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Abstract

Introduction: The nature of online purchasing has taken shape and takditaigriurns with the
advent of Internet technology. Technology is continuously devel@pidgvidening, giving people a more
comfortable life. The purpose of this research is tdyae the behavior of consumers in factors that influence
decision-makingM ethodology: Using a quantitative descriptive research design, aygoestionnaire was
made and validated. The researchers chose 100 online shoppataringhg purposive and quota sampling
and distributed the research instrument, online using goautes fBesult: The results of the study showed that
all of the four influencing factors: Convenience, TimeiBgyWebsite Design and features, and Security, have
made significant contributions in affecting the purchasingsa@tand behaviors of the respondents,
additionally the study concluded that the younger buyers focusesama@esthetics while the older buyers
focuses more in practicability, female buyers purchasedentore than male buyers and lastly online shoppers
that has 3-4 years of experience are the highest on ontiii@aféty. Discussion: Furthermore, this study shows
the different factors that online shoppers focus on conugtheir age, sex, and years of online shopping
experienceRecommendation: E-commerce business owners should ensure that all fouenmefihg factors,
such as convenience, time-saving, website design and feamndesecurity, are adequately managed and given
explicit attention.

Keywords: Online Purchase Decisions; Convenienaeg¥saving; Web Design; Security

1. Introduction
1.1 Background of the Study

The nature of online purchasing has taken shape and tajmficant turns with the advent of
Internet technology. Online purchases are widely used aigtkefffor purchasing various goods and services
from a single site. Technology is continuously developing) &itening, giving people a more comfortable
life. With technology, online shopping is made to operateather. Consumers have different reasons for
purchasing goods and services, such as necessity, sepuiity, peer recommendations, and obligation
(Mittal, 2013). The reasons could be unique to each persornhdnat are also shared reasons. Numerous
aspects, such as trust and risk, perceived convenienceheandviantages delivered, impact a person's desire
to make an online purchase (Dachyar & Banjarnahor, 2017). Taeses heavily influence a consumer's
mindset when purchasing online and will either have ativegor positive impact.

Convenience is one of the most apparent advantagegwofehbuying. Convenience factors strongly
impacted the customers' evaluation of the products asid tbpurchase intentions (Pham et al., 2018).
Furthermore, the researchers mentioned that customedisaouraged from buying if they spend too much
time and effort on those said factors.
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Other factors are trustworthiness or the security efefasite and the appearance of the website.
Although online shoppers know the danger of shopping onlired, purchase decisions are affected by how
much they trust that the store is authentic and isfala. Online decision-making raises worries about
perceived risk factors, which reduces one's willingnegsutchase online (Gross, 2014). This worry is partly
due to the website's lack of interaction, which makaedifficult to obtain essential information about the
products in their verified collection. A buyer is dismayssm purchasing anything online without proper
assurance that their private information will not be leakaased for improper actions.

The purpose of this research is to analyze the bahafi@eonsumers in factors that influence
decision-making. Especially with the pressure of sevagtibns to decide and choose from, an online shopper
can be pressured into choosing the cheapest or the imgslywappealing, making the final decision difficult.

1.2 Theoretical Framework

r—] Convenience

DV Time Saving
Consumer's
Attitudes towards
Online Shopping
Website

Design/Features

Security

Figure 1: Factors Influencing Online Purchase Decisions Mbglebultan and Uddin (2015)

Figure 1 presents the theoretical framework to bed usethe study, which shows the factors
influencing the online purchase decision model. Varioawofa influence online purchase decisions; thetmos
common factors are convenience, demographic profitee 8avings, website design/features, and security
influence consumers' willingness to shop online.

Convenience

Convenience is one factor that affects purchase desisiace it is what the consumers look into the
most. Convenience has different aspects, including detaiednecessary information while purchasing
online, easy choice and comparison with other productsless hassle in shopping queues (Sultan & Uddin,
2011). Consumers want to purchase online because it iscoovenient by saving energy and using less
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effort than going outside. In addition, it is more efficient donsumers who dislike interacting with other

people. Online shoppers have different reasons to purohlise, such as their lifestyles and attitudes toward
shopping online. People with a lifestyle and shopping héétisare compatible with the features offered by
the online store strongly influence their attitude towantine shopping (Primabudi & Samopa, 2017). For
example, people who are indolent to go to physical samesery interested in making product purchases
through online shopping, especially if the way to shop ontire@inpatible with their expectatians

Time Saving

Online shoppers shop online because it saves time &sdhdd constrict time. Shopping online does
not waste time; it takes less time to examine andstha product when purchasing online (Sultan & Uddin,
2011). Online purchases take less time than going outsidevastohg time by going to and from in-person
shops. Internet shopping also provides time-saving bersefch as fast price comparisons, receiving on-time
delivery, taking less time to find cheaper alternative prajwasy access to user evaluations and ratings, and
a large selection of items (Duarte et al., 2018). Due t@atadability of an extensive range of items and a
need for precise descriptions and clear photos of thetupt, consumers may need more time to search for a
specific product on online shopping platforms. On the othed,hanline shopping saves customers time by
having things delivered to their homes. As a result, consumechase online, avoid the hassles of parking
and crowds during rush hour, and can shop at their own(lgacas et al., 2017).

Website Design / Features

The website design and features heavily influence erdlmoppers' purchasing decisions, including
finding products; assisting in searching and selecting fhy@opriate product; providing high-quality
information; and covering the needed information regardipgoduct (Sultan & Uddin, 2011). The more
informative and the higher quality of a website anddtstents affect the buyers' purchase decisions. For any
online shop to attract clients, the quality of the webdesign is critical (Ganguly et al., 2010). A good
website design plays a part in establishing favorable sentinfor clients since a pleasant atmosphere on the
website is striking. Furthermore, website design and usaldlie features of distinct website variety.
Therefore, the significance of web design in usabilitydssidered for increasing buying intention in online
goods.

Security

Security includes feeling safe and secure while shoppiliigeoand on a trustworthy website (Sultan
& Uddin, 2011). Cyber risks like hacking are one reason consutreare difficulty trusting a shopping
website. Familiarity with online shopping websites beforaking an actual purchase reduces the risk of
shopping online. One reason customers decided to purchastheia trust in the online store, including
secured personal data, information shared remains wethland assurance that the online business is real and
legal (Primabudi & Samopa, 2017). In addition, by making an onlinhpse, the customer trusts the online
seller to ensure that the product purchased by the cesstsras per the agreement.

1.3 Resear ch Questions
The primary objective of this study is to identify and apalthe factors that influence consumers to
shop online. Specifically, this research aims to angheefollowing questions:
1. What is the demographic profile of the respondenterins of:
1.1.age;
1.2.sex;
1.3.years of online shopping experience?
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2. What are the factors that influence the purchassides of the respondents the most in terms of:
2.1. Time-Saving;
2.2.Convenience;
2.3.Website Design/Feature; and
2.4. Security?
3. What are the factors that the respondents valuedbebased on their demographic profile in terms
of:
3.1.age;
3.2.sex;
3.3.years of online shopping experience?

2. Methodology

2.1 Research Design

The study utilized the descriptive design of researcsciigtive research looks at the variations in
the characteristics of a population (Siedlecki, 2020). It ifleatthe problems that exist within a unit. It is a
basic form of design for research because the reseatche not manipulate any of the variables but only
describes the sample and variables. This researchaahpi® congenial to the research objective, gathering
the needed data to summarize and evaluate the faoftrsnicing online shoppers' purchase decisions. In
addition, a quantitative method was used wherein the dadlection will be gathered through survey
guestionnaires. This study is quantitative, in general, atebarically, a descriptive research design, as it
aims to accurately and systematically describe a ptipjasituation, or phenomenon. Quantitative research
is a set of strategies, techniques, and assumptionsdy [gsychological, social, and economic processes by
exploring numeric patterns (Coghlan & Brydon-Miller, 2014). Thésearch approach is best suited to
gathering the necessary data to summarize, analyzeeedmend implications in factors influencing online
shoppers' online purchase decisions in Qatar.

2.2 Resear ch Locus and Sample

This research study was conducted in Doha, Qatar. There avéotal of one hundred online
shoppers. Respondents who are 15 and above were choska wespondents in this study. First, the
researchers utilized purposive sampling in determiningagsgondents. Purposive Sampling, also known as
judgmental, selective, or subjective sampling, relies errésearcher's judgment when selecting the units to
be investigated (Rai & Thapa, 2015). Then, the researchplie@ a quota sampling technique to select the
respondents. Quota Sampling is a non-probability sag@alpproach in which samples are chosen based on a
probability proportional to the distribution of a populati@riable (Rukmana, 2014).

2.3 Resear ch Instrument

The researchers created a self-made questionnaire $fy ¢htt goal of the study. The survey
guestionnaire included closed-ended questions based on printirgeaondary sources. The researchers
followed several steps to use a valid instrument. The diagt of the instrument contains the letter to the
respondents, the second part contains the demograpfile pfdhe respondents, and the third part contains
data collection from the standardized questionnaire. Thisosesntails factors influencing online purchases,
divided into four categories: convenience, time-savirehsite design/features, and security.
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2.4 Development and Validation of the I nstrument
STEP 1- Content Validation
A pre-research was conducted to obtain the necessary wlhiteh was also included in the
guestionnaire.

STEP 2- Face Validation

The completed questionnaires were analyzed and judged sufigrficisee if they were valid for
measuring the variable being studied. In addition, thetipnesire was reviewed and checked by experts
in the field. Based on the recommendations of the afeméoned validators, the questionnaire will be
revised.

STEP 3- Final Administration
The respondent questionnaires were distributed to the esblenline shoppers in Qatar in March
2022.

2.5 Data Gathering Procedure

The data were gathered in the following manner: The §itsp is determining the number of
respondents needed for the study. Second, searching fioe shloppers in Qatar and asking if they would
participate in the study. The third step was administerireg developed instrument to the respondents,
followed by its retrieval. The data were then tallied andlyzed.

2.6 Statistical Treatment of Data

This study used percentage, frequency, ranking, and weightad awthe statistical treatment
applied to the data collected to determine the answergrgdthin this study. Percentage and frequency
distributions were applied to determine the demographiclerofi the respondents. The use of ranking
determined the placement of factors influencing ordineppers' purchase decisions. This step was essential
to project the highest and lowest variables regardimghaise decisions. Lastly, weighted means determined
the influence of convenience, time-saving, websitegihe and security on purchase decisions.

Range Verbal Interpretation(VI)  Meaning

3.26-4.00 Always This means that the online
shoppers’ purchase decisions
always adhere to the statements
mentioned in the questionnaire

2.51-3.25 Often This means that the online
shoppers’ purchase decisions Often
value the statements mentioned ir
the questionnaire

1.76-2.50 Rarely This means that the online
shoppers' purchase decisions
Rarely adhere to the statements
mentioned in the questionnaire.

1.00-1.75 Never This means that the online
shoppers’ purchase decisions
Never relate to the statements
mentioned in the guestionnaire.
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3. Results

The objective of this study is to describe, identify, gather the needed data to summarize and
evaluate the factors influencing online shoppers' oplurehase decisions and behaviors.

Table 1. The demographic profile of the respondentsrms of age

Age Frequency Percentage
Under 18 years old 40 40%

18 to 24 years old 28 28%

25 to 33 years old 10 10%

34 to 40 years old 10 10%

41 to 47 years old 10 10%

48 to 55 years old 2 2%

Above 55 years old 0 0%

Total 100 100%

Table 1 shows the demographic profile of the respasderterms of age. Out of 100 respondents of
online shoppers. 40% were under 18 years old, 28% were 28 years old, 10% were 25 to 33 years old,
10% were 34 to 40 years old, 10% were 41 to 47 years old, and 2%t&ao 55 years old. None of the
respondents were above 55 years old. The youthful generasdrekn using the Internet more often recently,
and they are commonly portrayed as competent users ahenteechnology, hence, dubbed the "Net
Generation" (Thomson & Laing, 2012).

Table 2. The demographic profile of the respondientsrms of sex

Sex Frequency Percentage
Male 50 50%
Female 50 50%
Total 100 100%

Table 2 shows the demographic profile of the respondantsrms of sex. Out of 100 respondents of
online shoppers. 50% were male respondents, while 50% eragdd respondents.

Women continue to make the vast majority of family @ges, even though they are frequently both head
of the household and working outside the house. Shoppinguaokasing are more rewarding, or at least less
unpleasant, activities for females than for males (Passgh, 2011). Similarly, their study also stated that
even though women play a significant role in family purahgisimale shopping behavior is also becoming
more evident. Millions of dads from a newer generatioa purchasing more than their fathers or
grandfathers. Regarding internet shopping, males have beentdeatiapt and use e-commerce than women.
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Table 3. The demographic profile of the respondentsrms of years of online shopping experience

Years of Online Shopping

Experience Frequency Percentage (%)
1to 2 years 52 52%

3to 4 years 30 30%

5 or more years 18 18%

Total 100 100%
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Table 3 shows the respondents' demographic profile regarelimg gf online shopping experience. 52% of
the respondents have 1 to 2 years of experience, 30% havé gears of experience, and 18% have 5 or
more experience in online shopping.

Recently, more and more people are downloading platféhatscan hasten purchasing products. The
pandemic has significantly impacted societal patterns of we work, behave, trade, shop, and utilize
technology (He & Harris, 2020). The world is currently expetieg an acceleration of these patterns,
encouraging a shift, thus creating a new normal emefgingthe crisis.

Table 4. The online shoppers purchase decisiogring of convenience

Statements Weighted Mean (WM) Verbal Interpretation (VI)

1. | get all the necessary
product information on the

; ) . 29 Often
online shopping website.
2. | can purchase the
produqts anytime in online 321 Often
shopping.
3. The products are easy_to 3.16 Often
compare when | shop online.
4. Shopping online is less 3.28 Always
hassle than store queues.
5.1t fits my lifestyle b(_etter 28 Often
than in-person shopping.
Overall Weighted M ean 3.07 Often

Legend: 1.00-1.75 (Never); 1.76-2.50 (Rarely); 2.51-3.25 (Ofter®6-3..00 (Always)

Table 4 shows the summary of online shoppers' resporgasding convenience. The statement
‘Shopping online is less hassle than store queues’ received the highest weighted mean of 3.28, interpreted as
Always. This is followed by the statements ‘I can purchase the products anytime in online shopping’ and ‘The
products are easy to compare when I shop online’, which received weighted means of 3.21 and 3.16,
respectively, interpreted as Often. Lastly, the statements ‘I get all the necessary product information on the
online shopping website’ and ‘It fits my lifestyle better than iperson shopping’ had the lowest weighted
means, at 2.9 and 2.8, respectively, which are alepireted as Often.
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The overall weighted mean of Table 4, which discussesotiiee purchase decision of online
shoppers in terms of convenience, is 3.07 and is verbakypreted as Often. This means that online
consumers often put great value on the convenienaa fmétonline shopping. It shows that shopping online
makes the shopping process easier and more accegsltléonally, Convenience is increasingly crucial in
encouraging consumers to shop online (Munshi et al., 2€@bf)sumers could readily compare prices and
read product reviews while buying online, which mayhbkem make informed selections. The convenience
of online purchasing was further enhanced by the simpbéitgturns and exchanges and the accessibility of
comprehensive product information online. Accordingtite study, businesses should make their online
shopping platforms more convenient to attract custonhMost customers view online shopping as a time-
efficient choice and rate it as frequently or constantipast statements (Munshi et al., 2017).

Table 5. The online shoppers purchase decisiogr mg of time-saving

Statements Weighted Mean (WM) Verbal Interpretation (VI)

1. Online purchases take les
time to find alternative 3.08 Often
products that are cheaper.

2. Online shopping takes les
time to purchase products.  3.04 Often

3. | can shop at my own pact

h 8 ) 3.36 Always
in online shopping.

4. Online shopping takes les

time to find a product that | 317 Often
want.

5_. Online shc_)pplng tz_akes les 3.13 Often
time than going outside.

Overall Weighted M ean 3.16 Often

Legend: 1.00-1.75 (Never); 1.76-2.50 (Rarely); 2.51-3.25 (Ofter26-3t.00 (Always)

Table 5 shows the summary of online shoppers' respoagasding timesaving. The statement ‘I
can shop at my own pace in online shopping’ received the highest weighted mean of 3.36, which is interpreted
as Always. This is followed by the statements ‘Online shopping takes less time to find a product that I want’
and ‘Online shopping takes less time than going outside’, which received weighted means of 3.17 and 3.13,
respectively, which are both interpreted as Often. Lastly, the statements ‘Online purchases take less time to
find alternative products that are cheaper’ and ‘Online shopping takes less time in purchasing products’ had
the lowest weighted means, at 3.08 and 3.04, respectivieigh are also interpreted as Often.
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The results show that the online shoppers' purchassiaecgiegarding time-saving is 3.16 and
verbally interpreted as Often. This means that ordoresumers often put great emphasis and value on the
convenience factor of online shopping. This implie# fpurchasing online makes the shopping process less
demanding on the consumers' time. Furthermore, thdétgesuthe study Factors Influencing Customers'
Intention to shop online indicate that time-saving is dnth® factors influencing online shopping intention
among customers (Kasuma et al., 2020). The study implied traihéntshopping could save much time
compared to conventional shopping, which takes more tiimeok for items. The study also alluded that
internet shopping is becoming increasingly significant sinoey save valuable time that can be utilized for
other purposes. Similarly, consumers do not need to asedtems; it can be done at any time and from any
location (Kasuma et al., 2020). Therefore, the consumagspurchase the products at their ideal speed or
pace, which has the highest weighted mean of 3.36 in our finftiogsthe survey that we have executed
relating to time-saving.

Table 6. The online shoppers purchase decisioering of website design/features

Statements Weighted Mean (WM) Verbal Interpretation (VI)

1. The online shop’s website
design makes it simple for

me to find products. 321 Always
2.The online shop’s website

layout assists me in searchir

and selecting the appropriate 3.34 Always

product.

3.0nline shopping websites

provide high-quality

information that helps me 3.14 Often
decide where | would buy.

4. The online shopping

website’s design does not

cover the needed informatior 3.23 Often
regarding a product.

5. The website design make:
it easier for me to purchase. 3.21 Often

Overall Weighted M ean 3.24 Often

Legend: 1.00-1.75 (Never); 1.76-2.50 (Rarely); 2.51-3.25 (Ofter®6-31.00 (Always)

Table 6 shows the summary of online shoppers' respomdesnis of time-saving. The statement
“The online shop's website layout assists me in searching and selecting the appropriate product.” This denotes
that the website's interface design assists the carsuim navigating and choosing the product they want,
receiving the highest weighted mean of 3.34, which is irndeedr as Always. This is followed by the
statement ‘The online shop's website design makes it simple for me to find products.” and ‘The online
shopping website's design does not cover the needed information regarding a product.’ which received
weighted means df.27 and 3.23, respectively, interpreted as Often. Lastly, statements ‘The website design
makes it easier for me to purchase.” and ‘Online shopping websites provide high-quality information that
helps me decide where I would buy.” had the lowest mean of 3.21 and 3.14, respectively, interpreted as often.
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The overall weighted mean of Table 6, which discusses tiieeoshoppers’ purchase decision
regarding website designs/features, is 3.24 and is verioadirpreted as Often. This means that the Web
Design/Features factor is often valued in the onlinege® This implies that it contributes in getting the
consumers to shop online since they are drawn to Vésigb and its features. Perceived information quality,
ease of use, and entertainment value were the mosalcfdittors in customer decision-making (Chiu &
Yang, 2015). These are associated with the findings afah@éucted study that the website's interface design
assists the consumers in navigating and choosing tlegirthat the consumers want, which has the highest
weighted mean of 3.34 in terms of website design/featuresddition, these elements improved the overall
perception and attitude towards the visited online resoursdtirg in the intention to purchase products and
services. Hence, the design of a website interfaagspa vital role in online purchasing. As a result,
customers are more likely to visit and buy from brettesigned websites.

Table 7. The Online Shoppers Purchase Decisiogring of Security

Statements Weighted Mean (WM) Verbal Interpretation (VI)

1. The familiarity with online
shopping websites prior to
making an actual purchase
reduces the risk of shopping
online.

3.05 Often

2. | am sure that my persona
data on the online shopping 2.87 Often
website is secured.

3. I am sure that any
information | share online 291 Often
remains the same.

4. | am sure that the online

. . . 3.24 Often
shopping businessis real.

5. I am sure the online
sh_qppln_g Web_sne that | 291 Often
utilized is not illegal.

Overall Weighted M ean 3.00 Often

Legend: 1.00-1.75 (Never); 1.76-2.50 (Rarely); 2.51-3.25 (Ofter®6-31.00 (Always)

Table 7 shows the summary of online shoppers' respoegasding security. The statement "l am
sure that the online shopping business is real." redethe highest weighted mean of 3.24, which is
interpreted as often. This is followed by the statement, ‘The familiarity with online shopping websites prior to
making an actual purchase reduces the risk of shopping online.” which received a weighted mean of 3.05,
which is interpreted as Often. The statements ‘I am sure that any information I share online remains the
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same.” and ‘I am sure the online shopping website that I utilized is not illegal.” similarly received a weighted
mean of 2.91, interpretegs Often. Lastly, the statement ‘I am sure that my personal data on the online
shopping website is secured.” had the lowest weighted mean of 2.87, interpreted as Often.

The overall weighted mean of Table 7, which discusses tlieeoshoppers' purchase decision in
terms of security, is 3.00 and is verbally interprete@fisn. This shows that the consumers' willingness t
purchase online is based on how much they trust that tlreebssor the brand is real. Customers prefer to
purchase products and services from sellers they knowrasicbr brands they recognize (Chen & He, 2003).
The study suggested that a website assuring the securityudmehticity of the business allows online
shoppers to understand and gives the perception of trust, pbsitively affects online shoppers' purchase
decisions.

Table 8.The factors influencing online shoppers’ purchase decisions and behaviors

Factor Overall Weighted Mean Verbal Interpretation
Convenience 3.07 Often
Time-Saving 3.16 Often
Web Design 3.24 Often
Security 3.00 Often

Legend: 1.00-1.75 (Never); 1.76-2.50 (Rarely); 2.51-3.25 (Ofterd6-3L.00 (Always)

Table 8 shows the overall weighted mean of the fa@tditeencing the online purchase decisions of
online shoppers. Web Design received the highest weigh&zoh of 3.24. This is followed by Time-Saving
with an overall weighted mean of 3.16 and following convecgewith a weighted mean of 3.07. Security
received the lowest, with a weighted mean of 3.00. Algiveid means mentioned are verbally interpreted as
Often.

In contrast to the highest weighted mean, Web Design, Segotithe lowest weighted mean. It is
found that although internet shops include details about higacy policies, consumers need more time to
read and comprehend such rules; therefore, this infammfiequently remains invincible (Tsai et al., 2010).
This strongly connects to the survey's findings abouwt sdturity received the lowest weighted mean.

Table 9. The factors of purchase decision in teshasgge

Age Convenience Time saving Web Design  Security Overall WM VI

under 18 3.08 3.12 3.33 2.93 3.12 Often
18t0 24 3.11 3.24 3.25 3.19 3.20 Often
2510 33 2.92 2.978 2.98 2.82 2.92 Often
34t0 40 3.06 3.14 3.18 2.9 3.07 Often
41 to 47 3.06 3.22 3.16 2.92 3.09 Often
4810 55 3.2 34 3.3 3.3 3.3 Often

Legend: WM (Weighted Mean); VI (Verbal Interpretation);
1.00-1.75 (Never); 1.76-2.50 (Rarely); 2.51-3Q#en); 3.26-4.00 (Always)

Table 9 shows the respondents' summary according tirdaaf purchase decision in terms of age.

Ages between 18 to 24 received the highest weighted mearBfirB.website design which is verbally
interpreted as Always.
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Using color, music, light, and other design aspects obsies impacts the users' feelings of
pleasure, satisfaction, dominance, and arousal (Ha &0tl). The study's findings also mentioned that
website design quality aids the quality of the perceivétnmation of the customer.

In contrast to the previous citation, older people tendayp at their home 72% of the time as it
assists their comfort by providing a familiar environiném minimize the effects of the challenges and
changes to their lifestyle due to the aging process (Cratnah, 2014). In addition, cognitive functioning
shapes the relationship between self-perceptionsio§ @md computer use behavior in late adulthood. Self-
perceptions of aging can affect older adults' use of téogpdMariano et al., 2021). Furthermore, it is stated
in the study that as people age, they tend to have er bettierstanding of their cognitive abilities, and that
could be a factor that affects their preferences towalide shopping.

Table 10. The factors of purchase decision in tevfsex

Sex Convenience Time-Saving Web Design  Security Overall WM VI
Male 3.04 3.16 3.2 3.02 3.11 Often
Female 3.1 3.16 3.28 2.98 3.13 Often

Legend: WM (Weighted Mean); VI (Verbal Interpretation);
1.00-1.75 (Never); 1.76-2.50 (Rarely); 2.51-3Qfen); 3.26-4.00 (Always)

Table 10 shows the respondents' summary accordiragtar$ of purchase decision in terms of sex.
Both genders received their highest weighted mean in thedesgn factor of 3.2 and 3.28 for male and
female respondents, respectively. However, the fenmdiieeoshoppers received the higher weighted mean of
3.28 in website design which is verbally interpreted as Adway

Consumers, especially ‘hurried consumers,” viewed online shopping as an effective, time-saving
strategy (Alreck & Settle, 2002). Additionally, many factaaused consumers to be pressed for time,
whether because of personal traits or situational fagtélreck et al., 2009). Therefore, when they shop
online, time-pressured consumers want to get on, get dadeget off with a minimum of time and effort.
This explains why both genders have the same rating inirtiie>aving factor.

Table 11. The factors of purchase decision in tesfyears of shopping experience

Time Web Overall
Year of Experienct Convenience Saving Design Security WM \i
lto2 2.96 3.1 3.2 2.99 3.06 Often
3to4 3.29 3.19 3.33 3.01 3.21 Often
5+ 3.02 3.24 3.19 3 3.11 Often

Legend: WM (Weighted Mean); VI (Verbal Interpretation);
1.00-1.79Never); 1.76-2.50 (Rarely); 2.51-3.25 (Often); 3.26-4AlQ/qys)
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Table 11 shows the summary of respondents according tiogsarcecision in terms of years of
shopping experience; 3 to 4 years of online shopping expernieoei®ed the highest weighted mean of 3.21,
verbally interpreted as Always in website design.

Understanding what is involved in online customer experienceslates to how a retailer can
strategically facilitate that experience online (Klaus &uen, 2013). Using these experiences, a business
gains and maintains a competitive advantage and pritifitab

4, Discussions

This study describes and discusses various factors iniihgeonline purchase decisions and behaviors of
online shoppers. Specifically, Convenience, Time-SavMiebsite Design and features, and Security.
Regarding the respondents' age, sex, and the degree bbfipéng experience.

The data for this study's survey came from onlingoglrs in Qatar. The respondents' ages range
from below 18 up to 55 years old, with a slight majorityamges 18 and under. Additionally, the survey
showed that most respondents are newcomers with 1 ta® gfeaxperience. This range can be attributed to
the need for social distancing and avoiding physicapgimg due to the pandemic.

One of the key findings was that Website Design had th& mfluence on the purchasing choices and
behaviors of consumers aged 40 and below. Various websigndelements may convey and cause various
emotions to the user, including but not limited to pleasnd satisfaction (Ha & Im, 2011). Based on the
results, younger consumers tend to place higher importamee website's visual appeal. In contrast, older
consumers are more likely to be focused on the time-saspgct of online shopping. This comparison
implies that businesses should invest in an aesthetisit®ethat is easy to navigate to attract and retain
customers.

Subsequently, the Convenience factor followed after ieD®sign and Time-Saving. According to
the findings, one of the main factors influencing howamient it is for customers to purchase online is their
capacity to save timesuggesting that the convenience factor is closely rekateéhe time-saving factor in
online shopping. This finding prompts business ownersravige a seamless and efficient shopping
experience to meet the needs and expectations of trstimeers.

In contrast to the previous factors, The study foundwimde security is a crucial consideration in
online shopping, it is often given a different levélattention than other factors such as convenience and
time-saving. Policy information is often not read areds to be noticed, which is why it remains invincible
most of the time (Tsai et al., 2010).

Finally, the study highlights how important it is for ordi merchants to match their intended market's
various wants and preferences. Online businesses magvenfireir websites to give their clients the most
excellent buying experience by recognizing the diverse abpsodf various age groups.

5. Conclusions

The demographic profile of online consumers varieceims of age, gender, and years of online buying
experience. The majority of respondents were found undeadle of 18 and under. Overall, the number of
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male and female responses was equal. However, thardight majority of female participants aged 18 and
under. Furthermore, most participants indicated having 1 tor2 péaxperience with online shopping. These
findings showed that while creating an e-commerce tamydine retailers should consider targeting a
younger, primarily female clientele with a moderateramfpurchasing experience.

The results of the study showed that all of the fouluamicing factors: Convenience, Time-Saving,
Website Design and features, and Security, have mgudéicant contributions in influencing the purchasing
decision and behaviors of the respondents.

Online shoppers in terms of ages 40 years old and below ofypotters considered the website designs
and features to be the most crucial influencing faaffecting their purchasing decisions. Therefore, a-well
designed website with an aesthetically pleasing layout andegfriendly interface makes browsing and
purchasing more enjoyable and efficient. In contrast,lkdesigned website could have made shopping more
enjoyable and effective. These elements helped onlimgseh® quickly find their desired products and make
informed purchase decisions. Additionally, a well-desigwebsite increases the trust and credibility of the
customers in the brand, which can lead to repeat customers

The time-saving aspect, however, was deemed to bedbiesignificant of all the influencing elements by
online consumers with an age range of 41 to 55. People afbwears old, who have good cognitive
functioning and a positive self-perception of aging, are neorefortable using technology, such as online
shopping, as it is time-saving and easy to use. In additiallowed them to avoid the crowds and long
gueues at physical stores, which could be overwhelmingdortibdy.

Moreover, the results also indicated that internet buyecsis varies depending on their degree of
experience. Newer online users emphasized the websigndedgiile older and more experienced shoppers
focused more on the time-saving aspect of online shoppirig.comparison showed that as people get more
acclimated to purchasing online, their priorities will shifvay from aesthetics to functionality.

Overall, the various influencing factors had a conslderampact on and influenced the behavior of online
purchasers throughout the purchasing process. These elemedtly impacted the online purchase
experience, making transactions more efficient,igttborward, and secure. Due to time savings and
convenience, customers purchased fast and simply withisiing a business physically. The website's
design enhanced the buying experience by making it more laygpead easy to use. The Security ensured
that consumers' personal and financial informatios se&cured when making online purchases. These aspects
contributed to providing clients with a pleasant andsBaitig online experience.

Security had the lowest weighted mean of all the factadicating that it is the most undervalued. This
data shows that online Business owners and users sbhewsvare of the latent risks involved with online
buying and the importance of taking preventative measoremfeguard their personal and financial data.
Additionally, online businesses must guarantee the secdfittheir websites and take the necessary
precautions to safeguard their clients' information.

Following the study's findings, e-commerce business awstesuld ensure that all four influencing factors,
such as convenience, time-saving, website design atdrds, and security, are adequately managed and
given explicit attention. Furthermore, this study was coredlidly Senior High School studentsdan
recommends future researchers who will conduct sirstiadies to explore and analyze other contributing
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elements impacting purchasing decisions. Similarly, varistatistical data and variables should be used to
produce diversified results. The findings show an interatiede correlation between the respondents’
demographic profile and purchasing decisions. The proéllpshidentify what aspect of the online users the
business owners and marketers should focus on, thereby ftngud@propriate responses and strategies.
Finally, it is recommended that all entrepreneurs witle-@ommerce business can be dynamic and flexible in
operating their business. The findings emphasized the impertiradapting to the ever-changing demands
of online buyers, wherein the tastes of new and experieoustomers may differ dramatically. This research
study is conducted during the pandemic time of which people hawhoice but to buy online, it is highly
recommended that the study can be expanded when it comashaviors of online shoppers after the
pandemic. This recommendation will help them understamdatist trends and patterns in online purchasing
behavior and how they can influence customers. Additignthis will assist them in gaining valuable
insights into various influencing factors to ensure ttiegir companies adopt various strategies and
approaches to benefit their unique enterprises.
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