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Abstract

Mass customization is a very new business strategy which still lacks in research and empirical studies. The customer’s perception on co-designing sport and street wear shoes is addressed in this research. Three types of uncertainty and psychological constructs like status consumption and the customers need for uniqueness are taken into account to answer the questions how sales in mass customization could be increased and what effect this new business strategy has on traditional offline retailers.

The focus lies on mass customized shoes of the brands Nike and Converse. Through a snowball sampling method, questionnaires were distributed through the internet and analyzed. The findings uncover, that uncertainties do have a significant effect on the overall attitude toward the shoe and the e-shopping in general. Furthermore, a moderating effect of customer need for uniqueness could be confirmed between attitude toward the mass customized shoes and the actual purchase intention. 

These results clearly highlight the importance of reducing uncertainties and increasing the communication with word-of-mouth in order to succeed with a mass customization business strategy. In contrast, it is most important for traditional offline retailers to offer its customers an exciting shopping atmosphere and increase its services.

Overall, this research gives useful insights in customer’s purchase decision making for co-designed shoes.  The recommendations and ideas for further researches help to get improved insights in this modern and promising business concept.
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1. Introduction

Nowadays, the purchase of mass customized products gets more and more common. Customers become increasingly selective which products they want to purchase. They expect an outstanding purchase experience, highest qualities and trendy styles for the lowest prices. Retail companies focus on how to improve the service and the products to survive in this highly competitive environment. Mass customization is one way to differentiate the companies against the competition. According to Pine (1993), mass customization (MC) aims to conciliate two business practices which are mass and craft production. Mass customization is a business strategy that aims to provide customers with individualized products near mass production efficiency. In other words, customers take an active role in the design process of their own products, which is supposed to give the customers a great experience and totally unique products. There are companies which implemented a certain degree in customization in nearly every product branch: Makeup, toys, cars, clothes and shoes – to list a few of them.

In fact, there is still a lack of research and common frameworks concerning the implementation of mass customization into practice. For instance, the success factors of the MC business strategies are not sufficiently explored by academia. For this study, the focus lies on the customer’s psychological characteristics and uncertainties toward mass customized sport and street wear shoes. Many sport manufacturing companies like Adidas, Nike and Converse offer online applications which enable customers to design their own products. Shirts, pants and shoes can be created out of a set of colors and designs, so that the consumers can order highly individual products. These sport manufacturers give the customers the power to create products that totally fit into their expectations. But when everybody has the possibility to purchase co-designed products that meet customer’s expectations more than the standardized products do, who will actually purchase sport products at a traditional retail store? How can the purchase intention toward MC shoes be increased? Are traditional multi-brand retailers still in a competitive position to gain and keep customers and gain sales that will save their future?
Those are the questions that this research aims to answer. Because there are several different business strategies of the different manufacturers to sell co-designed sport shoes, this work will focus on Nike and its subsidiary company Converse, which is the easiest system for the customers. These two companies implemented very similar web applications that enable customers to choose designs, colors and order the shoes in a direct way through the internet (Appendix A). The competition between the each sport manufacturing company will not be taken into account. This research only takes the German retail market into account. As one of the strongest retail markets worldwide and the strongest one within the European Union, it has special attention to the sport goods manufacturers. As an example of traditional offline retailer, the company ‘Foot Locker’ was chosen, because of its large distribution in the German market and the high recognition rate. Most of the German have a picture in mind, what a traditional retailer looks like if the example of ‘Foot Locker’ is given. 
It can not be assumed, that every reader is already familiar with mass customization, retail and sport. So in the beginning of this work, background information about the current MC situation, offline retail situation and the sport goods industry will be provided. The second chapter will introduce the conceptual framework of this study. With consideration of prior researches, hypotheses were developed about possible direct and moderating effects of various psychological variables on the intention to purchase MC products. The framework is summarized as a graphical representation at the end of this second chapter. A description of the survey and questionnaire are the key issues of the third chapter, before the actual analysis starts in the fourth chapter. A factor analysis will reduce the data to the key information, the reliability of the questions of the questionnaire will be checked and the following linear regression analysis will be used to evaluate the hypotheses. This is followed by the last chapter, which will discuss the results and give recommendation and implications how the purchase intention of MC products could be enhanced and how the traditional retailer can succeed in this competitive retail environment.
2. Theoretical Background

Mass customization emerged during the last decade as a strategy for companies to profit from the increasing heterogeneity of its customers. (Piller, 2010) Because it is still a very new business strategy, not everybody is familiar with that topic or has experiences with it. In this chapter, the issues of mass customization and retail will be defined and compared with each other. The actual situation on the market as well as the latest research knowledge will be discussed. First, the matter of standardization will be examined, followed by the topic of customization and mass customization. In the end of this chapter, an overview about the sport good industry will be given.

2.1. Standardization and Retail - Current Status

The competitive advantage of traditional retailers is based on the ability to provide a large assortment of products for its customers. The manufacturers produce standardized goods in mass production and the retailer takes the role as an intermediate or buffer between customers and manufacturers (Berger, 2005).

Due to consolidations of big retailers as Wal-Mart in the US or the Metro Group in Germany, existing retailers are forced to expand into new geographic areas or new channels. There is an increasing number of retailers for a constant population which leads to increased competition. Also, customers become more willing to shop at a wide range of retailers to get a greater variety. Being flexible to react fast on market changes is nowadays essential for retailers. The focus lies now clearly on the customers, because retailers want to increase the perceived value of the customer and differentiate themselves from its competitors. Some retailers offer special services or adapted different retail formats to increase the value of customer experiences. Abercromby & Fitch for example have very dark showrooms, loud lounge music and even hired models which stand in the shop windows and should attract customers to come in. In recent retail literature, it is widely known that a good mood of the customers and a relaxing atmosphere have a great impact on the amount of time spend in the shop and the money spend. Well trained service personnel increase the customer’s convenience at the decision making process or finding the right products which fit to the customers and their expectations. (Krafft et al., 2006)

Another important factor which needs to be considered to succeed on the market place is the supply chain and distribution of products. A seamless value chain that merchandises and produces products at the right time at right quantities to the right locations is important so that the costs of storage can be held on a minimum.
In the future, more consolidations of big retailers are expected that make it even harder for the small ones to survive. The ones who will survive focus on creating centers of excellence, such as connecting with their customers more closely, being a leader in terms of the merchandise and assortment that they provide, and having excellent operations in place. These services and store designed need to be constantly refreshed in order to keep an exciting shopping experience for the customers. These changes have to be made while keeping a tight cost control to continue being competitive against a medium which provides a larger assortment and mostly lower prices: the internet. Although the internet is primarily used by traditional retailers as a tool complementing their store and catalog offerings and for growing revenues and providing greater value for their customers, it still increased competitiveness for every retailer. (Krafft et al., 2006)

2.2. Customization and Mass Customization
In history, manufacturers produced goods either as crafted and individual products which were very expensive and time intensive, or they created cheap and standardized products through mass production. The concept of mass customization is paradoxical a way of combining the two traditional ways mentioned because it offers unique and personalized products in a mass produced, low cost and high volume production. Pine (1993) regarded the term mass customization as oxymoron that joints two opposing business practices, which are mass and craft production. Rebecca Durray, one of the internationally most acknowledged experts concerning mass customization, defines the term as the following: “MC can be defined as building products to customer specifications using modular components to achieve Economies of Scale (EOS).” (Durray, 2002). This means that the costs per unit were reduced through an increased production. So, customer involvement and modularity are the two main identifiers of mass customization and allow individualism and low costs. These two identifiers can differ in their strength from company to company. That is the reason why Durray differentiates between four types of mass customization. Modulizers and assemblers involve customer’s wishes at the end of the production process and are similar to standardized products like that. Modulizers create individual modules for the product and assemblers take standardized modules. Fabricators and involvers include customer involvement already early at the design process. Fabricators create new modules for an individualized product and involvers use standardized modules. Basically, the further upstream customers are involved in the production process, the higher the level of customization. Durray also states in her work, that mass producing companies as manufacturers can both choose to shift to mass customization. 

Because of the various concepts and degrees of MC, it is not necessary that companies only focus on either standardized or individualized products. Plants can provide both custom and standard products in the MC framework. Modern manufacturing technologies make this possible by including flexible manufacturing systems and modular product structures. Like this, the tradeoff between variety and productivity will be reduced (Pine, 1993). In contrast to traditional retail which offers standardized products, assortment, efficient stock-keeping, and distribution are no longer the key competences in getting competitive advantages. Interaction skills and matching customization possibilities with the needs of a specific customer during the process of co-design are seen as sources of success now (Sheth et al., 2000).

In some business areas, customers are not looking for standardized products anymore but rather for products that totally correspond to their needs and requirements. So the co-design possibility offers a great improvement to all those customers, who are very selective and care about special things to purchase. Kreutler and Jannach stated in 2006, that the markets demand for customer-individual, configurable products has been constantly increasing. Due to the fact that customers can choose colors and materials out of a wide range and create products, it causes a higher price (in sport shoes about 30 percent above the one of standard products), and it often can only be ordered through the internet. Even though sometimes, as in the car industry, catalogues are provided to choose the desired features, information will put into the internet in the end of the ordering process. Within the mass customization strategy, customes are integrated into defining, matching or modifying products. This company-customer interaction is therefore also summarized in the term ‘co-design activities’. (Piller et al., 2005)

Nowadays, there are mass customization possibilities everywhere. The most common and oldest kind is still the car industry. Since a long time already, people could choose between different equipments, versions and colors of their car. They can choose what kind of radio, air conditioning and navigation system should be installed. Another example is the clothing industry, where people can design their own jeans or shoes- the focus of this paper. 
2.3. Sport Goods Industry

Sport goods stores account for approximately 2,5 percent of the general merchandise retailers with annually sales of 40,5 million dollars worldwide (Levy et al., 2008). Brand names like Nike or Adidas count to the top 100 of the most worthy brands worldwide. Nike is ranked on the 26th most valuable brands worldwide and has a brand value of 13.179 million dollars. The brand value of Adidas is approximately 5.394 million dollars (Interbrand, 2009). This market power results from the essential part of sport in most people’s life and celebrities like Cristiano Ronaldo for Nike and David Beckham for Adidas attach much more attention than daily clothes brands. 
Nike, Adidas, Reebok, Asics and Puma are the five biggest and probably best known sport brands available. But time after time, their core competences shifted away from doing their own manufacturing to the recognition of market trends and the design and development of new products. This is due to recent problems of the sport goods industry. New fashion labels are attacking brand names, and consumers are expecting higher quality for lower prices. Also there is an increasing individuality of the demand and design orientation of customers. (Blecker et al, 2006). As a result of those problems, the companies were forced to implement make-to-order manufacturing which allows the customer to create their individual items without having the high fashion risk and large overstocks for multiple variants of standardized products. Adidas, for example, first launched its ‘miAdidas’ webpage in test markets in 2001 and implemented it in the year 2002. This mass customization possibility was only available for sport shoes, but improved Adidas operational performance and competitiveness. Compared to competitors like Nike who improved its online offer and relaunched its MC website in 2005, the ‘miAdidas’ system involved a scanning process. That means that customers have to go to a traditional retail store which is supporting the ‘miAdidas’ system for the first pair of shoes. The proper communication and advice should be guaranteed like this. Once the customer’s data is saved in the system, re-orders can be placed easily via the Internet. 
Nike is the largest seller of athletic footwear and athletic apparel in the world and acquired Converse in September 2003. As stated in the Annual Report 2009, the principal business activity is the design, development and worldwide marketing of high quality footwear, apparel, equipment, and accessory products. Products are distributed in retail accounts, through Nike-owned retail including stores and internet sales, and through a mix of independent distributors and licensees, in over 170 countries around the world. The fully owned subsidiary Converse designs, distributes, and licenses athletic and casual footwear, apparel and accessories under the Converse®, Chuck Taylor®, All Star®, One Star®, and Jack Purcell® trademarks. With revenues of 915,3 million dollars and a 26 percent increase in sales, Converse is the most profitable subsidiary of Nike. Nike launched its first MC webpage ‘NikeiD’ already in 1999, but with a limited range of colors and materials. In 2005, the website was relaunched to give the customer a premium e-commerce experience and be competitive against ‘miAdidas’. The website is constantly refreshed and offers more and more possibilities to create shoes that the customers really want. The special thing what makes this web pages so different, is the great range of colors, materials and that the customer can look at the shoe from any ankle (RGA, 2009). The company even claims, that ‘NikeiD’ is the best MC website in the world (Appendix A).

3. Conceptual Framework

To build a meaningful conceptual framework to form hypotheses which are going to be tested in the further analysis, extensive research needs to be done. In the first part of this chapter, prior work of other researchers will be discussed to give an overview of the latest knowledge of MC. An introduction and explanation of the conceptual framework will follow. Figure 1 will summarize the hypotheses and framework at the end of this chapter.

3.1. Prior Work

Literature on mass customization in the sport goods industry is rare. Berger & Piller (2003) provided in their work a brief overview about the difficulties and mass customization process of the Adidas group. In contrast of today’s wide range of MC products, this article published in 2003 only considers shoes as mass customized products but one thing is pointed out very clearly: mastering the challenges in mass customization is a key source of competitive advantage. In 2005, Berger et al. published their work about the exploration of new modes of cooperation among customers, retailers and manufacturers resulting from co-design. The case company was, once again, the Adidas Salomon AG, which was then compared with four basic modes of mass customization gained from a large database on mass customization across various industries. This article provides a conceptual model of cooperation demands at the customer interface, but did not examine the difficulties in dealing with customer’s uncertainty and what drives customers to purchase mass customized sport goods. Furthermore, these articles focus on the Adidas-Salomon AG, which has a different, more complicated and more inconvenient co-design process than Nike and Converse have. Mass customization in the overall fashion industry was topic of more researches. The willingness to co design was found to be determined by the two factors ‘experimenting with appearance’ and ‘enhancement of individuality’ (Fiore et al., 2004). The first factor describes co-designing products as an experience where the second, stronger factor describes the uniqueness of the product. Motivational and psychological drivers determining fashion opinion leadership and fashion opinion seeking were examined by Goldsmith and Clark in 2007. This study gave a lot of insight into consumer’s motivation and social pressure but does not take uncertainty and frameworks of the purchase process into account. Same holds for Piamphongsant and Mandhachitara’s (2008) work about psychological antecedents of career woman’s fashion clothing conformity. Again, the focus lay on attention to social comparison information.  

3.2. Hypotheses

The foundation of the framework for this research consists of the theory of planned behavior. The theory of planned behavior is based on the theory of reasoned action (Fishbein and Ajzen, 1975) which has been used successfully to identify key elements of consumer decision making. The theory of reasoned action (TRA) states that the behavioral intention and the actual purchase behavior are driven by attitude and subjective norm. Attitude toward a behavior is the degree to which a person has a favorable or unfavorable appraisal of the behavior. Subjective norm takes the individuals perception of social pressure, normative beliefs and motivations to perform the behavior into account. Subjective norm is seen as the interaction with the social network. 

The theory of planned behavior (Aizen, 1985) was originally designed to predict an individual’s behavior across many social and psychological settings. In more detail, theory of planned behavior (TPB) extents the TRA and regards the common misconnection of attitude and behavior, and acknowledged the role of self-efficacy or behavioral control. The intention to act in a certain way is affected by the attitude toward a behavior, subjective norm and as well as perceived behavioral control. In 2002, Aizen extended the TPB with self-efficacy as a behavioral control variable. According to Bandura (1997), self-efficacy is the belief ‘‘in one’s capabilities to organize and execute the courses of action required to produce given attainments’’. By including the matter of self efficacy, the extended TPB can be easily applied to Internet shopping and the issue of mass customization. 
Another theory that suits pretty well to e-shopping issues is Davis’ technological acceptance model (TAM) which is an extension of the TPB, too. TAM was originally designed to explain computer usage behavior and describes user’s acceptance of the internet. The goal of TAM is to be capable of explaining user behavior across a broad range of computer technologies and user populations. In this model, behavioral intention to use the technology is determined by the individual’s attitude toward using the technology – the way the potential customer is favorable toward mass customization or not. Attitude toward using certain technologies is determined by two specific beliefs, perceived usefulness and perceived ease of use, which were identified from previous research to influence user acceptance (Davis, 1986). Perceived usefulness is the individual’s assessment of the utility of the IT-system. In context of this work, customers evaluate to what extent the software helps to order individual and personalized items. Perceived ease of use is according to Davis an indicator of the cognitive effort needed to make the system work. For mass customized orderings, it means how simple the process of co-designing sport goods is.
The relationship of attitude toward a certain behavior and the intention to act in a certain way has already been examined in previous works of e-shopping as a part of the TRA and TPB. Hsu & Chiu (2003) fund in their work that attitude, determined by perceived usefulness and perceived playfulness has a very strong, positive and significant effect on the intention to do something. Also Chiou found in his work about the effects of attitude, subjective norm and perceived behavioral control on consumer’s purchase intention a significant effect of attitude on purchase intention. In context of this research about MC shoes from Nike or Converse, co-designed shoes are ordered directly from the manufacturer through the internet. Therefore it is useful to distinguish between the attitude toward the co-designed sport goods themselves and the attitude toward the online ordering process. Both types of attitude are expected to have – just as the overall attitude in prior research – a positive effect on the intention to purchase mass customized sport goods.  Thus the following hypotheses about the purchase of mass customized goods in online retail stores are expected to hold: 

H1a: The attitude toward a mass customized product will have a positive effect on the intention to purchase mass customized products.

H1b: The attitude toward online ordering will have a positive effect on the intention to purchase mass customized products.

Subjective norm refers to the perceived social pressure to perform or not perform a certain behavior (Aizens, 1991). Many views can be found of what exactly determines the very widely used term of subjective norm. Innovation diffusion theory (Rogers, 1995) distinguishes between interpersonal communication like word-of-mouth (WOM) effects and mass media communication like television ads to describe social influence. Other authors describe social influence to be affected by informational influence and normative influence (Karahanna et al., 1999). There, informational influence describes individual’s acceptance of information as evidence of reality. Normative influence takes place when individuals conform the expectation of others. Concerning e-services, Hsu and Chiu (2003) describe subjective norm to be described by interpersonal influence like word-of-mouth effects and social norm, which is external influence. In this research, subjective norms are seen as an umbrella term which includes external and internal communication. Generally, communication about the possibility to order mass customized products and the communication between the customers are expected to increase the intention to purchase mass customized products. Both, word-of-mouth and mass media are expected to lead to more awareness of customized products and create better images of using customized products. So, the following hypothesis should be confirmed:

H2: Positive communication as a form of subjective norm has a positive effect on the intention to buy customized products.
The last variable which determines the intention to purchase MC sport shoes is according to the TPB the behavioral control. Regarding the TPB model, self-efficacy is a behavioral control variable. The higher the self-efficacy is, the more does a person believe in himself to do certain things or to act in a certain behavior. A person with a high self-efficacy will see fewer factors which prevent him to do something than a person with a low self-efficacy. Due to the fact that the purchase of mass customized products only works through internet and specific web configuration systems, the factor of self-efficacy can be further distinguished. The authors Hsu and Chiu (2004) extended the framework and introduced the terms ‘general internet self-efficacy’ and ‘web-specific self-efficacy’. General internet self-efficacy refers to an individual’s judgment of efficacy across multiple internet application domains, whereas web-specific self-efficacy refers to an individual’s perception of efficacy in using a specific WWW application within the domain of general internet computing. Both self-efficacy variables were found out to play important roles in shaping individual behavior and had strong and significant relationships with behavioral intentions. 

The effect of behavioral control on the intention to act in a certain behavior has been proved in a number of previous researches. In this research, it is expected that people with a high self-efficacy will most likely have a greater intention to purchase mass customized products because web-specific borders which prevent people in doing things are smaller or simply missing. That’s why in the following hypothesis, the effect of self-efficacy on the overall intention to buy mass customized products will be determined:  

H3: Self-efficacy as behavioral control variable has a positive, direct impact on the intention to purchase customized products.

According to the theory of planned behavior, there are also interaction effects between the three explaining variables of the intention to purchase MC goods. Behavioral control has a positive impact on the attitude and the subjective norm. If a customer of Nike believes in himself that he or she is able to use the internet and the software to create mass customized shoes, the customer will see no problem using this co-design possibility. An increased communication and overall attitude toward this invention will automatically result. On the other way, the better the attitude toward mass customization is, the more a person wants such kind of products and the more a person will try to deal with the internet and web-specific instruments. Also communication as a subjective norm variable affects the attitude toward mass customized products in a positive way. More communication – word-of-mouth or mass media – leads to more awareness, more information about the co designing and a higher trialability. People get more used to this kind of clothes or internet shopping so the attitude toward it will increase. But also the attitude increases the communication about certain things. The more favorable the picture of mass customization is, the more will people talk about it and the more communication will made. 

Until this point, all the relationships and hypotheses mentioned have been proven in prior works already a lot. The focus of this work lies in extensions of this framework and explicitly affects the three factors subjective norm, behavioral control and the attitudes as well as their relationships to the intention to purchase mass customized items. These stated interaction effects will be considered in the following analysis but will not be tested in this research again. 

The Relationship of Purchase Intentions of MC and Standardized Products
To state whether the purchase of mass customized products has an impact on the intention to purchase standardized products via offline retailers is an important question this study wants to answer. It is helpful for the further recommendations when it is known, whether consumers see mass customized sport- and street wear shoes as a complement or substitute to standardized sport shoes. The following hypothesis will determine how strong offline retailers should react on the threat of the mass customized internet orders. There are numerous advantages offline retailers still offer compared to online retailers. Advice service and the larger assortment in traditional retail stores are still highly valued by potential and current customers (Keen et al., 2001). But due to the fact that sport shoes are seldom bought and many people are expected to try MC shoes out of curiosity, a negative influence of mass customized internet orders on standardized products offered by offline retail is still expected. 

H4: The intention to purchase mass customized products through the internet has a negative effect on the intention to purchase standardized products in offline retail stores.

The Role of pre-purchase Uncertainty
When individuals order self-designed products through certain e-shopping applications, there is always a great amount of uncertainty the customers have to deal with. For example in the year 2000, many internet stores were still losing money because of the lack of trust to this relatively new retail type (Fram & Grandy, 1997). Also Blecker and Abdelkafi (2006) observed in their work that customers are still reluctant to purchase mass customized products and also companies are still skeptical about the feasibility of this business strategy. They stated that the main problems are external and internal complexity. External complexity refers to the uncertainty encountered by customers in contrast to internal complexity which is experienced inside the company. Due to this work focuses on the customer and his purchase intention, only the external complexity will be observed. In the following it will be distinguished between product specific uncertainty like style and colors, system specific uncertainty and transaction uncertainty which could be caused by the delivery and credit card payment processes. 

Product specific risk is allied with the consumer’s belief regarding the function of the product. Often, customers have no clear knowledge of what solution might correspond to their needs (Urbany et al, 1989). In fashion categories, the risk about style, feel, touch and color are higher than in other product categories like CD’s or books. For many persons, the feel of fabric and how it fits on the body has to be experienced prior to purchase. Also the color may not be exactly the one as it appeared on the computer screen (Fram & Grandy, 1997). Urbany et al. (1989) distinguish between choice- and knowledge uncertainty. These authors pointed out, that choice uncertainty is the question to choose brand, model or the shop. It is linked with an increased search for information and is strongly related to knowledge uncertainty. Knowledge uncertainty is described as a question of the features available and performance of different brands and models. Bathnagar et al. (2000) found in his work about risk, convenience and internet shopping behavior that the product risk is indeed higher for technologically complex products like electronics and ego-related products like sunglasses. But product risk for apparel and clothing was found to be low. An explanation for that could be that most of the clothes are standardized in type, color and materials. However, this explanation does not hold for mass customized and even personalized fashion shoes because a mass customized shoe does not consist of only one standard color but many different styles and colors for every single part of the shoe. These different colors have to fit together and the slightest color difference could lead to disappointment of the delivered product. Moreover, there is little experience with fabrics for shoes and how the colors look like on those fabrics. 

System specific uncertainty derives of the functionality of the software and hardware. Consumers expect numeral potential technological sources of errors and security gaps that can not be avoided by agreements and contracts with involving partners (Grabner-Kraeuter, 2002). With the view on mass customized products, people feel uncertain that the configuration system or application really transfers the huge amount of information to the right machines that create the products. Customers may experience uncertainty or even perplexity during the design process. The newer and more complex the individualization possibilities and the applications are, the more information gaps are likely to increase (Urbany et al., 1989).
Transaction or financial risk is associated with the internet as purchasing medium because consumers do really care to whom they communicate their credit card details and the risk of loosing money is always perceived to be quite high (Fram & Grandy, 1997). Of course, this type of uncertainty is not that strong anymore like a few years ago when the e-shopping emerged, but it is still expected to play a certain role compared to cash payments. Moreover, online transactions do not involve simultaneous exchange of goods and money, so temporal separation between the exchanging partners can not be avoided (Weiber et al, 1995). 

In this framework, the three types of uncertainty mentioned are all expected to have a direct effect on the attitude toward the online purchase. The attitude toward co-designed shoes is also expected to be affected by product- and system specific uncertainty because people may reflect their fear and uncertainty on the actual MC product. In this case the attitude toward the mass customized shoe will suffer. In contrast, transaction specific risk is directly related to the product ordering through the internet which is not expected to affect the attitude toward the shoe iteself. Many researchers claim, that the perception of risk decreases as consumers become more experienced and knowledgeable over the time (Urbany et al, 1989). This may affect the system specific and transaction specific uncertainty, but does not abolish the perceived uncertainty in general. Especially the style specific uncertainty is expected to outweigh the convenience that internet purchases offer. The following hypotheses will summarize the expected influence of uncertainty:

H5a: Product specific uncertainty influences the attitude toward the online purchase negatively.
H5b: Product specific uncertainty influences the attitude toward the customized shoe negatively.

H6a: System specific uncertainty influences the attitude toward the online purchase negatively.
H6b: System specific uncertainty influences the attitude toward the customized shoe negatively.

H7: Transaction specific uncertainty influences the attitude toward the online purchase of mass customized sport goods negatively.
Moderating Variables:

Mass customization and co-design possibilities offer a great opportunity for people to express their individuality and set new trends. In the following, three factors that are expected to affect the purchase intention for MC shoes will be introduced:

Attention to social comparison information (ATSCI) concept was build on Snyder’s original explanation of the self-monitoring tactic, on which individuals control how they express and present themselves in social situations (Snyder 1974). High self monitors strive to fit into social situations and appear therefore similar to other people whereas low self-monitors strive to remain true to their inner values. This view/scale achieved empirical justification, but lacked on reliability and multidimensionality. So the 13 item ATSCI scale, distinct from self-monitoring due to a strong relationship with social anxiety, was developed as a result of these critics from Lennox and Wolfe in 1984 (Appendix C). ATSCI is a significant predictor of susceptibility to normative influences. Two factors were found to be positively correlated with ATSCI: social anxiety and fear of negative evaluations (Lennox & Wolfe, 1984). The term social anxiety refers to the subjective distress experienced in social situations (van Dam-Baggen et al, 2003). Persons scoring high in ATSCI are, similar as high self monitoring people, more aware of others reactions to their behavior than people scoring low in ATSCI. ATSCI was demonstrated to be internally consistent and capable of moderating the relative effects of interpersonal considerations (Bearden and Rose, 1990). Chiou (1998) found that product knowledge as well as attention to social comparison information generally moderate the effects of attitude, subjective norms and perceived behavioral control on purchase intention. 

Consumers interested in individual or personalized mass customized sport goods want to wear something special and stand out of a group. Logically, these consumers with a low ATSCI score are expected to have a more positive relationship between attitude toward mass customized products and the purchase intention because they do not care about the opinion of their social environment. But there is also a different approach that persons buy MC shoes just because they want to be a member of a group, where everyone wears colorful steet wear shoes or everyone wants to express their dislike to certain social values. But being considered as a member of that individual group requires a certain degree of individuality and a low ATSCI score. Conversely, people with a high ATSCI score who pay more attention to the opinion of others are expected to dampen the relationship between attitude and purchase intention. 

Persons scoring high in ATSCI are also expected to affect the relationship between subjective norm and intention to purchase MC sport shoes positively and the relationship between perceived behavioral control and purchase intention negatively because their own opinion is overshadowed by the opinion of the group. High ATSCI people have a high need for belonging. If the surrounding people, friends and family members think that mass customized products are ‘stylish’, the person scoring high in ATSCI will believe that and copy this attitude. The communication will be increased to show their social belonging to a group and the relationship between subjective norm and intention to purchase MC products will increase. Also mass media information will have a greater effect on these people because customers can see in TV what the majority of the population perceives as modern.

Every Person has a perceived behavioral control that one is able to do or not. As already stated before, the higher the web-specific and internet-specific self-efficacy is, the higher is the likelihood that persons will intend to purchase MC products. Persons scoring low in ATSCI are very individual and used to go their own ways. They are not afraid of trying new things in order to get what they want. Even if they do not believe that they can handle certain web applications individual people are more likely to try and see how it goes. Thus they are expected to moderate the effect between behavioral control and intention to purchase mass customized products. 

All in all, following moderating effects should also hold for mass customized sport goods:

H8: The ATSCI score moderates the effect of behavioral control on intention to purchase mass customized sport goods negatively. 
H9: The ATSCI score moderates the relationship between attitude and intention to purchase mass customized items negatively.

H10: The ATSCI score moderates the relationship between subjective norm and intention to purchase mass customized items positively.

Consumer need for uniqueness (CNFU) is the second factor which is expected to moderate the relationship of attitude, subjective norm and behavioral control on the intention to purchase individual mass customized sport goods. Need for uniqueness is according to Tian et al (2001) the tendency to pursue dissimilarity from other individuals in the market place via product or brand acquisitions. Need for uniqueness consists of three factors: creative choice counterconformaty, which means that selected products differ from established norms but are still acceptable; unpopular choice counterconformaty which means selecting products that position the individual as distinct from the group; and avoidance of similarity (Tian et al, 2001). According to uniqueness theory, people high on this characteristic need to show their uniqueness in public with observable behaviors that establish their differences (Workman and Kidd, 2000). Other fashion related studies found, that fashion opinion leaders have a higher need for uniqueness than fashion opinion seekers (Goldsmith & Clark, 2008). The CNFU also confirms the concept of individual self-construal (Kitayama, 1991), which involves an emphasis on differentness and uniqueness relative to others. Piamphongsant & Mandhachitara (2008) found in their study about woman fashion clothing conformity, that consumers with an independent self are less likely to conform to subjective norms like clothing.

Consumers who want to be individual and who want to design their own styles are expected to be fashion opinion leaders. More individual people mostly have a favorable attitude toward individual products. Highly individual people care about their uniqueness and are expected to purchase products without waiting too long. The more people discover and purchase this individual product, the less interesting is it for a person scoring high on CNFU. For that reason, customers with a high need for uniqueness are expected make their purchase decision fast and have a more positive relationship between attitude toward mass customized products and intention to use mass customized sport goods than customers with a low need for uniqueness. Similar to the ATSCI, the relationship between subjective norm and intention to purchase mass customized items is expected to weaker when customers have a high CNFU. ‘Unique’ means something like ‘dissimilar’, so individuals with a high need for uniqueness generally do care less about the society’s opinion or want to give a statement that they are against a certain social norms. The communication itself will be still the same but the effect on purchase intention will be weaker for people with a high CNFU. Sneyder et al. (1977) already mentioned that customers with a high need for uniqueness have a higher degree of self-esteem. They are willing to take certain risk and cross certain borders to enhance their uniqueness and wear something other people can not get or copy that easily. So CNFU is expected to increase the relationship between behavioral control and the intention to purchase MC sport and street wear shoes. In summary, the following three hypotheses about CNFU should hold:

H11: Consumers need for uniqueness affects the relationship of attitude toward intention to purchase mass customized products in a positive way.

H12: Consumer need for uniqueness affects the relationship between subjective norms and the intention to purchase mass customized products in a negative way. 

H13: Consumer need for uniqueness affects the relationship between behavioral control and intention to purchase mass customized sport goods in a positive way.

Status consumption is the third variable which is expected to have a moderating effect on intention to purchase customized products, because it is not only important what consumers think how other individuals judge them or how different they behave compared to others, but also the status individuals can gain by wearing individualized clothes or shoes. Eastman et al (1999) define status consumption as the motivational process by which people strive to improve their social standing through the consumption of certain products that symbolize status for both, the individual itself and the others around them. Fashionable clothing is the most common way to communicate status (Dodd et al, 2000). Also Goldsmith and Clark (2008) found a positive relationship between status consumption and fashion opinion leadership as well as with fashion opinion seekers. This gives reason to expect, that status also plays an important role in purchasing mass customized sport goods. However, only a moderating role for the relationship between attitude and purchase intention; and subjective norm and purchase intention is expected. Customers are expected to form their mind about their general attitude about designing their own shoes. If the product additionally gives status to the customers, it will enhance the relationship between attitude and purchase intention. Subjective norms are expected to enhance the purchase intention positively. If the product everybody is talking about gives a certain status, customers are even more likely to listen to advertisements and this relationship will be even further enhanced. A different aspect is web and internet self-efficacy as forms of behavioral control. Because there is no direct link between status and self efficacy, behavioral control is not expected to be influenced by the status a person can gain through the purchase of special items. Therefore only two hypotheses will be tested further:
H14: Status consumption moderates the effect of attitude toward intention to purchase customized clothes positively.
H15: Status consumption moderates the effect of subjective norm toward intention to purchase mass customized sport goods positively.

Control Variables:

Attitudes, experiences and importance of mass customized sport goods can differ between people in our society because of different demographic backgrounds. The age may be one of these factors which may be useful to control because stylish mass customized shoes could have a higher importance for younger customers than it has for the older generations. Other factors which are useful to control in this research are the income and the fact whether the customers live in urban areas or not. At Nike, mass customized sport goods are about 30 percent more expensive than standardized shoes, which can not be afforded by anyone. So, the income may be an important indicator of purchase intention of MC shoes. Finally, it is useful to control the research for the gender of the customers. Ha et al. published in 2004 a research, where they found out that female people have a higher general innovativeness than male people. In internet search and online purchase, female students often show higher mean scores than male students.

For a better understanding, the framework is shown in Figure 1 including all hypotheses and the expected relationships between them. Subjective norm, behavioral control, attitude toward online shopping and attitude toward the MC shoe will have a direct effect on the intention to purchase individualized shoes. Product-, transaction- and system specific uncertainty have a direct effect on the attitude toward online orderings. Product specific and system specific uncertainty are expected to have a direct, negative effect on attitude toward the MC shoe. Attention to social comparison information, customer need for uniqueness and status consumption are expected to moderate the relationships between intention to purchase MC products and its explanatory variables. The intention to purchase MC products is expected to have a negative effect on the intention to purchase standardized sport shoes from an offline retailer. The control variables will give additional insights into the demographic factors and enable to give useful recommendation.

Figure 1: Summary of the hypotheses
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4. Methodology

In this chapter, the arrangements prior to the actual analysis are described and explained. The way the data is collected is an important step of the research. This gives information about the accuracy and reliability of the achieved results. The second part of this chapter gives special attention to the content and layout of the questionnaire itself, because only a collection of reliable questions allow a insightful analysis.

4.1. Data Collection

Generally, sport and street wear shoes have a relatively large target group. Teenagers might need them for their sport courses in school; others might go jogging, play tennis or take aerobic courses in sport centers. Sport activities are generally offered in any urban area for men and woman of any ages. So it is not necessary to restrict the target group of potential sport shoe buyers too much. Simply the very young age groups between 0-15 with no own controlled money and no own opinion; and older people (65 years and older) with no optimal physical constitutions for sport are left out in this survey. All in all, males and females between 16 and 65 with any demographic background are the target group in this research.

The data was collected exclusively for the German market from the 3rd June until the 22nd June. The German market is the third biggest retail market in the world. It has the highest population in Europe, a stable economy and is known as the biggest retail market in Europe (Christopherson, 2007). The German retail market is highly competitive and the segments have been constantly shifting toward mail orders, retail parks and food discounter (Petercam Real Estate, 2007). The importance from traditional specialist shops and department stores decreases within the last few years (Appendix B). Even after the financial crisis, the German retail and trade market proved to be the strongest and most constant one compared to other countries (Eurostat, May 2010). 

Data was collected online. With the snowball-sampling method, people received an email with a link which leads them to the online questionnaire. The snowball-sampling method is according to Goodman (1961), a promising way of receiving answers very fast and to activate a broad range of people with different backgrounds. In a snowball sample, respondents are asked to name friends or other people who also may respond to a questionnaire or send the questionnaire directly to other people in their mail contact lists. To avoid that the results are affected in an undesirable way because the respondents could be already a part of one special group, the persons who got the mail with the link first were all of different demographic backgrounds. Online reporting is in Germany a very common method of data collection because of the wide distribution of the internet and email. The popularity of the internet increases and more segments of society are using the internet for communication and information (Fox et al., 2001; Nie et al., 2002). Communication researchers may find the internet an especially rich domain for conducting survey research. Virtual communities have emerged and hundreds of thousands of people regularly participate in discussions about almost every conceivable issue and interest. The responses can be collected faster and the analysis can be made in less time than other methods like hand-filled questionnaires because extensive counting of answers can be avoided. (Wright, 2005). As mentioned before, the primary data was collected with the use of an online survey tool at the website www.thesistools.com. This tool enables the researcher to create a survey in three languages (Dutch, German, English), add various graphs and explanations and create a summary of the responses just in time. This tool was originally created for thesis researches and the use is completely for free. The privacy of the respondents and the researcher himself is completely protected so the respondents feel free to give some information about themselves.
4.2. The Questionnaire

The online questionnaire (Appendix J) was created in German and English language and includes all in all 41 questions. Due to the reason that the target group has very broad characteristics and it can not be expected that everyone is able to understand English, the questionnaire was only sent to possible respondents in German language. But in this work, only the translated English questions were used to explain the analysis. For testing every component of the framework, three statements were given and the respondent could agree or disagree. This was done because constructs like ATSCI or behavioral control can not be measured directly with one question. They have simply too many facets. All these statements are easily understandable and did not need prior knowledge about mass customization. The opinion of the respondent about the statements was measured with a 7 point likert scale with strongly agree (=1) on the one extreme and strongly disagree (=7) at the other extreme. At the end of the questionnaire, 4 questions of demographic matters were asked to give some input for the control variables age, gender, income and the urban area the person lives in. Additionally, in the middle of the questionnaire, a test question was implemented to check the concentration of the respondents (‘If you read this, please fully agree here’). This is an important question to make sure that only these answers were used in the following analysis, which the respondent thought about and really read the question. In other words, the answers of respondents who constantly disagreed to any question or always said that he is uncertain were uncovered and deleted. 

To ensure a high reliability of the questions themselves, many questions in the survey were copied from prior researches and slightly changed according to the issue of mass customization. Other statements were created just for this research. In the following, a short introduction and reasoning for the questions will be introduced.  

Intention to purchase mass customized sport shoes is the issue of the first question of this research. Respondents were ask to give their opinion about the statements “I am planning to design my next sport and street wear shoes on my own.”, “Designing shoes on my own is something I really want to try soon.” and “I regularly buy standardized sport and street wear shoes at traditional offline retailers.” on the 7 point scale as mentioned before. This was followed by three statements about the general intention to purchase sport shoes at a traditional offline retailer. (“Standardized sport and street wear shoes from an offline retailer are absolutely sufficient for me.”, “I prefer buying shoes at offline retailers I am already familiar with.” and “I can imagine that I will rather purchase customized shoes than standardized shoes in the future.”). These questions were all in all self-created. All of these six statements were similar to the statements Huang et al. (2007) in their work about repurchase intention, which proved to be reliable and valid. 

The level of customer’s need for uniqueness is the topic of the following three statements. Tian et al. (2000) developed a 15 item scale (Appendix D) to determine the characteristics of CNFU. Goldsmith and Clark (2007) chose only three of these items to gain information about CNFU. The statements “I often dress unconventionally even when it is likely to offend others.”, “I actively seek to develop my personal uniqueness by buying special products or brands, also in sport and street wear.” and “As a rule, I dislike products or brands that are customarily purchased by everyone.” showed an adequate reliability, so they are used in this research.
Attention to social comparison information is the topic of the next three statements. Bearden and Rose developed a 13 item scale (Appendix C) to determine ATSCI. All of them showed a high reliability and validity so that they are used by many other researches as well. Goldsmith and Clark highlighted the three questions “I actively avoid wearing sport and street wear shoes that are not in style.”, “My behavior often depends on how I feel others wish me to behave.” and “When I am uncertain how to dress, I look to the behavior of others for clues.”, as most important sample questions. To limit the questions in the survey, these three questions mentioned above are also used in this questionnaire.

Status consumption is determined by the following three statements. Eastman et al. (1999) introduced a 5 item scale (Appendix E), which has been used as basis for many other researches like the article from Goldman and Clark (2007). As it was done for the other scales, only three of them were chosen for this questionnaire to shorten the overall questionnaire. The statements used in this research are: “I would buy a certain sport or street wear shoe just because it has status.”, “I would pay more for a sport and street wear shoe if it had status.” and “The status of a sport and street wear shoe is irrelevant to me.”.

The next part of the questionnaire deals with perceived behavioral control. As basis for the three statements which are supposed to be in the questionnaire, self-efficacy items of Hsu et al. (2004) were used. As already mentioned in the conceptual framework, these authors distinguished between web-and internet-specific self-efficacy, which is essential for this internet-order based research about mass customized sport shoes. To cover all aspects of behavioral control of mass customization, one question about web-specific self-efficacy, one about internet specific self efficacy and one question about the self-efficacy of designing shoes were chosen for this questionnaire: “My own creative abilities prevent me in designing shoes myself. ”, “I feel confident ordering shoes in the internet.” and “I feel confident using the application 'Nike ID' for designing my own shoes.”.

The next questions in this questionnaire deal with the attitude toward mass customization in general and the attitude toward internet orders in general. The six statements about the attitude toward internet orders toward MC shoes were followed on the Hsu et al. (2004) and slightly changed to ensure the reliability of the three original questions. Respondents had to agree or disagree with the following three questions about attitude toward the MC shoes: “In my view, the emergence of the possibility to co-design sport and street wear shoes is a good idea.”, “I believe my feeling wearing mass customized shoes would be better than wearing standardized ones.” and “I believe that co-designing sport shoes is redundant.”. The statements which dealt with the attitude toward internet orders were: “I enjoy ordering products in the internet.”, “I like e-shopping more than shopping at traditional offline shops.” and “I believe that purchasing products in the internet is dangerous.”.

Subjective Norm is the topic of the following three statements “I heard from my friends, family or social environment that buying mass customized sport and street wear shoes was a good way of enhancing individuality.”, “The popular press depicted a positive sentiment for buying mass customized sport and street wear shoes.” and “My friends and families comments convinced me to try/purchase co-designed shoes.”. The statements from Hsu et al. (2004) were taken as example for questions with high reliability. Unfortunately, these questions did only cover the effect of mass media and not the whole social environment the people live in. Two of these questions were slightly changed to consider the power of friends, family and other surrounding people in forming an opinion. Right after these three statements, the test question was implemented, which was already explained before.

Statements about uncertainty were the next part of this questionnaire. First, the respondents had to agree or disagree with statements about system uncertainty; the following three statements were about transaction uncertainty and last ones dealt with style uncertainty. All the statements about transactional risk were copied from the work of Bhatnagar (2000) which proved to be reliable and stable. Here, the respondents had to agree or disagree to different endings of the following statement: “Providing credit card information when shopping through the Web... “. The end of these statements are: “...is the most important reason I feel uncertain buying through the Web.”, “...is riskier than providing it to some unknown store.” and “...is acceptable if the products were of a higher quality.”. For system specific uncertainty, Bhatnagar provided a good starting point for forming statements about web vendors and the system. The following three statements emerged and were implemented into the questionnaire: “Web ordering applications like 'Nike ID’ are trustworthy for me.”, “Web ordering applications like 'Nike ID’ will transfer the right information to the manufacturer for sure.” and “Web ordering applications like 'Nike ID’ could have security gaps I am afraid of.”. Urbany et al. (1989) gave in his work a basic approach to test style specific uncertainty. The questions of Urbany et al. were “How sure are you about style, color, material…”. Through slight change, the following three statements were included into the questionnaire: “Being creative and designing my own shoes online is a difficult task for me because I am uncertain how the colors look on the actual product.”, “The actual product will differ most likely from the one I had in mind when I ordered.” and “Web applications like Nike ID are so good developed that the colors and materials look like in reality.”. 

At the end of the questionnaire, the respondents had to answer one question for each age, income, gender and their residence. For each of the questions, the respondent had to choose between provided choices. Gender and Place of residence only have two choices and are like this dummy variables with the value 1 for male and a city with more than 100.000 inhabitants and 2 for females and cities with less than 100.000 inhabitants. Age was divided into 5 age groups from 16-20, 21-30, 31-40, 41-50 and 51-60. Income was divided in 4 groups where no income because one is a student has the value of 1, under 25.000€ has the value 2, 25.000 – 40.000€ has the value of 3, above 40.000 means 4. 

5. Analysis and Results

All in all, 114 people responded to that questionnaire. There was one question included, which checked the concentration and thoughtfulness of the respondent. 6 respondents did not pass this test question, which leads to a final amount of 108 responses for the survey. 11 items had missing values. These were preplaced by the mean scores of the other respondent’s answers. 45 respondents were male and 63 female. 75 percent of the respondents were between 21 and 30 years old. Exactly two third of all respondents lived in cities with more than 100.000 inhabitants. The majority of the respondents with 37 percent got an gross annual income below 25.000 Euro. Second largest was the gross annual income range of 25.000 to 40.000 Euro. 13 percent stated that they are students which do not have any income. This could be due to that young people generally start there career with a lower income which will increase over the time. (Appendix F)

In the questionnaire, a 7 point liket scale with ‘totally agree’ with the value 1 and ‘totally disagree’ with the value 7. To achieve clearer results in the further analysis, all questions except eight ones were recoded that the values increase the stronger respondents agree with the statements. Eight questions were reverse phrased to ensure that the respondents focus on the questions and get divers statements to read. So, these answers needed to be recoded again or simply remained unrecorded at all. These statements, which do not need a reverse scoring to gain reliable results were: “The status of a sport and street wear shoe is irrelevant to me”, “My own creative abilities prevent me in designing shoes myself”, “ I believe that co-designing sport shoes is redundant”, “I believe that purchasing products in the internet is dangerous”, “Providing credit card information when shopping through the internet is acceptable if the products were of higher quality”, “Web ordering applications like ‘NikeID’ are trustworthy for me”, “Web ordering applications like ‘NikeID’ will transfer the right information to the manufacturer for sure” and “Applications like ‘NikeID’ are so well developed that the colors and materials look like in reality”.

To analyze the huge amount of data from 108 respondents and 43 questions of the survey, the data has to be reduced to fewer variables. A way of doing so is the factor analysis which will be explained and discussed in the first part of this chapter. Then, the questions in that questionnaire have to be checked for reliability. The Cronbach Alpha gives useful insight to the reliability of the specific sets of questions. Out of these reduced variables, a regression analysis will be done to test the framework and hypotheses. The results will indicate the relationships between the components of the framework and are the basis for recommendations how to deal with mass customization in the sport goods industry. 

5.1. Factor Analysis

Factor analysis and principal component analysis are methods to identify groups or clusters of variables. Using these techniques, the structure of the variables can be understood and the amount of the data set can be reduced to a manageable size which contains as much original information as possible (Field, 2009). Between some pairs of variables, large correlation coefficients could exist which could indicate that these variables measure aspects of the same underlying dimension. These dimensions are known as factors or latent variables, which give this analysis its name. In this research, the principle component analysis will be used as one of the most commonly used methods of gaining factors. Compared to the factor analysis, principle component analysis describes which linear components exist within the data. It is less complex than the factor analysis and a psychometrically sound procedure (Field, 2009).

As stated in the framework before, 12 factors are expected to emerge which have the same segmentation as the questions used in the survey. Two factors are supposed to deal with the purchase intentions: One for the intention to purchase mass customized shoes and one for the intention to purchase standardized shoes. Attitude is also expected to generate two factors: one for attitude toward MC shoes and one for attitude toward e-orderings in general. Behavioral control and social norm are each expected to make up one factor. The moderating variables attention to social comparison information, status consumption and need for uniqueness are also expected to generate each one factor. The last three expected factors are expected to reduce the data about the three kinds of uncertainty: transactional risk, system specific risk and product specific risk. Control variables about age, income, gender and residence were not included into that analysis because these constructs consist already of only one question.

Eigenvalues are an important indicator of the number of factors because it indicates the substantive importance of the factors. According to the Kaiser’s Criterion, only factors with a large eigenvalue greater than one will remain for the further analysis. An additional criterion on the number of factors is to refer on a scree plot. A scree plot is a graphical representation of the eigenvalues and results in a sharp descent in the curve followed by a large tail. The point of inflection of the curve tells the optimal number of factors. 

In this research, both methods suggested a optimal number of 11 factors which is one less than expected in the theoretical framework. Most of the variables had high loadings only on the first factor and low loadings on the other ones, which makes it hard to analyze. To facilitate the interpretation of the 11 factors extracted, the factors have been rotated through Equamax rotation. Factor rotation effectively rotates the factor axes such that the variables are loaded maximally on only one factor. Rotated factors deliver the same information as unrotated ones. In contrast to the other rotation methods, Equamax gave the clearest results with the highest factor loadings. The 11 factors explain 70,589 percent of the total variance. There are opinions of retaining all factors with eigenvalues more than 0.7, so there is a possibility to include one additional factor with a eigenvalue close to one. Unfortunately, this does not give clearer picture so the further analysis consists of 11 factors. Factor 1 explains about 15,339 percent of the total variance.

As the sample size is 108, factor loadings above 0,5 are suggested to be good enough to provide enough information about the underlying dimension (Field, 2009). Only smaller communalities which contribute to a factor in a meaningful way are considered in addition. The Kaiser-Meyer-Olkin measure of sampling adequacy (KMO) is another alternative to prove reliable and distinct factors. The KMO represents the ratio of the squared correlation between variables to the squared partial correlations between variables. In other words, KMO indicates how well the variables can be represented by other ones. The value can lie between 0 and 1, where a value close to 1 means that correlations are relatively small and compact which leads to reliable and distinct factors. Kaiser himself recommended to see values between 0,5 and 0,7 as mediocre, values between 0,7 and 0,8 as good and values above 0,8 as great. 

In this research, a KMO value of 0,664 has been achieved which is close to good (=0.7) and like this acceptable. So the confidence is there, that the sample size is adequate for this research. The Barletts test tells whether the correlation matrix is significantly different from an identity matrix. If the correlation matrix would be an identity matrix, it means that the variables did not correlate at all in the correlation matrix which means that all variable are independent from each other and there are no factors or clusters to find. Here, the Bartletts test proved to be significantly different from zero. In other words, the variables correlate with each other and factor analysis is appropriate. (Appendix G)

The results of that principal component analysis confirm most of the expected factors mentioned before and give insight to the one factor missing. Intention to buy standardized shoes and intention to buy mass customized shoes are clearly one factor each. The same holds for behavioral control, attitude toward the mass customized shoe, social norm and the three different kinds of uncertainty. Each group of them clearly results in one factor. All questions correlated strongly among themselves and have factor loadings of 0.5 and higher. Through Equamax rotation only three questions had strong loadings on more than one factor. This is a clearer result as with other rotation methods. The three statements “I believe that purchasing products in the internet is dangerous.”, “I feel confident ordering shoes in the internet.” and “The status of a sport and street wear shoe is irrelevant to me.” had to be excluded in further analysis. For the three framework components ATSCI, CNFU and status consumption, only CNFU can be considered as one discrete factor. ATSCI and status consumption can not be separated into two discrete factors and are considered for this reason as one factor. This means for the further analysis, that it can be said that ‘status consumption’ together with ‘attention to social comparison information’ might have an influence on certain factors, but it can not be distracted whether ‘status consumption’ or ‘attention to social comparison information’ is the reason for that. 

5.2. Reliability Test of the Questions

It is absolutely useful and necessary to test the reliability of the questions used in this survey. Reliability means that a measure should consistently reflect the construct that it is measuring (Field, 2009). A common method for that is the Cronbachs Alpha, which mainly contributes the variance and covariance of each question. The scores lay between 0 and 1. A value of 1 means, that the questions are perfectly reliable and a value of 0 means that the questions are not sufficient. It is generally recommended to accept values of 0.7 and higher. The value of Cronbach Alpha depends on the number of items on the scale, so it is not useful to rely on acceptable values recommended by authors. Clearly, a value around 0.8 or higher would be perfect, but Kline (1999) stated that an overall small Alpha could come from psychological construct data or a small number of items/subquestions in that regarded construct. The framework consists of constructs with different meanings and backgrounds. Due to that, the Cronbachs Alpha analysis is made for every factor created to measure a specific construct. For subjective norm for example, the Cronbach Alpha measured the three questions “I heard from my friends, family or social environment that buying mass customized sport and street wear shoes was a good way of enhancing individuality.”, “The popular press depicted a positive sentiment for buying mass customized sport and street wear shoes.” and “My friends and families comments convinced me to try/purchase co-designed shoes.”. 

The constructs ‘intention to purchase MC shoes’, ‘intention to purchase standardized shoes’, ‘attitude toward MC shoes’, ‘system-specific risk’ and ‘style specific risk’ proved to be reliable and had a overall Cronbach Alpha of 0.7 or higher. This means that all of the three statements of each of these factors are reliable and test the same underlying issue. The factor ‘Attitude toward e-orders’, that includes after the Factor analysis only two out of three statements, was sufficient with a Cronbach Alpha score of 0.723. Subjective norm only has a Cronbach Alpha value of 0.616. This value was increased on 0.703 by deleting the question “The popular press depicted a positive sentiment for buying mass customized sport and street wear shoes.”. The combined 5-item factor ATSCI_Status proved to be reliable with a Cronbach Alpha of 0.769. The factor of CNFU only reached a moderate acceptable Cronbach Alpha by deleting the question “As a rule, I dislike products or brands that are customarily purchased by everyone.”. Unfortunately, the construct ‘transaction-specific risk’ has only a moderate acceptable Cronbach Alpha score of 0.648. This can not be improved by deleting a question out of this block. Also, the factor ‘behavioral control’, which consists after the factor analysis of two statements, has a Cronbach Alpha of 0.462. These scores are obviously lower than 0.7, but can still be accepted because it measures a psychological construct.
5.3. Regression

Regression analysis is a very common and successful way of predicting an outcome variable from one or several predictor variables while using the methods of least squares. For this research, regression analysis is used to predict and determine effects of social constructs, uncertainty and explanatory variables of the theory of planned behavior on the intention to purchase mass customized products. To test all the hypotheses of the framework of this study, six regression analyses with four different dependent variables were made and discussed in the following. Linear regression analysis provides various coefficients, which measure the impact of one variable to the other one, and their significance. According to the Fishers Criterion, we accept an effect as significant when the probability of not being right falls below 0.05 or in other words below 5 percent. The threshold for accepting an effect for being true is 95 percent. This gives enough confidence to assume that the model explains enough variance to reflect what is happening in the real world. A significance of 0.1 is seen as moderate significant.

Test of the TPB framework:
Intention to purchase mass customized shoes is regarding to the framework expected to be explained by attitude toward the self-designed shoe, attitude toward e-shopping, subjective norm and behavioral control. In other words, intention to purchase will be the first dependent variable in table 1 of this analysis. Here, the hypotheses H1a, H1b, H2 and H3 will be tested with consideration of the control variables.

First, the model fit has to be analyzed. This model has a R value of 0.611 and a R² value of 0.373 which means, that the explanatory variables in this analysis account for 37,3 % of the variation in the intention to purchase mass customized short and street wear shoes. Other variables, which are not considered in this model, must therefore account for 62,7% of the variation. The R value measures the correlation coefficient between the predictors and outcome. The ANOVA analysis proved an overall significance of this model.

Table 1: Regression analysis for the intention to purchase MC shoes 

	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	-1,189
	1,031
	
	-1,153
	,252

	
	Attitude_shoe
	,559
	,111
	,440
	5,060
	,000

	
	Attitude_internet_orders
	,007
	,087
	,007
	,085
	,933

	
	subjective_norm
	,369
	,111
	,287
	3,327
	,001

	
	behavioral_control
	,125
	,099
	,103
	1,267
	,208

	
	Gender
	,300
	,291
	,090
	1,030
	,306

	
	Age
	-,160
	,205
	-,082
	-,779
	,438

	
	Income
	,134
	,162
	,085
	,826
	,411

	
	Township
	-,343
	,341
	-,098
	-1,007
	,317

	a. Dependent Variable: Purchase_Intention_MC_shoes


Hypothesis H1a measures the impact of the attitude toward the self-designed shoe on the intention to purchase self-designed shoes. It is significant on a 0.001 level, so the hypothesis can be confirmed. The B coefficient of 0.559 expresses that when attitude toward the self designed shoe was increased by one unit and the other independent variables stay constant, the intention to purchase mass customized shoes would increase by 0.559 units. 

Hypotheses H1b, which suggests a positive relationship of attitude toward e-orders toward the intention to purchase MC goods, can not be confirmed. The results give no reason to expect that the attitude toward e-orders influences the purchase intention. The fact, that MC sport and street wear shoes can only be ordered through the internet, does not seem to be relevant for the purchase decision. A reason for that could be the pretty much wide distribution of the internet and the adaption of e-shops in people’s daily life. 

Hypothesis 2 can be confirmed at a significance of p < 0.001. Subjective norm does contribute significantly to the intention to purchase MC shoes. The B coefficient of 0.369 is, as the attitude toward the shoe, positive and strong. If subjective norm is increased by the value of 1, the intention to purchase mass customized shoes will increase by 0.369. In other words, communication through recommendations by friends or family are important factors to form the purchase decision. 

Hypothesis 3 expects a positive relationship between self-efficacy as a behavioral control variable and the intention to purchase mass customized shoes. But that can not be confirmed so no relationship could be found what concludes, that the fact whether people can operate special applications or use the internet is no condition for intending to buy mass customized shoes. An explanation for this could be a low degree in experience with online co-design application that the respondents do not know what to expect and do not know whether they can handle such a system or not. The sample consists of people from various age groups with different backgrounds. So a lack of experience might be possible. Another reason for a low significance might be a lack of data or only a moderate reliability of the statements in the questionnaire.

The influence of intention to purchase MC shoes on the intention to purchase standardized shoes 

The hypothesis 4 states that the intention to purchase mass customized shoes has a negative relationship to the intention to purchase standardized shoes at the retailer. The intention to buy standardized shoes is the dependent variable and the intention to purchase MC shoes plus the control variables are independent in this model. The model has a R value of 0.510, which is a quite good correlation coefficient among the variables. The R² value of 0.260 indicates, that 26 percent of the variance between these variables is explained through this model. The explanatory power of this model is due to that relatively small. ANOVA analysis confirmed the significance of that model with a p-value < 0.01.

Table 2: Regression analysis for the intention to purchase standardized shoes 

	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	6,263
	,690
	
	9,082
	,000

	
	Gender
	,025
	,274
	,009
	,092
	,927

	
	Age
	,102
	,190
	,060
	,538
	,592

	
	Income
	,047
	,144
	,034
	,325
	,746

	
	Township
	-,276
	,322
	-,089
	-,857
	,393

	
	Purchase_Intention_MC_shoes
	-,450
	,076
	-,511
	-5,909
	,000

	a. Dependent Variable: Purchase_Intention_Stand_shoes


However, the intention to purchase mass customized shoes has a very significant (p - value < 0.001) and negative influence on the intention to purchase standard shoes. Like this, the hypothesis can be supported and confirmed.  The B coefficient of -0.450 tells that if the intention to purchase mc shoes is increased by 1, the intention to purchase standardized shoes will decrease by 0.450, which proves a relatively tall relationship between these two variables. Regarding the results of this model it can be strongly expected that mass customized shoes and standardized shoes are not complements, but rather substitutes to each other. If a person decides to buy some new shoes and the person feels favorable to the co-design possibility, the person will most likely order customized shoes through the internet and will not buy any standardized shoes at a retailer. An explanation for this might be the relatively large durability of sport and leisure shoes and that most persons only have one or two pairs of them in their closet. 

Test of uncertainty variables:
The Hypotheses H5a-H7 test the various relationships between style specific, system specific and transaction specific risks on either the attitude toward the co-designed shoe or on the attitude toward orders taken in the internet. First, a regression will be made with the attitude toward the shoe as dependent variables, followed by a regression analysis with attitude toward e-orders as dependent variables.

The first model which explains the attitude toward a co designed shoe has an R value or correlation between explanatory variables and depended variable of 0.440. Approximately 19 percent of the variation is explained by the three uncertainty factors which confirm that there are other variables which contribute to the attitude of the shoe but are not regarded in this model.  ANOVA analysis proved that the model itself is significant at a p value of p < 0.05. 

Table 3: Regression analysis for the attitude toward the MC shoe

	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	6,671
	,832
	
	8,014
	,000

	
	Gender
	,107
	,260
	,041
	,410
	,683

	
	Age
	,184
	,181
	,120
	1,016
	,312

	
	Income
	-,236
	,136
	-,191
	-1,731
	,087

	
	Township
	-,182
	,304
	-,066
	-,599
	,550

	
	style_uncertainty
	-,162
	,090
	-,177
	-1,808
	,074

	
	system_uncertainty
	-,341
	,110
	-,310
	-3,098
	,003

	
	credit_card_uncertainty
	,069
	,086
	,078
	,808
	,421

	a. Dependent Variable: Attitude_shoe


Style uncertainty has a negative and significant effect on the attitude toward the co-designed shoe. Even though the relationship is only moderate significant at a p value of < 0,08, the hypothesis H5a can be confirmed. When the style uncertainty is increased by the value of 1 and the other variables are kept constant, the attitude toward the shoe will be decreased by 0.162. In other words, the more customers have doubts about how the final product may look like, the more will the attitude decrease. 

Hypothesis H6b supposes, that there is a negative relationship between system uncertainty and the attitude toward the co-designed shoe. This research found a significant (p - value < 0.05), and negative relationship between these two variables. If system uncertainty is increased by the value of 1, the attitude toward the shoe will decrease by the value of -0.341. The more uncertain people are about the applications and the way they deliver the right information to the right plant, the worse is the overall attitude toward the shoe. 

Out of the control variables, only income proved to be moderate significant at a p < 0.09 level. The model clearly shows a negative effect of income on the attitude toward the shoe at a B coefficient of 0.236, which means that people with more income have a more favorable attitude toward mass customized sport and street wear shoes.

The second model takes the attitude toward e-orders as dependent variable into account. Independent variables are the three kinds of uncertainty variables described before. The model itself has an R value of 0.413 and a R² value of 0.170 which means that only 17 percent of the variance is explained by this model. ANOVA showed a significance of the model of 0.008 which is p < 0.01.

Table 4: Regression analysis for the attitude toward e-orders

	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	T
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	4,180
	1,035
	
	4,040
	,000

	
	Gender
	-,141
	,324
	-,044
	-,436
	,664

	
	Age
	-,017
	,225
	-,009
	-,074
	,941

	
	Income
	,363
	,169
	,240
	2,145
	,034

	
	Township
	,223
	,378
	,066
	,590
	,556

	
	style_uncertainty
	,220
	,111
	,196
	1,978
	,051

	
	system_uncertainty
	-,136
	,137
	-,101
	-,995
	,322

	
	credit_card_uncertainty
	-,254
	,107
	-,233
	-2,386
	,019

	a. Dependent Variable: Attitude_internet_orders


Hypothesis H5b can not be supported at the basis of this analysis. Product specifc uncertainty was expected to have a negative influence on the attitude toward e-shopping in general. However, this research found a significant positive relationship with a p–value of p < 0.05 between these two variables. The coefficient is 0.220 which means that if the style specific risk increases, the attitude toward e-shopping increases too. This relationship is quite unexpected. Obviously, respondents expect a certain degree in risk if they decide to purchase mass customized shoes in the internet. 

System specific uncertainty has according to this study no significant influence on the attitude toward e-orders, so the hypothesis H6a has to be rejected. The results were not significant. People seem to be already quite familiar with online ordering systems that no system specific uncertainty may occur anymore when ordering items through the internet. Standardized payment and choice applications may lead to this result. As the rejected hypothesis H5b, people might not think about specialized applications for customized products, but rather on the standardized e-ordering applications when they were asked about their attitude. 

The hypothesis H7 expects a negative relationship between transactional uncertainty which includes the delivery process and credit card information. This negative relationship and like this hypothesis H7 were confirmed in this model at a 0,95 level. If the transactional risk is increased by a value of 1 and the other variables were kept constantly, the attitude toward e-shopping will decrease by 0.254. This shows that providing credit card information in the internet still affects people’s choices of e-orders and still has to be considered as a meaningful factor. The more risky a online retailer seems the less people will provide their credit card information to him and the less people will purchase items at this retailer. 

One of the control variables proved to have a negative effect on the attitude toward e-orders. It is again the income, which is significant with a value of 0.034. The coefficient of -0.363 turns out to be the greatest of all significant variables. It seems that the more a person earns, the less will the person be favorable to e-orders. 

The moderating effects of psychological constructs:
The hypotheses H8-H15 do expect moderating effects of the psychological constructs status consumption, attention to social comparison information and customer need for uniqueness on the relationships between the two kinds of attitude, social norm and behavioral control and the intention to purchase mass customized sport and street wear shoes. As already mentioned at the prior factor analysis, there was only one factor found for ATSCI and status consumption. So this factor can be considered and taken into account in this regression analysis, but it can not be said, which of them has a stronger moderating impact on the other explanatory variables. In the following, this factor will be called ATSCI_Status. Only the effect of CNFU can clearly be stated in this model.

To analyze a possible moderating effect for each factor, two models were created – one for CNFU and one with the factor ATSCI_Status. The dependent variable is purchase intention for MC shoes. Independent variables are next to subjective norm, behavioral control, attitude toward MC shoe, attitude toward e-orders and the control variables; also the factors ATSCI_status or CNFU and their interaction effects with subjective norm, behavioral control and the two types of attitude. The interaction variables are calculated as for example subjective norm multiplied by the term ‘ATSCI_Status minus its mean’. This step is important to take high and low values of ATSCI_Status into account. Descriptive statistics found a mean of CNFU of 3.5234 and a mean for ATSCI_Status of 2.5346 (Appendix X). The low mean value of ATSCI_Status shows that most respondents had a low score of ATSCI which means that these people do not care much about the opinion of the surrounding people. The regression analysis was made to see how the factors correlate with each other at what significance. For each of the variables, it will be tested in the following.

Customer need for uniqueness:

When the factor CNFU and its interaction variables were included to the model as independent variables, the model has an R value of 0.676 and a R² value of 0.457 which means that 45.7 percent of the variation is explained by the independent variables, which is a very high result. An ANOVA analysis confirmed the significance of that model with a p-value of p < 0.001. 

Table 5: Regression analysis for the moderating effect of CNFU

	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	,548
	2,016
	
	,272
	,786

	
	Gender
	,296
	,289
	,089
	1,022
	,310

	
	Age
	-,252
	,206
	-,131
	-1,223
	,224

	
	Income
	,123
	,162
	,078
	,758
	,450

	
	Township
	-,240
	,346
	-,069
	-,693
	,490

	
	Attitude_shoe
	,561
	,111
	,445
	5,062
	,000

	
	Attitude_internet_orders
	-,004
	,089
	-,003
	-,040
	,968

	
	subjective_norm
	,328
	,114
	,258
	2,876
	,005

	
	behavioral_control
	,131
	,122
	,091
	1,073
	,286

	
	interaction_CNFU_behavioralcontrol
	-,040
	,079
	-,259
	-,514
	,609

	
	interaction_CNFU_subjectivenorm
	,074
	,076
	,161
	,964
	,338

	
	interaction_CNFU_attitudeshoe
	,136
	,068
	,763
	2,017
	,047

	
	interaction_CNFU_attitudeinternet
	,014
	,060
	,067
	,237
	,813

	
	CNFU
	-,494
	,561
	-,497
	-,881
	,381

	a. Dependent Variable: Purchase_Intention_MC_shoes


Three variables in this model have a positive and significant influence on the intention to purchase MC shoes: Attitude toward the MC shoe has in this model a positive effect on the intention to purchase MC products. The significance is p < 0.0001 and the B value is 0.561. Subjective norm has a slightly smaller impact on the purchase intention of MC products with a B coefficient of 0.328 and a significance at p = 0.05. Furthermore, the interaction term CNFU_attitudeshoe proved to have a significant (p < 0.05) and positive effect on the MC purchase intention with a B coefficient of 0.136. So the hypothesis H11 can be confirmed. CNFU really moderates the relationship between attitude toward MC shoes and the intention to purchase MC shoes. The higher the CNFU score the more will CNFU moderate the relationship between attitude shoe and MC purchase intention. No other variables proved to have a significant effect on the purchase intention of MC shoes. So the hypotheses H12 and H13 can not be confirmed. CNFU has, according to these results, no moderating effect on the relationships of subjective norm and behavioral control toward the purchase intention.  

A direct effect of CNFU on the intention to purchase MC shoes can not be concluded from this model. Also the control variables age, income, residence and gender do not show a significant effect on the intention to purchase mc shoes. 

ATSCI_Status:

The model now has an R value of 0.656 and a R² of 0.430 which means that now 43 percent of the variance is explained by the model. Furthermore, ANOVA confirmed a significance of p < 0.001 of this model. 

Table 6: Regression analysis for the moderating effect of ATSCI_Status

	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	2,296
	2,307
	
	,995
	,322

	
	Gender
	,427
	,295
	,127
	1,448
	,151

	
	Age
	-,255
	,212
	-,131
	-1,204
	,232

	
	Income
	,135
	,167
	,085
	,804
	,424

	
	Township
	-,316
	,346
	-,091
	-,914
	,363

	
	Attitude_shoe
	,499
	,116
	,391
	4,307
	,000

	
	Attitude_internet_orders
	,062
	,089
	,060
	,696
	,488

	
	subjective_norm
	,454
	,117
	,355
	3,884
	,000

	
	behavioral_control
	,186
	,123
	,129
	1,516
	,133

	
	interaction_ATSCIStatus_attitudeshoe
	-,022
	,082
	-,088
	-,267
	,790

	
	interaction_ATSCIStatus_subjectivenorm
	,069
	,089
	,133
	,778
	,439

	
	interaction_ATSCIStatus_attitudeinternet
	,210
	,087
	,745
	2,416
	,018

	
	interaction_ATSCIStatus_behavioralcontrol
	,080
	,106
	,370
	,754
	,453

	
	ATSCI_Status
	-1,611
	,787
	-1,175
	-2,048
	,043

	a. Dependent Variable: Purchase_Intention_MC_shoes


In this model attitude toward the MC shoes and subjectivel norm have a significant and positive impact on the purchase intention at a p < 0.05 level. Furthermore, ATSCI_Status proved to have a very strong and negative and direct effect on the MC shoe purchase intention with a p - value of < 0.05 and a B coefficient of -1.611. The interaction variable ATSCI_Status_attitudeinternet has a significant and positive impact on the Purchase Intention of MC shoes. This actually states a moderating effect of ATSCI_Status on the relationship between attitude e-orders and the purchase intention. Unluckily, there is no significant effect of attitude e-orders on the purchase intention, so it remains still unclear whether there is any effect or not. 

No other variables in this model showed a significant effect, so none of the hypotheses H8-H11 and H14 - H16 can be confirmed. According to these results, it has to be said that neither status consumption nor ATSCI moderate the relationships between purchase intention and the other independent variables. 

Control variables

Surprisingly, out of the four control variables age, income, gender and residence, only one of them was found to have a significant effect on other variables. Income has proven to have a significant and negative effect at a p - value of < 0.05 on the attitude toward e-shopping. The B coefficient tells, that when the value of the income is increased by 1, the value of the attitude toward e-shopping will increase by 0.363. In other words, the more income a person gets, the more will the attitude toward e-orders and e-shops increase. This gives reason to expect, that people with more income are more likely to purchase items in online retail shops. People might see the internet in general as a medium, which provides a greater overview about prices and offers products at reduced prices. Furthermore, the convenience could be a reason that working people with higher income are more favorable of ordering in the internet.

Income also shows a negative effect on the attitude toward the mass customized shoe at a moderate significance with a p-value of 0.087 (< 0.1), which means the possibility that this relationship proves as right lays between 90 and 95 percent. According to the Fisher Criterion, this effect can not be considered as a significant effect, but still has a great probability to occur so this effect is nevertheless noteworthy. Under these circumstances, when the income is increased by 1, the attitude toward the mass customized shoe will decrease by 0.236. An explanation for this might be that people with a higher income generally have a lower attitude toward sport and street wear shoes and rather are interested in serious leather shoes. 

Due to it was proven that the other control variables have no effect at all, it can be stated that there just is no difference between males and females or residents of urban areas and villages in any of the models. For example, people from all age groups and gender share the same level of uncertainty. Even though there could not be found any significant relationships, it is an insight that people behave the same and share the same attitude and purchase intention, even with different demographic backgrounds.

6. Discussion and Recommendations

The following chapter will discuss the results of the regression analysis and give recommendations. To increase the purchase intention for mass customized shoes and then to increase customers purchase intention for standardized shoes at traditional retailers. 

6.1. Recommendations for MC Shoes

Out of all variables, subjective norm and the attitude toward the shoe has the biggest influence on the purchase decision for mass customized short and street wear shoes. The constructs of behavioral control or self-efficacy and the attitude toward e-orders in general had a small and not significant effect on the purchase intention. So the conclusion can be made that besides all opinions about e-retailers and low self-efficacies, customer are very likely to buy co-designed shoes when they are recommended by friends and media or when they just have a favorable attitude toward them. As a result it can be concluded that increasing the marketing budget for co-designed shoes in advertising in mass media and creating an unique experience at the co-design process will lead to a direct increase of sales for co-designed shoes. A mix of mass advertising channels and word-of-mouth is recommended, because a broad range of people can be reached with mass media but they still rely heavily on the experiences and opinions of others in their surrounding social environment. 

The attitude toward the self-designed shoe has the largest impact on the intention to purchase mass customized sport and street wear shoes. This construct is in turn negatively influenced by income, negatively influenced by the product-specific uncertainty and strong and negative influenced by system-specific uncertainty. The negative relationship between income and the attitude toward the shoe could be caused by a lower general attitude toward sport shoes. Even though respondents know that customized shoes are about 30 percent more expensive than standardized ones, people with more income do not see these shoes as more attractive. The negative relationship between system-specific uncertainty and the attitude toward the shoe confirms the hypothesis and may be caused by the fact, that many people have never used or visited the web application of NikeiD and expect it to be so complex that there might be gaps and information will not be transmitted correctly. This uncertainty in turn leads to a decreased attitude toward a mass customized shoe. The customers are very skeptic and maybe also curious if the final delivered product really has all the personal features it should have. Product specific uncertainty decreases the attitude toward MC shoes, which was an expected result. If the customers fear that colors might not be represented as real in the internet and they can not image how the final product will look like when it is delivered, the interest and attitude might decrease. The people will think then “If the product won’t look like I want it to look anyways, there is no sense in designing the shoe at all”. 

One promising recommendation could be: The fear that colors are not represented as the way they look on the final shoe and the fear of the application has to be reduced. With a satisfaction guarantees, this risk could be decreased. Furthermore, this fear should be addressed and the guarantees should actively be communicated in mass media and through word-of-mouth. Like this, the attitude toward mass customized shoes will increase what finally increases the intention to purchase self-designed sport shoes. Also examples of materials and colors could be presented in retail stores as ‘Nike town’. Like this customers could loose their fear of disappointments of the final results of MC.

Attitude toward e-shopping seems to have no direct and significant impact on the purchase intention of MC products. But this construct is still useful to describe the purchase intention of MC products because they can only be bought in the specific e-shops. The lack of significance could be due to an insufficient dataset. Transactional uncertainty and style-specific uncertainty both had significant impacts on attitude toward e-orders. Fact is, that providing credit card information in the internet is still linked with risks and the fear of losing money. This has a negative influence on the e-order attitude. Several methods tried to make e-shops safer and credit card companies like Master Card introduced an extra tool to guarantee the safety of the given card information. The MasterCard SecureCode® is an additional private code which should prevent the abuse of credit card information by others. These additional security codes might help to reduce that negative influence on the attitude toward e-orders. Surprisingly, product-specific uncertainty has a positive impact on the attitude toward e-shopping. The only possible explanation for this might be, that people might be excited by the fact that there is uncertainty in the way the colors and materials will look at the final product. This effect is stronger than the negative effect of product-specific risk on the attitude toward the MC shoe. Income has a positive relationship to the attitude toward e-orders. The more a person earns the more will the attitude toward e-orders increase because high income people might have a better distribution to the internet and less time to go to traditional offline retailers.

Very interesting are the results of the moderating variable’s effects. Obviously, the respondents intended to purchase mass customized shoes to be different and to stand out of a group. The CNFU variable only enhanced the relationship between attitude toward the shoe and the purchase intention. The higher the CNFU value is, the stronger is the moderating effect. This shows that people do want present their uniqueness in style or behavior by wearing mass customized shoes. Sport and street wear shoes are seen as modern and trendy and one can buy them in nearly every color and design. This fact provides a clear direction of mass media advertisements. Presenting MC shoes as a way of enhancing a person’s uniqueness may increase the purchase intention for MC sport and street wear shoes. Furthermore, CNFU does not have a direct effect on purchase intention of MC shoes – in contrast to ATSCI_Status. This variable has a direct and negative impact on the MC purchase intention. The more people refer to the opinion of others or more status plays a role in their lifes, the lesser will be the intention to buy self-designed shoes. Status consumption and ATSCI are both parts of this analyzed factor, so it can not stated clearly which variable is the strongest one. 

6.2. Recommendations for Traditional Retailers:

This research has not only the goal to recommend what increases that purchase intention and sales of MC products, but also think about ways of traditional retailers like Food Locker to compete and survive in Germanys tough retail environment. Purchase intention of MC shoes has a large and negative influence on the intention to purchase standardized goods. This shows, that MC shoes are not only a complement of the shoe collection, but rather a substitute to standardized shoes. Shoes of popular brands like Nike, Adidas and Converse are expensive and customers are most likely to purchase only one pair if they need one. For sure, offline retails advantage is the service provided as well as much better possibilities of creating an exciting shopping atmosphere. The customers appreciate to experience special things – that’s how the positive effect of style uncertainty on attitude toward e-orders could be explained. To compete against the exciting e-order experience when designing shoes online, offline retailers can turn the purchase of standardized products also into something special with the help of well trained staff, a special store layout and/or an inclusion of a MC creation terminal. These terminals can be found already in Nike and Adidas owned stores. Uncertainties could be reduced like this. Another possibility is the offer of special editions of standardized shoes. A constant offer of different styles and models could attract those people, who feel so uncertain that the colors are not presented in the internet correctly. Furthermore, it also needs to be a place for people who do not really know what they want. 

7. Conclusion

The purpose of this study was to examine, what are the drivers to purchase mass customized sport and street wear shoes, what sport goods manufacturers like Nike and Converse could do to increase the purchase intention of MC shoes, and what traditional offline retailers like Food Locker can do to stay competitive against the online co-designing process. The snowball sampling method was chosen and the focus of this study clearly lies on the German market as one of the strongest and meaningful markets within the EU. In this research, variables of uncertainty, attitudes, social norm, self efficacy, psychological issues and control variables were taken into account. These variables examined the purchase intention of mass customized sport and street wear shoes. The results of the regression analysis give reason to state the following recommendations: 

The enhancement of word-of-mouth should be a good way of increasing the intention of customers to try mass customized shoes and to generate sales. Furthermore, satisfaction guarantees and standardized configuration systems could reduce the risks and attract even more people to try the co-design process. For offline retailers, it is important to offer great services through well trained staff and an exciting purchase experience through special store layouts, business concepts and one in a while a change in the assortment. 

7.1. Limitations
Many hypotheses could not be confirmed because of insufficient data and partially a low reliability of the questions. A survey with a greater sample size would give more significant and clearer results. Also the snowball sampling method is not recommended by everyone because the sample could be directed in a way the researcher wants. Even though it was the best method for this smaller survey and this fear was decreased by sending the first questionnaire to people with different demographic backgrounds, another sampling method will do better for a greater sample size and more research time. 

Furthermore, this research provides just a broad overview what factors might affect the purchase intention for MC products. These factors could be explained in more detail – that recommends also the R² score of the regression analysis. Variables in this research only explained an average of 50 percent of variation. For the transaction-specific uncertainty, it might be taken into account what the respondents think about the delivery time of 3 weeks in contrast to just buying standardized shoes at the next retailer within 10 minutes. Also, the higher price of MC products was not taken into account in this study. Respondents only knew, that MC products are approximately 30 percent more expensive than standardized ones. Other interesting variables could be the purchase experience and the staff and service of offline retail stores to determine what the customers really appreciate. 

Other themes for future researches could be the analysis of the more complex co-creation system of Adidas, what the customers think about ordering in the internet AND the need of going additionally to a retailer, and whether Adidas can compete with this system compared to Nike and Converse. Maybe the MC system of Adidas is even perceived by customers to be better because more service is provided and Adidas makes sure that the shoes which are ordered really fit to the feet.
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Appendix A: The web application of NikeID and Converse
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Appendix B: Shift in retail market shares (type of business in % turnover)
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Source: BAG, EHI, ifo Institute, HDE
Appendix C: the 13 item scale of ATSCI (Lennox and Wolfe, 1984)

1. It is my feeling that if everyone else in the group is behaving in a certain manner, this must be the proper way to behave.

2. I actively avoid wearing clothes that are not in style.

3. At parties I usually try to behave in a manner that makes me fit in.

4. When I am uncertain how to act in a social situation, I look to the behavior of others for clues.

5. I try to pay attention to the reactions of others to my behavior in order to avoid being out of place.

6. I find that I tend to pick up slang expressions from others and use them as part of my own vocabulary.

7. I tend to pay attention to what others are wearing.

8. The slightest look of disapproval in the eyes of a person with whom I am interacting is enough to make me change my approach.

9. It’s important to me to fit into the group I’m with.

10. My behavior often depends on how I feel others wish me to behave.

11. If I am the least bit uncertain as to how to act in a social situation, I look to the behavior of others for clues.

12. I usually keep up with clothing style changes by watching what others wear.

13. When in a social situation, I tend not to follow the crowd, but instead behave in a manner that suits my particular mood at the time.
Appendix D: The scale of Customer need for uniqueness (Tian et al, 2001)

1. I collect unusual products as a way of telling people I'm different.
2. I have sometimes purchased unusual products or brands as a way to create a more distinctive personal image.
3. I often look for one-of-a-kind products or brands so that I create a style that is all my own.
4. Often when buying merchandise, an important goal is to find something that communicates my uniqueness.
5. I often combine possessions in such a way that I create a personal image for myself that can't be duplicated.
6. I actively seek to develop my personal uniqueness by buying special products or brands.
7. Having an eye for products that are interesting and unusual assists me in establishing a distinctive image.
8. I often think of the things I buy and do in terms of how I can use them to shape a more unusual personal image.
9. I'm often on the lookout for new products or brands that will add to my personal uniqueness.
10. I often dress unconventionally even when it's likely to offend others.
11. I rarely act in agreement with what others think are the right things to buy.
12. When I dress differently, I'm often aware that others think I'm peculiar, but I don't care.
13. When products or brands I like become extremely popular, I lose interest in them.
14. I avoid products or brands that have already been accepted and purchased by the average consumer.
15. I often try to avoid products or brands that I know are bought by the general population.
Appendix E: Status consumption (Eastman et al., 1999)

1. I would buy a product just because it has status.

2. I would pay more for a product if it had status.

3. I am interested in new products with status.

4. The status of a product is irrelevant to me.

5. A product is more valuable to me if it has some snob appeal.

Appendix F: Frequencies and descriptive Statistics:

	Descriptive Statistics

	
	N
	Minimum
	Maximum
	Sum
	Mean
	Std. Deviation

	gender
	108
	1,00
	2,00
	171,00
	1,5833
	,49531

	age
	108
	1,00
	5,00
	257,00
	2,3796
	,85070

	income
	108
	1,00
	4,00
	226,00
	2,0926
	1,05491

	township
	108
	1,00
	2,00
	144,00
	1,3333
	,47360

	Valid N (listwise)
	108
	
	
	
	
	


	gender

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	male
	45
	41,7
	41,7
	41,7

	
	female
	63
	58,3
	58,3
	100,0

	
	Total
	108
	100,0
	100,0
	


	age

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	16-20 years
	3
	2,8
	2,8
	2,8

	
	21-30 years
	81
	75,0
	75,0
	77,8

	
	31-40 years
	7
	6,5
	6,5
	84,3

	
	41-50 years
	14
	13,0
	13,0
	97,2

	
	51-60 years
	3
	2,8
	2,8
	100,0

	
	Total
	108
	100,0
	100,0
	


	income

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	less than 25.000€
	40
	37,0
	37,0
	37,0

	
	between 25.000 and 40.000€
	33
	30,6
	30,6
	67,6

	
	more than 40.000€
	20
	18,5
	18,5
	86,1

	
	no income because student
	15
	13,9
	13,9
	100,0

	
	Total
	108
	100,0
	100,0
	


	township

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Town
	72
	66,7
	66,7
	66,7

	
	Village
	36
	33,3
	33,3
	100,0

	
	Total
	108
	100,0
	100,0
	


Appendix G: Factor Analysis

	KMO and Bartlett's Test

	Kaiser-Meyer-Olkin Measure of Sampling Adequacy.
	,664

	Bartlett's Test of Sphericity
	Approx. Chi-Square
	1701,568

	
	df
	630

	
	Sig.
	,000
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	Total Variance Explained

	Component
	Initial Eigenvalues
	Extraction Sums of Squared Loadings
	Rotation Sums of Squared Loadings

	
	Total
	% of Variance
	Cumulative %
	Total
	% of Variance
	Cumulative %
	Total
	% of Variance
	Cumulative %

	1
	5,522
	15,339
	15,339
	5,522
	15,339
	15,339
	2,944
	8,178
	8,178

	2
	3,809
	10,582
	25,921
	3,809
	10,582
	25,921
	2,935
	8,154
	16,331

	3
	3,283
	9,119
	35,040
	3,283
	9,119
	35,040
	2,526
	7,016
	23,347

	4
	2,543
	7,065
	42,105
	2,543
	7,065
	42,105
	2,312
	6,423
	29,770

	5
	1,991
	5,532
	47,636
	1,991
	5,532
	47,636
	2,256
	6,266
	36,037

	6
	1,761
	4,892
	52,528
	1,761
	4,892
	52,528
	2,252
	6,255
	42,291

	7
	1,525
	4,237
	56,765
	1,525
	4,237
	56,765
	2,200
	6,111
	48,403

	8
	1,368
	3,801
	60,567
	1,368
	3,801
	60,567
	2,164
	6,012
	54,414

	9
	1,314
	3,651
	64,218
	1,314
	3,651
	64,218
	1,980
	5,501
	59,916

	10
	1,218
	3,384
	67,601
	1,218
	3,384
	67,601
	1,948
	5,410
	65,326

	11
	1,076
	2,988
	70,589
	1,076
	2,988
	70,589
	1,895
	5,263
	70,589

	12
	,944
	2,623
	73,213
	
	
	
	
	
	

	13
	,868
	2,411
	75,624
	
	
	
	
	
	

	14
	,808
	2,246
	77,870
	
	
	
	
	
	

	Extraction Method: Principal Component Analysis.


	Rotated Component Matrixa

	
	Component

	
	1
	2
	3
	4
	5
	6
	7
	8
	9
	10
	11

	spend_more_money_for_status_recoded
	,864
	
	
	
	,111
	
	
	
	
	-,181
	

	buy_only_shoes_for_status_recoded
	,804
	
	,100
	,107
	,141
	
	
	
	
	-,128
	

	dislike_unmodern_shoes_recoded
	,702
	-,118
	
	
	-,186
	,294
	
	
	
	,181
	,188

	my_own_behavior_depands_on_others_recoded
	,611
	
	-,107
	-,213
	
	-,232
	-,127
	,222
	-,134
	,122
	,111

	when_uncertain_look_at_others_recoded
	,577
	
	-,291
	
	,118
	-,201
	
	,229
	-,166
	
	-,127

	apps_r_safe
	
	,846
	
	
	
	
	-,160
	,156
	
	,141
	

	apps_will_transmit_right_info
	
	,842
	
	
	
	
	-,200
	,147
	
	,135
	

	apps_will_have_security_gaps_recoded
	
	,739
	
	
	,120
	
	
	,156
	
	
	,175

	try_mc_soon_recoded
	
	
	,780
	-,264
	,165
	
	,264
	
	,156
	
	

	design_next_shoe_myself_recoded
	
	
	,735
	-,288
	,266
	
	,169
	-,136
	
	
	

	rather_mc_than_stand_recoded
	
	,185
	,598
	-,244
	
	
	,280
	
	,285
	
	,124

	rather_trad_retail_than_mc_recoded
	
	-,105
	-,200
	,807
	,142
	
	
	
	
	
	

	buy_always_in_trad_retail_recoded
	
	
	-,117
	,787
	-,123
	-,109
	
	,101
	
	
	-,117

	stand_shoes_are_ok_recoded
	
	
	-,169
	,677
	-,270
	
	-,261
	
	-,352
	,129
	

	media_says_mc_positive_recoded
	
	-,189
	,187
	
	,707
	
	
	,198
	
	,124
	,254

	friends_say_mc_good_for_individ_recoded
	
	,136
	
	
	,692
	,184
	,159
	-,272
	,155
	
	-,242

	statements_of_family_convinced_me_recoded
	,251
	
	,323
	-,145
	,616
	,175
	
	-,109
	,118
	
	-,161

	e_orders_dangerous
	-,160
	-,279
	,320
	,185
	-,421
	,344
	
	
	
	-,255
	,107

	like_internet_orders_recoded
	,167
	-,112
	
	
	
	,808
	
	,140
	
	
	

	like_inet_more_than_retail_recoded
	
	
	-,132
	-,188
	,190
	,728
	
	
	
	
	-,164

	I_can_order_in_inet_recoded
	
	,148
	,168
	
	
	,598
	
	
	
	-,121
	,449

	wearing_mc_better_than_stand_shoes_recoded
	
	
	
	
	,127
	
	,829
	
	,150
	
	

	I_like_mc_recoded
	
	-,226
	,148
	
	
	
	,802
	-,183
	
	
	

	dont_need_mc_shoes
	
	-,324
	,403
	-,209
	
	
	,479
	-,205
	
	-,150
	

	final_shoe_unlike_wanted_shoe_recoded
	
	,141
	
	,132
	
	,114
	-,117
	,859
	
	
	

	being_creative_is_hard_recoded
	,119
	
	-,123
	
	
	,160
	
	,677
	-,208
	
	-,445

	apps_show_colours_real
	
	,463
	
	
	-,250
	
	-,119
	,619
	,108
	
	

	often_dress_diff_recoded
	-,137
	
	,171
	
	
	
	
	
	,778
	
	,122

	dislike_common_brands_recoded
	
	,124
	-,369
	-,160
	,171
	-,102
	
	
	,653
	,138
	

	also_dress_unique_in_sport
	,103
	
	,271
	,156
	
	,158
	,105
	-,179
	,652
	
	

	credit_card_info_more_risky_in_inet_recoded
	
	
	
	
	,259
	
	,109
	,218
	
	,779
	

	dont_care_status
	,345
	
	-,140
	
	,238
	
	,298
	
	-,192
	-,617
	,105

	credit_card_info_ok
	
	,292
	-,178
	,125
	
	-,233
	
	-,137
	
	,590
	-,157

	when_credit_card_info_no_internet_orders_recoded
	
	,461
	
	
	,298
	-,236
	,188
	
	
	,502
	

	I_can_use_sytem_recoded
	
	
	
	,109
	-,155
	,259
	,267
	-,146
	
	
	,744

	own_abilities_hinder_mc
	
	
	
	-,160
	
	-,161
	-,118
	-,119
	,210
	-,170
	,722

	Extraction Method: Principal Component Analysis. 

 Rotation Method: Equamax with Kaiser Normalization.

	a. Rotation converged in 29 iterations.


Appendix H: Reliability Analysis

Purchase Intention Standardized Shoes:
       
Purchase Intention MC Shoes:
	Reliability Statistics

	Cronbach's Alpha
	Cronbach's Alpha Based on Standardized Items
	N of Items

	,766
	,766
	3

	Reliability Statistics

	Cronbach's Alpha
	Cronbach's Alpha Based on Standardized Items
	N of Items

	,841
	,842
	3


Attitude shoe





Attitude e-orders
	Reliability Statistics

	Cronbach's Alpha
	Cronbach's Alpha Based on Standardized Items
	N of Items

	,711
	,728
	3

	Reliability Statistics

	Cronbach's Alpha
	Cronbach's Alpha Based on Standardized Items
	N of Items

	,723
	,726
	2


Subjective Norm




Behavioral Control
	Reliability Statistics

	Cronbach's Alpha
	Cronbach's Alpha Based on Standardized Items
	N of Items

	,703
	,724
	2

	Reliability Statistics

	Cronbach's Alpha
	Cronbach's Alpha Based on Standardized Items
	N of Items

	,462
	,527
	2


CNFU





Status_ATSCI

	Reliability Statistics

	Cronbach's Alpha
	Cronbach's Alpha Based on Standardized Items
	N of Items

	,615
	,615
	2

	Reliability Statistics

	Cronbach's Alpha
	Cronbach's Alpha Based on Standardized Items
	N of Items

	,769
	,778
	5


System specific Uncertainty

	Reliability Statistics

	Cronbach's Alpha
	Cronbach's Alpha Based on Standardized Items
	N of Items

	  ,837
	,844
	3

	


Product-specific uncertainty




Credit-Card Uncertainty

	Reliability Statistics

	Cronbach's Alpha
	Cronbach's Alpha Based on Standardized Items
	N of Items

	,734
	,741
	3

	Reliability Statistics

	Cronbach's Alpha
	Cronbach's Alpha Based on Standardized Items
	N of Items

	,648
	,649
	3


Appendix I: Regression analysis
Dependent variable: Intention to Purchase MC Shoes

	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	,611a
	,373
	,322
	1,36446


Predictors: (Constant), township, Attitude_shoe, Attitude_internet_orders, 

behavioral_control, gender, social_norm, income, age

	ANOVAb

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	109,715
	8
	13,714
	7,366
	,000a

	
	Residual
	184,312
	99
	1,862
	
	

	
	Total
	294,028
	107
	
	
	

	a. Predictors: (Constant), township, Attitude_shoe, Attitude_internet_orders, behavioral_control, gender, social_norm, income, age

	b. Dependent Variable: Purchase_Intention_MC_shoes


	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	-1,189
	1,031
	
	-1,153
	,252

	
	Attitude_shoe
	,559
	,111
	,440
	5,060
	,000

	
	Attitude_internet_orders
	,007
	,087
	,007
	,085
	,933

	
	subjective_norm
	,369
	,111
	,287
	3,327
	,001

	
	behavioral_control
	,125
	,099
	,103
	1,267
	,208

	
	gender
	,300
	,291
	,090
	1,030
	,306

	
	age
	-,160
	,205
	-,082
	-,779
	,438

	
	income
	,134
	,162
	,085
	,826
	,411

	
	township
	-,343
	,341
	-,098
	-1,007
	,317

	a. Dependent Variable: Purchase_Intention_MC_shoes


Dependent variable: Attitude shoe
	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	,440a
	,194
	,137
	1,21057

	a. Predictors: (Constant), credit_card_uncertainty, gender, township, style_uncertainty, system_uncertainty, income, age


	ANOVAb

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	35,187
	7
	5,027
	3,430
	,002a

	
	Residual
	146,549
	100
	1,465
	
	

	
	Total
	181,737
	107
	
	
	

	a. Predictors: (Constant), credit_card_uncertainty, gender, township, style_uncertainty, system_uncertainty, income, age

	b. Dependent Variable: Attitude_shoe


	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	6,671
	,832
	
	8,014
	,000

	
	gender
	,107
	,260
	,041
	,410
	,683

	
	age
	,184
	,181
	,120
	1,016
	,312

	
	income
	-,236
	,136
	-,191
	-1,731
	,087

	
	township
	-,182
	,304
	-,066
	-,599
	,550

	
	style_uncertainty
	-,162
	,090
	-,177
	-1,808
	,074

	
	system_uncertainty
	-,341
	,110
	-,310
	-3,098
	,003

	
	credit_card_uncertainty
	,069
	,086
	,078
	,808
	,421

	a. Dependent Variable: Attitude_shoe


Dependent variable: attitude e-shopping
	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	,413a
	,170
	,112
	1,50439

	a. Predictors: (Constant), credit_card_uncertainty, gender, township, style_uncertainty, system_uncertainty, income, age


	ANOVAb

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	46,486
	7
	6,641
	2,934
	,008a

	
	Residual
	226,318
	100
	2,263
	
	

	
	Total
	272,803
	107
	
	
	

	a. Predictors: (Constant), credit_card_uncertainty, gender, township, style_uncertainty, system_uncertainty, income, age

	b. Dependent Variable: Attitude_internet_orders


	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	4,180
	1,035
	
	4,040
	,000

	
	gender
	-,141
	,324
	-,044
	-,436
	,664

	
	age
	-,017
	,225
	-,009
	-,074
	,941

	
	income
	,363
	,169
	,240
	2,145
	,034

	
	township
	,223
	,378
	,066
	,590
	,556

	
	style_uncertainty
	,220
	,111
	,196
	1,978
	,051

	
	system_uncertainty
	-,136
	,137
	-,101
	-,995
	,322

	
	credit_card_uncertainty
	-,254
	,107
	-,233
	-2,386
	,019

	a. Dependent Variable: Attitude_internet_orders


Moderating effects:
	Descriptive Statistics

	
	N
	Range
	Minimum
	Maximum
	Mean
	Std. Deviation
	Variance

	
	Statistic
	Statistic
	Statistic
	Statistic
	Statistic
	Std. Error
	Statistic
	Statistic

	CNFU
	107
	6,00
	1,00
	7,00
	3,5234
	,16051
	1,66028
	2,757

	ATSCI_Status
	107
	5,00
	1,00
	6,00
	2,5346
	,11682
	1,20839
	1,460

	Valid N (listwise)
	106
	
	
	
	
	
	
	


ATSCI_Status:
	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	,656a
	,430
	,351
	1,33514

	a. Predictors: (Constant), ATSCI_Status, Attitude_shoe, township, Attitude_internet_orders, gender, behavioral_control, social_norm, income, age, interaction_ATSCIStatus_socialnorm, interaction_ATSCIStatus_attitudeinternet, interaction_ATSCIStatus_attitudeshoe, interaction_ATSCIStatus_behavioralcontrol


	ANOVAb

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	125,156
	13
	9,627
	5,401
	,000a

	
	Residual
	165,781
	93
	1,783
	
	

	
	Total
	290,937
	106
	
	
	

	a. Predictors: (Constant), ATSCI_Status, Attitude_shoe, township, Attitude_internet_orders, gender, behavioral_control, social_norm, income, age, interaction_ATSCIStatus_socialnorm, interaction_ATSCIStatus_attitudeinternet, interaction_ATSCIStatus_attitudeshoe, interaction_ATSCIStatus_behavioralcontrol

	b. Dependent Variable: Purchase_Intention_MC_shoes


	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	2,296
	2,307
	
	,995
	,322

	
	gender
	,427
	,295
	,127
	1,448
	,151

	
	age
	-,255
	,212
	-,131
	-1,204
	,232

	
	income
	,135
	,167
	,085
	,804
	,424

	
	township
	-,316
	,346
	-,091
	-,914
	,363

	
	Attitude_shoe
	,499
	,116
	,391
	4,307
	,000

	
	Attitude_internet_orders
	,062
	,089
	,060
	,696
	,488

	
	subjective_norm
	,454
	,117
	,355
	3,884
	,000

	
	behavioral_control
	,186
	,123
	,129
	1,516
	,133

	
	interaction_ATSCIStatus_attitudeshoe
	-,022
	,082
	-,088
	-,267
	,790

	
	interaction_ATSCIStatus_subjectivenorm
	,069
	,089
	,133
	,778
	,439

	
	interaction_ATSCIStatus_attitudeinternet
	,210
	,087
	,745
	2,416
	,018

	
	interaction_ATSCIStatus_behavioralcontrol
	,080
	,106
	,370
	,754
	,453

	
	ATSCI_Status
	-1,611
	,787
	-1,175
	-2,048
	,043

	a. Dependent Variable: Purchase_Intention_MC_shoes


CNFU

	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	,676a
	,457
	,381
	1,29937

	a. Predictors: (Constant), CNFU, income, behavioral_control, Attitude_internet_orders, social_norm, township, gender, Attitude_shoe, age, interaction_CNFU_socialnorm, interaction_CNFU_attitudeinternet, interaction_CNFU_attitudeshoe, interaction_CNFU_behavioralcontrol


	ANOVAb

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	131,899
	13
	10,146
	6,009
	,000a

	
	Residual
	157,019
	93
	1,688
	
	

	
	Total
	288,918
	106
	
	
	

	a. Predictors: (Constant), CNFU, income, behavioral_control, Attitude_internet_orders, social_norm, township, gender, Attitude_shoe, age, interaction_CNFU_socialnorm, interaction_CNFU_attitudeinternet, interaction_CNFU_attitudeshoe, interaction_CNFU_behavioralcontrol

	b. Dependent Variable: Purchase_Intention_MC_shoes


	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	,548
	2,016
	
	,272
	,786

	
	gender
	,296
	,289
	,089
	1,022
	,310

	
	age
	-,252
	,206
	-,131
	-1,223
	,224

	
	income
	,123
	,162
	,078
	,758
	,450

	
	township
	-,240
	,346
	-,069
	-,693
	,490

	
	Attitude_shoe
	,561
	,111
	,445
	5,062
	,000

	
	Attitude_internet_orders
	-,004
	,089
	-,003
	-,040
	,968

	
	subjective_norm
	,328
	,114
	,258
	2,876
	,005

	
	behavioral_control
	,131
	,122
	,091
	1,073
	,286

	
	interaction_CNFU_behavioralcontrol
	-,040
	,079
	-,259
	-,514
	,609

	
	interaction_CNFU_subjectivenorm
	,074
	,076
	,161
	,964
	,338

	
	interaction_CNFU_attitudeshoe
	,136
	,068
	,763
	2,017
	,047

	
	interaction_CNFU_attitudeinternet
	,014
	,060
	,067
	,237
	,813

	
	CNFU
	-,494
	,561
	-,497
	-,881
	,381

	a. Dependent Variable: Purchase_Intention_MC_shoes


Dependent variable: Intention to Purchase Standardized Shoes
	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	,510a
	,260
	,223
	1,28765

	a. Predictors: (Constant), Purchase_Intention_MC_shoes, income, township, gender, age


	ANOVAb

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	59,325
	5
	11,865
	7,156
	,000a

	
	Residual
	169,120
	102
	1,658
	
	

	
	Total
	228,444
	107
	
	
	

	a. Predictors: (Constant), Purchase_Intention_MC_shoes, income, township, gender, age

	b. Dependent Variable: Purchase_Intention_Stand_shoes


	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	6,263
	,690
	
	9,082
	,000

	
	gender
	,025
	,274
	,009
	,092
	,927

	
	age
	,102
	,190
	,060
	,538
	,592

	
	income
	,047
	,144
	,034
	,325
	,746

	
	township
	-,276
	,322
	-,089
	-,857
	,393

	
	Purchase_Intention_MC_shoes
	-,450
	,076
	-,511
	-5,909
	,000

	a. Dependent Variable: Purchase_Intention_Stand_shoes


Appendix J: The Questionnaire
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