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Abstract 

Title: Factors influencing Chinese consumer behavior purchasing clothes online in 

Sweden 

Level: Bachelor Thesis in Business Administration 

Authors: Qingchen Fu and Yue Yuan 

Supervisor: Ehsanul Huda Chowdhury 

Date: Dec 2014  

Aim: The aim of this study is to analyze what Chinese consumer behavior while 

shopping clothes online. 

Method: Quantitative method is used in this research. The study gathered relevant 

information from 87 Chinese living in Gävle through online questionnaires. 

Result and Conclusions: Through our research, we found that Chinese consumers in 

Gävle focus on several well-known websites (like Taobao.com, Amazon.com). They 

are easily influenced by social media and word-of-mouth. Websites with reasonable 

price would be more welcomed than others. Customers prefer simple online payment 

and faster logistics. Lastly, good quality of products attract them. 

Suggestions for future research: Future studies can be based on cases of specific 

websites. Future research could expand the diversity of samples to get a broader 

perspective of customer behavior. 

Contribution of the thesis: This thesis provides a new idea of studying customer 

behavior. There are five characteristics of Chinese consumer behavior: Seeking 

product diversification, Prefer the lower price, Focus on several websites, Give 

importance to purchase convenience, Value product itself. And then we provides 

some suggestions to the online merchant, like they need to pay attention to the 

advertisements in order to make their website familiar to Chinese customers. 
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1. Introduction 

In this chapter, an introduction to the topic is presented. Background, purpose of the 

research, motivation, research question, limitation and disposition are showed below. 

We introduce our research study about the behavior of Chinese consumers who live in 

Gävle, Sweden. 

1.1Background 

1.1.1 Development of e-commerce 

Although online sales still represent a small fraction of the retail sale, online sales are 

growing fast (DesMarteau, 2004). With the increasing users of the internet, there are 

37 countries of Internet users buying products online in 2002(The TNS Interactive). 

At the end of the 1990s, the internet experienced crisis because the most online 

companies did not understand totally the needs of customer and consumer online 

behavior (Lee, 2014). Shopping online is a fashion and convenient way to have a 

transaction between retailers and customers (Mosteller, Donthu and Eroglu, 2004). 

With the expansion number of Internet users, e-commerce is becoming a mainstream 

commerce activity (Constantinides, 2012). The market for the online shop is 

competitive due to the numerous choices for consumers (Mosteller et al., 2004). It is 

significant for the online merchants to realize the significance of customer behavior as 

well as understand the behaviors of customers (Wilson, Zeithaml, Bitner and Gremler, 

2012; Constantinides, 2012). Sweden has an excellent ranking as an IT-nation, which 

listed at the top of ranking according to the Economists e-readiness index (which also 

offers good support for Sweden e-commerce) (Kirchberger, 2011). In Sweden, 

consumers have been able to buy groceries on the Internet since 1996(Kirchberger, 

2011). This reveals Sweden e-commerce has been developed for a long time as well 

as has an established market with a large number of online consumers. As a mature 

market, Sweden should provide suitable conditions for adopting online shopping to 

foreigners (Dholakia, 2002). Chinese Customers are regarded as a new group and 
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become the important target consumer (Xu, 1990). Therefore, it is necessary for e-

marketers to understand the behavior of the Chinese customer as well as implement e-

marketing strategies that drive Chinese customers buying online (Gong, Stump and 

Maddox, 2013). If Swedish e-commerce merchants hope to expand or develop 

business, they should not give up this chance to attract Chinese customers. E-

commerce merchant should provide products with good quality (Subramanian, 

Gunasekaran, Yu, Cheng and Ning, 2014). Meanwhile, they should provide excellent 

service, which helps merchant take advantage in competition due to facing many 

choices (Subramanian, Gunasekaran, Yu, Cheng and Ning, 2014). 

Consumer purchase action does not only result from a single purchase motivation, but 

also result from purchase motivations, both physiological and psychological (Noel, 

2009). For example, consumers may purchase specified brand by been motivated by 

other people’s recommendation. A lot of extant literature has studied the consumer 

behavior and the decision-making process (Nelson, 1970; Wilson et al., 2012; Liu, 

Lin, Lee and Deng, 2013; Häubl and Trifts, 2000). The purpose of our study is to 

understand Chinese customer online behavior. 

1.1.2 Swedish online shopping market 

Ecommerce Sweden (2014), website publishing news about Swedish e-commerce, 

which shows that Swedish consumers spent a total of 4.17 billion euros to buy 

products on the Internet in 2013. The highest increase appeared in 2013. Also, E-

commerce in Sweden's most popular product categories for the consumer is 

electronics, books, clothing, and footwear (Ecommerce Sweden, 2014). Home 

furniture is also very popular (Ecommerce Sweden, 2014). E-commerce in Sweden 

now accounts for 6% of total retail sales (Ecommerce Sweden, 2014). 

The data collected in Ecommerce Sweden (2014) shows that in 2013 Sweden, almost 

three-quarters of the Swedish families have ordered online shopping in the past 12 

months. Nearly 13 percent of Swedish order online at least once a month. The e-

commerce widely distributed throughout the country while the most active customers 

of e-commerce are in the north of Sweden. 
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From the e-commerce Sweden statistics shown on (2014), authors see that Swedish 

people like purchase products online 

1.1.3 Chinese online consumer 

According to Statistical Survey on Internet Development in China (CNNIC, 2014), so 

far of December 2013, the scale of online users in China are 302 million, and the 

utilization rate is improved from 42.9% to 48.9 %. As the statistical report provided, 

in recent years, Chinese online shopping penetration rate keeps rising. It means that 

net purchases of Chinese consumers will gradually increase. We learn from Statistical 

Survey on Internet Development in China that clothing is the most popular sales 

category in China online shopping market, which accounted for 75.6% of the 

purchase of the Chinese customers. Meanwhile, the customers in the 20 to 29 years 

old are the main force in the online shopping market. In China, undergraduate 

education people accounted for 35.9% of online shopping users. One interesting 

situation is that overseas purchasing in China showed a high demand in the online 

shopping market, the market penetration increased from 4.7% in 2012 to 7% in 2013. 

1.1.4 Consumer behavior 

According to Wilson, Zethaml, Bitner and Gremler (2012), consumer behavior is a 

total decision of customers towards purchase. Additional, consumer behavior is a 

prevalent topic of marketing, which has been studied and discussed in the past 

decades (Constantinides, 2004). According to Constantinides (2004) Czinkota and 

Kotabe (2005) Foxall (2005), there are several factors affecting consumer behaviour, 

such as social, cultural, economic and psychological, which are beyond the control of 

merchants. 

1.2 Motivation 

Marketers can sell their product in a better position through the study of consumer 

behavior (Amilia, 2013). Therefore, marketers need to consider consumers behavior 

carefully. Due to the development of online shopping, the study of e-consumer 
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behavior is now more important (Dennis, Merrilees, Jayawardhena and Wright, 

2009).  

Swedish online shopping is a stable industry now (Dholakia, 2012). However 

different countries and different backgrounds affect customers to have different 

behaviors when shopping online (Wilson, Zeithaml, Bitner and Gremler, 2012). 

Facing the different consumer, managers use various services marketing strategies to 

meet the needs of customers (Yang and Lai, 2006). The consumers’ demands for 

online shopping are that they can quickly and easily buy their favorite products as 

well as experience the unique pleasure of online shopping (Clemes, Gan and Zhang, 

2014). E-commerce should develop the reasonable marketing strategies in order to 

accommodate new consumer markets since consumers have new behaviors in the new 

network market environment (Laroche, 2014). Due to interactions between online 

shopping consumer behavior and marketing strategy, the internet marketing strategies 

should make improvements in order to adapt the consumer behavior on the network 

(Clemes et al., 2014). In order to create a successful online store, it is necessary for 

marketers to analyze customer behavior to find a way to encourage consumers to buy 

(Subramanian et al., 2014). Consumer behavior is the process that customer follow to 

complete the purchase to fulfill demand (Solomon, 2009; Punj, 2011). Our research 

can help Swedish Internet merchants know more about Chinese customer behavior to 

improve the service and change probable marketing strategies to profit. 

1.3 Purpose and Research Question 

According to Dholakia (2012), shopping online is popular in Sweden since people 

believe it is convenient. The purpose of our research is to analyze the online shopping 

behavior of the Chinese customer in Gävle, Sweden.  

Thus our research question is: 

 What is the Chinese consumer behavior toward online shopping in Gävle, 

Sweden? 
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1.4 Limitation 

The collected data is only about the Chinese customers in Gävle. That means this 

research can only represent the Chinese customers living in Gävle but not all Chinese 

in Sweden. If the range of data would be wider, the outcome of the research will be 

more representative. 

Moreover, in this study authors only focused on clothes in several websites selling 

clothes, so the conclusion may not be suitable for all goods and industries. Although 

online questionnaires could help our research gain more respondents to ensure the 

quantity of the data, this method could not guarantee the quality of the data. This 

study only uses a quantitative method. The combination of qualitative method and 

quantitative method would be more valid. 

1.5 Disposition 

This study is divided into six parts. The first part presents the background, research 

purpose, problem, limitation and structure of the study. This part is the preparation of 

overview the whole research. The second part shows the existing related to customer 

behaviors as well as online shopping. In the third part, the research method and 

process are expressed. Moreover, in the fourth section, we organize and analyze the 

data. We show the Chinese customer behaviors (the part of online shopping for 

commodities) in Sweden. Based on collected data and relevant analysis, the 

conclusion of this study and suggestions for future study are presented in the fifth 

part.  
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2. Literature study 

In this chapter, a literature review of relevant studies regarding the aim and research 

question of the study is presented. Also, according to the literature review, the 

authors construct an own theoretical framework. 

2.1 Online shopping 

Increasing number of people have a strong sense of dependence for Internet 

(Dholakia, 2002). The internet is changing people’s living conditions and living styles 

(Dholakia, 2002). The business and management revolution are rapidly sweeping all 

over the world; e-commerce becomes an extremely significant business style (Senecal 

and Nantel, 2004). According to Luck (2003), there are five types of web users who 

exhibit different searching behaviors: Directed information-seekers; undirected 

information-seekers; directed buyers; bargain hunters; entertainment seekers.  

Wolfinbarger and Gilly (2001) argue that the customers shopping online are not only 

goal-oriented but also to experience the difference between the store and virtual 

merchant. Despite the advantage of shopping online, some customer online participate 

in the online purchase process is in order to experience the virtual shopping rather 

than for a goal (Wolfinbarger and Gilly, 2001).  Namely, customers prefer focusing 

on the experience of buying the product online. The desirable online marketing 

attracts customer to be impulsive leading to complete a purchase (Wolfinbarger and 

Gilly, 2001). The experiential customer represents that they love auctions, bargain 

hunting, and seeking information (Luck, 2003). 

2.2 Customer behavior 

Consumer behavior can be defined as the totality of consumers’ decisions regarding 

the selection, consumption, and disposition of goods, services, time, and the decision 

making process in advance of these actions (Wilson et al., 2012). 

Consumer behavior has been a prevalent marketing topic, which is studied and 

discussed in the past decades (Constantinides, 2004). Constantinides (2004) argues 
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that the primary method, which explains the fundamental principle of consumer 

behavior, portrays consumer behavior as three sections: learning, processing and 

decision-making process. According to Mullins and Walker (2008), the different level 

of involvement that customers involve the purchase, high or low, is an issue of the 

consumer experience. Therefore, the consumers need more participation in a 

transaction when they buy a product for the first time than purchasing the product 

repeatedly (Constantinides, 2004).  

Many academics and marketers think there are several factors influencing consumer 

behavior such as the population, social, cultural, economic and psychology which are 

even beyond the control of merchants (Constantinides, 2004; Czinkota and Kotabe, 

2005; Foxall, 2005). Marketers have an impact on consumer behavior during the 

purchase process through applying different marketing tools, especially 4Ps (product, 

price, place and promotion) (Constantinides, 2004). In addition, most of the marketers 

think that 4Ps as a marketing tool has an impact on the consumer behavior (Kotler and 

Wood, 2011; Kotler, 2012). 

2.3 Consumer behavior towards online shopping 

Fung, Raymond and Lee (1999) illustrate that the trust and satisfaction of the 

consumer are the linchpins to purchase repeatedly online. According to existing 

literature, there are five main factors influencing the consumer online behavior (Fung 

et al., 1999; Liao and Cheung, 2001; Liang and Huang, 1998; Kim and Lim, 2001). 

They are personal characteristics, environmental impact, the product property, 

characteristics of the online platform, online merchant, and intermediary 

feature.Firstly, and the personal characteristic means the specific elements to 

customers, such as the consumer satisfaction and trust as well as the specific behavior 

of customers (Fung et al., 1999). Secondly, the consumer behavior can be influenced 

by the social media, and word-of-mouth. (Kim and Lim, 2001). These environmental 

factors play a significant role in affecting the buying decisions of customers (Kim and 

Lim, 2001). Thirdly, there are three pivotal factors, which are quality, price, and the 

type of product, influencing the perception of consumers (Jarvenpaa and Todd, 1996). 

Fourthly, the characteristics of online platform mainly refer to security and reliability 
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of e-commerce systems. The last, the online merchant, and intermediary feature 

mainly refer to service quality, confidentiality, and security (Chan, Cheung, Kwong, 

Limayem and Zhu, 2003). 

2.4 Consumer decision-making 

Online decision-making can be divided into three stages: search, evaluation, and 

purchase (Liu, Lin, Lee and Deng, 2013). 

Search 

Search, it is the process to obtain information and understand the means of products 

(Häubl and Trifts, 2000). The Internet can provide the most extensive and 

comprehensive information resource (Häubl and Trifts, 2000). Even though some 

customers don’t have the appropriate knowledge to make comparisons between 

various types of products, by using the internet, they can also retrieve relevant 

information quickly and easily (Liu et al., 2013). In other words, a consumer without 

experience could get extensive and various information about products through 

searching (Liu et al., 2013). Moreover, whether or not customers have experience, 

they can know about the latest products in a timely with the internet, which helps 

customers make rational decisions (Häubl and Trifts, 2000). 

Evaluation 

Ordinary consumers can make understand on its appearance, performance and so on 

in the purchase of goods (Liu et al., 2013). However, through words and pictures of 

products online, consumers cannot easily contact with the product. Online consumers 

can only get the evaluation through indirect experience and knowledge of product 

instead of direct feelings (Liu et al., 2013). 

Purchase 

The purchase is a process that the consumer agrees to purchase and accept the 

contract. The impact of the Internet towards transaction depends on the product 

categories and consumer-related factors (Liu et al., 2013). First of all, to perform the 
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contract of online transactions is difficult. Moreover, secondly, online payment is also 

an important determinant. Due to the specific characteristics of e-commerce, the 

factors influencing of consumer decision-making networks tend to be more feature 

compared with traditional commerce (Häubl and Trifts, 2000). For example, online 

shopping has a division of the characteristics of the transaction process. In a 

traditional purchase transaction, consumers can see the product in kind, generally 

after paying to get products immediately. However, under network conditions, the 

consumption process is a stepwise process (Liu et al., 2013).  

First, consumers gather relevant information about products when implementing 

purchase, the consumer needs to pay online, and then wait for the delivery (Liu et al., 

2013). Compared with traditional customer decision-making, the factors that 

influenced customer decision-making need more attentions. Internet consumer 

behavior is the behavior that customers purchase through the network activities 

(Häubl and Trifts, 2000).  

2.5 Factors that influence customer behavior 

Price 

One important factor in marketing that should be taken seriously is the price. 

Customers would give exhibited response and awareness when facing the change of 

products prices which are defined as sensitivity (Monroe, 1973). Lichtenstein, Bloch 

and Black (1988) suggested that price sensitivity can be seen as one measuring object. 

Lichtenstein et al. (1988) study the price accepted range to investigate customer 

reaction when facing price changes. 

Actually, there are many alternatives in the market for customers to choose 

(Bhardwaj, 2007). Customers can easily switch over from one product to the other 

product that is in lower price. Customers are becoming more sensitive to the price of 

products (Bhardwaj, 2007). Degeratu, Rangaswamy and Wu (2000) state that 

customers earning affects the price sensitivity of customers. As Low, Lee and Cheng 

(2013) state, Chinese customer are likely to communicate with salespersons and tend 

to bargain prices. Moreover, economic level of customers also influence the customer 
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behavior (Low, Lee and Cheng, 2013). The money will be the major concern in less-

developed countries leading Chinese customers to choose lower prices. Moreover, 

Low et al. (2013) state that seeking bargains seem to be common in females. 

Quality 

Product quality is a crucial factor for customers when they make a purchase decision 

(Ulaga, 2003). Ulaga (2003) mentions that there are three important factors in product 

quality: performance, reliability and consistency. In most literature, product quality is 

defined as a multidimensional concept. For example, Garvin (1987) shows that 

product quality should be broken down into product performance, features, reliability, 

conformance, durability, serviceability, esthetics and perceived quality. 

Brand 

The brand is a way to distinguish the goods of one producer compared another one 

(De Chernatony, McDonald and Wallace, 2011). The brand makes the product 

identifiable (De Chernatony et al., 2011). Successful brand are attached added values, 

which match customers’ needs and keep their added values as an advantage when 

facing competition (De Chernatony et al., 2011). According to De Chernatony, 

McDonald and Wallace (2011), the added value can attract customers to purchase. A 

better image of the brand could help consumers to decrease the perceived risk that 

customers do not like the product after purchasing (Wu, Yeh and Hsiao, 2011). 

“Mianzi” is a special Chinese word, which translates as “face” in English. It means a 

person wants to keep his/her favorable social self-worth in his/her interpersonal 

relationship. Compared with Western societies, Chinese care more about face 

consciousness. Thus, Chinese consumers are brand loyal so that the brand is an 

important factor for Chinese customers when purchasing products or services (Liao 

and Wang, 2009). Brand consumption does not only meet Chinese needs for material 

but also meet their needs of social self-worth (Liao and Wang, 2009). Therefore, in 

China, the brand is an efficient factor to gain customers (van Doorn and Leeflang, 

2014). 
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Information 

As the development of e-commerce, consumers become not content to only cost 

reduction through searches from Internet (Viswanathan, Kuruzovich, Gosain and 

Agarwal, 2007). The website is likely to be the sources of information. Customers 

rely on the website to meet their needs of information (Viswanathan et al., 2007). 

Although customers cannot truly touch the products (they can only have intangible 

service) (Wolfinbarger and Gilly, 2001), the availability of information gives 

customers wide ranges of products and services to match their needs (Otero, Gallego 

and Pratt, 2014). One advantage of online shopping is that the customers can browse 

more categories of products without business area restrictions (Jacqueline and James, 

2013). 

If website pages can provide current and accurate information meanwhile update 

information between buyers and sellers on time, the website can be attractive to 

customers (Jacqueline and James, 2013). Also, online buyers prefer to enjoy browsing 

websites in a wide selection (Jacqueline and James, 2013). Customers want to 

improve the efficiency of shopping by increasing access to comparable product 

choice. The product assortment in color, design, and price on websites help customers 

to gather information and have a comparison in shopping (Park, Kim, Funches and 

Foxx, 2012). 

Advertisement 

According to Ha (2008), the advertisement is rapidly developing in these years. 

Advertising is a useful signal to increase customers on the internet (Ha, 2008). Online 

purchase is highly related to website click-through and website brand awareness. 

Advertising has a good effect on website brand and advocacy intention (Hsiao, Shen 

and Chao, 2014). As described by Kim, Kim, and Park (2010) when customers 

purchase products in shopping website, they tend to respond to the peripheral 

advertisement features than get detailed information about the product. Customers 

will be attracted by creative and entertaining image and language of the advertisement 

(Kim et al., 2010). 
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Security and privacy 

Security of payments and privacy of personal information are essential in e-commerce 

(Thaichon, Prentice and Quach, 2014). Therefore, websites should pay attention to the 

security of payment.  A highly credibility website always protects privacy concerns 

and provides lower personal and private information (Thaichon et al., 2014). System 

safety and privacy have a strong influence on the website service quality (Thaichon et 

al., 2014).  

After- sales and support services 

Most of the customers will be dissatisfied because of the late arrival of the product 

and accuracy of the order and damaged products (Ramanathan, 2011). The 

importance of quality of physical delivery should be considered in managing products 

(Ramanathan, 2011). Websites handle returns effectively would improve the customer 

loyalty (Ramanathan, 2011). As Ramanathan (2011) mentions, the return policies 

influenced online customers’ decision-making.  

Logistic 

Logistics becomes more and more important in today’s market (Ramanathan, 2011).  

Regardless of distance, logistics service control time performance while meeting 

aggregating various demands (Wang, Zantow, Lai and Wang, 2006). Studies provided 

that logistics capability be related to the performance of online website services. E-

commerce websites can gain more customers by their efficient logistics performance 

(Ramanathan, 2011).  

Experience and Word-of-mouth 

Reputation is gained from the long-term investment of resources, effort and attention 

to customer relationships (Utz, Kerkhof and van-den -Bos, 2012). Online consumer 

experiences (OCEs) is defined as psychological and emotional states when consumer 

experience the online products (Li, Daugherty, and Biocca, 2001). Although service 

(online services) is intangible (Parasuraman, Zeithaml and Berry, 1985), users usually 

judge the service quality by their perception (Carman, 1990). However, the positive 
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word-of-mouth (WOM) would attract more customers in the market which means that 

WOM activity can increase the website hits and sales volume of products. In some 

situations, WOM plays a significant role in service (O’Cass and Carlson, 2012). In 

general, customers tend to know other experienced users’ reviews before making a 

purchasing decision. WOM help them obtain buying-related information and learn to 

consume products to make better decisions (Bao and Chang, 2014). 

Others 

One special feature in purchasing clothing is that females care more about fashion 

than males (Auty and Elliott, 1998). Also, females represent more than half of internet 

audiences (Auty and Elliott, 1998). Meanwhile, the numbers of participants of 

females are still growing now (Teo and Yu, 2005). In China, there has one popular 

website called Taobao.com (Li, Li and Lin, 2008). For Chinese, shopping process in 

Taobao.com is relatively simplified. Taobao.com cares about customers’ needs so that 

it provides an opening communication channel (Ou and Davison, 2009).  

2.6 Theoretical framework 

Figure 1 Factors influencing customer behavior towards online shopping 

 

Source: Own Construction  

This study conduct based on the four parts, online shopping, customer behavior, and 

online customer behavior and consumer decision-making (see Figure 1). Online 

Online shopping 

Customer online behavior 

Customer behavior 

Consumer decision-making 

Factors influencing customer 

behavior towards online shopping 
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shopping changes people’s living styles (Dholakia, 2002). As Luck (2003) mentioned, 

web users can be divided into five types: directed information-seekers; undirected 

information-seekers; directed buyers; bargain hunters and entertainment seekers.  

Customer behavior is defined as a total decision of customers towards shopping 

(Wilson et al., 2012). Also, customer behavior is influenced by nationality, social, 

cultural, economic and psychology, which are even beyond the control of merchants 

(Constantinides, 2004; Czinkota and Kotabe, 2005; Foxall, 2005). Moreover, the 

marketing of 4Ps also impacts on customer behavior. (Kotler and Wood, 2011; Kotler, 

2012). 

Through the combination of customer behavior and online shopping, there are five 

main factors influencing the online consumer behavior; they are personal 

characteristics, environmental impact, and product property, characteristics of online 

platform, online merchant and intermediary feature (Fung et al., 1999; Liao and 

Cheung, 2001; Liang and Huang, 1998; Kim and Lim, 2001).  

Meanwhile, online decision-making can be divided into three stages: search, 

evaluation, and purchase (Liu, Lin, Lee and Deng, 2013). 

Based on the four parts, this study investigates the factors that influence the customer 

behavior towards online shopping. As Otero et al. (2014) argue, customers have need 

lots of available information. They would like to improve the efficiency of shopping 

by browsing websites. In addition, the advertisement would be taken as a factor that 

attract potential customers and increase the number of customers (Hsiao et al., 2014). 

As Thaichon et al. (2014) suggest, security and privacy should be taken seriously in 

online business. Moreover, after-sales, support services, and logistic should also be 

stressed (Ramanathan, 2011). According to O’Cass and Carlson (2012) and Bao and 

Chang (2014), experience and WOM influence the customer behavior. Furthermore, 

“Gender” is a significant factor when purchasing clothing (Auty and Elliott, 1998; 

Teo and Yu, 2005).  Namely, this study conduct based on this theoretical framework 

(Figure 1)to analyze and discuss the factors influencing Chinese consumer behavior in 

Sweden when purchasing clothes online. 
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3. Methodology 

In this chapter, we present research methods and introduce the quantitative research 

that we used. About data collection, we sent a total of 232 questionnaires and got 87 

replies. Reliability and validity were present as well.  

3.1 Quantitative research and qualitative research 

There are two categories of research methods: quantitative research method and 

qualitative research method (Vanderkolk, 2009).These two methods rely on different 

philosophical systems (Vanderkolk, 2009). According to the quantitative study, the 

objective is independent of researchers. On the other hand, in the qualitative study, 

the relationship between the object of study and researcher is close. The qualitative 

research thinks the study is an organic whole that cannot be separated. Moreover, the 

aim of the quantitative study is to view the entire process (Vanderkolk, 2009). The 

aim of qualitative researchers is gaining a better understanding of human behavior, 

and reason. Qualitative research methods investigate reasons and methods of human 

decision-making, not only what decisions were made or when and where to make a 

decision (Denzin and Lincoln, 2005). 

The process of quantitative research can be divided into several parts (Given, 2008). 

Through observing of these components, the author can get an understanding. 

Quantitative research, which is based on a social phenomenon or object, uses 

numerical or mathematical data to the investigation (Given, 2008).  

This research collects data from questionnaires in quantitative research method. We 

design questionnaires in order to understand consumer behavior and mental activity of 

consumers. With quantitative research method, this study discovers what the Chinese 

consumer behavior is towards online shopping in Gävle as well as what are the 

characteristics of Chinese consumer behavior towards online shopping.  

 



16 

 

3.2 Data collection 

Survey is a systematic method for gathering the related information from the sample 

(Groves, Fowler Jr, Couper, Lepkowski, Singer and Tourangeau, 2013). The 

questionnaire is a series of questions asked individual’s information to get statistical 

information about the topic (Groves et al., 2013). Questionnaires are distributed to 

large groups of people. It is necessary for our study to choose this method for 

quantitative analysis.  

Totally 232 questionnaires were distributed, and 87 qualified questionnaires were 

returned. The group of questionnaires survey was done from 1st November to 15th 

November 2014. Respondents are made up of 49 Chinese women and 38 Chinese 

men in Gävle Sweden. The range of respondent’s age is 18-34. Most of the 

respondents are international students in Gävle.  

There are 16 questions in the questionnaire to help this study to get an overview of the 

research question. The questionnaire includes fifteen multiple choices and one 

ranking task. Some of our questions are open-end questions namely the eighth, the twelfth 

and the fifteenth (See Appendix I). Nine questions are supposed to have one answer; 

while there are six questions that are expected to have one more answers. Moreover, 

only one question needs to rank the degree.   

After designing questionnaires, we sent them to respondents through emails. It took 

half a month for us to get feedback. First, we contacted an online group through QQ 

(a kind of Chinese social media, similar as Facebook). Group members included all 

Chinese who work or study in Gävle in 2014. There were 232 members in this group. 

This group is a closed group; people cannot be members unless a team member 

invites him. In addition, when new members come into this group, he/she must share 

basic personal information (like name, gender, email address and so on) in the group. 

It makes sure our respondents are all Chinese in Gävle. Then we sent messages 

through QQ in Chinese to tell them we were doing a survey about Chinese customer 

behavior in Gävle, and we need all group members helps to finish our research. After 

that, to ensure most of them need to take the time to complete the survey, we sent 
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questionnaires by emails to all members. We have emphasized answers will be used 

for research. Moreover, we got replies in two weeks. 

During this period, we received totally 94 questionnaires that have been answered. 

However, seven questionnaires were invalid since they were not finished completely 

by respondents. Finally, we had 87 valid questionnaires. These responses came from 

Chinese people who live in Gävle. We present the questionnaire in Appendix I. 

3.3 Data presentation 

This survey questionnaire is demanded to understand the penetration of online 

shopping income of purchase clothing, customers buying behavior and preference 

from the Chinese people in Sweden. According to the relevant theory of consumer 

behavior and related factors of online shopping, we summarized a series of questions 

for this survey; such as personal shopping frequency, regular shopping hours, 

acceptable price, and key factors customers care about during the shopping, 

promotion tools, payment methods and so on. 

Through questionnaire method, we collected value information for our survey. The 

initial data is counted through Excel by statistics (see an example in Appendix II). 

Moreover, following questions are divided into three parts, there are personal factors, 

environment factors and experience factors. “Questions” lists represents the primary 

information of every question. “Answer Options” lists shows the given choices. 

“Number” gives information about how many corresponding options have been 

chosen by responders. Moreover, “proportion” shows every single options proportion 

of all options. From the amount of all answers divided by the number of respondents 

who select a single choice, the percentage of every single choice. Before showing the 

next question, “Total” showed all numbers of every question. Specifically, in the tenth 

question, “Score” are used to get answers instead of multiple-choice. We designed the 

questionnaires so that respondents could mark every factor between 1 score to 10 

scores. After collecting scores from all respondents, we got an average score and 

showed scores of each factor in a table. 
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3.4 Study process 

In the initial of this research, the research topic is decided from several alternatives. 

After the determination of this study topic, we read literature to choose the theory that 

supports this study and make sure what the research question is. Afterward, the 

suitable methodology of our research has been determined; we make questionnaires 

and present the data collection and presentation in the empirical study. Then we have 

an analysis of the empirical study. After that, we introduce the conclusion and give 

the suggestion for the future study. 

3.5 Reliability and Validity 

In this part, we have a description of reliability and validity. Validity is the concept of 

measurement related to research (Manheim and Brians, 2011). Reliability refers to a 

quality measurement methods, namely after repeated observations of the same 

phenomenon can be a reflection of whether the same information (Samuels, Biddle 

and Emmett, 2009). There are many factors that can affect the reliability of a study. In 

this study, the quality of the data collected is dependent on the professional level of 

this researchers. However, due to the impact of individual factors (such as emotional) 

it is hard to ensure that the data collected by the researcher is objective and fair 

(Samuels et al., 2009). Validity and reliability are important indicators to judge 

whether a research is a science or not (Manheimand Brians, 2011). 

We collect data through questionnaires in order to obtain high reliability. To ensure 

the reliability and validity of the research, all of our data is primary data. The closed 

Chinese group in QQ is chosen to be the sample; it makes sure that all answers are 

come from Chinese customers. We collect data and sift through data; unclear answers 

are eliminated to ensure the validity of data. All available data is put into Excel. 

Before using the proportion to analyze data, we have checked all data output 

recording is accurate. Further, in order to show the closest answers from respondents, 

Chinses language is used to translate after every question of English version. 
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4. Empirical study 

In this chapter, the collected empirical data and findings are presented. Research 

findings are showed in three parts. Then there is an overview of the empirical study at 

the end of the chapter. 

4.1 Answers to the questions 

We contented all respondents who answered the questions (see an example in 

Appendix II) to generate the Table 1(answers of questionnaires) via Excel. The results 

from questionnaires’ answers are divided into three parts: Personal factors, 

Environmental factors and Experience factors. These are described in the rest of parts.  

Table 1 Answers of questionnaires 

Questions Answer Options Number 

Q1. 

Gender 

Male 40 

Female 47 

Q2. 

Age 

Above 31 2 

26-31 20 

20-25 61 

Below 20 4 

Q3. 

The last time 

consumer searched the 

clothes online 

Less than a week 18 

Less than a month 28 

Less than three month 22 

Less than half year 3 

Less than a year 6 

More than a year 10 

Q4. 

Special online 

shopping date 

New products listed 16 

Promotional discounts 19 

Change garments according to the 

discount 

5 

Holidays 7 

Random 40 

Q5. 

Online shopping 

frequency 

More than once a week 5 

About once a week 12 

About half a month 5 

Once a month 28 

About half a year 37 
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Q6. 

Accepted Price 

Above 2000kr 2 

1001-2000kr 3 

501-1000kr 33 

200-500kr 45 

Below 200kr 4 

Q7. 

The way to get product 

information 

Friends 16 

Others comments 44 

Other websites recommended 27 

Shopping website introduction 51 

Q8. 

The popularity of the 

different websites 

Nelly.com 4 

Amazon.com 18 

Zalando.se 17 

Taobao.com 27 

Others 21 

Q9. 

The most important 

factor when choosing a 

website to buy 

Price 18 

The diversity of product categories 20 

Website Advertising 6 

Promotion 15 

Return and exchange service 3 

Product quality 24 

Others 1 

Q10. 

The ranking of 

importance of factors 

for choosing a product 

during online shopping 

Average Scores 

Price 7.276 

Brand 6.057 

Color 5.069 

Quality 8.425 

Design style 7.839 

Wearing comfort 8.069 

Fabric 5.437 

Manufacturers 5 

Purchase options of people 6.402 

Q11. 

The promotion method 

that influence 

customer 

Free delivery 48 

Discount 60 

Gift 15 

Others 0 

Q12. 

The way of payment 

consumer would like to 

choose for online 

shopping 

Online payment 72 

Pay on delivery 17 

Bank transfer 20 

Others 0 
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Q13. 

Acceptable delivered 

time 

One day 1 

2-3 days 23 

4-5 days 30 

6-7 days 14 

8-10 days 13 

Doesn’t matter 6 

Q 14.  

Terrible experience of 

shopping online 

Yes 62 

No 25 

Q15.  

Consumers’ difficulties 

in the network 

shopping 

Not very sure about the payment methods 17 

None of them was the right size 37 

Out of stock 20 

Others 13 

Q16.  

The reason prompted 

customer to have 

repurchase intention 

through one website 

Trust and Satisfaction 59 

Discount 24 

Cannot find other websites 

 

4 

Source: Own Construction 

4.2 Personal factors（Question1, 2 and 6） 

Through the questionnaire, gender, age and other statistical factors can be obtained. 

Table 2 Personal factors 

Questions Answer Options Number Proportion 

Q1. 

Gender 

Male 40 45.97% 

Female 47 54.02% 

Total 87 100% 

Q2. 

Age 

Above 31 2 02.30% 

26-31 20 22.99% 

20-25 61 70.11% 

Below 20 4 04.60% 

Total 87 100% 

Q6. 

Accepted Price 

Above 2000kr 2 02.30% 

1001-2000kr 3 03.45% 

501-1000kr 33 37.93% 

200-500kr 45 51.72% 

Below 200kr 4 04.60% 

Total 87 100% 

Source: Own Construction 



22 

 

From Table 1, most of our respondents are women, and they take 54.02% proportion 

in our questionnaires. Although 45.97% of respondents are men who are nearly half in 

the questionnaires, women are more willing to fill out this questionnaire. Our data 

comes from women more. 

According to Q2, the majority of our respondents are young people throughout the 

age 20-30. Respondents between 20-25 years are accounted 70.11% and 22.99% 

respondents are between 26-31 years. Four people are below 20, and only two people 

are above 31. Our survey can represent more of young Chinese people’s behavior in 

Sweden. 

Moreover, Q6 can reflect respondents' income situation to a certain extent. We can 

find from the data in Table 1 that most of the respondents could accept prices in the 

range of 200kr-1000kr. Only four persons’ acceptable prices are below 200 kr. 

51.72% respondents could stand price from 200kr to 500kr. 37.93% respondents 

willing to accept price from501kr to1000kr. The remaining 8.5% of the people is at 

higher consumption level that above 2000kr. 
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4.3 Environmental factors (Question 7, 8, 9, 10, 11, 12 and 

13) 

The environment here is mainly including the consumer’s perception of online clothes 

site.  

Table 3 Environmental factors (1) 

Questions Answer Options Number Proportion 

Q7. 

The way to get 

product information 

Friends 16 11.59% 

Others comments 44 31.88% 

Other websites 

recommended 

27 19.57% 

Shopping website 

introduction 

51 36.76% 

Total 138 100% 

Q8. 

The popularity of the 

different websites 

Nelly.com 4 04.60% 

Amazon.com 18 20.69% 

Zalando.se 17 19.54% 

Taobao.com 27 31.03% 

Others 21 24.40% 

Total 87 100% 

Q9. 

The most important 

factor when choosing 

a website to buy 

Price 18 20.69% 

The diversity of product 

categories 

20 22.99% 

Website Advertising 6 6.70% 

Promotion 15 17.24% 

Return and exchange 

service 

3 03.45% 

Product quality 24 27.58% 

Others 1 01.15% 

Total 87 100% 

Q10. 

The ranking of 

importance of factors 

for choosing a 

product during online 

shopping 

 Score(1-10)  

Price 7.276 

Brand 6.057 

Color 5.069 

Quality 8.425 

Design style 7.839 

Wearing comfort 8.069 

Fabric 5.437 

Manufacturers 5 

Purchase options of 

people 

6.402 

Totally score 10 
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Table 4 Environmental factors (2) 

Q11. 

The promotion 

method that 

influence customer 

Free delivery 48 39.02% 

Discount 60 48.78% 

Gift 15 12.20% 

Others 0 00.00% 

Total 123 100% 

Q12. 

The way of payment 

consumer would like 

to choose for online 

shopping 

Online payment 72 66.05% 

Pay on delivery 17 15.60% 

Bank transfer 20 18.35% 

Others 0 00.00% 

Total 109 100% 

Q13. 

Acceptable delivered 

time 

One day 1 01.15% 

2-3 days 23 26.44% 

4-5 days 30 34.48% 

6-7 days 14 16.09% 

8-10 days 13 14.94% 

Doesn’t matter 6 06.90% 

Total 87 100% 

Source: Own Construction 

Q7 allowed respondents select more than one options. Most of our respondents would 

like to get product information from the introduction within the suggestions of other 

comments below. Furthermore, some of them will consider about other websites 

recommended (19.57%). Meanwhile, getting information from “friends” is account 

for 11.59%. 

Q8 is about the popularity of the different websites. As it is shown in the table, 

Websites like Amazon.com, Nelly.com, and Zalando.se are more popular in Chinese 

customers. The percentage of Nelly.com, Amazon.com, and Zalando.se are 4.6%, 

20.69%, and 19.54% respectively. However, the table provides some interesting data 

regarding Taobao.com. It accounted for 31.03%. 

Moreover, the Q9 illustrates that respondents more concerned more about the product 

itself, such as price (20.69%), product quality (27.8%) and diversity of the product 

(22.99%). 

In Q10, Product features are positively correlated with consumer purchase intention. 

Data in this table is the average score of all scores. According to the results, scores 

higher than 6.5 showed that option is a popular choice; instead, scores lower than 6.5 
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showed that factor are not important enough. The chart reveals that consumers in our 

survey care more about price, quality, design style and the degree of wearing comfort 

of the product. As we calculated the result, they at least have got seven points (Price 

got 7.276, Quality got the highest 8.425, Design style got 7.839, and Wearing comfort 

got 8.069). Moreover, the brand, color, fabric and fashion trends are the second focus. 

Most of the respondents give lower points to manufacturers. They do not care about 

where the product was made. Thus, the most important factor for our respondents is 

the practicability (wearing comfort), secondly is the degree of esthetics (design style). 

Q11 is about the promotion method that influence the customer. We can know from 

Q11 that discount attract consumers most. Discounting is accounted more than half. 

Also, free delivery and gifts attract respectively 39.02% respondents and 12.20% 

respondents. 

Q12 has more than one options can be chosen.  Our respondents prefer paying online. 

Moreover, the option “online payment” account for 66.05% of the total. "Bank 

transfer" account 18.35% and the other 17 people would like to choose pay on 

delivery. 78.1% of customers cannot wait for more than a week (not more than seven 

days). Meanwhile, more than quarter consumers among them require that the product 

need to be delivered in three days. It can be seen that logistics service in the online 

shopping clothing is also very important. 

Moreover, Q13 showed us that most of our respondents can accept the delivered time 

less than a week.  

4.4 Experience factors (Question 3, 4, 5, 14, 15and 16) 

This part of questions is used for the research to know about consumers practical 

activities (see Table 4). 

Statistics of Q3 showed that 78.2% of people have online shopping behavior in half a 

year. That means they have a passion for buying clothes online. Moreover, there are 

still 11.5% respondents searched clothing a year ago. 
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More than half of respondents shopping behaviors are random. They do not care 

about the new products information and discount information. It may because that 

their messages channel is not wide enough. There also about 45.98% of respondents 

will be affected by the new arrivals information or promotions when online buying 

clothes. They have determined a certain type of clothing and they just wait for the 

suitable price and suitable timing to take the shot. 

19.5% of respondents usually buy clothes online. They buy clothing through the 

internet more than once a week. That means online buying clothes is a popular way 

during Chinese. This mode of shopping is echoed by people who are often shopping 

clothes online. 57.5% respondents buy clothes online in half a month. It can be seen 

that there has the potential purchasing power of online shopping clothes from 

respondents. Chinese consumers are the high number of potential customers in Gävle. 

Through this Q14, we can know that 71.3% respondents have experience with poor 

service. Terrible experience is more deeply impressed than good experience. It asks 

merchants to be careful to leave a good impression to consumers. 

As is demonstrated in the table of Q15, consumers attach great importance to online 

services. When they do not very clearly know about the payment method and need to 

select the suitable size of clothing, they need some helps from online merchants.If 

online services could lead them to solve such problems, consumers would be best to 

make a purchase decision.  

Meanwhile, the data showed in the option of “others” represents after-sale service that 

was concerned with 14.94% consumers. And the proportion of “out of stock” is 

22.99%. Once products are not satisfied by consumers, they will choose to return or 

replacement. If the return and replacement process is too cumbersome or superfluous 

costs, consumers might stay away from clothing online shopping. 
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Table 5 Experience factors 

Questions Answer Options Number Proportion 

Q3. 

The last time consumer searched 

the clothes online 

Less than a week 18 20.69% 

Less than a month 28 32.37% 

Less than three month 22 25.29% 

Less than half year 3 03.45% 

Less than a year 6 06.70% 

More than a year 10 11.50% 

Total 87 100% 

Q4. 

Special online shopping date 

New products listed 16 18.39% 

Promotional discounts 19 21.84% 

Change garments according to the 

discount 

5 05.75% 

Holidays 7 08.04% 

Random 40 45.98% 

Total 87 100% 

Q5. 

Online shopping frequency 

More than once a week 5 05.75% 

About once a week 12 13.79% 

About half a month 5 05.75% 

Once a month 28 32.19% 

About half a year 37 42.52% 

Total 87 100% 

Q14. 

Terrible experience of shopping 

online 

Yes 62 71.26% 

No 25 28.74% 

Total 87 100% 

Q15. 

Consumer difficulties in the 

network shopping 

Not very sure about the payment 

methods 

17 19.54% 

None of them was the right size 37 42.53% 

Out of stock 20 22.99% 

Others 13 14.94% 

Total 87 100% 

Q16. 

The reason prompted customer to 

have repurchase intention 

through one website 

Satisfaction and trust 59 67.82% 

Discount 24 27.58% 

Cannot find another website 4 4.60% 

Total 87 100% 

Source: Own Construction 

In addition, the evidence from statistical data of Q16 suggests variety of factors to 

stimulate customer repurchase intention including discount (27.58%), not familiar 

with other similar websites (4.60%), satisfaction and trust (67.82%). Moreover, the 

popular option is “satisfaction and trust”. 
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4.5 Results of our study  

From three parts of questionnaires, this study described the behavior of Chinese 

customer when they are shopping online. To clearly show the result, Table 5 provides 

what the survey got from questionnaires. 

Table 6 Empirical study results 

Customer behaviors 

in different aspects 

Result from questionnaires 

Personal factors Women are more interested in online shopping 

The main purchasing power is youth in average 20-30 years old 

The accepted price is in the range of lower price 

Environmental 

factors 

Respondents get product information from websites and friends 

The comments from other customers affect their behavior 

Taobao.com is very popular in respondents’ opinions 

Customers care more about the product itself including price, 

quality, and diversity. 

Customers think practicability is important. 

Design style influences customer behavior 

Customers care less about manufacturers 

Promotion method influences customer behavior 

Most of the customers like paying online and they are strict 

with time 

Chinese consumers have high requirements of logistics speed. 

Experience factors Most of the Chinese customers have passion to shopping online 

The time of shopping online is random 

Chinese customers are the potential purchasing power of online 

shopping clothes 

Consumers attach great importance to online services 

Respondents have much terrible experience of shopping online 

Customers like simple way to shopping  

Satisfaction and trust affect repurchase intention 

Source: Own Construction 
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5. Analysis 

In this chapter, we organized and analyzed the questionnaire to get the final data 

through excel. Based on the process of decision-making of the consumer and 

customer behavior theory. The chapter shows characteristics of Chinese customer in 

Gävle when they purchase clothes online, and figures out the factors influenced 

Chinese consumer decision and how these factors influence Chinese consumers. 

5.1 The process of decision-making of the consumer 

According to Liu et al., (2013), there are three steps to make an online purchase 

decision. They are search, evaluation, and purchase. At the first step, customers would 

obtain enough information to understand the product totally (Häubl and Trifts, 2000; 

Liu et al., 2013). The second step, evaluation, is the most important in the process of 

decision-making of the consumer (Liu et al., 2013). According to our survey, we can 

find that the income level of customers, quality of goods, price and service have 

impacts on the customer’s decision-making process. Based on the result of the survey, 

we found the trust and satisfaction promote customers to buy repeatedly in one 

website that is the same conclusion with Fung et al., (1999). Also, the customers 

would be influenced by other factors, such as the recommendation from friends. This 

result verifies the conclusion from Kim and Lim (2001) that world of mouth would 

affect customer behavior. Meanwhile, the security of e-commerce systems is a quite 

significant in the process when consumers think whether to buy (Chan et al., 2003). 

Furthermore, the 4Ps (product, price, place and promotion) play an important role 

when consumers make the buying decision (Constantinides, 2004, Kotler and Wood, 

2011; Kotler, 2012). Before purchasing, the consumer will experience the learning, 

processing and making the decision (Constantinides, 2004). The last step, purchase, 

shows that the consumers decide to finish the purchase after the search and evaluation 

(Häubl and Trifts, 2000; Liu et al., 2013). 
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5.2 Consumer structure 

As our survey showed, women are more interested in online shopping. So the Chinese 

women should be taken seriously than men. They are more easily attracted in online 

purchasing. Moreover, according to our survey, there are lots of young Chinese in 

Sweden in average 20-30 years old. They are the main buying power, which should 

be taken seriously. 

Our survey data can reflect respondents' income situation to a certain extent. 

Economic conditions affect a large extent on choosing to shop online for customers 

(Liu et al., 2013). According to Low, Lee and Cheng (2013)'s study and our study, we 

can say that most of the Chinese customers prefer the lower price of products. Mid-

and-low-end users are the main force of Chinese online customers. 

5.3 Characteristics of Chinese consumer behavior 

There are five types of web users in Gävle based on the questionnaire and the 

literature (Luck, 2003). According to our data, the “Directed information-seekers” 

exist in the Chinese consumers. They trust the brand strength, like advertising, word 

of mouth. They think much about privacy and security. 

Based on the basic understanding of Chinese customers, our study is going to figure 

out the important factors that Chinese customers want to know. Meanwhile, we 

combined these factors with the characteristics of Chinese consumer behavior in 

Gävle to show that online service should pay attention to these aspects to gain more 

Chinese customers. 

5.3.1 Seeking product diversification 

The online store has no business area restrictions that they have more commodity 

categories (Jacqueline and James, 2013).The online store could contain a variety of 

products both in the whole of Sweden and abroad. This fully embodies the geographic 

advantages of networking shows no limitation in space. It gives a large range of 

choice to Chinese consumers to select suitable products. Moreover, novel styles and 
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completely categories online store will be easier to meet Chinese consumer needs. As 

the literature (Otero, Gallego and Pratt, 2014; Park, Kim, Funches and Foxx, 2012) 

mentioned and the result from empirical study, a broad range of products choice will 

attract customers more. Besides important practicability, the design style of clothes is 

taken seriously. More useful information about color, design, price from websites 

with complete information are welcomed by Chinses customer in Gävle. 

5.3.2 Prefer Lower price 

Inexpensive online shopping is still the most important factor for Chinese consumers. 

The second data from CNNIC also support our survey results that 61.3% of Chinese 

Internet users choose online shopping because of cheap. Moreover, most of them are 

housewives and students, which are more sensitive to price and fashion. Moreover, 

the situation in Gävle according to our research sample is that most of Chinese are 

abroad student. It has higher possibility to buy online when the new products listed in 

and meeting the discount. It also reflects the features about Chinese consumers in 

Gävle that they followed fashion but have no high incomes. Thus, compared with 

reality store, online store meets the psychological need of this kind of crowd. 

5.3.3 Focus on several website 

According to the survey result, the usual way of the Gävle Chinese consumer getting 

shopping information are from friends, websites, advisement, and so on. Within 

influencing of roommates and classmates, it is prone to have herding behavior. 

According to the theory, consumer behavior can be influenced by the social media 

and word-of-mouth (Kim and Lim, 2001). From empirical study, most of the 

respondents would like to choose e-stores with higher visibility. Reputation is gained 

from the long-term investment of resources, effort and attention to customer 

relationships (Utz, Kerkhof and van-den -Bos, 2012). Thus, it can be a reliable signal 

to purchasing online. It just meets the aspirations of consumers that they are willing to 

trust online shopping clothes and want to buy clothing successful. Therefore, 

consumers will trust their products. 
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However, the data we collected from questionnaires provides some interesting things 

regarding Taobao.com. Taobao.com is a particular case. Our survey shows that more 

than 30% Chinese customers prefer shopping clothes on the taobao.com, which is a 

very popular website in China. 

It is the most popular shopping site in China (Li, Li and Lin, 2008). Chinese 

consumers could easily understand their business model and their productions better. 

For Chinese, shopping process in Taobao.com is relatively simplified (Ou and 

Davison, 2009). Ignoring cultural differences and language limitations first, 

Taobao.com has its advantage that may attract Chinese customer a lot. Some of 

Chinese in Sweden would like to choose this familiar website to buy clothes. This will 

be very convenient to them. 

In a word, no matter where website belongs to, most Chinese choose shopping 

websites in several well-known, reputable ones. Generally, the consumer would 

choose a familiar website to buy because a new website have more perceived 

purchase risks (Mullins and Walker, 2008). As for several websites are well known, 

their brands help websites to decrease risk impression from customers (Wu, Yeh and 

Hsiao, 2011). These websites have many positive WOM. Thus, WOM leads more 

Chinese purchasing clothing through several websites. Also, these websites provide 

more availability information for customers. They have the high range of current and 

accurate information about clothing. Further, the advisement of the websites attracted 

Chinese a lot. Meanwhile, these websites have a high level of security and privacy. 

Chinese could not worry about privacy disclosure by accident than other websites. In 

other side, it also means, once the website has safety and privacy problem, it must 

lose many customers including the Chinese customers. 

5.3.4 Give importance to purchase convenience 

Chinese prefer paying online. As Vijayasarathy and Jones (2000) stated that 

customers always keep put off complicated things and process. There is less regular 

date can be found when Chinese customer shopping online. 
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The risk is an important reason hinders consumers online shopping. Most of the risk 

perception from Chinese consumers is that they are not familiar with the new remote 

shopping method and payment method. Therefore, a simple network management and 

skills can reduce the perception of risk, which can improve shopping intentions and 

actual purchase (Miyazaki and Fernandez, 2001). 

Many potential customers give up shopping because that the shopping process and the 

payment process are too complicated. So that, the convenient and the easily way of 

online payment make online payment popular than others. Customers can quickly 

trade if they just follow the guide page in the website and have a credit card. 

The data from CNNIC also show us that the Chinese consumer thinks that shopping 

online could provide convenient conditions for them. Shopping on the Internet 

without leaving home eliminated commuting time to stroll around the shops and 

traveling time. Online shops business is with no time limit that customers can shop 

any time they want. Chinese consumers are more willing to pay with such convenient 

approach and have high requirements of logistics speed. With the development of 

online payment and production distribution, they want a very short waiting time to get 

their desired products. 

Furthermore, in China, there are multiple logistics groups and logistics transport 

branches (Wang, Zantow, Lai and Wang, 2006). Regardless of distance, logistics 

service lead time performance while meeting aggregating different demands (Wang, 

Zantow, Lai and Wang, 2006). Chinese consumers require high speed of logistics as a 

result of their experience in China. 

5.3.5 Values product itself 

Online consumer experiences (OCEs) defined as psychological and emotional states 

consumers undergo when interacting with online products (Li, Daugherty, and 

Biocca, 2001). Although service (online services) is intangible (Parasuraman, 

Zeithaml and Berry, 1985), users usually judged the service quality by their 

perception (Carman, 1990). Terrible experience also is more deeply impressed than 
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good experience. It asks the merchant to be careful to leave a good impression to 

consumers. 

The product is the main part of the network shopping. The ultimate aim of consumers 

is to get the product. The quality, style, the price of the product must be concerned. 

Actually, products cannot be touched when using the website to purchase 

(Wolfinbarger and Gilly, 2001). However, it is worth mentioning that Chinese do not 

think the manufacturers are important to be considered when they are buying clothes 

online. Further, the diversity of products is a significant factor that website need to be 

care. Customers in our survey are more willing to select clothing at the same e-store. 

If the product categories are numerous, the website will attract the most Chinese 

consumer. 

As Chinese care about their “face” (Liao and Wang, 2009), when they are purchasing 

clothing, they would think more about products’ brand. If the brand of the product 

would meet both material needs and social self-worth needs (van Doorn and Leeflang, 

2014), Chinese customers are more willing to pay for it. Thus, websites with various 

“suitable” brands will attract Chinese more. 

The truth showed numerous data are that Gävle Chinese consumer online shopping 

behavior is relatively rational. Chinese consumers require a certain quality of their 

product. Whether the product is at a reasonable price or close to fashion, the comfort 

of the product is the most important factor, which influenced Chinese customer’s 

decision most.  
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6. Conclusion 

In this chapter, three parts are present. Firstly we answer our research question and 

then introduce the contribution. The last, the suggestion for future studies is 

presented. 

6.1 Answering the research question 

The initial aim of this study was to understand the Chinese consumer behavior toward 

online shopping in Gävle, Sweden. Our study showed the process of decision-making 

of consumers, consumer structure and characteristics of Chinese consumer behavior.  

Our study indicates that customer search first, and then evaluate and last complete the 

purchase. Simultaneously, during the whole process, the 4Ps (product, price, place, 

promotion), trust and satisfaction of consumers, the recommendation and the security 

of e-commerce system have an impact on the customer’s decision-making. Also, 

Chinese customers are easily influenced through social media and word-of-mouth.  

The study also showed that women are the main purchase power. Through the result 

of questionnaires, we found five characteristics of Chinese consumer behavior. The 

five characteristics are: Seeking product diversification, Prefer a lower price, Focus 

on several websites, Give importance to purchase convenience, Values product itself. 

With the combination of extant literature and the outcome of this research, customers 

are willing to obtain more useful information about products, which is provided by 

the e-commerce merchant. Meanwhile, the lower price attracts customers easily. Also, 

customers would like to choose a familiar shopping website. The customer is willing 

to pay due online convenience and the consumers concern about the value of 

products. 

6.2 Contribution 

This study identifies the process of decision-making of consumers (Liu et al., 2013; 

Häubl and Trifts, 2000; Wilson et al., 2012). The process has three steps: search, 
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evaluation, and purchase. According to our data, women are the important potential 

customers. Therefore, this study found the main Chinese customers in Gävle, Sweden 

are women. There is no extant literature studying in this district. 

Moreover, we found five characteristics of Chinese consumer behavior. The five 

characteristics are: Seeking product diversification, Prefer the lower price, Focus on 

several websites, Give importance to purchase convenience, Value product itself. 

Further, this study found a new thing about Chinese customer behavior. There is no 

extant literature study related on familiar websites to Chinese customers. In this study, 

we found Chinese customers focus on these websites (Taobao.com, Amazon.com, and 

Zalando.se) to purchase because these websites are familiar to Chinese customers. 

These outcomes are necessary for the online merchant to understand Chinese 

customer behavior better.  When online merchants grasp the characteristics of 

Chinese customers, they can formulate the appropriate strategy to develop the 

website. 

We can say if the online merchant wants to attract more Chinese customer, they need 

pay attention to the advertisements in order to make their website familiar to Chinese 

customers. 

Moreover, authors built up a new theoretical framework to analyze the factors 

influencing consumer behavior. Therefore, this study could be a reference for future 

research in the same field. 

6.3 Reflection on our study and suggestion for future 

studies 

According to our research, which aim is to study the Chinese consumer online 

shopping behavior in Gävle, we analyzed the data of questionnaire based on the 

extant literature. When our research have been done, we recognize the scarcity of this 

study during the process.  

Firstly, our study only conducted questionnaire and analyzed based on the relevant 

literature. There is no particular case of online merchant to study. So we suggest that 
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the future study can combine questionnaire and interview to get particular 

information.  

Secondly, the scope of our research is in the Gävle, which implies that perhaps the 

consequent of the research is not applicable to other regions of Sweden. Thus, people 

can expand the scope of the study and get more information from different areas in 

the future.  

In future research, firstly we suggest that future study can be based on the cases of a 

few specific websites, such as Amazon.com, Taobao.com; because these websites are 

familiar to Chinese customers.  

Secondly, factors of shopping willingness of online consumers could be improved and 

refined through expanding the scope of research since the data of our research is only 

based on 87 questionnaires.  

Finally, as mentioned before, we only conducted this study in one region of Sweden 

Gävle. If the future study is based on more regions, such as Stockholm, Uppsala, the 

research will be more valid. 
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Appendix I Questionnaire 

The behavior of the Chinese online shopping clothes in Sweden 

Welcome to our questionnaire! Thanks for your attention! 

1、Your gender  

 ○ Male  

 ○ Female  

2、Your age  

 ○ ≤19  

 ○ 20-25  

 ○ 26-31  

 ○ ≤32  

3、When was the last time that you searched the clothes online? 

 ○ Less than a week  

 ○ Less than a month  

 ○ Less than three month  

 ○ Less than half year  

 ○ Less than a year  

 ○ More than a year  

4、When you usually shop clothes online?  
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 ○ New products listed  

 ○ Promotional discounts  

 ○ Change garments according to the discount  

 ○ Holidays  

 ○ Random  

5、How often do you buy a dress on the Internet? 

 ○ Almost every day  

 ○ About once a week  

 ○ About half a month  

 ○ Once a month  

 ○ About half a year  

6、What price would you accept often?   

 ○ 200 kr  

 ○ 200-500 kr  

 ○ 500-1000 kr  

 ○ 1000-2000 kr  

 ○ 2000 kr  

7、Which way do you get the product information? 

  □ Friends  

  □ Others comments 

  □ Other websites recommended  
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  □ Shopping website introduction  

8、Which website do you often buy clothes? 

  □ Nelly.com  

  □ Amazon.com  

  □ Zalando.se  

  □ Taobao.com  

  □ Others ____________ 

9、What is the most important factor for you to consider when choosing a website to 

buy？ 

 ○ Price  

 ○ The diversity of product categories  

 ○ Website advertising  

 ○ Promotion  

 ○ Return and exchange service  

 ○ Product quality  

10、Ranking them according to the degrees of importance: （1-10） 

Price _____ 

Brand _____ 

Color _____ 

Quality _____ 

Design style _____ 
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Wearing comfort _____ 

Fabric _____ 

Manufacturers (Country of origin) _____ 

Purchase options of people _____ 

11、What promotional way do you like best?  

  □ Free delivery  

  □ Discount  

  □ Gift  

  □ Others ____________ 

12、What way of the payment would you like to choose on the Internet?  

  □ Online payment  

  □ Pay on delivery  

  □ Bank transfer  

  □ Others ____________ 

13、Acceptable delivered time? 

 ○ One day  

 ○ 2-3 days  

 ○ 4-5 days  

 ○ 6-7 days  

 ○ 8-10 days  

 ○ Doesn’t matter  
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14、Do you have terrible experience of shopping online?  

 ○ Yes  

 ○ No  

15、Your difficulties in the network shopping： 

 ○ Not very sure about the payment methods  

 ○ None of them was the right size  

 ○ Out of stock 

 ○ Others ____________ 

16、What will lead you to repurchase in the same website twice and more times?  

  □ Trust and Satisfaction 

  □ Discount 

  □ Cannot find other websites 
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Appendix II An example of questionnaires’ 

answers 

Questions Answer Options Answers 

Q1. 

Gender 

Male √  √    

Female  √  √ √ √ 

Q2. 

Age 

Above 31       

26-31    √   

20-25 √ √   √ √ 

Below 20   √    

Q3. 

The last time 

consumer searched 

the clothes online 

Less than a week      √ 

Less than a month  √  √ √  

Less than three 

month 

  √    

Less than half 

year 

√      

Less than a year       

More than a year       

Q4. 

Special online 

shopping date 

New products 

listed 

√    √ √ 

Promotional 

discounts 

      

Change garments 

according to the 

discount 

      

Holidays   √ √   

Random  √     

Q5. 

Online shopping 

frequency 

More than once a 

week 

     √ 

About once a 

week 

√      

About half a 

month 

      

Once a month  √     

About half a year   √ √ √  

Q6. 

Accepted Price 

Above 2000kr       

1001-2000kr       

501-1000kr √   √   

200-500kr  √ √  √ √ 

Below 200kr       

Q7. Friends       

Others comments √ √   √ √ 
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The way to get 

product 

information 

Other websites 

recommended 

√  √  √  

Shopping website 

introduction 

 √  √  √ 

Q8. 

The popularity of 

the different 

websites 

Nelly.com       

Amazon.com √ √  √   

Zalando.se   √  √  

Taobao.com      √ 

Others       

Q9. 

The most 

important factor 

when choosing a 

website to buy 

Price  √  √   

The diversity of 

product categories 

    √ √ 

Website 

Advertising 

      

Promotion √      

Return and 

exchange service 

      

Product quality   √    

Others       

Q10. 

The ranking of 

importance of 

factors for choosing 

a product during 

online shopping 

Scores(1-10) 

Price 6 8 7 9 8 6 

Brand 4 6 8 6 7 7 

Color 5 4 6 4 8 8 

Quality 7 7 9 9 6 9 

Design style 8 7 7 7 8 9 

Wearing comfort 9 9 9 8 5 10 

Fabric 8 7 8 4 4 4 

Manufacturers 3 4 5 5 3 3 

Purchase options 

of people 

7 7 5 6 7 8 

Q11. 

The promotion 

method that 

influence customer 

Free delivery √ √  √ √ √ 

Discount √  √ √   

Gift √      

Others       

Q12. 

The way of 

payment consumer 

would like to 

choose for online 

shopping 

Online payment √ √ √ √ √ √ 

Pay on delivery   √    

Bank transfer      √ 

Others       

Q13. 

Acceptable 

delivered time 

One day       

2-3 days   √   √ 

4-5 days  √     

6-7 days       

8-10 days √    √  
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Doesn’t matter       

Q 14. 

Terrible experience 

of shopping online 

Yes √ √ √ √  √ 

No     √  

Q15. Consumers’ 

difficulties in the 

network shopping 

Not very sure 

about the 

payment methods 

 √  √   

None of them was 

the right size 

√    √  

Out of stock   √    

Others      √ 

Q16.  

The reason 

prompted customer 

to have repurchase 

intention through 

one website 

Trust and 

Satisfaction 

√ √ √  √ √ 

Discount       

Cannot find other 

websites 

 

   √   
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