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Abstract  

Based on the rapid increase of China’s economy, Chinese online retail market 

contains the huge potential business opportunities to the companies who attempt to 

expand into Chinese market. Internet-based Taobao is the biggest network for the 

consumers’ online shopping in China. Taobao is borderless, which means it is more 

accessible to the world, because electronic commerce have few constraints from the 

political, social and economical rules in China. For the Chinese consumers, online 

shopping has become a common phenomenon in the current society. The thesis aims 

to deeply understand the online shopping behavior of Chinese consumers by 

investigating the specific consumer online traits, consumer online usage and three 

main factors: price, truest and convenience. The thesis provides the current online 

shopping behavior pattern of Chinese consumers, which describes the Chinese 

consumer behavior in the process of making purchasing decisions. Although the 

certain amounts of Chinese consumers believe to gain advantages of online shopping, 

but they still prefer to shop in the physical stores. The reason is the shopping of 

consumers is not only for purchasing the products, but also can be treated as the social 

activities. People create and maintain the relationships with the families, friends or 

communities through shopping together in the physical stores. Therefore shopping for 

Chinese consumers have two meanings: purchasing behavior and social activities. 

 

Key words: Shopping pattern, shopping behavior, Chinese consumer characteristics, 

online purchasing behavior, retailing market, electronic commerce, Taobao, China 

 

 

 



 

 

Table of Content 

 

1. Introduction…………………………………………………………4 
1.1 Background……………………………………………………………………4 

1.2 Chinese Online Shopping Market……………………………………………..5 

1.3 The Background of Taobao Company…………………………………………6 

1.4 Research Purpose and Questions………………………………………………7 

2. Theory………………………………………...………………………9 
2.1 Consumer Behavior……………………………………………………………9 

2.2 Consumer Characteristics…………………………………………………….10 

2.3 Consumer Online Characteristics……………………………...…………..…10 

2.3.1 Cultural Online Characteristics………….…………………………...10 

2.3.2 Social Online Characteristics………………….……………………..11 

2.3.3 Personal Online Characteristics………...…………………………….11 

2.4 Main Influencing Factors…………………………………………………….12 

2.4.1 Price………………………………………………………………….12 

2.4.2 Trust……………………………………………………………….….13 

2.4.3 Convenience………………………………………………………….13 

2.5 Theoretical Framework………………………………………………………14 

3. Methodology……………………………………….………………..16 
3.1 Research Strategy…………………………………………………………….16 

3.2 Research Objects…………………………………………………………..…17 

3.3 Data Collection……………………………………………………………….18 

3.3.1 Sampling………………………………………………..………….…18 

3.3.2 Online Questionnaire…………………………………………………18 

3.3.3 Research Questions Link to the Theoretical Model…………….……19 

4. Empirical Results and Analyses……………………………….….21 
4.1 Consumer Online Traits…………………………………………………..….21 

4.1.1 Demographics…………….………………………………………….21 

4.1.2 Attitudes……………………………………………………………...22 

4.1.3 Reference Group Effects……………………………………………..23 

4.1.4 Online Consumer References………………………………………..23 

4.2 Consumer Online Usage……………………………………………………..25 

4.2.1 Online Shopping Purpose……………………………………………25 

4.2.2 Online Time-Costing…………………………………………………25 

4.2.3 Online Expenditures………………………………………………….26 

4.3 Factor Price…………………………………………………………………..28 

4.4 Factor Trust…………………………………………………………………..29 

4.5 Factor Convenience…………………………………………………………..29 

4.6 A Trick of Consumer Shopping Behavior……………………………………30 

5. Conclusions…………………………………………………………34 

References………………………………………………………………37 

Appendix……………………………………………………………….41 
 

 

 



 

 

4 

1. Introduction  

1.1 Background 

Nowadays internet has been extensively used all over the world, and it has created a 

paradigm shift of shopping behavior to people (Hasslinger et al. 2007). The internet 

has been treated as a mass media to provide the transaction platforms for both online 

sellers and customers (Hasslinger et al. 2007). The internet-based electronic 

commerce allows the retail companies to provide products and services to customers 

through direct online interaction (Park & Kim 2003), which means the companies 

have an opportunity to reach the existing and potential customers efficiently 

(Limayem et al. 2000). Meanwhile, the internet-based electronic commerce leads the 

purchasing process conveniently to customers, such as the capabilities of purchasing 

at any time or any place, and discussing the functions and evaluations of the products 

with other customers freely (Degeratu et al. 2000). 

 

Different with selling in the physical market, selling in cyberspace requires the 

companies to have deeper understanding of customer behavior and the challenges of 

new technologies’ influences on “the traditional assumptions underlying conventional 

theories and models” (Limayem et al. 2000, p. 421). When customers purchase online, 

the basic knowledge of computer using is required and the cyberspace appearance 

may be mainly based on the customer purchasing decisions, for instance the website 

appearance, product information, pictures, images, store reputation scores and so forth 

(Kolesar & Galbraith 2000; Li & Zhang 2002; Park & Kim 2003). Therefore, a good 

appreciation of the influencing factors can help companies to well enhance the 

purchasing behavior of customers in cyberspace. If the online retail stores know the 

pattern of consumer shopping behavior and the influencing factors of the consumer 

decision-making, they can adapt their marketing strategies to fit the customer needs, 

in order to convert the potential customers to the real ones and retain their existing 

customers (Limayem et al. 2000). 
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1.2 Chinese Online Shopping Market 

In the last decade, the economic miracle of China can be regarded as a key factor to 

influence the world economy, especially the great contribution of the world financial 

recovery in 2008 (Lee 2009). Currently China’s economy grows rapidly, and it 

contains the huge potential business opportunities in the world market. The great 

number of companies has shifted their expansion to the Chinese market (Lee 2009). 

 

China now has the world’s largest online population and is set to become the world’s 

largest online retailing market (Lee 2009; Kan 2012). Averagely a quarter of Chinese 

citizens have the experiences of shopping and purchasing products from the online 

stores (Lee 2009). According to China Internet Network Information Center (CNNIC), 

the number of internet user has reached 513 million in the end of 2011 and the 

internet penetration rate has increased to 38.4%, which already exceeds the world’s 

penetration rate (Internet World Stats 2012). Moreover, the Boston Consulting Group 

forecasts that the sales volumes of Chinese online retail market will be expected to 

364 billion US dollars by 2015. All these numbers hint that China now has really 

potential business opportunities in the online shopping market.  

 

However there is one challenge faced by the companies that attempt to enter into the 

Chinese online retail market for further growth, which is the customer preference in 

China. Online business has been established from the western countries (Li et al. 2008) 

and China’s environment, culture and its customer preference are quite different with 

the western countries. It is an obviously ineffective way to simply adopte the previous 

western business strategies into the Chinese online market. Thus understanding the 

performance of Chinese online retail market and its customer shopping behavior will 

be particularly important for the companies to make proper business strategies in the 

market. As a typical Chinese online retail company, the success of Taobao can be 

regarded as an important reference for the companies, who attempt to catch the huge 

business opportunities. 
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1.3 The Background of Taobao Company 

TaoBao (www.taobao.com) has been established in 2003 (Appendix 1), and it is 

wholly owned by the largest Chinese business-to-business e-commerce company, 

Alibaba (Li et al. 2008; Ou & Davision 2009). Taobao is a Chinese language website 

for the online shopping, which facilitates the customer-to-customer retail market and 

business-to-customer retail market. And Taobao provides an online transactional 

platform for the companies and individual sellers to establish their online shopping 

stores, which target to the customers in the mainland China, Hong Kong, Taiwan and 

Macau (Shanghai Daily 2008) 

 

As the leader of online retailing in China, Taobao now is the largest network of online 

retailing in Asia, and the number one retail website “in term of the number of listed 

products and web site traffic” (Li et al. 2008). Taobao is committed to creating the 

world’s preferred network of retailing (Taobao 2012). In the end of 2009 TaoBao has 

had 170 million registered users, and the sales volumes have reached to 400 billion 

RMB in 2010 (Taobao 2012). Taobao has already occupied the leading position in the 

online retail market, which has more than 80% market share in the Chinese online 

retail market.  

 

Taobao has integrated the thousands of branding companies and manufacturers, in 

order to provide a common platform for sellers and customers to transact through 

Alipay. Alipay is an automatic online payment system, which is the preferred payment 

method for both customers and sellers on Taobao (Taobao 2012). When the 

consumers purchase stuffs on Taobao, they pay money to Alipay first, and they 

confirm to transfer money from Alipay to the sellers until they receive the purchased 

products. This online payment system reduces the risks of online transactions between 

seller and buyers. Also an instant chatting program, Aliwangwang, is another 

distinctive feature of shopping on Taobao. It improves the pervasive communication 

between sellers and customers in the process of online purchasing (Taobao 2012). 
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When consumers are shopping in the online stores, they would like to chat with 

sellers by using Aliwangwang to gain the information of products and bargain the 

product prices before transactions. It has already become a habit for Chinese 

customers to chat with the sellers online in the whole purchasing processes, so that 

they can get information in time before purchasing and after purchasing. Alipay and 

Aliwangwang both are free programs for the registered users and adopt the real-name 

certification systems, which reduce the risks of online transactions and enhance the 

efficiencies of transactions. 

 

It is reasonable to select Taobao as a case to discuss about Chinese consumer 

online shopping behavior. Firstly, Taobao is a typical Chinese online shopping 

website, which contains the largest number of Chinese users and sellers. Its 

success responds to the effective satisfaction of Chinese online consumer needs 

and preferences. Secondly, Taobao is a successful example in Chinese retail 

market, which has even beaten eBay in 2003 to have the absolutely dominant 

position in Chinese online retail market. Thus, doing research on the consumer 

shopping behavior of Taobao has a high probability to represent the online 

shopping behavior of general consumers in China,  

 

1.4 Research Purpose and Questions 

The purpose of the thesis is to get insight into the online shopping behavior of 

Chinese consumers on Taobao through identifying the main factors that have 

influences on the Chinese consumer online shopping behavior. And the research 

questions are in the following: 

1.  How do the Chinese consumers purchase on Taobao? 

2.  What main factors can influence the shopping behavior of Chinese consumers? 

3.  How do the main factors influence the shopping behavior of Chinese online   

consumers? 
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The research is rooted in the rapid increase of Chinese economy, because the 

development of online retail market is based on the Chinese economy. Internet-based 

Taobao is borderless, which means it is quite accessible to the world and foreign 

companies. Simultaneously the foreign companies can use Taobao as the referenced 

case to understand Chinese consumer behavior in order to expande the businesses into 

the Chinese online shopping market, which has few constraints from the Chinese 

political, social and economic systems (Li et al. 2008).  

 

The research of the Chinese consumer online shopping behavior on Taobao 

contributes to the literatures in both strategic and tactical perspectives of the consumer 

behavior in China. Meanwhile I expect my research to help the companies to have 

insight into the pattern of the Chinese consumer online shopping behavior, in order to 

expand the businesses into the Chinese online shopping market. 
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2. Theory 

2.1 Consumer Behavior 

Nowadays the research studies on consumer behavior and the field of consumer 

behavior covers a lot of ground (Blackwell et al. 2006; Hasslinger et al. 2007; 

Solomon et al. 2010; Solomon 2011). People start to realize that the consumer 

behavior is not simple interaction between sellers and customers at the time of 

purchasing (Solomon 2011). Modern marketers recognize that consumer behavior is 

an ongoing process, and “the study of the process involved when individuals or 

groups select, purchase, use or dispose of products, services, ideas, or experiences to 

satisfy needs and desires” (Solomon 2011, p. 33). The study of consumer behavior 

both embraces “what and why people buy” and the consumer activities, such as “why 

and how customers use the products and services” (Blackwell et al. 2006).  

 

Understanding the consumer shopping behavior is the primary task for the companies, 

because the decision-makings of consumers are influenced by a series of individual 

characteristics which are associated with the consumer needs (Kotler & Armstrong 

2007). The basic marketing concept states a company exists on satisfying consumer 

needs better than its competitors (Kotler & Keller 2006; Solomon 2011), which means 

it provides the prior values to the people who will buy and use its products or services 

(Kotler & Keller 2006). Simultaneously the consumer response of the products is an 

ultimate test for a company to know if the marketing strategy is successful or not 

(Solomon 2011). The company should incorporate the knowledge of consumers into 

its marketing strategy. The information of customers helps the company to identify its 

position and capture the business opportunities in the market (Solomon 2011).  

 

2.2  Consumer Characteristics  

It is not an easy job to know the consumers. According to Kotler and Keller (2006), 

customers may say one thing but do another. They may be influenced and change 
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their minds at the last second of purchasing, they may even not realize that they are in 

touch with the deep motivation, etc. All these behaviors can be explained by the 

customer characteristics. The consumer behavior is mainly influenced by the 

consumer characteristics, which are divided into three big perspectives: cultural, 

social and personal perspectives (Kotler & Keller 2006; Kotler & Armstrong 2007). 

The marketers identify these various consumer characteristics in order to segment the 

consumers and make marketing strategies to fit the targeted consumers (Hasslinger et 

al. 2007). Just as Hasslinger et al. (2007, p. 19) pointed, the customer characteristics 

are used to “segment the market and target specific consumer groups”.  

 

2.3 Consumer Online Characteristics  

In order to understand the consumer online shopping behavior, the more specific 

customer needs should be recognized. The consumer characteristics will more 

specifically focus on online characteristics, in order to identify and segment the online 

consumers. Here the consumer online characteristics are made up by three aspects: 

cultural online characteristics, social online characteristics and personal online 

characteristics (Kotler & Keller 2006; Hasslinger et al. 2007; Kotler & Armstrong 

2007) 

 

2.3.1 Cultural Online Characteristics 

Cultural characteristics have the broadest and deepest influence on the consumer 

shopping behavior (Kotler & Keller 2006). It contains three elements: culture, 

subculture and social class. Kotler and Keller (2006, p. 174) have indicated that 

“culture is the fundamental determinant of a person’s wants and behavior”. By 

following the process of people’s growing up, a set of values are required by him and 

these values can affect the people’s behavior and decision-making. Also a culture 

consists of the smaller subcultures, which contain the more specification for the 

members, including nationalities, racial groups, religions etc (Kotler & Keller 2006). 

The online consumers can belong to the subculture since they have the specific 
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common characteristics of online shopping. And the social class segments the people 

in the class structure, which reflects to the different consumer segmentations of the 

online shopping (Kotler & Armstrong 2007). Based on Hasslinger et al. (2007) the 

consumers in the higher class structure may have higher intention to purchase online, 

because they have higher probability to own the computer and know better about the 

internet usage. 

 

2.3.2 Social Online Characteristics 

The consumer online shopping behavior is impacted by the social online 

characteristics, such as reference group, family, and social roles and statuses (Kotler 

& Keller 2006). The reference group of a person is the group that the one believes to 

belong to and have direct or indirect impact on his attitude and behavior (Kotler & 

Keller 2006; Hasslinger et al. 2007). Family is regarded as the primary reference 

group of people and has certain influences on people’s perception (Hasslinger et al. 

2007). And friends are also the important reference group of consumers to make the 

purchasing decisions. For the online consumers, the reference groups are virtual 

communities or discussion group from internet (Huarng & Christopher 2003; 

Hasslinger et al. 2007), such as online forums, blogs, or magazines. The consumers 

can read other people’s feedbacks and comments of the products and services on the 

website, which actually affect the product selection and purchasing of the online 

consumers. Besides the roles and statuses of the consumers decide the performance of 

consumers’ purchasing activities, because the different levels of products’ choosing 

certainly reflect to the different customers’ social statuses in the society (Kotler & 

Keller 2006). The higher social status of a person the more money he may spend on 

the similar products.  

 

2.3.3 Personal Online Characteristics 

Personal online characteristics include the consumer ages and stages in the life cycle, 

occupations and economic circumstances, personality and self-concept, and lifestyle 
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and values (Kotler & Keller 2006). These characteristics all directly impact on 

consumer shopping behavior and decision-marking. Some researchers have already 

identified that age is an important factor for the consumer online purchasing behavior, 

because younger people are easier to accept and adapt the new technologies than older 

people (Smith & Rupp 2003; Monsuwé et al. 2004). Young people conduct to use 

internet and computer more frequently, including using internet as a medium of 

purchasing. Meanwhile product and service choices are greatly affected by the 

economic circumstance, especially the consumers’ spendable incomes (Monsuwé et al. 

2004; Hasslinger et al. 2007). It makes the common sense that a consumer who has 

higher income may have the more positive attitude towards the online purchasing, 

because higher income may be associated with higher probability of the computer 

possession, higher level of internet usage and higher level of education (Hasslinger et 

al. 2007). 

 

2.4  Main Influencing Factors 

There are various factors affecting the consumer online behavior, where price, trust 

and convenience are regarded as the three main influencing factors (Brengman et al. 

2005; Hasslinger et al. 2007; Solomon et al. 2010; Solomon 2011).  

 

2.4.1 Price  

Price, as a part of marketing mix, is used by the marketers to stimulate the customer 

desires of purchasing (Kotler & Keller 2006). Different with the offline shopping, 

online shopping allows the consumers to obtain more information of both price and 

non-price attributes (Burke et al. 1992; Alba et al. 1997; Degeratu et al. 2000). And 

the price comparison on internet enhances the sensitivity of consumers for the similar 

products’ prices (Degeratu et al. 2000). The price is used for the sensitive consumers 

as a mean to buy the similar products at the lowest prices or get the best values for 

their money spending (Brassington & Pettitt 2006; Ruskin-Brown 2006). Thus price, 

as an important factor of consumer online shopping behavior, has two attributes to 
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online consumers: saving money and comparing price (Hasslinger et al. 2007). 

 

2.4.2 Trust 

Trust has been considered as an important emotional factor of the consumer shopping 

behavior. It is easier to lead the consumers to have the purchasing behavior when they 

feel safety and comfortable, especially for the online shopping since the online 

consumers cannot touch or check the products in front of their faces (Brassington & 

Pettitt 2006). Hasslinger et al. (2007) expresses that trust is achieved from the 

consumers when their familiarity and confidence to online shopping have already 

been established. And the familiarity and confidence come from the prior good online 

shopping experiences of the consumers, such as purchasing really good online 

products, having good communication with online sellers, reading well-detailed 

product information, free products return and the positive consumer feedbacks 

(Hasslinger et al. 2007). Smith and Rupp (2003) have also indicated that the prior 

experience of online shopping with positive outcome can decrease the consumer 

perception of risks and increase the perception of security with safe and comfortable 

feeling.  

 

2.4.3 Convenience 

Convenience is a typical factor for the consumers to choose shopping in the online 

stores instead of the real physical stores (Blackwell et al. 2006). Constantinides (2004) 

has stressed that convenience has been regarded as a benefit or a motivator to the 

consumers through purchasing over internet. Comparing with the traditional way of 

shopping, online shopping is more convenient because internet allows the consumers 

to gather more information with the minimal amount of effort, inconvenient and time 

(Monsuwé et al. 2004). Also online shopping seems more efficient for the consumers 

than that in the physical stores, since internet-based shopping allows consumers to 

shop and purchase the products at any time and any place. Online shopping allows the 

consumers to just stay at home or any place by waiting for the product delivery 
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without any self-carrying and moving. According to Hasslinger et al. (2007, p.38) 

there are three attributes of convenience for online shopping: saving time, less effort 

and shopping at any time.   

 

2.5  Theoretical Framework 

According to the previous literature review, consumer behavior, consumer 

characteristics, online characteristics and three main factors have been investigated in 

order to understand the consumer online shopping behavior by selecting the consumer 

segment and purchasing process.  

 

However there are gaps between the theoretical and practical consumer behavior. For 

example, the literature indicates that younger people purchase more products online 

than the older people, but how to identify the words “younger” and ”older”? 

Nowadays internet is quite common to people and there is a certain amount of people 

in middle ages also shop online as much as the young people. Besides literature 

provides little about how consumer online characteristics influence on the consumer 

shopping behavior, independently or mutually? Do price, trust and convenience really 

impact on people’s shopping methods? Do people always shop in the online stores 

when they take advantages of online shopping? The literature helps to identify the 

factors and indicates that the factors do have influences on consumer behavior, but it 

little expresses the factors’ influences on practical Chinese online consumers. 

Therefore I want to deeply discuss the consumer shopping behavior in Chinese online 

market. 

 

The consumer segment is specific for the Chinese online consumers of Taobao, and 

the consumer online characteristics have been segmented into two perspectives: 

consumer online traits and customer online usage, because I attempt to understand the 

characteristics of consumers from several perspectives, such as the personal 

background, attitudes of online shopping, internet usage and so forth. Also price, trust 
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and convenience, as the three main influencing factors, will be discussed about the 

degrees of their impacts on the Chinese consumer online shopping behavior. Figure 

2.1 displays the relevant determinants that have impacts on the consumer online 

shopping behavior. 

 

Here the customer online traits contain four sub-aspects: Demographics (gender, age 

groups, income and occupation), Attitudes (previous experience, and future 

expectation), Reference group effects (family, friends, forums/Blogs, and 

newspapers/magazines) and Consumer shopping preference (product selection, and 

shopping selection). Demographics and attitudes belong to the personal characteristics, 

since they are used to understand the consumer personal information and attitudes 

toward online shopping. Reference group effects are supposed to get insight into the 

consumers’ social characteristics, and consumer shopping preferences are associated 

with the culture characteristics since consumer preferences are based on the 

consumers’ environments and cultures. Meanwhile the customer online usage consists 

of online time-costing, online expenditure and online purposes. These three 

sub-factors belong to personal characteristics of online consumers, since they focus on 

the lifestyles of consumers.  

 

Figure 2.1- Consumer Online Shopping Pattern with the Factors 

 

 

 

 

 

 

 

 

 

Price 

Trust 

Convenience 

Customer Online Traits 

Customer Online Shopping 

Customer Online Usage 

Demographics; Attitudes; Reference group effects; Consumer preferences 

Online time-costing; Online expenditure; Online purposes 

Taobao 

Online  

Consumer 

Shopping 

Behavior 

Pattern 



 

 

16 

3 Methodology 

3.1 Research Strategy 

The consumer online traits, consumer online usage and three main factors: price, trust 

and convenience, all have impacts on the consumer online shopping behavior. And 

this consumer online shopping behavior pattern will be applied into the practice 

through understanding the Chinese consumers of Taobao. Therefore Taobao can be 

regarded as a case study to conduct my research on the Chinese consumer online 

shopping behavior. 

 

There are several reasons to select a case study as the research strategy (Gummesson 

1991; Yin 1994; Hartley 1994; Ghauri & Grønhaug 2005; Bryman & Bell 2007). 

Firstly a case study can be commonly used to answer the form of “How” or “Why” 

research questions in the business studies (Yin 1994; Bryman & Bell 2007; Yin 2009), 

which is suitable for the aim of the research: how the Chinese consumers shop online. 

Secondly a case study has no formula, which means it can help to better analyze the 

context and process of a unique phenomenon in the specific environment (Haetley 

1994), for instance the Chinese consumer online shopping behavior on Taobao. 

Meanwhile there are three additional advantages of using a case study as the research 

strategy (Donmoyer 2000). The first one is accessibility. A case study allows 

researchers to experience the unique situations and phenomena, and here the research 

concentrates on the Chinese consumer online shopping behavior by following the 

unique Chinese consumer online characteristics. Second one is allowing people to see 

the business phenomena through the researchers’ perspectives and understand the 

business phenomena in different angels. In this research, people get more information 

about the Chinese consumer online behavior from the different consumer 

characteristics’ perspectives. Finally, using a case study can decrease defensiveness of 

people toward this research. Using Taobao as a case study to describe the Chinese 

online consumer shopping behavior allows people to be more willing to accept, since 

Taobao is already a successful existed company, which makes people believe its 
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reliability and validity. 

 

Even though a case study is a preferable research strategy to the thesis, it still contains 

the inherent limitations. A case study is, to a certain extent, particular and specialized 

to its purpose, which is a limitation concerning the generalization of the study 

(Lincoln & Guba, 2000). Targeting to my research, using Taobao as a case study may 

not provide the pattern of Chinese online consumer behavior in generally. Regardless 

of the case study conducted to prove the findings, no one can claim that the research 

contains full generalization, “there is no generalization in the academic research” 

(Lincoln & Guba, 2000, p. 33). Therefore, when conducting case study, the notion of 

generalization and the utility of the case research should be put into consideration 

(Donmoyer 2000). The case research can function as a heuristic, because “it can 

suggest possibilities but never dictate action” (Donmoyer 2000, p. 51). In this way, 

Taobao is generally used to suggest the possibility of Chinese consumer online 

shopping behavior. Furthermore, the research is limited to only study from the 

Chinese consumer online shopping perspectives. This limits from drawing 

conclusions regarding the dynamic relationship between buyers and sellers, but the 

study does not concern the perspective of the online sellers. 

 

3.2 Research Objects 

The research mainly concentrates on the online shopping behavior by collecting data 

from Chinese consumers. In the research, I decide to select the population sample of 

the online consumers in Tangshan, instead of Beijing. It is quick and easy to obtain 

the enough sampling feedbacks from the Tangshan respondents, since I grew up in 

Tangshan. In addition, Tangshan is a small city near Beijing and the two cities have 

the common cultural backgrounds and environments. However the people in 

Tangshan are more traditional than those in Beijing, they are all traditional Chinese 

mainlanders. Most Tangshan people are born in Tangshan, grow up in Tangshan and 

live in Tangshan by generation after generation. Comparing with the mixed 
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population in Beijing, Tangshan online customers have higher probability to represent 

the real traditional Chinese online consumers. 

 

3.3 Data Collection 

3.3.1 Sampling 

In order to have deep understanding of Chinese online consumer shopping behavior, I 

collect the data from the Chinese consumers who have online shopping experiences. 

Since there are time and resources restraints, the specific population has been 

identified from the online consumers in Tangshan. I have collected the feedbacks from 

the sample size of 230 respondents. And the sample of the research is non-probability, 

convenience sampling. The respondents are chosen randomly with a convenience 

basis which means I choose to collect the data in Tangshan. The convenience 

sampling is easy to obtain but there may be one bias which is the research may not 

that generalize as expected in the wanted population (Saunders et al. 2009). Another 

limitation of the convenience sampling is that the number of young-age respondents 

may be more than that of old-age respondents. However online shopping is kind of 

modern phenomenon mostly happening among the young people, so this bias has less 

negative effects on the research findings. 

 

3.3.2 Online Questionnaire 

The questionnaire is the main method of data collection. The aim of the questionnaire 

is to help the researchers to gather information from the market survey and analyze 

the research findings (Saunders et al. 2009). It is one of the most feasible and cheapest 

methods to collect data (Ghauri & Grønhaug 2005). The questionnaire of the research 

is self-administrated through internet to deliver and collect. The respondents are 

invited to participate in the online questionnaire by directly receiving the survey link, 

and these respondents are requested to send the survey link to their friends in 

Tangshan. Thus the data is collected as a snowball sampling. And the reason of using 

this method is mainly because of the time limitation and available resources. Since I 
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am in Sweden to do the research on Chinese online consumer shopping behavior, 

internet questionnaire is the most suitable method of data collection. Also online 

questionnaire is fast to conduct and tabulate, and the interview biases and distortion 

can be avoided by using the software of online survey (Information Brochure 2003).  

 

3.3.3 Research Questions Link to the Theoretical Pattern 

The online questionnaire is designed for collecting the primary data from the Chinese 

consumers, in order to get insight into the pattern of the consumer online shopping 

behavior with the relevant factors. There are 27 questions in the online survey 

(Appendix 1), and each of them contributes to the different aspects of the consumer 

online shopping behavior. The questionnaire is delivered and collected through the 

internet, where the visitor volume is 478 and the number of respondents’ feedbacks is 

230. The filling-in rate is 48%. 

 

In the online questionnaire, consumer online traits are focused on question 1- 11. The 

question 1- 4 contribute to the demographics of online consumers, which are used to 

figure out the respondents’ genders, ages, incomes and occupations. The question 5 

and 6 are used to understand the consumers’ attitudes of Taobao, including the 

previous experiences and the future expectations. The question 7 attempts to know the 

reference group effects on the respondents, such as families, friends, forums/blogs and 

newspapers/magazines. Meanwhile the consumer online preferences contain the 

question 8-11. Here some common habits of online consumers can be known in order 

to understand the pattern of consumer online shopping behavior, such as product 

preferences or shopping methods.  

 

The consumer online usage concentrates on question 12-15. The question 12-13 are 

used to understand consumer online purpose, the question 14 attributes to the 

consumers’ online time-costing, and the question 15 is about the consumers’ online 

expenditures.  
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Following this sequence, question 16- 18 focus on price’s effects on consumers, 

question 19- 23 focus on trust’s impacts on consumers and question 24-26 focus on 

convenience’s effects on consumers. Also the question 27 is an open question, which 

is used to understand the reasons of consumers to choose shopping in the online and 

offline stores. The figure 3.1 displays the questions’ distribution in the consumer 

online shopping pattern. 

 

3.1 The Questions Distribution in the Consumer Online Shopping Pattern 
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4 Empirical Results and Analyses  

4.1 Consumer Online Traits 

4.1.1 Demographics 

There are 230 answers in the online questionnaire, out of which 53% female 

respondents and 47% male respondents. Among them, 8% respondents are younger 

than 20 years old, 74% are between 20-40 years old, and 18% are older than 40 years 

old. For the social occupations, 64% respondents have jobs with monthly salaries, and 

36% respondents have no economic resources. Most of the respondents who have no 

job are students. Here I treat the living expenses of the students as the incomes of the 

respondents, 74% respondents’ incomes are lower than 5000RMB/month and 27% 

respondents’ incomes are beyond 5000RMB/month (Appendix 3). 

 

From the results I find that there is a limitation for “younger people are much easier 

than older people to accept and adapt the online shopping” (Smith & Rupp 2003; 

Monsuwé et al. 2004). The large number of online consumers is distributed between 

20 to 40 years old. And the number of respondents who are over 40 years old is more 

than those who are younger than 20 years old. It means the certain amount of 

respondents who are older than 40 years old, also purchase online and easily accept 

new technologies. And the internet-based shopping method is not a unique 

phenomenon to the Chinese consumers any more. 

 

When analyzing the reason of over 40-year-old respondents purchasing more than the 

ones are below 20 years old, the result shows the respondents who are younger than 

20 years old all have the financial supports from their families. It means they are not 

free to spend money. 64% respondents who are between 20 to 40 years old have jobs. 

Although the other 36% respondents have no jobs, but they are thought as old enough 

to manage their won living cost (Figure 4.1). All these numbers display that the 

Chinese teenagers are not the targeted online consumers although they may be easier 

to accept new things. They have no disposable incomes and no computers to free use, 
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and what they need is paid by their parents. The consumer segments of Taobao online 

shopping is a normal distribution, where the highest amount of consumers (targeted 

consumers) focuses on 20-40 years old people. 

 

Figure 4.1 Distribution of respondents’ ages and occupations. 

 

Age groups 

Have a job No job  

Amount  Percent Amount Percent Total 

< 20 0 0% 18 100% 18(100%) 

20-40 108 64% 62 36% 170(100%) 

>40 41 98% 1 2% 42(100%) 

Total 159 69% 81 31% 230(100%)   

 

4.1.2 Attitudes 

53% respondents have good expressions on the previous Taobao shopping 

experiences, 31% keep neutral points, and 16% have negative attitudes. Meanwhile 

58% respondents have good expectations to Taobao’s future development, 27% keep 

neutral points and 15% have relatively negative attitudes to the future development of 

online shopping. 

 

Figure 4.2 Distribution of consumers’ previous experiences and future expectation 

Online shopping 

attitudes 

Negative future 

expectation  

Neutral opinions Positive future 

expectation 

Total 

Bad previous 

experiences 

21 (68%) 8 (26%) 2 (6%) 31 

(100%) 

Neutral opinions 6 (10%) 40 (64%) 16 (26%) 62 

(100%) 

Good previous 

experiences 

3 (3%) 8 (7%) 96 (90%) 107 

(100%) 

Total  30 (15%) 56 (28%) 114 (57%) 200 

(100%) 

 

Among the 53% respondents who have good expressions on previous experiences, 

90% respondents also have the good expectations to Taobao’s future development 

(Figure 4.2; Appendix 4). Inversely 16% respondents have negative attitudes to the 

online shopping experiences, where including 68% respondents also have negative 
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expectations to Taobao future development. These figures clearly state the consumers’ 

previous online shopping experiences greatly influence on people’s future 

expectations to online shopping. The good previous experiences leads consumers to 

have good attitudes to the future development of online shopping, which means 

people would like to repurchase from the online stores. 

 

4.1.3 Reference Group Effects 

Around 58% respondents think families, forum/blogs and newspaper/magazines have 

no or few impacts on their online shopping behavior and around 25% respondents 

believe they are influenced by families, forum/blogs and newspaper/magazines. 

However 45% respondents express that friends have great effects on their shopping 

behavior, and 39% respondents have opposite opinions (Figure 4.3; Appendix 5). 

 

Figure 4.3 Distribution of reference group effects 

 Great impacts Neutrality No/few impacts Total 

Families 47 (24%) 34 (18%) 111 (58%) 192 (100%) 

Friends 87 (45%) 31 (16%) 76(39%) 194 (100%) 

Forum/Blogs 51 (27%) 29 (15%) 110 (58%) 190 (100%) 

Newspaper/Magazines 47 (25%) 34 (18%) 110 (57%) 191 (100%) 

 

From the results, Chinese online consumers generally do not think they are influenced 

by the reference groups. More than half respondents believe families, forums/blogs, 

and newspapers/magazines have no or few influences on their purchasing 

decision-makings. However friends can be regarded as an influenced factor, which 

has certain effects on people’s shopping behavior.  

 

4.1.4 Online Consumer Preferences  

Targeting to the consumer references of the products in the marshalling sequence 

(Appendix 6), clothes is the most favorable product for the respondents to purchase. 
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Shoes are the second popular products on Taobao and food is the third one. Books 

only stand on the fourth choice and are followed up by movies. When people surf on 

Taobao, 40% respondents express that they prefer to shop on Taobao rather than the 

other stores, and 32% respondents have opposite opinions. Besides 45% respondents 

know that they can buy the same Taobao’s products in the real physical stores, but 

17% consumers think Taobao can provide them the unique products. Comparing with 

purchasing in physical stores, 40% consumers prefer shopping online, 34% keep the 

neutral opinions and 26% still prefer to purchase in the physical stores. 

 

Based on the results, Chinese online consumers would like to purchase clothes and 

shoes on Taobao. These kinds of products require more online communication 

between sellers and buyers than the other standard products like books or movies. It is 

not easy for the consumers to recognize directly if the online clothes’ sizes, colors or 

styles fit them or not. Simultaneously the probability of returning clothes or shoes will 

be higher than that of returning books or movies, because clothes are not simply 

standardized as books.  

 

Figure 4.4 Distribution between purchasing methods and physical stores’ existence 

 

The amount of 

respondents 

Purchasing in 

offline stores 

more 

Equally purchasing 

in online and 

offline stores 

Purchasing in 

online stores 

more 

Total 

Have the 

physical stores 

21 (25%) 28 (34%) 34 (42%) 83 (100%) 

No physical 

stores 

7 (22%) 10 (31%) 14 (47%) 31 (100%) 

Have no ideas 19 (27%) 26 (37%) 25 (36%) 70 (100%) 

Total 47 (26%) 64 (35%) 73 (39%) 184 (100%) 

 

For the respondents who think physical stores cannot provide the products they need 

(Figure 4.4), 63% of them choose shopping online, because Taobao can provide 

various products to everywhere in China through internet. The respondents express 

they can buy Taobao’s products in the physical stores, and 59% of them prefer to 
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purchase on Taobao. It means consumers buy products on Taobao not only because 

they cannot buy the products in real physical stores, indeed there are some other 

reasons for Chinese consumers to choose Taobao online shopping. 

 

4.2 Consumer Online Usage 

4.2.1 Online Shopping Purpose 

Work and entertainment are selected by respondents as the most favorable reasons of 

using internet. The information exchange is selected as the third reason, and shopping 

stands on the last position. Thus shopping online is not the primary reason for 

respondents to use internet, and most respondents use internet for work and social 

activities.  

 

Referring to the reasons of consumer shopping on Taobao (Appendix 7), price is 

selected as the most primary reason to purchase on Taobao. Meanwhile convenience 

is the second important reason to shop online. The reasonable quality stands on the 

third position, the fourth favorable reason is trust Taobao and the last reason is free 

goods return. It shows that Chinese online consumers pay most attention to the 

product price and convenience, certain consider the product quality and trust sellers, 

and put free goods return into the last consideration. 

 

4.2.2 Online Time-Costing 

According to the time-costing on Taobao, most respondents (85%) spend less than 1.5 

hours on Taobao everyday, which including 53% respondents spend less than half 

hour per day to surf on Taobao (Figure4.5; Appendix 8).  

 

Figure 4.5 Distribution between occupations and time-costing per day on Taobao. 

 <0.5h 0.5-1.5h 1.5-2.5h >2.5h Total 

Have jobs 54 (44%) 43 (36%) 17 (14%) 7 (6%) 121 (100%) 

No jobs 50 (65%) 21 (27%) 5 (7%) 1 (1%) 77 (100%) 

Total 104 (53%) 64 (32%) 22 (11%) 8 (4%) 198 (100%) 
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In the amount of respondents who have no job, 93% of them surf on Taobao less than 

1.5 hours per day, which including 65% spend less than half hour. Inversely the 

respondents who have jobs spend more time on Taobao than those who have no job. 

Thus working people spend more time to shop on Taobao than those who have no job. 

Under China’s fierier competition and working pressure, working people have to 

spend a lot of time on their careers. Instead of shopping in the physical shores, they 

prefer to shop online, which is more effective and efficient. 

 

4.2.3 Online Expenditures 

In the figure 4.6, the number of respondents reduces by following the people’s online 

expenditures increase. For instance, 41% respondents spend less than 100RMB/month 

and 25% respondents spend 100-250RMB/month on Taobao. 

 

Figure 4.6 Distribution of consumers’ expenditures per month on Taobao 

Expenditure/month  Percentage  Total  

<100RMB 41% 81 

100-250RMB 25% 49 

250-400RMB 14% 27 

400-550RMB 8% 16 

550RMB-700RMB 5% 10 

700-850RMB 3% 6 

850-1000RMB 2% 4 

>1000RMB 2% 4 

 Total : 197  Missing: 33 

 

 

Based on the literature review, income has great impacts on the consumer online 

shopping behavior, which means normally consumers with higher incomes may spend 

more money on purchasing products online. When I do the research on the 

relationship of the consumer income and expenditure, I find the different results 

(Figure 4.7; Appendix 9).  
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Figure 4.7 Distribution of consumers’ incomes and expenditures per month 

Expenditure 

Income  

<250RMB 250-550RMB 550-850RMB >850RMB Total 

<1000RMB 34 (92%) 3(8%) 0(0%) 0(0%) 37(100%) 

1000-3000RMB 42(61%) 18(26%) 6(9%) 3(4%) 69(100%) 

3000-5000RMB 22(55%) 11(27%) 5(13%) 2(5%) 40(100%) 

5000-7000RMB 4(33%) 6(50%) 2(17%) 0(0%) 12(100%) 

>7000RMB 26(79%) 5(15%) 2(6%) 0(0%) 33(100%) 

Total 126(67%) 43(23%) 15(8%) 5(2%) 189(100%) 

 

In the figure 4.7, most respondents (90%) spend less than 550RMB per month. 

Reminding that respondents prefer to buy clothes and shoes on Taobao, and normally 

good-quality clothes and shoes are relatively expensive. Therefore the results indicate 

that respondents prefer to purchase cheap-priced clothes and shoes on Taobao. On the 

other hand, the marketing strategy of Taobao is to provide the cheap-priced products 

to the consumers.  

 

Also 92% respondents, who have monthly incomes less than 1000RMB, spend less 

than 250RMB/month, and no one spend more than 550RMB/month on Taobao. The 

people who have low incomes also have low-level of expenditures for online 

purchasing. Following the incomes increase, the number of respondents who spend 

more money on Taobao also increases. For instance, 5% respondents, who have 

monthly incomes in 3000-5000RMB, spend more than 850RMB/month on Taobao. 

However the respondents, who have monthly incomes more than 5000RMB, start to 

spend less on Taobao again. 83% respondents whose incomes are in 

5000-7000RMB/month spend less than 550RMB per month, and 94% respondents 

whose incomes are over 7000RMB/month also spend less than 550RMB per month. 

And no one in these two volumes spends money more than 850RMB/month on 

Taobao.  
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When the consumers’ monthly incomes are lower than 5000RMB per month, the 

consumers’ expenditures per month will also increase by following the incomes 

increase. When the consumers’ incomes are higher than 5000RMB per month, the 

consumers’ expenditures start to decrease to the low level of the expenditures by 

following the incomes increase. Here 5000RMB income per month can be regarded as 

the key point to distinct the different online expenditure tendencies of Taobao 

consumers.  

 

4.3 Factor Price 

Comparing with the product prices in the physical stores, 85% consumers believe the 

prices on Taobao are relatively cheaper, and most respondents express that they 

compare the price differences of the same product before they purchase on Taobao. 

Besides 34% consumers would like to purchase the low-quality products if the prices 

are still cheap, and other 34% respondents think they will balance the price and 

quality of products on Taobao, which including 14% refuse to purchase the products 

at low quality (Figure 4.8).  

 

Figure 4.8 Distribution of product’s price and quality 

Options  Percentage  Total 

Quality is more important 34 67 

Price and quality are equally important 33 63 

Price is more important 34 65 

Total: 195  Missing: 35 

 

The Chinese online consumers treat price as a primary factor in the purchasing 

process. The respondents prefer to purchase on Taobao because its price is cheaper 

than that of other online shopping websites. Although most respondents choose 

purchase on Taobao because of its cheap prices, but still almost one-third respondents 

refuse to purchase the products with low quality on Taobao. However when being 

asked the primary reason of purchasing on Taobao (Appendix 7), most respondents 



 

 

29 

think that good quality is the third reason of purchasing online after price and 

convenience. Thus people think quality of products is important, but when the several 

considerable reasons are displayed together, quality starts to be paid less attention. 

Quality is not as important as the respondents’ thinking in their minds. 

 

4.4 Factor Trust 

87% respondents feel safe to purchase on Taobao and the other13% respondents are a 

little worried about the security of Taobao, but no one treat Taobao as a dangerous 

shopping website. And most respondents think it is very important to communicate 

with online sellers in the purchasing processes, since most respondents purchase 

clothes and shoes online, they need to know clearly about the sizes, colors or 

materials of the products. Targeting to the free goods return, 90% respondents think 

free goods turn is important, which including half of them strongly require the free 

goods return. Besides 93% respondents will read the consumer evaluated feedbacks 

before they purchase on Taobao and 90% respondents would like to be provided the 

detailed product information in the online stores. 

 

Safe purchasing, good communication, free goods return, positive consumer 

feedbacks and detailed product information are all necessary factors for enhancing the 

consumers’ confidences to Taobao. Safe purchasing makes the consumers confident 

with Taobao’s security, good communication with sellers reduces the defensive line of 

consumers to the online stores, free goods return enable consumer to buy the suitable 

products, positive consumer feedbacks lead the consumers to have confidence of the 

products, and good product information can help the consumers to know well the 

products’ functions. When the consumers have more confidence of purchasing on 

Taobao, they will feel more trust on Taobao. Thus trust is an important factor of the 

consumers shopping online. 
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4.5 Factor Convenience 

More than half respondents (56%) think they do save time when they purchase on 

Taobao instead of the physical stores (Figure 4.9). And the most respondents (92%) 

think shopping at any time and any place they want is definitely an advantage of 

Taobao Company. For example, 87% respondents admit that shopping on Taobao is 

more convenient than shopping in the physical stores.  

 

Figure 4.9 Distribution of convenience in online and offline stores 

Options  Percentage  Total 

More convenient in offline stores 16% 32 

Equally convenient in both 28% 57 

More convenient in online stores 56% 118 

Total: 207  Missing: 23 

 

Shopping efficiency and flexibility can be treated as the convenient advantages of 

online shopping (Hasslinger et al. 2007). Most respondents think shopping online is 

more efficient than shopping in the physical stores. They feel free and convenient 

when they purchase at any time and any place they want. Convenience is proved as an 

indispensable factor of the Chinese consumers online shopping.  

 

4.6 A Trick of Consumer Shopping Behavior 

During the research on the consumer online shopping behavior, I find there is a trick 

in the consumer online behavior. For the respondents who prefer shopping online, 

75% of them think the price on Taobao is cheaper than the others. However for the 

respondents who prefer shopping in the physical stores, 63% of them also think 

Taobao provides the cheaper price than the physical stores, but they still purchase in 

physical stores (Figure 4.10; Appendix 10).  
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Figure 4.10 Distribution of the price comparison and shopping methods 

 Cheaper price in 

offline stores  

Equally cheap in 

both  

Cheaper price in 

online stores 

Total  

Purchase more in 

the offline stores  

12  

(23%) 

7 

(14%) 

32 

(63%) 

51 

(100%) 

Equally purchase 

in both 

9 

(14%) 

30 

(45%) 

27 

(41%) 

66 

(100%) 

Purchase more in 

online stores 

8 

(10%) 

11 

(15%) 

58 

(75%) 

77 

(100%) 

Total  29 (15%) 48 (25%) 117 (60%) 194 (Missing 36) 

 

Meanwhile this phenomenon also happens to the factor trust and convenience. 70% 

respondents, who love shopping online, think Taobao is worthy to trust. More than 

half respondents (51%) who would like to shop in the physical stores also trust the 

security of Taobao (Figure 4.11; Appendix 11).  

 

Figure 4.11 Distribution of the safety and shopping methods 

 More safety in 

the offline stores 

Equally safety in 

both 

More safety in 

the online stores 

Total  

Purchase more in 

the offline stores 

11 

(22%) 

14 

(27%) 

26 

(51%) 

51 

(100%) 

Equally purchase 

in both 

8 

(12%) 

33 

(50%) 

25 

(38%) 

66 

(100%) 

Purchase more in 

the online stores 

7 

(9%) 

16 

(21%) 

54 

(70%) 

77 

(100%) 

Total 26 (13%) 63 (32%) 105(55%) 194 (Missing 36) 

 

 

79% respondents, who normally shop on Taobao, believe online shopping is more 

convenient than shopping in the physical stores. However for the respondents 

normally choose purchasing in the physical stores, 51% of them also think online 

shopping is more convenient than the physical shopping (Figure 4.12; Appendix 12).  

 

 

 



 

 

32 

Figure 4.12 Distribution of the convenience and shopping methods 

 More convenient 

in offline stores 

Equally 

convenient  

More convenient 

in online stores 

Total 

Purchase more in 

the offline stores 

14 

(27%) 

11 

(22%) 

26 

(51%) 

51 

(100%) 

Equally purchase 

in both 

4 

(6%) 

33 

(50%) 

29 

(44%) 

66 

(100%) 

Purchase more in 

online stores 

6 

(8%) 

10 

(13%) 

61 

(79%) 

77 

(100%) 

Total  24 (12%) 54 (28%) 116 (60%) 194 (Missing 36) 

 

 

Most respondents, who like shopping on Taobao, believe online shopping is cheap, 

trustworthy and convenient. The price, trust and convenience are the three main 

factors influencing people’s shopping behavior. However many respondents also think 

online shopping is cheap, safe and convenient, although they still purchase in the 

physical stores. It means these consumers agree with the advantages of online 

shopping but still choose to buy in the physical stores. In the further research, the 

respondents have been asked the differences reasons of purchasing online and offline.  

 

Some respondents express they do not require the product quality and they would like 

to purchase the cheap-priced products online. But they choose to go to the physical 

stores to buy the good quality products also. Although the product prices of the 

physical stores are higher than those of Taobao, but they can see and touch the 

tangible products in the physical stores to make sure the product quality. Some 

respondents stress that they would like to purchase online when they are busy on work, 

but they like to shop in the physical stores with their families or friends when they are 

free at weekends. Shopping in the physical stores can be the leisure activities for them 

with families and friends. Some respondents indicate that there are some fake-branded 

products on Taobao, so if they want to buy the real brand products they choose to buy 

in the physical stores for the guarantee. Also some respondents think online shopping 

allows people to buy stuffs at home, but it is also convenient to purchase in the 
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physical stores because they do not worry about the unsuitable goods return. 

 

Thus there are several reasons for the consumers to purchase in the physical stores. 

Firstly people regard shopping in the physical stores as a social activity, in order to 

maintain the relationships with families and friends. Secondly people think it is more 

guaranteed for purchasing the expensive products in the physical stores than in the 

online stores, such as the electronics, laptops or brand products. Thirdly people would 

like to purchase products in the physical stores, so that they can see, touch and try the 

products, and do not worry about the problem of the unsuitable goods return. 

 

In addition, Taobao provides the cheap-priced products to the consumers, so the 

segments of Taobao consumers are the people who would like to purchase 

cheap-priced products. That is the reason of most people spending less than 250RMB 

per month on Taobao, because they only buy cheap-priced products on Taobao and 

may buy high-priced products in the physical stores. As I mentioned before, the 

income of 5000RMB per month is the key point to divide the tendencies of the 

consumers’ online expenditures. The people whose incomes are lower than 5000RMB 

per month is in the bottom level of the class structure, they would like to spend less 

money on their living cost. For the people who have incomes are more than 

5000RMB can be regarded as the middle class in the Chinese class structure, they 

would like to buy the good quality products or brand products to show off their social 

statuses. 
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5 Conclusion 

In the research of the Chinese consumer online shopping behavior on Taobao, the 

consumers’ online behavior is investigated by the several factors, which include the 

consumer online traits, the consumer online usage and the three main factors: price, 

trust and convenience. All these factors have influences on the consumer online 

behavior, but they are not the solo impact on consumers individually. These factors 

have mutual influences (Figure 5.1).  

 

Figure 5.1 the Chinese Consumer Online Shopping Behavior Pattern 
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From figure 5.1 there are some online traits of Chinese consumers. The consumer 

segments of Taobao focus on the people who are around 20-40 years old. These 

targeted consumers have their own jobs with the monthly incomes, and would like to 

accept the new technologies and knowledge. They also have positive attitudes to the 

online shopping. The Chinese online consumers prefer to purchase clothes and shoes 

mostly online and they think price and convenience are two most important factors for 

them to purchase on Taobao. They pay more attention to the cheap price than the good 

quality. In addition, the internet usages of Chinese consumers are also specific. 

Generally consumers spend less than 1.5 hours per day online for shopping, and most 

of them spend less than 550RMB per month on Taobao. 5000RMB income per month 

is the key point to divide the different tendencies of consumers’ online expenditures. 

When the people’s income is lower than 5000RMB/month, the level of online 

expenditure will increase by following the income increases. When the people’s 

income is more than 5000RMB/month, the level of online expenditure will decrease 

by following the income increases. 

 

The Chinese consumers would like to purchase the cheap-priced products online, 

because they do not feel wasting the money if the products are not suitable for them. 

They can give the products to other people as the gifts, and they just spend a little 

money anyway. Trust Taobao is another reason for the consumers to continuously 

purchase the products online. And the consumers can take advantages of shopping at 

any time and any place on Taobao. All these are the specific characteristics and 

preferences of the Chinese consumers when they are purchasing online. 

 

Although people can take many advantages of online shopping, but it does not mean 

the physical stores and markets will be taken place by the online stores. Many people 

balance these two methods of shopping. Shopping in the physical stores can be 

regarded as the social activities to people, in order to create and maintain the 

relationships with families, friends and their communities. For instance, working 
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people love to spend time with their families on weekends, and shopping is a good 

leisure activity. Also young people would like to go shopping with friends, so that 

they can enhance their friendships by talking and sharing the shopping experiences. 

 

However there are some inherent limitations of the research. Firstly there is an 

unavoidable bias in the thesis. When the data is collected from the respondents, it is 

probable that the respondents make the “fake” answers. Here the “fake” does not 

mean they intentionally fake the answers. It means what they think may not match 

with what they do. For example when being asked the importance of free goods return, 

the respondents think it is very important for them to shop online. However when 

several relevant influencing factors put together, the respondents put free goods return 

into the last consideration. Secondly the research has the limitation of generalization. 

Since the survey only covers hundreds respondents, it cannot be defined as the survey 

in general. However no research contains the full generalization, the notion of 

generalization and utility of the research should be put into consideration. The 

research is relatively generalized by describing the high probability of Chinese online 

consumer shopping behavior. 

 

For the future study, the research may discuss the Chinese consumer online behavior 

by using the horizontal and vertical scaling in combination. The Chinese consumer 

behavior can be deeply analyzed by combining the economic consumption behavior 

with the social activities. For instance when the consumers have the purchasing 

behavior, they will consider the rational consumption more or they will consider the 

psychological needs more? Also the research can be developed by investigating the 

several online retail companies in order to understand the consumer online shopping 

behavior from the companies’ perspectives. 
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Appendix  

1. Questionnaire Sample in English 

Questionnaire for Chinese consumer online shopping behaviors 

 Demographics 

1. What is your gender?     Female [ ]        Male [ ] 

2. How old are you?   

<15 [ ]   15-20 [ ]   21-25 [ ]   26-30 [ ]   31-35 [ ]   36-40 [ ]       

41-45 [  ]    45-50 [  ]    >50 [  ]  

3. Do you have a job with salary per month?       Yes [ ]    No [ ] 

4. If you have a job, what is your salary per month? If you have no job, how much 

money do you receive as the living expenses per month? (RMB)  

<1000[ ]    1000-2000[ ]   2000-3000[ ]   3000-4000[ ]      4000-5000[ ]   

5000-6000[ ]    6000-7000[ ]    7000-8000[ ]     > 8000[ ] 

 Attitudes 

5. How is your previous experience of Taobao online shopping?   

Extremely bad  1  2  3  4  5  6  7  8  9   Extremely good 

6. How is your future expectation of TaoBao online shopping? 

Extremely bad  1  2  3  4  5  6  7  8  9   Extremely good 

 Reference Group Effects 

7. How do the options affect your buying behavior on TaoBao?  

Family(ies)       No effect  1  2  3  4  5  6  7  8  9  Strongest effect 

Friend(s )         No effect  1  2  3  4  5  6  7  8  9  Strongest effect 

Forum/Blog(s)     No effect  1  2  3  4  5  6  7  8  9  Strongest effect 

Newspaper/Magazine(s) No effect 1  2  3  4  5  6  7  8  9 Strongest effect 

 Consumer References 

8. When you surf TaoBao website, do you mostly prefer to shopping rather than 

buying?  

Strongly disagree   1  2  3  4  5  6  7  8  9  Strongly agree 
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9. What is your primary option for purchasing on TaoBao? (Marshalling sequence of 

the following options. Example: Apple[1] Orange[5] Strawberry[3] Pear[4]   

Grape[2]) 

Clothes [ ]   Food [ ]   Books [ ]   Shoes [ ]   Electronic [ ] Handiwork [ ]   

Movies [ ]   Others [ ] 

10. Is there any physical store in your city which can provide the same kind of stuffs 

you purchase on TaoBao?          Yes [ ]   No [ ]   I don’t know [ ] 

11. Comparing with physical stores, do you always online purchase stuffs in TaoBao? 

Strongly disagree   1  2  3  4  5  6  7  8  9  Strongly agree 

 Online Purpose 

12. What is your primary reason of using internet? (Marshalling sequence like Q9) 

Work [ ]   Information [ ]   Study [ ]   Entertainment [ ]   Shopping [ ] 

E-mail [  ]   Others [   ]   

13. What is your primary reason of purchasing on Taobao? Marshalling sequence 

Example in Q9 

Reasonable Price [  ]     Reasonable Quality [  ]     Convenience [  ]     

Trust Taobao [  ]       Free Goods Return [  ]   

 Time-Costing 

14. How much time do you spend on TaoBao per day? (h= hour) 

< 0.5h [ ]   0.5-1.5h [ ]   1.5-2.5h [ ]   2.5-2.5h [ ]   3.5-4.5h [ ]     

4.5-5.5h [  ]   5.5-6.5h [  ]   6.5-7.5h [  ]    >7.5h [  ]  

 Expenditure 

15. How much money do you normally purchase the stuffs on TaoBao per month?    

<100RMB [ ]       100-250RMB [ ]       250-400RMB [ ]       

400-550RMB [ ]        550-700RMB [ ]       700-850RMB [ ] 

850-1000RMB [  ]         1000-1150RMB [  ]          >1150RMB [  ] 
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 Factor Price 

16. Compared with physical stores, do you think you the prices of same products are 

cheaper on TaoBao? 

Strongly disagree   1  2  3  4  5  6  7  8  9  Strongly agree   

17. Before you purchase on TaoBao, do you compare TaoBao’s prices with the price 

comparison websites? 

Never  1  2  3  4  5  6  7  8  9  Always 

18. Do you think saving money is an important factor for you to purchase on TaoBao, 

even the quality of products are not that good? 

Strongly disagree   1  2  3  4  5  6  7  8  9  Strongly agree 

 Factor Trust  

19. Do you think it is safe to purchasing stuffs on TaoBao? 

Strongly disagree   1  2  3  4  5  6  7  8  9  Strongly agree 

20. Do you think it is important for you to communicate with sellers online in any 

time? 

Strongly disagree   1  2  3  4  5  6  7  8  9  Strongly agree 

21. Do you think it is important to return goods freely when you receive your 

purchased stuffs which may be not in your expectation? 

Strongly disagree   1  2  3  4  5  6  7  8  9  Strongly agree 

22. Do you think customer feedback and evaluation has influences on your buying 

stuffs online? 

Strongly disagree   1  2  3  4  5  6  7  8  9  Strongly agree 

23. Do you think good information of products can have positive effect on your 

purchasing? 

Strongly disagree   1  2  3  4  5  6  7  8  9  Strongly agree 

 Factor Convenience 

24.  Do you think it is more convenient to buy products on TaoBao than buy in the 

real physical stores? 

Strongly disagree   1  2  3  4  5  6  7  8  9  Strongly agree 
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25. Do you think you save more time to buy products on TaoBao than the normal 

physical stores? 

Strongly disagree   1  2  3  4  5  6  7  8  9  Strongly agree  

26. Do you think it is an advantage of buying products in any time on TaoBao? 

Strongly disagree   1  2  3  4  5  6  7  8  9  Strongly agree 

 Open Question 

27. What do you think the differences between TaoBao and physical stores? What are 

the reasons for you purchasing in physical stores and purchasing on TaoBao 

respectively? 

---------------------------------------------------------------------------------------------------

---------------------------------------------------------------------------------------------------

---------------------------------------------------------------------------------------------------

---------------------------------------------------------------------------------------------------

---------------------------------------------------------------------------------------------------  
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2. Taobao.com (Home Pages) 

 

 

 

3. The distribution of consumers’ incomes per month 

Options Percentage Amount of Respondents  

<1000RMB 18.1% 40 

1000-2000RMB 19% 42 

2000-3000RMB 14.48% 32 

3000-4000RMB 9.95% 22 

4000-5000RMB 11.76% 26 

5000-6000RMB 4.98% 11 

6000-7000RMB 1.81% 4 

7000-8000RMB 4.07% 9 

>8000RMB 15.84% 35 

Total answer: 211(96.09%)   Missing: 9 (3.91%) 
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4. The distribution of previous experiences and future expectations. 

 

 

5. The distribution of reference group effects 

How do the options affect your purchasing on Taobao? 

 Family(ies) Friend(s) Forum/Blog(s) Newspaper/Magazine(s) 

1 33.33%(64) 18.56%(36) 32.11%(61) 30.89%(59) 

2 9.9%(19) 9.28%(18) 7.37%(14) 8.9%(17) 

3 8.33%(16) 5.15%(10) 11.05%(21) 9.42%(18) 

4 6.25%(12) 6.19%(12) 7.37%(14) 8.38%(16) 

5 17.71%(34) 15.98%(31) 15.26%(29) 17.8%(34) 

6 9.37%(18) 8.76%(17) 8.95%(17) 4.19%(8) 

7 4.17%(8) 15.98%(31) 7.89%(15) 9.95%(19) 

8 4.69%(9) 9.79%(19) 4.74%(9) 6.28%(12) 

9 6.25%(12) 10.31%(20) 5.26%(10) 4.19%(8) 

Amount of 

respondents 

192 

Missing 38 

194 

Missing 36 

190 

Missing 40 

191 

Missing 39 

M 

Missing Tota

l 

T 
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6. The distribution of product selection 

 1 2 3 4 5 6 7 8 Total 

Clothes 51.87% 

(97) 

10.7% 

(20) 

7.49% 

(14) 

4.81% 

(9) 

5.35% 

(10) 

4.81% 

(9) 

4.81% 

(9) 

10.16% 

(19) 

187 

Food 7.78% 

(14) 

21.11% 

(38) 

10% 

(18) 

12.78% 

(23) 

11.11% 

(20) 

9.44% 

(17) 

14.44% 

(26) 

13.33% 

(24) 

180 

Books 10% 

(18) 

16.11% 

(29) 

18.89% 

(34) 

15.56% 

(28) 

14.44% 

(26) 

11.11% 

(20) 

7.22% 

(13) 

6.67% 

(12) 

180 

Shoes 5.46% 

(10) 

24.04% 

(44) 

20.22% 

(37) 

20.77% 

(38) 

9.29% 

(17) 

10.38% 

(19) 

7.65% 

(14) 

2.19% 

(4) 

183 

Electronic 10.8% 

(19) 

9.09% 

(160 

12.5% 

(22) 

15.34% 

(27) 

21.59% 

(38) 

13.64% 

(24) 

8.52% 

(15) 

8.52% 

(15) 

176 

Handiwork 6.94% 

(12) 

6.36% 

(11) 

14.45% 

(25) 

16.76% 

(29) 

20.81% 

(36) 

21.97% 

(38) 

7.51% 

(13) 

5.2% 

(9) 

173 

Movies 5.75% 

(10) 

10.92% 

(19) 

9.2% 

(16) 

5.17% 

(9) 

8.05% 

(14) 

16.09% 

(28) 

29.89% 

(52) 

14.94% 

(26) 

174 

Others 17.49% 

(32) 

5.46% 

(10) 

7.1% 

(13) 

7.1% 

(13) 

2.73% 

(5) 

5.46% 

(10) 

14.75% 

(27) 

39.89% 

(73) 

183 

                                                 Total: 187 (81.3%)  Missing: 43 (18.7%) 

 

 

7. The distribution of the consumers’ shopping reasons 

 1 2 3 4 5 Total 

Price 48.92% 

(91) 

28.49% 

(53) 

6.45% 

(12) 

6.45% 

(12) 

9.68% 

(18) 

186 

Quality 8.24% 

(15) 

29.12% 

(53) 

49.66% 

(74) 

17.58% 

(32) 

4.4%  

(8) 

182 

Convenience 33.16% 

(62) 

22.99% 

(43) 

26.2% 

(49) 

10.16% 

(19) 

7.49% 

(14) 

187 

Trust 

Taobao 

8.84% 

(16) 

9.39% 

(17) 

20.44% 

(37) 

38.12% 

(69) 

23.2% 

(42) 

181 

Free Goods 

Return 

8.24% 

(15) 

7.69% 

(14) 

11.54% 

(21) 

23.63% 

(43) 

48.9% 

(89) 

182 

                                                Total: 187  Missing: 43 
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8. The distribution of consumers’ time-costing per day 

Time-costing (hour) Percentage  Total 

<0.5h 53% 104 

0.5-1.5h 32% 64 

1.5-2.5h 11% 22 

>2.5h 4% 8 

Total :198  Missing: 32 

 

9. The distribution of consumers’ incomes and expenditures per month 

Expenditure 

Income 

<100 100-250 250-400 400-550 550-700 700-850 850-1000 >1000 Miss Total 

<1000 25 

62.5% 

9 

22.5% 

2 

5% 

1 

2.5% 

0 

0% 

0 

0% 

0 

0% 

0 

0% 

3 

7.5% 

40 

100% 

1000-2000 10 

23.81% 

18 

42.86% 

7 

16.67% 

3 

7.14% 

1 

2.38% 

0 

0% 

0 

0% 

0 

0% 

3 

7.14% 

42 

100% 

2000-3000 8 

25% 

6 

18.75% 

5 

15.63% 

3 

9.36% 

2 

6.25% 

3 

9.38% 

1 

3.13% 

2 

6.26% 

2 

6.25% 

32 

100% 

3000-4000 7 

31.82% 

3 

13.64% 

1 

4.55% 

2 

9.09% 

2 

9.09% 

0 

0% 

0 

0% 

1 

4.55% 

6 

27.27% 

22 

100% 

4000-5000 7 

26.92% 

5 

19.23% 

4 

15.38% 

4 

15.38% 

3 

11.54% 

0 

0% 

1 

3.85% 

0 

0% 

2 

7.69% 

26 

100% 

5000-6000 2 

18.18% 

2 

18.18% 

4 

36.37% 

1 

9.09% 

0 

0% 

1 

9.09% 

0 

0% 

0 

0% 

1 

9.09% 

11 

100% 

6000-7000 0 

0% 

0 

0% 

1 

25% 

0 

0% 

0 

0% 

1 

25% 

0 

0% 

0 

0% 

2 

50% 

4 

100% 

7000-8000 4 

30.78% 

2 

15.38% 

2 

15.38% 

2 

15.38% 

1 

7.70% 

0 

0% 

0 

0% 

0 

0% 

2 

15.38% 

9 

100% 

>8000 18 

58.06% 

2 

6.45% 

1 

3.23% 

0 

0% 

0 

0% 

1 

3.23% 

0 

0% 

0 

0% 

9 

29.03% 

31 

100% 

Miss  2 3 2 1 0 0 0 0 1 9 

Total 80 49 27 16 9 6 3 7 31 230 
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10. The distribution of price comparison and shopping methods 

 

 

 

11. The distribution of safety and shopping methods  

 

Missing Total 

M

ss 
tot

al 

Missing Total 

M 

tot 
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12.  The distribution of convenience and shopping methods  

 

Missing      Total 

M 

tot 


