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1. INTRODUCTION

Clothing, being the classic instance of an experienced product, defines an important portion of
online commerce activities (Lu & Chen, 2021). Every human being possesses an assortment of
needs, start with clothing, along with their nourishment and living arrangements. Clothing is a
significant factor, and the fashion sector is currently experiencing growth. The current trends
in clothing are changing lightning-fast and tend to be extremely variable. The purchasing of
clothing is related with humanity since it is a necessary need for virtually every culture of
humanity. The process in peoples’ clothes depends on their own personality and uniqueness.
Shopping turned into a way of raising emotions after a challenging day at work and
entertainment on weekends. With the recent development of the internet, people today can shop
online through websites, providing as a channel to access retailers' online stores. Typical
retailers build their own online platforms to increase competition and attract a larger customer
base. People could shop wherever and whenever they want because then can just access to the
stores’ websites directly. When shopping online, consumers basically need to search for
products directly on e-stores, place their orders, make the payment, fulfil any requirements
from the contact person, and then wait for the product to arrive safely at their home or another
address. Those showcase a variety of behaviours that drive them to spend money in shopping
either in physical stores or through online shopping sites.

Lao citizens, especially teenagers, are known worldwide for their leading role in fashion trends.
They are exploring the trends in fashion, not just in physical stores, but Lao citizens also engage
with virtual stores. Online shopping has proven to be more effective and efficient than going
to an actual store, which is why people who are busy most of the day like it. Young people in
Vientiane City (the Capital of Laos), especially those attending college, usually like online
shopping since trends in fashion first begin in online marketplaces before spreading out into
actual stores. Online shopping offers a significant level of convenience to consumers. The
number of customers choosing for online shopping continues to increase as well with recent
advances in technology. The thesis investigates the factors that drive Lao customers to engage
in online shopping. Understanding the key factors that influence consumers in Vientiane, Laos,
when it comes to online shopping, especially with respect to clothing, is important. This
research is conducted as a description analysis the factors influence consumer buying decision
on online shopping clothing for consumer in Vientiane, specifically in the apparel sector.
Discussion topics:

- Factors influencing online purchase.



- Trust and reliability.

- Quality and product information.

- Security and privacy concerns.
Therefore, there is a need to conduct research to better understand the factors that affect
consumer purchasing behaviour in online shopping in Laos and how these factors impact their
online buying decisions. The study will also examine the limitations and difficulties related to

using online technologies in the context of a developing country.



2. LITERATURE REVIEW

2.1.Internet penetration

The Internet represents as an exclusive thing for businesses (Yannopoulos, 2011). Recently,
several important have come out. The methods that are discussed include social networking
sites, blogs, online motion pictures, mobile apps, and current websites. With almost half of the
world's population using social media, the number of people using the internet is growing every
day (Figure 1) (Statista, 2024). According to Kedia (2020), 58% of the global population now
has access to the Internet, allowed by improvements in information and communication
technology that support remote involvement in various activities. In the same way, the count
of internet users in Southeast Asia has increased by 53.9 million since 2019, at which point
54.0% of the population had online connectivity (Cheung, 2022).

Both Asia and Europe have a substantial amount of internet users. The huge population of
China enables Asia to have a larger number of netizens compared to Europe. Asia has a large
number of internet users due to the sizable Chinese population, leading to a big number of

online sales in this part of the world (Business Startups, 2014).
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Figure 1: Number of internet users in millions
Source: Statistia, 2024
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2.2.0nline shopping trends in Asia

As confidence in the internet keeps growing, the growth of e-commerce resulted in a change
towards online shopping, as people find it increasingly convenient to access the internet. This
leads to a competition among various online shopping platforms that aim to improve the
accessibility of shopping and convince consumers of their choices (Sinurat & Ali, 2020). In
Asia, online purchasing is growing more rapidly than in Europe. According to eMarketer, the
online shopping penetration rate in Asia hit 56.8% in 2020, while Europe showed at 45.8%.
The difference may stem from Asia's younger population, recognised for their proficiency and
talent in technology (Siregar, 2023).

The top product categories for online shopping in Southeast Asia were fashion, electronics, and
cosmetics. Consumers tend to buy things through online marketplaces that provide brand
clothes, on social media, or on websites with non-brand stores (Statista, 2024).

The volume of the e-commerce market in certain Southeast Asian nations, including data from
2021 to 2022 and projected figures for 2030, indicates (Figure 2).

By 2030, the Indonesian e-commerce sector is expected to reach about 160 billion U.S. dollars
in sales from online retailers, marking an impressive increase from 58 billion U.S. dollars in
2022. Indonesia is expected to represent more than 42 percent of the e-commerce market in
Southeast Asia, driven by an expanding middle class and increased internet accessibility.
Additional emerging markets include Malaysia, the Philippines, Thailand, and Vietnam.



E-commerce market volume in Southeast Asia from 2021 to 2022, with forecasts from
2023 to 2030, by country (in billion U.S. dollars)
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Figure 2: E-commerce market volume in Southeast Asia from 2021 to 2022, with forecasts
from 2023 to 2030, by country (in billion U.S. dollars)
Source: Statista, 2024

Currently, online commerce is growing as an important issue for businesses globally (Adam,
Alhassan, & Afriyie, 2020), and this includes companies in Laos. The Lao People's Democratic
Republic, as a member of ASEAN, ran into difficulties in maximizing the opportunities
presented by the digital economy. Wearesocial.com reports that there are currently 3.8 million
internet users in Lao PDR, representing 51% of the population, with a yearly increase of 7.5%
as of 2022 (Putri, et al., 2023)

In 2018, the market share in this area was increased by that of Malaysia. Malaysia, Indonesia,
Singapore, and Thailand are expected to see rapid double-digit economic growth in the years
into the future. Even though their total market share in local markets will be expected to
decrease to under 30% by 2023, compared to 40% in 2018, the overall market size is forecast
to double during that time period (Chen & Kimura, 2020). At the beginning of 2023, there were
2.88 million people living in Laos who did not use the internet, indicating that about 38 percent

of the population had stayed offline (Kemp, 2023).
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Figure 3: Financial Inclusion Factors (January 2023)
Source: Datareportal, 2023

The above figure show Laos has shown significant growth in e-commerce in recent years,
related to the growing appeal of smartphones, social media, and online payment options.
Electronics & Media is the dominant sector in e-commerce in Laos, making up 37.3% of the
overall market. Hence, it is crucial to analyze and comprehend the elements that impact the

buying decisions and behaviors of online consumers in Laos.

2.3.Consumer online purchase intention

Buying interest refers to the phase when the respondent has a desire to take action before
making the purchase decision (Arpah & Nabella, 2023). Purchase intention entails collecting
and evaluating different pieces of information to compare various options before making a
selection (Hidajat & Islam, 2022). Previous research indicates that the concept of "consumer
online purchase intention" relates to the willingness or preparedness of consumers to participate
in online buying activities (Tan, 2023). Studies have been conducted by researchers to gain a
deeper understanding of the factors influencing consumers' intentions to make online

purchases.
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2.4.Consumer decision making

"All marketing decisions are based on assumptions and knowledge of consumer behaviour."
(Song, Tao, & Wen, 2021)

These objectives include collecting information about shop owners, comparing products or
services, and accessing online service. The process of making online purchase decisions may
be organised into three distinct stages: making trust, the experience of shopping online, and
post-purchase requirements. Minh, Duong, & Ha (2023) researched and built a scale of
beneficial elements in online shopping and proposed four factors affecting online shopping
decisions: Convenience, product choice, shopping comfort, and shopping enjoyment (Minh,
Duong, & Ha, 2023).

2.5.Information collecting

After customers have become aware of an immediate need and have developed a desire to
purchase what they are looking for, they often start the process of information gathering using
different methods to simplify decision-making. When connecting in online shopping,
consumers could draw on search engines to make comparisons between different shopping
websites, as well as access shopping social networks and other tools that effectively gather
information.

When it comes about complicated purchases, many customers have restricted knowledge,
which drives them to put in considerable time to collect information and conduct detailed
evaluations and comparisons (Acosta-Prado & Tafur-Mendoza, 2021).

Uncertainty related to the process of sharing information is known as information risk.
(Alrawad, Lutfi, Almaiah, & Elshaer, 2023)

According to GWI's research, social networks rank as the second most popular online platform
when people are seeking information about companies, products, and services (GWI 2023).
Recent data from GWI indicates an interesting difference in internet search frequency based
on age. Searching for information is one of the main reasons for people globally to go online,
with more than 60% of those aged 16 to 64 identifying it as a key factor for using the internet
(GWI, 2023).
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2.6.0Dbjective factors

Objective factors that affect online purchase include convenience, price, trust, quality and
security. These factors will be detailed in the following subchapters.

2.6.1 Convenience

Convenience is a key factor in reducing stress along with improving efficiency. This is clearly
shown by the growing trend of online shopping. No need to go out or spend a lot of time
shopping. Online shopping allows customers to easily make purchases from anywhere that has
internet access, following a simple process. According to data by Djan & Adawiyyah (2020),
52% of customers agreed that an important part of their purchases is motivated by convenience.
The increase of e-commerce is mainly motivated by the convenience it offers, impacting
consumer choices (Rosario & Raimundo, 2021). Customers consider shopping convenience to
be a key factor when deciding whether to make a repeat purchase (Zeqiri, Ramadani, &
Aloulou, 2023).

2.6.2 Price

Researchers often examine two key factors that influence consumer satisfaction and play an
extremely important part when it comes to business growth: price and trust. Latter will be
discussed in the next subchapter.

Price is offered in return when purchasing a product or service. The pricing factor in the
marketing mix relates to both strategic as well as tactical decision-making processes. These
decisions refer to setting price levels, coming up with discount structures, which define
conditions for payment, and deciding the extent of discrimination in prices that should be
provided to different consumer groups (Susanto, Muamar, Prasetyo, Purnomo, & Riyadi,
2023). Experts have explained that price maintains an important place in the marketing process.
Researchers seek to find out whether price can be reliable data in studies of consumer
satisfaction and how it impacts marketing strategies throughout the buying process (Susanto,
Muamar, Prasetyo, Purnomo, & Riyadi, 2023).

Online shopping is highly preferred by netizens in Asia due to its appealing features, easy to
use design, excellent service quality, and low prices (Siregar, 2023). Consumers may be more
likely to search for lower prices in order to minimise shopping risks and maximise transaction

cost, thanks to the reduced cost of price information search (Lii, Ding, & Hung, 2023).
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In a recent study, Salem & Alanadoly (2022) found that the perceived price and the online
shopping experience were significant factors in influencing the online purchasing behaviour of
fashion products (Salem & Alanadoly, 2022). Furthermore, with the accessibility of price
information on the Internet, online shoppers may become more attuned to price variations.

Price is certainly a crucial factor, but trust also plays a significant role in determining whether
consumers will have a satisfactory online shopping experience(Wijaya, Sudipa, Waas, &

Santika, 2022).

2.6.3 Trust

Trust towards consumers in online shopping depends on their willingness to accept the risks
associated with online purchases. This trust involves an expectation that online shopping
platforms will keep their promises while providing acceptable products or services (Fatikah,
Setiani, Sukmawati, Fahmi, & Astuti, 2022).

Raman (2019) examined the influence of trust on online shopping and its impact on influencing
customer behaviour within the digital marketplace (Raman, 2019). Trust is extremely important
in online shopping, strongly impacting the consumer’s connection with a brand and what they
decide to buy (Wong & Haque, 2022). On the other hand, people who specialise in shopping
for beauty and fashion products online tend to have a greater sense of trust when making online

purchases (Woo & Ramkumar, 2018).

2.6.4 Quality

In the definition provided by Kotler and Keller (2009), a product is defined as anything that
can be offered to a market to satisfy a demand or need. All products must be made according
to quality standards to satisfy consumer expectations. The quality of a product is important for
evaluating and improving customer satisfaction (Kotler & Keller, 2009). Highlighting quality
is the important factor for winning trust and respect from the surrounding community (Cahaya,
Siswanti, Putra, & Pattiwael, 2023).

Every customer brings their differing character to the experience of online shopping. Online
shoppers thoughtfully consider and compare prices and quality among various online retailers,
while also checking the safety processes implemented by each shop. A digital marketplace that
provides high-quality goods while making a secure and seamless shopping experience is likely
to capture the interest of online consumers. Furthermore, these users can easily represent for

the sellers' products and digital services (Siregar, 2023).
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2.6.5 Security

Security may be different in definition for each person, particularly in the context of how an
internet-based shopping site handles and protecting data transactions throughout ongoing
online activities (Listiani & Wulandari, 2023). Customers have many different options to verify
their security. For instance, it can refer to the steps that are taken by an e-commerce platform
to protect the safety and trustworthiness of data during online transactions (Susanti, 2021).
Consumers are becoming aware of their concerns about online purchases, driven mainly by
challenges associated with security (Abu-AlSondos, Alkhwaldi, Salhab, Shehadeh, & Ali,
2023).

14



3. MATERIAL AND METHODS

For my thesis, first I focused on secondary literature reviews where my most important sources
were online from google scholar and offline journals. As primary research, a focus group

interview, an in-depth interview and an online questionnaire were done.

Focus group interview

Five participants took part in the focus groups, made up of three females aged 21-23 and two
males aged 19-23, all of whom are regular online shoppers. The study conducted with the focus
group was focused on finding the online shopping habits of consumers, consuming methods

such as word association, storytelling, and role-playing.

In-depth interview

Additionally, a detailed in-depth interview was held with a 23-year-old female who sells
products online. The in-depth interview with the online seller gave useful information into
operating an online clothing store in Laos. We discussed ways to attract and keep customers,
maintain transaction security, handle feedback, and find the right balance between cost and

quality.

Online questionnaire

In the process of my quantitative research used a structured questionnaire to collect data on
consumer online shopping habits, motivations, barriers, and demographic characteristics. The
survey included 15 questions set up into five sections: general perception of shopping, online
shopping behaviour, motivations for online shopping, factors that contribute to online
shopping, and demographic information.

The beginning part examined how participants relate to shopping, whereas the next part
concentrated on how often and in what ways they participate in online shopping activities. The
third section examined why consumers choose to shop online, including factors like
convenience, lower prices, product variety, and fast shipping. The fourth section highlighted
the key challenges to online shopping, including higher shipping costs, concerns about product
quality, distrust in online platforms, and an increasing trend to choose in-store shopping
experiences. The last part collected demographic information such as gender, age, education
level, occupation, and monthly income. The analysis of the responses focused on identifying

trends and connections between demographic factors and online shopping habits. The main
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areas of focus were the frequency of online purchases, the types of products that are most
commonly bought online, and the key motivations and deterrents that influence online
shopping behaviour.

This study’s quantitative aspect included a survey conducted with 102 participants in Vientiane

Capital, which was analysed using SPSS software and Excel for data analysis.
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4. RESULTS AND EVALUATION
Summary of Research on Consumers' Purchasing Decisions in Online Shopping in Vientiane

Capital

4.1.Focus group interview result.
Key findings revealed that product quality, trust, security, and price are the most significant
factors affecting online purchases. Consumers expressed a strong preference for high-quality
products, often prioritizing quality over price. Interestingly, if the quality is good enough, they
did not have any problems with price. One of the focus groups said.
” The reason why I choose quality because when we think to buy a product, we want to get a

good quality for the price we pay”. (Lina,21)

“Most of the time I look at the price, but it’s about the brand quality too”. (Tor, 19)

Some thought, customers will repeat their purchase again because of they are trust in the shop
those include quality and security.

Trust and security were highlighted as crucial, especially among female shoppers, who
showed a greater concern for the safety of their personal information and the reliability of
sellers. Below are some of the related comments.

“Yes, we should look at the product quality, because for me when I need to buy something 1
have to think about it carefully, and I will compare to the other products, just for make sure we

get a good quality for the price we pay “. (Linda,22)

Participants shared their experiences regarding challenges with payment methods, highlighting
the limitation of OR code payments in Laos, as well as problems with product discrepancies
where the products did not align with the online description. Even with this concern, customers
typically use their steps, such as checking reviews and selecting creditable sellers, to avoid risk.
An important element of communication is to show the most attractive online site or platforms
based on their opinion. Advertising such as promotion, seasonal price, discount those show on
the internet, information, especially on social media platforms (Facebook, Instagram, etc.).

I asked the participants to formulate striking and effective messages, and the following thoughts
were: (free shipping and related to something modern).

According to customers, on focus group interview, we should refer to the name and brand of

the product, as it is a well-established, quality brand. One female participant suggested: “For

17



me the most attractive tool is social media post, if the shop sell the product on social media or
website, I think social media are more attractive, because we can find the overall image of the
shop or product, the main platform is Instagram, it’s easy but, if I click on the application or
website it could be more difficult than social media because I use it regularly “.

The results also highlighted such as payment methods and product quality discrepancies.
Participants indicated they would engage with sellers to resolve issues, but negative
experiences could deter future purchases. Strategies for effective communication and

advertising, particularly on social media platforms, were discussed.

4.2.In-depth interview

In this chapter, I outline the summary results obtained during the in-depth interview. When
presenting each topic, [ used 20 questions to ask the participant. For all of questions interview

we discussed about what and why questions to understand deeply as the part of online seller

After the introduction of the participants, we first talked about “Can you describe your journey
into online selling in Laos? “in general. Overall, we are focusing on their experience in the
apparel market. The seller highlights their motivation to start online selling for additional
income and the convenience it offers. They have been utilizing digital platforms for selling for
about 5 years. Key factors influencing apparel purchase decisions include quality, reasonable
pricing, and promotional offers. While online shopping is preferred for its convenience, some
customers still prefer physical stores due to concerns about product suitability or trust.
Challenges faced include inflation affecting product pricing. Adaptation strategies for customer

attraction and retention include following trends and offering promotions.

In-depth interviews with an online seller gave suggestions for forming customer feedback,
attracting and keeping new customers, and maintaining transaction security. The seller
recommended the use of social media sites, especially Facebook and Instagram, for customer
service and marketing. One of the next growth strategies is to create a specific brand

application.

4.3.Questionnaire survey result
In the questionnaire survey, entitled as Research on Consumers' Purchasing Decisions in Online

Shopping in Vientiane Capital,
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Profile of respondents
The study aimed to collect data on consumer perspectives, preferences, and behaviours in
relation to online shopping. The proportion of male, female respondents was 43% and 54%,

while the other was 3%, respectively (Figure 4).

2.94%

= Female
= Male

other

Figure 4: distribution of the sample, % (N=102)

The majority of the sample were age groups 18-29 (91,18%), 30-39 (2.94%), 40-49 (0.98%),
and less than 18 (4.90%).

More than half of the respondent’s (51.96%) mentioned monthly income to be “just enough
but cannot set any money aside”, followed by “not enough for proper living” (24.51%); a
smaller group is financially stable (9.8%)“Live very well and with a high enough income to
set money aside”; while 5.88% “have difficulty meeting daily costs”; and “do not know/no

answer”. Some respondents were uncertain or chose not to disclose their financial situation.

Figure 5 shows the distribution of respondents based on their educational level. The majority,
85%, have a university-level education. A smaller proportion, 8% have completed secondary
school, and 7% fall into the "Other" category, which may include vocational training or other

forms of education. This indicates that most of the respondents have pursued higher education.
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Count of educational level

m Other = Secondary School = University

Figure 5: Distribution of Respondent based on the Educational Level s, % (N=102)

Results of the survey
The survey results of the question ""Did you shop online?" and all visible responses are "Yes"
revealing a significant trend toward online shopping, with 100% of respondents indicating

that they have shopped online.

In the next question “What does the word “Shopping “mean? The variety of answers shows
different perspectives on shopping activities. Here are the main points based on the responses:
(buying products, spending money, relaxation and happiness, buying specific goods, online and
physical shopping...), most of respondents associated shopping with the act of purchasing

goods and there are some emotional answers such as relaxation, enjoyment and specific product

types.
Most respondents reported shopping online for apparel 1-3 times per month. This indicates

that online shopping for clothing is becoming a routine activity for many consumers in

Vientiane, especially among younger generations (Figure 6).
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How many times did you shop online for apparel
last month?

1.96%

m 1 time / Month

M 2 times / Month

3 times / Month
more than 3

mN/A

Figure 6: The distribution of Frequency of Online Apparel Purchases Last Month, % (N=102)

The survey data highlights the frequency of online shopping for apparel among respondents.
The breakdown of responses reveals diverse shopping habits; three-quarters of respondents
shop online in the last month at least 2 times, with a significant portion doing so more than

three times per month.

Respondents were asked to specify the types of products they most frequently purchased
online. The results showed a strong preference for fashion items. According to the research,
online buyers are most interested in t-shirts and jeans, followed by sportswear and shorts. This
fits the current trends in which online clothing sales are mostly driven by the need for casual

and comfy fashion (Figure 7).

women's t shirt I 34%

jeans NN 28%

sport wear [N 25%
short NN 24%

pants and trousers NN 23%
sweaters [N 17%

dress NN 16%
coats NN 16%

underwear NG 14%

Figure 7: Most Frequently Purchased Apparel Categories
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According to the question” How important are the following reasons when it comes to shopping

online?” including subject factors such as convenience, price, shipping, trust, wide selection,

product availability and product reviews (Table 1).

Mean | St. Deviation | Median | Mode
Convenience 4.38 0.74 5 5
Can find products that are not available 4.23 0.82 4 5
Product Reviews 4.23 0.86 4 5
Wide selection 4.17 0.86 4 5
Price 3.68 0.82 4 3
Trust 3.66 0.89 4 3
Shipping 3.44 0.84 3 3

Table 1: The descriptive statistics for various factors that influence online shopping

For female respondents, convenience, wide selection, and product reviews are highly rated

with median and mode values of 4 and 5, respectively. Price and shipping receive slightly lower

ratings. Trust, while important, also shows a lower mean compared to other factors. Similar

trends are seen for male respondents, who gave high ratings to product evaluations and

convenience. But shipping is often rated higher by men than by women. The evaluations for

many different things and trust match those of the female group.

The other gender category shows some notable differences, particularly with trust and wide

selection, where the mean values are higher compared to male and female groups. Product

reviews are rated the highest in this group, with both median and mode values at 5.

Price Mean Stan[()j ard Median | Mode

I will not purchase a product when the price is 4.07 0.94 4 4
not acceptable to me when | shop online ' '

Product price is important to me when | shop

online 3.89 0.87 4 4
discount or promotion 3.72 0.99 4 4
limited edition when | shop online. 3.46 0.96 3 3
I shop online because of the cheaper price than 3.43 0.83 3 3
solid shops ' '

I am_willing to pay a higher price for product(s) 29 0.89 3 3
that is/are ' '

Table 2: Price Factors Influencing Online Shopping Decisions
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The table results show price plays an important role in influencing online shopping decisions,
as shown by the highest mean score of 4.07 was "1 will not purchase a product when the price
IS not acceptable to me when | shop online”. This importance of pricing strategies for online
retailers, as consumers are highly likely to abandon a purchase if they perceive the price to be
too high. Additionally, Product price in general is considered important, with a mean score of
3.89, Also discounts and promotions significantly impact shopping behaviour, with a mean
score of 3.72. showing that while shoppers care about the cost, they may also look at things
such as quality or trust. In contrast, respondents were less inclined to pay a higher price for
limited edition products(mean=2.90), online shoppers are more interested in good deals and

competitive pricing rather than paying extra for rare or exclusive items.

Quality Mean Stan[()j ard Median | Mode
Pro_duct quality is important to me when | shop 495 0.87 4 5
online
I will consider all comprehensive factors to
choose the best products when | shop online 3.97 0.801 4 4
When | shop online, more variety of products
sold indicates better quality of products 3.87 0.81 4 4
Higher price |nd_|cates better products quality 36 0.95 4 3
when | shop online
I do not mind the real products have difference
between the 2.85 1.22 3 3
photos of the products when | shop online

Table 3: Quality Factors Influencing Online Shopping Decisions

Based on the top table, the results highlight several important factors related to product quality.
“Product quality is important to me when I shop online” with a mean score of 4.25 and a mode
of 5, indicating that consumers place a high level of importance on the quality of products when
shopping online. The low standard deviation (0.87) further suggests that respondents were
largely consistent in their views on this factor. Consumers also consider multiple factors when
selecting the best products by a mean score of 3.9. Interestingly, the variety of products was
considered a moderate indicator of product quality, but not universally held. A notable finding
is the relatively lower tolerance for discrepancies between product photos and the actual

product received, with a mean score of 2.85. The higher standard deviation (1.22) indicates that
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opinions varied widely on this issue, with some consumers more accepting of differences and

others expecting a close match between images and reality.

Trust

Mean

Standard D

Median

Mode

The payment method of an
online store can increase my
trust towards the store

4.01

0.97

4

The more details and
descriptions on the seller’s
website, the

higher creditability of the
online store to me.

4.0

0.93

When | shop online, the more
the positive comments
indicate

the higher the credibility of
the seller

4.0

0.86

Online Platform indicates

3.9

0.85

The pictures attached to the
products in

the seller’s website increase
my trust towards the store

3.8

0.95

Table 4: Trust Factors Influencing Online Shopping Decisions

The finding results shows the payment method offered by the online store significantly affects

trust levels. With the highest mean score of 4.01 and a mode of 5, and positive customer

reviews playing the most significant roles. Product pictures and the overall trust in the

platform are also important, but they are slightly less influential compared to other factors.

Despite asking “What are the main barriers which keep you away from shopping online?

“There 1s no participant submitted results because all of respondents might not have any

challenges or negative experiences in their online shopping.

Following this, Table 5: Crosstabulation of Online Shopping Frequency by Gender

illustrates the distribution of how often respondents shop online for apparel in relation to their

gender.
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3. How frequently do you buy online? How many times did you shop
online for apparel last month? * 7. what is your gender? Crosstabulation

% within 7. what is your gender?
7.whatis your gender?

Female Male other Total
3. How frequently do you 1 time ! Month 16,4% 33,6% 26 5%
buy online? How many 2 times / Month 30.9% 31 8% 30,4%
times did you shop online :
for apparel last month? 3times / Manth 10,9% 9.1% 66, 7% 11,8%
mare than 3 40,0% 18,2% 33,3% 30,4%
neyver 1,8% 2.3% 2.0%
Taotal 100,0% 100,0% 100,0% 100,0%

Table 5: Crosstabulation of Online Shopping Frequency by Gender.

Chi-square test was conducted to evaluate the relationship between gender and online shopping
frequency. The following were the test's hypotheses:

Null hypothesis (Ho): There is no association between gender and online shopping frequency.
Alternative hypothesis (H:): There is an association between gender and online shopping
frequency.

Based on the chi-square test results, the p-value for the Pearson Chi-Square test is 0.018, which
is less than the significance level of 0.05. Therefore, we reject the null hypothesis and conclude
that there is a statistically significant relationship between gender and the frequency of online
shopping for apparel. This means that gender plays a role in influencing how frequently
respondents shop online, indicating that these two variables are not independent of each other.
Results show that there are significant differences between genders (P=0.018), females tend to
shop online more frequently than males, with 40% of female respondents shopping online for

apparel more than three times per month.
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apparel last month?
* 8. what is your age? Crosstabulation

3. How frequently do you buy online? How many times did you shop online for

8. what is your age?
1829 | 30-30 | 40-49 | €3 Inan | Tt
Lime/ | 56 6806 | 0% | 0% 20% | 5.49%
Month
3. How frequently > times /
do you buy online? Month 33.33% | 0% 0% 0% 30.39%
How many times did 3 times /
you shop online for Month 9.68% | 66.67% 0% 20% 11.76%
?
apparel last month? = han3 | 20.03% | 33.33% | 100% | 40% | 30.39%
never 1.08% 0% 0% 20% 1.96%
Total 100% | 100% 100 100% 100%
Table 6: Crosstabulation of Online Shopping Frequency by age, (N=102).
Chi-Square Tests
Asymptotic
Value df Significance (2-sided)
Pearson Chi-Square 23.146° 12 027
Likelihood Ratio 17.021 12 149
N of Valid Cases 102

Table 7: Chi-Square test results.

The results of the analysis examine the relationship between ages and their online shopping

frequency for apparel in the last month, there is a significant difference in online purchasing

decisions across different age groups(P=0.027), In other words, age plays a meaningful role in

how consumers behave when shopping for clothes online as it means age is a factor that

significantly impacts online shopping deductions for clothes.
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3. How frequently do you buy online? How many times did you shop online for apparel last

month?
* 9. what is your occupation? Crosstabulation

9. what is your occupation?
Self- Total
Employee employed Student | unemployed
1Mt'0mnfh/ 20.69% | 38.46% | 25.42% 0% 25.49%
3. How frequently > times /
do you buy online? Month 44.83% 0% 28.81% 100% 30.39%
How many times did 3 times /
you shop online for Month 10.34% 15.38% | 11.86% 0% 11.76%
?
apparel last month? 0 hana | 24.14% | 46.15% |3051% | 0% | 30.39%
never 0% 0% 3.39% 0% 1.96%
Total 100% 100% 100% 100% 100%

Table 8: Crosstabulation of Online Shopping Frequency by Occupation, (N=102).

Chi-Square Tests

Asymptotic
Value df Significance (2-sided)
Pearson Chi-Square 12.468% 12 409
Likelihood Ratio 16.739 12 160
N of Valid Cases 102

Table 9: Chi-Square test results.

The Chi-square test results indicate that there is no statistically significant relationship between

the frequency of online shopping for apparel and the occupation of respondents, as evidenced

by the p-value (0.409) being greater than the conventional significance level of 0.05. To

determine the differences in shopping frequency across occupation groups calculated.

Specifically, students tend to shop more frequently compared to other.
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3. How frequently do you buy online? How many times did you shop online for
apparel last month? * Educational level Crosstabulation

Educational level

Secondary . Total
Other School University

1 time / Month  28.57% 25% 25.29%  25.49%

3. Howfrequentlydo = yooc/ Month 4286%  37.5% 28.74%  30.39%
you buy online? How

many times did you shop 3 times / Month 14.29% 12.5% 11.49%  11.76%
online for apparel last

morethan3  14.29% 12.5% 33.33%  30.39%

month?
never 0% 12.5% 1.15 1.96%
Total 100% 100% 100% 100%

Table 10: Crosstabulation of Online Shopping Frequency by Education level,
(N=102).

Chi-Square Tests

Asymptotic
Significance (2-
Value df sided)
Pearson Chi-Square 7.2942 8 505
Likelihood Ratio 5.300 8 725

N of Valid Cases 102

Table 11: Chi-Square test results

Following my analysis results of the Chi-square based on the question revealed p-values greater
than 0.05 for all other examined factors of education level (P=0.505). there is no statistically
significant relationship between the frequency of online shopping for apparel and the

educational level.
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3. How frequently do you buy online? How many times did you shop online for
apparel last month? * Monthly income: Crosstabulation

Monthly income:

Live
very
Just well
Have enough and Not
difficulty . Trader
(Do not . but  witha enough and Total
know/No . cannot  high for  other
answer) meeting set any enough proper part
daily . . time
money income living
costs .
aside  toset
money
aside
1 time
/ 16.67% 33.33% 28.30% 10% 28% 0% 0% 25.49%
3. How Month
frequently
e times
buy / 16.67% 33.33% 35.85% 0% 36% 0% 0% 30.39%
ine?
online’ onth
How many
times did 3
youshop tmes e ezo 0o 1342% 10% 8% 0%  100% 11,76%
online for /
apparel  Month
last or
month? thaonz 50%  33.33% 20.75% 80%  24% 100% 30.39% 30.4%
never 0% 0 1.89% 0% 4% 05 0%  1.96%
Total 100% 100%  100% 100% 100% 100% 100% 100%

Table 12: Crosstabulation of Online Shopping Frequency by Monthly income, (N=102).
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Chi-Square Tests

Asymptotic
Significance (2-
Value df sided)
Pearson Chi-Square 28.5342 24 .238
Likelihood Ratio 27.374 24 287

N of Valid Cases 102

Table 13: Chi-Square test results

The Chi-square test results reveal a p-value of 0.238, which is greater than the conventional
significance level of 0.05. This indicates that there is no statistically significant relationship
between the frequency of online shopping for apparel and the respondents’ monthly income.
Therefore, we fail to reject the null hypothesis, suggesting that monthly income does not

significantly influence how often people shop online for clothing.
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5. CONCLUSIONS AND SUGGESTIONS

This research presents an in-depth examination of the factors that affect the buying decisions
of online consumers in Vientiane Capital, using a combination of qualitative and quantitative
research methods. The results highlight various key factors that significantly impact online
purchasing habits, such as product quality, trust, security, and prices. Among these factors, the
quality of the product played out as the most important issue for both male and female
respondents, with many customers willing to choose quality higher than price when they
perceive the product as providing excellent value.
Insights obtained from focus groups and in-depth interviews with online sellers offered an
increased understanding of customer motivations and behaviors. Sellers highlighted the
importance of marketing strategies and keeping up with trends, while consumers showed
challenges including payment methods and inconsistencies in products. Social media
platforms, especially Instagram and Facebook, showed up as key objects for online marketing,
providing the effective promotion of products and building relationships with consumers.
While there are concerns regarding methods of payment (such as the constraints of QR code
payments) and discrepancies in products, the majority of consumers use methods like
reviewing feedback and selecting trustworthy sellers to deal with these concerns. Sellers focus
on providing great customer service, offering safe transactions, and using social media
marketing to draw in and keep their consumers.
The study survey results highlight that gender and age are the most significant factors
influencing how frequently consumers shop online for apparel in Vientiane Capital. Women
and younger consumers are more likely to engage in frequent online shopping for clothing. In
contrast, variables such as occupation, educational level, and monthly income do not
significantly impact online shopping frequency, indicating that these factors are less influential
in driving online purchasing behavior.
Based on the result, it is show that customers' online buying choices and behaviors are
influenced by both objective and subjective factors.
| like to provide suggestions for brands or companies. For an internet seller to be successful,
it's important to understand these factors:

- Focus on the Importance of Quality in Products:
Since the most important factor influencing decisions when making purchases has been

suggested to be product quality, online sellers need to focus on providing products that meet
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customer expectations. This might include using high-quality pictures, expanding product
descriptions, and offering customer feedback for more availability.

- Build Trust and Security Methods:
Given the significance of trust and security for female shoppers, it is beneficial for online
retailers to adopt more transparent and secure payment methods, including multi-step checking
or safe transactions. This could build consumer trust, especially for consumers making their
first purchases.

- Concerns Regarding Payment Methods:
The research highlighted difficulties associated with payment methods, especially concerning
QR code transactions in Laos. Extending the variety of payment methods available, such as
mobile banking, credit card transactions, or cash-on-delivery different options, has the
possibility of helping boost customer satisfaction and reduce the probability of leaving a
shopping cart.

- Targeted Marketing Strategies:
Considering the important differentiation in online shopping behaviours between genders, it
could be beneficial for retailers to develop marketing strategies aimed at each gender. For
example, marketing strategies directed at women could highlight the quality and safety of
products; however, those aimed at men could focus on the speed of delivery and a more

common purchasing process.
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6. SUMMARY
Because of the fast growth of online shopping has transformed the purchasing environment,
highlighting the important factors influencing consumers’ purchasing decisions, particularly in
clothing. This study aims to examine the various factors affecting online clothing shopping
behaviours in Vientiane Capital, Laos, providing insights that can help online retailers

improving their strategies and increasing their customer satisfaction.

The research uses a mixed methods strategy, combining qualitative analysis through focus
group interview and in-depth interviews with consumers and online seller, along with a

quantitative survey of 102 participants.

The qualitative findings show that product quality, trust and security are the highest importance

for consumers, especially for female.

The quantitative analysis, using SPSS and Excel, A survey of 102 respondents, female (54%),
found that most purchase clothing items 1-3 times per month and show that convenience,
product availability and product reviews play a significant role in online shopping behaviour.
Trust in the shopping platform was essential. A Chi-square test showed a significant association
between gender and age of respondents compared with online shopping frequency, with
females shopping more frequently than males. Age was found to be a relevant factor in online
shopping behavior, especially for student as a young generation. Understanding these factors
1s important for effective marketing strategies for online retailers such as convenience, price,
fast shipping, trust, and quality. While convenience and price were the most important factors
for consumers choosing online shop, trust and quality were equally important in determining

whether they would return purchases.

My recommendations for online retailers should focus on developing strategies to keep
improving trust and security, which includes evaluating and selecting product quality, which
plays an important part in building customer loyalty and boosting sales, while using social

media as well.

33



REFERENCES

Abu-AlSondos, I., Alkhwaldi, A., Salhab, H., Shehadeh, M., & Ali, B. (2023). Customer
attitudes towards online shopping: A systematic review of the influencing factors.
International Journal of Data and Network Science,, 7(1), 513-524.

Acosta-Prado, J. J.,, & Tafur-Mendoza, A. A. (2021). Influence of information and
communication technologies on customer satisfaction and increase in the number of
customers. VINE Journal of Information and Knowledge Management Systems, 377-
386.

Adam, I. 1., Alhassan, M. M., & Afriyie, Y. Y. (2020). What drives global B2C E-commerce?
An analysis of the effect of ICT access, human resource development and regulatory
environment. Technology Analysis & Strategic Management.

Alrawad, M., Lutfi, A., Almaiah, M., & Elshaer, 1. (2023). Examining the influence of trust and
perceived risk on customers intention to use NFC mobile payment system. Journal of
Open Innovation. echnology, Market, and Complexity, 9(2), 100070.

Arpah, M., & Nabella, S. (2023). The Effect of Trust, Perception of Risk and Security on
Consumer Purchase Interest in Lazada (Empirical Study on Students of The Faculty of

Economics and Business, Ibn Sina University). International Journal of Accounting,
Management, Economics and Social Sciences (IJAMESC), 1(4), 304-316.

Cahaya, Y., Siswanti, 1., Putra, Y., & Pattiwael, A. (2023). Contributions to Customer
Satisfaction from Product Quality, Promotion and Price. Journal of Economics,
Finance and Management Studies, , 6(6), 2434-2440.

Chen, L., & Kimura, F. (2020). , E-commerce Connectivity in ASEAN. Jakarta: Economic
Research Institute for ASEAN and East Asia (ERIA).

Cheung, M. (2022). The upside for internet user growth remains high in Southeast Asia. Insider
Intelligence & Statistics.

DataReportal. (2022). Retrieved from We Are Social; Meltwater.

Dhawan, A. (2008). Motivation factors for online buying: the price driver. (Doctoral
dissertation, Auckland University of Technology).

Djan, I., & Adawiyyah, S. (2020). The effect of convenience and trust to purchase decision and
its impact to customer satisfaction. International Journal of Business and Economics
Research, 9(4), 269.

Du Plessis, P. (1990). Consumer behaviour: a South African perspective. Southern Book
Publishers.

Fatikah, D., Setiani, I., Sukmawati, M., Fahmi, N., & Astuti, N. (2022). Analisis Kualitas
Pelayanan Dan Kepercayaan Terhadap Minat Beli Di Febi One Mart. Academica:
Journal of Multidisciplinary Studies,, 6(1), 21-40.

Hidajat, K., & Islam, F. (2022). The Influence of Trust and Security on Buying Interest
Moderated Service Quality at Bata Shoe Stores during the Pandemic. Budapest

34



International Research and Critics Institute-Journal (BIRCI-Journal), 5(3), 19172-
19182.

Internet and social media users in the world 2024 | Statista. (2024). Retrieved from Statista:
https://www.statista.com/statistics/617136/digital-population-worldwide/

Jobber, D. (1998). Principles and practice of marketing McGraw Hill: London, 2nd ed
Principles and practice of marketing McGraw Hill: London, 2nd ed. Journal of
Consumer Research, Vol.15 (2), pp.265-272. .

Kedia, A. (2020). Estimating the Effect of Online Shopping and Collection-Delivery Points on
Shopping Travel in New Zealand. PH.D.Thesis, University of Canterbury,
Christchurch, New Zealand.

Kemp, S. S. (2023). DataReportal — Global Digital Insights. Retrieved from
https://datareportal.com/reports/digital-2023-
laos#:~:text=Data%20shows%?20that%20Laos's%20population,percent%20lived %201
n%?20rural%20areas.

Khuong, & Duyen. (2016). Personal factors affecting consumer purchase decision towards men
skin care products—A study in Ho Chi Minh City, Vietnam. nternational Journal of
Trade, Economics and Finance, 7(2), 44-50.

Kotler, P., & Keller, K. (2009). Manajemen pemasaran.

Laudon, K. C., & Traver, C. G. (2009). E-Commerce Business. Technology. Society, 5th edition,
Prentice Hall, New Jersey.

Lii, Y., Ding, M., & Hung, C. (2023). Consumer Price Search Behaviors in Online Shopping.
Asian Journal of Economics, Business and Accounting,, 23(19), 242-248.

Listiani, T., & Wulandari,, A. (2023). Pengaruh Keamanan Bertransaksi, Kemudahan Transaksi
dan Citra Merek Terhadap Minat Beli Konsumen pada E-Commerce Tokopedia.
JURNAL EMAS: Ekonomi Manajemen Akuntansi Kewirausahaan, 3(1), 50-58.

Lu, B., & Chen, Z. (2021). Live streaming commerce and consumers’ purchase intention: An
uncertainty reduction perspective. Information & Management,, 58(7), 103509.

Minh, N., Duong, N., & Ha, N. (2023). Factors Affecting Consumers' Purchasing Decisions on
Shopee in Hanoi, Vietnam. resmilitaris, 13(2), 4988-4996.

Naseri, & R, N. N. (2021). Issues And Challenges Of Online Shoppingactivities On The Impact
Of Corona Pandemic :A Study On Malaysia Retail Industry. Turkish Journal of
Computer and Mathematics Education (TURCOMAT), 7682-7686.

Pavlou, & Fygenson. (2006). Understanding and Predicting Electronic Commerce Adoption:
An Extension of the Theory of Planned Behavior. MIS Quarterly, 115.

Putri, S. O., Ramdani, R. R., Sonjaya, P. T., Valarian, S. R., Andika, R., & Bustami, H. (2023).
Comparative Analysis of Digital Economy in Lao PDR and Malaysia: An Overview. In
Proceeding of International Conference on Business, Economics, Social Sciences, and
Humanities , 916-924.

35



Raman, P. (2019). Understanding female consumers’ intention to shop online:The role of trust,

convenience and customer service. 4Asia Pacific Journal of Marketing and Logistics,
31(4), 1138-1160.

Rosario, A., & Raimundo, R. (2021). Consumer marketing strategy and E-commerce in the last
decade: a literature review. Journal of theoretical and applied electronic commerce
research,, 16(7), 3003-3024.

Salem, S., & Alanadoly, A. (2022). What drives Malaysian online fashion shopping? The
mediating role of perceived value. Journal of Global Fashion Marketing, 13(1), 75-89.

Sinurat, V., & Ali, M. (2020). Analysis of E-Service Quality and Quality Information on Trust
and Impact on Purchase Decision on Consumer Tokopedia. Jakarta: Mercu Buana
University.

Siregar, 1. (2023). Phenomenological Analysis of Consumer Shopping Behavior in Asia and
Europe. . Konfrontasi: Jurnal Kultural, Ekonomi dan Perubahan Sosial, 10(1), 25-33.,
10(1), 25-33.

Song, B. B., Tao, W. W., & Wen, T. T. (2021). Building consumer communal relationships
through cause-related marketing: From the perspective of persuasion knowledge.
Journal of Consumer Behaviour, 1388-1402.

Susanti, V. (2021). Pengaruh Kepercayaan, Citra Merek, Keamanan Terhadap Minat Beli Tiket
Pada Situs Traveloka. Journal of Economic, Bussines and Accounting (COSTING),,
5(1), 13-21.

Susanto, H., Muamar, M., Prasetyo, D., Purnomo, E., & Riyadi, A. (2023). THE INFLUENCE
OF PRICE AND TRUST ON CONSUMER SATISFACTION IN SHOPPING
ONLINE SHOP (TOKOPEDIA) IN SAMPIT. . Jurnal Ekonomi,, 2(01), 1052-1061.

Tan, J. (2023). The influence of social media advertisement on consumer purchase intention in
Malaysia . (Doctoral dissertation, UTAR).

Wijaya, B., Sudipa, 1., Waas, D., & Santika, P. (2022). Selection of Online Sales Platforms for
MSMEs using the OCRA Method with ROC Weighting. ournal of Intelligent Decision
Support System (IDSS), 5(4), 146-152.

Wong, A., & Haque,, A. (2022). Understanding the brand and website effects of online loyalty:
a mediation perspective. Journal of Marketing Management,, 38(3-4), 333-368.

Woo, H., & Ramkumar, B. (2018). Who seeks a surprise box? Predictors of consumers’ use of
fashion and beauty subscription-based online services (SOS). Journal of Retailing and
Consumer Services,, 41, 121-130.

Yannopoulos, P. (2011). Impact of the Internet on marketing strategy formulation. Infernational
Journal of Business and Social Science, 2(18).

Zeqiri, J., Ramadani, V., & Aloulou, W. (2023). The effect of perceived convenience and
perceived value on intention to repurchase in online shopping: the mediating effect of
e-WOM and trust. . Economic research-Ekonomska istrazivanja, 36(3).

36



APPENDIX

Appendix I — Focus group interview

1. annex

TYPES OF CONSUMERS IN A FOCUS GROUP
SCREENING QUESTIONNAIRE

1. Basic Demographic Information:

A. Gender
a. Male (2) b. Female (3)
B. Age: a.18-32

Monthly income

Have difficulty in meeting daily costs.

a
b. Not enough for proper living

o

Just enough but cannot set any money aside.

o

Live well but can only set a little money aside.

e. Live very well and with a high enough income to set money aside.

2. Online Shopping Experience:

How frequently do you engage in online shopping?

a. 0 d. 5-10
b. 1 e. >10
c. 2-5

3. Focus Group Availability: Are you available to participate in a focus group discussion

during the scheduled (31t March 2024 18:00 Laos)

-Yes—No
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2. annex

SCENARIO (MODERATOR GUIDE)

THANK ME FOR PARTICIPATING, INTRODUCE YOURSELF! BRIEFLY EXPLAIN TO
PARTICIPANTS WHAT WILL HAPPEN AND WHY THEY ARE THERE. EMPHASIZE
THE IMPORTANCE OF HONEST ANSWERS. AGREE TO QUIBBLE OR FUSS DURING
THE CONVERSATION.

1. About participants

First, 1 would like to ask you to introduce yourselves briefly. What do you do, what do you
usually spend your free time with what are your hobbies, and a word or two about family? If
there's anything else you feel is important to say about yourself, we'd love to hear that too.
MAKE SURE EVERYONE HAS A VOICE, PAY SPECIAL ATTENTION TO THOSE
WHO ARE DIFFICULT TO DISSOLVE.

2. Association play (mood relaxation, focusing)

Thank you for introducing yourself! First, as a warm-up, | would like to play an association
game with you. | will say a word and ask you to tell me, without much thought, what first
comes to your mind. It could be a word, a phrase, or anything else that suddenly comes to mind.
During the game, we go in line, let's start with,

Word Association:

When you see these words. What comes in your mind?

“online” “quality”
“shopping” “price”
“trust” “security”

3. Understanding the most important factor

Completion Techniques:

1. Sentence Completion

I would like to give everyone a "sentence". Tell me what your first thoughts is missing in this

sentence?
"The most important factor influencing my decision to purchase clothing online in Laos is..."
“Were you satisfied with the overall experience?

“Did you purchase the good quality products that you wanted?”
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“Did you find sufficient information about the product listed on the site?

4. Story telling:

Next, I'll employ expression techniques to foster a deeper understanding of your emotional
connections and personal experiences with online shopping. We'll explore how you feel when
you are doing this, your memorable moments, and any concerns or hopes you have regarding
doing online shopping Let's begin by exploring your emotional responses to your online

shopping.

"You're browsing an online clothing website in Laos and come across a sale. Describe what

happens next and how you feel about it."

Participant Completion: Participant: "As | navigate through the pages of the online clothing
website, | stumble upon a vibrant banner announcing ....... (What will you do next? Click to
explore more?) Following on this story, when shopping online for apparels, what factors affect
you to make repeat purchase and what factors affect you not to make repeat purchase?
(Discount, quality, convenience, or any)

Understanding Trust and security factors

“Are you comfortable making payments online?”

Which factor?... What payment options do you prefer on the online store?”

Online Shopping Concerns:

“Do you feel safe shopping online?”, “Was it easy to choose the products?”

Have you ever had concerns about the reliability of online shopping platforms?

Do you worry about the security and privacy of your personal information when
shopping online? Have you experienced any challenges related to the quality of products

purchased online?

“Have you ever faced a bad payment-related experience while shopping online?”

“What did you solve this problem? (By yourself? Can you tell me about this?
5. Construction Techniques:

1. Picture Response:
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"What's the first rule of shopping
online?"

Me:

Done
Alpl%abeli(‘:al‘l‘y‘, A-Z
Alphabetically, Z-A
Price, low to high

Price, high to low
Date, new to old

- Are you agree with the picture?

e Are you satisfied with product pricing?

o Did you compare the quality of product and price before you ordered it? What do
you think of this picture?

Rug Carpet Embroidered
by chendongdong
WA W ~ 1 customer review

Wardrobe 7
@wardrobe_7

W Follow

Online shopping probs & & #fail #EpicFail #Funnies
#memes
11:59 AM - 22 Jan 2016

“« B w2

What do you notice in this image? How does it make you feel about online clothing shopping?

“How do you solve this problem?”
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#27 This Is Why You Should Always Check Product
Dimensions Before Ordering Something Online

- please, tell me what your first thoughts is missing in this picture?
6. Expressive Techniques (10 minutes):

Role Playing

Assign roles related to online clothing shopping in Laos.

negative / positive

e Ask the participant to involve their role and describe their actions, thoughts, or
interactions.

o Prompt questions: Imagine you're a shopper browsing for clothes online in Laos. Walk
me through your thought process as you make a purchase.

e Third-Person Technique

o Ask the participant to talk about their online clothing shopping experiences in Laos as
if they were observing themselves from a third-person perspective.

o Prompt questions: How does the participant feel about their online clothing shopping

experiences when viewing it from an outsider's perspective?

7. Marketing communications

Where did you get the information about your online shop?, Which kind of message do you
prefer when do you buy product online?,Do you receive any information of online shop?

(everyday tools.: ads, email..)

Were you able to find enough information about the product on the website?””, What are the

social media sites you use to search for products? Where do you access most content from?

Summary of the moderator
- Thank the participant for their valuable insights and time.
- Offer any additional information or assistance if needed.

- Conclude the interview and express appreciation for their participation.
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3. annex

(in-depth) interview questions

10.
11.
12.

13.

14.

15.

16.

17.

18.

19.
20.

Can you describe your journey into online selling in Laos?

How long have you use a digital online for selling your products?

What criteria would you consider when your customer making an apparel purchase
decision for themselves?

What do you think when your customer making purchase of apparels in online store
and physical store? If not, what do you think are the main factor differences?

What are the reasons for you to choose online shopping of apparels?

What unique challenges do you face when managing an online store in Laos?

Can you share an experience where you had to adapt your business model to better
suit Laos market?

What strategies do you used to attract and retain customers?

How do you ensure the security of online transactions on your platform?

How do you handle customer feedback regarding product quality?

How do you balance cost and quality to remain competitive in the online market?
What are the most popular products or categories on your site, and why do you think
they resonate with Lao consumers?

How do you handle customer service and support in a digital environment?

What role does social media play in your marketing and sales strategy?

What channels have you found most effective for reaching your target market in
Laos?

Can you describe a successful marketing campaign you’ve run and what made it
successful?

How do you stay updated with e-commerce trend and incorporate them into your
business?

What is your approach to handling returns and exchanges?

What are your future plans for expanding or evolving your online presence in Laos?

What advice would you give to new online sellers starting?

Profile of participants in focus group interview
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Name Age occupation
Mr Khamsoukthavy PHETSINORLATH | 23 Employee
Mr Kantana Kommaly 19 Student
Ms Lina VVongsanack 21 Student
Ms Linda Phommakod 22 Employee
Ms Phimsouda Ounkham 23 Employee

Profile of participants in in-depth interview

Name Age | occupation

Ms Jeesia VACHOUAMA 23 | Employee

Profile of respondents Profile of respondents

The distribution of the sample

money aside

Description n %
Total respondents 102 100
Gender

Female 55 53.92%
Male 44 43.14%
Other 3 2.94%
Age

18-29 93 91.18%
30-39 3 2.94%
40-49 1 0.98%
Less than 18 5 4.90%
Income

(Do not know/No answer) 6 5.88%
Not enough for proper living 6 5.88%
Just enough but cannot set any money aside 53 51.96%
Live very well and with a high enough income to set | 10 9.80%
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Live well but can only set a little money aside. 25 24.51%
other 1 0.98%
Trader and part time 1 0.98%
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Appendix II- Questionnaire survey

Consumers' Purchasing Decisions Online Shopping in Vientiane Capital

Dear all the respondents, My name Yuvady Phithak,

This questionnaire was created with the aim of studying

"Consumers’ purchasing decisions online shopping in Vientiane Capital"
which is a part of my bachelor’s degree in commerce and marketing course at MATE
University of Kosovar Campus.

The survey is voluntary and anonymous.

Please, help my survey with filling in this questionnaire! It takes about 3 minutes altogether.
Thank you very much for your help!

Really appreciated!

1. €909 "Shopping” .JVO0ILBVIVL2BINIVLEVIBCTINEY?
What does the word “Shopping “means?
2. WncdeF9aSuer0onlonn?
Did you shop online?
1.cO®Yes

2. Oee® No

2
[x] [

Jolagmeniinsiua®ad®nmiwgSver «az NILL3INIVEIVNIVEINIHBCIN

?U)Sf))‘) . Online Habits

3. m'mé%ve%aSDZQ{)Uzmnﬁm%(c")cSeD)
How frequently do you buy online? How many times did you shop online for apparel
last month?
1.1 E%/CSSD Itime/month

2 5‘)/C88D 2times/month

3 5‘)/C88D 3times/month

oW n

MIONOI 3 €9/cO®D more than 3times/month
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5. 0D never
4. SvercwiuutcwolotinindeInsivarsenlanindoncdon?
(FIVIOWIVOHINDVT)NOBLSV)

What products do you normally online? (You can select at least2 options)

{F96v Jeans c%egoaigg Women’s shirt
{F929¢90 Pants and Trousers c$83035U Accessories
¢899%29 Sportswear c%egocéa‘)e Men’s shirt
23051)(21) Underwear {59 Shorts
C§8QU Coats Q0oL Sleepwear
Q0008 Dress Sweaters

Other

5. cn0@uIeL WNIwF)SvessvladinorvIrevcnolo?

How important are the following reasons when it comes to shopping online?
(1) OCALOWIB; (2) VCAVE; (3) VIVNIY; (4) CVT; (5) CHVONFO
vavgrvracdonlviercuvliosdimivacivdaciivesgun

(1) Not important at all (4) Very Important
(2) Slightly Important (5) Extremely Importance
(3) Moderately Important

You can choose to rate based on your opinion.

46



£070IL0O0NITLI® Convenience

2. | 299 Price
3. | #090TTOONTTVLIVIVINIVEVLTH NS9O
Fast shipping
4. | 90901907918 (LNIWVVINI
Trust in service
5. | D199c3oNNNO192099N09
Wide selection
6. | 909099NMIWEIOOFWVNSIVOD
Can find the product that the store does not have
7. | 99090c09 Review S0

Product reviews

Jola - 290 Subject Factor — Price

1. | SuereenladiarerticnoISuersouwlal
I shop online because of the cheaper price than solid shops

2. | ©959WS Free delivery

3. | 2oacdulatiiarare0909ig9 2505V limitededition
I am willing to pay a higher price for product(s) that is/are limited
edition when I shop online.

4,

JOVYWO2992999

discount or promotion
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5. | 2799399LMI®
Product price is important to me when | shop online
6. | 2909:0]3VOCDOCHVOIVINIVTVCMOTVEGD

I will not purchase the product when the price is not acceptable to

me when | shop online

Jols - guurwivge9Suen Subject Factor —Quality 5
1 | 2oe:292v0900a1999cDec3oNI VI NENFO
Product quality | will consider all comprehensive factors to choose
the best products when | shop online
2. | SuertiDyIwgrdo §LuHncInuLIWILESITVE"
When | shop online, more variety of products sold indicates better
quality of products.
3. | 29995067 LCHLHIHLVLFWILEDYITVEM
Higher price indicates better products quality when I shop online
4. | @LLEWIV2DITVEICLVDOOIVTITLYI®
Product quality is important to me when | shop online
5. | 20000199 NLUN299TVOM CIT TVOICIO )
I do not mind the real products have difference between the photos
of the products when I shop online
Jola - @090100991a- Subject Factor- Trust S
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1. | Online Platform S{vichvoovmiacietieo9sSIn

Online Platform indicates higher credibility of the store

2. | sLWIV2LYTVECLLO0IVIO0I9 B VN SPE

the pictures attached to the products in the seller’s website increase my

trust towards the store

3. | 29892930 2HV299SIV, F19N0IVCFOMIVOIZ0®)

The more details and descriptions on the seller’s website, the higher

creditability of the online store to me.

4. | @orndocdvlumiguonylucivcionorvmicien2e9&

290092V

When | shop online, the more the positive comments indicates the

higher the credibility of the seller

5. | 909010079180V UB0lW2093WNIVRIDCTVCLHVLD

00909 VYILNAETHSLNTLONIVA0SVI9]209808

The payment method of online store can increase my trust towards the

store

Jolagmeninsiuo®ad®nmmwaSver «az NIwd3NILGEILNIVEINIHBIN
{ns DN Main barriers to avoid shopping online

6. JolainiicSo lnnaniindjneannind@sgeenlan? (1INIILINc3oNcdImIe
09 1)

What are the main barriers which keep you away from shopping online?

wIVIIWINcIoNn iz ccuLo®SINIVOIVBOcHVZ29UIN

(Can choose at least 2 options)
(1) 6c6’m8g_m@; 2) Hednd: (3) UIMY; (4) cHLE; (5) cLONHIO
(1) Not important at all (2) Slightly Important
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(3) Moderately Important

(4) Very Important

(5) Extremely Importance

©090UD0lWw  Security

2:0LO0IVIO01 912995 IVOIDDVIDD

Low trust level of online store/brand

91205939

High shipping costs

NIVSLUTND

Warranty claims

NIVD0FTYFCNVIY

Delivery too slow

29090905U179cANMVIDY

Lack of technical

19 (VDUOCOSA0)

Other(Do not have Credit card)

éQDﬁODC’fO- Personal Information
7. CWO What is your gender?
1. Q9® Male

2. 83 Female

3. other
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8. ©98) - What is your age?

1. 1DO®NOI 18 Less than 18 4. 40-49
2.18-29 5.50-59
3.30-39 6. WIONOI 60 above 60

9. 8‘)50- what is your occupation?
1. DNSIL / DNINT9 student
2. i)’mqoz?)o / 8‘)505053@3 Own business / Self employed
3. WEUN9ID Employee
4. CC35ID / WG Retried
5. ©9999D unemployed
10. 2:GLNIVINII - Education level
1. U:ﬁb%‘ns‘) Elementary School 3. LEMIDVEOND University
2. DOVLODLINTI Secondary School 4. gl)j other
11. 278ldUr97cSov Monthly income
1. zf)w,;gtbénf)'umDéﬂSgSSO?)cmn?:ﬁb
Not enough for a proper living

2. WIHW, ccm'é:;‘m‘;ocﬁuc‘g’uk)”

Just enough but cannot set any money aside.

3. 9939230100 cctFWINCHLEVIOWIICINVoBlD



Live well but can only set a little money aside.

4. ©7139350100mI8c0r D7I0FIWFIWNALHVEHVIO
Live very well and with a high enough income to set money aside.

5. (i)s:/tbf)éwmau) (Do not know/No answer)
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