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[bookmark: _Toc276]Abstract
The purpose of this study is to investigate the factors which influence consumer trust in e-commerce in China in Shanghai.
Previous scholars (Wijaya, T. and Wang, G, 2018) have done some researches using TAM model to analysis e-commerce, but none of them only focus on Chinese consumers. Therefore, my research focuses on Chinese consumers' trust in e-commerce.
A convenience sampling questionnaire will be use as instrument for data collection. A data of 384 respondents will be collected and analyzed by SPSS. Descriptive and inferential statistical analysis will be carry out to examine the relationship between the independent variables and dependent variables.

[bookmark: _Toc30493]CHAPTER 1: INTRODUCTION
1.1 [bookmark: _Toc7098][bookmark: _Toc20843]Overview
In this chapter, the background of this research, namely definition of e-commerce and its development status in China will be shown. E-commerce provides buyers and sellers with different kinds of data and tools, such as online shopping, flight booking and online payment. E-commerce has created more business opportunities for China, including online banking, hotel and air ticket booking, and purchase of various products and services. Problem statements, research objectives, problems, meaning, scope, defects, desired outcomes, and key conceptual statements will also be presented. Perceived usefulness, perceived ease of use of e-commerce sites, the reputation of sellers and perceived risks may have some positive or negative effects on the trust of consumers. My research focuses on determining whether these factors have a positive impact on consumer trust.
1.2 [bookmark: _Toc32571][bookmark: _Toc23665]Background of study
The essence of E-commerce is the transaction of products and services through the Internet. E-commerce provides buyers and sellers with different kinds of data and tools, such as online shopping, flight booking and online payment. In the past 10 years, the trend of E-commerce has become more and more popular. Many E-commerce companies use e-stores and platforms for online planning and marketing, and they use E-commerce to monitor the logistics process and improve the direction of the company (Huseynov and Yıldırım, 2016). Globally, the utilization of E-commerce is on the rise. According to forecasts, China's E-commerce retail sales will exceed $400 million by 2020, which is a very big breakthrough for China and the world (Liao and Cheung, 2018).

In the past 10 years, the use of e-commerce has been increasing. E-commerce has created more business opportunities for China, including online banking, hotel and air ticket booking, and purchase of various products and services. E-commerce markets in all countries and regions are developing rapidly. As the most populous country in the world, China is a driving force for e-commerce in other countries. According to smic's 2015 survey, China has 649 million Internet users (nearly half the population). In China's e-commerce market, the three most widely used e-commerce services are online shopping, online payment and online banking, accounting for 374 million, 336 million and 301 million users respectively (56.9 percent, 48.3 percent and 44.6 percent of all Internet users respectively). The Chinese government's overall strategy to promote ICT is considered a key factor for the sustainable growth of the Chinese economy and plays an increasingly important role in economic development as part of the development of its economic, cultural fabric and social (Yao and Watanabeb, 2018). The sustainable development and use of e-commerce is expected to play an important role in China's urbanization process to achieve social inclusion and socio-environmental sustainability (Harter et al., 2014).

TAM model is one of the most commonly used models to identify perceived usefulness and perceived easy of use. According to this theory, users' acceptance of a certain technology mainly depends on two aspects: perceived usefulness and perceived ease of use (Prashar, Sai Vijay and Parsad, 2015). Perceived usefulness indicates what aspects of e-commerce potential users think enhance the likelihood of a user experience. Perceived ease of use is determined by the degree to which potential users expect ease of operation of an e-commerce system (Davis et al., 1989).

1.3 [bookmark: _Toc20234][bookmark: _Toc16378]Problem statement
For e-commerce to succeed, it is important to attract new customers and retain old ones. Consumer confidence in online sellers and businesses is playing an increasingly important role in attracting new consumers and retaining existing consumers. One reason is that the degree of consumer confidence in e-commerce and online stores influences the perception of e-commerce by other consumers and influences their expectations for the use of e-commerce (Srivastava, 2017).
Trust is important for e-commerce and for the benefit of merchants. Consumers are easily taken advantage of by merchants in the process of online transactions, thus reducing their trust in merchants (Susanto, Chang and Ha, 2016). Amazon, for example, sends consumers' personal information to third parties without their consent. After this incident, many consumers lost trust in amazon.
Consumer trust is the most important factor affecting their use of e-commerce business. When purchasing online, consumers trade with merchants through their websites. As with other applications of new technologies, the acceptance and use of websites depends on two key factors in the technology acceptance model -- perceived usefulness and ease of use (Vijayasarathy, 2014).
Perceived usefulness, perceived ease of use of e-commerce sites, the reputation of sellers and perceived risks may have some positive or negative effects on the trust of consumers. My research focuses on determining whether these factors have a positive impact on consumer trust. By finding out the relationship between these factors and consumer trust, the development of e-commerce business can be further studied and understood.
My research is mainly based on Theory of Reasoned Action (TRA) and Theory of Planned Behavior (TPB). The purpose of Theory of Reasoned Action (TRA) is to explain the relationship between opinions and behaviors in human society. It is mainly used to predict a person's future behavior based on his previous attitude and behavior. A person's decision to make an action is based on the expected result, also known as the result of an action. Reasoned Action theory is a universal model in which any factor can influence behavior only indirectly, through subjective attitudes and criteria, giving a clear idea of the rational production of behavior (Waheed, Kaur, Ain and Sanni, 2015). Theory of Planned Behavior (TPB) proposes that human behavior is the result of thinking and planning in advance (Yong and Jing, 2014). This theory holds that people's preferred behavioral intentions are influenced by their own agreed attitudes and others' support. And people's intentions affect their actual behavior. In other words, Theory of Planned Behavior (TPB) suggests that the human mind controls their behavior.

1.4 [bookmark: _Toc1813][bookmark: _Toc20543]Research objectives
Perceived usefulness, perceived ease of use of e-commerce sites, the reputation of sellers and perceived risks may have some positive or negative effects on the trust of consumers. My research focuses on determining whether these factors have a positive impact on consumer trust. By finding out the relationship between these factors and consumer trust, the development of e-commerce business can be further studied and understood. 

1.5 [bookmark: _Toc21695][bookmark: _Toc25917]Research questions
My research questions are the impact of the perceived usefulness, perceived ease of use of e-commerce sites, the reputation of sellers and perceived risks on consumer trust. I raise this research question because consumer trust plays an important role in the adoption of electronic sales and online transactions by businesses. In addition, network cooperation, crisis management and crisis assessment also need the trust of consumers.
Privacy and security are the main factors to improve user trust in e-commerce market. Consumers'trust in certain aspects of businesses and enterprises will not only affect their attitudes towards other aspects, but also affect the online purchasing process of buyers (Venkatesh and Davis, 2014).

1.6 [bookmark: _Toc472][bookmark: _Toc13701]Significance of the study
1.6.1 [bookmark: _Toc26881][bookmark: _Toc1227]signification to the industry
E-commerce, especially the latest O2O model, has changed the way people consume products. It reduces the amount of time people spend on their purchases and is more flexible. For example, the introduction of online courses has kept people out of learning centres. People can study at home in front of the computer, and they can choose their own time freely (Yoon, 2019). Through e-commerce, students can pay their tuition online and complete the course at a pace that suits them.
There are many kinds of e-commerce consumption, and traditional brick-mortar stores cannot fully meet people's diversified consumption needs (zhong ying, 2018). Physical stores may also be out of stock, out of stock, and people may have to go to many stores to buy what they like. E-commerce allows consumers to search for the product they want in a few minutes and select details such as color and price (Zhou and Lu, 2018). Therefore, e-commerce research is of great significance to provide diversified products and bring more convenience to people's lives.

1.6.2 [bookmark: _Toc5647][bookmark: _Toc28984]signification to the academic
The importance of academia lies in understanding the academic frontier, industry dynamics and relationship with related fields of e-commerce industry. Grasp industry trend, facilitate the determination of government investment direction. Research can help the retail industry adjust its development direction and give full play to its advantages.
The significance of this study is to study the biggest advantages and future development of China's e-commerce model by describing the phenomenon of shopping on the Chinese network and combining the development of China's e-commerce model at home and abroad (Zhong and Ying, 2018). First of all, e-commerce is the inevitable product of the continuous development of the Internet age, and also the new direction of the application of network technology. The development of e-commerce has driven the popularity of shopping phenomenon on the global Internet and promoted the rapid development of B2C, C2C and other e-commerce models (Yu, Balaji and Khong, 2015). In addition, there are a large number of Internet users and consumers in China, so research on Chinese consumers is conducive to the clear presentation of research results (Zucker, 2016). Secondly, the analysis with TAM model has practical guiding significance for both consumers and merchants, which can help them better understand consumers' psychology.

1.7 [bookmark: _Toc23288][bookmark: _Toc1287]Scope of the study
My research focuses on determining whether perceived usefulness, perceived ease of use of e-commerce sites, the reputation of sellers and perceived risks have a positive impact on consumer trust. Its geographical focus is China. This research mainly investigates the consumers in the e-commerce market. In addition, there are a large number of Internet users and consumers in China, so the research on Chinese consumers is conducive to the clear presentation of research results and has research significance (Yang, Hney, Ming and Yong, 2018). The survey was conducted among consumers aged between 18 and 50. This study analyzes the relationship between consumers' trust in e-commerce and perceived usefulness, perceived ease of use of e-commerce sites, the reputation of sellers and perceived risks based on TAM model. This study is based on second-hand information from journals, books, newspapers and the Internet.

1.8 [bookmark: _Toc1731][bookmark: _Toc3313]Limitations 
The limitations of this study are shown below. First, the sample size is relatively small, and there are some factors that make it difficult to find a significant correlation from the statistics. If you want more accurate data results, you need to count through a larger sample size. Second, data may lack real-time and reliability. Previous research can be the basis for literature review and research projects, but may not be in line with current development needs. Data obtained through questionnaires and interviews may lack reliability. Third, the method of collecting data has limitations. All questions and details related to the research cannot be covered in the questionnaire. This situation will affect my comprehensive analysis of the results, and in the latter part of the problem study, I may find that the previous investigation lacks a specific problem. Fourthly, the only way for me to conduct the survey is questionnaire and data analysis, which may be too limited to obtain diversified information.

1.9 [bookmark: _Toc1566][bookmark: _Toc12483]Assumptions in the study
My research hypothesis is to establish a basic framework through TAM model, obtain data about consumers by means of questionnaire, and analyze the correlation between consumer trust and perceived usefulness, perceived ease of use of e-commerce sites, the reputation of sellers and perceived risks with SPSS. The questionnaire mainly surveys consumers in China's e-commerce market, and is distributed through electronic questionnaires on Internet platforms and mailboxes. Then I will analyze and summarize the impact of these factors on consumer trust. Because consumer trust plays an important role in the adoption of electronic sales and online transactions by businesses. In addition, network cooperation, crisis management and crisis assessment also need the trust of consumers. Consumers'trust in certain aspects of businesses and enterprises will not only affect their attitudes towards other aspects, but also affect the online purchasing process of buyers (Zhang, 2015).

1.10 [bookmark: _Toc12571][bookmark: _Toc31164]Definitions of key concepts
The essence of E-commerce is the transaction of products and services through the Internet. E-commerce provides buyers and sellers with different kinds of data and tools, such as online shopping, flight booking and online payment.
TAM model is one of the most commonly used models to identify perceived usefulness and perceived easy of use. According to this theory, users' acceptance of a certain technology mainly depends on two aspects: perceived usefulness and perceived ease of use. Perceived usefulness indicates what aspects of e-commerce potential users think enhance the likelihood of a user experience. Perceived ease of use is determined by the degree to which potential users expect ease of operation of an e-commerce system (Davis et al., 1989).
The purpose of Theory of Reasoned Action (TRA) is to explain the relationship between attitudes and behaviors in human society. It is mainly used to predict a person's future behavior based on his previous attitude and behavior. A person's decision to perform an action is based on the expected result, also known as the result of an action. Reasoned Action theory is a universal model in which any factor can influence behavior only indirectly, through subjective attitudes and criteria, giving a clear idea of the rational production of behavior. The Planned Behavior Theory (PDB) states that human behavior is the result of prior thinking and planning. This theory holds that people's preferred behavioral intentions are influenced by their own agreed attitudes and others' support. And people's intentions affect their actual behavior. In other words, Theory of Planned Behavior (TPB) suggests that the human mind controls their behavior.

1.11 [bookmark: _Toc7199][bookmark: _Toc20790]Summary
In this chapter, the background of this research, namely the definition of e-commerce and its development status in China have been shown. E-commerce provides buyers and sellers with different kinds of data and tools, such as online shopping, flight booking and online payment. Problem statements, research objectives, problems, meaning, scope, defects, desired outcomes, and key conceptual statements have also been presented. My research focuses on determining whether perceived usefulness, perceived ease of use of e-commerce sites, the reputation of sellers and perceived risks have a positive impact on consumer trust.
The introduction of the first chapter is the basis for the following research, because the first chapter has a preliminary framework, theory and model for my research.
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[bookmark: _Toc30953]CHAPTER 2: LITERATURE REVIEW
[bookmark: _Toc26486][bookmark: _Toc365]2.1 Overview 
In the second chapter, I mainly reviewed the TAM model (Technology acceptance model), Theory of Reasoned Action (TRA) and Theory of Planned Behavior (TPB). According to TAM, users' acceptance of a certain technology mainly depends on  perceived usefulness and perceived ease of use. TRA is a useful model in which any factor can influence behavior only indirectly, through subjective attitudes and criteria, giving a clear idea of the rational production of behavior. TPB overcomes the inability of the theory of rational behavior to explain the behaviors that are not controlled by the will. Planned behavior theory can represent perceived control belief (PBC) controlled by irrational factors and add it to the original theoretical framework to form TPB. 
In addition, I summarized the literature on independent variables and dependent variables. In e-commerce transactions, buyers' trust in e-commerce platforms and sellers directly affects their purchasing activities. The "ease of use" includes the ease of access to the internet, the provision of secure electronic services, and high level, and the need for online shopping services (Treiblmaier, Pinterits and Floh, 2017). From these literatures, I have drawn my research model and four hypotheses.

[bookmark: _Toc12753][bookmark: _Toc24016]2.2 Theory review
[bookmark: _Toc12068][bookmark: _Toc31724]2.2.1 Technology acceptance model (TAM)
The TAM model is one of the most used models for identifying perceived usefulness and perceived ease of use. According to this theory, users' acceptance of a certain technology mainly depends on perceived usefulness and perceived ease of use. Perceived usefulness indicates what aspects of e-commerce potential users think enhance the likelihood of a user experience. The perception of usability depends on the extent to which potential users expect ease of use of the e-commerce system (Davis et al., 1989).

[image: 微信截图_20190616163622]

Figure 2: TAM
Source: Fedorko, I., Bacik, R. & Gavurova, B. (2018)

Technology acceptance model is the most common research model to predict whether information system and technology are accepted by users. It was developed by Davis (1989). Reasearchers have proved its feasibility, and different systems’ technology acceptance behavior can be proved by different studies. 
In this model, perceived usefulness and perceived ease of use are the greatest factors affecting people's use of a application. Perceived usefulness is interpreted by Davis as the subjective probability of users, that is, to improve the quality of life or work of users through some application systems (Yoon, 2019). Davis interprets perceived EOU as effortless level of user expectations for the application system. According to the TAM model, these two factors are most effective factors determining the acceptance of a system. External environment also affects these two factors. External economic, social, cultural, environmental and political factors affect acceptance. Social and cultural changes include changes in people's thinking, language patterns and skills. The impact of using information systems in political events is the main external environmental impact. User satisfaction with these applications affects their acceptance and attitude to use.

[bookmark: _Toc8325][bookmark: _Toc29341]2.2.2 Theory of Reasoned Action (TRA)
The purpose of Theory of Reasoned Action (TRA) is to explain the relationship between attitudes and behaviors in human society (Eid, 2018). It is mainly used to predict a person's future behavior based on his previous attitude and behavior. A person's decision to perform an action is based on the expected result, also known as the result of an action.  
Theory of Reasoned Action (TRA) proposes that human behavior is the result of thinking and planning in advance. This theory holds that people's preferred behavioral intentions are influenced by their own agreed attitudes and others' support. And people's intentions affect their actual behavior. In other words, Theory of Reasoned Action (TRA) suggests that the human mind controls their behavior.
This theory believes that human beings can think sensibly and Behavioral Intention determines everyone's behavior. It has two assumptions. First, each person's consciousness controls all his or her actions, which are the result of rational thinking. Second, whether or not people take certain actions is determined by the intention of the action. Although TRA can reasonably explain how people behave, the theory is flawed. In reality, people's own consciousness cannot completely control the occurrence of behaviors, such as emergency response and conditioned reflex in emergency situations.

[image: Theory-of-Reasoned-Action-TRA-Fishbein-Ajzen-1975]

Figure 3: Theory of Reasoned Action (TRA)
Source : Chiung-Wen Hsu and Li-Ting Huang (2017)

Theory of Reasoned Action believes that people's attitudes and values are determined by the general concept of society. A person's motivation to perform certain actions is influenced by his attitude and values towards the behavior. Whether or not he will act is influenced by his motivation for the act. Therefore, social values, personal attitudes and values directly affect whether a behavior will be adopted or not.
Fishbein identified the TRA elements in 1994 as follows:
(1) Behavior: it is a purposeful action taken by a person at a certain place at a certain time.
(2) Intention: it directly determines whether a person will take an action or not.
(3) Attitude: it refers to a person's positive or negative feelings and attitudes towards something or a behavior.
(4) Behavioral Beliefs: it is people's subjective Beliefs and predictions of the consequences of a behavior they are going to engage in. These beliefs may vary from population to population. For example, people in economically backward areas have relatively backward and conservative thoughts, while people in economically highly developed areas have diverse and open thoughts.
(5) Concept model (Norms) : it is a person about others thoughts on some behaviors of evaluation. For example, people think "if I do this action, will others think this is wrong?”
(6) Normative Beliefs: it's a new belief pattern that people use to compare their own thoughts and Beliefs with others' Beliefs. For example: "it's important to me that I do this, even though other people don't think it's important."
Although TRA can reasonably explain how people behave, the theory is flawed. In reality, people's own consciousness cannot completely control the occurrence of behaviors, such as emergency response and conditioned reflex in emergency situations (Qingfei, Shaobo and Gang, 2008). TRA says that a person's behavior is completely controlled by his or her conscious mind, the result of rational thinking. This view ignores the influence and control of external factors on human behavior. Because not all human behavior is actually controlled by will.

[bookmark: _Toc257][bookmark: _Toc28335]2.2.3 Theory of Planned Behavior (TPB)
Although TRA can reasonably explain how people behave, the theory is flawed. In reality, people's own consciousness cannot completely control the occurrence of behaviors, such as emergency response and conditioned reflex in emergency situations (Salam, Iyer, Palvia and Singh, 2015). So Ajzen improved on TRA and proposed the TPB (Theory of Planned Behavior).
The theory of planned behavior overcomes the inability of the theory of rational behavior to explain the behaviors that are not controlled by the will. This is the biggest difference between the two theories. Planned behavior theory can represent perceived control belief (PBC) controlled by irrational factors and add it to the original theoretical framework to form TPB (Karakaya and Shea, 2017). The theory of planned behavior is influenced by the perception of behavioral control, attitude and subjective norms when connecting behavioral intention and behavior.
TRA says that a person's behavior is completely controlled by his or her conscious mind, the result of rational thinking. This view ignores the influence and control of external factors on human behavior. Because not all human behavior is actually controlled by will (Kang and Kim, 2018). So Ajzen adds a perspective of behavioral control perception, or one's ability to control the external environment. This point of view points out that people can feel the degree of difficulty to achieve a certain behavior, and can also combine their previous behavior experience and expectations (Scarpi, 2012).

[image: 微信截图_20190617142851]
Figure 4: Theory of Planned Behavior (TPB)
Source: Shaikh, I. M. and Noordin, K. (2019) 

The theory of planned behavior is regarded by modern scholars as a relatively complete mode of behavior intention. In addition, its predictive power is relatively high. Here is an analysis of various factors of The theory of planned behavior:
(1) Attitude: It is a person's thoughts and evaluation of an object or event, such as like or dislike, satisfaction or dissatisfaction. This attitude can be used to predict people's future behavior (Serener, 2016). That is to say, people's good or bad evaluation of something is people's attitude. The more positive people are about something, the higher their intentions are. The more negative people are about something, the less likely they are to act.
(2) Subjective norm: It is when people feel pressure from other people or groups of people to do the things they want to do, such as from parents, friends, teachers, classmates and colleagues (Tenenhaus, 2018). In other words, social pressure influences people's behavior. The more positive subjective norm is, the stronger will be people's intention to make an action. The more negative the subjective norm, the more depressed are people's intentions to practice a certain behavior.
(3) Perceived behavioral control: It is the ability of people to control and manage the influence of time, land resources, money, human resources, skills, social environment and so on when they implement a certain behavior (Giovanis, Binioris and Polychronopoulos, 2012). These resources are beyond the control of the individual, not including the control of the mind, consciousness, etc. So if a person does not have the resources to complete an action, even if he has a strong desire to complete an action, he cannot succeed. Additionally, perceived behavioral control is divided into external resources and self-efficacy. External resources refer to the extent to which resources available to people are readily available. Self-efficacy refers to people's awareness of whether they can successfully perform certain behaviors. Both of these aspects can seriously affect people's behavior (Venkatesh and Bala, 2008).
Behavior intention: It refers to the extent to which people want to perform an action. That is to say, do people have corresponding psychological intensity during the implementation of behaviors?It can be translated by the willingness to make an effort or the amount of effort that a person is willing to devote to an action. The actual behavior of a person can be predicted by his intention to act.
According to Planned Behavior Theory, the willingness of individuals to perform an act is influenced by attitudes, subjective norms, and the perception of behavioral control (Ha and Stoel, 2016). The intention of another person to perform a particular act determines the behavior of that person. The will of people to perform an act is influenced by attitudes, subjective norms and the perception of behavioral control. Therefore, if an individual has a very positive attitude towards a certain behavior, has the resources to complete the task, has a positive view from others, and thinks that he or she can succeed in doing it, then the intention and possibility of completing the behavior will be higher and higher (Jones and Leonard, 2017). 

[bookmark: _Toc3548][bookmark: _Toc16965]2.3 Dependent variable
[bookmark: _Toc14310][bookmark: _Toc30579]2.3.1 Buyers’ trust
In e-commerce transactions, buyers' trust in e-commerce platforms and sellers directly affects their purchasing activities. For example, the C2C model like taobao can adopt the later pricing model and auction. The pricing models in the back are fixed price mechanism, which are typical of the procurement catalogue and price mechanisms are generally used in the dynamic auction models (Chen and Liu, 2015). B2C e-commerce model represents shopping online mall, such as jingdong mall. The C2C e-commerce model represents the open market on the Internet, such as taobao and xianyu. The B2C commodity trading process, from product purchase to after-sales service, is managed and supervised by the staff of shopping online platform. Employees of shopping, an online platform, will be responsible for purchasing procedures, payment, transportation and after-sales service (Deery and Mahony, 2016). However, the online shopping process in the C2C mode is conducted by individual sellers themselves.In south korea, the agent price is an important part of trust of the electronic commerce C2C. 
In the electronic commerce plays a crucial role in the diffusion of electronic commerce. Trust is the most important in the C2C electronic commerce than in B2C E-commerce, because sellers are more vulnerable to opportunistic behaviour (Cheung and Lee, 2016). The factors related to the trust, and the prices are essential to the purchasing decisions of consumers online. Although there are a lot of research on trust in electronic commerce, many people consider the confidence and the price of the product. At the same time, from the point of view of the consumer purchasing decisions. as a general rule. customers who want to buy a product, must first determine whether they are physical or online store (Lei, Hu and Zhou, 2019). If they decide to visit an online shop, they can buy goods on the site. in such cases, they shall take into account the factors of confidence and prices (Limayem, Khalifa and Frini, 2016). The models of pricing in electronic commerce C2C were studied.
In electronic commerce, trust of the buyer to the seller is a critical factor in the customer's purchase decision. This means that more trust in the seller. The higher the seller may offer a higher price to the buyer. The seller's reputation as a form of trust has a significant influence on the final price premium.
Trust in suppliers is extremely important in all business activities. Especially in e-commerce, the asymmetry of information is more obvious, and the information of suppliers is incomplete. If so, buyers may choose unqualified or opportunistic suppliers. The danger is the transaction between buyers and suppliers. In this case, trust is extremely important. In multi-national e-commerce, the time and space of buyers and suppliers are limited. Assumption increases the risk of information asymmetry and therefore increases the value of trust (Lu, Yu and Yao, 2015). When information asymmetry occurs, the way to increase the buyer's trust is to reduce the information gap. Buyer's information can be gathered, and suppliers can provide reliable information to reduce asymmetry to convince them of their capabilities and intentions (Krause and Horvitz, 2018).

[bookmark: _Toc7651][bookmark: _Toc18822]2.4 Independent variables
[bookmark: _Toc14892][bookmark: _Toc32208]2.4.1 Perceived usefulness
In the area of electronic banking, it was generally recognized the importance of perceived usefulness. Utility is the subjective possibility that the use of technology improves the way the user performs a particular task. Based on psychosocial theories such as rational behavior theory and planned behavior theory, your acceptance model (TAM) has proven to be powerful and effective. According to tam, the perception of utility is the extent to which a person thinks that using a particular system can improve their performance.Davis et al. (1989) stated that perceived usefulness is  perception results of the experiment by the consumer. Davis (1989) defines the perceived usefulness and the fact that the individual believes that the use of new technologies to enhance and improve its performance. Similarly, perceived usefulness shows the degree to improve a system’s performance. The application of tam in finland and the fact that they are useful as a specific behavior determining encourages users of the banking sector in the 21st century the use of innovative technologies (Napitupulu and Kartavianus, 2014). And easier to use for banking transactions, giving them greater autonomy in s financial services, access to information and purchase other financial products (Gökmen, 2012). However, the perceived usefulness depends on the provision of banking services, such as checking account balances, the demand for loans, the payment of utility bills, and the transfer of funds abroad, and access to information on mutual funds (Kim and Benbasat, 2016). There is ample evidence that perceived usefulness is important for the effect of the willingness to adapt. Perceived usefulness is an important factor affecting the adjustment of innovation. therefore, the value sense of the use of electronic banking services, the greater the likelihood of adopting an electronic bank (Parameswaran, Kishore and Li, 2015).
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[bookmark: _Toc11729][bookmark: _Toc16526]2.4.2 Perceived ease of use
According to the researchers, ease of use is the extent to which it is considered that the use of a strict methodology costs nothing. Rogers (2003) finds that ease of understanding is a term that indicates the extent to which innovation is perceived as difficult to understand, learn and use. It also noted that the degree of consumer perception of the usability of a new product or service means that the consumer considers the new product or service to be superior to other options. Similarly, the extent to which innovation is easy to understand and use can be considered as ease of use. "Ease of use" means that consumers think that buying online does not require any effort (Li and Jiao, 2018). In addition, the perceived ease of use is the ability of consumers to take advantage of novelty and to easily evaluate the benefits. It is also considered that the dynamics of the development of electronic banking is determined by the "ease of use". "Ease of Use" includes the ease of use of the Internet, the provision of secure and high-quality electronic services, and the need for online sales services. Numerous studies conducted over the last decade have shown that ease of understanding has a significant impact, directly or indirectly, on intentions to use (Chen, Davis and Dai, 2015). In 1962, Rogers emphasizes that knowledge of this technology allows customers to adapt to new services / products, which is easy to use. More recently, two aspects of the interface, the perceived ease of use and the perceived usefulness, have been highlighted, which has a great influence on the customer's willingness to adapt (Lu, Yao and Yu, 2015 ).
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[bookmark: _Toc24102][bookmark: _Toc15769]2.4.3 e-Seller’s reputation
Ashraf (2016) has shown that faults can occur in the markets in which the seller is not able to provide a reliable signal. In this case, the reputation of the seller is likely to reduce the asymmetry of information and allow the market to function (Peng and Kim, 2014). Theoretical models usually lead to a relationship between the price and seller's reputation, which is because of reputation of agent for the qualitative features not observed prior to the transaction (McKnight, Choudhury and Kacmar, 2016). However, the empirical analysis of the issue is relatively full and complete, mainly because it quantifies and measures in the "credibility of the seller.
The development of trade on the internet in recent years has created an environment in which to test empirically the problem, and several studies have used the online data to study the impact of the reputation of the seller, on the willingness of payment by the buyer (Pavlou, 2016). We use an internet auction site where the data is the index of the reputation of the seller of the site, an estimate of the effect of reputation on the product price to the seller (Qiu and Li, 2018). The online auction sites such as Yahoo.com and Ebay.com, Amazon has become more and more popular every day.
Most of the sales channels on the internet have put in place a mechanism for buyers to leave comments on the sellers after the conclusion of the agreement. this feedback may be positive, neutral or negative, and it can be said, "it's been three months, but the goods have not arrived."(Peterson and Wilson, 2016). Internet sales sites have these comments into positive minus the number of negative comments, and call this number the seller. The notes and comments can be provided to prospective buyers (Dakduk, Ter Horst and Malave, 2017). The note will be displayed at the top of the seller's product, and is easily visible for every visitor.
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[bookmark: _Toc2640][bookmark: _Toc15632]2.4.4 Perceived risk
The variable of perceived risk was transformed in two issues related to the use of medicines and food products carried out a correlation analysis with components of the scale of perceived risk in order to test the factor structure. He runs up against problems of risk data (i.e., financial loss, physical capacity and performance) and private equity (i.e., loss, psychological, and social). An overview of the individual risk is due to the risks associated with the image, in the design of self and social analysis. However, according to this, the analysis from the perceived risk is mainly concentrated on the former and the procurement market. Research on the virtual environment is totally different from research in a store. the online search has the advantage of convenience, time and economy (Chung, 2014).. On the other hand, the use of online research is full of risk, which are not encountered in the market standard. Other dimensions are relevant in this context, in addition to the risk to the privacy, security, and the provision of risk are provided to support the literature on electronic commerce (Nachtsheim, Neter, Kutner and Wasserman, 2017).
(1) Financial risk : On shopping, users' credit card information and other personal information are easy to abuse.Retailers may overcharge customers because they have information about their payments.Sellers may disclose consumer payment information to third parties (Zigmund, Babin, Carr and Griffin, 2010).
(2) Product risk : The products consumers receive online may have quality problems. Consumers may receive something different from what they see on shopping. It is difficult to judge the quality of products through the information on the website and shopping platform.
(3) Delivery risk : Consumers doubt the reliability of online logistics. Consumers may not receive products in time due to logistics companies. Consumers may be unable to receive products ordered online because of the logistics company's obsolescence.
(4) Time convenience risk : Finding the right product online requires comparing prices and reviews from different vendors, which can be time-consuming. Canceling an order requires a complicated return process. Consumers may have problems returning goods and repairing them.
(5) Privacy risk : Retailers may team up with other companies to profit by selling them information about consumers' choices and preferences. Third party companies may abuse consumers' email addresses to send advertising emails to consumers. Third party companies may abuse consumers' personal information such as addresses and phone Numbers.
In China's e-commerce shopping, the most important ones are product risk, delivery risk, privacy risk, because the utilization of e-commerce is on the rise (Chen and Teng, 2018). Therefore, I choose these three risks and propose three questions respectively. 
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[bookmark: _Toc30778][bookmark: _Toc31438]2.6 Hypotheses
H1:Perceived usefulness of online shopping has positive effects on buyers’ trust. 
Perceived usefulness is one of the key elements of the TAM model (technical acceptance model) used in this paper. TAM was introduced by Davis in 1986, to describe the behavior of users in the use of information technology. The perceived utility is defined as the extent to which a person believes that the use of a certain technology will improve its performance. Perceived usefulness in this article refers to the subjective availability in terms of arrival to the buyer and the seller, to improve operational efficiency and improve the quality of service to the buyer and the seller. The trends of chinese consumers to shop online are increasingly apparent, and these trends pose a challenge for sellers to improve the feasibility of applications.

H2: Perceived ease of use of online shopping has positive effects on buyers’ trust.
Ease of use is a key factor of this model. The perception of the facility is defined as the extent to which it is believed that the use of information technology can be difficult. The role of perceived usefulness in the electronic market and create behavioral intentions to use were discussed, some parts are very could participants. In addition, the perceived usefulness, perceived ease as the simplicity of the role of the buyer in the electronic market, and the minimum amount of effort (Chan, 2013). In view of the large number of buyers in the market recently, the ease of use is an important problem to solve.

H3: e-Seller’s reputation has positive effects on buyers’ trust.
Reputation plays an important role in the formation of the market, in particular with regard to price and promotion. The reputation of the market reflects the overall evaluation, the image, and the identification of the electronic market. A better reputation usually means more profit.
The credibility of the seller, reflects the confidence in the ability of the seller to provide quality of service and the degree of confidence in the information provided by the seller prior to the transaction (Balasubraman, Peterson and Jarvenpaa, 2017). However, in some cases, the high reputation sellers can produce more profit. To improve the reputation of sellers is not an easy task for the Chinese sellers, as new sellers have access to online transactions.
Sellers’ expertise plays an important role in the formation and development of the trust of the buyer in the preparation of products and the quality of the seller. Through the appropriate sales strategy, sales may increase the sale price and to facilitate sales. On the other hand, some procurement strategies will also lead to a decline in prices. The expertise of the seller may affect the credibility of the seller, reduce uncertainty and increase confidence. The Chinese e-commerce market is new to all stakeholders and sellers to develop their expertise, in order to maximize the benefits of the electronic market.

H4: Perceived risk assessment of online shopping has positive effects on buyers’ trust.
In the electronic marketplace, the privacy and security are the key features that enhance the competitive advantages and improve the level of confidence. Trust plays an important role in the regulation of the willingness of firms to adopt e-commerce sales, and the participation of buyers. Trust plays an important role in a wide range of contacts, such as cooperation, relationships online, and crisis management. The confidence of buyers in a component of the electronic market not only affects their confidence in the other component, but also the way in which the buyers purchase online. on the basis of these facts. The assessment of the perceived risk in electronic markets is a prerequisite for reducing the potential loss of buyers and sellers in electronic markets. the buyers are concerned about losing their privacy abuse their personal information and the quality of their products (Yeh, Xu and Liu, 2014). It is understood that the importance of trust has an important impact on the confidence of the customer. Chang and Wang discussed the factors of trust in electronic markets, electronic markets, and participation in capacity and predictability. The literature reviews indicate that effective risk management is seen to have a positive impact on trust in the network.

[bookmark: _Toc31600][bookmark: _Toc15623]2.7 Summary
In the second chapter, I mainly reviewed the TAM model (Technology acceptance model), Theory of Reasoned Action (TRA) and Theory of Planned Behavior (TPB). According to Technology acceptance model, users' acceptance of a certain technology mainly depends on two aspects: perceived usefulness and perceived ease of use. 
In addition, I summarized the literature on independent variables and dependent variables. In e-commerce transactions, buyers' trust in e-commerce platforms and sellers directly affects their purchasing activities. The "ease of use" includes the ease of access to the internet, the provision of secure electronic services, and high level, and the need for online shopping services. The past reputation seller can serve as a mechanism by which the information on the actual behaviour of the seller may be provided to the purchaser. In this case, the reputation of the seller is likely to reduce the asymmetry of information and allow the market to function. An overview of the individual risk is due to the risks associated with the image, in the design of self and social analysis. Other dimensions are the risk to the privacy, security, and the provision of risk are provided to support the literature on electronic commerce. From these literatures, I have drawn my research model and four hypotheses.
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[bookmark: _Toc19391]Chapter 3: Research methodology
[bookmark: _Toc22814][bookmark: _Toc7907]3.1 Overview
In the third chapter, I mainly described my research process, research design, questionnaire design and measurement methods. My research focuses on determining been perceived usefulness, perceived ease of use of e-commerce sites, the reputation of sellers and perceived risks have a positive impact on consumer trust. I conduct a survey of e-commerce buyers on the dependent variable and four independent variables.
I use SPSS to conduct quantitative analysis on the data obtained from the questionnaire. I chose to use the quantitative analysis method because it can conduct large-scale social surveys and quickly grasp the development trend of e-commerce. In my research, I interview online shopping consumers in China's e-retailing industry.
[bookmark: _Toc5978][bookmark: _Toc19973]3.2 Research design
In terms of research background, in China in the 21st century, the Internet environment is constantly changing and making new breakthroughs (Alharbi,  Zyngier and Hodkinson, 2016). Customer-to-customer platforms like eBay and taobao allow any user to talk and trade with each other, bringing a whole new way of life to people. Compared with previous physical stores, online shopping has more choices and lower transaction costs. As an intermediary between buyers and sellers, many factors affect consumers' trust in online shopping platforms (Yu and Buahom, 2013).
Before doing the research, I will understand the current situation of e-commerce in China and the importance of consumer trust. After collecting relevant existing data and literature, I will choose questionnaire to conduct market research. Since the questionnaire can conduct extensive surveys on Chinese consumers, and the data results obtained from the questionnaire are easier to quantify, it is suitable for SPSS statistical analysis. By consulting the relevant information of the four aspects that affect consumer trust, and conducting the second study, the future development is predicted.
In my questionnaire, I will first investigate the basic information, such as gender, age, occupation, income and so on. Then I will conduct a survey of e-commerce buyers on the dependent variable and four independent variables. The dependent variable is consumer trust. 

[bookmark: _Toc10413][bookmark: _Toc12494]3.3 The study of population, unit of analysis and sampling design
[bookmark: _Toc4713][bookmark: _Toc31678]3.3.1 Target population
In my research, I surveyed and interviewed online shopping consumers in China's e-retailing industry. By sending questionnaires online, I received 307 valid questionnaires who between 18 and 50 for data analysis. I used E-mail and WeChat platform to send the questionnaire. I mainly send to young people in Shanghai.

[bookmark: _Toc9311][bookmark: _Toc18401]3.3.2 Unit of analysis
My research unit is group. Because of the trust of Chinese consumers I investigated, I analyzed the data in groups after collecting them. I analyzed the overall trend of the data obtained from the questionnaire in the form of groups of consumers.

[bookmark: _Toc2086][bookmark: _Toc18459]3.3.3 Sampling frame and sampling location
In China, Taobao, Tmall mall, Jingdong mall, Suning Tesco and Vipshop are the five most important electronic Internet platforms. Taobao has nearly 500 million registered users, and the total number of online goods on the platform has exceeded 1 billion. Tmall is the representative of B2C, China's e-commerce platform, which has the advantage of integrating tens of thousands of merchants and brands around the world. In 2017, jingdong had nearly 300 million active users and about 1.3 trillion yuan of transactions on its platform. In the sales of online home appliances in 2017, suning ranked first with a market share of 20%. Vipshop has more than 300 million registered members. I investigated users of Taobao, Tmall mall, Jingdong mall, Suning Tesco and Vipshop in Shanghai of China. Since almost all Internet users in China are e-commerce consumers, I can smoothly survey e-commerce users in Shanghai by releasing electronic questionnaires on the online platform.

[bookmark: _Toc15160][bookmark: _Toc5699]3.3.4 Sampling techniques
The collection of primary quantitative data is based on various forms of mathematical statistics. Methods for the collection and analysis of quantitative data include descriptive analysis, correlation analysis, partial correlation analysis and linear regression analysis (Chen, Landry and Davis, 2014). Compared with the qualitative analysis method, the time cost of quantitative analysis is lower, and the result can be obtained in a short time. The results from quantitative analysis are straightforward, so it's easier to compare. Since there are many objects to be investigated, quantitative analysis can be extended to groups with larger sample size (Van Der Heijden, 2015).
Questionnaire is a way to collect data, and its design process is relatively simple. The questionnaire can choose open questions and closed questions, or it can provide respondents with multiple choices, allowing them to choose statements close to the description of a project (Lei, Hu and Zhou, 2019). Although it is impossible for him to replace face-to-face questionnaires, due to lower costs, it is easier to adjust the design of the questionnaires in a timely manner (Pei, Paswan and Yan, 2018). More and more questionnaires are in the form of electronic questionnaires, which can be published and recycled through e-mail (Chen and Teng, 2018). 

[bookmark: _Toc27940][bookmark: _Toc24720]3.3.5 Sample size
By sending questionnaires online, I received 100 valid questionnaires who between 18 and 50 for data analysis. 

[bookmark: _Toc9806][bookmark: _Toc7202]3.4 Design and procedure
Perceived usefulness, perceived ease of use of e-commerce sites, the reputation of sellers and perceived risks may have some positive or negative effects on the trust of consumers. My research focuses on determining whether these factors have a positive impact on consumer trust.
Before doing the research, I will understand the current situation of e-commerce in China and the importance of consumer trust. After collecting relevant existing data and literature, I will choose questionnaire to conduct market research. Since the questionnaire can conduct extensive surveys on Chinese consumers, and the data results obtained from the questionnaire are easier to quantify, it is suitable for SPSS statistical analysis. By consulting the relevant information of the four aspects that affect consumer trust, and conducting the second study, the future development is predicted.
In my questionnaire, I will first investigate the basic information, such as gender, age, occupation, income and so on. Then I will conduct a survey of e-commerce buyers on the dependent variable and four independent variables.
I will use SPSS to conduct quantitative analysis on the data obtained from the questionnaire. I chose to use the quantitative analysis method because it can conduct large-scale social surveys and quickly grasp the development trend of e-commerce. Moreover, the method of quantitative analysis can ensure the standardization and scientificity of the research through statistical and data analysis. Through the reasoning of the formula, the results are accurate and persuasive. In addition, quantitative analysis can accurately analyze the relationship between social phenomena.
Descriptive analysis, correlation analysis and linear regression analysis can be carried out through SPSS software. The data can be analyzed clearly and accurately by bar chart, line chart and pie chart. The scatter diagram of SPSS allows us to see the distribution of research factors, which is scientific and persuasive (Forsythe, Liu,  Shannon and Gardner, 2016).

[bookmark: _Toc8048][bookmark: _Toc19764]3.5 Measurement instruments
[bookmark: _Toc13581][bookmark: _Toc20970]3.5.1 Scales measurement
In the questionnaire questions, I used the 5-point agree-disagree scale. This scale proposes five categories, which are "strongly agree", "agree", "neither agree nor disagree", "disagree", "strongly disagree". All problem scales are now fully labeled with vertical categories (Gartner, 2013).

[bookmark: _Toc10761][bookmark: _Toc11465]3.5.2 Questionnaire Design
The collection of primary quantitative data is based on various forms of mathematical statistics. Methods for the collection and analysis of quantitative data include descriptive analysis, correlation analysis, partial correlation analysis and linear regression analysis (Chen, Landry and Davis, 2014). Compared with the qualitative analysis method, the time cost of quantitative analysis is lower, and the result can be obtained in a short time. The results from quantitative analysis are straightforward, so it's easier to compare. Since there are many objects to be investigated, quantitative analysis can be extended to groups with larger sample size (Van Der Heijden, 2015).
In my questionnaire, I will first investigate the basic information, such as gender, age, occupation, income and so on. Then I will conduct a survey of e-commerce buyers on the dependent variable and four independent variables. I asked respondents to respond to questions on five levels. The dependent variable is consumer trust.
[bookmark: _Toc14193][bookmark: _Toc5742]3.5.3 Pilot study
My pilot study was conducted by releasing questionnaires on WeChat platform. After three days, 40 questionnaires were received. This situation tells me that I need to release the questionnaire on multiple platforms. If it is only in WeChat, the number of valid questionnaires I receive in a certain period of time is not enough. At the same time, I should increase the publicity efforts to get as many young people as possible to participate in this questionnaire survey.


[bookmark: _Toc2788][bookmark: _Toc24730]3.5.4 Factor analysis
	Variables
	code
	Loding factor

	preceived usefulness
	PU1
	0.75

	
	PU2
	0.87

	
	PU3
	0.74

	preceived easy of use
	PEOU1
	0.73

	
	PEOU2
	0.77

	
	PEOU3
	0.77

	sellers' reputation
	SR1
	0.78

	
	SR2
	0.62

	
	SR3
	0.74

	preceived risk
	PR1
	0.63

	
	PR2
	0.8

	
	PR3
	0.83

	trust
	TRS1
	0.69

	
	TRS2
	0.72

	
	TRS3
	0.73



Figure 5: Factor Analysis (CFA) method analysis
Source: Sfenrianto, S., Wijaya, T. and Wang, G. (2018) 

Since the loding factor of each question in factor analysis exceeds 0.5, each question is valid.

[bookmark: _Toc30956][bookmark: _Toc28028]3.5.5 Validity and reliability test
Reliability refers to the stability and consistency of the results of the questionnaire survey on the same object using the same method, that is, whether the measuring tool can measure the measured things or variables stably (Howard, Rainie and Jones, 2011). Credibility measures the reliability of the questionnaire results, but does not involve the question of whether the results are correct (Krause and Horvitz, 2018). Validity focuses on the validity of the measurement results for the purpose of questionnaire measurement. The evaluation index of credibility is the credibility coefficient, which can be expressed theoretically as the ratio of the variance of the true value and the variance of the measured value (Hsu and Chiu, 2014).
The validity coefficient is the ratio of the variance of the measured target value to the variance of the total measured value.

[bookmark: _Toc18743][bookmark: _Toc7363]3.6 Data analysis
[bookmark: _Toc8498][bookmark: _Toc12875][bookmark: _Toc24129]1. Descriptive analysis
Descriptive statistics refers to the use of various charts and calculated summary data to describe the characteristics of the target. It carries out statistical description of all the variables of the survey, including frequency analysis of data, dispersion analysis and some other graphical results (Zhu and Chen, 2013). Frequency analysis of data is to use frequency analysis and cross frequency analysis to check outliers. The centralized trend analysis of the data is used to express the average level of the data, and the indicators used are averages, medians, and so on (Lee, Cheung and Sia, 2011).  The degree of dispersion analysis of data is used to reflect the degree of difference of data, including variance and standard deviation. By drawing various charts such as bar charts, pie charts, line charts, etc., data can be clearly expressed, which is more concise than words (Zhou and Lu, 2018).

2. [bookmark: _Toc16891][bookmark: _Toc13998][bookmark: _Toc22584]Correlation Analysis
Correlation analysis refers to analyzing the intimacy of two variables. In the correlation analysis, the relationship between variables can be visually described by scatter plots (Miyazaki and Fernandez, 2017). No correlation means that the two variables are independent and independent of each other (Palvia, 2015).

[bookmark: _Toc10957][bookmark: _Toc13780][bookmark: _Toc16669]3. Linear Regression Analysis 
Linear regression analysis can study the quantitative adjoint relationship between two variables, and describe their relationship by establishing a mathematical equation y=ax+b between variables (Riffai, Grant and Edgar, 2014). In this way you can determine how much one variable affects another. First, we need to analyze whether there is a linear relationship between the dependent variable and the independent variable through the xy scatter plot (Seyal, A. et al. 2014). Therefore, the value of the independent variable can affect the value of the dependent variable.

[bookmark: _Toc26118][bookmark: _Toc6042]3.7 Summary
In the third chapter, I mainly described my research process, research design, questionnaire design and measurement methods. My research focuses on determining been perceived usefulness, perceived ease of use of e-commerce sites, the reputation of sellers and perceived risks have a positive impact on consumer trust. I conduct a survey of e-commerce buyers on the dependent variable and four independent variables.


[bookmark: _Toc28540]


Chapter 4: Research Findings
[bookmark: _Toc24504]4.1 Overview
In Chapter4, I will conduct Pilot test with 40 questionnaires and obtain factor analysis and reliability analysis of 40 questionnaires, so as to judge whether my sample data is valid and suitable for further study.
Through descriptive analysis, I will get basic information frequency and chart information about the age, gender, monthly income and monthly expenditure of the interviewees.
In the preliminary data analysis, I will analyze the factor analysis and credibility analysis of 307 questionnaires received to determine whether the data of these questionnaires are suitable for analysis. Correlation analysis is used to analyze the correlation between dependent variable and independent variables.
Through hypothesis analysis, I will verify whether H1, H2, H3 and H4 are true through linear regression analysis.
[bookmark: _Toc18827]4.2 Pilot Test
My pilot study was conducted by releasing questionnaires on WeChat platform. After a few days, 40 questionnaires were received. This situation tells me that I need to release the questionnaire on multiple platforms. If it is only in WeChat, the number of valid questionnaires I receive in a certain period of time is not enough. At the same time, I should increase the publicity efforts to get as many young people as possible to participate in this questionnaire survey.
Forty valid questionnaires were used for pilot testing, factor analysis and reliability analysis. The general trend, factor analysis and reliability of the study can be determined through the pilot test of the 40 questionnaires.
KMO (Kaiser- meyer-olkin) test statistic is used to compare the simple correlation coefficient and partial correlation coefficient between variables. KMO test is mainly used for statistical multivariate factor and factor analysis, and its value is between 0 and 1.
If the sum of squares of simple correlation coefficients between variables is greater than the sum of squares of partial correlation coefficients, and the greater the difference is, the closer the KMO value is. In this case, the closer the relationship between these factors is, the stronger the correlation is, so these variables are more suitable for factor analysis. If the sum of the squares of the simple correlations between the variables is small, close to zero, the closer the KMO value is to zero. This indicates that the relationship between these factors is not close enough and the correlation is weak, so these variables are not suitable for factor analysis.
Reliability refers to the stability and consistency of the results of the questionnaire survey on the same object using the same method, that is, whether the measuring tool can measure the measured things or variables stably (Howard, Rainie and Jones, 2011). Credibility measures the reliability of the questionnaire results, but does not involve the question of whether the results are correct (Krause and Horvitz, 2018). Validity focuses on the validity of the measurement results for the purpose of questionnaire measurement. The evaluation index of credibility is the credibility coefficient, which can be expressed theoretically as the ratio of the variance of the true value and the variance of the measured value (Hsu and Chiu, 2014).
Validity refers to the degree to which a measurement tool or method can accurately measure what is required to be measured. There are three types of validity: content validity, criterion validity and structure validity. The validity coefficient is the ratio of the variance of the measured target value to the variance of the total measured value.

[bookmark: _Toc13805]4.2.1 Factor Analysis
[image: 微信截图_20190730190717]

Table 1: KMO and Bartlett’s Test of pilot test

The KMO value measured by my pilot test was 0.893 and the Bartlett 'P value was 0.000. Because the KMO value of the variable is closer to 1, the more suitable for factor analysis. The KMO value is very suitable for factor analysis in the interval of 0.8-0.9. The value I measured is 0.893, so  independent variables of my study are very suitable for factor analysis. Bartlett's P value is less than or equal to 0.01, the variable is suitable for factor analysis. From the Bartlett test, the independent variables of my research are very suitable for factor analysis.

[image: 微信截图_20190730190824]

Table 2: Communalities of pilot test

It can be seen from the common factor variance of the above figure that all the contribution rates of the variables are above 0.6, indicating that the cumulative contribution rate of the common factor variance is high. Because the higher the cumulative contribution rate of the common factors, the higher the representativeness of the extracted common factors for the original variables, the better the research effect.

[bookmark: _Toc9963]4.2.2 Reliability Test
[image: 666666]

Table 3: Reliability Statistics of Pilot Test

As shown in the Table 3, the value of Cronbach’s alpha has been tested to be 0.939, which is greater than 0.7, so the dependent and independent variables of my study are generally valid and can be studied.

	Valuables 
	Item number
	Cronbach's Alpha
	Status

	Preceived usefulness
	3
	0.827
	vaild

	Preceived ease of use
	3
	0.786
	vaild

	Sellers’ reputation
	3
	0.779
	vaild

	Preceived risks
	3
	0.817
	vaild

	Buyers’ trust
	6
	0.759
	vaild




Table 4: Item-Total Statistics of Pilot Test

I tested the validity and reliability of the independent and dependent variables of the study and conducted a confirmatory factor analysis (CFA) method. The indicators are valid when the load factor (λ) is greater than 0.5 or more, and the data of the variables have a significant effect. When all values of construction reliability (CR) > 0.7 and Cronbach's alpha > 0.6, all data for the variables are suitable for analysis. As shown in the figure, the independent and dependent variables of Cronbach's alpha are greater than 0.7, so the CR and Cronbach values show that all variable data are suitable for further analysis.
[bookmark: _Toc22130]4.3 Descriptive Statistics
[image: gender]
[image: old1]
In this study, I sent out 384 electronic questionnaires through the Internet platform and emails, and received 307 valid questionnaires. According to frequency statistics based on the gender and age of the interviewees, 144 of them are women, accounting for 46.9% of the total number. 163 of the respondents were men, 53.1 percent of the total. Overall, there were about the same number of male and female respondents, with slightly more male respondents.
In terms of age, 230 were aged between 20 and 40, accounting for 74.9 per cent of respondents. There were 57 people aged 41 to 50, accounting for 18.6 per cent of the total. There were 20 respondents over 51 years old, accounting for 6.5% of the total. This suggests that most of the people who filled out the questionnaires in this study were young people.
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In terms of where respondents live, 184 individuals live in the city center, or 59.9 percent of the total. 98 people live in the suburbs, accounting for 31.9% of the total, while the remaining 25 live in the countryside, accounting for 8.1% of the total.Most of the respondents have bachelor's degrees, with 208 people accounting for 67.75% of the total. 
[image: monthly income][image: occupation][image: spending]

	Demographics                    
	Frequency             %
	

	Occupation
Government employee
Private employee
Self-employed
Retired
	
56                 18.24 106                 34.53
62                  20.20
21                  6.84
	

	Student
	62                  20.20
	

	Income
Below 5,000RMB
5,001 to 10,000RMB
10,001 to 15,000RMB
Above 15,001RMB
Spending online                
Below 2,000RMB
2,001 to 4,000RMB
4,001 to 6,000RMB
Above 6,001RMB
	
60                  19.54
172                 56.03
51                  16.61
24                  7.82

147                 47.88
68                  22.15
80                  26.06
12                  3.91              
	




Table 5: Frequency of Demographics

In terms of the occupation of the interviewees, the largest number of them are private employees, 106 of whom are private employees, accounting for 34.63% of the total number. Students and self-employed students are the next largest group, accounting for 62 employees respectively, accounting for 20.20% of the total number. Only 21 people retired, accounting for 6.84 percent.
There were 172 respondents whose monthly income was between 5,001 and 10,000 RMB, accounting for 56.03%. Next, there are 60 people with an income below 5,000 RMB, accounting for 19.54% of the total. Only 24 respondents with monthly income greater than 15.001RMB, accounting for the least proportion.
Most people who fill out the electronic questionnaire spend less than 2,000 RMB online every month, accounting for 47.88%. Next, 80 people spent 4,001 to 6,000 RMB, accounting for 26.06%. Only 12 of them spend more than 6,001 RMB on online shopping every month, which is the least, accounting for only 3.91% of the total.
[bookmark: _Toc4487]4.4 Preliminary Data Analysis
[bookmark: _Toc20413]4.4.1 Factor Analysis
[image: QQ截图20190731180705]

Table 6: KMO and Bartlett’s Test of Preliminary Data Analysis

The KMO value measured by my preliminary data analysis was 0.830 and the Bartlett 'P value was 0.000. Because the KMO value of the variable is closer to 1, the more suitable for factor analysis. The KMO value is very suitable for factor analysis in the interval of 0.8-0.9. The value I measured is 0.830, so independent variables of my study are very suitable for factor analysis. Bartlett's P value is less than or equal to 0.01, the variable is suitable for factor analysis. From the Bartlett test, the independent variables of my research are very suitable for factor analysis.

It can be seen from the common factor variance of the below table that all the contribution rates of the variables are above 0.6, indicating that the cumulative contribution rate of the common factor variance is high. Because the higher the cumulative contribution rate of the common factors, the higher the representativeness of the extracted common factors for the original variables, the better the research effect.

[image: QQ截图20190731180803]

Table 7: Communalities of Preliminary Data Analysis

[bookmark: _Toc8551]4.4.2 Reliability Test
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Table 8: Reliability Statistics of Preliminary Data Analysis

As shown in the Table 3, the value of Cronbach’s alpha has been tested to be 0.948, which is greater than 0.7, so the dependent and independent variables of my study are generally valid and can be studied.

	Valuables 
	Item number
	Cronbach's Alpha
	Status

	Preceived usefulness
	3
	0.889
	vaild

	Preceived ease of use
	3
	0.725
	vaild

	Sellers’ reputation
	3
	0.852
	vaild

	Preceived risks
	3
	0.832
	vaild

	Buyers’ trust
	6
	0.764
	vaild




Table 9: Item-Total Statistics of Preliminary Data Analysis

I tested the validity and reliability of the independent and dependent variables of the study and conducted a confirmatory factor analysis (CFA) method. The indicators are valid when the load factor (λ) is greater than 0.5 or more, and the data of the variables have a significant effect. When all values of construction reliability (CR) > 0.7 and Cronbach's alpha > 0.6, all data for the variables are suitable for analysis. As shown in the figure, the independent and dependent variables of Cronbach's alpha are greater than 0.7, so the CR and Cronbach values show that all variable data are suitable for further analysis.

[bookmark: _Toc14199]4.4.3 Correlation Analysis
	IV
	DV
	Pearson correlation

	Preceived usefulness
	Buyers’ trust
	0.703

	Preceived ease of use
	Buyers’ trust
	0.734

	Sellers’ reputation
	Buyers’ trust
	0.545

	Preceived risks
	Buyers’ trust
	0.711



Table 10: Pearson correlation of valuables

Suggested by Cohen (1988) and expanded by Sawilowsky (2009), As shown in the figure below, Effect size of Pearson correlation is small with d=0.2 and medium with d=0.5. When d=0.8, the effect size is large, and when d=1.2, the effect is very large.
Therefore, according to the data of table 10, the Pearson correlation for preceived usefulness, preceived ease of use and preceived risks is 0.703, 0.734 and 0.711 respectively, both exceeding 0.7, so the effect size of these three independent variables is very large. The Pearson correlation of sellers’ reputation is 0.545, exceeding 0.5, and the effect size is above medium.

[image: QQ截图20190801133351]

Table 11: Effect size of Pearson correlation


[bookmark: _Toc1099]4.5 Hypotheses Testing
[image: model summary]

Table 12: Model Summary of Hypotheses Testing


[image: anova]

Table 13: ANOVA of Hypotheses Testing

[image: coefficients]

Table 14: Coefficients of Hypotheses Testing

The model summary table can reflect the strength of the relationship between the model and the dependent variable. R embodies the linear correlation between the observed value of the dependent variable and the predicted value of the model, and is the multivariate correlation coefficient. R is 0.816, which is a relatively large value, indicating that the relationship between the model and the variable is strong.
The square of R, the coefficient of determination, is the square of the multiple correlation coefficient. The results show that the model explains 66.5% of the time variation.
The analysis of ANOVA tables is a method of testing the acceptability of a model. The regression line explains the change information of the model. The remaining lines explain the change information outside the model. The significance value of the F statistic is less than 0.05, which is 0.000, so the change in the model interpretation is not accidental.
From the coefficient table analysis, the sig coefficients of the four independent variables in the table are all 0.000, which are significant coefficients. It also shows that these variables contribute a lot to the whole model research. So, Therefore, H1, H2, H3 and H4 are all supported.
[bookmark: _Toc8240]4.6 Summary of Key Research Findings
According to the data above, the Pearson correlation for preceived usefulness, preceived ease of use and preceived risks is 0.703, 0.734 and 0.711 respectively, both exceeding 0.7, so the effect size of these three independent variables is very large. The Pearson correlation of sellers’ reputation is 0.545, exceeding 0.5, and the effect size is above medium.
The model summary table can reflect the strength of the relationship between the model and the dependent variable. R is 0.816, which is a relatively large value, indicating that the relationship between the model and the variable is strong.The square of R, the coefficient of determination shows that the model explains 66.5% of the time variation.
The analysis of ANOVA tables is a method of testing the acceptability of a model. The significance value of the F statistic is less than 0.05, which is 0.000, so the change in the model interpretation is not accidental.
From the coefficient table analysis, the sig coefficients of the four independent variables in the table are all 0.000, which are significant coefficients. It also shows that these variables contribute a lot to the whole model research. So, Therefore, H1, H2, H3 and H4 are all supported.

[bookmark: _Toc30479]4.7 Summary
In this Chapter, I will conduct Pilot test with 40 questionnaires and obtain factor analysis and reliability analysis of 40 questionnaires, so as to judge whether my sample data is valid and suitable for further study.
Through descriptive analysis, I will get basic information frequency and chart information about the age, gender, monthly income and monthly expenditure of the interviewees.
In the preliminary data analysis, I will analyze the factor analysis and credibility analysis of 307 questionnaires received to determine whether the data of these questionnaires are suitable for analysis. Correlation analysis is used to analyze the correlation between dependent variables and independent variables.
Through hypothesis analysis, I will verify whether H1, H2, H3 and H4 are supported through linear regression analysis.


[bookmark: _Toc7608]Chapter 5: Discussion and Conclusion
[bookmark: _Toc26396]5.1 Overview
In Chapter 5, I will analyze the previously derived data to explain why the hypothesis is supported. In addition, I will reflect on the limitations of this study and, in response to these limitations, propose areas for future research to improve. I will also make a few suggestions on some of the existing phenomena in the Chinese e-commerce market, which are aimed at e-commerce sellers, online shopping platforms and courier companies.
[bookmark: _Toc21831]5.2 Discussion of Findings
The KMO value measured by my preliminary data analysis was 0.830 and the Bartlett 'P value was 0.000. Because the KMO value of the variable is closer to 1, the more suitable for factor analysis. The KMO value is very suitable for factor analysis in the interval of 0.8-0.9. The value I measured is 0.830, so independent variables of my study are very suitable for factor analysis. Bartlett's P value is less than or equal to 0.01, the variable is suitable for factor analysis. From the Bartlett test, the independent variables of my research are very suitable for factor analysis.

It can be seen from the common factor variance of the below table that all the contribution rates of the variables are above 0.6, indicating that the cumulative contribution rate of the common factor variance is high. Because the higher the cumulative contribution rate of the common factors, the higher the representativeness of the extracted common factors for the original variables, the better the research effect.

I tested the validity and reliability of the independent and dependent variables of the study and conducted a confirmatory factor analysis (CFA) method. The indicators are valid when the load factor (λ) is greater than 0.5 or more, and the data of the variables have a significant effect. When all values of construction reliability (CR) > 0.7 and Cronbach's alpha > 0.6, all data for the variables are suitable for analysis. As shown in the figure, the independent and dependent variables of Cronbach's alpha are greater than 0.7, so the CR and Cronbach values show that all variable data are suitable for further analysis.

According to the data, the Pearson correlation for preceived usefulness, preceived ease of use and preceived risks is 0.703, 0.734 and 0.711 respectively, both exceeding 0.7, so the effect size of these three independent variables is very large. The Pearson correlation of sellers’ reputation is 0.545, exceeding 0.5, and the effect size is above medium.
The model summary table can reflect the strength of the relationship between the model and the dependent variable. R is 0.816, which is a relatively large value, indicating that the relationship between the model and the variable is strong.The square of R, the coefficient of determination shows that the model explains 66.5% of the time variation.
The analysis of ANOVA tables is a method of testing the acceptability of a model. The significance value of the F statistic is less than 0.05, which is 0.000, so the change in the model interpretation is not accidental.
From the coefficient table analysis, the sig coefficients of the four independent variables in the table are all 0.000, which are significant coefficients. It also shows that these variables contribute a lot to the whole model research. So, Therefore, H1, H2, H3 and H4 are all supported.

[bookmark: _Toc25715]5.3 Recommendation
The first is a suggestion for the shopping website. The safety of online shopping is very important for shopping website. Shopping website should constantly improve all aspects of online shopping, such as purchasing and payment; Simplify the process of online shopping so that consumers can simply carry out the operation process of online shopping; Allow all consumers and businesses to carry out real-name authentication to ensure the authenticity and accuracy of information; Change those unreasonable shopping terms to protect the rights and interests of consumers and merchants to the greatest extent. Shopping website should also be improved in consumer information protection and other aspects to prevent the disclosure of consumer and business private information.
Shopping online security has become an important consideration for consumers shopping online. Shopping website only to strengthen the protection of consumer information and password, strengthen network supervision and website facilities propaganda, can let consumers on the Internet shopping rest assured, reduce their concerns about security issues when shopping online.
The second is advice to merchants. Shopping online sellers should treat consumers honestly, provide accurate commodity information to consumers and improve customer service quality. Sellers should also increase communication and interaction with consumers and give feedback to management on consumers' thoughts and opinions. The seller should also ensure the quality and specification of the goods and deal with the reasonable return and exchange requirements of consumers efficiently.
The third is the advice to express companies. Express companies should improve delivery efficiency and enhance customer service. Express companies also need to ensure that the goods are in good condition during the delivery process and cannot be damaged, while providing timely feedback to consumers.
[bookmark: _Toc16343]5.4 Limitations
The limitations of this study are shown below. First, I only received data from 307 e-questionnaires. The sample size is relatively small, and there are some factors that make it difficult to find the difference from the statistics. Because this study was only conducted in Shanghai and did not understand the consumer situation in other cities in China, the data was not comprehensive enough. Due to limited research time and resources, there is no way to investigate everyone in Shanghai. If you want more accurate data results, you need to calculate a larger sample size. Second, the study of literature materials may lack real-time. Previous research can serve as the basis for literature review and research projects, but may not meet current development needs. Data obtained through questionnaires and interviews may lack reliability. Third, the method of collecting data has limitations. All questions and details related to the study are not included in the questionnaire. This situation will affect my comprehensive analysis of the results, because in the previous research, there is no problem that my research needs. Fourth, the only way I conduct surveys is through electronic surveys and data analysis, which may be too limited to get diverse information. Such an approach would make it impossible for those who could not do an electronic questionnaire to participate in this study.

[bookmark: _Toc4383]5.5 Contribution to Academia
The importance of academia lies in understanding the academic frontier, industry dynamics and relationship with related fields of e-commerce industry. Grasp industry trend, facilitate the determination of government investment direction. Research can help the retail industry adjust its development direction and give full play to its advantages.
The significance of this study is to study the biggest advantages and future development of China's e-commerce model by describing the phenomenon of shopping on the Chinese network and combining the development of China's e-commerce model at home and abroad (Zhong and Ying, 2018). First of all, e-commerce is the inevitable product of the continuous development of the Internet age, and also the new direction of the application of network technology. The development of e-commerce has driven the popularity of shopping phenomenon on the global Internet and promoted the rapid development of B2C, C2C and other e-commerce models (Yu, Balaji and Khong, 2015). In addition, there are a large number of Internet users and consumers in Shanghai, so research on Chinese consumers is conducive to the clear presentation of research results (Zucker, 2016). Secondly, the analysis with TAM model has practical guiding significance for both consumers and merchants, which can help them better understand consumers' psychology.

[bookmark: _Toc14432]5.6 	Future Direction of Reasearch
In the future research, I will make improvements based on the deficiencies of this research. In this study, due to limited time and resources, the understanding of consumers is not comprehensive and meticulous. In the future research, I will segment consumers from the perspective of income or culture, and study their consumption level and attitudes towards online shopping respectively.
In addition, in future research, I will add factors that may affect consumer trust. In this study, I may have neglected some factors that will affect e-commerce consumers, such as the current trend of e-commerce shopping and the reputation of China's e-commerce market. In future research, I will increase my research on these factors and explore their relationship with consumer trust.
[bookmark: _Toc24836]5.7 Personal Reflection
This study enabled me to learn many research methods and statistical methods, and encountered some challenges and resource limitations in the research process. This study gave me an understanding of the current situation of China's e-commerce market, and inspired my research by reading scholars' articles and literatures. I used electronic questionnaires to collect consumer data, and then analyzed the data through SPSS, and got a convincing and accurate conclusion.
The results of this study is the four hypotheses proposed I proved to be formed, preceived usefulness, preceived ease of use, the sellers' reputation and preceived risks have a positive effect on consumer trust.
[bookmark: _Toc31953]5.8 Conclusion
In Chapter 5, I analyzed the data from the SPSS data analysis and explained why the four hypotheses support it. In addition, I have also reflected on the limitations of this study. In response to these limitations, I propose areas where future research can be improved, such as segmenting consumer populations and increasing possible influencing factors. I also made a few suggestions on some existing phenomena in the Chinese e-commerce market, which are aimed at e-commerce sellers, online shopping platforms and courier companies.
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