameters were free to vary, where the chi-square was 191.41 (with 58 df).  The chi-

square statistic of the difference was 256.19 (with 11 df), which is significant well 

beyond the one percent level, suggesting that the parameters did vary across the two 

websites.  In other words, the relationships within the model differed according to 

context. 
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Table 7-12: Goodness-of-Fit Statistics across the Two Types of Websites 

Model Null Model Factor loadings 
constrained to be 

equal 

Factor loadings, 
variances and 

covariances constrained 
to be equal 

Χ2 191.41 447.6 567.0 

Df 58 69 74 

p-value 0.001 0.00 0.00 

Δ Χ2 - 256.19 119.4 

Δ df - 11 5 
 

7.7 Support for the Hypotheses 

Due to the removal of five of the constructs (site reputation, relative price, convenience, 

perceived risk and web design) five of the hypotheses could not be tested.  Further 

research is needed to improve the measurement of the constructs that were removed 

so that the overall model can be assessed in future research. 

7.7.1 The CD Player Websites 

The Brand Image – Perceived Value Relationship 

Hypothesis H2 suggested that a better brand image would enhance the perceived 

value of a website.  This was supported as, the brand image improves the website's 

value was positively enhanced (0.57). 

The Affect – Perceived Value Relationship 

Hypothesis H6 suggested that the higher the affect, the higher the perceived value of 

the website.  This was supported as, when affect increased, the value of the website 

improved (0.38). 
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Trust – Willingness to Buy Relationship 

Hypothesis H7 suggested that, as the trust level increases, willingness to buy 

increases.  This is supported as, when the trust level improved, willingness to buy also 

improved (0.18). 

The Perceived Value – Willingness to Buy Relationship  

Hypothesis H9 suggested that, as the perceived value of a website increases, people’s 

willingness to buy increases.  This was supported as, when the value of a website 

improved, willingness to buy was enhanced (0.70). 

7.7.2 The Travel Package Websites 

Brand Image – Perceived Value Relationship 

Hypothesis H2 suggested that a better brand image would enhance the perceived 

value of a website.  This was supported as, the brand image improves the website's 

value is positively enhanced (0.78). 

Affect – Perceived Value Relationship 

Hypothesis H6 suggested that the higher the affect, the higher the perceived value of 

the website.  This was supported as, when affect increased, the value of the website 

improved (0.12). 

Trust – Willingness to Buy Relationship 

Hypothesis H7 suggested that, as the trust level increases, willingness to buy 

increases.  This is supported as, when the trust level improved, willingness to buy also 

improved (0.39). 
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Perceived Value – Willingness to Buy Relationship 

Hypothesis H9 suggested that, as the perceived value of a website increases, 

willingness to buy increases.  This was supported as, when the value of a website 

improved, willingness to buy was enhanced (0.51). 

7.7.3 Comparing the Two Websites 

The result in Chapter 5 (shown in Table 5-5) suggested that there was no significant 

difference in people’s willingness to buy a CD player or a travel package.  A possible 

reason for this is that respondents perceived both products to be high involvement 

products.  The sound system from the CD players may need to be evaluated through 

hands-on testing and this cannot be done on the Internet.   In the same way, the travel 

package is a high involvement product with many aspects, such as the airlines, 

transfer, tour itinerary, hotel accommodation and meals.  There are many possible 

combinations in a tour package and consumers need to evaluate them individually, as 

well as the package as a whole.   

7.8 Conclusions 

Two of the model’s original constructs (site reputation and relative price) had poor 

discriminant validity and were removed, leaving a revised model with five constructs.     

The goodness of fit tests were in an acceptable range after their removal and, despite 

its simplicity, the revised model explained almost 70% of the variance in respondents’ 

perception of value,  more than half of the variance in trust and more than two-thirds of 

the variance in people’s willingness to buy from the websites.  These results were 

consistent for both websites.   
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Four of the original hypotheses were supported, while the other six hypotheses could 

not be tested due to removal of the various constructs.    The following chapter 

identifies the implications that can be drawn from the research and identifies and 

addresses the limitations of the present study.     
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CHAPTER 8 

CONCLUSIONS, LIMITATIONS AND IMPLICATIONS OF 
THE RESEARCH 

8.1 Introduction 

The hypothesised model started with ten antecedents.  However, the convenience 

construct was removed because it lacked reliability.  Subsequently, two other 

constructs (perceived risk and web design) were removed because of measurement 

errors.  The constructs within the modified model were tested for discriminant validity 

and two further constructs (site reputation and relative price) did not meet the criterion 

suggested by Fornell and Larcker (1981) and they were also removed from the model.  

Finally, a revised model was developed that included the five retained constructs. 

Consistent with earlier research (Sweeney et al., 1999), perceived value had the 

strongest influence on willingness to buy.     Brand image influenced perceived value, 

which was consistent with Dodds et al.’s (1991) earlier study.  These results are 

especially relevant to the Internet environment because consumers have limited 

options to assess the reliability of products that are sold on a website.  As it seems 

brand influences their assessments of product quality, websites would be advised to 

feature at least some well-known brands, which also command higher prices (Smith & 

Wheeler, 2002). Affect also influenced perceived value, which was consistent with 

Chen et al.’s (2003) earlier study, although its impact was less than the impact of brand 

image.  

At the same time, brand image influenced trust, which is consistent with Karvonen’s  

(1999) study.  Consumers tend to trust the brand in the absence of other quality 



 

 

118

indicators. This is especially true in an Internet environment when there is limited 

information on the product quality.  As explained in the previous section, in order to 

increase the people’s trust, it is important that a website carries brands that are of good 

international reputation.   

Affect also influences trust.  If consumers feel positive about the website, it will increase 

their trust of the website and, subsequently, their willingness to buy.  It is important that 

web designers think of ways to make a website as interesting as possible to the 

different segments of the web community, from “amateur” to “veteran” surfers (Perry, 

2005). As trust increases, willingness to buy also increases, which is consistent with 

Head and Hassanein’s (2002) study that found consumers who trusted a website were 

likely to buy from that website.  

Contradictory to earlier studies that suggested consumers were less willing to purchase 

“intangible” services from web sites than to purchase “tangible” products (Mitchell, 

1999), the present study found there was no significant difference in respondents’ 

willingness to purchase a (tangible) CD player or an (intangible) travel package.  This 

finding is consistent with Chu, et al. (2005), however, who found that people’s 

willingness to purchase depends on consumers involvement, rather than on tangibility.   

8.2 Limitations of the Present Study 

Design and specification issues were not considered in this present study (Kenny, 

Kashy & Bolger, 1998), which was a one time study.  A true test of the causality among 

the model’s constructs required testing over different time periods.  In the present 

study, all of the relationships were tested based on statistical analysis that did not take 

account of appropriate time order. 
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Indeed, SEM does not allow a researcher to determine the direction of causality, nor 

allows a researcher to draw a conclusion about the existence of a causal relationship 

(Bentler, 1989).  It is generally recognised that longitudinal studies provide stronger 

inferences about causality. Moreover, such longitudinal studies also help researchers 

obtain a better understanding of the process dynamics and cumulative effects.  As the 

present study was restricted by time and financial constraints, this was not possible, 

Sample size was another limitation.  SEM requires large sample size in order to 

increase its power (Hair et al., 1998). However, time and financial constraints meant 

that the present study was not able to obtain a larger sample size, although the sample 

size was acceptable, especially given the final reduced from of the model. 

The scales used in the present study also had some limitations.  Most of the scales 

were developed in traditional business environments and, as a result, may not have 

been suitable for Internet business environments.  Further research is needed to 

develop “better” Internet constructs. 

The present study was conducted in an “experimental setting".  Respondents did not 

need to make purchases from the websites, but surfed the website as if they were 

making a purchase.  The study also used a student sample, rather than “real 

shoppers”, which was similar to the sample used by Dodds et al. (1991), although 

Sweeney et al. (1999) used “real shoppers” who were in the middle of the purchase 

process.   While respondents were familiar with the Internet, “real shoppers” who buy 

frequently from the Internet may have a different set of purchase triggers than do those 

who only surf, without making purchases, or those who only make infrequent 

purchases.   
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The present study used a web survey to collect the needed data. Respondents in the 

present study were required to visit a predetermined randomly generated “real-life 

website”.  Some respondents had difficulty accessing the web sites due to 

incompatibilities with their browsers or to some web sites shutting down (due to 

maintenance or redirected web addresses).  These accessibility difficulties were 

beyond the control of the researcher but, as a result, respondents who faced 

accessibility difficulties may have abandoned the survey, or a website, prematurely.   

Some respondents may not have been able to navigate some of the websites 

efficiently, due to incompatible browsers or hardware configurations.  Some 

respondents may also have experienced less than desirable colour images.  These 

problems may have influenced such respondents' perceptions, developing biases 

against these websites. 

Data collection was done entirely on-line and at a time and place convenient to 

respondents.  As a result: 

(a) It was difficult to determine who the respondents were.  

(b) There were no controls to prevent subjects from participating more than once 

(to increase their chance of winning the shopping vouchers).  Although email 

addresses were captured by the system, many people have more than one e-

mail address.  

The study was restricted to websites selling CD players and travel packages and this 

may have limited the study’s generalisability.  Further, the study was undertaken in 

Singapore and the results obtained may have been influenced by Singapore’s local 

culture.  
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8.3 Implications 

8.3.1 Theoretical Implications 

This present study attempted to address the call for research into the ways consumers 

make purchasing decisions on the Internet.  The suggested model identified some key 

antecedents that are likely to influence the perceived value of a product or service and 

people’s willingness to buy from the Internet.  The present study contributed to the 

marketing literature in two ways.   

First, the model broadened the perceived value and willingness to buy literature by 

synthesising findings from previous research and integrating several key variables into 

the suggested model.  Most of the prior research focused on the relationship between 

perceived value and willingness to purchase in traditional business settings (Bolton & 

Drew, 1991; Cronin, Brady & Hult, 2000; Dodds et al., 1991).  In the present study, the 

relationship between perceived value and willingness to purchase was tested in an 

Internet environment.  The results supported Chen and Dubinsky’s (2003) suggestion 

that perceived value has strong impact on people’s willingness to purchase in an 

Internet environment and showed that the relationship between perceived value and 

willingness to buy was consistent for the product and the service included in the study. 

Second, most B2C researchers showed participants a printout of a series of web sites 

and asked them to express their views on the websites (Chen & Dubinsky, 2003).  In 

the present study, participants were asked to evaluate real websites and to navigate 

through the websites before expressing their views.  Thus, the suggested B2C model 

was more realistic as it simulates more closely people’s behaviour when buying from a 

website.   
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Third, many Internet studies that examined trust suggested trust was influenced by the 

perceived size and reputation of the online organisation (Head & Yuan, 2001; 

Jarvenpaa, Tractinsky & Vitale, 2000), the quality of the products or quality brand 

displayed in the websites (Page & Lepkowska-White, 2002) and the seals by trusted 

third parties (Benassi, 1999).  The present study suggested that affect also influenced 

people’s trust of a website.  

Fourth, Dodds et al. (1991) and Agarwal et al. (2001) traditional business research 

found that brand image impacted on perceived value.  The present study confirmed that 

this relationship remained in the new online environment.       

8.3.2 Managerial Implications 

Three managerial implications can be drawn from the present study:  

1. Brand image influences perceived value and trust significantly.  It is clear that 

website managers need to think carefully when sourcing products.  The products 

listed on their websites should be well known brands that are seen to be of good 

quality.   Thus, CD players should have an international reputation (e.g. Sony, 

National Panasonic, Toshiba and Creative) as a reputable brand is a surrogate 

indicator for product quality.   People are more willing to buy well-known brand CD 

players than less well-known brands (e.g. Enzer).  

If the website carries “less well known” brand CD players, managers need to 

consider how to increase consumer trust.  Managers may have to consider 

providing as much information as possible about the CD players, such as detailed 

information about the CD player’s features and warranty and refund polices, as well 

as reviews from past customers who have purchased such CD players. 
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The brand complexity for travel packages is higher than for CD players as, unlike 

CD player, there are no standardised travel packages.  Travel packages have many 

service components and, often, components are provided by different service 

providers.   Thus, branding can be done at a package level (e.g. Qantas’s Jetabout 

or Singapore Airlines’ Tradewinds) or at a service component level (e.g. the Airline 

or the Hotel).   

As brands such as Qantas’s Jetabout and Singapore Airlines’ Tradewinds are 

backed by internationally reputable airlines, consumers are confident about their 

travel packages, even when not all of the components within the travel package are 

provided by the airline.  For example, hotel accommodation is often provided by 

other service providers, such as the Hyatt and Hilton hotel chains.   

Less well-known travel package websites will have to adopt a different brand 

strategy.  Managers will need to provide as much information to consumers as 

possible.  For example, they will need to describe the airline, details of the meals 

provided and the types of accommodation, as well as information about the 

providers of each of these services. If these service providers have a good 

reputation, it will increase people’s confidence in and trust towards these service 

providers and, thus, will increase their willingness to buy.   

2. The result also suggested that affect influences value and trust.  Managers need to 

create positive affect through  facilitating people’s navigation, transaction and 

communication, as well as through graphics and content (Batra & Ray, 1986; 

Szymanski & Hise, 2000).    Managers may want to make consumers’ online 

shopping experience similar to that of an offline store.  For example, travel package 

website managers can increase consumers’ sensory stimulation by including 
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attractive and colourful pictures with 3-D images if possible.  Affect could be further 

enhanced by ensuring good quality audio sound.   

Trust can also be enhanced by the choice of brands displayed, customers’ 

testimonials, and the option to telephone a “live” person.  Web security and web 

privacy can be made salient by featuring participation in a web-trust accreditation 

scheme, such as Commerce Trust or Web Trust.  Websites can also provide 

reassurance regarding specific transactions, such as having fair and clear refund, 

exchange and privacy policies (Reichheld & Schefter, 2000) 

3. Perceived value increases people’s willingness to buy.  It is important for managers 

to consider what customers value before they transacted on the website.  One 

strategy is the use of market segmentation.  That is, the same website can offer 

different customers different experiences by providing them with different navigation 

routes or information.  For example, veteran surfers may choose to skip introductory 

parts of the website, while repeat customers may allow the website to make 

recommendations to them based on past purchases (through the use of Internet 

cookies). Such differences may increase the perceived value of the website and, 

thus, people’s willingness to buy.  As another example, travel consumers could be 

divided into amateur and seasoned travellers and seasoned travellers could be 

given an opportunity to “assemble” their own travel package, adding value to the 

package and their web experience and, thus, increasing their willingness to buy. 

8.4 Implications for Future Research 

The constructs removed from the model need to be further studied in an Internet 

environment and, perhaps, revised so that their influence on perceived value and 

willingness to buy can be assessed.  Moreover, the current study only tested the 
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suggested model using CD player and travel package web sites.  Other tangible and 

intangible products (such as books and downloaded MP3 files) should be included in 

future research to increase the generalisability of the results across a wider range of 

products or services.  Products with different risk levels, such as banking and insurance 

products, should also be examined in future studies to see whether this aspect 

moderates the relationships found in the present study. 

The websites chosen for the present study were taken randomly from available 

websites on the Internet.  It may be useful to compare “well-known” and “popular” 

websites with those that are “less-known” or “less popular” to determine whether this 

factor impacts on the model's various relationships.  For example, “popular” websites 

may have higher perceived value than do “less-known” websites.  

The present study did not take account of the different types of web users by 

differentiating “Internet purchasers” and “Internet non-purchasers.”  It may also be 

useful to examine the moderating impact of this background characteristic, especially 

as Internet businesses are likely to be particularly interested in "Internet purchasers".   

The suggested model was only tested in Singapore.  As culture may influence 

consumer behaviour, it would be useful to test the model in different countries.  

Respondents from different cultures may perceive the value of web sites differently, 

which is especially important in an Internet context, as web sites are accessible by 

people across the world.   

Besides culture, some countries are ahead with the web experience than others.  For 

example, in terms of Internet transactions, the Americans lead the ways in terms of the 

volume of Internet transaction than any other country.  It is interesting to test the 

willingness to buy in suggested model in different countries with different web exposure 
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and experience, so that conclusion could be drawn on the cycle of influence on some of 

these constructs and their relationships. 

In this present study the focus was on people’s willingness to buy.  Generally, it is 

believed that willingness to buy is the best predicator of future behaviour (Fishbein & 

Ajzen, 1975).  Due to time and financial constraints, this present study did not verify 

respondents’ future behaviour.  It may be useful to carry out a longitudinal study to 

determine if willingness to buy is subsequently translated into purchase. 

In the present study, no attention was given to the types of shoppers and their 

willingness to buy.  It has been suggested that there are four types of shoppers.  The 

first category, known as recreational shoppers (Bellinger & Korgaonkar, 1980; 

Stephenson & Willett, 1969), enjoy the act of shopping regardless of whether a 

purchase is made.  The second category, known as apathetic or inactive shopper 

(Lesser & Hughes, 1986), only shop when necessary.  The third category, known as 

convenience-oriented shoppers, are motivated by time saving elements (Gehrt & K., 

1992).  The last category, known as loyal shoppers, establish a relationship with a 

company and are likely to shop there regularly (Brown, Pope & Voges, 2003).  These 

different groups may respond to online shopping differently, both in terms of the 

experience they are seeking and the types of products they will buy.  Consequently, 

further research is needed to look at the suggested model at a segment level. 

Many studies have shown that males are the main shoppers on the Internet.  Recently, 

however, it seems that the number of female shoppers on the Internet has increased.  

Further research is needed to determine the reason for the increase in female Internet 

shopping and it may be useful to extend the study to include other products and 

services that may be of particular interest to female Internet shoppers.     
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Finally, some constructs were removed from the initially suggested model due to the 

lack of reliability or measurement error.  Further research is needed to develop these 

constructs in ways that are useful in the Internet environment, so that the suggested 

model can be tested in its entirety. 
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APPENDIX I 

Websites included in the Study 

 
CD Player Web Sites 
 
www.amazon.com 
www.ez-mp3.com 
www.buy.com 
www.kmart.com 
www.mp3playerstore.com 
www.mp3shopping.com 
www.mp3-cd-player.net 
www.sony.com.sg 
www.tdk-mojo.com 
www.thinkgeek.com 
 
 
Travel Package Web Sites 
 
www.access-africa.com 
www.chanbrothers.com 
www.collettevacations.com 
www.deltavacations.com 
www.ethailand.com 
www.expedia.com 
www.passionasia.com 
www.primetravels.com 
www.swavactions.com 
www.vacations.net 
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APPENDIX II 

The Web Based Questionnaire 

 

 RESEARCH ON THE PERECIVED VALUE OF WEB SITES 

 
Dear Participant 
 
We are seeking your co-operation in this study into the perceived value of Internet 
websites.  The objective of the research is to investigate and provide an up-to-date 
view about the importance of the attributes that are commonly found in Internet 
websites.  This information will provide valuable insight to website designers and 
marketers, so that they can design more effective and better websites to make your 
visit a better one. 
 
The survey will require you to visit two predetermined websites and evaluate them.  
The whole survey will take approximately 20 minutes.  Survey participants may 
participate in a draw for a chance to win one of the three $50 Robinson Shopping 
Vouchers.   
 
All information gathered in this research project will be held in the strictest 
confidence.  The data will only be analysed in aggregate and no personal details will 
be released.  
 
Before starting to participate in this survey, please check that you have a complete 
download of the page by scrolling to the bottom where there should be a blue submit 
button.  If there isn’t please try reloading the pages.  If all else fails, send us an email 
at michael@chiams.per.sg 
 
If you would like to receive a summary of the results of the study, please fill in your 
details at the end of the page before submitting. 
 
Thank you once again for taking time to complete this questionnaire as your co-
operation is greatly appreciated. 
 
Yours sincerely 
 
Michael Chiam 
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Instructions: 
 

1. You are required to visit two websites whose URL addresses are given below. 
2. Please view both websites as if you were looking to purchase a CD Player or 

a vacation package for yourself or your friend or family.   
3. Answer the questions asked and submit the completed questionnaire to us by 

pressing the “submit” button.   
4. If you want to participate in the draw for one of the $50 Robinson Shopping 

Vouchers, and/or want us to send you the summary results of this study, 
please give us your email address in the spaces provided.  

 
(A) About Your Internet Use 

 
1. How long have you been using the Internet?  
  Less than 3 months  
  3 – 5 months  
  6 – 11 months  
  12 months or more  
   
2.  How often, on average, do you access the Internet?  
  Everyday, including weekends  
  At least once every working day  
  3 to 4 times per week  
  2 to 3 times per week  
  Only on weekends  
  About once a week  
  About once every two weeks  
  Less than once a month  
   



 

 

148

 

3. How many times have you purchased the following 
products online in the last 12 months? (If you never 
purchase anything online, please proceed to 
Question 6.)  

 

   
 Item Number of times purchased online 

  None    Once   Twice    More than 

                                          Twice 

 Books                                           
 Music (CD, MP3, etc)                                           
 Clothes/shoes                                           
 Computer hardware (PC)                                           
 Computer hardware (peripherals)                                           
 Computer games                                            
 DVDs/Video Cassettes                                           
 Educational software                                           
 Flowers                                           
 Food and groceries                                           
 Furniture/Home furnishings                                           
 Gift vouchers                                           
 Health care products                                           
 Non-educational software                                           
 Pharmaceutical/Medicine                                           
 Toys/non-computer games                                           
 Concert/Event tickets                                           
 Travel (tickets, car hire, hotels, etc)                                           
 Cosmetics/Perfume                                           
 Jewelry                                           
 Electrical appliances (TV, VCR, 

stereo, etc) 
                                          

 News articles or subscriptions                                           
 Office supplies                                           
 Online classifieds                                           
 Sporting goods                                           
 Wine/Alcohol                                           
 Whitegoods (Fridges, Dishwater, 

etc) 
                                          

 Others, please specify:                                           
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4. Approximately how much have you spend, in total, on 
Internet shopping over the past 12 months? 

 

  Nothing  
  $1 – 20  
  $21 – 40  
  $41 – 70  
  $71 – 100  
  $101 – 150  
  $151 – 200  
  $201 – 300  
  $301 – 500  
  $501 – 700  
  $701 – 1000  
  $1001 – 3000  
  More than $3000  
   
5. When you intend to make a purchase how often do you 

use the Internet to do the following? 
 

  Always  Often  Occasionally  Haven’t  

done it 

 Compare prices                                           
 Find other people’s opinions                                           
 Find product reviews                                           
 Visit supplier’s website                                           
 Find something interesting                                           
 Buy the product                                           
   
6.  If you HAVE NOT purchased product online, what is the 

main reason you don’t purchase products online? 
 

  Do not have a credit card  
  Can’t buy what I want online  
  Don’t want to pay for shipping  
  Product delivery takes too long  
  Unsure about how to return faulty products  
  Don’t trust the Internet with credit card  
  Don’t want to give away personal details  
  Prefer to get out and visit real store  
  Prefer to talk to salesperson  
  Prefer to examine product myself  
  I just have no interest in purchasing online  
  Other reasons  
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(B) Evaluation of CD Player Website 
Instruction: Assume that you are buying a CD Player (with or without MP3 feature) 
for yourself or for a friend or for a family member.  Visit the site given below and after 
you have found a suitable CD Player you intend to purchase, STOP and answer the 
following questions below. 
 
7. Have you visit this CD player web site in the last 12 

months? 
 

   
 www.abc.com.  

(System will randomly select a URL address from the 
predetermined addresses in the database) 

 

   
  Yes (The system will pick another URL address)   
  No (Hot Link to the site)  
   
Instruction: Please answer the following questions based on your experience with 
the web site you just visited, as well as the CD player you were asked to think about 
purchasing. 
8.  Strongly                                   Strongly

Agreed                                  Disagreed 
(1) The CD player is likely to be reliable                                                  
(2) The CD player’s price is good 

compared to others with similar 
features 

 
 

                                                 
(3) I would be very likely to purchase 

this CD player 
 

                                                 
(4) The web site offers good quality 

merchandise 
 

                                                 
(5) There is a chance this CD player 

may not work properly 
 

                                                 
(6) The CD player is a good one for its 

price 
 

                                                 
(7) This web site is trustworthy  

                                                 
(8) My shopping time at this web site 

was less than when I shop in a 
traditional store 

 
                                                 

(9) This web site was easy to use  
                                                 

(10) This web site has a good image  
                                                 

(11) My visit to this web site was exciting  
                                                 

(12) This web site was very uncluttered  
                                                 

(13) The CD player is likely to be 
dependable 
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(14) The CD player would be good value 
for money 

 
                                                 

(15) I would seriously consider buying 
this CD player 

 
                                                 

(16) The price of the CD player was 
good compared with other products 
with similar features 

 
 

                                                 
(17) I was enthusiastic about surfing this 

web site 
 

                                                 
(18) It would be risky to buy this CD 

player 
 

                                                 
(19) Shopping on this web site was more 

convenient than at a traditional store 
 

                                                 
(20) I would be willing to buy this CD 

player 
 

                                                 
(21) The CD player has acceptable 

quality 
 

                                                 
(22) My visit to this web site was 

enjoyable 
 

                                                 
(23) I would seriously consider buying 

the CD player at the price shown 
 

                                                 
(24) I might lose out with this CD player 

as it may not turn out the way I 
expect 

 
 

                                                 
(25) The organization that run this web 

site is likely to keep its promises 
 

                                                 
(26) This web site presented its 

information quickly 
 

                                                 
(27) The CD player was a good buy  

                                                 
(28) This web site was a pleasant place 

to shop 
 

                                                 
(29) I was surprised about this web site  

                                                 
(30) The web site is run by a large 

company 
 

                                                 
(31) The CD player appears to be a 

bargain 
 

                                                 
(32) This web site had an easy-to-follow 

search 
 

                                                 
(33) The CD player’s brand has a good 

image 
 

                                                 
(34) The organization that run this web 

site can be trusted 
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(35) The web site provided an attractive 
shopping experience 

                                                 

(36) It would be economical to purchase 
this CD player 

 
                                                 

   
 Comments on this website:  
  

 
 
 
 

   
(C) Evaluation of Travel Website 
 
Instruction: Assume that you are buying a vacation package for yourself or for a 
friend or for a family member.  Visit the site given below and after you have found a 
suitable vacation package you intend to purchase, STOP and answer the following 
questions below. 
 
9. Have you visit this travel web site in the last 12 months? 
 www.xyz.com.  

(System will randomly select a URL address from the 
predetermined addresses in the database) 

 

   
  Yes (The system will pick another URL address)   
  No (Hot Link to the site)  
   
Instruction: Please answer the following questions based on your experience with 
the web site you just visited as well as the vacation package you intent to purchase. 
   
10.  Strongly                                   Strongly

Agreed                                  Disagreed 
(1) The vacation package is likely to be 

reliable 
 

                                                 
(2) The vacation package’s price is 

good compared to those with similar 
features 

 
 

                                                 
(3) I would be very likely to purchase 

this vacation package 
 

                                                 
(4) The web site offers good quality 

travel products 
 

                                                 
(5) There is a chance this vacation 

package may not be properly 
delivered 

 
                                                 

(6) The vacation package is a good one 
for its price 
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(7) This web site is trustworthy                                                  
(8) My shopping time for a vacation 

package in this web site was less 
than when I shop in a traditional 
store 

 
 

                                                 

(9) This web site is easy to use  
                                                 

(10) This web site has a good image  
                                                 

(11) My visit to this web site was exciting  
                                                 

(12) This web site was very uncluttered  
                                                 

(13) The vacation package is likely to be 
dependable 

 
                                                 

(14) This vacation package would be 
good value for money 

 
                                                 

(15) I would seriously consider buying 
this vacation package 

 
                                                 

(16) The price of the vacation package 
was good compared with other 
products with similar features 

 
 

                                                 
(17) I was enthusiastic about surfing this 

web site 
 

                                                 
(18) It would be risky to buy this vacation 

package 
 

                                                 
(19) Shopping on this web site was more 

convenient than at a traditional store 
 

                                                 
(20) I would be willing to buy this 

vacation package 
 

                                                 
(21) The vacation package has 

acceptable quality 
 

                                                 
(22) My visit to this web site was 

enjoyable 
 

                                                 
(23) I would seriously consider buying 

the vacation package at the price 
shown 

 
                                                 

(24) I might lose out with this vacation 
package as it may not turn out the 
way I expect 

 
 

                                                 
(25) The organization that run this web 

site will keep its promises 
 

                                                 
(26) This web site presented its 

information quickly 
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(27) The vacation package is a good buy                                                  
(28) This web site is a pleasant place to 

shop 
 

                                                 
(29) I was surprised about this web site  

                                                 
(30) This web site is run by a large 

company 
 

                                                 
(31) The vacation package appears to be 

a bargain 
 

                                                 
(32) This web site had an easy-to-follow 

search 
 

                                                 
(33) The brand of the vacation package 

has a good image 
 

                                                 
(34) The organization that run this web 

site can be trusted 
 

                                                 
(35) The web site provided an attractive 

shopping experience 
 

                                                 
(36) It would be economical to purchase 

this vacation package 
 
 

                                                 
   
 Comments on this website:  
  

 
 
 
 
 

   
(D)  About Your Computer Access  

10. What type of computer did you use to surf the Internet 
earlier?  

 

  Desktop  
  Notebook  
  Personal Digital Assistant / Pocket PC  
  Others, please specify:  
   
11. What operating system is your computer running with?  
  Window Based  
  Macintosh Based  
  Lindows Based  
  Others, please specify:  
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12.  What browser did you use to surf the Internet earlier?  
  Netscape Navigator  
  Internet Explorer  
  Others, please specify:  
   
13. How do you access the Internet?  
  Dial-up Line  
  256kbps Broadband  
  512kbps Broadband  
  Integrated Services Digital Network (ISDN)   
  Others, please specify:  
   
(D) About Yourself  
14. What is your age?  
  Less than 20  
  20 – 24  
  25 – 29  
  30 – 34  
  35 – 39  
  40 – 44  
  45 – 59  
  60 – 64  
  Above 65  
   
15. What is your gender?  
  Male  
  Female  
   
16. What would you estimate was your gross combined 

household income (all people with the same address 
as you).  If you are not sure, please make your best 
estimate. 

 

  No income  
  Less than $1000 per month  
  $1001 - $2000 per month  
  $2001 - $3000 per month  
  $3001 - $4000 per month  
  $4001 - $5000 per month  
  $5001 - $6000 per month  
  $6001 - $7000 per month  
  $7001 - $8000 per month  
  $8001 - $9000 per month  
  $9001 - $10000 per month  
  Above $10000  
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17. What is your highest educational level attained?  
  Never attended school  
  Less than Primary School  
  Primary School (PSLE)  
  Secondary School (GCE “O” or “N” Level)  
  Junior College (GCE “A” Level)  
  ITE (Vocational / Trade Certificate)  
  Polytechnic (Diploma)  
  University (Bachelor Degree)  
  University (Post Graduate Degree)  
  Professional Qualification (e.g. ACCA, CPA, etc.)  
  Others, please specify:  
   
18. Where are you currently pursing your study?  
  University of Western Australia  
  National University of Singapore  
  Nanyang Technological University  
  Singapore Management University  
  Ngee Ann Polytechnic  
  Others, please specify:  
   
19. What programme are you currently pursuing?  
  Diploma  
  Undergraduate  
  Graduate  
  Others, please specify:  
   
 Comments: 
   
 Thank you for completing this questionnaire. 
   
 Prize Details  

 Email Address:  
 We need your email address to put you in the prize draw but we will only send 

you an email if you are a prize winner – your email address will not be used for 
any other purpose, 

   
 Summary Result  

 Email Address:   
  
 If you want us to send you a copy of the summary results of this study, please 

give us your email address.  Results will only be sent to your email address. 
  Submit Survey  
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Appendix III 

Correlations - Items from the CD-Player Websites 

Item 1 2 3 4 5 6 7 8 9 10 11 12 13 14

1 1              

2 0.41 1             

3 0.37 0.43 1            

4 0.42 0.29 0.43 1           

5 -0.14 -0.03 -0.12 -0.03 1          

6 0.20 0.46 0.41 0.42 0.03 1         

7 0.40 0.26 0.34 0.37 -0.13 0.34 1        

8 0.14 0.21 0.11 0.18 0.13 0.17 0.16 1       

9 0.16 0.23 0.23 0.37 0.10 0.32 0.27 0.34 1      

10 0.28 0.19 0.21 0.40 -0.04 0.31 0.47 0.21 0.59 1     

11 0.24 0.28 0.41 0.47 0.01 0.37 0.37 0.12 0.45 0.51 1    

12 0.11 0.22 0.18 0.19 0.02 0.18 0.29 0.08 0.39 0.34 0.44 1   

13 0.50 0.32 0.41 0.47 -0.18 0.40 0.48 0.19 0.27 0.34 0.31 0.29 1  

14 0.42 0.49 0.43 0.46 -0.02 0.64 0.39 0.29 0.33 0.33 0.42 0.26 0.59 1

15 0.32 0.36 0.63 0.40 -0.10 0.46 0.33 0.11 0.30 0.26 0.55 0.32 0.45 0.55

16 0.24 0.52 0.43 0.36 -0.03 0.56 0.32 0.14 0.25 0.26 0.38 0.28 0.33 0.55

17 0.26 0.26 0.36 0.38 0.02 0.34 0.38 0.11 0.42 0.43 0.68 0.41 0.32 0.37

18 -0.16 -0.05 -0.09 -0.06 0.46 0.00 -0.16 0.14 0.12 -0.01 0.03 0.05 -0.17 -0.02

19 0.13 0.19 0.20 0.24 0.09 0.33 0.19 0.24 0.39 0.36 0.41 0.23 0.27 0.36

20 0.24 0.36 0.59 0.37 -0.07 0.46 0.37 0.15 0.36 0.30 0.47 0.36 0.44 0.45

21 0.49 0.41 0.40 0.50 -0.06 0.47 0.34 0.22 0.26 0.35 0.38 0.21 0.53 0.54

22 0.24 0.25 0.40 0.47 -0.04 0.34 0.39 0.11 0.46 0.54 0.71 0.44 0.39 0.37

23 0.15 0.48 0.37 0.32 0.03 0.40 0.23 0.17 0.24 0.21 0.40 0.30 0.30 0.51

24 -0.03 -0.02 -0.09 0.05 0.32 0.07 0.01 0.18 0.16 0.10 0.04 0.01 0.01 0.08

25 0.38 0.28 0.31 0.36 -0.15 0.26 0.48 0.04 0.22 0.39 0.44 0.27 0.47 0.34

26 0.18 0.20 0.21 0.32 0.02 0.23 0.29 0.23 0.44 0.41 0.41 0.29 0.33 0.28

27 0.35 0.39 0.42 0.43 0.00 0.48 0.36 0.13 0.31 0.39 0.43 0.27 0.46 0.58

28 0.30 0.26 0.34 0.43 0.03 0.32 0.45 0.13 0.51 0.56 0.60 0.38 0.40 0.34

29 0.03 0.22 0.25 0.30 0.02 0.27 0.19 0.06 0.31 0.34 0.52 0.32 0.20 0.28

30 0.33 0.21 0.38 0.34 -0.11 0.23 0.56 0.18 0.20 0.38 0.39 0.18 0.46 0.31

31 0.16 0.40 0.39 0.33 0.00 0.47 0.29 0.14 0.33 0.27 0.42 0.25 0.33 0.48

32 0.26 0.28 0.26 0.41 0.09 0.32 0.32 0.22 0.59 0.50 0.45 0.33 0.33 0.36

33 0.42 0.21 0.30 0.47 -0.13 0.31 0.38 0.17 0.26 0.44 0.42 0.20 0.47 0.42

34 0.39 0.21 0.32 0.38 -0.21 0.29 0.60 0.12 0.27 0.52 0.43 0.32 0.55 0.37

35 0.26 0.29 0.37 0.47 -0.05 0.36 0.47 0.06 0.46 0.58 0.65 0.44 0.43 0.36

36 0.26 0.44 0.44 0.35 -0.04 0.51 0.37 0.13 0.30 0.32 0.42 0.27 0.41 0.51
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Item 15 16 17 18 19 20 21 22 23 24 25 26 27 28

15 1              

16 0.53 1             

17 0.55 0.42 1            

18 -0.12 -0.05 0.05 1           

19 0.31 0.32 0.45 0.09 1          

20 0.69 0.50 0.52 -0.09 0.36 1         

21 0.40 0.46 0.36 -0.07 0.37 0.46 1        

22 0.49 0.39 0.65 0.01 0.47 0.53 0.43 1       

23 0.42 0.54 0.36 0.11 0.29 0.43 0.38 0.38 1      

24 -0.08 0.01 -0.03 0.35 0.12 -0.05 0.03 -0.01 0.06 1     

25 0.35 0.29 0.38 -0.18 0.32 0.35 0.43 0.43 0.27 0.10 1    

26 0.27 0.23 0.27 -0.01 0.32 0.28 0.33 0.45 0.27 0.15 0.35 1   

27 0.52 0.51 0.44 -0.02 0.38 0.53 0.55 0.50 0.48 -0.01 0.34 0.37 1  

28 0.45 0.37 0.59 -0.03 0.42 0.48 0.34 0.65 0.33 0.04 0.45 0.47 0.53 1

29 0.32 0.29 0.42 0.07 0.35 0.33 0.31 0.44 0.30 0.01 0.23 0.28 0.31 0.35

30 0.39 0.23 0.36 -0.03 0.24 0.40 0.38 0.39 0.30 0.02 0.47 0.18 0.37 0.40

31 0.39 0.43 0.41 0.08 0.30 0.42 0.37 0.42 0.51 0.04 0.30 0.28 0.50 0.38

32 0.34 0.26 0.44 0.11 0.42 0.31 0.35 0.50 0.27 0.09 0.28 0.51 0.43 0.52

33 0.35 0.34 0.40 -0.14 0.28 0.31 0.48 0.42 0.32 0.06 0.40 0.35 0.40 0.44

34 0.37 0.36 0.42 -0.20 0.30 0.41 0.43 0.49 0.28 0.02 0.63 0.35 0.38 0.49

35 0.47 0.39 0.63 -0.09 0.47 0.54 0.39 0.74 0.38 -0.04 0.44 0.40 0.49 0.67

36 0.55 0.57 0.45 -0.04 0.33 0.51 0.45 0.42 0.53 -0.09 0.31 0.32 0.60 0.48
 

Item 29 30 31 32 33 34 35 36

29 1        

30 0.25 1       

31 0.44 0.36 1      

32 0.41 0.30 0.46 1     

33 0.25 0.49 0.34 0.41 1    

34 0.23 0.56 0.27 0.38 0.53 1   

35 0.46 0.41 0.41 0.50 0.43 0.57 1  

36 0.31 0.30 0.56 0.40 0.37 0.41 0.51 1
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Appendix IV 

Correlation - Items from the Travel Package Websites 

 

Item 1 2 3 4 5 6 7 8 9 10 11 12 13 14

1 1              

2 0.56 1             

3 0.61 0.60 1            

4 0.59 0.57 0.57 1           

5 0.11 0.18 0.08 0.24 1          

6 0.54 0.68 0.54 0.57 0.23 1         

7 0.60 0.49 0.57 0.55 0.07 0.51 1        

8 0.27 0.28 0.29 0.30 0.23 0.24 0.31 1       

9 0.51 0.53 0.54 0.57 0.16 0.51 0.49 0.43 1      

10 0.56 0.48 0.50 0.59 0.08 0.48 0.53 0.29 0.65 1     

11 0.55 0.55 0.56 0.59 0.11 0.54 0.56 0.29 0.64 0.68 1    

12 0.37 0.35 0.45 0.41 0.11 0.36 0.38 0.32 0.47 0.49 0.60 1   

13 0.60 0.49 0.52 0.47 0.05 0.57 0.63 0.31 0.46 0.57 0.58 0.52 1  

14 0.58 0.65 0.59 0.60 0.16 0.68 0.54 0.31 0.52 0.56 0.60 0.48 0.64 1

15 0.59 0.55 0.73 0.53 0.03 0.57 0.50 0.27 0.57 0.51 0.60 0.51 0.57 0.67

16 0.49 0.69 0.55 0.60 0.14 0.64 0.47 0.35 0.54 0.51 0.58 0.39 0.52 0.75

17 0.51 0.52 0.56 0.51 0.06 0.48 0.55 0.25 0.54 0.59 0.74 0.49 0.53 0.52

18 -0.02 0.04 -0.03 0.14 0.44 0.14 -0.05 0.21 0.03 0.09 0.08 0.02 -0.08 0.06

19 0.50 0.47 0.56 0.53 0.20 0.44 0.42 0.27 0.54 0.44 0.54 0.35 0.43 0.53

20 0.55 0.59 0.74 0.53 0.01 0.56 0.51 0.25 0.57 0.54 0.64 0.46 0.56 0.65

21 0.59 0.57 0.58 0.57 0.11 0.57 0.53 0.35 0.58 0.57 0.62 0.44 0.59 0.65

22 0.49 0.56 0.57 0.61 0.10 0.51 0.56 0.26 0.67 0.63 0.80 0.54 0.60 0.58

23 0.49 0.69 0.54 0.50 0.19 0.61 0.48 0.35 0.50 0.44 0.52 0.37 0.50 0.65

24 0.19 0.09 0.08 0.21 0.42 0.10 0.12 0.24 0.10 0.17 0.12 0.09 0.10 0.17

25 0.57 0.49 0.49 0.46 0.09 0.41 0.59 0.37 0.49 0.53 0.52 0.45 0.61 0.51

26 0.50 0.47 0.43 0.54 0.17 0.50 0.51 0.30 0.62 0.55 0.56 0.49 0.54 0.56

27 0.53 0.62 0.54 0.54 0.11 0.62 0.45 0.25 0.48 0.47 0.49 0.34 0.53 0.70

28 0.59 0.56 0.56 0.60 0.08 0.56 0.51 0.32 0.64 0.68 0.74 0.55 0.58 0.58

29 0.35 0.37 0.42 0.45 0.13 0.44 0.38 0.18 0.35 0.38 0.50 0.39 0.37 0.42

30 0.39 0.38 0.44 0.46 0.02 0.41 0.60 0.23 0.37 0.53 0.51 0.41 0.48 0.45

31 0.52 0.67 0.54 0.58 0.17 0.62 0.52 0.23 0.50 0.54 0.55 0.48 0.56 0.71

32 0.53 0.43 0.55 0.59 0.12 0.49 0.51 0.30 0.66 0.59 0.63 0.44 0.53 0.55

33 0.53 0.49 0.54 0.56 0.08 0.50 0.58 0.22 0.48 0.60 0.56 0.42 0.59 0.58

34 0.49 0.36 0.46 0.41 0.05 0.39 0.61 0.16 0.39 0.43 0.51 0.42 0.56 0.48

35 0.53 0.52 0.56 0.55 0.09 0.49 0.51 0.30 0.58 0.66 0.71 0.52 0.52 0.62

36 0.52 0.58 0.57 0.49 0.16 0.63 0.53 0.23 0.53 0.47 0.54 0.42 0.54 0.66
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Item 15 16 17 18 19 20 21 22 23 24 25 26 27 28

15 1              

16 0.59 1             

17 0.59 0.57 1            

18 -0.08 0.12 0.05 1           

19 0.51 0.52 0.49 0.10 1          

20 0.78 0.61 0.63 -0.06 0.56 1         

21 0.61 0.62 0.56 0.09 0.54 0.68 1        

22 0.60 0.57 0.74 0.06 0.53 0.64 0.62 1       

23 0.56 0.70 0.49 0.15 0.48 0.51 0.50 0.50 1      

24 0.06 0.13 0.08 0.46 0.14 0.02 0.12 0.16 0.19 1     

25 0.52 0.51 0.51 0.07 0.37 0.53 0.57 0.52 0.52 0.26 1    

26 0.51 0.48 0.55 0.08 0.45 0.51 0.53 0.65 0.43 0.21 0.51 1   

27 0.55 0.65 0.45 0.10 0.49 0.56 0.59 0.54 0.59 0.14 0.47 0.52 1  

28 0.62 0.55 0.67 0.10 0.55 0.66 0.67 0.73 0.47 0.17 0.52 0.66 0.61 1

29 0.43 0.42 0.49 0.13 0.45 0.48 0.45 0.50 0.38 0.08 0.28 0.35 0.45 0.48

30 0.43 0.35 0.49 0.08 0.32 0.43 0.46 0.48 0.40 0.17 0.57 0.42 0.43 0.51

31 0.54 0.63 0.52 0.07 0.47 0.56 0.61 0.57 0.61 0.10 0.54 0.51 0.69 0.57

32 0.53 0.52 0.50 0.08 0.53 0.54 0.55 0.64 0.47 0.19 0.54 0.60 0.52 0.65

33 0.52 0.48 0.49 0.05 0.46 0.55 0.61 0.55 0.47 0.17 0.52 0.42 0.55 0.59

34 0.47 0.40 0.48 0.01 0.33 0.51 0.52 0.51 0.39 0.16 0.63 0.46 0.37 0.45

35 0.61 0.57 0.68 0.15 0.51 0.63 0.62 0.73 0.49 0.16 0.52 0.59 0.57 0.71

36 0.56 0.59 0.54 0.07 0.47 0.59 0.55 0.55 0.62 0.08 0.52 0.46 0.60 0.53
 

Item 29 30 31 32 33 34 35 36

29 1        

30 0.41 1       

31 0.41 0.48 1      

32 0.40 0.43 0.58 1     

33 0.40 0.63 0.57 0.58 1    

34 0.34 0.61 0.46 0.45 0.64 1   

35 0.47 0.47 0.57 0.57 0.59 0.54 1  

36 0.43 0.44 0.64 0.47 0.52 0.53 0.64 1
 

 

 

  

 

 
 
 


