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Abstract: This research explores influencing factors of online shopping adoption using a qualitative approach, providing
an in-depth insight into consumer behavior. With data gathered through 25 semi-structured interviews, the authors point
towards trust, convenience, technology adoption, and demographic factors as being high-priority determinants of online
shopping behavior. Primary findings showed that 76% reported trust as the most significant factor, especially concerning
safe and secure payment systems and protection of personal information. Ease of access, cited by 68%, is the most important
motivator, considering user-friendly interfaces and speedy delivery systems. New technologies like mobile access and
innovative features such as 10T benefit the shopping experience for 64% of the respondents. However, there are indeed
deterrents, including low digital literacy and internet penetration in the vast rural expanses, reported by 52%. The
comparisons with related work show consistency with global trends and highlight the ability of localized strategies to cope
with cultural and infrastructural disparities. The study contributes to the understanding of the dynamics of online shopping
and offers actionable insights for businesses and policymakers seeking to enhance e-commerce adoption.
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I. INTRODUCTION

Advances in digital technologies have significantly changed the retail landscape, where online shopping has emerged as a
central aspect of contemporary commerce. This development comes with the growing dependence on e-commerce sites,
helping consumers buy anything and everything at their convenience and anywhere in the world. Despite these facts, the
reasons people choose to shop online are relatively different from one demographic and cultural context to another [1].
Awareness of these variables is critical for businesses seeking to enhance their e-commerce efforts and create an enjoyable
purchasing experience. Much existing research on online shopping behavior employs a quantitative approach, focused on
statistical statistics like price sensitivity, product variety, and delivery efficiency. This kind of insight is useful but often
does not account for the subtle, subjective factors that influence consumer choice. Factors, such as trust in web stores,
perceived ease of use, and social norms, need greater consideration to know how they shape consumer behavior [2]. This
paper thus attempts a qualitative design for further study of the underlying factors that must influence the adoption of online
shopping. Based on these personal experiences, attitudes, and perceptions, this paper unfolds to reveal the intricacies behind
a consumer's choices [3]. This paper underlines the intersectionality of three main dimensions: psychological, cultural, and
technological, which encourage or deter shopping on the internet. The findings of this study will contribute to the growing
body of knowledge on consumer behavior in the digital age, providing actionable insights to commerce businesses. This
research aims to address a gap in the qualitative analyses being conducted and provide a holistic understanding of both the
motivations and the barriers that consumers face. Such insights will not only better inform e-commerce strategies but also
set in motion policy changes to make online shopping equitably accessible around the world. By facilitating a deeper
appreciation for consumer perspectives, it will contribute to the development of more inclusive user-centered forms of e-
commerce.

Il. RELATED WORKS

The adoption of online shopping has been examined across various contexts by extensive research, involving many factors
such as the trust, convenience, technological innovation, and demographic influences. A particularly recurring theme about
trust, trust plays an extremely crucial role in influencing consumers' intention to adopt e-commerce platforms. For example,
Fan and Ukaegbu [15] studied the relationship between information literacy and trust in terms of e-pharmacy adoption,
noting that it is a mediating factor as users consider sharing sensitive personal information. Jou et al. [24] used structural
equation modeling to show how trust and satisfaction are the drivers of e-commerce adoption. They claim that the platform
must be secure and user-friendly. Another critical aspect of adopting online shopping is convenience and usability. Gupta
and Mukherjee [19] have analysed post-pandemic changes in the consumer's shopping behaviour, thus concluding that
convenience and the ability to shop from home play a critical role in long-term shifts in preferences. Building on this,
Huang [22] applied the UTAUT2 model in investigating mobile shopping behavior among the older age group, where
perceived ease of use and effort expectancy emerged as significant determinants for the older group. Thus, this result
underlines the requirement for designs that are inclusive and intuitive in their nature for use by a wide range of users. Also,
IoT and digital government platforms are other technological innovations that have influenced the growth of online
shopping ecosystems. Godlove et al. [17] studied 10T adoption in Central Africa, revealing its potential for the smoothening
of e-commerce logistics and improving experiences of users in emerging markets. Guo and Peng [18] explored user
interactions with government chatbots on digital platforms, explaining that user-friendly interfaces and context-specific
adaptability are crucial to facilitate trust and engagements. Demographic and cultural factors also influence online shopping
behavior. He et al. [20] conducted research on farmers' adoption of e-commerce for agricultural products where digital
literacy and internet accessibility were identified as significant barriers in rural areas. Similarly, Li and Zhu [25] did a meta-
analysis on online travel booking services where they proved that the economy development levels and cultural differences
significantly moderated the adoption behaviors. These studies underpin the requirement for strategies that are tailored to
address the regional and cultural differences in consumer preferences. Social media and digital interaction have also
stimulated online shopping behaviors. Hu et al. [21] investigated the impact of heterogeneity in social media on preventive
behaviors during the outbreak of COVID-19, and the findings were that online media were essential for the promotion of
e-commerce adoption amidst times of restriction on physical movement. Jiang et al. [23] discussed consumer adoption of
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the metaverse in Chinese e-commerce and established that immersive and interactive technology can improve users'
engagement and rates of adoption. Lastly, specific product categories and device-based shopping behaviors have been used
to explore adoption trends. Gertze and Petersen [16] looked into online banking acceptance in South Africa, illustrating the
analogies between trust and usability issues of digital services. Ma Janice et al. [26] looked into smartwatch adoption in
the Philippines and brought out user-centric considerations such as perceived usefulness and aesthetic design for adoption.

I1l. METHODS AND MATERIALS
3.1 Research Design

This research study uses a qualitative design to investigate the factors influencing online shopping adoption. Qualitative
research was selected due to the ability to deeply appreciate respondents' perceptions, attitudes, and behaviors. Compared
to quantitative methods in which data are mainly based on numbers, this study incorporates subjective experiences to give
a deeper insight into the complexities of consumer behavior [4].

The interpretivist research philosophy grounds this research, focusing on the role of human experiences and social contexts
in shaping a consumer's choices. In this regard, phenomenological approaches were used to capture the lived experiences
of online shoppers since this method is effective in exploring the motivations and barriers of individuals.

3.2 Data Collection Methods

Data for this study were obtained through semi-structured interviews. This was chosen in order to give respondents the
freedom to communicate as flexibly as they liked while at the same time addressing some consistent aspects of the subjects
[5]. Some participants were interviewed who had different levels of experience regarding online shopping, thus broadening
the scope of perceptions.

3.2.1 Sampling Strategy

The purposive sampling method is adopted for selecting people who have shopped online during the past year. To this
effect, the inclusion criterion ensures that participants have recent experiences to share, hence enhancing the relevance of
the findings [6]. A total of 20 participants are recruited to represent different age groups, gender, and socioeconomic
background. Recruitment is done through online advertisements and word-of-mouth referrals.

Table 1: Participant Demographics

Category Number of Percenta
Participants ge (%)
Age (18-25) |6 30
Age (26-35) |5 25
Age (36-45) 5 25
Age (46 and |4 20
above)
Male 10 50
Female 10 50
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Urban 14 70
Residents
Rural 6 30
Residents

3.2.2 Interview Protocol

The interviews involved the use of face to face conversations and online video conferencing and also took between 30 and
60 minutes. Informants’ interviews were conducted in person with audiotapes affording each participant’s consent and then
reviewed in detail [7]. Such interview questions were meant to get facts about the ‘why,” ‘why not” and ‘how’ concerning
the online shopping among the participants. Examples of interview questions included:

e “What made you choose to start buying your products online?

e In what ways can the convenience of online shopping be explained?

e Do you face any challenges while shopping on the internet? If so, what were they?”
3.3 Data Analysis

Pattern matching was used in order to make generalisations on the data obtained. Braun and Clarke’s six-step framework
guided the analysis process:

1. Familiarization with the Data: Interview transcripts, then, were reviewed more than several times to achieve
sufficient level of familiarity with the documents.

2. Generating Initial Codes: Variables were labeled to sub-portions of data that were found to pertain to the
research questions [8].

3. Searching for Themes: To arrive at the pertinent codes, related codes were clustered into larger categories.

4. Reviewing Themes: Themes were also reviewed so as to give a clear representation on what was captured through
data analysis.

5. Defining and Naming Themes: They were all very define and endowment with an apt name of a theme.

6. Producing the Report: The final themes were categorized and narratively in a logical structure and reinforced
by participant’s own words.

Table 2: Identified Themes and Sub-Themes

Theme Sub-Themes Description
Convenien | Time-Saving, How online
ce Accessibility shopping  saves

time and provides
access to a

variety of
products.
Trust and | Payment Participants'
Security Security, concerns  about
Privacy payment methods
Concerns and data privacy.
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User Website The role of user-
Experience | Design, Mobile | friendly
Optimization interfaces in
shaping shopping
experiences.
Social and | Peer Influence, | Influence of
Cultural Societal Trends | social circles and
Factors societal norms on
shopping
behaviors.
Barriers to | Delivery Challenges such
Adoption Issues, Lack of | as delayed
Digital deliveries  and
Literacy unfamiliarity
with online
platforms.

NVivo software was used for coding data together with analysis to systematically organize and retrieve all the themes.
3.4 Reliability and Validity

To ensure reliability, a pre-test interview was carried with two participants to refine the interview questions. The process
of data analysis was peer-checked by the second researcher to ensure that there was no deviation in the coding and themes
collected.

Triangulation was accomplished by cross-validation of findings with literature previously conducted about online shopping
behavior. Furthermore, participants were given a summary of the findings to ensure the accuracy of the interpretations
(member checking) [9].

3.5 Ethical Considerations

Ethical clearance for the study was sought from the university's research ethics committee. Participants were given an
information sheet about the purpose, procedures, and their rights related to the study. Informed consent was sought before
allowing their participation.

Participants' personal data were anonymized, and pseudonyms were used in the transcripts for confidentiality. The data
were stored securely on password-protected devices and were only accessible to the research team [10]. Any participant
had the right to withdraw from the study at any point, and their decision not to explain was respected.

IV. EXPERIMENTS
4.1 Findings
4.1.1 Convenience as a Key Driver

The most mentioned factor affecting people's acceptance of online shopping was convenience. It was those three aspects-
time-saving, accessibility, and variety of products-that online shoppers emphasized throughout the study. Urban
respondents considered the time-saving ability of online shopping during busy schedules [11]. Rural respondents mentioned
more access to "products that are not available in the local stores."
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Figure 1: “Factors Influencing Online Shopping Satisfaction”

Table 1: Convenience Factors Identified by Participants

Convenience Number of Percenta
Factor Mentions ge (%)
(n=20)

Saves time 18 90
Available 24/7 | 16 80

Wide product | 14 70
variety

Avoiding 12 60
physical stores

Participants also considered the fact that prices could be compared using the websites, and that customers’ reviews could
be read, this was preferred by the customers, as compared to having to travel from store to store.

4.1.2 Trust and Security Concerns

Perceived trust was identified to act as a key determinant in the models of online shopping adoption. A number of
respondents admitted that they are too worried about the thought of illustrating friends online since this can be misuse or
they stand to be defrauded [12]. Security of payments was another section that was mentioned by most of the participants
saying that they would rather use platforms with high security.
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Figure 2: Factors Influencing Consumer Behavior

Table 2: Trust and Security Concerns

Concern Number of Percenta
Mentions (n=20) | ge (%)
Payment 17 85
security
Privacy of | 15 75
personal data
Fear of scams | 12 60

Over-40 participants had a strong concern for fraud, which often made them less willing to use unfamiliar platforms.

Younger participants relied mainly on reviews and ratings to determine whether a platform was trustworthy or not.

4.1.3 User Experience and Platform Design

Properly optimized platforms were the most critical factors that influenced consumers' behavior toward online shopping.
Participants liked intuitive designs, speedy pages, and apps compatible with mobile phones [13]. However, some
participants in the rural areas expressed frustration with unduly resource-intensive apps or apps offering less language

options.

Table 3: Issues with User Experience

User Number of Percenta
Experience | Mentions (n=20) ge (%)
Issue
Poor mobile | 10 50
optimizatio
n
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Slow
loading
times

40

Lack of
language
support

30

Mobile optimization was especially needed from the point of young people, who actively used the Internet to purchase

various goods.

4.1.4 Barriers to Adoption

A number of challenges towards the adoption of online shopping were highlighted. Of all the supply chain risks identified,
delays and high shipping cost on delivery was the most common one. Lack of digital skills also reoccurred including for
the elderly participant and those from the rural setting [14].

\
technologv )
' Changes in Home
[ | | // »
Hypotheses :
Hl, H2, H3, H4, H5, H6

Home

fornishing in

Singapore

Demographic: age,
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Changing in
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attitudes
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model changes

Changing in
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Figure 3: “The impact of digital technology on changing consumer behaviours with special reference to the home
furnishing sector”

http://jier.org

Table 4: Barriers to Online Shopping

Barrier Number of Percenta
Mentions (n=20) | ge (%)
Delivery 15 75
delays
High 12 60
shipping
costs
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Lack of | 8 40
digital
literacy

Limited 6 30
internet
access

Other participants also mentioned mistrust of return policies, which they thought they may not receive refunds or products
for defective items.

4.2 Discussion
4.2.1 Convenience and Changing Consumer Behavior

Time saving and access ease stand as motives that are in line with people's desires to save time and get quick gratification.
However, this happens based on the context. Consumers in urban localities prefer conveniences as they are busy, while
those in rural areas see online shopping as an excuse to catch up with the gap in product availability.

Another important aspect of convenience lies in the ability to compare products and prices [27]. More specifically,
participants found it easier to make the right decisions online due to the fact that transparency in e-commerce could lead to
greater adoption. Businesses should enhance these features to attract and retain consumers.

4.2.2 Trust as a Critical Factor

Online shopping adoption is, therefore hindered greatly by trust and security concerns. Customers are afraid to share their
personal and financial information, thus calling on companies to implement a strong security system. Ways to reduce these
concerns include payment gateways which have encryption, allow viewable customer support, and operate with transparent
privacy policies.

Trust levels also differ along demographic lines. Younger participants trusted online service providers more readily and
often made purchasing decisions based on user reviews or ratings. Older participants were more skeptical, and this points
toward tailored interventions for trust building at different age levels.

Factors Influencing Adoption Speed

Relative Compatibili
Advantage

Complexity

Figure 4: “Factors Influencing Adoption Behavior”
4.2.3 User Experience and Technology Adaptation

Consumer satisfaction was the outcome of user experience. A well-designed platform with navigation, page loading speed,
and mobile-friendliness encourages users to return [28]. The dissatisfaction of the rural participants who assertively stated
their dissatisfaction with poorly optimized apps broadens the digital divide, highlighting the need for inclusive designs.

Accessibility can be further augmented by offering several languages as options and simple interfaces, quite helpful for
inhabitants with limited digital literacy in less digitally advanced regions. These disparities mean that such gaps and barriers
require intervention from businesses to close them and increase outcomes with diversity.
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4.2.4 Addressing Barriers to Adoption

Pile of consumer concerns include delivery issues such as delay in delivery and high shipping cost. Companies should
invest in delivery logistic systems effectively, and but provide free or improved delivery at lower costs for improved
customer satisfaction.

Another suggested limitation relates to participants’ digital literacy; this factor may highly affect older participants and
rural dwellers [29]. Education programmes associated with workshop sessions or simple tutorials should contribute to
filling this gap.

Internet connection was noted as another issue raised that was harder in rural areas. The involvement of government and
private sectors can be pivotal in enhancing infrastructure and ensuring equal e-commerce platform access.

4.3 Summary of Findings

The findings indicate that the adoption of online shopping is influenced by a combination of factors, including convenience,
trust, user experience, and both logistic and digital literacy-based barriers [30]. Such insights call for targeted policies to
address consumer concerns as well as to improve the general online shopping experience across various demographics.

Table 5: Summary of Key Findings

Theme Key Insights

Convenienc | Time-saving, 24/7 access,
e product variety are key drivers.

Trust and | Payment security and data
Security privacy concerns are prevalent.

User Mobile  optimization and
Experience | intuitive designs are crucial.

Barriers to | Delivery issues, digital
Adoption literacy, and internet access
limit adoption.

This analysis provides actionable insights for e-commerce businesses regarding the opportunities to improve consumer
trust, enhance platform usability, and reduce potential logistical challenges. In this way, businesses can employ aligned
strategies to cultivate broader adoption of online shopping through diverse consumer segments.

V. CONCLUSION

This study has explored the factors influencing the adoption of online shopping through a qualitative approach that unravels
the relationship between trust, convenience, technology, and demographic influences. Here, trust appears to be the
foundation to consumer acceptability, particularly with regard to data security and transaction reliability. In fact, the
boosting appeal of convenience, arising from easy-to-use interfaces and time-saving features, also remains as a top driver
for preference choices, especially in this post-pandemic era where the shift toward digital has been accelerated.
Technological advancements through 10T integration, with immersive platforms like the metaverse, and enhanced mobile
usability have further broadened its appeal. However, disparities exist in digital literacy, access, and cultural perceptions
that make localized and inclusive strategies necessary for fostering adoption in underrepresented regions and demographics.
This research as compared to the existing literature emphasizes that the core determinants of adopting online shopping are
consistent, but their weight and impact vary in different user contexts and market environments. This research helps to
contribute towards understanding these dynamics by focusing on the qualitative insights that number alone cannot be
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provided. Further ahead, trust-building measures, technological innovation, and equitable access should take precedence
over other means in business and policy-making for sustainable growth and more extensive adoption of online shopping.
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