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Abstract 

Internet shopping has greatly evolved; therefore it is relevant to investigate if online 

shoppers' behaviour has also changed. This dissertation focuses on experienced users, 

those who spend many hours online and are skilful with the new media. 

First, this dissertation investigates what are the motives that lead these consumers to 

adopt the online channel to purchase products or services. Then, the study explores if 

earlier perceived risks to adopt the Internet for shopping still exist among the online 

consumers. Finally, it examines what makes them trust when shopping online. 

An empirical study was conducted among users of several nationalities working for a 

multinational company located in Dublin, Ireland, and the us. Data was collected 

through a web-based survey completed by 125 respondents. 

The results show that convenience is the main motive as to why experienced Internet 

users buy online. In addition, the findings indicate that online users are more goal

oriented shoppers than experiential shoppers. A moderate risk is perceived by 

experienced online users, however they generally trust e-tailers. It seems the more 

experience a buyer has of online shopping the less risk they perceive. The results also 

reveal that online shoppers mainly trust websites that they have bought from on 

previous occasions and belong to well-known retailers. 

It is relevant to acknowledge the limitations of this study. Firstly, due to its cross

sectional nature, results could widely vary if similar research is undertaken in the 

future. Secondly, a larger scaled study would be required to be able to represent the 

online population as a whole. 

In short, this dissertation intends to contribute to the online consumer behaviour 

research, and to the overall body of marketing . 
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1. Introduction 

Online shopping has finally taken off in developed countries. The increasing use of 

the Internet and advances in technology are leading to a proliferation of online 

business. Consumers and users in the USA and Western Europe have broader access 

and are becoming familiar with the medium. As more companies are exploiting the 

new channel to transact their business in the virtual market (George, 2002), it is 

expected that the Internet will become a universal vehicle to buy and sell products or 

services. 

The new medium has dissolved geographical boundaries and has put consumers and 

businesses together in a low-friction environment (Bames et aI., 2007). The Internet 

allows companies to market products globally even with limited resources (Kuhlmeier 

and Knight, 2005). Consumers can currently buy from retailers located anywhere in 

the world disposing of vast amount of alternatives (Mukherjee and Nath, 2007). This 

extreme competitive marketplace poses unique challenges for retailers who should 

review their marketing strategies to secure more targeted customers (Kim and Kim, 

2004) . 

Several authors have pointed out that the web should be an integral part of the multi

channel strategy for most retailers. For example, Laroche et ai. (2005) recommend 

companies treat the Internet as an additional channel of distribution and as an 

extension to existing traditional marketing activities. Perea y Mosuwe et ai. (2007) 

state that consumers are converting into multi-channel shoppers switching between 

traditional stores and online vendors. Among the advantages of buying online cited in 

the literature, researchers emphasise that the Internet: (1) helps customers to reach a 

wider variety of items; (2) offers convenience for those with scarcity of time; and (3) 

provides rapid access to millions of information sources, product reviews, and 

comparison sites used to facilitate the consumer decision making process (Seock and 

Norton, 2007). For business corporations, the Internet has transformed in a valuable 

marketing tool, a low-cost medium for advertising and promotion, and a channel to 

generate additional sales (Heung, 2003) . 

9 



• 

• 

• 

• 

Although the number of online shoppers and the amount spent have increased during 

last few years, industry reports conversely show that the number of online shoppers 

has grown at a slower rate than Internet users. In the early days of e-commerce, 

several reasons were cited for this slower-than-expected adoption: The lack of trust 

from potential customers (Constantinides, 2002), the physical separation between 

buyers-sellers (Y oon, 2002), and the overall environment of perceived insecurity on 

the Internet were constantly mentioned in the studies (Casal6 et aI., 2007). These 

barriers provided several challenges to online retailers who had to find ways in which 

to initiate and develop e-business relationships. 

Today, a large proportion of consumers have tried online shopping. The Nielsen 

Company conducted its Global Online Survey in October and November 2007. The 

results indicated that more than 85% of the world's Internet users had purchased 

something online and than half of Internet users had made at least one purchase online 

within the past month (The Nielsen Company, 2008). Perceived risks and lack of 

trust could no longer be a deterrent to buy over the Internet, or at least, exert less 

influence. A proof of that may be the annually increase in the volume of on-line 

business-to-consumer (B2C) transactions. Therefore, it is possible that concerns about 

privacy and security may be overshadowed by other issues. Some studies suggest that 

Internet exposure and experience lead to greater trust of online security and thus more 

willingness to make online payments (George, 2002). However, being extremely 

experienced on the Internet usage does not necessarily imply that consumers will 

purchase products or services online (Smith and Rupp, 2003). 

George (2004) stresses that research on online consumer behaviour should be 

conducted regularly in order to track the changes in consumer perceptions about the 

Internet and online purchasing. Now that the medium has evolved and more people 

are exposed to the cyber-world, this study intends to analyse the concerns of 

experienced online users and examine if they still perceive risks and lack of trust 

towards online shopping. Likewise, the motives to shop online are also explored. As 

Wolfinbarger and Gilly (2001) observe, an analysis of what motivates consumers to 

shop online can help marketers to create effective strategies and thus adopt right 

marketing decisions. 

10 
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This dissertation aims to answer the following research question: 

What are the main motives, perceived risks, and trust attributes considered by 

experienced Internet users-shoppers to buy online? 

In order to answer the research question, empirical research has been carried out. A 

web-based survey was completed by experienced Internet users and shoppers in 

March 2009. For convenience reasons, the selected population is comprised of 

employees working for a multinational company dedicated to online advertising, 

located in Dublin, Ireland, and the United States of America. 

In general, this study will contribute to recent studies about online consumers. 

Because of the relative newness of the internet phenomenon, a lot of research is still 

needed to better understand consumer behaviour in web-based purchasing 

environment. 

This paper is organised as follows. The following section reviews the salient literature. 

A brief introduction about the e-commerce concept is included. Then, the theories and 

constructs applied to the online consumer behaviour are developed. The last four 

subsections in the literature review focus on the dimensions of this study: motives, 

risk, trust, and Internet experience. 

Thereafter, the research methodology adopted is explained. In accordance with many 

online consumer behaviour studies, a positivist philosophy was selected by the 

researcher. After considering the research question and objectives, limitations are also 

exposed. Later, the data collection process and the analysis the data were subjected to 

are examined. Finally, the dissertation rounds off with the conclusions and highlights 

some recommendations for both academics and practitioners . 
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2. Literature review 

2.0. Introduction 

A number of studies have focused on identifying the factors that affect traditional 

consumer behaviour and which may also influence consumer decision making in the 

context of web-shopping. Vijayaraman and Bhatia (2002) defined e-commerce as the 

process of buying and selling goods electronically through a computerised business 

transaction. In this dissertation, the "online shopping" definition will be restricted and 

simply related to all ordering process which occurs via an Internet web site. The 

concepts of online shoppers and online buyers will be used indistinctively. According 

to eMarketer (March, 2006), Internet users are defined as those who are online at least 

once in a 30-day period. The online shopper concept includes those who; browse, 

research or compare products online but do not necessarily purchase online. Finally, 

online buyers, refers to those who have made at least one purchase online within the 

past year. 

Now that the definitions have been established, an academic review will be developed. 

Several references from early studies on Internet consumers have been included. This 

section has been divided into several sub sections to cover all the constructs discussed 

in the empirical research. 

2.1. Online consumer studies 

Behaviour researchers have adopted different perspectives to understand why 

consumers decide to shop online, in many cases, applying the traditional consumer 

behaviour theories and models (Cunningham et aI., 2005). 

Chang et ai. (2005) provided a comprehensive review of 45 empirical studies of 

online shopping intention and use. The authors identified three antecedent dimensions 

of online shopping: consumer perceptions, web site and product characteristics, and 

consumer characteristics. The reviewed papers were categorised within each of these 

dimensions, and the authors identified as elements of consumer perceptions the 

13 
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following: experience, perceived risk, trust, relative advantage, and service quality. 

This study will focus on the first three mentioned. 

Before explaining the different theories and models applied, it is important to discuss 

some of the limitations found in the online consumer studies. 

Firstly, a large number amount of the research has been done using a population 

sample based on the United States, where the Internet usage at the beginning was 

more spread, and few of the research included cross-cultural data. As Brown et al. 

(2003) stated, generalisations about the total population of Internet users could be 

inappropriate, if only users from the USA are recruited for testing. In a study among 

Singapore Internet shoppers, Phau and Po on (2000) also critiqued that most of the 

studies have used Western samples, and suggested that shoppers from different 

cultural and national backgrounds may have different Internet purchase intention. 

Barnes et al. (2007) explained that cross-cultural studies have helped make 

comparisons of behaviour between cultures and subcultures, and there are still 

different behaviours in aspects such as brand loyalty, decision-making, and perceived 

risk. Therefore, online customers should not receive a worldwide, standardised 

treatment. Since consumer behaviour can be culture-specific, So et al. (2005) 

recommend marketers to create tailor-made strategies to fit the specific markets. The 

authors also question whether the reported findings in the West are directly applicable 

in a cross-cultural context and stress the importance of conducting similar research on 

different nationalities. 

A second limitation found in the literature is the fact that population chosen was often 

young students. In a study between Koreans and Americans with respect to the effects 

of risk perception on the adoption of e-commerce, Choi and Lee (2003) considered 

that the use of one cohort may limit generalisation of the findings and show different 

results when comparing other age cohorts. Although authors do not generally criticise 

the use of students in experiments in general, they recommend using subjects that 

reflect the population that frequently use the Internet as a commercial channel. 

To overcome these two shortcomings, Lim and Dubinsky (2004) propose the use of a 

random sampling of general consumers nationwide. In the same way, Sexton et al. 

14 
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(2002) considered research of this type should attempt to obtain current or potential 

Internet users from the general population, both inside and outside the USA. 

Once the limitations have been addressed, it is time to explain the main theories 

applied to the study of online consumers. Two different perspectives have been 

employed to understand the adoption on the new channel. Some authors have focused 

on analysing attitudes to the Internet applying the theory of planned behaviour (Ajzen, 

1985, 1991), while others have put the emphasis on how consumers are likely to react 

to innovation and how to predict the outcome of the customer vendor interaction 

(Davis et aI., 1989). The two perspectives are included in the following sub sections. 

2.1.1. Attitudes to online shopping 

Attitude is one of the most popular constructs in consumer research and commands an 

immense number of published theoretical and empirical studies offline and online. 

George (2004) explains that theory of reasoned action (TRA) and theory of planned 

behaviour (TPB) have been the basis for several studies of Internet purchasing 

behaviour. 

Studies on attitudes rely on the ideas advanced by Ajzen and Fishbein (1980) in their 

theory of reasoned action, which proposes that attitude, is an immediate determinant 

of intention to perform behaviour. This theory was reviewed afterwards by Ajzen 

(1985, 1991) including more variables to complete the model. The result was the 

theory of planned behaviour which proposed that the attitude toward a behaviour, 

subjective norm, and perceived behavioural control are the antecedents of intention to 

perform behaviour. Attitudes describe a person's relatively consistent evaluations, 

feelings and tendencies toward an object or idea. Subjective norm accounts for social 

influences to engage in the behaviour. And the perceived behavioural control is 

related to an individual's non-volitional aspects: the perception of ease or difficulty by 

evaluating whether and individual possesses opportunities and resources necessary to 

perform behaviour. 

Several researchers have found a positive relationship between consumers' attitudes 

towards online shopping and their purchasing through the Internet. For example, 

Limayem et al. (2000) found that attitude towards web-shopping had the strongest 
15 
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effect on the intentions to shop online. George (2004) used the theory of planned 

behaviour to investigate the relationships among beliefs about Internet privacy and 

trustworthiness. His study also focused on the beliefs about perceived behavioural 

control and the expectations of important others, and online purchasing behaviour. 

O'Cass and Fenech (2002) concluded that attitude towards the web for retailing can 

influence action behaviour of using the web for retail purchases. While Shim et al. 

(2001) showed that attitude towards web-shopping would positively predict intention 

to use the web for product information search which would affect web-shopping 

intentions. In a study about shopping channel extension for offline stores, Kim and 

Park (2005) conclude that consumer's attitude towards the traditional retailer 

positively predicted attitude toward the online version of the retailer. 

Using the Fishbein model, Wu (2003) examined Internet user concerns and 

perceptions of online shopping and measure the attitude of Internet users toward 

online shopping. The author states that the Fishbein model can effectively measure 

consumer attitudes and characteristics that influence online shopping attitude and 

shopping decisions. 

2.1.2. Innovativeness and technology acceptance 

The adoption of the Internet for shopping has been explained from two different 

angles. Some authors have viewed this adoption in terms of individual innovativeness, 

while others have focused on the acceptance of the new technologies, applying Davis' 

model (Davis, 1989). 

2.1.2.1.lnnovativeness 

The concept of innovativeness refers to a personality trait that is possessed by all 

individuals, who try to adopt some objects or ideas that are new in the context of their 

individual experience (Park et aI, 2007). Consumer researchers have defined it as the 

extent of consumer's receptiveness to new products, services, or practices. This 

concept has been considered crucial among marketers, because innovation ultimately 

explains the success of a new product or service. 
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Citrin et aI. (2000) states there are two main types of innovativeness that can be used 

to define or measure consumer innovativeness: (1.) Open-processing or general 

innovativeness refers to a cognitive style that is open to new experiences; (2.) 

Domain-specific innovativeness reflects the tendency to learn about and adopt 

innovations within a specific domain or area of interest. In an empirical study, the 

authors found that domain-specific innovativeness has a stronger effect than open

processing innovativeness on consumer adoption of the Internet for shopping . 

Blake et aI. (2003) explored the role of an individual's degree of innovativeness as a 

possible determinant of initial or early online shopping. They consider that general 

individual innovativeness may be relatively short lived in the online environment. 

After using the Internet a few times without incident, the adoption becomes routine. 

Using a sample among Korean respondents, Park (2000) sought the correlation 

between novelty seeking and fashion innovative behaviour. He concluded that a 

general tendency to try something new is not enough to account for an actual 

behaviour of adoption. In contrast with this conclusion, researchers Goldsmith and 

Goldsmith (2001) found that Internet innovativeness has a strong influence on 

consumer adoption of the Internet for shopping. 

A recent study by Park et al. (2007) suggests that there is not necessarily a positive 

relationship between Internet innovativeness and Internet shopping behaviour. They 

identified three personality traits among Korean online apparel shoppers: fashion 

innovativeness, materialism, and Internet innovativeness. ,The findings suggest that 

Internet innovativeness is only a moderator factor. Thus, individuals who have high 

fashion innovativeness or materialism and low Internet innovativeness are more likely 

to show positive attitudes toward purchasing fashion goods online. Therefore, a lack 

of Internet innovativeness seems not to be a hurdle for those consumers that are 

highly motivated by fashion innovativeness or materialism. 

2.1.2.2. Technology acceptance model 

Online consumer researchers have also adopted the Technology Acceptance Model 

(TAM) by Davis (1989) to explain the adoption of e-commerce (Chen et aI., 2002; 

Moon and Kim, 2001). This model was specifically created to understand the 
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adoption of computer-based technologies on the job or in the workplace, but it has 

been applied with success as a framework in consumer research. However, Chen et al. 

(2002) pointed out some limitations to the model because it does not explain the 

social influences on technology acceptance. 

In the original version, the Technology Acceptance Model proposes that the intention 

to use a technology is predicted by beliefs regarding two variables: the perceived ease 

of use and the perceived usefulness of the technology. A third factor was included in 

later studies: enjoyment of technology (Venkatesh and Davis, 2000). 

Perceived usefulness is defined as "the degree to which a person believes that using a 

particular system would enhance his job performance" (Davis, 1989; p. 985), while 

ease of use is "the degree to which a person believes that using a particular system 

would be free of effort" (Davis, 1989; p. 985). 

A study by Teo et al. (1999) has shown that an individual's perceived usefulness of 

online shopping does influence adoption of that shopping environment. Therefore, it 

is anticipated that if Internet users have a higher perceived usefulness and positive 

attitude toward Web shopping, they are also expected to have a greater likelihood of 

being adopters of this retailing environment. 

Salisbury et al. (2001) adopted the TAM in a web shopping research. The authors 

considered the perceived ease of use and the perceived usefulness as: perceived ease 

of navigation, or the degree to which surfing the Internet is perceived to be free of 

effort, and perceived usefulness or the extent to which using the Web would enhance 

one's shopping for products. The findings indicate that usefulness, ease of navigation, 

and security are salient beliefs about Web-based shopping. Koufaris and Hampton

Sosa (2004) stated that useful and easily understood information on web sites reduces 

asymmetric information, processes information behaviour, lifts the degree of online 

trust, and positively influences purchase intention 

In a literature review paper, Perea y Monsuwe et al. (2004) developed a framework 

adapted from the Technology Acceptance Model (TAM). The authors state that 

"usefulness is how effective shopping on the Internet is in helping consumers to 

accomplish their task, and ease of use is how easy the Internet as a shopping medium 

is to use" (pp. 108). They observe that the TAM is appropriate to investigate online 
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shopping adoption, because it includes both utilitarian and hedonic aspects, with the 

latest addition of "enjoyment" construct. However, the three factors are not enough to 

explain consumer online shopping, so they extended the model by incorporating 

additional exogenous factors in their research framework such as consumer traits, 

situational factors, product characteristics, previous online shopping experiences, and 

trust in online shopping. The authors propose that more research has to be done in 

order to analyse the weight of each factor on behavioural intention to shop online. 

2.2. Profiling Internet shoppers 

Marketing literature abounds with research studies exammmg segmentation of 

consumer markets from different perspectives (Jayawardhena et aI., 2007). As Kau et 

al. (2003) have point out marketers need to understand customer segments in order to 

create appropriate strategies and tactics. 

In the early stages of the Internet, several studies focused on identifying demographic 

criteria. For example, Donthu and Garcia (1999) reported that online shoppers were 

older and had higher incomes. Comparing Internet shoppers and non-shoppers, they 

found the two groups differ significantly in terms of age, income, importance of 

convenience and risk aversion among other variables. In the context of adopting 

online shopping, Grunert and Kamus (2005) observe that demographic characteristics 

could be valuable for profiling, but they do not always provide an explanation. For 

instance, a purchaser with a higher income could adopt Internet shopping because of 

the economical resources to have a computer and web connection, but it does not 

necessarily imply that somebody will buy on the Internet or look for information 

online. 

Stranahan and Kosiel (2007) stress that research studies relating demographic 

characteristics and online shopping have showed mixed evidences, depending upon 

the statistical technique, the sample used or other variables included. As early 

mentioned, Donthu and Garcia (1999) found that the typical Internet shopper was 

between 36 and 50 on average, typically male, and educated to high school diploma 

level. Sorce et al. (2005) researched how age and attitude can predict searching and 

purchase online. In relation to the Donthu and Garcia's results, they found that older 

shoppers purchased as many products as younger shoppers, despite the fact that they 

19 

t 
I 
f • I 
t 

I 
I 
( 



~ 
~ 
,~ 
J 
~ 
'I 

~ 

j 
1 
t 
'! 
I 
j 
'! 

1 
t 
! 

~ 
1 

J 
I 
j 
;1" 

A 
i 
1 
i 
~ 

• 

• 

actually searched for fewer items than their younger counterparts. Conversely, 

Swinyard and Smith (2003) suggest that Internet shoppers tend to be younger. These 

discrepancies among studies have lead researchers to consider that demographic 

characteristics may not be good predictors of whether an individual will decide to 

shop online. So it is possible that as Internet becomes more ubiquitous, the profile of 

the online shoppers resembles to the general population . 

When comparing customers buying offline and online, some authors suggested that 

Internet consumers differ from traditional ones (Hoffman and Novak, 1996). 

Nevertheless, Brown et al. (2003) contend that online consumers have similar 

shopping orientations to other retail spheres. Conclusions of a study regarding 

Internet stores versus bricks and mortar retailers by Laroche et al. (2005) suggest that 

consumer purchase orientations in both the traditional world and on the Internet are 

largely similar. Supporting this opinion, Bhatnagar and Ghose (2004) found that 

household income, education, age, gender and marital status are similar between 

online shopper and non-shoppers. 

While a number of frameworks can be utilised to classify consumers, researchers are 

lately considering broader criteria as a method of classification, for example, purchase 

orientation. Brown et al. (2003) define the term as the general predisposition of 

consumers toward the act of shopping. This tendency can be revealed analyzing their 

patterns about information search, alternative evaluation, and product selection. 

Jayawardhena et al. (2007) observe that many studies using purchase orientations 

have been based on the Stone's (1954) original shopper typology, which define the 

following orientations among shoppers: economic, personalising, ethical, and 

apathetic shoppers. Latest researches have expanded or adapted Stone's work 

proposing new categories or variation of the characteristics. 

In the online shopping studies, recent segments and typologies have been proposed. 

In a cross-cultural study among online consumers in France, Germany and the US, 

Barnes et al. (2007) developed a typology of online-customers considering personality 

dimensions and cultural factors. They grouped the sample into three clusters: (1) risk

averse doubters; (2) open-minded online shoppers; (3) reserved information seekers. 

The first one was the smallest segment and consisted of consumers excessively 

reserved and sceptical against new experiences. This group shows the highest 
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perceived risk and the lowest trust in online-shopping. The second cluster included 

open-minded people, which manifest the lowest perceived risk and the highest trust in 

online shopping. Finally, the cluster formed by "reserved information seekers" 

comprises of people with a moderately high perceived risk, but with a positive attitude 

toward online-shopping. These users could be usmg the Internet mainly for 

information searching and pre-purchase product evaluations. In the conclusion, the 

authors reported that clusters for each country differed significantly in their buying 

behaviour. Therefore, they suggest that the Internet can not be considered a uniform 

global community and attention must be paid to analyse online international vendors. 

Jayawardhena et al. (2007) examined purchase orientations and purchase intention of 

online shopping. This study clustered online shoppers by five distinct purchase 

orientations: (1) active shoppers; (2) price sensitives; (3) discerning shoppers; (4) 

brand loyals; and (5) convenience-oriented. They found that the price sensitives 

cluster as the largest, followed by the convenience-oriented. Their findings were in 

opposition to results found by Jarvenpaa and Todd, (1997), who contend that 

convenience was the main reason behind consumers to shop online. 

Allred et al. (2006) used a national US sample of online Internet users and found 

different customer segments using traditional cluster analysis. They replicated and 

extended the Swinyard and Smith' study (2003) which examined the diversity of 

Internet users with respect to their online shopping lifestyles and behaviours. Firstly, 

they compared traditional shoppers with online shoppers, who were characterised to 

be wealthier, better educated, higher computer literacy, higher opinion leadership, and 

less fearful of financial loss through online purchases. Secondly, the study proposed 

three online shopping segments: "Socialisers", "e-Shopping Lovers", and "e-Value 

Leaders". The authors recommend reaching each segment through different marketing 

activities. In this regard, Swinyard and Smith (2003) also stated that online shoppers 

are not a homogenous group, so marketers should explore Internet consumers 

segments in order to better identify their purchasing behaviour. 

Kau et al. (2003) also attempted to classify online shoppers into different groups by 

exammmg demographic and psycho graphics characteristics, and including other 

factors such as navigation expertise or shopping experience. They proposed six 

clusters that show differences regarding navigation expertise and purchase experience. 

21 



• 

• 

• 

• 

(1) On-off shopper: Although they enjoy collection information online, they finally 

prefer to shop offline; (2) Comparison shopper: Consists of those interested in product 

comparisons, prices, features and brands before the purchase. They also search for 

promotional offers; (3) the Traditional shopper. They are only attracted in buying 

from brick-and-mortar stores, are indifferent to online bargains and Internet 

information search; (4) Dual shoppers evaluate brands and products and try to gather 

online information; (5) e-Laggard group is slightly more consisted of females. This 

cluster is not appealed in searching for Internet information; (6) Information surfers 

love online advertising and click on it. This group has great online purchase 

experience and navigation expertise. After describing those cluster, the authors 

recommend marketers to use the techniques applied in traditional segmentation and 

targeting, because with the online computing technology is much easier and 

inexpensive to find segments and targets than in the offline world (Kau et aI., 2003). 

2.3. Motives to buy online 

Motives for shopping in traditional retail channels have long been a focus of 

consumer research. A common motives classification often used among researchers 

has been that proposed by Sheth (1983), who suggested two classes of motives 

underlying shopping patronage: functional and non-functional. 

Regarding functional motives, one of the leading reasons to shop online is the 

convenience factor (Jarvenpaa and Todd, 1997). Lim and Dubinsky (2004) explain 

that convenience was found to be a key motive behind in-home shopping. 

Wolfinbarger and Gilly (2001) observe that convenience has been often measured in 

terms of saving time and effort, both physical and mental (e.g. ease of a locating a 

product in a store), or in terms of locational convenience (e.g. accessibility of the 

store, related to a good location and wide time availability). Referring to a study 

about in-home shopping by Darian (1987), Kau et al. (2003) explain that there were 

five types of convenience: (1) reduction in shopping time; (2) timing flexibility; (3) 

saving of physical effort; (4) saving of aggravation; and (5) the opportunity to engage 

in impulse buying or directly responding to an advertisement. The research 

concluded that since Internet shopping is simply another mean of in-home shopping, 

one would expect the Internet shoppers to perceive the same set of benefits. Rajamma 

et al. (2005) related convenience with a hassle reduction motivation. In their study, 
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diverse elements were included within that reduction motivation: time avoiding in 

parking and queues, stress-free and easy shopping, time required for shopping, 

shopping close to home, store variety at one location, and transportation. 

Online shopping convenience includes timely delivery, ease of ordering, and product 

display (Lohse and Spiller, 1998). Considering web site characteristics, the 

researchers perceived several factors that can be subsumed under the convenience 

attribute in the web sites: number of links, type of different shopping modes, average 

number of items per product menu listing, number of lists that require scrolling, 

presence of price information in product listings, and type of product lists. According 

to Smith et al. (2000), there are some e-tailer characteristics than could influence 

customer perceptions of shopping convenience: web site performance, ease of 

ordering, product selection, product information, and good shippinglhandling. 

Researching on the topic of the Internet for travel information and shopping, Heung 

(2003) found that time-saving factor and convenience were the two major 

considerations among online users. Therefore, the author recommends travel planners 

and marketers to simplify the online purchase process and meet the needs of the 

potential buyers. 

The first adopters of online shopping were also motivated by price and bargains, 

expecting to get a reward for taking the risk (Jayawardhena et al. 2003). Using in

depth interviews among US consumers, Chen and Chan (2003) suggested that price 

and convenience were the most commonly cited reasons for shopping on the Internet. 

In addition, respondents mentioned it was fun to shop and browse online. In relation 

with those findings, a study by Brown et al. (2003) suggests that the two largest 

clusters of shoppers are recreational shopping-oriented and price-oriented respectively. 

As a result, they advise online retailers not to focus on marketing strategies based on 

the convemence motivation. layawardhena et al. (2007) made the same 

recommendation, because they found that "price sensitives" were the largest group. In 

a Swedish study in the context of online books purchasing, Karlsson et al. (2005) 

suggest that online customers expect prices to be generally lower on the Internet. The 

authors considered several reasons to explain this price difference with traditional 

channels. Low online prices may be related to lower operations costs, more efficient 

supply chains, and company's pricing strategy to get competitive advantage. Despite 

of the limitations of the study, based only in specific student samples, the researchers 
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conclude that, in order to get better value, users are willing to trade off when selecting 

between in online and offline environments. 

Brown et al. (2003) critiqued the widespread belief that online shoppers are mostly 

motivated by convemence. They showed consumers' fundamental shopping 

orientations have no significant impact on their proclivity to purchase products online. 

In this regard, Jayawardhena et al. (2003) contended that online consumer purchase 

intentions are comparable to their offline counterparts. They studied consumer 

purchase orientation for financial servIces and identified five clusters: control 

orientation, economic orientation, balanced orientation, brand loyal orientation and 

convenience orientation. In this study and later research (Jayawardhena et aI., 2007), 

the researchers discovered that, in contrast with the offline world, online consumers 

appear to have a considerably higher level of control in the purchase processes, and 

clearly they are motivated by this purchase process control. 

Concerning non-functional motives, Childers et al. (2001) found that enjoyment is a 

consistent and strong predictor of attitude toward interactive shopping. This empirical 

study was conducted in the context of online grocery shops. The authors state that 

consumer motivations can vary depending on the goal, thus hedonic aspects in online 

shopping could playa role as important as the more functional aspects. At different 

moments, motivations may vary and consumers sometimes are driven by functional 

benefits while in other occasions by entertainment motives. In the same opinion, 

Wolfinbarger and Gilly (2001) suggest that there is no reason to think that goal

oriented and experiential motives should not apply to online shoppers. Nonetheless, 

they believe the more utilitarian motives are more common among online shoppers. 

To support this believe, Wolfinbarger and Gilly (2001) explain that it is probably that 

time starved consumers spend more time online and, at the same time, early and 

heavy users of the Internet put more stress on the possibility of purchase control, 

which could reveal goal-oriented personalities. The authors contend that functional 

motivations are revealed in the patterns exhibited when consumers seek product 

information, make price comparisons, and engage in online purchases. 
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Wolfinbarger and Gilly (2001) used focus group participants to analyse consumer 

motivations. They found two types of users: goal-oriented shoppers and 

experiential shoppers. 

The authors described attributes that can define both groups. For the goal-oriented 

shoppers, they include the following: 

(1) Convenience and accessibility: apart from the convemence factors 

mentioned before, the Internet allows users more accessibility, because they can 

shop no matter what time, with the comfort of being at home. Another finding 

suggests that online shoppers value the control and freedom in the online 

purchases. 

(2) Selection: the Internet offers a wider selection of product than traditional 

stores. Users can even find items that before required to travel long distances, 

such us collection objects or special apparel sizes. 

(3) Availability of information: consumers can now easily find information that 

before required a lot of effort or was difficult to attained. 

(4) Lack of sociality: on the Internet, consumers do not interact with the seller, 

but with a mediated environment. Some online buyers appreciate this lack of 

social interaction, because their anonymity can be veiled and they can avoid the 

embarrassment produced in some traditional shopping spheres. 

In the other hand, Wolfinbarger and Gilly (2001) found that experiential shoppers 

manifest a desire to have fun, be entertained, and to be engaged in the store. 

Experiential buyers are reckoned to shop online for three reasons: auctions, 

involvement with an ongoing hobby/product class, and bargain hunting. The authors 

expressed specific benefits for experiential shopping: (1) 

surprise/uniqueness/excitement; (2) positive sociality; (3) online deal searching; and 

(4) involvement with a product class. 

The authors conclude that non-functional motives are emerging on the Internet, and 

should be equally relevant to marketers for two reasons. Firstly, they can draw the 

interest of a person towards a store or Web site, and secondly, non-functional motives 
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can be a source of sustainable competitive advantage, if they help improve the value 

of the functional motives. 

Korgaonkar and Wolin (1999) researched the motivations for web usage and online 

purchasing. They created a framework based on seven motivations for web use: social 

escapIsm; transaction, security and pnvacy; information; interactive control; 

socialisation; non-transactional privacy; and economic motivation. These authors 

found that motivational factors as well as age and gender impacted the likelihood of 

online purchasing. 

Demangeot and Broderick (2007) investigated online shopping environments in order 

to understand how consumers perceived and processed them. They propose a 

conceptual model in which consumers perceive website environments in terms of 

their sense-making and exploratory potential. Then, they analysed the influence of 

these on user involvement with the web site. They agree that people normally are not 

satisfied with just making sense of an environment, but need to explore it. The results 

of this study indicate that the sense-making and the exploratory potentials of online 

shopping environments affect consumer responses in different ways. While sense

making potential produces utilitarian value, it does not produce involvement directly. 

However, involvement is mediated by exploratory potential of online shopping 

environments which increases behavioural intentions by producing both hedonic and 

utilitarian value. The conclusion is that shopper involvement with site content 

contributes to produce online shopping behaviour. 

U sing the means-end chain theory as a basis for the research framework, Koo et al. 

(2008) explored personal values to identify the underlying motives of customers. First, 

they suggest a model that describes how the personal values provide motivation to 

seek certain shopping benefits, and then how this desire for particular types of 

benefits causes customers to evaluate particular attributes of an online store In 

determining their patronage. The authors proposed that personal values provide the 

motivation that ultimately determines an individual's online shopping behaviour. They 

distinguish two kinds of personal values: (1) self-actualisation: this group consist of 

consumers that value more utilitarian benefits than hedonic. As a result, managers 

should emphasise extrinsic attributes such as product assortment, information quality, 

and after-sales service, to attract this segment; and (2) social affiliation: this segment 
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regard utilitarian and hedonic benefits to be equally relevant. Hence, marketers should 

stress those online store attributes that can contribute to that goal of social affiliation. 

In a comparison study between brick and mortar and online shops, Rajamma et al. 

(2005) found that, in general, consumers who prefer to shop at traditional stores 

confer more importance to the enjoyment aspects of shopping in contrast to 

consumers who feel comfortable shopping on the Internet. This explanation can be 

related with the findings of Gehrt and Ruoh-N an (2004), who also proposed the 

situational factor as a motivation for shopping. They made a comparison between the 

Internet, catalogue, and store shopping, and found factors such as time pressure or 

scarcity of time among consumers could lead them to buy online. These researchers 

explained that in time-poverty situations, consumers could change their habits and 

switch between traditional stores and non-store choices. In this regard, Perea y 

Monsuwe et al. (2004) state that situational aspects can moderate the relationship 

between attitude and consumers' intention to shop online. For this reason, their study 

included factors such as time pressure, lack of mobility, geographical distance, need 

for special items and attractiveness of alternatives. 

Perea y Monsuwe et al. (2004) created a framework based on the Technology 

Acceptance Model (TAM) (see 2.1.0.1. section). In their model, the researchers 

included both utilitarian and hedonic dimensions to explain online shopping adoption. 

Using previous definitions, they describe that utilitarian Internet shoppers are moved 

to solve a problem in contrast with hedonic shoppers motivated by factors such as fun, 

arousal, fantasy, sensory stimulation, and enjoyment. For the first group, shopping is 

merely a work or errand, and the main goal is to purchase in an efficient and timely 

manner with a minimum of irritation. Conversely, for the second category, shopping 

is an "enjoyment" where entertainment results from the fun and play arising from the 

Internet shopping experience. For the authors, both utilitarian and hedonic factors 

ultimately affect consumers' attitude toward shopping on the Internet. In their 

framework, the enjoyment construct includes three dimensions escapism, pleasure, 

and arousal. They conclude that consumers exposed initially to pleasing and arousing 

stimuli will probably engage in subsequent shopping behaviour. This can be translated 

into more browsing, unintentional purchasing, and search for stimulating products and 

categories. 
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2.4. Perceived risk 

The studies on perceived risk have a long history in consumer behaviour literature. It 

is a commonly accepted theory that perceived risk plays a relevant role in consumer 

decision making and behaviours (Mitchell, 1999). The concept was first introduced by 

Bauer (1960) to the marketing world with the idea that consumer behaviour is largely 

influenced by risk avoidance. Since then marketers have applied it to several 

industries and marketing issues. 

In a literature review about perceived risk, Mitchell (1999) gives several reasons to 

understand the importance of the risk studies. This author explains that perceived risk 

can strongly explain behaviours among consumers who often attempt to maximise 

utility and avoid mistakes in purchasing. From the marketers' perspective, a study of 

perceived risk would allow to adopt better marketing decisions. Practitioners having 

an insight of consumers' risk perceptions can help develop risk-reducing strategies, 

create new products or modify existing with risky attributes, and apply specific 

segmentation techniques. 

Perceived risk is commonly defined as: an uncertainty in the purchase environment 

where consumers evaluate the purchase outcomes and the consequences of serious 

results associated with making a wrong or unsuitable decision (Cunningham, 1967). 

The concept consists of two components "uncertainty" and "consequences" (or 

"dimensions of loss"). Uncertainty relates to the probability that consumers could 

make an incorrect decision, and thus they could not reach the shopping objectives. 

The perception of riskiness may vary from person to person, so researchers normally 

assume that every individual has a limit of tolerance regarding risk perception. In a 

determined purchase situation, this perception will be activated if the individual's 

limit of tolerance is crossed (Barnes et aI., 2007). Whe~ this happens, consumers will 

be impelled to implement risk-reducing measures that mitigate the perceived risk to 

an acceptable level. 

The outcome of a wrong decision can be a combination of risks. For this reason, risk 

has been conceptualised as a multi-dimensional construct. In a discussion paper, 

Harridge-March (2006) explains the dimensions of risk introduced by Beardon and 
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Mason (1978) -financial, social, time, performance, psychological and physical- can 

be applied to both online and offline purchasing environments. 

Bhatnagar et ai. (2000) state that consumers who perceive high amounts or risk are 

likely to be cautious and will limit the number of retailers, purchasing only from those 

that are more familiar. The extent of perceived risk will depend on factors such as 

shopping format, product category or experience of the consumer. Next lines will 

focus on these different factors. 

2.4.1. Risk and experience 

Lack of shopping experience on the Internet contributes to risk uncertainty among 

consumers (Bhatnagar et aI., 2000). According to these authors, researchers 

commonly agree that the amount of perceived risks decrease as consumers have 

positive experiences and receive positive feedback from others. At the same time, 

several studies have provided empirical support for the relationship between 

experience with various non-store formats and amount of risk perceived. In a study 

among elderly online shoppers, Reisenwitz et ai. (2007) suggest that consumers' risk 

perceptions will tend to decline if they become more familiar with a particular 

purchasing context. When people feel comfortable with a given stimulus, the chances 

to associate risk with that stimulus are less likely. 

The risk perception literature suggests that consumers that have more experience with 

a shopping format are usually more likely to have lower perceptions of risk. For 

example, in a study among US consumers, Kuhlmeier and Knight (2005) found that 

perception of Internet risk tends to decrease as the years of Internet use increase 

among these consumers. On the other hand, it is commonly suggested that consumers 

will tend to purchase items with which they have prior experience. 

2.4.2. Risk and shopping format 

Kunze, 0., and Mai, L. W. (2007) cite several studies which confirmed that 

consumers purchasing through direct marketing channels perceive higher levels of 

risk compared to conventional store shopping. Kuhlmeier and Knight (2005) indicate 

that consumers associate a higher degree of risk with non-store purchasing, such as 
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catalogue, than with in-store purchasing. Because of the spatial and temporal 

separation between buyer and sellers, the literature shows that home shopping is 

considered riskier by consumers. Internet shopping is considered one way of home

based shopping. 

Concerning studies on perceived risk in store choice and store patronage, Korgaonkar 

et ai. (2006) suggest that certain retailer attributes will influence the type of risk 

perceived by the online shoppers. Thus, social risk is associated with prestigious 

department store patronage; high economic risk is connected with purchases in 

discount stores; and finally, financial and physical risk will be especially related to 

online vendors with no physical presence. The conclusion is that consumers will 

reduce their perceived risk by buying risky products at stores that minimize their risk 

of buying (Bhatnagar et aI., 2000). For different product categories, consumers may 

prefer to shop from different types of online retailer because they will perceive 

different complexity, search costs, and risks towards each vendor. 

2.4.3. Risk and product purchase 

There are also differences in the amounts of risks consumers perceive in several 

purchase situations regarding product type. Bettman (1973) suggested that certain 

categories of products may support an inherent risk themselves. This theory assumes 

that a consumer's perception of risk is made up of two levels: inherent risk related to a 

specific category; and handled risk that refers to the risk that the consumer feels when 

making a specific choice for a particular product or brand within that category. 

In product categorisation and risk studies, some authors have observed that not all of 

the products are equally suitable for online shopping (De Figueiredo, 2000) and some 

can be perceived as riskier. To explain this belief, authors often reference the different 

types of product categorisation found in the literature. For example, some authors 

classify consumer products into convenience goods, shopping goods and specialty 

goods. While others employ the categorisation based on search, experience and 

credence goods (Klein, 1998). Search products are those that consumers do not need 

to experience before the purchase, because it is easy to assess the efficacy of the 

product as long as the information about the key features is effortlessly available . 
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Some studies have showed that shopping for search products online is easier and 

preferable than acquiring experience and credence products (Korgaonkar et aI., 2006). 

2.4.4. Risk on Internet 

Online shopping differs greatly from traditional shopping. In the virtual market, due 

to the spatial and temporal separation between buyers and sellers, exchanges between 

money and goods are not simultaneous. Besides, there is an absence of salespeople 

and separation between buyer and products (Yo on, 2002); 

Because online customers often transact with anonymous trading companies, they 

may not completely trust the online vendor and perceive potential opportunism in the 

online offerings (Harridge-March, 2006). For example, customers suffer from the risk 

of products or services not matching the description on the website. In addition, if 

consumers are dissatisfied after the purchase (e.g. product failure or payment 

problems), they cannot visit the physical store to reassure themselves. Thus, 

consumers deeply depend on perceptions of the online vendor to gauge the 

trustworthiness and perceived risks associated with the purchase before completing an 

online transaction (Mukherjee and Nath, 2007). 

In the traditional stores, consumers can inspect the goods or services and evaluate the 

vendor before making the purchase. However, online consumers can not experience 

the products by, for example, touching, feeling or smelling them. Their worries may 

be exacerbated because they can not rely on visual and physical clues. Without these 

elements of reassurance, consumers may regard online transactions riskier than in 

traditional environments (Harridge-March, 2006). A typical online transaction 

requires sharing personal details, such as an email address or telephone number, and 

financial information, such as credit card numbers. This transaction process can lead 

consumers to a perceived risk, specifically related to concerns about fraud or losing 

money. 

In the online shopping context, literature shows that risk components such as privacy 

concerns, security uncertainty, ordering or delivery, and distrust are related to an 

unwillingness to adopt online purchasing (Choi and Lee, 2003). In one of the earliest 
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studies of perceived risk on the Internet, Tan (1999) suggests that less risk-averse 

customers are more likely to use Internet shopping services. Cho (2004) found that 

risk perception increases the likelihood of aborting an e-shopping transaction. 

Bhatnagar et al. (2000) argued that the likelihood of purchasing on the Internet 

decreases with increases in product risk. These authors consider two fundamental 

types of risk in the online environment: product category risk and financial risk. High 

product risk was associated with products characterised to be technologically complex, 

satisfied ego needs of the purchaser, high priced, and was sold based on its feel or 

touch. High financial risk was related to a fear about the security of consumers' 

financial information and the risk of losing money via credit card fraud. 

Forsythe and Shi (2003) found four risk types in the online context: financial, product 

performance, psychological, and time/convenience loss. Their findings suggest that 

financial risk is the most consistent negative predictor of search frequency with the 

intent to buy. However, Allred et al. (2006) found that although online shoppers are 

still concerned about the risk of financial loss, this perception is declining. It is 

believed that if e-tailers minimize the fear regarding online shopping, a substantial 

increase in the overall spending will occur. Choi and Lee (2003), however, contend 

that perception of risk can be different across countries. In a cross-cultural study about 

risk perception among consumers in USA and Korea, they found different purchasing 

behaviours and risk perceptions for both countries. 

Respecting product categories, Korgaonkar et al. (2004) found that consumer 

preference to shop online for search products was the highest among the four product 

categories. Bhatnagar and Ghose (2004) showed that consumer perceived risk is lower 

in the product categories high in search attributes. Researchers have often contended 

that the suitability of online retailing to consumers varied by the category of products. 

Industry reports have shown that some products are sold more on the Internet than 

others such as books, computer products, travel, health and beauty products 

(eMarketer, 2008). For these products, shoppers already have sufficient information. 

However, as technology improves, it is possible that there will be an increase in the 

sale of other items not previously bought over the Internet in the next years . 
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2.4.5. Security on the Internet 

In the context of the Internet, Casal6 et al. (2007) consider that consumers have 

perceived high levels of uncertainty when making transactions online. Several studies 

show that lack of privacy and security perceived by online consumers has been an 

obstacle to the quicker development of e-commerce (Fumell and Karweni, 1999). The 

consumer's concerns are related to the use, treatment and potential transfer of their 

private data (Flavian and Guinaliu, 2006). Security refers to the means of payment 

and the mechanism for storing and transmission of information. Casal6 et al. (2007, 

pp. 585) state that privacy "refers to a set of legal requirements and good practices 

with regard to the handling of personal data, whereas security refers to the technical 

guarantees that ensure that the legal requirements and good practices with regard to 

privacy will be met effectively". 

In comparison with tradition channels the Internet does not allow physical interaction 

with the seller, and payment by credit card is prior to the delivery of goods. 

Vijayasarathy et aI., (2000) contend that, in others shopping methods such as 

catalogue shopping, the payment processes were developed over the years and the 

security threats or risk now are minimal. In the context of Internet shopping, they 

suggest that security problems could be more mythical than real due to the 

technological advances in encryption. Therefore, they attribute this perception of 

increased insecurity to several factors: lack of knowledge about encryption among 

consumers, confusing technical jargon, lack of payment standards, and suspicion of 

Internet businesses in general, and excessive media coverage related online fraud. 

Regarding this last factor, Andrews and Boyle (2008) considers that the risks involved 

with credit card fraud and online purchasing seem to have originated from mass 

media communication sources. The authors interviewed online shoppers and found 

that they did not need reassurance of online transaction security. Unlike the 

positivistic approach taken by most of the researchers, Andrews and Boyle (2008) 

critique the studies on online risk because most of them employ positivistic 

methodology that is hypothesis-driven and quantitative in nature. Since perceived risk 

is pre-defined by the researchers, individuals are not allowed to express their real 

OpInIOns . 
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Authors such as Jarvenpaa et ai. (1999) and Stratford (1999) have proposed several 

measures to increase the perception of security. For example, the use of web-based 

security seals and credit card logos, special mention of the employment of encryption 

or guarantee of financial institutions or vendors. 

2.4.6. Privacy 

The concept of privacy is closely related to security, so consumers tend to confuse 

both definitions (Casalo et aI., 2007). As security, privacy has been a major obstacle 

to the spread of e-commerce (Flavian and Guinaliu, 2006). Privacy refers to the use, 

storing and distribution of personal information within an authorised manner. 

Consumers are increasingly concerned about how their personal data is gathered and 

processed in online transactions. For Udo (2001), privacy refers to the rights of 

individuals and organisations to determine for themselves when, how, and to what 

extent information about them is to be transmitted to others. 

The Internet and new technologies have allowed marketers to store more information 

about consumers, who could perceive this as a loss of control over their personal 

information that has been supplied to the seller. Several practices such as the storing 

of information as "cookies", sending of unsolicited e-mail, and the constant 

monitoring of online consumer behaviour have created a poor reputation in relation to 

the privacy issues. 

This fact has led authors to consider pnvacy as one of the most important 

determinants of trust. Li et ai. (2001) recommends marketers use privacy programmes 

in order to increase the trustworthiness of their websites, which should deploy 

understandable information on consumer privacy, non-disclosure agreements, and 

strict guidelines of not sending unsolicited e-mails. Companies which desire to do 

business on Internet should create a relationship of trust with customers, (Udo, 2001). 

2.4.7. Risk relievers 

In a paper study among Singaporean consumers on Internet shopping, Tan (1999) 

found several risk-reducing strategies that Internet marketers could use in promoting 
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I online shopping among consumers. The authors explain that traditional marketing 

literature includes examples of successful strategies to reduce the risk perception, ! 

i 
such as brand reputation, product trial, money back guarantees, warranties, and free 

, 
f 
! 

trials. Consumers also try to reduce risk by seeking information from formal and 
1 

I 
informal sources, and often use brand image/reputation or price as quality guide. The ! 
findings of the Tan study showed that a reference group is the most preferred risk ! 

~ 
I 

reliever (within this specific type, the expert and celebrity endorsers are preferred 
! 
! 
!' 

over normal individuals), and then consumers rely on retailer's reputation, brand I 
image and warranty. Kau et al. (2003) suggest that consumers are more comfortable ! 

t 
with companies that have strong offline brands. Therefore, marketers should compete I 
effectively by creating also a strong brand online. 
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Consumer behaviour researchers have constantly linked the concept of trust with the 
I 
f 
I 

perceived risk. Only when consumers start trusting an organisation or its products, f 
f 
i 

possible perceived risk can be weakened (Harridge-March, 2006). Constantinides I 

J 
(2002) recommends marketers identify elements enhancing or undermining trust and I • 1 

i 

understand how those can affect the customer's risk perceptions. 
I 
I 

Mukherjee and Nath (2007) indicate that the trust concept has integrated ideas from I 
several fields such as sociology, psychology, economics, marketing organisation 

behaviour, etc. Researchers have proposed several definitions for the concept. For 

example, Rousseau et al. (1998, p. 395) state that "trust is a psychological state I 
comprising the intention to accept vulnerability based on positive expectations of the 

f 
I 

intentions or behaviours of another". Ratnasingham (1998, p. 314) defines trust as 
, 
i 

"the willingness of an individual to behave in a manner that assumes another party l 
i 
i 

will behave in accordance with expectations in a risky situation". Morgan and Hunt l 
(1994) relate trust with the confidence than a party has about the reliability and l 

f 
integrity of other party or partner. ~ 

~. 

I 

t , , 
In a purchase environment, consumers will not embark in future cooperation with a i 
company that they do not trust . When trust declines, people will not to take risks in I order to avoid the probability of betrayal. Some authors argue than even when trust 
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has been solidly based, it can be eroded (Mukherjee and Nath, 2007). In this regard, 

individuals' expectations change over time regarding others trustworthy behaviours as 

long as they exchange experiences. For Ratnasingham (1998), building trust can 

require a lot of time and be costly. However, once it is built companies can boost 

their prospect cooperation with lower transaction costs and finally develop long-term 

personal relationships. 

Connolly and Banister (2007) contend that there is an operational confusion in the 

concept of trust, because researchers do not agree in a common way how the trust 

construct should be applied, especially in the online context. In this regard, many 

scales have been proposed, but none of the have been based on the theory or have 

been even authenticated. 

2.5.1. Trust in online shopping 

In the early days of the Internet, this new medium provided a challenge to many 

consumers with little experience. Several authors, such as Lee and Turban (2001), 

considered that lack of trust was a frequently cited reason for consumers not shopping 

on the Internet. According to Constantinides (2002), online trust is one of the issues 

that researchers commonly correlate to the success or failure of online businesses. 

Gefen (2000) suggested that the principal reasons why people did not purchase via the 

Internet were related to reliabilities of companies, online security and policy, and web 

site technology. McKnight and Chervany (2001) suggest that online trust involves two 

perspectives: interpersonal trust between the consumer and the online firm and 

institutional trust between the consumer and the Internet. 

In traditional shopping, consumer trust depends on the salesperson's expertise and 

helpfulness. However, with online shopping, the typical salesperson has been replaced 

with virtual features that remove the origin of consumer trust in the shopping 

experience (Lohse and Spiller, 1998). Due to the higher risk of opportunistic 

behaviour by online retailers, customers have lower levels of trust in online 

transactions. They are uncertain of whether the online retailers would actually deliver 

the goods or whether the delivered goods would be of lower quality than represented. 

Online shoppers can not directly expenence goods. Their purchase decisions are 

based on the information provided by online retailers as well as from their perceptions 
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of web sites. For this reason, online Lee and Turban (2001) suggest that online 

shopping includes several risks, especially related to the consumer incapability to 

physically verify products or services, and the security and privacy of online 

transaction process. Jones and Vijayasarathy (1998) found that consumer perceived 

Internet shopping as riskier than print catalogue shopping. 

Several authors have stated that trusting beliefs will positively affect consumer 

willingness to purchase online. For example, Mukherjee and Nath (2007) found trust 

significantly affects customers' intention to engage in online retail transaction. 

Because of the inherent risk of the Internet, researches have been interested in 

understanding the factors that impact on the generation of trusting beliefs in an online 

environment (Gefen et aI., 2003; Corritore et aI., 2003). 

Connolly and Banister (2007) investigated factors that could explain consumer trust in 

on-line shopping. Using Cheung and Lee (2000) model, they considered two sets of 

factors: (a.) related with the vendor trustworthiness (perceived integrity and compete 

and the vendor's security and privacy controls); (b.) related to the external 

environment (third party recognition and the legal framework). Findings suggest that 

the two most important factors that will predict consumer trust are vendor integrity 

and the consumer's previous experience in the online shopping. 

To build trust in the online environment, several authors have proposed diverse 

strategies. Degeratu et ai. (2000) explained that branding has been one of the major 

devices for establishing trust relationships between buyer and seller in traditional 

consumer marketing. Reynolds (2000) suggest that basic strategies of branding are the 

same both on-line and off-line and can be used to build trust with other devices such 

as seals of approval, fulfilment of orders, and the design and architecture of the web 

site. At this regard, Chadwick (2001) proposed a framework based on five categories 

or seals of approval: 

Branding: Organisations can diminish perceptions of performance and financial 

risk by increasing trust in the brand. Balabanis and Reynolds (2001) found that 

customers tend to trust more online stores operated by the traditional retailer or 

well-known brands, especially if they had a previous shopping experience with 

that vendor and knew in advance about product quality and services. Pure online 
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vendors should gain reputation, since consumers do not associate with a previous 

physical entity. 

Fulfilment. Online companIes should deliver goods in time and expected 

conditions avoid risk among customers related to the possibility of getting 

unexpected goods or physical entity delivered . 

Navigation. This seal of approval is related to the Web site usability. A functional 

and easy interface could help consumers to trust an online retailer. Since many 

users lack of time, marketers should make sure of providing a non-time

consuming purchase experience. 

Presentation. This refers to the image aspect. Consumers normally make 

impressions of a company by looking at the appearance of a web site, as they do 

in traditional shops concerning the store image. Improving and balancing the 

visual aspect could help to build trust among online consumers. 

Technology. Many consumers are afraid of having their credit card numbers or 

personal identities stolen. In order to build trust in transactions, online vendors 

should reassure consumers by showing indicators of safety on the website, such 

as third party organisations, safe-site symbols, etc. 

In a literature review, Constantinides (2002) recommend that marketers use different 

elements regarding online trust: transaction security and customer data safety; clear 

ordering, payment and refunding procedures; customer data abuse; guarantees and 

return policies; and uncertainty reducing elements, such as "frequently asked 

questions" (F AQs) and conflict-resolution policies . 

Harridge-March (2006) suggests that lack of that trust can not impact all organisations 

and markets in the same way. It is even possible that some products demand less level 

of trust from purchasers. Bart et aI., (2005) contend that consumers may be 

developing different levels of trust when purchasing for several products on the same 

website. Customers' trust beliefs will differ depending on the type of goods, price, 

commodity status, or risk involved . 
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Several studies have indicated that novice online vendors or start ups could be at an 

significant disadvantage compared to the traditional multi-channel companies that 

normally possess an established reputation, recognisable brands or products (Kim et 

aI., 2003; Joines et aI., 2003). Casal6 (2007) explain that the concept of reputation has 

often been associated with the idea of brand equity or the organisation's credibility to 

its customers. Thus, reputation refers to the organisation's relational history with the 

context in which it functions. Figueiredo (2000) considers that companies with a 

positive reputation do not behave opportunistically and, for this reason, continue to 

maintain this reputation over time. Koufaris and Hampton-Sosa (2004) also attach the 

concept of company competency to trust perceptions. They point out that large 

companies that have better capabilities are perceived to be more trustful. Competence, 

thus, refers to features such as company size, good reputation, willingness to 

customise, and interactions with online consumers. 

Mukherjee and Nath (2007) found that opportunistic behaviour had a negative 

influence on trust. The researchers examined the applicability of commitment-trust 

theory of relationship marketing (Morgan and Hunt, 1994) in the online purchase 

environment. The concept of relationship marketing has signified for many a new 

change in paradigm in the field. It can be defined as "the act of establishing, 

developing, and maintaining successful relational exchanges" (Mukherjee and Nath, 

2007; pp. 1176). Within this theory, relationship commitment is the desire to maintain 

a relationship and work for that purpose (Morgan and Hunt, 1994). Mukherjee and 

Nath (2007) found that relationship commitment and trust act as key mediator 

variables which significantly affect the user's behavioural intentions, like the 

propensity to spread positive word-of-mouth, purchase intentions and continued 

interaction with the online retailer. Based on an extended adaptation of the 

commitment-trust theory, they recognised five main antecedents to trust: (1.) shared 

values; (2.) communication; (3.) opportunistic behaviour; (4.) privacy; and (5.) 

security. The last two were an addition to the three antecedents proposed by Morgan 

and Hunt (1994). The authors conclude that online companies should establish a 

foundation of trust among consumer to make the e-commerce grow. 
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2.6. Internet usage and experience 

Several authors point out that as consumers gain experience in the online environment, 

they will be more like to use the Internet to search for and buy products (Martinez

Lopez et aI., 2005). George (2002) observe that online experienced users normally 

believe the Internet is more trustworthy than those with little experience, because of 

the time they spent online and because of the skills they have developed through use. 

In comparison, novice users have to gain experience in making their first Internet 

purchases. Once they become experienced, they can be counted on to purchase more 

often. 

The number of months online as well as length of time spent online has been 

considered a relevant predictor of online buying behaviour (Bellman et aI., 1999). 

These authors suggest that online consumers are relatively younger, more educated, 

and wealthier, and are characterised for having a "wired" lifestyle. Such people have 

been on the Internet for years, receive a large number of email messages every day, 

and they usually work on the Internet in their offices every week. Using panel data, 

Loshe et ai. (2000) also found that the percentage of consumers making a purchase on 

the Internet increases as a function of time spent online. They showed that the longer 

the amount of time spent online, the greater the chance of making a purchase online . 

Novak et ai. (2000) suggest that a user's experience is related to knowledge. The idea 

behind this is that trust comes with knowledge, and experience comes after 

knowledge. Therefore, Internet experience enhances consumers' skills with the 

technology facilitating, for instance, search online. At the same time, experience or 

familiarity with technology tends to reduce the perceived risk of using it. Bhatnagar et 

ai. (2000) proposed that as the consumers' experience with the Internet is 

accumulated, the likelihood of online purchase increases . 

In the context of web-shopping, some findings suggest that past online purchase 

experiences may have an impact on future web-shopping intentions (Shim et aI., 

2001). In a study about online trust, Connolly and Banister (2007) found that 

experience exerted a greater impact on trust in online shopping. Previous positive 

experiences lead online consumers to trust beliefs and to purchase over the Internet. 

They conclude that experience is stronger predictor of trust than perceptions of vendor 

competence or the vendor's perceived security controls. 
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Hoffman et al. (1999) found that consumer concerns over control of personal 

information actually increase with Internet experience, however worries over 

functional barriers to shopping online decrease. 

Kim and Park (2005) observed that Internet shopping may require some skills or 

capabilities by the consumers. Using the theory of planned behaviour (Ajzen, 1985, 

1991), they analysed the perceived behavioural control variable. Individuals who 

perceive greater easiness or capability are likely to be more confident in performing a 

behaviour (i.e. purchase via the Internet) and thus, actually implement the behaviour 

(i.e. make a purchase via the online store), compared to those who perceive less 

easiness. 

A study by Johnson et al. (2003) suggests that people are more likely to use the 

Internet for online purchase if they perceive less complexity to use the Internet. Those 

who used the Internet for purchase believed less difficulty to use and access to the 

Internet, as compared to those who did not use the Internet for purchase. In this regard, 

Martinez et al. (2007) observe that web designers often assume that all Internet users 

have the knowledge needed to navigate through web pages. They forget that each web 

site visit involves a trial-and-error learning process. Unlike the more experienced 

Internet user, those users lacking of computer experience and previous Internet 

navigation need more time to learn the process. 

In a cross-cultural study, Kuhlmeier and Knight (2005) compared the effect of 

Internet experience, proclivity of use, and perception of risk on the likelihood of 

purchasing online. Based on previous definitions, the researchers explain the concept 

of familiarity, related to the regularity and the history of experience that people have 

with a given stimulus. According to the authors, the likelihood that people will 

purchase goods via the Internet should depend on the familiarity obtained from 

consumer's regular usage. However, they suggest that long-term online experience 

does not seem to be a relevant indicator affecting the chances to purchase goods 

online. 

In a comparison study between online and offline apparel shoppers, Goldsmith and 

Goldsmith (2002) found that consumers with previous experience in online buying 

were more likely to buy apparel online that those who lack such experience. These 

authors suggest that, as online consumer gain experience making small purchases at 
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first, they develop skills and confidence that will ease more ambitious buying in the 

future. The study concludes that online apparel buyers were more confident, 

innovative and knowledgeable about the Internet than non-buyers, who spend less 

time online. Gehrt and Ruoh-Nan (2004) also explains that first-time users visiting an 

e-commerce site must first learn how to use that Web site. In next visits, retailer site 

will become more routine and familiar, and thus attractive to the user. 

Considering innovativeness, Citrin et al. (2000) suggest that Internet usage (for 

purposes other than shopping) and domain-specific innovativeness have a direct 

influence on consumers' adoption of Internet shopping. Heavy users of a product have 

to acquire the ability or knowledge structure. This will predict future outcomes for 

closely related products. 

Brown et al. (2003) compare the Internet as a medium to other technological devices 

that the public had to learn in the past and gain in confidence in order to use them 

such as automatic teller machines, credit cards and telephone ordering took time to 

accrue among the public. The effect of prior purchase on intention to purchase was 

very strong and also interacted with the product type. This may well be an experience 

factor related to the uptake of new technology. 
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3. Research methodology 

3.0. Introduction 

This section describes the research methodology and methods used for this 

dissertation. A justification of why those were selected, their advantages and 

limitations are included in this section. At the same time, the research objective and 

hypotheses are formulated. 

Literature shows several approaches on how to conduct research. Selecting the 

approach which best suits the type of research will lead to a good quality research. 

Saunders et al. (2007, p. 5) define research as "something that people undertake in 

order to find out things in a systematic way". Sekaran (2003) refers to the process of 

finding solutions to a problem by comprehensively studying and analyzing the 

situational factors. 

On the other hand, the term methodology is related to the analysis of the principles of 

methods, rules, and postulates employed by a discipline. Methodology includes the 
> 

following concepts: a collection of theories, concepts or ideas; comparative study of 

different approaches; and critique of the individual methods. 

3.1. Research philosophy 

Every researcher adopts a different approach in order to study a particular field of 

activity. Saunders et al. (2007, p. 101) consider that "the research philosophy you 

adopt contains important assumptions about the way in which you view the world". 

Collis and Hussey (2003; see Tables 1 and 2) point out that there are two main 

research paradigms or philosophies: positivist and phenomenological. Some authors 

prefer to use the term interpretivism rather than phenomenological, because it 

suggests a broader philosophical perspective and prevents. confusion with a 

methodology known as phenomenology. 

Positivism is an epistemological position that advocates the application of the 

methods of the natural sciences to the study of social reality. The positivistic approach 

seeks the facts or general causes of social phenomena, with little regard to the 
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subjective state of the individual. In contrast, the phenomenology philosophy is 

critical with the generalisations that are made in the positivism approach. 

Interpretivist researchers are more concerned with understanding human behaviour 

form the participant's own frame of reference focusing on the complexity of every 

unique situation (Saunders et al. 2007). Fisher (2004) points out there are some 

problems with positivistic method, because it only predicts the average behaviour, not 

individual's behaviour, and it does not explain particularities in some specific 

situations where understanding the norm is not the most important aim. 

Although the positivistic paradigm has been dominant in business research, a more 

phenomenological approach seems to become more acceptable for many business 

research studies (Collis and Hussey, 2003). It is also important to acknowledge that 

there are other approaches such as the realist research, which is in accordance with the 

principles of positivism but recognises the subjective nature of research and the 

inevitable role of values in it. Saunders et al. (2007, p. lO4) explain that "the essence 

of realism is that what the senses show us as reality is the truth: that objects have an 

existence independent of the human mind". 

The research philosophy of this study reflects the principles of positivism. This 

dissertation deals with an observable social reality and tries to make generalisations 

from quantitative results. Consumer researchers have most frequently taken a 

positivistic approach in order to investigate the online consumer behaviour. Few 

researchers, for example, Andrews and Boyle (2008), have adopted an interpretivist 

approach. These authors critique the positivistic studies because they are hypothesis

driven and quantitative in nature: concepts are pre-defined by the researchers, and 

individuals are not allowed to express their real opinions. Although specific 

particularities could have been found with an interpretivist methodology, however, the 

purpose of this study is to generalise about the perceptions of online users. Therefore, 

the adoption of a positivist philosophy is more appropriate in this case. 

Table 1. Alternative terms for the main research paradigms 

Positivistic paradigm Phenomenological paradigm 
Quantitative Qualitatitive 
Objectivist S ubj ecti vist 
Scientific Humanistic 
Experimentalist Interpretivist 
Traditionalist 

45 

--1- -"'-- ---.~.--...... -- ---'-"-~----. 

f 

I 
f 

I 
I 

I 
i 
I 
I 



• 

• 

• 

Table 2. Characteristics of positivistic and phenomenological paradigms 

Positivistic paradigm Phenomenological paradigm 
Tends to produce quantitative date Tends to produce qualitative data 
Uses large samples Uses small samples 
Concerned with hypothesis testing Concerned with generating theories 
Data is highly specific and precise Data is rich and subjective 
The location is artificial The location is natural 
Reliability is high Reliability is low 
Validity is low Validity is high 
Generalises from sample to population Generalises form on setting to another 

Sources: Collis and Hussey (2003) 

3.2. Research choice: deductive 

Typically those who adopt the positivism philosophy also use the deductive research 

approach. Collis and Hussey (2003) explain that in deductive research the conceptual 

and theoretical structures are developed first and then the theory is subjected to 

empirical observation. The inductive research is reverse of the deductive method. 

Theory is developed from the observation of empirical reality, and general inferences 

are induced from particular instances. Neither of the two approaches is considered to 

be right or wrong, nor better than the other. Researcher should consider where the 

emphasis of the research lies. 

Saunders et al. (2007) explain some characteristics of deductive research. First, 

concepts need to be operationalised in a way that enables facts to be measured 

quantitatively. The second characteristic is generalisation. In order to be able to 

generalise statistically about regularities, researchers try to select samples of sufficient 

numerical size. One of the disadvantages of the deductive research is that 

considerable time is needed to setting up the study prior to data collection and 

analysis. However, then the study can be quicker to complete, because data collection 

. is often based in only one take. 

Both the positivism philosophy and the deductive approach were used in the 

production of this dissertation. Concepts were operationalised and hypotheses were 

developed in advance of the research and testing based on the responses of the 

participants to a questionnaire. 
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variables that may point to causal relationships or predictive patterns of influence". 

The survey strategy is characterised by the selection of samples of individuals from 

known populations; and the collection of relatively small amounts of data in 

standardised form from each individual. Survey research normally employs 

questionnaires or structured interviews (Robson, 1993). At this regard, Ghauri and 

Gmnhaug (2005, p. 124) define surveys as a "method of data collection that utilises 

questionnaires or interview techniques for recording the verbal behaviour of 

respondents". The survey is effective to get opinions, attitudes, descriptions, as well 

cause-and-effect relationships. This method is usually associated with the deductive 

approach (Saunder et aI., 2007). 

The advantages of the surveys are related to the easiness to collect information in an 

economic way. In addition, the researcher can maintain control and is significantly 

independent in comparison to other forms of research. Among the disadvantages, data 

collected from surveys relies on the goodwill of respondents to answer questions 

truthfully and correctly (Saunders et aI., 2007). 

For this dissertation, the questionnaire instrument has been used. A questionnaire 

includes all techniques of data, collection where each respondent answers a set of 

questions in a pre-determined order. Sekaran (2003, p. 237) states that "a 

questionnaire is a preformulated written set of questions to which respondents record 

their answers, usually within rather closely defined alternatives". Questionnaires are 

an efficient data collection mechanism when the research knows exactly what is 

required and how to measure the variable(s) of interest. Nardi (2006) explains that\ 

questionnaires are ideally suited for measuring people's attitudes and opinions, and 

are convenient when there is a need for a large number of respondents which is more 

difficult to observe with qualitative methods. In the next table, the advantages and 

disadvantages of questionnaires are explained (adapted from Nardi, 2003). 

Table 3. Advantages and disadvantages of quantitative surveys 

Advanta~es Disadvantages 

• Less costly to reach larger • Possible gap between what 
samples people report they do and 

• Standardised questions what they actually do 

• Ideal for asking about opinions • Return rate can be low 
and attitudes • Closes-ended question can be '. Less labour intensive to collect restrictive and culturally 
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data or train researchers 
• Respondents can answer at own 

pace 
• Better for sensitive and personal 

topics 
• Easy to replicate a study 
• Can address multiple topics in 

one survey 
• Ideal for computer-base and web

based surveys 

Source: Adapted from Nardi (2003) 

3.5. Primary and secondary data 

sensitive or dependent 
• Requires skills in 

questionnaire design, long 
and complicated surveys 

• Can be tiring to complete and 
lead to errors, 

• Difficult to explain meaning 
of items and probe answers. 

This dissertation is a result of the collection of primary and secondary data. In the 

initial stages of the dissertation, the author of this work has consulted secondary data 

to construct the literature review and understand the research problem. As Ghauri and 

Gnmhaug (2005) points out all researches should start with secondary data source, 

because secondary data help to understand and explain the research problem. For the 

purpose of this study, several academic journals were obtained from databases such as 

Emerald, EBSCO, etc. In addition, industry reports were also consulted from online 

trade publications such as eMarketer.com and Forrester Research, to get more insight 

on the concepts related to online shopping. Initialy the researcher considered 

including an industry review, which was finally ruled out due to space limitations. 

The main advantage of using secondary data is the option of saving time and money. 

Ghauri and Gmnhaug (2005) also explain that secondary data can suggest appropriate 

methods or data to deal with a particular research problem. Moreover, they provide a 

comparison instrument with which can easily interpret and understand our primary 

data. However, secondary data has to be dealt with carefully. Secondary studies may 

have completely different objectives and many not fit our purpose. In some cases, the 

variables are measured in a different way, so comparisons should be invalid. Finally, 

inaccuracy of the data may occur, so the researcher can not blame the secondary 

source. 

On the other hand, the primary data of this dissertation stem from the responses to a 

web-based questionnaire. As Ghauri and Gmnhaug (2005) point out, by collecting 
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primary data, the researcher makes sure that the data is consistent with the research 

questions and research objectives. The main disadvantages of primary data is related 

to the high costs of time and resources to collect. In some cases, data is difficult to get. 

There is a need to find consumers, companies or other targets. Finally, the researcher 

is fully dependent on the willingness and ability of respondents, so the quality and 

scope of the information gathered through primary sources can be affected. 

3.S. Time horizon: Cross-sectional 

Cross-sectional studies are those taken in a particular time (Saunders et aI., 2007). 

Research projects conducted in constrained academic courses are typical examples of 

cross-sectional studies. Collis and Hussey (2003) point out that the data is normally 

collected just once, over a short period of time, taking a snapshot of an on-going 

situation. Because cross-sectional studies are conduced simultaneously with the 

research, there is no problem of chronological change and subjects studied are lost. 

These studies often employ the survey strategy. Besides, they are normally less 

expensive than longitudinal ones. 

In contrast, longitudinal studies allow studying change and development, because they 

are focused on studying the same situation or people several time, or continuously, 

over the period in which the problem runs its course. Repeated observations are taken 

with a view to revealing the relative stability of the phenomena under study. 

This dissertation is based on a cross-sectional study rather than a longitudinal one for 

two reasons. Firstly, this study is part of a research project within a time-constrain 

academic course. Secondly, the researcher was a full time employee and could not 

commit the time required to conduct a longitudinal study. 

3.7. Research question 

As it has been mentioned in the introduction section, this dissertation intends to 

contribute to recent studies about online consumer behaviour. Having identified the 

research problem or area to investigate, the next step was to record the research 

question(s). Collis and Hussey (2003) indicate that positivist studies normally include 

a specific research question, followed by a number of hypotheses. Kerlinger (1986, 
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cited by Collis and Hussey, 2003) considers that a good research question should 

express a relationship between variables, be stated in unambiguous terms in question 

form, and imply the possibility of empirical testing. Based on the purpose of the 

dissertation and the research objectives, the research question can be phrased as: 

"What are the main motives, risks, and trust attributes perceived by experienced 

Internet users-shoppers to buy online?" 

Internet shopping is a relatively new phenomenon that has attracted the interest of 

several consumer behaviour researchers, who wanted to apply traditional theories and 

concepts to the online realm. As it has been repeatedly stated, a lot of research is still 

needed to better understand consumer behaviour In Internet-based purchasing 

environment. Now that online shopping has evolved and there are many more 

experienced users, the author of this study considers it relevant to study the motives, 

perceived risk, and trust attributes have changed from other early researches. 

3.S. Definition of the research objectives 

The objectives of a research project summarise what is to be achieved by the study. 

Objectives should be closely related to the statement of the problem. Collis and 

Hussey (2003) state that it is advisable to break down a general objective into smaller 

connected parts. Therefore, the research objectives are as follows: 

1. To investigate what are the main motives that lead experienced Internet users to 

purchase products and services via the Internet. 

2. To explore if experienced users still have great levels of perceived risks, and what 

of those exert more deterrent influence to online shopping. 

3 . To identify what factors make them trust when buying over the Internet. 

4. To find out possible actions and strategies that e-retailers should take to overcome 

resistance to online shopping and vendors. 

Related to the research objective 1, behaviour researchers have argued what is the 

main motive that leads consumers to buy online. Thus, for some authors, convenience 

is the most important; other suggest price; while more recent indicates that there is not 

definitive motive and online user motives resemble to those in the traditional 
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shopping. It seems, however, that online shoppers are more goal-oriented than 

experiential shoppers. This can be explained by the nature and benefits of the medium 

that greatly facilitates the product search and information, helping time and efforts. 

This dissertation will try to verify what the main motives among experienced users

shoppers are. 

Objective 2 refers to the risk perception among users when buying online. Literature 

states that the medium seems to be perceived as more risky than other ways of 

shopping such as in-store. However, as a user gains experience, this perceive risk 

tends to decrease and maybe disappear. The aim of this research is to discover if there 

are still concerns about online shopping and if so which of these exert more deterrent 

influence. 

Regarding objective 3, consumer researchers have proposed different risk relievers or 

methods to create trust in online shopping. Literature mentions that well-known or 

reputable brands will generate more trust in an online vendor than any other factor. 

The researcher will investigate what are the main factors that lead to trust within the 

online shopping context. Finally, objective 4 is related to objective 3. The researcher 

will propose actions and recommendations to be used bye-retailers in order to 

increase sales in the online channel. 

3.9. Definition of research hypotheses 

A research hypothesis is the statement created by a researcher when they speculate 

upon the outcome of a research or experiment (Saunders et aI., 2007). The research 

hypothesis is a paring down of the problem into something testable and falsifiable. In 

line with the first three research objectives mentioned above, the following research 

hypotheses are proposed: 

Hypothesis I (HI): Convenience is the main factor that influences the purchase over 

Internet among experienced online shoppers. 
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Hypothesis 2 (H2): These hypotheses have been divided into to propositions in order 

to see the inferences between Internet experience and online shopping experience 

with risk perception. 

H2a - Most experienced online users will show less concern about the risk of online 

shopping. 

H2b - Most experienced online shoppers will show less concern about the risk of 

online shopping. 

Hypothesis 3 (H3): Well-known retailers generate more trust than any other trust 

factor or attributes in online shopping. 

3.10. Limitations 

There are some limitations inherent with this study. The first is related to time. This 

dissertation is part of a research project within a constrained academic course. For that 

reason a cross-sectional study was carried out rather than a longitudinal one. 

Conclusions of this cross-sectional study may only apply to the period investigated. 

Since e-commerce and online consumer behaviour are constantly changing, 

conclusions would not match if the same study was conducted in the near or far future. 

In any model in which causality is suggested, longitudinal studies provide for stronger 

inferences. However, it could be possible to conduct subsequently studies through a 

longitudinal design. 

The second limitation relates to the sampling frame. This study includes the answers 

of experienced users from several nationalities working for a multinational company 

in Ireland and the United States. The respondents were mostly from Ireland, USA, and 

Spain. A study of a much greater scale covering multiple sampling frames across 

various segments of the Internet users should be undertaken. Although this sample 

study includes the typical Internet user mentioned in the literature (young adults, and 

educated to high school diploma level), the sample could be widen to young people 

and older consumers. If other cohorts were examined, there could be different 

findings with respect to adoption and perceptions of e-commerce. 

53 

I 



Other limitations can be related to response biases. As the experienced users come 

from different nationalities, there could be differences in the response style. For 

example, respondents could differ in a more positive or negative position by 

answering the scales. In addition, the questionnaire has not been translated to other 

languages. Question wording and meaning could have an effect on responses from 

different nationalities. 
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4. Data analysis and findings 
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4. Data analysis and findings 

4.1. Survey and sample 

In order to answer the research question, an empirical research was carried out. A 

web-based survey was completed by experienced Internet users and shoppers in 

March 2009. The survey was active from 02 - 08 March, when the questionnaire was 

closed and the results exported. 

The selected population was comprised of employees working for a multinational 

company dedicated to the online advertising. They were chosen for convenience 

reasons. As this study was aimed to investigate motives, risk and trust among 

experienced users, these employees represented the typical online consumers: they 

are heavy Internet users and have great knowledge about the media. In addition, they 

purchase regularly over the Internet. 

The survey link was sent to two distribution lists of employees working for two 

offices located in Ireland and United States. More than 5.000 people were subscribed 

to these lists. The link was included within an e-mail, introducing the purpose of the 

survey and inviting them to participate in the online web survey (see Appendix, "8.1. 

Survey e-mail"). 

4.2. Data collection 

The researcher used Surveyzgimo.com, a company that provides online survey tools, 

in order to gather the data. This web-based system was chosen, because then the data 

is easily transferred to the statistical analysis software. The main advantages of this 

survey method over a traditional questionnaire are improved data quality, response 

timeliness and cost effective analyses. 

Data was exported to an Excel file that then imported into SPPS 17.0, a program used 

for analysis. A codebook (see Appendix, "8.2. Codebook") was developed in advance 

to label the questions and introduce them in the variable view into SPSS 17. 
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125 surveys were fully completed. The number of users that click on the link and then 

abandoned the survey was 23; the questionnaires that were only partially completed 

was 25. After excluding partial responses, 125 questionnaires were suitable for 

analysis. 

4.3. Research instrument 

The questionnaire was pre-tested with a 5-person sample to ensure clarity, readability 

and a logical arrangement of the questions. 

The questionnaire was divided into four sections (see Appendix, "8.3. Questionnaire"): 

Section A of the questionnaire consisted of a list of questions that gathered the 

descriptive variables of the respondents: sex, age range, education level, nationality, 

internet experience, online shopping experience, number of products purchased online 

and amount spend over last year. 

Section B of the questionnaire asked the respondents to indicate their motives to 

purchase online through a five-point scale ranging from "strongly disagree" (0) to 

"strongly agree" (4). This part included 18 items: twelve were related with goal 

oriented motives, and six were about experiential motives. 

Section C included questions about perceived risks when shopping online. An initial 

question asked respondents to rate the risk of online shopping in a scale ranging from 

1 (no risk) to 10 (high risk). To find out more about specific perceived risks, 16 

questions were developed. These included five-point scale ranging from "strongly 

disagree" (0) to "strongly agree" (4). 

The last part of the questionnaire, Section D, asked respondents to evaluate the 

relative importance of several trust attributes related to online shopping. Again, 

Likert-type rating scales were used from "strongly disagree" (0) to "strongly agree" 

(4). 
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4.4. Measures 

In this study, Internet experience and online shopping experience was measured by 

four group ranges spanning from low experience (less than a year) to high experience 

(more than 9 years). It was expected that all the respondents expressed at least a "user 

experience" of more than one year. Indeed, as it was the purpose of the study to target 

really experienced users, researcher only obtained answers for people with a use 

experience of "5 - 9 years" and "more than 9 years". 

Most items used in the study to measure "motives", "perceived risk", and "online 

trust" were drawn from the previously mentioned literature. Questions in most cases 

were adapted. They can be summarised as follows: 

- Motives: A total of 18 questions related to the motives among goal-oriented 

shoppers and experiential shoppers. This study measures "utilitarian benefits" with 

12 items, and "hedonic benefits" with 6 items. Questions were drawn from several 

studies (Wolfinbarger and Gilly, 2001; Chen and Chan, 2003; Brown et aI., 2003) 

- Perceived risk was measured using 16 items from modified statements found in the 

existing literature (Tan, 1999; Forsythe and Shi, 2003; Mukherjee and Nath, 2007). 

- The trust construct was measured using 13 items from attributes mentioned in the 

consumer behaviour literature (Constantinides, 2002; Harridge-March, 2006; 

Mukherjee and Nath, 2007). 

4.5. Analysis 

The researcher used SPSS 17.0 software to examine the research hypotheses. After 

importing the data into SPSS 17.0 and defining the variables, the researcher inspected 

the data file for missing data. A "Descriptives" analysis was run to find out what 

percentage of values was missed. The program showed that there there was not any 

missing data. Later, the researcher proceeded to the following analyses: 

- reliability; 
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- descriptive statistics (for HI to H3); 

- comparing statistics (inferential analysis): t-test analysis and analysis of variance 

(for H2) 

4.5.1. Reliability 

In order to test the internal consistency of the scales, the researcher analysed the 

reliability of the scales and items (scales for questions 10, 12 and 13; see Appendix, 

"8.3. Questionnaire"). Literature states that values above .7 are considered acceptable; 

however, values above .8 are preferable. The Item-Total correlation values shown in 

the Item-total Statistics table give an indication of the degree to which each item 

correlates with the total score. Low values (less than .3) indicate that the item is 

measuring something different from the scale as a whole. If the scale's overall 

Cronbach alpha is too low (e.g. less than .7) after checking for incorrectly scored 

items, it may be needed to consider removing items with low item-total correlation. 

4.5.1.1. Motives scale reliability 

Motives scale (Question 10, number of items 18) has good internal consistency, with 

a Cronback alpha coefficient reported of .822. 

Table 4. Motives scale reliability 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.822, 18 

Item·Total Statistics 

Scale Scale Cronbach' 

Mean if Variance if Corrected s Alpha if 

Item Item Item-Total Item 

Deleted Deleted Correlation Deleted 

It is convenient 43.96 76.523 .301 .818 

I can save time 44.10 76.249 .270 .819 

I can control the purchase process 44.78 70.461 .508 .807 

I can buy whenever I want 44.06 76.198 .289 .819 

I do not have to go to the physical store 44.34 71.986 .441 .811 
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I do not like to shop in traditional stores 46.35 69.714 .421 .813 

Prices on the Internet are lower 44.69 74.458 .323 .817 

Internet offers a wider selection of products/services 44.41 72.243 .463 .810 

I can buy products not available where I live 44.18 75.409 .287 .819 

I can preserve my anonymity 46.26 70.325 .467 .809 

It is easy to compare several modelslbrands 44.45 72.185 .463 .810 

I do not need to interact with a physical seller 45.59 70.243 .429 .812 

It is fun 45.33 71.351 .443 .811 

I can partiCipate in online auctions 45.95 71.611 .365 .816 

I can find more promotions 45.11 70.665 .493 .808 

I like to explore the online stores 45.29 69.142 .503 .807 

I like to interact with other customers online 46.77 72.809 .369 .815 

I can buy items related to my hobbies/activities 44.94 70.173 .473 .809 

4.5.1.2. Risk scale reliability 

The risk scale (Question 12, number of items 16) did not have good internal 

consistency, with a Cronback alpha coefficient reported of .482. This is possibly due 

to the fact that the questions were mixed: some were aimed to give opinion about risk 

perception in general (e.g. "Online shopping is more secure nowadays"), while others 

were related to specific risks (e.g. "I am concerned that my financial information, 

debit or credit card, will be misused"). 

Table 5. Risk scale reliability 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.482 16 

Item-Total Statistics 

Cronbach's 

Scale Mean if Scale Variance if Corrected Item- Alpha if Item 

Item Deleted Item Deleted Total Correlation Deleted 

Online shopping is more secure 34.24 23.861 0.491 0.411 

nowadays 
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Trust scale (Question 13, number of items 13) has good internal consistency, with a 

Cronback alpha coefficient reported of .806. 

Table 6. Trust scale reliability 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.806 13 

Item-Total Statistics 

Cronbach's 

Scale Mean if Scale Variance if Corrected Item- Alpha if Item 

Item Deleted Item Deleted Total Correlation Deleted 

I trust online vendors that 29.52 32.961 .410 .796 

also have physical stores 

I normally buy products in e- 29.46 34.686 .265 .806 

shops where I have 

purchased before 

I shop in online e-tailers that 29.72 33.671 .412 .796 

have been recommended by 

friends or family 

I purchase items/services 29.47 34.687 .293 .804 

from well-known retailers 

I trust online vendors that use 30.56 31.829 .430 .794 

traditional media advertising 

I have more confidence in e- 29.86 33.409 .321 .803 

shopping sites that include 

real customer reviews 

Online vendors that uses an 31.07 30.954 .527 .785 

expert as endorsement are 

trustworthy 

Online vendors that uses a 31.50 31.300 .469 .791 

celebrity/famous person are 

trustworthy 

Online vendor with a free 30.69 31.603 .499 .788 

phone service or live chat are 

trustworthy 

I trust web sites that display a 30.62 30.432 .570 .781 

uniform brand 
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Sites that display policies are 30.36 31.410 .587 .781 

trustworthy 

Sites including "safe site" 30.46 32.170 .457 .792 

symbols are less risky 

Web Sites that show symbols 30.58 32.632 .447 .793 

of third party or associates 

are more trustworthy 

4.5.2. Descriptive statistics 

4.5.2.1. Demographics variables (questions 1 to 9) 

The majority (60 per cent) of the respondents were female, and 40 per cent were male 

(Figure 1). Almost half of the respondents (49.6 per cent) were found to be in the age 

range of 25-29 years (Figure 2). In terms of education, 33.6 per cent of the 

respondents have a graduate qualification and 39.2 per cent a master degree/ or post 

graduate degree (Figure 3). Regarding nationality, slightly more than one fourth of the 

respondents were from the US (26.4 per cent), followed by Ireland and Spain with 20 

percent respectively (Figure 4). 

With regards to the Internet experience, 66.4 percent of the respondents in the sample 

had used the media for more than 9 years (Figure 5). Most of them are experienced 

online shoppers: 51.2 per cent has been buying over the Internet between 5 - 9 years 

(Figure 6). 

It is also relevant to acknowledge that users spent a lot of time online: 28 percent 

spent 60 hours or more, 25.6 per cent spent between 50-59 hours, and 24.8 per cent 

40-49 hours (Figure 7). The number of products or services purchased online varies 

largely: 27.2 percent bought between 10-14, followed by a 25.6 per cent of 

respondents that bought 30-34 average products (Figure 8). Finally, in terms of money 

spent online, most of the respondents, 42.4 per cent, stated that they spend more than 

1.500€ when buying online last year (Figure 9). 
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Figure 1. Gender 

Item 

Female 

Male 

Male 
40.00% 

Total responses to this question : 125 

Frequency 

Valid Female 75 

Male 50 

Total 125 

Count 

75 

50 

Gender 

Percent 

60.0 

40.0 

100.0 

Valid Percent 

60.0 

40.0 

100.0 

Percent % 

60 .00% 

40 .00% 

Cumulative 

Percent 

60.0 

100.0 

Female 
60.00% 
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Figure 2. Age 

Item 

25 - 29 

30 - 34 

18 - 24 

35 - 39 

45 or older 

40 - 44 

18 - 24 
9.60% 

Total responses to th is question : 125 

Frequency 

Valid 18 - 24 12 

25 - 29 62 

30 - 34 34 

35 - 39 10 

40 - 44 3 

45 or older 4 

Total 125 

45 or oldePther 
35 - 39 3.20i·40% 

8.00% 

Count 

62 

34 

12 

10 

4 

3 

Age 

Percent Valid Percent 

9.6 9.6 

49.6 49.6 

27.2 27.2 

8.0 8.0 

2.4 2.4 

3.2 3.2 

100.0 100.0 

Percent % 

49.60% 

27 .20% 

9.60% 

8.00% 

3.20% 

2.40% 

25 - 29 
49.60% 

Cumulative 

Percent 

9.6 

59.2 

86.4 

94.4 

96.8 

100.0 
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Figure 3. Education 

Item 

Master, Post-graduate 

Graduate 

Degree 

Secondary School 

Doctorate 

Total responses to this question: 124 

Valid Secondary School 

Degree 

Graduate 

Master, Post-graduate 

Doctorate 

Total 

Graduate 
33.06% 

Other 
4.03% 

Education 

Count 

49 

41 

29 

3 

2 

Frequency Percent 

3 2.4 

29 23.2 

42 33.6 

49 39.2 

2 1.6 

125 100.0 

Master, Post -graduate 
39.52% 

Percent % 

39 .52% 

33 .06% 

23 .39% 

2.42% 

1.61% 

Cumulative 

Valid Percent Percent 

2.4 2.4 

23.2 25.6 

33.6 59.2 

39.2 98.4 

1.6 100.0 

100.0 
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Figure 4. Country 

40 

35 

30 

25 

20 

15 

10 

5 

o 
United States 

of P-merica 
Ireland 

Item 

United States of America 

Ireland 

Spain 

Germany 

United Kingdom of Great Britain 

India 

Australia 

Brazil 

France 

Italy 

Portugal 

Sweden 

Belgium 

Canada 

China 

Denmark 

Finland 

Haiti 

Moldova 

Netherlands 

Northern Ireland 

Poland 

Russian Federation 

Serbia 

Slovakia 

Venezuela 

Total responses to this question : 125 

Sp~jn Germ~ny United Kingdom other 
of Great 
Britain 

Count Percent % 

33 26.40% 

25 20 .00% 

25 20.00% 

9 7.20% 

4 3.20% 

3 2.40% 

2 1.60% 

2 1.60% 

2 1.60% 

2 1.60% 

2 1.60% 

2 1.60% 

0.80% 

0.80% 

0.80% 

0.80% 

0.80% 

0.80% 

0.80% 

0.80% 

0.80% 

0.80% 

0.80% 

0.80% 

0.80% 

0.80% 
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Figure S. Internet use experience 

Item 

More than 9 years 

5 - 9 years 

Total responses to this question : 125 

Valid 5 - 9 years 

More than 9 years 

Total 

Count 

83 

42 

Internet use experience 

Frequency Percent 

42 33.6 

83 66.4 

125 100.0 

Percent % 

66.40% 

33 .60% 

Cumulative 

Valid Percent Percent 

33.6 33.6 

66.4 100.0 

100.0 
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Figure 6. Online shopping experience 

less than a year 
3 .20% 

Item 

More than 9 years 
16.00% 

5 - 9 years 

1 - 4 years 

More than 9 years 

Less than a year 

Total responses to this question : 125 

Count 

64 

37 

20 

4 

Percent % 

51.20% 

29 .60% 

16.00% 

3.20% 

5 - 9 years 
51 .20% 

Online shopping experience 

Cumulative 

Frequency Percent Valid Percent Percent 

Valid Less than a year 4 3.2 3.2 3.2 

1 - 4 years 37 29.6 29.6 32.8 

5 - 9 years 64 51 .2 51 .2 84.0 

More than 9 years 20 16.0 16.0 100.0 

Total 125 100.0 100.0 
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Figure 7. Hours spent online 

Item 

60 or more 

SO-59 hours 

40-49 hours 

30-39 hours 

20-29 hours 

10- 19 hours 

1-9 hours 

Total responses to this question : 125 

1 0 -1 9 hoursOther 
20-29 hours 4.00-i ·40% 

5.60% 

Count 

35 

32 

31 

12 

7 

5 

3 

Hours spent online 

Frequency Percent Valid Percent 

Valid 1-9 hours 3 2.4 2.4 

10-19 hours 5 4.0 4.0 

20-29 hours 7 5.6 5.6 

30-39 hours 12 9.6 9.6 

40-49 hours 31 24.8 24.8 

50-59 hours 32 25.6 25.6 

60 or more 35 28.0 28.0 

Total 125 100.0 100.0 

Percent % 

28 .00% 

25 .60% 

24.80% 

9.60% 

5.60% 

4.00% 

2.40% 

Cumulative 

Percent 

2.4 

6.4 

12.0 

21 .6 

46.4 

72 .0 

100.0 
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Figure 8. Products/services purchased online over the last 12 months 

Item 

10-14 

More than 35 

15-20 

20-24 

5-9 

25-29 

1-4 

30-34 

20-24 
11.20% 

Total responses to this question: 125 

15-20 
14.40% 

other 
3.20% 

Count 

34 

31 

18 

14 

13 

11 

3 

Number products purchased 

Frequency Percent Valid Percent 

Valid 1-4 3 2.4 2.4 

5-9 13 10.4 10.4 

10-14 34 27.2 27.2 

15-20 18 14.4 14.4 

20-24 14 11 .2 11 .2 

25-29 11 8.8 8.8 

30-34 32 25.6 25.6 

Total 125 100.0 100.0 

More than 35 
24 .80% 

Percent % 

27.20% 

24.80% 

14.40% 

11.20% 

10.40% 

8.80% 

2.40% 

0.80% 

Cumulative 

Percent 

2.4 

12.8 

40.0 

54.4 

65.6 

74.4 

100.0 
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Figure 9. Money spent buying products/services online 

E51 to El00 other 
E301 to E400 4.80%2.40% 

E201 to E300 
6.40% 

E401 to E500 
8.00% 

5.60% 

E751 to El ,OOO 
12.00% 

Item 

(1,501 or more 

0,001 to 0,500 

(751 to 0,000 

(401 to (500 

(201 to 000 

(501 to (750 

DOl to (400 

(51 to 000 

001 to (200 

(26 to (50 

Count 

53 

15 

15 

10 

8 

8 

7 

6 

2 

Total responses to this question : 125 

Spending 

Frequency Percent 

Valid €26 to €50 1 .8 

€51 to €100 6 4.8 

€101 to €200 2 1.6 

€201 to €300 8 6.4 

€301 to €400 7 5.6 

€401 to €500 10 8.0 

€501 to €750 8 6.4 

€751 to €1 .000 15 12.0 

€1 .001 to €1 .500 15 12.0 

€1 .501 or more 53 42.4 

Total 125 100.0 

El ,OOl to El,500 
12.00% 

Percent % 

42.40% 

12.00% 

12.00% 

8 .00% 

6.40% 

6.40% 

5.60% 

4 .80% 

1.60% 

0.80% 

El,501 or more 
42.40% 

Cumulative 

Valid Percent Percent 

.8 .8 

4.8 5.6 

1.6 7.2 

6.4 13.6 

5.6 19.2 

8.0 27.2 

6.4 33.6 

12.0 45.6 

12.0 57.6 

42.4 100.0 

100.0 
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4.5.2.1. Motives, risk and trust scales (questions 10 to 13) 

To analyse motives, perceived risks and trust, the researcher generated several tables 

with summary statistics such as mean, median and standard deviation. Skewness and 

kurtosis were also included. The skewness value provides an indication of the 

symmetry of the distribution. Kurtosis, on the other hand, provides information about 

the "peakedness" of the distribution . 

Motives scales (Question 10) 

Question number 10 comprised of 18 items (Figure 10). Figure 10 shows the 

percentage responses for every item and the following the table generated with 

Descriptive Statistics. 

Focusing in the mean column, the highest value is for the item "it is convenient" 

(3.72), followed by "I can buy whenever 1 want" (3.62), and "I can save time" (3.58). 

The highest values in the table are more related to goal-oriented motives (item 1 to 12) 

than for experiential motives (item 13 to 18). 

One question was include too see perception of respondents towards traditional shop, 

they seem to disagree with the statement "I do not like to shop in traditional stores". 

As the results show, the highest value for experiential motives is for the item "I can 

buy items related to my hobbies/activities", (2.74), while the lowest is for "I like to 

interact with other customers online" (0.91). 

Means for goal oriented motives are higher than experiential motive. A comparison 

of item 1 "it is convenient" (3.72) with item 13 "It is fun" (2.35) shows clearly this 

finding . 
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Figure 10. Motives to buy online 

Definitely Somewhat 
Neither 

Somewhat Completely Total Item Agree nor 
Disagree Disagree 

Disagree 
Agree Agree 

1. It is convenient 0.8% 0.8% 2.4% 17.6% 78.4% 125 
2. I can save time 0.8% 1.6% 4.8% 24.0% 68.8% 125 
3. I can control the 

1.6% 8.8% 21.6% 34.4% 33.6% 125 purchase process 
4. I can buy whenever 

0.8% 1.6% 3.2% 23.2% 71.2% 125 I want 
5. I do not have to go 2.4% 4.0% 9.6% 25.6% 58.4% 125 to the physical store 
6. I do not like to shop 

32.8% 29.6% 17.6% 12.0% 8.0% 125 in traditional stores 
7. Prices on the 

0.8% 5.6% 18.4% 44.0% 31.2% 125 Internet are lower 
8. Internet offers a 
wider selection of 6.4% 12.0% 29.6% 52.0% 125 
products/services 

9. I can buy products 
not available where I 1.6% 1.6% 7.2% 24.8% 64.8% 125 

live 
10. I can preserve my 

25.6% 26.4% 32.8% 11.2% 4.0% 125 anonymity 
11. It is easy to 
compare several 2.4% 3.2% 8.8% 40.0% 45.6% 125 
models/brands 

12. I do not need to 
interact with a physical 8.8% 24.8% 30.4% 20.8% 15.2% 125 

seller 

,t, • 13. It is fun 4.0% 14.4% 40.0% 25.6% 16.0% 125 
14. I can participate in 

21.6% 16.0% 35.2% 22.4% 4.8% 125 online auctions 
15. I can find more 

6.4% 4.0% 32.8% 40.0% 16.8% 125 promotions 
16. I like to explore 

6.4% 17.6% 24.8% 32.8% 18.4% 125 the online stores 
17. I like to interact 

with other customers 44.0% 30.4% 18.4% 4.8% 2.4% 125 
online 

18. I can buy items 
related to my 7.2% 3.2% 24.8% 37.6% 27.2% 125 

hobbies/activities 

• 
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• Descriptive Statistics 

Std. 

N Minimum Maximum Mean Deviation Skewness Kurtosis 

Std. Std. 

Statistic Statistic Statistic Statistic Statistic Statistic Error Statistic Error 

It is convenient 125 0 4 3.72 .630 -3.047 .217 11.927 .430 

I can save time 125 0 4 3.58 .732 -2.180 .217 5.731 .430 

I can control the purchase 125 0 4 2.90 1.023 -.662 .217 -.266 .430 

process 

I can buy whenever I want 125 0 4 3.62 .703 -2.431 .217 7.352 .430 

I do not have to go to the 125 0 4 3.34 .975 -1.623 .217 2.295 .430 

physical store 

I do not like to shop in 125 0 4 1.33 1.269 .683 .217 -.592 .430 

traditional stores 

Prices on the Internet are 125 0 4 2.99 .893 -.743 .217 .285 .430 

lower 

Internet offers a wider 125 1 4 3.27 .910 -1.090 .217 .265 .430 

selection of 

products/services 

I can buy products not 125 0 4 3.50 .829 -2.014 .217 4.601 .430 

available where I live 

I can preserve my 125 0 4 1.42 1.109 .342 .217 -.577 .430 

anonymity 

• It is easy to compare 125 0 4 3.23 .917 -1.500 .217 2.575 .430 

several models/brands 

I do not need to interact 125 0 4 2.09 1.191 .060 .217 -.871 .430 

with a physical seller 

It is fun 125 0 4 2.35 1.042 -.098 .217 -.433 .430 

I can participate in online 125 0 4 1.73 1.173 -.092 .217 -.932 .430 

auctions 

I can find more promotions 125 0 4 2.57 1.027 -.732 .217 .527 .430 

I like to explore the online 125 0 4 2.39 1.163 -.343 .217 -.741 .430 

stores 

I like to interact with other 125 0 4 .91 1.016 1.022 .217 .555 .430 

customers online 

I can buy items related to 125 0 4 2.74 1.114 -.900 .217 .456 .430 

my hobbies/activities 

Valid N (Iistwise) 125 

Total responses to thiS question: 125 
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Risk scale (Question 11 and 12) 

To analyse risk perception, two questions were developed. A descriptive analysis was 

performed for Question 11 ("How risky is buying online for you?"). The scale 

measuring risk ranged from 1 ("no risk") to 10 ("high risk"), with a medium value of 

5 ("some risk"). 31.2 per cent of the respondents marked value 5, 20.8 per cent value 

3, and 14.4 per cent value 3. The mean of this scale was 3.96. Online users still 

perceive risk when shopping online, though it seems the risk level is mild. Table 11 b 

shows the frequencies for values. 

Figure lla. How risky is buying online for you? 1 - No risk. 10- High risk 

4 
12.00% 

1 8 
1 3.20i3 ·20% 

6.40% 

Item Count Percent % 

5 39 31.20% 

2 26 20 .80% 

3 18 14.40% 

4 15 12.00% 

6 11 8.80% 

1 8 6.40% 

7 4 3.20% 

8 4 3.20% 

Total responses to this question : 125 
Average : 3.96 

Descriptive Statistics 

Std. 

N Minimum Maximum Mean Deviation Skewness Kurtosis 

Statistic Statistic Statistic Statistic Statistic Statistic Std. Error Statistic Std. Error 

Rate risk 125 1 8 3.96 1.743 .146 .217 -.639 .430 

Valid N 125 

(Iistwise) 
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Figure lib. Total perceived risk values (frequencies) 
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Mean =3.96 
Std. Dev. =1 .743 

N=125 

For question 12, with 16 items (Figure 12), the mean values were analysed. 

Respondents mostly agree with the statements "Products are delivered when shopping 

online" (3.27), "Online shopping is more secure nowadays" (3.16), "I trust buying 

online because I have done it many times before" (3 .10). A comparison between the 

mean of this item with "I am not afraid of buying online, because I am an experienced 

Internet user" (2.74) suggest that the online shopping experience make them trust 

more than the Internet user experience they have. 

The results also suggest that online users express that there are still some risks with 

online shopping in comparison with than traditional shops, as the low mean for the 

question "Online shopping is not more risky than in-store shopping" shows (2.09). 

However, they consider that the risk is less nowadays. They generally agree with the 

statement "Security risk in online shopping is overstated by the news in the media" 

(2.48). 

Analysing the specific risks, respondents seem to be more concerned with the item 10 

"There is a risk that product/services will not match the description on the website" 

(2.83) than with the item 15, "I am concerned that my financial information (debit or 

credit card) will be misused" (1.79). Related with the item 10, respondents seem to 

consider difficult to return products. The mean for item 13 is low: "Returning 

products is easy for online shoppers" (1.49). Online users also seem not to manifest 
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specific product risk. The mean for "I could buy any kind of product/services online" 

is relatively high (2.52). 

Figure 12. Perceived risks 

Item 
Definitely Somewhat Neither Agree Somewhat Completely 

Total 
Disagree Disagree nor Disagree Agree Agree 

1. Online shopping is more secure 
1.6% 12.8% 53.6% 32.0% 125 

nowadays 

2. Online shopping is not more risky 
7.2% 29.6% 24.8% 26.4% 12.0% 125 

than in-store shopping 

3. E-commerce sites are generally 
1.6% 5.6% 25.6% 50.4% 16.8% 125 

secure 

4. My personal details are protected by 
3.2% 16.8% 27.2% 45.6% 7.2% 125 

online vendors 

5. I could buy any kind of 
6.4% 16.8% 17.6% 36.8% 22.4% 125 

product/services online 

6. I trust buying online because I have 
0.8% 4.0% 10.4% 54.4% 30.4% 125 

done it many times before 

7. When purchasing online, I don't 
normally look for the online vendor 34.4% 28.0% 13.6% 14.4% 9.6% 125 

reputation 

8. I normally read term and conditions 23.2% 35.2% 16.8% 18.4% 6.4% 125 

9. I am not afraid of bUYing online, 
because I am an experienced Internet 0.8% 8.0% 26.4% 45.6% 19.2% 125 

user 

10. There is a risk that 
product/services will not match the 7.2% 15.2% 64.8% 12.8% 125 

description on the webSite 

11. Products are delivered when 
11.2% 50.4% 38.4% 125 

shopping online 

12. I am scared that I will receive 
8.8% 38.4% 28.8% 21.6% 2.4% 125 

products in poor conditions 

13. Returning products IS easy for 
14.4% 40.0% 29.6% 14.4% 1.6% 125 

online shoppers 

14. Customer service can be contacted 
2.4% 19.2% 36.0% 34.4% 8.0% 125 

on e-commerce sites 

15. I am concerned that my financial 
information (debit or credit card) Will 4.0% 45.6% 19.2% 29.6% 1.6% 125 

be misused 

16. Security risk in online shopping is 
2.4% 9.6% 40.8% 32.0% 15.2% 125 

overstated by the news in the media 

Descriptive Statistics 

Maximu 

N Minimum m Mean Std. Deviation Skewness Kurtosis 

Std. 

Statistic Statistic Statistic Statistic Statistic Statistic Error Statistic 

Online shopping is 125 1 4 3.16 .700 -.518 .217 .181 

more secure nowadays 

Online shopping is not 125 0 4 2.06 1.155 0.065 .217 -.951 

more risky than in-store 

shopping 

E-commerce sites are 125 0 4 2.75 .858 -0.663 .217 .705 

generally secure 
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My personal details are 125 o 4 2.37 .955 -.518 .217 -.296 .430 

protected by online 

vendors 

I could buy any kind of 125 o 4 2.52 1.195 -.523 .217 -.699 .430 

producUservices online 

I trust buying online 125 o 4 3.10 .797 -1.048 .217 1.794 .430 

because I have done it 

many times before 

When purchasing 125 o 4 1.37 1.341 .644 .217 -.831 .430 

online, I don't normally 

look for the online 

vendor reputation 

I normally read term 125 o 4 1.50 1.216 .475 .217 -.820 .430 

and conditions 

I am not afraid of 125 o 4 2.74 .888 -.454 .217 -.091 .430 

buying online, because 

I am an experienced 

Internet user 

There is a risk that 125 4 2.83 .738 -.825 .217 .938 .430 

producUservices will 

not match the 

description on the 

website 

Products are delivered 125 2 4 3.27 .652 -.341 .217 -.713 .430 

when shopping online 

I am scared that I will 125 o 4 1.70 .984 .214 .217 -.687 .430 

receive products in 

poor conditions 

Returning products is 125 o 4 1.49 .964 .309 .217 -.454 .430 

easy for online 

shoppers 

• Customer service can 125 o 4 2.26 .943 -.143 .217 -.466 .430 

be contacted on e-

commerce sites 

I am concerned that my 125 o 4 1.79 .970 .269 .217 -1.156 .430 

financial information 

(debit or credit card) 

will be misused 
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Security risk in online 125 0 4 2.48 .947 -.173 .217 -.147 

shopping is overstated 

by the news in the 

media 

Valid N (Iistwise) 125 

Trust (Question 13) 

The researcher also generated a table with descriptive statistics to analyse what makes 

online users-shoppers trust. Respondents mostly agreed with the statement "I 

normally buy products in e-shops where 1 have purchased before" (3.36), closely 

followed by "I purchase items/services from well-known retailers" (3.35), and "I trust 

online vendors that also have physical stores" (3.30). The results suggest that past 

purchase experiences and brand reputation generate more trust among online users. 

Regarding trust influences, respondents mostly agreed with the statement "I shop in 

online e-tailers that have been recommended by friends or family" (3.10). Other 

customer influence seems more important ("I have more confidence in e-shopping 

sites that include real customer reviews", 2.96) than endorsements, with low value for 
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"Online vendors that uses an expert as endorsement are trustworthy" (1.75), and t 
partial disagreement for "Online vendors that uses a celebrity/famous person are i 
trustworthy" (1.32). 

Focusing on web site characteristics, the results suggest that sites displaying policies 

are more trustworthy. The mean for "Sites that display policies are trustworthy" (2.46) 

is slightly higher than other items such as "Sites including "safe site" symbols are less 

risky" (2.36), "Web Sites that show symbols of third party or associates are more 

trustworthy" (2.24), "I trust web sites that display a uniform brand" (2.21). 
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Figure 13. Trust in online shopping 

Item 
Definitely Somewhat Neither Agree Somewhat Completely 

Total 
Disagree Disagree nor Disagree Agree Agree 

1. I trust online vendors that also have 
0.8% 2.4% 10.4% 38.4% 48.0% 125 

physical stores 

2. I normally buy products in e-shops 
2.4% 7.2% 42.4% 48.0% 125 

where I have purchased before 

3. I shop in online e-tailers that have 
been recommended by friends or 0.8% 16.8% 53.6% 28.8% 125 

family 

4. I purchase items/services from well-
0.8% 8.8% 44.8% 45.6% 125 

known retailers • 5. I trust online vendors that use 
traditional media advertising 

5.6% 9.6% 48.0% 26.4% 10.4% 125 

6. I have more confidence in e-
shopping sites that include real 0.8% 6.4% 16.8% 48.0% 28.0% 125 

customer reviews 

7. Online vendors that uses an expert 
12.0% 22.4% 46.4% 16.8% 2.4% 125 

as endorsement are trustworthy 

8. Online vendors that uses a 
celebrity/famous person are 24.8% 29.6% 36.0% 8.0% 1.6% 125 

trustworthy 

9. Online vendor with a free phone 
4.8% 15.2% 46.4% 28.8% 4.8% 125 

service or live chat are trustworthy 

10. I trust web sites that display a 
uniform brand presentation (logos, 6.4% 13.6% 38.4% 36.0% 5.6% 125 

brand, colors. ,.) 

11. Sites that display policies are 
2.4% 8.0% 36.0% 48.0% 5.6% 125 

trustworthy 

12. Sites including "safe site" symbols 
4.0% 7.2% 44.8% 36.8% 7.2% 125 

are less risky 

13. Web Sites that show symbols of 
third party or associates are more 3.2% 10.4% 49.6% 32.8% 4.0% 125 

trustworthy 
Total responses to this question: 125 

• 
Descriptive Statistics 

Std. 

N Minimum Maximum Mean Deviation Skewness Kurtosis 

Std. 

Statistic Statistic Statistic Statistic Statistic Statistic Error Statistic Std. Error 

I trust online vendors that 125 0 4 3.30 .815 -1.250 .217 1.823 .430 

also have physical stores 

I normally buy products in e- 125 1 4 3.36 .723 -1.059 .217 1.104 .430 

shops where I have 

purchased before 

I shop in online e-tailers that 125 1 4 3.10 .694 -.289 .217 -.367 .430 

have been recommended by 

friends or family 

I purchase items/services 125 1 4 3.35 .675 -.723 .217 .116 .430 

from well-known retailers 
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I trust online vendors that 125 0 4 2.26 .968 -.229 .217 .223 

use traditional media 

advertising 

I have more confidence in e- 125 0 4 2.96 .884 -.777 .217 .449 

shopping sites that include 

real customer reviews 

Online vendors that uses an 125 0 4 1.75 .956 -.158 .217 -.255 

expert as endorsement are 

trustworthy 

Online vendors that uses a 125 0 4 1.32 .989 .234 .217 -.532 

celebrity/famous person are 

trustworthy 

Online vendor with a free 125 0 4 2.14 .901 -.273 .217 .123 

phone service or live chat 

are trustworthy 

I trust web sites that display 125 0 4 2.21 .970 -.484 .217 -.045 

a uniform brand 

Sites that display policies 125 0 4 2.46 .819 -.690 .217 .744 

are trustworthy 

Sites including "safe site" 125 0 4 2.36 .874 -.481 .217 .686 

symbols are less risky 

Web Sites that show 125 0 4 2.24 .817 -.381 .217 .596 

symbols of third party or 

associates are more 

trustworthy 

Valid N (Iistwise) 125 

4.5.3. Comparing statistics 

4.5.3.1. T-test 

To examine the risk rate related to the Internet use experience (hypothesis 2a), at-test 

was performed. There were no respondents for "less than a year", and "1 to 4 years". 

Therefore only two groups could be analysed. An independent-sample t-test helps 

understand if there is a statistically significant difference in the mean scores for two 
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groups. In this case, the independent variable "online shopping experience", and the 

continuous, dependent "rate risk" were chosen. 

Group Statistics 

Internet use 

experience N Mean Std . Deviation Std. Error Mean 

Rate risk 5 - 9 years 42 3.88 1.903 .294 

More than 9 years 83 4.00 1.667 .183 

There were no substantial differences between both groups (means 3.88 and 4). 

Therefore, both groups have similar perceived risk rates. In order to get more of an 

insight, the researcher clustered both groups by online shopping experience. Figure 13 

suggests that users with more than 9 years of Internet experience, but with low 

experience of online shopping, show more perceived risk than the rest of the groups. 

It is possible that users with a lot of Internet experience still hesitate to buy online and 

feel more perception of risk (Figure 13). However, a lengthy online shopping 

experience could make the users trust more on Internet shopping. 

Figure 13. Internet use experience clustered by online shopping 
experience 

Internet experience clustered by online shopping experience 

5 - 9 years MJre than 9 years 

Internet use experience 

4.5.3.2. Analysis of variance 

Online shopping 
experience 

• Less than a year 
.1 -4years 
DS · Syears 
• ~e than 9 years 

In order to analyse the risk rate related to the online shopping experience (hypothesis 

2b), an analysis of variance was performed. One-way between-groups ANOV A is 
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used in the cases when the researcher has one independent (grouping) variable with 

three or more levels (groups) and one dependent continuous variable. The "one-way" 

part of the title indicates there is only one dependent variable. One-way ANOV A 

helps to understand if there are significant differences in the mean scores on the 

dependent variable across the three groups. 

A one-way between groups analysis of variance was conducted to explore the impact 

of online shopping experience on risk rates. Subjects were divided into 4 groups (Less 

than a year, 1 - 4 years, 5 - 9 years, More than 9 years). There was a statistically 

significant difference at the p < .005 level in scores for the four groups: F (3, 121) 

= .369, P = .775. Despite reaching statistical significance, the actual difference in mean 

scores between the groups were quite small. It is important to acknowledge that the 

groups' size is unequal, with a really small group for those "less than a year". As the 

result shows, users with "less than a year" of online shopping experience have the 

highest perception of risk (mean = 4.50), followed by the cluster "1 - 4 years". 

However, the mean for online shoppers with "More than 9 years" (3.95) is higher than 

for the group "5 - 9 years" (3.83). If means are analysed global, the differences in 

values are slight; risk perceptions are quite similar for every group. 

Table 7. Descriptives table: risk within online shopping experience groups . 

Oescriptives 

Rate risk 

95% Confidence 

Interval for Mean 

Std. Std. Lower Upper 

N Mean Deviation Error Bound Bound Minimum Maximum 

Less than a year 4 4.50 1.732 .866 1.74 7.26 2 

1 - 4 years 37 4.14 1.873 .308 3.51 4.76 1 

5 - 9 years 64 3.83 1.742 .218 3.39 4.26 1 

More than 9 20 3.95 1.572 .352 3.21 4.69 2 

years . 
Total 125 3.96 1.743 .156 3.65 4.27 1 

Test of Homogeneity of Variances 

Rate risk 

I Levene Statistic I df1 df2 Sig. 
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Test of Homogeneity of Variances 

Rate risk 

Levene Statistic df1 df2 Sig. 

.518 3 121 .670 

ANOVA 

Rate risk 

Sum of Squares df Mean Square F Sig. 

Between Groups 3.416 3 1.139 .369 .775 

Within Groups 373.384 121 3.086 

Total 376.800 124 

4.6. Findings: objectives and hypotheses 

4.6.1. Objective 1 

Objective 1: "To investigate what are the main motives that lead experienced Internet 

users to purchase products and services via the Internet" . 

Hypothesis 1 (HI). "Convenience is the main factor that influences the purchase 

over the Internet among experienced online shoppers". 

The findings for objective and hypothesis I have similarities that are largely 

consistent with the literature. Convenience seems to be the most frequently chosen 

reason for shopping online, as the results of the mean analysis (Question 1 0) show. 

Convenience has been considered one of the leading reasons to shop online 

(Jarvenpaa and Todd, 1997; Wolfinbarger and Gilly, 2001; Lim and Dubinsky, 2004). 

The results are in contrast with the studies conducted by Brown et al. (2003), who 

identified recreational and price-oriented the most important clusters among Internet 

users; and layawardhena et al. (2007), who criticised the widespread belief that 

Internet shoppers are primarily motivated by convenience: They found that 

convenience is only the second largest cluster in their study, while price-sensitive 

cluster was the largest. However, this study shows that convenience is the most 

important factor among experienced Internet users. 
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Likewise, the results of this study indicate that experienced online users are still more 

goal-oriented shoppers when buying online. Means for goal-oriented motives are 

higher than experiential motives. A comparison of item 1 "It is convenient" (3.72) 

with item 13 "It is fun" (2.35) shows clearly this finding. The hedonic aspects of 

online shopping seem to be less important to consumers than the more functional 

aspects. The highest values in the motives table are more related to goal-oriented 

motives (item 1 to 12) than for experiential motives (item 13 to 18). Convenience had 

the highest mean (3.72), followed by the questions, "I can buy whenever I want" 

(3.62), "I can save time" (3.58), "I can buy products not available where I live" (3.50), 

and "I do not have to go to the physical store" (3.34). In the current study, 

convenience is expressed in terms of time flexibility or control, reduction in time and 

effort, and product selection. These results are consistent with other authors. For 

example, Kau et al. (2003) explained that there were five types of convenience: (1) 

reduction in shopping time; (2) timing flexibility; (3) saving of physical effort; (4) 

saving of aggravation; and (5) the opportunity to engage in impulse buying or directly 

responding to an advertisement. Alreck and Settle (2002) also found that Internet 

shopping was viewed as saving more time than traditional modes of shopping. 

Equally, Wolfinbarger and Gilly (2001) considered that goal-oriented shoppers are 

characterised by four motives for online shopping: convenience, informativeness, 

selection, and the ability to control the shopping experience. 

The results of this study also point out that experiential motives, although less valued, 

are also presented among experience online users. As Wolfinbarger and Gilly (2001) 

suggest, there is no reason to think that goal-oriented and experiential motives should 

not apply to online shoppers. The highest value for experiential motives is for the item 

"I can buy items related to my hobbies/activities" (2.74), while the lowest is for "I 

like to interact with other customers online" (0.91) . 

It is important to acknowledge that online consumers still seem to like buying in 

conventional stores. They express high disagreement with the statement "I do not like 

to shop in traditional stores" (1.33). This finding leads to speculation that the Internet 

could be used to complement traditional shopping, and consumers would buy online 

on occasions where convenience is the most important factor (in terms of time 

flexibility, reduction, or product selection). It would not imply, however, that 

individuals who dislike the shopping process may be more willing to purchasing 
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online, or that people who enjoy the traditional shopping would be unlikely to buy 

online, because the Internet would be a poor substitute for the leisure experience 

associated with conventional shopping. 

4.6.2. Objective 2 

Objective 2: "To explore if experienced users still have great levels of perceived risks, 

and what ofthose exert more deterrent influence to online shopping". 

Hypothesis 2 (H2). 

H2a - Most experienced online users will show less concern about the risk of online 

shopping. 

H2b - Most experienced online shoppers will show less concern about the risk of 

online shopping. 

This research shows that experienced users still perceIve some risk about online 

shopping, although this level is moderated. The mean was 3.96 for a scale ranging 

from 1 ("no risk") to 10 ("high risk"), with a medium value of 5 ("some risk") . 

Findings of this study also suggest that long-term online experience does not seem to 

be a factor that decreases perception of risk. However, more online shopping 

experiences could decrease the risk perception. Consumers who have previous 

experience of online buying will be more likely to buy online than those who lack 

such experience. The analysis of variance confirms this finding. As mentioned earlier, 

Figure 13 suggests that users with more than 9 years of Internet experience, but with 

low experience in online shopping, show more perceived risk than the rest of the 

groups. To support this finding, it is important to acknowledge that respondents also 

agreed more with the item 6 "I trust buying online because I have done it many times 

before" (3.10) than the item 9 "I am not afraid of buying online, because I am an 

experienced Internet user" (2.74). 

This result is in keeping with Seckler (2000), who considers that, as consumers gain 

experience with online buying, perhaps with small purchases at first, they will be 

likely to develop confidence and skills that facilitate more ambitious buying. High 

experienced users with low trust could be hesitating to use the medium for purchasing . 
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This fact could be related with suggestions by Moon (2004), who consider that some 

consumers may use the Internet only as an information-search tool. They may browse 

web sites to obtain product information and go to brick-and-mortar stores or other 

channels to buy products they found on the web sites (Moon, 2004). Goldsmith and 

Goldsmith (2002) also found that consumers who had greater confidence in their 

ability to shop online were more likely to purchase products online, as compared to 

those who had less confidence . 

The results also suggest that online users believes that there are still some risks 

associated with online shopping in comparison with than traditional shops, as the 

relatively low mean for the question "Online shopping is not more risky than in-store 

shopping" shows (2.09). However, they consider that the risk is less nowadays. They 

generally agree with the item "E-commerce sites are generally secure" (2.75), and the 

statement "Security risk in online shopping is overstated by the news in the media" 

(2.48). 

Analyzing the specific risks, respondents seem to be more concerned with the item 10 

"There is a risk that product/services will not match the description on the website" 

(2.83) than with the item 15, "I am concerned that my financial information (debit or 

credit card) will be misused" (1.79). Related with the item 10, respondents seem to 

consider difficult to return products. The mean for item 13 is low: "Returning 

products is easy for online shoppers" (1.49). 

The findings suggest that functional-performance risks are more predominant than 

financial, product category and psychological risks. Respondents are concerned about 

the fact that some products or services could not match the description on the website. 

Functional risks refers to the fear that product will not perform properly or shopping 

experience will not be satisfactory. Online shoppers can not physically examine 

merchandise before purchase. Regarding this, they also seem to show a feeling of 

uncertainty in case of problems to return the products. The findings of this study do 

not support the results of Bhatnagar et al. (2000), who argue that in the case of 

Internet shopping, two types of risk, product category risk and financial risk, are 

predominant. Although this study has not focused in the online risk for specific 

product categories, in general terms, the results suggest that online users seem not to 

manifest specific product risk. The mean for "I could buy any kind of product/services 

online" is relatively high (2.52). 
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Regarding financial risk, the results of current study are in contrast with the findings 

of Liebermann and Stashevsky (2002). These authors identified Internet credit card 

stealing and misuse of personal information as the major risk elements associated with 

Internet shopping. On the contrary, the fear of giving out credit card numbers may not 

deter online buyers anymore. As Bellman et al. (1999) poses, security and privacy 

concerns are a decreasingly important predictor of shopping behaviour, because the 

number of consumers who has a bad experience with buying online will decrease over 

time. 

4.6.3. Objective 3 

Objective 3: "To identify what factors make them trust when buying over the 

Internet" 

Hypothesis 3 (H3): "Well-known retailers generate more trust than any other trust 

factor or attributes in online shopping". 

The findings of this study suggest that previous shopping experience make the users 

trust more than any other factor when buying online. The highest mean for the trust 

construct was for the item "I normally buy products in e-shops' where I have 

purchased before" (3.36). The hypothesis 3 (H3) is almost supported, because the 

mean for item "I purchase items/services from well-known retailers" is the second 

high (3.35). The third highest mean is for the item "I trust online vendors that also 

have physical stores" (3.30). 

The results regarding the online trust factors are consistent with other studies. For 

example, Balabanis and Reynolds (2001) found that customers tend to trust more 

online stores operated by the traditional retailer or well-known brands, especially if 

they had a previous shopping experience with that vendor and knew in advance about 

product quality and services. Kau et al. (2003) also suggest that consumers are more 

comfortable with companies that have strong offline brands. Likewise, Connolly and 

Banister (2007) investigated factors that could explain the consumer trust in on-line 

shopping and found that the two most important factors that will predict consumer 
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trust are vendor integrity and the consumer's prevIOUS expenence In the online 

shopping. In consumer marketing literature, branding is often mentioned as one of the 

major devices for establishing trust relationships between buyer and seller. In addition 

to branding, trust-building devices used may be seals of approval, fulfilment of orders, 

the design of the web site, and lenient return policies. 

Regarding trust influences, friends and family groups generate more trust among 

experienced users. Respondents highly agree with the statement "I shop in online e

tailers that have been recommended by friends or family" (3.10). Other customers 

feedback is also more important ("I have more confidence in e-shopping sites that 

include real customer reviews", 2.96) than endorsements. The results show low mean 

values for "Online vendors that uses an expert as endorsement are trustworthy" (1.75), 

and "Online vendors that uses a celebrity/famous person are trustworthy" (1.32). 

Focusing on web site characteristics, the results suggest that sites displaying policies 

are more trustworthy. The mean for "Sites that display policies are trustworthy" (2.46) 

is slightly higher than other items such as "Sites including "safe site" symbols are less 

risky" (2.36), "Web Sites that show symbols of third party or associates are more 

trustworthy" (2.24), and "I trust web sites that display a uniform brand" (2.21). These 

site characteristics are included in the framework proposed by Chadwick (2001) who 

considers five categories or seals of approval: branding, fulfilment, navigation, 

presentation, technology. Specifically, the technology seal is more important than 

presentation for experienced users: online vendors that used the technology seal show 

indicators of safety on the website, such as third party organisations, safe-site symbols, 

etc. In the current study, presentation seems to be less valued by experienced users. 

As mentioned earlier, presentation is related to the image aspect and the impressions 

formed by consumer about a company, by looking at the appearance of a web site . 
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5. Conclusions 

The purpose of this dissertation was to analyse the motives, perceived risk and trust 

among online experienced users-shoppers. Due to the constant evolving nature of the 

Internet phenomenon, research is needed to better understand the role of these 

constructs in web-based purchasing. 

The results suggest that convemence IS the most important motive that leads 

experienced users to buy online. In addition, the findings show that online 

experienced users are more goal-oriented shoppers than experiential shoppers. Online 

users consider that the medium permits more flexibility to shop, facilitates the product 

selection, and helps them to save time and efforts. Within the hedonic motives, the 

possibility of buying items related to hobbies or activities was more rated. 

Although experienced users still perceive some risk when buying online, the risk rate 

is less than moderate, and users generally trust online vendors. On the other hand, a 

increased Internet experience does not imply that the perceived risk will necessarily 

decrease. However, this study suggests that, as a user gains online shopping 

experience, this perceived risk is likely to decrease. Analysing specific types of risk, 

the study reveals that respondents are more concerned about the fact that some 

products or services could not match the description on the website, and returning the 

product may be difficult. Therefore, functional-performance risks are more deterrent 

than financial, product category, and psychological risks. 

An analysis of the trust construct indicates that consumers express reliance on those 

sites in which they had a previous shopping experience. At the same time, they trust 

well-known or reputable brands or stores. In addition, experienced users declare that 

friends and family generate more influence than other customers' feedback, while 

endorsements do not make them trust as much as the previous ones. 

There are a number of limitations inherent to this study. First, it is a cross-sectional 

research, so results could be significant different in the near future. Second, results 

cannot be generalised to the larger population of online consumers. The focus was the 

typical online experienced users and shoppers comprised by young professionals 

mainly. Future research should include other population groups such us teenagers or 
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elderly groups. Although the users recruited for testing were from different 

nationalities, the sample may not be enough to express the opinion of the entire 

population of Internet users in all the countries. A clearer picture could be achieved 

with a high global research. 

This study intends to contribute to the online consumer behaviour research, and to the 

overall body of marketing. The results provide a deeper understanding of experienced 

consumers who adopt the Internet for shopping. Apart from the theoretical value, a set 

of recommendations are provided in the next section that can help practitioners and 

online retailers in a more practical level. 
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6. Recommendations 

The Internet is comprised of millions of commercial web sites competing for attention. 

Marketers should understand the motives and perceived risk among consumers in 

order to develop the right strategies that generate trust, long term relationships and 

loyalty. Based on the conclusions of this study, this section will offer some practical 

implications for practitioners and marketers. 

1. If convenience is important for users, accentuate the positives of buying online 

within your website. 

Internet shopping provides numerous benefits for consumers such as time saving, 

flexibility, control, and wide product selection. It seems that consumers shop online or 

use online services to save time and effort, so online shopping environments should 

maximize the consumer experience in the following senses: 

Ca.) Consumers should find the information easily. Websites often provide lots of 

information about products or services what can influence customers' perception of 

shopping convenience. The quicker the user finds what they are looking for, the 

better the chances are that they will buy from a website. The implementation of 

internal search engines, easy navigation, and good website structures can influence 

this kind of convenience related to product selection and information. 

b. Sites should facilitate the purchase of standard or repeat-purchase items. The results 

indicate that user are goal-oriented shoppers and visit a website several times both 

before making a purchase and after for repetitive purchases. E-tailers should provide 

functionalities that allow customers to save time by reminding their shopping carts, in 

the event they come back to complete or make a new transaction. 

c. Personalisation. Users seem to have more flexibility and control when buying 

online. E-tailers should improve personalisation in their website, implementing 

features that increase the sense of user control and freedom. For example, sites should 

include characteristics that allow consumers to track orders online; to receive 

notification of new products and special deals by email, etc. 
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d. Design or customise products. The Internet allows scalability and is perfect to meet 

the consumers' specific needs. To increase perception of product selection, e-tailers 

could include the possibility of customised products or services. 

e. Ease of ordering, shipping and handling. Consumers want to finish the checkout 

process in quick and easy way. They also want to track the parcel that they will 

receive. Web sites must offer these functionalities to please customers. 

Although more hedonic factors seem less important for experience consumers, 

marketers should not forget them as well. Rather than conceptualising the Internet as a 

purely convenience-oriented mode, online marketers should understand that there can 

be more recreational shoppers looking for products related to their hobbies and 

activities. For them, it would be interesting to include entertainment such as 

competitions, sweepstakes, chat rooms, notice boards; design visually attractive pages 

and complete catalogues with the product range. 

In any case, it is relevant to consider that ease-of-use web sites, apart from saving 

time, have been proved to be more effective than sophisticated ones. A better usability 

favours comprehension of the contents and tasks. In short, this could lead to websites 

be perceived more secure, more comfortable, and more trustworthy. 

2. Attract high experienced users that are still reluctant to buy online and 

minimize the functional and performance risk 

There are still some experienced online users that are not willing to buy online. As 

this study suggest long-term online experience does not seem to be a relevant 

indicator affecting the chances to purchase goods online. For this kind of users, e

tailers should focus on finding risk relievers to lower the perceived risk. As they are 

risk adverse consumers, e-tailers should facilitate the first purchases of these shoppers. 

Online marketers should develop a database to identify if the customer is new through 

a sign-up features. In addition, some incentives could be offered to these customers 

such a voucher, and orders should be completed with fulfilment in order the consumer 

to be satisfied and return to the website. However, marketers should not forget less 

risk adverse consumers as their initial target segment. 
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As earlier mentioned, the consumer can not rely on sensory attributes, such as visual 

cues. Due to the nature of Internet shopping, online users still consider that there is a 

risk that product/services will not match the description on the website and returning 

products is not so easy. To relieve this functional risk, marketers should make sure 

that website provides detailed information about products and services, and returning 

policies. Any information such as size, colour, texture, material, etc. can not be 

omitted. At the same time, it can be a competitive advantage to offer a wide returning 

policy. Developing a clear return policy may help to avoid problems with customers 

after the transactions. There are many possibilities: an exchange-only policy, store 

credit, complete refunds, restocking fees. Nevertheless, even offering the most 

generous return policy, if customers can not view the policy easily, it could create a 

dissatisfied customer. Try to post returning policies prominently. 

3. Focus on branding and reputation if the brand or store is not well-known 

Internet retailers must ensure that consumers have a positive shopping experience 

each time the consumer visits the online store. The e-retailer must develop a 

trustworthy relationship in order to increase sales on the Internet and foster customer 

loyalty . 

Retailers who are well-known in the traditional channel generate more consumer 

confidence among consumers in the online medium, possibly because they have 

established a stable segment of customers and retailer trust over the years. 

Nonetheless, it is really important for them to maintain a store image and service 

consistency between or among multi-channels. Existing image or reputation can be 

transferred to the online format. 

For new pure online vendors, the lack of image, lack of physical presence of the 

product and the lack of physical interaction can be a handicap of paramount 

importance. These e-retailers must focus on getting a favourable evaluation among 

online users. 

No matter if it is a well-established or unknown brand, vendors should convey a 

perception of integrity and competence. This can be achieved by providing clearly 

defined terms and conditions. Customers must be also assured with guarantees that 
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their rights are protected. A usable, reliable and secure web interface can also convey 

a perception of competence. 

It is important to remember that consumers do not like opportunistic behaviour. In 

order to prevent negative images in the minds of the consumers, e-tailers should offer 

coherence between what is promised and is delivered. Website must include correct 

product information, appropriate disclaimers, clear price promotions and deals. 

Another strategy to gain customer loyalty is related to strengthening customer support. 

Some e-tailers provide online and offline after-sales service and recording of all the 

complaints to improve the service. Customers want contact with sales representatives. 

This means a continuous and careful communication: 24 hours a day, 365 days per 

year. Especially, when there is a problem with the order, customer loyalty can 

increase if consumers are provided a representative available online or at free number 

that can be able to resolve the situation quickly. 

In short, online reliability comprises of aspects such as prompt delivery time, product 

delivered as promised, and consistency of customer service (support, met 

expectations ... ). An e-tailer that is consistent in getting this reliability has more 

chances to command more positive customer responses, and on the long run to 

generate trust. 

On the other hand, the current study suggests that online users follow the advice of 

family and friends. Therefore, websites should include functionalities than allow 

customers to share links and to recommend that online shop. The online word of 

mouth can help to boost sales. Besides, online users trust more other consumers' 

opinion than endorsement. To reassure customers, marketing planners must try to find 

virtual evidences in support of marketing their claims. Tactics might include 

testimony from previous customers, customers' opinions and experiences, before-and

after case studies, etc. 

Trustful users will not just purchase products. They will also feel satisfied and their 

loyalty to the site will increase. 
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8. Appendices 

8.1. Survey e-mail 

Dear colleagues, 

I work for DeS-Spain in Dublin. I am currently studying a Master Arts in Marketing 
at Dublin Business School. To obtain my qualification I must complete a piece of 
research. My dissertation is related to online shopping: motives, risks and trust. I have 
created a Web-questionnaire that takes no more than 8 minutes to complete. I would 
really appreciate your responses that will help me to finish my dissertation. Here is 
the link: 

http://www.surveygizmo.com/s/l06513/0nline-shopping 

The questionnaire is anonymous and the results will be strictest confidential. If you 
are interested in receiving a copy of the recommendations once it is finished, feel free 
to include your email at the end of the survey. 

Regards, 

Jaime Marcos 
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8.2. Codebook 

Description of variable SPSS Variable 
Gender gender o = female, 1 = male 
Age age 0= Under 18 

1 =18-24 
2 = 25 - 29 
3=30-34 
4 = 35 - 39 
5 = 40 - 44 
6 = 45 or older 

• Education educatio o = Primary School 
1 = Secondary School 
2 = Degree 
3 = Graduate 
4 = Master, Post-graduate 
5 = Doctorate 

Internet use experience interexp o = Less than a year 
1 = 1 - 4 years 
2 = 5 - 9 years 
3 = More than 9 years 

Online shopping experience onlinexp o = Less than a year 
1 = 1 - 4 years 
2 = 5 - 9 years 
3 = More than 9 years 

Hours spent online hourspen o = Less than 1 hour 
1 = 1-9 hours 
2 = 10-19 hours 
3 = 20-29 hours 
4 = 30-39 hours 
5 = 40-49 hours 
6 = 50-59 hours 
7 = 60 or more 

Number products purchased numbprod 0=0 
1 = 1-4 
2 = 5-9 
3 = 10-14 
4 = 15-20 
5 = 20-24 
6 = 25-29 
7 = 30-34 
8 = More than 35 

Spending spending 0= Up to €25 
1 = €26 to€50 
2 = €51 to €100 
3 = €101 to €200 
4 = €201 to €300 
5 = €301 to €400 
6 = €401 to €500 
7 = €501 to €750 
8 = €751 to €1 ,000 
9 = €1 ,001 to €1 ,500 
10 = €1 ,501 or more 
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1. It is convenient motive1 o = Definitely Disagree 
2. I can save time motive2 1 = Somewhat Disagree 
3. I can control the purchase process motive3 2 = Neither Agree nor Disagree 
4. I can buy whenever I want motive4 3 = Somewhat Agree 
5. I do not have to go to the physical store motive5 4 = Completely Agree 
6. I do not like to shop in traditional stores motive6 
7. Prices on the Internet are lower motive7 
S. Internet offers a wider selection of motiveS 
products/services motive9 
9. I can buy products not available where I live motive10 
10. I can preserve my anonymity motive11 
11. It is easy to compare several models/brands motive12 
12. I do not need to interact with a physical seller motive13 
13. It is fun motive14 
14. I can participate in online auctions motive15 
15. I can find more promotions motive16 
16. I like to explore the online stores motive17 
17. I like to interact with other customers online motive1S 
1S. I can buy items related to my hobbies/activities 
Rate risk riskrate 1 = No risk 10 = High risk 
1. Online shopping is more secure nowadays risk1 o = Definitely Disagree 
2. Online shopping is not more risky than in-store risk2 1 = Somewhat Disagree 
shopping risk3 2 = Neither Agree nor Disagree 
3. E-commerce sites are generally secure risk4 3 = Somewhat Agree 
4. My personal details are protected by online risk5 4 = Completely Agree 
vendors risk6 
5. I could buy any kind of producUservices online risk7 
6. I trust buying online because I have done it many riskS 
times before risk9 
7. When purchasing online, I don't normally look for risk10 
the online vendor reputation risk11 
S. I normally read term and conditions risk12 
9. I am not afraid of buying online, because I am an risk13 
experienced Internet user risk14 
10. There is a risk that producUservices will not risk15 
match the description on the website risk16 .. 11. Products are delivered when shopping online 
12. I am scared that I will receive products in poor 
conditions 
13. Retuming products is easy for online shoppers 
14. Customer service can be contacted on e-
commerce sites 
15. I am concerned that my financial information 
(debit or credit card) will be misused 
16. Security risk in online shopping is overstated by 
the news in the media 
1 . I trust online vendors that also have physical trust1 o = Definitely Disagree 
stores trust2 1 = Somewhat Disagree 
2. I normally buy products in e-shops where I have trust3 2 = Neither Agree nor Disagree 
purchased before trust4 3 = Somewhat Agree 
3. I shop in online e-tailers that have been trust5 4 = Completely Agree 
recommended by friends or family trust6 
4. I purchase items/services from well-known trust7 
retailers trustS • 
5. I trust online vendors that use traditional media trust9 
advertising trust10 
6. I have more confidence in e-shopping sites that trust11 
include real customer reviews trust12 
7. Online vendors that uses an expert as trust13 
endorsement are trustworthy 
S. Online vendors that uses a celebrity/famous 
person are trustworthy 
9. Online vendor with a free phone service or live 
chat are trustworthy 
10. I trust web sites that display a uniform brand 
presentation (logos, brand, colors ... ) 
11. Sites that display policies are trustworthy 
12. Sites including "safe site" symbols are less risky 

• 112 



• 

• 

• 

13. Web Sites that show symbols of third party or 
associates are more trustworth 
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8.3. Questionnaire 

Thank you for participating in my survey. It should take between 5-8 minutes to 
complete. 

The questions are related to motives, perceived risk and trust in online shopping. 

1. Please indicate your gender * 
r r 

Male Female 

2. What age range do you fall into? * 
r Under 18 

r 18 - 24 

r 25 - 29 

r 30 - 34 

r 35 - 39 

r 40 - 44 

r 45 or older 

3. What is the highest level of education you've completed? 

r Primary School 

r Secondary School 

r Degree 

r Graduate 

r Master, Post-graduate 

r Doctorate 

4. What country are you from? * 

5. How long have you been using the Internet? * 
r Less than a year 

r 1 - 4 years 

r 5 - 9 years 

r More than 9 years 

6. When did you purchase your first products or services online?* 
r Less than a year 

r 1 - 4 years 

r 5 - 9 years 

r More than 9 years 

! 
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7. On average, how many hours are you online per week? * 
r Less than 1 hour 

r 1-9 hours 

r 10-19 hours 

r 20-29 hours 

r 30-39 hours 

r 40-49 hours 

r 50-59 hours 

r 60 or more 

8. How many products/services did you purchased online over the last 12 months?* 
r 0 

r 1-4 

r 5-9 

r 10-14 

r 15-20 

r 20-24 

r 25-29 

r 30-34 

r More than 35 

9. Over the last 12 months, how much have you spent when buying products/services 
online? * 
r Up to €25 

r €26 to €50 

r E51 to €100 

r €101 to €200 

r €201 to €300 

r €301 to €400 

r €401 to €500 

r €501 to €750 

r €751 to € 1,000 

r €1,001 to €1,500 

r €1,501 or more 
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. ~ 10. MOTIVES. Select the option that is closer to your opinion . 

"I normally buy online, because ... * 
Definitely Somewhat Neither 

Somewhat Completely 
Agree nor Disagree Disagree 
Disagree Agree Agree 

1. It is convenient r r r r r 

2. I can save time r r r r r 
3. I can control the r r r r r • purchase process 

4. I can buy r r 
whenever I want 

r r r 

5. I do not have to go 
to the physical store 

r r r r r 

6. I do not like to 
shop in traditional r r r r r 
stores 

7. Prices on the r r 
Internet are lower 

r r r 

8. Internet offers a 
wider selection of r r r r r 
products/services 

9. I can buy products 
not available where I r r r r r 
live 

10. I can preserve my 
anonymity 

r r r r r 

11. It is easy to 
compare several r r r r r 
modelslbrands 

12. I do not need to 
interact with a r r r r r 
physical seller 

13. It is fun r r r r r 
14. I can participate r r r r r 
in online auctions 

• 15. I can find more r r r r r 
promotions 

16. I like to explore r r r r r 
the online stores 

1 7. I like to interact 
with other customers r r r r r 
online 

18. I can buy items 
related to my r r r r r 
hobbies/activities 
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11. How risky is buying online for you? 1 - No risk. 10- High risk * 
No risk Some 

at all risk 

r r r r r r r r r 

High 
risk 

r 

12. PERCEIVED RISKS. Show your opinion about the following statements: * 
Neither 

Definitely Somewhat 
Agree nor 

Somewhat Completely 
Disagree Disagree 

Disagree 
Agree Agree 

1. Online shopping is 
more secure r r r r r 
nowadays 

2. Online shopping is 
not more risky than r r r r r 
in-store shopping 

3. E-commerce sites r r 
are generally secure 

r r r 

4. My personal 
details are protected r r r r r 
by online vendors 

5. I could buy any 
kind of r r 
product/services 

r r r 

online 

6. I trust buying 
online because I 
have done it many 

r r r r r 

times before 

7. When purchasing 
online, I don't 
normally look for the r r r r r 
online vendor 
reputation 

8. I normally read 
term and conditions 

r r r r r 

9. I am not afraid of 
buying online, 
because I am an r r r r r 
experienced Internet 
user 

10. There is a risk 
that product/services 
will not match the r r r r r 
description on the 
website 
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Definitely Somewhat 
Neither 

Somewhat Completely 
Agree nor 

Disagree Disagree 
Disagree 

Agree Agree 

11. Products are 
delivered when r r r r r 
shopping online 

12. I am scared that I 
will receive products r r r r r 
in poor conditions 

.- 13. Returning 
products is easy for r r r r r 
online shoppers 

14. Customer service 
can be contacted on r r r r r 
e-commerce sites 

15. I am concerned 
that my financial 
information (debit or r r r r r 
credit card) will be 
misused 

16. Security risk in 
online shopping is r r r r r 
overstated by the 
news in the media 

• 13. The following statements are related to TRUST in online shopping. Select the 
option closer to your opinion. * 

Definitely Somewhat 
Neither 

Somewhat Completely 
Agree nor 

Disagree Disagree 
Disagree 

Agree Agree 

1. I trust online 
vendors that also r r r r r 
have physical stores 

2. I normally buy 
products in e-shops r 
where I have 

r r r 

purchased before 

3. I shop in online e-
tailers that have been r 
recommended by 

r r r 

friends or family 

4. I purchase 
items/services from r r r r r 
well-known retailers 

5. I trust online 
vendors that use r r r r 
traditional media 
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Definitely Somewhat 
Neither 

Somewhat Completely 
Agree nor 

Disagree Disagree 
Disagree 

Agree Agree 

advertising 

6. I have more 
confidence in e-
shopping sites that r r r r r 
include real customer 
reVIews 

! 

• 7. Online vendors I 
that uses an expert as i r r r r r , 
endorsement are i 
trustworthy t 
8. Online vendors i 

that uses a ! 
! celebrity/famous r r r r r ! 

person are ~ trustworthy , 
9. Online vendor 

! 

I with a free phone r r r 
, 

r r ! 
service or live chat I 
are trustworthy 1 
10. I trust web sites r 
that display a I uniform brand r r r r r 
presentation (logos, 

! 
brand, colors ... ) ! ,..... 

I 11. Sites that display , 
policies are r r r r r 

t trustworthy I 
12. Sites including 1 
"safe site" symbols r r r r r l 

I 
are less risky I 
13. Web Sites that I , 
show symbols of l 

l 
third party or r r r r r ! 

l 
associates are more ! • 
trustworthy i 
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