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International Online Outshopping (IOO) is the virtual movement of consumers 

from one electronic marketplace to another across the globe with the intention of 

purchasing goods from the convenience of their homes, at the click of a button. With an 

increasing number of U.S. consumers looking to shop for apparel-related products at 

foreign websites, this recent IOO phenomenon has raised questions among e-tailers and 

academicians as to the characteristics of this new-age, international online outshopper 

and the nature of an IOO purchase. Though there have been significant efforts to 

understand the characteristics of an outshopper in prior research, the process of an IOO 

purchase is yet to be understood comprehensively, especially in identifying the 

antecedents and consequences of an IOO purchase. Moreover, understanding of the 

influence of consumers’ perception of the e-tailer’s country image on their IOO intention 

is limited. Filling these research gaps, the purpose of this study is to develop and test a 

comprehensive framework consisting of both the antecedents of initial IOO intention and 

emotional consequences of an IOO purchase. 

Built on Commitment-Trust Theory, Mental Accounting Theory, Commodity 

Theory, and The Model of Customer Delight. The research framework consisted of two 

phases. Phase I manipulated and tested the effect of three antecedents (i.e., trust in e-

tailer, transaction utility and product uniqueness) on IOO intention and included country 

image (U.K. image and China image) as the moderator of these effects (H1a-c to H3a-c). 



 
 

Phase II manipulated and tested the effect of the above three antecedents on the Model of 

Customer Delight which includes the emotions of surprise, arousal, positive affect, and 

customer delight (H4a-b to H11a-b). Both phases were tested on U.S. consumers’ IOO 

purchase at Chinese and U.K. e-tailers, the top two IOO destinations for U.S. consumers 

as well as leading developing and developed country e-tailers, respectively. An 

experiment was conducted by developing 16 IOO scenarios consisting of all possible 

combinations of high and low levels of trust (2) x transaction utility (2) x product 

uniqueness (2) at both Chinese (8 scenarios) and U.K. (8 scenarios) e-tailer settings. 

Using Qualtrics to conduct the experiment, 539 usable responses (275 Chinese and 264 

U.K. e-tailer setting) were collected from college students. Participants were randomly 

assigned to one of 16 scenarios at either Chinese or U.K. e-tailer setting. Pre-tests were 

conducted to validate and refine the manipulation of high and low levels of trust, 

transaction utility and product uniqueness prior to data collection. Upon manipulation of 

the scenarios, participants’ IOO intention and their emotions in the Model of Customer 

Delight were captured using items on Likert-type scales. The hypotheses in the causal 

model (research framework) were tested using multiple-sample Structural Equation 

Modelling (SEM). 

The findings of this study showed that, in Phase I, trust in an e-tailer positively 

influenced IOO intention at both Chinese and U.K. e-tailers (H1 a & b supported), 

transaction utility positively influenced IOO intention at U.K. e-tailers but not at Chinese 

e-tailers (H2a unsupported, H2b supported) and product uniqueness did not influence 

IOO intention at both Chinese and U.K. e-tailers (H3 a & b unsupported). Country image 



 
 

moderated only the relationship between transaction utility and IOO intention such that it 

was stronger in the U.K. than Chinese e-tailer settings; however, this effect was opposite 

to the strength that was hypothesized (H2c unsupported). There was no moderating effect 

of country image on the relationship between trust and IOO intention, and product 

uniqueness and IOO intention (H1c and H3c unsupported). The findings of Phase II 

revealed that trust was the only manipulated factor that influenced surprise while 

transaction utility and product uniqueness did not influence surprise. However, contrary 

to the hypothesis, this effect of trust on surprise was negative (H4 – H6 unsupported). 

Further analysis into this anomaly revealed that trust increased the level of surprise 

among consumers with no prior experience shopping at foreign websites, whereas it 

decreased the level of surprise among those with prior IOO experience. Finally, the 

relationships in the Model of Customer Delight were significant (H7 – H11 supported).  

This study extended the research in outshopping literature to understand the 

phenomenon of IOO by conducting an experimental study, thereby advancing the 

theoretical understanding of country image, online trust, transaction utility and customer 

delight. The findings of this study suggest to managers in the e-tailing industry that, 

developing a trustworthy website is the most important step towards generating purchase 

intention at that e-tailer’s website, regardless of the e-tailer’s country image. The 

limitations of this study and suggestions for future research are also provided. 
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CHAPTER I 

INTRODUCTION 

 One of the biggest trends shaping the international retail landscape in recent times 

is the increasing ability of consumers to acquire products from foreign markets at the 

click of a button, from the comfort of their homes. In 2014 alone, 82% of global shoppers 

purchased at least once from a website not from their home country (Forrester, 2014). 

Not long ago, consumers had to physically cross borders and engage in 

“international/cross-border outshopping” activities (Piron, 2002) in order to acquire 

products from foreign marketplaces. Today, the rise of “international online outshopping 

(IOO)” has led to global consumers spending $300 on an average on foreign items in a 

given year only through online shopping, an amount that is set to gradually increase in 

the near future (Fredrick, 2015). 

In 2015, global cross-border sales exceeded $1 trillion, and this number is 

projected to climb to $2 trillion by 2018 (Fredrick, 2015). China currently has the largest 

cross-border revenue in the world with $450 billion in 2015, which is expected to more 

than double to $990 billion by 2018 (Fredrick, 2015). Realizing the opportunity in the 

international e- and m- commerce space, a number of online marketplace companies have 

grown in popularity, such as Alibaba, a Chinese company that owns a number of e-

commerce websites (such as www.alibaba.com, www.aliexpress.com, www.taobao.com 

etc.) that function exclusively to connect local manufacturers and home-grown sellers in 
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China to the millions of Western consumers. Similarly, the U.K.’s revenue from IOO 

sales in 2014 was $70 billion, and is projected to grow to $100 billion by 2018 (Fredrick, 

2015). Following suit, e-commerce companies in the U.K. have capitalized on their 

ability to build recognizable brands such as Asos (sold through www.asos.com) and offer 

the same to fashion-thirsty consumers in the global marketplace. Being served by e-

tailers from these developed and developing countries, U.S. consumers have recently 

become one of the largest groups of international online outshoppers, with clothing and 

accessories being the most purchased product category (Fredrick, 2015). Therefore, 

understanding U.S. consumers’ IOO behaviors of clothing and accessories can provide 

valuable insights into the nature of international online outshopping.  

 This study started with a critical question as to why consumers outshop at 

international e-tailers and what emotion does international online outshopping create in a 

consumer’s mind after an IOO purchase. Specifically, are trust toward international e-

tailer, price saving and product uniqueness related to international online outshopping? If 

so, how does the level of trust on a website, amount of price saving and uniqueness of the 

product on sale at a foreign website affect an initial IOO purchase? Does this effect differ 

based on an e-tailer’s country image? Do high levels of these factors lead to consumers 

feeling delighted upon first-time purchase at a foreign website?  

Although popular news media (Barns, 2016; Davis, 2014; Stevens, 2015) and 

market reports (DHL, 2014; Forrester, 2014; Paypal, 2014) have shed light on this recent 

phenomenon of cross-border online shopping, very little is known about U.S. consumers’ 

process of shopping from a foreign website when the same or similar products are readily 
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available in the domestic online and offline marketplace. Previous studies in outshopping 

have mainly focused on identifying demographic and psychographic factors leading to 

outshopping individually and have failed to explain the entire IOO process 

comprehensively. To answer the aforementioned critical questions in depth, this study 

employs an experimental design built on theories, namely, Commitment-Trust Theory, 

Mental Accounting Theory, Commodity Theory and the Model of Customer Delight. 

Guided by these theories, trust, price saving and product uniqueness are experimentally 

manipulated in order to accurately assess their influence on IOO intention and the post-

IOO emotion of delight. Therefore, the purpose of this study is to comprehensively 

examine the entire process of an initial IOO purchase based on a proposed theoretical 

framework which integrates antecedents of IOO intention and consequences of an IOO 

purchase. To further understand the impact of international e-tailers’ country image, this 

study compares the proposed framework in U.K. and Chinese e-tailer settings. By 

understanding U.S. consumers’ IOO behaviors in depth, the findings of this study provide 

theoretical and marketing implications for U.S. e-tailers and small- and medium-sized 

enterprises (SMEs) that plan to sell American branded products to consumers across the 

globe. In this chapter, the concepts and theories relevant to this study’s purpose are 

briefly introduced in the following sections: (1) Background, (2) Research Gaps, (3) 

Research Questions, (4) Research Objectives, (5) Contributions of the Study, (6) 

Limitations of the Study, (7) Definitions, and (8) Outline of the Dissertation. 
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Background 

Outshopping 

Outshopping is defined as the physical movement of consumers from their local 

trade area to a neighboring region, or oftentimes to a foreign country, with the intention 

to shop for goods (Hawes & Lumpkin, 1984; Lee, Paswan, Ganesh, & Xavier, 2009; 

Reidenbach, Cooper, & Harrison, 1984). About half a century ago, consumer and 

marketing researchers identified consumer market-patronage patterns as a key area to 

investigate. This traditional perspective of outshopping became popular mainly because 

consumers’ switching behavior between local and neighboring marketplaces affected 

local retailers in the form of loss of revenues to retailers in neighboring towns and cities 

(Samli & Uhr, 1974). A consumer was typically considered a rural outshopper if he/she 

made twelve or more out-of-town shopping trips per year (Reynolds & Darden, 1972). 

Alternatively, outshoppers were also identified by the proportion of their total shopping 

expenses that comes from out-of-town expenditures (e.g., Samli & Uhr, 1974). In one of 

the earliest outshopping studies ever conducted, Herrmann and Beik (1968) found that 

outshoppers travelled out-of-town to shop primarily for “highly visible items of relatively 

high cost and important status connotations,” such as men’s suits, rugs, women’s dresses 

and coats, and curtains. Ten out of the sixteen top outshopped product categories found in 

this study were apparel- & clothing-related. 

With big box retailers on the rise during the 1980s and 90s, focus on rural 

outshopping was short-lived. However, this did not mark the end of the outshopping 

phenomenon but the beginning of an evolution of outshopping where literature closely 
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followed market trends from the micro (rural) to the macro (international). First, the 

adoption of the internet to conduct business-to-consumer transactions domestically paved 

way for an in-home shopping trend led by American online retailers (referred to from 

now on as e-tailers) such as Amazon and eBay. The popularity of online shopping also 

meant that rural retailers, both mom-and-pop as well as big box, were negatively 

impacted in terms of loss of revenue to e-tailers, thereby giving rise to online 

outshopping (Broekemier & Burkink, 2004). Second, increasing global consumer 

spending on specialty goods such as luxury products (Wang, Doss, Guo, & Li, 2010), 

combined with reduced travel costs after the events of September 11, 2001 (9/11) (U.S. 

Department of Transportation, 2005) triggered consumer cross-border travel to 

neighboring and distant countries in order to shop. What began as a tourism-focused 

research, eventually translated into a topic of interest to economic and consumer behavior 

researchers, contributing to the number of cross-border or international outshopping 

literature (e.g., Asplund, Friberg, & Wilander, 2007; Lau, Sin, & Chan, 2005; Piron, 

2002; Timothy & Butler, 1995). 

The final and most recent frontier in outshopping is International Online 

Outshopping (IOO). The globalization of consumer goods trade, combined with an 

unprecedented access provided by the internet, has further impacted the outshopping 

phenomenon giving rise to IOO, which is defined in this study as the virtual movement of 

consumers to distant global marketplaces with the click of a button. IOO, also sometimes 

referred to as cross-border online shopping, is a phenomenon that has gained immense 

attention in popular media over the past few years (e.g., Davis, 2013; Minnick, 2015). In 
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addition to a number of e-tailers worldwide targeting a global consumer base, the recent 

move by the Chinese e-tailer Alibaba to open the largest IPO ever recorded on the New 

York Stock Exchange (Mac, 2014) indicates a future of e-tailing where consumers will 

increasingly purchase from foreign websites.  

U.S. Consumers’ IOO Trends 

Though the IOO phenomenon is global in nature, U.S. consumers have been rated 

among the top international online outshoppers. A recent market study revealed that 

about 34.1 million U.S. consumers engaged in IOO in 2013, spending close to $40.6 

billion (Paypal, 2013). In comparison, the second most IOO purchases in 2013 were 

made by Chinese consumers with only 18 million shoppers (little over half the number of 

U.S. shoppers), spending about $33 billion. The number of IOO consumers in the U.S. is 

expected to rise to 41.8 million consumers spending almost $80.2 billion by 2018. The 

study (Paypal, 2013) also identified clothes, shoes and accessories as the most purchased 

product category by U.S. consumers on foreign websites followed by health and beauty, 

jewelry and electronics.  

When shopping on foreign websites, U.S. consumers do so largely at U.K. and 

Chinese websites (McDermott, 2015; Paypal, 2013). In realizing the opportunities posed 

by potential online shoppers in the U.S., e-tailers in China and the U.K. are increasingly 

targeting their sales strategies to lure these consumers. E-tailers such as the U.K. e-tailer 

Asos, and the Chinese e-tailer Alibaba offer unique products from unknown as well as 

popular brands at attractive prices, thereby maintaining the flow of American shoppers to 

their websites. Considering the current and potential market size of international online 
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outshoppers in the U.S., this study focuses on understanding IOO behaviors of U.S. 

consumers at Chinese and U.K. e-tailers. 

E-tailer’s Country Image 

 One of the widely explored concepts in international retailing is the effect of a 

product, brand or retailer’s country image on consumer decision making. Country image, 

defined as “the total of all descriptive, inferential and informational beliefs one has about 

a particular country” (Martin & Eroglu, 1993, p. 193), acts as a cue in consumers’ 

evaluations, perceptions and beliefs about price (Koschate-Fischer, Diamantopoulos, & 

Oldenkotte, 2012), quality (Gaedeke, 1973) and risk (Hampton, 1977) associated with 

purchasing products from a given country. Country image has been viewed as a multi-

dimensional construct that reflects the overall image of a country’s economy, culture, 

people and products (Lala, Allred & Chakraborty, 2008; Laroche, Papadopoulos, Heslop 

& Mourali, 2005; Martin & Eroglu, 1993). Pappu et al. (2007) further suggest that such 

overall country image effects can be contained in two main dimensions: macro and micro 

image. Macro image refers to perceptions of a country based on the perceived level of 

economic development of the country (e.g., Hsieh, Pan & Setiono, 2004). Micro image, 

also referred to as country-of-origin, indicates the perceptions of a country based on 

evaluations of products produced and sourced from that country (e.g., Hooley, Shirley & 

Krieger, 1988). Products sourced in developed countries are typically evaluated more 

positively and favorably than products sourced in developing countries (Cordell, 1992; 

Hamzaoui & Merunka, 2006). For instance, Lascu and Giese (1996) found that U.S. 

consumers perceived a German retailer (developed country retailer) as having a superior 
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product offering, service and advertising than a Mexican retailer (developing country 

retailer) based only on the retailer’s country image. Therefore, country image effects are 

perceived in a hierarchical system where the cultural, social, and economic status of a 

country will determine where the country will be placed on the hierarchy (Lascu & Giese, 

1996).  

 In e-tailing literature, the influence of e-tailer’s country image on consumer 

decision making has been briefly explored. An e-tailer’s country image can influence 

consumers’ perception of service quality provided by the e-tailer such that an e-tailer 

from a developed country is seen to possess better technical infrastructure required to 

fulfil consumer needs than an e-tailer from a developing country (Cheng, Wang, Lin, 

Chen, & Huang, 2008). This consumer tendency to favor e-tailers from developed 

countries over those from developing countries may stem from the popular notion that the 

presence of advanced technological features and infrastructure of ecommerce is a given 

when it comes to developed country e-tailers, and the same may not be the case with 

developing country e-tailers (Dutta, 1997). Interestingly, such a perception also exists 

among consumers living in developing economies as evidenced by Baker and Ballington 

(2002). To support this notion, Ulgado (2002) found that in some Latin American 

countries U.S. websites were preferred to local websites. Though limited studies have 

been conducted to examine country image effects in IOO contexts, the significance of the 

effect and the need to explore further is evident.  
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Research Gaps 

 By exploring outshopping literature and exploring the evolutionary path taken by 

the outshopping phenomenon in both practice as well as in academia, this study identifies 

five major gaps in outshopping literature, particularly in IOO. The research gaps 

discussed here include a lack of empirical research on (1) the antecedents predicting 

initial IOO intention, (2) understanding whether and how e-tailer’s country image 

impacts on IOO purchase intention, (3) outshopping using an experimental study based 

on application of theories, (4) the effect of an initial IOO purchase on customer delight, 

and (5) the specific causes of the emotions in the customer delight model. 

First, in spite of numerous scholarly works within outshopping literature that 

addresses the demographic and psychographic factors that affect outshopping, there still 

remains a significant lack of empirical research in IOO. This lack is especially prevalent 

in identifying and testing factors triggering initial IOO. A number of factors affecting 

outshopping in the rural (Papadopoulos, 1980; Samli & Uhr, 1974), domestic online 

(Broekemier & Burkink, 2004; Lennon et al., 2008), and offline cross-border 

outshopping settings have been identified. When outshopping literature transitioned from 

rural to domestic online, researchers maintained that the understanding of online 

outshopping behaviors is crucial since the factors influencing this mode of outshopping 

may not be the same as those influencing rural outshopping where the behavior occurs 

offline (Broekemier & Burkink, 2004; Lee et al., 2009). Similarly, studies exploring 

cross-border shopping argued that the factors affecting such outshopping behaviors are 

not the same as those affecting domestic outshopping because it involves consumers 
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physically travelling cross-border, which introduces a number of unique individual-level 

as well as market-level factors (Piron, 2002). Likewise, by exploring unique aspects of 

the IOO setting, researchers can unveil factors unique to IOO that did not apply to 

domestic online or offline cross-border outshopping, primarily since the IOO 

phenomenon is a combination of the two, i.e. cross-border transactions and the internet.  

In previous studies, outshopping intention was predicted by measuring 

antecedents related to individual characteristics such as price consciousness, brand 

consciousness and need for uniqueness. However, understanding the nature of 

international shopping behaviors through the internet requires understanding of specific 

situational antecedents such as a(n) (un)trustworthy e-tailer offering significant price 

savings (loss) on unique (commonplace) products, thereby bringing out the relative 

impact of these antecedents on initial IOO intention. Such an approach of identifying and 

manipulating situational antecedents is lacking in the outshopping literature. 

Second, since IOO occurs at an international e-tailers’ website, it requires an 

understanding of consumers’ reaction to the international website. That is, depending on 

a country where an e-tailer is located, consumers’ IOO may be different. This suggests 

that country image of the e-tailer may serve as an important moderator between 

antecedents of IOO and IOO intention. Specifically, an e-tailer’s country image can affect 

consumers’ perception of the e-tailer and the products they offer, thereby affecting 

purchase intention. However, such a proposition is yet to be tested empirically.  

Third, the use of an experimental study in understanding outshopping behaviors, 

especially in IOO, is rarely found in literature. Most outshopping studies employ a 
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survey-based methodology with the aim of providing a certain level of prediction. 

However, it has been contended that a controlled experiment can be the most powerful 

method to provide predictive answers to research questions about cause and effect, unlike 

a survey method which often results in descriptive research (Grabe & Westley, 2003). In 

prior studies, by measuring individual-level brand consciousness, price consciousness 

and need for uniqueness on a survey, outshopping intention has not been predicted 

accurately enough as it would be in a controlled experiment. Due to the lack of 

experiments in IOO studies, an understanding of changes in intention and purchase 

behavior arising from controlling the interaction of levels (high or low) of antecedents in 

an initial IOO experience has not yet been achieved. Moreover, an understanding of 

cause and effect relationships through experiments that are based on existing theoretical 

frameworks is deficient in the IOO literature. Therefore, to provide more robust findings, 

an experimental approach based on theories is needed in studying IOO. 

Fourth, emotions triggered in an individual after an initial IOO experience is yet 

to be identified in literature. One of the key insights arising from studying consumer 

shopping behavior is the prediction of consequential behaviors such as repeat purchasing, 

loyalty and word of mouth. However, in order to predict these behavioral consequences, 

the prerequisite is to understand the emotional and affective responses such as interest, 

joy, anger, disgust and guilt that are triggered from a particular shopping experience 

(Westbrook, 1987). One of the key positive emotions possibly elicited during unexpected 

or new shopping experiences is the feeling of delight, conceptualized as the highest level 

of satisfaction (Rust & Oliver, 2000). In an initial IOO purchase, a number of unexpected 
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and previously unexperienced situations can arise from consumers’ interaction with a 

foreign website. Most studies in the outshopping literature are focused on identifying 

motivational, attitudinal and environmental factors that affect outshopping behaviors, 

however limited studies have examined the emotional consequences of an outshopping 

experience. Unless such an understanding is achieved, it may be hard to predict post-

purchase behaviors since emotions such as delight affect goal-directing behaviors 

(Bagozzi, Gopinath, & Nyer, 1999). 

Finally, typical applications of the model of customer delight (Oliver, Rust, & 

Varki, 1997) in literature has dealt with two main aspects, (1) the interplay of surprise, 

arousal and positive affect, the three main functions of delight (Finn, 2005), and (2) the 

consequences of delight such as repurchase intention, and word-of-mouth intention 

(Magnini, Crotts, & Zehrer, 2011). However, specific causes of surprise, arousal, positive 

affect and delight are rarely discussed. This may be due to the fact that the model of 

customer delight was introduced in the service retail literature, and the service industry 

can produce a plethora of experiences that can result in delight, thereby making the 

identification of finite factors that lead to delight a challenge.  

Research Questions 

In order to address the major gaps discussed in the previous section, following 

four research questions will be investigated.  

1. What are the antecedents of initial IOO intention of U.S. consumers? 

2. How do these antecedents influence initial IOO intention of U.S. consumers? 
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3. Is the effect of antecedents on IOO intention same for e-tailers with different 

country images? If not, how are they different? 

4. Do the antecedents of an initial IOO purchase lead to the emotion of delight? 

Research Objectives 

In answering the four research questions identified above, the overall purpose of 

this research is to develop and test a conceptual framework that explains the entire 

process of an initial IOO purchase comprising of antecedents that influence initial IOO 

intention (pre-purchase) and customer delight (post-purchase). Further, the impact of e-

tailer’s country image during pre-purchase will be tested. The major constructs in the 

proposed model will be three antecedents, IOO intention and delight. The following 

details why each construct is selected and how each will be treated in the proposed 

model.  

First, this study identifies antecedents of initial IOO intention, namely, trust in e-

tailer, transaction utility and product uniqueness based on three theories (Commitment-

Trust Theory, Mental Accounting Theory and Commodity Theory). These antecedents 

are chosen to ideally represent situational factors in a typical IOO setting relative to 

domestic online and offline cross-border settings. Trust is identified as one of the 

antecedents in this study since consumer trust toward websites and online transactions is 

shown to be one of the most important factors predicting purchase intention, especially 

when dealing with foreign websites (Bhattacherjee, 2002). Transaction utility, which is 

the perceived gain or loss associated with a transaction or deal, is employed as an 

antecedent, rather than actual product price or consumers’ price consciousness, since a 
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noticeably low or high price relative to a reference price (or consumers’ expected price) 

is found to explain  purchase decision more accurately (Urbany, Bearden, Kaicker, & de 

Borrero, 1997). Product uniqueness, rather than consumers’ need for uniqueness, is 

measured as an antecedent since the availability of a number of unique products in 

various product categories in foreign e-tailers is deemed to be more critical. In measuring 

the three antecedents, this study conducts an experiment to systematically manipulate the 

different levels (high and low) of the antecedents to test their combined relative effects in 

eliciting U.S. consumers’ initial IOO intention. 

Second, this study regards e-tailer’s country image as the moderator that impacts 

the strength of the relationship between the antecedents and initial IOO intention of U.S. 

consumers. To test the moderating effect of country image, China and the U.K. are 

selected since these are the top two destinations for U.S. consumers to engage in IOO 

(Paypal, 2013). In addition, country image may be different by e-tailers’ economic 

development level (Hsieh, Pan & Setiono, 2004). Since each represents a leading 

economically developing and developed country, respectively, testing their moderating 

effects will be ideal.  

Lastly, this study explores how delight, as the positive emotional consequence of 

an initial IOO purchase at Chinese and U.K. e-tailers, is derived based on the model of 

customer delight. This will be done by manipulating the different levels of the 

antecedents mentioned in the first research objective as causes of delight in a controlled 

experiment. 
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Contributions of the Study 

 This study is expected to provide rich contributions to both academic scholars as 

well as industry professionals. Given the recent exponential growth of the IOO 

phenomenon, the contributions of this study will amount to significant theoretical, and 

practical understanding of the phenomenon. 

First, exploring the role of trust in creating initial IOO intention will provide 

valuable insights into the degree of importance of trust in initial shopping stages. 

Specifically, this study adds a new perspective on how consumer trust during initial 

purchase leads to purchase intention and post-purchase emotions in an IOO setting. In 

addition, though studies comparing trust among consumers from various countries exists 

(Teo & Liu, 2007), this study’s attempt is to compare the effect of trust on IOO intention 

and customer delight between e-tailers with two different country images (China and 

U.K.). This will provide us with new insights as to how the country image of 

international e-tailers impact consumers’ trust and IOO intention. 

Second, studying the influence of different levels of product uniqueness, instead 

of consumer’s desire for unique products, on initial IOO intention can add to the 

understanding of the effects of product scarcity in the online setting. Moreover, 

understanding the relative impact of the level of product uniqueness on purchase 

intention when compared between Chinese and U.K. e-tailers as well as its relative 

importance in eliciting delight can add valuable contributions to the current 

understanding of the uniqueness paradigm. 
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Third, by exploring the impact of transaction utility, rather than product price or 

consumers’ price consciousness, on initial IOO intention, this study adds an 

understanding of how reference or expected price, deemed as price of a product in home 

country, plays a part in the perception of price savings, which in turn affects consumers’ 

initial IOO intention. Transaction utility in this study will be measured based on what the 

consumer knows as the typical price of a given product in their home country compared 

to the actual product price at the foreign e-tailer. This is an extension of previous studies 

in which reference price is mostly derived from similar shopping experiences in domestic 

market. The findings of this study, therefore, will help understand the importance of 

relative gaining from saving, not absolute low price, in IOO settings. Further, this study 

compares such impacts in two countries, thus allowing us to understand the impact of 

relative price saving accurately considering country image.  

Fourth, this study is one of the very few studies that will conduct an experiment to 

systematically manipulate the different levels of the antecedents to test and analyze 

corresponding changes in initial IOO intention and customer delight. Such an approach to 

measurement will provide a robust understanding of the relative importance of each of 

the antecedents in eliciting pre-purchase intention and post-purchase emotions, thereby 

providing the optimum combination of the antecedents that will result in highest (or 

lowest) initial IOO intention and the most (or least) delight. 

Fifth, this study offers new insights into the role of retailers’ country image by 

applying it to the IOO setting. A number of studies have applied the country image 

concept to assess consumers’ intention to purchase products made in a particular country 
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or sold at a particular country’s retailer. However, this study looks at how an e-tailer’s 

country image moderates the relationship between antecedents of IOO and initial IOO 

intentions. The findings of this moderating effect can contribute significantly to country 

image literature by analyzing how consumers make purchase decisions based on an e-

tailer’s country image, since such an approach is lacking in online shopping literature. 

Sixth, the identification of causes of consumer delight in IOO setting is unique 

since the prior studies have largely focused on the consequences of delight or interplay 

among surprise, arousal and positive affect within the delight model. Further, this study 

will identify the relative importance of the three antecedents in eliciting delight. 

Therefore, the findings of this study will provide an explanation as to how consumer 

delight is developed in IOO setting.  

Finally, global e-tailers can gain significantly from the findings of this study. By 

understanding how to manipulate the right combinations of the different levels of trust, 

transaction utility and product uniqueness, e-tailers can significantly increase initial IOO 

purchases on their websites and trigger delightful emotions. Also, by understanding the 

order of importance of these factors to specific country e-tailers, firms can focus their 

marketing efforts on those factors that are most important. Further, if the moderating 

effect of country image is supported, depending on the e-tailer’s country image, their 

website design strategies can be customized.  

Limitations of the Study 

 The first limitation of this dissertation is that only the initial, first time IOO 

intention and purchase of a consumer is studied here. That is, this study is an attempt to 
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understand what factors affect initial IOO intention and what emotions are triggered from 

this first time purchase experience. Factors affecting, and emotions resulting from, repeat 

IOO purchases may be different as prior experience of an IOO purchase would be in the 

memory of the consumer thereby affecting how they react to stimuli. However, this is out 

of the scope of the current study. 

The second limitation of the research relates to the fact that that only U.S. 

consumers’ initial IOO intention will be studied and will be done so particularly in the 

purchase of products from Chinese and U.K. e-tailers. While U.S. consumers represent a 

significant portion of the global outshopping population (Paypal, 2013), it is possible that 

the IOO behaviors of consumers in any other country or culture may differ. Therefore, 

this should be taken as a starting point and the IOO behaviors of consumers from various 

other countries must be studied to attain a comprehensive understanding of this global 

phenomenon. 

The third limitation of this study is that only two levels of the antecedents will be 

manipulated (e.g., high product uniqueness and low product uniqueness) in designing 

experimental studies. However, it is possible that using an additional level such as 

medium product uniqueness may result in varied respondent reactions to stimuli.  

 The fourth limitation concerns the use of college students as respondents in this 

study. Although a college sample provides the right age group to study online shopping 

behaviors (Klopping & McKinney, 2004), older consumer groups’ perception towards 

purchasing products from foreign websites may be different, thereby potentially resulting 

in varying findings. 
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 The fifth and final limitation of this study is that the stimuli to be used in the 

experimental study will contain a mix of text- and picture-based scenario to manipulate 

trust, product uniqueness and transaction utility. By constructing an actual hypothetical 

website, one may be able to manipulate these factors to resemble a more accurate online 

purchase scenario, thus providing deeper insights. 

Definitions 

Outshopping is defined as the physical movement of consumers from their local trade 

area to a neighboring region, or oftentimes to a foreign country, with the intention to shop 

for goods (Hawes & Lumpkin, 1984; Lee et al., 2009). 

International Online Outshopping (IOO) is defined by this study as the virtual 

movement of consumers to distant global marketplaces to shop for products with the 

click of a button. 

Trust is defined as “a psychological state comprising the intention to accept vulnerability 

based upon positive expectations of the intentions or behavior of another” (Rousseau, 

Sitkin, Burt, & Camerer, 1998, p. 395). 

Transaction Utility is defined as the perceived merits, or in other words gain or loss, 

associated with a transaction or deal. It is a function of the difference between the selling 

price and the reference or expected price (Thaler, 1985).  

Product Uniqueness is defined as the “the extent to which the customer regards the 

product as different from other products in the same category” (Franke & Schreier, 2007, 

p. 95). 
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Country Image is defined as “the total of all descriptive, inferential and informational 

beliefs one has about a particular country” (Martin & Eroglu, 1993, p. 193) 

Surprise is defined in this study as an unexpected experience or outcome resulting from, 

or as part of, the purchasing process (Alexander, 2012). 

Arousal is defined as “the degree to which a person feels stimulated, active, or alert” 

(Menon & Kahn, 2002, p. 32). 

Positive Affect is defined as the extent to which an individual feels enthusiasm, 

excitement and inspiration (Verhagen & van Dolen, 2011).  

Delight is defined as “a profoundly positive emotional state generally resulting from 

having one’s expectations exceeded to a surprising degree” (Rust & Oliver, 2000, p. 86). 

Outline of the Dissertation  

 This dissertation consists of five chapters. Chapter I discusses the background of 

the research topic, identifies research gaps found in literature, poses relevant research 

questions, develops research objectives, provides contributions of the study along with 

the possible limitations, and definitions of key terms used throughout the study. Chapter 

II reviews literature on the theoretical foundations and the major constructs used in the 

study. Based on this literature review, a proposed research framework is developed and 

the developed framework will be tested through two phases. Each phase will be 

illustrated with proposed research hypotheses. Chapter III describes the methodology that 

will be used in this study. Chapter IV will provide the results of the hypotheses tests 

using structural equation modelling (SEM) analysis. Chapter V will discuss the findings, 

theoretical and practical implications, limitations and future directions. 
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CHAPTER II 

LITERATURE REVIEW 

 This chapter consists of four major parts, namely evolution of outshopping, 

theoretical foundations, major constructs, and the conceptual framework. First, the 

evolution of the outshopping phenomenon in literature is mapped. Second, the theoretical 

foundations include the explanation of each theory used in this study, and its underlying 

concepts along with the discussion of some relevant applications of the theory in 

consumer behavior and marketing. Third, the literature review of major constructs 

includes the definition of each construct, and the discussion of previous research done 

around each construct. Finally, the conceptual framework combines these theories and 

constructs and develops specific hypotheses that identify relationships among constructs.  

Evolution of Outshopping 

The place and boundary of outshopping have evolved through the decades. Such 

evolutionary paths can be organized as rural outshopping, domestic online outshopping, 

cross-border or international outshopping and International Online Outshopping (IOO) 

(the emerging phase) in the order of emergence. Table 1 lists some outshopping studies 

that emerged during each phase and their findings. A number of demographic and 

psychographic factors that explain outshopping behavior in each evolutionary phase of 

the phenomenon have been identified. The following section discusses the evolution of 

outshopping in terms of the factors found to affect outshopping in each phase. 
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Table 1. The Evolution of Outshopping and Factors Influencing Outshopping in Each 

Phase 

Outshopping 

Phase  

Author (s) (Year) Factors Influencing Outshopping 

1st Phase: 

Rural 

outshopping 

Hermann and Beik (1968) Income and number of children 

Hawes and Lumpkin (1984) 
Income, home ownership, education 

and physical fitness 

Reidenbach, Cooper and 

Harrison (1984) 

Inadequate assortment of products, 

perceived friendliness of stores and 

dissatisfaction with local service 

Hozier and Stem (1985) Retail patronage loyalty 

Jarratt and Polonsky (1993) Socially active and innovative 

Jarratt (2000) Income, education and age 

2nd Phase: 

Domestic online 

outshopping 

Broekemier and Burkink 

(2004) 

Satisfaction and convenience of 

shopping 

Lee et al. (2009) 

Negative support for local shopping, 

time pressure and in-home shopping 

preference 

Lennon et al. (2008) Dissatisfaction with local retailing 

3rd Phase: 

Cross-border or 

international 

outshopping 

Piron (2002) Competitive prices and parking space 

Dmitrovic and Vida (2005) 
Low prices, higher quality and larger 

assortment of goods 

Guo et al. (2006) 

Desire for showing off power, desire 

for rule of law, egoism and 

masculinity 

Guo and Wang (2009) 

Fashion consciousness, quality of 

product, service and out-shopping 

enjoyment 

Nijssen and Herk (2009) 
Consumer ethnocentrism and belief 

about foreign industry  

Wang et al. (2010) 

Perceived reliability, enjoyment and 

expressiveness toward foreign 

products 

The Emerging 

Phase: 

International 

Online 

Outshopping 

(IOO) 

GAP 
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1st Phase – Rural Outshopping 

Traditionally, outshopping was operationalized as the number of trips a consumer 

took outside the local market area in search of products (Reynolds & Darden, 1972). 

Studies profiled outshoppers as having high income levels, home ownership, education, 

physically fitness and no children (e.g., Hawes & Lumpkin, 1984; Herrmann & Beik, 

1968; Jarratt, 2000). In addition, shoppers who formed retail patronage loyalty, negative  

attitudes towards local merchants, became less loyal to local merchants and were socially 

active were seen to indulge more in outshopping (Hawes & Lumpkin, 1984; Hozier & 

Stem, 1985; Jarratt & Polonsky, 1993). Apart from individual characteristics, 

marketplace characteristics such as inadequate assortment of products and dissatisfying 

service levels were also identified as factors contributing to consumer outshopping (e.g., 

Reidenbach et al., 1984). At this point, outshopping research was mostly restricted to 

rural consumers in the U.S. travelling to neighboring districts to shop. However, with the 

rise of big-box retailers such as Wal-Mart and Target in the 1980s and 90s, researchers 

identified a significant decrease in the number of local mom-and-pop retailers (e.g., 

Goetz & Swaminathan, 2006; Haltiwanger, Jarmin, & Krizan, 2010), therefore possibly 

contributing to a significant decrease in rural outshopping studies. 

2nd Phase - Domestic Online Outshopping 

The domestication of the internet in the 1990s and the accessibility provided to 

the national marketplace resulted in the exponential increase in online shopping wherein 

online retail sales towards the end of the century crossed $15 billion annually (USDC 

2001). With the internet playing a major role in consumer shopping for various products, 
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the outshopping perspective was applied to online shopping activities as well, since it 

resulted in similar consumer motivations and ill-effects on local retailers as does 

traditional outshopping. Such a change in the mode of economic trade also introduced 

emerging opportunities for retailers who could expand their operations through the new 

virtual medium (Lennon et al., 2008). Studies exploring online outshopping behaviors 

identified in-home shopping preferences, negative support for local retailers and time 

pressure as key factors contributing to online outshopping (Lee et al., 2009). 

Additionally, the adverse effect of such online outshopping behaviors on brick-and-

mortar retailers was also heightened. The satisfaction and convenience of shopping online 

proved to be important factors in predicting online outshopping behaviors (Broekemier & 

Burkink, 2004). On the other hand, consumers were found to engage in online 

outshopping also due to dissatisfaction with local retail conditions (Lennon et al., 2008). 

3rd Phase – Cross-Border or International Outshopping 

With globalization imminent, retailers increasingly exposed consumers to a 

variety of new and innovative products, the availability of which remained spread 

throughout the global marketplace (Alden, Steenkamp, & Batra, 2006). The decrease in 

global travel costs extended consumers’ outshopping activity to physically distant 

marketplaces, giving birth to cross-border or international outshopping. International 

outshoppers travelled to foreign countries in search of products or brands that were 

unique to that market or typically sold at a much lower price than in their home markets 

(Piron, 2002). One of the prime motivators for consumers to travel cross-border to shop is 

price differences from home market partly owing to the temporary shift in global 
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exchange rates. The activity of cross-border shopping between the U.S. and Canada, for 

example, occurs when consumers from both countries consistently cross the border to 

shop for products like food, medicine and gas that are relatively cheap in the other 

country (Asplund et al., 2007). A similar trend emerged in the summer of 2015 where 

American consumers travelled to popular destinations in Europe to purchase luxury 

products such as Louis Vuitton handbags for as much as 35% cheaper than the same 

products’ price in the U.S., owing to the recent fall of the Euro (Masidlover, 2015). In 

this case, the cross-border shopping may have also been triggered due to the availability 

of French brands at a cheaper price in their home country France than in the U.S. 

International outshopping trends can also be seen among consumers from 

developing countries who travel long distances to developed countries with the sole 

intention to outshop. Some evidence includes the 41 million Chinese consumers who 

travelled to the Americas and Europe, spending close to $1000 each on luxury products 

in 2007 (Wang et al., 2010) and Brazilian shoppers spending close to $1.63 billion in 

New York City alone in 2010 (Lyons & Trevisani, 2011).  

Studies exploring the marketplace factors influencing cross-border or 

international outshopping behaviors have found that competitive pricing, ample parking 

space (Piron, 2002), product and service quality (Guo & Wang, 2009), and large 

assortment of products (Dmitrovic & Vida, 2007) lead to such behaviors. Other 

psychographic factors observed in prior studies include consumer ethnocentrism (Nijssen 

& Herk, 2009), fashion consciousness, desire to show off power, egoism, masculinity 
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(Guo, Vasquez-Parraga, & Wang, 2006), perceived expressiveness towards foreign 

products and perceived outshopping enjoyment (Wang et al., 2010). 

The Emerging Phase – International Online Outshopping (IOO) 

With the growing success of the ecommerce platform globally, American e-tailers 

such as Amazon and eBay expanded their operations internationally starting in the early 

2000s, vying to capture a growing online consumer market in Asia, Europe, Australia and 

South America (Amazon, 2014; Hsiao, 2009). At the same time, a small number of small- 

and medium-sized retailers and vendors across the developed and developing world 

seized the imminent opportunity to reach out to global consumers by selling through 

these already established e-tailers (Forrester, 2014). Simultaneously, realizing the 

potential to expand their already growing domestic ecommerce business to international 

markets, Chinese e-tailer Alibaba leveraged the cost-effective manufacturing strength of 

local Chinese suppliers to sell to consumers in Western markets such as the U.S. and 

Europe at low prices (Technode, 2009). Though the competition to gain majority global 

market shares in the IOO market is increasing among leading e-tailers such as Amazon, 

Alibaba and eBay, a number of other e-tailers such as Asos and Boohoo from the U.K. 

have emerged giving virtually unlimited options of products and brands for global 

consumers to choose from. Today, these global e-tailers have seen a tremendous increase 

in the influx of foreign customers, with about one-fifth of all traffic generated by these 

websites coming from shoppers outside their country (McDermott, 2015). According to a 

study conducted by Forrester Consulting (2014), out of the 9000 respondents surveyed 

across 17 countries, 82% reported making an online purchase from a website outside their 
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home country. The global market for IOO is currently estimated to be worth $230 billion 

and is expected to reach as much as $1 trillion in 2020 (Tong, 2015).  

One of the main drivers of this boom in IOO is the improved connectivity 

between consumers and retailers via the internet, combined with the advancement in 

hand-held technology, making it easier for consumers to virtually cross borders to shop at 

their convenience (Paypal, 2013). With as much as 70% of global online merchants 

agreeing for the need to create sophisticated IOO platforms, consumers’ user experience 

in browsing, checkout and delivery is predicted to improve, thereby making this 

phenomenon increase in popularity (McDermott, 2015). Although there is a lack of 

academic studies addressing IOO, market research conducted by Paypal (2013) and 

Forrester Consulting (2014) suggested that the availability of a wide variety of products 

at competitive prices and flexible shipping options are key reasons for consumers to 

engage in IOO. 

Theoretical Foundations 

 This section discusses the theoretical foundations of this study. The theories used 

in this study are: (1) Commitment-Trust Theory, (2) Mental Accounting Theory, (3) 

Commodity Theory, and (4) the Model of Customer Delight. These theories discussed 

here will be used as the foundation upon which the conceptual framework of this study 

will be built. 

Commitment-Trust Theory 

 Originating in the relationship marketing literature, the Commitment-Trust 

Theory, proposed by Morgan and Hunt, (1994) questions Thorelli's (1986) central 
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hypothesis of the political economy paradigm. Theorelli (1986) views that power (of a 

firm), a key concept in network analysis that conditions other firms, explains relationship 

failures in strategic alliances. Morgan and Hunt (1994) argued that instead of power, 

there must be a focus on successful relationship marketing with the idea that, in order for 

a seller to build a successful relationship with a buyer, the formation of trust and 

commitment is necessary. According to the tenets of Commitment-Trust Theory, the 

building of commitment and trust in a buyer-seller relationship is crucial because it 

encourages marketers to “(1) work at preserving relationship investments by cooperating 

with exchange partners, (2) resist attractive short-term alternatives in favor of the 

expected long-term benefits of staying with existing partners, and (3) view potentially 

high-risk actions as being prudent because of the belief that their partners will not act 

opportunistically” (Morgan & Hunt, 1994, p. 22). In a given strategic relationship, 

building commitment and trust can directly lead to cooperative behaviors that are 

favorable to a successful long-term relationship. 

Commitment can be defined as a person or consumer’s long-lasting desire to 

maintain relationship with another individual or firm (Moorman, Zaltman, & Deshpande, 

1992). Such commitment is developed only when the consumer considers the relationship 

with the individual or firm as being important.  Popularly used in organizational behavior 

studies, commitment is considered as contributing to decreased organizational turnover 

(Porter, Steers, Mowday, & Boulian, 1974), increase in employee motivation (Farrell & 

Rusbult, 1981) and job equity (Williams & Hazer, 1986). The second element in the 

theory, trust, is formed when an individual has confidence in a firm’s ability to deliver 
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with reliability and integrity (Morgan & Hunt, 1994). Moorman et al. (1992) have argued 

that a person’s feeling of trust toward a firm is followed by an inherent willingness to 

engage in a behavior (i.e., behavioral intention). Therefore, behavioral intention is central 

to the conceptualization of trust, and hence treated in literature as a key outcome of trust 

(Mukherjee & Nath, 2007). 

In the early stages of its adoption in literature, the Commitment-Trust Theory was 

used in many organizational relationship-based topics such as international business-

business relationships (e.g., Friman, Gärling, Millett, Mattsson, & Johnston, 2002), 

relationships between non-profit organizations and their funders (e.g., MacMillan, 

Money, Money, & Downing, 2005) and international collaborative ventures (e.g., 

Beamish & Killing, 1997). The theory also has a variety of applications in the online 

firm-consumer trust building scenarios such as consumer purchase from an e-tailer (e.g., 

Mukherjee & Nath, 2007), customer online banking (e.g., Mukherjee & Nath, 2003), 

purchase of insurance online (e.g., Eastlick, Lotz, & Warrington, 2006) and purchase of 

technologies online (e.g., Li, Browne, & Chau, 2006).  

Based on the aforementioned applications of the commitment-trust theory, it can 

be posited that, in the IOO context, consumers intending to shop from foreign websites 

will at first assess the trustworthiness of a website to develop purchase intention. Further, 

with subsequent experience shopping from that given website, they will form a level of 

commitment towards the e-tailer. In the case of this study which is interested in 

understanding initial IOO intention and behavior, the commitment-trust theory provides a 
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basis for establishing trust to intention and trust to behavior relationships. Therefore, the 

commitment-trust theory is applied to the conceptual framework in this study.  

Mental Accounting Theory 

 Mental Accounting Theory has been widely used to understand the psychology of 

choice under a situation of uncertainty. It is based on Kahneman and Tversky’s (1979) 

Prospect Theory that explains consumer decisions under conditions of uncertainty from a 

value maximization perspective. Here the value function refers to changes in wealth or 

welfare of an individual, rather than the evaluation of absolute magnitude i.e. total assets 

or total wealth. While Prospect Theory’s value function is defined over a single 

unidimensional outcome, Thaler (1985) proposed the Mental Accounting Theory 

considering compound outcomes. According to the Mental Accounting Theory, 

consumers use different implicit methods to assign resources to various mental accounts. 

According to Thaler (1985), “mental accounting is the set of cognitive operations used by 

individuals and households to organize, evaluate, and keep track of financial activities” 

(p. 183). By using mental accounts, individuals make decisions using reference points for 

the account that determines gains or losses in a particular transaction (Grinblatt & Han, 

2005). The concept of relative thinking is central to mental accounting principles where 

the value function, as discussed in Prospect Theory, is defined over gains and losses 

relative to some reference point (Thaler, 1999). 

 There are three main components that make up the process of mental accounting 

(Thaler, 1999). The first component explains how consumers perceive and experience 

outcomes and how their decisions are made and subsequently evaluated. The second 
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component involves the assignment of activities to specific accounts. The third 

component involves the frequency with which these accounts are evaluated. These three 

components make up the primary process of assigning a value function to specific 

transactions or purchase scenarios.  

  According to the tenets of Mental Accounting Theory, individuals analyze 

transactions in two stages namely, evaluating potential transactions and approving or 

disapproving these potential transactions. In evaluating potential transactions, Thaler 

(1985) proposed that the utility of a purchase was calculated as the sum of two kinds of 

utilities: acquisition utility and transaction utility. Acquisition utility refers to the 

financial gain or loss from purchasing a particular product. This gain or loss is 

determined by the perceived value of the good received compared to the actual price. The 

perceived value of a product is the amount of money an individual would need to make 

him/her indifferent between receiving cash or the product as a gift. On the other hand, 

transaction utility refers to the perceived merit of the “deal” (Thaler, 1985). Here, the 

gain or loss in a transaction is determined by the reference price of a product compared to 

the actual price of that product. This reference price is what the individual would expect 

to pay for that given product in a regular shopping scenario, and is also referred to as 

expected price. 

 Since its development, Mental Accounting Theory has been applied in numerous 

economics and psychology related studies resulting in a better understanding of consumer 

transaction decision making. For instance, Bei and Simpson (1995) used acquisition and 

transaction utility to determine consumers’ purchase probability towards recycled 
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products, and found that consumers who perceived more total utility in purchasing 

recycled products were more likely to buy these products. Similarly, Milkman and 

Beshears (2009) found that offering a $10-off coupon on an online grocery store 

significantly increased consumer spending on a given product compared to shopping 

without a coupon for the same product, thereby supporting the increased utility 

perception of consumer decision making. Many other wider applications of the utility 

perception (e.g., Chen, Kök, & Tong, 2012; Kivetz, 1999) and the effect of the 

relationship between service failure and service recovery on customer satisfaction 

(Chuang, Cheng, Chang, & Yang, 2012) have provided further support to the Mental 

Accounting Theory and the understanding of the psychology of consumer choice. 

 With such broad applicability in economic and psychological research, the Mental 

Accounting Theory can provide a strong basis to understand how utility (savings or loss) 

perceptions in consumers, related to a given online transaction at a foreign website, can 

act as a determinant of pre-purchase intention and post-purchase emotions. Specifically, 

by applying the concept of reference price, which is integral to the transaction utility 

construct in Mental Accounting Theory, the conceptual framework in this study can be 

strengthened. The transaction utility construct will be explained in detail in the following 

section where the major constructs of this study as discussed. 

Commodity Theory 

 Commodity Theory, originally conceptualized by Brock (1968), explains the 

psychological effects of scarcity on the desirability of a unique product. Liberally utilized 

as a strategy central to a plethora of marketing and promotional campaigns for decades, 
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the core idea of Commodity Theory is that any commodity or product will be highly 

valued and desired by consumers as long as it is perceived to be unavailable or hard to 

obtain (Brock, 1968). Here, a clear connection between the concept of product scarcity 

and the consumer need for unique products has been well established in literature 

(Fromkin, 1971; Snyder, 1992). 

 There are three main concepts that help in the understanding of the principles of 

commodity theory. These include, (1) commodity, (2) value, and (3) unavailability. A 

“commodity” is defined by Brock (1968) as any entity - object, message or experience - 

that meets three criteria. Firstly, the commodity provides some utility to a person. 

Secondly, commodities must be transferrable from one person to another. Finally, 

commodities must be able to be possessed by a person. “Value” of a commodity can be 

defined as its ability to affect attitudes and behaviors (Brock, 1968). In commodity 

theory, the word “value” is often associated with “utility” and “desirability.” As value 

affects attitudes and behaviors, it can be said that the value, utility or desirability of a 

product increases with the increase in its perceived uniqueness, or in other words, with 

the increase in the scarcity of the product in a given marketplace. “Unavailability” refers 

to the level of scarcity of a product. Unavailability includes, (a) limits on the supply of a 

commodity, (b) limits on the cost of acquiring a commodity, (c) limits in the form of 

restrictions on possession of a commodity, and (d) limits in the form of delays in 

providing a commodity. 

 The application of Commodity Theory in marketing research has been substantial 

in areas ranging from applied psychology (e.g., Zellinger, Fromkin, Speller, & Kohn, 
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1975) and social psychology (e.g., Worchel, 1992) to apparel retailing (e.g., Byun & 

Sternquist, 2008) and consumer behavior (e.g., Fromkin, Olson, Dipboye, & Barnaby, 

1971). In retail marketing, commodity theory has been used to explain product 

uniqueness as a driver of mass customization (Franke & Schreier, 2007; Michel, Kreuzer, 

Stringfellow, & Schumann, 2009), omni-channel usage (Bickle, Buccine, Makela, & 

Mallette, 2006) and advertising communication strategies (Eisend, 2008). In order to 

understand the applicability of Commodity Theory, Lynn (1991) conducted a meta-

analysis of 41 empirical studies that test commodity theory and found overall support for 

the theory’s high reliability in predicting consumer purchase behavior by enhancing value 

of any product that can be possessed. 

 In the IOO context, consumers may often come across products that can be 

considered to be easily available at a foreign country’s e-tailer but deemed scarce in the 

domestic market due to various aspects of the product such as artistic design, 

functionality, technological make-up of the product etc. This may especially apply to 

apparel-related products where cultural and ethnic influences along with varied 

production capabilities make products from one country unique to consumers in another. 

In such a context, Commodity Theory can help translate the demand for such unique 

products through the quantification of purchase intention and behavior of U.S. 

consumers. For this reason, the present study incorporates Commodity Theory into the 

development of the conceptual framework.  
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Model of Customer Delight  

 The model of customer delight was popularized in the service retailing literature 

when the question “Is it sufficient to merely satisfy the customer?” arose. Prior to the 

conceptualization of the delight model in the 1990s, research in satisfaction was at its 

peak where academics and practitioners strived to provide satisfying consumption 

experiences in order to elicit favorable behavioral intentions (Boulding, Kalra, Staelin, & 

Zeithaml, 1993; Taylor & Baker, 1994). One of the most popularly adopted approaches to 

assess satisfaction was the expectancy-disconfirmation paradigm which has been 

described as two processes including expectation creation and the disconfirmation of 

those expectations with outcome comparison (Oliver, 1977). Individuals develop certain 

expectation of outcomes of a certain experience and upon experiencing it, will compare 

the actual outcome to the expectation. This process results in a “better-than/worse-than” 

evaluation of the experience whereby positive disconfirmation is a result of outcomes 

being better than expected, negative disconfirmation is a result of outcomes being worse 

than expected, and confirmation is when outcomes match expectations. Positive 

disconfirmation is shown to result in satisfaction (Oliver & DeSarbo, 1988) and therefore 

highly sought after by marketers. However, later research found levels of highly positive 

satisfaction, the customer’s intentional outcomes of which did not match with that of 

“mere” satisfaction, resulting in the concept of “zone of tolerance” (Parasuraman, 

Zeithaml, & Berry, 1994) beyond which higher levels of satisfaction was possible. This 

consumer response turning from a positive or negative reaction to “extraordinary 

emotional states” (Oliver, 2014, p. 109) was termed “delight” (Schlossberg, 1990).  
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In a seminal work aimed at exploring the concept of delight, Oliver, Rust and 

Varki (1997) (referred to from now on as ORV) developed a structural model of 

antecedents and consequences of delight. This model has since paved the foundation for 

future studies addressing satisfaction and delight. ORV observed that, as the academic 

and managerial concept of satisfaction expands to newer levels, satisfaction is slowly 

being understood as a measure of more than one single level of emotion. They further 

support the findings by observing that the highest levels of satisfaction occurred for the 

group labeled ‘delighted,’ indicating that delight is the highest level of satisfaction, and 

‘surprise’ is the factor that differentiates a satisfied customer from a delighted customer. 

Delight refers “to a profoundly positive emotional state generally resulting from 

having one’s expectations exceeded to a surprising degree” (Rust & Oliver, 2000, p. 86). 

Delight as an extreme level of satisfaction (Kim, Vogt & Knutson, 2015) suggests that 

‘merely’ satisfying customers may not suffice in order to generate favorable behavioral 

responses such as repurchase, loyalty and positive word-of-mouth. Figure 1 shows 

ORV’s model of delight and satisfaction where the bottom portion of the model has the 

traditional expectancy-disconfirmation path and the top part is the proposed delight 

model. 
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Figure 1. Model of Customer Delight and Satisfaction. Adapted from “Customer Delight: 

Foundations, Findings, and Managerial Insight,” by R. L. Oliver, 1997, Journal of 

Retailing 73(3), p. 318. 

 

 

The concept of delight has its basis in numerous emotion theories. One such 

theory is Plutchik’s (1980) typology, which includes eight basic emotions namely, joy, 

acceptance, fear, surprise, sadness, disgust, anger, and anticipation. Based on this, delight 

has been construed as a mixture of joy and surprise, resulting in a ‘pleasant surprise’, and 

the basis for a pleasantly surprising feeling is the exposure to an ‘unexpected’ experience 

or outcome (Verma, 2003). Another theoretical basis founded on emotions for ORV’s 

concept of delight is Russell’s (1980) typology which included two basic dimensions: 

valence and activation. Valence refers to the level of pleasantness, and activation refers to 

the level of arousal (or state of alertness). Further re-analysis of these dimensions resulted 

in the combined dimension, i.e., highly activated positive affect (elation, serenity) or 

highly activated negative affect (distress, boredom) (Watson & Tellegen, 1985), where 
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highly activated positive affect is conceptually similar to “delight” (Oliver et al., 1997). 

As a result of these emotional states, the ORV model of customer delight has been 

identified as a function of three highly interrelated constituents: surprise, arousal, and 

positive affect (Oliver et al., 1997), each of which will be discussed in detail under the 

literature review of major constructs. To illustrate the difference between mere 

satisfaction and delight, consider the following scenarios. 

Scenario 1: A customer orders a product on an ecommerce website. The product’s 

estimated delivery date is between 5 – 7 business days. The customer receives the 

product in 5 business days.  

Scenario 2: A customer orders the same product in scenario one on an ecommerce 

website. The product’s estimated delivery date is between 5 – 7 business days. The 

customer receives the product in 3 business days.  

In scenario one, according to the expectancy-disconfirmation paradigm (Oliver, 

1977), it can be said that the customer’s expectation of delivery between 5 – 7 business 

days was met and therefore he/she was satisfied. On the other hand, in scenario two, the 

performance (in this case, the delivery of the product) well exceeded the expectation, and 

may have triggered the element of ‘surprise’ in the customer leaving him/her delighted 

with the purchase experience. According to the model of customer delight, the resulting 

post-purchase behaviors such as repeat purchase, loyalty and positive word-of-mouth will 

be higher in the second scenario. 

 A number of studies testing the concept of customer delight have provided 

evidence for the need to go beyond satisfying consumers. In the offline retail setting, 
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providing exemplary interpersonal (salesperson interaction) and non-interpersonal 

(product or store-atmosphere) experiences to the customer has been shown to result in 

delightful experiences resulting in higher positive word-of-mouth and increased 

perception of convenience in shopping (Arnold, Reynolds, Ponder & Lueg, 2005). Also, 

offering products with hedonic benefits that meet or exceed consumers’ expectations and 

fulfil promotion goals can enhance customer delight (Chitturi, Raghunathan, & Mahajan, 

2008). In addition to hedonic product aspects, the functional performance of a product or 

service can generate highly positive disconfirmation thereby leading to the feeling of 

delight (Santos & Boote, 2003). Though studies testing the delight concept in the online 

retail setting are limited, when measuring consumer delight and satisfaction related to a 

recent online purchase, delight was found to be a construct that is distinct from 

satisfaction, thereby eliciting separate emotional and cognitive responses that can 

influence behavioral intentions differently (Finn, 2005, 2011). 

 Though outshopping research has predominantly focused on identifying 

antecedents and pre-purchase factors that lead to the intention and/or behavior of 

outshopping, the resulting emotional consequences of such outshopping behavior is 

relatively unknown and unexplored. The Model of Customer Delight provides the basis 

for exploring such emotional consequences, going beyond the traditional notion of 

satisfaction after purchase. The conceptual framework of this study can benefit from 

adopting the emotions in the Model of Customer Delight namely, surprise, arousal, 

positive affect and delight, while being deep-rooted in theory. 
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Major Constructs 

 This section reviews major constructs, which are organized into two parts: the 

antecedents of International Online Outshopping (IOO) intention and the consequences of 

engaging in IOO.  

Antecedents of Initial IOO Intention 

Here, the three constructs being studied as antecedents of initial IOO intention are 

reviewed, and relevant previous research on these constructs are discussed. The three 

antecedents are trust in e-tailer, transaction utility, and product uniqueness. 

Trust in E-tailer 

Consumer trust in a retailer has been one of the central aspects of studying 

consumer purchase decisions in both conventional offline retail setting as well as in 

online retail setting (Walczuch & Lundgren, 2004). Rousseau et al. (1998) define trust as 

“a psychological state comprising the intention to accept vulnerability based upon 

positive expectations of the intentions or behavior of another” (p. 395). In order for a 

customer to feel comfortable when purchasing a product from a retailer, the development 

of trust in that retailer is crucial, as it reduces any complexity and perceived risks 

associated with the purchase (Morgan & Hunt, 1994).  

Trust has often been examined as a multi-dimensional construct and a number of 

scholars have used a variety of dimensions such as integrity, reliability, honesty, 

credibility, benevolence, dependability etc. to explain trust (e.g., Doney & Cannon, 1997; 

Gabarro, 1978; Ganesan, 1994; Larzelere & Huston, 1980; Rempel, Holmes, & Zanna, 

1985; Zaheer, McEvily, & Perrone, 1998). However, most of these dimensions were 
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originally intended to examine trust in inter-organizational (buyer-supplier) (Doney & 

Cannon, 1997; Zaheer et al., 1998) and inter-personal (family or work) (Gabarro, 1978; 

Larzelere & Huston, 1980; Rempel et al., 1985) relationships, and not specifically to 

study online buyer-seller relationships. To derive the most relevant dimensions out of 

these previously established dimensions to explain online consumer trust, Bhattacherjee 

(2002) developed an online trust scale consisting of three dimensions, namely ability, 

benevolence and integrity. Here, ability refers to the consumers’ perception of the e-

tailer’s competence and knowledge required to complete a transaction. Benevolence is 

the extent to which the consumer believes the e-tailer intends to do good beyond a profit 

motive. Integrity refers to the consumers’ perception that the e-tailer will follow a set of 

principles or rules of exchange (such as those mentioned in a privacy policy) and will not 

deceive the consumer in any way. 

The development of trust in a retailer has been shown to be substantially more 

difficult, and relatively more important in online purchase setting compared to offline 

(Bhattacherjee 2002). In an offline setting, trust emanates from the customer’s experience 

engaging with the retailer at a finite physical proximity. The ability to touch and feel 

products enables trust tendencies in offline setting. On the other hand, e-tailers do not 

have a physical location for customers to easily experience these products before 

purchase, and moreover, many e-tailers such as Amazon and eBay act as intermediaries 

between buyers and small-scale sellers making it hard to control and monitor. In addition, 

unlike in offline settings, in order to conduct online transactions, customers are often 

required to share sensitive personal (such as address, phone number, email), and financial 
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information (such as credit card numbers) which are often implicit parts of the transaction 

in an offline retail setting. These basic requirements heighten the perceived risk in an 

online transaction, which can potentially affect a consumer’s decision to engage in such 

transactions. This makes it harder for e-tailers to generate trust among consumers and 

therefore, building a trusting relationship with customers is a prerogative for e-tailers 

(Mukherjee & Nath, 2007). 

A variety of mechanisms have been identified in driving online trust in previous 

research including website characteristics such as privacy, security, brand strength, 

navigation, presentation, and absence of errors, and consumer characteristics such as, 

online expertise, shopping experience, and familiarity (Bart, Shankar, Sultan & Urban, 

2005). In addition, consumers’ perception-based factors (such as perceived reputation and 

normality), knowledge-based factors (such as information practices) and experience-

based factors (such as experience over time) influence overall trust in an e-tailer 

(Walczuch & Lundgren, 2004). In addressing strategies for e-tailers to build consumer 

trust online, studies have shown that utilizing third-party certification, building 

reputation, and offering guaranteed return policies can positively enhance trust 

perceptions towards an e-tailer (Chang, Cheung & Tang, 2013). Trust has also been 

shown to operationalize differently for first time customers and repeat purchasers in that, 

prior satisfaction and perceived service levels are additional antecedents for repeat 

purchasers and does not apply to first time customers (Kim, Xu, & Koh, 2004). 

 Online trust also results in a variety of desirable consumer behaviors such as 

purchase intention (Bock, Lee, Kuan, & Kim, 2012; Chen & Barnes, 2007; Yoon, 2002), 
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word-of-mouth communication (Kassim & Abdullah, 2010; Mukherjee & Nath, 2007), 

positive attitude towards e-tailer (Jarvenpaa, Tractinsky, & Saarinen, 1999), and e-loyalty 

(Sirdeshmukh, Singh, & Sabol, 2002; Sur, 2015). 

Transaction Utility  

 The transaction utility construct, popularly developed and utilized in the 

economics literature, is used to explain consumers’ financial decision making by using 

mental accounts to segregate transactions. The construct stems from the notion that 

consumers’ decision to purchase a product or good depends not only on the perceived 

value of the product or good relative to its selling price, but also on consumers’ 

perception of the quality of the financial terms of the transaction. To explain the concept, 

let us consider two separate purchase contexts in the following scenario (contexts 

separated in parenthesis). 

A customer is looking to buy a new (pair of sport shoes) (luxury handbag) online. 

On a domestic e-tailer’s website the product costs ($60) ($200). While browsing on the 

internet, the customer comes across a foreign website where a similar (pair of sport 

shoes) (luxury handbag) is available for ($30) ($170). The domestic e-tailer delivers the 

product in 7 – 10 business days whereas the foreign e-tailer delivers the product in 

anywhere between 5 – 30 business days. Which e-tailer does he/she choose to buy from? 

According to the transaction utility perspective (Thaler, 1983), most customers 

will be willing to wait 5 – 30 days to save $30 on a $60 item as they perceive high utility 

in the transaction (since they get a similar product for half the price on a foreign website), 

but relatively fewer consumers will be willing to wait that long to save $30 on a $200 



44 
 

item as the relative utility is low even though the absolute saving amount is the same. In 

order to understand the underlying mechanism, it is important to understand how utility is 

assessed. 

The total utility of a purchase is the sum of the acquisition utility and transaction 

utility (Thaler, 1983). Acquisition utility is the economic gain or loss from a transaction. 

Here, let us assume a purchase scenario of a good z. The price of z is p and the value 

equivalent v, which is defined as “the amount of cash the individual would need to make 

him indifferent between receiving the cash or z as a gift” (Thaler, 1983, p. 230). When p 

> v, acquisition utility is negative and when p < v, acquisition utility is positive. 

Therefore, if the value equivalent exceeds the price, the customer perceives the purchase 

of z to be a good deal. On the other hand, transaction utility is the perceived merits 

related to the financial terms of the transaction or deal. Assume p is the selling price and r 

is the reference price, the amount of money a customer expects to pay for a good z. 

Transaction utility is postulated as the difference between the selling price (p) and the 

reference price (r). Therefore, if p > r, the transaction can be perceived as a “rip-off,” 

resulting in a low transaction utility, and if p < r, the transaction can be perceived as a 

“bargain,” resulting in a high transaction utility. Therefore, transaction utility can be 

understood as the amount of savings or loss perceived by a consumer as a result of 

purchasing a product at a given price compared to the reference price (Mayhew & Winer, 

1992).  

 Though the theory suggests the use of both acquisition utility and transaction 

utility to determine total utility of a purchase, Bearden et al. (1992), who assessed 
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acquisition utility and transaction utility in the context of apartment rentals, found that, 

when assessing purchase utility, the addition of the acquisition utility term to the 

transaction utility term did not incrementally add to the explained variance in total utility, 

suggesting that the use of transaction utility is sufficient in explaining the total utility of a 

purchase or transaction. This could be attributed to the complications that may arise in 

assessing acquisition utility as it may not be practical to accurately manipulate or 

determine an amount pertaining to the perceived value equivalent, v, whereas the 

reference price, r, can be easily manipulated or determined. Therefore, this study uses 

only the transaction utility construct. 

 In offline purchase scenarios, providing high transaction utility impacted brand 

choice (Kalwani & Yim, 1992; Kalwani, Yim, Rinne, & Sugita, 1990), satisfaction and 

pleasure (McNeill, Fam, & Chung, 2014). In online settings, the effect of transaction 

utility has been demonstrated by Dodonova and Khoroshilov (2004) in their study which 

showed that a higher ‘buy now’ price listed in an online auction website made customers 

bid more as a result of a high perceptions of transaction utility. In another study set in the 

online shopping context, Gupta and Kim (2010) demonstrated that an increase in 

transaction utility led to an increase in perceived value of the purchase of books online. 

Product Uniqueness 

 The perceived uniqueness of a product is “the extent to which the customer 

regards the product as different from other products in the same category” (Franke & 

Schreier, 2007, p. 95). In literature, the concept of product uniqueness appears in 

different variations such as product innovativeness (Sethi, Smith, & Park, 2001) and 
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product scarcity (Snyder, 1992). Nevertheless, the core idea behind each of these 

manifestations is the implication of the localized unavailability or limited availability 

(either locally or globally) of a product resulting in an increased perceived desirability 

towards the product. Though very similar, it is important to clarify that, the concept of a 

product’s objective uniqueness that is being used in this study, i.e., the availability or 

unavailability of a similar or same product in the marketplace, is different from Lynn and 

Harris’ (1997) concept of consumers’ need for uniqueness, which is a subjective, 

individual-level uniqueness seeking character.  

 Product uniqueness has been shown to be a key driver of customer utility in mass 

customization (Franke & Schreier, 2007), purchase intention (Wu, Lu, Wu, & Fu, 2012), 

perceived product utility (Merle, Chandon, Roux, & Alizon, 2010), hedonic value 

(Holbrook & Hirschman, 1982) and even in developing successful supplier-customer 

relationships (Wikner & Bäckstrand, 2012). In addition, it is also supposed that the 

possession of scarce products provides a route for establishing one’s specialness or 

uniqueness in relation to others (Snyder, 1992).  

Consequences of Engaging in IOO 

 The three main constructs discussed here as consequences of engaging in IOO are 

mainly based on customer delight model. These constructs include surprise, arousal, and 

positive affect. 

Surprise 

 One of the basic constituents of the customer delight model is the presence of an 

element of ‘pleasant surprise’ (Oliver et al., 1997). Surprise is conceptualized as an 
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unexpected experience or outcome resulting from, or as part of, the purchasing process 

(Alexander, 2012). In any part of a purchase process, positive surprise can occur as a 

function of an unexpected positive outcome, and the positive feeling toward that 

unexpected outcome. The ‘unexpected’ aspect of surprise in a consumption experience is 

important (Rust & Oliver, 2000; Vanhamme & Snelders, 2001) in that, upon 

consumption, through recollection, a consumer would realize how surprisingly unusual 

the event was. 

 Vanhamme and Snelders (2001) explain surprise as an emotion that is elicited 

when the inputs coming from an individual’s routine environment do not match their 

schema, or a person’s understanding of their reality. Such discrepancy in the schema is 

the crucial cognitive surprise-eliciting condition. The more frequent the individual 

encounters the surprising environment, the lower the intensity of the surprise can get. 

This is one of the reasons why scholars have addressed the impracticality of surprising a 

customer all the time (Arnold et al., 2005; Kumar, Olshavsky, & King, 2001), but 

nevertheless, stressed the importance of surprising in new and innovative ways (Kumar et 

al., 2001; Rust & Oliver, 2000). 

 The concept of surprise emerged in consumer behavior literature even before the 

conceptualization of the customer delight model, especially in the study of satisfaction. 

Previous research has repeatedly shown surprise as a key element in generating both 

satisfaction (Vanhamme & Snelders, 2001; Westbrook & Oliver, 1991) as well as delight 

(Kumar et al., 2001; Oliver et al., 1997). 

 



48 
 

Arousal 

 Arousal is considered to be one of the two independent dimensions of emotions 

(the other being pleasure) (Bigné, Andreu, & Gnoth, 2005). Arousal refers to “the degree 

to which a person feels stimulated, active, or alert” (Menon & Kahn, 2002, p. 32). In 

consumer behavior, the concept of arousal has been well established in the various 

affective states that it influences. Popularized in the Stimulus (S), Organism (O), 

Response (R) paradigm (Mehrabian & Russell, 1974), also known as SOR model, arousal 

is influenced by physical stimuli such as color, sound, and temperature. Arousal can also 

be triggered by external stimuli such as a shopping mall environment (Baker et al., 1992), 

audio and visual cues in stores (Andersson, Kristensson, Wästlund, & Gustafsson, 2012; 

Eroglu, Machleit, & Davis, 2003) as well as internal stimulus, such as shopping 

involvement (Eroglu, Machleit, & Davis, 2001).  

Through the application of this paradigm, previous research has found that arousal 

(along with pleasure), with the help of environmental stimuli in online and offline retail 

settings, can enhance satisfaction (Bigné et al., 2005; Eroglu et al., 2003; Ha & Lennon, 

2010; Spies, Hesse, & Loesch, 1997), approach behavior, purchase intention (Babin & 

Babin, 2001; Baker et al., 1992; Fiore, Jin, & Kim, 2005), customer evaluation of store 

environment (Mattila & Wirtz, 2006), shopping enjoyment (Donovan, Rossiter, 

Marcoolyn, & Nesdale, 1994) and spending more time at a retail store (Donovan et al., 

1994) . 
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Positive Affect 

 Affect refers to the subjective, positive or negative feelings and moods evoked by 

internal or external stimuli (Cohen, Pham, & Andrade, 2008). Positive affect is associated 

with feelings and moods such as contentment, love, pleasure, pride and happiness (Finn, 

2005; Richins, 1997), whereas negative affect is associated with anger, disgust, fear, 

sadness and shame (Cohen et al., 2008; Laros & Steenkamp, 2005). This study uses 

positive affect as one of the major constructs and defines positive affect as “the extent to 

which a person feels enthusiastic, excited and inspired” (Verhagen & van Dolen, 2011, p. 

320).  

The role of the feelings and moods associated with positive affect has been 

examined in depth in consumer behavior literature. Previous research has shown that 

consumers’ affective states impact their service evaluations (Andreassen, 2000; Smith & 

Bolton, 2002), satisfaction (Mano & Oliver, 1993; Westbrook & Oliver, 1991), urge to 

buy impulsively (Flight, Rountree, & Beatty, 2012; Verhagen & van Dolen, 2011), and 

positive influence on others (Howard & Gengler, 2001). 

Conceptual Framework 

 Based on the extensive review of literature in the above section, a conceptual 

framework that shows the entire process of consumer IOO, including both pre-purchase 

and post-purchase, is developed (Figure 2). In this study, Phase I consists of the pre-

purchase model while Phase II explains post-purchase IOO. As Figure 2 presents, three 

antecedents are selected based on three theories. That is, trust in e-tailer is selected based 

on commitment-trust theory, transaction utility from mental accounting theory, and 
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product uniqueness from commodity theory. Phase II (i.e., the right portion of the 

proposed framework) in Figure 2 is built on the customer delight model. The premise of 

the conceptual framework is that the presence of high levels of e-tailer trust, transaction 

utility and product uniqueness lead consumers to IOO intention and surprise after IOO 

purchase, which in turn will trigger arousal, positive affect and finally delight. Further, 

the proposed framework posits that the e-tailer’s country image (Chinese and U.K. 

image) moderates the strength of the relationship between each of the three antecedents 

and initial IOO intention. This country moderating effect will be tested in Phase I. Each 

of these phases will be tested separately in the Chinese and U.K. e-tailer settings, except 

when testing the moderating effect of e-tailer’s country image in Phase I where the 

Chinese and U.K. e-tailer models will be tested together as two groups to enable direct 

comparison of path strengths. The next section details hypotheses proposed by phase.  



 
 

 

 

 

 

 

 

  

 

 

 

 

 

 

Note: In this conceptual framework, the three antecedents (trust in e-tailer, transaction utility, and product uniqueness) directly 

influence initial IOO Intention in Phase I and Surprise in Phase II. Phase I and Phase II will be tested separately; however, to 

illustrate the entire IOO process including pre-and post-purchase, the whole research framework here shows the two phases 

together. 
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The Proposed Phase I: Pre-Purchase IOO Intention 

 The proposed Phase I posits how each of the three antecedents lead consumers to 

IOO intention in two countries. Additionally, Phase I tests how the process is 

significantly different by two countries. A total of nine hypotheses are developed in 

Phase I with three hypotheses for each antecedent as shown in Figure 3. Each antecedent 

carries one hypothesis number (e.g., H1 for trust in e-tailer, H2 for transaction utility and 

H3 for product uniqueness) under which three sub-hypotheses are formulated (e.g., H1a, 

H1b and H1c). The first two sub-hypotheses (e.g., H1a and H1b) refer to the relationship 

as it relates to Chinese and U.K. e-tailers, respectively. The third sub-hypothesis (e.g., 

H1c) is proposed to test the moderating effect of e-tailer’s country image. Each of the 

nine hypotheses is explained in the next section. 

 

 

 

 

 

 

 

 

 

 

 

Note: Here hypothesis number carrying “a” denotes testing the path in Chinese e-tailer, 

“b” in U.K. e-tailer and “c” testing country image moderating effect. 

Figure 3. The Proposed Phase I: Pre-Purchase IOO Intention Model 
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The Main Effect of Trust in E-tailer on Initial IOO Intention 

 The first hypothesis relates to the effect of trust in an e-tailer on consumers’ 

intention to engage in IOO for the first time. Trust, a multidimensional concept, has been 

extensively shown in prior ecommerce studies to be an important factor that can decide 

consumers’ proclivity to shop from a website. Trust in e-tailer has been found to 

positively affect purchase intention directly (Bart, Shankar, Sultan, & Urban, 2005; 

Becerra & Korgaonkar, 2011; Kim, Ferrin, & Rao, 2009) as well as indirectly, mediated 

through factors such as perceived risk, perceived benefit (Kim et al., 2009), commitment 

toward an e-tailer (Eastlick et al., 2006), perceived usefulness, and attitude (Ha & Stoel, 

2009). In addition, Ramkumar and Jin (2016) proposed a positive influence of trust on 

intention to engage in IOO at developing country e-tailers. 

 Trust can be significantly more important in predicting purchase intention at a 

foreign e-tailer than at a domestic e-tailer. In a study supporting such a notion, Cyr et al. 

(2005) found that consumers exhibited more trust on local websites than on foreign 

websites. Cyr et al. (2005) have also suggested that the perception of risk will be 

heightened when shopping at a foreign e-tailer, compared to shopping at a domestic e-

tailer. In a related concept, Wang et al. (2010) identified perceived reliability of a foreign 

retailer to be a strong predictor of consumers’ propensity to outshop. These suggestions 

may arise from the notion that consumers are well-oriented and familiar with shopping at 

domestic e-tailers such as Amazon and eBay due to the fact that these e-tailers have 

existed for a long time. In contrast, the same feeling may not be shared with shopping at 

foreign e-tailers as the uncertainty and risk associated with such “new” e-tailers may be 
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much higher due to unfamiliarity. In addition, consumers may fear for any breach in 

security related to their personal and financial information by unknown foreign e-tailers, 

or even the risk of paying for a product and not receiving it. Therefore, this study posits 

that trust in an e-tailer will decide consumers’ initial IOO intention. This study further 

postulates that because the importance of online trust remains regardless of an e-tailer’s 

country, the effect will be same for both Chinese and U.K. e-tailers. 

H1: Consumers’ trust in an e-tailer positively influences their initial IOO 

intention at both (a) Chinese and (b) U.K. e-tailers. 

 The Moderating Effect of E-tailer’s Country Image on the Relationship between Trust 

in E-tailer and Initial IOO Intention 

 When purchasing from a foreign retailer, consumers may decide to purchase or 

not based on the level of familiarity and uncertainty associated with that foreign retailer 

(Kaynak & Cavusgil, 1983; Straughan & Albers-Miller, 2001). In unfamiliar and 

uncertain situations such as purchasing from a foreign e-tailer, consumers’ perception of 

the e-tailer’s country image can make or break the purchase decision (Torres & Gutiérrez, 

2007). It is common for consumers to maintain certain positive or negative stereotypes 

and images about foreign countries, and such consumer perceptions of a country’s image 

can vary heavily depending on the level of economic development of the country (macro 

image), thereby affecting their tendency to trust products (micro image) or e-tailers from 

that country (Hsieh et al., 2004; Pappu et al., 2007). Consumers have been found to form 

positive purchase behaviors when their perception of a country’s image is also positive 

(Hsieh et al., 2004). Pappu et al. (2007) found that in a given market (e.g., Australia), 
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consumers’ overall image of a country (e.g., U.S.) affects their perceived equity of a 

brand from that country (e.g., IBM or Apple). Consumers in a developing country like 

Tunisia evaluate products from developed countries positively because they believe these 

products have superior quality and carry symbolic meanings of fashion and status 

(Hamzaoui & Merunka, 2006). Likewise, this study expects that consumers from 

developed countries like the U.S. might not trust the ability of retailers in an emerging 

country to provide goods of quality (e.g., luxury goods from China e-tailers) and safe and 

secure modes of online transactions. This perception of e-tailer’s “ability,” or lack 

thereof, is one of the key dimensions of online trust, defined as consumers’ perception of 

the e-tailer’s competence (in terms of product know-how) and knowledge (in terms of 

processes involved in a secure online transaction) required to complete a transaction 

(Bhattacherjee, 2002). On the other hand, developed countries, such as the U.K., enjoy a 

positive reputation in terms of both micro and macro country image which may translate 

to the positive assessments of consumers trust in the ability of e-tailers from these 

countries to deliver quality products in a safe and secure manner of transaction.  

 Therefore, this study posits that, though the relationship between trust in an e-

tailer and initial IOO intention may remain true across Chinese and U.K. e-tailers, the 

strength of this relationship is moderated by the e-tailer’s country image. Specifically, 

when it comes to the purchase of goods from a U.K. e-tailer (developed country) versus a 

Chinese e-tailer (developing country), the impact of trust on initial IOO intention will be 

higher in the U.K. than in China. 
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H1c: The positive relationship between trust in e-tailer and initial IOO intention 

will be moderated by the e-tailer’s country image such that the relationship will 

be stronger in U.K. e-tailers than in Chinese e-tailers. 

The Main Effect of Transaction Utility on Initial IOO Intention 

 The second main hypothesis relates to the impact of transaction utility on initial 

IOO intention at Chinese and U.K. e-tailers. Transaction utility, derived from Mental 

Accounting Theory, is assessed by comparing the actual selling price of a product against 

a reference price (consumers’ expected price of that product based on prior knowledge) 

(Thaler, 1985). When comparing actual and reference prices, the resulting price 

difference indicates the amount of savings (or loss) that has been achieved (Mayhew & 

Winer, 1992). Reference prices can be derived from both internal (from memory of prior 

purchase experiences) and external (regular prices observed in the environment) sources 

(Lowengart, 2002). In the context of shopping domestically where reference prices are 

based on internal and external sources derived from prior domestic purchase experiences, 

consumers react differently to increase and decrease in a product’s market price relative 

to the price in the home country (Kalyanaram & Winer, 1995). However, in initial IOO 

purchases where increase or decrease in foreign market prices are yet to be observed 

since no prior IOO experience exists, reference price originating from knowledge of the 

domestic market prices for a given product will be compared against the absolute price 

for which the product is sold at the foreign e-tailer’s website.  

In previous studies, consumers’ intention to purchase a product is found to be 

positively related to perceptions of transaction utility, or in other word price saving (Della 
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Bitta, Monroe, & McGinnis, 1981; Grewal, Monroe, & Krishnan, 1998; Urbany & 

Dickson, 1991). Considerable support also exists in the economics and consumer 

behavior literature on transaction utility as a predictor of purchase intention in online 

purchase settings (Gupta & Kim, 2010; Kauffman, Lai, & Ho, 2010; Kim, Xu, & Gupta, 

2012). If a product is available at a foreign e-tailer (selling price) for a price much less 

than a similar product at a domestic e-tailer (reference price), the total transaction utility 

is high, and the level of possible savings achieved is also high, which will in turn improve 

their intention to engage in IOO at that foreign e-tailer. Therefore, this study expects a 

positive impact of transaction utility on initial IOO intention. Such an impact is expected 

to exist in the IOO setting at both Chinese and U.K. e-tailers, as consumer perception of 

transaction utility is expected to remain positive if actual prices in either a Chinese e-

tailer or a U.K. e-tailer are lower than reference prices in their home country. 

H2: Transaction utility positively influences consumers’ initial IOO intention at 

both (a) Chinese and (b) U.K. e-tailers.  

The Moderating Effect of E-tailer’s Country Image on the Relationship between 

Transaction Utility and Initial IOO Intention 

 Consumers’ perception of products emanating from certain country e-tailers and 

product-related associations such as the relative prices of these products at these e-tailers 

can vary to a high degree based on the e-tailer’s country image (Hamzaoui & Merunka, 

2006). Products originating from developing country e-tailers, for example, are typically 

perceived to be less expensive because of the ability of these e-tailers to produce the 

products at low manufacturing costs, thereby transferring this cost benefit to the 
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consumer. Cline (1979) found high intercorrelations between a manufacturer’s country 

image and perceived price of products offered by that manufacturer, indicating that 

products in less-developed countries were expected to be priced lower than similar 

products in the U.S. or other more-developed countries like the U.K. In one of the earliest 

studies conducted on product price-image associated with country image, Shimp, Samiee 

and Madden (1993), through in-depth qualitative interviews of consumers in the U.S., 

identified that consumers typically associated low-priced products with developing 

countries such as Yugoslavia (today’s Serbia and Montenegro), South Korea, India, Iran 

and Japan (here, both South Korea and Japan were still perceived as developing countries 

when this study was conducted). 

Therefore, when purchasing products from Chinese e-tailers, consumers may 

expect a higher level of transaction utility as they expect the product prices at these 

websites to be much cheaper, when compared to purchasing products from U.K. e-tailers 

where higher prices are typically expected, resulting in lower transaction utility. In other 

words, the effect of transaction utility on initial IOO intention will be stronger when 

shopping at Chinese e-tailers compared to shopping at U.K. e-tailers.   

H2c: The positive relationship between transaction utility and initial IOO 

intention will be moderated by the e-tailer’s country image such that the 

relationship will be stronger in Chinese e-tailers than in U.K. e-tailers. 

The Main Effect of Product Uniqueness on Initial IOO Intention 

 Product uniqueness refers to the extent to which the characteristics of a particular 

product (such as color, design, styling, brand etc.) available at a given e-tailer cannot be 
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seen in products available at other e-tailers from that country or any other country, 

making that product unique and scarce (Wu et al., 2012). This study posits that the 

underlying effect of exposure to unique products is the increased desirability to purchase 

that product, as described in the Commodity Theory (Brock, 1968). By virtue of being 

unusual or unique to consumers’ regular shopping environments, the unique 

characteristics of these products increase the level of consumers’ desirability to acquire 

such products in order to fulfil their ego needs (Guo et al., 2006). Previous research 

supports that, by creating highly desirable, unique and innovative products, retailers can 

influence consumers’ intention to purchase the products (Holak & Lehmann, 1990; Wu et 

al., 2012). 

 In international outshopping studies, the availability of unique products in a 

country’s marketplace has been shown to significantly influence consumers’ intention 

and attitude towards travelling cross-border to purchase the product since they believe a 

similar product cannot be obtained in their home country. Kim and Littrell (1999) found 

that American female travelers in Mexico formed positive attitudes towards purchasing 

textile and clothing products that were unique to the country, thereby affecting their 

purchase intention. Guo et al.'s (2006) study suggests that Mexican shoppers travelling to 

the U.S. to outshop do so in order to access the latest fashions and new products that are 

not available in their local marketplaces.  

 Studies have suggested that e-tailing as one of many shopping channels available 

to consumers has been successful largely due to its ability to provide easy access to 

unique products, especially in apparel and clothing related categories, that may have been 



60 
 

otherwise hard to access (Kim & Kim, 2004). The relationship between product 

uniqueness and purchase intention is expected to be also true in the IOO setting given the 

additional costs of acquiring unique products, such as transportation and psychic costs, 

from foreign countries are virtually nonexistent in IOO where the purchase is made at the 

click of a button from the consumers’ home. Further, the availability of a plethora of 

unique products in various consumer product categories including apparel and electronics 

at both Chinese and U.K. e-tailers, such as Asos.com, Boohoo.com, and Aliexpress.com 

provide a stronger case to establish such a relationship. Therefore, this study hypothesizes 

that product uniqueness will positively impact initial IOO intention, and this effect is 

expected to hold true when exposed to unique products at both Chinese and U.K. e-

tailers. 

H3: Product uniqueness positively influences consumers’ initial IOO intention at 

both (a) Chinese and (b) U.K. e-tailers.  

The Moderating Effect of E-tailer’s Country Image on the Relationship between 

Product Uniqueness and Initial IOO Intention 

 In addressing the effect of country image on the perceptions of product 

uniqueness, Baker and Ballington (2002) suggested that countries and retailers with 

unique products, coupled with a positive country image, must draw consumers’ attention 

towards these products. They also found that the general notion of the characteristics of 

products coming from more-developed countries like Scotland, which is a part of the 

U.K., include phrases like innovation and sophistication, whereas the consumers who live 

in developing countries rated their own country’s products as less superior and less 
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innovative. Such a notion was also mirrored by Hamzaoui and Merunka's (2006) 

observations of country image effects. This exhibits a mix of stereotypical and factual 

perspectives of consumers towards products offered by retailers in developed countries as 

more unique, innovative and sophisticated, while perceiving products offered by 

developing country retailers as more affordable, and therefore mass produced and less 

unique in characteristics (Dichter, 1985; Koschate-Fischer et al., 2012; Roth & Romeo, 

1992).  

 Such a comparison does not suggest a dyadic perception to product uniqueness 

such that developed country products are unique and developing country products are not 

unique, but rather a gauge of less unique to highly unique on a continuum. In this 

continuum, this study posits that a higher uniqueness is expected in products offered at 

U.K. e-tailers compared to products offered at Chinese e-tailers, which results in stronger 

moderating effect in U.K. on the relationship between product uniqueness and initial IOO 

intention. 

H3c: The positive relationship between product uniqueness and initial IOO 

intention will be moderated by the e-tailer’s country image such that the 

relationship will be stronger in U.K. e-tailers than in Chinese e-tailers. 

The Proposed Phase II: Post-Purchase IOO 

 In the proposed framework in Phase II, shown in Figure 4, a total of sixteen 

hypotheses are established with eight main hypotheses under which two sub-hypotheses 

are developed. As with Phase I, each hypothesis number carries “a” (denoting Chinese e-

tailers) and “b” (denoting U.K. e-tailers). Unlike in Phase I, this Phase does not test the 
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moderating effect of e-tailer’s country image on any of the hypothesized relationships as 

no such effect is expected to provide additional strength to the relationships proposed 

here. In the following section, each of the sixteen hypotheses is explained based on the 

customer delight model and previous studies. 

 

 

 

 

 

 

 

 

 

 

Note: Here hypothesis number carrying “a” denotes testing the path in Chinese e-tailer 

and “b” in U.K. e-tailer 

 

Figure 4. The Proposed Phase II: Post-Purchase IOO Model 
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induce trust (Bhattacherjee, 2002). These qualities are typically elucidated by e-tailers by 

providing transparent information of privacy policies, accepting product returns, offering 

refunds whenever required, and providing optimum service which results in positive 

customer reviews. When such transparencies do not exist, low trust is perceived and 

therefore no surprise is felt, as they did not expect a foreign e-tailer to be highly 

trustworthy to begin with, and their actual experience merely matched their initial 

expectations.   

The feeling of surprise is typically elicited when a consumer is exposed to an 

unexpected experience or outcome resulting from, or as part of, the purchasing process 

(Rust & Oliver, 2000). Therefore, by definition, one of the most important prerequisites 

of surprise that has been stressed upon in the customer delight literature is experiencing 

something ‘unexpected’ (Alexander, 2012; Vanhamme & Snelders, 2001; Verma, 2003). 

In an initial IOO purchase setting where a consumer is exposed to a highly trustworthy 

foreign website, this ‘unexpected experience’ is being fulfilled, as consumers typically do 

not expect these websites to be as trustworthy as domestic websites.  

Therefore, it is hypothesized that, U.S. consumers’ trust in an e-tailer will 

positively impact the degree of anticipated surprise that they might feel after an initial 

IOO purchase experience. This effect is expected upon purchase at both Chinese and 

U.K. e-tailers since the provision of an unexpected experience is possible from both e-

tailers, and consumers’ level of surprise will be present upon purchase at both country e-

tailers under high trust conditions. 
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H4: Consumers’ trust in an e-tailer positively influences their degree of surprise 

upon engaging in IOO at both (a) Chinese and (b) U.K. e-tailers. 

The Effect of Transaction Utility on Surprise 

High transaction utility, or in other words, price saving, can be another 

‘unexpected’ experience IOO consumers may encounter. Urbany et al. (1997) observe 

that, incremental transaction utility, i.e., observing a selling price much lower than 

expected, can result in the feeling of surprise. When studying the effects of transaction 

utility provided through price promotions such as refunds and rebates on Chinese 

respondents, McNeill et al. (2014) observed respondents describing their experience as 

‘pleasantly surprising.’ They also suggest that in situations where savings occur in the 

form of transaction utility unexpectedly, the feeling of surprise will be heightened. 

To illustrate the above discussed relationship between transaction utility and 

surprise, consider a scenario where a consumer engaging in comparative shopping online 

comes across an e-tailer carrying the same or similar product that he/she is searching for 

at a much cheaper price than any other website. In this scenario, the perceived transaction 

utility or savings that is expected to be achieved by “taking advantage of the financial 

terms of this price deal,” motivates the consumer to purchase the cheaper product 

(Grewal et al., 1998). Upon purchase, the experience of achieving high transaction utility 

(savings) can induce a level of surprise in the consumer, and this effect can be even 

stronger when that cheaper product is found at a foreign e-tailer website, as the consumer 

did not expect to find, or was not aware of the existence of, such a discounted offering. 

The unexpected transaction utility resulting in the feeling of surprise can be described as, 
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“I was surprised to find that the gym shoes that I was looking for was available at this 

(foreign country’s) website for much cheaper. I never knew that until now.” Therefore, 

this study posits that transaction utility will impact the degree of anticipated surprise in 

both Chinese and U.K. e-tailer settings. This effect is expected to be positive when U.S. 

consumers engage in an initial IOO purchase at both Chinese and U.K. e-tailers, as both 

represent foreign website purchases, and a high transaction utility availed at either will 

elicit no less surprise. 

H5: Transaction utility positively influences consumers’ degree of surprise upon 

engaging in IOO at both (a) Chinese and (b) U.K. e-tailers. 

The Effect of Product Uniqueness on Surprise 

 In this study, exposure to a unique product and consequent purchase of that 

product is expected to trigger the feeling of surprise. In a seminal study of psychological 

processes involved in “the person, the product and the response,” Jackson and Messick 

(1965) best explore the reaction of surprise when individuals are exposed to unique, or as 

they like to call it, “unusual” products. They explain that, “confrontation with an unusual 

object (product) or event characteristically evokes surprise in the viewer. The unusual 

(product) is attention getting, it catches our eye, its ‘unexpectedness’ may shock or amaze 

us” (Jackson & Messick, 1965, p. 317). As previously discussed, unexpectedness is the 

prime characteristic inducing surprise, and to support this, Jackson and Messick (1965) 

further state that, “the degree and character of surprise is a function of the norms of 

expectation in much the same manner as is unusualness” (p. 323).  
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By consistently designing, developing and manufacturing products to include 

unique and innovative features, manufacturers and retailers can surprise consumers in a 

positive way (Lee & O’Connor, 2003; Molina-Castillo & Munuera-Aleman, 2009; 

Ogawa & Piller, 2006). Moreover, in the outshopping context, studies have shown that 

offering unique products to foreign customers is one of the ways foreign retailers 

encourage outshopping (Guo et al., 2006; Holak & Lehmann, 1990; Wu et al., 2012), 

thereby inducing the feeling of surprise upon purchase. Therefore, the following 

hypothesis states that, by purchasing unique products at both Chinese and U.K. e-tailers, 

consumers’ degree of anticipated surprise is positively affected. This impact is expected 

to hold true upon purchase at both Chinese and U.K. e-tailers, since the e-tailers in both 

countries possess the capabilities to provide such innovative and unique products, and a 

first-time shopper at these websites is expected to experience a degree of surprise if 

exposed to a highly unique product.  

H6: Product uniqueness positively influences consumers’ degree of surprise upon 

engaging in IOO at both (a) Chinese and (b) U.K. e-tailers. 

The Effects in the Model of Customer Delight 

 In the established behavioral model of customer delight (Oliver et al., 1997) and 

further applications of this model in literature (e.g., Finn, 2005; Loureiro & Kastenholz, 

2011), delight was consistently found to be a direct and indirect function of surprise, 

arousal, and positive affect. Each of these functions are discussed here along with an 

explanation of how the customer delight model can be applied to the IOO setting. 
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First, experiencing an unexpectedly high level of surprise initiates the feeling of 

arousal (Charlesworth, 1969), which is the feeling of stimulation or alertness (Menon & 

Kahn, 2002). One of the qualities of surprise is that it orients the individual to respond to 

environmental stimuli, and one of the immediate subconscious responses is arousal 

(Oliver et al., 1997). For this reason, surprise has also been referred to as a preemotion, in 

that it triggers further emotions such as arousal (Lazarus, 1991). Experiencing positive 

surprise through an unexpected purchase experience also provokes the feeling of delight, 

which is conceptualized as an extreme level of satisfaction (Rust, Zahorik, & 

Keiningham, 1996). More importantly the feeling of delight was not shown to occur in 

consumers who did not experience similar surprise (Crotts & Magnini, 2011). Further, 

Vanhamme (2000) points out that positive surprise is a necessary condition for delight to 

occur, as surprise and joy are the two main emotional determinants of delight (Rust & 

Oliver, 2000). 

Second, apart from being an effect of surprise, arousal further invokes the 

pleasure sensation called positive affect (Finn, 2005). This is demonstrated to be true 

especially when the feeling of arousal is present in the context of a positively surprising 

purchase experience, thereby resulting in elevated levels of positive affect (Schachter & 

Singer, 1962). Additionally, arousal also plays an activation role in the emotional 

process, leading to delight (Loureiro & Kastenholz, 2011). This connection between 

arousal and delight has its origins in the satisfaction literature with support from the 

findings that all levels of arousal (low, medium and high) have equal potential to 
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positively affect the perception of satisfaction (Mano & Oliver, 1993; Oliver, 1989) and 

therefore delight, which is the highest level of satisfaction. 

Finally, positive affect also acts as a direct cause in generating delight levels 

(Oliver et al., 1997). Also originating in the satisfaction literature, the levels of affect, 

especially positive affect generated through the feeling of arousal, significantly affects 

consumer’s perceptions of high level satisfaction (Mano & Oliver, 1993) or delight. 

The customer delight path model discussed above is expected to apply to the 

initial IOO setting explored in the present study. In an initial IOO purchase scenario, 

consumers are typically unaware of what to expect due to a lack of prior experience in 

purchasing from foreign websites. The only point of reference for these consumers 

originates from their prior experience purchasing at domestic websites where privacy 

policies, pricing, products etc. are more-or-less of similar formats. However, realizing the 

challenges in reaching U.S. consumers, many Chinese and U.K. e-tailers provide flexible 

delivery options, customized privacy policies, products and price-points in order to attract 

these consumers (Forrester Consulting, 2014). Therefore, in an initial IOO purchase, a 

consumer’s out-of-the-ordinary experience, arising from variations in these products, 

prices and services available, unlike what they see at a domestic website, can surprise 

them, thereby eliciting the emotions of arousal, positive affect and eventually delight. 

Applying the model of customer delight to an IOO purchase setting at both 

Chinese and U.K. e-tailers, this study postulates the following hypotheses. 

H7: Consumers’ degree of surprise positively influences their level of arousal 

upon engaging in IOO at both (a) Chinese and (b) U.K. e-tailers. 
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H8: Consumers’ degree of surprise positively influences their level of delight 

upon engaging in IOO at both (a) Chinese and (b) U.K. e-tailers. 

H9: Consumers’ level of arousal positively influences their level of positive affect 

upon engaging in IOO at both (a) Chinese and (b) U.K. e-tailers. 

H10: Consumers’ level of arousal positively influences their level of delight upon 

engaging in IOO at both (a) Chinese and (b) U.K. e-tailers. 

H11: Consumers’ level of positive affect positively influences their level of delight 

upon engaging in IOO at both (a) Chinese and (b) U.K. e-tailers. 
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CHAPTER III 

METHODOLOGY 

 This chapter presents the methodology involved of this experimental study. The 

chapter is divided into five sections, namely (1) Pre-test, (2) Data Collection, (3) 

Measurement, (4) Protocol, and (5) Data Analysis. 

Pre-Test 

In order to measure consumers’ IOO intention in Phase I, and level of surprise, 

arousal, positive affect and delight in Phase II, this study manipulated three antecedent 

variables, namely, trust in e-tailer, transaction utility and product uniqueness, using 

vignettes developed in scenario-based experiment. Prior to data collection, it is necessary 

to perform manipulation checks on the validity of these vignettes (Perdue & Summers, 

1986). The purpose of this pre-test it was to establish internal validity and ensure that the 

vignettes used to manipulate the antecedent variables actually represent the constructs 

that they were meant to represent, a step that is common in extant experimental studies 

(Barling & Phillips, 1993; Dvir, Eden, Avolio, & Shamir, 2002; Perdue & Summers, 

1986). 

This study used a combination of text- and picture-based vignettes to manipulate 

two levels (i.e., high and low) of the independent variables. A total of 8 (2 x 2 x 2) 

combinations of scenarios resulted from having two levels in three antecedents (trust in e-

tailer, transaction utility and product uniqueness). In order to validate the vignettes used 
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to manipulate each of the two levels, two pre-tests were conducted. The goal of the first 

pre-test was to identify pictures of two pairs of athletic shoes: one high on product 

uniqueness and one low on product uniqueness. To select this picture, a convenience 

sample of 40 students at a Southeastern University were recruited to participate in this 

first pre-test. A list of ten pictures each for men and women’s athletic shoes were 

gathered from existing products listed on U.K. and Chinese e-tailer websites. At the 

beginning of the online survey, the respondents were asked to indicate their gender. Upon 

selecting their gender, ten pictures of the corresponding gender’s athletic shoes appeared, 

and the respondent was asked to answer the following question for each picture: “Do you 

find the following pair of athletic shoes unique? Indicate how strongly you disagree or 

agree that each of the following pairs is unique” on a 5-point Likert scale (1 = Strongly 

Disagree to 5 = Strongly Agree). The pictures that resulted in the highest significant 

difference on the assessed scale were selected as high and low unique products. Appendix 

A provides a copy of the first pre-test. 

The goal of the second pre-test was to validate the eight total scenarios consisting 

of all possible combinations of different levels of the antecedent variables, i.e., high/low 

trust, high/low transaction utility and high/low product uniqueness. Here, trust in e-tailers 

and transaction utility were manipulated using textual descriptions, and the pictures that 

resulted from the manipulation of product uniqueness performed in pre-test 1 were used 

to reconfirm their validation. The eight possible scenarios are shown in Table 2. 

 

 



 

72 
 

Table 2. Eight Scenarios Resulting in all Possible Combinations of High/Low Trust, 

Transaction Utility, and Product Uniqueness 

Combination Trust Transaction utility  Uniqueness 

1 High High High 

2 High High Low 

3 High Low High 

4 Low High High 

5 High Low Low 

6 Low High Low 

7 Low Low High 

8 Low Low Low 

 

               

To conduct the second pre-test, an online survey was administered using a 

convenience sample of 40 students at a Southeastern university. To each respondent, the 

survey randomly displayed one combination out of the eight total possible combinations 

of scenarios at either Chinese or U.K. e-tailer settings. This study chose to compare U.S. 

consumers’ IOO specifically at Chinese and U.K. e-tailers since these are the top two 

IOO destinations for U.S. consumers to shop at (Paypal, 2013). Also, by comparing 

Chinese and U.K. e-tailers, this study allowed for a comparison between U.S. consumers’ 

IOO behaviors at developing and developed country e-tailers respectively, as 

characteristics of these e-tailers in terms of products, pricing and shipping durations 

differ significantly, thereby revealing interesting insights. 

Once the survey started, the online shopping scenario was first introduced, and the 

respondent was asked to assume that he/she was looking to purchase a pair of athletic 

shoes online, and they had come across a Chinese or U.K. e-tailer’s website that sold 

similar shoes. First, the e-tailer’s description, such as typical delivery times and shipping 



 

73 
 

charges, were mentioned. Below the e-tailer description, a picture of a hypothetical e-

tailer website was shown as a visual reference to the respondent. Further, a brief text 

manipulating trust (high or low) was shown to the respondent. For instance, the following 

text was used to manipulate high trust. 

 

This website has been in business for over 5 years. Online customer reviews about 

this website are overall positive. The website offers buyer protection, which 

means a full or partial refund is guaranteed if: 

 Your order does not arrive within the delivery time promised by the seller. 

 Your item is significantly different from the seller’s product description. 

 You receive an item and wish to return it for any reason as long as the item is 

unused and in perfect condition. 

 

The respondent was then asked to indicate how strongly he/she disagrees or 

agrees to statements on an established initial trust scale, a 5-point Likert scale (1 = 

Strongly Disagree to 5 = Strongly Agree) developed by Koufaris and Hampton-Sosa 

(2004), with statements such as “This website is trustworthy” and “I trust this website 

keeps my best interests in mind.” 

To validate the manipulations of high and low transaction utility, which is the 

difference between the selling price and reference price of a product, a brief text 

indicating the selling price of the athletic shoe at the Chinese/U.K. e-tailer and the 

reference price, i.e., the typical price at which the same product sells at an e-tailer in the 

U.S., was displayed. Below this, a picture of the pair of athletic shoes that resulted as 

high or low unique in the first pre-test was displayed in order to reconfirm that the two 

pictures of athletic shoes indeed denote high and low uniqueness when presented as part 
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of the whole scenario. The respondent was then asked to indicate how strongly he/she 

disagreed or agreed to four statements relating to product uniqueness, such as “This 

product has styling and features that are rare to find in the U.S.” and three statements 

relating to transaction utility, such as “I would get a lot of pleasure knowing that I would 

save money at this price on this website” on a 5-point Likert scale (1 = Strongly Disagree 

to 5 = Strongly Agree). The statements for product uniqueness were developed using key 

words from Commodity Theory (Brock, 1968), whereas the statements for transaction 

utility were adapted from Grewal, Monroe and Krishnan's (1998) transaction value scale. 

Upon analysis, significant differences in scaled items revealed that the text- and picture-

based vignettes used did manipulate the right levels (high or low) of trust in e-tailer, 

product uniqueness and transaction utility.  

Finally, since this study expected a moderating effect of Chinese and U.K. e-

tailer’s country image, a scale consisting of 11 items adapted from Laroche et al. (2005), 

assessing the respondent’s perceptions of country, people, desired interaction and 

products were measured on a 7-point bipolar, semantic differential scale. Upon analysis, 

a statistically significant difference confirmed the expectation that U.S. consumers’ 

perceptions of the country image of a developing country is lower than that of a 

developed country. Appendix B shows a copy of the second pre-test. 
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Data Collection 

Data in this study were collected from undergraduate and graduate students in 

universities across the Midwestern, Southeastern and Northeastern states of the U.S. A 

college student sample was deemed appropriate for this study for many reasons. Firstly, 

college students are the most active web users (Kim, Ma, & Park, 2009) and online 

shoppers (Klopping & McKinney, 2004), especially of apparel products (Jeong, Fiore, 

Niehm, & Lorenz, 2009). Moreover, online shopping among this demographic is on the 

rise (Wang, 2013), making them apt for studying online shopping behaviors. Secondly, 

the use of a homogenous sample such as a student sample can control for random sources 

of error and decrease the likelihood of making a type II error (Calder, Phillips, & Tybout, 

1981). Lastly, using a student sample can decrease the effects of variance in web-based 

literacy (Lee & Lin, 2005). 

 In order to recruit respondents for the study, professors at the universities were 

contacted and requested to invite their students to participate in the study. Upon gaining 

permission from the course instructors, an email recruitment script along with the online 

study link was sent to these instructors who forwarded the same to their students via 

email. To incentivize the students for participation in the study, $25 gift cards were 

awarded to four randomly selected participants upon successful completion of the study.  

 The data in this study were collected by developing the experiment on the online 

survey platform Qualtrics. Since the study dealt with online shopping behaviors, using an 

online platform ensured that data were captured from respondents who are well-versed 
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and experienced in using the internet to perform activities such as browsing online for 

products and eliminates non-internet users (e.g., Lim, Sia, Lee, & Benbasat, 2006; 

Senecal, Kalczynski, & Nantel, 2005). In this study, participants were randomly assigned 

to one of eight scenarios in either Chinese or U.K. e-tailer setting.  

To achieve an optimal, representative sample size in an experimental design, Hair, 

Black, Babin, and Anderson (2010) recommend that each group’s (cell’s) sample size 

equal 30. This study has a total of eight cells (2 x 2 x 2) per country’s scenario (i.e. China 

and U.K.), making it a total of 16 cells including both countries. Therefore, the study 

needed a total sample size of 480 (30 x 16) respondents. Moreover, it was also crucial to 

maintain equal sample size in each group as the effectiveness of the analysis is dictated 

by the smallest group sizes, thus making sample size considerations a primary concern 

(Hair et al., 2010). 

Measurement 

 Upon manipulating the independent variables, namely, trust in e-tailer, transaction 

utility, and product uniqueness, the respondent’s IOO intention (Phase I) and level of 

anticipated surprise, arousal, positive affect and delight (Phase II) were measured. Table 

3 summarizes the scale items and sources of these major constructs. 

 All constructs will be measured using valid and reliable existing measures in 

literature. In Phase I, the dependent variable IOO intention is measured using Yoo and 

Donthu's (2001) purchase intention scale. In Phase II, Finn's (2005) adaptation of the 
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Oliver et al.'s (1997) model of delight scale is used to measure surprise, arousal, positive 

affect, and delight. Country image is measured using Laroche et al.’s (2005) scale. 

 

 Table 3. Summary of Major Constructs, Scale Items, and Sources 

Construct Scale Items Source 

Based on the above scenario, please indicate how strongly you disagree or agree with the 

following statements. (1 = Strongly Disagree to 5 = Strongly Agree) 

IOO Intention 

1. I will definitely buy this product from this website. 

2. I intend to purchase through this website. 

3. It is likely that I will purchase through this website.  

4. I expect to purchase through this website. 

Yoo and 

Donthu 

(2001) 

Assume that you place an order for the pair of athletic shoes from the website in the above 

scenario. You receive the product at your doorstep/mailbox within the specified delivery 

duration of 7 – 30 days. The product you received matches the seller’s description and picture 

of the product on the website. If you purchased as above, how likely are you to feel each of the 

following? (1 = Never to 5 = Always) 

Surprise 
1. Astonished 

2. Surprised 

Finn 

(2005) 

 

Arousal 

3. Stimulated 

4. Excited 

5. Enthused 

Positive Affect 

6. Happy 

7. Contented 

8. Pleased 

Delight 

9. Gleeful 

10. Elated 

11. Delighted 

Please rate your perception of the country China/U.K. on the following items? 

Country Image – 

Overall Country 

12. Poor - Rich 

13. Technologically not advanced – Technologically advance 

14. Low level of education – High level of education 

Laroche 

et al. 

(2005) 

Country Image – 

People Effects 

15. Not trustworthy people – Trustworthy people 

16. Not hardworking people – Hardworking people 

17. Not likeable people – Likeable people 

Country Image – 

Product Beliefs 

18. Unreliable products – Reliable products 

19. Products with poor workmanship – Products with good 

workmanship 

20. Poor quality products – Good quality products 

Country Image – 

Desired 

Interaction 

21. We should not have closer ties with China – We should 

have closer ties with China 

22. Not an ideal country – Idea country 
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Phase I: IOO Intention 

 Upon reading the online shopping scenario at a Chinese/U.K. e-tailer, 

respondents’ intention to purchase from that website (IOO intention) was measured using 

items adapted from Yoo and Donthu's (2001) online purchase intention scale. Their 4-

item scale used statements like, “I will definitely buy products from this site in the near 

future” and “I expect to purchase through this site in the near future.” Since the present 

study was interested in measuring immediate purchase intention upon being exposed to 

the scenario-based stimuli, and not purchase intention in the ‘near future,’ the items were 

reworded as follows: “I will definitely buy this product from this website” and “I expect 

to purchase through this website.” The reliability of the original scale was acceptable 

(Cronbach α = 0.96). The four items in this construct will be evaluated on a five-point 

Likert scale (1 = strongly disagree to 5 = strongly Agree). 

Phase II: Model of Customer Delight 

 In order to measure the constructs in the model of customer delight in Phase II, 

namely, surprise, arousal, positive affect and delight, Finn's (2005) adaptation of Oliver 

et al.'s (1997) measurement model of delight was used. Upon exposure to the shopping 

scenario at a Chinese/U.K. etailer, respondents were asked to assume that they purchased 

the pair of athletic shoes from the website in the scenario and indicate the frequency with 

which they felt the four emotions (constructs) in the model of delight on a 5-point Likert 

scale (1 = never to 5 = always). The items in each construct are discussed below.  
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Surprise 

The surprise construct measures the degree to which the consumer feels surprised 

as a result of an unexpected experience during a shopping scenario (Rust & Oliver, 

2000). In order to measure their level of surprise, the respondents were asked to indicate 

how likely they were to feel “Astonished” and “Surprised” during the purchase process 

based on the scenario. The reliability of the two-item scale was at an acceptable level in 

Finn’s (2005) study (Cronbach α = 0.75). 

Arousal 

 Arousal is the degree to which a person feels stimulated, active or alert (Menon & 

Kahn, 2002). The respondents’ arousal levels based on the shopping scenario were 

measured using their likely feeling of three emotions, namely, “Stimulated”, “Excited”, 

and “Enthused”. In Finn’s (2005) adaptation of the original scale, the reliability for the 

arousal construct was acceptable (Cronbach α = 0.85). 

Positive Affect 

 Positive affect deals with feelings and moods, such as contentment, love, 

pleasure, pride and happiness (Richins, 1997). To measure the respondents’ feeling of 

positive affect upon being exposed to the purchase scenario, they were asked to indicate 

how likely they were to feel “Happy,” “Contented,” and “Pleased” after the shopping 

experience. Finn’s (2005) adaptation of the positive affect scale was found to be reliable 

(Cronbach α = 0.82). 
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Delight 

 A delighted customer is one who experiences a profoundly positive emotional 

state arising from having his/her expectations exceeded to a surprising degree (Rust & 

Oliver, 2000). To assess the respondents’ level of delight arising from the hypothetical 

shopping scenario, the frequency with which they were likely to feel the following three 

emotions were measured: “Gleeful,” “Elated,” and “Delighted.” This construct was found 

to be reliable in Finn's (2005) adaptation of the original model (Cronbach α = 0.90). 

Country Image 

 Consumers’ perception of e-tailer’s country image is measured using 11 items 

adapted from Laroche et al.’s (2005) 7-point bipolar, semantic differential scale. The 

scale captured a comprehensive country image perspective on four dimensions, namely, 

country beliefs, people effect, direct interaction and product beliefs. For instance, the 

items required respondents to rate country image on a scale of “technologically not 

advanced (1) to technologically advanced (7)” and “poor product quality (1) to good 

product quality (7).” 

Demographic Information 

 Finally, respondents were asked to provide demographic information such as 

gender, age, ethnicity, education and family income. All items were measured on 

categorical scales except for age which was measured on a continuous scale. 
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Protocol 

 Upon gaining correspondence from the IRB that this experimental study does not 

require an IRB approval, the respondents received the survey link along with the email 

recruitment script (in Appendix C) from their course instructor. After clicking the link, 

respondents first viewed a cover letter (in Appendix D) that detailed the purpose of the 

study, informed that participation is voluntary and that all information collected will be 

confidential and anonymous. The cover letter also informed about a chance to enter a 

prize drawing at the end of the study where four randomly selected participants will each 

receive a $25 gift card. See Appendix E for a copy of the questionnaire. 

 Once the main survey began, respondents first asked to indicate how often they 

shopped on foreign websites on a 7-point Likert scale (1 = Never to 7 = More than once a 

week). They were specifically instructed to not include the times when they placed an 

order at a U.S. website (e.g., Amazon, eBay, etc.) and the order was shipped from a 

foreign country. Respondents who selected anything but “Never” were then asked to 

select the type of products they typically purchased from foreign websites ranging from 

clothing and accessories, beauty and health to automobile parts and technology/software. 

Then, they were asked to numerically enter their age. The next question asked 

respondents to indicate their gender. This information helped assign the respondents to 

the appropriate experiment where the product image used to manipulate product 

uniqueness corresponded to their gender. Respondents were then exposed to hypothetical 

online shopping scenarios at either Chinese or U.K. e-tailer settings at a random order, 
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and were asked to respond to measures of constructs in Phase I and II upon reading the 

specific e-tailer related scenario.  

First, the respondents were asked to consider a hypothetical scenario where they 

are looking to shop for a pair of athletic shoes online. In the case of the Chinese e-tailer 

scenario, the introductory paragraph presented the hypothetical shopping scenario as 

follows. 

 

Consider the following scenario: You are shopping for a pair of athletic shoes 

online. After searching for a while using a popular search engine, you come 

across a Chinese e-commerce website (picture of website’s homepage shown 

below) which has a collection of athletic shoes. This website is completely in 

English, and the product prices are listed in dollars. Products on this website are 

shipped from China. The website offers free shipping on most products and can 

take anywhere between 7 - 30 days to be delivered. For quick delivery, an 

additional shipping charge is added. 

 

 

In the U.K. e-tailer scenario, the introductory paragraph was as follows. 

 

 

Consider the following scenario: You are shopping for a pair of athletic shoes 

online. After searching for a while using a popular search engine, you come 

across a U.K. (British) e-commerce website, which has a collection of athletic 

shoes. This website lists product prices in dollars. The website charges a $4 

shipping fee if you shop for less than $40 and free shipping if you shop for over 

$40. In both cases, the product will be delivered within 6 business days. For an 

additional charge, the website also offers quicker delivery. 

 

 

A picture of a fake website (Chinese/U.K.) was displayed right below the above 

scenario description to provide a visual aid to the respondent. Further, trust in e-tailer, 

transaction and product uniqueness levels were manipulated using texts and pictures 

validated during the pre-tests. After being exposed to the manipulations, participants 
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were asked to respond to the measures in Phase I, indicating their IOO intentions (Yoo & 

Donthu, 2001). In addition, to operationalize Phase II, respondents were told to assume 

that they placed an order for the pair of athletic shoes from the website shown in the 

scenario and that the product was received within the promised delivery time with no 

difference in the product between what was received and what was described on the 

website. They were then asked to respond to how likely they were to feel the emotions in 

the model of customer delight, namely, surprise, arousal, positive affect and delight 

(Finn, 2005). Finally, the respondents were asked to provide demographic information 

such as ethnicity, family income and level in which they were currently enrolled in the 

university. 

Data Analysis 

 To test the proposed hypotheses in the research frameworks in Phases I and II, 

data were analyzed using structural equation modelling (SEM) on Lisrel 9.1. SEM is used 

to analyze data and test hypotheses in this study since SEM is a “comprehensive, flexible 

and increasingly familiar approach to hypothesis testing and modelling in the social and 

behavioral sciences,” where multiple analytic structures can be accommodated to assess 

the global fit of an a-priori causal model (research framework) (Hoyle, 2012, p. 3). To 

analyze the main effects and moderating effect in Phase I, i.e., H1 (a, b & c) through H3 

(a, b & c), the two groups’ data (i.e., China and U.K.) were run together in one multiple 

sample SEM. To analyze the main effects in Phase II, i.e., H4 (a & b) through H11 (a & 

b), the two groups’ data were run together in one multiple sample SEM similar to that in 



 

84 
 

Phase I with the exception of there being no moderating effect to be tested in Phase II. In 

both Phases, the model fits between a configural, full and partial (if applicable) 

invariance models were compared and the path coefficients on the best fitting model were 

used to interpret the significance of the hypothesized paths. By conducting such direct 

comparison of model parameters through standard SEM invariance tests, the main and 

moderating effects were assessed accurately (Byrne & Watkins, 2003).  
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CHAPTER IV 

DATA ANALYSIS AND RESULTS 

 This chapter includes the following sections: (1) Pre-Test Analysis and Results, 

(2) Description of Participants in Main Study, (3) Preliminary Analysis, (4) Manipulation 

Checks, (5) Structural Equation Modelling, (6) Supplementary Analyses, and (7) 

Summary of Hypothesis testing. 

Pre-Test Analysis and Results 

 A total of two pre-tests were conducted in this study. In the first pre-test, pictures 

of fifteen pairs of athletic shoes, for both male and female, were compiled from actual 

Chinese (www.aliexpress.com) and U.K. websites (www.asos.com) in order to identify 

two pairs of athletic shoes (one high in product uniqueness and one low in product 

uniqueness) to be used in the main study. The respondents of the pre-test (Nmale = 24, 

Nfemale = 62) were asked to indicate how strongly they agreed or disagreed that each of the 

athletic shoes were unique. The respondents were college students who were recruited by 

contacting professors and instructors at a Southwestern university in the U.S. The 

professors and instructors were requested to pass along an online survey link via 

Qualtrics to their students. Appendix A shows the complete questionnaire of the first pre-

test as administered to both male and female respondents. In order to select the athletic 

shoes with low and high product uniqueness, a t-test was conducted between the product 

picture with the highest mean score (indicating high uniqueness) and the product picture 
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with the lowest mean score (indicating low uniqueness). The results indicated that for 

males, Product Number 9 was significantly higher in product uniqueness than Product 

Number 4 (M12 = 4.50, M7 = 1.50, t = 14.39, p = .00, df = 23) and for females, Product 

Number 14 was significantly higher in product uniqueness than Product Number 3 (M14 = 

4.74, M3 = 2.19, t = 20.70, p = .00, df = 23) (refer Appendix A for pictures of these 

products). 

 In the second pre-test, textual scenarios were developed to test the manipulation 

of high and low levels of trust and transaction utility (shown in Appendix B). The 

respondents in this pre-test were different from those that took the first pre-test. Similar 

to the first pre-test, respondents here were also students at a Southwestern university in 

the U.S. who were recruited by requesting professors and instructors at the university to 

pass along an online survey link (via Qualtrics) of the questionnaire to their students. 

Upon being exposed to the manipulations in either a Chinese or U.K. e-tailer scenario, 

the respondents were asked to indicate how strongly he/she disagrees or agrees that they 

trust the particular website using statements on an established initial trust scale developed 

by Koufaris and Hampton-Sosa (2004). Further, respondents’ perception of high and low 

levels of transaction utility were captured using a transaction value scale developed by 

Grewal, Monroe and Krishnan (1998). Analysis of data collected from respondents in the 

Chinese e-tailer setting (Nchina = 45) indicated significant difference between the group 

that was assigned the low trust scenario and the group that was assigned the high trust 

scenario (MLtrustchina = 1.86, MHtrustchina = 3.80, t = 6.13, p = .00, df = 44); however, there 
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was no significant difference between the group that was assigned the low transaction 

utility scenario and the group that was assigned the high transaction utility scenario 

(MLTUchina = 3.01, MHTUchina = 3.59, t = 1.60, p = .11, df = 44). Similarly, upon analyzing 

data collected from respondents in the U.K. e-tailer setting (NUK = 50), it was found that 

there was a significant difference between the group that was assigned the low trust 

scenario and the group that was assigned the high trust scenario (MLtrustUK = 2.11, 

MHtrustUK = 3.80, t = 5.90, p = .00, df = 49), while there was no significant difference 

between the group that was assigned the low transaction utility scenario and the group 

that was assigned the high transaction utility scenario (MLTUUK = 3.94, MHTUUK = 3.72, t = 

.82, p = .41, df = 49).  

 Because the pre-test did not reveal the desired significant difference between low 

and high manipulations of transaction utility, it was speculated that the dollar amounts 

used in the manipulation may be too high making the scenario not realistic enough. Based 

on this speculation, the dollar amounts of purchasing at a foreign (Chinese or U.K.) 

website and a domestic (U.S.) website was revised from $40 and $80 to $15 and $35, 

respectively, in the high transaction utility scenario. Similarly, in the low transaction 

utility scenario, the dollar amounts were revised from $70 and $80 to $30 and $35, 

respectively. To collect data to validate the revised transaction utility scenarios, a 

questionnaire was developed online on Qualtrics and the survey link was sent to students 

in a Southwestern university with the help of their professors and instructors.  Analysis of 

the new set of data collected using the revised transaction utility scenarios revealed 
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significant differences between low and high transaction utility in both Chinese (Nchina = 

44, MLTUchina = 2.42, MHTUchina = 3.90, t = 5.04, p = .00, df = 43) and U.K. (NUK = 42, 

MLTUchina = 2.72, MHTUchina = 3.79, t = 2.70, p = .01, df = 43) e-tailer settings. Therefore, 

through these pre-tests, the manipulations of all three independent antecedent variables 

namely trust, transaction utility, and product uniqueness were verified. 

Description of Participants in Main Study 

 Overall, out of the 598 respondents who attempted to participate in this study (i.e., 

click on the survey link), a total of 539 usable responses were obtained. Table 4 displays 

the number of respondents that were assigned to each of the 8 scenarios in both Chinese 

and U.K. e-tailer settings. The 59 responses that were deemed unusable were mostly due 

to the respondents either not answering all the questions or dropping out of the survey 

midway. Out of the 539 usable responses, the 8 scenarios together resulted in 275 

responses in the Chinese e-tailer setting and 264 responses in the U.K. e-tailer setting. 

There was an average of 34 respondents in each level of the Chinese e-tailer scenarios 

and an average of 33 respondents in each level of the U.K. e-tailer scenarios. As 

recommended by Hair et al. (2010), each group’s (cell’s) sample size equaled a minimum 

of 30 usable responses. This recommendation was met in this study. 

 

 

 

 



 

89 
 

Table 4. Participant Count per Scenario in Both China and U.K. E-tailer Settings 

Manipulated Variables Number of usable responses  

Trust Transaction Utility Product Uniqueness China U.K. 

High High High 37 38 

High High Low 34 32 

High Low High 32 33 

Low High High 34 30 

High Low Low 35 31 

Low High Low 37 39 

Low Low High 33 31 

Low Low Low 33 30 

Total number of responses 275 264 

 

 

 Table 5 displays the demographic characteristics of the participants in this study. 

Majority of the participants were female (n = 410, 76.1%) with an overall mean age of 

22.1. White/Caucasian respondents (n = 332, 61.6%) represented the majority of 

participants, followed by African American (n = 98, 18.2), Hispanic/Latino (n = 51, 

9.5%), Asian (n = 37, 6.9%), Native American (n = 3, 0.6%) and Pacific Islander (n = 1, 

0.2%). Since the sample population constituted college students, family income, instead 

of individual income, was captured. Close to one third of the participants indicated a 

family income of $100,000 and above (n = 155, 28.8%). Most of the participants were 

sophomores (n = 156, 28.9%) in college, closely followed by juniors (n = 140, 26%). 
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Table 5. Participants’ Demographic Characteristics 

Demographic Categories Frequency % 

Gender Male 

Female 

Total 

129 

410 

539 

23.9 

76.1 

100 

Age 18-20 

21-24 

25-30 

31-35 

36 and above 

Total 

292 

169 

40 

12 

26 

539 

54.2 

31.4 

7.4 

2.2 

4.8 

100 

Ethnicity White/Caucasian 

Hispanic or Latino 

Black or African American 

Asian 

Pacific Islander 

Native American 

Other 

Missing 

Total 

332 

51 

98 

37 

1 

3 

15 

2 

539 

61.6 

9.5 

18.2 

6.9 

0.2 

0.6 

2.8 

0.4 

100 

Family 

Income 

$19,999 or less 

$20,000 – $34,999 

$35,000 - $49,999 

$50,000 - $64,999 

$65,000 – $79,999 

$80,000 - $99,999 

$100,000 and above 

Missing 

Total 

99 

30 

53 

58 

64 

74 

155 

6 

539 

18.4 

5.6 

9.8 

10.8 

11.9 

13.7 

28.8 

1.1 

100 

Year in 

School 

Freshman 

Sophomore 

Junior 

Senior 

Master's 

Ph.D. 

Other Diploma 

Missing 

Total 

95 

156 

140 

98 

35 

7 

4 

4 

539 

17.6 

28.9 

26.0 

18.2 

6.5 

1.3 

0.7 

0.7 

100 
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In addition to the above described demographic information, the respondents were 

also asked to indicate the frequency with which they shop from foreign websites, i.e., 

from non-U.S. websites. The results indicated that a majority of the respondents have 

shopped at foreign websites at least once in the past (n = 319, 59.2%), with the remaining 

respondents indicating that they had never shopped at a foreign website (n = 220, 40.8%). 

Table 6 displays the respondents’ frequency of foreign website shopping. 

 

Table 6. Respondents’ Frequency of Shopping from Foreign Websites 

Frequency of shopping from foreign websites Frequency % 

Never 

Once a year 

More than once a month 

Once a month 

2-3 times a month 

Once a week 

More than once a week 

Missing 

Total 

220 

192 

23 

70 

27 

3 

3 

1 

539 

40.8 

35.6 

4.3 

13.0 

5.0 

0.6 

0.6 

0.2 

100.0 

 

 

Preliminary Analysis 

 Before conducting the main analysis, this study first examined normality and 

outliers of the data. Further, the reliability score of each construct was also calculated and 

reported here. 

Outliers and Normality 

 To screen the data for possible multivariate outliers, the Mahalanobis D2 measure 

was used. Mahalanobis D2 is an accurate measure to identify outliers since it is unitless, 
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scale-invariant and takes into account the correlations of the data set (Hair et al., 2010). 

When assessing outliers using this measure, it is recommended that any D2 value that 

exceeds D2/df of 3 or 4 is deemed an outlier. Upon calculating this measure, it was found 

that none of the data points exceeded this threshold, thereby indicating no possible 

outlier.  

 Data were also screened for univariate normality by visually examining 

histograms, q-q plots and measures of skewness and kurtosis. When assessing skewness 

and kurtosis, values between -2 and +2 are considered acceptable to show univariate 

normality (George & Mallery, 2010). Based on this rule of thumb, the skewness measures 

for all constructs were deemed to be within the limit. However, the kurtosis measure of 

the variable “Positive Affect” was highly peaked in both the Chinese (2.64) and U.K. 

(3.32) sample.  All other variables were deemed to be within the limit for the measure of 

kurtosis. A test for multivariate normality is redundant because the assumption of 

univariate normality was not satisfied. The steps to be taken to adjust or correct for such 

abnormality in the data will be further discussed in the main analysis section. 

Evaluation of the Measures 

 First, the reliability of each of the following major constructs used in this study 

was required to be assessed before hypothesis testing: initial IOO intention, surprise, 

arousal, positive affect, and delight. The reliability scores of these constructs were 

calculated for both the Chinese and U.K. data sets. As shown in Table 7, all major 

constructs in both the Chinese and U.K. data sets in the study had a well-acceptable 
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reliability value (Cronbach’s α) of greater than .7 (Hair et al., 2010). Overall the 

reliability measures ranged from .79 to .96.  

 

Table 7. Reliabilities of the Constructs 

Construct Number of Items 

Reliability (Cronbach’s α) 

China U.K. 

Initial IOO intention 

Surprise 

Arousal 

Positive Affect 

Delight 

4 

2 

3 

3 

3 

.96 

.79 

.82 

.93 

.93 

.95 

.85 

.83 

.94 

.92 

 

 

Next, discriminant validity of the constructs was needed to be established in order 

to ensure that the constructs that theoretically should not be related were, in fact, 

unrelated. To establish discriminant validity, the correlation coefficient among any two 

given constructs must be below .80 (Hair et al., 2010). Tables 8 and 9 report the means, 

standard deviation, and Pearson product-moment correlation between constructs used in 

hypotheses testing in the Chinese and U.K. e-tailer setting, respectively. The Pearson 

product-moment correlation coefficients between every two constructs were below .80, 

thereby establishing discriminant validity among the constructs in both Chinese and U.K. 

e-tailer settings. 

Tables 8 and 9 also show that the correlations among measures in both the 

Chinese and U.K. e-tailer settings ranged from -.08 to .77, indicating that all correlation 

coefficients were below the +/-.90 threshold associated with any multicollinearity issues 
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(Hair et al., 2010). Means and standard deviations of the measures in the Chinese e-tailer 

setting varied from 2.26 to 3.99 and 0.84 to 1.16 respectively. Similarly, means and 

standard deviations of the measures in the U.K. e-tailer setting also varied ranging from 

2.34 to 3.73 and 0.88 to 1.43 respectively. 

 

Table 8. Means, Standard Deviations, and Pearson Correlations among the Variables used 

in Hypotheses Testing in the Chinese E-tailer Setting 

Variable Mean SD 
Correlations 

1 2 3 4 5 

1. Initial IOO Intention 

2. Surprise 

3. Arousal 

4. Positive Affect 

5. Delight 

2.26 

3.34 

3.60 

3.99 

3.51 

1.16 

1.01 

0.84 

0.86 

0.93 

1.00 

-.033 

.15* 

.13* 

.22** 

 

1.00 

.54** 

.41** 

.48** 

 

 

1.00 

.77** 

.73** 

 

 

 

1.00 

.69** 

 

 

 

 

1.00 

Note: *p<.05; **p <.01 

 

 

Table 9. Means, Standard Deviations, and Pearson Correlations among the Variables used 

in Hypotheses Testing in the U.K. E-tailer Setting 

Variable Mean SD 
Correlations 

1 2 3 4 5 

1. Initial IOO Intention 

2. Surprise 

3. Arousal 

4. Positive Affect 

5. Delight 

2.34 

3.40 

3.73 

3.11 

3.69 

1.43 

1.07 

.88 

.89 

.96 

1.00 

-.08 

.21** 

.17** 

.22* 

 

1.00 

.46** 

.38** 

.42** 

 

 

1.00 

.74** 

.77** 

 

 

 

1.00 

.72** 

 

 

 

 

1.00 

Note: *p<.05; **p <.01 

 

 

 

 

 



 

95 
 

Manipulation Checks 

Apart from conducting manipulation checks during the pre-tests, manipulation 

checks were also performed in the main study to ensure that the respondents in the main 

study perceived the two levels (high and low) of the antecedent variables (namely trust, 

transaction utility, and product uniqueness) the way they were meant to be perceived. 

Table 10 displays the means of the manipulated variables.  

First, trust in e-tailer was manipulated in high and low levels using text-based 

scenarios. Mean scores indicated that the respondents rated the high trust scenario as 

scoring significantly higher on the trust scale than the low trust scenario in both Chinese 

(Mhigh = 3.61, SD = 0.86; Mlow = 1.99, SD = 0.92) and U.K. (Mhigh = 3.78, SD = 0.96; Mlow 

= 2.10, SD = 0.93) e-tailer settings. This validated the accuracy of the manipulation of 

trust in both Chinese and U.K. e-tailer settings. 

Second, transaction utility was also manipulated in high and low levels using text-

based scenarios. Mean scores indicated that respondents rated high transaction utility as 

scoring significantly higher on the transaction value scale than the low transaction utility 

scenario in the U.K. e-tailer setting (Mhigh = 3.59, SD = 1.06; Mlow = 3.12, SD = 1.17); 

however, the respondents in the Chinese e-tailer settings did not rate high and low 

transaction utility significantly differently (Mhigh = 3.32, SD = 1.14; Mlow = 3.14, SD = 

1.04). This indicated that the manipulation worked in the U.K. e-tailer setting and did not 

work in the Chinese e-tailer setting revealing a discrepancy. The implication of this 

manipulation check is explored in the discussion section of this study. 
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Lastly, product uniqueness was manipulated in high and low levels using pictures 

of high and low unique athletic shoes selected from the pre-test. The mean scores 

revealed a significant difference in the respondent’s perception of the low and high 

unique product in both Chinese (Mhigh = 3.75, SD = 0.75; Mlow = 1.77, SD = 0.72) and 

U.K. (Mhigh = 3.68, SD = 0.96; Mlow = 1.78, SD = 0.79) e-tailer settings. Therefore, the 

validity of the manipulation of product uniqueness was established. Refer Table 10 for a 

complete reporting of the above discussed significance tests. 

 

Table 10. Mean Values to Assess Manipulations 

Country Manipulated Variable Level Mean SD t-value 

China Trust 

 

 

Transaction utility 

 

 

Product Uniqueness 

High 

Low 

 

High 

Low 

 

High 

Low 

3.61 

1.99 

 

3.32 

3.14 

 

3.75 

1.77 

0.86 

0.92 

 

1.14 

1.04 

 

0.75 

0.72 

15.05*** 

 

 

1.35 

 

 

22.08*** 

 

U.K. Trust 

 

 

Transaction utility 

 

 

Product Uniqueness 

 

High 

Low 

 

High 

Low 

 

High 

Low 

3.78 

2.10 

 

3.59 

3.12 

 

3.68 

1.78 

0.96 

0.93 

 

1.06 

1.17 

 

0.96 

0.79 

14.37*** 

 

 

3.39** 

 

 

16.72*** 

 

Note: **p <.01; ***p<.001 
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 Based on prior literature, one of this study’s main assumption was that U.S. 

consumer’s perception of the country image of China and U.K. will be significantly 

different such that, they will perceive China, a developing country, to have a lower and 

less favorable country image than U.K., a developed country, in terms of the desired 

interaction with that country, overall country, people and product image. To verify this 

assumption, Laroche et al.’s (2005) country image scale was used to measure 

respondents’ country image perceptions of China and U.K. Table 11 shows that the 

respondents’ perception of the country China (M = 4.46) was significantly lower than that 

of the U.K. (M = 5.21), thereby affirming the assumption of this study. 

 

Table 11. Assessing Respondents’ Difference in Country Image Perception between 

China and U.K. 

Country Mean SD t-value 

China 

 

U.K. 

4.46 

 

5.21 

0.93 

 

1.03 

8.74*** 

Note: ***p<.001 

 

 

Structural Equation Modelling 

 Structural equation modelling (SEM) was used to test the proposed research 

framework and hypotheses in the main study (Phases I & II). First, hypotheses H1 (a, b & 

c) through H3 (a, b & c) in Phase I were tested together using multiple group SEM in 

Lisrel 9.1. Similarly, hypotheses H4 (a & b) through H11 (a & b) in Phase II were also 

tested together using multiple group SEM in Lisrel 9.1. Because univariate and 
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multivariate normality of data were found to be violated when conducting tests for 

normality, it is deemed necessary to perform correction in the data for such abnormality 

by calculating and interpreting a Satorra-Bentler Scaled (mean-adjusted) Chi-Square 

value instead of the Maximum Likelihood Ratio Chi-Square value. The Satorra-Bentler 

Scaled Chi-square, proposed by Satorra and Bentler (1994), is a commonly used 

correction in order “to improve the chi-square approximation of goodness-of-fit test 

statistics in non-normal data” (p. 1). Since the Satorra-Bentler Scaled Chi-Square 

calculation is robust to non-normality, it is used in this study to interpret model fit and 

compute model comparisons. When deciding between competing models with normally 

distributed data, chi-square difference tests are typically conducted by comparing the 

Maximum Likelihood Ratio Chi-Square value and degrees of freedom of the two models. 

However, in order to conduct comparisons of competing models with non-normal data, 

such as in the case of this study, a Satorra-Bentler chi-square difference test is performed 

using chi-square values, scaling correction factor and degrees of freedom from a 

constrained and a freely estimated model.  

First, the scaling correction factor for a given model is obtained by dividing the 

Maximum Likelihood Ratio Chi-Square value by the Satorra-Bentler Scaled Chi-Square 

value. Once the scaling correction factor is calculated, the Satorra-Bentler Scaled Chi-

Square difference is computed as follows, 

 

χ2 = (F0 * c0 – F1 * c1) * (d0 - d1) / (c0 * d0 - c1 * d1) 
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Where: 

F0 = Maximum Likelihood Ratio Chi-Square value from the constrained model 

c0 = Scaling correction factor from the constrained model 

d0 = Degrees of freedom from the constrained model  

F1 = Maximum Likelihood Ratio Chi-Square value from the freely estimated model 

c1 = Scaling correction factor from the freely estimated model 

d1 = Degrees of freedom from the freely estimated model 

The analyses of model fits and hypothesized paths for each phase are discussed 

individually in the following section. From this point on, wherever chi-square values are 

reported, the value being reported is the Satorra-Bentler Chi-Square value for that model, 

unless otherwise specified. 

Phase I  

Structural Models 

 This phase was composed of a structural model consisting of three main 

hypothesized paths (H1-H3), i.e., trust  initial IOO intention (H1), transaction utility  

initial IOO intention (H2) and product uniqueness  initial IOO intention (H3), 

respectively. Each of the three paths had three sub-hypotheses, i.e., H1a- H3a as the paths 

relate to the group assigned to the Chinese e-tailer setting, H1b - H3b as the paths relate 

to the group assigned to the U.K. e-tailer setting, and H1c - H3c as the paths relate to the 

moderating effect of country image. In order to test the structural model, first, a freely 

estimated configural invariance model (Model 1) was specified using a multiple group 
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SEM technique, where all the three paths were set to be free. In order to generate the 

Satorra-Bentler scaled chi-square value, the raw data was used along with an asymptotic 

covariance matrix of both Chinese as well as U.K. groups. The resulting model was a 

saturated model with perfect fit [χ2 (0) = 0.0, p > 0.05]. Next, a full invariance model was 

specified in order to constrain all three hypothesized paths and compare the resulting 

Satorra-Bentler chi-square value with that of the saturated model. The resulting full 

invariance model (Model 2) was a marginally fitted model [χ2 (3) = 11.07, p < 0.5, 

RMSEA = 0.05, CFI = 0.90, NNFI = 0.61]. Though an RMSEA of 0.05 indicated a good 

to excellent fit, the other indices indicated an overall poor fit. In performing a Satorra-

Bentler chi-square difference test between Model 1 and 2, the full invariance model 

(Model 2) had a significantly worse fit than the configural model (Model 1) [χdiff
2 (3) = 

11.07, p < 0.5]. However, the modification indices in Model 2 indicated a significant chi-

square change in both China [χ2 (1) = 4.15, p < .05] and U.K. groups [χ2 (1) = 4.16, p < 

.05] for the path between transaction utility  initial IOO intention (H2). This finding 

warranted testing an additional partial invariance model where only the transaction utility 

 initial IOO intention path was set to be free. This partial invariance model (Model 3) 

resulted in a structural model with excellent fit [χ2 (2) = 1.28, p > 0.5, RMSEA = 0, CFI = 

1.0, NNFI = 1.0]. In performing a Satorra-Bentler chi-square difference test between the 

full invariance model (Model 2) and the partial invariance model (Model 3), it was found 

that Model 3 had a significantly better fit than Model 2 [χdiff
2 (1) = 13.92, p < 0.001]. 

Finally, a Satorra-Bentler chi-square difference test between the freely estimated 
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configural model (Model 1) and the partial invariance model (Model 3) resulted in no 

significant difference between the models [χdiff
2 (2) = 0.62, p > 0.05]. Table 12 reports the 

results of the Satorra-Bentler chi-square difference test between Models 1, 2 & 3.  

 

Table 12. Comparison of Models 1, 2 and 3 in Phase I. 

Model NNFI RMSEA CFI χ2* Df χdiff2 dfdiff 

Critical 

value 

p-

value 

1 

 

2 

- 

 

0.61 

- 

 

0.05 

- 

 

0.90 

0.0 

 

11.07 

0 

 

3 

- 

 

11.07 

- 

 

3 

- 

 

7.81 

- 

 

0.011* 

2 

 

3 

0.61 

 

1.00 

0.05 

 

0.0 

0.90 

 

1.00 

11.07 

 

1.28 

3 

 

2 

- 

 

13.92 

- 

 

1 

- 

 

10.83 

- 

 

0.00** 

1 

 

3 

- 

 

1.00 

- 

 

0.0 

- 

 

1.00 

0.0 

 

1.28 

0 

 

2 

- 

 

1.28 

- 

 

2 

- 

 

5.99 

- 

 

0.53 

Note: *p<.05; **p<.001 

The chi-square values reported here is a Satorra-Bentler Scaled Chi-Square value which 

adjusts for non-normality in the data. 

 

 

For Phase I, the partial invariance model (Model 3) was used to interpret the 

hypothesized paths in the following section. Table 13 and Figures 5, 6 and 7 report the 

results of the hypothesis testing using Model 3. 
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Table 13. Results of Hypotheses Testing in Phase I 

Country Hypothesized Path Moderator Coefficient 

(t- value) 
Interpretation of 

Result 

China H1a: Trust   

↑Initial IOO intention 

H2a: TU   

↑ Initial IOO intention 

H3a: PU   

↑Initial IOO intention 

- 

 

- 

 

- 

0.92*** 

(10.50) 

-0.09 

(-0.73) 

0.13 

(1.53) 

Supported 

 

Not Supported 

 

Not Supported 

U.K. H1b: Trust   

↑Initial IOO intention 

H2b: TU  

↑Initial IOO intention 

H3b: PU   

↑Initial IOO intention 

- 

 

- 

 

- 

0.92*** 

(10.50) 

0.27* 

(2.31) 

0.13 

(1.53) 

Supported 

 

Supported 

 

Not Supported 

Both H1c: Trust  Initial IOO 

intention is ↑ in UK 

H2c: TU  Initial IOO 

intention is ↑ in China 

H3c: PU  Initial IOO 

intention is ↑ in UK 

Country 

Image 

Country 

Image 

Country 

Image 

- 

 

- 

 

- 

Not Supported 

 

Not Supported as 

Hypothesized 

Not Supported 

Note: *p<.05; **p<.01; ***p<.001. Here TU refers to transaction utility and PU refers to 

product uniqueness 

Model fit: χ2 (2) = 1.28, p-value = 0.53; RMSEA = 0.00; CFI = 1.00 

The chi-square value reported here is a Satorra-Bentler Scaled Chi-Square value which 

adjusts for non-normality in the data. 
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Note: *p<.05; **p<.01; ***p<.001 

Figure 5. Result of Structural Model and Main Effects of Group Assigned to Chinese E-

tailer Settings in Phase I. 

 

 

 

 

 

 

 

 

 

 

 

Note: *p<.05; **p<.01; ***p<.001 

Figure 6. Result of Structural Model and Main Effects of Group Assigned to U.K. E-

tailer Settings in Phase I. 

 

H1a 

H3a 

Trust in            

E-tailer 

Transaction 

Utility 

Product 

Uniqueness 

Initial IOO 

Intention 

Phase I: Pre- Purchase Initial IOO Intention Model (Chinese E-tailer)  

0.92** 

H2a 

-0.09 

0.13 

H1b 

H3b 

Trust in            

E-tailer 

Transaction 

Utility 

Product 

Uniqueness 

Initial IOO 

Intention 

0.92** 

H2b 

0.28* 

0.13 

Phase I: Pre- Purchase Initial IOO Intention Model (U.K. E-tailer)  
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Figure 7. Result of Structural Model and Moderating Effects in Phase I. 

 

 

Testing the Main Effect of Trust in E-tailer on Initial IOO Intention (H1 a & b) 

 The first hypothesis relating to H1 proposed a positive relationship between trust 

in e-tailer and Initial IOO intention at both Chinese (H1a) and U.K. (H1b) e-tailers. Trust 

in e-tailer had two levels (high and low) that were manipulated through relevant scenarios 

in both the groups assigned to the Chinese e-tailer setting as well as the U.K. e-tailer 

setting. The path coefficients of this hypothesized path in the partial invariance model 

(Model 3) showed statistically strong significance (γChina = 0.92, p < .001; γUK = 0.92, p < 

.001). Trust in e-tailer positively influences Initial IOO intention at both Chinese and 

U.K. e-tailers, thereby supporting H1 (a & b). 

 

 

H3c 
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E-tailer 
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Utility 

Product 

Uniqueness 

Initial IOO 

intention 
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Testing the Moderating Effect of E-tailer’s Country Image on the Relationship 

between Trust in E-tailer and Initial IOO Intention (H1c) 

 The hypothesis relating to H1c proposed a moderating effect of e-tailer’s country 

image (China or U.K.) on the path between trust in e-tailer and Initial IOO intention such 

that the path will be stronger in U.K. than Chinese e-tailer setting. Though the path 

between trust and Initial IOO intention (H1 a & b) was significant, the modification 

indices did not indicate a significant chi-square change in this path in both China [χ2 (1) = 

0.15, p > .05] and U.K. groups [χ2 (1) = 0.15, p > .05]. This indicates that a moderating 

effect of e-tailer’s country image on the relationship between trust and Initial IOO 

intention does not exist. Therefore, H1c was not supported.  

Testing the Main Effect of Transaction Utility on Initial IOO Intention (H2 a & b) 

 The second hypothesis, H2 a & b, predicted that transaction utility (or savings) 

will influence consumers’ Initial IOO intention at both Chinese (H2a) and U.K. (H2b) e-

tailers. Transaction utility was manipulated in this study on two levels (high and low) in 

both Chinese and U.K. e-tailer setting. This relationship was not supported in the group 

assigned to the Chinese e-tailer settings (γChina = -0.09, p > .05). However, the path 

coefficient was significant in the group assigned to the U.K. e-tailer settings (γUK = 0.28, 

p < .05), thereby providing support for H2b and not H2a. Therefore, transaction utility 

positively influences Initial IOO intention at U.K. e-tailers, but not at Chinese e-tailers. 
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Testing the Moderating Effect of E-tailer’s Country Image on the Relationship 

between Transaction Utility and Initial IOO Intention (H2c) 

 A moderating effect of e-tailer’s country image on the path between transaction 

utility and Initial IOO intention was proposed in the research framework such that the 

path was expected to be stronger in Chinese than U.K. e-tailer setting. The modification 

indices in the full invariance model (Model 2) had indicated a significant chi-square 

change in the H2 path in both Chinese [χ2 (1) = 4.15, p < .05] and U.K. groups [χ2 (1) = 

4.16, p < .05], leading us to specify a partial invariance model (Model 3) by removing the 

constraint on this particular path. This result indicated a significant moderating effect. 

However, the strength was significant in the manner opposite to what was hypothesized, 

i.e., the path was stronger in the U.K. e-tailer setting (γUK = 0.28, p < .05) than in the 

Chinese e-tailer setting (γChina = -0.09, p > .05) and not the other way as hypothesized. 

Though a moderating effect existed, the strength was opposite to what was expected. 

Therefore, H2c was not supported.  

Testing the Main Effect of Product Uniqueness on Initial IOO Intention (H3 a & b) 

 The third hypothesis in Phase I proposed a positive relationship between product 

uniqueness and consumers’ initial IOO intention at both Chinese (H3a) and U.K. (H3b) 

e-tailer setting. High and low levels of product uniqueness were manipulated using 

pictures of high and low unique athletic shoes. The path coefficient of this hypothesis 

indicated no significant relationship between product uniqueness and Initial IOO 
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intention at both Chinese (γChina = 0.13, p > .05) and U.K. (γUK = 0.13, p > .05) e-tailer 

settings. Therefore, H3 a & b were not supported.  

Testing the Moderating Effect of E-tailer’s Country Image on the Relationship 

between Product Uniqueness and Initial IOO Intention (H3c) 

 H3c proposed a moderating effect of e-tailer’s country image on the relationship 

between product uniqueness and Initial IOO intention at both Chinese and U.K. e-tailer 

settings such that the path coefficient was expected to be stronger in U.K. than in Chinese 

e-tailer setting. Looking at the modification indices, no significant chi-square change was 

revealed in this path in both the group assigned to the Chinese e-tailer setting [χ2 (1) = 

0.45, p > .05] as well as the group assigned to the U.K. e-tailer setting [χ2 (1) = 0.45, p > 

.05]. This indicates that, H3c was not supported, i.e., there is no moderating effect of e-

tailer’s country image on the path between product uniqueness and Initial IOO intention.  

Phase II 

Structural Models 

 The structural model in this phase consisted of eight hypothesized paths (H4 – 

H11), i.e., trust  surprise (H4), transaction utility  surprise (H5), product uniqueness 

 surprise (H6), surprise  arousal (H7), surprise  delight (H8), arousal  positive 

affect (H9), arousal  delight (H10) and positive affect  delight (H11). Each of the 

eight paths had two sub-hypotheses, i.e., H4a - H11a as the paths relate to the group 

assigned to the Chinese e-tailer setting and H4b - H11b as the paths relate to the group 

assigned to the U.K. e-tailer setting. In order to setup the structural model, first, a 
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configural invariance model was specified using a multiple group SEM technique, where 

all hypothesized paths were freely estimated with no constraints. Similar to the method 

used in Phase I, the raw data was input in the analysis along with the asymptotic 

covariance matrix for both Chinese and U.K. groups in order to generate the Satorra-

Bentler scaled chi-square value. Upon analysis, this configural invariance model, called 

Model 1, produced an excellent fit [χ2 (23) = 0.0, p > 0.5, RMSEA = 0.04, CFI = 1.00, 

NNFI = 1.00]. Next, a full invariance model (Model 2) was specified in order to be 

compared with the configural invariance model (Model 1) for difference in fit as well as 

to provide an opportunity to observe and possible significant modification indices. The 

full invariance model (Model 2) also resulted in an excellent fitting model [χ2 (31) = 0.0, 

p > 0.5, RMSEA = 0.03, CFI = 1.00, NNFI = 1.00]. Upon performing a Satorra-Bentler 

chi-square difference test between the configural invariance model (Model 1) and the full 

invariance model (Model 2), no significant difference between the two models was found 

[χdiff
2 (1) = 0.0, p > 0.05]. Because no significant difference was found, the full invariance 

model (Model 2) was used for interpretation of individual hypothesized paths in the 

following section. Table 14 shows the results of the Satorra-Bentler chi-square difference 

test between Models 1 and 2. Table 15 and Figures 8 and 9 report the results of the 

hypothesis testing of Phase II using Model 2. 
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Table 14. Comparison of Models 1 and 2 in Phase II. 

Model NNFI RMSEA CFI χ2 df χdiff2 dfdiff Critical 

value 
p-value 

1 

 

2 

1.00 

 

1.00 

0.04 

 

0.03 

1.00 

 

1.00 

0.0 

 

0.0 

23 

 

31 

- 

 

0.0 

- 

 

8 

- 

 

15.51 

- 

 

1.00 

Note: *p<.05; **p<.001 

The chi-square values reported here is a Satorra-Bentler Scaled Chi-Square value which 

adjusts for non-normality in the data. 
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Table 15. Results of Hypotheses Testing in Phase II 

Country Hypothesized Path Coefficient (t- value) Interpretation of Result 

China H4a: Trust  ↑Surprise -0.28*** (-3.21) Not Supported (reverse) 

 H5a: TU  ↑ Surprise 0.11 (1.24) Not Supported 

 H6a: PU  ↑Surprise 0.09 (1.03) Not Supported 

 H7a: Surprise   

↑Arousal 

0.42*** (10.37) Supported 

 H8a: Surprise   

↑ Delight 

0.41*** (9.88) Supported 

 H9a: Arousal   

↑Positive Affect 

0.77*** (19.64) Supported 

 H10a: Arousal   

↑ Delight 

0.77*** (18.60) Supported 

 H11a: Positive Affect  

↑Delight 

0.34*** (6.03) Supported 

U.K. H4b: Trust  ↑Surprise -0.28*** (-3.21) Not Supported (reverse) 

 H5b: TU  ↑ Surprise 0.11 (1.24) Not Supported 

 H6b: PU  ↑Surprise 0.09 (1.03) Not Supported 

 H7b: Surprise   

↑Arousal 

0.42*** (10.37) Supported 

 H8b: Surprise   

↑ Delight 

0.41*** (9.88) Supported 

 H9b: Arousal   

↑Positive Affect 

0.77*** (19.64) Supported 

 H10b: Arousal   

↑ Delight 

0.77*** (18.60) Supported 

 H11b: Positive Affect  

↑Delight 

0.34*** (6.03) Supported 

Note: *p<.05; **p<.01; ***p<.001. Here TU refers to transaction utility and PU refers to 

product uniqueness 

Model fit: χ2 (31) = 0.0, p-value = 1.00; RMSEA = 0.033; CFI = 1.000 

The chi-square value reported here is a Satorra-Bentler Scaled Chi-Square value which 

adjusts for non-normality in the data. 
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Note: *p<.05; **p<.01; ***p<.001 

Figure 8. Result of Structural Model and Main Effects of Group Assigned to Chinese E-

tailer Settings in Phase II 

 

 

 

 

 

 

 

 

 

Note: *p<.05; **p<.01; ***p<.001 

Figure 9. Result of Structural Model and Main Effects of Group Assigned to U.K. E-

tailer Settings in Phase II 

 

H4a         

-.28*** 

 

H11a 

0.34*** 

H10a 

0.77*** 
H9a 

.77*** 

H8a 

.41*** 

H7a 

0.42*** 

H6a 

0.09 

H5a 

0.11  Transaction 

Utility 

Product 

Uniqueness 

Surprise 

Arousal 

Positive 

Affect 

Customer 

Delight 

Trust in            

E-tailer 

Phase II: Post- Purchase IOO Model (Chinese E-tailer) 

H4b         

-.28*** 

 

H11b 

0.34*** 

H10b 

0.77*** 
H9b 

.77*** 

H8b 

.41*** 

H7b 

0.42*** 

H6b 

0.09 

H5b 

0.11  Transaction 

Utility 

Product 

Uniqueness 

Surprise 

Arousal 

Positive 

Affect 

Customer 

Delight 

Trust in            

E-tailer 

Phase II: Post- Purchase IOO Model (U.K. E-tailer) 



 

112 
 

Testing the Effect of Trust in E-tailer on Surprise (H4 a & b) 

 The first hypothesis in Phase II proposed a positive relationship between trust in 

e-tailer and consumers’ anticipated emotion of surprise at both Chinese (H4a) and U.K. 

(H4b) e-tailers. The path coefficient revealed a statistically significant estimate, but in the 

opposite direction of the hypothesis in both the groups assigned to the Chinese e-tailer 

setting (γChina = -0.28, p < .001) as well as the group assigned to the U.K. e-tailer setting 

(γUK = -0.28, p < .001). This finding indicates that trust in in e-tailer negatively influences 

the level of surprise felt by consumers. Therefore, H4 (a & b) was not supported in the 

direction hypothesized. 

Testing the Effect of Transaction Utility on Surprise (H5 a & b) 

 The next hypothesis in Phase II relates to a positive relationship between 

transaction utility and surprise at both Chinese (H5a) and U.K. (H5b) e-tailers. This 

relationship was not supported in either the group assigned to the Chinese e-tailer settings 

(γChina = 0.11, p > .05) or the group assigned to the U.K. e-tailer settings (γUK = 0.11, p > 

.05). This means that, transaction utility has no significant positive or negative 

relationship with surprise. Therefore, H5 (a & b) was not supported. 

Testing the Effect of Product Uniqueness on Surprise (H6 a & b) 

 Hypothesis H6 predicted that the level of product uniqueness will have a positive 

influence on consumers’ anticipated degree of surprise at both Chinese (H6a) and U.K. 

(H6b) e-tailers. However, the path coefficient did not reveal a significant relationship 

between product uniqueness and surprise in both the group assigned to the Chinese e-
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tailer setting (γChina = 0.09, p > .05) and the group assigned to the U.K. e-tailer setting 

(γUK = 0.09, p > .05). Therefore, H6 (a & b) was not supported, i.e., product uniqueness 

had no influence on the level of surprise at both Chinese and U.K. e-tailers. 

Testing the Effects in the Model of Customer Delight (H7 a & b through H11 a & b) 

 The next five hypothesized paths (H7 – H11) in Phase II related to the paths in the 

model of customer delight, namely, surprise  arousal, surprise  delight, arousal  

positive affect, arousal  delight and positive affect  delight. First, H7 hypothesized a 

positive relationship between surprise and arousal at both Chinese (H7a) and U.K. (H7b) 

e-tailers. This path was significant at both country e-tailer groups (γChina = 0.42, p < .001; 

γUK = 0.42, p < .001). Therefore, H7 (a & b) was supported implying that the degree of 

surprise positively influenced arousal at both Chinese and U.K. e-tailers. Second, H8 

predicted a positive relationship between surprise and delight at both Chinese (H8a) and 

U.K. (H8b) e-tailers. This path was also significant in groups assigned to both country e-

tailers (γChina = 0.41, p < .001; γUK = 0.41, p < .001). Therefore, H8 (a & b) was 

supported, i.e., surprise positively influenced delight at both Chinese and U.K. e-tailers. 

Third, H9 proposed that arousal will positively influence consumers’ level of positive 

affect at both Chinese (H9a) and U.K. (H9b) e-tailers. The analysis revealed strongly 

significant path coefficients in both the group assigned to the Chinese e-tailer settings 

(γChina = 0.77, p < .001) and the group assigned to the U.K. e-tailer settings (γUK = 0.77, p 

< .001). The significance lent support to the hypothesis that positive affect was positively 

influenced by level of arousal. Therefore, H9 (a & b) was supported. Fourth, the 
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hypothesis relating to H10 predicted that consumers’ level of arousal will positively 

influence the degree of delight at both Chinese (H10a) and U.K. (H10b) e-tailers. This 

path was also found to be statistically significant in both the Chinese e-tailer group (γChina 

= 0.77, p < .001) as well as the U.K. e-tailer group (γUK = 0.77, p < .001), thereby 

supporting H10’s prediction that arousal positively influences delight. Lastly, H11 

hypothesized a positive relationship between positive affect and the level of delight. The 

path coefficients indicated that the hypothesis was statistically significant in both Chinese 

(γChina = 0.34, p < .001) and U.K. (γUK = 0.34, p < .001) e-tailer groups, thereby 

supporting H11 (a & b). Therefore, all hypotheses in the model of customer delight were 

supported as they related to Chinese and U.K. e-tailer settings. 

Supplementary Analyses 

 In addition to the findings of the structural model and hypothesis testing in Phase 

I and II, supplementary analyses were conducted to reveal additional findings. The data 

in Phase I were analyzed using Analysis of Variance (ANOVA) and the data in Phase II 

were analyzed by separating the data into two groups, namely those who did not have 

experience shopping at foreign websites and those who had experience shopping at 

foreign websites at least once in the past, and performing the multiple group SEM on 

each of these two groups. 
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Phase I – ANOVA 

Testing Main Effects 

First, in Phase I, an ANOVA was conducted in order to confirm the main effects 

observed in the main analysis (using SEM), and to reveal any underlying interaction 

effects among the three independent variables (namely trust, transaction utility and 

product uniqueness) on the dependent variable (i.e., initial IOO intention). This procedure 

was performed twice, once in the group assigned to the Chinese e-tailer setting and once 

in the group assigned to the U.K. e-tailer setting. Overall, the results of the main effects 

supported the findings of the structural equation modelling in the main analysis. That is, 

trust in e-tailer significantly influenced initial IOO intention at both Chinese [F (1, 267) = 

48.65, p < .001] and U.K. [F (1, 256) = 57.14, p < .001] e-tailer settings. Transaction 

utility did not significantly influence initial IOO intention in the Chinese e-tailer setting 

[F (1, 267) = .66, p > .05], however it significantly influenced initial IOO intention in the 

U.K. e-tailer setting [F (1, 256) = 4.81, p < .05]. Product uniqueness had no significant 

influence on initial IOO intention at both Chinese [F (1, 267) = 2.51, p > .05] and U.K. 

[F (1, 256) = 038, p < .05] e-tailer setting. It is to be noted that the significant main 

effects cannot be interpreted without consideration of possible significant interactions 

associated with that main effect. 

Testing Interaction Effects 

The results of the interaction effects in the Chinese e-tailer group showed no two-

way interaction effect between trust*transaction utility [F (1, 267) = .56, p > .05] or 
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trust*product uniqueness [F (1, 267) = .84, p > .05] on Initial IOO intention. However, 

there was a significant two-way interaction effect between transaction utility*product 

uniqueness [F (1, 267) = 5.66, p < .05] on initial IOO intention. In addition, there was no 

three-way interaction effect between trust*transaction utility*product uniqueness on 

Initial IOO intention [F (1, 267) = 1.80, p < .05].  

The results of the interaction effects in the U.K. e-tailer group revealed no two-

way interaction effect between trust*transaction utility [F (1, 256) = .07, p > .05], 

trust*product uniqueness [F (1, 256) = 3.54, p > .05] or transaction utility*product 

uniqueness [F (1, 256) = .00, p < .05] on Initial IOO intention. Lastly, there was no three-

way interaction effect between trust*transaction utility*product uniqueness [F (1, 256) = 

08, p < .05] on initial IOO intention. Table 16 reports the result of the 3-way ANOVA 

test of main effects and interaction effects in both Chinese and U.K. e-tailer groups. 
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Table 16. Results of ANOVA Test on both Chinese and U.K. E-tailer Groups in Phase I 

Country Variable df F Significance 

China Trust 1 48.65 0.00*** 

  TU 1  0.66 0.42 

  PU 1  2.51 0.11 

  Trust*TU 1  0.56 0.45 

  Trust*PU 1  0.84 0.36 

  TU*PU 1  5.66 0.02* 

  Trust*TU*PU 1  1.80 0.18 

  Error 267  - - 

  Total 275  - - 

UK. Trust 1 57.14 0.00***  

  TU 1  4.81 0.03* 

  PU 1  0.38 0.54 

  Trust*TU 1  0.07 0.79 

  Trust*PU 1  3.54 0.06 

  TU*PU 1  0.00 0.99 

  Trust*TU*PU 1  0.83 0.36 

  Error 256  - - 

  Total 264  - - 

*p<.05; **p<.01; ***p<.001 

Note: Dependent variable = Initial IOO intention; TU = Transaction utility; PU = Product 

uniqueness 

 

 

Phase II – Multiple Group SEM  

 In the main analysis of Phase II, hypothesis 4, which stated that trust in e-tailer 

was predicted to have a positive influence on surprise in both Chinese (H4a) and U.K. 

(H4b) e-tailer setting, was found to have a significant path coefficient, but in the opposite 

direction to the hypothesis. One of the potential reasons for the hypothesis to be 

significant in the opposite direction could have been that the data included both 

respondents who had prior experience shopping on foreign websites as well as those who 

had no prior experience shopping on a foreign website. Surprise as an emotion is known 
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to decrease with experience in the particular situation or behavior that is expected to 

induce the surprise (Jackson & Messick, 1965). In this case, the negative influence of 

trust on surprise may have been skewed by the group that already had prior experience.  

In order to verify this, the data from these two groups (Group 1 - with prior 

experience in shopping at foreign websites, and Group 2 – with no prior experience in 

shopping at foreign websites) were separated. Out of the total 539 respondents in this 

study, 318 respondents fell under Group 1 and 220 respondents fell under Group 2, with 

1 respondent not indicating their prior experience level. A multiple group SEM, same as 

that performed in the main analysis, was conducted on each of the above groups 

individually. In both groups, an initial configural invariance model (Model 1) was 

specified by freely estimating all hypothesized paths. This model resulted in excellent fits 

for both Group 1 (χGroup1
2 = 0.00, p > .05 RMSEA = 0.06, CFI = 1.00, NNFI = 1.00) and 

Group 2 (χGroup2
2 = 12.96, p > .05 RMSEA = 0.063, CFI = 1.00, NNFI = 1.00). Next, a 

fully constrained model (Model 2) was specified by constraining all hypothesized paths. 

This model also resulted in excellent fitting models for both Group 1 (χGroup1
2 = 0.00, p > 

.05 RMSEA = 0.05, CFI = 1.00, NNFI = 1.00) and Group 2 (χGroup2
2 = 15.05, p > .05 

RMSEA = 0.12, CFI = 1.00, NNFI = 1.00). Upon performing a Satorra-Bentler chi-

square difference test between the configural invariance model (Model 1) and the full 

invariance model (Model 2) for both Groups 1 and 2, no significant difference between 

the two models was found in Group 1 (χdiffGroup1
2 (8) = 0.0, p > 0.05) and Group 2 
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(χdiffGroup2
2 (8) = 3.54, p > 0.05). Since no significant difference was found, the full 

invariance model (Model 2) was used for interpretation of hypothesized paths.  

 Looking at the individual hypothesized paths in the full invariance model (Model 

2) in both groups 1 and 2 revealed that H4 (trust  surprise) had a significantly negative 

coefficient in Group 1 (those with prior experience shopping at foreign websites) at both 

Chinese (γChina = -2.30, p < .05) as well as U.K. (γUK = -2.30, p < .05) e-tailer setting, 

while it had a significantly positive coefficient in Group 2 (those with no prior experience 

shopping at foreign websites) at both Chinese (γChina = 2.87, p < .01) and U.K. (γUK = 

2.87, p < .01) e-tailer setting. This indicated that, for consumers with prior experience in 

shopping at foreign websites, trust significantly decreased their level of surprise whereas 

for consumers with no prior experience in shopping at foreign websites, trust 

significantly increased their level of surprise. All other hypothesized paths (H5, 6, 7, 8, 9, 

10 and 11) had the same results as those in the main analysis for both groups, thereby 

revealing a possible discrepancy only in the H4 path between consumers with prior 

purchase experience and those with no prior experience. Table 17 displays the results of 

these direct effects in the multiple group SEM by prior experience. 
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Table 17. Comparison of Direct Effects in Phase II by Prior Experience 

Group Country Hypothesized Path Coefficient (t- value) 

Group 1 

(Respondents 

with prior 

experience in 

shopping at 

foreign 

websites) 

China H4a: Trust  Surprise  

H5a: TU  Surprise  

H6a: PU  Surprise  

H7a: Surprise  Arousal 

H8a: Surprise  Delight 

H9a: Arousal  Positive affect 

H10a: Arousal  Delight 

H11a: Positive affect  Delight 

-0.26* (-2.30) 

0.13 (1.15) 

0.06 (0.55) 

0.40*** (7.12) 

0.36*** (6.14) 

0.69*** (11.57) 

0.72*** (10.81) 

0.326** (4.15) 

U.K. H4b: Trust  Surprise  

H5b: TU  Surprise  

H6b: PU  Surprise  

H7a: Surprise  Arousal 

H8a: Surprise  Delight 

H9a: Arousal  Positive affect 

H10a: Arousal  Delight 

H11a: Positive affect  Delight 

-0.26* (-2.30) 

0.13 (1.15) 

0.06 (0.55) 

0.40*** (7.12) 

0.36*** (6.14) 

0.69*** (11.57) 

0.72*** (10.81) 

0.326** (4.15) 

Group 2 

(Respondents 

with no prior 

experience in 

shopping at 

foreign 

websites) 

China H4a: Trust  Surprise  

H5a: TU  Surprise  

H6a: PU  Surprise  

H7a: Surprise  Arousal 

H8a: Surprise  Delight 

H9a: Arousal  Positive affect 

H10a: Arousal  Delight 

H11a: Positive affect  Delight 

0.34** (2.88) 

0.04 (0.32) 

-0.03 (-.024) 

0.35*** (6.35) 

0.35*** (5.83) 

0.88*** (20.51) 

0.89*** (25.97) 

0.31** (4.20) 

U.K. H4b: Trust  Surprise  

H5b: TU  Surprise  

H6b: PU  Surprise  

H7a: Surprise  Arousal 

H8a: Surprise  Delight 

H9a: Arousal  Positive affect 

H10a: Arousal  Delight 

H11a: Positive affect  Delight 

0.34** (2.88) 

0.04 (0.32) 

-0.03 (-.024) 

0.35*** (6.35) 

0.35*** (5.83) 

0.88*** (20.51) 

0.89*** (25.97) 

0.31** (4.20) 

Note: *p<.05; **p<.01; ***p<.001. Here TU refers to transaction utility and PU refers to 

product uniqueness 

Group 1 model fit: (χGroup1
2* (31) = 0.00; p-value = 1.00; RMSEA = 0.05; CFI = 1.00), 

Group 2 model fit: (χGroup2
2* (31) = 15.05; p-value = 0.99; RMSEA = 0.120, CFI = 1.00)  

The chi-square values reported here is a Satorra-Bentler Scaled Chi-Square value which 

adjusts for non-normality in the data. 
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To reveal insights beyond the hypothesized paths, indirect effects in the multiple 

group causal model were compared between the group with prior experience shopping at 

foreign websites (Group 1) and the group with no prior experience (Group 2). Analysis of 

the full invariance model (Model 2) of both Groups 1 and 2 revealed that the indirect 

effect between trust  arousal was significantly negative in both Chinese (γChina = -2.34, 

p < .01) and U.K. (γUK = -2.34, p < .01) e-tailer settings for Group 1, whereas the same 

indirect effect was significantly positive in both Chinese (γChina = 2.72, p < .01) and U.K. 

(γUK = 2.72, p < .01) e-tailer settings for Group 2. Similarly, the indirect effect between 

trust  positive affect was also significantly negative in both Chinese (γChina = -2.22, p < 

.01) and U.K. (γUK = -2.22, p < .01) e-tailer settings for Group 1, while the same indirect 

effect was significantly positive in both Chinese (γChina = 2.59, p < .01) and U.K. (γUK = 

2.59, p < .01) e-tailer settings for Group 2. The same result was also observed in the 

indirect effect between trust  delight such that, there was a significantly negative effect 

in both Chinese (γChina = -2.28, p < .01) and U.K. (γUK = -2.28, p < .01) e-tailer settings 

for Group 1 and a significantly positive effect in both Chinese (γChina = 2.59, p < .01) and 

U.K. (γUK = 2.59, p < .01) e-tailer settings for Group 2. The indirect effects of transaction 

utility and product uniqueness on these emotions (arousal, positive affect, and delight) 

revealed no significant effects and differences between Groups 1 and 2. Table 18 displays 

the results of these indirect effects in this multiple group SEM by prior experience. 
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Table 18. Comparison of Indirect Effects in Phase II by Prior Experience 

Group Country Path Coefficient (t- value) 

Group 1 

(Respondents 

with prior 

experience in 

shopping at 

foreign 

websites) 

China Trust  Arousal 

Trust  Positive Affect 

Trust  Delight 

TU  Arousal 

TU  Positive Affect 

TU  Delight 

PU  Arousal 

PU  Positive Affect 

PU  Delight 

-0.11** (-2.34) 

-0.07** (-2.22) 

-0.10** (-2.28) 

0.05 (1.116) 

0.04 (1.10) 

0.05 (1.10) 

0.03 (0.54) 

0.02 (0.55) 

0.02 (0.55) 

U.K. Trust  Arousal 

Trust  Positive Affect 

Trust  Delight 

TU  Arousal 

TU  Positive Affect 

TU  Delight 

PU  Arousal 

PU  Positive Affect 

PU  Delight 

-0.11** (-2.34) 

-0.07** (-2.22) 

-0.10** (-2.28) 

0.05 (1.116) 

0.04 (1.10) 

0.05 (1.10) 

0.03 (0.54) 

0.02 (0.55) 

0.02 (0.55) 

Group 2 

(Respondents 

with no prior 

experience in 

shopping at 

foreign 

websites) 

China Trust  Arousal 

Trust  Positive Affect 

Trust  Delight 

TU  Arousal 

TU  Positive Affect 

TU  Delight 

PU  Arousal 

PU  Positive Affect 

PU  Delight 

0.12** (2.72) 

0.11** (2.59) 

0.12** (2.69) 

0.02 (0.32) 

0.01 (0.32) 

0.01 (0.32) 

-0.01 (-0.24) 

-0.01 (-0.24) 

-0.01 (-0.24) 

U.K. Trust  Arousal 

Trust  Positive Affect 

Trust  Delight 

TU  Arousal 

TU  Positive Affect 

TU  Delight 

PU  Arousal 

PU  Positive Affect 

PU  Delight 

0.12** (2.72) 

0.11** (2.59) 

0.12** (2.69) 

0.02 (0.32) 

0.01 (0.32) 

0.01 (0.32) 

-0.01 (-0.24) 

-0.01 (-0.24) 

-0.01 (-0.24) 

Note: *p<.05; **p<.01; ***p<.001. Here TU refers to transaction utility and PU refers to 

product uniqueness 

Group 1 model fit: (χGroup1
2* (31) = 0.00; p-value = 1.00; RMSEA = 0.05; CFI = 1.00), 

Group 2 model fit: (χGroup2
2* (31) = 15.05; p-value = 0.99; RMSEA = 0.120, CFI = 1.00) 

The chi-square values reported here is a Satorra-Bentler Scaled Chi-Square value which 

adjusts for non-normality in the data. 
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Summary of Hypotheses Testing 

 Overall, among the main effects in Phase I, H1 was supported at both Chinese and 

U.K. e-tailer settings while H2 was supported only at U.K. and not at Chinese e-tailer 

settings. H3 was not supported at either Chinese or U.K. e-tailer settings. As for the 

moderating effects in Phase I, only H2 produced a significant moderating effect, albeit 

with a strength opposite to what was hypothesized and was therefore not supported. In 

Phase II, H7, 8, 9, 10 and 11 were supported at both Chinese and U.K. e-tailer settings. 

Though H4 yielded significant results, it was not as predicted and was therefore not 

supported. Table 19 shows a summary of the hypothesis testing. 
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Table 19. Summary of Hypotheses Testing in Phase I and II 

Country Hypothesis Support 

Phase I 

China H1a: Consumers’ trust in an e-tailer positively influences their Initial IOO 
intention. 

Yes 

 H2a: TU positively influences consumers’ Initial IOO intention No 
 H3a: PU positively influences consumers’ Initial IOO intention No 

U.K H1b: Consumers’ trust in an e-tailer positively influences their Initial IOO 
intention. 

Yes 

 H2b: TU positively influences consumers’ Initial IOO intention Yes 

 H3b: PU positively influences consumers’ Initial IOO intention No 

Both H1c: The positive relationship between trust in e-tailer and Initial IOO 
intention will be moderated by the e-tailer’s country image such that the 
relationship will be stronger in U.K. e-tailers than in Chinese e-tailers. 

No 

 H2c: The positive relationship between TU and Initial IOO intention will be 
moderated by the e-tailer’s country image such that the relationship will be 
stronger in Chinese e-tailers than in U.K. e-tailers. 

No 

 H3c: The positive relationship between PU and Initial IOO intention will be 
moderated by the e-tailer’s country image such that the relationship will be 
stronger in U.K. e-tailers than in Chinese e-tailers. 

No 

Phase II 

China H4a: Consumers’ trust in an e-tailer positively influences their surprise upon 
engaging in IOO. 

No 

 H5a: TU positively influences consumers’ surprise upon engaging in IOO No 
 H6a: PU positively influences consumers’ surprise upon engaging in IOO No 
 H7a: Consumers’ degree of surprise positively influences their level of 

arousal upon engaging in IOO 
Yes 

 H8a: Consumers’ degree of surprise positively influences their level of 
delight upon engaging in IOO 

Yes 

 H9a: Consumers’ level of arousal positively influences their level of 
positive affect upon engaging in IOO 

Yes 

 H10a: Consumers’ level of arousal positively influences their level of 
delight upon engaging in IOO 

Yes 

 H11a: Consumers’ level of positive affect positively influences their level of 
delight upon engaging in IOO 

Yes 

U.K. H4b: Consumers’ trust in an e-tailer positively influences their surprise 
upon engaging in IOO. 

No 

 H5b: TU positively influences consumers’ surprise upon engaging in IOO No 
 H6b: PU positively influences consumers’ surprise upon engaging in IOO No 
 H7b: Consumers’ degree of surprise positively influences their level of 

arousal upon engaging in IOO 
Yes 

 H8b: Consumers’ degree of surprise positively influences their level of 
delight upon engaging in IOO 

Yes 

 H9b: Consumers’ level of arousal positively influences their level of 
positive affect upon engaging in IOO 

Yes 

 H10b: Consumers’ level of arousal positively influences their level of 
delight upon engaging in IOO 

Yes 

 H11b: Consumers’ level of positive affect positively influences their level 
of delight upon engaging in IOO 

Yes 
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CHAPTER V 

DISCUSSION AND CONCLUSION 

 This chapter consists of the following sections that provide the discussion and 

conclusion of this study: (1) Summary of Findings, (2) Discussion of Findings, (3) 

Implications, and (4) Limitations and Suggestions for Future Research. 

Summary of Findings 

 This study started by asking “how does the level of trust on a website, amount of 

price savings, and uniqueness of a product at a foreign website affect an initial IOO 

purchase? Does this effect differ based on an e-tailer’s country image? Do high levels of 

these factors lead to consumers feeling delighted upon first-time purchase at a foreign 

website?” To answer these key questions, a research framework was developed 

consisting of two phases. Phase I investigated the effects of the three antecedents, trust, 

transaction utility (price saving), and product uniqueness, on initial IOO intention by 

incorporating three theories, namely, Commitment-Trust Theory, Mental Accounting 

Theory, and Commodity Theory, respectively. Also, the moderating effect of country 

image on the relationship between the three antecedents and initial IOO intention was 

tested. Phase II tested the effects of the three antecedents on the anticipated emotion of 

surprise, which in-turn impacted delight directly and indirectly through arousal and 

positive affect. Both phases in the research framework were tested in both Chinese and 

U.K. e-tailer settings.  
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 A total of 539 responses (275 in Chinese and 264 in U.K. e-tailer settings) were 

collected and analyzed using Structural Equation Modelling (SEM) on LISREL 9.1. 

Upon analysis, the results in Phase I showed that trust positively influenced consumers’ 

initial IOO intention at both Chinese and U.K. e-tailers, transaction utility had no impact 

on consumers’ initial IOO intention at Chinese e-tailers but positively influenced initial 

IOO intention at U.K. e-tailers, and product uniqueness had no influence on initial IOO 

intention at both Chinese as well as U.K. e-tailers. Further, there was no moderating 

effect of country image on the relationship between trust and initial IOO intention, and 

product uniqueness and initial IOO intention. However, there was a moderating effect of 

country image on the relationship between transaction utility and initial IOO intention 

such that the relationship was stronger at U.K. e-tailers than Chinese e-tailers. This effect 

was opposite to what was expected. 

 The results in Phase II showed that trust negatively influenced surprise in both 

Chinese and U.K. e-tailer settings, a result that is opposite to what was expected in the 

hypothesis. Transaction utility and product uniqueness had no influence on surprise. 

Further, the relationships in the customer delight model, namely, surprise  arousal, 

surprise  delight, arousal  positive affect, arousal  delight, and positive affect  

delight, were significantly positive in both Chinese and U.K. e-tailer settings. 
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Discussion of Findings 

Discussion of Findings in Phase I 

 In this phase, the first hypothesis was developed, guided by Commitment-Trust 

Theory (Morgan & Hunt, 1994), which suggested that trust is an important factor and a 

prerequisite that directly results in behavioral intention (Mukherjee & Nath, 2007). Based 

on this, this study hypothesized that, trust in an e-tailer will positively influence 

consumers’ initial IOO intention at both Chinese (H1a) and U.K. (H1b) e-tailer settings. 

Upon manipulating high and low levels of trust in both Chinese and U.K. e-tailer 

scenarios, the analysis revealed support for this hypothesis. This support is consistent 

with Commitment-Trust Theory (Morgan & Hunt, 1994) and prior research that has 

provided evidence for a positive relationship between trust and purchase intention in the 

online setting (Bock, Lee, Kuan, & Kim, 2012; Chen & Barnes, 2007; Yoon, 2002). 

Furthermore, this finding is also consistent with studies that have found support for this 

relationship when consumers shop at foreign websites (Cyr et al., 2005; Wang et al., 

2010), thereby stating that the importance of trust in forming initial IOO intention is true 

for both developing and developed country e-tailers, which in this study are China and 

U.K. e-tailers, respectively. In IOO settings, foreign websites typically display varied 

levels of ability, benevolence, and integrity, the three main dimensions central to the 

formation of trust in online settings (Bhattacharjee, 2002). This finding indicates that 

trust is formed through practices such as, providing partial or full refunds in case of 

delivery of wrong/inconsistent product or non-delivery, offering a secure payment 
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platform, and safeguarding consumers’ personal information. Providing these can lead to 

positive perceptions of the e-tailer’s ability, benevolence, and integrity to perform, 

thereby creating a highly positive initial IOO intention at that foreign website. 

 The relationship between trust and initial IOO intention was expected to be 

moderated by e-tailer’s country image such that, the relationship would be stronger in 

U.K. e-tailers than Chinese e-tailers (H1c). However, there was no support for such a 

moderating effect. This indicated that, though there was a significant positive influence of 

trust on initial IOO intention, there was no difference between the strength of this 

relationship among the two country e-tailers. Although evidence from prior research 

indicated that consumers’ tendency to trust e-tailers from developing countries will be 

lower than their tendency to trust developed country e-tailers (Hsieh et al., 2004; Pappu et 

al., 2007), this study’s finding was not consistent with prior research. This suggested that, 

though consumers’ perception of country image was in fact lower in China (developing 

country) than in U.K. (developed country), such a perception did not alter the impact of 

trust on initial IOO intention. In other words, trust is equally important in forming initial 

IOO intention at foreign e-tailers regardless of the e-tailers’ country image.  

 The second hypothesis in Phase I was developed using the Mental Accounting 

Theory (Thaler, 1985), which stated that consumers perceive a purchase as favorable 

based on the positive utility (in terms of savings) that is expected to arise out of the 

transaction, such that the actual product price is lower than the reference price (the price 

that an individual would typically expect to pay for a given product based on past 
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experiences). Based on this notion, this study predicted that, by manipulating the level of 

transaction utility (high or low), consumers’ initial IOO intention will increase or 

decrease accordingly, at both Chinese (H2a) and U.K. (H2b) e-tailer settings. The finding 

revealed that transaction utility did not influence initial IOO intention at Chinese e-

tailers; however, it did influence initial IOO intention at U.K. e-tailers. This contradictory 

finding of this hypothesis, gaining support in U.K. e-tailer settings but not in Chinese e-

tailer settings, could be due to a discrepancy revealed by the manipulation check. That is, 

though the manipulation check of transaction utility was successfully validated in the pre-

test, the same manipulation showed no difference between the low and high levels in the 

Chinese e-tailer scenario in the main study, while there was significant difference in the 

U.K. e-tailer scenario. This meant that, what was perceived to be distinctively low or high 

transaction utility in the U.K. e-tailer setting did not hold a parallel perception in the 

Chinese e-tailer setting, revealing a surprising distinction in the perception of transaction 

utility or price savings as a function of the e-tailer’s country. In other words, the amount 

of money that was perceived to be a savings or loss was not only a function of the 

difference between the reference price (price of product in home country) and actual 

price (price of the same product in the foreign e-tailer’s website) as predicted by the 

hypothesis (Mayhew & Winer, 1992), but also possibly a function of the e-tailer’s 

country image. Since the manipulation of transaction utility was not validated in the 

Chinese e-tailer scenarios, the discussion of the result of this hypothesis needs to be 

understood in light of the failed manipulation check. Though it is unknown whether 
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transaction utility can significantly increase initial IOO intention in the Chinese e-tailer 

setting in the case of the manipulation check being successful, the failed manipulation 

reveals that consumers may expect Chinese e-tailers to offer products for much cheaper 

than they would expect from a U.K. e-tailer since the same manipulation was 

successfully validated in the U.K. e-tailer setting.  

The sub-hypothesis under H2, i.e., H2c, revealed a result that can be explained as 

an extension of the above finding. According to prior country image literature, consumers 

in developed countries, such as the U.S., associate products from developing countries as 

typically low-priced, while perceiving products from other developed countries to be 

more expensive (Shimp, Samiee & Madden, 1993). Based on this, the present study 

predicted that the relationship between transaction utility and initial IOO intention will be 

moderated by country image, such that the relationship will be stronger in Chinese e-

tailers than in U.K. e-tailers. However, contrary to what was predicted, the relationship 

was found to be stronger in U.K. than Chinese e-tailers. The key difference seems to arise 

between consumers’ expectation and preconceived assumption. That is, though this 

seems contradictory to the rationale that Chinese e-tailers will be expected to provide 

higher transaction utility due to their capabilities to produce inexpensive products 

resulting in high initial IOO intentions, this result may arise due to the fact that, rather 

than expecting Chinese e-tailers to be less expensive, consumers may assume the 

existence of low-priced products at Chinese e-tailers and instead place higher 

expectations of transaction utility at U.K. e-tailers as low-prices are not a given when it 
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comes to developed country e-tailers (Cline, 1979). Therefore, even though price, or price 

savings, is a key factor in predicting outshopping behavior (Piron, 2002), the impact of 

savings on initial IOO intention is stronger when consumers shopped at a developed 

country e-tailer, such as those from the U.K., than when they shopped at a developing 

country e-tailer, such as those from China.  

 The third and last hypothesis in Phase I was guided by Commodity Theory 

(Brock, 1968), which states that products that are scarce (unavailable or hard to obtain 

locally) are perceived as unique and therefore create high intention to purchase. Based on 

this notion, this study anticipated that product uniqueness will positively influence initial 

IOO intention at both Chinese (H3a) and U.K. (H3b) e-tailers. However, the result 

revealed no influence of product uniqueness on initial IOO intention at either Chinese or 

U.K. e-tailers. This result was inconsistent with previous research that found product 

uniqueness positively influenced purchase intention in domestic shopping (Holak & 

Lehmann, 1990; Wu et al., 2012) as well as in outshopping scenarios (Guo et al., 2006; 

Kim & Littrell, 1999). This finding may imply that a product’s level of uniqueness does 

not affect consumers’ intention to buy or not to buy from a foreign website. This result is 

surprising given that consumers in this study clearly differentiated between low and high 

unique athletic shoes in both the Chinese and U.K. e-tailer scenarios in the manipulation 

check, but this manipulation did not influence their intention to engage in IOO. The 

reason for this result might be that, when shopping for apparel-related items such as 

athletic shoes, consumers may use their knowledge of brands as a cue, in addition to the 
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product’s uniqueness, to form intention to purchase, something which was not part of the 

manipulation in this study. Zhan and He (2012) mirror this notion by implying that the 

scarcity effect addressed by commodity theory creates a desire to purchase only when 

combined with known-brand goods, since an unknown apparel-related brand’s product 

from a foreign marketplace may not be desirable even if it is unique. This may therefore 

imply the need to measure and manipulate product uniqueness in conjunction with the 

product’s brand information, which will be explored in further detail under theoretical 

implications.  

 Next, given that a stereotypical and factual perspective exists among consumers 

that products offered by retailers in developed countries are typically more unique than 

those offered by retailers in developing countries (Koschate-Fischer et al., 2012; Roth & 

Romeo, 1992), this study hypothesized that the relationship between product uniqueness 

and initial IOO intention will be moderated by country image such that the relationship 

would be stronger in U.K. than Chinese e-tailers (H3c). In addition to revealing no 

significant effect of product uniqueness on initial IOO intention, a moderating effect of 

country image was also not found. This means that a lack of relationship between product 

uniqueness and initial IOO intention did not differ based on the e-tailer’s country image. 

This is inconsistent with Baker and Ballington's (2002) suggestion that countries and 

retailers with unique products, coupled with a positive country image, draw significant 

attention and therefore intention to purchase those products. This inconsistency may arise 

because the relationship between product uniqueness and initial IOO intention was not 
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significant to begin with, thereby generating no significant differences in strength based 

on e-tailer’s country image. 

Discussion of Findings in Phase II 

 In the second phase, the first three hypotheses related to the influence of the three 

antecedents, namely, trust, transaction utility, and product uniqueness on the anticipated 

emotion of surprise. The first hypothesis (H4) was derived from the notion in the 

customer delight model (Oliver, Rust & Varki, 1997) that the feeling of positive surprise 

is elicited when a consumer is exposed to an unexpected experience or outcome of a 

purchase and that a highly trustworthy foreign website can generate the unexpectedness 

needed (Cyr et al., 2005). Accordingly, this study hypothesized that trust in an e-tailer 

will positively influence surprise when shopping at Chinese (H4a) and U.K. (H4b) e-

tailers. However, contrary to expectation, the result showed that trust significantly 

negatively influenced surprise in both Chinese and U.K. e-tailer settings. This was a 

surprising result, as a highly trustworthy foreign website was expected to increase the 

level of surprise in the consumer and not decrease it. The necessity to probe further into 

this discrepancy is warranted considering Jackson and Messick's (1965) observation that, 

“though surprise may occur more than once in response to the same object, the second 

and subsequent exposures never quite match the impact of the first” (p. 317). In other 

words, the impact of trust on surprise may diminish based on consumers’ experience 

shopping at foreign websites. To test this notion, the data in both the Chinese and U.K. e-

tailer settings was segregated into two further groups, consumers with prior experience 
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shopping at foreign websites (shopped at least once in the past) and those with no prior 

experience (never shopped at foreign websites). Upon segregating and analyzing further, 

an interesting finding revealed that in both the Chinese and U.K. e-tailer settings, high 

trust led to positive surprise among consumers with no experience, whereas high trust led 

to no surprise among consumers with at least one prior experience shopping at foreign 

websites. This provided support for Jackson and Messick's (1965) suggestion that 

surprise reduces with repeated experience in the same surprise-inducing scenario, which 

in this case is being exposed to a highly trustworthy foreign website. Therefore, surprise 

is a prominent emotion positively induced by trust during the first-time, initial IOO 

purchases and is eventually reduced significantly in subsequent IOO purchase scenarios, 

possibly due to the fact that consumers become accustomed to the experience. 

 The next hypothesis in Phase II (H5) proposed that transaction utility will 

positively influence surprise when shopping at both Chinese (H5a) and U.K. (H5b) e-

tailers. Existing research has shown that, another unexpected experience that can lead to 

surprise is transaction utility, i.e., observing a selling price much lower than expected 

(Urbany et al., 1997). However, contrary to previous findings (Urbany et al., 1997; 

McNeill et al., 2014), this study did not find any significant influence of transaction 

utility on surprise, meaning that finding a significantly low or high product price on a 

foreign website in comparison to a similar product’s price domestically, did not surprise 

consumers. That is, consumers were not surprised to see that shopping on foreign 

websites can result in high price savings. This may imply that consumers already 
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perceive, know, or expect product prices on foreign websites (both developed and 

developing country e-tailers) to be cheaper than prices of similar products in the U.S. 

This could also highlight one of the key factors for consumers to engage in outshopping, 

i.e., price (Jarratt & Polonsky, 1993; Piron, 2001; Piron, 2002). If one of the main reasons 

for engaging in IOO is price or low price, it negates the notion that high transaction 

utility (savings created by low prices) will surprise the consumer, but on the contrary, it 

might confirm their beliefs or expectations. Therefore, this finding reveals that low price 

resulting in high transaction utility on a foreign website is not one of the “unexpected” 

aspects necessary to induce surprise. 

 The third hypothesis (H6) in Phase II was guided by prior literature, which 

showed that by offering unique products, retailers can surprise consumers in positive 

ways (Lee & O’Connor, 2003; Molina-Castillo & Munuera-Aleman, 2009), and this was 

shown to be specifically the case in outshopping contexts where foreign retailers 

encouraged consumers to outshop by selling unique items not available in the consumer’s 

domestic market (Guo et al., 2006; Holak & Lehmann, 1990; Wu et al., 2012). 

Accordingly, this study predicted that product uniqueness will positively induce surprise 

in consumers when shopping at Chinese (H6a) and U.K. (H6b) e-tailers. However, the 

results did not support the hypothesis, thereby implying that surprise is not a function of a 

products’ level of uniqueness in IOO settings. This refutes Jackson and Messick’s, (1965) 

suggestion that unique or “unusual” products can evoke surprise in the consumer. Though 

consumers clearly differentiated between a product with low and high uniqueness as 
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evidenced in the manipulation check, the manipulation did not affect their perception of 

the anticipated feeling of surprise. Although traditional notion indicates that product 

uniqueness induces surprise, the lack of support for this notion in this study could imply 

that, when shopping at foreign websites, consumers are not surprised to find unique 

products since they may have expected foreign websites to sell products unique to that e-

tailers’ country or region. Conversely, consumers may be surprised to see such unique 

products in their home country market since they did not know such products existed 

locally.  

 The last five hypotheses in Phase II were incorporated from the customer delight 

model (Oliver, Rust & Varki, 1997), where consumers’ level of delight with a purchase 

was determined by the level of surprise (H8), arousal (H10), and positive affect (H11) 

that the purchase induced. The model also stated that positive surprise impacted arousal 

(positive stimulation) levels (H7), and the level of arousal then positively influenced 

positive affect (H9). The results of this study showed support for the customer delight 

model, thereby adding support to the use of the model in IOO setting, in addition to other 

offline and online settings that the model has been applied to in prior research (e.g., Finn, 

2005; Loureiro & Kastenholz, 2011; Vanhamme, 2000). This result meant that, by 

engaging in IOO at a foreign e-tailer (Chinese and U.K.), U.S. consumers are surprised, 

aroused, positively affected (in terms of feelings and mood), and delighted. Further 

analysis is required to pin-point the particular factor(s) that will lead to arousal, positive 

affect, and finally delight, a retailer’s desired outcome of a purchase, shown to be more 
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effective and powerful than mere satisfaction (Kim, Vogt & Knutson, 2015; Rust & 

Oliver, 2000).  

By looking at the indirect effects in the causal model of Phase II, it was revealed 

that trust was the single most important and significant factor that had indirect effects on 

arousal, positive affect, and delight in both Chinese and U.K. e-tailer settings (see Table 

18). Similar to the previously discussed finding of the direct effect of trust on surprise 

(H4), this indirect effect of trust on arousal, positive affect. and delight was also different 

between the group of consumers with prior experience in shopping at foreign websites 

and the group with no prior experience. The effect was negative in the group with prior 

experience and positive in the group with no prior experience. This finding suggested an 

interesting insight that, similar to surprise, the other emotions in the customer delight 

model, namely, arousal, positive affect, and delight diminished with increasing 

experience in that particular shopping scenario. Therefore, in an initial IOO purchase, 

high trust in an e-tailer induced significantly high levels of surprise, arousal, positive 

affect, and delight. However, in subsequent purchases, these emotions faded into no 

surprise, no arousal, no affect, and no delight.  

Finally, the indirect effects in Phase II revealed that transaction utility did not 

exert any indirect effect on arousal, positive affect, or delight. This could have resulted 

due to the fact observed earlier that if consumers mainly engage in IOO for reasons of 

availability of low-priced, inexpensive products (Jarratt & Polonsky, 1993; Piron, 2001), 

then they are likely to approach a foreign website with preconceived expectations of low 
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prices resulting in high savings or transaction utility. In such a case, experiencing high 

levels of transaction utility may not necessarily surprise the consumer (which was already 

unsupported in H5), along with insignificant levels of arousal, positive affect, and delight. 

A similar insignificant effect of product uniqueness was also reported in the results, 

thereby extending H6 to the effects on arousal, positive affect, and delight. Here, the 

availability of products unique to a given e-tailer’s country may also be a preconceived 

expectation, thereby not exerting any influence on any of the aforementioned emotions in 

the delight model. 

Implications 

 This study offers valuable implications for researchers interested in understanding 

consumer behavior in the recent phenomenon of IOO as well as for small businesses and 

e-commerce companies that are interested in growing an international consumer base for 

their websites and products. Each of these implications are discussed in the following 

sections. 

Theoretical Implications 

 First, most previous research in outshopping collected data using self-report 

measures through survey methodology. Though these studies were successful in 

identifying antecedents of outshopping, such as income, quality, price consciousness, 

desire for unique products, perceived reliability, etc. (e.g., Dmitrovic & Vida, 2005; 

Hermann & Beik, 1968; Wang et al., 2010), an understanding of the degree or level of the 

antecedent needed to elicit outshopping intention or purchase was lacking. This study 
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filled this gap by conducting an experimental study where three antecedents, namely, 

trust, transaction utility and product uniqueness, were manipulated to high and low levels, 

thereby revealing how each of these levels influenced initial IOO intention as well as the 

post-IOO emotion of delight. By manipulating these antecedents, this study has taken a 

unique approach to understanding the outshopping phenomenon unlike prior outshopping 

research. 

 Second, prior research has repeatedly shown trust in an e-tailer as a key factor 

influencing purchase intention (Bart, Shankar, Sultan, & Urban, 2005; Becerra & 

Korgaonkar, 2011; Kim, Ferrin, & Rao, 2009). In addition, consumers have shown to 

exhibit more trust in domestic e-tailers than foreign e-tailers (Cyr et al., 2005). However, 

research has not explored the existence, or lack of existence, of a difference in 

consumers’ trust levels between foreign websites from two different countries, especially 

one developing country e-tailer and the other developed country e-tailer. This study 

manipulated high and low levels of trust in Chinese and U.K. e-tailers, thereby finding no 

influence of country image on the effect of trust on initial IOO intention. This finding 

contributes to the online trust literature in relation to trust perceptions of foreign websites 

by revealing the critical role of trust in IOO purchase intention, regardless of country 

image. 

 Third, price consciousness or competitive product price were predominantly 

identified as antecedents of outshopping in previous research (Dmitrovic & Vida, 2005; 

Piron, 2002). Though this established the importance of price in outshopping, these 
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studies did not take into consideration whether the knowledge of the exact price savings 

achieved by shopping at a foreign website contributed to purchase intention at that site. 

Taking these considerations into account, this study applied the concept of transaction 

utility guided by the Mental Accounting Theory (Thaler, 1985), which compares the 

consumers’ reference price (or consumers’ expected price) to the actual price of the 

product available at a foreign website. Despite considerable support in literature on 

transaction utility as a predictor of purchase intention in online settings (Gupta & Kim, 

2010; Kauffman, Lai, & Ho, 2010; Kim, Xu, & Gupta, 2012), there remains a lack of 

research on the nature of reference and actual prices when consumers shop from foreign 

websites. In prior usage of transaction utility as an indicator of purchase intention, the 

reference price and actual price components were derived from prices in the domestic 

market. However, in outshopping research, especially in initial IOO purchases, reference 

price is the typical price of a given product in the consumer’s home country compared to 

the actual product price at the foreign e-tailer. This study acknowledged this fact and 

manipulated transaction utility in Chinese and U.K. e-tailers as the reference price in the 

U.S. market versus the actual price at the Chinese or U.K. e-tailer. Such an approach 

enabled this study to directly compare the effect of transaction utility on initial IOO 

intention at two different country’s e-tailers where the reference price was derived from 

one common source, i.e., the consumers’ home market of the U.S. The result of this 

approach implied that transaction utility was perceived in relation to the e-tailer’s country 

image such that it was of high importance when shopping at developed country e-tailers 
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where high transaction utility is expected and of no importance when shopping at 

developing country e-tailers where high transaction utility is assumed. This unique 

approach and finding contributes to the Mental Accounting Theory’s perspective of 

transaction utility by better understanding the key aspect of price saving in relation to an 

e-tailer’s country image in outshopping literature. 

 Fourth, while previous research in the country image literature has highlighted the 

difference in consumers’ perception of brands and products based on their perceived 

country image (good or bad) of the retailer (Cordell, 1992; Hamzaoui & Merunka, 2006; 

Lascu & Giese, 1996), there has been a lack of application of the country image concept 

to understand consumers’ perceptions of foreign e-tailers and how this affects their 

purchase intentions at these e-tailers. This study has filled this gap by extending the body 

of knowledge in country image literature to the IOO setting by incorporating it as a 

moderator in the relationship between the antecedents and initial IOO intention. The 

finding implied that for the same amount of price saving at both developing and 

developed country e-tailers, consumers had a significant purchase intention at the 

developed country e-tailer (in this case U.K.), while they had no significant purchase 

intention at the developing country e-tailer (in this case China). This finding contributes 

to a unique theoretical understanding of country image in an online setting, in that 

consumers use country image perception to form expectations and assumptions of low 

price based on the e-tailer’s country image. 
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Lastly, though the concept of customer delight has been extensively studied in 

previous research (Arnold, Reynolds, Ponder & Lueg, 2005; Chitturi, Raghunathan, & 

Mahajan, 2008; Finn, 2005; Finn, 2011; Santos & Boote, 2003), the identification of 

specific antecedents of the emotions in the delight model has been minimal. This study is 

one of the first attempts to apply the delight model to explain if, and how, the specific 

antecedents, namely, trust in e-tailer, transaction utility, and product uniqueness, led to 

the emotion of delight. Through manipulation and testing of these antecedents, this study 

went beyond just assessing factors that led to intentions and helped understand whether 

or not, and how, in a post-IOO setting, engaging in IOO under the conditions of high/low 

trust, transaction utility and product uniqueness can lead to delight (Rust & Oliver, 2000). 

Though not part of the hypothesized framework, this study added to the customer delight 

literature by finding that delight significantly diminishes with subsequent purchases. 

However, none of the above mentioned effects of antecedents on the delight model 

differed by e-tailer’s country, thereby contributing to the delight literature as it relates to 

country image theory. 

Managerial Implications 

 The findings in this study provide significant practical implications to various 

players in the global e-tailing industry, including small- and medium-sized enterprises 

(SMEs) and business-to-consumer (B2C) e-commerce platforms. First, through this 

study’s findings, e-tailers can understand that the implications of the order of importance 

of the three antecedents in eliciting initial IOO intention are as follows. Trust was of 
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utmost importance, thereby implying that e-tailers must first develop a trust-inducing 

website containing characteristics that will be discussed in the next managerial 

implication. The second most important antecedent was transaction utility which was 

only applicable to developed country e-tailers and not to developing country e-tailers, 

thereby leading to the suggestion that developed country e-tailers must provide 

consumers with a significantly higher transaction utility when compared to the 

consumers’ domestic market in order to induce initial IOO intention. The failed 

manipulation check of transaction utility in developing country e-tailer setting may imply 

that these e-tailers need to offer all-time low prices than any developed country e-tailer, 

however this needs to be reconfirmed in future studies as discussed in the next section. 

Finally, product uniqueness is not a necessary antecedent to generate initial IOO intention 

or post-purchase delight.  

Second, this study found that, when a consumer comes across a highly 

trustworthy website, their intention to shop from that website significantly increases and 

that the e-tailer’s country image does not impact or moderate this intention. Based on this 

finding, e-tailers are recommended to develop policies that are trustworthy enough to 

consumers, such as precise promises of expected delivery time and a full or partial refund 

policy when the order does not arrive within the promised delivery time or if the product 

is not as described. Such policies, shown by this study, exhibit trust and increases 

purchase intention. In addition to developing these customer-favorable policies, the 

website must explicitly communicate these policies through dedicated sections or pages 
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on the website that guarantee “buyer protection,” in addition to providing accurate 

customer reviews of each product and the seller offering these products. One of the 

positive managerial implications of the finding of this study is that an e-tailer’s country 

image did not seem to affect initial IOO intentions as long as the e-tailer’s website was 

perceived as trustworthy. Therefore, unlike traditional notions about developing country 

retailers being perceived as lower than developed country retailers, in the IOO setting, 

consumers did not let their perception of country image affect their intention to shop 

when a trustworthy site was presented to them. For developing country e-tailers, this 

implies that, as long as consumers are offered a trustworthy website with the 

aforementioned characteristics, they are likely to trust the website and purchase from it as 

much as they would trust a developed country e-tailer’s website to form purchase 

intention. 

 Third, the participants in this study did not perceive transaction utility equally in 

Chinese and U.K. e-tailers, thereby revealing a country image effect on price. 

Specifically, transaction utility significantly impacted initial IOO intention at U.K. e-

tailers but not Chinese e-tailers, with country image moderating this relationship where it 

was stronger in the U.K. Therefore, the suggestion for SMEs and e-tailers from 

developed countries, such as those from the U.S., is that the key to attracting global 

consumers is to provide similar products that are available at the consumers’ home 

country, albeit at a significantly low cost. As the manipulations used in this study 

showed, a price savings of 58% (actual price of $15 and reference price of $35) was seen 
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more highly favorable than a price saving of 15% (actual price of $30 and reference price 

of $35). Though this seems like an obvious result at first, it was clearly not the case, since 

the same manipulation did not work for the Chinese e-tailer scenario, implying that a 

much higher price saving is possibly expected by consumers, and therefore required from 

developing country e-tailers. For developing country e-tailers, the recommendation is that 

they must consistently provide products of much lower cost than those that are available 

in other developed country e-tailers such as the U.K. and U.S., in order to maintain a 

competitive edge, since consumers’ perceptions of transaction utility at developing 

country e-tailers is not the same as their perceptions at developed country e-tailers.  

 Lastly, this study showed that, trust was the only antecedent that significantly 

resulted in surprise, arousal, positive affect, and product uniqueness. Moreover, trust only 

initially increased surprise, arousal, positive affect, and delight to positive levels, but with 

subsequent purchases which accustomed consumers to the “unexpectedness” of the e-

tailer’s trustworthiness, these emotions significantly reduced. SMEs and e-tailers, whose 

goal is to delight their customers, must continually develop and reinvent their services 

and exhibit higher trust during every purchase to avoid diminishing delight. One method 

to ensure the sustenance of delight could be the provision of quicker delivery times and 

even meeting the delivery times at a much quicker rate than promised. Another method 

can be to offer full refunds when disputes arise between seller and buyer, a strategy that 

e-tailers like Amazon have been successful in incorporating. Though Amazon has strict 

return policies in place, their goal as an e-tailer is not only to delight the customer but 
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also their sellers. For instance, in situations of dispute between sellers and buyers where 

neither or both are seemingly at fault, Amazon settles the dispute and extends the benefit 

of doubt to both parties by providing full or partial refund to the buyer while still paying 

the seller for the transaction. In such a case, though Amazon seems to be at loss, the 

consequential delight produced to both parties may encourage both parties to continue 

patronage with Amazon considering their exceptional service. This can be considered as 

the short-term cost of delighting and retaining a customer for the long-term. Another 

example of reinventing services to consistently delight the customer is that of Zappos, the 

U.S. shoe e-tailer, who offers coupons and beneficial advice to dissatisfied customers via 

social media. Though these examples are of domestic e-tailers, such trust-inducing 

practices can be translated to the IOO setting, thereby consistently providing consumers 

with a delightful experience. 

Limitations and Suggestions for Future Research 

 This study had some limitations, which, if improved on, can present opportunities 

for future studies in IOO. The first limitation is that, in order to measure initial IOO 

intention and the emotions in the customer delight models, this study asked the 

participants to consider a hypothetical scenario and assume that they purchased the 

product from the hypothetical Chinese or U.K. website, when in reality this purchase did 

not occur. This led the emotions to be interpreted as anticipated emotions rather than 

actually felt emotions. Future studies can develop a realistic website where consumers 
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could browse through various products and their prices, and place an order to help 

question their emotion levels more accurately.  

The second limitation of this study comes in form of the failed manipulation 

check of the transaction utility measure only in Chinese e-tailer setting. This interesting 

revelation also contributed to the study’s limitation, as the amount of reference price and 

actual price needed to differentiate between high and low transaction utility was not 

accurately manipulated. More importantly, while a high transaction utility of $20 ($35 

reference price - $15 actual price) and a low transaction utility of $5 ($35 reference price 

- $30 actual price) was seen as significantly different in the U.K. e-tailer setting, the same 

was not perceived to be significantly different in the Chinese e-tailer setting. Future 

studies aiming to further explore the impact of transaction utility manipulation on initial 

IOO intention can increase the transaction utility amounts in developing country e-tailers 

to more than that of developed country e-tailers. It must be, however, noted that these 

amounts must realistically correspond to the product category being sold, such that 

typically expensive products such as luxury goods can have much higher actual prices 

and reference prices whereas a product, such as socks, can have much lower actual prices 

and reference prices. 

Third, when introducing each of the scenarios in the U.K. e-tailer setting, 

respondents were informed of a $4 shipping fee that will apply on orders less than $40 to 

reflect the shipping policy of a typical U.K. website, while in the Chinese e-tailer 

scenarios, respondents were informed that shipping is free on most products regardless of 
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the product’s price to reflect the shipping policy of a typical Chinese website. However, 

this variance in shipping fee may have introduced a confound from a methodological 

standpoint as the shipping fee was not manipulated equally in both cases. In order to 

eliminate this confound from arising due to differing shipping policies, future studies 

may consider using the same shipping fee for both Chinese and U.K. e-tailer settings 

even though in reality this might not be true. This way researchers can ensure that the 

experiment will simulate the scenarios in such a way that transaction utility perceptions 

will be induced uniformly. 

Fourth, since a Confirmatory Factor Analysis (CFA) was not performed on the 

constructs, there were no factor loadings derived to calculate and establish convergent 

validity and Average Variance Extracted (AVE). Although the acceptable Cronbach’s α 

values ranging between .79 and .96 provided some evidence that items were functioning 

consistently, in the future, studies must use measures to collect data in a way that allows 

more room to establish convergent validity and compute AVE. By doing so, it can be 

concretely established that measures or items that should be theoretically related are in 

fact related to each other.  

Fifth, unlike the research framework predicted, product uniqueness did not 

produce any significant results both in its expected effect on initial IOO intention as well 

as surprise. As mentioned in the discussion section, product uniqueness may lead to 

significant purchase intention among consumers only when combined with the 

knowledge about the product’s brand name (Zhan & He, 2012). This means that future 
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studies can modify the manipulation of product uniqueness to reflect uniqueness at the 

brand level. In other words, the measurement of uniqueness of a product must include the 

perception of the unique or non-unique product’s brand name also. This way, consumers 

can form perceptions of the product’s level of uniqueness based also on the product’s 

brand name, thereby possibly resulting in significant purchase intention. 

Sixth, the data in this study was collected from only college students, which 

limited the understanding of the IOO process in other demographics. With a diverse 

sample characteristic, it will be possible for future studies to more accurately factor for 

income influences in initial IOO intention and whether age impacts perceptions of 

country image. This can have a significant impact on the findings, especially considering 

Wayland, Simpson and Kemmerer’s (2003) suggestion that the effect of product 

uniqueness (an antecedent that did not result in any significant results in both phases I 

and II) on purchase intention may change based on the consumers’ income level. 

Therefore, to reveal such changes, a sample with diverse income groups is necessary. 

Lastly, this study used only Chinese and U.K. e-tailer settings to develop the 

scenarios as a method to compare between developing and developed country e-tailers, 

respectively, and attempted to understand the entire IOO process as experienced by 

consumers in the U.S. Though China and U.K. represent one of the most prominent 

developing and developed countries, respectively, in the current global economy, future 

research can include other countries in their manipulation, such as France, Germany, and 

Italy for developed countries, and Brazil, India, and Vietnam for developing countries. 
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Including these countries can reveal country image effects more clearly and accurately. 

Similarly, to be able to comprehensively understand the IOO process of global 

consumers, data from consumers in other developed and developing countries needs to be 

collected in order to form generalized theoretical conclusions regarding the nature of the 

perceptions of trust, transaction utility, and product uniqueness, as well as other 

antecedents that may apply. Moreover, by collecting cross-cultural data, it will be 

possible to compare the differences between consumers in developing and developed 

countries in their initial IOO intention at other developing and developed countries.  

 



 

151 
 

REFERENCES 

Alden, D. L., Steenkamp, J. B. E., & Batra, R. (2006). Consumer attitudes toward 

marketplace globalization: Structure, antecedents and consequences. International 

Journal of Research in Marketing, 23, 227–239. 

doi:10.1016/j.ijresmar.2006.01.010 

Alexander, M. W. (2012). Delight the customer: A predictive model for repeat purchase 

behavior. Journal of Relationship Marketing, 11, 116–123. 

doi:10.1080/15332667.2012.682329 

Amazon. (2014). History & timeline. Retrieved from http://phx.corporate-

ir.net/phoenix.zhtml?p=irol-corporateTimeline&c=176060 

Andersson, P. K., Kristensson, P., Wästlund, E., & Gustafsson, A. (2012). Let the music 

play or not: The influence of background music on consumer behavior. Journal of 

Retailing and Consumer Services, 19, 553–560. 

doi:10.1016/j.jretconser.2012.06.010 

Andreassen, T. W. (2000). Antecedents to satisfaction with service recovery. European 

Journal of Marketing, 34, 156–175. doi:10.1108/03090560010306269 

Arnold, M. J., Reynolds, K. E., Ponder, N., & Lueg, J. E. (2005). Customer delight in a 

retail context: investigating delightful and terrible shopping experiences. Journal 

of Business Research, 58, 1132–1145. doi:10.1016/j.jbusres.2004.01.006 



 

152 
 

Asplund, M., Friberg, R., & Wilander, F. (2007). Demand and distance: Evidence on 

cross-border shopping. Journal of Public Economics, 91, 141–157. 

doi:10.1016/j.jpubeco.2006.05.006 

Babin, B. J., & Babin, L. (2001). Seeking something different? A model of schema 

typicality, consumer affect, purchase intentions and perceived shopping value. 

Journal of Business Research, 54, 89–96. doi:10.1016/s0148-2963(99)00095-8 

Bagozzi, R. P., Gopinath, M., & Nyer, P. U. (1999). The role of emotions in marketing. 

Journal of the Academy of Marketing Science, 27, 184–206. 

doi:10.1177/0092070399272005 

Baker, J., Levy, M., & Grewal, D. (1992). An experimental approach to making retail 

store environmental decisions. Journal of Retailing, 68, 445-460. 

doi:10.1016/j.jretai.2003.09.006 

Baker, M. J., & Ballington, L. (2002). Country of origin as a source of competitive 

advantage. Journal of Strategic Marketing, 10, 157–168. 

doi:10.1080/09652540210125297 

Barling, J., & Phillips, M. (1993). Interactional, formal, and distributive justice in the 

workplace: An exploratory study. The Journal of Psychology, 127, 649–656. 

doi:10.1080/00223980.1993.9914904 

Barns, M. (2016, January 20). Global e-commerce becoming the great equalizer. Forbes. 

Retrieved from http://www.forbes.com/sites/greatspeculations/2016/01/20/global-

e-commerce-becoming-the-great-equalizer/#1c809d885986. 



 

153 
 

Bart, Y., Shankar, V., Sultan, F., & Urban, G. L. (2005). Are the drivers and role of 

online trust the same for all web sites and consumers? A large-scale exploratory 

empirical study. Journal of Marketing, 69, 133–152. 

doi:10.1509/jmkg.2005.69.4.133 

Beamish, P. W., & Killing, J. P. (Eds.). (1997). Cooperative strategies: North American 

perspectives. San Francisco, CA: New Lexington Press. 

doi:10.1002/tie.4270400109 

Bearden, W. O., Kaicker, A., Smith de Borrero, M., & Urbany, J. E. (1992). Examining 

alternative operational measures of internal reference prices. Advances in 

Consumer Research, 19, 629–635. doi:10.1177/0092070397251005 

Becerra, E. P., & Korgaonkar, P. K. (2011). Effects of trust beliefs on consumers’ online 

intentions. European Journal of Marketing, 45, 936–962. doi:10.1007/978-3-319-

11806-2_123 

Bei, L. T., & Simpson, E. M. (1995). The determinants of consumers' purchase decisions 

for recycled products: an application of acquisition-transaction utility 

theory. Advances in Consumer Research, 22, 257-257. 

doi:10.1080/09593969.2012.682596 

Bhattacherjee, A. (2002). Individual trust in online firms: Scale development and initial 

test. Journal of Management Information Systems, 19, 211–241. 

doi:10.4018/jebr.2006100102 



 

154 
 

Bickle, M. C., Buccine, R., Makela, C. J., & Mallette, D. (2006). Consumers’ uniqueness 

in home décor: Retail channel choice behaviour. The International Review of 

Retail, Distribution and Consumer Research, 16, 317–331. doi: 

10.1080/09593960600697030 

Bigné, J. E., Andreu, L., & Gnoth, J. (2005). The theme park experience: An analysis of 

pleasure, arousal and satisfaction. Tourism Management, 26, 833–844. 

doi:10.1016/j.tourman.2004.05.006 

Biswas, A. (1992). The moderating role of brand familiarity in reference price 

perceptions. Journal of Business Research, 25, 251–262. doi:10.1016/0148-

2963(92)90033-8 

Bock, G. W., Lee, J., Kuan, H. H., & Kim, J. H. (2012). The progression of online trust in 

the multi-channel retailer context and the role of product uncertainty. Decision 

Support Systems, 53, 97–107. doi:10.1016/j.dss.2011.12.007 

Boeuf, B., & Senecal, S. (2013). Online international outshopping experience: 

Proposition of a research model. Recherche et Applications En Marketing 

(English Edition), 28, 110–119. doi:10.1177/2051570713505474 

Boulding, W., Kalra, A., Staelin, R., & Zeithaml, V. A. (1993). A dynamic process model 

of service quality: from expectations to behavioral intentions. Journal of 

Marketing Research, 30, 7–27. doi:10.2307/3172510 

Brock, T. C. (1968). Implications of commodity theory for value change. Psychological 

Foundations of Attitudes, 1, 243-275. doi:10.1016/b978-1-4832-3071-9.50016-7 



 

155 
 

Broekemier, G. M., & Burkink, T. J. (2004). Using the internet to facilitate outshopping 

by rural residents: Survey and implications. Journal of Internet Commerce, 3, 63–

78. doi:10.1300/j179v03n01_05 

Byrne, B. M., & Watkins, D. (2003). The issue of measurement invariance revisited. 

Journal of Cross-Cultural Psychology, 34, 155–175. 

doi:10.1177/0022022102250225 

Byun, S. E., & Sternquist, B. (2008). The antecedents of in-store hoarding: measurement 

and application in the fast fashion retail environment. The International Review of 

Retail, Distribution and Consumer Research, 18, 133–147. 

doi:10.1080/09593960701868241 

Calder, B. J., Phillips, L. W., & Tybout, A. M. (1981). Designing Research for 

Application. Journal of Consumer Research, 8, 197–207. doi:10.1086/208856 

Charlesworth, W. R. (1969). The role of surprise in cognitive development. In D. Elkind 

& J. H. Flavell (Eds.), Studies in Cognitive Development (pp. 257-314). New 

York, NY: Oxford University Press. 

Chang, M. K., Cheung, W., & Tang, M. (2013). Building trust online: Interactions among 

trust building mechanisms. Information & Management, 50, 439-445. 

doi:10.1016/j.im.2013.06.003 

Cheng, J. M. S., Wang, E. S. T., Lin, J. Y. C., Chen, L. S. L., & Huang, W. H. (2008). Do 

extrinsic cues affect purchase risk at international e-tailers: The mediating effect 



 

156 
 

of perceived e-tailer service quality. Journal of Retailing and Consumer Services, 

15, 420–428. doi:10.1016/j.jretconser.2007.11.001 

Chen, L., Kök, A. G., & Tong, J. D. (2012). The effect of payment schemes on inventory 

decisions: The role of mental accounting. Management Science, 59, 436–451. 

doi:10.1287/mnsc.1120.1638 

Chen, Y., & Barnes, S. (2007). Initial trust and online buyer behaviour. Industrial 

Management & Data Systems, 107, 21–36. doi:10.1108/02635570710719034 

Chitturi, R., Raghunathan, R., & Mahajan, V. (2008). Delight by design: The role of 

hedonic versus utilitarian benefits. Journal of Marketing, 72, 48–63. 

doi:10.1509/jmkg.72.3.48 

Chuang, S. C., Cheng, Y.-H., Chang, C. J., & Yang, S. W. (2012). The effect of service 

failure types and service recovery on customer satisfaction: a mental accounting 

perspective. The Service Industries Journal, 32, 257–271. 

doi:10.1080/02642069.2010.529435 

Cline, W. R. (1979). Imports and consumer prices: A survey analysis. Journal of 

Retailing, 55(1), 3-22. 

Cohen, J. B., Pham, M. T., & Andrade, E. B. (2008). The Nature and Role of Affect in 

Consumer Behavior. Rochester, NY: Social Science Research Network. 

doi:10.4324/9780203809570.ch11 



 

157 
 

Cordell, V. V. (1992). Effects of consumer preferences for foreign sourced 

products. Journal of International Business Studies, 23, 251-269. 

doi:10.1057/palgrave.jibs.8490267 

Crotts, J. C., & Magnini, V. P. (2011). The customer delight construct: Is surprise 

essential? Annals of Tourism Research, 38, 719–722. 

doi:10.1016/j.annals.2010.03.004 

Cyr, D., Bonanni, C., Bowes, J., & Ilsever, J. (2005). Beyond trust: Web site design 

preferences across cultures. Journal of Global Information Management, 13, 25–

54. doi:10.4018/jgim.2005100102 

Davis, B. (2014, October 14). What’s happening in cross-border e-commerce? 

Econsultancy. Retrieved from https://econsultancy.com/blog/65580-what-s-

happening-in-cross-border-ecommerce. 

Davis, D. (2013, July 23). Millions of consumers cross virtual borders to shop online. 

Internet Retailer. Retrieved from 

https://www.internetretailer.com/2013/07/23/millions-consumers-cross-virtual-

borders-shop-online 

Della Bitta, A. J., Monroe, K. B., & McGinnis, J. M. (1981). Consumer perceptions of 

comparative price advertisements. Journal of Marketing Research, 18, 416–427. 

doi:10.2307/3151334 

DHL (2014). Shop the world! Consumer attitudes towards global distance selling. 

Retrieved from 



 

158 
 

http://www.dhl.com/content/dam/Campaigns/Mail_Campaigns/GMStudy2014/pd

f/shop_the_world-en.pdf 

Dichter, E. (1985). What’s in an image. Journal of Consumer Marketing, 2, 75–81. doi: 

10.1108/eb038824  

Dmitrovic, T., & Vida, I. (2007). An examination of cross‐border shopping behaviour in 

South‐East Europe. European Journal of Marketing, 41, 382–395. 

doi:10.1108/03090560710728390 

Dodonova, A., & Khoroshilov, Y. (2004). Anchoring and transaction utility: evidence 

from on-line auctions. Applied Economics Letters, 11, 307–310. 

doi:10.1080/1350485042000221571 

Doney, P. M., & Cannon, J. P. (1997). An examination of the nature of trust in buyer-

seller relationships. Journal of Marketing, 61, 35–51. doi:10.2307/1251829 

Donovan, R. J., Rossiter, J. R., Marcoolyn, G., & Nesdale, A. (1994). Store atmosphere 

and purchasing behavior. Journal of Retailing, 70, 283–294. doi:10.1016/0022-

4359(94)90037-x 

Dutta, A. (1997). The physical infrastructure for electronic commerce in developing 

nations: historical trends and the impact of privatization. International Journal of 

Electronic Commerce, 2, 61-83. doi:10.1080/10864415.1997.11518304 

Dvir, T., Eden, D., Avolio, B. J., & Shamir, B. (2002). Impact of transformational 

leadership on follower development and performance: A field experiment. The 

Academy of Management Journal, 45, 735–744. doi:10.2307/3069307 



 

159 
 

Eastlick, M. A., Lotz, S. L., & Warrington, P. (2006). Understanding online B-to-C 

relationships: An integrated model of privacy concerns, trust, and commitment. 

Journal of Business Research, 59, 877–886. doi:10.1016/j.jbusres.2006.02.006 

Eisend, M. (2008). Explaining the impact of scarcity appeals in advertising: The 

mediating role of perceptions of susceptibility. Journal of Advertising, 37, 33–40. 

doi:10.2753/joa0091-3367370303 

Eroglu, S. A., Machleit, K. A., & Davis, L. M. (2001). Atmospheric qualities of online 

retailing: A conceptual model and implications. Journal of Business Research, 54, 

177–184. doi:10.1016/s0148-2963(99)00087-9 

Eroglu, S. A., Machleit, K. A., & Davis, L. M. (2003). Empirical testing of a model of 

online store atmospherics and shopper responses. Psychology and Marketing, 20, 

139–150. doi:10.1002/mar.10064 

Farrell, D., & Rusbult, C. E. (1981). Exchange variables as predictors of job satisfaction, 

job commitment, and turnover: The impact of rewards, costs, alternatives, and 

investments. Organizational Behavior and Human Performance, 28, 78–95. 

doi:10.1016/0030-5073(81)90016-7 

Finn, A. (2005). Reassessing the foundations of customer delight. Journal of Service 

Research, 8, 103–116. doi:10.1016/0030-5073(81)90016-7 

Finn, A. (2011). Customer delight: Distinct construct or zone of nonlinear response to 

customer satisfaction? Journal of Service Research, 15, 1-12. 

doi:10.1177/1094670511425698 



 

160 
 

Fiore, A. M., Jin, H. J., & Kim, J. (2005). For fun and profit: Hedonic value from image 

interactivity and responses toward an online store. Psychology and Marketing, 22, 

669–694. doi:10.1002/mar.20079 

Flight, R. L., Rountree, M. M., & Beatty, S. E. (2012). Feeling the urge: affect in 

impulsive and compulsive buying. Journal of Marketing Theory and Practice, 20, 

453–466. doi:10.2753/mtp1069-6679200407 

Forrester Consulting (2014). Seizing the cross-border opportunity. Retrieved from 

http://images.fedex.com/us/ecommerce/pdf/whitepaper.pdf 

Franke, N., & Schreier, M. (2007). Product uniqueness as a driver of customer utility in 

mass customization. Marketing Letters, 19, 93–107. doi:10.1007/s11002-007-

9029-7 

Fredrick, J. (2015). Online retail cross-border sales: The global trend that’s here to stay. 

PFS Web. Retrieved from 

http://images.fedex.com/us/ecommerce/pdf/whitepaper.pdf. 

Friman, M., Gärling, T., Millett, B., Mattsson, J., & Johnston, R. (2002). An analysis of 

international business-to-business relationships based on the Commitment–Trust 

theory. Industrial Marketing Management, 31, 403–409. doi:10.1016/s0019-

8501(01)00154-7 

Fromkin, H. L. (1971). A social psychological analysis of the adoption and diffusion of 

new products and practices from a uniqueness motivation perspective. Presented 

at the Second Annual Conference of the Association of Consumer Research, 



 

161 
 

College Park, MD. Retrieved from http://www.acrwebsite.org/search/view-

conference-proceedings.aspx?Id=11984 

Fromkin, H. L., Olson, J. C., Dipboye, R. L., & Barnaby, D. (1971). A commodity theory 

analysis of consumer preferences for scarce products. Proceedings of the Annual 

Convention of the American Psychological Association, 6, 653–654. 

doi:10.1037/e611322012-086 

Gabarro, J. J. (1978). The development of trust influence and expectations. In A. G. 

Athos & J. J. Gabarro (Eds.), Interpersonal behavior: Communication and 

understanding in relationships (pp. 290–303). Upper Saddle River, NJ: Prentice 

Hall. 

Gaedeke, R. (1973). Consumer attitudes toward products “made in” developing countries. 

Journal of Retailing, 49(2), 13-24. 

Ganesan, S. (1994). Determinants of long-term orientation in buyer-seller relationships. 

Journal of Marketing, 58, 1–19. doi:10.2307/1252265 

George, D., & Mallery, P. (2008). SPSS for Windows step by step: A simple guide and 

reference 15.0 update. Boston: Pearson/A and B. 

Goetz, S. J., & Swaminathan, H. (2006). Wal-Mart and county-wide poverty. Social 

Science Quarterly, 87, 211–226. doi:10.1111/j.1540-6237.2006.00377.x 

Grabe, M.E., & Westley, B.H. (2003). The controlled experiment. In G.H. Stempel, D.H. 

Weaver, & G.C. Wilhoit (Eds.), Mass communication research and theory (pp. 

267-298). Boston, MA: Allyn and Bacon. 



 

162 
 

Grewal, D., Monroe, K. B., & Krishnan, R. (1998). The effects of price-comparison 

advertising on buyers’ perceptions of acquisition value, transaction value, and 

behavioral intentions. Journal of Marketing, 62, 46–59. doi: 10.2307/1252160  

Grinblatt, M., & Han, B. (2005). Prospect theory, mental accounting, and momentum. 

Journal of Financial Economics, 78, 311–339. doi:10.1016/j.jfineco.2004.10.006 

Guo, C., Vasquez-Parraga, A. Z., & Wang, Y. (2006). An exploratory study of motives 

for Mexican nationals to shop in the US: More than meets the eye. Journal of 

Retailing and Consumer Services, 13, 351–362. 

doi:10.1016/j.jretconser.2005.11.002 

Guo, C., & Wang, Y. J. (2009). A study of cross-border outshopping determinants: 

mediating effect of outshopping enjoyment. International Journal of Consumer 

Studies, 33, 644–651. doi:10.1111/j.1470-6431.2009.00811.x 

Gupta, S., & Kim, H. W. (2010). Value-driven Internet shopping: The mental accounting 

theory perspective. Psychology & Marketing, 27, 13-35. doi:10.1002/mar.20317 

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2010). Multivariate data 

analysis (7th ed.). Upper Saddle River, NJ: Prentice Hall. 

Haltiwanger, J., Jarmin, R., & Krizan, C. J. (2010). Mom-and-Pop meet Big-Box: 

Complements or substitutes? Journal of Urban Economics, 67, 116–134. 

doi:10.1016/j.jue.2009.09.003 



 

163 
 

Hampton, G. M. (1977). Perceived risk in buying products made abroad by American 

firms. Academy of Marketing Science Journal, 5, 45-48. 

doi:10.1177/009207037700500113 

Hamzaoui, L., & Merunka, D. (2006). The impact of country of design and country of 

manufacture on consumer perceptions of bi‐national products’ quality: an 

empirical model based on the concept of fit. Journal of Consumer Marketing, 23, 

145–155. doi: 10.1108/07363760610663303  

Han, C. (1990). Testing the role of country image in consumer choice 

behaviour. European Journal of Marketing, 24, 24-40. 

doi:10.1108/eum0000000000609 

Ha, S., & Stoel, L. (2009). Consumer e-shopping acceptance: Antecedents in a 

technology acceptance model. Journal of Business Research, 62, 565–571. 

doi:10.1016/j.jbusres.2008.06.016 

Hawes, J. M., & Lumpkin, J. R. (1984). Understanding the outshopper. Journal of the 

Academy of Marketing Science, 12, 200–217. doi:10.1007/bf02721809 

Ha, Y., & Lennon, S. J. (2010). Online visual merchandising (VMD) cues and consumer 

pleasure and arousal: Purchasing versus browsing situation. Psychology and 

Marketing, 27, 141–165. doi:10.1002/mar.20324 

Herrmann, R. O., & Beik, L. L. (1968). Shoppers’ movements outside their local retail 

Area. Journal of Marketing, 32(4), 45-51.  



 

164 
 

Holak, S. L., & Lehmann, D. R. (1990). Purchase intentions and the dimensions of 

innovation: An exploratory model. Journal of Product Innovation Management, 

7, 59–73. doi: 10.2307/1249337  

Holbrook, M. B., & Hirschman, E. C. (1982). The experiential aspects of consumption: 

consumer fantasies, feelings, and fun. Journal of Consumer Research, 9, 132–

140. doi:10.1086/208906 

Hooley, G. J., Shipley, D., & Krieger, N. (1988). A method for modelling consumer 

perceptions of country of origin. International Marketing Review, 5, 67-76. 

doi:10.1108/eb008359 

Howard, D. J., & Gengler, C. (2001). Emotional contagion effects on product attitudes. 

Journal of Consumer Research, 28, 189–201. doi:10.1086/322897 

Hoyle, R. H. (2012). Handbook of structural equation modeling. New York: Guilford 

Press. 

Hozier, G. C., & Stem, D. E. (1985). General retail patronage loyalty as a determinant of 

consumer outshopping behavior. Journal of the Academy of Marketing Science, 

13, 32–46. doi:10.1177/009207038501300104 

Hsiao, A. (2009). eBay history: An eBay 1999-2009 timeline. Retrieved December 16, 

2015, from http://ebay.about.com/od/ebaynewsarchive/a/_ena_decade.htm 

Hsieh, M. H., Pan, S. L., & Setiono, R. (2004). Product-, corporate-, and country-image 

dimensions and purchase behavior: A multicountry analysis. Journal of the 

Academy of Marketing Science, 32, 251–270. doi:10.1177/0092070304264262 



 

165 
 

Jackson, P. W., & Messick, S. (1965). The person, the product, and the response: 

conceptual problems in the assessment of creativity1. Journal of Personality, 33, 

309–329. doi:10.1111/j.1467-6494.1965.tb01389.x 

Jarratt, D. (2000). Outshopping behaviour: an explanation of behaviour by shopper 

segment using structural equation modelling. The International Review of Retail, 

Distribution and Consumer Research, 10, 287–304. 

doi:10.1080/095939600405983 

Jarratt, D. G., & Polonsky, M. J. (1993). Causal linkages between psychographic and 

demographic determinants of outshopping behaviour. The International Review of 

Retail, Distribution and Consumer Research, 3, 303–319. 

doi:10.1080/09593969300000020 

Jarvenpaa, S. L., Tractinsky, N., & Saarinen, L. (1999). Consumer trust in an internet 

store: A cross-cultural validation. Journal of Computer-Mediated 

Communication, 5, 1-35. doi:10.1111/j.1083-6101.1999.tb00337.x 

Jeong, S. W., Fiore, A. M., Niehm, L. S., & Lorenz, F. O. (2009). The role of experiential 

value in online shopping: The impacts of product presentation on consumer 

responses towards an apparel web site. Internet Research, 19, 105–124. doi: 

10.1108/10662240910927858  

Kahneman, D., & Tversky, A. (1979). Prospect theory: An analysis of decision under 

risk. Econometrica, 47, 263–291. doi:10.2307/1914185 



 

166 
 

Kalwani, M. U., & Yim, C. K. (1992). Consumer price and promotion expectations: an 

experimental study. Journal of Marketing Research, 29, 90–100. 

doi:10.2307/3172495 

Kalwani, M. U., Yim, C. K., Rinne, H. J., & Sugita, Y. (1990). A price expectations 

model of customer brand choice. Journal of Marketing Research, 27, 251–262. 

doi:10.2307/3172584 

Kalyanaram, G., & Winer, R. S. (1995). Empirical generalizations from reference price 

research. Marketing Science, 14, 161–169. doi:10.1287/mksc.14.3.g161 

Kassim, N., & Abdullah, N. A. (2010). The effect of perceived service quality 

dimensions on customer satisfaction, trust, and loyalty in e‐commerce settings: A 

cross cultural analysis. Asia Pacific Journal of Marketing and Logistics, 22, 351–

371. doi:10.1108/13555851011062269 

Kauffman, R. J., Lai, H., & Ho, C. T. (2010). Incentive mechanisms, fairness and 

participation in online group-buying auctions. Electronic Commerce Research 

and Applications, 9, 249–262. doi:10.1016/j.elerap.2008.11.009 

Kaynak, E., & Cavusgil, S. T. (1983). Consumer attitudes towards products of foreign 

origin: do they vary across product classes? International Journal of 

Advertising, 2, 147-157. doi:10.1108/eb027800 

Kim, D. J., Ferrin, D. L., & Rao, H. R. (2009). Trust and satisfaction, two stepping stones 

for successful e-commerce relationships: A longitudinal exploration. Information 

Systems Research, 20, 237–257. doi:10.1287/isre.1080.0188 



 

167 
 

Kim, E. Y., & Kim, Y. (2004). Predicting online purchase intentions for clothing 

products. European Journal of Marketing, 38, 883–897. 

doi:10.1108/03090560410539302 

Kim, H. W., Xu, Y., & Gupta, S. (2012). Which is more important in internet shopping, 

perceived price or trust? Electronic Commerce Research and Applications, 11, 

241–252. doi:10.1016/j.elerap.2011.06.003 

Kim, H. W., Xu, Y., & Koh, J. (2004). A comparison of online trust building factors 

between potential customers and repeat customers. Journal of the Association for 

Information Systems, 5, 392–420. doi:10.1016/j.elerap.2011.06.003 

Kim, J., Ma, Y. J., & Park, J. (2009). Are US consumers ready to adopt mobile 

technology for fashion goods?: An integrated theoretical approach. Journal of 

Fashion Marketing and Management: An International Journal, 13, 215–230. 

doi:10.1108/13612020910957725 

Kim, M., Vogt, C. A., & Knutson, B. J. (2015). Relationships among customer 

satisfaction, delight, and loyalty in the hospitality industry. Journal of Hospitality 

& Tourism Research, 39, 170-197. doi:10.1177/1096348012471376 

Kim, S., & Littrell, M. A. (1999). Predicting souvenir purchase intentions. Journal of 

Travel Research, 38, 153–162. doi:10.1177/004728759903800208 

Kirk, R. E. (1982). Experimental design: procedures for the behavioral sciences. 

Monterey, CA.: Brooks/Cole Pub. Co. 



 

168 
 

Kivetz, R. (1999). Advances in research on mental accounting and reason-based choice. 

Marketing Letters, 10, 249–266. doi:10.1023/a:1008066718905 

Klopping, I., & McKinney, E. (2004). Extending the technology acceptance model and 

the task-technology fit model to consumer e-commerce. Information Technology, 

Learning & Performance Journal, 22, 35–48. doi:10.1016/s0378-7206(98)00101-

3 

Koschate-Fischer, N., Diamantopoulos, A., & Oldenkotte, K. (2012). Are consumers 

really willing to pay more for a favorable country image? A study of country-of-

origin effects on willingness to pay. Journal of International Marketing, 20, 19–

41. doi:10.1509/jim.10.0140 

Koufaris, M., & Hampton-Sosa, W. (2004). The development of initial trust in an online 

company by new customers. Information & Management, 41, 377–397. 

doi:10.1016/j.im.2003.08.004 

Kumar, A., Olshavsky, R. W., & King, M. F. (2001). Exploring alternative antecedents of 

customer delight. Journal of Consumer Satisfaction, Dissatisfaction and 

Complaining Behavior, 14, 14–26. 

Lala, V., Allred, A. T., & Chakraborty, G. (2008). A multidimensional scale for 

measuring country image. Journal of International Consumer Marketing, 21, 51-

66. doi:10.1080/08961530802125407 

Laroche, M., Papadopoulos, N., Heslop, L. A., & Mourali, M. (2005). The influence of 

country image structure on consumer evaluations of foreign 



 

169 
 

products. International Marketing Review, 22, 96-115. 

doi:10.1108/02651330510581190 

Laros, F. J. M., & Steenkamp, J.-B. E. M. (2005). Emotions in consumer behavior: a 

hierarchical approach. Journal of Business Research, 58, 1437–1445. 

doi:10.1016/j.jbusres.2003.09.013 

Larzelere, R. E., & Huston, T. L. (1980). The dyadic trust scale: Toward understanding 

interpersonal trust in close relationships. Journal of Marriage and Family, 42, 

595–604. doi:10.2307/351903 

Lascu, D. N., & Giese, T. (1996). Exploring country bias in a retailing environment: 

Journal of Global Marketing, 9, 41–58. doi:10.1300/j042v09n01_03 

Lau, H., Sin, L. Y., & Chan, K. K. (2005). Chinese cross-border shopping: an empirical 

study. Journal of Hospitality & Tourism Research, 29, 110–133. 

doi:10.1177/1096348004272178 

Lazarus, R. S. (1991). Progress on a cognitive-motivational-relational theory of emotion. 

American Psychologist, 46, 819–834. doi:10.1037/0003-066x.46.8.819 

Lee, D., Paswan, A. K., Ganesh, G., & Xavier, M. J. (2009). Outshopping through the 

internet: A multicountry investigation. Journal of Global Marketing, 22, 53–66. 

doi:10.1080/08911760802511410 

Lee, G., & Lin, H. (2005). Customer perceptions of e‐service quality in online shopping. 

International Journal of Retail & Distribution Management, 33, 161–176. 

doi:10.1108/09590550510581485 



 

170 
 

Lee, Y., & O’Connor, G. (2003). The impact of communication strategy on launching 

new products: The moderating role of product innovativeness. Journal of Product 

Innovation Management, 20, 4–21. doi:10.1111/1540-5885.t01-1-201002 

Lennon, S. J., Ha, Y., Johnson, K. K. P., Jasper, C. R., Damhorst, M. L., & Lyons, N. 

(2008). Rural consumers’ online shopping for food and fiber products as a form of 

outshopping. Clothing and Textiles Research Journal, 27, 3–30. doi: 

10.1177/0887302x07313625  

Li, D., Browne, G. J., & Chau, P. Y. K. (2006). An empirical investigation of web site 

use using a commitment-based model. Decision Sciences, 37, 427–444. 

doi:10.1111/j.1540-5414.2006.00133.x 

Lim, K. H., Sia, C. L., Lee, M. K. O., & Benbasat, I. (2006). Do I trust you online, and if 

so, will I buy? An empirical study of two trust-building strategies. Journal of 

Management Information Systems, 23, 233–266. doi:10.2753/mis0742-

1222230210 

Lim, K., & O’Cass, A. (2001). Consumer brand classifications: an assessment of culture‐

of‐origin versus country‐of‐origin. Journal of Product & Brand Management, 10, 

120–136. doi:10.1108/10610420110388672 

Loureiro, S. M. C., & Kastenholz, E. (2011). Corporate reputation, satisfaction, delight, 

and loyalty towards rural lodging units in Portugal. International Journal of 

Hospitality Management, 30, 575–583. doi:10.1016/j.ijhm.2010.10.007 



 

171 
 

Lowengart, O. (2002). Reference price conceptualisations: an integrative framework of 

analysis. Journal of Marketing Management, 18, 145–171. 

doi:10.1362/0267257022775972 

Lynn, M. (1991). Scarcity effects on value: a quantitative review of the commodity 

theory literature. Psychology & Marketing, 8, 43–57. 

doi:10.1002/mar.4220080105 

Lynn, M., & Harris, J. (1997). Individual differences in the pursuit of self‐uniqueness 

through consumption. Journal of Applied Social Psychology, 27, 1861-1883. 

doi:10.1111/j.1559-1816.1997.tb01629.x 

Lyons, J., & Trevisani, P. (2011, December 21). Brazilians, the real spenders. Wall Street 

Journal. Retrieved from 

http://www.wsj.com/articles/SB1000142405297020431900457708845176308908

4 

MacMillan, K., Money, K., Money, A., & Downing, S. (2005). Relationship marketing in 

the not-for-profit sector: an extension and application of the commitment–trust 

theory. Journal of Business Research, 58, 806–818. 

doi:10.1016/j.jbusres.2003.08.008 

Mac, R. (2014, September 22). Alibaba claims title for largest global IPO ever with extra 

share sales. Forbes. Retrieved December 10, 2015, from 

http://www.forbes.com/sites/ryanmac/2014/09/22/alibaba-claims-title-for-largest-

global-ipo-ever-with-extra-share-sales/ 



 

172 
 

Magnini, V. P., Crotts, J. C., & Zehrer, A. (2011). Understanding customer delight an 

application of travel blog analysis. Journal of Travel Research, 50, 535–545. 

doi:10.1177/0047287510379162 

Mano, H., & Oliver, R. L. (1993). Assessing the dimensionality and structure of the 

consumption experience: Evaluation, feeling, and satisfaction. Journal of 

Consumer Research, 20, 451–466. doi:10.1086/209361 

Martin, I. M., & Eroglu, S. (1993). Measuring a multi-dimensional construct: country 

image. Journal of Business Research, 28, 191-210. doi:10.1016/0148-

2963(93)90047-s 

Masidlover, N. (2015, April 22). Euro’s fall tempts American shoppers to Paris. Wall 

Street Journal. Retrieved from http://www.wsj.com/articles/u-s-travelers-

shopping-spree-in-paris-1429716960 

Mattila, A. S., & Wirtz, J. (2006). Arousal expectations and service evaluations. 

International Journal of Service Industry Management, 17, 229–244. 

doi:10.1108/09564230610667087 

Mayhew, G. E., & Winer, R. S. (1992). An empirical analysis of internal and external 

reference prices using scanner data. Journal of Consumer Research, 19, 62–70. 

doi:10.1086/209286 

McDermott, K. (2015). Key business drivers and opportunities in cross-border 

ecommerce: Entering an omnichannel world. Payvision BV. Retrieved from 



 

173 
 

http://www.payvision.com/system/files/key-business-drivers-and-opportunities-

2015.pdf 

McNeill, L. S., Fam, K. S., & Chung, K. (2014). Applying transaction utility theory to 

sales promotion – the impact of culture on consumer satisfaction. The 

International Review of Retail, Distribution and Consumer Research, 24, 166–

185. doi:10.1080/09593969.2013.830637 

Mehrabian, A., & Russell, J. A. (1974). An approach to environmental psychology. 

Cambridge, MA, US: The MIT Press. 

Menon, S., & Kahn, B. (2002). Cross-category effects of induced arousal and pleasure on 

the internet shopping experience. Journal of Retailing, 78, 31–40. doi: 

10.1016/s0022-4359(01)00064-1  

Merle, A., Chandon, J. L., Roux, E., & Alizon, F. (2010). Perceived value of the mass-

customized product and mass customization experience for individual consumers. 

Production and Operations Management, 19, 503–514. doi: 10.1111/j.1937-

5956.2010.01131.x  

Michel, S., Kreuzer, M., Stringfellow, A., & Schumann, J. H. (2009). Mass-customised 

products: Are they bought for uniqueness or to overcome problems with standard 

products? Journal of Customer Behaviour, 8, 307–327. 

doi:10.1362/147539209x480963 



 

174 
 

Milkman, K. L., & Beshears, J. (2009). Mental accounting and small windfalls: Evidence 

from an online grocer. Journal of Economic Behavior & Organization, 71, 384–

394. doi: 10.1016/j.jebo.2009.04.007  

Minnick, F. (2015, March 5). Shopping without borders. National Retail Federation. 

Retrieved from https://nrf.com/news/shopping-without-borders 

Molina-Castillo, F. J., & Munuera-Aleman, J. L. (2009). The joint impact of quality and 

innovativeness on short-term new product performance. Industrial Marketing 

Management, 38, 984–993. doi: 10.1016/j.indmarman.2008.06.001  

Moorman, C., Zaltman, G., & Deshpande, R. (1992). Relationships between providers 

and users of market research: the dynamics of trust within and between 

organizations. Journal of Marketing Research, 29, 314–328. doi: 

10.2307/3172742  

Morgan, R. M., & Hunt, S. D. (1994). The commitment-trust theory of relationship 

marketing. Journal of Marketing, 58, 20-38. doi: 10.2307/1252308  

Mukherjee, A., & Nath, P. (2003). A model of trust in online relationship banking. 

International Journal of Bank Marketing, 21, 5–15. doi: 

10.1108/02652320310457767  

Mukherjee, A., & Nath, P. (2007). Role of electronic trust in online retailing: A re‐

examination of the commitment‐trust theory. European Journal of Marketing, 41, 

1173–1202. doi: 10.1108/03090560710773390  



 

175 
 

Nijssen, E. J., & Herk, H. V. (2009). Conjoining international marketing and relationship 

marketing: Exploring consumers’ cross-border service relationships. Journal of 

International Marketing, 17, 91–115. doi: 10.1509/jimk.17.1.91  

Ogawa, S., & Piller, F. T. (2006). Reducing the risks of new product development. MIT 

Sloan Management Review, 47, 65-71. doi: 10.1111/j.1467-9310.2006.00432.x  

Oliver, R. L. (1977). Effect of expectation and disconfirmation on postexposure product 

evaluations: An alternative interpretation. Journal of Applied Psychology, 62, 

480–486. doi: 10.1037/0021-9010.62.4.480  

Oliver, R. L. (1989). Processing of the satisfaction response in consumption: a suggested 

framework and research propositions. Journal of Consumer Satisfaction, 

Dissatisfaction and Complaining Behavior, 2(1), 1-16. 

Oliver, R. L. (2014). Satisfaction: A behavioral perspective on the consumer. New York, 

NY: Routledge. 

Oliver, R. L., & DeSarbo, W. S. (1988). Response determinants in satisfaction 

judgments. Journal of Consumer Research, 14, 495–507. doi: 10.1086/209131  

Oliver, R. L., Rust, R. T., & Varki, S. (1997). Customer delight: Foundations, findings, 

and managerial insight. Journal of Retailing, 73, 311–336.  doi: 10.1016/s0022-

4359(97)90021-x  

Papadopoulos, N. G. (1980). Consumer outshopping research: Review and extension. 

Journal of Retailing, 56(4), 41-58. 



 

176 
 

Pappu, R., Quester, P. G., & Cooksey, R. W. (2007). Country image and consumer-based 

brand equity: relationships and implications for international marketing. Journal 

of International Business Studies, 38, 726–745. doi: 

10.1057/palgrave.jibs.8400293  

Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1994). Reassessment of expectations 

as a comparison standard in measuring service quality: Implications for further 

research. Journal of Marketing, 58, 111–124. doi: 10.2307/1252255  

Paypal (2013). Modern spice routes: The cultural impact and economic opportunity of 

cross-border shopping. Retrieved from https://www.paypal-

media.com/assets/pdf/fact_sheet/PayPal_ModernSpiceRoutes_Report_Final.pdf 

Perdue, B. C., & Summers, J. O. (1986). Checking the success of manipulations in 

marketing experiments. Journal of Marketing Research, 23, 317–326. doi: 

10.2307/3151807  

Piron, F. (2001). International retail leakages: Singaporeans outshopping in 

Malaysia. Singapore Management Review, 23, 35-58. 

doi:10.1080/095939697343111 

Piron, F. (2002). International outshopping and ethnocentrism. European Journal of 

Marketing, 36, 189–210. doi: 10.1108/03090560210412755  

Plutchik, R. (1980). Emotion: A psychoevolutionary synthesis. New York, NY: Harper & 

Row. 



 

177 
 

Porter, L. W., Steers, R. M., Mowday, R. T., & Boulian, P. V. (1974). Organizational 

commitment, job satisfaction, and turnover among psychiatric technicians. 

Journal of Applied Psychology, 59, 603–609. doi: 10.1037/h0037335  

Ramkumar, B., & Jin, B. (2016). Exploring Factors that Influence US Consumers’ 

International Online Outshopping (IOO) Intentions at E-Tailers in Developing 

Countries: Propositions. In Celebrating America’s Pastimes: Baseball, Hot Dogs, 

Apple Pie and Marketing? (pp. 313-317). Springer International Publishing.  

Reidenbach, R. E., Cooper, M. B., & Harrison, M. C. (1984). A factor analytic 

comparison of outshopping behavior in larger retail trade areas. Journal of the 

Academy of Marketing Science, 12, 145–158. doi: 10.1007/bf02729493  

Rempel, J. K., Holmes, J. G., & Zanna, M. P. (1985). Trust in close relationships. Journal 

of Personality and Social Psychology, 49, 95–112. doi: 10.1037/0022-

3514.49.1.95  

Reynolds, F. D., & Darden, W. R. (1972). Intermarket patronage: A psychographic study 

of consumer outshoppers. Journal of Marketing, 36, 50-54. doi: 

10.2307/1250427  

Richins, M. L. (1997). Measuring emotions in the consumption experience. Journal of 

Consumer Research, 24, 127–146. doi: 10.1086/209499  

Roth, M. S., & Romeo, J. B. (1992). Matching product category and country image 

perceptions: A framework for managing country-of-origin effects. Journal of 

International Business Studies, 23, 477–497. doi: 10.1057/palgrave.jibs.8490276  



 

178 
 

Rousseau, D. M., Sitkin, S. B., Burt, R. S., & Camerer, C. (1998). Not so different after 

all: a cross-discipline view of trust. Academy of Management Review, 23, 393–

404. doi: 10.5465/amr.1998.926617  

Russell, J. A. (1980). A circumplex model of affect. Journal of Personality and Social 

Psychology, 39, 1161-1178. doi: 10.1037/h0077714  

Rust, R. T., & Oliver, R. L. (2000). Should we delight the customer? Journal of the 

Academy of Marketing Science, 28, 86–94. doi: 10.1177/0092070300281008  

Rust, R. T., Zahorik, A. J., & Keiningham, T. L. (1996). Service marketing. New York: 

HarperCollins College Publishers. 

Samli, A. C., & Uhr, E. B. (1974). The outshopping spectrum: Key for analyzing 

intermarket leakages. Journal of Retailing, 50, 70-78. doi: 10.1007/978-94-011-

6405-4_8  

Santos, J., & Boote, J. (2003). A theoretical exploration and model of consumer 

expectations, post-purchase affective states and affective behaviour. Journal of 

Consumer Behaviour, 3, 142–156. doi: 10.1002/cb.129  

Satorra, A., & Bentler, P. M. (1994). Corrections to test statistics and standard errors in 

covariance structure analysis. In A. von Eye and C. C. Clogg (Eds), Latent 

variables analysis: Applications to developmental research. (pp. 399-419). 

Thousand Oaks, CA: Sage Publications Inc. 

Schachter, S., & Singer, J. (1962). Cognitive, social, and physiological determinants of 

emotional state. Psychological Review, 69, 379–399. doi: 10.1037/h0046234  



 

179 
 

Schlossberg, H. (1990). Satisfying customers is a minimum; you really have to “delight” 

them. Marketing News, 24, 10–11. doi: 10.1021/cen-v042n030.p010  

Senecal, S., Kalczynski, P. J., & Nantel, J. (2005). Consumers’ decision-making process 

and their online shopping behavior: a clickstream analysis. Journal of Business 

Research, 58, 1599–1608. doi: 10.1016/j.jbusres.2004.06.003  

Sethi, R., Smith, D. C., & Park, C. W. (2001). Cross-functional product development 

teams, creativity, and the innovativeness of new consumer products. Journal of 

Marketing Research, 38, 73–85. doi: 10.1509/jmkr.38.1.73.18833  

Shimp, T. A., Samiee, S., & Madden, T. J. (1993). Countries and their products: A 

cognitive structure perspective. Journal of the Academy of Marketing Science, 21, 

323–330. doi: 0.1007/bf02894524  

Sirdeshmukh, D., Singh, J., & Sabol, B. (2002). Consumer trust, value, and loyalty in 

relational exchanges. Journal of Marketing, 66, 15–37. doi: 

10.1509/jmkg.66.1.15.18449  

Smith, A. K., & Bolton, R. N. (2002). The effect of customers’ emotional responses to 

service failures on their recovery effort evaluations and satisfaction judgments. 

Journal of the Academy of Marketing Science, 30, 5–23. doi: 

10.1177/03079450094298  

Snyder, C. R. (1992). Product scarcity by need for uniqueness interaction: a consumer 

catch-22 carousel? Basic and Applied Social Psychology, 13, 9–24. doi: 

10.1207/s15324834basp1301_3  



 

180 
 

Spies, K., Hesse, F., & Loesch, K. (1997). Store atmosphere, mood and purchasing 

behavior. International Journal of Research in Marketing, 14, 1–17. doi: 

10.1016/s0167-8116(96)00015-8  

Straughan, R. D., & Albers-Miller, N. D. (2001). An international investigation of 

cultural and demographic effects on domestic retail loyalty. International 

Marketing Review, 18, 521-541. doi: 10.1108/eum0000000006044  

Stevens, L. (2015, June 23). Borders matter less and less in e-commerce. The Wall Street 

Journal. Retrieved from 

http://www.wsj.com/articles/SB1129579363070069476180458101597159409560

8. 

Sur, S. (2015). The role of online trust and satisfaction in building loyalty towards online 

retailers: differences between heavy and light shopper groups. In Z. Zhang, Z. M. 

Shen, J. Zhang, & R. Zhang (Eds.), LISS 2014 (pp. 489–494). Springer Berlin 

Heidelberg. Retrieved from http://link.springer.com/chapter/10.1007/978-3-662-

43871-8_71 

Taylor, S. A., & Baker, T. L. (1994). An assessment of the relationship between service 

quality and customer satisfaction in the formation of consumers’ purchase 

intentions. Journal of Retailing, 70, 163–178. doi: 10.1016/0022-4359(94)90013-

2  

Technode. (2009, January 22). A brief history (and future) of Alibaba.com. Retrieved 

from http://technode.com/2009/01/22/a-brief-history-and-future-of-alibabacom/ 



 

181 
 

Teo, T., & Liu, J. (2007). Consumer trust in e-commerce in the United States, Singapore 

and China. Omega, 35, 22–38. doi: 10.1016/j.omega.2005.02.001  

Thaler, R. (1983). Transaction utility theory. Advances in Consumer Research, 10(1), 

229–232. 

Thaler, R. (1985). Mental accounting and consumer Choice. Marketing Science, 4, 199–

214. doi: 10.1287/mksc.4.3.199  

Thaler, R. H. (1999). Mental accounting matters. Journal of Behavioral Decision 

Making, 12, 183–206. doi: 10.1002/(sici)1099-0771(199909)12:3<183::aid-

bdm318>3.0.co;2-f  

Thorelli, H. B. (1986). Networks: Between markets and hierarchies. Strategic 

Management Journal, 7, 37–51. doi: 10.1002/smj.4250070105  

Timothy, D. J., & Butler, R. W. (1995). Cross-boder shopping: A North American 

perspective. Annals of Tourism Research, 22, 16–34. doi: 10.1016/0160-

7383(94)00052-t  

Tong, F. (2015, June 16). Almost half of global web consumers will purchase across 

borders by 2020. Internet Retailer. Retrieved November 29, 2015, from 

https://www.internetretailer.com/2015/06/16/almost-half-web-consumers-will-

buy-across-borders-2020 

Torres, N. H. J., & Gutiérrez, S. S. M. (2007). The purchase of foreign products: the role 

of firm’s country-of-origin reputation, consumer ethnocentrism, animosity and 



 

182 
 

trust. Documentos de Trabajo “Nuevas Tendencias En Dirección de Empresas,” 

13, 1–34. 

Urbany, J. E., Bearden, W. O., Kaicker, A., & Smith-de Borrero, M. (1997). Transaction 

utility effects when quality is uncertain. Journal of the Academy of Marketing 

Science, 25, 45–55. doi: 10.1007/bf02894508  

Urbany, J. E., & Dickson, P. R. (1991). Consumer normal price estimation: Market 

versus personal standards. Journal of Consumer Research, 18, 45–51. doi: 

10.1086/209239  

U.S. Census Bureau (2001). E-stats. Retreived from 

http://www.census.gov/econ/estats/1999/1999estatstext.pdf 

U.S. Department of Transportation (2005). Airline travel since 9/11. Retrieved from 

http://www.rita.dot.gov/bts/sites/rita.dot.gov.bts/files/publications/special_reports

_and_issue_briefs/issue_briefs/number_13/pdf/entire.pdf 

Vanhamme, J. (2000). The Link between surprise and satisfaction: an exploratory 

research on how best to measure surprise. Journal of Marketing Management, 16, 

565–582. doi: 10.1362/026725700785045949  

Vanhamme, J., & Snelders, D. (2001). The role of surprise in satisfaction judgements. 

Journal of Consumer Satisfaction, Dissatisfaction and Complaining Behavior, 14, 

27–46.  



 

183 
 

Verhagen, T., & van Dolen, W. (2011). The influence of online store beliefs on consumer 

online impulse buying: A model and empirical application. Information & 

Management, 48, 320–327. doi: 10.1016/j.im.2011.08.001  

Verma, H. V. (2003). Customer outrage and delight. Journal of Services Research, 3(1), 

119-133. 

Wang, L. (2013, June 28). Online shopping on the rise among college students. Medium. 

Retrieved from https://medium.com/@yllucywang/online-shopping-on-the-rise-

among-college-students-bf966b5294c3 

Wang, Y., Doss, S. K., Guo, C., & Li, W. (2010). An investigation of Chinese 

consumers’ outshopping motives from a culture perspective: Implications for 

retail and distribution. International Journal of Retail & Distribution 

Management, 38, 423–442. doi: 10.1108/09590551011045375  

Watson, D., & Tellegen, A. (1985). Toward a consensual structure of mood. 

Psychological Bulletin, 98, 219-235. doi: 10.1037//0033-2909.98.2.219  

Wayland, J. P., Simpson, L. D., & Kemmerer, B. E. (2003, March 4). Rural retailing: 

Understanding the multi-channel outshopper. Paper presented at Association of 

Collegiate Marketing Educators, Houston (pp. 38-47).  

Westbrook, R. A. (1987). Product/consumption-based affective responses and 

postpurchase processes. Journal of Marketing Research, 24, 258–270. doi: 

10.2307/3151636  



 

184 
 

Westbrook, R. A., & Oliver, R. L. (1991). The dimensionality of consumption emotion 

patterns and consumer satisfaction. Journal of Consumer Research, 18, 84–91. 

doi: 10.1086/209243  

Wikner, J., & Bäckstrand, J. (2012, July). Decoupling points and product uniqueness 

impact on supplier relations. In Proceedings of the 19th International Annual 

EurOMA Conference, Amsterdam, The Netherlands (pp. 1-5). 

Williams, L. J., & Hazer, J. T. (1986). Antecedents and consequences of satisfaction and 

commitment in turnover models: A reanalysis using latent variable structural 

equation methods. Journal of Applied Psychology, 71, 219–231. doi: 

10.1037/0021-9010.71.2.219  

Worchel, S. (1992). Beyond a commodity theory analysis of censorship: when abundance 

and personalism enhance scarcity effects. Basic and Applied Social Psychology, 

13, 79–92. doi: 10.1207/s15324834basp1301_7  

Wu, W. Y., Lu, H. Y., Wu, Y. Y., & Fu, C. S. (2012). The effects of product scarcity and 

consumers’ need for uniqueness on purchase intention. International Journal of 

Consumer Studies, 36, 263–274. doi: 10.1111/j.1470-6431.2011.01000.x  

Xia, C. (2016). Cross-border e-commerce is luring Chinese shoppers. McKinsey 

Quarterly. Retrieved from http://www.mckinsey.com/industries/high-tech/our-

insights/Crossborder-ecommerce-is-luring-Chinese-shoppers?cid=other-eml-alt-

mip-mck-oth-1602. 



 

185 
 

Yoo, B., & Donthu, N. (2001). Developing a scale to measure the perceived quality of an 

Internet shopping site (SITEQUAL). Quarterly Journal of Electronic Commerce, 

2, 31–47. doi: 10.1007/978-3-319-11885-7_129  

Yoon, S. J. (2002). The antecedents and consequences of trust in online-purchase 

decisions. Journal of Interactive Marketing, 16, 47–63. doi: 10.1002/dir.10008  

Zaheer, A., McEvily, B., & Perrone, V. (1998). Does trust matter? exploring the effects 

of interorganizational and interpersonal trust on performance. Organization 

Science, 9, 141–159. doi: 10.1287/orsc.9.2.141  

Zellinger, D. A., Fromkin, H. L., Speller, D. E., & Kohn, C. A. (1975). A commodity 

theory analysis of the effects of age restrictions upon pornographic materials. 

Journal of Applied Psychology, 60, 94–99. doi: 0.1037/h0076350  

 Zhan, L., & He, Y. (2012). Understanding luxury consumption in China: Consumer 

perceptions of best-known brands. Journal of Business Research, 65, 1452-1460. 

doi: 10.1016/j.jbusres.2011.10.011  

 

 

 

 

 

 

http://dx.doi.org/10.1016/j.jbusres.2011.10.011


 

186 
 

APPENDIX A 

PRE-TEST 1 
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Hi, 

 

I am Bharath Ramkumar, a doctoral student in the Department of Consumer, Apparel and 

Retail Studies at the University of North Carolina at Greensboro. Under the guidance of 

Dr. Byoungho Jin, I am conducting a study investigating consumer activity of online 

shopping for athletic shoes. You are invited to fill out this questionnaire which will take 

approximately 5-10 minutes to complete.  

 

Please answer each question since incomplete surveys cannot be used for the study. 

 

If you have questions concerning your rights as a research subject, you may contact The 

Office of Research Integrity at The University of North Carolina at Greensboro 336-256-

1482. You may also send an email to Bharath Ramkumar (b_ramkum@uncg.edu) or Dr. 

Byoungho Jin (b_jin@uncg.edu). 

 

Thank you. 

 

-------------------------------------------------Page Break-------------------------------------------- 

 

What is your age? __________ 

 

What is your gender? 

o Male 

o Female 

If “male” is selected, the following section will appear 

Do you find the following pair of athletic shoes unique? Indicate how strongly you 

disagree or agree that each of the following pair is unique. 

 

Product No. 1                        

Strongly Disagree                                                                                Strongly Agree 

               1                        2                         3                        4                           5 
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Product No. 2                        

Strongly Disagree                                                                                Strongly Agree 

               1                        2                         3                        4                           5 

Product No. 3                        

Strongly Disagree                                                                                Strongly Agree 

               1                        2                         3                        4                           5 

Product No. 4                        

Strongly Disagree                                                                                Strongly Agree 

               1                        2                         3                        4                           5 
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Product No. 5                        

Strongly Disagree                                                                                Strongly Agree 

               1                        2                         3                        4                           5 

Product No. 6                        

Strongly Disagree                                                                                Strongly Agree 

               1                        2                         3                        4                           5 

Product No. 7                        

Strongly Disagree                                                                                Strongly Agree 

               1                        2                         3                        4                           5 
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Product No. 8                        

Strongly Disagree                                                                                Strongly Agree 

               1                        2                         3                        4                           5 

Product No. 9                        

Strongly Disagree                                                                                Strongly Agree 

               1                        2                         3                        4                           5 

Product No. 10                        

Strongly Disagree                                                                                Strongly Agree 

               1                        2                         3                        4                           5 



 

191 
 

Product No. 11                        

Strongly Disagree                                                                                Strongly Agree 

               1                        2                         3                        4                           5 

Product No. 12                        

Strongly Disagree                                                                                Strongly Agree 

               1                        2                         3                        4                           5 

Product No. 13                        

Strongly Disagree                                                                                Strongly Agree 

               1                        2                         3                        4                           5 
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Product No. 14                        

Strongly Disagree                                                                                Strongly Agree 

               1                        2                         3                        4                           5 

Product No. 15                        

Strongly Disagree                                                                                Strongly Agree 

               1                        2                         3                        4                           5 

 

If “female” is selected, the following section will appear 

Do you find the following pair of athletic shoes unique? Indicate how strongly you 

disagree or agree that each of the following pair is unique. 

 

    Product No. 1                        

Strongly Disagree                                                                                Strongly Agree 

               1                        2                         3                        4                           5 
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Product No. 2                        

Strongly Disagree                                                                                Strongly Agree 

               1                        2                         3                        4                           5 

Product No. 3                        

Strongly Disagree                                                                                Strongly Agree 

               1                        2                         3                        4                           5 

Product No. 4                        

Strongly Disagree                                                                                Strongly Agree 

               1                        2                         3                        4                           5 
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Product No. 5                        

Strongly Disagree                                                                                Strongly Agree 

               1                        2                         3                        4                           5 

Product No. 6                        

Strongly Disagree                                                                                Strongly Agree 

               1                        2                         3                        4                           5 

Product No. 7                        

Strongly Disagree                                                                                Strongly Agree 

               1                        2                         3                        4                           5 
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Product No. 8                     

Strongly Disagree                                                                                Strongly Agree 

               1                        2                         3                        4                           5 

Product No. 9                     

Strongly Disagree                                                                                Strongly Agree 

               1                        2                         3                        4                           5 

Product No. 10                                              

Strongly Disagree                                                                                Strongly Agree 

               1                        2                         3                        4                           5 
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Product No. 11                     

Strongly Disagree                                                                                Strongly Agree 

               1                        2                         3                        4                           5 

Product No. 12                     

Strongly Disagree                                                                                Strongly Agree 

               1                        2                         3                        4                           5 

Product No. 13                     

Strongly Disagree                                                                                Strongly Agree 

               1                        2                         3                        4                           5 
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Product No. 14                     

Strongly Disagree                                                                                Strongly Agree 

               1                        2                         3                        4                           5 

Product No. 15                     

Strongly Disagree                                                                                Strongly Agree 

               1                        2                         3                        4                           5 
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APPENDIX B 

PRE-TEST 2 
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High and Low Level Manipulation of Trust, Transaction Utility and Product 

Uniqueness 

 

Manipulated Factor Stimuli 

High Trust This website has been in business for over 5 years. Online 

customer reviews about this website are overall positive. 

The website offers buyer protection which means, a full or 

partial refund is guaranteed if, 

 Your order does not arrive within the delivery time 

promised by the seller. 

 Your item is significantly different from the seller’s 

product description. 

 You receive an item and wish to return it for any 

reason as long as the item is unused and in perfect 

condition. 

Low Trust This website has been in business for just over a year. 

Online customer reviews about this website is overall not 

positive. The website does not offer buyer protection 

which means, it is not guaranteed that you will receive a 

refund if, 

 Your order does not arrive within the delivery time 

promised by the seller. 

 Your item is significantly different from the seller’s 

product description. 

 You receive an item and wish to return it for any 

reason even if the item is unused and in perfect 

condition. 

High Transaction Utility On this website, you find the below pair of athletic shoes 

that sell for $15. Purchasing a similar product on an e-

commerce website in the States (USA) would cost $35. 

Low Transaction Utility On this website, you find the below pair of athletic shoes 

that sell for $30. Purchasing a similar product on an e-

commerce website in the States (USA) would cost $35. 
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High Product Uniqueness 

 - Men 

 - Women 

Low Product Uniqueness 

 - Men 

 - Women 
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Sample Scenario with High Trust, High Product Uniqueness and High Transaction 

Utility at Chinese E-tailer 

 

Hi, 

  

I am Bharath Ramkumar, a doctoral student in the Department of Consumer, Apparel and 

Retail Studies at the University of North Carolina at Greensboro. Under the guidance of 

Dr. Byoungho Jin, I am conducting a study investigating consumer activity of online 

shopping for athletic shoes. You are invited to fill out this questionnaire which will take 

approximately 10 minutes to complete.  

  

Please answer each question since incomplete surveys cannot be used for the study. At 

the end of the survey, you will have a chance to enter a prize drawing for a $20 Amazon 

gift card. 

  

If you have questions concerning your rights as a research subject, you may contact The 

Office of Research Integrity at The University of North Carolina at Greensboro 336-256-

1482. You may also send an email to Bharath Ramkumar (b_ramkum@uncg.edu) or Dr. 

Byoungho Jin (b_jin@uncg.edu). 

  

Thank you. 

 

-------------------------------------------------Page Break-------------------------------------------- 

 

What is your age? _________ 

 

What is your gender? (This question will appear only if “No” is selected in the previous 

question) 

o Male 

o Female 

-------------------------------------------------Page Break-------------------------------------------- 

Consider the following scenario: 

You are shopping for a pair of athletic shoes online. After searching for a while using a 

popular search engine, you come across a Chinese ecommerce website (picture of 

website’s homepage shown below) which has a collection of athletic shoes. This website 

is completely in English and the product prices are listed in dollars. Products on this 

website are shipped from China. The website offers free shipping on most products and 
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can take anywhere between 7 - 30 days to be delivered. For quick delivery, an additional 

shipping charge is added.  

 
 

This website has been in business for over 5 years. Online customer reviews about 

this website are overall positive. The website offers buyer protection which means, a full 

or partial refund is guaranteed if, 

 Your order does not arrive within the delivery time promised by the seller. 

 Your item is significantly different from the seller’s product description. 

 You receive an item and wish to return it for any reason as long as the item is 

unused and in perfect condition. 

Based on the above description of the website, indicate how strongly you disagree or 

agree to the following statements. 

 

 Strongly Disagree           Strongly Agree 

This website is trustworthy. 1             2             3              4                5 

I trust this website keeps my best interests 

in mind. 
1             2             3              4                5 

This website will keep promises it makes 

to me. 
1             2             3              4                5 

I believe in the information that this 

website provides me. 
1             2             3              4                5 

This website wants to be known as one 

who keeps promises and commitments. 
1             2             3              4                5 
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On this website, you find the below pair of athletic shoes that sells for $15. Purchasing a 

similar product on an ecommerce website in the States (USA) would cost $35. (here, 

based on the respondents’ selection of their gender at the beginning of the survey, the 

below left image appeared for “Male” and right image appeared for “Women”). 

 

 (or)  

 

Based on the information provided above, indicate how strongly you disagree or agree to 

the following statements. 

 

Statement Strongly Disagree    Strongly Agree 

This product has styling and features that are 

rare to find in the U.S. 
1           2           3            4              5 

These shoes are unlike any other pair of 

athletic shoes that I have seen in the U.S. 
1           2           3            4              5 

Not many people I know own this kind of 

athletic shoes in the U.S. 
1           2           3            4              5 

Overall, I find this pair of athletic shoes very 

unique. 
1           2           3            4              5 

Taking advantage of a price-deal like this 

makes me feel good. 
1           2           3            4              5 

I would get a lot of pleasure knowing that I 

would save money at this price on this website. 
1           2           3            4              5 

Beyond the money I save, taking advantage of 

this price deal will give me a sense of joy. 
1           2           3            4              5 
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Please rate your perception of the country China on the following items? 

Poor                                                                                                                           Rich 

   1                    2                    3                    4                    5                    6                    7 

Technologically not advanced                                               Technologically advance 

   1                    2                    3                    4                    5                    6                    7 

Low level of education                                                              High level of education 

   1                    2                    3                    4                    5                    6                    7 

Not trustworthy people                                                                  Trustworthy people 

   1                    2                    3                    4                    5                    6                    7 

Not hardworking people                                                               Hardworking people 

   1                    2                    3                    4                    5                    6                    7 

Not likeable people                                                                                Likeable people 

   1                    2                    3                    4                    5                    6                    7 

Unreliable products                                                                            Reliable products 

   1                    2                    3                    4                    5                    6                    7 

Products with poor workmanship                         Products with good workmanship 

   1                    2                    3                    4                    5                    6                    7 

Poor quality products                                                                Good quality products 

   1                    2                    3                    4                    5                    6                    7 

We should not have                                                                               We should have 

 closer ties with China                                                                 closer ties with China 

   1                    2                    3                    4                    5                    6                    7 

Not an ideal country                                                                                   Idea country 

   1                    2                    3                    4                    5                    6                    7 
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Sample Scenario with Low Trust, Low Product Uniqueness and Low Transaction 

Utility at U.K.  E-tailer 

 

Hi, 

  

I am Bharath Ramkumar, a doctoral student in the Department of Consumer, Apparel and 

Retail Studies at the University of North Carolina at Greensboro. Under the guidance of 

Dr. Byoungho Jin, I am conducting a study investigating consumer activity of online 

shopping for athletic shoes. You are invited to fill out this questionnaire which will take 

approximately 10 minutes to complete.  

  

Please answer each question since incomplete surveys cannot be used for the study. At 

the end of the survey, you will have a chance to enter a prize drawing for a $20 Amazon 

gift card. 

  

If you have questions concerning your rights as a research subject, you may contact The 

Office of Research Integrity at The University of North Carolina at Greensboro 336-256-

1482. You may also send an email to Bharath Ramkumar (b_ramkum@uncg.edu) or Dr. 

Byoungho Jin (b_jin@uncg.edu). 

  

Thank you. 

 

-------------------------------------------------Page Break-------------------------------------------- 

 

What is your age? _________ 

 

What is your gender? (This question will appear only if “No” is selected in the previous 

question) 

o Male 

o Female 

-------------------------------------------------Page Break-------------------------------------------- 

Consider the following scenario: 

You are shopping for a pair of athletic shoes online. After searching for a while using a 

popular search engine, you come across a U.K. ecommerce website which has a 

collection of athletic shoes. This website lists product prices in dollars. The website 

charges a $4 shipping fee if you shop for less than $40 and free shipping if you shop for 

over $40. In both cases, the product will be delivered within 6 business days. For an 

additional charge, the website also offers quicker delivery.  
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This website has been in business for just over a year. Online customer reviews about this 

website is overall not positive. The website does not offer buyer protection which means, 

it is not guaranteed that you will receive a refund if,  

 Your order does not arrive within the delivery time promised by the seller. 

 Your item is significantly different from the seller’s product description. 

 You receive an item and wish to return it for any reason even if the item is unused 

and in perfect condition. 

Based on the above description of the website, indicate how strongly you disagree or 

agree to the following statements. 

 

 Strongly Disagree           Strongly Agree 

This website is trustworthy. 1             2             3              4                5 

I trust this website keeps my best interests 

in mind. 
1             2             3              4                5 

This website will keep promises it makes 

to me. 
1             2             3              4                5 

I believe in the information that this 

website provides me. 
1             2             3              4                5 

This website wants to be known as one 

who keeps promises and commitments. 
1             2             3              4                5 
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On this website, you find the below pair of athletic shoes that sells for $30. Purchasing a 

similar product on an ecommerce website in the States (USA) would cost $35. (here, 

based on the respondents’ selection of their gender at the beginning of the survey, the 

below left image appeared for “Male” and right image appeared for “Women”). 

 

 (or)  

 

Indicate how strongly you disagree or agree to the following statements. 

 

Statement Strongly Disagree    Strongly Agree 

This product has styling and features that are 

rare to find in the U.S. 
1           2           3            4              5 

These shoes are unlike any other pair of 

athletic shoes that I have seen in the U.S. 
1           2           3            4              5 

Not many people I know own this kind of 

athletic shoes in the U.S. 
1           2           3            4              5 

Overall, I find this pair of athletic shoes very 

unique. 
1           2           3            4              5 

Taking advantage of a price-deal like this 

makes me feel good. 
1           2           3            4              5 

I would get a lot of pleasure knowing that I 

would save money at this price on this website. 
1           2           3            4              5 

Beyond the money I save, taking advantage of 

this price deal will give me a sense of joy. 
1           2           3            4              5 
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Please rate your perception of the country U.K. on the following items? 

Poor                                                                                                                           Rich 

   1                    2                    3                    4                    5                    6                    7 

Technologically not advanced                                               Technologically advance 

   1                    2                    3                    4                    5                    6                    7 

Low level of education                                                              High level of education 

   1                    2                    3                    4                    5                    6                    7 

Not trustworthy people                                                                  Trustworthy people 

   1                    2                    3                    4                    5                    6                    7 

Not hardworking people                                                               Hardworking people 

   1                    2                    3                    4                    5                    6                    7 

Not likeable people                                                                                Likeable people 

   1                    2                    3                    4                    5                    6                    7 

Unreliable products                                                                            Reliable products 

   1                    2                    3                    4                    5                    6                    7 

Products with poor workmanship                         Products with good workmanship 

   1                    2                    3                    4                    5                    6                    7 

Poor quality products                                                                Good quality products 

   1                    2                    3                    4                    5                    6                    7 

We should not have                                                                               We should have 

 closer ties with China                                                                 closer ties with China 

   1                    2                    3                    4                    5                    6                    7 

Not an ideal country                                                                                   Idea country 

   1                    2                    3                    4                    5                    6                    7 
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APPENDIX C 

EMAIL RECRUITMENT SCRIPT 

 

 

 

 

 

 

 

 

 

 

 



 

210 
 

Dear Mr./Ms./Dr. X, 

 I am Bharath Ramkumar, a doctoral student in the Department of Consumer, 

Apparel and Retail Studies at the University of North Carolina at Greensboro. Under the 

guidance of my Advisor and Dissertation Chair Dr. Byoungho Jin, I am conducting a 

study investigating consumer activity of shopping from foreign websites. I would like to 

invite your students to participate in the study by filling out an online questionnaire 

which will take approximately 10-15 minutes to complete.  

 If you are willing to invite your students to participate in this study, kindly 

forward the below link to them via email: 

 To incentivize students, I will provide four $25 gift cards to randomly selected 

participants upon successful completion of the study. 

 If you have any questions about my study you can contact me by email at 

b_ramkum@uncg.edu or by phone at 336-508-6781. Alternatively, you can also contact 

my advisor and dissertation chair by email at b_jin@uncg.edu. 

I appreciate your help in advance. 

Thank you. 

Sincerely, 

 

Bharath Ramkumar 

Doctoral Student 

Consumer, Apparel, and Retail Studies 

The University of North Carolina at Greensboro 
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APPENDIX D 

COVER LETTER 
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Dear Participant, 

 

I am Bharath Ramkumar, a doctoral student in the Department of Consumer, Apparel and 

Retail Studies at the University of North Carolina at Greensboro. Under the guidance of 

Dr. Byoungho Jin, I am conducting a study investigating consumer activity of shopping 

from foreign websites. You are invited to fill out this questionnaire which will take 

approximately 10-15 minutes to complete. 

 

There are no risks or discomforts associated with this research. You may choose not to 

respond to any question that makes you uncomfortable. There are no right or wrong 

answers. The results of this study will be used for academic purposes only. Choosing not 

to participate or withdrawing from the study will have no effect on your grades or status 

in the class from which you were recruited. 

 

You must be 18 years or older to participate in this study. Your participation in this study 

is absolutely voluntary. You are free to withdraw your consent to be in this study at any 

time without penalty, but we hope you complete all parts of the survey since incomplete 

surveys cannot be used. 

 

Confidentiality will be maintained at all times. All information obtained in this study is 

strictly confidential unless disclosure is required by law. Absolute confidentiality of data 

provided through the Internet cannot be guaranteed due to the limited protections of 

Internet access. Please be sure to close your browser when finished so no one will be able 

to see what you have been doing. 

 

Please answer each question since incomplete surveys cannot be used for the study. 

At the end of the survey, you will have a chance to enter a prize drawing for a $25 

Amazon gift card. 

 

Thank you in advance for your participation.  If you have questions concerning your 

rights as a research subject, you may contact The Office of Research Integrity at The 

University of North Carolina at Greensboro 336-256-1482. You may also send an email 

to Bharath Ramkumar (b_ramkum@uncg.edu) or Dr. Byoungho Jin (b_jin@uncg.edu). 

  

Sincerely, 

 

Bharath Ramkumar 
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APPENDIX E 

QUESTIONNAIRE 
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Sample Questionnaire with High Trust, High Product Uniqueness and High 

Transaction Utility at Chinese E-tailer 

 

Please indicate how often you shop from foreign websites? 

[Please do not count the times when you placed an order at a U.S. website (e.g., Amazon, 

eBay, etc.) and the order was shipped by an international seller. Here foreign websites 

refer to non-U.S. websites] 

o Never 

o Once a year 

o More than once a month 

o Once a month 

o 2-3 times a month 

o Once a week 

o More than once a week 

What products do you typically purchase from foreign websites? (Select all that apply) 

o Clothing and accessories (including shoes, watches, bags etc.) 

o Beauty & health 

o Electronics (including phone or laptop accessories) 

o Books 

o Entertainment (music, movies, etc.) 

o Household Furniture/Furnishings 

o Technology/Software 

o Automobile parts 

o Travel related (airline tickets, hotels, etc.) 

o Other (please specify) ________ 

 

What is your age? __________ 

 

What is your gender?  

o Male 

o Female 

 

-------------------------------------------------Page Break-------------------------------------------- 
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Consider the following scenario:  

You are shopping for a pair of athletic shoes online. After searching for a while using a 

popular search engine, you come across a Chinese ecommerce website (picture of 

website’s homepage shown below) which has a collection of athletic shoes. This website 

is completely in English and the product prices are listed in dollars. Products on this 

website are shipped from China. The website offers free shipping on most products and 

can take anywhere between 7 - 30 days to be delivered. For quick delivery, an additional 

shipping charge is added.  

 

 
 

This website has been in business for over 5 years. Online customer reviews about this 

website are overall positive. The website offers buyer protection which means, a full or 

partial refund is guaranteed if, 

 Your order does not arrive within the delivery time promised by the seller. 

 Your item is significantly different from the seller’s product description. 

 You receive an item and wish to return it for any reason as long as the item is 

unused and in perfect condition. 
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Based on the above description of the website, indicate how strongly you disagree or 

agree to the following statements. 

 

 Strongly Disagree           Strongly Agree 

This website is trustworthy. 1             2             3              4                5 

I trust this website keeps my best interests 

in mind. 
1             2             3              4                5 

This website will keep promises it makes 

to me. 
1             2             3              4                5 

I believe in the information that this 

website provides me. 
1             2             3              4                5 

This website wants to be known as one 

who keeps promises and commitments. 
1             2             3              4                5 

 

On this website, you find the below pair of athletic shoes that sells for $15. Purchasing a 

similar product on an ecommerce website in the States (USA) would cost $35. (here, 

based on the respondents’ selection of their gender at the beginning of the survey, the 

below left image appeared for “Male” and right image appeared for “Women”). 

 

 (or)  

 

Based on the above scenario, indicate how strongly do you disagree or agree to the 

following statements. 

 

Statement Strongly Disagree           Strongly Agree 

I will definitely buy this product from this 

website. 
1             2             3              4                5 

I intend to purchase through this website. 1             2             3              4                5 

It is likely that I will purchase through this 

website.  
1             2             3              4                5 

I expect to purchase through this website. 1             2             3              4                5 
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Indicate how strongly you disagree or agree to the following statements. 

 

Statement Strongly Disagree    Strongly Agree 

This product has styling and features that are 

rare to find in the U.S. 
1           2           3            4              5 

These shoes are unlike any other pair of 

athletic shoes that I have seen in the U.S. 
1           2           3            4              5 

Not many people I know own this kind of 

athletic shoes in the U.S. 
1           2           3            4              5 

Overall, I find this pair of athletic shoes very 

unique. 
1           2           3            4              5 

Taking advantage of a price-deal like this 

makes me feel good. 
1           2           3            4              5 

I would get a lot of pleasure knowing that I 

would save money at this price on this website. 
1           2           3            4              5 

Beyond the money I save, taking advantage of 

this price deal will give me a sense of joy. 
1           2           3            4              5 

 

 

Assume that you place an order for the pair of athletic shoes from the website in the 

above scenario. You receive the product at your doorstep/mailbox within the specified 

delivery duration of 7 – 30 days. The product you received matches the seller’s 

description and picture of the product on the website. 

 

If you purchased as above, how likely are you to feel each of the following?  

 

Statement Never                                                                                 Always 

Astonished     1                    2                    3                     4                       5 

Surprised     1                    2                    3                     4                       5 

Stimulated     1                    2                    3                     4                       5 

Excited     1                    2                    3                     4                       5 

Enthused     1                    2                    3                     4                       5 

Happy     1                    2                    3                     4                       5 

Contented     1                    2                    3                     4                       5 

Pleased     1                    2                    3                     4                       5 

Gleeful     1                    2                    3                     4                       5 

Elated     1                    2                    3                     4                       5 

Delighted     1                    2                    3                     4                       5 
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Please rate your perception of the country China on the following items? 

Poor                                                                                                                           Rich 

   1                    2                    3                    4                    5                    6                    7 

Technologically not advanced                                               Technologically advance 

   1                    2                    3                    4                    5                    6                    7 

Low level of education                                                              High level of education 

   1                    2                    3                    4                    5                    6                    7 

Not trustworthy people                                                                  Trustworthy people 

   1                    2                    3                    4                    5                    6                    7 

Not hardworking people                                                               Hardworking people 

   1                    2                    3                    4                    5                    6                    7 

Not likeable people                                                                                Likeable people 

   1                    2                    3                    4                    5                    6                    7 

Unreliable products                                                                            Reliable products 

   1                    2                    3                    4                    5                    6                    7 

Products with poor workmanship                         Products with good workmanship 

   1                    2                    3                    4                    5                    6                    7 

Poor quality products                                                                Good quality products 

   1                    2                    3                    4                    5                    6                    7 

We should not have                                                                               We should have 

 closer ties with China                                                                 closer ties with China 

   1                    2                    3                    4                    5                    6                    7 

Not an ideal country                                                                                   Idea country 

   1                    2                    3                    4                    5                    6                    7 

 

-------------------------------------------------Page Break-------------------------------------------- 

 

What is your ethnicity? 

o White/Caucasian 

o Hispanic or Latino 

o Black or African American 

o Asian  

o Pacific Islander 

o Native American 

o Other, please indicate _________ 
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What is your current combined annual household income (includes parents’ income)? 

o $19,999 or less 

o $20,000 – $34,999 

o $35,000 - $49,999 

o $50,000 - $64,999 

o $65,000 – $79,999 

o $80,000 - $99,999 

o $100,000 and above 

Which level are you currently enrolled in at the university? 

o Freshman 

o Sophomore 

o Junior 

o Senior 

o Master’s 

o Ph.D. 

o Post-Doctoral  

o Other Diploma 

Are you an international student? 

o Yes (indicate which country you are from) 

o No 

 

-------------------------------------------------End of Survey---------------------------------------- 
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Sample Questionnaire with Low Trust, Low Product Uniqueness and Low 

Transaction Utility at U.K. E-tailer 

 

Please indicate how often you shop from foreign websites? 

[Please do not count the times when you placed an order at a U.S. website (e.g., Amazon, 

eBay, etc.) and the order was shipped by an international seller. Here foreign websites 

refer to non-U.S. websites] 

o Never 

o Once a year 

o More than once a month 

o Once a month 

o 2-3 times a month 

o Once a week 

o More than once a week 

What products do you typically purchase from foreign websites? (Select all that apply) 

o Clothing and accessories (including shoes, watches, bags etc.) 

o Beauty & health 

o Electronics (including phone or laptop accessories) 

o Books 

o Entertainment (music, movies, etc.) 

o Household Furniture/Furnishings 

o Technology/Software 

o Automobile parts 

o Travel related (airline tickets, hotels, etc.) 

o Other (please specify) ________ 

 

What is your age? __________ 

 

What is your gender?  

o Male 

o Female 

 

-------------------------------------------------Page Break-------------------------------------------- 
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Consider the following scenario: 

You are shopping for a pair of athletic shoes online. After searching for a while using a 

popular search engine, you come across a U.K. ecommerce website which has a 

collection of athletic shoes. This website lists product prices in dollars. The website 

charges a $4 shipping fee if you shop for less than $40 and free shipping if you shop for 

over $40. In both cases, the product will be delivered within 6 business days. For an 

additional charge, the website also offers quicker delivery.  

 

 
 

This website has been in business for just over a year. Online customer reviews about this 

website is overall not positive. The website does not offer buyer protection which means, 

it is not guaranteed that you will receive a refund if,  

 Your order does not arrive within the delivery time promised by the seller. 

 Your item is significantly different from the seller’s product description. 

 You receive an item and wish to return it for any reason even if the item is unused 

and in perfect condition. 
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Based on the above description of the website, indicate how strongly you disagree or 

agree to the following statements. 

 

 Strongly Disagree           Strongly Agree 

This website is trustworthy. 1             2             3              4                5 

I trust this website keeps my best interests 

in mind. 
1             2             3              4                5 

This website will keep promises it makes 

to me. 
1             2             3              4                5 

I believe in the information that this 

website provides me. 
1             2             3              4                5 

This website wants to be known as one 

who keeps promises and commitments. 
1             2             3              4                5 

 

On this website, you find the below pair of athletic shoes that sells for $15. Purchasing a 

similar product on an ecommerce website in the States (USA) would cost $35. (here, 

based on the respondents’ selection of their gender at the beginning of the survey, the 

below left image appeared for “Male” and right image appeared for “Women”). 

 

 (or)  

 

Based on the above scenario, indicate how strongly do you disagree or agree to the 

following statements. 

 

Statement Strongly Disagree           Strongly Agree 

I will definitely buy this product from this 

website. 
1             2             3              4                5 

I intend to purchase through this website. 1             2             3              4                5 

It is likely that I will purchase through this 

website.  
1             2             3              4                5 

I expect to purchase through this website. 1             2             3              4                5 
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Indicate how strongly you disagree or agree to the following statements. 

 

Statement Strongly Disagree    Strongly Agree 

This product has styling and features that are 

rare to find in the U.S. 
1           2           3            4              5 

These shoes are unlike any other pair of 

athletic shoes that I have seen in the U.S. 
1           2           3            4              5 

Not many people I know own this kind of 

athletic shoes in the U.S. 
1           2           3            4              5 

Overall, I find this pair of athletic shoes very 

unique. 
1           2           3            4              5 

Taking advantage of a price-deal like this 

makes me feel good. 
1           2           3            4              5 

I would get a lot of pleasure knowing that I 

would save money at this price on this website. 
1           2           3            4              5 

Beyond the money I save, taking advantage of 

this price deal will give me a sense of joy. 
1           2           3            4              5 

 

 

Assume that you place an order for the pair of athletic shoes from the website in the 

above scenario. You receive the product at your doorstep/mailbox within the specified 

delivery duration of 7 – 30 days. The product you received matches the seller’s 

description and picture of the product on the website. 

 

If you purchased as above, how likely are you to feel each of the following?  

 

Statement Never                                                                                 Always 

Astonished     1                    2                    3                     4                       5 

Surprised     1                    2                    3                     4                       5 

Stimulated     1                    2                    3                     4                       5 

Excited     1                    2                    3                     4                       5 

Enthused     1                    2                    3                     4                       5 

Happy     1                    2                    3                     4                       5 

Contented     1                    2                    3                     4                       5 

Pleased     1                    2                    3                     4                       5 

Gleeful     1                    2                    3                     4                       5 

Elated     1                    2                    3                     4                       5 

Delighted     1                    2                    3                     4                       5 
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Please rate your perception of the country U.K. on the following items? 

Poor                                                                                                                           Rich 

   1                    2                    3                    4                    5                    6                    7 

Technologically not advanced                                               Technologically advance 

   1                    2                    3                    4                    5                    6                    7 

Low level of education                                                              High level of education 

   1                    2                    3                    4                    5                    6                    7 

Not trustworthy people                                                                  Trustworthy people 

   1                    2                    3                    4                    5                    6                    7 

Not hardworking people                                                               Hardworking people 

   1                    2                    3                    4                    5                    6                    7 

Not likeable people                                                                                Likeable people 

   1                    2                    3                    4                    5                    6                    7 

Unreliable products                                                                            Reliable products 

   1                    2                    3                    4                    5                    6                    7 

Products with poor workmanship                         Products with good workmanship 

   1                    2                    3                    4                    5                    6                    7 

Poor quality products                                                                Good quality products 

   1                    2                    3                    4                    5                    6                    7 

We should not have                                                                               We should have 

 closer ties with China                                                                 closer ties with China 

   1                    2                    3                    4                    5                    6                    7 

Not an ideal country                                                                                   Idea country 

   1                    2                    3                    4                    5                    6                    7 

 

-------------------------------------------------Page Break-------------------------------------------- 

 

What is your ethnicity? 

o White/Caucasian 

o Hispanic or Latino 

o Black or African American 

o Asian  

o Pacific Islander 

o Native American 

o Other, please indicate _________ 
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What is your current combined annual household income (includes parents’ income)? 

o $19,999 or less 

o $20,000 – $34,999 

o $35,000 - $49,999 

o $50,000 - $64,999 

o $65,000 – $79,999 

o $80,000 - $99,999 

o $100,000 and above 

Which level are you currently enrolled in at the university? 

o Freshman 

o Sophomore 

o Junior 

o Senior 

o Master’s 

o Ph.D. 

o Post-Doctoral  

o Other Diploma 

Are you an international student? 

o Yes (indicate which country you are from) 

o No 

-------------------------------------------------End of Survey---------------------------------------- 

 

 

 

 

 

 

 

 

 

 


