Annex no. 2: Other factors leading to online purchasing channel

This appendix contains other factors identified by content analysis.
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	Factor
	Variables forming the factor
	Percent
	Overall ranking

	Quiet alternative
	Peace of mind to compare goods, choosing peace of mind at home, better when looking for a specific item, calmer shopping than in classic store, not pressured by sellers, a more thoughtful choice.
	2.8
	9.

	Simplicity
	Simple order, easy complaints, the possibility of returning products simply, ordering system, the possibility of a return to the order, the possibility of products complaints at the place of the physical location of online store.
	2.6
	10.

	Own shopping space
	Purchasing without other people in the store, purchase without standing in line among people, no crowds, nobody forces me to buy products, no contact with people, no crowds at the cash register, no waiting for service, not forcing goods by the seller, no panic.
	2.2
	11.

	Security and credibility
	E-shop credibility, security when shopping, the trustworthiness of e-shop, proven e-shop, reliability in verified e-shops, e-shop solidity, well-known brands, previous experience with e-shop, online customer service
	2.0
	12.

	Quality products
	Quality of goods and services, quality, prefer online services.
	1.5
	13.

	Website design
	Design of e-shop, appearance and clarity of web pages, simple using of e-shop.
	1.0
	14.

	Greater product awareness
	Better opportunity to get acquainted with the parameters of the product.
	0.9
	15.

	Saving physical effort
	No need to pull heavy bags and things, the possibility to buy more things at once, bringing service to the apartment.
	0.8
	16.

	Marketing communication
	Respond to advertising and loyalty programs.
	0.3
	17.

	Ecology
	Smaller ecological footprint, ecological purchasing.
	0.1
	18.

	Payment options
	Possibility to pay via account, cash on delivery, card, online payment.
	0.1
	18.



