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The growth of e-commerce has disrupted traditional forms of consumption, and
consumer shopping activity is rapidly digitalizing. Scholars have conducted a
plethora of studies on online shopping behavior; however, a phenomenon that
has surprisingly received less attention in the consumer behavior literature is
"non-purchase behavior", particularly online shopping cart abandonment
(OSCA). Though OSCA may be the topmost frustrating outcome for e-retailers
in generating sales, the stimuli factors leading to this behavior and the
determinants of the decision to buy from a land-based retailer (DBLR) remain
relatively unexplored.

To fill the gaps in the literature, this study aimed to identify the determinants of
OSCA and DBLR among Mainland China consumers. First, the cognition-
affect-behavior (C-A-B) model and buyer behavior theory were employed to
explain the causal patterns of factors that stimulate online non-purchasing
behavior. Specifically, the effects of consumers' cognitive factors (i.e., internal
stimuli - attribute conflicts, self-efficacy, and interpersonal conflicts; and
external stimulus - total costs) and affective states (i.e., emotional ambivalence,
wait for lower price) on output behaviors (i.e., hesitation at checkout, OSCA,
and DBLR) were evaluated. Next, the mediating role of hesitation at checkout
in the research framework was explored. Finally, expectancy disconfirmation
theory was adopted to test the moderating role of perception factors (i.e.,
perceived transaction inconvenience, perceived risk). Data from 883
guestionnaires were collected through an online platform (i.e., Wenjuanxing).
Purposive sampling was used to ensure that the respondents were Mainland
China consumers with experience in online shopping. Subsequently, the data
were analyzed using partial least squares structural equation modelling (PLS-
SEM).



Several significant findings were found, as follows: i) internal stimuli (i.e.,
attribute conflicts, self-efficacy, and interpersonal conflicts) positively influence
emotional ambivalence; ii) the external stimulus, total costs, positively
influences consumers' emotional ambivalence; iii) total costs positively
influences the wait for lower price; iv) affective states (i.e., emotional
ambivalence, wait for lower price) positively influence hesitation at checkout; v)
hesitation at checkout mediates the relationship between affective states (i.e.,
emotional ambivalence, wait for lower price) and OSCA; and vi) perception
factors (i.e., perceived transaction inconvenience, perceived risk) strengthen
the relationship between emotional ambivalence and hesitation at checkout.
This study provides theoretical contributions and managerial insights for
scholars and e-retailers.
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Perkembangan e-dagang telah mengganggu bentuk penggunaan tradisional,
dan aktiviti membeli-belah pengguna semakin didigitalkan. Penyelidik telah
menjalankan banyak kajian mengenai tingkah laku membeli-belah dalam talian;
namun, fenomena yang hairannya kurang mendapat perhatian dalam literatur
tingkah laku pengguna ialah "tingkah laku bukan pembelian®, terutamanya
pengabaian troli beli-belah dalam talian (OSCA). Walaupun OSCA boleh
menjadi hasil yang paling mengecewakan bagi e-peruncit dalam menjana
jualan, faktor rangsangan yang membawa kepada tingkah laku ini dan penentu
keputusan untuk membeli daripada peruncit berasaskan fizikal (DBLR) masih
belum diterokai.

Untuk mengisi jurang dalam literatur, kajian ini bertujuan mengenal pasti
penentu OSCA dan DBLR dalam kalangan pengguna Tanah Besar China.
Pertama, model kognisi-pengaruh-tingkah laku (C-A-B) dan teori tingkah laku
pembeli digunakan untuk menerangkan corak penyebab faktor-faktor yang
merangsang tingkah laku bukan pembelian dalam talian. Khususnya, kesan
faktor kognitif pengguna (i.e., rangsangan dalaman - konflik atribut, efikasi
kendiri, dan konflik interpersonal; dan rangsangan luaran - jumlah kos) dan
keadaan afektif (i.e., ambivalensi emosi, penantian harga yang lebih rendah)
ke atas tingkah laku terhasil (i.e., keraguan semasa pembayaran, OSCA, dan
DBLR) telah dinilai. Seterusnya, peranan pengantara keraguan semasa
pembayaran dalam rangka kerja penyelidikan telah diterokai. Akhirnya, teori
penolakan jangkaan telah diterima pakai untuk menguji peranan penyederhana
faktor persepsi (i.e., persepsi kesulitan transaksi, persepsi risiko). Data
daripada 883 soal selidik telah dikumpul melalui platform dalam talian (i.e.,
Wenjuanxing). Persampelan bertujuan digunakan untuk memastikan
responden adalah pengguna Tanah Besar China yang berpengalaman dalam



membeli-belah dalam talian. Seterusnya, data dianalisis menggunakan
pemodelan persamaan struktur kuasa dua terkecil separa (PLS-SEM).

Beberapa penemuan signifikan ditemui, seperti berikut: i) rangsangan dalaman
(konflik atribut, efikasi kendiri, dan konflik interpersonal) mempengaruhi
ambivalensi emosi secara positif; ii) rangsangan luar, jumlah kos, secara positif
mempengaruhi ambivalensi emosi pengguna; iii) kebimbangan tentang jumlah
kos secara positif mempengaruhi penantian harga yang lebih rendah; iv)
keadaan afektif (iaitu, ambivalensi emosi, penantian harga yang lebih rendah)
secara positif mempengaruhi keraguan semasa pembayaran; v) keraguan
semasa pembayaran mengantara hubungan antara keadaan afektif
(ambivalensi emosi, penantian harga yang lebih rendah) dan OSCA; dan vi)
faktor persepsi (persepsi kesulitan transaksi, persepsi risiko) mengukuhkan
hubungan antara ambivalensi emosi dan keraguan semasa pembayaran.
Kajian ini memberikan sumbangan teori dan pandangan pengurusan untuk
para penyelidik dan e-peruncit.



ACKNOWLEDGEMENTS

Dedicate this thesis to the Almighty God for giving me a glimpse into the ocean
of knowledge.

First and foremost, | thank my supervisor and role model, Dr. Cheah Jun Hwa. |
am deeply grateful to him for giving me the opportunity to pursue my PhD at
Universiti Putra Malaysia. He has patiently guided me in my academic research
through his detailed and valuable advice and solutions, not only for my thesis
but for every article | published. This has made my academic writing more
logical and rigorous. | am truly blessed to have had a knowledgeable
supervisor with a passion for academic research — his influence will remain
with me throughout my academic career.

Next, | extend my appreciation to my committee members, Dr. Yee Choy
Leong and Dr. Choo Wei Chong, who were my guides when | lost my way. |
could not have completed this journey without their unwavering guidance and
assistance. With their helpful advice, | was able to improve my thesis
significantly and successfully pass my PhD defense and comprehensive
examinations. The academic ability and confidence | have built over the last
three years are a testament to their support and encouragement.

Finally, my gratitude goes to my family, who are the firm refuge of my life. | am
thankful to them for supporting my dreams and for making me brave and strong
in exploring the world. Also, | commend myself for winning this lonely fight.

"Those who sow in tears will reap with shouts of joy."--Psalms, 126: 5


https://biblehub.com/psalms/126-5.htm
https://biblehub.com/psalms/126-5.htm

This thesis was submitted to the Senate of Universiti Putra Malaysia and has
been accepted as fulflment of the requirement for the degree of Doctor of
Philosophy. The members of the Supervisory Committee were as follows:

Jacky Cheah Jun Hwa, PhD
Senior Lecturer

School of Business and Economics
Universiti Putra Malaysia
(Chairman)

Yee Choy Leong, PhD

Senior Lecturer

School of Business and Economics
Universiti Putra Malaysia
(Member)

Choo Wei Chong, PhD

Associate Professor

School of Business and Economics
Universiti Putra Malaysia
(Member)

ZALILAH MOHD SHARIFF, PhD
Professor and Dean

School of Graduate Studies
Universiti Putra Malaysia

Date: 13 April 2023

Vi



Declaration by Members of the Supervisory Committee

This is to confirm that:

e the research and the writing of this thesis were done under our supervision;

e supervisory responsibilities as stated in the Universiti Putra Malaysia
(Graduate Studies) Rules 2003 (Revision 2015-2016) are adhered to.

Signature:

Name of Chairman

of Supervisory

Committee: Dr. Jacky Cheah Jun Hwa

Signature:

Name of Member of

Supervisory

Committee: Dr. Yee Choy Leong

Signature:

Name of Member of

Supervisory

Committee: Dr. Choo Wei Chong




TABLE OF CONTENTS

Page
ABSTRACT i
ABSTRAK iii
ACKNOWLEDGEMENTS \Y
APPROVAL Vi
DECLARATION viii
LIST OF TABLES Xiii
LIST OF FIGURES Xiv
LIST OF ABBREVIATIONS XV
CHAPTER
1 INTRODUCTION

1
1.1 Overview of online shopping 1
1.2 Consumer behavior in online shopping 5
1.3  Problem statement 6
1.4  Research questions 10
1.5 Research objectives 10
1.6  Significance of the study 10
1.7  Scope of the study 12
1.8  Definitions of each variable 13
1.9  Organization of proposal 14
1.10 Conclusion 16

2 LITERATURE REVIEW 17
2.1  Theories foundation and previous research in 17
consumer behavior

2.1.1 Buyer behavior theory 17
2.1.2 Expectancy disconfirmation theory 19
2.1.3 The -cognition—affect—-behavior (C-A-B) 20
model
2.1.4 Final remarks on theories in consumer 21
behavior
2.2  Cognitive conflicts 22
2.2.1 The concepts of attribute conflicts 22
2.2.2 The concepts of self-efficacy 23
2.2.3 The concepts of interpersonal conflicts 23
2.3  Total costs 24
2.4  Emotional ambivalence 25
2.5  Wait for lower price 26
2.6  Hesitation at checkout 26
2.7 OSCA and DBLR 27
2.7.1 The concepts of OSCA 27
2.7.2 The concepts of DBLR 28

2.8 Perceived transaction inconvenience and 29
perceived risk
2.8.1 The concept of perceived transaction 29
inconvenience
2.8.2 The concept of perceived risk 30

X



2.9

Research gaps

291
2.9.2
2.9.3
294
295
2.9.6

Internal stimuli

External stimulus

Online evaluation

Affect factors of OSCA

OSCA behavior

Boundary role of perception factors

2.10 Conclusion

HYPOTHESES DEVELOPMENT
Proposed research framework
Justification of hypotheses

3.1
3.2

3.3
3.4
3.5
3.6

3.2.1

3.2.2

3.2.3

3.24

3.2.5

3.2.6

3.2.7

3.2.8

Relationship between attribute conflicts
and emotional ambivalence

Relationship between self-efficacy and
emotional ambivalence

Relationship  between interpersonal
conflicts and emotional ambivalence
Relationship between total costs and
emotional ambivalence

Relationship between total costs and
wait for lower price

Relationship  between affects and
hesitation at checkout

Relationship between antecedents and
OSCA

Relationship between antecedents and
DBLR

Mediating effects
Moderating effects
Summary of hypotheses
Conclusion

RESEARCH METHODOLOGY
Research paradigm
Research design
Research population
Sample size

Sampling technigque

Data collection procedures
Research instrument

4.1
4.2
4.3
4.4
4.5
4.6
4.7

4.8

4.7.1
4.7.2
4.7.3
4.7.4

Demographic questions
Development of questions
Measurement scales for constructs
Pre-test and pilot test

Data analysis method

48.1
4.8.2
4.8.3

48.4

Data preparation

Analyzing the data

Specification of measurement in PLS-
SEM

Evaluation of measurement models

Xi

30
31
32
32
33
33
34
35

36
36
39
39

39

40

40

41

41

42

43

45
46
48
49

51
51
53
54
54
56
57
57
58
58
59
64
64
65
65
68

70



4.8.5 Evaluation of structural model
4.8.6 Evaluation of mediating and moderating

effect
4.9  Conclusion
5 FINDINGS AND ANALYSIS
5.1  Data preparation
5.1.1 Data cleaning
5.1.2 Common method bias
5.2  Respondent profile
5.3  Online shopping usage characteristics
5.4  Assessment of reflective measurement model
5.4.1 Assessment of construct reliability and
convergent validity
5.4.2 Assessment of discriminant validity
5.5  Assessment of higher-order construct
5.6  Descriptive statistics
5.7  Assessment of structural model
5.7.1 Assessment of collinearity issues
5.7.2 Assessment of path coefficient
5.7.3 Assessment of coefficient of
determination (R?)
5.7.4 Assessment of effect size (f2)
5.7.5 Assessment of predictive relevance (Q?
and PLSpredict)
5.8  Assessment of mediation effect
5.9  Assessment of moderation effect
5.10 Overall result for hypotheses
5.11 Conclusion
6 DISCUSSION AND CONCLUSION
6.1  Discussion of major findings
6.1.1 Discussion on cognitive conflicts and
emotional ambivalence
6.1.2 Discussion on total costs and emotional
ambivalence
6.1.3 Discussion on total costs and wait for
lower price
6.1.4 Discussion on affects and outputs
behavior
6.1.5 Discussion on mediating effect
6.1.6 Discussion on moderating effect
6.2  Theoretical contributions
6.3  Managerial contributions
6.4  Limitations and future research directions
6.5 Conclusion
REFERENCES
APPENDICES

BIODATA OF STUDENT
LIST OF PUBLICATIONS

Xii

73
75

76

77
77
77
77
78
80
81
81

83
85
88
89
89
90
90

91
91

92
92
96
98

99
99
100

101

102

102

103
103
104
106
107
108

110
143
156
157



Table

11

3.1

4.1

4.2

4.3

4.4

4.5

51

5.2

53

54

55

5.6

5.7

5.8

59

5.10

511

LIST OF TABLES

Definitions of each variable

List of hypotheses

Summary of two research paradigms
Measurement scales for demographic questions
List of measurement table for each variable
Guidelines for selecting PLS-SEM and CB-SEM

The guidelines for the specification of reflective and
formative measurement models

Result of full collinearity

Demographic profile (n=883)

Length of online shopping usage and preferred retail app
Product purchased based on category

Assessment of measurement model

Discriminant validity using Heterotrait-Monotrait (HTMT)
criterion

Assessment of higher-order construct
Descriptive statistics for all constructs (n=883)
Structural model results

The PLSpredict results

Summary results of hypotheses

Xiii

Page
13
48
52
58
60
67

69

78
79
80
81
82

84

86
89
94
95

97



Figure
1.1
1.2
21
2.2
3.1
3.2
4.1
4.2
4.3
51
5.2

5.3

LIST OF FIGURES

Chinese e-Commerce Platform Comparison 2021
Research Plan-Gantt Chart PhD Full Time
Buyer Behavior Theory

Expectancy Disconfirmation Theory
Research Framework with Theory Illustration
Research Framework

Sample Size Power

X-Y Plot for a Range of Values

PLS-SEM Path Model Diagram
Measurement Model

Simple Slope for EA*PTINC on HC

Simple Slope for EA*PR on HC

Xiv

Page

15
18
20
37
38
55
56
68
87
96

96



LIST OF ABBREVIATIONS

e.g., exempli gratia, for example
ie., id est, that is

et al. et alia, and others

etc. et cetera, and the rest

COVID-19 Coronavirus disease

OSCA Online shopping cart abandonment

DBLR Decision to buy from a land-based retailer
C-A-B Cognition-affect-behavior

BBT Buyer behavior theory

EDT Expectancy disconfirmation theory

CDT Cognitive dissonance theory

SEM Structural equation modeling

CB-SEM Covariance-based structural equation modeling

PLS-SEM Partial least squares structural equation modeling

HOC Higher-order construct
LOC Lower-order construct

AVE Average variance extracted
HTMT Heterotrait-monotrait

VIF Variance inflation factor
RMSE Root mean squared error
MAE Mean absolute error

CMB Common method bias

CR Composite reliability

AC Attribute conflicts

XV



PAC

NAC

SE

TC

EA

WLP

HC

PTINC

PR

CNY

Cl

OR

SD

SE

Positive attributes conflicts
Negative attributes conflicts
Self-efficacy

Interpersonal conflicts
Total costs

Emotional ambivalence
Wait for lower price
Hesitation at checkout
Perceived transaction inconvenience
Perceived risk

Hypothesis

Chinese Yuan

Beta

Confidence interval

F-test

Mean

Sample size

Odds ratio

P-value

Standard deviation

Standard error

XVi



CHAPTER 1

INTRODUCTION

This study aimed to investigate the drivers of Mainland China consumers’
abandonment of online shopping carts and their decision to buy from a land-
based retailer. The first section of this introductory chapter provides an
overview of online shopping and consumer behavior in online shopping. Based
on this, the problem statement is elaborated, and the research questions and
objectives are proposed. The theoretical and practical significance of the study
are then discussed, along with the scope of the study. In addition, the
definitions of the variables used in this study are provided. Finally, the structure
of the study is outlined in a research plan and a conclusion is offered.

1.1 Overview of online shopping

Online shopping refers to the process of selling products and services through
electronic transactions involving multiple parties, data, and/or money (Chawla
& Kumar, 2021). The development of technology has led to an increase in
Internet penetration and the widespread use of mobile devices or smartphones,
driving the global expansion of e-commerce in the retail industry (Nielsen,
2019). The growth of companies such as Alibaba, Amazon, eBay, and Walmart
enables traditional physical retailers to create a virtual marketplace for
consumers, where new technologies make it easier for consumers to shop
online. Online shopping is the process by which consumers purchase products
or services over the Internet (Li & Zhang, 2002).

One of the main advantages of online shopping is convenience. For example,
consumers can easily compare the attributes, functions, and prices of different
products through their personal computers or mobile devices (Camilleri, 2021).
Online shopping also has a lower carbon footprint and is more environmentally
friendly than shopping in physical stores, as it eliminates the need to leave
one’s house (Research and Markets, 2020). Moreover, shopping online
expands consumers’ geographical range and removes the distance limitation
(Cairncross, 2001). According to Statista (2022a), as many as two billion
consumers have experienced purchasing services or products online, with
global online sales exceeding $5.2 trillion. Electronic companies offer a wider
range of services and products to online consumers, as evidenced by
Walmart's grocery e-commerce growth of about 74% and Shopify's of about 95%
(UN News, 2021). Notably, the outbreak of the coronavirus (hereafter referred
to as COVID-19) pandemic accelerating has accelerated the shift to a more
digital world, highlighting the important role that online shopping plays in this
crisis and its aftermath (Pantano et al., 2020). Undoubtedly, the changes
triggered by the pandemic in consumer shopping behavior will have a lasting
impact (UNCTAD, 2020).



China, being one of the countries with the largest number of internet users in
Asia (989 million according to the CNNIC, 2021), is at the forefront of recovery
from the pandemic. With many provinces slowly returning to normal levels of
activity (McKinsey, 2020), e-commerce is taking advantage of the "non-contact"
trend to create new online service models, such as unmanned vehicle delivery,
contactless delivery, cloud shopping, and more. There is no doubt that e-retail
will play a significant role in the recovery, as seen in the trend of offline
consumption moving online. In fact, Statista (2022b) projected that in 2021, the
number of online shoppers would reach 782 million and e-retail sales revenue
would hit $1.81 trillion.

Since the outbreak of COVID-19, an increasing number of consumers are
buying goods through online platforms. In 2020, the five best e-commerce
platforms in China were Taobao, Tmall, JD.com, Pinduoduo, and Xiaohongshu
(as shown in Figure 1.1). Among them, Taobao has 691 million monthly active
users, and consumers from tier-one cities make up the majority of the market.
According to Figure 1.1, the main group of online consumers is millennials
(those born between 1980 and the mid-1990s), who make up 11% of annual
sales (China Daily, 2019). Within this group, female consumers are the
dominant demographic on all online shopping platforms. These platforms cater
to both consumers and products, with most brands tending to reach out to the
most popular platform in China, Tmall. Speciality retailers, on the other hand,
choose to stay on Pinduoduo, where consumers can buy in groups.

Moreover, it is increasingly the case that retailers are expanding into new
channels of online sales through live-streaming (e.g., TikTok, Youtube Live,
etc.). At the same time, e-retailers are creating more shopping festivals and
themes (e.g., Singles' Day, Queen's Day, and 618 shopping festivals), which
are important drivers of economic revitalization. Data shows that there are
340,000 mobile applications (or mobile apps), totaling 10.7 billion downloads
(Gov.cn, 2021). Indeed, a majority (85%) of Mainland China consumers prefer
to spend time and money online, which is a shopping habit that carries a huge
and lasting impact (Hi-Com, 2021).

Although online shopping has become a fun and exciting platform for
consumers to enjoy their purchasing experience, many e-retailers have faced
limited growth in sales over the past decade (Harris et al., 2017). Online
shopping, as a device-based channel, can be relatively risky and uncertain
(Kummer et al., 2021; Lee & Bell, 2013). Many potential problems can arise in
the consumer's decision-making process, such as: i) the inability to try on
clothes through online purchases; ii) potential credit card security issues; iii)
expensive logistics and shipping costs; and iv) the cumbersome process of
returning and replacing goods (Baymard Research, 2019). These potential
risks make consumers concerned about cost, and without a better deal, they
may not proceed to the checkout confirmation process. Instead, they may wait
to purchase or even simply exit the transaction, leading to the frequent
occurrence of online shopping cart abandonment. This study defines online
shopping cart abandonment (hereafter referred to as OSCA) as "consumers'

2



placement of item(s) in their online shopping cart without purchasing any item(s)
during that online shopping session" (Kukar-Kinney & Close, 2010, p. 240).
The data shows that the global OSCA behavior rate is as high as 88.05%
(Statista, 2021a). By region, the OSCA rate of Asia Pacific (76.30%) exceeds
that of Europe (70.90%) and North America (74.00%) (FinancesOnline, 2021).
In terms of device type, mobile phones have a higher OSCA rate (85.65%) than
tablets (80.74%) and desktops (73.07%) (FinancesOnline, 2021).

Consumer OSCA behavior is a major challenge for e-retailers (Rejikumar &
Asokan-Ajitha, 2020), and can lead to the decision to buy from a land-based
retailer (hereafter referred to as DBLR). An industry report shows that 46% of
consumers agreed that shopping in a physical store is their first choice (Marian,
2021), as they seek to avoid shipping fees and gain the physical experience
(e.g., touch, consultative interaction, etc.) that online shopping cannot provide
(Raydiant, 2021). In addition, with the development of contactless payment
technology, the process of shopping in a physical store is now fast, efficient,
and secure (PowerReviews, 2021).

While acknowledging that the COVID-19 pandemic has changed consumers'
traditional way of shopping, it is evident that OSCA is exacerbated by the
development of online technology and mobile apps, causing significant losses
for e-retailers (e.g., slower sales, loss of consumers and revenue, increased
competition, etc.). E-retailers are adjusting their marketing strategies and
marketing tools for online sales to meet this shift in consumer behavior (Nielson,
2020). Therefore, understanding the phenomenon of consumers’ OSCA and
DBLR is a topic worthy of study.
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1.2 Consumer behavior in online shopping

The behavior of consumers in the online shopping environment is diverse, and
is governed by their psychological changes and various psychological activities
that influence their purchase decisions (Kim et al., 2008; Sharma et al., 2010).
The psychological processes of consumers in purchasing goods begin with a
cognitive assessment (Kim et al.,, 2008). In the e-commerce setting,
consumers' cognitive factors encompass attribute conflicts, self-efficacy, and
interpersonal conflicts (Huang et al., 2018; Priester & Petty, 2001).

First, attribute conflicts refer to consumers' positive and negative ideas about
online shopping platforms (Huang et al., 2018). For example, online shopping
can save time without queuing. On the contrary, there is a security risk
pertaining to payment or fake products. According to the Sina 315 Survey
(2019), 25.32% of online consumers indicate that they have bought counterfeit
and inferior maternal and infant products, while Internet data shows that fake
and substandard product complaints account for 20% (China Quality News,
2020). When this positive and negative cognitive attitude occurs concurrently, it
causes emotional fluctuations and uncomfortable tension (Baek, 2010; Lee &
Aaker, 2004), which can inhibit consumers' purchasing behavior.

Second, some consumers lack self-efficacy in online shopping. That is, they do
not feel capable of completing the online purchase process, which demands
proficiency in electronic product usage, online searching, product selection,
mailing address filling, payment transfer, and more (Huang et al., 2018). The
popularity of mobile devices brings great convenience to people, but not all
consumers can use them proficiently. For example, persons who are less
receptive to electronic products would still find it difficult to connect to the
Internet via computers, mobile phones, mobile payments, and other advanced
technologies. Even digital natives who are surrounded by frequently updated
shopping platforms or applications need to adapt and learn to operate the
different interfaces.

Interpersonal conflicts represent the possibility of disagreements between
oneself and significant others in making online shopping choices (Huang et al.,
2018). Many consumers consult their family members or intimate others before
making a purchase decision, with one study reporting that 59% of people do so
(Laja, 2019). The influence of word-of-mouth (WOM) is also widely recognized.
When consumers encounter someone with different opinions, they experience
discomfort (Kim & Lennon, 2011), leading to delayed purchases or even
abandonment of the product.

More importantly, consumers' cognition of total cost is the most intuitive cue
that influences purchase decisions. Product pricing, historical prices, and
expected prices all influence consumers’ cognitions (e.g., benefit motivation)
and decision-making behavior (Cheah et al., 2020; Gonzéalez et al., 2021).
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According to Kukar-Kinney and Close (2010), total costs include the sum of
shipping, handling, taxes, and other charges that trigger OSCA behavior in
price-sensitive consumers. Indeed, when purchasing on online platforms,
consumers generally expect e-retailers to offer lower product prices (Kukar-
Kinney & Close, 2010) and fulfil expected orders (Han et al., 2020).

It is imperative for e-retailers to ensure that shopping carts containing their
products are not abandoned in a highly competitive market. As analyzed in this
study, cognitive factors are critical in influencing the non-buying behavior of
online consumers. Understanding the cognitive factors of consumer OSCA and
DBLR can therefore provide informative value to e-retailers in developing
effective strategies to improve this non-buying behavior. In particular,
examining the potential interdependence of cognitive conflicts and total costs
on actual market behavior (Cham et al., 2020) can provide more
comprehensive insights into OSCA and DBLR.

1.3 Problem statement

The proliferation of the internet and smartphones has led to a rise in mobile
app downloads, but it has also contributed to an increase in cart abandonment
rates. Baymard research (2019) reported that the global OSCA rate rose by
69.57% from 2006 to 2018, causing a significant reduction in retail profits and a
loss of $18 billion in annual sales revenue (Dopson, 2021). The top reason for
OSCA is unexpected costs such as shipping fees, surcharges, and taxes.
Industry reports show that more than half of consumers prefer e-retailers who
offer free shipping and 68% may reconsider their purchase decisions if the e-
retailer does not provide incentives such as free returns or shipping (Fox, 2022).
Comparison shopping is another trigger of OSCA behavior, as consumers tend
to add goods to their shopping cart to determine the product's overall cost
(SaleCycle, 2022). Most consumers (85%) further expect e-retailers to offer
special deals and discounts (Novat, 2021). Physical stores, however, still bring
in more than 65% of the business, as they offer a unique set of advantages that
entice customers to visit, such as the opportunity to touch and feel the product
(PuroMarketing, 2019). According to research, 58% of consumers will purchase
goods offline after researching them online (Thomas, 2019), and 90% are more
likely to buy with the help of knowledgeable shop assistants who offer timely
and personalized services as well as the opportunity to touch and feel the
product (Timetrade, 2018). Although OSCA is an obstacle that e-retailers
cannot completely eliminate, efforts can still be made to improve it. Therefore,
exploring the factors that contribute to non-buying behavior among online
consumers is critical to alleviating the situation.

From the academic perspective, consumers' OSCA behavior has not been fully
explored (Huang et al., 2018; Kukar-Kinney et al., 2022). By To better reflect on
OSCA behavior, it is necessary to understand how cognitive factors cause
consumers’ mixed feelings towards online shopping. In this regard, the
cognition-affect-behavior (C-A-B) model (Huang et al., 2018) describes the
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process of behavior formation, where beliefs or emotions are reacted to as
favorable or unfavorable, resulting in behavioral intentions (Huang et al., 2018).
Wu et al. (2018) used the C-A-B model to explore the relationship between
consumers' attitudes and decision-making behaviors. Another study by Huang
et al. (2018) adopted the C-A-B model to explain online consumers' OSCA.
The C-A-B model is indeed essential for exploring a range of decisions that
identify consumer intentions and behaviors (Gursoy et al., 2019). Therefore,
the application of the C-A-B model in the context of this study is appropriate as
the model captures consumers’ affect and behavior by understanding their
cognitive factors.

Drawing from the C-A-B model, this study proposes six literature gaps. To
begin with, previous research has identified several causes of OSCA, including
time pressure and unpleasant shopping experiences (Cho et al., 2006; Khan et
al., 2022), as well as security and privacy risks (Rajamma et al., 2009; Yang &
Forney, 2013). More recent research by Kukar-Kinney et al. (2022) confirms
that information seeking and organizational motivation can also contribute to
OSCA behavior. However, there have been few studies examining the impact
of consumer cognitive factors on OSCA (Huang et al.,, 2018). Consumer
cognition is related to internal psychological stimuli (Cham et al., 2021) that can
lead to positive or negative affective priming effects and influence purchase
intentions (Fritz & Dreisbach, 2015; Nguyen et al., 2019). This is supported by
Huang et al's (2018) study, which suggests that cognitive conflicts (i.e.,
attribute conflicts, self-efficacy, and interpersonal conflicts) can reveal the
dynamic process of ambivalence as an antecedent of OSCA behavior.
Therefore, this study used the C-A-B model to propose cognitive conflicts (i.e.,
attribute conflicts, self-efficacy, and interpersonal conflicts) as internal stimuli
that explain the complex feelings that emerge from emotional ambivalence and
their impact on consumer decision-making behavior.

Online transactions typically incur additional shipping, handling, and tax fees
that increase the overall cost of the order, unlike shopping in physical stores
(Kukar-Kinney & Close, 2010). Previous research has shown that price, as an
external stimulus, can impact consumer purchase behavior (Gonzalez et al.,
2021; Hufnagel et al., 2022; Li et al., 2022; Yeh et al., 2020). Mookherjee et
al.’s (2021) recent study support this claim, as it shows that price differences
between online and offline channels can motivate consumers to return or
reorder items. Although the impact of price has been widely discussed in the
marketing literature, there is a lack of research exploring the relationship
between total costs and emotional ambivalence. Emotional value perception
affects purchase intentions (Gonzalez et al., 2021), and negative emotions in
particular are more dominant and influential in personal decisions (Huang et al.,
2018). Consumer behavior models that include emotional ambivalence are rare,
and the different channels of consumer behavior resulting from emotional
ambivalence have yet to be explored. This study examines the gap, based on
the C-A-B model, this study examined the relationship between total costs and
emotional ambivalence to provide additional insights into the OSCA
phenomenon.



Howard and Sheth (1969) proposed the buyer behavior theory (BBT), in which
financial status is used as an external environmental factor that affects
consumer buying behavior. Close and Kukar-Kinney’s (2010) work supports
this theory by establishing that price factors influence consumer buying
behavior. Subsequently, Kukar-Kinney and Close (2010) built on this research
by extending total costs and wait for lower price to the online environment,
justifying them as critical inhibitors of online purchase decisions. Though the
research on price has been impactful in the marketing literature, it has mainly
focused on the economic cognitive perspective. At the same time, it is
necessary to analyze the positive or negative responses to waiting for
discounts as affective states (Li et al., 2022). Therefore, based on the C-A-B
model and buyer behavior theories, this study extends total costs and wait for
lower price to the context of OSCA, given that responses ranging from
cognitive to affective may be important antecedents to OSCA and DBLR.

The diversity of choices in the Internet environment can cause delayed
purchases by creating positive or negative emotions when consumers face a
variety of information and product prices (Cho et al., 2006). Previous research
has established that the wait for lower price affects online consumers' purchase
behavior (Wu, 2003). So far, however, few studies have investigated the effects
of both emotional ambivalence and wait for lower price on multiple behavioral
decisions. According to the C-A-B model, affect is an emotional evaluation with
preferences that cause behavioral responses (Chou et al., 2020). This study
thus investigated the effects of emotional ambivalence and wait for lower price
on output behaviors (i.e., hesitation at checkout, OSCA, and DBLR), extending
the applicability of the C-A-B model in the OSCA context.

The growth of the Internet allows consumers to be more selective when
shopping online. When more products or platforms become available, the
perceived uncertainty of information arises, and the resulting hesitation at
checkout leads consumers to leave without purchasing a product (Jessup et al.,
2009). Cho et al. (2006) tested the types of delay or hesitation in purchasing an
online product, while Huang et al. (2018) supported this study by exploring
hesitation at checkout as a significant variable in the context of OSCA.
Although hesitation at checkout has been studied, empirical evidence on the
impact of hesitation at checkout on OSCA and DBLR remains relatively scarce.
To fill this gap, this study adopted the C-A-B model to explore the mediating
role of hesitation at checkout between affective inputs (i.e., emotional
ambivalence, wait for lower price) and output behaviors (i.e., OSCA, DBLR).

Notwithstanding the aforementioned attempts, previous research has ignored
the boundary conditions that influence OSCA behavior. Consumers would
expect a satisfactory shopping experience during online shopping (Rezaei &
Valaei, 2017). As such, the expectancy disconfirmation theory (EDT) (Oliver,
1980) is influential in consumer satisfaction research and sufficiently explains
consumers' expectations of e-retailing. Research has highlighted convenience
as one of the determining factors influencing online shopping (Parker & Wang,
2016). Relatedly, Rajamma et al.'s (2009) study showed that perceived
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transaction inconvenience (e.g., account registration, internet delays, complex
sales activities, etc.) and payment/privacy risks lead to OSCA behavior.
Research on transaction inconvenience and risk is necessary as consumers
often encounter a complex online shopping process (Rajamma et al., 2009).
However, there is a lack of empirical research to guide the boundary role of
these two perception factors in the context of OSCA. To fill this gap in the
literature, this study investigated the moderating roles of perceived transaction
inconvenience and perceived risk between affective states (i.e., emotional
ambivalence, wait for lower price) and hesitation at checkout.

While the existing literature highlights the different ways in which consumers
understand online shopping, other scholars have provided insights into the
cross-channel free-riding behavior of consumers (see Chung et al., 2022;
Flavian et al., 2020; Goraya et al., 2020; Guo et al., 2021). They have explored
multiple aspects of online and offline channels, such as the effectiveness of
cross-shopping in consumer purchase behavior (Flavian et al., 2020), the
impact of channel integration on purchase preferences (Goraya et al., 2020),
and the impact of various factors on multichannel price payment (Viejo-Ferna
ndez et al., 2020). Kukar-Kinney and Close (2010) call stressed the importance
of investigating consumers' OSCA behavior and their intentions to complete
purchases in land-based retailers. This is because consumers may choose to
shop via integrated channels to maximize their benefits (Hall et al., 2017).
Although scholars have provided different insights into consumer behavior in
the integrated channel, in the context of OSCA, consumer considerations (i.e.,
cognitive, affective) are fragmented and the resulting final patronage (i.e.,
DBLR) of consumers remains unexplained. Therefore, this study was based on
the C-A-B model not only to empirically substantiate the drivers of OSCA but
also to explain consumers' DBLR decisions.

In summary, the main objective of this study was to examine the determinants
of consumers’ OSCA and DBLR behavior in Mainland China. Based on the C-
A-B model, BBT, and EDT, six knowledge gaps were identified in the literature.
underscoring the need to study the following: i) cognitive conflicts (i.e., attribute
conflicts, self-efficacy, and interpersonal conflicts) as internal stimuli impacting
emotional ambivalence and the psychological processes behind OSCA,; ii) total
costs as an external stimulus influencing emotional ambivalence; iii) the impact
of total costs on wait for lower prices; iv) the effects of emotional ambivalence
and wait for lower price on output behaviors (i.e., hesitation at checkout, OSCA,
and DBLR); v) hesitation at checkout as a mediating variable between affective
inputs (i.e., emotional ambivalence, wait for lower price) and output behaviors
(i.,e., OSCA, DBLR); and vi) perceived transaction inconvenience and
perceived risk as moderating variables between affective states (i.e., emotional
ambivalence, wait for lower price) and hesitation at checkout.



1.4 Research questions

To investigate the drivers of consumer OSCA and DBLR behavior in Mainland
China, this study proposed the following research questions: i) Do cognitive
conflicts (i.e., attribute conflicts, self-efficacy, and interpersonal conflicts)
influence emotional ambivalence? ii) Do total costs influence emotional
ambivalence? iii) Do total costs influence wait for lower price? iv) Do emotional
ambivalence and wait for lower price influence hesitation at checkout, OSCA,
and DBLR? v) Does hesitation at checkout mediate the relationships between
the affective inputs (i.e., emotional ambivalence, wait for lower price) and
output behaviors (i.e., OSCA, DBLR)? vi) Do perceived transaction
inconvenience and perceived risk moderate the relationships between affective
states (i.e., emotional ambivalence, wait for lower price) and hesitation at
checkout?

15 Research objectives

The OSCA phenomenon comes from real market issues and is prevalent
across different industries. However, the reasons behind abandonment
behavior and how they influence DBLR have not yet been examined by
scholars. Therefore, the objective of this study was to investigate the drivers of
OSCA and DBLR among Mainland China consumers. The specific research
objectives were as follows: i) To evaluate the impact of cognitive conflicts (i.e.,
attribute conflicts, self-efficacy, and interpersonal conflicts) on emotional
ambivalence. ii) To explore the relationship between total costs and emotional
ambivalence. iii) To explore the relationship between total costs and wait for
lower price. iv) To explore the effects of emotional ambivalence and wait for
lower price on hesitation at checkout, OSCA, and DBLR. v) To determine the
mediating role of hesitation at checkout in the relationships between affective
inputs (i.e., emotional ambivalence, wait for lower price) and output behaviors
(i.e., OSCA, DBLR). vi) To test the moderating roles of perceived transaction
inconvenience and perceived risk in the relationships between affective states
(i.e., emotional ambivalence, wait for lower price) and hesitation at checkout.

1.6 Significance of the study

By adopting the C-A-B model to explain the causal pattern of factors that
stimulate non-buying behavior in the online environment, this study adds value
to academic research in six ways. First, it explores the psychological processes
of consumer OSCA behavior through cognitive conflicts (i.e., attribute conflicts,
self-efficacy, and interpersonal conflicts) and emotional ambivalence. This
combination of cognitive and affective factors provides a theoretical basis for a
better understanding of non-buying behavior. Second, previous research
highlights that external and internal stimuli can interact with each other (Liao et
al., 2009; Kalla & Arora, 2011). In this regard, this study addresses a gap in the
literature by examining total costs as an external stimulus affecting emotional
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ambivalence. The new insights on internal stimuli (i.e., attribute conflicts, self-
efficacy, and interpersonal conflicts) and external stimulus (i.e., total costs) as
cognitive factors affecting emotional ambivalence enrich the existing literature
on OSCA research.

Furthermore, in response to Kukar-Kinney and Close's (2010) call for a deeper
understanding of consumer non-buying behavior in the online environment, this
study extends BBT to the online environment. Specifically, the impact on wait
for lower price is assessed by considering total costs. Meanwhile, the C-A-B
model is employed to understand the influence of affective factors (i.e.,
emotional ambivalence, wait for lower price) on output behaviors (i.e.,
hesitation at checkout, OSCA, and DBLR). This expands the applicability of the
C-A-B model to the context of OSCA and adds knowledge on the relationships
among the predictors of online non-buying behavior.

Subsequently, hesitation at checkout is used as a mediating variable to
explicate the relationship between affective inputs (i.e., emotional ambivalence,
wait for lower price) and output behavior (i.e., OSCA, DBLR). Based on the C-
A-B model, hesitation at checkout adds a theoretical contribution to the
explanation of consumers' non-buying behavior. Finally, this study adopts EDT
to test the boundary role of perception factors (i.e., perceived transaction
inconvenience, perceived risk). It highlights the importance of perceptions in
the relationship between affective states (i.e., emotional ambivalence, wait for
lower price) and hesitation at checkout, enriching the applicability of EDT in the
OSCA context.

In practical terms, the results of this study can help e-retailers reduce the rate
of OSCA by addressing consumers' cognitive conflicts (i.e., attribute conflicts,
self-efficacy, and interpersonal conflicts) about online shopping. By gaining an
understanding of the psychology behind consumer purchases, e-retailers can
improve and maintain customer loyalty in online channel. The study also
provides valuable insights for e-retailers to better understand the internal
psychology of consumers and develop effective pricing strategies. As online
consumers are known to be more price sensitive, e-retailers can strengthen
communication with them by sending promotional messages, offering free
shipping, and reducing the emotional ambivalence caused by additional costs.

Next, this study provides recommendations for e-retailers on how to notify
customers of any price changes and sales, both online and offline, through
email or direct mail when facing customers who prefer lower prices or
conducting price comparisons. Offering other incentives, such as additional
discounts and activities, can provide e-retailers with an effective and timely
pricing strategy in the face of price competition. Furthermore, the study
highlights the impact of emotional ambivalence and the desire to wait for lower
prices on non-purchasing behavior in an online environment, providing useful
information for e-retailers to develop effective buying strategies across different
channels.
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In addition, by analyzing hesitation at checkout, this study provides
recommendations for e-retailers to understand why consumers delay
purchases. With this understanding, they can develop strategic ways to reduce
delayed decisions, alleviate consumers’ negative emotions and apprehensions,
and increase consumers’ willingness to pay. The goal is to reduce hesitation
and increase profitability by understanding consumers' decision-making styles.
Finally, this study provides managerial insight that perceived transaction
inconvenience and perceived risk affect the transaction process. E-retailers can
simplify and speed up the payment process by offering information storage
features and addressing consumer concerns about privacy and payment
security.

1.7 Scope of the study

Taobao is China's largest B2C shopping platform with over seven million
professional sellers. However, almost 10,000 online stores are closed every
day (CNBC, 2021). Also, a staggering 67.91% of online shopping carts are
abandoned by consumers, which is a major problem resulting in a loss of sales
for many e-retailers. Therefore, it is important to study the behavior of
consumers who abandon their shopping carts and identify the factors
influencing them to do so. Such research would generate useful marketing
suggestions for e-retailers to improve their shopping operations.

This study focused on investigating the driving factors of Mainland China
consumers' OSCA and DBLR behavior. First, based on the C-A-B model,
internal stimuli (i.e., attribute conflicts, self-efficacy, and interpersonal conflicts)
and emotional ambivalence were used to elaborate the psychological
processes of OSCA. Next, total costs was used as an external stimulus to
assess its impact on emotional ambivalence. Subsequently, based on BBT, the
relationship between total costs and wait for lower price was explored. In
addition, the applicability of the C-A-B model to OSCA was extended by
incorporating emotional ambivalence and wait for lower price as key affective
factors in consumers' behavioral responses (i.e., hesitation at checkout, OSCA,
and DBLR). Moreover, the mediating role of hesitation at checkout was
examined between affective inputs (i.e., emotional ambivalence, wait for lower
price) and output behaviors (i.e., OSCA, DBLR). Finally, based on the EDT,
empirical evidence was provided to explore the moderating role of perception
factors (i.e., perceived transaction inconvenience, perceived risk) between
affective states (i.e., emotional ambivalence, wait for lower price) and hesitation
at checkout. The above theoretical framework enriches the research on OSCA
and DBLR behavior, offering theoretical implications. to researchers and
practical directions to e-retailers to develop their marketing strategies.

The survey population was expected to be 400 participants, based on the
purposive sampling technique to obtain samples from an unknown population.
In terms of the sampling criteria, respondents were limited to Mainland China
consumers who had experience in online shopping on platforms like Taobao
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and JD.com. Meeting the set criteria was critical in obtaining correct responses
to ensure that the research data would adequately and successfully meet the
scope of the research. The data was collected using an online survey
administered through Wenjuanxing (https://www.wjx.cn).

1.8 Definitions of each variable

To understand the operationalization of each research variable, Table 1.1 lists
the definitions of the terms used in this study.

Table 1.1: Definitions of each variable

No. Construct Definition Source
1. Attribute Online shoppers may possess Huang,
conflicts both positive and negative Korfiatis &
thoughts about online channels.  Chang (2018)
2.  Self-efficacy Online users' perception Huang,
regarding their ability to operate Korfiatis &
an online device. Chang (2018)
3. Interpersonal As the incongruence between a Huang,
conflicts person's attitude toward online Korfiatis &
shopping and those of his/her Chang (2018)
important others.
4.  Total costs Cost of goods in cart, shipping Kukar-Kinney &
charges, sales taxes, other fees. Close (2010)
5. Emotional The occurrence of incompatible Huang,
ambivalence emotions or cognition. Korfiatis &
Chang (2018)
6.  Wait for lower Consumer's decision to wait until  Kukar-Kinney &
price a lower price can be found on at Close (2010)
least some item(s) in the cart,
whether it be at the same or a
different store, through the same
or a different channel.
7. Hesitation at Postponing or deferring product Cho, Kang &

checkout

purchases by having additional
processing time before making
final product-purchases on the
internet.

Cheon (2006)
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Table 1.1: Continued

8.

10.

11.

Perceived
transaction
inconvenience

Perceived risk

Online
shopping cart
abandonment

Decision to buy
from a land-

Complex shopping procedures,
long registration forms to be
filled up, shipping and handling
charges that are not revealed
until late in the purchase
process, out of stock product
information revealed at the
checkout, technical glitches that
bounce back orders and
nonavailability of alternative
methods of payment (other than
credit cards).

The perception of loss (in terms
of personal information, credit
card information, etc.) at the
transaction conclusion/checkout
stage.

Consumers' placement of
item(s) in their online shopping
cart without purchasing any
item(s) during that online
shopping session.

| decided that | would rather
purchase the same item from a

Rajamma,
Paswan &
Hossain (2009)

Rajamma,
Paswan &
Hossain (2009)

Kukar-Kinney &
Close (2010)

Kukar-Kinney &
Close (2010)

based retailer land-based store (as opposed to

online).

1.9 Organization of proposal

This study provides a clear guide for the reader to understand the process of
identifying research, conducting research, forming results, and drawing
conclusions. It is divided into six chapters, each addressing different aspects of
the study. The first chapter presents the research background, problem
statement, research problem and objective, research significance, and
research scope. The second chapter focuses on the literature review, which
provides a comprehensive overview of the theoretical bases of consumer
behavior and past research, as well as a review of current literature and
industry research results. Chapter Three outlines the development of the
research framework and hypotheses. The fourth chapter discusses the
research methods and details the sampling, data collection, and data analysis
methods used. Chapter Five presents the study’s analysis results, while the
sixth and final chapter highlights the study's theoretical and managerial
contributions, as well as its limitations and future research directions. The
research plan Gantt chart is illustrated below (see Figure 1.2).
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1.10 Conclusion

The first chapter of this study began with the background of the research and
the statement of the problem. It then illustrated the research questions,
objectives, and significance. The scope of the study and the definitions of the
variables used were discussed, and the structure of the thesis concluded the
chapter. The next chapter reviews the important literature of this research.

16



REFERENCES

Abumalloh, R. A., Ibrahim, O., & Nilashi, M. (2020). Loyalty of young female
Arabic customers towards recommendation agents: A new model for B2C
E-commerce. Technology in Society, 61, 101253.

Agag, G. M., & El-Masry, A. A. (2017). Why do consumers trust online travel
websites? Drivers and outcomes of consumer trust toward online travel
websites. Journal of Travel Research, 56(3), 347-369.

Agarwal, R., & Karahanna, E. (2000). Time flies when you're having fun:
Cognitive absorption and beliefs about information technology usage. MIS
quarterly, 24(4), 665-694.

Ajzen, I. (1991). The theory of planned behavior. Organizational Behavior and
Human Decision Processes, 50(2), 179-211.

Ajzen, I., & Fishbein, M. (1973). Attitudinal and normative variables as
predictors of specific behavior. Journal of personality and Social
Psychology, 27(1), 41-57.

Akhtar, N., Sun, J., Akhtar, M. N., & Chen, J. (2019). How attitude ambivalence
from conflicting online hotel reviews affects consumers’ behavioural
responses: The moderating role of dialecticism. Journal of Hospitality and
Tourism Management, 41, 28-40.

Akhtar, N., Sun, J., Chen, J., & Akhtar, M. N. (2020). The role of attitude
ambivalence in conflicting online hotel reviews. Journal of Hospitality
Marketing & Management, 29(4), 471-502.

Albrecht, C. M., Hattula, S., & Lehmann, D. R. (2017). The relationship
between consumer shopping stress and purchase abandonment in task-
oriented and recreation-oriented consumers. Journal of the Academy of
Marketing Science, 45(5), 720-740.

Alreck, P. L., Alreck, P. L., Settle, R. B., & Robert, S. (1995). The survey
research handbook. McGraw-Hill/lIrwin.

Altunel, M. C., & Erkurt, B. (2015). Cultural tourism in Istanbul: The mediation
effect of tourist experience and satisfaction on the relationship between
involvement and recommendation intention. Journal of Destination
Marketing & Management, 4(4), 213-221.

Ancarani, F., & Shankar, V. (2004). Price levels and price dispersion within and
across multiple retailer types: Further evidence and extension. Journal of
the academy of marketing Science, 32(2), 176-187.

Antony, S., Lin, Z., & Xu, B. (2006). Determinants of escrow service adoption in
consumer-to-consumer online auction market: an experimental study.
Decision Support Systems, 42(3), 1889-1900.

110



Ariely, D., & Jones, S. (2008). Predictably irrational. New York: HarperCollins.

Ary, D., Jacobs, L. C., Irvine, C. K. S., & Walker, D. (2018). Introduction to
research in education. Cengage Learning.

Azimi, S., Milne, G. R., & Miller, E. G. (2020). Why do consumers procrastinate
and what happens next?. Journal of Consumer Marketing, 37(7), 795-805.

Babin, B. J., Griffin, M., & Hair Jr, J. F. (2016). Heresies and sacred cows in
scholarly marketing publications. Journal of Business Research, 69(8),
3133-3138.

Baek, Y. M. (2010). An integrative model of ambivalence. The Social Science
Journal, 47(3), 609-629.

Bagozzi, R. P., & Yi, Y. (1988). On the evaluation of structural equation
models. Journal of the academy of marketing science, 16(1), 74-94.

Bagozzi, R. P., Yi, Y., & Singh, S. (1991). On the use of structural equation
models in experimental designs: Two extensions. International Journal of
Research in Marketing, 8(2), 125-140.

Bandura, A. (1977). Self-efficacy: toward a unifying theory of behavioral
change. Psychological review, 84(2), 191-215.

Bandura, A. (1986). The explanatory and predictive scope of self-efficacy
theory. Journal of social and clinical psychology, 4(3), 359-373.

Banyté, J., Rutelioné, A., Gadeikiené, A., & Belkeviciuté, J. (2016). Expression
of irrationality in consumer behaviour: aspect of price perception.
Engineering Economics, 27(3), 334-344.

Bauer, H. H., Sauer, N. E., & Becker, C. (2006). Investigating the relationship
between product involvement and consumer decision - making
styles. Journal of Consumer Behaviour, 5(4), 342-354.

Baymard Research. (2019). The ‘Order Returns’ Experience is Critical for
Customer Retention-Yet 54% of Sites Have a Returns Interface with
Substantial UX  Issues. Retrieved 24  July 2020 from
https://baymard.com/blog/order-returns-ecommerce-ux

Becker, J. M., Klein, K., & Wetzels, M. (2012). Hierarchical latent variable
models in PLS-SEM: guidelines for using reflective-formative type
models. Long range planning, 45(5-6), 359-394.

Becker, J. M., Ringle, C. M., Sarstedt, M., & Vdlckner, F. (2015). How
collinearity affects mixture regression results. Marketing Letters, 26(4),
643-659.

Benedicktus, R. L., Brady, M. K., Darke, P. R., & Voorhees, C. M. (2010).
Conveying trustworthiness to online consumers: reactions to consensus,

111


https://baymard.com/blog/order-returns-ecommerce-ux

physical store presence, brand familiarity, and generalized
suspicion. Journal of Retailing, 86(4), 322-335.

Benlian, A., Klumpe, J., & Hinz, O. (2020). Mitigating the intrusive effects of
smart home assistants by using anthropomorphic design features: A
multimethod investigation. Information Systems Journal, 30(6), 1010-1042.

Bhattacherjee, A., & Premkumar, G. (2004). Understanding changes in belief
and attitude toward information technology usage: A theoretical model and
longitudinal test. MIS quarterly, 28(2), 229-254.

Bollen, K. A., & Long, J. S. (1993). Testing structural equation models. Sage.

Bollen, K. A., & Ting, K. F. (2000). A tetrad test for causal
indicators. Psychological methods, 5(1), 3-22.

Bollen, K., & Lennox, R. (1991). Conventional wisdom on measurement: A
structural equation perspective. Psychological bulletin, 110(2), 305-314.

Bonett, D. G. (2002). Sample size requirements for testing and estimating
coefficient alpha. Journal of educational and behavioral statistics, 27(4),
335-340.

Borsboom, D., Mellenbergh, G. J., & Van Heerden, J. (2004). The concept of
validity. Psychological review, 111(4), 1061-1071.

Bougie, R., Pieters, R., & Zeelenberg, M. (2003). Angry customers don't come
back, they get back: The experience and behavioral implications of anger
and dissatisfaction in services. Journal of the Academy of Marketing
Science, 31(4), 377-393.

Boukamcha, F. (2017). The impact of attitudinal ambivalence on information
processing and resistance to anti-smoking persuasion. Journal of Indian
Business Research, 9(1), 2-19.

Brand, B. M., & Baier, D. (2022). Measuring country of origin effects in online
shopping implicitly: a discrete choice analysis approach. International
Marketing Review, 39(4), 955-983.

Brislin, R. W. (1980). Translation and content analysis of oral and written
materials. Methodology, 389-444.

Brison, N. T., Baker Ill, T. A, Byon, K. K., & Evans, N. J. (2020). An
Interdisciplinary Examination of the Material Effects of Deceptive Sport
Beverage Advertisements. Journal of Global Sport Management, 1-22.

Broekhuizen, T., & Huizingh, E. K. (2020). Investigating the effect of consumer
traits on the relative importance of TAM constructs in an e-commerce
context. International Conference on Electronic Business, 64.

Byrne, B. M. (2013). Structural equation modeling with EQS: Basic concepts,
applications, and programming. Routledge.

112



Cachon, G. P., & Feldman, P. (2015). Price commitments with strategic
consumers: Why it can be optimal to discount more frequently... than
optimal. Manufacturing & Service Operations Management, 17(3), 399-410.

Cairncross. (2001). The Death of Distance: How the Communications
Revolution Is Changing Our Lives. Harvard Business Press.

Camilleri, M. A. (2021). E-commerce websites, consumer order fulfilment and
after-sales service satisfaction: The customer is always right, even after
the shopping cart check-out. Journal of Strategy and Management, 15(3),
377-396.

Carpenter, S. M., Yates, J. F., Preston, S. D., & Chen, L. (2016). Regulating
emotions during difficult multiattribute decision making: The role of pre-
decisional coherence shifting. PloS one, 11(3), e0150873.

Cassar, G., & Friedman, H. (2009). Does self - efficacy affect entrepreneurial
investment?. Strategic Entrepreneurship Journal, 3(3), 241-260.

Cavallo, A. (2017). Are online and offline prices similar? Evidence from large
multi-channel retailers. American Economic Review, 107(1), 283-303.

Cavana, R., Delahaye, B., & Sekeran, U. (2001). Applied business research:
Qualitative and guantitative methods. John Wiley & Sons.

Cham, T. H., Cheng, B. L., & Ng, C. K. Y. (2020). Cruising down millennials’
fashion runway: a cross-functional study beyond Pacific borders. Young
Consumers, 22(1), 28-67.

Cham, T. H., Lim, Y. M., Sia, B. C., Cheah, J. H., & Ting, H. (2021). Medical
tourism destination image and its relationship with the intention to revisit: A
study of Chinese medical tourists in Malaysia. Journal of China tourism
research, 17(2), 163-191.

Chan, T. K., Cheung, C. M., & Lee, Z. W. (2017). The state of online impulse-
buying research: A literature analysis. Information & Management, 54(2),
204-217.

Chang, C. (2011). Feeling ambivalent about going green. Journal of Advertising,
40(4), 19-31.

Chang, H. H., & Chen, S. W. (2009). Consumer perception of interface quality,
security, and loyalty in electronic commerce. Information &
management, 46(7), 411-417.

Chawla, N., & Kumar, B. (2021). E-commerce and consumer protection in India:
The emerging trend. Journal of Business Ethics, 1-24.

Chea, S., & Luo, M. M. (2008). Post-adoption behaviors of e-service customers:
The interplay of cognition and emotion. International Journal of Electronic
Commerce, 12(3), 29-56.

113



Cheah, J. H., Sarstedt, M., Ringle, C. M., Ramayah, T., & Ting, H. (2018).
Convergent validity assessment of formatively measured constructs in
PLS-SEM: On using single-item versus multi-item measures in redundancy
analyses. International Journal of Contemporary Hospitality Management,
30(11), 3192-3210.

Cheah, J. H., Ting, H., Ramayah, T., Memon, M. A., Cham, T. H., & Ciavolino,
E. (2019). A comparison of five reflective—formative estimation approaches:
reconsideration and recommendations for tourism research. Quality &
Quantity, 53(3), 1421-1458.

Cheah, J. H., Waller, D., Thaichon, P., Ting, H., & Lim, X. J. (2020). Price
image and the sugrophobia effect on luxury retail purchase intention.
Journal of Retailing and Consumer Services, 57, 102188.

Chen, A., Peng, N., & Hung, K. P. (2015). The effects of luxury restaurant
environments on diners’ emotions and loyalty: Incorporating diner
expectations into an extended Mehrabian-Russell model. International
Journal of Contemporary Hospitality Management, 27(2), 236-260.

Chen, J. V., Tran, A., & Nguyen, T. (2019). Understanding the discontinuance
behavior of mobile shoppers as a consequence of technostress: An
application of the stress-coping theory. Computers in Human Behavior, 95,
83-93.

Chen, W. C., Chen, C. W., & Chen, W. K. (2019). Drivers of mobile payment
acceptance in China: an empirical investigation. Information, 10(12), 384-
404.

Chen, Y. H., & Barnes, S. (2007). Initial trust and online buyer
behaviour. Industrial management & data systems, 107(1), 21-36.

Cherrett, T., Dickinson, J., McLeod, F., Sit, J., Bailey, G., & Whittle, G. (2017).
Logistics impacts of student online shopping—Evaluating delivery
consolidation to halls of residence. Transportation Research Part C:
Emerging Technologies, 78, 111-128.

Chin, W. W. (1998). The partial least squares approach to structural equation
modeling. Modern methods for business research, 295(2), 295-336.

Chin, W. W., Marcolin, B. L., & Newsted, P. R. (2003). A partial least squares
latent variable modeling approach for measuring interaction effects:
Results from a Monte Carlo simulation study and an electronic-mail
emotion/adoption study. Information systems research, 14(2), 189-217.

China Internet Watch. (2021). China Online Retail Market Overview 2021.
Retrieved 18 November 2020 from
https://www.chinainternetwatch.com/32120/online-retailoverview/

China Quality News. (2020). Analysis of complaints received by the national
consumer association organizations in 2021. Retrieved 15 July 2021 from
https://m.can.com.cn/ms/content/2022-01/28/content 8780644.htm

114


https://www.chinainternetwatch.com/32120/online-retailoverview/
https://m.cqn.com.cn/ms/content/2022-01/28/content_8780644.htm

China Daily. (2019). Report: Cross-border e-commerce overperforming.
Retrieved 20 January 2022 from
http://www.chinadaily.com.cn/a/202105/20/WS60a5c1f4a31024ad0bac036
b.html

Chiu, C. M., Hsu, M. H., Sun, S. Y., Lin, T. C., & Sun, P. C. (2005). Usability,
quality, value and e-learning continuance decisions. Computers &
Education, 45, 399-416.

Cho, C. H., Kang, J., & Cheon, H. J. (2006). Online shopping hesitation.
Cyberpsychology & Behavior, 9(3), 261-274.

Cho, J. (2004). Likelihood to abort an online transaction: influences from
cognitive evaluations, attitudes, and behavioral variables. Information &
Management, 41, 827-838.

Cho, S. H., & Kim, M. (2022). Assessment of the environmental impact and
policy responses for urban air mobility: A case study of Seoul metropolitan
area. Journal of Cleaner Production, 360, 132139.

Choi, J., & Geistfeld, L. V. (2004). A cross-cultural investigation of consumer e-
shopping adoption. Journal of Economic Psychology, 25(6), 821-838.

Chou, S. F., Horng, J. S., Liu, C. H. S., & Lin, J. Y. (2020). Identifying the
critical factors of customer behavior: An integration perspective of
marketing strategy and components of attitudes. Journal of retailing and
consumer services, 55, 102113.

Chung, S., Cho, C. K., & Chakravarti, A. (2022). It is different than what | saw
online: Negative effects of webrooming on purchase
intentions. Psychology & Marketing, 39(1), 131-149.

Clark, L. A, & Watson, D. (2016). Constructing validity: Basic issues in
objective scale development. Psychological Assessment, 7(3), 309-319.

Close, A. G., & Kukar-Kinney, M. (2010). Beyond buying: Motivations behind
consumers' online shopping cart use. Journal of Business Research, 63(9-
10), 986-992.

CNBC. (2021). 10,000 stores are expected to close in 2021, as pandemic
continues to pummel retailers. Retrieved 13 July 21 from
https://www.cnbc.com/2021/01/28/10000-stores-set-to-close-in-2021-
covid-keeps-pummeling-retailers.html

CNNIC. (2021). The 47th Statistical Report on the Development Status
of the Internet in China. Retrieved 20 October 2021 from
http://www.cac.gov.cn/2021-02/03/c_1613923423079314.htm

Cohen, J. (1988). Statistical power analysis for the behavioral sciences.
Academic press.

Colton, D., & Covert, R. W. (2007). Designing and constructing instruments for
social research and evaluation. John Wiley & Sons.

115


http://www.chinadaily.com.cn/a/202105/20/WS60a5c1f4a31024ad0bac036b.html
http://www.chinadaily.com.cn/a/202105/20/WS60a5c1f4a31024ad0bac036b.html
https://www.cnbc.com/2021/01/28/10000-stores-set-to-close-in-2021-covid-keeps-pummeling-retailers.html
https://www.cnbc.com/2021/01/28/10000-stores-set-to-close-in-2021-covid-keeps-pummeling-retailers.html
http://www.cac.gov.cn/2021-02/03/c_1613923423079314.htm

Compeau, D. R., & Higgins, C. A. (1995). Computer self-efficacy: Development
of a measure and initial test. Management Information Systems Quarterly,
19(2), 189-211.

Connelly, L. M. (2008). Pilot studies. Medsurg nursing, 17(6), 411-412.

Cooper, J., & Fazio, R. H. (1984). A new look at dissonance theory.
In Advances in experimental social psychology,17, 229-266.

Coppola, J., & Sousa, K. (2008). Characteristics affecting the abandonment of
e-commerce shopping carts-a pilot study. Northeast Decision Sciences
Institute Proceedings, 384-389.

Creditdonkey. (2019). Shopping Cart Abandonment Statistics. Retrieved 18
November 2020 from https://www.creditdonkey.com/shopping-
abandonment-statistics.html

Creswell, J. W. (2013). Steps in conducting a scholarly mixed methods study.

Creswell, J. W., & Creswell, J. D. (2017). Research design: Qualitative,
guantitative, and mixed methods approaches. Sage publications.

Cronbach, L. J. (1971). Test validation. Educational measurement.

Cronin Jr, J. J., Brady, M. K., & Hult, G. T. M. (2000). Assessing the effects of
quality, value, and customer satisfaction on consumer behavioral
intentions in service environments. Journal of retailing, 76(2), 193-218.

Crotty, M. (1998). The foundations of social research: Meaning and perspective
in the research process. Sage.

Darke, P., Shanks, G., & Broadbent, M. (1998). Successfully completing case
study research: combining rigour, relevance and pragmatism. Information
systems journal, 8(4), 273-289.

Daskalakis, S., & Mantas, J. (2008). Evaluating the impact of a service-oriented
framework for healthcare interoperability. Studies in health technology and
informatics, 136, 285.

Dattalo, P. (2008). Determining sample size: Balancing power, precision, and
practicality. Oxford University Press.

Davis, J. M., & Tuttle, B. M. (2013). A heuristic—systematic model of end-user
information processing when encountering IS exceptions. Information &
Management, 50(2-3), 125-133.

Dawson, J. F. (2014). Moderation in management research: What, why, when,
and how. Journal of Business and Psychology, 29(1), 1-19.

Denzin, N. K., & Lincoln, Y. S. (2011). The Sage handbook of qualitative
research. Sage.

116


https://www.creditdonkey.com/shopping-abandonment-statistics.html
https://www.creditdonkey.com/shopping-abandonment-statistics.html

DeVellis, R. F., & Thorpe, C. T. (2021). Scale development: Theory and
applications. Sage publications.

Dhar, R., & Nowlis, S. M. (1999). The effect of time pressure on consumer
choice deferral. Journal of Consumer Research, 25(4), 369-384.

Diamantopoulos, A. (2006). The error term in formative measurement models:
interpretation and modeling implications. Journal of modelling in
management, 1(1), 7-17.

Diamantopoulos, A., & Siguaw, J. A. (2006). Formative versus reflective
indicators in organizational measure development. A comparison and
empirical illustration. British journal of management, 17(4), 263-282.

Diamantopoulos, A., & Winklhofer, H. M. (2001). Index construction with
formative indicators: An alternative to scale development. Journal of
marketing research, 38(2), 269-277.

Donthu, N., & Garcia, A. (1999). The internet shopper. Journal of advertising
research, 39(3), 52-58.

Dopson. (2021). 30+ Shopping Cart Abandonment Statistics and Strategies for
Recouping Lost Sales. Retrieved November 27, 2022 from
https://www.shopify.com/my/blog/shopping-cart-abandonment

Dueck, A., Ting, S. K., & Cutiongco, R. (2007). Constantine, Babel, and
Yankee doodling: whose indigeneity? Whose psychology?. Pastoral
Psychology, 56(1), 55-72.

Edwards, J. R., & Bagozzi, R. P. (2000). On the nature and direction of
relationships  between constructs and measures. Psychological
methods, 5(2), 155-174.

Egeln, L. S., & Joseph, J. A. (2012). Shopping cart abandonment in online
shopping. Atlantic Marketing Journal, 1(1), 1-14.

Elkhani, N., & Bakri, A. (2012). Review on “expectancy disconfirmation theory”
(EDT) Model in B2C E-Commerce. Journal of information systems
research and innovation, 2(12), 95-102.

Fagan, M. H., Neill, S., & Wooldridge, B. R. (2004). An empirical investigation
into the relationship between computer self-efficacy, anxiety, experience,
support and usage. Journal of Computer Information Systems, 44(2), 95-
104.

Fallon, P., & Schofield, P. (2003). First-timer versus repeat visitor satisfaction:
the case of Orlando, Florida. Tourism Analysis, 8(2), 205-210.

Fassnacht, M., & Unterhuber, S. (2016). Consumer response to online/offline

price differentiation. Journal of Retailing and Consumer Services, 28, 137-
148.

117


https://www.shopify.com/my/blog/shopping-cart-abandonment

Fassott, G., Henseler, J., & Coelho, P. S. (2016). Testing moderating effects in
PLS path models with composite variables. Industrial management & data
systems, 116(9), 1887-1900.

Faul, F., Erdfelder, E., Buchner, A., & Lang, A. G. (2009). Statistical power
analyses using G* Power 3.1: Tests for correlation and regression
analyses. Behavior research methods, 41(4), 1149-1160.

Ferrari, J. R. (1993). Christmas and procrastination: Explaining lack of diligence
at a “real-world” task deadline. Personality and Individual Differences,
14(1), 25-33.

Festinger, L. (1957). A theory of cognitive dissonance. Stanford, CA: Stanford
University Press.

Field, A. (2009). Discovering Statistics Using SPSS (3™ ed.). Sage Publications
Ltd., Landon.

Filtenborg, A. F., Gaardboe, F., & Sigsgaard-Rasmussen, J. (2017).
Experimental replication: an experimental test of the expectancy
disconfirmation theory of citizen satisfaction. Public Management
Review, 19(9), 1235-1250.

FinancesOnline. (2021). 88 Relevant Shopping Cart Abandonment Statistics:
2020/2021 Value, Causes, Analysis & Data. Retrieved 12 June 2020 from
https://financesonline.com/shopping-cart-abandonment-statistics/

Fink, A. (2002). How to sample in surveys. Thousand Oaks, CA: Sage
Publications.

Finn, A., Wang, L., & Frank, T. (2009). Attribute perceptions, customer
satisfaction and intention to recommend e-services. Journal of Interactive
Marketing, 23(3), 209-220.

Fiore, A. M., & Kim, J. (2007). An integrative framework capturing experiential
and utilitarian shopping experience. International Journal of Retail &
Distribution Management, 35(6), 421-442.

Flavian, C., Gurrea, R., & Orus, C. (2020). Combining channels to make smart
purchases: The role of webrooming and showrooming. Journal of Retailing
and Consumer Services, 52, 101923.

Flavian, C., Ibafiez-Sanchez, S., & Oras, C. (2019). The impact of virtual,
augmented and mixed reality technologies on the customer
experience. Journal of business research, 100, 547-560.

Fletcher, R., & Nielsen, R. K. (2017). Paying for online news: A comparative
analysis of six countries. Digital Journalism, 5(9), 1173-1191.

Fox. (2022). Shopping Cart Abandonment: An $18 Billion Opportunity (New

Ebook). Retrieved 25 November 2022 from
https://www.dynamicyield.com/blog/shopping-cart-abandonment-ebook-
announcement/

118


https://financesonline.com/shopping-cart-abandonment-statistics/
https://www.dynamicyield.com/blog/shopping-cart-abandonment-ebook-announcement/
https://www.dynamicyield.com/blog/shopping-cart-abandonment-ebook-announcement/

Fraj, E., & Martinez, E. (2007). Ecological consumer behaviour: an empirical
analysis. International journal of consumer studies, 31(1), 26-33.

Frasquet, M., Molla, A., & Ruiz, E. (2015). Identifying patterns in channel usage
across the search, purchase and post-sales stages of shopping. Electronic
Commerce Research and Applications, 14(6), 654-665.

Fritz, J., & Dreisbach, G. (2015). The time course of the aversive conflict
signal. Experimental psychology, 62(1), 30-39.

Fullagar, C. J., Knight, P. A., & Sovern, H. S. (2013). Challenge/skill balance,
flow, and performance anxiety. Applied Psychology, 62(2), 236-259.

Geisser, S. (1974). A predictive approach to the random effect model.
Biometrika, 61(1), 101-107.

Gensler, S., Verhoef, P. C., & Bohm, M. (2012). Understanding consumers’
multichannel choices across the different stages of the buying
process. Marketing Letters, 23(4), 987-1003.

George, D., & Mallery, P. (2003). SPSS for Windows step by step: A simple
guide and reference. 11.0 update (4" ed.). Boston: Allyn & Bacon.

Girard, T., Korgaonkar, P., & Silverblatt, R. (2003). Relationship of type of
product, shopping orientations, and demographics with preference for
shopping on the Internet. Journal of Business and Psychology, 18(1), 101-
120.

Gleser, G. C., & Cronbach, L. J. (1965). Psychological Tests and Personnel
Decisions. University of lllinois Press.

Gold, A. H., Malhotra, A., & Segars, A. H. (2001). Knowledge management: An
organizational capabilities perspective. Journal of management information
systems, 18(1), 185-214.

Gonzélez, E. M., Meyer, J. H., & Toldos, M. P. (2021). What women want?
How contextual product displays influence women’s online shopping
behavior. Journal of Business Research, 123, 625-641.

Goraya, M. A. S., Zhu, J., Akram, M. S., Shareef, M. A., Malik, A., & Bhatti, Z. A.
(2020). The impact of channel integration on consumers’ channel
preferences: do showrooming and webrooming behaviors matter?. Journal
of Retailing and Consumer Services, 102130.

Gov.cn. (2021). Internet and related services operation in January-November
2020. Retrieved 23 November 2021 from http://www.gov.cn/shuju/2021-
01/05/content 5577005.htm

Greenleaf, E. A., & Lehmann, D. R. (1995). Reasons for substantial delay in
consumer decision making. Journal of Consumer Research, 22(2), 186-
199.

119


http://www.gov.cn/shuju/2021-01/05/content_5577005.htm
http://www.gov.cn/shuju/2021-01/05/content_5577005.htm

Greenspan, P. (1980). A case of mixed feelings: ambivalence and the logic of
emotion. University of California Press.

Gregor, S. (2006). The nature of theory in information systems. MIS quarterly,
30(3), 611-642.

Grewal, D., Janakiraman, R., Kalyanam, K., Kannan, P. K., Ratchford, B., Song,
R., & Tolerico, S. (2010). Strategic online and offline retail pricing: a review
and research agenda. Journal of interactive marketing, 24(2), 138-154.

Griffin, J. G., & Broniarczyk, S. M. (2010). The slippery slope: The impact of
feature alignability on search and satisfaction. Journal of Marketing
Research, 47(2), 323-334.

Grimmelikhuijsen, S., & Porumbescu, G. A. (2017). Reconsidering the
expectancy disconfirmation model. Three experimental replications. Public
Management Review, 19(9), 1272-1292.

Gunasti, K., Kara, S., & Ross Jr, W. T. (2020). Effects of search, experience
and credence attributes versus suggestive brand names on product
evaluations. European Journal of Marketing, 54(12).

Guo, Y., Zhang, M., & Wang, V. L. (2021). Webrooming or showrooming? The
moderating effect of product attributes. Journal of Research in Interactive
Marketing, 16(4), 534-550.

Guritno, S., & Siringoringo, H. (2013). Perceived usefulness, ease of use, and
attitude towards online shopping usefulness towards online airlines ticket
purchase. Procedia-Social and Behavioral Sciences, 81, 212-216.

Gursoy, D., Ouyang, Z., Nunkoo, R., & Wei, W. (2019). Residents’ impact
perceptions of and attitudes towards tourism development: A meta-
analysis. Journal of Hospitality Marketing & Management, 28(3), 306-333.

Gurung, A., & Raja, M. K. (2016). Online privacy and security concerns of
consumers. Information & Computer Security, 24(4), 348-371.

Hair, J. F., Hult, G. T. M., Ringle, C., & Sarstedt, M. (2016). A primer on partial
least squares structural equation modeling (PLS-SEM). Sage publications.

Hair, J. F., Hult, G. T. M., Ringle, C., & Sarstedt, M. (2017b). A primer on partial
least squares structural equation modeling (PLS-SEM). Sage publications.

Hair, J. F., Matthews, L. M., Matthews, R. L., & Sarstedt, M. (2017a). PLS-SEM
or CB-SEM: updated guidelines on which method to use. International
Journal of Multivariate Data Analysis, 1(2), 107-123.

Hair, J. F., Ringle, C. M., & Sarstedt, M. (2011). PLS-SEM: Indeed, a silver
bullet. Journal of Marketing theory and Practice, 19(2), 139-152.

120



Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2019b). When to use
and how to report the results of PLS-SEM. European business review,
31(1), 2-24.

Hair, J. F., Sarstedt, M., & Ringle, C. M. (2019a). Rethinking some of the
rethinking of partial least squares. European Journal of Marketing, 53(4),
566-584.

Hair, J. F., Sarstedt, M., Hopkins, L., & Kuppelwieser, V. G. (2014). Partial least
squares structural equation modeling (PLS-SEM). European business
review.

Hair, J. F., Sarstedt, M., Ringle, C. M., & Mena, J. A. (2012). An assessment of
the use of partial least squares structural equation modeling in marketing
research. Journal of the academy of marketing science, 40(3), 414-433.

Hair, J. F., Sarstedt, M., Ringle, C.M. and Gudergan, S.P. (2018). Advanced
Issues in Partial Least Squares Structural Equations Modeling (PLS-SEM).
Sage, Thousand Oaks, CA.

Halbauer, 1., Jacob, S., & Klarmann, M. (2022). Brand presentation order in
voice shopping: Understanding the effects of sequential product
presentation. Journal of Retailing, 98(4), 759-778.

Hall, A., Towers, N., & Shaw, D. R. (2017). Understanding how millennial
shoppers decide what to buy: Digitally connected unseen
journeys. International Journal of Retail & Distribution Management, 45(5),
498-517.

Hallikainen, H., & Laukkanen, T. (2018). National culture and consumer trust in
e-commerce. International Journal of Information Management, 38(1), 97-
106.

Han, H., Al-Ansi, A., Chi, X., Baek, H., & Lee, K. S. (2020). Impact of
environmental CSR, service quality, emotional attachment, and price
perception on word-of-mouth for full-service airlines. Sustainability, 12(10),
3974-3991.

Han, S., Gupta, S., & Lehmann, D. R. (2001). Consumer price sensitivity and
price thresholds. Journal of retailing, 77(4), 435-456.

Harreveld, F., Nohlen, H. U., & Schneider, I. K. (2015). The ABC of
ambivalence: Affective, behavioral, and cognitive consequences of
attitudinal conflict. Advances in experimental social psychology, 52, 285-
324.

Harreveld, F., Van der Pligt, J., & de Liver, Y. N. (2009). The agony of
ambivalence and ways to resolve it: Introducing the MAID model.
Personality and Social Psychology Review, 13(1), 45-61.

Harris, P., Riley, F. D. O., Riley, D., & Hand, C. (2017). Online and store
patronage: a typology of grocery shoppers. International Journal of Retail
& Distribution Management, 45(4), 419-445.

121



Harrison-Walker, L. J. (2002). If you build it, will they come? Barriers to
international e-marketing. Journal of Marketing Theory and practice, 10(2),
12-21.

Heider, F. (1958). The naive analysis of action. New York: John Wiley & Sons.

Heijden, H. (2004). User acceptance of hedonic information systems. MIS
quarterly, 28(4), 695-704.

Heitz-Spahn, S. (2013). Cross-channel free-riding consumer behavior in a
multichannel environment: An investigation of shopping motives,
sociodemographics and product categories. Journal of retailing and
consumer services, 20(6), 570-578.

Henseler, J., & Chin, W. W. (2010). A comparison of approaches for the
analysis of interaction effects between latent variables using partial least
squares path modeling. Structural Equation Modeling, 17(1), 82-109.

Henseler, J., Ringle, C. M., & Sarstedt, M. (2012). Using partial least squares
path modeling in advertising research: basic concepts and recent issues.
In Handbook of research on international advertising. Edward Elgar
Publishing.

Henseler, J., Ringle, C. M., & Sarstedt, M. (2015). A new criterion for assessing
discriminant validity in variance-based structural equation modeling.
Journal of the academy of marketing science, 43(1), 115-135.

Hi-Com. (2021). Biggest E-commerce Platforms in China in 2021 — HI-COM
Source. Retrieved 24 November 2021 from https://www.hicom-
asia.com/how-to-choose-the-best-chinese-e-commerce-channel-in-2020/

Hinkle, D. E., Wiersma, W., & Jurs, S. G. (2003). Applied statistics for the
behavioral sciences. Houghton Mifflin College Division.

Hock, M., & Ringle, C. M. (2010). Local strategic networks in the software
industry: an empirical analysis of the value continuum. International
Journal of Knowledge Management Studies, 4(2), 132-153.

Holden, H., & Rada, R. (2011). Understanding the influence of perceived
usability and technology self-efficacy on teachers’ technology
acceptance. Journal of Research on Technology in Education, 43(4), 343-
367.

Holmes, A., Byrne, A., & Rowley, J. (2014). Mobile shopping behaviour:
Insights into attitudes, shopping process involvement and location.
International Journal of Retail & Distribution Management, 42(1), 25-39.

Homburg, C., & Koschate, N. (2005). Customer satisfaction and time as drivers
of price knowledge after the purchase. Enhancing Knowledge
Development in Marketing, 276.

Hong, J. C., Hwang, M. Y., Tai, K. H., & Chen, Y. L. (2014). Using calibration to
enhance students' self-confidence in English vocabulary learning relevant

122


https://www.hicom-asia.com/how-to-choose-the-best-chinese-e-commerce-channel-in-2020/
https://www.hicom-asia.com/how-to-choose-the-best-chinese-e-commerce-channel-in-2020/

to their judgment of over-confidence and predicted by smartphone self-
efficacy and English learning anxiety. Computers & Education, 72, 313-
322.

Hossain, M. M., Islam, M. A., Khan, M. A., & Ramayah, T. (2011). The adoption
of mobile commerce service among employed mobile phone users in
Bangladesh: self-efficacy as a moderator. International Business Research,
4(2), 80-89.

Howard, J. A., and Sheth, J. N. (1969). The Theory of Buyer Behavior. New
York: John Wiley & Sons.

Hsu, M. H., Yen, C. H., Chiu, C. M., & Chang, C. M. (2006). A longitudinal
investigation of continued online shopping behavior: An extension of the
theory of planned behavior. International journal of human-computer
studies, 64(9), 889-904.

Huang, G. H., Korfiatis, N., & Chang, C. T. (2018) Mobile shopping cart
abandonment: The roles of conflicts, ambivalence, and hesitation. Journal
of Business Research, 85, 165-174.

Huang, Y. F., & Kuo, F. Y. (2012). How impulsivity affects consumer decision-
making in  e-commerce. Electronic Commerce Research and
Applications, 11(6), 582-590.

Hufnagel, G., Schwaiger, M., & Weritz, L. (2022). Seeking the perfect price:
Consumer responses to personalized price discrimination in e-
commerce. Journal of Business Research, 143, 346-365.

Hung, S. W., Cheng, M. J., & Hsieh, S. C. (2015). Consumers’ satisfaction with
online group buying—an incentive strategy. International Journal of Retail &
Distribution Management, 43(2), 167-182.

Iconaru, C. (2013). The moderating role of perceived self-efficacy in the context
of online buying adoption. Broad Research in Accounting, Negotiation, and
Distribution, 4(1), 20-29.

Jang, S., Prasad, A., & Ratchford, B. T. (2017). Consumer search of multiple
information sources and its impact on consumer price satisfaction. Journal
of Interactive Marketing, 40, 24-40.

Jensen, T., Kees, J., Burton, S. & Turnipseed, F., L. (2003). Advertised
reference prices in an Internet environment: effects on consumer price
perceptions and channel search intentions. Journal of Interactive
Marketing, 17(2), 20-33.

Jeong, S. W., Fiore, A. M., Niehm, L. S., & Lorenz, F. O. (2009). The role of
experiential value in online shopping: The impacts of product presentation
on consumer responses towards an apparel web site. Internet Research,
19(1), 105-124.

123



Jessup, R. K., Veinott, E. S., Todd, P. M., & Busemeyer, J. R. (2009). Leaving
the store empty-handed: Testing explanations for the too-much-choice
effect using decision field theory. Psychology and Marketing, 26(3), 299-
320.

Jiang, D., Zhang, G., & Wang, L. (2021). Empty the shopping cart? The effect
of shopping cart item sorting on online shopping cart abandonment
behavior. Journal of Theoretical and Applied Electronic Commerce
Research, 16(6), 1973-1996.

Jisana, T. K. (2014). Consumer behaviour models: an overview. Sai Om
Journal of Commerce & Management, 1(5), 34-43.

Johannesson, P., & Perjons, E. (2014). An introduction to design science.
Springer.

Johnson, R. E., Rosen, C. C., & Chang, C. H. (2011). To aggregate or not to
aggregate: Steps for developing and validating higher-order
multidimensional constructs. Journal of Business and Psychology, 26(3),
241-248.

Jonas, K., Broemer, P., & Diehl, M. (2000). Attitudinal ambivalence. European
Review ofSocial Psychology, 11(1), 35-74.

Joreskog, K. G. (1973). A general method for estimating a linear structural
equation system. Structural equation models in the social sciences, 85-112.

Kalla, S. M., & Arora, A. P. (2011). Impulse buying: A literature review. Global
Business Review, 12(1), 145-157.

Kaltcheva, V. D., & Weitz, B. A. (2006). When should a retailer create an
exciting store environment?. Journal of marketing, 70(1), 107-118.

Kao, T. W. D., & Lin, W. T. (2016). The relationship between perceived e-
service quality and brand equity: A simultaneous equations system
approach. Computers in Human Behavior, 57, 208-218.

Kaplan, L. B., Szybillo, G. J., & Jacoby, J. (1974). Components of perceived
risk in product purchase: A cross-validation. Journal of applied
Psychology, 59(3), 287-291.

Kapoor, A. P., & Vij, M. (2021). Following you wherever you go: Mobile
shopping ‘cart-checkout’'abandonment. Journal of Retailing and Consumer
Services, 61, 102553.

Kerlinger, F. N., & Lee, H. B. (2000). Foundations of behavioral research (4"
ed.). New York: Holt.

Kesgin, M., Can, A. S., Gursoy, D., Ekinci, Y., & Aldawodi, K. (2022). Effects of

religiosity and travel desire on COVID-19 vaccination intentions. Current
Issues in Tourism, 25(23), 3888-3904.

124



Khan, A., Rezaei, S., & Valaei, N. (2022). Social commerce advertising
avoidance and shopping cart abandonment:; A fs/QCA analysis of German
consumers. Journal of Retailing and Consumer Services, 67, 102976.

Kim, D. J., Ferrin, D. L., & Rao, H. R. (2008). A trust-based consumer decision-
making model in electronic commerce: The role of trust, perceived risk,
and their antecedents. Decision support systems, 44(2), 544-564.

Kim, J., Kim, M., Choi, J., & Trivedi, M. (2019). Offline social interactions and
online shopping demand: Does the degree of social interactions
matter?. Journal of Business Research, 99, 373-381.

Kim, M. J., Chung, N., Lee, C. K., & Preis, M. W. (2015). Motivations and use
context in mobile tourism shopping: Applying contingency and task—
technology fit theories. International Journal of Tourism Research, 17(1),
13-24.

Kim, M., & Lennon, S. J. (2011). Consumer response to online apparel
stockouts. Psychology and Marketing, 28(2), 115-144.

Kimiagari, S., & Malafe, N. S. A. (2021). The role of cognitive and affective
responses in the relationship between internal and external stimuli on
online impulse buying behavior. Journal of Retailing and Consumer
Services, 61, 102567.

Kline, R. B. (2011). Principles and practice of structural equation modeling.
New York: Guilford Press.

Kock, N., & Hadaya, P. (2018). Minimum sample size estimation in PLS - SEM:
The inverse square root and gamma - exponential methods. Information
systems journal, 28(1), 227-261.

Kock, N., & Lynn, G. (2012). Lateral collinearity and misleading results in
variance-based SEM: An illustration and recommendations. Journal of the
Association for information Systems, 13(7), 546-580.

Krafft, M., Arden, C. M., & Verhoef, P. C. (2017). Permission marketing and
privacy concerns—Why do customers (not) grant permissions?. Journal of
interactive marketing, 39, 39-54.

Kukar-Kinney, M., & Close, A. G. (2010). The determinants of consumers’
online shopping cart abandonment. Journal of the Academy of Marketing
Science, 38(2), 240-250.

Kukar-Kinney, M., Scheinbaum, A. C., Orimoloye, L. O., Carlson, J. R., & He, H.
(2022). A model of online shopping cart abandonment: evidence from e-tail
clickstream data. Journal of the Academy of Marketing Science, 50, 961-
980.

Kumar, N., & Benbasat, I. (2006). Research note: the influence of

recommendations and consumer reviews on evaluations of websites.
Information Systems Research, 17(4), 425-439.

125



Kumar, S., Niedan - Olsen, K., & Peterson, L. (2009). Educating the supply
chain logistics for humanitarian efforts in Africa: a case study. International
Journal of Productivity and Performance Management, 58(5), 480-500.

Kummer, T. F., Pelzl, S., & Bick, M. (2021). A conceptualisation of privacy risk
and its influence on the disclosure of check-in services
information. International Journal of Information Management, 57, 102266.

Kuo, N. T., Cheng, Y. S., Chang, K. C., & Hu, S. M. (2021). How social capital
affects support intention: The mediating role of place identity. Journal of
Hospitality and Tourism Management, 46, 40-49.

Laja. (2019). Purchase Decisions: 9 Things to Know About Influencing
Customers. Retrieved 24 January 2022 from https://cxl.com/blog/9-things-
to-know-about-influencing-purchasing-decisions/

Lalwani, A. K., & Shavitt, S. (2013). You get what you pay for? Self-construal
influences price-quality judgments. Journal of Consumer Research, 40(2),
255-267.

Laroche, M., Yang, Z., McDougall, G. H., & Bergeron, J. (2005). Internet versus
bricks-and-mortar retailers: An investigation into intangibility and its
consequences. Journal of retailing, 81(4), 251-267.

Lee, A. R., Kim, D., & Kim, K. K. (2017). Factors affecting the delay of the final
purchase decision in online shopping: Investigating the moderating effect
of need for cognitive closure. The Journal of the Korea Contents
Association, 17(12), 658-669.

Lee, A. Y., & Aaker, J. L. (2004). Bringing the frame into focus: the influence of
regulatory fit on processing fluency and persuasion. Journal of personality
and social psychology, 86(2), 205-218.

Lee, G. G., & Lin, H. F. (2005). Customer perceptions of e - service quality in
online shopping. International journal of retail & distribution management,
33(2), 161-176.

Lee, J. Y., & Bell, D. R. (2013). Neighborhood social capital and social learning
for experience attributes of products. Marketing Science, 32(6), 960-976.

Leung, X. Y., & Wen, H. (2021). How emotions affect restaurant digital ordering
experiences: a comparison of three ordering methods. Journal of
Hospitality and Tourism Technology, 12(3), 439-453.

Li, H., Shen, Q., & Bart, Y. (2018). Local market characteristics and online-to-
offine  commerce: An empirical analysis of Groupon. Management
Science, 64(4), 1860-1878.

Li, M., Zhang, X., & Dan, B. (2021). Cooperative advertising and pricing in an
020 supply chain with
buy - online - and - pick - up - in - store. International  Transactions in
Operational Research, 28(4), 2033-2054.

126


https://cxl.com/blog/9-things-to-know-about-influencing-purchasing-decisions/
https://cxl.com/blog/9-things-to-know-about-influencing-purchasing-decisions/

Li, N., & Zhang, P. (2002). Consumer online shopping attitudes and behavior:
An assessment of research. AMCIS 2002 proceedings, 74, 508-517.

Li, W., Hardesty, D. M., Craig, A. W., & Song, L. (2022). Hidden price
promotions: Could retailer price promotions backfire?. Journal of Retailing
and Consumer Services, 64, 102797.

Liao, S. L., Shen, Y. C., & Chu, C. H. (2009). The effects of sales promotion
strategy, product appeal and consumer traits on reminder impulse buying
behaviour. International Journal of Consumer Studies, 33(3), 274-284.

Liao, T. H., & Keng, C. J. (2014). Online purchase delay: The roles of online
consumer experiences. Journal of Electronic Commerce Research, 15(2),
133-150.

Lim, J. S., Al-Aali, A., & Heinrichs, J. H. (2015). Impact of satisfaction with e-
retailers’ touch points on purchase behavior: the moderating effect of
search and experience product type. Marketing Letters, 26(2), 225-235.

Lim, P. L., & Yazdanifard, R. (2015). What internal and external factors
influence impulsive buying behavior in online shopping?. Global Journal of
Management and Business Research, 15(5), 24-32.

Lin, C., Wei, Y. H., & Lekhawipat, W. (2018). Time effect of disconfirmation on
online shopping. Behaviour & Information Technology, 37(1), 87-101.

Liu, X., Lin, K., Wang, L., & Ding, L. (2020). Pricing decisions for a sustainable
supply chain in the presence of potential strategic
customers. Sustainability, 12(4), 1655.

Liu, Y., Li, H., & Hu, F. (2013). Website attributes in urging online impulse
purchase: An empirical investigation on consumer perceptions. Decision
support systems, 55(3), 829-837.

Lohmodller, J. B. (1989). Predictive vs. structural modeling: PLS vs. ML. Latent
variable path modeling with partial least squares, 199-226.

Losada-Otalora, M., Pena-Garcia, N., & Sanchez, I. D. (2020). Interpersonal
conflict at work and knowledge hiding in service organizations: The
mediator role of employee well-being. International Journal of Quality and
Service Sciences, 13(1), 63-90.

Lovett, M. J., Peres, R., & Shachar, R. (2013). On brands and word of
mouth. Journal of marketing research, 50(4), 427-444.

Low, M. P., Cham, T. H., Chang, Y. S., & Lim, X. J. (2021). Advancing on
weighted PLS-SEM in examining the trust-based recommendation system
in pioneering product promotion effectiveness. Quality & Quantity, 1-30.

Ma, Q., & Liu, L. (2005). The role of Internet self-efficacy in the acceptance of
web-based electronic medical records. Journal of Organizational and End
User Computing, 17(1), 38-57.

127



Ma, X., Zou, X., & Lv, J. (2022). Why do consumers hesitate to purchase in live
streaming? A perspective of interaction between participants. Electronic
Commerce Research and Applications, 55, 101193.

Ma, Y., Ruangkanjanases, A., & Chen, S. C. (2019). Investigating the impact of
critical factors on continuance intention towards cross-border shopping
websites. Sustainability, 11(21), 5914-5931.

Maeng, K., Kim, J., & Shin, J. (2020). Demand forecasting for the 5G service
market considering consumer preference and purchase delay
behavior. Telematics and Informatics, 47, 101327.

Malhotra, M. K., & Grover, V. (1998). An assessment of survey research in
POM: from constructs to theory. Journal of operations management, 16(4),
407-425.

Malhotra, N. K., Kim, S. S., & Agarwal, J. (2004). Internet users' information
privacy concerns (IUIPC): The construct, the scale, and a causal
model. Information systems research, 15(4), 336-355.

Marian, Z. (2021). eConsumers Still Prefer In-Store Shopping. Retrieved
December 10, 2022 from https://retailleader.com/consumers-still-prefer-

store-shopping

Martinez - Lépez, F. J., Luna, P., & Martinez, F. J. (2005). Online shopping, the
standard learning hierarchy, and consumers' internet expertise: An
American - Spanish comparison. Internet research, 15(3), 312-334.

Matthews, L. M., Zablah, A. R., Hair, J. F., & Marshall, G. W. (2016). Increased
engagement or reduced exhaustion: which accounts for the effect of job
resources on salesperson job outcomes? Journal of Marketing Theory and
Practice, 24(3), 249-264.

Mattila, A. S. (2001). The effectiveness of service recovery in a multi-industry
setting. Journal of Services Marketing, 15(7), 583-596.

Maxwell, S., & Maxwell, N. (2001). Channel reference prices: The potentially
damaging effects of Napster. In Proceedings of the 2001 Fordham
University Behavioral Pricing Conference, 32, 104-110.

Mazumdar, T., Raj, S. P., & Sinha, I. (2005). Reference price research: Review
and propositions. Journal of marketing, 69(4), 84-102.

McKinney, V., Yoon, K., & Zahedi, F. M. (2002). The measurement of Web-
customer satisfaction: an expectation and disconfirmation approach.
Information Systems Research, 13(3), 296-315.

Mckinsey. (2020). How Chinese consumers are changing shopping habits in
response to COVID-19. Retrieved 24 July 2021 from
https://www.mckinsey.com/featured-insights/asia-pacific/how-chinese-
consumers-are-changing-shopping-habits-in-response-to-covid-19

Mehta, R., Sharma, N. K., & Swami, S. (2014). A typology of Indian

128


https://retailleader.com/consumers-still-prefer-store-shopping
https://retailleader.com/consumers-still-prefer-store-shopping
https://www.mckinsey.com/featured-insights/asia-pacific/how-chinese-consumers-are-changing-shopping-habits-in-response-to-covid-19
https://www.mckinsey.com/featured-insights/asia-pacific/how-chinese-consumers-are-changing-shopping-habits-in-response-to-covid-19

hypermarket shoppers based on shopping motivation. International Journal
of Retail & Distribution Management, 42(1), 40-55.

Meier, L. L., Gross, S., Spector, P. E., & Semmer, N. K. (2013). Relationship
and task conflict at work: Interactive short-term effects on angry mood and
somatic complaints. Journal of Occupational Health Psychology, 18(2),
144-156.

Mersereau, A. J., & Zhang, D. (2012). Markdown pricing with unknown fraction
of strategic  customers. Manufacturing &  Service  Operations
Management, 14(3), 355-370.

Miniard, P. W., & Cohen, J. B. (1981). An examination of the Fishbein-Ajzen
behavioral-intentions model's concepts and measures. Journal of
Experimental Social Psychology, 17, 309-339.

Mishra, S., Malhotra, G., & Tiwari, S. R. (2021). Moderating effect of cognitive
conflict on the relationship between value consciousness and online
shopping cart abandonment. The International Review of Retail,
Distribution and Consumer Research, 31(5), 511-530.

Mittal, B. (2022). Online shopping cart abandonment: a critique and guide to
measuring its drivers. The International Review of Retail, Distribution and
Consumer Research, 32(5), 568-588.

Montgomery, A. L., Li, S., Srinivasan, K., & Liechty, J. C. (2004). Modeling
online browsing and path analysis using clickstream data. Marketing
science, 23(4), 579-595.

Moody, G. D., Galletta, D. F., & Lowry, P. B. (2014). When trust and distrust
collide online: The engenderment and role of consumer ambivalence in
online consumer behavior. Electronic Commerce Research and
Applications, 13(4), 266-282.

Mookherjee, S., Lee, J. J., & Sung, B. (2021). Multichannel presence, boon or
curse?: A comparison in price, loyalty, regret, and disappointment. Journal
of Business Research, 132, 429-440.

Moore, S., & Mathews, S. (2008). An exploration of online shopping cart
abandonment syndrome—a matter of risk and reputation. Journal of
Website Promotion, 2(1-2), 71-88.

Mousavizadeh, M., Kim, D. J., & Chen, R. (2016). Effects of assurance
mechanisms and consumer concerns on online purchase decisions: An
empirical study. Decision Support Systems, 92, 79-90.

Mumtaz, A. M., Ting, H., Ramayah, T., Chuah, F., & Cheah, J. H. (2017).
Editorial,'a review of the methodological misconceptions and guidelines
related to the application of structural equation modelling: a Malaysian
scenario’. Journal of Applied Structural Equation Modeling, 1(1), 1-13.

129



Nair. (2020). How Al Chatbots help Ecommerce Brands reduce cart
abandonment rate. Retrieved 12  September 2021  from
https://www.haptik.ai/blog/reduce-cart-abandonment-with-ecommerce-
chatbot

Naoum, S. G. (2012). Dissertation research and writing for construction
students. Routledge.

Narayanan, A. (2012). A review of eight software packages for structural
equation modeling. The American Statistician, 66(2), 129-138.

Nelson, R. A., Cohen, R., & Rasmussen, F. R. (2007). An analysis of pricing
strategy and price dispersion on the internet. Eastern Economic Journal,
33(1), 95-110.

Neslin, S. A, & Van Heerde, H. J. (2009). Promotion dynamics. Now
Publishers Inc.

Nguyen, D. H., de Leeuw, S., & Dullaert, W. E. (2018). Consumer behaviour
and order fulfilment in online retailing: A systematic review. International
Journal of Management Reviews, 20(2), 255-276.

Nguyen, T. T. H., Yang, Z., Nguyen, N., Johnson, L. W., & Cao, T. K. (2019).
Greenwash and green purchase intention: The mediating role of green
skepticism. Sustainability, 11(9), 2653-2669.

Nielsen. (2019). Total consumer report 2019. Retrieved 8 July 2020 from
https://www.nielsen.com/wp-content/uploads/sites/3/2019/04/total-
consumer-report-volume-3.pdf

Nielson. (2020). E-Commerce Consumer Buying Behaviour: Trends And
Statistics. Retrieved 8 July 2020 from
https://www.meteorspace.com/2022/08/15/e-commerce-consumer-buying-
behaviour-trends-and-statistics/

Novat. (2021). Shopping cart abandonment recovery strategy. Retrieved 13
December 2022 from https://www.dynamicyield.com/lesson/shopping-cart-
abandonment-strateqy/

Oliveira, T., Alhinho, M., Rita, P., & Dhillon, G. (2017). Modelling and testing
consumer trust dimensions in e-commerce. Computers in Human
Behavior, 71, 153-164.

Oliver, R. L. (1980). A cognitive model of the antecedents and consequences
of satisfaction decisions. Journal of Marketing Research, 17(4), 460-469.

Oliver, R. L., & Shor, M. (2003). Digital redemption of coupons: Satisfying and
dissatisfying effects of promotion codes. Journal of Product & Brand
Management, 12(2),121-134.

Olsen, S. O., Wilcox, J., & Olsson, U. (2005). Consequences of ambivalence
on satisfaction and loyalty. Psychology & Marketing, 22, 247-269.

130


https://www.haptik.ai/blog/reduce-cart-abandonment-with-ecommerce-chatbot
https://www.haptik.ai/blog/reduce-cart-abandonment-with-ecommerce-chatbot
https://www.nielsen.com/wp-content/uploads/sites/3/2019/04/total-consumer-report-volume-3.pdf
https://www.nielsen.com/wp-content/uploads/sites/3/2019/04/total-consumer-report-volume-3.pdf
https://www.meteorspace.com/2022/08/15/e-commerce-consumer-buying-behaviour-trends-and-statistics/
https://www.meteorspace.com/2022/08/15/e-commerce-consumer-buying-behaviour-trends-and-statistics/
https://www.dynamicyield.com/lesson/shopping-cart-abandonment-strategy/
https://www.dynamicyield.com/lesson/shopping-cart-abandonment-strategy/

O'Neil, R. M., & Lambert, D. R. (2001). The emotional side of
price. Psychology & Marketing, 18(3), 217-237.

Onwezen, M. C., Reinders, M. J., & Sijtsema, S. J. (2017). Understanding
intentions to purchase bio-based products: The role of subjective
ambivalence. Journal of Environmental Psychology, 52, 26-36.

Otnes, C., Lowrey, T. M., & Shrum, L. J. (1997). Toward an understanding of
consumer ambivalence. Journal of Consumer Research, 24, 80-93.

Paden, N. & Stell, R. (2010). Virtual cart abandonment: addressing hedonic
and utilitarian shopping motives. Proceedings of ASBBS, 17(1), 883-887.

Pan, J., Ding, S., Wu, D., Yang, S., & Yang, J. (2019). Exploring behavioural
intentions toward smart healthcare services among medical practitioners: a
technology transfer perspective. International Journal of Production
Research, 57(18), 5801-5820.

Pantano, E., Pizzi, G., Scarpi, D., & Dennis, C. (2020). Competing during a
pandemic? Retailers’ ups and downs during the COVID-19
outbreak. Journal of Business Research, 116, 209-213.

Park, E. J., Kim, E. Y., Funches, V. M., & Foxx, W. (2012). Apparel product
attributes, web browsing, and e-impulse buying on shopping
websites. Journal of Business Research, 65(11), 1583-1589.

Park, S., & Huang, Y. (2017). Motivators and inhibitors in booking a hotel via
smartphones. International Journal of Contemporary  Hospitality
Management, 29(1), 161-178.

Parker, C. J., & Wang, H. (2016). Examining hedonic and utilitarian motivations
for m-commerce fashion retail app engagement. Journal of Fashion
Marketing and Management, 20(4), 487-506.

Pavlou, P. A., & Fygenson, M. (2006). Understanding and predicting electronic
commerce adoption: An extension of the theory of planned behavior. MIS
quarterly, 30(1), 115-143.

Pavlou, P. A., & Gefen, D. (2004). Building effective online marketplaces with
institution-based trust. Information systems research, 15(1), 37-59.

Peine, K., Heitmann, M., & Herrmann, A. (2009). Getting a feel for price affect:
a conceptual framework and empirical investigation of consumers'
emotional responses to price information. Psychology & Marketing, 26(1),
39-66.

Peng, N., & Chen, A. (2019). Luxury hotels going green—the antecedents and
consequences of consumer hesitation. Journal of Sustainable Tourism,
27(9), 1374-1392.

Peng, N., & Chen, A. (2021). Consumers’ luxury restaurant reservation session
abandonment behavior during the COVID-19 pandemic: The influence of
luxury restaurant attachment, emotional ambivalence, and luxury

131



consumption goals. International Journal of Hospitality Management, 94,
102891.

Podsakoff, P. M., MacKenzie, S. B., Lee, J.-Y., & Podsakoff, N. P. (2003).
Common method biases in behavioral research: A critical review of the
literature and recommended remedies. Journal of Applied Psychology,
88(5), 879-903

Polit, D., & Hungler, B. P. (1999). Nursing Research, Principles and Methods.
Lippingcott Compeny.

Polites, G. L., Roberts, N., & Thatcher, J. (2012). Conceptualizing models using
multidimensional constructs: a review and guidelines for their use.
European Journal of Information Systems, 21(1), 22-48.

PowerReviews. (2021). 2021 Consumer Survey: In-Store Shopping Trends &
Preferences. Retrieved 13 December 2022 from
https://www.powerreviews.com/insights/2021-in-store-shopping-trends/

Pradana, M., & Wisnu, A. (2021). The Impacts of Threat Emotions and Price on
Indonesians’ Smartphone Purchasing Decisions. The Journal of Asian
Finance, Economics, and Business, 8(2), 1017-1023.

Prayag, G., Hosany, S., Muskat, B., & Del Chiappa, G. (2017). Understanding
the relationships between tourists’ emotional experiences, perceived
overall image, satisfaction, and intention to recommend. Journal of travel
research, 56(1), 41-54.

Preacher, K. J., & Hayes, A. F. (2004). SPSS and SAS procedures for
estimating indirect effects in simple mediation models. Behavior research
methods, instruments, & computers, 36(4), 717-731.

Preacher, K. J., & Hayes, A. F. (2008). Asymptotic and resampling strategies
for assessing and comparing indirect effects in multiple mediator
models. Behavior research methods, 40(3), 879-891.

Previte, J., Russell-Bennett, R., Mulcahy, R., & Hartel, C. (2019). The role of
emotional value for reading and giving eWOM in altruistic services. Journal
of Business Research, 99, 157-166.

Priester, J. R., & Petty, R. E. (2001). Extending the bases of subjective
attitudinal ambivalence: Interpersonal and intrapersonal antecedents of
evaluative tension. Journal of personality and social psychology, 80(1), 19-
34.

Priester, J. R., Petty, R. E., & Park, K. (2007). Whence univalent ambivalence?
From the anticipation of conflicting reactions. Journal of Consumer
Research, 34(1), 11-21.

PuroMarketing. (2019). New retail trends in 2019 will determine who will be the
retailers of the future. Retrieved 22 July 2021 from
https://www.puromarketing.com/14/31721/nuevas-tendencias-retail-para-
determinaran-quienes-seran-retailers-futuro.html

132


https://www.powerreviews.com/insights/2021-in-store-shopping-trends/
https://www.puromarketing.com/14/31721/nuevas-tendencias-retail-para-determinaran-quienes-seran-retailers-futuro.html
https://www.puromarketing.com/14/31721/nuevas-tendencias-retail-para-determinaran-quienes-seran-retailers-futuro.html

Rajamma, R. K., Paswan, A. K., & Hossain, M. M. (2009). Why do shoppers
abandon shopping cart? Perceived waiting time, risk, and transaction
inconvenience. Journal of Product and Brand Management, 18(3), 188-
197.

Ramayah, T., Cheah, J., Chuah, F., Ting, H., & Memon, M. A. (2018). Partial
least squares structural equation modeling (PLS-SEM) using smartPLS 3.0:
An Updated Guide and Practical Guide to Statistical Analysis (2" ed.).
Kuala Lumpur, Malaysia: Pearson.

Ramirez Jr, A., & Wang, Z. (2008). When online meets offline: An expectancy
violations theory perspective on modality switching. Journal of
Communication, 58(1), 20-39.

Ranganathan, C., & Ganapathy, S. (2002). Key dimensions of business-to-
consumer web sites. Information & management, 39(6), 457-465.

Rapp, A., Baker, T. L., Bachrach, D. G., Ogilvie, J., & Beitelspacher, L. S.
(2015). Perceived customer showrooming behavior and the effect on retail
salesperson self-efficacy and performance. Journal of Retailing, 91(2),
358-369.

Rauschnabel, P. A., He, J., & Ro, Y. K. (2018). Antecedents to the adoption of
augmented reality smart glasses: A closer look at privacy risks. Journal of
Business Research, 92, 374-384.

Raydiant. (2021). The State of Consumer Behavior 2021. Retrieved 26
November 2022 from https://www.raydiant.com/blog/state-of-consumer-
behavior-2021/

Rejikumar, G., & Asokan-Ajitha, A. (2020). Role of impulsiveness in online
purchase completion intentions: an empirical study among Indian
customers. Journal of Indian Business Research, 13(2), 189-222.

Research and Markets. (2020). The environmental impact of E-commerce 2020.
Retrieved 8 July 2020 from
https://www.researchandmarkets.com/reports/4911530/the-environmental-
impac-of-e-commerce-2020

Rezaei, S., & Valaei, N. (2017). Crafting experiential value via smartphone
apps channel. Marketing Intelligence & Planning, 35(5), 688-702.

Ribeiro, M. A., & Prayag, G. (2019). Perceived quality and service experience:
Mediating effects of positive and negative emotions. Journal of Hospitality
Marketing & Management, 28(3), 285-305.

Richard, M. O., & Chebat, J. C. (2016). Modeling online consumer behavior:
Preeminence of emotions and moderating influences of need for cognition
and optimal stimulation level. Journal of Business Research, 69(2), 541-
553.

Rigdon, E. E. (2012). Rethinking partial least squares path modeling: In praise
of simple methods. Long range planning, 45(5-6), 341-358.

133


https://www.raydiant.com/blog/state-of-consumer-behavior-2021/
https://www.raydiant.com/blog/state-of-consumer-behavior-2021/
https://www.researchandmarkets.com/reports/4911530/the-environmental-impac-of-e-commerce-2020
https://www.researchandmarkets.com/reports/4911530/the-environmental-impac-of-e-commerce-2020

Ringle, C. M., Sarstedt, M., & Straub, D. (2012). A critical look at the use of
PLS-SEM in MIS Quarterly. MIS Quarterly, 36(1), 3-14.

Ringle, C. M., Wende, S., & Becker, J. M. (2015). SmartPLS 3. Boenningstedt,
Germany: SmartPLS GmbH.

Roggeveen, A. L., Grewal, D., & Schweiger, E. B. (2020). The DAST
framework for retail atmospherics: The impact of in-and out-of-store retalil
journey touchpoints on the customer experience. Journal of
Retailing, 96(1), 128-137.

Rossiter, J. R. (2002). The C-OAR-SE procedure for scale development in
marketing. International journal of research in marketing, 19(4), 305-335.

Roster, C. A., & Richins, M. L. (2009). Ambivalence and attitudes in consumer
replacement decisions. Journal of Consumer Psychology, 19(1), 48-61.

Rubin, D., Martins, C., llyuk, V., & Hildebrand, D. (2020). Online shopping cart
abandonment: a consumer mindset perspective. Journal of Consumer
Marketing, 37(5), 487-499.

Ruiz-Mafe, C., Chatzipanagiotou, K., & Curras-Perez, R. (2018). The role of
emotions and conflicting online reviews on consumers' purchase
intentions. Journal of Business Research, 89, 336-344.

Runyon, K. E., & Stewart, D. W. (1987). Consumer behavior and the practice of
marketing. Merrill Pub. Co.

Ruth, J. A., Brunel, F. F., & Otnes, C. C. (2002). Linking thoughts to feelings:
Investigating cognitive appraisals and consumption emotions in a mixed-
emotions context. Journal of the Academy of Marketing Science, 30(1), 44-
58.

Ryan, T. P. (2013). Sample size determination and power. New York: John
Wiley & Sons.

Salant, P., Dillman, I., & Don, A. (1994). How to conduct your own survey (No.
300.723 S3.).

SaleCycle. (2022). What is Cart Abandonment? Retrieved 25 November 2022
from https://www.salecycle.com/blog/strategies/what-is-cart-abandonment/

Saprikis, V., Avlogiaris, G., & Katarachia, A. (2020). Determinants of the
intention to adopt mobile augmented reality apps in shopping malls among
university students. Journal of Theoretical and Applied Electronic
Commerce Research, 16(3), 491-512.

Saptalawungan, S. (2015). Hesitation to Buy Counterfeit Products: An
Indonesian Perspective. Proceedings of International Conference on
Management Finance Economics.

Sarstedt, M., & Mooi, E. A. (2014). A concise guide to market research. The
process, data, and methods using IBM SPSS Statistics. Berlin: Springer.

134


https://www.salecycle.com/blog/strategies/what-is-cart-abandonment/

Sarstedt, M., & Cheah, J. H. (2019). Partial least squares structural equation
modeling using SmartPLS: a software review. Journal of Marketing
Analytics, 7, 196-202.

Sarstedt, M., Becker, J. M., Ringle, C. M., & Schwaiger, M. (2011). Uncovering
and treating unobserved heterogeneity with FIMIX-PLS: which model
selection criterion provides an appropriate number of segments?
Schmalenbach Business Review, 63(1), 34-62.

Sarstedt, M., Bengart, P., Shaltoni, A. M., & Lehmann, S. (2018). The use of
sampling methods in advertising research: A gap between theory and
practice. International Journal of Advertising, 37(4), 650-663.

Sarstedt, M., Hair Jr, J. F., Cheah, J. H., Becker, J. M., & Ringle, C. M. (2019).
How to specify, estimate, and validate higher-order constructs in PLS-
SEM. Australasian Marketing Journal, 27(3), 197-211.

Sarstedt, M., Wilczynski, P., & Melewar, T. C. (2013). Measuring reputation in
global markets-A comparison of reputation measures’ convergent and
criterion validities. Journal of World Business, 48(3), 329-339.

Saunders, M. N., & Lewis, P. (2012). Doing research in business &
management: An essential Guide to Planning Your Project. Pearson.

Saunders, M. N., Lewis, P., & Thornhill, A. (2015). Research Methods for
Business Students eBook. Pearson Australia Pty Limited.

Schnack, A., Wright, M. J., & Elms, J. (2021). Investigating the impact of
shopper personality on behaviour in immersive Virtual Reality store
environments. Journal of Retailing and Consumer Services, 61, 102581.

Schneider, W., & Chein, J. M. (2003). Controlled & automatic processing:
behavior, theory, and biological mechanisms. Cognitive science, 27(3),
525-559.

Seiders, K., Berry, L. L., & Gresham, L. G. (2000). Attention, retailers! How
convenient is your convenience strategy? MIT Sloan Management Review,
41(3), 79-89.

Sekaran, U. (2003). Research methods for business: A skill building approach
(4™ ed.). New York: John Willey & Sons.

Sekaran, U., & Bougie, R. (2016). Research methods for business: A skill
building approach (7t ed.). New York: John Wiley & Sons.

Sembada, A. Y., & Koay, K. Y. (2021). How perceived behavioral control
affects trust to purchase in social media stores. Journal of Business
Research, 130, 574-582.

Serido, J., Shim, S., & Tang, C. (2013). A developmental model of financial
capability: A framework for promoting a successful transition to

135


https://link.springer.com/journal/41270
https://link.springer.com/journal/41270

adulthood. International Journal of Behavioral Development, 37(4), 287-
297.

Setia, M. S. (2016). Methodology series module 3: Cross-sectional studies.
Indian journal of dermatology, 61(3), 261-264.

Sharma, D., Alford, B. L., Bhuian, S. N., & Pelton, L. E. (2009). A higher-order
model of risk propensity. Journal of Business Research, 62(7), 741-744.

Sharma, P., Sivakumaran, B., & Marshall, R. (2010). Impulse buying and
variety seeking: A ftrait-correlates perspective. Journal of Business
Research, 63(3), 276-283.

Sheth, J. N., Newman, B. I., & Gross, B. L. (1991). Why we buy what we buy: A
theory of consumption values. Journal of business research, 22(2), 159-
170.

Shmueli, G., Ray, S., Estrada, J. M. V., & Chatla, S. B. (2016). The elephant in
the room: Predictive performance of PLS models. Journal of Business
Research, 69(10), 4552-4564.

Shmueli, G., Sarstedt, M., Hair, J. F., Cheah, J. H., Ting, H., Vaithilingam, S., &
Ringle, C. M. (2019). Predictive model assessment in PLS-SEM:
guidelines for using PLSpredict. European Journal of Marketing, 53(11),
2322-2347.

Shum, S., Tong, S., & Xiao, T. (2017). On the impact of uncertain cost
reduction when selling to strategic customers. Management Science, 63(3),
843-860.

Siddigi, U. I., & Akhtar, N. (2021). Effects of conflicting hotel reviews shared by
novice and expert traveler on attitude ambivalence: the moderating role of
quality of managers’ responses. Journal of Hospitality Marketing &
Management, 30(2), 178-200.

Siddigi, U. I., Sun, J., & Akhtar, N. (2020). The role of conflicting online reviews
in consumers’ attitude ambivalence. The Service Industries Journal, 40(13-
14), 1003-1030.

Sina 315 Survey. (2019). 315 mother and child investigation report: ten fake
goods seven from e-commerce. Retrieved 12 July 2021 from
http://baby.sina.com.cn/news/2019-03-13/doc-ihsxncvh2234158.shtml

Singh, S., Ratchford, B. T., & Prasad, A. (2014). Offline and online search in
used durables markets. Journal of Retailing, 90(3), 301-320.

Sit, J. K., Hoang, A., & Inversini, A. (2018). Showrooming and retail
opportunities: A qualitative investigation via a consumer-experience
lens. Journal of Retailing and Consumer Services, 40, 163-174.

So, K. K. F., Oh, H., & Min, S. (2018). Mativations and constraints of Airbnb
consumers: Findings from a mixed-methods approach. Tourism

136


http://baby.sina.com.cn/news/2019-03-13/doc-ihsxncvh2234158.shtml

Management, 67, 224-236.

Son, J., Kang, J. H., & Jang, S. (2019). The effects of out-of-stock, return, and
cancellation amounts on the order amounts of an online retailer. Journal of
Retailing and Consumer Services, 51, 421-427.

Sondhi, N. (2017). Segmenting & profiing the deflecting customer:
understanding  shopping cart abandonment. Procedia  computer
science, 122, 392-399.

Song, J. D. (2019). A study on online shopping cart abandonment: a product
category perspective. Journal of Internet Commerce, 18(4), 337-368.

Spielberger, C. D., & Sharma, S. (1976). Cross-cultural measurement of
anxiety. Cross-cultural anxiety, 1, 13-25.

Spreng, R. A., & Page Jr, T. J. (2003). A Test of Alternative Measures of
Disconfirmation. Decision Sciences, 34(1), 31-62.

Srinivasan, S.S., Anderson, R. & Ponnavolu, K. (2002). Customer loyalty in e-
commerce: an exploration of its antecedents and consequence. Journal of
Retailing, 78(1), 41-50.

Stamenkov, G., & Dika, Z. (2016). Bank employees’ internal and external
perspectives on e-service quality, satisfaction and loyalty. Electronic
Markets, 26(3), 291-309.

Statista. (2021a). Online shopping cart abandonment rate in selected
industries in March 2020. Retrieved 12 October 2021 from
https://www.statista.com/statistics/457078/category-cart-abandonment-
rate-worldwide/

Statista. (2021b). Share of population using the internet in Malaysia from 2010
to 2020 and a forecast up to 2025. Retrieved 20 January 2022 from
https://www.statista.com/statistics/975058/internet-penetration-rate-in-

malaysia/

Statista. (2021c). Internet usage rate in South Korea from 2000 to 2020.
Retrieved 20 January 2022 from
https://www.statista.com/statistics/226712/internet-penetration-in-south-
korea-since-2000/

Statista. (2022a). Retail e-commerce sales worldwide from 2014 to 2026.

Retrieved 20 September 2022 from
https://www.statista.com/statistics/379046/worldwide-retail-e-commerce-
sales/

Statista. (2022b). Number of online shoppers in China from 2011 to
2021. Retrieved 20 September 2022 from
https://www.statista.com/statistics/277391/number-of-online-buyers-in-
china/

137


https://www.statista.com/statistics/457078/category-cart-abandonment-rate-worldwide/
https://www.statista.com/statistics/457078/category-cart-abandonment-rate-worldwide/
https://www.statista.com/statistics/975058/internet-penetration-rate-in-malaysia/
https://www.statista.com/statistics/975058/internet-penetration-rate-in-malaysia/
https://www.statista.com/statistics/226712/internet-penetration-in-south-korea-since-2000/
https://www.statista.com/statistics/226712/internet-penetration-in-south-korea-since-2000/
https://www.statista.com/statistics/379046/worldwide-retail-e-commerce-sales/
https://www.statista.com/statistics/379046/worldwide-retail-e-commerce-sales/
https://www.statista.com/statistics/277391/number-of-online-buyers-in-china/
https://www.statista.com/statistics/277391/number-of-online-buyers-in-china/

Statista. (2022c). Penetration rate of online shopping in China from 2010 to 1st
half of 2021. Retrieved 18 November 2020 from
https://www.statista.com/statistics/302071/china-penetration-rate-of-online-

shopping/

Stevens, S. S. (1951). Mathematics, measurement, and psychophysics (71" ed.).
Handbook of experimental psychology. Wiley.

Stone, J., & Cooper, J. (2001). A self-standards model of cognitive
dissonance. Journal of experimental social psychology, 37(3), 228-243.

Stone, M. (1974). Cross - validatory choice and assessment of statistical
predictions. Journal of the Royal Statistical Society: Series B
(Methodological), 36(2), 111-133.

Strack, F., Werth, L. & Deutsch, R. (2006). Reflective and impulsive
determinants of consumer behavior. Journal of Consumer Psychology,
16(3), 205-216.

Stutely, R. (2003). Numbers guide: The essentials of business numeracy. UNC
Press Books.

Su, X., & Zhang, F. (2008). Strategic customer behavior, commitment, and
supply chain performance. Management Science, 54(10), 1759-1773.

Sullivan, G. M., & Feinn, R. (2012). Using effect size—or why the P value is not
enough. Journal of graduate medical education, 4(3), 279-282.

Sweeney, J. C., & Soutar, G. N. (2001). Consumer perceived value: The
development of a multiple item scale. Journal of retailing, 77(2), 203-220.

Teijlingen, E., & Hundley, V. (2002). The importance of pilot studies. Nursing
Standard, 16(40), 33-36.

Tellis, G. (1986). Beyond the many faces of price: an integration of pricing
strategies. Journal of Marketing, 50(4), 146-160.

Teo, T. S., Srivastava, S. C., & Jiang, L. (2008). Trust and electronic
government success: An empirical study. Journal of management
information systems, 25(3), 99-132.

Thirumalai, S., & Sinha, K. K. (2009). Customization strategies in electronic
retailing: Implications of customer purchase behavior. Decision
Sciences, 40(1), 5-36.

Thomas. (2019). China Digital Luxury Report 2019. Retrieved 22 July 2021
from https://walkthechat.com/china-digital-luxury-report-2018/

Thumm, A. J.,, & Perl, A. (2020). Puzzling over parking: Assessing the
transitional parking requirement in Vancouver, British
Columbia. Transportation Research Part A: Policy and Practice, 139, 85-
101.

138


https://www.statista.com/statistics/302071/china-penetration-rate-of-online-shopping/
https://www.statista.com/statistics/302071/china-penetration-rate-of-online-shopping/
https://walkthechat.com/china-digital-luxury-report-2018/

Timetrade. (2018). What buyers want. Retrieved 22 July 2021 from
https://www.timetrade.com/wp-content/uploads/2018/07/TimeTrade-State-
of-Customer-Engagement-B2B-Survey-2018.pdf

Tsai, D., & Lee, H. C. (2007). Will you care when you pay more? The negative
side of targeted promotions. Journal of Product & Brand Management,
16(7), 481-491.

Tu, H., & Zhou, X. (2012). Research on the relationship between product prices
and migration paths of consumer channels. Modern Manage. Sci, 12, 18-
21.

Tussyadiah, I. P., & Pesonen, J. (2016). Impacts of peer-to-peer
accommodation use on travel patterns. Journal of travel Research, 55(8),
1022-1040.

UN News. (2021). Global e-commerce jumps to $26.7 trillion, fuelled by
COVID-19. Retrieved 27 May 2021 from
https://news.un.org/en/story/2021/05/1091182

UNCTAD. (2020). COVID-19 has changed online shopping forever, survey
shows. Retrieved 27 May 2021 from https://unctad.org/news/covid-19-has-
changed-online-shopping-forever-survey-shows

Venkatesh, V., Morris, M. G., Davis, G. B., & Davis, F. D. (2003). User
acceptance of information technology: Toward a unified view. MIS
quarterly, 27(3), 425-478.

Viejo-Fernandez, N., Sanzo-Pérez, M. J., & Vazquez-Casielles, R. (2020). Is
showrooming really so terrible? Start understanding showroomers. Journal
of Retailing and Consumer Services, 54, 102048.

Vijayasarathy, L. R. (2004). Predicting consumer intentions to use on-line
shopping: the case for an augmented technology acceptance
model. Information & management, 41(6), 747-762.

Virabhakul, V., & Huang, C. H. (2018). Effects of service experience on
behavioral intentions: Serial multiple mediation model. Journal of
Hospitality Marketing & Management, 27(8), 997-1016.

Virvalaite, R., Saladiene, V., & Bagdonaite, R. (2009). Peculiarities of impulsive
purchasing in the market of consumer goods. Engineering
Economics, 62(2), 101-108.

Virvilaité, R., Saladienég, V., & Zvinklyté, J. (2011). The impact of external and
internal stimuli on impulsive purchasing. Ekonomika ir vadyba, (16), 1329-
1336.

Wadhwa, M., Shiv, B., & Nowlis, S. M. (2008). A bite to whet the reward

appetite: The influence of sampling on reward-seeking behaviors. Journal
of Marketing Research, 45(4), 403-413.

139


https://www.timetrade.com/wp-content/uploads/2018/07/TimeTrade-State-of-Customer-Engagement-B2B-Survey-2018.pdf
https://www.timetrade.com/wp-content/uploads/2018/07/TimeTrade-State-of-Customer-Engagement-B2B-Survey-2018.pdf
https://news.un.org/en/story/2021/05/1091182
https://unctad.org/news/covid-19-has-changed-online-shopping-forever-survey-shows
https://unctad.org/news/covid-19-has-changed-online-shopping-forever-survey-shows

Wan, J., Zhao, L., Lu, Y., & Gupta, S. (2017). Evaluating app bundling strategy
for selling mobile apps: an ambivalent perspective. Information Technology
& People, 30(1), 2-23.

Wang, E. T., Yeh, H. Y., & Jiang, J. J. (2006). The relative weights of Internet
shopping fundamental objectives: Effect of lifestyle
differences. Psychology & Marketing, 23(5), 353-367.

Wang, H., Batra, R., & Chen, Z. (2016). The moderating role of dialecticism in
consumer responses to product information. Journal of Consumer
Psychology, 26(3), 381-394.

Wetzels, M., Odekerken-Schréder, G., & Van Oppen, C. (2009). Using PLS
path modeling for assessing hierarchical construct models: Guidelines and
empirical illustration. MIS quarterly, 33(1), 177-195.

Wheeler, P., & Jones, D. R. (2006). The effects of attitudinal ambivalence and
exploratory switching behavior on the wuse of two decision
aids. International Journal of Accounting Information Systems, 7(3), 251-
271.

White, C. J., & Tong, E. (2019). On linking socioeconomic status to consumer
loyalty behaviour. Journal of Retailing and Consumer Services, 50, 60-65.

Willis, G. B. (2004). Cognitive interviewing: A tool for improving questionnaire
design. Sage.

Wold, H. (1980). Model construction and evaluation when theoretical
knowledge is scarce: Theory and application of partial least squares.
In Evaluation of econometric models. Academic Press.

Wong, J. Y., & Yeh, C. (2009). Tourist hesitation in destination decision
making. Annals of tourism research, 36(1), 6-23.

Wood, J. V., & Forest, A. L. (2011). Seeking pleasure and avoiding pain in
interpersonal relationships. Handbook of self-enhancement and self-
protection. New York: Guilford Press.

WordStream. (2021). 15 Insanely Effective Sales Promotion Examples To Win
More Customers. Retrieved 03 November 2021 from
https://www.wordstream.com/blog/ws/2020/10/13/sales-promotion-

examples

Wrosch, C., Scheier, M. F., Miller, G. E., Schulz, R., & Carver, C. S. (2003).
Adaptive self-regulation of unattainable goals: Goal disengagement, goal
reengagement, and subjective well-being. Personality and social
psychology bulletin, 29(12), 1494-1508.

Wu, C. C., Liu, Y. F., Chen, Y. J., & Wang, C. J. (2012). Consumer responses
to price discrimination: Discriminating bases, inequality status, and
information disclosure timing influences. Journal of Business Research,
65(1), 106-116.

140


https://www.guilford.com/cgi-bin/cartscript.cgi?page=pr/alicke.htm&dir=pp/sapp&cart_id=
https://www.wordstream.com/blog/ws/2020/10/13/sales-promotion-examples
https://www.wordstream.com/blog/ws/2020/10/13/sales-promotion-examples

Wu, H. C., Cheng, C. C., & Ai, C. H. (2018). An empirical analysis of green
switching intentions in the airline industry. Journal of Environmental
Planning and Management, 61(8), 1438-1468.

Wu, S. I. (2003). The relationship between consumer characteristics and
attitude toward online shopping. Marketing intelligence & planning, 21(1),
37-44.

Xia, L., & Monroe, K. B. (2004). Price partitioning on the internet. Journal of
Interactive Marketing, 18(4), 63-73.

Xia, L., & Sudharshan, D. (2002). Effects of interruptions on consumer online
decision processes. Journal of Consumer Psychology, 12(3), 265-280.

Xia, L., Kukar-Kinney, M., & Monroe, K. B. (2010). Effects of consumers’ efforts
on price and promotion fairness perceptions. Journal of Retailing, 86(1), 1-
10.

Xu, Y., & Huang, J. S. (2015). Factors influencing cart abandonment in the
online shopping process. Social Behavior and Personality: an international
journal, 43(10), 1617-1627.

Yang, K., & Forney, J. C. (2013). The moderating role of consumer technology
anxiety in mobile shopping adoption: Differential effects of facilitating
conditions and social influences. Journal of Electronic Commerce
Research, 14(4), 334-347.

Yeh, C. H., Lin, H. H.,, Gau, Y. L., & Wang, Y. S. (2020). What drives
customers' purchase behavior in a click-and-mortar retailing context: a
value transfer perspective. Journal of Enterprise Information Management,
35(6), 1658-1677.

Yeo, V. C. S., Goh, S. K., & Rezaei, S. (2017). Consumer experiences, attitude
and behavioral intention toward online food delivery (OFD)
services. Journal of Retailing and Consumer Services, 35, 150-162.

Yi, Y. (1990). A critical review of consumer satisfaction. Review of
marketing, 4(1), 68-123.

Yin, R. K. (2017). Case study research and applications: Design and methods.
Sage publications.

Yoh, E. (1999). Consumer adoption of the Internet for apparel shopping. lowa
State University.

Youn, S. (2005). Teenagers' perceptions of online privacy and coping
behaviors: a risk—benefit appraisal approach. Journal of Broadcasting &
Electronic Media, 49(1), 86-110.

Yusof, R., Imm, N. S., Ann, H. J., & Rahman, A. A. (2019). Enhancing SMEs
Employees’ Intention on Innovative Behavior: The Role of Self-efficacy,
Thriving and Perceived Behavioral Control. Malaysian Journal of
Consumer and Family Economics, 22, 144-160.

141



Zeelenberg, M., & Pieters, R. (2004). Beyond valence in customer
dissatisfaction: A review and new findings on behavioral responses to
regret and disappointment in failed services. Journal of Business Research,
57(4), 445-455.

Zettelmeyer, F., Morton, F. S., & Silva-Risso, J. (2006). How the Internet lowers
prices: Evidence from matched survey and automobile transaction
data. Journal of marketing research, 43(2), 168-181.

Zhang, Y., & Mittal, V. (2005). Decision difficulty: Effects of procedural and
outcome accountability. Journal of Consumer Research, 32(3), 465-472.

Zhao, H., Wang, X., & Jiang, L. (2021). To purchase or to remove? Online
shopping cart warning pop-up messages can polarize liking and purchase
intention. Journal of Business Research, 132, 813-836.

Zheng, W., Qiu, H., Morrison, A. M., Wei, W., & Zhang, X. (2022). Landscape
and unique fascination: a dual-case study on the antecedents of tourist
pro-environmental behavioral intentions. Land, 11(4), 479-499.

Zheng, X., Lee, M., & Cheung, C. M. (2017). Examining e-loyalty towards
online shopping platforms: The role of coupon proneness and value
consciousness. Internet Research, 27(3), 709-725.

Zhou, L., Wang, W., Xu, J. D, Liu, T., & Gu, J. (2018). Perceived information
transparency in B2C e-commerce: An empirical investigation. Information
& Management, 55(7), 912-927.

Zikmund, W. G., Babin, B. J., Carr, J. C., & Griffin, M. (2013). Business
research methods. Cengage learning.

142



	Blank Page



