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' S1: screening question to confirm respondents’ eligibility (i.e. past 12-month users of the Internet)

2 82: profile question on devices for Internet access

3 83: quota will be set with reference to the results of persons who had knowledge of using personal computer, Thematic
Household Survey Report No. 52, Census and Statistics Department, June 2013.

F1H



EDU*

i HE

4. FBEEREERERE G [RERE ]

1

DN B~ W

ECON’®

NN BERRE

P EEREE (f—EP=)
EHAEEE (PUESE )
HEHEREE

REEEDL FEEEE

S5, SARIMREREA LT A+ © RS )

1
2

LR AL (B0 kR BEAL )
FEREANL (B0 - sopsieids i AL BRIRA L 8% )

S5a.  FEMHMAZEHIRHE > (1A MG T EREYIIE ?

1

AN L A W N

Zim—EBI—X
BRI
i E—X
B=EH—X
Bl H—X
Di—(E A —=

2 A A

S6.  UREAT G EEAAE LR G S ) G i S B e £ S B AR 2 ©
(e Al i) aCERiced ]

1

2

A (4 S7]
H (ER R TIA% LEY&CER - DR
[iedie A4 LY iRicEs]

* S4: profile question by highest level of education attainment
5 $5: profile question by economic status
® s6: prevalence question to understand incidence of online purchase experience.
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7 S7: profile question on devices for online transaction and prevalence question to understand incidence of M-commerce and
E-commerce among the respondents.

¥ s8: profile question of online purchase frequency. Check the quota of “Frequent Purchasers” and “Occasional Purchasers”.
“Frequent purchase” (i.e. code 1 to code 5 of S8) is defined as online purchases that have occurred “at least once a month” and
“Occasional purchase” (i.e. code 6 to code 10 of S8) is defined as online purchases that have occurred “less than once a month”.
The criterion is set with reference to MasterCard Worldwide Online Shopping Survey. In 2011, 4.8 times of purchase were

made by online shoppers every 3 months on average.
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7 MR REER G REOREE () 7
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9 ZEHM (NEEREESRS) HE S B ) 9
10 ZFEEEEES (e) 10
11 ER Mbifldh, R E M (e) 11
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13 E@J/%@%:FH:% (e) 13
14 IS EFEMm () 14
15 #R{:HEEL App (e) 15
97 Hth (5:E8H) [FEH] 97

% S9: the use of the renowned product classification paradigm, namely Search-Experience-Credence Paradigm on online
platform is illustrated in Mityko, D. S. V. (2012), The Search Experience Credence Product Classification Paradigm in the Eyes
of the Electronic Consumer, Management & Marketing, 7(3). “Search Goods $#z% 5" (s) are those that have the largest
amount of information available, those that are standardized and the utility of consumption can be estimated beforehand. For
“Experience Goods &&Egf"(e) and “Credence Goods {5 i:"( ¢), the utility of consumption cannot be estimated beforehand
or can never be estimated. Shoppers of “Limited Variety” are defined as those who have purchased 2 or less types of goods or
services. On the other hand, shoppers of “Diverse Variety” are defined as those who have purchased more than 2 types of goods
or services.
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° B1: Small but significant and non-transitory increase in price (SSNIP test). The 5% increase in price is used to detect
whether consumers perceive online and on-street shops are both in the same market. In addition, it can take note of whether
price is the most important factor in choosing to shop online. If online and on-street shops are perceived to be from two
different markets, with other factors being taken into account, consumers would not shift from on-street shops to online shops.
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! B2-4: usage and attitude questions on past online purchase experience. “Frequent purchase” (i.e. code 1 of
B2) is defined as online purchases that have occurred “at least once a month” and “occasional purchase” (i.e. code
2 of B2) is defined as online purchases that have occurred “less than once a month”. B4 will be the base to
formulate the confidence index of online purchase by key category of goods and services.
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12 B6: impulse scale with reference to Stanford, M., Mathias, C., Dougherty, D., Lake, S., Anderson, N. and Patton, J. (2009),
Fifty years of the Barratt Impulsiveness Scale: An Update and Review. Personality and Individual Differences, 47(5),
pp-385-395. The seven (7) statements, drawn from the 30-statement Barratt Impulsiveness Scale 11, are chosen based on the
factor structure of the test battery. Specifically, the chosen statements are related to 2™ order factors of cognitive instability,
motor impulsiveness, self-control and cognitive complexity, which are deemed to be the most relevant to impulsive purchase.
In the cited review article of this test battery, persons having a total score of 72 or above (out of 120) are classified highly
impulsive. The criterion is prorated to 17 in the question.

13 B7: the pre-coded answers (1 to 5) correspond to the five categories of adopters of change, namely the Innovators, the Early
Adopters, the Early Majority, the Late Majority and the Laggards, as described in Rogers, E. (1983), Diffusion of Innovations,
New York: Free Press. Innovators (i.e. code 1) refer to those whose most important quality is venturesomeness. Early
Adopters (i.e. code 2) refer to those whose most important quality is that they are the opinion leader in their social circles.
Early Majority (i.e. code 3) refer to those who makes purchase decision of their own accord. Late Majority (i.e. code 4) refer
to those whose aim is to conform to the majority. Laggards (i.e. code 5) refer to those who tend to refuse the use of
innovations.
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" Q12 questions to collect usage frequency of Internet users by sub-groups such as “frequent users”, “occasional users” and
“infrequent users”. At a later stage, this variable may be used to correlate with other important variables such as frequency of
purchase and other attitude to testify if “frequent users” have a more “wired” lifestyle.
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15 (3-4: questions to gather information about the security measures taken by Internet users. Specifically, the two questions
target different groups of Internet users, depending on the choice of device. Current research shows that the security concern
for M-commerce is different from that of E-commerce. Zhang, R., Chen, J.Q. & Lee, C.J. 2013, "Mobile commerce and
consumer privacy concerns", The Journal of Computer Information Systems, vol. 53, no. 4, pp. 31-38.

The two questions complement each other to take note of the individual pattern of the two platforms. The general pattern of
Internet usage is gauged by Q1-4 in this section.
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% Qs: question to gather the barriers faced by the respondents who have no online purchase experience. This can later be
used to understand the decision making process of non-online purchasers.

7" Q6: question to understand perceived risk of online purchase. The pre-code answers has made reference to Yan, X., & Dai,
S. 2009, Consumer’s Online Shopping Influence Factors and Decision-Making Model in Value Creation in E-Business
Management (pp. 89-102).

'8 (7: question to understand the sources of impression of the perceived risks.

F 12 H



i &
Q8. frg«E Q9. [AR&GEEHHZ| Q10. [HSHEH

R b Fr Q14 B2 T Q8E QI E
LiNEEN AEZE ORI ] ZHEIE] [
P B FRe LA BT 1) BUERAIE RS
) AR, R =4 _FpE
Fa? Teimng g JE B IEY
GEIED & s =tk
fE YL aE ? ( search ] B
me ? [&] (‘&) A am[E AR IE ?
HETH ] g ? (A% @lp==2=)
H]
1 Taobao &E 1 1 1
2 Tmall K3 2 2 2
3  Amazon opE#H 3 3 3
4  Yahoo! TEE 4 4 4
5 Rakuten &KV 5 5 5
6 eBay 6 6 6
7  Groupon 7 7 7
8  Beecrazy 1H 8 8 8
9  Group Buyer 9 9 9
Elliied
10 FHRFE (4L 10 10 10
1 HiE (HE] 11 11 11
12 PizzaHut [ 49 I ] 12 12 12
13 KFC (4L ) 13 13 13
14 Apple App Store 14 14 14
15 Google Play Store 15 15 15
16 Hotels.com 16 16 16
17 Cathay Pacific EZEfi12% 17 17 17
(4 )
18 Broadway Circuit 18 18 18
[EESHE
19 Cityline f#ZE4H 19 19 19
20 Urbtix 37 EEHE & 5248 20 20 20
97 [AfEm]) HAth [ E55E8H ) 97
9% [“fienm] igA 96 96 96

[*& Q8 code 1 £ code 21 H#{EERE - 1£ Q8 12k ZE Q10]

F 13 H



i HE
Qll.  [[URIE] ZEiEhiRE S M LR EsGEY)-F N E SamscE ik - Ve EE
HPE B e gh g 2 P [REZIE]
(B ] (HAYE ?

FRILEE =7 BN IR RS [ PIIEEE R e &adeE )
IR _E P T BE R S W HE

CHHEE S ERE

BEFESATROTA

P (R s A s R A

fEm R SR EE

TEMEERIERN ~ B IRE

97 [AFERY EAM (5L )

9% [FFER] =%

~N O L AW =

Qlla. HIRFEIRAILE LS AV G E G sE@ s - IR G &S 8 FH
WefEE e ? | [EiekEZE]

[(EEIE REEE KT $0] JT

(B a2 S )

9 Q11: question to investigate means to increase the level of trust of the non-online purchasers. Pre-code answers are
referenced from Noteberg, A., Christiaanse, E. & Wallage, P. 2003, "Consumer Trust in Electronic Channels", E - Service
Journal, vol. 2, no. 2, pp. 46-67.
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20 Q12: question to test the awareness of selected protection mechanism offered by the online shops and platforms.

2l Q13: question to understand the practices adopted by respondents in protecting themselves on online purchase. A few
pre-coded answers are referenced from the findings of the Youth Survey on Usage of Internet and Social Network Websites,

Public Opinion Programme, the University of Hong Kong, April 2010.
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g Q14-16: questions Q14 and Q15 on unaided and aided awareness of online shops and platforms the respondents have heard
of respectively. Q16 is question to collect the source of information of the respondents.
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2 Q17-18: questions to understand the dropout behavior in the search process of respondents.
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Q19: question to collect information on the reasons of trust. There are a multitude of factors contributing towards the trust
of a certain site by respondents. The 3" party seal programs are popular in Western countries. In Hong Kong, similar
accreditations are provided by credit card platforms including Visa and MasterCard. The pre-code answers are factors that are
referenced from the following resources:

@) Cook, D.P. & Luo, W. 2003, "The Role of Third-Party Seals in Building Trust Online", E - Service Journal, vol. 2, no.
3, pp. 71-84.
(i) Bart, Y., Shankar, V., Sultan, F. & Urban, G.L. 2005, "Are the Drivers and Role of Online Trust the Same for All Web

Sites and Consumers? A Large-Scale Exploratory Empirical Study", Journal of Marketing, vol. 69, no. 4, pp. 133-152
(iii) San Martin, S. & Camarero, C. 2008, "Consumer trust to a Web site: moderating effect of attitudes toward online

shopping", Cyberpsychology & behavior : the impact of the Internet, multimedia and virtual reality on behavior and
society, vol. 11, no. 5, pp. 549-554.
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» Q20-22: Q20 and Q21 are questions to gauge the profile of respondents in their choice of payment method and how
confident they are on their choice. Q22 is question to collect information on what other methods are also acceptable to the
respondents.
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% Q23: question to understand types of security measures that the respondents would be considered as useful means to help
protect their personal information and privacy.
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21 Q24: question to gauge the triggering factor for the respondents to purchase online. The pre-code answers include word of
mouth (WOM), electronic word of mouth (¢eWOM), limitation of normal stores and the effect of online marketing. Some of
the pre-code answers are referenced from Lee, J., Park, D. & Han, 1. 2008, "The Effect of Negative Online Consumer Reviews
on Product Attitude: An Information Processing View", Electronic Commerce Research and Applications, vol. 7, no. 3, pp.
341-352.
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28 Q25: pre-code answers are referenced from Ariff, M. S. M., Yan, N. S., Zakuan, N., Bahari, A. Z., & Jusoh, A. 2013, June.
Web-based Factors Affecting Online Purchasing Behaviour in IOP Conference Series: Materials Science and Engineering (Vol.

46, No. 1, p. 012038), IOP Publishing.
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% Q27: question to understand specifically the effect of various kinds of eWOM on the final decision of purchase.
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%% Q31: question to understand if the respondents have kept any copy of the terms and conditions of the online platform. The
behavioral pattern of keeping terms and conditions might suggest the seriousness of the respondents on their contractual
undertaking of the online transaction.
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3 Q34: pre-coded answers are referenced from Posselt, T. & Gerstner, E. 2005, "Pre-Sale vs. Post-Sale e-Satisfaction: Impact

on Repurchase Intention and Overall Satisfaction", Journal of Interactive Marketing, vol. 19, no. 4, pp. 35-47.
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32 . . . .
Q38: question to understand how the respondents would react to unsatisfactory online purchase experiences.
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