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Abstract

E-commerce is more widely accepted in developing nations because of the Internet's expanding reach,
which allows users to do business anywhere in the globe. The purpose of this research is to investigate the
elements linked to online purchasing, as well as the characteristics that motivate and accept consumers in
this setting. Using regression and mediation analysis of Process Macro, we find that Pakistani customers'
behavior significantly influence by the determinants of online shopping such as convenience, perceived
usefulness, perceived variety and ease of use. The research further investigates the factors that contribute
to this nonconformity in consumer behavior.
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Introduction

The popularity of online shopping has exploded over the past ten years due to the fact that it is more
convenient and less expensive than traditional purchasing methods. Due to identity theft, cybercrime, a
mismatch between the advertised and actual quality of the product, a botched shipment, etc., customers
were first sceptical of the newest mode of purchase. Less people harbour these anxieties as more people
become aware of the advantages of online shopping. Customers choose to shop online for many reasons,
such as convenience (they can purchase anything they want, whenever they want, without having to leave
the house), price (they can frequently find the same item for less by comparing prices across multiple
websites), avoiding awkward interactions with store employees, avoiding traffic (they don't have to leave
the house), etc. Online shoppers benefit from a wider variety of goods, a wealth of knowledge and tools for
weighing the relative benefits of various options, shorter travel distances, and more (Butler and Peppard,
1998).

Online shopping, according to some, makes happy today's consumers who value speed and convenience
(Yu and Wu, 2007). Customers may develop an interest in the supplied goods by interacting with various
digital marketing and advertising tactics. The customer could seek out extra information to aid in decision-
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making. People use online resources like search engines, websites, and online catalogues to find things
when there is a lack of information (Laudon and Traver, 2009).

Customers now have more access to information that could affect their purchasing decisions because to the
numerous firms that use the Internet as a marketing platform. The rapid growth of e-commerce has
stimulated research into the reasons why more and more consumers are willing to buy things online
(Clemes, Gan, & Zhang, 2014). According to Ghaznavi, Pakistan has largely accepted using the Internet to
make purchases of goods for a considerable amount of time (2013). Additionally, he predicts that its
popularity would soar in the upcoming years. Chishti (2013) suggests that the rapid expansion of social
media may be related to the growth of e-commerce. Currently, there are more than 100 active e-commerce
websites in Pakistan, with the majority of this expansion taking place in the last few years. A countrywide
e-commerce boom is possible if current trends continue.

Online shopping is a form of e-commerce where the client makes direct purchases from manufacturers or
suppliers. A shopping center's tangible comparison of products or services purchased there was prompted
by an online marketplace, e-store, or computer-generated store. The rapid growth of internet commerce has
prompted much research into the causes of it as well as other factors that influence why people choose to
purchase there. One unique kind of trading that occurs on the web is online store. Customers access
multiple websites advertising a variety of things for sale, choose a commaodity, purchase it, pay with credit
cards, and then the vendor delivers the product.

This study expands on previous studies to better understand the reasons driving the rapid growth of online
commerce in Pakistan. Even though the research has identified the elements that are most discovered to
effect customer behavior when shopping online, it is crucial to address the issue of whether all of these
features necessarily apply to consumers in Pakistan. It's notable since online shopping is still in its infancy
and has not won over everyone in the nation just yet. This research has the potential to aid in the analysis of
customer sentiment and the development of efficient strategies for online retail by businesses considering
the transition to e-commerce. By doing so, we include all the most important factors with any concerns a
customer could have before made a purchase online. Understanding customer behavior better is aided by
this. Since there hasn't been much research in this field in connection to Pakistani clientele, the findings of
this study may help major firms embrace e-commerce more efficiently.

A review of the relevant literature is provided in Section 2, followed by a description of the methodologies
in Section 3, and finally, a synthesis of the findings from the various approaches is provided in Section 4.
The collected findings are summarized in Section 5, and Section 6 provides some management
implications, constraints, and ideas for further study. Section 5 of the report elaborates on the findings.

Literature Review

The next section will break down the literature into sections based on the many factors that have been
shown to increase people's propensity to purchase online.

Perceived Quality (PQ)

The quality of the goods and services provided has a significant impact on the likelihood of a client
engaging in internet commerce (Lin, Wu and Chang, 2011). Product quality (PQ) refers to how much a
consumer appreciates or values a product (Chen and Dubinsky, 2003). According to Khristianto, Kertahadi,
and Suyadi, it is critical for online retailers' performance to maximalism quality (2012). According to
Mustafa, the most important component in a customer's overall level of enjoyment is their expectations
about the product's performance (2011). The proclivity of consumers to build deep ties with online shops is
proportional to the quality of service they receive. Customers are more likely to buy online from
organizations consistently deliver excellent service (Khristianto, Kertahadi and Suyadi, 2012). According
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to (Guo, Ling, and Liu, 2012), the quality of a service is measured by how much support clients receive
from online retailers during the purchase, shipping, and delivery stages. Internet retailers improve their
image with customers and increase the value of the things they sell by exchanging information through
official and unofficial channels (Christodoulides and Michaelidou, 2011). Quality management is critical
for firms who want to provide their clients with the finest service possible.

Convenience

According to Clemes et al. (2014), one of the primary reasons people purchase online is due to the
convenience it gives, which can be classified as the time and effort that are saved when shopping (Swilley
& Goldsmith, 2013). Customers save time and effort by never having to leave the comfort of their own
homes to make a purchase, since online stores are open around the clock. Customers may now shop
whenever it's most practical for them (To, Liao, & Lin, 2007).

Variety of Products

Many times, the selection of products offered by online retailers is greater than that of their brick-and-
mortar counterparts. It is not necessary for an online retailer to develop visually appealing window displays
since there is no physical limit to the number of items that may be presented on the internet. Customers are
urged to shop on the internet due to the wide variety of options available (To et al., 2007; Clemes et al.,
2014). Customers that conduct most of their shopping online may have a more objective perspective on the
many products on the market (Sin & Tse, 2002). Our second hypothesis (H2) postulates that more options
make online shoppers more likely to complete a transaction.

Perceived Use of Usefulness

The user is persuaded by usefulness that employing these new tools will increase or improve his or her
productivity. Future intentions to purchase online are indirectly related to PU (PUSF). PUSF is the sole
evaluation of the ease offered by using new technologies or information systems from a precise perspective
(Davis, 1989). The PUSF reroutes production, efficiency, and effectiveness related to the job (Davis, 1989).
Users see the system as outstanding in PUSF because of a good usage and performance relationship (Davis,
1989).

By emphasizing ease and efficiency, PUSF is indeed specifically articulated. As PUSF is the distinct
understanding into the process of performing a behavior to raise specific incentives, previous research has
demonstrated that perceived evaluation will grow in PU will strengthen. Individuals tend to be pleased by
the behavior itself in some circumstances, regardless of the results or degree of actions presented.
Individuals create behavioral intentions for online buying, according to Davis et al. (1989), mostly based on
a rational assessment of how it would improve their shopping implementation. Previous research has
demonstrated that PUSF has a favorable impact on the desire to purchase online. While purchasing items
online also aim to provide users with a pleasant experience, they also give them practical advantages.

Information Availability

When discussing products, retailers, marketing campaigns, etc., To et al. (2007) define "IA" as the ease
with which one may get all relevant data. Customers may save both time and effort thanks to the data
shown on a website. Customers may also use the Internet's many free research tools and informational
content to their advantage, saving both time and money via more thoughtful and deliberate purchases. How
often shoppers make use of online retailers' tools for learning more about a product and reading reviews
before buying is directly related to their interest in doing so (Close & Kukar-Kinney, 2010; Tufail, 2020).
Our sixth hypothesis (H6) suggests that people are more likely to shop online if they have access to more
information about doing so.
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Perceived Ease of Use

The concept of "ease of use," which plays the role of a mediator in this study, refers to how confident a
person feels that they would be in following the instructions provided by a certain software (Davis, 1989).
Applications that are seen as simpler to use than the competition tend to attract more users. Rizwan, Mir
and Rehman (2012) point to the ease of use as a feature that draws customers to online stores. By its very
nature, the phrase "online shopping” implies some relation to electronic commerce. Online shoppers are
more likely to make a favorable purchase choice after spending more time on shopping websites that make
it easier for them to choose a product.

The PEOU serves as a mediator between the technology infrastructure and potential electronic shoppers
(Ramayah and Ignatius, 2010). Thus, it is recommended that the electronic purchase system, which is
stress-free and simple to use, be used to impact the control of the online buyer facility on the online buying
aim. Reading Koufaris (2002) helped me better grasp how customers behave online. PEOU is sometimes
referred to be a widespread system where someone may easily find a piece of employment. An individual
who is liable for the activities must devote a finite amount of effort to a number of actions (Radnerand
Rothschild,1975). So, if a system or solicitation is considered by the operator as being simpler to use, he is
more likely to accept it.

Acceptance of Online Shopping

In their 2004 article, Monsuwé, Dellaert, and de Ruyter define "online shopping" as the use of e-commerce
websites by consumers all the way up to the point of transaction, including the logistics of the purchase.
According to Liu and Forsythe, the main flaw in studies that seek to understand acceptance behavior is that
they concentrate too much on the first usage of a technology (2011). That, they say, is a major flaw in the
research. Online businesses that wish to maintain their competitive edge in the market need to understand
both the selection process consumers go through when making purchases and the sentiments of those
consumers (Clemes et al., 2014; EI-Gohary et al., 2023).

Theoretical Framework

This section provides an overview of the study's theoretical underpinnings (see Figure 1), which is then
augmented by the context that follows.

Perceived Quality Perceived Ease of Use

Perceived
Convenience

Perceived Variety Acceptance of Online

Shopping
Perceived Usefulness

Information
Availability

Figure 1: Theoretical framework
Source: Authors
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Data and Methodology
Population and Sample

Evidence from Shah and Goldstein (2006) shows that bias and unreliability increase as sample size
decreases. Having this information will help you choose a good-sized sample. Sample size calculations for
structural equation models (SEMs) may be complicated since they rely on so many factors. Therefore, a
sample size of at least 200 individuals is necessary for this research to be statistically significant. Kim, Kim,
and Park (2010) employ 264 valid replies, but Swilley and Goldsmith (2013) only use 225. As a result, our
sample consists of 280 total respondents.

Data Collection Procedure
Respondents

Participants were selected using a sampling method called convenience sampling. Therefore, the population
of interest was narrowed down to those who were either still in high school or college and not in the
workforce. It's likely that the bulk of respondents were from high-income groups (SOC A and B), which
affected how they saw the hazards of internet purchasing. Perhaps the fact that most respondents were
solitary influenced their perceptions of the convenience and security of online buying.

Location

Most of the information was gathered from the region of Khyber Pakhtunkhwa. This begs the issue of
whether the study's results would have varied if it had been conducted in a different portion of Pakistan.

Time

When this survey was done, more and more consumers were starting to warm up to the idea of making
purchases through the Internet. As e-commerce platforms continue to evolve, it's possible that the findings
may shift. It is anticipated that as e-continuous commerce develops and gets more support from various
financial institutions, the outcomes will improve.

Measures and Methodology

Items on the Likert-scale-scored, structured questionnaire used in this research are collected from a variety
of previous investigations (Table 1). Using Harman's single-factor test, we have examined the data to
determine the features of the sample and the pervasive process bias. In accordance with Lian and Lin
(2008), we use the varimax rotation in our exploratory factor analysis. (EFA). The level of explained
variation is measured against the standard deviation. The last stage in checking for internal consistency is
computing Cronbach's alpha. The hypothesize relationship was then examine using multiple regression
analysis and mediation analysis of Process Macro 4.3. All the analysis was done using SPSS 24 version.

Results

This section discusses the results obtained from the study.

Sample Characteristics and Common Method Bias

Based on the data collected, we can see that 78.7% of respondents are male; whereas 22.3% of them are

female. Further, the descriptive regarding the age of respondents shows that 51.5 percent were in the age
range of 26-35 years. Regarding the education 55.5 percent of respondents had a bachelor's degree or
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above. The income level of respondents shows that majority such as 53.6 percent of respondents have
income level more than PKR 80,000.00.

When figuring the skewness and kurtosis, +/-2 is utilized as the standard deviation. The results show that
the descriptive statistics are not skewed, and marital status is the only factor with a value more than 2
(2.242), which is the threshold for significance. When it comes to kurtosis, the values for age and marriage
status are larger than normal, whereas the value for gender is precisely 2. While variations from the average
may seem significant at first glance, in practice they often have little bearing.

Harman's one-factor test is used to make sure that adopting a conventional method does not add bias.
According to our findings, no one construct can account for more than 45 percent of the variance, and the
most that any single construct can account for is 44.13%.

Reliability Analysis

Cronbach's alpha estimates are also provided for each variable in Table 1. This metric ought to have values
that are either more than 0.6 or equal to 0.6. Liu and Forsythe (2011); Clemes et al. (2014). Most of the
variables had high alpha values, which is consistent with the reliability of the research.

Table 1: Alpha values
Reliability Analysis

Variable No of Items Cronbach’s alpha Source
PQ 03 0.768 Vasic¢ et al., (2019)
Variety of Products 05 0.842 Clemes et al. (2014)
PU 03 0.768 Yu et al. (2005)
PC 05 0.822 Swilley & Goldsmith
(2013); Clemes et al.
(2014)
1A 03 0.796 To et al. (2007)
Ease of Use 04 0.783 Davis (1989)
AOQS 04 0.913 Hong & Cha (2013);
Kim et al. (2010)

Source: Authors’ calculations.

Structural Model

Using a structural model, we may examine the relative importance of the connections between the different
variables (Table 2). To validate or disprove the study's hypotheses, we now have the means to do so. The
findings point to a robust correlation between the adoption of online purchasing and factors like
convenience, PQ, variety of products, usefulness and IA. As so, this lends strong support to the conclusions
drawn from H1, H2, H3, and H5 and H6, respectively. On the other side, the presumptions about usefulness
of products founds to be insignificant.
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Table 2: Regression Coefficient
Regression Coefficient

. . Unstandardized Coefficients Stand_ardlzed ]
Relationship Coefficients T Sig.
B Std. Error Beta

(Constant) 3.518 0.653 5.385 0.000
QLT > ONSP 0.243** 0.022 0.501 10.791 0.000
CNVN > ONSP 0.116** 0.037 0.157 3.11 0.002
VRT - ONSP 0.138** 0.039 0.131 3.578 0.000
USF - ONSP 0.073 0.052 0.052 1.417 0.158
INFA - ONSP 0.726** 0.084 0.569 8.689 0.000
EOS > ONSP 0.321** 0.062 0.363 5.162 0.000

** shows significance at 1 percent; * significance at 5 percent
Source: Authors’ calculations.

Mediation Analysis

The results provided in Table 3 demonstrate that PEU of online shopping partially mediates the relationship
between PQ, product convenience, PU and IA and AOS. Whereas, it fully mediates the relationship
between PV of products and AOS.

Table 3: Mediation Analysis

Confidence
Interval
Total Direct Indirect Lower Upper T
Model Relationship Effect Effect Effect Bound Bound Statistics Conclusion

Quality > EOUS Partial
> 0S 0.1841** 0.288**  0.2039 0.138  0.4375 159744 Mediation
Convenience Partial
->EOUS > 0S 0.3114** 0.2169** 0.3283 0.2603 0.4057 5.2547 Mediation
Variety >EOUS > Full
0sS 0.1461*  -0.0687 0.2149 0.1257 0.3109 -1.2584 Mediation
Useful > EOUS - Partial
0sS 0.5929**  0.2614** 0.3315 0.2144 0.4552 3.5054 Mediation

- Partial
IA> EOUS > OS 1.0595** 1.1824** -0.1229 0.3843 0.2754 13.8373 Mediation

**shows significance at 1 percent * significance at 5 percent

Discussion

Convenience is the key motivator for consumers who choose to shop online (Clemes et al., 2014). Our
research provides strong evidence in support of the hypothesis that consumers place the greatest value on
convenience when deciding whether to make an online purchase. According to Swilley and Goldsmith
(2013), the term "convenience" means more time and less work while purchasing.

When compared to brick-and-mortar stores, the selection that can be found online is a major draw for
consumers (Clemes et al., 2014). One segment of the intended market may be left unsatisfied because
retailers are hesitant to stock items that appeal to niche consumers, as suggested by To et al. (2007).
However, being able to choose from a larger pool of options improves decision-making in the long run
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(Keeney, 1999). Realizing they can make more informed judgments when shopping online increases the
number of customers who make purchases over the internet. The results of the research demonstrate that
consumers' perceptions of online buying are enhanced when more options are shown to them.

According to Gefen and Straub, customers place a high value on trust as a deciding element in whether to
complete an online purchase (2003). Without first seeing the vendor in person, the buyer takes on more
uncertainty. The findings of Ha and Stoel (2009), demonstrating that trust is increasingly vital to the
success of internet businesses, lend credence to this thesis. Pakistan is also not an exception in this regard.
The findings of our study indicate a highly positive association in this instance; however, the impact is not
as great as it is for the variables of convenience and variety.

As Clemes et al. (2014) point out, the design of a website plays a significant role in the success of an online
store and has a direct bearing on whether consumers are willing to engage in online purchasing. Based on
our findings, it seems that mediators play no useful function and direct communication is the only factor
that matters. The research done thus far lends credence to this theory. So, practicality by itself doesn't have
any bearing on the bond.

Websites based in Pakistan provide next to no customization options; for instance, buyers are unable to
change the inventory of available goods. But it's also conceivable that specialized international shopping
portals don't provide shipping to Pakistan. Because they are unable to make changes to the product,
customers are forced to settle with less-than-ideal options. It's for this reason that we rule out the
customizing hypothesis.

Although it's true that more people benefit from having access to knowledge, the effect is too little for us to
accept the premise. Despite the accessibility of a vast amount of information, consumers still prefer to do
their shopping at stores they are already familiar with. Perhaps this is since customers in Pakistan place a
premium on personal connections and depend heavily on the ease of service provided by conventional
merchants. This restricts the Internet's role in their lives, reducing it from a commercial hub to a purely
informational one.

The fact that many businesses in Pakistan accept payment upon delivery immediately mitigates four of the
risks. Another factor reducing vulnerability is the widespread prohibition of using debit cards for online
transactions by banking institutions. Many online retailers, like i-Shopping, now provide one-year
guarantees on their products, significantly lowering the customer's risk regarding the functionality of the
items they purchase. There are several strategies to prevent falling victim to any of these dangers, so you
needn't worry too much. If online buying in Pakistan followed the same trends as it does in Western
nations, more data would be available for analysis.

Limitations, Future Research, and Managerial Implications

There are still some considerations to make while seeking to learn about the internet shopping habits of
Pakistani customers. To start, the framework of online shopping in Pakistan is quite different from that in
the West, therefore the features we've chosen may not always be applicable. As a result of significant
cultural and institutional differences between the West and Pakistan, online shopping in Pakistan functions
quite differently than in the West. Two other potential confounding variables are the study's regional
emphasis and the use of convenience sampling to acquire data. Third, the research doesn't differentiate
between online shoppers and those who never go online to buy anything; it just looks at what people think
about online shopping generally. This brings me to my fourth and last point: the present status of the
economy may not be conducive to increased consumer spending. This, in addition to the depreciation of the
Pakistani rupee, may have dissuaded some would-be internet shoppers from the country.
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