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ABSTRACT

The reach of the Internet as a shopping medium has provided shoppers with significant benef
over traditional storefront shopping in terms of time saving, cheaper products, and produc
selection. This creates a need for a greater understanding of online shoppers and the
purchasing behaviour, which could improve marketing strategy formulation. This stud
suggests the motivational factors of convenience, price, and product selection leading to onli
purchase are affected by the demographic characteristics of Internet shoppers (in terms
gender, age, income, and location) and shopping behaviour (in terms of shopping frequendg
expenditure patterns and product types purchased).
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INTRODUCTION Transfer Points Of Sale). Since the

_ development of the World Wide Web and the
Many changes have occurred in the area of

tail dth include changi . _Iopening up of the Internet to private
retafling, an , ese |n.cu € changing .re al enterprise by the U.S. government in 1991
structures, improving technological

devel ts. ch . ket it (Fox 1995), the Internet now offers a new
evelopments, changing market conditions, , powerful format of retail. Millions of

and the emergence of more affluent, mobile . . .

) ) eople are immersing themselves in a
and time-scarce consumers (Shim an . . .

. . massive experiment in Internet commerce
Eastlick 1998). According to Cheeseman an

i . (Castronova 2005).
Breddin (1995), the emergence of electronics
retailing for online purchasing is a part of the The acceptance of online shopping has been
ongoing dynamism in the retail sector; it hasgrowing strongly amongst Australian
been another step in the availability of consumers. The Australian Bureau of
innovative formats since the emergence ofStatistics report ‘Use of Internet by
self-service in the 1950s, the rapid expansiorHouseholders’ (2001) indicates that in the 12
of the modern supermarket format, andmonths to November 2000, more than 1.33
technological changes such as electronianillion Australian adults (one in every ten
scanning and EFTPOS (Electronic Fundsadults) purchased or ordered goods and
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services for their own private use over theTheoretica| Issues

Internet. This was an increase of 66 percent

from the 803,000 adults that did so in theCOﬂCel’ning the
previous year. According to MacDermott Beneﬁts Of Online

(2000), the share of online shopping in retalil .
sales is forecast to increase to 2.1 percent bﬁhopplng

2005 and 5.3 percent by 2010, to reach atotal
value of $10.3 billion. Richness and Reach

However, the growth of online shopping Shoppers traditionally and mainly go to retail
needs to be kept in perspective. While onlineStores to do their shopping. Going to the shop
shopping grows rapidly, this is from a small involves the concept of ‘reach’. Because
base, and its potential could be overstatedthere are practical limits to the number of
According to MacDermott (2000), online Shops that a consumer could visit in order to
shopping accounted for less than 1 percentook at the alternative products available for
of retail sales in Australia by the year 2000Selection, there are limitations to ‘reach’
as against 7 percent in the United States(Evansand Wurster 1999). ‘Richness'refers
giving evidence that online shopping in the to the quality of the information available to

United States is much more widely adoptedshoppers (as defined by accuracy, relevance,
than in Australia. adequacy etc.), while ‘reach’ refers to the

number of shops that they visit to compare
With the development of a rapidly growing product quality and prices. Within a certain
of online shopping market, it would be useful period of time allocated for shopping, the
to have information on how motivational larger the number of shops a shopper visits,
benefits influence the different demographicihe smaller the amount of information the
types and online purchasing behaviour. Suckhopper can elicit from any individual store
information would be of relevance for gnd vice-versa. Evans and Wurster (1999
marketing strategy formulation, particularly  23) state: “To the extent that information is
in regard to market segmentation, price antbmpedded in physical modes of delivery, a
product strategy for Internet retailers. pasic law governs its economics; there is a

Accordingly, the broad objective of this study njversal trade-off between richness and
is to analyse the relationships betweenggch.”

motivational benefits to online shoppers and

their demographic characteristics, as well as'he Internet allows non-store shoppers to
shopping behaviour. The specific objectivesObtain both richness and reach without the
are to examine the relationships among thdyranny of the trade-off. This weakening or
motivational factors of (a) convenience, (b) elimination of the™richness/reach’ trade-off
price savings, and (c) product selection andghables shoppers to browse through a large
the demographic factors of (d) gender, () agehumber of stores (a high level of ‘reach’) to
(f) income and (g) location, as well as thedain a high level of product information (a
behavioural factors of (h) purchase frequencynigh level of ‘richness’). Consequently,

(i) purchase expenditure, and (j) product typePhline shoppers are able to reap benefits such
purchased. as the ability to access a wide selection of
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products without bearing the pecuniary anddirect from a manufacturer’s or wholesaler’s
time costs of travel, and the ability to obtain overseas website using the Internet. As more
rich product information for the purpose of manufacturers and wholesalers cut off retail
more effective decision-making. intermediaries to sell direct to consumers via
the Internet, costs are lowered, and
consequently lower prices can be offered.

Traditional shopping in a physical storefront Additionally, the Internet encourages online
requires the spending of time for travel andvendors to compete amongst one another in
time in a store. Changing consumer lifestyles? international capacity by lowering prices.
and lack of time may make it more difficult Sharma and Krishnan (2002) state that in the

for consumers to shop at physical locationd@st three years, the threat of the Internet has
such as stores and shopping mallshcreased the competitive pressure that
(Cheeseman and Breddin 1995). Becaus&etailers face. AccorQing to Evan_s and
there are practical limits to the number of Wurster (2000), the wider informational
shops that a consumer could visit in order tg&ach of consumers on the Internet leads to
look at the alternative products available forlOW levels of pricing secrecy; consequently,
selection, the number of products theonline vendors have to focus on low prices
customer can access is limited. Additionally,t0 gain competitive advantage. Edgecliffe—
the time and travel costs for customers to?ohnson et. al. (2002) report that gnllne
access products not available in thejrShoppers are more concerned about price than
geographic location would be high. The about new features or convenience — the
Internet enables shoppers to convenientl)ﬁdva”tage which e-tailers once thought would
access and purchase goods that arallow them to charge more than offline stores.

unavai_lable at their geograp_)h?c locations byProduct Benefits

enabling shoppers to visit and make

purchases from vendor websites in theThe product benefits of online shopping are
comfort of their homes. Davies (1995) in the form of a wider selection compared to
addressed the paradigm of ‘taking retail tothe offline alternative. According to Sharma
where there are people, either at home or imnd Krishnan (2002), the Internet store can
crowds’. provide a larger inventory of products and
sizes, and can virtually guarantee the
availability of any type and size of
Savings in the marketing channel could getMerchandise. According to the ‘Global
reflected in lower product prices, depending©nline Retailing’ (2000) survey, the two most
on the competitive pressures within it (PorterPOPUlar shopping websites in Australia are
1980). Moynagh and Worsley (2002) stateAMmazon.com (books) and CDnow.com
that online shopping could transform (music and videos), both U.S. based retailers.
consumer behaviour, driven by cost savingThe shopper is able to search over 3 million
and convenience and spurred on bytitles in Amazon.com (which links up with
competition. The international reach of the P00k suppliers internationally) from the
Internet renders many supply intermediariescOmputer screen at home, as compared to
redundant; shoppers are now able to buyg?ing physically to the bookstore, which

Convenience Benefits

Price Benefits
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carries an average of 80,000 titles (Evans anduestionnaire consists of 54 multiple-choice
Wurster 2000). According to Ernst and questions. Only data from selected questions
Young’s ‘Global Online Retai”ng’ survey in this questionnaire will be relevant for use

(2000), 56 percent of consumers surveyed” this study. Row and column totals between

cited the Internet’'s good selection of items,t[ables vary §I|ghtly due to missing responses
in some variables.

14 percent of which were not available in

stores, and 40 percent cited its competitiveThe particular aspects to be examined are the
prices as helping to simplify their shopping relationships among the motivational factors

experiences. of (a) convenience, (b) price savings, and (c)
product selection and the demographic
THE EMPIRICAL ANALYSIS factors of (d) gender, (e) age, (f) income and

(9) location, as well as the behavioural factors
of (h) purchase frequency, (i) purchase

The data used for this study were obtaineceXPenditure, and (j) product types purchased.

from the ‘Global Mindset Online Survey’, It is hypothesised that shoppers who are

undertaken in 2001 by Sydney-basgd IntemeFnotivated to purchase online for different
research company, APT Strategies. The

) . reasons will vary in demographic
survey was conducted online with - . .
haracteristics and shopping behaviour.

advertisements including web banners ancﬁ , . . .
earson’s Chi-square analysis will be

buttons being placed on each of the . L
ticinating 57 Australia-based bsit employed to test for statistical significance
participating ustralia-based websites . 0<0.05 level.

(Appendix A). Participation in this survey

was voluntary; participants would choose to RESULTS
respond by clicking on the web banners or o

buttons to be directed to the survey websiteMotivation and Gender

Thed resApondellnt slample was mz:lde _UP Zfl'he analysis in Table | suggests that male
random Australian Internet users who visite shoppers tend to have a preference to

onelorf T;)Srg of thb? participating Webs'tes'dApurchase online for the reasons of price and
totalo usabie responses were recor egroduct selection rather than the reason of

and_stored in SPSS format within the SUIVeY. ) venience. However, female shoppers tend
period of July and August 2001. The

to have a preference to purchase online for

Data and Methodology

Table |
Respondents Classified by Gender and Reason for Purchase
(measured by frequency and column %)*

Gender Convenience Price Product Other Row Total
Selection Reasons

Male 70X47.9%) | 49960.3%)| 39558.7%)| 414(46.1%) 200952.0%)

Female 76(52.1%) | 32939.7%)| 27841.3%)| 484(53.9%) 185248.0%)

Column Total 146Q100%) | 828100%)| 673100%) | 898100%)| 3861(100%)

*A chi square test carried out on this table produced a value of §5:80005), indicating statistical significance
at thep<0.05 level. A similar test, which excluded the column ‘Other Reasons’, produced a chi square value of
40.55 0<0.0005), also indicating statistical significance ath@.05 level.
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the reason of convenience rather than theyrchase online for the reason of convenience
reasons of price and product selection. Byrather than the reasons of price and product
implication, price and product selection sejection. By implication, price appears to

appear to be the main motivating factors forhe the main motivating factor for young
males to purchase online while convenience&hoppers to purchase online while

females to purchase online. motivating factor for middle-aged shoppers

Motivation and Age to purchase online.

The analysis in Table Il suggests that youngMOtlvatlon and Income
(below 24) shoppers tend to have a preferencey, o anaiysis in Table 11l suggests that low-

to purchase online for the reason of pricej,come (up to Aus$39,999) shoppers tend to

rather than the reasons of convenience anflaye 4 preference to purchase online for the
product selection. Middle-aged (24 10 44) oa50n of price rather than the reasons of
shoppers tend to have a preference to

Table Il
Respondents Classified by Age and Reason for Purchase
(measured by frequency and column %)*

[}
(—}
—
(—}
=
(¥
(7]

Age Convenience Price Product | Other Reasons Row Toial
Selection

Young(Below 24) 30@0.7%) | 261(31.0%)| 17525.6%) | 25527.7%)| 99925.4%)

Middle(24 to 44) | 95(®4.4%) | 447(53.2%)| 387(56.6%) | 46350.3%)|225457.3%)

Elderly(45 and over)2414.9%) | 13315.8%)| 122(17.8%)|20322.0%)| 67917.3%)

Column Total 1486L00%) | 841(100%) | 684(100%) | 921(100%)| 3932100%)

*A chi square test carried out on this table produced a value of &0®005), indicating statistical significance
at thep<0.05 level. A similar test, which excluded the column ‘Other Reasons’, produced a chi square value 0

38.65 0<0.0005), also indicating statistical significance atph@.05 level.

Table 11l
Respondents Classified by Personal Annual Income and Reason for Purchase

(measured by frequency and column %)*

Personal Annual Conveniencg Price Produc Other Repsons  Row Tlotal
Income (Aus $) Selection

Low(Up to 39,999) 71849.2%) | 471(56.8%)| 356(52.9%)| 579464.9%) 212455.1%)
Middle 50934.9%) | 254(30.6%)| 202(30.0%)| 210(23.5%) 117530.5%)
(40,000 to 69,999

High 23215.9%) | 104(12.5%)| 11517.1%)| 10311.5%) 554(14.4%)
(70,000 and over)

Column Total 145@100%) | 829100%)| 673100%) | 892100%)| 3853100%)

*A chi square test carried out on this table produced a value of g&0D005), indicating statistical
significance at thp<0.05 level. A similar test, which excluded the column ‘Other Reasons’, produced

a chi square value of 16.52<0.0005), also indicating statistical significance atph@.05 level.




convenience and product selection. Middle-and motivating factors to purchase online.
income (Aus$40,000 to $69,999) shoppers

tend to have a preference to purchase onlindotivation and Frequency of
for the reason of convenience rather than th&urchase

reasons of price and product selection. B o I
reasons of pric P .yThe analysis in Table V indicates that the
implication, price appears to be the main

. . respondents who made the fewest (1 to 4)
motivating factor for low-income shoppers =~
. . . online purchases a year account for more than
to purchase online while convenience appearl'gIahc of all the respondents. implving that a
to be the main motivating factor for middle- P » IMPlying

. . larger percentage of online shoppers
income shoppers to purchase online. . )
examined tend to shop infrequently. The

evidence also suggests that shoppers who
purchase online less frequently (1 to 4 times
The analysis in Table IV shows negligible a year) do so more for reasons of ‘price’ than
differences among the main motivating for reasons of convenience or product
factors of convenience, price and productselection, as compared to more frequent
selection in relation to locational factors. This yyrchasers. By implication, those who shop

suggests that there is no significantmgre frequently tend to do so relatively more
relationship between online shopper location

Motivation and Location
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& Table IV

— Respondents Classified by Location and Reason for Purchase

(—) (measured by frequency and column %)*

=

(] Location Convenience Price Product| Other Reasons Row Tatal
&£ Selection

Metropolitan City|

101769.5%)

577(70.6%)

476(71.5%)

53260.3%) 260268.0%)

Regional City 29720.3%) | 15919.5%)| 130(19.5%)| 211(23.9%) 797(20.8%)
Rural Area 14010.2%) | 81(9.9%) | 60(9.0%) |139(15.8%) 429(11.2%)
Column Total 146@L00%) | 817(100%) | 666(100%) | 882(100%)| 3828100%)

*A chi square test carried out on this table produced a value of 3%@®005), indicating statistical significance

at thep<0.05 level. However, a similar test, which excluded the column ‘Other Reasons’, produced a chi square

value of 1.16§=0.88), which does not indicate statistical significance ap£#e05 level.

Table V
Respondents Classified by Frequency of Purchase and Reason for Purchase
(measured by frequency and column %)*

Frequency of Convenience Price Productf ~ Other Reasons  Row Total
Purchase (per year) Selection

1—-4Times 61@14.7%) | 36252.4%)| 296(47.4%)| 38267.3%) 165650.8%)
5-9 Times 32(23.7%) | 14420.8%)| 131(21.0%)| 85(15.0%) | 687(21.1%)
10 Times or More 4381.5%) | 18526.8%)| 197(31.6%)| 101(17.8%) 917(28.1%)
Column Total 137{L00%) | 691(100%) | 624(100%) | 568100%)| 3260(100%)

*A chi square test carried out on this table produced a value of §8Q®005), indicating statistical significance

at thep<0.05 level. A similar test, which excluded the column ‘Other Reasons’, produced a chi square value of

1196 (p=0.018), also indicating statistical significance atpt@.05 level.
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for reasons of convenience and producthat shoppers who spend less than Aus$50

selection rather than price.

Motivation and Average Amount

per transaction are primarily motivated to

purchase online for the reason of price rather
than convenience or product selection.

*A chi square test carried out on this table produced a value of 42@®005), indicating statistical significance

at thep<0.05 level. A similar test, which excluded the column ‘Other Reasons’, produced a chi square value 0]

22.42 $=0.001), also indicating statistical significance atpk@.05 level.

Table VII
The Number of Respondent’s Purchases Classified by Product Type and Reason for Purchase

Types of Products | Convenience Price Product Other Row Total
Purchased Selection Reasons

Interstate air tickets64948.4%) | 28243.1%)| 24642.9%)| 198(39.7%) 137544.8%)
CDs, videotapes,| 5%01.0%) | 281(43.0%)| 294(51.3%)| 120(24.0%) 124540.6%)
DVDs

Concert, event tickets§9944.6%) | 221(33.8%)| 20836.3%) | 174(34.9%) 120239.2%)
Books 49136.6%) | 17927.4%)| 243(42.4%)| 121(24.2%) 103433.7%)
Computer hardware/422(31.4%) | 250(38.2%)| 21838.0%)| 10521.0%) 99532.4%)
software

Groceries 45(B3.5%) | 94(14.4%) | 100(17.5%)| 114(22.8%) 75824.7%)
Fashion 30(R2.4%) | 64(9.8%) | 90(15.7%) | 74(14.8%)| 52817.2%)
Home ware 26R9.3%) | 57(8.7%) | 67(11.7%) | 70(14.0%)| 457(14.9%)
Overseas air tickef$8513.8%) | 7912.1%) | 71(12.4%) | 397.8%) | 374(12.2%)
Other products 7787.6%) | 27642.2%)| 256(44.7%)| 211(42.3%) 151649.4%)
Number of Purchasefs| 1342 654 573 499 3068

o

Y -]

P

Spent =]
o o Motivation and Types of Products [—

The analysis in Table VI indicates that only p\,rchased E'.
27.3 percent of the respondents spent (-]
Aus$100 or more per online transaction, The analysis in Table VII indicates that the 2.
implying that most online shoppers in most common product type purchased online — ]
Australia tend to spend less than Aus$100 pein Australia is interstate air tickets, followed - -]
online transaction. The further evidence isby CDs/videotapes/DVDs, concert/event 5
L

Table VI: Respondents Classified by Average Amount Spent and Reason for ¢=D
Purchase (measured by frequency and column %)* &

«n

Average Amount Spent Convenience Price Product | Other Reasons  Row Total g
(Aus$ per transactior) Selection —%
Less than $50 4280.5%) | 27337.1%)| 18931.5%)| 236(41.0%) 112234.0%) g
$50 - $99 58642.1%) | 250(34.0%)| 24841.3%)| 194(33.7%) 127138.7%) '}
$100 - $299 30@2.0%) | 15220.7%)| 127(21.2%)| 100(17.4%) 68520.8%) g
$300 or more 7¢5.3%) 61(8.3%) | 36(6.0%) | 45(7.8%) | 2166.5%) 5
Column Total 138@L00%) | 736(100%) | 600(100%) | 575100%)| 330Q100%) 5'
£

(a) An analysis, which took into account the repeated measures of the data, was carried out. Based on statisti
significance at the<0.05 level, the resulp&0.0005) indicated that the relationship between the product types and
reasons for purchase was statistically significant. A similar analysis, which excluded the column ‘Other Reasons®
was also carried out, with the resufi<(.0005) also indicating statistical significance atik6.05 level. 75

(b)Due to the multiple response nature of the data, the percentages in this table are calculated by using the number of
purchasers as the base value.
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Table VIII

Respondent Online Shoppers Classified by Motivation to Purchase Online

Convenience Price Product Other Reasons Row Tota
Selection
1616 912 741 1008 4277
(37.8%) (21.3%) (17.3%) (23.6%) (100%)

tickets, books, computer hardware/softwareThe main motivation for online shopping was
and groceries. Shoppers who are primarilyiond to be convenience, which accounted

influenced to purchase online for the reasor,, 37 g percent of respondents, followed by
of convenience tend to purchase more air

i _ Price (21.3 percent), and product selection
tickets (interstate and overseas), concert
(17.3 percent). Shoppers who are female,

event tickets, groceries, fashion and home . . .
middle-aged (24-44), and with middle-
ware (but less computer hardware/software)

as compared to shoppers who purchase onlin&¢oMes (Aus$40,000 to $69,999) tend to be
for the reasons of price and product selectionPrimarily influenced to purchase online for
Shoppers who are primarily influenced to the reason of ‘convenience’ relative to™price’
purchase online for the reason of productandproduct selection’. Shoppers who are
selection tend to purchase more CDs/primarily influenced to purchase online for
videotapes/DVDs and books as compared tdhe reason of ‘convenience’ tend to purchase
shoppers who purchase online for the reasonsore air tickets (interstate and overseas),
of convenience and price. concert/event tickets, groceries, fashion, and
home ware (but less computer hardware/
software) relative to shoppers who purchase
The evidence in Table VIII indicates that online for ‘price’ and*product selection’
among the respondents who shop onlineregsons.
‘convenience’ is the dominant motivator for
online shopping (37.8 percent), followed by Shoppers who are male, young (below 24),
‘price’ (21.3 percent) and ‘product selection’ and with low-incomes (up to Aus$39,999)
(17.3 percent). tend to be primarily influenced to purchase
online for the reason of

Overview on Motivation

‘price’ relative to™convenience’ and’‘product
selection’. This is consistent with the fact
The findings indicate that Internet shoppingthat young shoppers with correspondingly
behaviour (in terms of purchase frequencylimited earning power tend to place an
and expenditure) is explained by theemphasis on price savings. Shoppers who
motivational factors of convenience, price, shop online infrequently (1-4 times a year)

and product selection, and that Internet,,q spend small amounts (less than Aus$50)

shoppers who are motivated to purchaseper transaction tend to be primarily

online for these reasons vary in gender, age .
. . ying 9 ihfluenced to purchase online for the reason
and income, but not location.

of obtaining lower prices when compared to

Conclusions and Implications
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the alternative reasons of ‘product selection'The most popular products purchased by
and’‘convenience’. This implies that Australian Internet shoppers in general are
infrequent shoppers who spend smallshown to be interstate air tickets, followed
amounts tend to be bargain hunters. by CDs/videotapes/DVDs, concert/event

. tickets, books, computer hardware/software
Shoppers who are older in age (45 and Over?and groceries. This suggests that online

and eaming hlgher|n90m§s (AUS$7O’OOO an%hopping benefits created by the richness-
over) tend to be primarily influenced to

purchase online for the reason of“product
selection’ relative to’*convenience’
and”price’. A reason for this could be that The foregoing results indicate certain
older shoppers are less mobile and are hengarominent behaviours of online shoppers that
motivated to shop online to obtain the benefitmay be useful to online retailers in the
of a wider reach of products, as compared tdormulation of marketing strategy,
traditional retail stores. Shoppers who areparticularly in relation to benefit
primarily influenced to purchase online for segmentation and targeting. Online retailers
the reason of ‘product selection’ tend toare recommended to formulate marketing
purchase more CDs/videotapes/DVDs andstrategy based on targeting the benefit of
books as compared to shoppers who purchaseonvenience, being the most popular
online for the reasons of ‘convenience’ motivation for online shopping, followed by
andprice’. This may be attributed to the price. Online retailers, according to the
much larger selection of CDs/videotapes/findings of the study, are recommended to
DVD and book titles that exist for these focus on selling the more popular products
products compared to most others, whichpurchased by Australian Internet shoppers,
range of selection would be difficult to accesswhich are interstate air tickets, followed by
via shopping in traditional retail stores. This CDs/videotapes/DVDs, concert/event tickets,
may also be attributed by the availability of books, and computer hardware/software.
reviews and recommendations for such

products in online shops (as opposed to

offline shops).

reach trade-off tend be manifested in such
products types.
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The following websites participated and sponsored the Global Mindset Online Survey b

APPENDIX A

running the banner and button advertisements during the course of the survey:

Goconnect.com.au
JobNet.com.au
Looksmart.com.au
mp 3.com.au
Seek.com.au
Shopfree.com.au
Sofcom.com.au
start.com.au
Ticketmaster7.com.au
Trading Post Online
VTown.com.au

Web Wombat.com.au
yourbroker.com.au
yourmortgage.com.au
yourmovies.com.au
yourtv.com.au
AltaVista.com.au
it-net.com.au

employment.com.au

Telstra.com
ASX.com

Business Centre
astroimage.com.au
Business Daily
Floatnews
Egoli.com.au
stuff.com.au
Weather Channel
WinNet
writtenbyme.com
FreeSMS.com.au
MichaelDVD.com.au
UrbanCineFile.com.au
Invest 888.com.au
MCNews.com.au
Haoyah.com.au
AutoTrader.com.au

anzwers.com.au

Shesaid

Winepool

Equity Cafe
www.961.com.au
familyhealth.com.au
dvdplaze.com.au
virtueoz.com.au

B Magazine Online
i7sport.com.au
i7entertainment.com.avt
i7 lifestyle.com.au
womenzone.com.au
Yellowpages.com.au
Whitepages.com.au
Goeureka.com.au
Ticketek.com.au
Chaosmusic
Hotdockets

Floatnews.com.au
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