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Abstract: This study proposes a new model by partially combining personality traits (PT)
and Technology Acceptance Model (TAM) attributes to examine the influences of personality
characteristics (conscientiousness, openness) and perception of technology (perceived usefulness,
perceives ease of use) on e-purchase intention. We use truncate sampling technique and survey
questionnaire to target the sample of Taiwanese online consumers and collect data. We find
that consciousness (CON) (personality attribute) significantly influences perceived usefulness (PU)
(technology perception attributes), perceived ease of use (PEOU) (technology perception attributes)
and openness to experience (OPE) (personality attribute). PU, PEOU and OPE have significant
impacts on e-purchase intention (INT). PEOU has the strongest positive impact on (INT). In addition,
PU, PEOU and OPE combined together mediate the relationship between CON and INT. Further post
hoc analysis of the mediation shows that both PU and PEOU are sustainable mediators. However,
OPE is not a significant mediator.

Keywords: conscientiousness; openness to experience; perceived ease of use; perceived usefulness;
online purchase intention

1. Introduction

Worldwide electronic commerce has significantly advanced due to the prominent development
of the internet technology in the past decade. Internet technology has become a growing tool in
providing variety website services [1]. Customers seek for products’ features, price and functionality
online. Consumers no longer need to go to physical stores to browse and compare prices to shop
for goods [2]. Accordingly, internet technology has reshaped the way customers buy merchandises.
The top categories of online sales are related to technological and electronic products, crafts, handmade
products, accessories and clothes [3]. The direct influence of the components of the web marketing mix
and purchase intention in China [4] indicates e-commerce in the Asia-Pacific region is becoming more
and more popular.

E-commerce in the Asia-Pacific region has increased 30% in 2013, accounting for over one-third
of total e-commerce sales all over the world. In 2017, Taiwan’s strong online infrastructure growth
in terms of internet penetration and smartphone adoption surpasses some of Asia Pacific’s key
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e-commerce markets including South Korea, Japan, Singapore and Hong Kong. As of 31 March
2017, Taiwan’s internet penetration rate reaches 88% with more than 20,000,000 internet users [5].
Taiwan mobile-cellular telephone subscriptions get nearly 30,000,000 subscribers with 78.04% of the
population using the Internet by the end of 2015 [6]. An average Taiwanese spent NT$16,586 (US$568)
annually in 2012, rising from NT$13,864 (US$475) in 2010 on e-purchasing which accounts over 60% of
online people for the whole country. Taiwan’s online shopping market is growing rapidly. Therefore,
it is important to determine which factors drive e-purchase intention of Taiwanese consumers.

According to Teresa, Bonnie, and Yingjiao [7], personality is one of the roots of understanding
consumers’ purchase intention. Personality is the internal force that motivates customers to affect a
particular behavior and to unconsciously motivate customers. Therefore, marketers have to understand
the effect of personality as a direct link to consumers’ mind. Previous studies indicate that shoppers’
character is a substantial factor for the success of e-vendors [8]. Online purchase intention has been
described by different views, such as consuming in relative to demographical characteristics [9-12],
emotional and psychological characteristics [13,14], realizing positive and negative aspects of virtual
transactions [15-18], shopping motivation [19,20] and orientation of purchasing [21]. Conscientious
people are characterized as habitually focused, vigilant and well organized. Nevertheless, a few of
the previous research has investigated the influence of conscientiousness on customers’ e-purchase
intention [22]. We believe the humanistic characteristics of a consciousness person are well matched
with computer logarithm physiognomies that lead to the acceptance of technology.

Consuming behavior is sustainably influenced by individual characteristics of users [23].
Most authors conduct their studies under separate models of the Big Five Personality Trait Model [24]
and Technology Acceptance Model [25] (Figure 1). Previous research has also studied purchase
Intention [26]. However, as far as we know, there is no study in the literature to separate personality
traits (PT) and then combine them with Technology Acceptance Model (TAM) to study the e-purchase
intention (INT) of the consumers. In this paper, we bridge the gap in the literature to explore the most
persuasive part of TAM and PT. We investigate e-purchase intention (INT) of the consumers; displayed
as a new model in Figure 2 (we call it Model A). This study, therefore, examines the influence of the
conscientiousness (CON) on e-purchase intention (INT) through perceived usefulness (PU), perceived
ease of use (PEOU) and openness to experience (OPE). This paper attempts to allocate exclusive
perceptions into the online shopping by discussing the determinative factors affecting buying intention
of participants.

This study takes partially from the Technology Acceptance Model and partially from the Big
Five Personality Trait Model. Conscientiousness is the propensity to show self-discipline and strive
for aptitude and attainment [27]. It is one of the most sustainable personality predictors of attitude.
Individuals perceive technology differently. Furthermore, the attributes of personality trait influence
the way consumers shop online. This study aims at discovering how consumer’s characteristics and
perceptions about virtual vendors can be adjusted by personalizing e-vendors’ environment. The aim
is to find ways which encourage consumers and makes it easier for them to buy products online [8].

Taking into consideration the above-mentioned facts, this study provides the key for online sellers
to comprehend e-purchase intention of customers. Previous research of individual’s characteristics and
perception of technology provides an essential ground tool for considering human behavior. As the
most common model of personality traits, the Big Five model evaluates the most noticeable sides of
personality [28]. Human'’s traits are basic constructing slabs of personality, which is more likely to
lead constant shapes of person’s thinking, feeling and manner [29]. In addition, the prototype of Big
Five can confirm impacts of time’s flow [30] as well as cultural exchanges [31]. The Big Five model
elements include extraversion, conscientiousness, agreeableness, neuroticism (emotional stability)
and openness to experience. In this paper, authors will limit the variables of personalities by using
only conscientiousness as exogenous variable and openness to experiences as one of the mediating
variables. Both variables, related to the area of personal behavior, interact and influence perception
and use of technology. In traditional studies of The Big Five and consumer behavior the interaction
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of the variables might be different. This study explores and hints to the fact that in the new age of
e-commerce and online shopping, unlike the traditional models, personality traits are NOT the sole
influential elements. Technological perceptions for different age groups play an important role in
consumer’s e-purchase intention.

In this paper, we initiate the new concept of personality traits in conjunction with technology
perceptions. We provide a better understanding of e-purchase intention behavior by looking at the
sustainability and consistency of the mediating variables. Conscientiousness describes the reliability,
responsibility, diligence and determination of an individual. The results also suggest that although
consciousness people are attracted to shopping online, with the mediation of other factors such as
openness to experience, perceived ease of use and perceived usefulness the influence of this personality
trait becomes insignificant. This study is not product or service specific. Further product detailed
analysis is necessary to make the practical implications of this study for specific products sold online.

The rest of this paper is structured as follows. Section 2 discusses the conceptual background of
our study and sets all hypotheses that will be tested in our paper. Section 3 discusses the methodology
being used in our study. Section 4 discusses our findings. Section 5 concludes the paper, discusses the
inferences drawn from our findings and make implications from the findings of our paper.

2. Conceptual Background and Hypotheses

This study combines attributes of Technology Acceptance Model (TAM) and Personality Traits
into a new model (Model A as shown in Figure 2). The aim is to have a better understanding of online
shoppers’ attitudes and e-purchase intention of consumers. The model proposed in this study (Model
A) contains several factors as discussed in the following.

2.1. Online Purchase Intention (INT)

Online purchase intention reflects the desire of clients to buy through the internet. It is believed
that a shopper is more likely to buy from virtual stores when e-commerce sites provide satisfactory tools
including: products/services catalogues, searching functions, trust in websites, pricing comparison
sheets, buying carts, online payment systems and outlining devices [32-35]. Thus, considering
the importance of each corresponding factor plays an important role for online vendors to draw
consumers and sustain sales. Purchase and repurchase intention refer to the outcome of consumers’
intention to decide a particular action [36,37] regarding the purchase of a product or service. Two main
determinants of behavioral intention toward the aspects of personality are: shoppers” attitude and the
subjective criteria [38]. Online shopping intention is the tendency of buyers to represent fixed behavior
(i.e., buying) in fixed context (i.e., virtual stores). Pagani, Goldsmith, and Hofacker [39] (p. 252) suggest
that combining internet users’ personality traits and their perception of technology toward online
shopping into one large category may lead to better understanding of human behavior. They suggest
that understanding the elements of online users’ interaction and intentions is necessary if “one wishes
to study web-based phenomena, including social commerce”.

2.2. Perceived Usefulness (PU)

The perceived benefits and sustainable advantages of shopping online are summarized as
perceived usefulness. Finding bargain price in addition to the low cost of searching online can
contribute to the notion of perceived usefulness. The advantages of purchasing from a virtual
store compared to purchasing from a traditional store can also contribute to perceived usefulness.
The effortlessness of comparing one virtual store to another virtual store is also another factor
supporting the perceived usefulness [8]. E-commerce websites supply application software and
helpful services that can facilitate shoppers’ decisions of buying a product/service. Some services,
however, may not be as convenient as in traditional market (e.g., immediate comparison among a
variety of products that require tasting, smelling or sensing). Online shopping perceived usefulness
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could change consumers’ attitudes toward purchasing [40]. Son et al. [41] assert that PU has a positive
effect on consumer intention to use an internet application.

2.3. Perceived Ease of Use (PEOU)

PEOU refers to the extent to which a user perceives a particular technology, accessing websites,
Internet functions and web-interface is easy to use [42]. It is about perceived necessary technological
elements [43]. More specifically, a technology is more favorable for using than another if it is most
likely to be approved by online shoppers. In other words, the more complicated a technological
application is perceived to be, the more likely the website will be used. PEOU and PU are attributes
of the acceptance of technology [41]. The PEOU construct has been used in various contexts such as
electronic mail [44], e-commerce [16], m-commerce [45] and intention to use internet applications [46].

2.4. Conscientiousness (CON)

a7 /77

CON is identified by words of “precise”, “efficient”, “orderly” and “persistent”. People with
highly conscientious characteristic are often concentrated, careful, trustworthy and well organized,
whereas unconscientious persons are most likely to express their distraction, disorganization and
having flexibility [47]. It is believed that conscientious persons normally concern about factor of
effectiveness. Conscientiousness describes the reliability, responsibility, diligence and determination
of an individual [48]. Therefore, we believe that although CON is the major contributing factor of
e-purchase intention; when mediated by PU, PEOU and OPE as indicated in Figure 2; the contribution
is insignificant.

2.5. Openness to Experience (OPE)

According to the study of Migliore [47], open-minded persons to experience something new
are individuals of intelligence, curiosity, free thought and flexible action. Researchers advocate that
consumers” “openness to experience” is more inclined (lead by their willingness and flexibility to
pursue multiple stimuli) towards Facebook, blog more and engage in various online activities [49-51].
Therefore, open-mindedness is a noteworthy forecaster of the overall virtual use. Also, open-minded
persons are more likely to use an online shopping via the internet [52]. The result means that
open-minded individuals are more likely to use e-purchase to confirm their inquisitiveness and

find out freshly adventured practices [53].

2.6. Development of Hypotheses

Devaraj, Easley, and Crant [54] have successfully observed the support of conscientiousness in
the relationship between perceived usefulness of technology and intentions to use the technology such
that the relationship is stronger for individuals with higher conscientiousness. Another study done
by Punnoose [55] also found that conscientiousness has a significant effect on PU. Based on previous
studies, we propose the Hypothesis 1 (H1) as follows:

Hypothesis 1. CON has a positive association with PU.

Closed people refer to those who have a simple, plain and straightforward mind. Using new
technology is not easy for closed people right from the start. With lacking interest in the variety of new
software a certain level of PEOU will not be enough to build up an intention to use the technology.
On the other hand, open people like to spend time reflecting on new technology and new products.
They enjoy unusual interaction and are willing to overcome any possible challenge when using new
technology. Svendsen et al. [56] suggest that there is a positive relationship between OPE and PEOU.
This idea is also supported by other researchers. For example, Shambare [57] finds a significant positive
effect of OPE on PEOU. Rosen and Kluemper [58] conclude that CON significantly influences PEOU
in acceptance of social networking websites technology. In previous studies the internal relationship
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between CON and OPE has been ignored. Thus, we set to test the following two hypotheses for
e-purchase intention:

Hypothesis 2. CON has positive association with PEOU.
Hypothesis 3. CON has positive association with OPE.

Research on the different variables of the TAM reveals significant relationships between PEOU,
PU and INT. Davis [42] argues that PEOU and PU jointly influence behavioral intentions. Kim and
Song [59] propose that perceived usefulness is related to purchase attitude among online shoppers.
If consumers find an e-commerce website useful for shopping, they will advantageously have a better
e-purchasing attitude. Other studies by Yoon and Steege [60], Punnoose [55], Aldas-Manzano et al. [61],
Ozbeka et al. [62] and Devaraj [54] also confirm the relationship between PU and INT. Several
researchers have found a positive relation between the PEOU and INT. Childers et al. [63] suggest that
clear and understandable online shopping sites, which require less mental efforts of their users to make
a purchase, are more attractive for potential customers than more complicated ones. Marjan et al. [64]
suggest that clients with “perceived ease of use” tend to have a higher intention of buying goods from
virtual stores. Thus, the ease of use relating to e-commerce website’s functions and interfaces is useful
in the forecasting of users’ intention towards e-purchase. Perceived ease of use is highly relevant to
clients’ manner in experience online shopping accordingly to applications of the internet, which is
strongly associated with intention to purchase. Thus, we propose the following hypothesis:

Hypothesis 4. PU has positive association with INT.
Hypothesis 5. PEOU has positive association with INT.

Thorbjernsen et al. [65] indicate that social identity expressiveness is positively related to intention
to use multimedia messaging. Based on Mowen’s hierarchical model of personality, Bosnjak et al. [66]
explain and predict people’s disposition to use e-purchases [67]. Almost all elements have positive
relationships, including the relationship between conscientiousness and openness to experiences.
This paper uses a hierarchy model with the following hierarchy: surface, situational, compound and
elemental. CON and OPE are among the basic hierarchical and elemental characteristics included in
the Big Five dimensions of characters [67]. Figure 1 shows the interrelations among the major three
factors. Based on this model and recent studies [68], we propose the following two hypotheses.

Hypothesis 6. OPE has positive association with INT.

Hypothesis 7. CON has positive association with INT.

Conscientiousness 5 Openness ’ Online Purchase
(CON) (OPE) Intention (INT)
A

Figure 1. The relationships among CON, OPE and INT [67].

Technology Acceptance Model posits that perceived PU and PEOU determine an individual’s
intention to use a system, with the intention to use serving as a mediator of actual system use [42].
Previous studies test the mediating effect of PEOU and PU of behavioral intention [69]. However, to the
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best of our knowledge, there is no empirical study that tests the mediating effect in the relationship
between personality traits and e-purchase intention. Thus, we set the following hypothesis:

Hypothesis 8. PU, PEOU and OPE mediate the relationship between CON and INT.

2.7. Theoretical Framework and Hypotheses

The theoretical framework paves the way for the study hypotheses that examine the interrelations
among the variables being studied. The framework hypothesizes that personality traits can affect
online purchase intention. The model (Model A), depicted in Figure 2, suggests that e-purchase
intention (INT) is the endogenous variable which is influenced by the CON as an exogenous variable.
Moreover, it is assumed that the effect of CON on INT is fully mediated by PU, PEOU and OPE:

Model A: 17 =£ (81, $2, €3, C4) @

where 7 is e-purchase intention (INT), ¢; be perceived usefulness (PU), ¢, be perceived ease of use
(PEOU), &3 be openness to experience (OPE) and &4 be conscientiousness (CON). PU, PEOU and OPE
are not only the endogenous variables but also the mediators for #. The equation can be exhibited in
Figure 2.

Perceived Usefulness (PU)

Percerved Ease of Use (PEOU)

Opennessto Experience (OPE)

Online Purchase

Intention (INT)

Conscientiousness (CON)

Figure 2. Model A.

3. Research Methodology

In the current study, we researched questionnaires from the previous literature review. Then,
we modified the questionnaires to fit into our study in Taiwan. The purpose of the questionnaire is to
evaluate the present situation about e-shopping purchase of Taiwanese. Survey instrument is then
used in order to study influential attributes of personality and technology on e-purchase intention.
In this section, we describe quantitative data analysis process. The results of statistical analysis will
help to make the conclusions to obtain a general overview of the entire research model.

3.1. Sample Selection

This project involves the collection of empirical data regarding e-purchase. The population of this
research is Taiwanese online shoppers. It is common for Taiwanese, under the age of 50 and above the
legal age to shop online and to use technological applications to purchase products or services on virtual
stores. Consumers who are more comfortable to access technological applications possess certain
characteristics. These characteristics will lead to online shopping decisions and creates a potential
e-commerce market [70]. We use truncated sampling technique to collect 380 data. The calculation
of sample size is based on confidence level of 95%, Taiwanese population (15-45) of 10,402,409 [71]
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and confidence internal (margin of error) of 5%. A total of 316 (out of 380) usable questionnaires
from Taiwanese consumers aged from 16 to 45-year-old is collected. We call this sampling technique
“truncated sampling” [72] because the data is truncated to observations from 16 to 45-year-old.

The survey questionnaires of this paper are built fundamentally by the features which are chosen
based on considerations for the research framework, definition of the variables and literature reviews.
Most of the items on the instrument are based on questions used in previous research. Some questions
are used in their original form while others are modified slightly to address the specific nature of
this study. In the design of a questionnaire for our survey, a complex construct is used so that it is
rich in both meaning and multi-dimensional. As shown in Table 1, multiple measures are employed
to evaluate the attributes suggested in the previous section, CON (three variables, CON1~CON3),
PU (three variables, PU1~PU3), PEOU (three variables, PEOU1~PEOU3), OPE (four variables,
OPE1~OPE4) and IN (two variables, IN1~IN2). Table 1 shows the brief descriptions of these variables
used in our questionnaire. Our questionnaire containing research questions related to those hypotheses
proposed in Section 2 were first circulated to consumers using simple random sampling technique [73].
Respondents were requested to access various attributes with respect to e-purchase and e-service. In
order to assess consumers e-purchases and use of e-services, the respondents were also asked to divulge
the extent to which they actually use Internet services within a particular period of time. Because
Internet users are likely to appreciate the idea of e-purchase and e-service, they should be able to give
reasonable expectations in response to our research questions. We “truncate” Taiwanese consumers
aged between 16 and 45 years old who possess experiences with e-purchases and e-services. We call
this sampling technique “truncated sampling” [72] because the data is truncated to observations from
16 to 45 year-olds who possess experiences with e-purchases. We use the Likert’s scale for all of the
research questions including five scores ranking from 1 to 5 in which scores 1 and 5 are corresponding
to “strongly disagree” and “strongly agree,” respectively. Using the truncated sampling technique,
we collect 380 data and eventually choose a total of 316 (out of 380) usable questionnaires.

Table 1. Summary of Reliability and Validity.

Factor Loadings

Variables Items * M SD Cronbach’s Alpha

Model CFA
CON1 3.728 0.778 0.695 0.694

CON CON2 3.661 0.741 0.786 0.788 0.781
CON3 3.655 0.819 0.731 0.734
PUI 3.769 0.936 0.772 0.773

PU PU2 3.687 0.902 0.732 0.740 0.823
PU3 3.873 0.875 0.84 0.831
PEOU1 3.718 0.866 0.898 0.899

PEOU PEOU2 3.750 0.849 0.917 0.915 0.906
PEOU3 3.766 0.794 0.809 0.811
OPE1 3392 0.879 0.787 0.787
OPE2 3.475 0.818 0.857 0.858

OPE OPE3 3415 0.833 0.940 0.939 0.885
OPE4 3.076 0.960 0.689 0.689
INT1 3.994 0.866 0.547 0.551

INT INT2 3915 0.924 0.853 0.856 0.640

KMO 0.79

Instrument Total 0.815

p-value 0.000

* Jtem details are as follows: CON: I see myself as someone who ... ; CON1: does a thorough job; CON2: can be
somewhat careless; CONB3: is a reliable worker. PU [42]: Online shopping ... ; PU1: helps me to make purchases
faster; PU2: helps me to make cheaper purchases; PU3: makes it easier for me to make purchases. PEOU [42]:
Online shopping ... ; PEOUL: instructions are easy to follow; PEOU?2: is easy to learn how to use; PEOU3: websites
are easy to operate. OPE [31]: I see myself as someone who ... ; OPEL: is original and comes up with new
ideas; OPE2: is curious about many different things; OPE3: is ingenious and a deep thinker; OPE4: has an active
imagination. INT [38]: Online shopping ... ; INT1: helps me to make purchases faster; INT2: helps me to make
cheaper purchases.
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3.2. Research Model

Equation (1) is the mathematical model. To estimate the parameter in Equation (1), we need to
obtain the data while # is a latent endogenous variable of the observable variable y and thus, there is
an error to measure the latent variable. In addition, all the exogenous variables ¢1, {2, 3 and ¢4 are
latent and thus, Equation (1) become

y=f(G1,82,83,8a) + =1+ )

where ( is an error term with X = Cov ({). Since all the exogenous variables ¢1, ¢», ¢3 and &4 are
hypothesized to lead to the latent # of endogenous variable y positively, we assume:

on/a¢;>0i=1,2,3,4. 0
We use the following linear structural econometric model to approximate Equation (2):

y=r¢+¢ ®)

where ¢ = [&1, &, &3, &4]' the endogenous variable, y, is observable but all the exogenous variables
¢1, &o, 3 and {4 are unobservable. As such, several said n;, of observed items of x;, (x,-]-, ji=1,...,m)
are used to measure ¢; for each i = 1, 2, 3 and 4. The measurement model for the exogenous latent
variables is:

x=/A,+0 4)

where, x = [x11, X12, -+, X101, X21, X220, - -+ , Xon2, X31, X32, - -+ , X33, X41, X42, - - - , Xana) and & = [&1, E2, 3, Cul'-

We estimate the model in (2), we employ the exploratory factor analysis to examine all the
items within the four exogenous variables and the endogenous variable to obtain the factor loadings.
The reliability analysis is then applied to examine the reliability of the items. Thereafter, the structural
equation model of the path analysis is used to perform confirmatory factor analysis (CFA) on the
hypothesized model in Figure 2.

3.3. Data Analysis Procedure

Descriptive statistics show the value of the personality measure for every personality dimensions.
To measure the factor loading, EFA (Explored Factor Analysis) and CFA (Confirmatory Factor Analysis)
are employed. Structural equation modeling (SEM) allows the concurrent estimation of multiple
multivariate equations. It consists of factor analysis, multiple regression analysis and path model
analysis [74]. Path analysis of the hypothesized structural model, EFA, CFA, mediation analysis,
validity and reliability estimates are performed by using SPSS 22 and AMOS 22.

4. Result and Findings

4.1. Demographic Characteristic

In this study, 316 usable survey questionnaires are gathered from Taiwanese consumers.
The demographic information of the respondents includes: gender (Female, 59.5%) and age (16-25,
54.1%; 26-45, 45.9%). Regarding the age of online shoppers, up to 94.9% are youngsters from 16 to 35.
With regard to the educational level, the study indicates that most of the respondents are educated
beyond high school (90.2%).

4.2. Test of Reliability and Validity

Reliability and Validity tests are used to test whether the data are reliable and valid. The tests are
the essential part of all research designs and although distinct, they are often discussed together [75].
The reliability coefficient of Cronbach’s alpha conducted is obtained to evaluate internal consistency
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among the survey instruments. If the value of coefficient alpha is between 0.6 and 0.8 and Factor
loadings should be 0.5 or higher, the instrument is considered reliable and an « value over 0.8 is
considered highly reliable [76]. The results of the reliability test indicate that all constructs and the
instrument are reliable or highly reliable (Table 1).

Validity test is completed by exploratory factor analysis which is known as an important tool for
researchers since it can be useful for refining measures, evaluating constructing validity and in some
cases testing hypotheses [77]. In so doing, this study uses KMO and Bartlett’s Test of Sphericity to test
the validity of the instrument.

As a result, and shown in Table 1, all factor loadings are higher than 0.5. For the KMO measure
of sampling adequacy, in this analysis the KMO is 0.84 which is higher than 0.6. The chi-square
x?= 3133.25, significant with p < 001. All factor loadings are above 0.5. In conclusion, the constructs
used in this study are valid and the results from factor analysis can be used for further analysis.

4.3. Confirmatory Factor Analysis (CFA)

In this process, all variables are included as exogenous variables in the proposed model using AMOS
22. In EFA, we explore factor structure while in CFA, we confirm the factor structure we extracted from
EFA to improve the overall model fit of the model. The CFA results indicate that Chi-square/Degrees of
freedom (x2/df) = 1.54. The GFI (goodness of fit index) = 0.95. The results meet the criteria of a good
model fitting suggested by Bentler and Bonnet [78] and others. It is commonly agreed [79] that the
comparative fit index (CFI) should be greater than 0.90 to indicate well fit. In this study, the CFI = 0.98,
implying our model fits the data very well. The Tucker-Lewis coefficient (TLI) = 0.98. TLI value is close
to 1, indicating a very good fit [78]. In addition, MacCallum, Browne, and Sugawara [80] suggest that it
is an adequate fit if the root mean square error of approximation (RMSEA) is less than 0.08. In this paper,
the RMSEA = 0.04. Thus, all the model fit indices of this study indicate a good fit for the structural model.

4.4. Composite Reliability, Convergent and Discriminant Validity

Convergent Validity is the extent to which indicators of a specific variable ‘converge’ or share a
high proportion of variance in common. Convergent Validity consists of two items: composite reliability
(CR) and average variance extracted (AVE). CR is a measure of reliability and internal consistency based
on the square of the total of factor loadings for a construct [81]. On the other hand, AVE is a summary
measure of convergence among a set of items representing a variable [82]. It is the average percent
of variation explained among the items [74,81]. As suggested by Anderson and Gerbing [81], the CR
should be greater than 0.7 while Fornell and Larcker [82] suggest AVE to be at least 0.5.

Besides CR and AVE as discussed before, there are a few measures that are useful for establishing
validity and reliability: maximum shared variance (MSV), maximum reliability (Max R) and maximum
inter-construct correlation (Max r). As indicated in Table 2 for all variables: CR > 0.7, AVE > 0.5,
MSV < AVE and /AVE > Max correlation [74,82]. The results of Table 2 indicate the validity and
reliability of the instrument and the CFA. Fornell and Larcker [82] suggest comparing the square
root of AVE with the maximum correlation coefficients of latent variables. The result indicates that
v/AVE > Max r (Table 2). The findings of all indicators provide the evidence supporting the reliability
and validity of the indicators of the proposed model.

Table 2. Test of Composite Reliability, Convergent Validity, and Discriminant Validity.

CR AVE MSV  MaxR Maxr PEOU CON OPE PU INT

PEOU 0.908 0.768 0.444 0.919 0.666 0.876

CON 0.783 0.547 0.099 0.938 0.315 0.315 0.740

OPE 0.893 0.678 0.068 0.965 0.260 0.070 0.260 0.823

PU 0.825 0.612 0.088 0.970 0.296 0.251 0.280 0.164 0.782

INT 0.701 0.518 0.444 0.973 0.666 0.666 0.211 0.038 0.296 0.720

CR > 0.7; AVE > 0.5; MSV < AVE; \/AVE > Max r; y/AVE is bold face diagonal.
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4.5. Test of Hypotheses

We employ Structural Equation Modeling (SEM) technique to analyze the measurement model,
estimate the structural model and test the proposed research hypotheses. The fitted structural model
indicates the following values: CMIN/DF = 1.54, which complies with the suggested criteria of <3,
Goodness of Fit Index (GFI) = 0.95, Comparative Fit Index (CFI) = 0.98 and Root Mean Square Error
of Approximation (RMSEA) = 0.04. The results shown in the structural model meet the minimum
requirement of acceptable values, indicating a good fit of the conceptual model on the empirical data
in this study.

Table 3 presents the result of the proposed hypotheses for the proposed research model. From the
table, we find that H1, H2, H3, H4, and H5 are supported but H6 and H7 are rejected in the research
model. The H1 is supported because CON shows positive (§ = 0.41) and significant (p < 0.001) effect
on PU. From this result, we can conclude that CON has a significantly positive effect on PU. Similarly,
CON also shows significantly positive effects on both PEOU (B = 0.39) and OPE (8 = 0.32) with
significance level p < 0.001, implying both H2 and H3 are supported. Both PU and PEOU indicate
significant impacts on INT with § =0.17 (p < 0.05) and 0.79 (p < 0.001), respectively. OPE, however, does
not influence INT significantly, resulting in the rejection of H6. The indirect influence of CON on INT
(H7) with the presence of the mediating variables (PU, PEOU, OPE) is rejected with g = 0.01 (p > 0.05).
The influence of CON on INT is supported without the presence of the mediators is significant (8 = 0.28,
p < 0.01) (Figure 3). This suggests the existence of significant mediating effects as stated in the HS.

Table 3. Results of the hypotheses.

Hypothesis Description Estimate Results
H1 CON—PU 0.41 *** Supported
H2 CON—PEOU 0.39 *** Supported
H3 CON—OPE 0.32 *** Supported
H4 PU—INT 0.17* Supported
H5 PEOU—INT 0.79 *** Supported
Hé OPE—INT —0.03 Rejected
H7 CON—INT (with mediation of PU, PEOU, INT) 0.01 Rejected

*p <0.05, ** p <0.001.

The mediating test of the PU, PEOU and OPE indicates significant full mediation with the presence
of the three mediating variables. Therefore, HS is supported as shown in Table 4. This result prompts us
to look at each mediator separately to have a better understanding of all the mediation effects. The post
hoc analysis of the mediation indicates that both PU and PEOU act as significant mediators between
CON and INT. However, OPE is not a significant mediator. Figure 3 provides a visual representation
of the proposed eight hypotheses of the study.

Table 4. Results of the mediation hypotheses.

Indirect (ab) Direct (c/) Total (c) Mediation
H8 CON—(PU, PEOU, OPE)—INT 0.31 *** 0.01 (NS) 0.32 *** Supported
H8a CON—PU—INT 0.09 ** 0.2 (NS) 0.29 ** Supported
H8b CON—PEOU—INT 0.30 *** 0.01 (NS) 0.31* Supported
H8c¢ CON—OPE—INT 0.01 (NS) 0.27 ** 0.28 ** Rejected

*p <0.05,* p < 0.01, *** p < 0.001.
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Perceived

Usefulness (PU)

Online Purchase

Conscientiousness Perceived Ease of

Intention (INT)

(CON) Use (PEOU)

0.32%#*

—-0.03

Openness to

Experience (OPE)

0.01 with mediation (total effect c)

0.28 ** w/o mediation (direct effect ¢’)

Figure 3. Result of Hypothesis Test. * p < 0.05, ** p < 0.01, *** p < 0.001.

5. Discussion, Conclusions and Managerial Implications

5.1. Discussion and Conclusions

There are some papers that study about personality traits and technology perception as they
relate to online purchase intention. However, most of those studies ignore the mediating effects of
some factors such as perceived usefulness, perceived ease of use and openness to experience related to
personality traits. For these reasons, this study extends previous works by first combining personality
traits and technology perception to offers a total of eight hypotheses. These hypotheses are created
and tested by using the multiple regression analysis. The purpose of this research is to test the direct
relationship between the exogenous variables (CON, PU, PEOU and OPE) and endogenous variable
(INT). Furthermore, we investigate the indirect relationship between CON and INT through the
mediation roles of PU, PEOU and OPE. The final results indicate that all hypotheses are supported
except the mediating role of OPE. We will discuss every single hypothesis as follows.

H1 CON has a significant influence on PU. This finding is consistent with previous works like
Devaraj et al. [54], Punnoose [55] and others that support the significant connection between CON and
PU. Intentions to experience the technology is stronger for individuals with higher conscientiousness.
This study extends the previous findings to show the influence of CON on INT through PU. Costa and
McCrae [31] characterize CON personality trait as being about people who are naturally motived and
those who strive to aim at achievements at a high level and perform positive actions. The signs of CON
person are self-control reflected in a need for performance, order and persistence. Therefore, in the
proposed model of this study, CON represents an intrinsically driving force for toward the e-purchase.
Conscientious people are cautious when reviewing whether technological applications will allow them
to be more effective. On the other hand, if a conscientiousness person concludes that a technology is
not beneficial, then he or she will not use it [54].

H2 CON has a significant impact on PEOU. CON is the characteristic of people who think
everything inside out with persistence and caution. Is the characteristic of a person expecting that
actions will end with the highest possible results? Person of CON is often efficient and ordered as
opposed to free and easy. It means that this person who is generally organized and dependable will
perform actions based on a clear and particular schedule instead of immediately thought. PEOU refers



Sustainability 2018, 10, 234 12 of 17

to technologies and interfaces on e-commerce websites which is more favorable to access than another is
more likely to be accepted by the participants. Since they are very precise, perfectionistic and effective,
they prefer something that is very efficient to use. When they look for a website, they will eagerly
compare some features that make the website easier to understand and thus, more efficient to use.
They are very aware of the usefulness of the feature of the website. For these reasons, online shopping
websites have to create improvement on the usefulness to attract conscientiousness online shoppers by
performing time and money saving, quick service, low risks, etc.

H3 states that CON significantly influences OPE. Conscientious personalities usually are very
concerned about effectiveness, while OPE is implied as being intellectually curious, open to new ideas,
involves imaginative and creative cognition styles [47]. Thus, CON personalities have to be more
open to new ideas which make their life become more efficient when they use the approach of online
purchasing. This study extends the previous research to show the internal relationship of personality
characters toward e-purchase intention.

H4 shows that PU has a significant impact on INT. Previous studies indicate that shoppers” PU
of an online store positively influences their buying intention and repurchase intention in the future.
Online purchase intention is determined by perceived usefulness of technological innovation [43,83].
The results of this study imply that Taiwanese customers who perceive technology as a useful tool for
shopping online tend to use more online for their purchase. The result is consistent with studies of
Aldéas-Manzano et al. [61] and Yoon and Steege [60]. They find that online shoppers in different
countries have the same expectation of looking for advantages of purchase via the internet by
themselves. As a result, PU is one of the major key drivers of usage behavior and intention to purchase.

H5 states that PEOU has a significant influence on INT. Therefore, technologies which are
perceived as easy to use will stimulate customers to purchase online. In addition, Childers et al. [63]
argue that clear and understandable online shopping sites, which require less mental efforts to make a
purchase, are more attractive for potential customers than more complicated ones [63]. This finding is
very important since online shoppers reveal that the conveniences of websites, which are free from
effort in order to make an order, are part of the main factors to make virtual store to be successful.

H6 states that OPE is a sustainably determining factor related to INT. People with high OPE are
more likely to explore something new and thus, like to participate in e-activities. As proposed by Tuten
and Bosnjak [53], it is reasonable to meet the need of this type of people and find out new adventurous
way for them. OPE is one of the important forecasting elements influencing the growth of internet’s
applications [52]. It means that people who exhibit this type of personality trait (openness) would
prefer to purchase online than go to the traditional stores. The results are in accordance with Arnold
and Reynolds [84] who argue that a person with higher level of OPE is more likely to buy goods and
get services in virtual stores.

H7 formulates that CON has a significant impact on INT. The awareness of high conscientious
people is very high. They prefer to make themselves to do something that is more efficient and well
organized. They like to do something orderly but not something spontaneously. There is a possibility
that conscientious people prefer online shopping to traditional practices since online shopping is a
method that is more organized, more efficient and more specific. Moreover, going to the traditional
stores that requires staying in traffic, wandering around and could end up wasting time with the
possibility of buying nothing is not attractive to conscientious people. While online store provides
more detailed information about prices, products and how to buy something without going to the
shops but delivering to the destination place. Thus, it helps online buyers to compare the prices and
products from one website to another and help them to consume products or get services that match
with their need. Hence, it will be more comfortable and more effective for those who seek for efficiency
and precisely.

HB8 states that PU, PEOU and OPE mediate the relationship between CON and INT. As a result,
both PU and PEOU play an important role of full mediators in the relationship between CON and INT
while OPE does not. As discussed in the theoretical section, PU, perceived usefulness of purchasing
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from an online store, is known as the perceived benefits and the overall perceived advantages of online
shopping sites. PEOU, perceived ease of use, is about perceived necessary technological elements
approved by online shoppers. Obviously, the influence of conscientiousness on online purchase
intention is strongly meditated by the benefits and technological elements that an online store provides
to customers. Therefore, online shopping service providers should highly focus on the improvement
of the latest and advanced technology that enables online shoppers to purchase goods or get services
easily. Furthermore, in order to increase the benefits perceived from buyers, online shopping service
providers need to provide easy ordering, convenient delivery, customer training, customer consulting,
maintenance and repair, returns, etc. The findings also indicate existence of a non-mediating effect of
OPE. In other words, openness to experience, in the presence of PU and PEOU, is not a good mediator
in the relationship between CON and INT as found out in the proposed model of this study. Thus, it is
important for virtual stores to put more emphasis on PU and PEOU when they observe the influences
of conscientious factor on online purchase intention.

In conclusion, our study successfully explores the direct and indirect influence of both CON on INT
under the sample of Taiwanese online shoppers. Our findings provide many significant applications
that advice online shopping service providers need to study clearly about conscientiousness personality
of online shoppers to draw purchase intention from them. In doing so, online shopping sites
should focus on utility-motivated factors like technology throughout the process of online shopping.
Since consumers that have conscientiousness personality often use their knowledge to carefully access
if products or services bring them the desired values.

5.2. Managerial Applications

This research shows evidence that personal traits are important determinants affecting e-shoppers’
buying intention. As a result, it is a noteworthy background toward studying the field of online
consuming behavior. Actually, online vendors can use the result as fundamental reference material
to plan an effective consumer-oriented strategy and attract more consumers to buy goods and get
services online. The results also suggest that although consciousness people are attracted to shopping
online, with the mediation of other factors such as openness to experience, perceived ease of use and
perceived usefulness, the influence of this personality trait becomes insignificant. Online shoppers’
intention to purchase online will increase through perceived usefulness, perceived ease of use and
their openness to experience of new technology. Therefore, online store owners and web designers
can attract consciousness people by increasing easy and useful functions during the process of
purchasing such as ease of order, ease of payment, time and money savings, while considering
the other personality trait like openness to experience. Therefore, this research is a good reference
for web designers, online shopping vendors and technological applications and software providers.
Specifically, the web-designers need to create eye-catching sales interface of websites. Additionally,
website owners have to come up with smart tools and functionalities of the technological applications
to help users go online shopping easily even unprecedented access to technology previously. Duties of
online providers is to find ways to encourage customers’ interest in the products and services in their
virtual stores by providing online shoppers easy and useful purchasing service with obvious and
detailed information including products, prices, promotions, delivery, installation, warranty, guarantee,
etc. It is the aim of this study to aid online vendors in using the findings in our study effectively to
draw online purchase intention from conscientiousness consumers.

Last, we note that is worthwhile investigating whether the findings in our paper are consistent in
some sub-samples, like dividing the sample into two subsamples and analyzing different groups based
on gender, age group and income, to name a few. In addition, it is common that after one interesting
case study paper published, there are many papers extend the work to use different samples to show
that the results are not, by chance, confirming the theory. Hence, extensions may include comparison
with any other samples. Readers may refer to Wong et al. [85] and the references therein for more
information on the discussion.
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