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ABSTRACT
In an effort to understand the dynamics of consumer market of Rawalpindi and Islamabad for online-retailing of customized/personalized products, the universal technology acceptance model was used as the theoretical foundation of the research. Within the framework specified by the said model, the mutual relationship of customers’ perceived usefulness, attitude towards use and willingness to use the relatively newer form of retail business (internet-based) was investigated. For measuring the perception of the target consumer market regarding online retailing, questionnaire-based survey research was carried out. A convenience based sample population of 50 individuals with reasonably sufficient exposure to computer and internet technologies was chosen and their responses were obtained through self-administered questionnaires. The relationships of variables as in the research model were verified to be statistically correct through linear regression analysis. 
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CHAPTER 1 - INTRODUCTION
Background

Success of online business in a developing country like Pakistan has always been a bit of a question mark. The reasons for this phenomenon are manifold, but the most prominent include lack of education, insufficient exposure to and understanding of upcoming and advanced technologies as well as deficiency of robust hardware and software infrastructure and systems including security and privacy matters. It is however generally understood that with the increasing pervasiveness of computers, rising use of the internet and growing confidence in security of e-transactions, the prospects of e-businesses might improve over time. 
However, the extent to which critical success factors affect online business performance in a developing country like Pakistan remains unexplored. Hence, the investigation of the impact of these factors turns out to be an important research area in local context, a portion of which we intend to undertake in this research study. 

Rationale of the study

Online businesses are largely an unexplored phenomenon in Pakistan. Because we (the project team) possess our bachelor’s degrees in Computer Sciences, we would like to explore the prospects of such initiatives, which also complement our educational strengths. Also, our literature review has not shown any related research in Pakistan, which highlights the need of academic and professional investigation in this direction. 

The project team is the founder of the business idea of nexpressions.com, which brings together business innovation and latest web technologies. According to our preliminary research, no such business yet exists in Pakistan. 

The proposed research plan will provide an insight into the factors impacting customers’ willingness to purchase customized/personalized products from an online retailer. This research would be useful for extracting information related to e-commerce technology acceptance in the twin cities which is essential for formulating a successful e-business strategy in Pakistan. Measuring willingness of customers of innovative online businesses would help open avenues for establishing a whole lot of new business ventures. 
Problem statement

The Technology Acceptance Model is very relevant to the prospects of online retail businesses worldwide. However, in a developing country like Pakistan, its relevance and applicability as a relatively newer technology has not yet been tested. The problem we investigate has three facets: 

1. Does customers’ perceived usefulness has any impact on attitude towards use? 
2. Does customers’ perceived usefulness has any impact on willingness to use? 

3. Does attitude towards use has any impact on willingness to use (the new technology)? 
Theoretical framework

Because e-business is a relatively newer and not very widespread phenomenon in Pakistan, we would explore its future prospects under the framework of Technology Acceptance Model (TAM), which has been discussed in detail in the forthcoming literature review. 

This study would take root in the Technology Acceptance Model (TAM) which would focus on variables that influence the Willingness to use online retailing for customized products. 
Hypotheses development 

The study aims at exploring the relationship between perceived usefulness of e-retailing of customizable products, favorability of customers’ attitude and their Willingness to adopt it. As a result, following hypotheses were chosen: 

· H1o:
There is no relationship between perceived usefulness and attitude towards e-retailing of customizable products in customers in Rawalpindi/Islamabad 

· H2o: 
There is no relationship between perceived usefulness and Willingness to adopt e-retailing of customizable products in customers in Rawalpindi/Islamabad 

· H3o:
There is no relationship between attitude towards and Willingness to adopt e-retailing of customizable products in customers in Rawalpindi/Islamabad 
Objectives of the study

Objectives of the project (within the scope of the twin cities (Rawalpindi and Islamabad)) are as follows: 

· To gain an understanding of the customer’s perception of online retailing 

· To achieve an insight into customer’s attitude towards online retailing

· To analyze the extent of customers’ willingness to adopt online retailing 

· To gauge the mutual relationship of the above mentioned investigation points 

Definition of the terms

Perceived Usefulness
“It is defined as the degree to which a person believes that using a particular system would enhance his/her job performance” (Davis, 1989). This follows from the definition of the word useful; “capable of being used advantageously”. Here job doesn’t mean in an employment scenario, but more like any task. 
Attitude towards use 

“A hypothetical construct that represents an individual’s degree of like or dislike for an item” (http://en.wikipedia.org/wiki/Attitude_(psychology)). In the context of this project, item means the e-retailing system and retailing technologies. 
Willingness to use 

“It is defined as the quality or state of being willing; free choice or consent of the will; freedom from reluctance; readiness of the mind to do or forbear” (http://www.babylon.com/definition/willingness/English). It is important to understand that while one might have a positive attitude towards an entity, it doesn’t guarantee his/her willingness to use it. Hence, there is a marked difference between attitude and willingness to use. 
E-retailing/Online retailing/e-tailing 
“The use of technology such as computers and the internet to sell a range of products and services online to the world” (http://www.slideshare.net/lac_cheese/e-retailing) 
Customization 
“It refers to the modification or building according to individual or personal specifications or preference” (http://dictionary.reference.com/browse/customize)
Personalization
“Personalization means to have marked with one’s initials, name, or monogram” (http://dictionary.reference.com/browse/personalize) 
Trialability 
It refers to ability of the technology to be experienced by the user before deciding whether or not to adopt it. 

Relative Advantage 

The magnitude of the difference of benefits offered by the new technology compared with its existing next best alternative. 

Complexity 
The degree of difficulty in using the new technology
Compatibility
The measure of the ease of adaptability of the new technology keeping in view both the user and the environment 

Observability 
The extent of measurability and visibility of the performance and benefits of the new technology 

Chapter 2 - Literature review

“Technology Acceptance Model (TAM) includes the mutual relationship of perceived usefulness, perceived ease of use, attitude towards using and willingness to use a new technology” (Davis et al., 1989), which in this case is represented by online retailing. (Rogers, 1995) states that “correspondingly, the characteristics of perceived innovative attributes of the technology consist of Trialability, relative advantage, complexity, compatibility and Observability”. 
TAM has its roots in the work of Davis (1986) who, as its originator, used it to model and forecast user acceptance of information and computer technology in the workplace. 
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The model suggests that a user’s acceptance of a new technology, at the bottom, depends on his/her perception of ease of use and usefulness of that technology. It is these two dimensions of perception that drive the user’s attitude towards use of the new technology. The perceived usefulness and attitude in turn determine the user’s behavioral Willingness to use, which ultimately results in adoption and use or rejection and non-use of the technology. 

According to a study by Venkatesh and Morris (2000), “Technology Acceptance Model stands well-established, deep-rooted and robust. The model consistently and successfully explained a considerable and significant amount of the variation in technology related usage Willingnesss and behavior”. The same model was replicated by Adams et al. (1992) to establish the validity and reliability of his instruments and his measurement scales. “High reliability and good test-retest reliability were also established two ends-oriented dimensions of the same model” claim Hendrickson et al. (1993). 

By focusing specifically on dimensions of ease of use and perceived usefulness, numerous research efforts furthered the TAM framework. “These studies also added further components to the model in order to explore and understand the context-specific nature of technology adoption studies in various environments” (Wang et al, 2003; Venkatesh and Davis, 2000; Hernandez and Mazzon 2007). 
TAM has been validated as an authoritative and prudent framework for explaining the adoption of information and computing technology by the users (Davis et al., 1989), based on the theories in social psychology. Two of these theories include the theory of reasoned action (TRA) (Ajzen and Fishbein, 1980) (which predicts that “behavioral Willingness is caused or created by two factors; our attitudes and our subjective norms”) and the theory of planned behavior (TPB) (Ajzen, 1985) which, as an improvement over TRA, postulates that “Willingnesss are a function of three factors: attitudes toward the behavior, subjective norms, and perceived control over the behavior”. 
“Attitudes refer to beliefs about the outcomes associated with performing a particular behavior. Subjective norms refer to perceptions about how others would judge a person for performing the behavior. Perceived control is the self-assessment of both the capability or skill and the opportunity to perform the behavior. Positive attitudes, social approval, self-efficacy, and decisional autonomy combine to strengthen the Willingness and therefore the likelihood of performing a behavior” (Casper ES, 2007). “The TAM takes into account both belief constructs that are considered to be the main determinants of technology acceptance behaviors” (Davis, 1989). 
Focusing on the dynamics determining the adoption of innovations, another study by Tan and Teo (2000) indicated that “perceived usefulness is a significant and important factor in determining the acceptance and approval of innovations”. 
Rogers (1962) theorized that “perceived ease of use demonstrates the degree to which an invention is seen as being not too difficult to understand, learn or operate”. “A meaningful interaction with other individuals and a technological system form the perception of usefulness” state (Venkatesh and Davis, 2000). 

Taking a slight diversion from the traditional understanding and interpretation of the TAM, Bhattacherjee (2002) stated that “a person’s willingness to transact with a particular system is already indicative of his/her perceived usefulness”. 

As a result of research into market acceptability of internet banking in Thailand, the findings of Chatchawanwan et al. (2009) reveal that “complexity is the only factor which has negative relationship with customers’ Willingness to adopt the Internet banking. On the other hand, perceived ease of use and perceived usefulness have positive relationship with each other”. 

According to the Internet Confidence Index developed by RSA Security (providing security to over 90% of Fortune 500) to measure changes in U.S. and European confidence in secure online transactions among consumers and businesses and gauge growth in the frequency and value of online transactions, the willingness to transact online is outpacing trust in the medium: both businesses and consumers are taking risks in order to reap the benefits of online transactions. 

The Economist Intelligence Unit’s (EIU) report on E-commerce in Pakistan states that according to the government’s economic survey for 2005/06, there were an estimated 2.1m Internet subscribers and about 10m Internet users in June 2005 (latest figures available), and Internet access had expanded from 29 cities in August 2000 to 2,339 cities and towns by June 2006. Optical-fiber networks were available in 500 cities in June 2006, compared with 53 cities in August 2000. Pakistan had 170 Internet service providers in June 2006. 

In addition to that, the Global E-Readiness Index prepared by EIU ranked Pakistan at 63rd and India at 53rd among a total of 69 countries in 2007. The ranking model evaluates the technological, economic, political and social assets of the countries under study and their cumulative impact on their respective information economies.

Keeping in view the above mentioned research work, we intend to move forward on two dimensions; the technology in question is online retailing whereas the target population and environment belong to the urban areas of Pakistan, specifically Islamabad and Rawalpindi. 
Chapter 3 - Method
Methodology

Descriptive research and survey research technique were applied for this study. The researchers collected data by distributing questionnaires to conveniently accessible individuals (mostly on-job executives) in different offices in Rawalpindi/Islamabad. 

Non-probability sampling techniques were applied in order to get the sampling unit for this research study. 
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As discussed earlier, the selected research encompasses a subset of the Technology Acceptance Model (TAM). The three hypotheses would help investigate the mutual relationship of Perceived Usefulness, Attitude towards Use and Behavioral Willingness to Use e-retailing of customized products. 
It is important to note here that Perceived Ease of Use in the original TAM model has not been included in our selected research model. There are two reasons for its exclusion. First, Perceived Ease of Use is product/technology specific i.e. it is different for every product/technology. Because we are not focused on one specific website, perceived ease of use is not a valid research variable. Second, the length of questionnaire was an important concern, as including more variables would have increased its depth, making it less convenient for the user thereby decreasing his/her interest in the matter.
Sample/data

A convenience sample of 50 respondents was chosen and their responses were obtained through self-administered questionnaires. 
With the given resources and the scope of the project, it is only logical to select a non-probability sample because not only probability sampling is both cost and effort intensive but also a highly technical process, the capacity for which is outside the scope of a university level student project. 
Instruments and measures/sources of data 
The questionnaire for this study was adapted from an online survey template available on http://www.questionpro.com/akira/showSurveyLibrary.do?surveyID=61&mode=1 . 

The questionnaire mainly consisted of five parts. The first part (questions 1 - 5) targeted the demographics of the respondents with the help of closed-end questions. Also utilizing closed-end questions, the second part (questions 6 – 15) consisted of questions pertaining to the respondent’s familiarity and frequency of use of computer and internet technologies. The third part of the questionnaire (questions 16 - 25) included questions which measured the respondent’s perception regarding ease of use of online retailing. The method of a 5-point Likert scale was used in the questionnaire, ranging from Strongly Disagree (1) to Strongly Agree (5). On the same scale, the fourth part (questions 25 – 35) measured respondent’s attitude towards online retailing while the last part (questions 36-40) targeted respondents’ willingness to avail online retailing services. For reference, the questionnaire is attached as Annexure-4 at the end of this document. 
Procedure

Data was collected by distributing questionnaires in the target area(s), mostly at convenience. The data was then be compiled in SPSS. 
For each variable in the selected research model, a corresponding composite variable was created by mathematical union of all questions targeted at measuring that variable. Using the three composite variables, regression analysis was carried out on reports generated on the basis of key point indicators which were identified at the start of the survey. Inter-variable relationships and dependencies were found out with this process. The significance of using regression analysis is discussed in the forthcoming paragraphs. 
In statistics, regression analysis includes any techniques for modeling and analyzing several variables, when the focus is on the relationship between a dependent variable and one or more independent variables. More specifically, regression analysis helps us understand how the typical value of the dependent variable changes when any one of the independent variables is varied, while the other independent variables are held fixed. Most commonly, regression analysis estimates the conditional expectation of the dependent variable given the independent variables — that is, the average value of the dependent variable when the independent variables are held fixed. In statistics, regression analysis includes any techniques for modeling and analyzing several variables, when the focus is on the relationship between a dependent variable and one or more independent variables. More specifically, regression analysis helps us understand how the typical value of the dependent variable changes when any one of the independent variables is varied, while the other independent variables are held fixed. Most commonly, regression analysis estimates the conditional expectation of the dependent variable given the independent variables — that is, the average value of the dependent variable when the independent variables are held fixed. In all cases, the estimation target is a function of the independent variables called the regression function. 
Regression analysis is also used to understand which among the independent variables are related to the dependent variable, and to explore the forms of these relationships. In restricted circumstances, regression analysis can be used to infer causal relationships between the independent and dependent variables. 
Chapter 4 - Results and Discussion

Data were compiled in SPSS version 17.0 and various levels of research outputs were generated. The frequency tables and bar charts are attached as Annex-I (for demographics), Annex-II (for computer and internet technologies familiarity) and Annex-III (for questions targeting the three research variables). 

More meaningful results were obtained using Simple Linear Regression Analysis as explained above. Each hypothesis and its results are discussed below: 

Hypothesis 1
The first hypothesis states that there is no relationship between perceived usefulness and attitude towards e-retailing of customizable products in customers in Rawalpindi/Islamabad. 
Statistical Analysis and Results 

Linear regression analysis was used to evaluate the relationship of perceived usefulness and attitude towards use, keeping the former as independent variable while the latter as dependent variable. The results of regression are as follows: 
Regression Coefficients, Standard Error in Parentheses, t-statistics in brackets and P-values in italics
	Constant
	Perceived Usefulness
	R2
	F-Statistic
	P-Value

	1.055
	0.567
	0.503
	48.577
	

	(0.249)
	(0.081)
	
	
	

	[4.232]
	[6.970]
	
	
	

	0.000
	0.000
	
	
	0.000


The resulting regression equation is: 

[Attitude towards Use] = 0.567*[Perceived Usefulness] + 1.055

The Coefficient of Determination R2 = 0.503 (which gives information about the goodness of fit of a model) suggests that there exists a relatively strong relation between the two variables and it shows that perceived usefulness has a strong impact over attitude towards use. Approximately 56 percent of the variation in the response variable (attitude towards use) can be explained by the explanatory variable (perceived usefulness). The remaining 50 percent may be explained by unknown, lurking variables or inherent variability.
The t-Statistics (in brackets) show the t-ratios for each coefficient estimate.  They are both well beyond the cutoff point of 2.0, so we do have some confidence in making observations based on this model. 
The F-ratio is defined as “the ratio of the explained-variance-per-degree-of-freedom-used to the unexplained-variance-per-degree-of-freedom-unused”. In this case, an F-Ratio of 48.577 demonstrates an appreciable degree of explanation of variance in Attitude towards Use by the model. 
The p-value (in italics) is defined as the probability of obtaining a test statistic at least as extreme as the one that was actually observed, assuming that the null hypothesis is true. In this case, all P-values are 0.000 which shows that the relationship is statistically significant and it justifies the existence of correlation resulting in greater confidence level. In other words, it provides the evidence for the fact that the correlation is not a result of sampling coincidence. 
Outcome of Statistical Analysis

Therefore, assuming all other variables remain the same, the HYPOTHESIS IS REJECTED on the basis of standard linear regression analysis and statistical inference techniques.  

Hypothesis 2

The second hypothesis states that there is no relationship between perceived usefulness and Willingness to avail e-retailing services of customizable products in customers in Rawalpindi/Islamabad. 
Statistical Analysis and Results 

Linear regression analysis was used to evaluate the relationship of perceived usefulness and willingness to use, keeping the former as independent variable and the latter as the dependent variable. The results of regression are as follows: 

Regression Coefficients, Standard Error in Parentheses, t-statistics in brackets and P-values in italics

	Constant
	Perceived Usefulness
	R2
	F-Statistic
	P-Value

	2.292
	0.467
	0.257
	16.594
	

	(0.351)
	(0.115)
	
	
	

	[6.537]
	[4.074]
	
	
	

	0.000
	0.000
	
	
	0.000


The resulting regression equation is: 

[Willingness to Use] = 0.467*[Perceived Usefulness] + 2.292

The Coefficient of Determination R2 = 0.257 (which gives some information about the goodness of fit of a model) suggests that there exists a relatively strong relation between the two variables and it shows that Perceived Usefulness has a strong impact over Willingness to Use. Approximately 26 percent of the variation in the response variable (Willingness to Use) can be explained by the explanatory variable (Perceived Usefulness). The remaining 74 percent may be explained by unknown, lurking variables or inherent variability.

The t-Statistics (6.537 and 4.074) show the t-ratios for each coefficient estimate.  They are both well beyond our cutoff point of 2.0, so we do have some confidence in making observations based on this model. 

The F-ratio is defined as “the ratio of the explained-variance-per-degree-of-freedom-used to the unexplained-variance-per-degree-of-freedom-unused”. In this case, an F-Ratio of 16.594 demonstrates a reasonable degree of explanation of variance in Attitude towards Use by the model. 

The p-value (in italics) is defined as the probability of obtaining a test statistic at least as extreme as the one that was actually observed, assuming that the null hypothesis is true. In this case, all P-values are 0.000 which shows that the relationship is statistically significant and it justifies the existence of correlation resulting in greater confidence level. In other words, it provides the evidence for the fact that the correlation is not a result of sampling coincidence. 

Outcome of Statistical Analysis

Therefore, assuming all other variables remain the same, the HYPOTHESIS IS REJECTED on the basis of standard linear regression analysis and statistical inference techniques.  
Hypothesis 3

The last hypothesis states that there is no relationship between attitude towards and Willingness to avail e-retailing services of customizable products in customers in Rawalpindi/Islamabad. 
Statistical Analysis and Results 

Linear regression analysis was used to evaluate the relationship of attitude towards use and willingness to use, keeping the former as independent variable while the latter as dependent variable. The results of regression are as follows: 

Regression Coefficients, Standard Error in Parentheses, t-statistics in brackets and P-values in italics

	Constant
	Attitude 
towards Use
	R2
	F-Statistic
	P-Value

	2.271
	0.516
	0.201
	12.106
	

	(0.415)
	(0.148)
	
	
	

	[5.471]
	[3.479]
	
	
	

	0.000
	0.001
	
	
	0.001


The resulting regression equation is: 

[Willingness to Use] = 0.516*[Attitude towards Use] + 2.217

The Coefficient of Determination R2 = 0.201 (which gives some information about the goodness of fit of a model) suggests that there exists a significant relation between the two variables and it shows that Attitude towards Use has a strong impact over Willingness to Use. Approximately 20 percent of the variation in the response variable (Willingness to Use) can be explained by the explanatory variable (Attitude towards Use). The remaining 80 percent may be explained by unknown, lurking variables or inherent variability.

The t-Statistics (5.471 and 3.479) show the t-ratios for each coefficient estimate.  They are both well beyond our cutoff point of 2.0, so we do have some confidence in making observations based on this model. 

The F-ratio is defined “the ratio of the explained-variance-per-degree-of-freedom-used to the unexplained-variance-per-degree-of-freedom-unused”. In this case, an F-Ratio of 12.106 demonstrates an appreciable degree of explanation of variance in Attitude towards Use by the model. 

The p-value (in italics) is defined as the probability of obtaining a test statistic at least as extreme as the one that was actually observed, assuming that the null hypothesis is true. In this case, the highest P-value is 0.001 which shows that the relationship is statistically significant and it justifies the existence of correlation resulting in greater confidence level. In other words, it provides the evidence for the fact that the correlation is not a result of sampling coincidence. 

Outcome of Statistical Analysis

Therefore, assuming all other variables remain the same, the HYPOTHESIS IS REJECTED on the basis of standard linear regression analysis and statistical inference techniques.  

Summary of Hypotheses Testing
The following table summarizes the results: 
	Null Hypothesis Statements
	Significant Value
	Results

	H1o:
There is no relationship between perceived usefulness and attitude towards e-retailing of customizable products in customers in Rawalpindi/Islamabad  
	0.000
	Reject Ho

	H2o: There is no relationship between perceived usefulness and Willingness to adopt e-retailing of customizable products in customers in Rawalpindi/Islamabad 
	0.000
	Reject Ho

	H3o:
There is no relationship between attitude towards and Willingness to adopt e-retailing of customizable products in customers in Rawalpindi/Islamabad
	0.001
	Reject Ho


ChAPTER 5 - Conclusion and recommendations
Recommendations and Conclusion
Based on the research findings, it is clear that being the most significant factor, perceived usefulness has a very important role in determining user’s attitude towards using online retailing as well as their Willingness to avail such services. It has a strong implication on the prospects of online retail businesses in Pakistan. It is therefore recommended that entrepreneurs and firms looking to launch e-retail businesses in Pakistan must pay due attention to inculcating their usefulness in the target market perception. Without such effort, it would be very difficult to generate favorable attitudes and Willingness among the customers, which is necessary for long term business growth and development. 
It is also suggested that more research should be directed towards finding out ways and means to improve customers’ understanding of the actual benefits and advantages of e-retailing, a phenomenon now quite widespread in the developed world but still struggling to find strong foothold in the third world.  
On the basis of the survey conducted in Rawalpindi and Islamabad, the outcomes suggest that the scope of the research should be increased both in terms of size and scope. The expanded research should be carried out on country wide level for marketing-research for personalized and customized products since the results came out to be favorable in the twin cities and there exists a quality market for such products. 
It is anticipated that because Pakistan has a diverse set of population segments due to the difference of local cultures and alarmingly unequal distribution of health, significant and interesting results could be obtained in other areas across the country. 
As far as the computers/IT usage and understanding of the population is concerned, the frequency distribution shown in Appendix II clearly reveals that the sampled population has sufficient exposure to computer and internet technologies. It would thus be interesting to consider an even sample of population consisting of both expert and naïve users and gauge their perception of online retailing, with the population segmented on the basis of exposure to and understanding of computer and internet technologies. 
To summarize, the data was analyzed by using SPSS (Statistical Package for Social Scientists) to test the hypotheses.  Each hypothesis was tested by using Simple Linear Regression Analysis to determine whether there are statistically significant relationships between the variables. The results indicate that all null hypotheses are rejected, which essentially means that the selected subset of technology acceptance model (in this research initiative) stands validated for the spread of adoption of online retailing in our local environment. Therefore, online retailing would succeed more if the model is taken into consideration during government policy making and regulation as well as business planning and execution. 
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Appendices 
Appendix 1: Demographics of the target population

STATISTICS
	
	
	Age
	Gender
	Education
	Income
	Occupation

	N
	Valid
	50
	50
	50
	50
	50

	
	Missing
	0
	0
	0
	0
	0


FREQUENCY TABLES
Age
	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	19-30
	37
	74.0
	74.0
	74.0

	
	31-45
	11
	22.0
	22.0
	96.0

	
	46-59
	2
	4.0
	4.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Gender

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Male
	38
	76.0
	76.0
	76.0

	
	Female
	12
	24.0
	24.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Education
	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Graduate
	20
	40.0
	40.0
	40.0

	
	Post-graduate
	30
	60.0
	60.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Income
	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	5000-15000
	4
	8.0
	8.0
	8.0

	
	16000-25000
	9
	18.0
	18.0
	26.0

	
	26000-35000
	6
	12.0
	12.0
	38.0

	
	36000-49000
	7
	14.0
	14.0
	52.0

	
	50000 and above
	24
	48.0
	48.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Occupation
	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Employed
	45
	90.0
	90.0
	90.0

	
	Unemployed
	1
	2.0
	2.0
	92.0

	
	Self-employed
	4
	8.0
	8.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Appendix 2: Computer Usage Habits of the Population

STATISTICS
	
	
	Check or send email messages
	Read on-line news or magazines
	Conduct business-related work
	Visit Internet sites related to my hobbies
	Visit retail sites looking for merchandise

	N
	Valid
	50
	50
	50
	50
	50

	
	Missing
	0
	0
	0
	0
	0


	
	
	Play games
	Look for job opportunities
	Find & view photographs, clipart, or images
	Search for or download software
	Chat on-line

	N
	Valid
	50
	50
	50
	50
	50

	
	Missing
	0
	0
	0
	0
	0


FREQUENCY TABLES
Check or send email messages
	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	49
	98.0
	98.0
	98.0

	
	No
	1
	2.0
	2.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Read on-line news or magazines
	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	40
	80.0
	80.0
	80.0

	
	No
	10
	20.0
	20.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Conduct business-related work
	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	34
	68.0
	68.0
	68.0

	
	No
	16
	32.0
	32.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Visit Internet sites related to my hobbies
	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	42
	84.0
	84.0
	84.0

	
	No
	8
	16.0
	16.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Visit retail sites looking for merchandise
	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	21
	42.0
	42.0
	42.0

	
	No
	29
	58.0
	58.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Play games
	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	24
	48.0
	48.0
	48.0

	
	No
	26
	52.0
	52.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Look for job opportunities
	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	25
	50.0
	50.0
	50.0

	
	No
	25
	50.0
	50.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Find & view photographs, clipart, or images
	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	35
	70.0
	70.0
	70.0

	
	No
	15
	30.0
	30.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Search for or download software
	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	45
	90.0
	90.0
	90.0

	
	No
	5
	10.0
	10.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Chat on-line
	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	30
	60.0
	60.0
	60.0

	
	No
	20
	40.0
	40.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Appendix 3: Questions related to Perceived Usefulness, Attitude towards Use and Willingness to Use 
	Internet shopping avoids the hassle of local shopping

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Disagree
	4
	8.0
	8.0
	8.0

	
	Disagree
	11
	22.0
	22.0
	30.0

	
	Neutral
	14
	28.0
	28.0
	58.0

	
	Agree
	14
	28.0
	28.0
	86.0

	
	Strongly Agree
	7
	14.0
	14.0
	100.0

	
	Total
	50
	100.0
	100.0
	


[image: image3.emf]
	Internet stores have better prices & promotions than local stores.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Disagree
	2
	4.0
	4.0
	4.0

	
	Disagree
	13
	26.0
	26.0
	30.0

	
	Neutral
	19
	38.0
	38.0
	68.0

	
	Agree
	11
	22.0
	22.0
	90.0

	
	Strongly Agree
	5
	10.0
	10.0
	100.0

	
	Total
	50
	100.0
	100.0
	


[image: image4.emf]
	It is easy searching the Internet to find what is needed.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Disagree
	1
	2.0
	2.0
	2.0

	
	Neutral
	6
	12.0
	12.0
	14.0

	
	Agree
	27
	54.0
	54.0
	68.0

	
	Strongly Agree
	16
	32.0
	32.0
	100.0

	
	Total
	50
	100.0
	100.0
	


[image: image5.emf]
	Internet stores usually carry things customers want.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Disagree
	5
	10.0
	10.0
	10.0

	
	Neutral
	25
	50.0
	50.0
	60.0

	
	Agree
	15
	30.0
	30.0
	90.0

	
	Strongly Agree
	5
	10.0
	10.0
	100.0

	
	Total
	50
	100.0
	100.0
	


[image: image6.emf]
	Internet buying does NOT have its own delivery and backorder problems.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Disagree
	8
	16.0
	16.0
	16.0

	
	Disagree
	25
	50.0
	50.0
	66.0

	
	Neutral
	15
	30.0
	30.0
	96.0

	
	Agree
	2
	4.0
	4.0
	100.0

	
	Total
	50
	100.0
	100.0
	


[image: image7.emf]
	The Internet ordering process is NOT hard to understand and use.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Disagree
	2
	4.0
	4.0
	4.0

	
	Disagree
	18
	36.0
	36.0
	40.0

	
	Neutral
	8
	16.0
	16.0
	56.0

	
	Agree
	20
	40.0
	40.0
	96.0

	
	Strongly Agree
	2
	4.0
	4.0
	100.0

	
	Total
	50
	100.0
	100.0
	


[image: image8.emf]
	Giving credit card number to a computer is NOT dangerous.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Disagree
	13
	26.0
	26.0
	26.0

	
	Disagree
	27
	54.0
	54.0
	80.0

	
	Neutral
	4
	8.0
	8.0
	88.0

	
	Agree
	5
	10.0
	10.0
	98.0

	
	Strongly Agree
	1
	2.0
	2.0
	100.0

	
	Total
	50
	100.0
	100.0
	


[image: image9.emf]
	It’s NOT hard to judge the quality of merchandise on the Internet.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Disagree
	9
	18.0
	18.0
	18.0

	
	Disagree
	32
	64.0
	64.0
	82.0

	
	Neutral
	6
	12.0
	12.0
	94.0

	
	Strongly Agree
	3
	6.0
	6.0
	100.0

	
	Total
	50
	100.0
	100.0
	


[image: image10.emf]
	Previewing products on the internet before purchasing is useful in making the right decision.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Disagree
	4
	8.0
	8.0
	8.0

	
	Neutral
	11
	22.0
	22.0
	30.0

	
	Agree
	22
	44.0
	44.0
	74.0

	
	Strongly Agree
	13
	26.0
	26.0
	100.0

	
	Total
	50
	100.0
	100.0
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	I DON'T dislike the idea of shipping charges when buying on the Internet.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Disagree
	14
	28.0
	28.0
	28.0

	
	Disagree
	21
	42.0
	42.0
	70.0

	
	Neutral
	8
	16.0
	16.0
	86.0

	
	Agree
	6
	12.0
	12.0
	98.0

	
	Strongly Agree
	1
	2.0
	2.0
	100.0

	
	Total
	50
	100.0
	100.0
	


[image: image12.emf]
	I DON'T like the service policies of local stores more than those of Internet stores.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Disagree
	7
	14.0
	14.0
	14.0

	
	Disagree
	16
	32.0
	32.0
	46.0

	
	Neutral
	22
	44.0
	44.0
	90.0

	
	Agree
	5
	10.0
	10.0
	100.0

	
	Total
	50
	100.0
	100.0
	


[image: image13.emf]
	I DON'T worry about my credit card number being stolen on the Internet.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Disagree
	22
	44.0
	44.0
	44.0

	
	Disagree
	22
	44.0
	44.0
	88.0

	
	Neutral
	4
	8.0
	8.0
	96.0

	
	Agree
	2
	4.0
	4.0
	100.0

	
	Total
	50
	100.0
	100.0
	


[image: image14.emf]
	I DON'T like my purchases to be absolutely private.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Disagree
	18
	36.0
	36.0
	36.0

	
	Disagree
	25
	50.0
	50.0
	86.0

	
	Neutral
	4
	8.0
	8.0
	94.0

	
	Agree
	3
	6.0
	6.0
	100.0

	
	Total
	50
	100.0
	100.0
	


[image: image15.emf]
	I like the low prices offered by Internet retailers.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Disagree
	3
	6.0
	6.0
	6.0

	
	Neutral
	14
	28.0
	28.0
	34.0

	
	Agree
	21
	42.0
	42.0
	76.0

	
	Strongly Agree
	12
	24.0
	24.0
	100.0

	
	Total
	50
	100.0
	100.0
	


[image: image16.emf]
	I just DON'T distrust Internet retailers.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Disagree
	6
	12.0
	12.0
	12.0

	
	Disagree
	8
	16.0
	16.0
	28.0

	
	Neutral
	20
	40.0
	40.0
	68.0

	
	Agree
	14
	28.0
	28.0
	96.0

	
	Strongly Agree
	2
	4.0
	4.0
	100.0

	
	Total
	50
	100.0
	100.0
	


[image: image17.emf]
	I like having products delivered to me at home.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Disagree
	4
	8.0
	8.0
	8.0

	
	Neutral
	8
	16.0
	16.0
	24.0

	
	Agree
	21
	42.0
	42.0
	66.0

	
	Strongly Agree
	17
	34.0
	34.0
	100.0

	
	Total
	50
	100.0
	100.0
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	I DON'T want to see and examine things in person before I buy.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Disagree
	20
	40.0
	40.0
	40.0

	
	Disagree
	19
	38.0
	38.0
	78.0

	
	Neutral
	11
	22.0
	22.0
	100.0

	
	Total
	50
	100.0
	100.0
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	I like online retail stores for their better variety of products.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Disagree
	7
	14.0
	14.0
	14.0

	
	Neutral
	22
	44.0
	44.0
	58.0

	
	Agree
	15
	30.0
	30.0
	88.0

	
	Strongly Agree
	6
	12.0
	12.0
	100.0

	
	Total
	50
	100.0
	100.0
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	I LIKE having to wait for products to arrive in the mail.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Disagree
	4
	8.0
	8.0
	8.0

	
	Disagree
	22
	44.0
	44.0
	52.0

	
	Neutral
	14
	28.0
	28.0
	80.0

	
	Agree
	9
	18.0
	18.0
	98.0

	
	Strongly Agree
	1
	2.0
	2.0
	100.0

	
	Total
	50
	100.0
	100.0
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	I like customizing products before purchasing them on the internet.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Disagree
	1
	2.0
	2.0
	2.0

	
	Disagree
	4
	8.0
	8.0
	10.0

	
	Neutral
	18
	36.0
	36.0
	46.0

	
	Agree
	21
	42.0
	42.0
	88.0

	
	Strongly Agree
	6
	12.0
	12.0
	100.0

	
	Total
	50
	100.0
	100.0
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	I would shop on the Internet (more) if the prices were lower.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Disagree
	9
	18.0
	18.0
	18.0

	
	Neutral
	7
	14.0
	14.0
	32.0

	
	Agree
	23
	46.0
	46.0
	78.0

	
	Strongly Agree
	11
	22.0
	22.0
	100.0

	
	Total
	50
	100.0
	100.0
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	I often buy using lay-away or store payment programs.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Disagree
	1
	2.0
	2.0
	2.0

	
	Disagree
	10
	20.0
	20.0
	22.0

	
	Neutral
	28
	56.0
	56.0
	78.0

	
	Agree
	10
	20.0
	20.0
	98.0

	
	Strongly Agree
	1
	2.0
	2.0
	100.0

	
	Total
	50
	100.0
	100.0
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	I would purchase customized products on the internet if offered.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Disagree
	6
	12.0
	12.0
	12.0

	
	Neutral
	14
	28.0
	28.0
	40.0

	
	Agree
	24
	48.0
	48.0
	88.0

	
	Strongly Agree
	6
	12.0
	12.0
	100.0

	
	Total
	50
	100.0
	100.0
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	I would use my credit card on the internet if it is secure.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Disagree
	1
	2.0
	2.0
	2.0

	
	Neutral
	3
	6.0
	6.0
	8.0

	
	Agree
	28
	56.0
	56.0
	64.0

	
	Strongly Agree
	18
	36.0
	36.0
	100.0

	
	Total
	50
	100.0
	100.0
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	I would wait for products to arrive in the mail if offered better value.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Disagree
	4
	8.0
	8.0
	8.0

	
	Neutral
	9
	18.0
	18.0
	26.0

	
	Agree
	24
	48.0
	48.0
	74.0

	
	Strongly Agree
	13
	26.0
	26.0
	100.0

	
	Total
	50
	100.0
	100.0
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Appendix 4: Questionnaire used in the research 
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