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ABSTRACT

Onlineshoppingisanemergingtrendthroughouttheworld.Likewise,itisusedinChinaamong
Chineseconsumers,butnotallforeignersuseitfrequentlyduetoseveralfactors.Thisstudydiscussed
thosefactorswhichcausehindranceforforeignerstouseonlineshoppingandtheirbehaviortowards
it.Todoso,theauthorshaveproposedthemodelbyextendingthetechnologyacceptancemodel
(TAM).ThedatawerecollectedfromtheinternationalstudentsinChinathroughasurveyquestionnaire
andanalyzedbySPSStodrawtheresultsoftheproposedrelationships.Thefindingsshowthatthe
onlineshoppingbehaviorofinternationalstudentsinChinaisnegativelyrelatedtofinancialriskand
positivelyrelatedtotrustandeaseofuse.Moreover,purchaseintentionmediatestheserelationships.
Theresultswillbeusefulforconsumersandonlinesellerstoretainexistingconsumersandattract
more foreigners studying in China. Moreover, the paper mentioned the implications and future
directionsofthestudy.
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INTROdUCTION

Recently,online shoppinghas emergedas agrowing trendamongpeopleworldwide for several
reasons,regardlessofageandgender.InChina,almosteveryChinesepersonusesonlineshopping
tobuythingsofhisorherchoice.Theprevailingreasonsinclude;first,theycanpurchaseanything
atanytimejustbyusingourlaptopsandmobilephoneswithoutvisitingthestores,asittakestime
togoandbuythingsfromdifferentstores.Second,theycanbuythingsonlineatalowerpricethan
byvisitingstoresandshoppingmalls.Asthebigstoresandshoppingmallsarecostly,theycanbuy
thesameitemsonlineatalowerpricefromseveralwebsitesandstores(HanandKim,2017).Third,
somepeoplefeeluncomfortablewhileinteractingface-to-facewiththesalesmanatshoppingmalls
andstores; therefore, theypreferonlineshoppingrather thanoffline,which isalsoat theirease.
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Fourth,onlineshoppinghelpstogetridofwaitingandfacingthecrowdofpeopleinbigmallsand
stores(VanKerrebroeck,Brengman,etal.2017).Theycanbuythingsonlineattheclickofabutton.

Paststudieshavemainlydiscussedonlineshoppinginthecontextofspecificpopulationand
cities,andsomehavealsodiscussedthefactorswhichinfluenceonlineshoppingandthebehaviors
ofconsumerspreferringit(Vaghela,Babar,Rasheed,etal.2014,Fu,Manogaran,etal.2019).But
thefactorswhichaffecttheonlinebehaviorofconsumershaven’tbeengivenmuchattention,which
makesitinconsistenttounderstand.Unlikethesestudies,weseektoinvestigatetheonlineshopping
behaviorofconsumersandthefactorswhichaffect it.Also,weanalyze themediatingeffectsof
purchaseintention,whichgivesnewinsightstothefield.Theinternationalstudentsinchinahavebeen
takenasthestudysampletodrawtheresultsregardingtheironlineshoppingbehavior.Itisduetothe
reasonthatonlineshoppingisprevalentinChina,buttheforeignersarenotveryusedtoitandfeel
particularhindranceandobstaclesbecauseofsomefactorswhichwechoosetoaddressinthisstudy.

Ourstudycontributestotheliteratureinmultipleways.First, theconstructsofthisresearch
didnotinvolvehowconsumersandinfluencetoshoponline.Itresolvestheinconsistencyamong
onlineshoppingbehaviorandthefactorsaffectingit.Furthermore,themediatingroleofpurchase
intentionaddstotheliteratureononlineshopping.Ourresearchalsofocusesoninternationalstudents
inChina.Thesestudents(undergraduateandpostgraduate,includinglanguageprograms)feelitis
difficulttomakeonlinepurchasesduetosomefactorssuchasfinancialrisk,trust,easeofuse,and
purchaseintention.Theyareafraidoflosingtheirmoneyandmaybewaryofonlinesellers(Sukiand
Suki2017).Moreover,manysitesareinChinese,whichcreateslanguagebarriersformanystudents.

THEORy ANd HyPOTHESES

Theoretical Frame work
ThetheoreticalframeworkofthepresentresearchisdesignedfromtheconceptoftheTechnology
AcceptanceModel(TAM)by(Davis1989;Siyal,Ding,etal.2019),whichprovidesthebasisfor
investigatingtheconsumers’adoptionoftechnologies.Itrepresentsaframeworkthatobservesthe
adoptionoftechnologies.TechnologyAcceptanceModel(TAM),proposedbyDavis(1989),isthe
commonlyusedinnovationadoptionmodel,whichhasbeentheprincipalpredictorofconsumers’
intentionaswellasthedeterminerofthefactorswhichaffecttheiradoptionofmoderntechnologies
(VenkateshandDavis2000).Itsfoundationsfocusedonthe“theoryofreasonedaction”(Fishbeinand
Ajzen1980;Procter,Angus,etal.2019)andthe“theoryofplannedbehavior”(SchifterandAjzen
1985;YadavandPathak2016).Also,tofindouttheusers’acceptanceandadoptionofcomputerand
relatedtechnologies,whicharemeasuredbyintentionandstimulusofattitude,perceivedusefulness,
andperceivedeaseofusetowardsthepreferencesofconsumerstouse(Davisetal.,1989).

(ÇelikandYilmaz2011)extendedTAMincorporatedperceivedinformationquality,service
quality,systemquality,enjoyment,andtrust.TheyinvestigatedtheTurkishconsumers’acceptance
ofonlineshopping.Thefindingsrevealedthatthestronginfluenceofperceivedusefulnessoverthe
intention,whereastheperceivedeaseofusehadaslightimpactoverit.Besides,therelationshipof
perceivedeffectivenessandeaseofusetousewaspartiallymediatedbyattitude.Subsequently,due
totheinadequateroleofattitude,theTAMwasalteredbyeliminatingtheperspectiveandreplacing
itwithintentionasanewmediatorintherelationofperceivedusefulnessandeaseofusewiththe
usagebehavioroftheconsumers(VenkateshandDavis2000).Theresultsdeclaredtheperceived
usefulnessandperceivedeaseofuseasthedeterminantfactorsoftheintentiontouse.Similarly,
fewscholarssuchas(Venkatesh2000,LiandHuang2009)excludedattitudeinthestudiesusing
TAM.Theyrecommendedthattherelationshipbetweenperceivedeaseofuse,perceivedusefulness,
andbehavioralintentionbecomesstraightforwardandeasytounderstand.Inlinewiththis,wehave
amendedTAMasperourstudyframework.Lateron,manystudieshaveinvestigatedandwitnessed
thesefindings(VanderHeijden,Verhagenetal.2003;KimandHong2010;KimandSong2010;
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