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5. Data Analysis 

    This chapter includes questionnaire design, reliability test, data analysis procedure, the 

subjects’ demographic data and the hypothesis testing. Each part is discussed according to the 

research objectives. 

5.1 Questionnaire Design and Reliability Test 

There are four parts in the experimental questionnaire. The first part contains questions 

about consumer’s previous experience of internet and online auction and their perceived risk 

of online shopping (1st perceived risk). (14 items) For the second part, there is a scenario 

consists of a set of online shopping website selling digital camera. The scenario includes basic 

product and seller information and seller’s previous feedback points and comments. The 

subjects were asked to imagine being in the situation of wanting to buy a digital camera 

online. Furthermore, there are two different versions (outstanding and abysmal comments) of 

the second part. Except for the different comments, other parts in the scenario are all the same. 

The respondents are selected to fill one of them in random. Next, the third part is to evaluate 

level of perceived risk (2nd perceived risk), their purchase intention and their attitude toward 

feedback system. (17 items) For the perceived risk evaluation, the scale from Peter and 

Tarpey (1975) is adopted with the translation into Chinese and modification of wording. 

Besides, five aspects (financial, performance, psychological, social and time) is used to design 

the questions. Firstly, in the perceived risk part, there are 12 questions in total, two questions 

for financial, performance, psychological and social risk. And four questions for time risk 

since this aspect contains more factors worth further exploring. All the 12 questions apply the 

Likert’s 5 points scale. Secondly, for the purchase intention part, the questionnaire designed 
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by Dodds, Monroe, and Grewal (1991) was adopted and rearranged. This part includes two 

items; the first question uses Likert’s 5 point scale as well to evaluate their purchase intention 

while the second question is an open question asking how much they are willing to place the 

bid. The last part consists of questions asking the basic demographic information of the 

subjects. (5 items)  

5.1.1 Pretest of the Questionnaire: 

The purpose of pretesting is to understand whether the content of the questionnaire itself 

can make the subjects fully comprehend or not. Also, by doing pretest the questionnaire 

reliability can be found thus allowed further adjustment. The subjects of this pretest are 10 

students who now studied in graduate school of National Chengchi University. The 

questionnaires are distributed through papers. The respondents were asked to help evaluate 

the clarity of the questions and make the content more comprehensive. After the pretest, some 

adjustments were made. 

5.1.2 Content Validity and Questionnaire Reliability Test 

First of all, validity means the correctness of the test. It represents the degree that the 

scale can really testify the variable quality, which is, the efficiency of the questionnaire. If one 

scale has higher validity, the result can better represent the real meaning of the experiment. 

For content validity of this questionnaire, since the scale is translated from English into 

traditional Chinese, content validity was examined in pre-tested stage. Item reduction and 

refinement was done by a pretest sample of one professor and ten online auction users. 

Participants were asked to note ambiguity in item wording (and recommend changes if 

necessary). Besides, in this study, the scales are all based on related theories and literatures so 
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that the basic level of validity can be assumed. Therefore, content validity of this research can 

be ensured. 

Second, reliability means dependence or consistence. The reliability of a questionnaire 

means the degree of reliability of each question which should be consistent and steady 

comparing with the testing result. If one scale has higher reliability, it represents higher 

steadiness and consistency. This research adopted the most frequently used index— 

Cronbach’s Alpha to testify the inner consistency of each variable. Coefficient Alpha is a 

measure of squared correlation between observed scores and true scores. In other words, 

reliability is measured in terms of the ratio of true score variance to observed score variance. 

It can test the internal consistency of each factor. In this study, after the experiment, the 

questionnaire reliability is evaluated. Cronbach á was used to examine the reliability of the 

scale of perceived risk. Table 5-1 shows the result below: 

Table 5.1: Factor Loadings and Reliabilities of Perceived Risk Scale 

Measurement Items Factor 

loadings

Reliability 

(Cronbach’s 

alpha) 

1. Financial Risk 

- to worry about wasting money 

- to worry about not receiving the product 

 

.897 

.812 

 

.589 

2. Performance Risk 

- to worry about getting different product 

- to worry about getting unsatisfied product 

 

.798 

.773 

. 

843 

3. Psychological Risk   
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- to feel anxious about buying the product 

- to feel angry if getting wrong product 

.634 

.603 

.687 

4. Social Risk 

- to give up buying online because of friends 

- to buy online because of friends 

 

.815 

.885 

 

.628 

5. Time Risk 

- to worry about wasting time on searching 

the product 

- to worry about wasting time on contacting 

the seller 

- to worry about wasting time on getting the 

product 

- to worry about wasting time on learning 

how to buy on the auction site 

 

.832 

 

.802 

 

.680 

 

.657 

 

 

 

 

.817 

6. Total Perceived Risk (12 items)  .889 

The result shows that the reliability of the perceived risk scale in total is about 0.889 

which is well above the value of 0.7, the suggested number by Nunnally (1978). Besides, for 

detailed items of perceived risk, performance risk and time risk are all well above 0.7. The 

other three aspects are also above 0.35 and very close to 0.7. If the coefficient is lower than 

0.35 than the question should be deleted. Therefore, through the reliability test, this 

questionnaire can be assumed to be reliable.  
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5.2 Data Analysis Procedure   

This study used SPSS for Windows 15.0 software to do data analysis. For demographic 

data, descriptive analysis is used to calculate the standard deviation and mean in order to 

know the distribution of the respondents and their personal tendency and attitude. Correlation 

was used to examine different types of consumers’ perceived risk and investigate how 

consumers’ perceived risk will affect their purchase intention. T-Test is adopted to investigate 

the difference between 1st perceived risk and 2nd perceived risk. Besides, Regression analysis 

is used in order to predict future tendency of each variables. The significance of this data 

analysis has three levels: * represents p<.05, and ** means p<.01. This study mainly uses 

descriptive statistics analysis, Regression, ANOVA and T-Test to testify the research 

hypotheses.  

5.3 Subjects Demographic Data 

    The study is conducted on the internet (www. my3q. com). The online questionnaires 

were collected from May 9 to May 23. For these two weeks, there are total 151 subjects took 

part in this study and after detail examination of the questionnaire, the validated samples are 

cut to 126. These respondents are ones who have online shopping experiences before and now 

study in college or graduate school. The samples were selected through snow-balling. The 

eliminated samples (25 samples) are samples which are ineffective due to obvious biased 

answers or with unanswered questions. In the study, among the 126 validated samples, there 

are 68 A questionnaires (outstanding feedback comments) and 58 B questionnaires (abysmal 

feedback comments). The respondents’ ages are ranged from 20 to 30 years old. (See Table 

5-2) Besides, 89% subjects pick Yahoo! Auction as their most frequent visiting online 
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shopping website; therefore, every subject is assumed to have basic knowledge of using this 

system. Besides, 93% of them have at least five years Web experiences and 36% of them 

access to internet more than 6 hrs a day. (See Figure 5-1) According to this result, the subjects 

can be concluded that they are mostly heavy users of internet and they are very familiar with 

the net environment. In addition, 13% of the respondents have had the experience of being 

cheated during the transaction like losing money or getting wrong products. However, 

generally speaking, most people (59%) still feel satisfied with their past experience of using 

online auction. And 39% respondents feel their online auction experience is acceptable so far. 

Other demographic data are shown below (see Table 5-2) 

Table 5.2 Demographic Data of This Research 

Variable Case (N=126) Percentage (%) 

Sex 

Male 35 27.7% 

Female 91 72.2% 

Age 

17~19 1 0.7% 

20~22 23 18.2% 

23~25 84 66.6% 

26~28 10 7.9% 

29+ 8 6.3% 

Education 

Freshman 1 0.7% 
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Sophomore 4 3.1% 

Junior 10 7.9% 

Senior 41 32.5% 

1st of graduate 24 19% 

2nd of graduate 38 30% 

3rd of graduate 10 7.9% 

Location 

Northern Taiwan 102 80.9% 

Central Taiwan 11 8.7% 

Southern Taiwan 12 9.5% 

Eastern Taiwan 1 0.7% 

Income 

Below NT$5000 30 28.5% 

NT$5001~10000 42 33.3% 

NT$10001~15000 19 15% 

NT$15001~20000 4 3.1% 

NT$20001~25000 5 3.9% 

NT$25001~30000 3 2.3% 

Above NT$30001 23 18.2% 

Total 126 100% 
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Figure 5.1 Daily Use of Net 

 

Figure 5.2 Times of Transacting in Recent Six Months 

 

Figure 5.3 The Most Popular Items in E-Auctions 
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5.4 Correlation Analysis of Perceived Risk 

    Before examining the hypotheses of this research, each factor of perceived risk is 

analyzed through Pearson Correlation in order to see whether variables are related to each 

other or not. The result is shown in Table 5.3. The result indicates that the variables are all 

strongly related. 

Table 5.3 Correlation Analysis of Perceived Risk 

Variable Financial 

Risk 

Performance 

Risk 

Psychological 

Risk 

Social 

Risk 

Time 

Risk 

Financial Risk 1.000     

Performance Risk .710** 1.000    

Psychological Risk .564** .712** 1.000   

Social Risk .374** .374** .404** 1.000  

Time Risk .416** .468** .587** .671** 1.000 

Note: ** Correlation is significant at the 0.01 level (2-tailed). 

5.5 The Relationship between Buyer’s Familiarity of E-Auctions and 

Feedback Attitude  

In this part, this relationship is discussed in further analysis. Through regression analysis, 

the data shows that buyer’s familiarity of e-Auctions had significant positive relationship with 

feedback reference. (See Table 5.4) The result shows that buyer’s familiarity of e-Auctions 

would affect the importance of feedback system to the respondents in a strongly positive way. 
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That is, if the respondent is more familiar of e-Auction mechanism, he will be more likely to 

refer to feedback when buying something through the auction sites. Furthermore, comparing 

feedback points with feedback comments, buyer’s who are more familiar with e-Auction 

mechanism tend to refer to feedback comments a little bit more than just referring to feedback 

points. The reason would be that the feedback comments contain richer information than 

feedback points. People who are more experienced will seek for rich information in order to 

avoid making wrong purchase decision. The result shows that people who are more 

experienced in online shopping will tend to refer to feedback more often. Therefore, 

hypothesis 1, 1a, 1b are supported.  

Table 5.4 Test of the Relationship Between Online Auction Familarity and Feedback 

Attitude 

Dependent 

Variable 

Independent 

Variable 

Beta T P 

E-auction 

Familiarity 

Feedback 

Points 
.352** 3.053 .003 

Feedback 

Comments 
.409** 3.637 .001 

Feedback  

System (sum) 
.384** 3.381 .001 

Note: ** Correlation is significant at the .01 level (2-tailed). 
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5.6 The Relationship between Seller’s Feedback Comments and Buyer’s 

Perceived Risk  

   According to the paired samples correlation, 1st perceived risk and 2nd perceived risk are 

correlated both for questionnaire A and B. (See Table 5.5) Furthermore, through the using of 

T-test method, for questionnaire A, the mean of 2nd perceived risk is lower than 1st perceived 

risk; on the contrary, for questionnaire B, the mean of 2nd perceived risk is higher than 1st 

perceived risk. (See Table 5.6) Questionnaire A and B are totally the same except for the 

comments part. Therefore, this result shows that outstanding comments (Questionnaire A) can 

help decrease consumer’s level of perceived risk. Besides, abysmal comments (Questionnaire 

B) will increase respondents’ level of perceived risk in online shopping. Through regression 

analysis, the result also shows that feedback type and perceived risk has positive relationship. 

If the comment is higher (more abysmal), the perceived risk will be higher. (See Table 5.7) In 

conclusion, hypothesis 2 and hypothesis 3 are supported.  

Table 5.5 Test of the Relationship between 1st Perceived Risk and 2nd Perceived Risk 

Variables Questionnaire Pearson Correlation Sig. (2-tailed) 

1st Perceived Risk  

2nd Perceived Risk 

A 

(outstanding) 

.731** .000 

1st Perceived Risk  

2nd Perceived Risk 

B 

(abysmal) 

.320* .014 

Note: * Correlation is significant at the .05 level (2-tailed). 

** Correlation is significant at the .01 level (2-tailed). 
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Table 5.6 Test of the Mean and Standard deviation of 1st Perceived Risk and 2nd Perceived 

Risk 

Variables Questio

nnaire 

Mean N Std. 

Deviation

Std. Error 

Mean 

T P 

1st Perceived 

Risk  

A 

 

3.3118 68 .66142 .08021 2.749 .047 

2nd Perceived 

Risk 

A 3.2647 68 .73878 .08959 

1st Perceived 

Risk  

B 
3.4276 58 .45799 .06014 

-2.590 .012 
2nd Perceived 

Risk 

B 
3.6135 58 .47902 .06290 

Table 5.7 The Relationship between 2nd Perceived Risk and Seller’s Feedback Type (Sum) 

Note: Feedback type 1: outstanding feedback 

     Feedback type 2: abysmal feedback 

For more detailed comparison of each aspect, for questionnaire A, performance risk 

and social risk of the second time are all decreased by the affect of positive comments. 

However, for financial, psychological and time risk, the result failed to proof that the 

Dependent 

Variable 

Independent 

Variable 

Beta T P 

Perceived Risk Feedback 

Type 

.267** 3.084 .003 
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positive feedback can help eliminate the level of perceived risk among these three. 

Therefore, hypothesis 2b, 2d were supported but hypothesis 2a, 2c, 2e were not supported. 

(See table 5.8) On the other hand, for questionnaire B, both financial, performance, 

psychological and time risk all increased after the stimuli of negative feedback comments. 

Only social risk does not show significant increase after the stimuli. (See table 5.9) 

Therefore, hypothesis 3a, 3b, 3c, 3e were all supported but hypothesis 3d was not supported. 

The reason of the different result of questionnaire A and questionnaire B may be contributed 

to the effect of negative comments and outstanding comments are different. In the feedback 

system, outstanding feedback is the normality. Therefore, the effects of a good impression of 

the seller with all positive feedback comparing with a bad impression of the seller with 

negative feedback are different. Negative feedback will bring more significant negative 

effect on the level of perceived risk. The effect of abysmal comments on perceived risk is 

bigger than the effect of outstanding comments.  

Table 5.8 Test of the Mean and Standard Deviation of the Five Aspects for 1st Perceived 

Risk and 2nd Perceived Risk of Questionnaire A 

Variables Mean N Std. 

Deviation

Std. Error 

Mean 

T P 

1st Financial Risk  3.25 68 1.028 .125 -0.55 .958 

2nd Financial Risk 3.2574 68 .91624 .11111   

1st Performance Risk  3.78 68 .808 .098 3.100 .003 

2nd Performancel Risk 3.4044 68 1.03035 .12495   

1st Psychological Risk  3.35 68 .958 .116 -3.423 .001 
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2nd Psychological Risk 3.7279 68 .87432 .10603   

1st Socail Risk  3.22 68 .944 .114 3.685 .000 

2nd Social Risk 2.8382 68 .90785 .11009   

1st Time Risk  2.96 68 1.177 .143 -1.372 .175 

2nd Time Risk 3.1801 68 .91815 .11134   

Table 5.9 Test of the Mean and Standard Deviation of the Five Aspects for 1st Perceived 

Risk and 2nd Perceived Risk of Questionnaire B 

Variables Mean N Std. 

Deviation

Std. Error 

Mean 

T P 

1st Financial Risk  3.17 58 1.126 .148 -5.284 .000 

2nd Financial Risk 4.0431 58 .55634 .07305   

1st Performance Risk  3.86 58 .736 .097 -2.624 .011 

2nd Performancel Risk 4.1207 58 .67739 .08895   

1st Psychological Risk  3.53 58 .959 .126 -4.122 .000 

2nd Psychological Risk 4.1121 58 .73176 09608   

1st Socail Risk  3.33 58 .781 .103 3.569 .001 

2nd Social Risk 2.8448 58 .84400 .11082   

1st Time Risk  3.24 58 .904 .119 -2.238 .013 

2nd Time Risk 3.2802 58 .75521 .09916   
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5.7 The Relationship between Buyer’s Perceived Risk and Purchase 

Intention 

In this section, hypothesis 4 is testified. For questionnaire A, the result shows that 

buyer’s perceived risk has negative relationship (-0.420) with his purchase intention. (See 

Table 5-10) And for the detailed five aspects, the lower the financial, performance, 

psychological and time risks are, the higher their purchase intention will be. Only social risk 

does not show significant correlation with purchase intention. Therefore, comparing to other 

aspects, social risk plays a less important role in affecting buyer’s purchase intention. This 

implies that when considering whether to purchase goods online, consumers have subjective 

self-judge ability. They will not be totally influenced by others and give up their purchase 

decision. For questionnaire B, the result is quite similar to questionnaire A, only different in 

the aspect of financial risk. (See Table 5.11) Financial risk in questionnaire B has no 

significant correlation with buyer’s purchase intention since p (0.075) is above 0.05. Through 

regression analysis, for the perceived risk and purchase intention in total, the result also shows 

that there is significant negative relationship between the two. (See Table 5.12) Therefore, 

hypothesis 4, 4b, 4c, 4e is supported; hypothesis 4a is partial supported and hypothesis 4d is 

not supported. 

Table 5.10 The relationship between 2nd Perceived Risk and Purchase Intention for 

Questionnaire A  

Dependent 

Variable 

Independent 

Variable 

Beta T P 

 Financial Risk -.385** -3.394 .001 
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Note: * Correlation is significant at the .05 level (2-tailed). 

** Correlation is significant at the .01 level (2-tailed). 

Table 5.11 The relationship between 2nd Perceived Risk and Purchase Intention for 

Questionnaire B  

 

 

Purchase 

Intention 

 

Performance 

Risk 

-.423** 
-3.791 .000 

Psychological 

Risk 

-.411** 
-3.663 .000 

Social Risk -.122 -1.002 .320 

Time Risk -.328** -2.825 .006 

Total 

Perceived Risk

-.420** 
-3.761 .000 

Dependent 

Variable 

Independent 

Variable 

Beta T P 

 

 

 

Purchase 

Intention 

 

Financial Risk -.235 -1.813 .075 

Performance 

Risk 
-.548** -4.897 .000 

Psychological 

Risk 
-.588** -5.440 .000 

Social Risk -.071 -.534 .596 

Time Risk -.258* -1.995 .050 

Total 

Perceived Risk
-.481** -4.101 .000 
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Note: * Correlation is significant at the .05 level (2-tailed). 

** Correlation is significant at the .01 level (2-tailed). 

Table 5-12 The Relationship between 2nd Perceived Risk and Purchase Intention (Sum) 

Note: ** Correlation is significant at the .01 level (2-tailed). 

5.8 The Relationship between Seller’s Feedback Comments and Buyer’s 

Purchase Intention 

Through the use of descriptive statistic analysis, for questionnaire A (outstanding 

comments), the mean of purchase intention is 2.56. (See Table 5.13) Comparing with the 

mean of question B (abysmal comments), 2.17, the purchase intention in outstanding 

comments scenario is higher. Also, through regression analysis, there is negative relationship 

between feedback type and purchase intention. That is, the worse the feedback, the lower the 

purchase intention will be. (See Table 5.14) Therefore, it can be assumed that buyer’s 

purchase intention will be affected by seller’s comments. The better the seller’s comments, 

the higher the purchase intention will be. The purchase intention will be higher in outstanding 

comments scenario than in negative comments scenario. Therefore, hypothesis 5, 5a, 5b is 

supported. 

Dependent 

Variable 

Independent 

Variable 

Beta T P 

Purchase 

Intention 

Perceived Risk -.466** -5.857 .000 
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Table 5.13 Test of the Mean and Standard Deviation of Purchase Intention for Both 

Questionnaire A and B 

Variables Mean N Quesitonnaire Std. 

Deviation 

Variance

Purchase Intention 2.56 68 A 0.920 0.847 

Purchase Intention 2.17 58 B 0.861 0.742 

Table 5.14 The Relationship between Feedback Type and Purchase Intention (Sum) 

Note: Feedback type 1: outstanding feedback 

     Feedback type 2: abysmal feedback 

5.9 The Relationship between Demographic Variables and Perceived Risk 

    This part focus on analyzing demographic variables by using ANOVA in order to realize 

how demographic variables influence buyer’s level of perceived risk. The result is shown in 

Table 5-15. For questinnaire A, for both the 1st perceived and the 2nd perceived risk, gender 

plays an important role comparing with other demographic variables. The result indicates that 

females tend to have higher level of perceived risk than males both for their first time and 

second time perceived risk. Therefore, it can be assumed that females may think online 

Dependent 

Variable 

Independent 

Variable 

Beta T P 

Purchase 

Intention 

Feedback 

Type 

-.212* -.2.419 .017 
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shopping environment a more risky environment than males. 

Table 5.15 The Mean and Standard Deviation of Purchase Intention 

1st perceived 

risk 

Variable Category Mean F P 

Gender Male 3.0000 
5.364* .024 

Female 3.4157 

2nd  perceived 

risk 

Variable Category Mean F P 

Gender Male 2.8692 
8.798** .004 

Female 3.1011 

Note: * Correlation is significant at the .05 level (2-tailed). 

** Correlation is significant at the .01 level (2-tailed). 

 

 

 

 

 

 

 

 

 

 

 


