BINUS INTERNATIONAL
BINUS UNIVERSITY

Marketing
Bachelor of Economy Thesis
Odd Semester 2016

GENDER DIFFERENCES IN ONLINE PURCHASING
BEHAVIOR

A COMPARISON OF DIGITAL AND NON-DIGITAL
PRODUCT

Luke Benedict 1601263493
07THE
Abstract

Objectives —This research aims to gain deep understanding on gender differences in
purchasing different type of products — digital and non-digital — in online platform.

Method — To test the reliability and validity, Cronbach’s alpha and factor analysis is used. To
test the hypothesis, multiple linear regression is used. The regression is conducted once for
each gender. To analyze difference in product types and genders, one-way ANOVA is used.

Results — The finding shows that gender have several significant differences. Male’s purchase
intention are affected by effort expectancy, product risk, and perceived trust, and their
purchase behavior is affected by purchase intention. As for females, the factors that affects
their purchase intention are performance expectancy, facilitating condition, hedonic
motivation, perceived risk, and perceived trust, and their purchase behavior are affected by
purchase intention. Between genders, there are 4 factors that are significantly different, which
includes effort expectancy, facilitating condition, hedonic motivation, and purchase behavior.
Further result shown that across product types, there are 3 variables that are significantly
different, which are product risk, purchase intention, and purchase behavior.

Conclusion — The main finding of this study is the significant differences of perceptions and
behavior between genders in online purchasing. The variable that affects most significantly
towards purchase intention for males is perceived trust, while for females is facilitating
condition. The value of this study is to aid e-retailers to allocate their resources precisely
according the needs and wants of their target customers, and to prepare them in facing fierce
competition in the online market.

Keywords — Online Shop, E-Commerce, Genders, Digital and Non-Digital, Purchase
Intention, Purchase Behavior, UTAUT, UTAUT?2



ACKNOWLEDGEMENT

First of all, the author would like to give his boundless thanks to God for giving
strength, ability, and resources to complete this thesis. The author is also grateful and
blessed to be surrounded by supportive, caring, and helpful people, whom he would
like to thank for. Hence, the author wants to convey his sincerest gratitude towards the

following people:

1. The author’s parents: Mr. Ferdinand Boedi Poerwoko and Mrs. Linda Widyati
Rahadian, for their everlasting love, care, prayers, and support throughout the author’s
entire life. The author dedicate his gratitude towards his parents for giving the trust

towards their son to pursue his dreams.

2. The author’s supervisor: Ms. Evi Rinawati Simanjuntak, for her patient, guidance,
and strict advises, which motivates the author to fully dedicate his time to complete
the thesis. Furthermore, the author also would like to thank his supervisor whose

dedicate her time in helping the author to have a valuable thesis.

3. Panel examiners: Ms. Lydia M. Iswara and Ms. Dahlia Darmayanti, in giving

valuable advices and suggestions in order to produce a better thesis.

4. The author’s family and friends who give supports and suggestions to finish the
thesis, and help to distribute the survey to their friends or relatives. Furthermore, the
author is also grateful for the never missing good luck wishes from his family and

friends, which gives the author patience and strength to complete the thesis.



Table of Contents

COVER PAGE. ... e i
TITLE PAGE. ...t et e i
CERTIFICATE OF APPROVAL. ..ot i
ABSTRACT ... e e iv
ACKNOWLEDGEMENT ... v
TABLE OF CONTENTS. ...ttt e aaes vi
LIST OF TABLES. ... ot viii
LIST OF FIGURES . ... o e e e e e X
LIST OF APPENDICES. ...ttt e X
1. INTRODUCTION ..ccuiiiiiiiiieiie ittt nneas 1
1.1, BACKGrOUNG ......ooiiiiiiiiiiie e 1
1.1.1. Digital and Non-Digital GOOUS ..........cccccoiviieiiiieiiiie e 2
1.1.2.  Gender Differences on Purchasing Different Types of Product ............ 3
1.1.3.  Growth of World’s E-COMMEICE ............uuuuiiuiiiiiiiiiiiiiiiiiiiiiiinnnnnnnnnnnnn. 4
1.1.4.  E-Commerce in INAONESIA........eeiiuieeiiieeiiie et e e e e 5
1.1.5. Characteristics of Online Shopper in Indonesia...........cccccceveeiiveeiiinnns 7

1.2.  EXploratory RESEAICN.........cueiiiiiiiiiee e 8
1.2.1.  Digital GOOUS ......vveeiiieeiiiee e e e s sae e arnae e 9
1.2.2. NON-Digital GOOUS ........ooiiiiiiiiiiiiiieiie s 12
1.2.3. Exploratory Research FiNdings ..........cccccoviieiiiec i 14

1.3, Problem Statement..........ccoviiiieiiie s 15
1.4, SCOpPE OF RESEAICN ...cuvviiiiiic et 16
1.5, AIMS and BeNETitS ...ccveveiiiieiiie e 18
1.6, ReSearch QUESTION ........ceiuiieiiiee e esiiee e eee e e see e ee e ee e e e e e nneeas 19
1.7, SETUCTUIES ...ttt e e e e e 20

2. LITERATURE REVIEW.......coii ittt snae e 23
2.1. The Extended Unified Theory of Acceptance and Use of Technology....... 23
2.2.  Effort Expectancy [EE].......cccoooiiiii e 25
2.3.  Performance EXpectancy [PE].......cccccoiiiiiiiiiie e 26
2.4, Social INFIUueNCe [SI]....cooiiiiiie s 27
2.5.  Facilitating Condition [FCJ......cvvviiiiiiiii e 28
2.6.  Hedonic Motivation [HM] ..o 29
2.7.  Perceived RISK [R]....uiiiiiiiii it 30
2.8, ProduCt RISK [PR] ....ccuiiiiiiiiiiii et 31
2.9, Perceived TrUSE [PT] . oo 31
2.10. Purchase Intention [P1] ......ccooiiiiiiiiieiee s 32
2.11. Purchase Behavior [PB]........ccooiiiiiiiiiiicc e 33
2.12. Gender Differences on Shopping Online..........ccooeeiiiiiiiiienieie e 34
2.13. Hypothesis DeVelOPMENT.........c.vviiiiiiiiie e 35
2.14. Hypothesis MOEl..........coooiiiiiiiii s 39
3. RESEARCH METHOD ..ottt snee e 40
3.1, ReSEarch ODJECLIVE .....ccuvee et 40
3.2, RESEAICH DESIGN ...ttt 40
3.2.1. UNit of ANAIYSIS......ooieiiieecie e 41
3.2.2.  Sampling Method ..........cooiiiiiiiie e 41

Vi



3.2.3. Target Population and Sample Size..........ccceiiiiiiiiiiiiieiee 41

3.3.  Data Collection Method...........cccoiiuiiiiiiiiiiiieiie s 43
3.3 L. PrIMArY Datal ..c..ceeiiiiiieiieesiee e 43
3.3.2. SECONAArY Dala........ceeiiieeiiiie e 45
3.4.  Questionnaire DeVEIOPMENT........coiviiiiiiiie e 46
3.4.1. Operationalization of Variables.............c.ccccooiviiiiiiii i, 47
342, LANQUAGE ... eee ettt 50
3.4.3.  Scaling TEChNIQUE .....ccuveeeiiie e 50
344, Pre-teSHING ...veeieieiieeii et 51

3.5.  Data Analysis Method ............ccoviiiiiiiiic e 51
351 Reli@bility...cccoieeiieee e 52
3520 VaAHAILY v 52
3.5.3.  DeSCriptive STAtISTICS ......veerivieieiiiieiie et 53
3.5.4. Hypothesis Testing — Multiple Regression Analysis............c..cccve.ee. 53
3.5.5.  Additional Method — One-Way ANOVA ........cccooiiiiiniieiieeei 56

3.6.  Comparison between Original and Current Research ...........c.ccccceeevvveennee. 57
4., RESULT AND ANALYSIS ...ttt sae e 59
4.1, Pre-TeSt ANAIYSIS......ccoiiiiiiie et 59
g | (o] A - SRR 59
4.1.2.  Reliability.......cccoeoiiiiiiie e 60
4.1.3. ValditY cvoeeeieceece e 61

4.2, DesCriptive StatiStICS .......cccveeiiiee e 65
N R €T oo [ SRS TRR 66
B.1.2. ARttt 67
4.1.3. OCCUPALION ...ttt ettt 68
4.1.4. Non-Routine Monthly EXPenSe..........cocvveviieeiiiee e 69
4.1.5.  Online Purchase EXPErienCe ........ccccoiiiiiiiieiiiiie e 70

4.2.  Descriptive Analysis of Variables.............coceeiiiiiiii i, 71
4.3. REQreSSION ANAIYSIS ....covviiiieiiiiiiie sttt 77
4.4. One-Way ANOVA - Gender and Product Type towards All Variables.....82
4.5. One-Way ANOVA - Product Category and Amount Spent towards Risk .84

5. CONCLUSION AND RECOMMENDATION ....ccooiiiiiiieiiieiieeiee e 85
5.1, ReSEarch FINAINGS.......uoiiuiiiiieiiieiie it 85
5.2, Managerial ImMpHCAtioN...........ccoiviiiiiiiiie e 93
5.3 ReSearch LIMItatiON..........ccoeiiireiiieeiiie e saee e 98
5.4. Future Research Recommendation.............cccoovveriiiii e 100
RETEIENCES ...t e et e e nra e 102
CUTICUTUM VLA ..ot 120
APPENDIX ..ottt e e naa e 121

vii



LIST OF TABLES

Table 1.1. — B2C E-Commerce Sales Growth Asia-PacifiC............ccccovvviiiiniinnnnnn 5
Table 3.1. - Operationalization of Variables............c.cocoeiiiiiiiiii 47
Table 3.2. — Comparison between Original and Current Research ................cc..o...... 57
Table 4.1, — "Pilot TESt RESUIL........ooiieiiieiie e 60
Table 4.2. — Reliability Analysis Result ............ccooooiiiiiiii e 60
Table 4.3. — KMO ANalysis RESUIL............ooiiiiiiieeie e 61
Table 4.4. — CUMUIALIVE VAITANCE ......coivieiieiiie et 62
Table4.5. - Component Matrix - Before and After Trimming ..........cccooovvvvvenieninns 63
Table 4.6. — Reliability and Validity after Questions Trimming..............ccceeevveennne. 65
Table 4.7. — Gender SPSS OULPUL ......coiuviiiiiiiieiieeie e 66
Table 4.8. — AQe SPSS OULPUL ......ccoviieiiee et 67
Table 4.9. — Occupation SPSS OULPUL.........eoiiiiiiiiiieiiee e 68
Table 4.10. — Non-Routine Expense per Month SPSS Output............ccccceeveeeiineenee, 69
Table 4.11. Descriptive Statistics (Effort EXPectanCy).........cccocevvvverieiiieiiiieniieeinens 71
Table 4.12. Descriptive Statistics (Performance EXpectancy) ..........cccceevveeiineenne, 72
Table 4.13. Descriptive Statistics (Social INFIUENCE)..........cevvviiiiiiiiiiiiieice 72
Table 4.14. Descriptive Statistics (Facilitating Condition)..............ccccceeviieeiiieenne, 73
Table 4.15. Descriptive Statistics (Hedonic Motivation).............cceccveiierieenieennns 73
Table 4.16. Descriptive Statistics (Perceived RiSK).........ccccceovvveiiiiiiiiic e, 74
Table 4.17. Descriptive Statistics (Product RiSK)..........cccoovviriiiiiiiiiiiesiecsc s 75
Table 4.18. Descriptive Statistics (Perceived Trust) ........ccceovvveeiiieeiiiec e 75
Table 4.19. Descriptive Statistics (Purchase INtention) ...........ccocvvvviiieniienieeinns 76
Table 4.20. Descriptive Statistics (Purchase Behavior)..........cc.cccoveiiiiiiiiec e, 76
Table 4.21. — Multiple Regression (Male) ..o 77
Table 4.22. — Multiple Regression (FEmMale)...........ccooveeviieeiiieeie e 79
Table 4.23. — Regression Hypothesis FINAINGS ........ccooiiiiiiiiiiiiciiccee e 80
Table 4.24. — One-Way ANOVA: Differences in Gender and Product Type towards
AL VATTADIES ...t e e 82
Table 4.25. — One-Way ANOVA: Differences in Product Category and Spending
EOWANAS RISK ...ttt e e st e e st e e et eeennaeennneeens 84

viii



LIST OF FIGURES

Figure 1.1. — Preferences on Onling PUrchase...........cccccvveiviii e 3
Figure 1.2. — B2C E-Commerce Sales Worldwide............ccooovveiiiiiiineniiie e 4
Figure 1.3. — Most popular e-commerce-related medias in August 2015................... 6
Figure 1.4. — Reason for not shopping online ...........ccccooiiiiiiiiiee 7
Figure 1.5. — Exploratory research: Reasons of purchasing digital goods online.......10
Figure 1.6. — Exploratory research: Reasons of not purchasing digital goods online 11
Figure 1.7. — Exploratory research: Reasons of purchasing non-digital goods.......... 12
Figure 1.8. — Exploratory research: Reasons of not purchasing non-digital goods....13
Figure 2.1. — Research FrameworkK............cccveiiiiiiii e 39
Figure 3.1. — Impact of Sample Size on Power for Various Alpha Levels................ 42
FIGUIE 4.1, = GEINUBT ...t e e et e st e e e aae e e neeas 66
FIQUIE 4.2, — AR ettt 67
Figure 4.3. — OCCUPALION.......cciiie it e e aae e e enneas 68
Figure 4.4. — Non-Routine Expense per Month .........cccoooveviiiii i 69
Figure 4.5. — Recent Type of Goods Purchased .............cccceevvveeiiiieeiiie e 70



LIST OF APPENDICES

Appendix 1 — Exploratory Study Questionnaire - Digital............................... 121
Appendix 2 — Exploratory Study Questionnaire — Non-Digital........................ 124
Appendix 3 — Exploratory Result Coding.............ccoooviiiiiiiiiiiiiiiiaee, 127
Appendix 4 — Double Translation.............c.coiveiiiiiii e, 133
APPENdIX 5 — POt TeSt. .. ..ot 137
Appendix 6 — Quantitative QUestionNaIre. ............c.oveeriirineeniiriireneaneanannnn. 138
APPENAIX 7 — SPSS OULPULS. ...ttt et et et e 152
Appendix 8 —Main Journal...........o.ooiiiiiiiii i 186



