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Perceived Uncertainty Factors

Financial Risk

Social Risk
Psychological Risk
Procedural Risk

Medium/Channel Innovation Factors

® Incompatibility
® Channel Unreliability
®  Privacy Infringement

Contextual Factors

® Time Pressure
® Uncertain Need
®  Negative Past Experiences

Consumer Characteristics Factors

® Unfavorable Attitude toward
Online Shopping
High-quality-consciousness
High-value-consciousness

®  Confused by Overchoice

y

Online Shopping Hesitation

®  Overall Hesitation

®  Shopping Cart Abandonment
® Hesitation at the Final Payment Stage
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7 1. 7
30 10
2
Factorl: Website reliability, quality, and trustworthy 1 Incompatibility Channel Unreliability
| felt the checkout required too much personal information. 0.73
| felt the checkout process was too complicated. 0.79
The checkout process was confusing. 0.86
| felt the sites were unstable. 0.91
| felt the sites were unreliable. 0.86
It took too long to download necessary product information (slow load times). 0.62
| felt shopping prices were too high. 0.59
Factor2: Comparison shopping/more information needed 1 Procedural Risk  Incompatibility
| wanted to get a better idea of prices charged at different websites. 0.63
| wanted to get a better idea of prices charged at physical retail stores. 0.82
I wanted to conduct comparison shopping or browsing. 0.81
| felt | would find the products in retail stores at similar or even lower prices. 0.71
| was concerned that the products could not be held, felt or tried on as those in physical retail stores. 0.52
I was concerned that it would be difficult to return the products if not satisfied after purchasing. 0.77
Factor3: Need consent/advice Social Risk
| needed to get other people to agree on the choice. 0.87
| wanted to get someone else’s help in making the decision. 0.90
| needed to check with someone else before making a choice. 0.88
Factor4: Online security/privacy 1 Privacy Infringement
I did not feel secure about online credit card transaction. 0.80
| was concerned that the companies would misuse the personal information | provided. 052
I was concerned about secure delivery of the products. 0.54
Factor5: Avoid regrets/uncertain needs 1 Uncertain Need
| wanted to avoid any regrets over having made the wrong decision. 0.75
I was reluctant to actually spend the money, even though | had the money to buy the item. 0.62
Other things had higher priority at that time. 0.59
Factor6: Can't afford/better not purchase now 1 Financial Risk
| couldn't afford to make the purchase at that time. 0.75
I thought making wrong decision would be more costly than not making or delaying decisions. 0.78
Factor7: Negative past experience 1 Negative Past Experiences
| am overall dissatisfied with the products | have purchased online. 0.89
My overall online shopping experiences are unsatisfactory. 0.72
Factor8: Psychological risks 1 Psychological Risk
I had made poor purchase decisions in the past. 0.55
| thought a better product might be introduced soon. 0.72
Factor9: Social risks 1 Social Risk
I wanted to select a product which would make other people think highly of me. 0.73
Factor10: Time pressure 1 Time Pressure
| was too busy to devote time to the purchase decisions. 0.84
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