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INTRODUCTION

For two years the world has been shut down due to a global pandemic. There are many, very
serious consequences of this, but one of the very tangible consequences have been, that stores
have been closed for business and that people have been restricted to their homes. With
limited access to stores and more time on our hands, online shopping has risen drastically
(Clement, 2020). Furthermore, e-commerce has had a steady rise for the past several years,
why this shift from physical- to online stores was already happening (Renaldi, 2020). For
some people, shopping online comes naturally, while for others, it has been an involuntary

necessity.

Some of the issues people have with online shopping are the risk associated with the
purchase, such as receiving the wrong item, or that the item was different than expected (In
Shim & Lee, 2011). According to a study, 76% of consumers would return fewer items
bought online, if they had more information about them, prior to purchase. However, in the
current market, returns are at an all-time high, reaching more than $550 billion in 2020,
creating more than 2.2 billion kilograms of packaging waste each year (Optoro 2018 Impact
Report, 2018). Additionally, consumers experience a lack of trust when they do not feel
confident evaluating the product on the available information, or when the item they receive
does not live up to their expectations, why consumers end up shying away from e-commerce
and limiting their options of retail (San-Martin et al., 2017; In Shim & Lee, 2011)

Online shopping allows for a larger variety of items, better comparison of prices, and more
online limits consumers’ ability to evaluate through touch, why online consumers now
evaluate the product by other means, such as price and packaging, or brand experiences (Ng
et al., 2013; Gao et al., 2018; San-Martin et al., 2017). In more traditional retail settings,
consumers use their haptic sense to navigate through items; this is called the Need for Touch.
Touching an item helps the customer to evaluate the quality, aids the purchase decision,
increases their sense of ownership even before the purchase, and can increase the satisfaction
with the product (Peck & Childers, 2003; Peck and Shu 2009).

According to studies (Duarte & Silva, 2020; Workman & Caldwell, 2007), the Need for

Touch varies depending on the consumer's culture, among other things. This is i.e., due to
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cultural aspects such as Uncertainty Avoidance, Collectivism, and Power Distance (Duarte &
Silva, 2020; Lee & Kacen, 2008). For example, cultures with high(er) Power Distance, are
less likely to engage in impulsive, hedonic shopping, but are more inclined to instrumental
Need for Touch (Zhang et al., 2010; Peck & Childers, 2006).

The use of Sensory Enabling Technologies has already been widely applied in online retail
(Kim & Forsythe, 2008; Threekit, 2020). These technologies come in many variations, but
common for all is that they allow the consumer to experience sensory stimulation, often as a
proxy for the sensory feedback experienced in physical retail settings (Kim & Forsythe,
2008). The application of Sensory Enabling Technologies allows the consumer to gain more
information about the product and experience less anxiety and perceived risk of the purchase
(In Shim & Lee, 2011). Types of Sensory Enabling Technologies vary from synchronous
communication to static pictures or interactive experiences with one’s surroundings (Y. J.
Lee et al., 2017; San-Martin, et al., 2017; Scholz & Duffy). However, consumers prefer
different types of sensory stimulation, depending on variables such as type of Need for
Touch, attitude, and Social Influence. These variables are all related to the cultural
background and personal characteristics of the individual, why it is paramount to explore
which types of Sensory Enabling Technologies cater to which types of people (Yoo & Kim,
2012; Overmars & Poels, 2015).

Problem: Does Sensory Enabling Technologies influence the Intention to Buy, differently,

depending on the individual and social characteristics of the user?

Aim: To examine the influence of Sensory Enabling Technologies on the intention to buy,
for individuals with different levels of Need for Touch, Technology Anxiety, Social Influence

and Power Distance, in online purchase situations.

Objectives:
e Analyse theories and previous research on the following topics:
o How culture influences individuals’ purchase behaviour
o How the Need for Touch is influenced and influences the individual in online
purchase situations
o How Sensory Enabling Technologies simulate haptic- and other sensory

stimuli
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o Understanding and predicting individuals’ behaviour
o Understanding and predicting individuals’ acceptance and use of technology

2. Develop a methodology to research the influence of Sensory Enabling Technologies
on Intention to Buy.

3. Hereafter collect primary data on the individual’s attitude toward Sensory Enabling
Technologies, based on individual and social characteristics, and their intention to
buy.

4. The data will be analysed to understand and discuss the implications of the variables
on the individual’s Intention to Buy. This includes:

o The role of the individuals’ Need for Touch and Technology Anxiety on the
individuals’ attitude towards SET

o The effects of static vs. interactive SET

o The effect of hedonic vs. utilitarian type of product

o The influence by the individuals’ Power Distance and Social Influence on the
attitudes towards SET and product, as well as on the intention to buy

5. Lastly, the findings will be concluded upon and given some general recommendations

for future research on the topic.

In order to examine this topic, the research will be conducted using an experimental, 23,
between subjects, factorial design. The manipulated variables will be SET (static/interactive)
product (hedonic/utilitarian), and country (high Power Distance / low Power Distance). The
data in this research is analysed using correlation analysis, linear- and multiple regression,

mediation- and moderation analysis, and factorial analysis of variance in SPSS.
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1. THEORETICAL ASPECTS OF THE ACCOMMODATION OF
INVOLUNTAY ONLINE PURCHASES THROUGH SENSORY
ENABLING TECHNOLOGIES

1.1. Individual Influences on the Online Purchase Propensity

1.1.1. The Influence by Cultural Dimensions on the Individuals’ Purchase Decisions

As culture is at the core of this research, we need to have a common understanding of what it
entails. In this research, culture is defined as follows: “Culture is the collective programming
of the mind which distinguishes the members of one category of people from another.”
(Samovar et al., 2017, p. 51). This definition acknowledges the effect culture has on the
people within it. This is not to disregard the dichotomous relation in which culture shapes
behaviour, and behaviour shapes culture (Toynbee et al., 1964). However, as this research
focuses on the effect of culture, the working definition has been limited to this. Furthermore,
when developing this definition, Hofstede was focusing on national cultures. This aligns well
with the present research, as cultural notions in this project will also be related to national
culture, and not e.g., corporate culture or subcultures. The following sections will elaborate
on some of the cultural traits that could be relevant for this research.

First, is the notion of Power Distance, which describes the attitude towards inequality in a
society. Power Distance is very tangible, as the measures of it (form of government and
financial inequality in the population) are confined to the nation. If there is naturalisation and
acceptance of unequal power distributions in culture, this is an indication of a high(er) Power
Distance (Hofstede Insights, 2020). This naturalisation of inequality influences the purchase
experiences that consumers have, as it influences the relationship between the consumer (in
power) and the worker (subject to power/servant) (Choi et al., 2020). In this position of
power, consumers are more vocal about issues, have higher expectations and evaluate the
general quality of products lower, than individuals in low Power Distance cultures (Gao et
al., 2018; Mattila, 1999). Furthermore, cultures with high Power Distance have less tendency
to be impulsive and show more self-restraint in their hedonic purchases. This is possibly due
to their strict cultural tendencies and focus on order (Zhang et al., 2010). A study found that
individuals from high Power Distance cultures were more likely to purchase the less hedonic
alternative when asked to choose between juice (healthy) or cola (hedonic) (Zhang et al.,
2010). This aligns well with a study by Choi et al. (2020), which found that individuals from

4
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high Power Distance cultures place more value on subjective norms and have a higher
motivation to follow these norms. If hedonic purchases are outside of the cultural norm,
individuals from high Power Distance cultures would have even less inclination to choose
these. Several studies have also found that Power Distance influences the acceptance and use
of technology. As we will explore in later chapters, there is much research on the topic of
how people interact and use new technologies, and in this, there is found a large discrepancy
for individuals with different levels of Power Distance. It has been noted that high Power
Distance individuals are less likely to try new technologies, why this dimension might have a
large influence on our research (Matusitz & Musambira, 2013; Isaacs S, 2022; Sriwindono &
Yahya, 2012).

This ties in well with the notion of indulgence versus restraint cultures, which describes the
extent to which, individuals in the culture act on their desires and impulses (Hofstede, 2001).
The research found that overall subjective well-being, or happiness in more colloquial terms,
was correlated with certain scores on the cultural dimensions and that these, were also
interconnected. He found that countries with high individualism, low masculinity (femineity)
and high indulgence were all predictors of a nation, with high subjective well-being
(Hofstede et al., 2010, p. 280). However, according to Hofstede’s research, there can only be
found a clear correlation between indulgence and Power Distance (Hofstede et al., 2010). In
indulgent cultures, the countries have a larger tendency to spoil themselves and focus on
leisure and pleasure activities. The same is the case for their purchases, which are largely
based around hedonic pleasures, why there is also found a correlation between obesity and
indulgence (Hofstede et al., 2010). Whereas in restraint cultures, individuals will have less
tendency to make decisions based on pleasure or joy and are much more affected by the
perceived social norms. From these social norms, they understand which pleasures are self-

indulgent or not, to make decisions about their behaviour (Hofstede et al., 2010).

In high individualism cultures, however, individuals have much less regard for the subjective
norms of their society. This cultural dimension is related to the individual's sense of self,
whether they think of themselves as individuals, or as members of a group. In collectivistic
cultures, the subjective norms are much more important, as well as their motivation to follow
these (Hofstede Insights, 2020). Due to this, collectivistic cultures have less tendency to make
impulsive purchases, as they are often more uncertain, and have less input from the

individual's reference groups (Cakanlar & Nguyen, 2019). On the other hand, a study by Lee
5
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& Kacen (2008) found, that when collectivistic individuals do make impulsive purchases,
they have a much better post-purchase experience, and less post-purchase regret (Lee &
Kacen, 2008; Bushra*, 2015), which can be attributed to their Social Influence at the time of
purchase. This tendency to avoid uncertainties and pain, as opposed to prioritising pleasure, is
also quite typical for individuals from collectivistic cultures. In a study by Aaker & Lee
(2001), they found that collectivistic individuals were much more likely to respond to
marketing associated with the avoidance of something, e.g., uncertainty, than messages
associated with approaching something, e.g., pleasure. Contrary, for individualistic cultures,
the individuals were more likely to react to messages with a self-regulatory focus, which was

associated with gaining something and hedonic pleasure (Aaker & Lee, 2001).

Continuing this notion of avoidance behaviour, we find the cultural dimension of
uncertainty avoidance. This describes how much effort the individual is willing to endure,
to avoid uncertainty, or how uncomfortable the individual feels in uncertain and changing
situations. In European and Western societies, there have been found a clear positive
correlation between uncertainty avoidance and Power Distance (Hofstede, 2001). Individuals
from high uncertainty avoidance cultures have a high emotional need for rigid rules and strict
social norms, to ensure that all proceeds as planned (Hofstede, 2001). Due to this, they rely
on — and have a strong sense of responsibility towards the perceived social norms of their
culture. This makes them more influenced by Social Influence in general. Contrary,
individuals from low uncertainty avoidance cultures, are more likely to make more
independent and impulsive judgments, why they are influenced by other factors, than the

perceived social norms (Hofstede et al., 2010).

Through the research mentioned in this chapter, there has been presented evidence that
culture influences purchase behaviour. However, through years of globalisation, clear
distinctions and boundaries to national culture have been erased, and countries around the
world are increasingly sharing the same traits (Meng et al., 2008; Ogden et al., 2004). This is
not to invalidate the research on the influence of national culture, but rather to introduce
alternative influences. Several studies have pointed to the impact of materialism or
westernisation, as a global influence on consumer purchase behaviour (Bushra*, 2015; Saleh,
2012; Danish et al., 2012). These found that a globalised influence increased hedonic and
conspicuous consumption and even post-purchase regret. In 2015, Bushra found that

Pakistani consumers had an increased number of impulsive purchases, a tendency mainly

6
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found in individualistic and indulgent countries. However, Pakistan is at zero on the
indulgence scale, and very collectivistic (Country Comparison - Hofstede Insights, 2019),
why the impulsive purchases were deemed to stem from external factors. This is further
substantiated in the finding, that the consumers experienced post-purchase regret, which is
common for individuals in low indulgence - collectivistic cultures (Bushra*, 2015; Saleh,
2012; Lee & Kacen, 2008). From this, we understand that not all behaviour is caused by the
national culture but can also be caused by trans-cultural (global) phenomenon’s, such as

materialism.

1.1.2. The Need for Touching Products and Its Effect on Online Purchasing

Every day, we navigate, explore, and decide, using touch. According to Peck and Shu (2009)
our haptic sense, touch, helps us evaluate and navigate through daily life, especially in
purchasing situations. This preference to evaluate through touch is called Need for Touch
(Peck & Childers, 2006). In this research, we will work from the definition, that the Need for
Touch is “a preference for the extraction and utilisation of information obtained through the
haptic system” (Peck & Childers, 2003, p. 431). The Need for Touch [NFT] consists of two

dimensions; instrumental and autotelic.

The instrumental dimension of NFT describes pre-purchase touch, in planned purchases. It
is used to explore the practical aspects of the product, and functions to give the consumer
information about the product (Peck & Childers, 2003). Because of this salient purchase goal,
the touch is oriented towards solving a problem. Furthermore, this continued focus on the
product is found to correlate with increased quality consciousness, as there is more possibility

to evaluate and compare products, as they are planned purchases (San-Martin et al., 2017).

The autotelic NFT is related to hedonic purchases, and pleasure-seeking through the
shopping experience. Autotelic NFT is characterised by being impulsive, persuading, and is
most often correlated with a lack of a salient purchase goal (Peck & Childers, 2003).
Individuals with high autotelic NFT will often experience an urge to feel items they pass by
and are often persuaded by soft haptic stimulation (Peck & Childers, 2006; Peck & Wiggins,
2006)
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In a study by Danish et al., (2012), there was found to be a correlation between type and
levels of NFT, and age. They found that younger respondents have larger hedonic motives in
purchasing and less salient purchase goals, which leads to conspicuous consumption (Danish
et al.,, 2012). These traits are indicative of high autotelic NFT. Furthermore, younger
respondents also have a higher online purchase propensity, which coincides with low(er)
instrumental NFT (Gonzélez-Benito et al., 2015). Correspondingly, older respondents have
more propensity to shop in physical stores, and they report sensory input to be more
important in choosing products, which is indicative of high(er) levels of instrumental NFT
(Gonzalez-Benito et al., 2015). This is further substantiated by Schifferstein (2006), who
found a correlation between high(er) age and reporting more importance of NFT and other

sensory information.

There has also been found an effect of gender, on the individual's level of NFT. In a study by
Schifferstein (2006), it was found that individuals who identified as women, placed more
importance on sensory feedback and stimulation, than those who identified as male, why
women had a large(r) Need for Touch. However, both genders generally recognised haptic
and visual stimuli as the most important sensory stimuli (Schifferstein, 2006). Furthermore,
women were found to be more inclined to purchase unfamiliar products and brands, and have
more conspicuous consumption (Danish et al., 2012). Both of these inclinations are linked
with autotelic NFT, why these findings further substantiate the effect of gender.

The Need for Touch also varies within products. For some items, touching seems like an
integral part of the purchase process, especially if needing to evaluate quality or fit (San-
Martin et al., 2017). The need to evaluate the attributes of a product is often related to non-
standardised products or products which attributes vary (Gonzalez-Benito et al., 2015). For
example, the attributes of clothing, such as material, size and fit of a shirt vary across brands
and styles, why are important to evaluate before purchase. On the other hand, standardised
pre-packed food, such as eggs, touching the item will not provide further information about
the product, why touch is not necessary (Gonzalez-Benito et al., 2015). This is also illustrated
in the research the author was able to find. In most cases, the research was focused on
garments, like scarves or hoodies, and in these cases, they found a relation between NFT and
intention to buy (Silva et al., 2020; Overmars & Poels, 2015; Kim & Forsythe, 2009;
Workman & Caldwell, 2007). However, in one of the few studies found, where the used

product was not a garment, the researchers were not able to find the same, clear relations, as

8
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in the other studies (Vieira, 2013). However, since there have been so many studies on
garments and similar items, it is important to expand the field, so our research becomes less
homogeneous and more reflective of the real world. In a study by Pino et al. (2019), they
focused on electronics and found a clear effect by the individuals NFT.

In 2003, Citrin et al. found that individuals with high instrumental NFT were less likely to
purchase through non-touch media, however, in 2013 Vieira found no support for this notion.
This discrepancy is probably caused by the normalisation of online purchasing during those
10 years, where the internet became a much more common space for everyone. However,
there has been found a negative relation between the individual levels of instrumental NFT,
and their evaluation of the product quality in non-touch situations (San-Martin, et al., 2017).
The lack of opportunity to evaluate an item through touch, negatively impacts the individual's
perception of the quality, why these individuals tend to perceive any online item as worse
than those in physical stores However, brands can affect consumers' evaluations of products
and quality (San-Martin et al., 2017). When consumers go online to purchase products linked
with high(er) Need for Touching and evaluation, the brand of the item plays a large role.
According to San-Martin et al. (2017), the customer's evaluation of the brand, largely
influences their perception of the quality of the item, in an online context. And this notion
goes both ways: Brands are used for substituting the touching experience, while the
customers’ levels of NFT also have a positive impact on brand experiences (Duarte & e Silva,
2020). Having a strong brand can even mitigate negative experiences (Gao et al., 2018). In
2018, Gao et al. found that the positive impact of a strong brand influenced consumers to
have fewer negative opinions about bad experiences than was the case with non-branded

companies.

1.1.3. The Intertwinement between NFT and Culture in Relation to Online Purchasing

Individualistic cultures have a higher tendency to shop online, as it gives a broader range of
more pleasure, and higher product satisfaction, when purchasing in-store, with other people
(Lee & Kacen, 2008). From a study by San-Martin et al. (2017), we find a correlation
between shopping orientation (e.g., online, vs. in-store), and the type of NFT, why we can
assume, that individualistic cultures have high(er) levels of autotelic NFT, and collectivistic

cultures have high(er) instrumental NFT. However, when considering the possibility of
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saving money (minimising losses), individuals from collectivistic cultures are more inclined
to purchase online (Aaker & Lee, 2001). This indicates that the shopping orientation and the
type of NFT are influenced by other factors than individualism. This is further substantiated
by the notion of globalisation mentioned above (The Influence by Cultural Dimensions on the

Individuals’ Purchase Decisions), as it influences cultures across national boundaries.

Individuals from high Power Distance cultures are more influenced by instrumental NFT and
have a high(er) tendency to exercise self-restraint (Zhang et al., 2010). This corresponds well
with their low inclination to make impulse purchases, as these are based on hedonic and non-
salient purchase goals (Peck & Childers, 2003). Furthermore, the traits of high Power
Distance cultures, such as less impulsive purchases and uncertainty avoidance have been
found to correlate with a high(er) quality consciousness (Choi et al., 2020). This has been
theorised to be caused by the more well-considered purchase behaviour, and the less hedonic
and novelty-oriented purchases (Choi et al., 2020). As high Power Distance cultures show
higher tendencies to instrumental NFT, we understand that their purchase motivation is often
goal-oriented and that their sensory input is focused on collecting information about the item.
This aligns well, with the research that points to high Power Distance Individuals choosing

functional products, over hedonic ones (Zhang et al., 2010).

1.2. Technologies Used for Accommodating Sensory Input in Online Purchasing
A way to compensate for the lack of touch in online retail is through the use of Sensory
Enabling Technology [SET]. As the name indicates, these are tools that enable the customer
to experience the product through their senses. Examples of these tools are a 3D rotational
view, videos of the product, or virtual try-on (Kim & Forsythe, 2008). Individuals with high
NFT react well to SET’s, as the technologies can be used for both hedonic as well as
instrumental purposes (Y. J. Lee et al., 2017; Overmars & Poels, 2015). According to Kim &
Forsythe (2008), a large variety of pictures, from different angles and distances, cater well to
individuals with high instrumental NFT. This is further substantiated in a 2018 study, where
the availability of different/variating pictures was among the most important criteria when
purchasing online (Bucko et al., 2018). Other SETs are interactive and encourage the
customer's participation, this increases the hedonic joy of the purchase. However, individuals

with high instrumental NFT were found to be less inclined to use alternative forms of SETS,
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why they prefer a large variety of pictures, over the more interactive SETs (Kim & Forsythe,
2008; Overmars & Poels, 2015).

Relating this to online retail, we find several studies examining the importance of external
stimuli, such as the visual expression of the website. Since websites are, in their nature, non-
touch situations, the stimuli are more often visual or communicational. When shopping
online, the individual is focused on converting the stimuli, or the visual and social cues from
the website, into meaningful information. Studies categorised these cognitions into two
groups, decision-making (instrumental) and experimental (autotelic) (McKinney, 2004; Stell
& Paden, 2002; Peng & Kim, 2014), aligning with the definitions from the NFT framework
(1.1.2 The Need for Touching Products and Its Effect on Online Purchasing). As explored by
San-Martin, et al. (2017), high NFT negatively affects consumer evaluations in non-touch
situations, why the need for SET implementation arises. To allow for evaluations in online
retail, SETs create a stimulus, allowing the individual to evaluate the item, and thus, continue
their browsing on the site. The visual and social cues of the site can elicit ease of use,
trustworthiness, and entice more browsing (Kihn & Petzer, 2018). Peng & Kim (2014) found
that both internal stimuli and external stimuli have a positive effect on purchases. These
include stimulating visuals such as bright colours, visual aesthetics, or good information
architecture (Peng & Kim, 2014; Kuhn & Petzer, 2018). As pleasure derived from visual
aesthetics were found to correlate with high NFT, it is reasonable to assume that this, as well
as good information architecture, would have a positive impact on the NFT (Workman &
Caldwell, 2007). This aligns well with a distinction of stimuli as low task-relevant (e.g., the
background of the site, font type) or high task-relevant (e.g., pictures and description). The
purpose of the present research is not to identify how the consciousness of the stimuli affects
the purchase decision, though that would be an interesting topic, why these distinctions will
not be made regarding the stimuli in this research. However, the knowledge in this section,
explains that whether the individual perceives the stimuli consciously or not, it can still have

an impact on their purchase behaviour.

The reason why SETs can compensate for haptic stimuli is that we can perceive touch, even
when it is not happening. A study by Peck & Shu (2009) found that asking a consumer to
imagine touching or owning the item, increased the perceived ownership and valuation of the
item. And according to Serino, et.al. (2008), visual stimuli can have the same effect as

imagining, why watching hands touching objects can give the consumer the perception of
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touching the item themselves. This is further substantiated by Kim, et al. (2009), who found
that virtually trying an item on, created some of the same responses, as actually holding the
item, especially when the body resembled one’s own (Kim, et al., 2009; Serino, et.al., 2008).
However, if it is a model and not a virtual try-on, the body is all the consumer wants to see.
In a study by Yoo & Kim (2012), they found that including the model’s face on pictures, only
distracted the consumers from the actual item they were viewing, why they perceived fewer
details about the item. This counteracts the purpose of SETs and does not help to compensate
for the NFT.

SETs have in several studies been viewed in terms of visual stimuli (San-Martin, et al., 2017;
Scholz & Duffy, 2018; Overmars & Poels, 2015), which comes naturally, as visual
processing is the most used sense for the majority of people (Schifferstein, 2006). However,
in a study by Y. J. Lee et al. (2017), they examined the impact of SET’s, in the form of
synchronous and asynchronous communication on a website. Through this, they found that
synchronous communication, such as a direct chat on the site, had a significant effect in
meeting the consumer’s sensory needs. As described earlier, this leads to higher product
evaluations, more brand loyalty and perceived ownership (Y. J. Lee et al., 2017; Peck & Shu,
2009; San-Martin, et al., 2017). As communication has been found to be an effective
compensation for instrumental touch, perhaps other forms of communication could prove to
be effective as well (Y. J. Lee et al., 2017). Individuals with high instrumental NFT are
inclined to conduct pre-purchase research and are influenced by other’s reviews of products
staggering levels, and nearly 2/3 of shoppers report to have been influenced in a purchase, by
review videos (Product review video watch time statistics, n.d.). These videos are
informational about the attributes of the product, showcase it from different angles, and can
even elicit the feeling of touching the item yourself, which can help substitute actual touch
(Serino, et. al., 2008; Peck & Shu, 2009). Furthermore, the personalisation of the information
and reviews can be indicative of social norms. This notion of social norms, or influence from
others, have a large influence on individuals from high Power Distance cultures, why these

videos would also be aiding in their purchase decision (Choi et al., 2020).

Though communicative SETs have been found to be an effective technology to mitigate the
instrumental NFT in some individuals, this is not necessarily the case for all. According to

Bloch et al. (2003), one should take an individual's levels of Centrality of Visual Product
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Aesthetics into consideration in relation to sensory stimulation. In a study by Workman &
Caldwell (2007), they found a positive correlation between an individual's levels of NFT and
their levels of Centrality of Visual Product Aesthetics. As the visual aesthetics give cues to
other sensory feedback, it was explained that individuals who seek visual product
information, would also be more likely to seek haptic information (and the other way around)
(Workman & Caldwell, 2007; Cho & Workman, 2015). As described previously (1.1.2. The
Need for Touching Products and Its Effect on Online Purchasing), the individual’s level of
NFT is interdependent on several factors, such as culture and gender, why we can assume
that the levels of Centrality of Visual Product Aesthetics (interdependent on NFT) are also
interdependent on these factors. Thus, one should consider variables, such as NFT and
Centrality of Visual Product Aesthetics when deciding on the type(s) of SET’s applied, and
into which contexts. However, as the focus of present research is primarily on minimising the
negative connotations of online shopping for individuals with high NFT, and not on
increasing the pleasure, the measure of Centrality of Visual Product Aesthetics will not be

included to decide the types of SETs applied.

The application of SETs can have consequences beyond the immediate purchase experience.
When applying technologies that allow the consumer to gain more sensory information about
the product, the consumer experiences less anxiety and perceived risk of the purchase (In
Shim & Lee, 2011) Furthermore, a study conducted by Scholz and Duffy (2018) found that
“a close and intimate (rather than transactional) relationship [...] can emerge due to how the
branded Augmented Reality is incorporated into consumers’ intimate space and their sense of
self” (Scholz & Duffy, 2018, p. 11), when applying interactive SET’s, such as Augmented
Reality in online retail contexts. This study indicates that the application of SET’s can have
long term consequences in the brand and consumer relation, which was found to have a
positive effect on the quality perception and information credibility for individuals with high
NFT (San-Martin et al., 2017). The product presentation has also been found to have a direct
impact on the perception of the product quality (Ma et al., 2020; Yoo & Kim, 2012; Kihn &
Petzer, 2018; Baytar et al., 2020). And in this context, it is not only the type of SET, that
matters, but also the execution of it. In their study, Ma et al. (2020) found that a short product
video created a higher product quality perception than a longer one. The same was found to

be the case for outdoor videos, versus indoor video.
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1.3.  Review of Theoretical Models for Understanding and Predicting Consumer

Behaviour and Technology Acceptance

1.3.1. Theoretical Framework by The Stimulus-Organism-Response

In 2002, Jacoby presented a revised conceptual framework of the Stimulus-Organism-
Response model, which proposes that a given action in the external environment is a
stimulus that influences an organism in such a way, that a response takes place, implying
that the three elements are interconnected (Baytar et al., 2020; Jacoby, 2002). According to
the framework, our actions are built from seven sectors across the three elements, which are
all affected by, and affecting each other, making the model dynamic. This framework has
been widely used in the creation of other frameworks, further substantiating the notions of the
Stimulus-Organism-Response framework. The Stimulus-Organism-Response framework will
not be explored in further detail, as the model will not be used in this research. The reason for
including it, is because the relations in the Stimulus-Organism-Response, will serve as the
basic framework for this research, as we assume the same relations between the stimulus,
organism, and response. The following models in this chapter are all based on the same

paradigm and are therefore compatible for further, combined application in this research.

1.3.2. Understanding Consumer Behaviour through The Theory of Planned Behaviour

The Theory of Planned Behaviour has been considered to be one of the most influential
theories on the relationship between attitude and behaviour (Manstead & Parker, 1995).
According to the Theory of Planned Behaviour, behaviour is determined by behavioural
intent, which in turn is determined by attitude, subjective norms, and perceived behavioural
control. In theory, behaviour can be measured by the behavioural intent, as long as both are
measured with the same (specific and exact) measures, such as target, timeframe and action,
and that the behaviour follows the intention (almost) immediately, for the intention to stay the
same until acted upon (Manstead & Parker, 1995). These notions of behaviour and intention
and their internal relationships have been tested and tried and substantiated in many studies
over the years (Manstead & Parker, 1995). This is also the same relation that is at the core of
the rest of the models in this research. Due to this, the present research will work from these
notions of behaviour and intention and apply the same understanding of their relationship into

all of the applied models.
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Ajzen (1991) found that there is a linear relationship between the strength of intention, and
the probability of behavioural success if the individual has the physical power and ability to
perform the behaviour, as well as the resources (money, time, etc.) to do so. These factors
would constitute the actual behavioural control and can vary much from the individuals'
perceived behavioural control. The notion of perceived behavioural control is related to the
individual’s notion of how likely they are to succeed with the behaviour (Ajzen, 1991).
Another determinant of intention is the individual’s attitude towards the behaviour. These
attitudes are formed based on beliefs about the action, consisting of a cost/benefit
consideration (Manstead & Parker, 1995). In a recent study, the researchers used Theory of
Planned Behaviour as an extended model, with e.g., e-distrust and perceived benefits, as
variables affecting attitude, making this measure more exact (Arora & Sahney, 2018). As the
last variable, Theory of Planned Behaviour notes the presence of external stimuli or
subjective norms. These are a set of normative beliefs about (important) others’ opinions
about the behaviour in question, and a notion about what would be perceived as outside ‘the

norm’ for the individuals reference groups.

White Baker et al. (2007) measured the influence on gender, age, and level of education, on
the relationship between attitude, subjective norms, and perceived behavioural control, and
intention. Though different individuals have different responses to the variables, their study
found no impact of the included mediating variables (White Baker et al., 2007). Others have
suggested additional variables as well, namely, personal values and affective evaluations
(Manstead & Parker, 1995). Their studies found that these elements were not part of the
existing variable attitudes, why the addition of affective evaluations would widen the scope
for understanding social behaviour (Manstead & Parker, 1995).

These extended versions of the model are the symptom of a greater underlying issue; that the
model is not sufficient in its predicting power, on its own (Sniehotta et al., 2014). Besides
being criticised for being too static and descriptive, the model does also not account for
‘inclined abstainers’; individuals who have every intention to act but fail to do so. Looking
into e-commerce, this is a widely known issue, with an average of more than 70 % of
abandoned shopping carts (Khalid Saleh & Ayat Shukairy, 2011), we can understand how
this model is not well suited for research in this field. However, the relationships and research

done with this model, can give us insight and further substantiate the following models.
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Figure 1: Theory of Planned Behaviour Model
Source: Ajzen, 1991

1.3.3. Factors of Technology Acceptance by The Unified Theory of Acceptance and Use

of Technology
In 2003, Venkatesh et al., went through eight models of behaviour and technology

acceptance, tested and selected variables, and proposed a Unified Theory of Acceptance
and Use of Theory (Venkatesh et al., 2003). In the following, we will start at the end, with
the dependent variable, and work our way back to the independent, and see how the

moderators are influencing these.

Intention describes the sum of motivation an individual has to act (Ajzen, 1991). As
explained previously (1.1.2. The Need for Touching Products and Its Effect on Online
Purchasing), an individual's NFT is determined by cultural and individual traits, and is,
therefore, an indication of the individual’s purchase process, and whether it is based on
hedonic urges, or instrumental goals (Peck & Childers, 2003). Either way, we use our haptic
touch to explore, be persuaded and gain information about the product; softness and fit, or
weight and materials, and thus, we evaluate through our touch (Peck & Wiggins, 2006). This
haptic evaluation of the product, as well as the previous and current cognitions by the
individual are some of the influences on the attitude towards the behaviour, and in extension,
the intention to buy (1.3.1. Theoretical Framework by The Stimulus-Organism-Response;
1.3.2. Factors of Technology Acceptance by The Unified Theory of Acceptance and Use of
Technology). This denotes how willing a consumer is to buy a product, depending on the

price, time and place (Morwitz, 2012). Based on the Theory of Planned Behaviour
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framework, the intention should be an accurate measure of behaviour, as long as the
behaviour is in the (perceived) control of the individual, and that there is a minimal time

difference between the intention and behaviour (Ajzen, 1991).

Now, starting from the top, we look into Performance Expectancy, which is described as
the degree to which, the individual expects the technology to ease or aid their performance in
the behaviour (Venkatesh et al., 2003). Next is Effort Expectancy, describing the
individual’s perception of how difficult the technology is to use, and how much effort it will
take to perform the behaviour (Venkatesh et al., 2003). In Unified Theory of Acceptance and
Use of Technology, Performance Expectancy and Effort Expectancy are recognised as being
more prevalent in men. The moderating effect of gender is based on the social constructs and
gender reinforcements made between the genders, and therefore nothing inherently
biological. This is substantiated in the discrepancies between studies. The paper by
Venkatesh et al. (2003), and research by Minton and Schneider (1980) pointed to men being
far more goal- and task-oriented, than women, why the variables would be more influential.
However, in 2017, Boyd found the opposite to be true, that women have much more salient
task- and goal orientation. This indicates that these gender differences vary over time and are
not static. Due to this, the moderating role of gender, as proposed by Venkatesh et al. (2003),

will not be included in this research framework.

The last variable to influence behavioural intent is Social Influence, which describes the
individual's perception of what others believe they should do. This is often influenced heavily
by the culture of the individual. As Choi et al. (2020) found, individuals from high Power
Distance cultures, place a high(er) degree of importance on perceived social norms. The
impact of Social Influence is further weighed by the individual’s motivation to follow these
(Ajzen, 1991). Venkatesh et al. (2003) note that an increased age makes the individual more
sensitive to conform to other expectations, while others point to gender and age not
influencing Social Influence in any significant way (White Baker et al., 2007). Furthermore,
the effect of Social Influence lowers, as the experience increases, even across age and gender
(Venkatesh et al., 2003). However, in a study by Huang et al. (2014), it was discovered that
the effect of Social Influence generally lasts no longer than three days, and thus, is not
effective for long. Due to this, gender and age are not included as variables for Social

Influence, to avoid further speculation of the results.
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Figure 2: Unified Theory of Acceptance and Use of Technology
Source: Venkatesh et al., 2003

1.3.4. Exploring The Sensory Enabling Technology Acceptance Model for Online

Purchasing
This last model included, is called the Sensory Enabling Technology Acceptance Model

[SE-TAM], and is based on, as the name suggests, the Technology Acceptance Model (Kim
& Forsythe, 2008). As mentioned above (1.3.3. Factors of Technology Acceptance by The
Unified Theory of Acceptance and Use of Technology), the Unified Theory of Acceptance
and Use of Technology model was based on the Technology Acceptance Model, why there
are several overlaps between these models, which will be noted in the following. The SE-
TAM explores the variables that influence an individual’s opinion on, and acceptance of,
sensory enabling technology. As SET’s will be applied and measured in this research, it is
important to explore which factors influence the respondent’s attitude and evaluation of the
SET, to understand whether it is the cultural or individual differences that account for the
acceptance of sensory enabling technologies. Several studies point to, that unless forced,
individuals are more likely to emit a behaviour, that they find to be useful, achievable, and
entertaining (Ajzen, 1991; Bloch et al., 2003; Bucko et al., 2018; Peck & Childers, 2006;
Venkatesh et al., 2003). However, in the following, we examine how these factors are

influenced by Power Distance and NFT.

Beginning at the top-left corner, we find the independent variables Perceived Usefulness of
SET [PU] and Perceived Ease-of-Use of SET [PEOU], these cover the same as the

Performance Expectancy and Effort Expectancy variables above (1.1.3. Factors of
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Technology Acceptance by The Unified Theory of Acceptance and Use of Technology), why
they will not be elaborated on further. Though it is worth noticing that the SE-TAM
differentiate between the types of NFT, the variables satisfy, and that the PU and PEOU are
catering to the instrumental NFT. This is substantiated in studies, where it was found that PU
and PEOU were influenced by a utilitarian orientation (Wang, 2016; Pino et al., 2019). PU
also has the largest effect on loyalty from the consumer, why a lack of PU will be critical to
the brand-consumer relationship (Y. J. Lee et al., 2017). Due to the positive relation between
PU, PEOU and instrumental NFT, and brand loyalty, we can expect that these will also

correlate positively with high Power Distance cultures.

Perceived Entertainment Value of SET [PE] is directed towards the autotelic NFT and the
hedonic pleasure of using the SET. According to Kim & Forsythe (2008), the PE result in an
increased likelihood of Actual Use of SET, as the enjoyment of the shopping situation is a
motivating factor for purchasing (Bloch et al., 2003; Aaker & Lee, 2001; Peck & Childers,
2006). However, due to the self-restraining nature of individuals from high Power Distance
cultures, the hedonic motivations of using SETs are expected to serve as a deterrent for use
(Zhang et al., 2010). This is further substantiated in the correlation between high Power
Distance and instrumental NFT, which has a clear goal-orientation, why these individuals are

more focused on performance, than pleasure.

Lastly, the moderating effects of Technology Anxiety and Innovativeness describe the
character traits of the consumer, and thus, their perception of SETs. According to Kim &
Forsythe (2008), technological anxiety and innovativeness differ depending on the type of
technology. Innovative respondents had a higher likelihood of trying newer technologies,
while the quite opposite was true, for those with Technology Anxiety. However, for more
common technologies, there was no difference between the two groups (Kim & Forsythe,
2008). This indicates a correlation with the instrumental NFT, as individuals with high
instrumental NFT were found to be less likely to try alternative types of SETs (Kim &
Forsythe, 2008). According to Meuter et al., (2003), the trait of Innovativeness is a less
important factor, than Technology Anxiety, when looking at use behaviour. Furthermore, as
individuals with high innovativeness would be just as likely to use more common
technologies, it is not expected to have an influence on our measurement of Technology

Anxiety or provide any additional information in this context.
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Figure 3: SE-TAM
Source: Kim & Forsythe, 2008

To summarise, this theoretical analysis began by exploring the individual differences in
online purchase propensity. First, going through how the culture of the individual influences
their purchase habits and choices. Through this, we found that Power Distance is a strong
indicator of the consumers' purchase behaviour. Second, we explored why haptic stimulation
is important for consumers, through a term is called the Need for Touch. As NFT is a
cognitive phenomenon, it varies across cultures and depends on an individual's
characteristics, e.g., age or goal orientation. The need for product touch is also influenced by
the type of product. Standardised and/or prepacked products offer no further sensory
information in touch, opposed to variating products, which can differ in their attributes, and
thus are important to evaluate. With the continued rise of online retail, consumers are more
exposed to non-touch situations, and therefore have to evaluate the products through the use
of Sensory Enabling Technologies. These account for tools such as 360°-rotation or virtual
try-on. However, for individuals with high NFT, there are several negative implications of
online retail, as well as the usage of some of these SETSs.

For understanding the behaviour of these individuals, the present research looked to several
models. Starting at the very basis of behaviour, we find the Stimulus-Organism-Response
model, which explains the interaction between external stimuli, the individual, and behaviour.
From this model, we continue to the Theory of Planned Behaviour which assumes a link

between behavioural intent, and behaviour. Building on this understanding of behaviour, we
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now look at behaviour with, and acceptance of technologies. One of the two models
introduced was the Unified Theory of Acceptance and Use of Technology. The Unified
Theory of Acceptance and Use of Technology model included several well-known variables,
as well as several new variables. Lastly, we look at the more specific Sensory Enabling
Technology Acceptance Model, which focuses on the application of SET’s, rather than
technology in general. The SE-TAM includes both variables from Theory of Planned
Behaviour, as well as variables from Unified Theory of Acceptance and Use of Technology.
This review of the models and theories used in the present research should account for their
compatibility and how they can be intertwined within the methodical framework and

research.
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2. METHODOLOGY FOR EXPLORING THE USE OF SENSORY
ENABLING TECHNOLOGIES DEPENDING ON INDIVIDUAL
AND CULTURAL TRAITS

2.1.  The Purpose of The Research and Proposed Research Model
Throughout the literature analysis in the first part of this paper, we explored Sensory
Enabling Technology, and the impact these can have on consumers intention to buy a
product. We also analysed other characteristics and influences, on the consumers’ willingness
to use and to enjoy these SETs, when shopping online. Though each variable has been
researched on its own, there are not many studies looking into the internal relations of these
factors, and how they influence the individual’s intention to buy. Furthermore, the rapid
development in the technological field and the accessibility to new technologies can have had
a large influence on the individual’s level of comfort with SET’s. Due to this, it is important
to re-examine the results from previous studies, to see how this technological development,

have changed individuals’ technology acceptance.

The variables identified in the literature analysis, which will be used for this research is Need
for Touch (Peck & Childers, 2003), Technology Anxiety (Meuter et al., 2003), Power
Distance (Hofstede, 2001), Social Influence (Venkatesh et al., 2003), as well as the types of
SET’s and products (Kim & Forsythe, 2008; Gonzalez-Benito et al., 2015). By applying the
relations proposed by the SE-TAM (1.3.4. Exploring The Sensory Enabling Technology
Acceptance Model for Online Purchasing), we can understand the roles of Perceived- Ease-
of-Use, Enjoyment and Usefulness in relation to attitude. By combining this framework with
the proposed relations from other research, as the Theory of Planned Behaviour, we are able
to propose the following model for this research. The purpose of the research model is to
support the aim of this research; to examine the impact of 360°-rotation and virtual try-on, &
hedonic- and utilitarian products on the purchase intention, depending on chosen personal

and cultural characteristics of the individual, such as NFT and Power Distance.

The proposed research model is strongly influenced by the SE-TAM model, including several
of the same variables and relations. However, to suit this research, several other variables
have been included. The model proposes that individual characteristics influence our

perception of and attitude towards the technology and that this, in turn, affects our product
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perception and intention to buy the product. The model consists of five independent
variables, which include three attribute variables, and two active variables. The two activities
are the Type of SET and the Type of Product, which will be manipulated. Furthermore, there
are six mediating variables, as well as the dependent variable Intention to Buy. Their internal

relations, as well as the hypotheses, will be elaborated on in the following.

Figure 4: Research Model
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2.2.  Hypotheses to be Explored in This Research
Studies have found Technological Anxiety to be the most influential predictor of use
behaviour, as they found that a higher level of TA, correlated with lower levels of use
behaviour and lower satisfaction with the technology (Meuter et al., 2003; Venkatesh et al.,
2003; Kim & Forsythe, 2009; Magsamen-Conrad et al., 2015). Technological Anxiety is
inherently related to the individual’s perceived lack of behavioural control, why the ability to
perform the behaviour is the primary focus of an individual with high Technology Anxiety
(Meuter et al., 2003). Furthermore, Kim & Forsythe (2008) found that there was a clear
negative impact of TA, on the use behaviour of Virtual Try-on, using Augmented Reality
technology. However, since then, Augmented Reality has become an everyday technology for
entertainment and communication, with the introduction of face filters on social media

(McDermott, 2019). Due to this, the author does not anticipate that Technology Anxiety will
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have a direct impact on the Attitude towards the SET, as otherwise hypothesised by Kim &
Forsythe (2008).

H1: Technological Anxiety will negatively influence Perceived Ease-of-Use

H2: Technological Anxiety will negatively influence Perceived Enjoyment

H3: Technological Anxiety will negatively influence Perceived Usefulness

As described earlier (1.1.2. The Need for Touching Products and Its Effect on Online
Purchasing), the individual preference for haptic information when purchasing goods consist
of two different motivations: hedonic and utilitarian. Common to both motivations are, that
the touch helps the individual explore the attributes of the product and experience a sense of
ownership (Peck & Childers, 2006). Several authors found a relationship between product
type and type and level of NFT (Silva et al., 2020; Overmars & Poels, 2015; Kim & Forsythe,
2009; Workman & Caldwell, 2007). However, the scale by Peck & Childers (2003) used in
this research, pertains to the individuals’ levels of NFT independent of a specific product,
why there is no link between NFT and product type, in this research model. Furthermore, the
products used in this research has specifically been selected to not create a bias, in relation to
the NFT (2.3. Methods and Instruments for Data Collection).

According to previous research, individuals who are focused on completing a task or
achieving a goal, will focus on the effectiveness of the technology and thus be influenced by
the performance (Perceived Usefulness and Ease-of-Use) (Huang & Liao, 2014). Lee et al.
(2017) found a positive relationship between high autotelic NFT and Perceived Enjoyment.
This is further substantiated by the notion that individuals with hedonic motivations are
seeking enjoyment in the purchase situation, and thus would be positively affected by the PE
(Peck & Childers, 2003). Generally, we assume that individuals who need Sensory Enabling
Technologies (high NFT), will have more positive reactions to them, than those who have
less of a need (low NFT). Based on this we hypothesise the following:

H4: Need for Touch will positively influence Perceived Ease-of-use

H5: Need for Touch will positively influence Perceived Usefulness

H6: Need for Touch will positively influence Perceived Enjoyment

In the SE-TAM proposed by Kim & Forsythe (2008), they state that attitude is comprised of
Perceived Ease-of-Use, -Enjoyment and -Usefulness. Based on the framework, we can

assume the same relations. The Type of SET has been used as an independent variable in
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several similar research (Verhagen et al., 2014; Silva et al., 2020), which further substantiates
its independent role, in this research.

H7: Perceived Ease-of-use influences the Attitude towards the SET

H8: Type of SET will moderate the relation between Perceived Ease-of-use and the Attitude
towards the SET

H9: Perceived Enjoyment influences the Attitude towards the SET

H10: Type of SET will moderate the relation between Perceived Enjoyment and the Attitude
towards the SET

H11: Perceived Usefulness influences the Attitude towards the SET

H12: Type of SET will moderate the relation between Perceived Usefulness and the Attitude
towards the SET

Social Influence describes the context or the social support of the individual. If an individual
has a perception that their surroundings support their actions, they will be more likely to emit
the action. However, this is highly influenced by their willingness to follow the perceived
social norms, which is in turn influenced by their Power Distance (Venkatesh et al., 2003).
Social Influence has a greater influence on individuals from high Power Distance cultures
(Choi et al., 2020). High Power Distance individuals are used to more explicit and strict rules,
why they are more inclined to follow the rules of their society and social groups. Due to this,
we expect that the impact of Social Influence will be greater for individuals in high Power
Distance cultures.

H13: Power Distance will have a positive impact on Social Influence

H14: Social Influence will have a positive impact on Attitude Towards the SET

Several studies discovered a link between the online product presentation, and the customer’s
attitude towards the product (Ma et al., 2020; Yoo & Kim, 2012; Kihn & Petzer, 2018;
Baytar et al., 2020), with an overall notion that a high-quality product display allowed for the
perception of high product quality. However, the majority of these studies are based around
clothing, why the findings are not very diverse. Furthermore, we also find a difference in how
well the products are presented by different technologies, why some products would be more
beneficial to display with certain SETs than others. Based on this, we hypothesise the
following:

H15: The Attitude Towards the SET influences the Attitude Towards the Product

H16: The Attitude Towards the Product is influenced by the Type of Product
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According to a paper by Zhang et al. (2010), there is a clear relationship between the
individuals perceived Power Distance and their attitude towards different products. They
found that high Power Distance individuals had a more positive attitude to, and a larger
intention to buy, products that they understood as functional, and the opposite, for hedonic
products (Zhang et al., 2010). However, studies also found a negative correlation between
Power Distance and technology acceptance and use (Matusitz & Musambira, 2013; Isaacs S,
2022; Sriwindono & Yahya, 2012). By including Power Distance in this model, we will be
able to examine whether there is an actual relation between Power Distance and the
respondents’ attitudes and intentions, or if the Power Distance is not an influencing factor.
H17: The individual’s Power Distance influences the Attitude Towards SET

H18: The individual’s Power Distance influences the Attitude Towards the Product

H19: The individual’s Power Distance influences the Intention to Buy

In their studies concerning the attitude towards SETS, several papers found this positive
attitude to have a positive influence on the intention to buy the product displayed (Ma et al.,
2020; Yoo & Kim, 2012; Kuhn & Petzer, 2018; Baytar et al., 2020). Additionally, Jaafar
(2013) found the consumer’s attitude towards the product to be among the largest influences
on intention to buy.

H20: Attitude towards the Product has a direct, positive, impact on the Intention to Buy

H21: Attitude Towards the Product will mediate the impact of Attitude Towards the SET, on
the Intention to Buy

According to Al-Maghrabi & Dennis (2011), Social Influence can have a large impact on a
shopping decision. In non-touch situations, an individual can use others’ recommendations or
approval as a deciding factor, and thus not need other forms of evaluation, such as haptic
touch (Al-Maghrabi & Dennis, 2011). From the work of Venkatesh et al. (2003), we find
Social Influence to be a strong and direct influence on Intention to Buy.

H22: Social Influence will have a positive impact on Attitude Towards the Product.

H23: Social Influence has a direct impact on the Intention to Buy
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2.3.  Methods and Instruments for Data Collection

To be able to identify and isolate what influences the intention to buy, this research will
examine the micro-level of the topic, meaning on an individual level, rather than from a
macro perspective. A large amount of research already done on this topic was made through
quantitative research (Table 3 Research Sampling Size Comparison). Quantitative research
has the advantage, that it (most often) includes a larger sample size than qualitative research,
why it enables us to have a more precise understanding of the surveyed group (Saunders et
al., 2016). It furthermore allows for finding statistical relations, and correlations between
different factors. With an origin from the natural sciences and the ability to analyse very large
data sets, quantitative research is thought to have a greater accuracy (Saunders et al., 2016).
Due to these reasons, the quantitative method will be applied to test the aforementioned
hypotheses.

The main research instrument is a questionnaire. Not only has this instrument been widely
applied in similar research, but by using a questionnaire, we can reach more respondents with
fewer resources (Saunders et al., 2016). Furthermore, in the nature of the topic, online
shopping and sensory enabling technologies, the questionnaire is distributed online to the

respondents, as this will allow them to experience the technologies.

As we are interested in exploring how different variables influence each other, and how they
influence the dependent variable, Intention to Buy, it makes sense to apply the method of a
statistical experiment. According to Malhotra (2010), statistical experiments allow for the
control and analysis of several independent variables at once. This research will apply a
factorial experiment design, due to the number of manipulated variables. These will be

explained in the following.

According to the research model, there are several factors and relations to investigate. This
creates the need for applying a factorial design, to create experimental conditions for each of
the possible combinations (Malhotra, 2010). In this research, the factorial design will consist
of three factors, with two levels each, thus creating a 2° factorial design. In the table below
(Table 2 Factorial Design) the different conditions of the factorial design are shown. Each
questionnaire will have two conditions, these can be found in Appendix 1 & 2.
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Table 2 Factorial Design
Experiment Condition

Number Country Type of SET Type of Product
1 Country A SET A Product A
2 Country A SETB Product B
3 Country A SET B Product A
4 Country A SET A Product B
5 Country B SET A Product A
6 Country B SETB Product B
7 Country B SETB Product A
8 Country B SETA Product B

Source: Created by Author

As this research cannot possibly encompass everything in this field, the author must set some
meaningful limitations. Currently, there are three main limitations, which create the scope of

the research: Products, SETs and market.

Product

In order to make the research somewhat general and not too specific for a small group of
people, the product should be one that people of different demographics (age, sex, etc.) can
use. Furthermore, it should differ in the importance of evaluating through touch. As
mentioned in the literature analysis (1.1.2. The Need for Touching Products and Its Effect on
Online Purchasing), the Need for Touch differs depending on the product, as some products
do not offer important sensory information, while touch is imperative for other products. Due
to this, two different products with different attributes, have been selected: A desk, and a pair
of sunglasses. Both items are unisex and can be used by all ages, why they do not create
demographic issues. Furthermore, a desk can be largely evaluated from a picture, while the

sunglasses would be expected to be tried on, for a full evaluation.

Another important consideration regarding the products is that they should differ in
motivation, meaning that one product is primarily utilitarian, while the other product is more
hedonic, as this might create a difference in their evaluation, based on the respondent’s Power
Distance and NFT (1.1.1. The Influence by Cultural Dimensions on the Individuals’ Purchase

Decisions; 1.1.2. The Need for Touching Products and Its Effect on Online Purchasing).
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Sensory Enabling Technologies

The sensory enabling technologies used in this research, have been chosen due to several
characteristics. First, they should be able to work well with both products, in order to
showcase the different products with the technologies. Second, they should work well on
smartphones, since this device accounts for more than 55 % of all online purchases
(Sabanoglu, 2021). Third, it was important that the SETs catered to the same senses (touch
and visual) but had different attributes and different applications, why one is static in nature,
and the other is interactive. Due to these considerations, it was decided to use 360-degree

rotation and Augmented Reality / Virtual try-on.

Markets

As elaborated in 1.1.1 The Influence by Cultural Dimensions on the Individuals’ Purchase
Decisions, the culture of an individual can have a large influence on their shopping
behaviour. Several studies linked high Power Distance with high Instrumental NFT, high
degree of Social Influence, and low hedonic/enjoyment motives (Choi et al., 2020; Zhang et
al., 2010). These are all variables in the research model, why it was decided to use Power
Distance as a cultural indicator, and a way to identify two different markets. These two
markets were decided to be Denmark and Belarus, due to their different levels of Power
Distance (18 and 95, respectively (Country Comparison - Hofstede Insights, 2021)), and due
to the accessibility of respondents in each country. Furthermore, since both countries are very
homogeneous, with 90% of Danish descent in Denmark, and 84% of Belarusian descent in
Belarus, we expect the results to be indicative of the rest of the population (Denmark
Population 2020, n.d.; Belarus Population 2021, 2021).

2.4.  Selection of Respondents and Sample Size for Experimental Research
The respondents of the current research are chosen based on a few demographic criteria: 1)
respondents must be a minimum of 18 years old, and 2) they must live in either Denmark or
Belarus. There has not been chosen any necessary characteristics or level of experience to
participate, since all levels of experience with e-commerce and the technologies can be

useful.

29



Kamilla Railaite Paulsen Master Thesis 2022

For this research, nonprobability sampling is used. This method has been chosen, as there is
no real need for the probability calculations that probability sampling offers, thus, non-
probability sampling suffices for this research. Furthermore, the respondents will be chosen
by convenience sampling. By using this sampling technique, we are not able to conclude
anything about the population as a general, but this will give us an insight into whether the

hypotheses have any validity (Malhotra, 2010).

To determine the necessary sampling size, the comparative research method was used. This
method uses the sampling size from similar research and uses this as an average for current
research (Malhotra, 2010). Due to this, a number of similar, nonprobability, research has been

identified and described in the table below.

Table 3 Research Sampling Size Comparison

Author Method of Data Collection Year Sampling size
Kim & Forsythe Online Survey 2008 354
Huang & Liao Online Survey 2014 220
Gonzélez-Benito, etal.  Online Survey & In-Person Survey 2015 270
Manzano, et al. In-Person Survey 2016 256
Arora & Sahney Online Survey 2018 282
McKinney Online Survey 2004 370
Cho & Workman Online Survey 2015 276
Prashar, Vijay & Parsad = Online Survey 2017 318
Duarte & Silva Online Survey 2020 295
Total 293

Source: Created by Author

According to the table, the average sample size of the previous research is 293 respondents.
In the current research, we round up to 300 respondents in total. This accounts for 150

respondents pr. questionnaire.

2.5.  The Structure of The Questionnaire and Scales
The questionnaire was created to explore the variables from the research model. 10 scales
were selected, along with some demographic questions, totalling 86 questions. During the

creation of the questionnaire, the author minded the order of the questions and that everything
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was clearly stated. The questions were all closed-ended and made use of two types of scales:
the 7-point Likert scale and nominal scales. The Likert scale was used to measure the
respondents’ attitude to the items, where 1 = Strongly disagree and 7 = Strongly agree. The
nominal, ordinal and ratio scales were used for measuring the demographics of the
respondents since these differ depending on the question. The full version of the
questionnaires, including the videos, can be found in Appendix 2 & 3. The following will be

an overview of the questionnaires.

Section 1&2: The purpose of sections 1 and 2 is to measure the respondent’s Intention to
Buy after using a SET. These two sections are almost identical, though they differ in their
combination of SET and Product (Table 2 Factorial Design). These sections consist of a
video showing the application of the SET with the given product, as well as the following
scales: Perceived Ease-of-use, Perceived Enjoyment, Perceived Usefulness, Attitude towards
SET (Kim & Forsythe, 2008), Attitude towards the Product (Ma, et al., 2020), and Intention
to Buy (Taylor & Todd, 1995; Martins et al., 2019).

The PEOU and PU scales have both been used in several studies, showing their compatibility,
and confirming their validity (Agarwal & Prasad, 1998; Moon & Kim, 2001; Davis, 1989; Oh
& Yoon, 2014; Green, 2004). Alternatively, Venkatesh et al., (2003) applied different scales
for PEOU and PU, however, these were more focused on applying the technologies into a
work setting and are therefore not applicable in this research. Scales with negative items (e.g.,
by Taylor & Todd (1995) have purposefully been avoided, as Davis (1989) pointed out, that
these were only found to decrease the reliability of the scales. The Perceived Enjoyment scale
was also in the original SE-TAM framework by Kim & Forsythe (2008) and thus are shown
to be a good match for the overall framework and the related scales. An alternative scale has
been developed based on flow theory (Moon & Kim, 2001), as there have been found a
relation between the immersion of the experience (the flow) and the overall attitude, and
intention to buy (Kuhn & Petzer, 2018; Baytar et al., 2020). However, since immersion and
flow are not part of this research, the author chose not to include scales based on this

paradigm.

An often-used scale for measuring the Attitude towards the SET, is the semantic differential
scale, using statements and rating them on a scale from good to bad, or pleasant to unpleasant
(Fishbein & Icek Ajzen, 2015; Davis, 1989; Taylor & Todd, 1995; Dwivedi et al., 2017; Reid
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et al., 2018). However, this research is focused on more than the cognitions of the individual,
why this type of scale was not included. Other authors included elements from the Diffusion
of Innovation realm, but these scales were, again, mainly focused on the cognitive elements
(Shih & Fang, 2004). Following these considerations, two scales by Peng & Kim (2014) and
Kim & Forsythe (2008) was chosen, since these, combined include elements of emotion,
behaviour, and cognition. As for the Attitude towards the Product, Ma et al. (2020) found that
online product presentation influenced the perceived quality of the product, why this was an
important item for the Attitude Towards the Product scale to include.

When choosing the scale for Intention to Buy, it was imperative to find one that included
items for cognition, behaviour and emotion related to Intention to Buy. Thus, scales like the
one by Grewal et al. (1998) was avoided since this (and similar ones) only included items on
behaviour. With this in mind, two scales by Taylor & Todd (1995) and Martins et al. (2019)
were combined, since they cover cognition, emotion and behaviour, and also both the product
and the SET. Thus, we are able to understand how the Intention to Buy is formed, and which

elements were key.

Section 3: This section seeks to understand the individual characteristics of the respondent.
Thus, this section includes the following scales: Technological Anxiety (Kim & Forsythe,
2008), Power Distance (Yoo, et al., 2011), Need for Touch (Peck & Childers, 2003), and
Social Influence (Wei, et al., 2009).

The measure of Technological Anxiety has also been used in the original SE-TAM
framework and would work well with the other scales. Furthermore, the items are editions of
the scale by Meuter et al. (2003), which have also been widely applied in similar research
(Tueanrat et al., 2021; Galdolage, 2021; Feys et al., 2021; Uddin et al., 2021).

Due to the large acknowledgement of Hofstede’s cultural framework, many authors have
created scales for measuring the different dimensions. In their work, Yoo, et al. (2011) went
through the previous scales of Hofstede’s five dimensions and found the weaknesses and
issues with these. This knowledge was then applied to make a comprehensive and valid scale
for each of the dimensions. With this knowledge in mind and the Cronbach’s Alpha score of
the Power Distance scale, the author feels confident that it will be sufficient for current

research.
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When looking into Need for Touch, the first names to appear are always Peck & Childers,
and this author has not seen a paper on the topic, that did not reference them. With countless
citations of their Need for Touch scale and the massive number of times the scale has been
successfully implemented, the 12-item Need for Touch scale by Peck & Childers (2003) is
the obvious choice (Tueanrat et al., 2021; Petit et al., 2021; De Canio & Fuentes-Blasco,
2021). Furthermore, the scale is designed to measure not only the level of NFT in the

individual but also the distinct levels of autotelic and instrumental NFT.

According to Walker (2015), Social Influence can be divided into three categories,
conformity, where you act according to your idea of other’s wishes, power, where you can
coerce actions, and authority, a legitimate power, where orders are followed (different from
coercing). Seeing as the action to purchase something online, is a personal choice, and not
something ordered by other’s, the Social Influence scale will only include items concerning
the conformity parts of Social Influence. Based on this, we can deselect other scales, which

include the different notions of Social Influence.

Section 4: This section includes questions about the respondent’s demography and does
therefore only include questions concerning age, sex and income. Though none of these
factors has been included in the research model, it is interesting too, 1) know the
demographics of the respondents, and 2) check if there is any pattern in responses, depending

on the demographics.

To ensure the validity of the questionnaire, the items used had previously been measured to
have high reliability, according to the Cronbach’s Alpha Score, in previous studies. In the
table below (Table 4 Overview of Scales Used) all constructs are summarised, including the
Cronbach Alpha score for each scale. You can find all the original scales and their items, in

Appendix 1.
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Table 4 Overview of Scales Used
Measurement Author Year Number  Scale Cronbach
of items Alpha
Perceived Ease-of- Kim & Forsythe 2008 4 7-point  Likert .884
use scale
Perceived Usefulness Kim & Forsythe 2008 3 7-point  Likert .908
scale
Perceived Kim & Forsythe 2008 4 7-point  Likert .911
Enjoyment scale
Attitude towards Peng & Kim; Kim 2014 6 7-point  Likert .884
SET & Forsythe 2008 scale
Attitude towards Ma, et al. 2020 4 7-point  Likert .924
Product scale
Intention to Buy Taylor & Todd; 1995, 5 7-point  Likert .932
Martins et al. 2019 scale
Need for Touch Peck & Childers 2003 12 7-point  Likert Auto., .93
scale Ins., .90
Social Influence Wei, et al. 2009 4 7-point  Likert .79
scale
Technological Meuter, et al. 2003 9 7-point  Likert .90
Anxiety scale
Power Distance Yoo, et al. 2011 5 7-point  Likert .84
scale

Source: Created by Author
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3. INITIAL ANALYSES OF THE RESPONDENTS AND SCALES
USED

3.1. The Demographic Characteristics of the Respondents
Respondents. The two surveys had 62 respondents in total, with 30 in Questionnaire 1, and
32 in Questionnaire 2. But with each respondent being exposed to two different situations,

we have a total of 124 responses for the conditions in the questionnaires.

This number is quite a lot lower than the number of respondents, suggested earlier, in 2.4.
Selection of Respondents and Sample Size for Experimental Research. This is probably
caused by three issues. First is the language barrier, as the questionnaires were distributed in
English, and would therefore only be answered by people who know English, which is not a
major part of the populations in the selected countries. Second, is the length of the
questionnaire. As each respondent was exposed to two situations, they must answer quite a
few questions, which can also deter respondents. Third, is the oversaturation of
questionnaires right now, as most Master-students are sending their questionnaires at the

same time, which creates a lot more competition for responses.

The following is a description of the respondents that did answer the questionnaire.

Gender. Across the two questionnaires, there was a fairly equal distribution of genders, with
46% men and 54% women in total. However, there was a clear difference between the
genders, in each questionnaire, with Questionnaire 1 having an overweight of women (65%)
and only 44% women in Questionnaire 2. See Table 5 for elaboration of the distribution. The
Chi-Square test shows a difference between Men in Questionnaire 1 and 2, and Women in
Questionnaire 1 and 2 (X?(1)=5,806, p=0,016) (Table 5 Distribution of Gender, Country,

Age, and Income between Questionnaire 1 and 2; Appendix 4.1: Gender).

Country. The total number of respondents show an equal distribution between the two
categories, Belarus (49%), and Denmark (51%). The Chi-square test (X?(1)=0,032, p=0,859)
shows that there is no significant difference in the distribution of countries, in the two
questionnaires (Table 5 Distribution of Gender, Country, Age, and Income between
Questionnaire 1 and 2; Appendix 4.2: Country). See Table 5 for the percentages.
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Age. In the questionnaire, the respondents gave their age in numbers, which have later been
sorted into five categories, <=20, 21-30, 31-40, 41-50, and >=51. Not surprisingly, the largest
category is Age 21-30 (50%), as these are the main people in the channels used to distribute
the survey. After that, the second highest category is 42-50 (23%), followed by 31-40 (16%)
and >=51 (11%). The smallest age category is also the youngest, with only 1,6% of the
respondents being >=20. See Table 5 for more elaborate data. Using Cross tabulations, we are
able to see if there is any significant difference between the age in the two questionnaires.
According to this, there is no significant difference in any of the categories, between the two
questionnaires (Table 5 Distribution of Gender, Country, Age, and Income between

Questionnaire 1 and 2; Appendix 4.3: Age).

Income. In the questionnaire, respondents were asked to indicate their approximate monthly
salary, within predefined categories (>500, 501-1000, 1001-2000, 2001-3000 >3001, EUR).
The categories were indicated in BYN, DKK and EUR, for everyone’s benefit. From these
responses, we find that there is a fairly equal distribution of income categories, with the two
largest being 501-1000 EUR (32%) and 1001-2000 EUR (24%). This also lives up to the
expectations of the author and previous research, as the most prevalent age-category is 21-30,
why the respondents are not making very high salaries (Routley, 2018). The third largest
category is 2001-3000 (19%), followed by <500 and >3001, which are both at 13%. Using
cross-tabulations, we find that there are some differences between the two questionnaires. In
the categories <500 EUR and 2001-3000 EUR, there is a significant difference between the
two questionnaires. There is no definite explanation for this discrepancy if we look to the rest
of the data. However, for the other categories, cross-tabulations show no significant
difference (Table 5 Distribution of Gender, Country, Age, and Income between Questionnaire

1 and 2; Appendix 4.4: Income). See Table 5 for more elaborate data.
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Table 5 Distribution of Gender, Country, Age, and Income between Questionnaire 1 and 2

Baseline characteristic ~ Questionnaire 1~ Questionnaire 2 Full sample

n % n % n %
Gender
Female 38. 65,5 28y 43,8 66 54,1
Male 20, 34,5 36p 56,3 56 45,9
Country
Belarus 30, 50 30, 48,4 68 49,2
Denmark 30, 50 32, 51,6 82 50,8
Age Category
<=20 0a 0 24 3,1 2 1,6
21-30 26, 43,3 362 56,3 62 50
31-40 12, 20 6a 94 18 14,5
41-50 18, 30 10, 15,6 28 22,6
>=51 4, 7,6 10, 15,6 14 11,3
Income
<500 EUR 4, 6,7 12 18,8 16 12,9
501-1000 EUR 16, 26,7 22, 34,4 38 30,6
1001-2000 EUR 14, 23,3 16, 25 30 24,2
2001-3000 EUR 16, 26,7 8b 12,5 24 19,4
>3001 EUR 10, 16,7 6a 9,4 16 12,9

Each subscript letter denotes a subset of No of questionnaire categories whose column proportions do

not differ significantly from each other at the 0,05 level

Source: Created by Author

3.2.  Testing The Reliability of The Scales
To ensure that the scales used to measure the different variables from the research model are
adequate, as well as free from random error, we perform reliability analysis on them. When
the scales were originally selected, their reliability was also considered as a factor. However,

we want to ensure that the reliability of the scales does not differ widely, for this data.
Cronbach’s Alpha was used to test the reliability, based on the rule of thumb that a > 0,6.

Reliability analysis show that a > 0,6 for all scales, as presented in Table 6. Please find o for

all items in the constructs, in Appendix 1: Overview of Scales and Items.
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All scales are presented with all original items, except for Technology Anxiety, which has
been edited in this research. Original analysis showed that a = 0,732, so several variables

were excluded?, so the scale could reach o = 0,938.

Table 6 Reliability of Scales

Variable # Items Cronbach’s a
Perceived Usefulness 4 ,938
Perceived Ease-of-use 3 ,907
Perceived Enjoyment 4 ,943
Attitude towards SET 6 ,955
Attitude towards Product 4 ,933
Intention to Buy 5 ,944
Need for Touch 12 974
Social Influence 4 ,947
Technological Anxiety 6 ,938
Power Distance 5 ,957

Source: Created by Author

3.3. Correlations of Respondents Demographic and  Psychographic
Characteristics

To understand if there are any basic issues with the reliability of the data, it can be beneficial

to check the basic assumptions of the data and see if it aligns with our assumptions and

previous data.

Income. The data show that the Danish (m=3,23) respondents report having higher monthly
salaries than the respondents from Belarus (m=2,6), aligning with the general data (Appendix
6.1: Correlation Between Income and Country; Average Monthly Salary, 2021). We also find
that income has a positive correlation with age (r=0,625, p=<0,001), also aligning with our

assumptions (Appendix 6.2: Correlation Between Income and Age; Routley, 2018).

! Variables deleted: 1) I am sure of my ability to interpret technological output, 2) I am confident, 3) I can learn
technology-related skills | am able to keep up with important technological advances
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NFT. The data show that Belarusians (m=4,1) report lower levels of NFT, including
Instrumental NFT, than Danes (m=4,89) (Appendix 6.5: Correlation Between Instrumental
NFT and Power Distance). This is contrary to previous research, which claims that high
Power Distance Counties have higher levels of Instrumental NFT (Appendix 6.4: Correlation
Between NFT and Country; Exploring The Sensory Enabling Technology Acceptance Model

for Online Purchasing).

Technological Anxiety. The data indicate a positive correlation between age and the levels
of Technological Anxiety (r=0,365, p=<0,001), meaning that respondents with higher age
report higher levels of Technological Anxiety, in line with our assumptions (Appendix 6.6:
Correlation Between Technology Anxiety and Age; Exploring The Sensory Enabling
Technology Acceptance Model for Online Purchasing).

Power Distance. The data show that the respondents from Belarus (m=4,99) report a higher
Power Distance than the Danes (m=2,78) do. This is completely in line with the theory and
data on the topic (1.1.1. The Influence by Cultural Dimensions on the Individuals’ Purchase

Decisions).

Table 7 Descriptive Statistics and Correlations for Country and Income, NFT, Power Distance and

Technological Anxiety

Logistic parameter Belarus Denmark t(120) p Cohen’s d

M SD M SD

Income 26 1,028 323 1,323 -2,910 0,004 1,188
NFT 41 1356 4,89 1,538 -3,025 0,003 1,452
Power Distance 499 1264 2,78 1411 9,111 <0,001 1,341
Technological Anxiety 3,67 1,331 290 1,243 3,298 0,001 1,287

Source: Created by Author
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Table 8 Descriptive Statistics and Correlations for Age, and Income, Power Distance and Technology Anxiety

Logistic parameter Age >=35 Age <35 t(122) p Cohen’s d

M SD M SD

Income 3,86 0979 2,35 1,020 8,019 <0,001 1,006
Power Distance 4,42 1,567 3,50 1,777 2,867 0,005 1,706
Technological Anxiety 3,77 1,325 2,95 1,282 3,362 0,001 1,297

Source: Created by Author

40



Kamilla Railaite Paulsen Master Thesis 2022

4. THE INFLUENCE ON ATTITUDE TOWARDS SET BY
INDIVIDUAL CHARACTERISTICS AND PERCEIVED
ATTRIBUTES OF SET

Previous studies found Technological Anxiety to be the most influential predictor of use
behaviour (Meuter et al., 2003; Venkatesh et al., 2003; Kim & Forsythe, 2009; Magsamen-
Conrad et al., 2015). Furthermore, Kim & Forsythe (2008) found that there was a clear
negative impact of Technology Anxiety, on the use behaviour of Virtual Try-on, using
Augmented Reality technology, which is also one of the SETs tested in this research. The
hypotheses H1, H2, and H3 all hypothesise that Technology Anxiety will negatively
influence PE, PEOU and PU.

Multiple regression analysis show that Technology Anxiety does not have a significant
influence on PEOU (t=-1,66, p=0,098), or on PU (t=-1,65, p=0,102), meaning that H1 and
H3 are rejected (Appendix 7: Multiple Regression using independent variables
Technological Anxiety and NFT, and dependent variable PEOU; Appendix 8: Multiple
Regression using independent variables Technological Anxiety, and NFT, and dependent
variable PU). H2 is accepted (R?=0,273, F(2)=22,73, p<0,001), as Technology Anxiety was
found to have influence on PE (t=-2,07, p=0,04). However, Pearson correlation shows a ‘very
weak’ (-0,17) correlation, between PE and TA, why this relationship is not expected to have
much influence (Appendix 9: Multiple Regression using independent variables Technological
Anxiety and NFT, and dependent variable PE). Find all relevant data in tables 9, 10, 11,
displayed below.

These results are contradicting the theoretical background and previous research listed above
but are in line with the author’s expectations. The latest research was conducted in 2015, and
since then, Augmented Reality, and similar SETs, have become everyday technology for
entertainment and communication, with the introduction of face filters on social media,
among other (McDermott, 2019). In addition, Kim & Forsythe (2009) noted that for very
common technologies, Technology Anxiety did not impact use behaviour. This further
substantiates the notion that the SETs have become so common, that they are no longer
influenced by Technology Anxiety (1.3.4. Exploring The Sensory Enabling Technology

Acceptance Model for Online Purchasing).
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However, another relevant factor is the Need for Touch. SETs are technologies specifically
designed to mimic sensory input, in situations where actual sensory stimuli are not possible.
The sensory input from haptic touch is especially important for individuals with high NFT
(1.1.2. The Need for Touching Products and Its Effect on Online Purchasing). With this in
mind, we assume that individuals with high NFT will value SETs higher. The hypotheses H4,
H5, and H6 all hypothesise that NFT will influence PE, PEOU and PU.

According to multiple regression analysis, H4, H5, and H6 are all accepted. Analysis show
that NFT does have a positive impact on PEOU (R?=0,226, F(1)=35,65, p<0,001), PE
(R?=0,273, F(2)=22,73, p<0,001), and PU (R?=0,278, F(1)=46,94, p<0,001) (Appendix 7:
Multiple Regression using independent variables Technological Anxiety and NFT, and
dependent variable PEOU; Appendix 8: Multiple Regression using independent variables
Technological Anxiety, and NFT, and dependent variable PU; Appendix 9: Multiple
Regression using independent variables Technological Anxiety and NFT, and dependent
variable PE). Find all relevant data in tables 9, 10, 11, displayed below.

Table 9 The impact of Need for Touch on Perceived Ease-of-Use

Coefficients?

Model Unstandardised Standardised Collinearity
Coefficients Coefficients Statistics
B st Beta Tolerance  VIF
Error t Sig.
1 (Constant) 3,449 0,434 7,950 <0,001
NFT 0,430 0,072 0,473 5983 <0,001 1,000 1,000
Technological -0,134 0,080 -0,132 -1,667 0,098 1,000 1,000
Anxiety

a. Dependent Variable: PEOU

Source: Created by Author
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Table 10 The impact of Need for Touch on Perceived Enjoyment

Coefficients?

Model Unstandardised Standardised Collinearity
Coefficients Coefficients Statistics
B st Beta Tolerance  VIF
Error t Sig.
1 (Constant) 3,500 0,427 8,202 <0,001
NFT 0,450 0,071 0,494 6,376  <0,001 1,000 1,000
Technological -0,163 0,079 -0,161 -2,074 0,040 1,000 1,000
Anxiety

a. Dependent Variable: PE

Source: Created by Author

Table 11 The impact of Need for Touch on Perceived Usefulness

Coefficients?

Model Unstandardised Standardised Collinearity
Coefficients Coefficients Statistics
B St Beta Tolerance  VIF
Error t Sig.
1 (Constant) 3,228 0,421 7,660  <0,001
NFT 0,479 0,070 0,525 6,868 <0,001 1,000 1,000
Technological -0,128 0,078 -0,126 -1,650 0,102 1,000 1,000
Anxiety

a. Dependent Variable: PU

Source: Created by Author

4.1.1. The Influence on Attitude towards SET by The Perceived Attributes of SET
In the SE-TAM proposed by Kim & Forsythe (2008), they state that attitude is comprised of

Perceived Ease-of-Use, -Enjoyment and -Usefulness. Based on the framework, we can
assume the same relations. H7, H9, H11 assumes that PEOU, PE, PU will influence the
Attitude towards the SET. H8, H10, H12 hypothesise that the Type of SET will moderate the
relations between PEOU, PE, PU, and Attitude towards SET.

H7, H9, H11 are all accepted using Multiple Regression Analysis (R?=0,837, F(4)=153,05,
p<0,001). We find that PEOU (t=1,99, p=0,048), PE (t=4,84, p<0,01), and PU (t=5,44,
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p<0,01) have an influence on the Attitude Towards SET (Appendix 12: Multiple Regression
using independent variables PEOU, PE, PU, Power Distance, and Social Influence, and
dependent variable Attitude towards SET).

Table 12 The impact of Perceived Enjoyment, Perceived Ease-of-Use, and Perceived Usefulness on Attitude
towards SET

Coefficients?

Model Unstandardised Standardised Collinearity
Coefficients Coefficients Statistics
B st Beta _ Tolerance  VIF
Error t Sig.
1  (Constant) -0,248 0,258 -0,960 ,0,339
PE 0,391 0,081 0,389 4,846  <0,001 0,213 4,705
PEOU 0,168 0,084 0,167 1,998 0,048 0,196 5,095
PU 0,425 0,078 0,423 5444  <0,001 0,226 4,422

a. Dependent Variable: Attitude towards SET

Source: Created by Author

However, H8, H10, H12 are rejected using moderation analysis, as there was not found a
significant moderating effect on the relations between Attitude towards SET, and PEOU
(t=0,97, p=0,60), PE (t=0,52, p=0,60), and PU (t=1,35, p=0,178) (Appendix 13: Moderation
analysis using independent variable PEOU, dependent variable Attitude towards SET, and
moderating variable Type of SET; Appendix 14: Moderation analysis using independent
variable PE, dependent variable Attitude towards SET, and moderating variable Type of SET;
Appendix 15: Moderation analysis using independent variable PU, dependent variable
Attitude towards SET, and moderating variable Type of SET).
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Table 13 Moderation Analysis using independent variable PEOU, dependent variable Attitude towards Set, and

moderating variable Type of SET

Model Summary

R R? MSE F Df1l Df2 p
0,8490 0,7208 0,5464 103,24 3 120 <0,001
Model

coefficient se t p LLCI ULCI
Int_1 0,0513 0,0976 0,5253 0,6003 -0,1420 0,2445

Interaction 1: PEOU x SET

Source: Created by Author

Table 14 Moderation Analysis using independent variable PE, dependent variable Attitude towards Set, and

moderating variable Type of SET

Model Summary

R R? MSE F Dfl Df2 p
0,8657 0,7494 0,4904 119,60 3 120 <0,001
Model

coefficient se t p LLCI ULCI
Int_1 0,0485 0,0922 0,5257 0,6000 -0,1341 0,2311

Interaction 1;: PE x SET

Source: Created by Author

Table 15 Moderation Analysis using independent variable PU, dependent variable Attitude towards Set, and

moderating variable Type of SET

Model Summary

R R? MSE F Dfl Df2 p
0,8765 0,7683 0,4534 132,61 3 120 <0,001
Model

coefficient se t p LLCI ULCI
Int_1 0,1202 0,0888 1,3524 0,1788 -0,0558 0,2961

Interaction 1: PU X SET

Source: Created by Author
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5. PERCEIVED SOCIAL INFLUENCES ON ATTITUDES
TOWARDS SET AND PRODUCT

5.1.1. The Effects of The Perceived Social Influence of the Respondents

Social Influence describes the context or the social support of the individual. If an individual
has a perception that their surroundings support their actions, they will be more likely to emit
the action. However, this is highly influenced by their willingness to follow the perceived
social norms, which is in turn influenced by their Power Distance (Venkatesh et al., 2003;
Choi et al., 2020).

H13 assumes that there is a positive relation between Power Distance and Social Influence.
H13 is accepted using linear regression. However, the Pearson Correlation show a weak
correlation, and Coefficient of Determination is very low (R?=0,044, t=2,36, p=0,02), why we
don’t expect the relationship to be very influencing (Appendix 17: Linear regression using

independent variable Power Distance, and dependent variable Social Influence).

Table 16 Regression analysis of the relation between Social Influence and Power Distance

Coefficients?

Model Unstandardised Standardised Collinearity
Coefficients Coefficients Statistics
Std.
B Beta ) Tolerance  VIF
Error t Sig.
1 (Constant) 3,933 0,330 11,924 <0,001
Power 0,185 0,078 0,209 2,360 0,020 1,000 1,000
Distance

a. Dependent Variable: Social Influence

Source: Created by Author

H14 assumes a positive impact from Social Influence on the Attitude towards SET. H14 is
rejected using multiple regression. Initial analysis show that there is no significant influence
on the Attitude towards SET, from Social Influence (t=1,58, p=0,116) (Appendix 12:
Multiple Regression using independent variables PEOU, PE, PU, Power Distance, and Social

Influence, and dependent variable Attitude towards SET).
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Table 17 Regression analysis of the relation between Attitude towards SET and Social Influence

Coefficients?

Model Unstandardised Standardised Collinearity
Coefficients Coefficients Statistics
Std.
B Beta ] Tolerance  VIF
Error t Sig.
1  (Constant) -0,248 0,258 -0,960 ,0,339
Social 0,035 0,036 0,39 0,961 0,338 0,834 1,199
Influence

a. Dependent Variable: Attitude towards SET

Source: Created by Author

According to Al-Maghrabi & Dennis (2011) and Venkatesh et al. (2003), Social Influence
can have a large impact on a purchase decision, as others’ recommendations can substitute
sensory information, in non-touch situations. Based on this, we assume that Social Influence

will have an influence on the Attitude towards Product (H22) and Intention to Buy (H23).

H22 is rejected using multiple regression. The data show no significant influence of Social
Influence (t=0,34, p=0,734), on the Attitude towards Product (Appendix 18: Multiple
Regression using independent variables Attitude towards SET, Power Distance, and Social

Influence, and dependent variable Attitude towards Product).

Table 18 Regression analysis on the relation between Attitude towards Product and Social Influence

Coefficients?

Model Unstandardised Standardised Collinearity
Coefficients Coefficients Statistics
Std.
B Beta ) Tolerance  VIF
Error t Sig.
1 (Constant) 0,810 0,311 2,608 0,010
Social 0,016 0,046 0,019 0,340 0,734 0,836 1,196
Influence

a. Dependent Variable: Attitude towards Product

Source: Created by Author
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There is also no significant influence by Social Influence (t=0,83, p=0,406) on the dependent,
Intention to Buy, why H23 is also rejected using multiple regression (Appendix 20: Multiple
Regression using independent variables Power Distance, Attitude towards Product and Social

Influence, and dependent variable Intention to Buy).

Table 19 Regression analysis on the relation between Intention to Buy and Social Influence

Coefficients?

Model Unstandardised Standardised Collinearity
Coefficients Coefficients Statistics
Std.
B Beta ) Tolerance  VIF
Error t Sig.
1  (Constant) 0,755 0,306 2,486 0,015
Social 0,037 0,044 0,043 0,834 0406 0,864 1,157
Influence

a. Dependent Variable: Intention to Buy

Source: Created by Author

Contrary to expectations, Social Influence does not have any significant influence on any
variables in this research. These results are not in line with previous research and the
assumptions of the literature review. The results might be explained by the constructs and
situations used to measure Social Influence. The construct was hypothetical, and the
respondent had to consciously consider if this hypothetical would have an influence on their
actions. However, our cultural and Social Influences are often not deliberate or conscious
when they are happening, so the respondent would not be able to tell whether Social
Influence does impact their choices or not, in daily life. Another possible source of error
comes from the time between a Social Influence has happened, and until the respondents
answered the questionnaire. According to Huang et al. (2014), Social Influence only lasts a
few days, so the respondent might not be under any form of Social Influence, at the time of
response. Based on this, future research should take into account that Social Influence might

be better measured as a manipulated variable, rather than measured by a construct.

5.1.2. The Influence of The Respondents’ Perceived Power Distance

According to a paper by Zhang et al. (2010), there is a relationship between the individuals

perceived Power Distance and their attitude towards different products. The same research
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show that the type of product (hedonic or utilitarian), will also impact the Intention to Buy,
depending on the individual’s Power Distance. Therefore, we hypothesise that Power
Distance will influence the Attitude towards SET (H17) Product (H18) and Intention to Buy
(H19).

H18 is rejected using multiple regression. Initial test shows that Power Distance has no
significant influence on Attitude towards Product (t=1,10, p=0,727) (Appendix 18: Multiple
Regression using independent variables Attitude towards SET, Power Distance, and Social

Influence, and dependent variable Attitude towards Product).

Table 20 Regression analysis on the relation between Attitude towards Product and Power Distance

Coefficients?

Model Unstandardised Standardised Collinearity
Coefficients Coefficients Statistics
Std.
B Beta ) Tolerance  VIF
Error t Sig.
1  (Constant) 0,810 0,311 2,608 0,010
Power 0,043 0,039 0,059 1,103 0,272 0,918 1,089
Distance

a. Dependent Variable: Attitude towards Product

Source: Created by Author

H19 is also rejected using multiple regression. Analysis shows no significant influence of
Power Distance (t=-1,03, p=0,303), which means that it will not have an influence on the
dependent, Intention to Buy (Appendix 20: Multiple Regression using independent variables
Power Distance, Attitude towards Product and Social Influence, and dependent variable

Intention to Buy).
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Table 21 Regression Analysis on the relation between Intention to Buy and Power Distance

Coefficients?

Model Unstandardised Standardised Collinearity
Coefficients Coefficients Statistics
B Std. Error  Beta t Sig. Tolerance  VIF
1 (Constant) 0,755 0,306 2,486 0,015
Power -0,039 0,038 -0,051 -1,035 0,303 0,946 1,057
Distance

a. Dependent Variable: Intention to Buy

Source: Created by Author

Previous analysis show that the distribution of Power Distance does live up to the
assumptions of theory and previous research (Appendix 6.7: Correlation Between Power
Distance and Country). Based on this, we can assume that the measure of Power Distance is
somewhat accurate and that there is no influence on Attitude towards Product and Intention to
Buy, as the analysis suggests. A reason for this can be the fact that both product types
(sunglasses and desk) are products that have a function, and that they were both very neutral
in their look, i.e. plain colours, simple design. This might lessen the aversion high Power
Distance individuals have against hedonic purchases, and therefore lessen the influence on
the intention to buy. Studies by Saleh (2012) and Danish et al. (2012) also come with another
plausible explanation. They suggest that the rising globalisation and globalised culture
minimises the influence of national cultures, and therefore the effects of e.g. Power Distance.

This could explain why we are not seeing the same results, as in other studies.

H17 is accepted using Multiple Regression Analysis (R?=0,837, F(4)=153,05, p<0,001). We
find that Power Distance (t=2,37, p=0,019) have an influence on the Attitude Towards SET
(Appendix 12: Multiple Regression using independent variables PEOU, PE, PU, Power

Distance, and Social Influence, and dependent variable Attitude towards SET).
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Table 22 The impact of Power Distance on Attitude towards SET

Coefficients?

Model Unstandardised Standardised Collinearity
Coefficients Coefficients Statistics
B Std. Error Beta t Sig. Tolerance VIF
1 (Constant) -0,248 0,258 -0,960 ,0,339
Power 0,072 0,030 0,091 2,375 0,019 0,932 1,073
Distance

a. Dependent Variable: Attitude towards SET

Source: Created by Author

The data show that Power Distance does have an influence on the Attitude towards SET, as
the previous research suggests (Matusitz & Musambira, 2013; Isaacs S, 2022; Sriwindono &
Yahya, 2012). These findings suggest that e-commerce stores in countries with high Power
Distance should be more conservative with the SETSs, than in low Power Distance countries.
However, further analysis show no significant mediating effect by Attitude towards SET, on
the relation between Power Distance and the Intention to Buy (Appendix 22: Mediation
analysis using independent variable Power Distance, dependent variable Intention to Buy,
and mediating variables Attitude towards SET, Attitude towards Product). This suggests that
the findings from H17 are not massively impactful for the overall purchase decision.
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6. THE INFLUENCE BY THE INDIVIDUALS’ ATTITUDES ON
INTENTION TO BUY

The following will examine if there is a difference in the individuals’ attitudes to SET and
product, based on the three manipulated conditions of this study, used in the factorial 23
design of this research. The manipulated variables are type of SET (static/interactive), type of
product (hedonic/utilitarian) and country (high Power Distance/low Power Distance) (2.3.
Methods and Instruments for Data Collection). Using SPSS, the data was analysed using
Factorial Analysis of Variance, testing if the type of SET, type of product and country have
an influence on the Attitude towards Product.

H16 assumes that the Attitude Towards the Product is influenced by the Type of Product.
Using Factorial Analysis of Variance, we found that the effect of the product on the Attitude
towards the Product, is not statistically significant (F(1)=0,273, p=0,602) (Appendix 19:
Factorial ANOVA, using independent variables Country, Type of Product, and dependent
variable Attitude towards Product). H16 is rejected. Factorial Analysis of Variance show that
there is also no significant influence by (F(1)=0,352, p=0,554) or country (F(1)=0,581,
p=0,447), on the Attitude towards Product.

Table 23 Means of Factorial Analysis of Variance, for the influence on Attitude towards Product, by the type of

product, SET and country

Attitude towards Product M F(1) p
Type of SET 0,352 0,554
Virtual try-on 4,88
360° rotation 5,03
Type of Product 0,007 0,933
Sunglasses 4,95
Desk 4,97
Country 0,581 0,447
Belarus 4,86
Denmark 5,05

Source: Created by Author

H15 hypothesises that Attitude Towards the SET influences the Attitude Towards the
Product. H15 hypothesis is accepted (R?=0,683, F(1)=262,34, p<0,001). Regression analysis
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show that Attitude towards Product is positively influenced by Attitude towards SET
(t=16,19, p<0,001) (Appendix 18: Multiple Regression using independent variables Attitude
towards SET, Power Distance, and Social Influence, and dependent variable Attitude towards
Product).

Table 24 The impact of Attitude towards SET on Attitude towards Product

Coefficients?

Model Unstandardised  Standardised Collinearity
Coefficients Coefficients Statistics
Std.
B Beta ) Tolerance  VIF
Error t Sig.
1  (Constant) 1,05 0,243 4,320 <0,001
2
Attitude 0,76 0,047 0,826 16,197 <0,001 1,000 1,000

towards SET 9

a. Dependent Variable: Attitude towards Product

Source: Created by Author

Additionally, the Type of Product was not found to have a moderating effect on the relation
between Attitude towards SET and Attitude towards Product (R2(1)=0,0002, p=0,784)
(Appendix 19.1: Moderation Analysis using independent variable Attitude towards SET,
dependent variable Attitude towards Product and moderating variable Type of Product), or
between Attitude towards Product and Intention to Buy (R2(1)<0,001, p=0,948) (Appendix
19.2: Moderation Analysis using independent variable Attitude towards Product, dependent

variable Intention to Buy and moderating variable Type of Product).

Table 25 Moderation Analysis using independent variable Attitude towards SET, dependent variable Attitude

towards Product, and moderating variable Type of Product

Model Summary

R R? MSE F Dfl Df2 p
0,8519 0,7258 0,5124 105,85 3 120 <0,001
Model

coefficient se t p LLCI ULCI
Int_1 0,0065 0,1007 0,0646 0,9486 -0,1930 0,2060

Interaction 1: Attitude towards Product x Product
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Source: Created by Author

These results and the data do not indicate if the Type of Product does genuinely not influence
the Attitude towards the Product, or if these results are due to other issues. The respondents
were given no information or points for comparison to similar products. Due to this, they
might not have been able to create a nuanced attitude, as they would have been, under natural

circumstances. Under different conditions, the type of product might be more influential.

This could also be seen as a success marker that the products have been selected well. As
they were selected to fit all possible respondents, no matter the country, age, gender, etc. Had
one product been clearly suited for one demographic, there would have been a larger

discrepancy in the Attitude towards the Product.

Several papers found a positive relationship between the Attitude towards SET and the
intention to buy the product displayed (Ma et al., 2020; Yoo & Kim, 2012; Kihn & Petzer,
2018; Baytar et al., 2020). Additionally, Jaafar (2013) found the consumer’s attitude towards
the product to be among the largest influences on intention to buy. Based on this, we assume
that Attitude towards Product directly influences the Intention to Buy (H20) and mediates the
relation between Attitude towards SET and Intention to Buy (H21).

To examine if there were other variables influencing the Attitude towards Product and the
Intention to buy, two Multiple Regression analysis were conducted. The first analysis found
that, out of NFT, Technological Anxiety, PEOU, PE, PU, Power Distance, Social Influence,
and Attitude towards SET, only Perceived Usefulness (t=2,851, p=0,005) and Attitude
towards SET (t=4,244, p<0,001) had an influence on Attitude towards Product (R?>=0,713,
F(6)=48,416, p<0,001) (Appendix 10: Multiple Regression Using Independent Variable PE,
PU, PEOU, Social Influence, Power Distance, and Attitude Towards SET, on Dependent
Variable Attitude Towards Product). Most of these findings, like the influence by Attitude
towards SET, is completely in line with previous research and theory. However, the influence
by PU is new, and could possibly be interesting for further research. The second analysis
tested all the same abovementioned variables’ influence on Intention to Buy. Out of these,
Attitude towards SET (t=3,624, p<0,001), and Attitude towards Product (t=5,339, p<0,001)
were the only ones shown to have an influence on the Intention to buy, aligning with previous
research and theory (R?=0,829, F(7)=80,453, p<0,001) (Appendix 11: Multiple regression
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using independent variables PE, PU, PEOU, Social Influence, Power Distance, and Attitude

towards SET, Attitude towards Product, on dependent variable Intention to Buy).

Table 26 Multiple Regression testing all variables’ influence on Attitude towards Product

Coefficients?

Model Unstandardised Standardised ) ) o
o o Collinearity Statistics
Coefficients Coefficients
Std.
B Beta ] Tolerance VIF
Error t Sig.
1 (Constant) 0,472 0,331 1,427 0,156
PU 0,312 0,109 0,333 2,851 0,005 0,179 5,572
PEOU -0,058 0,107 -0,062 -0,544 0,587 0,190 5,266
PE 0,082 0,110 0,087 0,743 0,459 0,177 5,634
Social Influence 0,002 0,045 0,002 0,040 0,968 0,828 1,208
Power Distance 0,076 0,040 0,104 1,900 0,060 0,827 1,209
Attitude towards 0,487 0,115 0,523 4,244 <0,001 0,161 6,193
SET

a. Dependent Variable: Attitude towards Product

Source: Created by Author
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Table 27 Multiple Regression testing all variables’ influence on Intention to Buy

Coefficients?

Model Unstandardised Standardised ] ] o
Coefficients Coefficients Collinearity Statistics
B St Beta Tolerance  VIF
Error t Sig.
1  (Constant) 0,112 0,272 0,413 0,681
PU - 0,092 -0,013 -0,143 0,887 0,168 5,959
0,013
PEOU 0,053 0,087 0,054 0,614 0,540 0,189 5,279
PE 0,187 0,090 0,190 2,083 0,039 0,177 5,660
Social Influence - 0,037 -0,019 -0,456 0,649 0,828 1,208
0,017
Power Distance 0,034 0,033 0,044 1,033 0,304 0,802 1,247
Attitude towards 0,363 0,100 0,372 3,624 <0,001 0,140 7,146
SET
Attitude towards 0,401 0,075 0,382 5,339 <0,001 0,287 3,483
Product

a. Dependent Variable: Intention to Buy

Source: Created by Author

The data show that the Attitude towards Product (t=17,96, p<0,001) has a positive influence
on Intention to Buy (R2 = 0,726, F(1)=322,8, p<0,001), leading us to accept H20 using
multiple regression (Appendix 20: Multiple Regression using independent variables Power
Distance, Attitude towards Product and Social Influence, and dependent variable Intention to
Buy).
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Table 28 The impact of Attitude towards Product on Intention to Buy

Coefficients?

Model Unstandardised Standardised Collinearity
Coefficients Coefficients Statistics
B Std. Error Beta t Sig. Tolerance  VIF
1  (Constant) 0,705 0,250 2,821 0,006
Attitude 0,894 0,050 0,852 17,967 <0,001 1,000 1,000
towards
Product

a. Dependent Variable: Intention to Buy

Source: Created by Author

Furthermore, H21 is accepted using mediation analysis. Analysis show that the Attitude
towards Product has a mediating effect on the relation between the Attitude towards SET and
the Intention to Buy (R?=0,32, p<0,001) (Appendix 21: Mediation analysis using independent
variable Attitude towards SET, dependent variable Intention to Buy, and mediating variable

Attitude towards Product).

Table 29 Mediation analysis of Attitude towards SET on Intention to Buy, mediated by the Attitude towards the

Product
Model Summary
R R? MSE F Df1 Df2 p
0,875 0,765 0,430 398,473 1,000 122,000 <0,001
Model, Attitude towards SET on Intention to Buy
coefficient se t p LLCI ULCI
Total effect of
0,855 0,042 19,961 <0,001 0,7702 0,939
XonY
Direct effects
0,526 0,067 7,833 <0,001 0,393 0,660
of XonY
Indirect
effects of X 0,328 0,077 0,180 0,485
onY

Source: Created by Author

Though not revolutionary, these findings are important when seen in the perspective of the

findings above, in H16. The previous analysis show that the Type of Product does not have a
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significant impact on the Attitude towards Product or the relation between Attitude and
Intention to Buy, which could lead one to assume that there might be issues with the data or
the research design, as the Type of Product seems to be an integral part of purchasing the
product. However, with these findings, we see that the respondents’ attitude towards the

purchased product, has more influence, than which type of product is sold.

58



Kamilla Railaite Paulsen Master Thesis 2022

THE CONCLUSIONS, LIMITATIONS AND RECCOMENTATIONS OF
THIS RESEARCH

1. From theory and previous studies, we understand that perceived behavioural control
(aka. facilitating conditions, Technology Anxiety, etc.) influence attitude and
behaviour, also in the case of usage of technologies. When individuals doubt their
ability to perform an action, they are less likely to try, in which case the SETs will not
be utilised properly on the site. However, the data did not indicate that Technology
Anxiety had any noteworthy impact on the perceived attributes of the SET. This does
not disprove the theory, as this is more likely to be an indicator that the SETs have
become so normalised, that people don’t doubt their ability to use the technologies
because Technology Anxiety does not have an impact when the technology is
normalised.

2. The term Need for Touch describes the levels of importance a person places on
sensory stimuli as an information source. Theory show that people with high NFT can
benefit greatly from SETS, as they simulate sensory input. Previous research indicates
a positive relation between NFT and attitude towards SETSs, which was also present in
this research. NFT was shown to have a positive influence through perceived
attributes of SET.

3. Based on the SE-TAM model we assume that the perceived attributes of the SET
influence the Attitude towards the SET, which was also clearly shown in the data. PE,
PEOU, and PU have a direct influence on the attitude, however, this was not mediated
by the type of SET, as hypothesised. The reason behind this might be because both
the SETs used in this research are fairly well-known, why there was no big
discrepancy in how people interact with them.

4. Moving away from the individual attributes, we look into the effects of the
respondents’ social context. According to theory, the individuals’ social context will
influence their attitudes and purchase decisions. To represent the social context,
Power Distance and Social Influence was included in the data and assumed to
influence each other, attitudes, and intentions. The research show a small relation
between Power Distance and Social Influence, and from Power Distance to Attitude
towards SET. This lack of influence on other variables by Power Distance can
indicate a rise in a globalised culture and a lesser effect by national cultures.

59



Kamilla Railaite Paulsen Master Thesis 2022

5. Social Influence did not influence any other variables, such as Intention to Buy or
Attitude towards Product. This can be due to a flawed research design that did not
account for the unconscious nature of culture, and for the limited time individuals are
affected by Social Influence.

6. The Type of Product was not found to have an influence on any variables. This could
be due to the selection and presentation of products, which will be discussed in the
next section, Limitations. A fair assumption could be, that the respondents had too
little information about the product and were therefore not able to create any attitude
towards either product.

7. Lastly, we explore if the Attitude towards SET influences the Attitude towards the
Product and the Intention to Buy, a relation proposed in the research model. The
research show a clear relationship between these variables, which supports the basic

assumptions and framework of this research.

LIMITATIONS

When understanding the customer behaviour in online purchase situations, there are a
plethora of variables to include pertaining to the customer, the site, and the products. As no
research can encompass all variables, there was set some limitations.

1. The options for e-commerce are continuously evolving, and users are now exposed to
many options for purchasing products online. When deciding on the two SETSs used,
the author sought to use a well-known one and one which was newer and more
innovative. However, since the latest research on the topic was conducted, and since
this research began in 2020, a record-high number of people have been shopping
online and have therefore been exposed much more to these ‘new’ technologies, like
virtual try-on. Hence why both technologies were evaluated somewhat similar. For
future research, it would make sense to include technologies that are completely new
or changing the way we shop online, rather than technologies that re-use everyday
technology, as this might create more distinctive results.

2. In line with the above, another limitation is the research, which is the base of this
thesis. The most current, relevant, research conducted on this topic is commonly
between 5-10 years old. In some fields, this is not a huge issue, but in e-commerce

and marketing, we cannot ignore the massive progress that has been made in those
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years. Therefore, many of the findings in these papers are at risk of being severely
outdated. This has of course had an impact on this research, as the model and
hypotheses are based on previous research.

3. Due to resource restrictions and the current pandemic situation, the research design
was based around a survey, showing a video of how the technologies were used. As a
result, the research design was restricting the presentation of the SETs and products,
because the respondents were not able to use the technology themselves. Due to this,
their perception of the products and SETs was severely limited, as the respondent’s do
not get a sense of how easy or enjoyable the technology would be if they used it
themselves.

4. The questionnaire had a very limited number of respondents. An appropriate number
of respondents makes the data more reliable. This limited number can cause issues
with the reliability of the research and can be the cause behind why several analyses
were inconclusive, due to no significance in the data. Based on this, this research

cannot say anything conclusive, but rather give an impression of tendencies.

RECOMMENDATIONS FOR FUTURE RESEARCH

1. As described above, in Limitations, the research design posed some limitations to the
research. This experiment would have been much more suitable as an actual physical
experiment, where people would use the actual site and a conductor would track their
actions and interaction with the site. This would have allowed the respondents to get a
more natural sense and stronger attitude towards the SET, as well as the product.

2. If the research was conducted as a physical experiment, it would also have been
possible to manipulate with more variables, such as Social Influence. In future
research, Social Influence could be presented as a manipulated variable to simulate
the unconscious processes of cultural and social impact, rather than have the
respondents evaluate their social impact themselves.

3. For future research, it could also be beneficial to include other product categories and
other SETs. This will give a more nuanced perspective on how the variables are
related if we have more situations to compare.

4. Today, most web shops conduct their own research, as A/B testing on their site, which

is highly granular and very updated, as these tests are always running on sites. For
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future research, researchers could use this type of data from companies to gain insight
into the topic. The researcher would not be able to use own scales, but the data would
be highly accurate into the actual online behaviour, purchase behaviour, and the
demographics of the respondents, all very valuable for this topic.
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SUMMARY

126 pages, 29 tables, 4 figures, 105 references.

This research aims to examine the impact of 360°-rotation and virtual try-on, & hedonic- and
utilitarian products on the purchase intention, depending on chosen personal and cultural
characteristics of the individual, including NFT, Technology Anxiety, Social Influence and

Power Distance.

This research is comprised of three main sections: A review of existing theory and research
on the topic, methodology of the research, and statistical analysis of the data.

The literature analysis included reviews of relevant research and models, which led to the
development of the research model for this research. The model is based on the Theory of
Planned Behaviour, Unified Theory of Acceptance and Use of Technology, and the SE-TAM
model and is aligned with the aim and objectives of this thesis. The research design proposes
a 2% within-subjects factorial statistical experiment. The three conditions are 1) country
(Denmark, Belarus), 2) SET (360°-rotation and virtual try-on) and 3) product (sunglasses and
desk). The experiment was conducted using an online questionnaire, where the different
conditions (SET x Product) was shown being used, in a video. The questionnaires gathered
62 respondents; each being exposed to two conditions each. This gives us a total of 124 valid
responses to the different conditions. The data collected was analysed using SPSS to give an
answer to the hypotheses and aim, with was to examine how different individual and social
factors, influenced an individual’s attitude and intention to buy when exposed to different

Sensory Enabling Technologies.
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The data in this research has been analysed using correlation analysis, linear- and multiple
regression, mediation- and moderation analysis, and factorial analysis of variance in SPSS.
The analysis revealed no significant impact by the social variables, Social Influence and
Power Distance, on the attitudes or intention to buy. Technology Anxiety was also not found
to have an impact, which aligns with the technological progress made since the last research
was conducted. NFT, however, was found to have an impact on the perceived attributes of
SETSs, as well as on the attitude towards the SET. Furthermore, there was found a direct
relation between the Attitude towards SET, Attitude towards Product, and Intention to Buy,
indicating that the technology used to present a product, does influence the Intention to Buy

the product.
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SANTRAUKA

126 puslapiai, 29 lentelés, 4 figaros, 105 literaturos Saltiniai.

Siuo tyrimu siekiama iStirti 360° sukimosi ir virtualaus i$bandymo bei hedoniniy ir
utilitariniy produkty poveikj ketinimui pirkti, atsizvelgiant j pasirinktas asmenines ir

kulttirines asmens savybes, tokias kaip NFT ir Power Distance.

Sj tyrima sudaro trys pagrindinés dalys: esamos teorijos ir tyrimy ta tema apZvalga, tyrimo

metodika ir statistiné duomeny analizé.

Literattiros analizé apémé¢ aktualiy tyrimy ir modeliy apzvalgas, dél kuriy buvo sukurtas Sio
tyrimo modelis. Jis yra pagrjstas planuoto elgesio teorija ir SE-TAM modeliu ir yra
suderintas su §ios baigiamojo darbo tikslu ir uzdaviniais. Tyrimo planas sitilo 23 tiriamyjy
faktoriy statistinj eksperimentg. Trys bukles yra 1) Salys (Danija, Baltarusija), 2) SET (360°
sukimosi ir virtualus iSbandymas) ir 3) produktai (akiniai nuo saulés ir stalas). Eksperimentas
buvo atliktas naudojant internetinj apklausa, kuriame vaizdo jrase buvo parodytos skirtingos
bukles (SET x produktas). Anketose buvo surinkti 62 respondentai; kiekvienas yra veikiamas
dviejy salygy. IS viso gauname 124 tinkamus atsakymus j 4 skirtingas bukles. Surinkti
duomenys buvo analizuojami naudojant SPSS, siekiant atsakyti j hipotezes ir tikslas buvo
istirti, kaip skirtingi individualis ir socialiniai veiksniai jtakoje asmens nuomone ir ketinimag

pirkti, kai buvo veikiamos skirtingos SETSs.
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Sio tyrimo duomenys buvo analizuojami naudojant koreliacine analizg, tiesing ir daugybing
regresija, tarpininkavimo ir moderacijos analiz¢ bei faktoring dispersijos analiz¢. Analizé
atskleidé, kad socialiniai kintamieji, Social Influence ir Power Distance, neturéjo reikSmingos
itakos nuomoni ar ketinimams pirkti. Taip pat nenustatyta, kad Technology Anxeity turéjo
jtakos, o tai atitinka technologine pazangg, padaryta nuo tada, nuo paskutinio tyrimo atlikimo.
Nustatyta, kad NFT tur¢jo jtakos PE, PEOU ir PU, taip pat nuomoné j SET. Be to, buvo
nustatytas tiesioginis rySys tarp nuomono j SET, nuomono j produkta ir ketinima pirkti. Tai

rodo, kad gaminiui pateikti naudojama technologija daro jtaka ketinimui pirkti produkta.
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8. APPENDICES

Appendix 1: Overview of Scales and Items

Perceived Attributes of SET

Variable # Items Cronbach’s a Source

Perceived Usefulness 4 ,938 (Kim & Forsythe,
SET* is useful for my online shopping ,823 2008)

SET* enhances my effectiveness when ,898

shopping online

SET* is helpful in buying what | want online ,845

SET* improves my online shopping ability ,848

Perceived Ease-of-use 3 ,907 (Kim & Forsythe,
Using SET™* is clear and understandable , 7162 2008)

Using SET* does not require a lot of mental ,864

effort

SET* is easy to use ,824

Perceived Enjoyment 4 ,943 (Kim & Forsythe,
Shopping with SET* is fun ,883 2008)

Shopping with SET* is exciting ,858

Shopping with SET* is enjoyable ,865

Shopping with SET* is interesting ,850

Attitudes towards SET, Product, and Intention to Buy

Variable # Items Cronbach’s a Source

Attitude towards SET 6 ,955 (Peng &  Kim,
SET* will be reliable ,880 2014; Kim &
I expect SET* to work well ,884 Forsythe, 2008)
SET* will have a faultless result ,849

| prefer using the SET* ,840

Purchasing in the online stores using the SET* ,841

generally benefits the consumers

Using the SET* is a good thing ,858
Attitude towards Product 4 ,933 (Ma et al., 2020)
Product™* is reliable ,844
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Product* is well-made ,864

Product™ is of good quality ,849

Product* is durable ,818

Intention to Buy 5 ,944 (Taylor & Todd,
| intend to use SET* the next time | shop ,862 1995; Martins et
online al., 2019)

| intend to use SET* whenever | have the ,842

possibility to

I find purchasing the Product* to be ,842

worthwhile

I will purchase the Product™* in the future ,881

I will recommend others to purchase this ,808

Product*

Individual Variables: Need for Touch and Technology Anxiety

Variable # Items  Cronbach’s a Source

Need for Touch 12 974 (Peck & Childers,
When walking through stores, I can’t help ,800 2003)

touching all kinds of products

Touching products can be fun ,890

I place more trust in products that can be ,898

touched before purchase

| feel more comfortable purchasing a product ,864

after physically examining it

When browsing in stores, it is important for 874

me to handle all kinds of products

If T can’t touch a product in the store, I am ,868

reluctant to purchase the product

I like to touch products even if I have no ,864

intention of buying them

I feel more confident making a purchase after ,827

touching a product

When browsing in stores, | like to touch lots of 874

products

The only way to make sure a product is worth ,847
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buying is to actually touch it

There are many products that 1 would only buy ,848

if I could handle them before purchase

I find myself touching all kinds of products in ,875

stores

Technological Anxiety 6 ,938 (Meuter et al,
I have difficulty understanding most , 7136 2003)
technological matters

| feel apprehensive about using technology ,802

When given the opportunity to use technology, ,847

| fear I might damage it in some way

Technological terminology sounds like ,831

confusing jargon to me

I have avoided technology because it is ,856

unfamiliar to me

| hesitate to use technology for fear of making ,828

mistakes | cannot correct.

Social Variables: Social Influence and Power Distance

Variable #Items  Cronbach’s a Source

Social Influence 4 ,947 (Wei et al., 2009)
Friend’s suggestion and recommendation will 872

affect my decision to use new technologies,

like SET*

Family members/relatives have influence on ,900

my decision to use new technologies, like

SET*

I will use new technologies, like SET* if my ,883

colleagues use it

I will use new technologies, like SET* if it is ,839

widely used by people in my community

Power Distance 5 ,957 (Yoo etal., 2011)
People in higher positions should make most ,905

decisions without consulting people in lower
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positions

People in higher positions should not ask the ,909
opinions of people in lower positions too

frequently

People in higher positions should avoid social ,902

interaction with people in lower positions

People in lower positions should not disagree ,896

with decisions by people in higher positions

People in higher positions should not delegate ,842
important tasks to people in lower positions

Appendix 2: Questionnaire, Type 1

The purpose of this questionnaire is to explore the best ways to present items in online stores,
to ensure that you enjoy your shopping experience, and get all the information you need
about the products.

During the survey, you will be presented with some products, and you will need to answer
some questions about these. The survey will take around 10 minutes to complete.

The research is part of a Master Project for Vilnius University, and your answers will only be
used for this project. Your information will of course be completely anonymous.

Buying sunglasses

Please watch the short video below, and answer the following questions, concerning the

technology used. Consider your own reaction and emotions, if you were to buy sunglasses

online, using virtual try-on.
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What is your opinion of the virtual try-on?

© 0o N o g B~ w b PE
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17.

Virtual try-on is useful for my online shopping

Virtual try-on enhances my effectiveness when shopping online
Virtual try-on is helpful in buying what | want online

Virtual try-on improves my online shopping ability

Using virtual try-on is clear and understandable

Using virtual try-on does not require a lot of mental effort
Virtual try-on is easy to use

Shopping with virtual try-on is fun

Shopping with virtual try-on is exciting

. Shopping with virtual try-on is enjoyable
. Shopping with virtual try-on is interesting
. Virtual try-on will be reliable

. | expect virtual try-on to work well

. Virtual try-on will have a faultless result

. | prefer using the virtual try-on

. Purchasing in the online stores using the virtual try-on generally benefits the

consumers

Using the virtual try-on is a good thing

What do you think about the sunglasses?

1.

2
3.
4

These sunglasses are reliable

. These sunglasses are well-made

These sunglasses are of good quality.

. These sunglasses are durable

What is your overall impression of the virtual try-on and the sunglasses?

a & w0 N e

| intend to use virtual try-on the next time I shop online

| intend to use virtual try-on whenever | have the possibility to
| find purchasing these sunglasses to be worthwhile

I will purchase these sunglasses in the future

I will recommend others to purchase these sunglasses

Buying a desk
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Please watch the short video below, and answer the following questions, concerning the
technology used. Consider your own reaction and emotions, if you were to buy a desk online,

using 360° rotation.

= LIVING SPACES 0 ®m
Q e 9

e el el

Hollis £3" Writing Desh

What is your opinion of 360° rotation?

360° rotation is useful for my online shopping

360° rotation enhances my effectiveness when shopping online
360° rotation is helpful in buying what | want online

360° rotation improves my online shopping ability

Using 360° rotation is clear and understandable

Using 360° rotation does not require a lot of mental effort
360° rotation is easy to use

Shopping with 360° rotation is fun

© o N o gk~ wDh -

Shopping with 360° rotation is exciting

[EY
o

. Shopping with 360° rotation is enjoyable

-
-

. Shopping with 360° rotation is interesting

=
N

. 360° rotation will be reliable

[EY
w

. I expect 360° rotation to work well

[EY
N

. 360° rotation will have a faultless result

=
(6]

. | prefer using the 360° rotation

=
»

. Purchasing in the online stores using the 360° rotation generally benefits the
consumers

17. Using the 360° rotation is a good thing
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What do you think about the desk?

1. This desk is reliable

2. This desk is well-made

3. This desk is of good quality.
4. This desk is durable

What is your overall impression of the virtual try-on and the sunglasses?

| intend to use the 360° rotation the next time | shop online
| intend to use the 360° rotation whenever | have the possibility to
| find purchasing the desk to be worthwhile

I will purchase this desk in the future

o > W e

I will recommend others to purchase this desk

Your Experience

This next section is concerning your general experience and culture.

Consider the following statements, in the context of how you normally act, going through a

store

© 0o N o g B~ w D PE

N
= O

12.

When walking through stores, I can’t help touching all kinds of products.
Touching products can be fun.

| place more trust in products that can be touched before purchase.

| feel more comfortable purchasing a product after physically examining it.
When browsing in stores, it is important for me to handle all kinds of products.
If I can’t touch a product in the store, [ am reluctant to purchase the product.

| like to touch products even if I have no intention of buying them.

| feel more confident making a purchase after touching a product.

When browsing in stores, I like to touch lots of products.

. The only way to make sure a product is worth buying is to actually touch it.
. There are many products that | would only buy if I could handle them before

purchase.

| find myself touching all kinds of products in stores.

How much do you agree with the following?

1. Friend’s suggestion and recommendation will affect my decision to use *SET

2. Family members/relatives have influence on my decision to use *SET
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9.

10.
11.
12.
13.

I will use *SET if my colleagues use it

I will use *SET if the technology is widely used by people in my community
| am confident I can learn technology-related skills

| have difficulty understanding most technological matters

| feel apprehensive about using technology

When given the opportunity to use technology, | fear I might damage it in some
way

| am sure of my ability to interpret technological output

Technological terminology sounds like confusing jargon to me

| have avoided technology because it is unfamiliar to me

| am able to keep up with important technological advances

| hesitate to use technology for fear of making mistakes | cannot correct.

How much do you agree with the following?

1.

People in higher positions should make most decisions without consulting people
in lower positions

People in higher positions should not ask the opinions of people in lower positions
too frequently

People in higher positions should avoid social interaction with people in lower
positions

People in lower positions should not disagree with decisions by people in higher
positions

People in higher positions should not delegate important tasks to people in lower
positions.

Which gender do you identify with?
1. Male
2. Female

3. Prefer not to say / Other

Where do you live?

1. Belarus

2. Denmark
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What is your age?

1. Enter your age in numbers

What is your approximate monthly salary?
1. Lessthan 500 EUR (4000 DKK /1400 BYN)
2. Between 501-1000 EUR (4001-7500 DKK / 1401-2900 BYN)
3. Between 1001-2000 EUR (7501-15.000 DKK / 2901-5700 BYN)
4. Between 2001-3000 EUR (15.001-22.000 DKK / 5701-8500 BYN)
5. More than 3001 EUR (+22.001 DKK / +8501 BYN)

Thank you

Thank you so much for your participation. Your answers are giving us valuable insight.
Appendix 3: Questionnaire, Type 2

Questionnaire on Online Purchases

The purpose of this questionnaire is to explore the best ways to present items in online stores,

to ensure that you enjoy your shopping experience, and get all the information you need

about the products.

During the survey, you will be presented with some products, and you will need to answer

some questions about these. The survey will take around 10 minutes to complete.

The research is part of a Master Project for Vilnius University, and your answers will only be

used for this project. Your information will of course be completely anonymous.

Buying a desk

Please watch the short video below, and answer the following questions, concerning the

technology used. Consider your own reaction and emotions, if you were to buy a desk online,

using virtual try-on.
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What is your opinion of the virtual try-on?

1.
2.
3.
4.
S.
6.
7.
8.
9.

e e T o o e
o Ul A W N B O

17.

Virtual try-on is useful for my online shopping

Virtual try-on enhances my effectiveness when shopping online
Virtual try-on is helpful in buying what | want online

Virtual try-on improves my online shopping ability

Using virtual try-on is clear and understandable

Using virtual try-on does not require a lot of mental effort
Virtual try-on is easy to use

Shopping with virtual try-on is fun

Shopping with virtual try-on is exciting

. Shopping with virtual try-on is enjoyable
. Shopping with virtual try-on is interesting
. Virtual try-on will be reliable

. | expect virtual try-on to work well

. Virtual try-on will have a faultless result

. | prefer using the virtual try-on

. Purchasing in the online stores using the virtual try-on generally benefits the

consumers

Using the virtual try-on is a good thing

What do you think about the desk?

1. This desk is reliable

2. This desk is well-made

3. This desk is of good quality.
4. This desk is durable
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What is your overall impression of the virtual try-on and the sunglasses?
1. lintend to use virtual try-on the next time | shop online
2. lintend to use virtual try-on whenever | have the possibility to
3. | find purchasing the desk to be worthwhile
4. 1 will purchase this desk in the future
5. 1 will recommend others to purchase this desk

Buying sunglasses
Please watch the short video below, and answer the following questions, concerning the

technology used. Consider your own reaction and emotions, if you were to buy a desk online,

using 360° rotation.

What is your opinion of 360° rotation?

360° rotation is useful for my online shopping

360° rotation enhances my effectiveness when shopping online
360° rotation is helpful in buying what I want online

360° rotation improves my online shopping ability

Using 360° rotation is clear and understandable

Using 360° rotation does not require a lot of mental effort
360° rotation is easy to use

Shopping with 360° rotation is fun

© 0o N o g Bk~ w DN PE

Shopping with 360° rotation is exciting
10. Shopping with 360° rotation is enjoyable
11. Shopping with 360° rotation is interesting
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12. 360° rotation will be reliable

13. I expect 360° rotation to work well

14. 360° rotation will have a faultless result

15. | prefer using the 360° rotation

16. Purchasing in the online stores using the 360° rotation generally benefits the

consumers

17. Using the 360° rotation is a good thing

What do you think about the sunglasses?

1.

These sunglasses are reliable

2. These sunglasses are well-made
3.
4

. These sunglasses are durable

These sunglasses are of good quality.

What is your overall impression of the virtual try-on and the sunglasses?

a > w0 N e

| intend to use the 360° rotation the next time | shop online

| intend to use the 360° rotation whenever | have the possibility to
| find purchasing these sunglasses to be worthwhile

I will purchase these sunglasses in the future

I will recommend others to purchase these sunglasses

Your Experience

This next section is concerning your general experience and culture.

Consider the following statements, in the context of how you normally act, going through a

store

© 0o N o g B~ w D PE

When walking through stores, I can’t help touching all kinds of products.
Touching products can be fun.

| place more trust in products that can be touched before purchase.

| feel more comfortable purchasing a product after physically examining it.
When browsing in stores, it is important for me to handle all kinds of products.
If I can’t touch a product in the store, | am reluctant to purchase the product.

| like to touch products even if I have no intention of buying them.

| feel more confident making a purchase after touching a product.

When browsing in stores, | like to touch lots of products.
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10. The only way to make sure a product is worth buying is to actually touch it.

11. There are many products that I would only buy if I could handle them before

purchase.

12. | find myself touching all kinds of products in stores.

How much do you agree with the following?

1.

© N o g B~ DN

9.

10.
11.
12.
13.

Friend’s suggestion and recommendation will affect my decision to use *SET
Family members/relatives have influence on my decision to use *SET

I will use *SET if my colleagues use it

I will use *SET if the technology is widely used by people in my community
| am confident I can learn technology-related skills

| have difficulty understanding most technological matters

| feel apprehensive about using technology

When given the opportunity to use technology, | fear | might damage it in some
way

| am sure of my ability to interpret technological output

Technological terminology sounds like confusing jargon to me

| have avoided technology because it is unfamiliar to me

| am able to keep up with important technological advances

| hesitate to use technology for fear of making mistakes | cannot correct.

How much do you agree with the following?

1.

People in higher positions should make most decisions without consulting people
in lower positions

People in higher positions should not ask the opinions of people in lower positions
too frequently

People in higher positions should avoid social interaction with people in lower
positions

People in lower positions should not disagree with decisions by people in higher
positions

People in higher positions should not delegate important tasks to people in lower

positions.

Which gender do you identify with?
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4. Male
5. Female

6. Prefer not to say / Other

Where do you live?
3. Belarus

4. Denmark

What is your age?

2. Enter your age in numbers

What is your approximate monthly salary?
6. Less than 500 EUR (4000 DKK /1400 BYN)
7. Between 501-1000 EUR (4001-7500 DKK / 1401-2900 BYN)
8. Between 1001-2000 EUR (7501-15.000 DKK / 2901-5700 BYN)
9. Between 2001-3000 EUR (15.001-22.000 DKK / 5701-8500 BYN)
10. More than 3001 EUR (+22.001 DKK / +8501 BYN)

Thank you

Thank you so much for your participation. Your answers are giving us valuable insight.

2022
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Appendix 4: Demographic Analysis of Respondents

Appendix 4.1: Gender

Chi-square test:

Case Processing Summary

e
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Appendix 4.2: Country
Chi-square test:
Case Processing Summary
Cases
‘alid Missing Total
M Percent M Percent M Percent
Where do you live? * Mo 122 98,4% 2 1,6% 124 100,0%
of questionnaire
Where do you live? * No of questionnaire Crosstabulation
Mo of questionnaire
1,00 2,00 Total
Where doyou live?  BELARUS Count 30a 30a G0
% within Mo of 50,0% 48,4% 49 2%
questionnaire
DENMARK ~ Count 30a 32a 62
% within Mo of 50,0% 51,6% 50,8%
questionnaire
Total Count 60 62 122
% within Mo of 100,0% 100,0% 100,0%

questionnaire

Each subscript letter denotes a subset of Mo of questionnaire categories whose column
proportions do not differ significantly from each other at the 05 level
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Chi-Square Tests

Asymptotic
Significance Exact Sig. (2- Exact Sig. (1-
Walue df (2-sided) sided) sided)
Pearson Chi-Sguare 0328 1 854
Continuity Correction® ,0oo 1 1,000
Likelihood Ratio 032 1 B850
Fisher's Exact Test 1,000 A0
Linear-by-Linear 031 1 859
Association
M ofValid Cases 122

a. 0 cells (0,0%) have expected countless than . The minimum expected countis 29,51,

b. Computed only for a 2x2 table

Appendix 4.3: Age
Mann-Whitney U test:

2022

Descriptive Statistics Ranks
N Méan Std Daviaton  Minimum  Maimum No of goasd trnare L Mean Hamk  Bum of Rasks
Age n Categuines 100 L1 4600 39€0,20
Age in Categories 124 29194 111001 1.00 5.00 200 2 5022 1780 60
No of questionnaire 14 15161 S0177 1,00 2.00 Total 1
Test Statistics®
Age
Calagorias
Narr ey U *7i2cce
Wicomn Wy L0
z A133
Asyirg. Sig. 12 =) I8
4. Orouping Vadianis Ne of
cuastonnalne
Crosstabs:
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N Parcent Percuni N Percart
Ags n Categones * No of 124 1000% 0 00% 124 100,0%
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Appendix 4.4: Income
Mann-Whitney U test:
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Descriptive Statistics Ranks
" NEan S0 Dwslstion  Misimum  Madmum o it questannacs Mean Rank_ um of Ranky
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Case Processing Summary
Cases
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Vehat ty your appeoatinatn " 100,0% 0 00% 124 100.0%
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Appendix 5: Means of Variables
Overall means for all groups:
Descriptive Statistics
I Minimum — Maximum Mean Stal. Deviation
PU_VAR 124 2 7 498 1,375
PEQU_VAR 124 2 7 496 1,368
PE_VAR 124 2 7 5,01 1,373
ATT_SET_VAR 124 2 7 4,94 1,382
ATT_FROD_VAR 124 1 7 4 85 1,286
INT_BUY_VAR 124 1 7 5,04 1,350
MNFT_VAR 124 2 7 4583 1,507
SOC_INF_VAR 124 2 7 4 64 1,655
TECH_ANX_VAR 124 1 7 3,24 1,350
PO_VAR 124 1 6 3,83 1,756
Walid N (listwise) 124
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Descriptive Statistics

Minimum  Maximum Mean Std. Deviation
PU_VAR 30 2 7 4,88 1,397
PEOL_VAR 30 2 7 4,08 1,347
PE_VAR 30 2 7 510 1,224
ATT_SET_VAR 30 3 7 4,84 1,126
ATT_PROD_VAR 30 3 7 483 1,116
INT_BUY_VAR 30 2 7 4,89 1,236
NFT_VAR 30 3 7 4,89 1,142
SOC_INF_VAR 30 2 7 503 1,208
TECH_ANX_VAR 30 1 7 3,36 1,468
PD_VAR 30 1 G 4,00 1,831
Walid N (listwise) 30
Descriptive Statistics
Minimum  Maximum Mean Std. Deviation
PU_VAR 30 3 7 543 1,292
PEOU_VAR 30 3 7 5,36 1,286
PE_VAR 30 3 7 5,21 1,235
ATT_SET_VAR 30 3 7 5,28 1,290
ATT_FPROD_VAR 30 3 7 517 1,145
INT_BUY_VAR 30 3 7 5,39 1,104
NFT_VAR 30 3 7 4,89 1,142
SOC_INF_VAR 30 2 7 5,03 1,298
TECH_ANX_VAR 30 1 7 3,36 1,469
PD_VAR 30 1 6 4,00 1,831
Walid N (listwise) 30
Descriptive Statistics
Minimum  Maximum Mean Std. Deviation
PU_VAR 32 2 7 4 86 1,476
PEOU_VAR 32 2 7 4,80 1,381
PE_VAR 32 2 7 476 1,546
ATT_SET_VAR 32 2 7 477 1,563
ATT_PROD_VAR 32 1 7 4,67 1,467
INT_BUY_VAR 32 1 7 483 1,558
NFT_VAR 32 2 7 4,20 1,747
SOC_INF_VAR 32 2 7 427 1,713
TECH_ANX_VAR 32 1 G 314 1,256
PD_VAR 32 1 G 3,66 1,710
Valid M (listwise) 32
Descriptive Statistics
Minimum  Maximum Mean Std. Deviation
PU_VAR 32 3 7 4749 1,298
PEQU_VAR 32 2 7 474 1,431
PE_VAR 32 2 7 4,99 1,465
ATT_SET_VAR 32 2 7 479 1,490
ATT_PROD_VAR 32 2 7 476 1,370
INT_BUY_VAR 32 2 7 498 1,436
NFT_VAR 32 2 7 4,20 1,747
SOC_INF_VAR 32 2 7 427 1,713
TECH_AMNX_VAR 32 1 6 314 1,256
PD_VAR 32 1 G 3,66 1,710
Walid M (listwise) 32

2022
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Appendix 6: Basic Assumptions of Respondents

Appendix 6.1: Correlation Between Income and Country

Correlations

Epanarman's e Whate dis yuu e aratation Coafteient 1,200 %6
" 03

J 12
What s peur sgp raams melante Toaficient 56 1,080

Mkl Sary
10 )

d 124

= Cooreaton is syynfcant af the 0 01 level (1 -taled)

Appendix 6.2: Correlation Between Income and Age

Correlations
Aal

“. I o

1 L a
Bpeacmany g AN iy pou Apposenaie Camalatan Coaffciam 1,000 628"
My satuy) 3 C1-2ulhnt « 001
124 124
A% In Categariun Comstunon Coafieiant 525 3,000

3 (-l « 001

e 124 124

** Cofalaon is fignficam ol the 0 07 lwsl (3-tilsm

Appendix 6.3: Correlation Between NFT and Gender

Correlations
faa
Seadiman's ihn HEY_VAR niwianan Sostic et 1000 -1f ]
Sig () tadled 38
124
i gerd | 1a1a0aN Coati bttt 074 1 400
|ty wih a ) taled 136
12
Appendix 6.4: Correlation Between NFT and Country
Correlations
e
Bpeamman’s o Whais 0o you Ive?  Cotralation Cosfliciant 1,000 285"
SUNQRFTI ] 002
W 122 122
1T VAR Corralation CoaMMciant 265 1,000
Sig (V-talkel 002
N 122 124

* Comelatonis signibcant ot the .01 level {1-tuled)

Appendix 6.5: Correlation Between Instrumental NFT and Power Distance

Correlations
PD_VAR  INS_NFT_VAR
PD_VAR Pearson Correlation 1 -2547
Sig. (1-tailed) 002
N 124 124
INS_NFT_VAR Pearson Correlation -254" 1
Sig. (1-tailed) 002
N 124 124

** Correlation is significant atthe 0.01 level {1-tailed).
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Appendix 6.6: Correlation Between Technology Anxiety and Age

Correlations
TOM_ANX_VA Age
F isg
EpeamMans mo  TECH_ANX VAR  Constaion Cosfitmnt 1,000 385
Sig. {1 talled <001
1 124 124
Aot I Categorien  Conrsastinn Costciant 165~ 1,000
Sy, (V-tatiad) =001
N 124

124

** Comelaton s signthcant at e 0 01 lovel [1-t2led)

Appendix 6.7: Correlation Between Power Distance and Country

Correlations

Where do you

PD_VAR live?
Spearman'srho  FD_VAR Correlation Coefficient 1,000 -,635“
Sig. (1-tailed) . =001
M 124 122
Where doyou live?  Correlation Coefficient -,635xx 1,000
Sig. (1-tailed) =001 .
M 122 122

** Correlation is significant atthe 0.01 level (1-tailed).

Appendix 6.8: Correlation Between Social Influence and Country

Correlations
Where doyou
SOC_INF_VAR live?
Spearman's tho  SOC_INF_VAR Caorrelation Coefficient 1,000 -,094
Sig. (1-tailed) . 151
M 124 122
Where doyou live? Caorrelation Coefficient -,094 1,000
Sig. (1-tailed) 151 .
N 122 122

2022

Appendix 7: Multiple Regression using independent variables Technological Anxiety
and NFT, and dependent variable PEOU

Coefficients”
Standaryosd
andar e af osams limeanty Statistes
h =) 1 Sely ! snce
1 [Conytant) 1448 434 7,950 =001
TECH_AMX_VAR 134 080 -132 1,667 098 1,000 1,000
NET VAR 130 072 473 5983 <00 1000 1,000
a Dependent Vanable: PEQU_VAR
Correlations
PEQOL VAR NFT_VAR
Fagrscn Comaladon FEOU_VAR 1,000 176 Model Summary”
NFT VAR 478 1000 Adjusted R Std. Error of the
59 1-15il6c) SEOU_VAR <20° Model R R Sguare Square Estimate Durbin-Watson
NFT VAR 000 AT 226 220 1,209 2,21
¥ =E0U VAR 124 174 a. Predictors: (Constant), NFT_VAR
\FT_VAR 124 124 b. DependentWariahle: PEOU_VAR
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ANova*
Sum ot
Mode! Equams L Mean Squsm F Sig Coefticlents
1 Faglistish 52,081 1 52061 35558 «0010 staranoed
Rasriun (18189 Va2 1e01 - vn\,n;‘um.m "Q.'; n.-'vn l.u:ll.‘: " | ., '-;«::‘."u.r, Lllll..l’i‘ l
Tow 13040 123 T T 1008 e wme .o
* Depansart Vanastle PEOL_VAR T W A7) o7 Are 871 « 00t 1.000 * 008
b.Predtors {Canstant), NFT_VAR & Depancern vuratde PEOL WS
Residuals Statistics” Scameqon
Mitum  Nmamam  Nesn 616 Dewitoo N Otpenicent Variatle: PEOU_VAR
Fredusad vatus 149 595 496 ast 1 '
std Pradeted Valim A8t 1472 poo 1,009 124 | Sei
Stardant Emar of Mearisd 109 230 150 034 124 oo
Veuy . i | b . pra :-
Aduntan Pretteted vilUe 174 4494 408 1 134 J = > > . o dn
Resigaal 2848 2553 000 1.204 124 I o > . o Ce. S e
1 Ivainim 23T 230 000 ane 124 T o o0 e Vg B
Snid Fnsthua 2,384 521} 200 1004 124 e s B2 80 E':- - " . .'
Do funiu -1.05 2,708 - 003 120 124 % * = z s
Sty Debeted Raseus u4n 1,368 /001 1011 124 > . - .
Wil Crmtance 0o Iz a2 95 14 "
Cowks Diwtante (00 067 nos 012 124
Ctuend Lassragh Valus 030 M 008 0ps 124 z T i O B
3 Oepandem Vanabie FEQU_VAR Regressien Standard2ed Predieied Vaus
Tests of Normality
Malmagorow Sy Shapro Wik
Sasuc a Sig Stassne o g
sansaniord Resioun! 037 124 200 680 124 [t
* This & 3 Dew hnuu_l'o-!-uu Tue uamun.s
2 Litisfors Sipnficance Comectian
Appendix 8: Multiple Regression using independent variables Technological

Anxiety, and NFT,

and dependent variable PU

Coefficients”
Standardeed
Unstanoadasd Coafitianms Coufitlents Colineanty Stahstizs
Madgal 8 S Ewmar Seta ! Sy Telerance W
! {Constany 3228 A2 7,660 <001
FFT VAR 470 070 535 6,868 001 1500 1,000
TECH S VAR -12 078 ~126 -1.650 102 1000 1,000
4 Dupantant Vanable PU_VAR
Correlations
PU_WAR | NFT_VAR
Pearson Correlation  PU_VAR 1,000 527 Model Summarf
NFT_VAR 527 1,000 Adjusted R Std. Error of the
Sig. (1-tailed) PL_VAR =001 Maodel F R Sguare Square Estimate Durbin-Watson
MNFT_VAR 000 . 1 5270 278 272 1173 2,088
M PU_VAR 124 124 a. Predictors: (Constant), NFT_VAR
MFT_VAR 124 124 b. Dependent Variahle: PU_VAR
ANOVA"
Sum ot
Node! Squares [ Mean Sguare 13 Blg Gastiiams’
1 Regression 01,6403 1 gesey  anse: <ot ST
Retimual 122 1377 Vet tattlen Courarh 1N hrly Ll reah Senhia
Yeint %23 Matel M Fne Bty \ w ™ ¥
e o 8 -l - 1 Cervarn 3802 m LN -m
3 Dapsnasn Vinatie PU_V WFT_ 4R 19 am BT AN et 100 vom

B Prediciars: (Comstant) NFT_VAR

& Dwwvded Varnbie MU_VAN
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Seatterplet
Residuals Statistics” Deersderm Virlable: PU_VAR
Mamum  Nadmem Vi 0 Deviaton “ ’

Predieted Ve 1se 608 [Ty 24 124
Bt Pradictot Vaka 1,557 1A72 000 1009 124 3 .
Stanan Emat of Prediine 205 232 14E 03 124 i " L ~ 2 . .
Vilie 1 So-o - . 0 %%
Aguited Pradictss Vale 160 612 408 4 124 > e : Sl PR
Resitunl a0 e 500 116 124 . teut  ow . £ e

L . - . . . . H
Wil Fesmim 2530 24 a00 e 124 ¢ oo L %4 .
St Resiun -155% 1332 00 1.004 124 |t » N L TS a
Dietatud Mo watun| 100 2,758 -0 KLG 124 l S S5 . 2
Btid Deleted Rostunl 2820 2318 -0z 101 124 3 .
Man. Ditante 200 1528 a2 a2 1 .
Conby Dtatite 200 ot 208 a1 124 i
Conlsrnd Levarape Voo 600 m A0 0% 124 2 ' . '

2. DependentVariabla FU_VAR Ragrascion Standardtzed Predicted Valus

Tests of Normality
Kolmogorov-Smirnov? Shapiro-Wilk
Statistic df Sig. Statistic df Sig.
Standardized Residual 065 124 200" 988 124 3549

* This is a lower bound of the true significance.

a. Lilliefors Significance Correction

ol
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Appendix 9: Multiple Regression using independent variables Technological Anxiety
and NFT, and dependent variable PE

Costhsients”
Model Summary” Eaonise
Adusted R Gid Emer ofthe ITARMINC R CAsf T Con¥rom Cornaupy S
Midet R # Squure Square Estimate DurkinWanon  Mied L Sz B e ' =3 Tolsrarms W
1 53t 273 261 1,450 2137 [, A ar Kk i
T e " an KL ©Tre - 130 1o
2. Predicioes. [Constant, TECH_ANY_VAR. NFT_VAR TECH_ AN VT -6 o7s An 1074 o 1400 1,000
b Dependert Varable PE_VAR » Dntmnv‘v{uu;h PE_WS
Residuals Statisties”
Miresym - Masimum Maan 1 Dedibon H
Pragered Valm 15 6.0 o 7 124
Ba8 Frudictud Valus 2,079 1,659 ) 1.000 12¢
Correlations Standard et of Pradichd A0e 281 178 05 12¢
TECH_ANX VA Valus
PEWIR WFT VAR R Mdjusted Fraditod Valn 348 637 501 7 124
Frarson Coneluban  PE_VAR 1,000 st A0 Rosidal 2,25 2,328 000 1170 126
IR 497 1,000 2018 Sy Besinal 2.8 1,970 000 492 12¢
JECH_ANX VAR 170 03 1000 gyt Rewiisl 2461 1,087 0ot 1,005 124
i3 [V tated) PE_VAR *,001 030 Dyigwmd Aeaigel 3477 2,364 002 1202 124
MT VAR aoo 418 sag Deldtad Rasisun) -1,9%9 2,012 0oe 1013 124
TECH RULVAR 030 AL Mahat Ditance D6 6144 1,984 1.490 124
N FE VAR 12¢ 124 124 Couk's Distance 000 RE) 005 oy 124
NFT VR 124 AbL] 124 Caniwed Lavarage Vi 00 0% 056 012 12¢
TECH _ANX R 124 14 12¢ # Depsndant Vielable PE_VAR
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Tests of Normality

Kolmogorow-Smirnov? Shapiro-Wilk
Statistic df Sig. Statistic df Sig.
Standardized Residual 056 124 200 ,986 124 244
* This is a lower bound of the true significance.
a. Lilliefors Significance Correction
Scatterplot
Dependent Vanable: PE_VAR
> <
® .
L] ® 4
L -
' . e P98 > ~ -
* . sl G, ot e '.:
- & ‘s P 2 o
1 s . » ° a e - °
a ® M . ° - .
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. [ P ™ LI
I. .
] - °
-
- L
8 ] 3 1 L]
Regression Standardized Predicted Valus
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Appendix 10: Multiple Regression Using Independent Variable PE, PU, PEOU,
Social Influence, Power Distance, and Attitude Towards SET, on Dependent
Variable Attitude Towards Product

Descriptive Statistics

Mean Std. Deviation M
ATT_PROD 485 1,286 124
PLU_VAR 498 1,375 124
FECQU 4 96 1,368 124
FE_WAR 5,01 1,373 124
SOC_INF_VAR 464 1,555 124
PD_WAR 3,83 1,756 124
ATT_SET 4,94 1,382 124

Correlations

SOC_IMF_VA
ATT_PROD  PU_VAR FEQU PE_VAR R PD_VAR  ATT_SET
Pearson Correlation  ATT_PROD 1,000 791 725 742 ,296 -,035 826
PU_VAR 791 1,000 857 840 ,289 -199 874
FEQU 725 857 1,000 862 270 174 248
FE_VAR 742 840 862 1,000 248 -,248 JBES
SOC_IMF_WAR 296 ,209 270 248 1,000 209 319
FD_VAR -,035 -,199 174 -,248 ,208 1,000 1189
ATT_SET 826 874 848 865 318 1189 1,000
Sig. (1-tailed) ATT_PROD . 000 000 ,000 000 348 000
PU_VAR 000 . 000 000 000 013 000
FEOU 000 000 . 000 001 026 000
FE_VAR 000 000 000 . 003 003 000
S0C_IMF_WAR 0o 0o 001 003 . 010 000
PD_VAR 348 013 026 003 010 . 085
ATT_SET 000 000 000 000 000 ,0as .
M ATT_FROD 124 124 124 124 124 124 124
PU_VAR 124 124 124 124 124 124 124
FEOU 124 124 124 124 124 124 124
PE_VAR 124 124 124 124 124 124 124
S0C_IMF_WAR 124 124 124 124 124 124 124
FD_VAR 124 124 124 124 124 124 124
ATT_SET 124 124 124 124 124 124 124

Model Sumrﬂalrwh
Adjusted R Std. Error of Durhin-
Maodel R R Square Sguare the Estimate Watson
1 B4a® 713 698 706 1,852
a. Predictors: (Constant), ATT_SET, PD_VAR, SOC_INF_VAR, PEOU, PU_VAR,
FE_VAR

b. Dependent Variable: ATT_PROD
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ANOVA®
Sum of
Maodel Squares df Mean Square F Sig.
1 Regrassion 144 975 G 24 162 43 416 ,UUUb
Residual 58,3490 117 449
Total 203,365 123

a. DependentVariable: ATT_PROD
b. Predictors: (Constant), ATT_SET, PD_VAR, SOC_INF_WAR, PEOL PU_VAR,

PE_VAR
Coefficients”
Standardized
Unstandardized Coefficients Coeflicients Collinearity Statistics
Madel B Std. Error Beta t Sig. Tolerance YIF
1 (Constant) 472 33 1,427 156
PU_VAR 312 108 333 2,851 ,aos 174 5572
PEOL -,058 07 -, 062 - 544 GBT 140 5,266
PE_VAR 082 10 087 743 459 JTT 5634
S0C_INF_VAR 002 045 002 040 (968 828 1,208
PD_VAR 76 040 04 1,800 R[] 827 1,209
ATT_SET 487 115 523 4,244 000 161 6,193
a. DependentVariable: ATT_PROD
Collinearity Diagnostics®
Wariance Proportions
Condition SOC_INF_VA
Model Dimension  Eigenvalue Inclex (Constanfy  PU_VAR FEOU PE_VAR R FD_VAR  ATT_SET
1 1 6,640 1,000 00 00 ,00 00 00 .00 ,00
2 225 5428 .00 00 ,00 00 01 45 ,00
3 072 9,595 00 00 .00 00 85 20 .00
4 033 14171 91 01 .01 00 03 26 .02
5 011 24,313 02 49 24 29 01 01 .08
] 011 25,146 00 1 57 26 00 .00 27
7 o007 29,046 06 39 18 44 .00 08 62

a. DependentVariahle: ATT_FROD
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Residuals Statistics”
Minimum  Maximum Mean Std. Deviation [+l
Predicted Value 2,35 6,62 4 85 1,086 124
Std. Predicted Value -2,301 1,628 Rululy 1,000 124
Standard Error of 071 331 162 043 124
Predicted Yalue
Adjusted Predicted Value 2,30 6,68 4 85 1,081 124
Fesidual -1,818 2,204 Rululy 688 124
Std. Residual -2,574 3114 000 BT 124
Stud. Residual -2,774 3,218 -,002 1,012 124
Deleted Residual -2120 2,346 -,003 743 124
Stud. Deleted Residual -2,863 3,357 -,004 1,026 124
Mahal. Distance 248 26,0449 5,952 4016 124
Cook's Distance 000 183 012 26 124
Centered Leverage Value ooz 212 048 033 124
a. DependentVariable: ATT_PROD
Scatterplot
Dependent Variable: ATT_PROD
4
L]
©
3
()
(14 )
— B i .'o :o °
N ° ° & e <] @ o o
'g ° e o o & e L .’C..’O @
° ° e
B . R M e % @ s
0 ) @ % @ %o ) °
g [} ® o o Y Q@ % ") Q. ©
° e % o ) .
.5 ° © o o LIPS o ]
g ) ° o &
o %, °
2 (-]
B [} -] @
(]
-3 -2 -1 0 1
Regression Standardized Predicted Value
Tests of Normality
Kolmogorov-Smirnoy® Shapiro-Wilk
Statistic df Sig. Statistic df Sig.
Standardized Residual 085 124 ooa R:1T 124 oo4
a. Lilliefors Significance Correction

103



Kamilla Railaite Paulsen

Master Thesis

2022

Appendix 11: Multiple regression using independent variables PE, PU, PEOU,

Social Influence, Power Distance, and Attitude towards SET, Attitude

towards Product, on dependent variable Intention to Buy

Camelaions
———— R R o
LA L 2] »o “r " s " L) ™
Descriptive Statistics e B N
L N 2 m s 1080 s e e
Mean std De\rlatlnn N R a - 1 "N i 1000 "e 3
AT ST " m “r L e m 1% e
INT_BLIY 5,04 1,350 124 B o ey g "
PU_VAR 4,98 1,375 124 i 3 A Iy R e
PEOU 4,96 1,368 124 R e
o " n (1) x “o " Jae
FE_VAR M 1,373 124 ar xe e o e P e .
AIT_PROD xe » . - [ m o
SOC_IMNF_VAR 4 64 1,655 124 " v wii 134 o 7] o o 134 > =
e (51} EE 11 [ i 144 o w
PD_V-‘I‘R 3,33 1 ,?56 124 bl e J 12¢ ) AL 174 o™ w
. 14 = 12 =) = 14 o o
ATT_SET 4,94 1,382 124 MEwA e v we ~._~.
ATT_PROD 4,85 1,286 124 ) S W —
ANOVA"
Model Summarf fSum al
Made Squates al Newn Bglwe ' T}
“ia - — “’L‘;’S:i" '};;’FE,';“W’.;Q ;‘“}’N"I ) fHagrension 105912 ? 26550 00453 o0
Rl 020 e 130
1 911" 829 ) 575 2,080 =
Tats 224205 123

a. Preactors (Constanf), ATT_PROD, PD_VAR, SOC_INF_VAR PEOU

PE_VAR PU_VAR, ATT_SET
b, Depencent Vanabis INT_BUY

2. Dapendere Vanabk: INT_BUY

\. Predicioes: {Comstant), ATT_PROD. PD_VAR, SOC_INF_VAR, FEDU, PE_VAR

PU_VAR. ATT_SET

Coefficlonts”
Slndaaced
Lnsundages Coaficients Coufaents Coleaanty Stastes
Nooa! 8 W Eree Bets ! Hip Tofwrancs Vi
1 (Canstart) 1"z m 48] L1
PU_VAR -3 08z - 013 ALE) L1t 163 5508
FEOU 053 087 5a 634 S NES S
FE_VAR 187 e %0 2.0 033 177 6460
SOL_INF_VAR -017 037 - oto - 456 643 828 1,08
PD_aR o 033 e 1,09 04 L1 12&7
ATT BET 363 100 72 3604 002 144 EAL
ATT_PROD A0 0rs 382 533 a0 28T 3483
& Dapsndsnt Vasates INT_BUY
Collinearkty Diagrosties”
et Fixodre
ey 30Z_0T N
- Oevesy Eaetine "o smaw|  Pu_WD "~ ¥ - ) MW ATT_EET  ATT_PROD
¥ \ 1T 1am » ® % " [T % » N
3 m (1] »n o0 [ " " O » »
’ m ol n ® 00 n " x » "
i o m " o0 o0 " " t “ u
L "y wan H o0 " " " " » Lh
L) M mans n # o L1 " » M "
"m M " ' " (5 " ”n n n
’ w 12:m at [ o n » rn »

& RO Vera b T IRY
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Residuals Statistics”

Minim e Matimum Waan 5%, Déviation N

Predictod Vaiue 216 i, 50 504 1224 124
Sid. Pradicted Vaus 3347 1513 ooe 1,000 124
Standare Error ot 081 74 4 039 124
Predicied Vaue

Aduistad Prascted Valus 233 693 504 1,229 124
Rasidua 1,522 140 000 558 124
§t1. Ressduat <2685 2473 000 AN 124
Swd Residual 2,738 2082 001 1012 124
Deleted Residua 1,628 1,673 001 607 124
Stud Defeled Revlaual 2,820 2,759 002 1023 124
Manal Distance 3489 28086 6,544 4714 124
Cook's Distancs o000 186 on 028 124
Ceanterad Laverage Valus 003 228 056 038 124

a. Depandent Variable: INT_BUY

Scatterplot
Dependent Variable INT_BUY

-
. “ .
' ‘ == “e* . . o
o c0® = » . . P 9
. ° *% ¢ NeUe o,
L - :. .' .. .-\ . .
Ll
' = - L] iy &
. _ o e - .
-
> ® .
[ - .
3 ° o
: ]
Regression Standardized Predicted Value
Tests of Normality
Kolmogorow-Smirnov? Shapiro-Wilk
Statistic df Sig. Statistic df Sig.
Standardized Residual 074 124 096 978 124 038

a. Lilliefors Significance Correction

Appendix 12: Multiple Regression using independent variables PEOU, PE, PU,
Power Distance, and Social Influence, and dependent variable Attitude

towards SET
Coefficients®
Standardized
Unstandardized Coeflicients Coefficients

Model E Std. Error Eeta t Sig.

1 (Constant) -,303 264 -1,146 254
FD_VAR 063 03 080 1,997 048
SOC_INF_VAR 035 036 039 JB61 338
PU_VAR 414 079 A2 5241 ,ooo
FEOL 67 084 66 1,986 045
PE_VAR 388 081 kE:n) 4815 ,ooo

a. DependentVariable: ATT_SET

Social Influence removed from rest of analysis due to no statistical significance.
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Correlations
ATT_SET  PO_VAR  PUNVAR  PEOL  PEVAR
Paarnon Conrslaton  ATT_SET 1,000 -119 BT ) A65
PD_VAR -118 1,000 - 198 -174 -2e0
PU_VAR B 169 1.000 857 s
_PEOU 48 A4 857 1.000 802
o PEVAR 885 <248 840 862 1,000
Sig, (1-elad ATT_BET 095 000 000 000
PD_VAR 085 013 026 003
PUVAR 000 013 000 000
PEQU 000 026 000 o0
PEMVAR 000 003 000 000
N ATT_SET 124 14 124 124 124
PD_VAR 1 1 124 12 124
PU_VAR 124 124 124 12 124
PEOU. 124 124 12¢ 124 124
PE_VAR 124 124 124 124 124
ANOVA"
Model Sunlmy' Som ot
Mode Sauares L Maan Square ¥ ]
Addpisted B Std. Error of Curtiin ' Aagiensin 146,578 . 49545 152.08) oo0*
Modal ] R Squars Squars ne Edimale Watson — —
S = > _@nluy_u ».210 1% Rl
1 a1 237 g2 56 1,959 Tel 278 2
# Predistors: (Constan® PE_VAR PD_VAR, FU_VAR PEOU a Depsndent Vanatia: ATT_SET
b Depandant Vanabis: ATT_SET U, Pradiciers: {Constant), PE_VAR. PD_VAR PU_VAR, PEOU
Coefficients?
Standardized
Unstandardized Coefficients Coefficients Collinearity Statistics
Madel B Std. Error Beta t Sig. Tolerance VIF
1 (Constant) -,248 258 -,960 339
FD_VAR 072 030 091 2,375 018 932 1,073
FU_VAR 425 078 423 5,444 000 226 4422
FEQU 168 084 67 1,958 048 196 5,085
PE_WVAR 391 081 388 4 846 000 213 4 705
a. DependentVariable: ATT_SET
Residuals Statistios”
Nrnmon  Mgreum Nean Sod Oevtaton n
Pregited Valr m 700 4 L 124
2. Prticted Vaus 2207 1433 o0 1302 124
Slandaes Emar ol blad ro 1 10 a2 124 t
Proanted vaus
Alpisted Fratiing Vatos 07 o “m 1 124 !
Rosbant <20 1 000 AN 124 A
e Bende -140 any o) i 134
LU lf.dtlll A 1.0 003 1500 124
Debebed Panctan 23N 36 o e 124 =
ll}l Owlwiwt l’!!.‘d 408 1400 =001 L4 124 ;
Mt Orstance ) 1% 154 110 104
Cack't Dnrtance m W ma s 124 4 ~
Carwontl Lowerapy Vtim p02 R om Lo 124 . : ’ ;
a Degendent Vargiie ATT_SET Magressios Stardwrdzed Fredicted Vaiue
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Appendix 13: Moderation analysis using independent variable PEOU, dependent
variable Attitude towards SET, and moderating variable Type of SET

Appendix 14: Moderation analysis using independent variable PE, dependent
variable Attitude towards SET, and moderating variable Type of SET
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Appendix 15: Moderation analysis using independent variable PU, dependent
variable Attitude towards SET, and moderating variable Type of SET

Appendix 16: Factorial ANOVA using independent variables Country and Type of
SET, and dependent variable Attitude towards SET

Desoriptive Statisties

Depandem Vartasw  ATT_SE
etitityat  wrgEeE UELARLL L0y v 18
Cunusne 413 1083 1.
Yot £10 1210 0
P HELA 0 1 "
CONMERS o L e
Totai “an 150 "
BELAR 5 1552 0
CONMARY 150 199 N
Tolul w0 1410 "
L T T HELARL i 1404 1%
CHNUsRS (5 160 "

Totel o 14 n

Between-Subjects Factors

Walue Label I Ttat 140 1 30

hest BELAm s e 1

Type of set a0 virtual try-on [l CF uniis 523 17 }

Tetat 1 1< "

1,00 360" rotation 61 Ty wrgEses nELAme a0 190 0

DENAE. “w 1.3 5

Type of product a0 sunglasses [l -_».\. .:‘, ’: "
ey b RELAM T “w 150 0

1,00 the desk 61 cenume 19 1 )

Where do you live? 1 BELARUS 60 - = o
2 DENMARK 62 e gt

Tosts of Betwaun-Subjecty EMgcts

Cupertert'vwishle  ATT_SOT

ah
Levene's Test of Equality of Error Variances faewe  Mhee e - e P
il Mol 1200 7 LRy M M " L AN M
sz ot B g e 18513 ' K LEN0 » 1220304 108
- - e ' o o e "o o
ATT_BET  asadl an Maswe 1308 7 1" %) vy 1m0 ' .0 ar ) e oy
Based an Madan 1377 7 1 288 SOUMTE o \ 21 " sM 1t 1]
Bavad on Matkan and 1217 7 100,198 244 bt * Promnst T ' T 1672 = 12 an
wit acjusted of Ser* COUNTY a ' o " 1a " ]
2z TR 1] ' 0 an (11 any a2
Basad an timmad muan 1328 7 114 244 = 2 = = F
3 % .
Tonty D sy b SADothant i T1u D S 110! varants of I Sepettden! vaialos In sgudl Be1o%y T et 7y T
growpy —
™
# Dapanoent esristle ATT_SET =
v Design imercapt + Sal + Produrt + COUNTRY + Sat * Product + Sa1 * COUNTRY + aRS:
Proguct* COUNTRY + Sa1* Praduct* COUNTRY b Corpadadinrg sipbe » 02

Estimated Marginal Means
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1. Type of set

2022

Estimates Pairwive Comparisons
’ i DépantemVinilie  ATY_SET
DependentVariable: ATT_SET M SR i
95% Confidence Interval o .
4 = T i sBovr  UppatEourd
Lower Bound  Upper Bound 0t Uil = - e A I e
Type of set Mzan St. Error PP wrtudifpa T rideten L 2%¢ S8 -an 2
virtual try-on 45822 181 4 563 5281 I8 atamn il hvan 68 206 1l 2 AT
a : Ba301 00 aMIMINE MIQOII MeIre
360" rotation 5,087 181 4729 5,445 8 Adjismen! 53 UREFe SO sSEND: Berferasi
Univariate Tests
Dependart Viriatile' ATT_SET
Sum of Nentare Loroned
Sauses ] [ ’ " P Powa*
Comtae 836 1 B3 AE 519 Ald 036
Emt N 114 1,908
The 7 testy tha afect of Trge of set. Thos testis baeso on e Inearty parmss amsng
116 TN MHGNE THE0S
& Chrmputed using wpna = 08
2. Type of product
Estimates Palrwise Comparisens
: DopandentVatatie AT _SET
DependentVariable: ATT_SET % Cvidarrca inderas ot
Maan g
95% Confidence Interval [ i ke
4 Tars of precart 4 Tyos stamdsnt - My Erver oyt Lowet Bt Lippar Baued
Type of product Mean Std. Error  Lower Bound  Upper Bound v o 1 2 —~ B o
sunglasses 4937 81 4679 5,286 e over - 13 208 A LTy “u:
Baat o0 aERENO MY el Haane
the desk 5072 181 4713 5431 w Ay 0 radpde &
Univariate Tests
Dependart Vartabin  ATT_SET
LIt Nufeart Qb e
Sauares '] Maon Sauan ¥ sg Farametar Powar*
Corvawr 550 1 554 3 A0 a5 Lar
Biror PN 14 19
Toe F tests e eftact of Type of produst THs tastes based on the s arty mdependym arwiss comparssns
amang (he 83 Ml Magnal s
4 Compund usisg apha « 0%
3. Where do you live?
Estimates Pairwine Comparmems
Y Dapsstom viraos AT _SEY
Dependem Variable: ATT_SET e
95% Confidence Inerval A IR Pitreres
= B Afsare da vza e L Whes 23 muive Y 2 =1 Ses G * e Braed L Daand
Whers do yau live? Mean Stt Eror  Lowed Bound  Upper Bound = = 7 o = > =
BELARUS 4933 182 4572 5295 _DRwaR [ 1 98 5 -5 &0
ST LINNTY o, oA 3 L~ 7 B 30 # KNV TN e
DENMARIC 5076 180 4720 5432 K frephwy
Univariate Tests
Dependert Variable. ATT_SEY
Sum af Nonzent Cbasred
Squwes o Maan Bquats F By Parametsr Power*
Comrsy 021 1 © an 578 m 88
Emor 21 114 195
The F 1asts 1e efact of Whare do you INe?, This st is based on T Inaany parwise

AMong the sstimaled Mmargnal maany.
& Computad using alpha = 05
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4, Type of set* Type of product

Dependent Vanable ATT_SET

2022

5. Type of set " Where do you live?

Depandent Variaie  ATT

#5% Condaancs Imerve

SET

#5% Comfaence mienval

Type of oat Type 0f produst Mean S Emmar  Lewsr Sound  Upper Bouns Yo idaal Wiiera'dd vou i Mo Bid Ervor  Liower Doundt | Upse Béusd
ol wpan wnglasaae 5100 258 4585 561t st bpan SELARUS 1933 263 a2 £ 445
e dask e 254 424 5.;!7 DETNARY 1910 2% et sa1a
300" rotation sungiasses 4778 254 4112 8278 0 amatun BELANUS 491 P wun 5445
Mg dask 5,400 258 4,880 5911 DENNARY 5,242 254 4738 5,745
T. Tyze of sat” Type of praduct * Where do you live?
6. Type of product * Where do you live? Onperaew rassds ATT_RET
Dapsndsnt Varabls  ATT_SET 1% Dot dwm s rterre!t
S Taws o 4w Twe esnit  Whwe dopuibent VAL B B Lemer R U Boaed
5% Contdence intarval oy vre wrgassss | ELALE Txoor | e ) rm
Typo of proguct  'Wnars 4o you bva? Maan Std Eror  Lowar Bound  Uppsr Bound DR Lk o= s Tame
o i 200 200 4007 12
sunglassan BELARLMY 4933 358 44 5.445 e s = v 3398
DEMMARK 4042 254 4438 %445 W e wmrgwmann naLsns A0 25 o LL3T)
Me deen BELARLIY 49833 250 4422 5445 St LT oo o
Ao [ i 108 0 4344 N
DEMMARK 5210 254 4,707 5714 e = = s g~
Estimated Margral Means of ATT_SET
| Type ot
- peaduct
i
e Aotk
i 35}
} ow! -
I !
“
Wi trgon BE0* o o0
Type of sat
Erve bury 5% 0
Extrases Narpioal Veans of ATT_SET Fotnates Narginal Nesns of ATT_SET
Witers o
. - R - - ol
amne (A

[
|

Vet tr oo

Tyee of amt

e

200" retmrmey

aspetint

Type of prosuct

™ WY

Fost ban WA=

Appendix 17: Linear regression using independent variable Power Distance, and

dependent variable Social Influence

Correlations
EQU_INF_VAR  FI_VAFR Model Summarf

Pearson Cuneiaion  SOC_INF_VAR 1,000 265 AdustedR | Std. Error ofthe

PD_VAR 209 1EEC Model R R Square Square Estimate Durbin-Watson
S50 led SRR 29§ 2097 044 036 1,527 1,634

PD_VAR Mo .
W SOC_IKF_VAR 124 124 a. Predictors: (Constant), FD_VAR

PO VAR 124 174 b. Dependent Variahle: SOC_INF_VAR
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ANOVA*
Semt
Medel ESTTE TN a Mean Sguate F 3n Costhcients”
1 Fngiwaann 12980 1 13 %00 5467 o=t Havemany
- e 2 Ubrstereladied Cosfioarth G ool i Cotwaanty Mists
] mean 2 M e T Sid e o . . P il
Totm 27 49 123 1 Conrleny 385 an 1024 «on
4. Dapendert Variable, 50C_NF_WAR O a88 o 9 20 a1 1900 1088

b Premenrs {Constant, PO_VAR

5 Orpendant Vinatie 8OC_0F_\aR

Appendix 18: Multiple Regression using independent variables Attitude towards

SET, Power Distance, and Social Influence, and dependent variable Attitude

towards Product

Coefficients”

Standardized
Unstandardized Coefficients Coefficients Collinearity Statistics
Madel E Std. Errar Eeta t Sig. Tolerance WIF
1 (Constant) 810 A1 2,608 010
ATT_SET_VAR 770 051 827 15,032 <,001 862 1,160
SOC_INF_VAR 016 046 019 340 734 836 1,196
PD_VWAR 043 038 059 1,103 272 918 1,089
a. Dependent Variable: ATT_PROD_VAR
Variables Social Influence and Power Distance deleted due to p>0,05
Correlations
ATT_FROD_VA
El ATT_BET_VAR
Faaraan Conelation ATT_FROO_VAR 1200 826 Model Summary”
ATT SET VAR B2 1.000 Adjustea R 514, Eror of the
T - ? odet <} R Sq s Durbim Watso
Sig. (+-tai=d) ,ATT.NOO.V“,‘ <00 Mode Saquate Souare Estimate Dumm-Watsan
ATT S2T VAR 200 1 826% 681 630 727 1,838
N ATT_PROD_VAR 124 124 a Predictors: (Constant), ATT_SET_VAR
ATT_SET_VAR 124 124 b Depandent Vanable ATT_PROD_VAR
ANOVA"
Nomi o Weaswiv] 7| S E -
1 Fagrastish 1 1:2E2  M234 «ont
Feyrtuy 122 429 e Cobrwwey Bty
Tas 1 [} s o Brvee | 1] Tawtares ot
= ' Foousy 162 3 N epm
9. Oapandant Varisle ATT_PROD_ VAR ATT_SETSR 768 wr 36 60N w00l 10 1800

5. Pradicnrs (Censtans, ATT_SET_VAR

Residuals Statistics”

# Dupetderd Vi tbe An_'un‘b_’.‘l

Scatarplet

Mnmum  Nadmem Vi w S0 Devaton “ Depandent Vatabls: ATT_FROO_VAR
Predieied Ve 248 [T [T 1.062 124 .
Bt Pradictet Vaka 2240 1 400 200 1009 124 .
Stannan Emvet of Predking 66 Ri} 2400 0 2
Vel s
Aguited Pradted Vale 24 648 485 1063 124 i iR
Resiusl 2% 2,208 £00 24 124 ¥
" Fentim 1242 2017 400 308 124 i T 3
Stud Pesitun -3,282 3009 000 1.004 124
Dietatnd btasatial B 219 200 ™ 124 i
Bt Defeted Sosatial 1472 3200 - 003 1013 124 :
Manw. Datante a0t 5359 402 963 124 .
Conb's Distance a0 133 208 017 124 .
Cenlsrnd Leverape Valie 500 ae 208 003 12 ' '
2. Dapendent Variable: ATT _PROD_VAR Regreazien Stardardized Precicied Value
Tests of Normality
KotmogorowSmimind® Shapio-Wik
Statistic of Sig Btarstic o 31y
Standardeed Rusiha 032 124 012 967 124 oo

2 Lilefors Sigreficance Correction
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Appendix 19: Factorial ANOVA, using independent variables Country, Type of
Product, and dependent variable Attitude towards Product

Descriptive Statistics
Dopsrdent Vanatie  ATT_PROOD
Troe of wad Teoe of groguct  Where e yos Y Mran #ta Devirtan N
AU tean  aungiasses FAAUE LR ] 122 15
DENNSY T 1163 15
Totm 520 1174 0
the deeb BEURUL 480 151 15
DENNASEY. 475 1612 1h
Toes 477 1543 n
Totad =9 i 48T 1358 0
DENNARY (R 139 n
T LR 1367 i
MU obion  egakies BELARUS 0 1201 15
TErvaAy S0 150 "
T o 1w n
B I Aok LA o 116 1%
Between-Subjects Factors Py 40 1202 n
Tt 87 120 0
Walue Label I Tote E=LAAUE [ 11067 0
. DENNARY 518 1422 "
Type of set 00 virtual try-on 61 w (7] 1309 a
N ; Total ngasen BELARUS CET 1150 i1
1,00 360" rotation 61 cEIwARY oo o 3
Type of product 0o sunglasses 61 e ol 1M L\
LER 1) mpl 157 1332 30
1,00 the desk 61 DEHMARY (2] 1,455 1]
) Totm 457 1380 a1
Where do you live? 1 BELARLIS 60 Totudt HELARUS 87 1258 a0
DENMASY. 535 1404 42
2 DEMMARK 62 = i RG =r
Tasts of Batwaen Subjects Efacts
Tepeasm vwwsi ATT_PIITA
Levene's Test of Equality of Error Vartances™ Tops B = [ ; Aot e 1
wes Amaeney Y "“w Pyspaioie "
Laanns R o r (1) " s 402 ™
Statite a ar Sig o e ' WL (I8 TM 1 e 1550
ATT_PROD  Www et on Nawy ars T Rl 454 = A . ~ ) il i d Lol
& Patat (] ' o or M or (1]}
Soavt taNeden a7e LS e 509 ey 10 ' 1401 e " i e
Baaps on Mndas s 78 T 1msa a0 ol eaa 1447 ' 1047 " 206 "W -
Wil s nee o Rt COIMTRY | i 1) e ' "
Ba4o2 tn 0IMMes maan 0% 7 " 4Bt BT LoMNrr 1 o b m our m
TRIn M6 fud] try cAtas bt Al e aeret vaIIANEw OF Biw depwned wil viiatin (8 squsl aE1088 Bt hseat ! 10U \ ey 4 oo 2% 5
Qroups L " 1%
tex o
a Degendentvanasle ATT_PROO el Vg g
b Detign Milarcapt « 8¢t + Fraguet + COUNTRY » St * Producd + S41* COUNTRY + * M Bymwwie 231 CAaprna P Semwed = . £
Pragdect * COLNTRY » Bt * Prosuc * COUNTRY b CMwAd whiry e s B0
Estimated Marginal Means
1. Type of set
Pairwise Comparisons
Estimates Dvorraee Varatie ATT_Mo0
Dependent Vanatle ATT_PROD - e
x DEsrenen )
95% Confidance intarval D Tyrasfasy L0 Type sfan A SEEmMI Y9*  Lewetfied Lo Baste
Type of ael Naan Sid. Emor  LoaerBeund  Upper Boand O S et Sl e 554 N 1
wtual try-on +888 174 1043 5232 MA U taal Ypon 148 2% 544 -1 AN
o - Baead on aakniated margnal msare
360" rotaven 5033 A74 4623 5378 e Sormestole b 2
Univariate Tests
Dependert Vanatie.  ATT_FROO
Suomaf Neocent Qbs=ived
Squares o Moan Sguate F 3ig Paramatar Powar*
Conyset B 1 Ll 352 554 as2 0w
Emor 210 200 114 1848

The F fests 7w afact of Typa of a6t This testis Basad on tha Inaafty Independent paraise compartsons among

T asheiatad margine means.
a Computad using ¥pha = 05

2. Type of product
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Estimates Parwise Comparisans
DependentVariable: ATT_PROD Bameineivn: ATLEROR e
95% Confidence Interval cn::m Ote -
Lower Bound Upper Bound (8 Taen s ptaduil 10 Tipe of st i) o Ewy "t s livsre  Lygew St
Type of product Mean Std. Error PP e oS =0 e o i e
sunglasses 4,850 74 4605 5285 % ik W0 ot 4 M L) e
Bt et e
the desk 4071 74 4,626 5315 e .
Univariate Tests
Degendani Vanates.  ATT_PROD
Sum af Monert Obsewsa
Squates at Mean Squire 3 T Parsmistal Power?
Commast o3 1 013 007 933 007 051
Eiree 210,200 1 1604
T F Ss15 the afsct of Type of geoduct THes 19618 Dasad 0n e linsany ']
amony ihe estmated margnal means.
» Computad using ¥pha= 05
3. Where do you live?
Estimates Parwese Companssns
D visann. AT FRDD
Oependent Varnable  ATT_PRCO B e ariei Voenat e
95% Confdsncs intarval Diteds b O
1) Wewre de vas v ¥ Vitwie oo L B M1 Bree iy’ Lowe! Suarsr U Baand
Wharedoyoums?  Mean S Emor LowseBound | UpserSound SRR lEES—— 0 — T — 0 ) F™
4867 175 4519 5214  _DEnus SEALY 16 1 wr -3 a7
PN O 3 > U T TR T T T T
OENMARK 5054 173 4712 3 e suiarion
Univariate Tests 4 Type of set* Type of product
Dapecdemarionh. ATT_PROD Degendert Vatiabk: ATT_PROO
Sum ot Narestt cm-m'n G9% Cordenny irteresl
Smesy ol NeinSuie F Sa Pitanie Eene Tmeooten Tyoe of grodut! Newt &Y Grer  LowwrBouna  Upgter Bouna
Carts 1971 1 1o kL Aar LUl e " " “ 000 TN 500 S a8
o CF S T TR C e om ou am aum
o F Sentn e afect a1 ANere de you ve 7. THin et o Dased 09 e |inearly independent] parwine — e o ——— S
NI e esmated Magnal means A0 ratation wunglasees 4Wo e o s
& Comauset uun) apha = 85 e desk 56T 4z 4675 5653

5. Type of set “ Whaere do you live?
Dugsnoest Vatadle  ATT_FRCO
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Appendix 19.1: Moderation Analysis using independent variable Attitude towards SET,

dependent variable Attitude towards Product and moderating variable Type of

I R R R S PR R R T

Product
Model : 1
¥ + ATT_FROD
X ¢ ATT SET
W : Product
Sample
Size: 124

R R R R R R P R R R R TR

OUTCOME VARIABLE:
ATT_FROD

Model Summary

R

8263 , 68

Model
coeff
constant L9812
ATT_SET P 1833
Product 1311
Int_1 -, 0263

Product terms key:
Int 1

3¢
, 3587
,0712
, 4930
, 0983

ATT SET x

F dfl

86,0926 3, 0000
T P
2,7357 , 0072
10,9976 , 0000
, 2659 , 7908
-, 2736 , 7848

Froduct

Test(s) of highest order unconditional interaction(s):

RZ-chng
W , 0002

Focal predict: ATT_SET
Mod wvar: Product

(%)
(W)

dfl df2
1,0000  120,0000 ,

-1
o

dfz
120,0000

LLCT
,2711
L8423

-, 8450

-,2170

o

b=l
,0000

ULCT
1,6913
,9243
1,1072
, 1643
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Appendix 19.2: Moderation Analysis using independent variable Attitude towards

Product, dependent variable Intention to Buy and moderating variable Type of

Product
I S PR RS
Model : 1
Y : INI_BUY
X : ATT_EROD
W : Product
Sample
Size: 124

B E R
OUTCOME VARIABLE:
INT_BUY

Model Summary

R R-3q MSE F dfl df2 ]
L8519 , 7258 ,5124  105,8526 3,0000 120,0000 ,0000
Model

coeff se t b2l LLCI ULCI
constant . TL67 , 3644 1,9685 , 0518 -, 0049 1,4383
ATT_FROD , 8903 ,0737 12,0009 , 0000 , 7449 1,0367
Product -, 0203 , 5050 -, 0403 , 9679 -1,0201 , 9794
Int_1 , 0065 , 1007 L0646 , 94388 -, 1830 , 2060

Product terms key:
Int 1 : ATT FROD x Product

Test(3) of highest order unconditiconal interaction(s):
R2-chng F dfl df2
HYW , 0000 ,0042 1,0000 120,0000 948
Focal predict: ATT_FROD (X)
Mod war: Product (W)

o

Appendix 20: Multiple Regression using independent variables Power Distance,
Attitude towards Product and Social Influence, and dependent variable
Intention to Buy

Coefficients”
Standardized

Unstandardized Coefficients Coefficients Collinearity Statistics
Model B Std. Error Eeta t Sig. Tolerance WIF
1 (Constant) 755 306 2,468 015
ATT_PROD_VAR 874 053 838 16,745 =<,001 ,903 1,108
SOC_INF_VAR 037 044 043 834 406 864 1,187
PD_VAR -.039 038 -,051 -1,035 303 946 1,057

a. DependentVariable: INT_BUY_VAR

Variables Social Influence and Power Distance deleted due to p>0,05

Correlations
PR
INT_BUY_VAR =
Pearson Comelation.  INT BLY VAR 1.000 252 Model Summarf’
e 852 1.000 Adjusted H £1d Ervur of th
Sig (1-1alled) INT BUY VAR <001 Modal 8 R Squar Squars Extimia Durbin-Yeatton
ATT_PROD_VAR 000 1 ss* 16 g1 om0 1831
N INT_BUY VAR 12¢ 124 3 Predictors (Constant, ATT_PROD VAR - =
ATT_PROD_VAR 124 124 b Dependent Vatable: INT_BUY_VAR
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ANOVA*
Sumaol
Nude SquaTy o Meon Square =9 >
1 [ 821 1 162710 322890 ~001° o
Reniousl 41,404 122 504 9 - st
Tatal 114208 123 L — 5 g
A & 9 Loeaturs " = e m
a Dependent Varakie INT_BUY_VAR ATY PASD. W e 0% e s 8 b Va4
b Pradichors. (Constanl ATT_PROD_VAR & Osparari Vatable WT_DLN R
Scatterplat
Residuals Statistics” Dependent Varable: NT_BUY_VAR
Wrimum  Maamum Wean 53 Davatten 7] ‘.
Flusicad vakie 140 897 304 1150 124 .
12 Pradond Vil -2645 14Tt 020 1,000 T . -
Shanzaim Emee of Predicted 054 102 (0T 32 1 = -
Viboa o .
Adjsend Pregice Valis 142 899 504 1,151 3] . 5
. ..
Rasalugl 1,748 1317 020 787 M ° s 00 Y * e
q " 2 . o 0 S.0:8 . . a9
e Raniaual 2510 12864 020 0 hell . P . . il .
. ® e 00 ® s
Bhaat Mwniibind <2.550 10 -0 109 L] > Y SN .
.
Deleted Rentdusl 1004 1008 - 031 "t Lh ] = ORI 2 . =
.
Shud Daltd Resdial -211 1424 o 1007 " . " . =
Mshat Distance 06 9.50% 832 1148 (] . .
Coov's Distanre 020 108 037 043 p)
Camuied Levenage Vale 000 071 028 0w M J
a Dopandent Varab k' INT_BUY_VAR Regrassion Ssandardized Predicied Vakoe
Tests of Normality
Kotmogotow-Sminoy* A0 -k
Stasstic t Btatistic o Eig
Standardized Resdual Q086 124 124 o1

2 Lilhefors Signficance Correcion

Appendix 21: Mediation analysis using independent variable Attitude towards SET,

dependent variable Intention to Buy, and mediating variable Attitude

towards Product

g g R R P T P T e T

Model @ 4
Y : INT_BUY
X 1 RTT_SET
M : RTT_PROD

Sample

Size: 124

g g R R P T P T e T

OUTCOME VARTABLE:
ATT_PROD

Model Summary

R R-3q
,8262 , 6828
Model
coeff
constant 1,0517
RIT_SET , 7639

MSE F
,5291 262, 3425
3 t P
,2435 4,3196 ,0000
,0475 16,1970 ,0000

dfl
1,0000

dfz2 P
122,0000 , 0000
LLCT ULCT
, 5697 1,5337
, 6748 , 8629

g g R R P T P T e T

OUTCOME VARIABLE:
INT_BUY

Model Summary

R R-3g
, 8044 , 8180
Model
coeff
lconstant 3702
ATT_SET 5269
RIT_EROD L4267

MSE F
L3372 271,9572
3e t h]
, 2087 1,7736 L0736
L0673 7,8339 ,0000
,0723 5, 9040 ,0000

dfl
2,0000

dfz o
121,0000 ,0000
LLCI ULCI

-, 0430 L7833
L3938 L6601

, 2838 ,5698
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FAKKKKNNKRNANN N A AN NN R XN AN N % TOTAL EFFECT MODEL H % %%k khddhhh hhhddh ko hhh bk khhd
OUTCOME VARIABLE:
INT_BUY

Mpdel Summary

R R-38qQ MSE F dfl df2 P
, 3750 , 1656 4308 398,4737 1,0000 122,0000 ,0000
Model
coeff 3e t h=] LLCI ULCI
constant , 3189 L2197 3,7277 , 0003 , 3540 1,2538
ATT_SET , 8550 L0428 19,9618 , 0000 , 7702 , 9388

AAXXHNKNNKNNKX TOTAL, DIRECT, AND INDIRECT EFFECTS OF X ON T ¥ #¥daddadaaay

Total effect of X on ¥
Effect 3e t B LLCI ULCI
, 8550 ,0428 19,9613 ,0000 , 7702 , 9398

Direct effect of X on Y
Effect 32 t P LLCI ULCI
, 5269 L0873 7,8339 , 0000 , 3933 , 6601

Indirect effect{a) of X on ¥:
Effect BootSE BootLLCI BootULCT
ATT_PRCD , 3281 L0770 ,1309 , 48352

2022

Appendix 22: Mediation analysis using independent variable Power Distance,

dependent variable Intention to Buy, and mediating variables Attitude

towards SET, Attitude towards Product

B T P

Model 1 4

R AR

Mod2l Jumme
] -3 5 4 r a2 P
7 4 974 T 0000 332,80 [ 3
¥odel
coeft an t
censtase s, a2 204
0 VAN 154 Y

BIABLE

] R-33 Nz r 423 F
a4 1,404 L2529 132,400 enes
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OUTCOME VARIASLE:

ATT_P800
ModSe: Sussary
R R-53 or 4 a1 arz ¥
354 L0013 1, 6440 L1520 1,0000 322,0000 L4965
Nodel
coess e T ] LICI 12763 4
conetant 4,9498 G 17,7576 »0QgQ 4,290 3,3017
PD_VAR -, 0259 0683 -, 3910 L EBas « 1571 L1053

anan

L) ] 14 ¥ 401 an 1
P 3435 L5151 »3333 179,260 32,0000 120,000 »0c00
Hodel

coeff = t P LICT 127004
cotytant 8 L23E8 1,4082 JL831 1423 L2344
FD_ VA& + 0066 2302 L1843 1853€ = 0545 10687
AT_=T L5280 ] T, 10 » 0000 » 3035 PRLEL)
ATT_PR00 « 8252 L0730 S5, 8227 »0a0a 2206 L6828

TOTAL ETTECT MOUEL
COTCOME VARIABLE:

INT_BOY
Model Sussary
R R . 4 | 3 art a2 P
073 005 1,028 L8229 1,0000  132,0000 L4018
Model
coeff a0 [3 ? BAT 4 uLey
constant 5,2532 2321 17,3830 +DODD 4,€7%0 5,8015
FO_VaR -, 0%42 O - 7092 4310 - 453 0837

Sesssssecessss TOTAL, DISECT, AND INDIBECT EEFECTS OF X OF T seesessccccccs

Tozal effect of X om ¥
Effect e * P e |'2%m 4
-, 0848 LOEN -, 7292 L4315 1022 0227

Direcs effect of X on ¥
Effect F 3 13 LT ULLI
«005¢& L0302 1848 +B536 -, 0548 10687

Indivect effeocs) of X o= ¥:
LfZect ScotI  Bootlifl  BootTLLI

TOTAL -, 0604 L0632 -, 1821 L0652
ATT_SET - 0458 o302 -1272 (0227
ATT_FRGO -, 0110 o -.0704 P40

ArAsasesssssssssennnnn LERIYSTS WOTES AND ERRORS #eesesssvssstssssscccccs

level of gconfidence for all coafidence intervals in JuTpuat:
33,0000

Busber of bootstredp ' for pe. ile ap comfidence intervals:
3000
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