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Abstract
This research paper provides a survey which adresses factors that make a significant impact on customer online shopping process and the assessment of their importance during this process. It is focused
on five different sections consisting of demographics, security, time saving, product quality, website
features and customer service. The albanian case is interesting to study because it has grown into giant
leaps since 2020, and a slight amount of scientific studies are publicly available about it. As a result, a
better understanding of albanian customers attitude towards online shopping is likely to be convenient
for monitoring upcoming problems and concerns. The motivation behind this study arises from the risk
perception as well as speculations that inevitably exist among consumers regarding the significance of
the influence of decisive factors on the shopping online process in Albania. The purpose of this scientific
study is to appropriately investigate how albanian consumers’ point of view towards products’ quality, website features, customer service as well as their security perception have a considerable effect
on their online purchases. Data were collected via self-administered questionnaire which contains 26
questions splitted in 6 sections and it was answered by 206 albanians. One-way ANOVA were utilised
to evaluate the difference between independent or explanatory variables and dependant variable such
as customers’ reaction towards online shopping. Further scientific study should be mainly focused on
exploring more factors impacting consumers’ reaction towards e-commerce purchases through online
shopping as well as assessing their importance in this process.
Keywords: online shopping, demographics, security, time saving, product quality, website features, customer service.

1. Introduction
1.1. Online shopping definition
Online shopping or e-shopping is the process of
searching for and purchasing goods and services
over the Internet through the use of a web browser.
(Computer Hope, 2020) The main advantage of
online shopping is that costumers can asset and
purchase items they feel the necessity for and
ship it according to the customers’ request. In this
century, almost anything can be bought through the
process of online shopping, amounting to billions
of dollars a year in sales.Nearly most retail stores
have a website for customers to buy from online
and either ship them to their home or pick up at
a nearby store location. Some companies only sell
products through their website and do not have a
retail storefront.
All the assortments in online stores are represented
through text, photos and multimedia files. Many

online shops will provide additional links for extra
information about their products. They usually
make acessible, safety proceedings, directions,
manufacture specification and demonstrations
as well. Some will even provide how-to guides.
As you are already on the Internet, you can easily
read product reviews that other consumers have
posted about a specific item. Many allow users
to rate their products. Advisability such as this
from other customers about an item would be
unaccessible in a conventional store.

1.2. Advantages of the online purchasing
process
There are many benefits involved with online
purchasing process, the most noticeable of which
is convenience. (Groshan Fabiola, 2020) As long
as you have a computer, online shopping can be
executed from home, from work or from any place
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you are most comfortable in. There is no need to
spend further time traveling to a conventional
store. Another point worth mentioning is the fact
that online shops typically operate 24 hours a
day so you don’t need to rush to get there during
business hours. Especially if you have a broadband
Internet connection, browsing online can be done
very effectively - in fact, it can be quicker than
browsing up and down the aisles of a physical
shop, where it would be hard to find the particular
section of the product you are looking for. By
making use of online shopping, there is no need
to waste time in queues at the check-out once you
have your items placed in your shopping cart. You
are not enforced to lift any heavy or awkwardsized and shaped assortments. Your shopping is
collected with the click of a button and stocked up
into your shopping basket by no physical struggle
on your part. You will often be given a choice as to
how to receive the merchandise you have bought
- either it can be delivered to you or you can go
to the store to collect it. This resilience can be
very advantageous depending on what timeyou
necessitate the product. Search engines and online
price comparison services are useful for finding
several sellers of a specific product. This way, you
can find very good deals on various pieces. Some
items will typically be found in a lower price if
purchased over the Internet as there can be special
occasions when prices go down. On large orders
shipping costs may be waved. There are also
innumerable websites that compile information
on coupons and discounts provided in numerous
periods throughout the year. Online shopping
process is enhancingin giant leaps and preferred
due to these many facilities presented.

1.3. Objectives
1. To evaluate the significance of difference
between security issues and albanian customers’
reaction towards online shopping among four
groups.
2. To investigate the significance of difference
between time saving efficiency and albanian
customers’ reaction towards online shopping
among four groups.

3. To examine the significance of difference
between product quality andalbanian customers’
reaction towards online shopping among four
groups.
4. To measure the significance of difference
between website features andalbanian customers’
reaction towards online shopping among four
groups.
5. To assess the significance of difference between
customer service andalbanian customers’ reaction
towards online shopping among four groups.
6. To obtain a demographic profile of the
respondents as for age, gender, education level
and concerns perceptions.
7. To report the customers’ reaction towards online
shopping regarding the factors list consisting of:
security issues, time saving efficiency, product
quality, website features and customer service.
To meet the objectives of the research, a review of
the literature on analyzing customers’ decisions
towards online purchasing and significance of
several factors affecting consumers’ shopping
behavior should be conducted. This is succeeded
by a synopsis of the research methodology
and the study results are shown and described
scientifically. In the end, the conclusion and further
improvements on research are disserted.

2. Literature Review
This chapter outlines the literature that serves
as a theoretical overview. As observed in other
research papers regarding the online shopping
process,there are pointed out several factors
that have a significant impact on customers’
online purchases. Taking into consideration
the demographic profile, studies have come
into conclusion that demographic profile of a
customer determines his/her attitude towards
online shopping. (Gupta et al., 1995; Haque and
Khatibi, 2005; Khatibi et al., 2006) Another group
of researches found that the age ofconsumers
also has a considerable impact ontheir online
purchasingattitude. These studies concluded that
the younger generation tends to be focused more
on online purchasing. This is supported by the fact
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that younger generation tends to make use of the
web browsers more than the older generations.
Another literature suggested that education level
may not play a significant role in customers’online
shopping behaviours. (Harn et al., 2006; Haque and
Khatibi, 2005) They did not have any conclusive
evidence that education level significantly impacts
consumers’ online shopping attitude.
According to Bellman, Lohse & Johnson (1999),
various demographic variables such as income,
education and age have a moderateinfluence on
online shopping, whereas the most decisive factor
impacting online shopping was previous behavior
such as earlier online purchasing experience.
Customers tend to pay closer attention to the
convenience of online shopping for the purpose
of time saving. (Seock and Bailey, 2008) A
considerable number of purchasers treat
convenience as their primary objective realted
to saving time for entertainment and relaxation
based on a research conducted by Chang& Michael
et al., (2011).
A list of additional factors impacting significantly
the online shopping process is obtained in table 1
as below.

3. Research Methodology
3.1. Research approach and questions
This research attempts to evaluate the effectiveness
of several considerable aspects which are pointed
out by previous studies on customers’ attitude
towards online purchases.
The research questions are stated as below.
1) What is the demographic profile of the
respondents in terms of age, gender, education
level and concerns perceptions?
2) Is there any statistical significant difference
between security issues, time saving efficiency,
product quality, website features, customer
service compared to albanian customers’ reaction
towards online shopping among four groups?
3) What is the customers’ reaction towards online
shopping regarding security issues, time saving
efficiency, product quality, website features and
customer service?

3.2. Hypotheses

H01: There is no statistically significant difference
between security issues and albanian customers’
reaction to online shopping process among four
groups.
H02: There is no statistically significant difference
between time saving efficiency and albanian
customers’ reaction to online shopping process
among four groups.
H03: There is no statistically significant difference
between product quality and albanian customers’
reaction to online shopping process among four
groups.
H04: There is no statistically significant difference
between website features and albanian customers’
reaction to online shopping process among four
groups.
H05: There is no statistically significant difference
between customer service and albanian customers’
reaction to online shopping process among four
groups.
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3.3. Selection of methodology
In general, researchers make use of two types of
research methods: quantitative and qualitative.
The qualitative methods give participants a
certain degree of freedom and permit spontaneity
rather than having them to select from a set of
predetermined responses. (Bogdan & Biklen,
1998)The quantitative research on the other
hand involves collecting and converting data
intonumerical form so that statistical calculations
can be made and conclusions can be drawn.(Burns
& Bush, 2003)
I am going to conduct a quantitative
approachregarding the five factors mentioned
above in this research paper in order for the results
to be as much well-defined as possible.

sampling method because of the unaccessibility
of the albanian buyers list that chose online
shopping. In total, there were 206 respondents
in this questionnaire. Convenience sampling is a
type of nonprobability sampling in which people
are sampled simply because they are “convenient”
sources of data for researchers. In probability
sampling, each element in the population has
a known nonzero chance of being selected
through the use of a random selection procedure.
Nonprobability sampling does not involve known
nonzero probabilities of selection. (Michael P.
Battaglia, Paul J. Lavrakas, 2008)

4. Demographic Profile

3.4. Definition of variables
The variables to be examined are security issues,
time saving efficiency, product quality, website
features and customer service. These five aspects
represent the independent or explanatory
variables, which affect undeviatingly the volume of
online shopping. On the other side, the dependent
variable which is directly affected by each of these
factors is the albanian customers’ reaction towards
online shopping.

3.5. Measurement and Sampling
The main instrument used in order to obtain data
was a questionnaire conducted online. Motivation
and availability, the two driving factors behind
determining constructs and measures, are also
important when choosing samples. (Loeb, S.,
Dynarski, S., McFarland, D., Morris, P., Reardon, S., &
Reber, S.,2017) The questionnaire objectives were
to gather information about albanian customers’
demographic background, their approach to the
volume of online shopping being impacted by
security issues, time saving properties, product
quality, website features and customer service
based on their own experience in Albania. As
a result, the questionnaire was divided into six
parts, each of them subdivided into 4-6 questions.
This study made proper use of convenience

4.1.Age
By taking figure 1 into consideration, which shows
a pie chart divided into five different sections, we
can draw a conclusion that there are 53.9% of
participants at the ages of between 18 and 27, 17.5%
of respondentsabove 47 years old, 13.6% who are
38-47 years old, 10.7% of people corresponding to
the age of 28-37 and lastly 4.4% of teenagers being
younger than 18 years old. Therefore, the samples
to be examined are generally youngerin age. The
vast majority of albanian online costumers are
18-27 years old. This can be explained by the fact
that most people in this age bracket are mostly
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students, people who have just been married and
become parents as well.
On the whole, their shopping basketusually is
composed of stationary items, books, electronic
equipments, clothes along with cosmetics products
too. As they become more mature, they are more
prone to scale down their purchases, by being keen
on buying consumer durables known as white
goods. Additionally, as their home appliances
start occupying their shopping list, there can be
smoothly figured out a compression of clothes and
cosmetic products.
After having a family, which is furthermore
accompanied by an intensive care on their
children’s basic necessities, they tend to decrease
even more their shopping habits for theirselves.
On the other hand, as they start aging, their
children grow older too, so their children’s needs
have a boost tendency along with their salaries
escalations.

Figure 2: Gender distribution among albanian
e-customers

4.3. Education level
Figure 3 presents information on the level of
education. According to this pie chart, it is obvious
that the questionnairewas mostly responded by
highly educated people. The share of respondents
with a master degree consists of 41.3%, while the
share of the respondents holding a bachelor degree
is attributed to 38.8%. The percentage of online
customerswho have finished their high schoolis
precisely 13.1%, which is followed by secondary
school and doctorate. It is clear that none of the
respondents had pursued postdoctoral studies,
nor had any not attended school at all.

Figure 1: Age distribution among albanian
e-customers

4.2. Gender
In this study, the gender percentage of albanian
online consumers is divided into 81.6% for female
and 18.4% for male. Among the respondents, there
were 168 women and 38 men as seen in figure
2 below. In virtually every society in the world,
women have primary care-giving responsibilities
for both children and the elderly. In this primary
caregiving role, women find themselves buying
on behalf of everyone else in their lives.(Bridget
Brennan, 2013)

Figure 3: Education level among albanian
e-customers

4.4. Categories
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Respondents were asked to choose one or more of
the categories based on what products they usually
buy online. The various categories shopped online
are listed in table 2 along with the frequency
distribution as well as their respective percentage.
We conclude that clothes (75.2%) and cosmetics
products (32.2%) are the most frequently
purchased categories online from the evaluation
of table2. It is important to emphasize the fact that
more than three fourth of the respondents have
chosen clothes category, which is attributed to the
vast majority of respondents being between the
age of 18 and 27. Other categories not mentioned
above, books and food come next as their
percentages correspond to 21.4%, 18.4% and
11.2% respectively followed by furniture holding
7.3%. Lastly, vitamins is the least frequently
category purchased online, which contributes
to the fact that people tend to take advices from
doctors and pharmacists physically.

4.5. Concerns
The concerns list from which the respondents had
to choose the biggest one affecting their shopping
online experience is composed of:
• Bad reviews from other buyers
• Not having the right to return the product if it is
different from expected
• Damage during shipping
• Doubts about the product being original or not
• Other.
By examining the pie chart shown in figure 4, we
come into conclusion that the biggest concern
chosen at 41.3% rate is the nonavailability of
returning the product if it is evaluated different
from the expected one, which highly needs to be
taken into consideration from albanian online
stores, proceeded by doubts regarding the
originality of the product bought during online
experience rated at 39.8%. These two concerns
hold together 167 votes out of 206 in total. The
consequent concern is represented by bad reviews
from other buyers, which is nearly voted by onetenth of the respondents. The penultimate option
is considered damage during shipping as it was

selected by 11 people, while only 8 respondents
chose the other option.

Figure 4: Concerns distribution among albanian
e-customers

5. Data Analysis
One of the most important procedures is examining
the data and discussing the results obtained. Oneway ANOVA was utilised to assess the difference
between independent variables such as security
issues, time saving efficiency, product quality,
website features, customer service and the albanian
customers’ reaction to the online shopping process
among four groups. In ANOVA, the null hypothesis
is that there is no difference among group means.
If any group differs significantly from the overall
group mean, then the ANOVA will report a
statistically significant result.The tool that will be
utilised in order to properly analyze the input data
is a 5-point Likert scale, which is commonly used
in survey-based researches. The substitutions are
displayed below
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5.1. Questionnaire design

5.2. Inferential statistics
There were 5 hypotheses in this research; all of
which failed to be rejected via one-way ANOVA
statistical analysis.
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5.3. Descriptive statistics

5.3.1. Security issues

Table 7: Summary of one-way ANOVA
analysis
Table 7 shows the summary of one-way ANOVA
analysis along with the decisions made.
In all of the five analysis the p-value was bigger
than 0.05, by indicating that there was no
significant difference in customers’ reaction
towards online shopping among every group in
each of the five factors mentioned. Hence, H01 to
H05 failed to be rejected.

Even though technology is advancing with giant
leaps across Albania, nearly half of the respondents
avoid providing their credit/debit card and choose
cash instead. There were 75 albanian customers
who are occasionally prevented from buying
online due to privacy concerns, whereas 25.2%
of the respondents usually do not proceed online
buying only because of security issues. Regarding
the confidentiality perception, 32% of the albanian
customers feel fairly comfortable. A percentage of
30.2 among the online consumers are somewhat
comfortable that their personal information is
kept confidential when buying online. A majority
consisting of 92 customers who make 44.7% in
total agree that there is a risk of identity theft while
shopping online, which makes an even higher
problem nowadays that needs to be seriously taken
into consideration from every albanian website, as
it results in a decreasing number of e-purchases.
By making secure websites as well as by stating
proper terms and conditions, the security risk
perception is going to be less common among
albanian online consumers.

5.3.2. Time saving
Precisely 50% of albanian e-consumers agree
that it takes less time in evaluating and selecting
a product while shopping online, which is further
supported by a percentage of 26.2 who completely
agree in time saving property by making it 76.2%
in total. However, there are still 20 people who are
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left undecided. As for the payment process, it is
highly supported by 144 of the respondents the
fact that it takes less time too, although there is an
increase in people left undecided who make 30 in
total in this case. Surprisingly, there is noone who
completely disagrees with the statement: “Online
shopping is a smart way of saving time.” as there
are 180 out of 206 respondents who mainly agree
as well as completely agree. Moreover, there is
none among albanian e-customers who does not
find it important the fact that they can buy the
products anytime 24 hours a day. This way, if there
is any website that does not offer this service, it
should be taken profoundly under advisement.

5.3.3. Product quality
During this research, key findings showed that
product quality makes a positive feature of
e-shopping as there was noone whose purchased
product did not meet their expectations.
Additionally, more than half of the e-consumers
usually receive a product that meets their expected
features. Precisely 100 out of 206 respondents
usually receive a product that is accurately
represented by the advertised photographs. On
the other hand, 65 customers occasionally get
a product as represented by the photographs.
Unsurprisingly, a vast majority making 57.8%
in total usually get a product as represented by
the description, by making “usually” the most
frequently occurring response. As a matter of
fact, the percentage that never has got hands on a
broken, rotten or torn product adds up to 48.5%.
In addition, 31.6% corresponds to the percentage
of people that seldom has got a product in an
inappropriate condition. Taking everything into
account, the quality of the online purchased
products is considered to be highwhich makes
the albanian e-shops tremendously serious and
responsible.

making “completely agree” the option that occurs
most frequently, followed by “agree”, both of which
notably measure 90.3% overall. Boiling down to
loading efficiency, it is predominantly voted that
the website loads to a considerable degree which is
tightly succeeded by the “great degree” preference.
There is interestingly noticed a nearabout
distribution among three choices pertaining to the
ability to locate products, services and information
without assistance, where 69 went along without
any assistance at all, 32.5% acknowledged the
statement of navigating without cooperation at a
great degree, while 63 respondents did not need a
helping hand at a considerable extent. The bulk of
the albanian e-consumers are entirely more prone
to returning for another online purchase if the
website can be navigated easily.

5.3.5. Customer service
Apropos of customer service-related questions
asked in the questionnaire, the greatest part of
respondents’ issues had been solved by their
online agent in a considerable degree, by making
over 40% of votes, which contributes to the
fact that customer service in Albania has a lot
to improve with reference to solving problems
encountered by online purchasers. Unfortunately,
the mode sticks to “a considerable degree” even
when it comes to online agents’ proficiency in
information about the company they represent,
their products and their policies correspondingly.
Above all, albanian customers seem to be satisfied
with the agents’ communications as 38.2% of
them agree that their online issue handler talked
in a clear manner to a great extent. With respect to
the perception of feeling valued, there is a positive
feedback consisting of 35% choosing “to a great
degree”. Afterwards, the second most popular
response turned out to be “to a considerable
degree”, which by the other side still leaves place
for improvements in the future.

5.3.4. Website features
It is first and foremost an immensely obvious
agreement that the website design helps customers
in searching the products easily by
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6. liability And Validity Of The Research
Reliability refers to the ability of a questionnaire
to consistently measure an attribute and how good
the items fit together. ( Haladyna 1999; DeVon et
al. 2007) Even though reliability is necessary, it is
not sufficient to validate an instrument, because
an instrument may be reliable but not valid.
(DeVon et al. 2007) In order for this study to be
categorically reliable, it is needed a bigger number
of albanian customers respondents. Hence, the
number of answers consisting of 206 will not
necessarily produce a generic representation of
the albanian e-consumers’ attitude towards the
online shopping process.
Two estimators of reliability are regularlyapplied:
internal consistency reliability and test-retest
reliability. Internal consistency examines the
inter-item correlations within an instrument
and indicates how well the items fit together
conceptually. (DeVon et al. 2007) Internal
consistency can be evaluated in two ways:
Cronbach’s alpha correlation coefficient and SplitHalf reliability.(Trochim W., 2007) Cronbach’s
alpha is equivalent to the average of all possible
split-half estimates and it is the most frequently
used reliability measurement to estimate internal
consistency reliability. (Trochim W., 2007;
DeVon et al. 2007)In this research, 5 Cronbach’s
Alpha coefficients are evaluated to examine the
internal consistency of every section defined in
the questionnaire conducted online, which are
displayed in table 9.

However, high reliability on its own is not enough
to ensure validity. Even if a test is reliable, it may
not accurately reflect the real situation.(Efthymiou
A., Middleton N., Charalambous A., Papastavrou E.,

2019) Content validity is defined as the degree
to which items in an instrument reflect the
content universe to which the instrument will be
generalized. (Straub, Boudreau et al. 2004) In this
type of questionnaires, it is highly recommended
to apply content validity.
Essentially,
content
validity
incorporates
evaluation of a new survey instrument in order to
ensure that it includes all the items that are
essential and eliminates undesirable items
to a particular construct domain. (Boudreau et
al., 2001) In this scientific study, there are only
considered five factors significantly impacting the
online shopping process, while there are many more
which need to be evaluated by other researchers
as well.Conjointly, due to time constraints the
respondents were predominantly located in
Coastal and Southeastern Albania. This poses a
limitation to conduct content validity on a survey
instrument as long as other albanian e-consumers
can reflect different types of behaviours by being
located in other parts of Albania as well.

7. Conclusions And Reccomendations
The research concludes on the first five objectives
regarding each of the factors that security issues,
time saving efficiency properties, product quality,
website features as well as customer service have
a statistically significant impact on the albanian
online customers’ experience among four different
groups of topics with respect to each of the
factors mentioned earlier. However, it was mainly
observed that albanian e-consumers perceived a
considerable risk perception concerning security
issues. Hence, it affected the online shopping
process negatively by preventing the customers
from buying online at a great extent. This is
evidence that albanian websites need to establish
higher levels of security and privacy to ensure
larger amounts of e-purchases. The influence of
product quality and time saving properties on
online shopping derived a positive relationship
among a vast majority of the respondents. It was
hugely obtained the idea of the customers being
immensely motivated by considering e-shopping
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as a smart way of saving time. Having observed
that, as long as e-consumers are satisfied with the
product quality and do not get disappointed, the
effect on online purchases will be positive too.
The ability to shop 24 hours a day triggers positive
returns for purchasers in the albanianonline
shopping markets. This way, every online shop
that does not provide this feature should have an
urgency in contributing to a non-stop e-service.
Website features and design combined with
customer service yield a moderate relationship
in terms ofpost e-buying. Customers are
more prone to returning for additional online
purchases when faced with a good design and
easy navigation of the website itself, insofar
as description of the advertised products
provided along with photographs represent the
products accurately. This is an indication that
web-designersshouldtake into account the fact
that albanian customers need the website to be
easily navigated, but in the same time not largely
stuffed with unnecessary information. However,
if they are faced with inconsistency between the
description and photographs advertised with
respect to the products itself, a considerable mass
of people are not returning again. Customer service
plays a crucial role for albanian online buyers.
The questionnaire conducted online gathered
informationabout the potentiality of the online
agents for solving problems with competence.
Moreover, the researchsummarised that there
is still a lack of knowledge undoubtedly present
in dispersion through online agents in terms of
the company they represent, their products and
policies. Therefore,companies should establish
more efficient trainings as well as practice-focused
ones.
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