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ABSTRACT

While the penetration of the Internet in consumetsily lives still continue with an increasing
momentum, this new medium has experienced a raglaradformation from being a communication
tool to be an economic platform where consumeraatanly communicate but also transact. In this
perspective, online consumer behavior became anoriapt area for both academics and
professionals, which needs to be investigated aqudioeed. As the Internet is a new technological
channel for shopping, consumers need first to detiduse this new channel for shopping and then
make their online retailer preference. Thus, onlomsumer behavior involves a two-step process
composed of intention to shop online and selecifosstore. The purpose of this study is to develo
and test a two steps online consumer behavior melieh explains the dynamics of the intention and
selection processes. A two staged research designbben implemented in the study. At the first
stage, parallel to the existing literature, theeetk of risk perceptions, technology acceptanceifac
and benefit perceptions on the intention to shdmerhas been measured. The effect of retailer thran
equity on e-store selection process has been medisar the second stage. The research hypotheses
have been developed based on both the existingetitd ground and current findings in the
literature. The results of the study confirmed thisk perceptions, technology acceptance factos an
benefit perceptions regarding online shopping pdaglecisive role in the intention of consumers to
shop online. A second important finding of the gtiglthat once consumers’ involve into online
shopping activity, the strength of retailers’ brarejuity directly affects the consumers’ store
preference.

Keywords E-Commerce, Online Consumer Behavior, Store Bradtf, Intention to Shop Online.

INTRODUCTION

Since its introduction as a communication tool, pleaetration of the Internet in consumers’ daify li
continues without losing any momentum. In the lagb decades, the Internet has experienced a
radical transformation from being a communicatioal tto be a social and economic platform where
consumers do not only communicate but interactteangsact.

The number of Internet users in the world has beereased more than six times since the beginning
of 21st Century and reached at 2.3 billion usemgethet World Stats, 2011). Increasing number of
Internet users around the world and narrowing digiivide in both national and international level
(Vijayasarathy and Jones, 2000), are the two inambriactors which supported the introduction and
development of the Internet as an economic platfdetail e-commerce transaction volume in U.S
increased more than five times since the year 20@Dreached at 165.4 billion USD in 2010 (U.S.
Commerce Department, 2011). Internet shopping ofsemers keeps its growth as the Internet
penetration and usage rates increase around thd.warcording to the latest statistics from U.S.
Census Bureau in 2010, the share of the Intermgiphg transactions in North America reached at 4
% of total retail sales (U.S. Census Bureau, 2010).
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Due to the current potential of e-commerce, ontinesumer behavior became an important area for
both academics and professionals, which needs fovestigated and explored. As the Internet has
been introduced as a new shopping channel, consuneed first to decide to use this new channel
and then make their online retailer preferencehis perspective, we can state that online consumer
behavior generally includes a two-step process lwisccomposed of intention to shop online and

selection of e-store.

This study targets to shed light into the undeditagn of online consumer behavior and consequently
contribute to the existing literature by developiengd testing a combined online consumer behavior
model in a Turkish consumers’ context. Specificathe study makes two important contributions to

the existing literature.

The first one is the development and testing a ¢oeedomodel which explores the dynamics of both
the intention and selection processes at the samee Current literature includes many studies which
deal with each of the processes separately. A langeber of studies in the current literature tatget
explain the relationship between the risks, besefitchnology usage related factors and the imenti
of consumer to shop online (Chang and Wu, 2012aM,uR012; Rishi, 2010). On the other hand,
another group of studies deal with the identifizatdf factors which affect the e-store preferente o
consumers (Jones and Kim, 2010; Jeong et. all, ;2000 et. all, 2008). In addition to the existing
studies, this study targets to provide a completietstanding of the whole process and consequently
fills the gap in the current literature by presegtia unified two staged online consumer behavior
model.

Secondly, current literature does not include sidfit number of studies which explore the dynamics
of online consumer behavior in developing counttike Turkey (Turan, 2012). Thus, this study
contributes also to the development of the liteatn a developing country context by conducting th
research in Turkey.

Growing Internet penetration and e-commerce voluniurkey

The development of the Internet penetration andvtirdn e-commerce transactions show similar
trends also in Turkey. According to the latestistias in 2011, total number of users in Turkey
reached at 35 million (BTK, 2011) and householeéinét penetration rate increased to around 45 %
which can be reported as one of the highest amamgpEan countries (TUIK, 2011). The penetration
rate among younger age groups (25-34), which gpeat®d to use the Internet as a shopping channel
more frequently, reached at 55 %. Parallel to tr@wth in Internet users, the total e-commerce
volume of Turkish consumers’ also showed significamcrease in recent years and reached
approximately at 12 Billion $ (BKM, 2011).

Need for deeper analysis of the two-steps onlimswamer
behavior

Starting from the full part of the glass, the cuatrpenetration statistics as well as retail e-conome
volume, both in the World and in Turkey, show thize Internet has already been qualified as an
important platform for economic transactions. Acling to the latest forecast published by Forrester
Research, the volume of retail e-commerce is egpletct reach at 327 billion USD in 2016 and will
constitute around 9 % of total retail sales in Hokimerica (Website Magazine, 2012). The expected
figures show that the Internet as a standalonél reftannel will keep increasing its share on the
overall sales and will challenge the dominance dtkband-mortar stores in several product
categories.

Despite the potential of the Internet as a stamdakales channel in retail segment, the statistiosv

that there is a large gap between the number ofntieenet users and with those using Internet as a
shopping channel. Large numbers of consumers aechbt users have drawbacks and hesitations to
use this new channel for their purchases (Passwil,e2011). Many researchers argue that the drowt
performance in online shopping volume is still velihe initial expectations (Hannah and Lybecker,
2010; Anckar and D'Incau, 2002; Prabhaker, 2009ntanski and Hise, 2000).
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Based on the current situation, we can confidesthte that consumer behavior regarding online
shopping involves a two-step process composedi@ftion to shop online and selection of e-store. In
order to be a customer of an online store, conssistevuld decide first to shop online. Thus, thst fir
step of consumer behavior is related to their id@nto shop online. This step of consumer decision
making needs to be investigated to fully understaedvhole process. At the second step, it isiatuc
to understand how consumers make their e-storetsaiebefore their online purchases.

In the following sections, after the review of th@rent literature, the factors which affect e-gtiag
intentions of the consumers and the determinants-gibre selection are explained. After providing
the theoretical framework, which includes propoeeskarch model anuypothesis, the relationships
between the variables in the model are analyzediaallly the findings are explained and discussed,
together with the practical managerial implicatiombe study is completed with the explanation of
limitations and suggestions for future research.

LITERATURE REVIEW

First stage of online consumer behaviour: Factfiexstng e-shopping
intention

Every transaction in the market whether it is afflior online, is an exchange of values between at
least two parties (Bagozzi, 1975) and its accegtdnycany of the parties depends on the cost-benefit
analysis for each specific transaction (Civelek &izer, 2003). Factors which affect consumers’
intention to use Internet as a shopping channeirecan important point of interest among both
marketing academicians and practitioners. Currégrtature includes many academic studies which
examine the role of several factors which are etqueto affect the intention of consumers towards
online shopping (Chang and Wu, 2012; Turan, 201&hiR2010; Ling et. all, 2010). Parallel to the
current theoretical ground in marketing and exgtcommerce literature, the factors which affect
online shopping intention of consumers can be ifladsinto three main groups. These groups of
factors can be listed as Risk Perceptions, Teclyyol@ceptance Factors, and Benefit Perceptions.

Risk Perceptions Of Consumers

Every market transaction, which includes an exckaofgvalues, holds two types of risks from the
marketing perspective: Real and Perceived Riske@a# the definition in Oxford English Dictionary
(1965), real risk is defined as “the exposure te possibility of loss, injury, or other adverse or
unwelcome circumstance; a chance or situation uingl such a possibility”. In other words,
objective risk is the one which really exists (Cingham, in Cox, 1967, p. 82). The level of exposed
risk (real) in a market transaction is totally degent on the nature of the transaction decision
(Taylor, 1974). On the other hand, perceived risthe one which exist in consumer’s mind and may
lead them to overestimate or underestimate therigal(Sitkin and Pablo, 1992). It is defined ks t
functional and psychological risk a consumer febls is taking when purchasing a product or service
(Dowling and Staelin, 1994). In other words, itredated to the both nature and amount of risk
perceived by consumers when they make a purchassiate (Cox and Rich, 1964). Perceived risk
plays a role in all major types of consumer behafrimm complex buying behavior to variety seeking
behavior independent from involvement level (Assd8B1). Whether the real risk exists or not, the
behaviors of consumers are determined by the lefvpkerceived risk (Bauer, in Hancock, 1960, p.
389). In other words, when the risks are not peezki whether they really do exist or not, will not
have any effect on consumer behavior (Kovacs e2@11).

Current literature on perceived risk includes salerlassifications made by several authors.
Cunningham (1967) proposed one of the earliestsifieations which included six dimensions of
perceived risk. According to him, perceived rislctanposed of performance, financial, time, safety,
social and psychological risk dimensions. Cox andhR(1964) focused on performance and
psychological dimensions of perceived risk. Thei@monomic risk dimension which combines
social and economic risk perceptions of consumasstieen used for a first time by Perry and Hamm
(1969). Roselius (1971) categorized four typesosbés - Time, Hazard, Ego and Financial - as the
consequences of several risks. Parallel to theiquevliterature, Garner (1986) proposed and
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explained six dimensions of perceived risk inclgdBocial, Financial, Physical, Performance, Time
and Psychological risks. Although the review of tharent literature shows that that there is still
lack of common categorization (Kovacs et. all, 201ib the framework of online shopping,
perceptions associated with product category, firnand security risks are proposed more
intensively than other dimensions (Almousa, 201hatBagar et. all, 2000). For the purpose of this
study and based on the current literature on ontioesumer behavior, we include product and
financial risk perceptions as the individual paftfisk Perceptions into the research model.

Technology Acceptance Factors

As every new technology and user application egpegs a diffusion and evaluation process before
being accepted and used by the target consumege(®and Rogers, 2003), the acceptance of the
Internet as a new shopping channel follows the spatirn. The fragmented structure of consumer
markets (Sozer, 2009) and consequently the existehanicro segments with different consumer
traits result in different attitudes of consumessvdrds Internet usage as a shopping channel. The
adoption process of new technological user systemssbeen explained by Technology Acceptance
Model (TAM) developed by Davis (1986). The modepkains and predicts user behavior towards a
new technological application. The adoption proadsthe Internet as a shopping channel lies within
the boundaries of Technology Acceptance Model (TAM)the original model, the two independent
variables, perceived ease of use and perceivediloss$, are modeled to be an effect on the
dependent variable usage. The revised model indludiention as a mediating variable between
independent variables and usage as the depend@tilggDavis et. all, 1989).

Current literature includes many studies whiche@sind confirmed the reliability of the model in
various contexts (Al Zubaidi and Al-Alnsari, 201%hang and Prybutok, 2003; Straub et. all, 1997;
Adams et. all, 1992). Based on the current litemtthis study incorporates the two independent
factors - Ease of Use and Usefulness - of Techyolegreptance Model (TAM) into the research
model under the grouping of Technology Acceptaraedts.

Benefit Perceptions Of Consumers

In normal circumstances, every online market treti@a is expected to occur only in cases where the
result of the value equation for each party is fpasi(Civelek and Soézer, 2003). In other words,

benefits in a market transaction should outweigh sham of costs and risk associated with this
particular transaction. In today’s postmodern merkghere consumers became more sophisticated
and demanding (S6zer, 2009), they look for moreievand increased benefits in terms of money,
time, effort and space (Seth and Sisodia, in Patets997, p. 17).

Based on the current literature, benefits in teafnsonvenience, economy and time can be listed as
the most cited ones in an online context (Forsgtheall, 2006; Childers et. all, 2001; Szymansld an
Hise, 2000). Parallel to the current literature &mdthe purpose of this study, three types of fiene
perceptions related to shopping flexibility, protiselection and shopping convenience are included
into the research model under the group of Beedfiteptions.

Shopping Flexibility includes the benefits whicte gsrovided by the online shopping environment
such as shopping opportunity without physical ba@uigs and having no time constraints in shopping
times.

Second benefit type, Product Selection, includes libnefits which are provided by the online
shopping environment such as a large range of ptedoffered, many alternatives available and
extended information presented about products.

Convenience benefits are mostly related to the ipalysffort savings which consumer gets in

shopping activities (Brown, 1990). Convenience basn regarded as one of the most important
benefits which are provided by the Internet (Chand Liu, 2009). The five convenience benefits

which are proposed by Brown (1989) in an onlineteghinclude time, place, acquisition, use, and
execution dimensions.
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Based on the current literature and for the purpafsthis study, Shopping Convenience Benefits
includes physical and psychological benefits suema waiting time in stores, easy buying process
and no embracement if the store is left without pagchases.

Shopping orientations and Internet experience atenabing factors of
intention

Shopping Orientations

Shopping orientations are expected to be an impobratecedent of online consumer behavior
(Swaminathan et. all, 1999). Current literaturdudes the classification of shopping orientatioms i
the online context. Vijayasarathy and Jones (2q0posed seven shopper consisting of in-home
shoppers, economic shoppers, mall shoppers, pdmEhahoppers, ethical shoppers, convenience
shoppers and enthusiastic shoppers. The authareedeh-home shoppers as those consumers who
prefer to shop from home using catalog and e-nfapping channels. A mall shopper has been
defined as a consumer who prefers to shop diréctipalls. On the other hand, the authors define
personalized shoppers as those consumers who poesbop where they knew the salespeople. They
categorize ethical shoppers as consumers who poefop in local stores to promote the community
and convenience shoppers as consumers who loolcdiavenience in their shopping activities.
Finally, the authors identify enthusiastic shoppgssconsumers who enjoy shopping as an activity.
Based on the current literature and for the purpdshis study, two shopping orientations — Home
Shoppers and Store Shoppers, - have been incoggoir@b the research model as the moderating
factor between independent variables and intenticshop online.

Internet Experience

The relationship between Internet experience atehfion to use Internet as a shopping channel has
been examined in various studies (Citrin et. a0p@ Lohse et. all, 2000). Internet experience
increases as the frequency and duration of therneteusage increases (Emmanouilides and
Hammond, 2000). Many studies confirm that once goress become more familiar with the Internet
channel, effects of the factors are moderated basdtle experience level (Citrin et. all, 2000; &eh

et. all, 2000). Based on the current literature famdhe purpose of this study, Internet experieinas
been incorporated into the research model as tlerating factor between independent variables and
intention to shop online.

Second stage of online consumer behaviour: faetitesting e-store
patronage

The second stage of online consumer behavior iesltide “Selection Process” of the e-store in order
to involve into an exchange transaction with a cammal party. The selection process of how
consumers make their choices about retail stores been an important point of interest for
researchers since many years. One of the pionedelmproposed was from Monroe and Guiltinan
(1975) where consumer store choice is explainedhasfunction of opinions toward shopping,
budgeting, store attributes and consumer perceptinout the store. Shopping orientations (Darden
et. all, 1980) and consumer’'s social charactessiBellenger and Moschis, 1982) are other
dimensions which are included into the store selpqirocess literature.

Review of the current literature which analyzes share selection process of consumers show that
there are mainly three groups of factors which @@posed to play a role in the selection process.
These groups are consumer characteristics, stamaateristics and consumer perceptions. Consumer
characteristics included demographic and sociatacheristics such as gender, education, socio-
economic status, social class and family size @gler and Moschis, 1982). Store characteristics
included mainly store attributes such as merchandibysical facilities, store atmosphere, price and
location (Yavas, 2003; Doyle and Fenwick, 1974;dguist, 1974). Consumer perceptions are also an
important group of factors which is composed ofretamage, service quality and customer
satisfaction (McGoldrick, 2002; Osman, 1993; Matk376).
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Review of the studies on the consumer store selegtfocess in the online context shows that web
store atmospherics and consumer trust were thentasily focused factors. Web store atmospherics
included the perception of consumers related tagdegjuality, and convenience of the web site
(Richard, 2005; Eroglu et. all, 2003; Dailey andcathe in Hock and Meyer, 1999, p.245). Trust is the
second important factor which is proposed to play i@portant role in online store selection
(Liebermann and Stashevsky, 2002), where consumisksperceptions related to online shopping are
higher than traditional retail stores.

Careful review of the current literature shows tihat factors which are proposed to be effectivinén
both the conventional and online stores selectfaronsumers are the natural parts which constaute
powerful brand perception of consumers. A strongntdr means establishing a superior value in
consumers’ minds and being unique compared to ctitope As a result, consumers react in a more
favorable way to the firm’'s marketing efforts (Kal] 2003). Brand equity construct measures this
unique brand position in consumer’'s mind. Branditggaomprises four sets of assets - brand
awareness, associations linked to the brand, peate&juality, and brand loyalty (Aaker, 1991). The
level and magnitude of these assets in consuménd determine the equity of the brand.

Brand awareness is defined as the ability of antiaiebuyer to recognize or recall that a brand is
member of a certain product category and creatésevior a brand by taking the brand into
consideration list of consumer, by being an ant¢bavhich other associations can be attached and by
being signal of consumer commitment (Aaker, 19®rand associations, are defined as “anything
linked in memory to a brand” which create value floe brand by helping to process or retrieve
information, by differentiating the brand, by prdivig reasons to buy and by creating positive
attitudes (Aaker, 1991). When these associationsedmgether in a meaningful way, they create the
brand image, which is a part of brand knowledggeter with brand awareness (Keller, 2001).
Perceived quality, the third dimension of brand iggunfluences consumer decision making and
encourage them to purchase the brand in questiberréhan competitors’ brands (Yasin et. all, 2007)
Brand equity is dependent mostly on brand loyaltsiker, 1996); where a large and loyal consumer
base yields future cash flows, which in turn pesity affect the value of the business.

Finally, current literature also adapts the bragdity concept into the retail store research stream
“Customer Based Store Equity” (Hartman and Spit@)3) and “Retailer Equity” (Arnett et. all,
2003) are the two adaptations into retailing litera. Pappu and Quester (2006) contributed to the
research stream by developing “Consumer-Based IBetkiquity” which is composed of four
dimensions. They defined retailer brand equity @ ‘value associated by the consumer with the
name of a retailer, as reflected in the dimensminetailer awareness, retailer associations, legtai
perceived quality and retailer loyalty.

Based on the current literature and for the purpdsthis study, retailer brand equity construct has
been included as the determinant factor of the wmess’ patronage intentions towards the online
store.

PROPOSED RESEARCH MODEL AND HYPOTHESIS

This present study goes one step further and targetcontribute to the existing literature by
proposing a model which combines the two stepstihe consumer behavior by first identifying the
factors which affect consumers’ decision to shofinenand then by explaining how consumers
choose the online store.
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The proposed model of the study is depicted infeigu
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Figure 1: Proposed research model and hypothesis

Factors affecting consumers’ intention to shopranli

Factors affecting the intention of consumer to shofine are classified into three groups under the
name of Risk Perceptions, Technology AcceptancéoFaand Benefit Perceptions.

The first group, Risk Perceptions, is composed ofdBct and Financial Risk perceptions of
consumers. Many studies confirmed the effect ofsoarers’ risk perceptions on online shopping
intention (Bianchi and Andrews, 2012; Chang and \2@12; Pi and Sangruang, 2011; Lee and
Huddleston, 2009; Jay et. all, 2002; Bhatnagarmkt.2000). Based on the findings in the current
literature and the classifications of perceived tigpes in this context, we propose the following
hypothesizes:

Hla. Higher the perceived product risk of consuntevgards online shopping, the less will be their
intention to shop online.

H1b. Higher the perceived financial risk of consusn@wards online shopping, the less will be their
intention to shop online.

The second group, Technology Acceptance Factorspnsposed of consumer’'s Ease of Use and
Usefulness Perception towards the Internet as ppéig channel. Studies which are conducted to
validate the Technology Acceptance Model (TAM) d¢anéd the effect of these factors in channel
selection (Al Zubaidi and Al-Alnsari, 2010; Liao&hi, 2009; Zhang and Prybutok, 2003; Straub et.
all, 1997; Adams et. all, 1992). Based on thesdiffigs in the current literature we propose the
following hypothesizes:

H2a. Positive perception of Ease of Use by conssmadi lead to higher levels of intention to shop
online.

H2b. Positive perception of Usefulness by consumélislead to higher levels of intention to shop
online.

The third group, Benefit Perceptions, is composé&lmopping Flexibility, Product Selection and

Shopping Convenience benefit perceptions of conssinvany studies in the literature confirmed the
effect of consumers’ benefit perceptions on onkhepping intention (Chen-Yu and Seock, 2002;
Szymanski and Hise, 2000). Based on the findingdeéncurrent literature and the classifications of
perceived benefit types in this context, we progbseollowing hypothesizes:

H3a. Higher the perceived shopping flexibility @ihnsumers towards online shopping, the higher will
be their intention to shop online.

H3b. Higher the perceived product selection bemdftonsumers towards online shopping, the higher
will be their intention to shop online.
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H3c. Higher the shopping convenience benefit oscomers towards online shopping, the higher will
be their intention to shop online.

Moderating effects of shopping orientation and rimné¢ experience

The current literature includes studies which psgp@and confirm the moderating effect of both
Shopping Orientations and Internet Experience enltitention to Shop Online (Citrin et. all, 2000;

Lohse et. all, 2000; Swaminathan et. all, 1999)sd8laon the current findings, we propose the
following hypothesis.

H4. Shopping Orientation of consumer will have ademating effect on the intention to shop online.

H5. Internet Experience of consumer will have a erating effect on the intention to shop online.

The relationship between intention to and actugi@pation into e-
Shopping

Many studies in the current literature explored tbe&tionship between the intention and actual
consumer behavior and reported the positive relakigp (De Canniére, 2010; Gill et. all, 2005; Ajzen
2002). Consumer intentions to use the Internetsi®paping channel are also found to be a significan
predictor of consumers’ actual participation inioel transactions (Pavlou and Fygenson, 2006).
Based on the findings in the current literature prn@pose the following hypothesis:

H6. Higher the intention to shop online, the highdlt be the chance of actual participation inte th
online shopping.

Factors affecting consumers’ online store selection

For the purpose of this study and based on theewutiterature, retailer brand equity has been
proposed to affect consumers’ online store selectMany studies in the literature confirmed the

positive effect of customer based brand equity k& ¢onsumers’ brand selection and purchase
intention (Bian and Liu, 2011; Huang et. all, 20Chang and Liu, 2009). Based on the findings, we
propose the following hypothesis.

H7. The strength of online store’s retailer brampiiy will have a positive effect on consumers’
patronage intentions.

H7a. Higher the brand awareness of the retaileg, hlgher will be the consumers’ patronage
intentions.

H7b. More positive the associations in consumerisidntinked to the retailer’'s brand, more will be
the likelihood of consumers’ patronage intentiangdrds the retailer.

H7c. Higher the perceived quality of the retaildne higher will be the consumers’ patronage
intentions.

H7d. Higher the loyalty of the consumer towards tletailer’s brand, the higher will be the
consumers’ patronage intentions.

RESEARCH METHODOLOGY
Measurement of variables

Factors Affecting Intention To Shop Online

The research model includes three groups of indég@nvariables composed of seven dimensions.
The scales employed in the measurement of Riskepton have been adopted from the work of
Forsythe et. all, (2006). Authors reported 0.84 &89 o scores for Product and Financial risk

perceptions, respectively. Technology Acceptancetdfa have been measured by employing the
scales from Devaraj et. all, (2002). Authors repd®.880 score for both Ease of Use and Usefulness
dimensions. Scales of Benefit Perceptions have hés® adopted from the work of Forsythe et. all,
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(2006). Authors reported 0.898, 0.797 and 0.d&eores for Shopping Flexibility (Original name is
Shopping Convenience), Product Selection and Shgp@ionvenience (Original name is Ease of
Shopping) benefit perceptions, respectively.

Factors Affecting Consumers’ Online Store Selection

The research model includes retailer brand equitysttuct which is proposed to affect e-store
selection of consumers. Retailer brand equity éeizgs measured by employing the multidimensional
scale constructed and validated by Pappu and Qug€i@6). The scale is composed of statements
aimed at measuring the four retailer brand equitpetisions, namely retailer brand awareness,
retailer brand associations, retailer perceivedityuand retailer brand loyalty. Pappu and Quester
(2006) reported strong construct validity for tlsisale. The internal reliability check of our scale
yielded alpha scores of 0.8835, 0.8633, 0.89220an@38 for retailer brand awareness, retailer brand
associations, retailer perceived quality and retdirand loyalty, respectively. Due to the reported
validity of the subject scale by researchers infiblel and the restrictions discussed in the exigti
literature on measuring brand equity, a fourteemi# point Likert type scale is employed to measure
brand equity. The overall store brand equity sadra subject is computed as a summated scale up to
ninety eight points for a given brand.

Intention to shop online and consumers’ onlineesgalection

Each of the two dependent variables in the modégntion to Shop Online and E-Store Patronage,
are measured by the single item seven points Likgre scale which are developed by the authors for
the purpose of this study.

Moderating Variables: Shopping Orientations Anckinet Experience

Two moderating variables in the research model, elanShopping Orientations and Internet
Experience, have been measured by two nominal dsaalgle item statements developed by the
authors. Content and face validity checks are donboth variables and confirmed accordingly.

Research design

The research was conducted in a campus of a priaiteersity in Istanbul, Turkey. The subjects of
this study were the undergraduate students of thivelsity. Due to their propensity to use the
Internet, they were selected as the subject grohp.group was composed of members from twenty
different course classes in several programs obifigersity faculties. Twenty classes were ideadfi
via a random sampling method from the total clestof the university. Total number of the subjects
was 406.

The study was composed of two stages. Prior tditbiestage, the research instrument was tested in
order to measure the face validity. The self-adstémed pilot questionnaire was prepared and then
tested on 50 students of the Faculty of BusinesmiAitration. The results showed that some
statements needed to be revised, because of poervididity. All the statements which required
attention were then modified appropriately.

In the first stage of the study, the target wasekplore the relationship between the several
independent factors and the Intention to Shop @nlihe questionnaire also included several
guestions regarding the subjects’ Internet usaggquéncy, online shopping experience and their
shopping orientations. Subjects were gathered hegen different classrooms and the first sectibn o
the questionnaires was distributed to them. Thestiprenaire included 35 questions and all subjects
completed their answers within 25 minutes.

In the second section, the same subject group bege distributed the second questionnaire which
targets to measure the effect of store brand eguitthe e-store patronage intention of the subjéats
this section, subjects are asked to mark threeress(Store A, Store B and Store C) from the Ifst o
ten stores in the questionnaire and rank these #ngtores based on their preference. Following the
ranking procedure, subjects are asked to answeguéstions which measured the store brand equity

133



Journal of Global Strategic Management | 13 | 2013, June

for these three e-stores they ranked. The questimnrincluded 47 questions and all subjects
completed their answers within 35 minutes.

RESEARCH RESULTS

After the completion of the field study, the questiaires have been collected and prepared for the
statistical analysis. In all statistical analysé#® Statistical Package for Social Sciences (SPSS)
version 11.5 has been used.

Composition of the subject group

The subject group was composed of undergraduatterstsi of a private University in Istanbul,
Turkey. The gender distribution was in favor of enalbjects (57.4 %) compared to females ones
(42.6 %). The major part of the subject group (84)7was regularly using Internet and 68.2 % of the
subjects were involved in an online shopping tratisa before.

Grouping of independent variables

The proposed research model of the study considteeven independent factors composed of twenty
eight different variables. The result of the analysn the intra relationship of the twenty eight
different variables showed statistically signifitaalationships. In this perspective, it is thougmt
grouping of these elements would be useful fortga manageable number of variables in the study.

In order to reduce the independent sponsorshipabi@s into a manageable number of factors, a
Principal Component Analysis (PCA) has been coratlicAll twenty eight independent sponsorship
variables are included in the analysis. The resflthe factor analysis resulted in the creatiorsigf
factors having an explanatory power of 63 %, a &ableyer-Oklin test score of 0,907, which shows
that the data used is the homogenous collectiowvapiables, and a significant Bartlett test of
Sphericity.

Based on the results of the PCA analysis, themalgiumber of factors has been reduced from seven
to six with the merger of two independent factdase of Use and Usefulness, under the name of
Technology Acceptance Factors. The list of theepahdent factors, their explanations and their
respective Cronbach's score which show their internal reliability stréfmg are summarized in the
following table.
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Table 1: List of grouped variables and Cronbachisscores

. Subjects’ risk perception in online shopping
1 Product R'Sk transactions related to the product (No physjcal 0,7329
Perception .
contact, no trial).
Financial Risk |Subjects’ financial risk perception in online
2 ; ; . . 0,7559
Perception | shopping transactions (Fraud, wrong choice).
Technology |Subjects’ perception of internet as a shopping
3 Acceptance |channel from usefulness and ease of use 0,8954
Factors perspectives.
Shopping Subjects' perception on the flexibility (No
4 Flexibility physical boundaries, no time constraint) which 0,8286
Benefits is provided by online shopping environment
Subjects' perception on the product related
Product Selectionbenefits (Wide range, many alternatives, fast
5 . ) . : : . 0,8872
Benefits information) which are provided by online
shopping environment.
. Subjects' perception on the convenience (No
Shopping o . e
: waiting time, multiple store visits at once)
6 Convenience hich i ided b i hooDi 0,6947
Benefits which is provided by online shopping
environment.

The determinants of intention to shop online

In order to understand the relationship betweerinttiependent factors and Intention to Shop Online,
a two staged analysis has been made. In the fagesthe relationship between each independent
factor and Intention to Shop Online has been measusing Pearson correlation analysis. The result
of the analysis confirmed that all independentdechave significant relationships with the Intenti

to Shop Online. Technology Acceptance Factors stdvighest positive relationship [r (406) =0.691,
p=.000] with the Intention to Shop Online. Shoppkgxibility Benefits [r (406) =0.578, p=.000],
Product Selection Benefits [r (406) =0.476, p=.0G}d Shopping Convenience Benefits [r (406)
=0.420, p=.000] also showed positive relationstapd followed Technology Acceptance Factors.
Risk Perceptions of the subjects, namely FinarRRiak Perception [r (406) = -0.481, p=.000] and
Product Risk Perception [r (406) = -0.099, p=.048%0 showed significant negative relationships
with the Intention to Shop Online. Based on thesmilts, Hypothesis Hla, H1b, H3a, H3b and H3c
are accepted.

As the result of the PCA analysis resulted in timéfieation of “Ease of Use” and “Usefulness”
variables under the name of “Technology Acceptdraxeors”, the restructured version of Hypothesis
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2 (Unification of H2a and H2b) has also been aampiased on the statistically significant result of
the analysis.

The following table shows the summary of the finginregarding the relationship between
independent variables and Intention to Shop Online.

Table 2: Relationship between independent variables and intéion to shop
online

The higher the perceived product risk
of consumers towards online shoppirg
Product Risk | is, the less their intention to shop onlie Significant
Hla Perception | will be. Negative [r (406) = -0.099*, p=.046]

The higher the perceived financial risk

of consumers towards online shoppirg Significant
Financial Risk | is, the less their intention to shop onlie [r (406) = -0.481**,
H1lb Perception | will be. Negative p=.000]

Higher the Technology Acceptance of
Technology | the customer towards Online Channg
Acceptance | the higher will be their intention to Significant

H2 Factors shop online. Positive [r (406) =0.691**, p=.000]

The higher the perceived shopping
Shopping flexibility of consumers towards onling
Flexibility shopping is, the higher their intention| Significant

H3a Benefits to shop online will be. Positive [r (406) =0.578**, p=.000]

The higher the perceived product
Product selection benefit of consumers towarfls
Selection online shopping is, the higher their Significant

H3b Benefits intention to shop online will be. Positive [r (406) =0.476**, p=.000]

The higher the shopping convenience
Shopping benefit of consumers towards online

Convenience | shopping is, the higher their intention Significant

H3c Benefits to shop online will be. Positive [r (406) =0.420**, p=.000]

*Correlation is significant at the 0.05
level (2-tailed).

**Correlation is significant at the 0.01
level (2-tailed).

The second stage of the analysis regarding thdiceship between the independent factors and
Intention to Shop Online included the overall exaation of the model. In order to predict the
changes in the Intention to Shop Online when solmnges occur in the independent factors, the
multiple regression analysis has been conducted.anflysis included all independent factors which
have been found a significant relationship with ltitention to Shop Online in hypothesis testinge Th
result of the Multiple Regression Analysis indichtihat 54.5 % of the variance in the Intention to
Shop Online is explained by the model. Technologgeptance Factors, Financial Risk Perception,
Shopping Flexibility Benefits and Product SelectiBanefits were the four statistically significant
predictors. Technology Acceptance Fact@®,@24) are found to be the strongest predictockvis
followed by Financial Risk Perceptio (0,191), Shopping Flexibility Benefits (0,165), and
Product Selection Benefitg 0,085), respectively.
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The following table summarizes the findings of thaltiple regression analysis.

Table 3:The relationship between independent factors and tention to shop
online

Subjects’ perception of internet as a
shopping channel from usefulness and 0,424 0.000
ease of use perspectives.

Technology
Acceptance Factor

)

Subjects’ financial risk perception in
online shopping transactions (Fraud, -0,191 0.000
wrong choice).

Financial Risk
Perception

Subjects' perception on the flexibility
Shopping (No physical boundaries, no time

Flexibility Benefits| constraint) which is provided by online 0,165 0.001
shopping environment.
Subjects' perception on the product
Product Selection related benefits (Wide range, many
Benefits alternatives, fast information) which are 0,085 0.047
provided by online shopping
environment.
Shobpin Subjects’ perception on the convenience
ppIng (No waiting time, multiple store visits gt
Convenience hich i ided b i 0,071 0.089
Benefits once) which is provided by online

shopping environment.

Subjects’ risk perception in online
shopping transactions related to the -0,011 0,755
product (No physical contact, no trial).

Product Risk
Perception

Model Summary R:,743 R Square:
,552  Adjusted R Square: ,545
Durbin-Watson: 1,837

Moderating effects of shopping orientation andnmét experience

Shopping Orientations and Internet Experience Lefethe subjects were hypothesized to have a
moderating effect on the intention to shop onlifee results of the t-test confirm that Shopping
Orientation type of subjects play a moderating ktethe Intention to Shop Online. The analysis of
the data shows that the level of Intention to SBopine differs among Home Shoppers and Store
Shoppers. Home shoppers have higher mean scomesSthee Shoppers concerning the Intention to
Shop Online. The results of the t-test also confiat the difference is statistically significah{383)
=11.8, p=.000]. Thus, Hypothesis 4 has been acdepte
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Originally, the Internet Experience variable wasasured in five levels ranging from no use atall t
every day usage. In order to compute the indepénskemples t-test and to explore whether the
Internet Experience plays a moderating role or tiw, variable is computed into a different one as
having two levels named as Low and High Experience.

The results of the t-test showed that there isigificant difference in the Intention to Shop Omwi
levels of subjects with low and high Internet expeces [t (404) =-0.6, p=.512]. Thus, Hypothesis 5
is not accepted.

The relationship between intention to and actugi@pation into e-
shopping

The Intention to Shop Online was hypothesized teeha positive relationship with the actual

participation into the online shopping. Actual papation into the online shopping has been
measured with the statement of subjects regardiey plans to involve in such transactions in the
near feature. In order to test this relationshipearson correlation analysis has been conducted. T
results of the Pearson correlation analysis comfitnthat there is a strong relationship between
Intention to and actual participation into the agelishopping [r (406) =0.763**, p=.000]. Thus,

Hypothesis 6 has been accepted.

The effect of retailer brand equity on the e-sg®kection

The comparison of the retailer brand equity scdoeshree preferred brands of each subject shows
that the brand which is ranked as the first chogmived the highest brand equity score. The means
of the retailer brand equity score for the threefgnred brands were 76, 69 and 64 out of 98 points,
respectively. The mathematical analysis shows ttiatequity scores of Store A, B and C are in the
same order with the preference rank of these sttmesrder to test the statistical significancettif
difference, a repeated measures ANOVA test has lpeeducted. The significant result of the
Mauchly’s Test of Sphericity resulted into the éonation of the analysis with Greenhouse-Geisser
approach. The result of the ANOVA test also condichthat there is a significant difference between
the equity scores of each retailer [F (1,871, 795)6-207,926, p<0,005]. The Pairwise comparisons
of the equity scores also showed that the brandtiegjuwf Store A and B [p<0,005], Store A and C
[p<0,005] and Store B and C [p<0,005] are signiftba different from each other without any
exception. Thus, we accept Hypothesis 7 and coadhuat the strength of online store’s retailer dran
equity will have a positive effect on consumerdrpaage intentions.

Parallel to the overall brand equity score, thaitygdimensions of the first rank retailer, recelve
higher scores compared to those which are ranké¢kdeasecond and third preferences. The result of
the ANOVA test also confirmed that there is a digant difference between the scores of brand
awareness [F (1,871, 757,690) =169,004, p<0,008hdassociations [F (1,956, 792,030) =112,633,
p<0,005], perceived quality [F (1,833, 742,294) #05, p<0,005] and brand loyalty [F (1,786,
723,266) =149,760, p<0,005] in each retailer brapairwise comparisons of each retailer's score
based on the equity dimensions also resulted tisttally significant [p<0,005] differences. Thus,
we accept Hypothesis 7a, 7b, 7c and 7d.

In the light of these findings, the restructuredl dimalized research model has been summarized in
Figure 2.
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Figure 2, Finalized Research Model
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Figure 2: Finalized research model

DISCUSSION
Managerial implications

As the online consumer behavior is composed of itvdependent stages which are Intention and
Selection, the transformation of one person fromsoconer status into an online customer status
requires the successful completion of both staGesisumers should first intent to shop online and
then become the real online customers of companies.

Strategies for creating intention to shop online

Parallel to the current literature, the resultshié research also confirm that there are threapgof
factors, namely Risk Perceptions, TAM Factors arghdit Perceptions, which have significant
relationships with the intention of the consumershop online. There are some strategies which have
to be implemented for expanding the online conswnermunity by increasing their intention to shop
online.

First of all, in order to minimize the risk percigpis, companies should first invest into their paeli
channels to provide maximum effectiveness in thefirastructural and operational service levels.
Delivery time, item return and refund policies, tartees provided and other related procedures and
services have to be carefully reviewed and impldeterin order to minimize the product risk
perception. Moreover, companies have to ensuretlileaatest security standards are implemented in
online channels and communicated with the prospatsumers.

Secondly, in order to shift positively the perceptof consumers regarding the use of online channel
as a new technology and benefits associated witboinpanies should communicate to the target
segment the best practice cases of online customieosuse online channels. Best practice cases
including the convenience, simplicity and flexibjiliof using online channel have to be communicated
to the target segment using an integrated commitimnsaapproach.

Retailers need strong brand equity for increasmme market share

The second stage of online consumer behavior iSéhection process. Once consumers intent to shop
online, they search for a retailer to shop onliftee result of this research confirms that the gftieonf
the retailer brand equity has a strong positivati@hship with the e-store patronage of consumers.
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Online retailers with strong brand equity have mooenpetitive power compared to those having
weaker brand equities. In this perspective, congsaneed to implement strategies which will lead to
the establishment of strong brand equities in otdencrease their competitive power in the online
market.

As it is structured both in the literature (Pappd &uester, 2006) and in this study, the retaitant
equity is composed of four dimensions which arailet awareness, retailer associations, perceived
quality and retailer loyalty, respectively. Reteslevho target to create stronger brand equitieg bav
focus on each dimension separately and createcahatioves which will support the sustainable
improvement of each dimension.

Limitations of the study and suggestions for furtfesearch

This study has targeted to shed light into therentionsumer behavior from e-tailing perspective by
proposing and testing a two staged online consumeéavior model. Results of the study both
explained and confirmed the determinants of Intento Shop Online as well as the effect of brand
equity on the e-store selection of online consuntdesvever, in order to increase the generalizabilit
of the findings, other age and occupation grougherathan students as well as other product
categories rather than electronics or books candbeded in further research studies.
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