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Abstract

The purpase of the experiment
reported here was o examine
Internet user concemns and
perceptions af oniine shopping.
The attitude of Internet users
toward online shopping was
measured using the Fishbein
model, The relative factors
influencing user attitudes toward
anline shopping and the
refationship between the attitude
and the infiience tactors wete
explored. The results show that
the Fishbain model can effectively
medswe consumer attitudes and
the examined consumer
charagteristics were important
influence factors on consumer
attitudes and online shopping
decisions.
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{ Introduction

The Internet has been widely cited in the
popular press (Mivazaki and Fernandez,
2001). Reports in 2000 siated that over half of
all American adults used the Internet (Sefton,
2000). Moreover, approximately half of the
current Internet users have purchased
products or services online (Sefton, 2000).
Ernst & Young (2000) reported that 79 percent
of non-buyers planed to purchase via the
Internet, resuiting in increasing online sales.
Untike traditional media, the Internet
encompasses the entire sales process.
Marketing campaigns can create awareness
then drive consumers all the way through the
process to actually making 3 purchase pnline
(Goodwin, 1999).

Attitudes, perceptions and motivations are
not apparent from clicks on banners or online
purchases, but are an impartant part of the
success or fallure of online marketing
strategies (Geodwin, 1999). A person’s buying
choices are further influenced by four major
psychalogical factors: motivation, perceptich,
learning and beliefs and attitude (Armstrong
and Kotler, 2000). This is central to a buyer’s
purchase behavior process. These are the tools
people Use to recognize their feelings, gather
and analyze information, formulate thoughts
and opinions and take action (Wells and
Prensky, 1996). That means that, through
motivation, percaption and learning, attitudes
are formed and consumers make decisions.
Thus, attitudes directly influence decision
making Attitudes serve as the bridge between
consumers’ background characteristics and
the consumption that satisfies their needs.
Attjtudes describe a person’s relatively
consistent evaluations, feelings and tendencies
toward an object or idea. Attitudes put people
into & frame of mind for liking or disliking
things, for moving toward or away fromn them

(Armstrong and Kotler, 2000). Because
attitudes are difficult {o change, to understand
consumer attitudes toward online shopping
can help marketing managers predict the
online shopping rate and evaluate the future
growth of online cornmerce. However,
attitudes are developed from personal
experiences and learning with reality, as well
as from information, from friends, salespeaple
and news media. They are also derived from
both direct and indirect experietices in life
(Loudon and Dell:. Bitta, 1993).

It is thus important to recognize that
numerous factors precede attitude formation
and change. Consumer background
characteristics are the innately stable
characteristics of a consumer’s life based

an the consumer’s cuttural background,
values and demographics, psychological,

and social attitudes (Wells and Prensky, 1996).
The object of this research was to explore

the consumer characteristics influencing
consumer attitudes toward online shopping.
The results from investigating the
relationships among unline shopping levels,
attitude and the relative influence factors are
presented.

This study begins with an examination of
Internet user concerns and perceptions
regarding online shopping. The attitudes of
Internet users towaryd online shopping are
then measured. The relative factors
influencing consumer attitudes toward
online shopping are then explored. The
relationship between the attitudes and
influence factors are discussed with in
concert with the policy issues that ssuround
these at{i{ude influence factors.

{ Attitude measure method

Attitude surveys are widely used throughout
markeiing foday. One of the most influential
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and widely researched models in the
literature is Fishbein's behavioral model
(Burnkrant and Page, 1882). Many marketers
and consumer behaviorists have given more
attention to the Fishbein modei {e.g.
Woodside and Clokey, 1974; Bass and
Talarzyk, 1972; Mazis et al., 1975; Etter, 1975).
Etter (1975) examined the relationship
between Fishbein's attitude model and
decision theory models. Lutz (1977} reported
on two laboratory-type experiments designed
to investigate the causal relationships within
the Fighbein model. Fishbein's position was
that people form attitudes toward objects on
the basis of their beliefs (perceptions and
knowledge) about these objects. Fishbein’s
model was constructed so that a person's
overall attitude toward some object could be
derived from his beliefs and feelings about
various attitudes about the object. The
Fishbein model can thus be used as 2 multi-
attribute attitude measureinent model.

Fishbein’s attitude model can be expressed
in equation form as (Fishbein, 1967a, b):

n
Ag — Z biei‘
i=l

where:

A, = the person's overall attitude toward
object 0.

b; = the strength of his belief that the object

is related to attribute i (such as the
strength of the belief that online
shopping is convenience).

evaluation or intensity of feelings
toward attribute 1.

the number of relevant beliefs for that
person.

The strength ¢(b;) of each belief can be
measured on a scale such as the following:
Online shopping is convenienee
Likely Unlikely
(True} 5 4 % 2 1 (False)
(2) (1) @{-Di-2»

g =

After obtaining the belief score, the
congumer would be asked to indicate their
evaluation (e;} of each product or service
attribute for which a salient belief exists.
The convenience of online shopping is:
Bad
(Unimportant)

(Important) 5 4 3 2 1
(2} (1} (0-1){~-2)

Each of the consumer’s belief scores (b;) is
now multiplied by its respective evaluation
score {g;) and all of the scores for the produet
or service attributes are then added,
producing the consumter’'s overall attitude
regarding this product or service.

New modeling efforts were necessary to
account for the additional complexity

introduced by more factors. Fishbein
responided with the behavioral intentions
models. Many researchers used this model to
measure and account for consumer behavior.
Harrell and Bennett (1874) reported on a
comprehensive physician drug prescribing
behavior study using a national sample of
private practicing physicians. The Fishbein
behavioral intentions model was tested and
cross-valldated in this study. Evans (1977)
applied Fishbein's behavioral intention
model and path analysis to the subject of
message content assessment. The results
indicated that the evaluative message was
the most effective and had the most
influence. Burnkrant and Page (1932)
empirically examined issues relevant to the
construct validity of Fishbein's behavioral
intention model The results supported a
model in which a single attitude construct
and single normative consiruct were
antecedents of intention.

Because one of the attitude models stated
that the conceptual foundation for marketing
studies is the Fishbein model (Ahtola, 1975;
Fishbein, 1963, 1965, 1967a, b; Fishbein and
Raven, 1962), this study measured the
attitudes of Internet users toward online
shopping using the Fishbein model and
explored the relative factors which influenced
consumer attitude toward online shopping.
The attimde model proposed by Fishbein is
sumewhat similar te the subjectively expected
utility models. In this model the attitude is a
sum of the evaluative reaction (o a salient
property of the product or service and the
strength of the belief conmecting this property
to the object or event across all salient
properties {Ahtola, 1975): for example, if in a
pilot study some subjects say; “online
shopping is very safe”™. The problem with this
approach is that when the belief strength (b}
is meastired by scales like: “probable-
improbable”, “truefalse”, or “likely-untikely”,
the evaluation (e;) of this is measured by
scales like: “good-bad”, “very important-not
important at all”. In this model the overall
attitude is a sum of the evaluative reaction to
a salient property and the strength of belief
connecting that property to the attitude,
object or event across all salient properties.
When the consumers’ overall attitudes are
acquired, the relationship between the
consumer’s characteristics and the attitudes
toward online shopping can be explored.

I Consumer characteristics and
attitude

Conswner purchases are influenced strongly
by cultural, social, personal and
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psychological characteristics. For the most
part, marketers cannot control such factors,
but they must take them into account
(Armstrong and Kotler, 2000). The external
influences upon consumer behavior include
dewmograpliic, econonice, social, situational
and technological factors. The Internat
factors, such as betiefs and attitudes,
learning, motives and needs, personality,
perception, and values are involved. The
lifestyle is between the external and internal
influences on constimer buying behavior,
because it truly mvolves elements of both.
Although external factors have a substantial
effect on the behavior of buyers, no less
important are the internal factors (Keegan
et al, 1992). Wells and Prensky (1996) divided
these under]ying factors into two hroad
components that were the key parts of the
framework for conswmer analysis: consumer
background characteristics, and behavioral
processes. Consumer background
characteristics are an innate part of a
consumer’s makeup. These are the things
that consiuners are — the way that
individuals describe themselves and the way
they label others, These characteristics are
stable aspects of a consumer’s life that cannot
be changed. Demographic characteristics,
such as gender, age, or ethnic background,
are examples of background characteristics.
Behavioral processes are the motivational,
perceptual, learning, attitude formation, and
decision-making tools consumers use to
complete the activities that satisfy their
needs. Unlike background characteristics,
behavioral processes can be affected by a
person’s environment because they are
applied on specific occasions. The
background characteristics are the influence
factors of behavioral processes. Marketers
and public palicy actors are particularly
interested in these processes because they
offer opportunities for them to exert their
influence over consumers. Because attitudes
are easler to change than beliefs or values,
they are often the focus of marketing efforts
to get consumers to buy.

According to the above theory and
viewpoint, this study arranged and combined
the influence factors of attitude and
identified the consumer characteristics using
four areas that are: consumer demographics,
consumel purchase preference, consumer
benefit perception, and conswmer lifestyle.
Consumer demographics are the external
influence factors that include the consumer’s
gender, age, occupation, education, income,
interest, and living area, etc. Consumer
purchase preferences belong to internal
factors that include the consuwmer’s purchase
motivation and preference. The consumner

benefit perceptions are the sum of online
shopping advantages or satisfactinns that
meet ail individual’s needs or wants,
Conswmner lifestyle is defined as a person’s
pattern of living. It involves measuring the
consumers’ major AIQ dimensions:
activities, interests and opinions. These four
aveas are all important influence factors
toward a consumer’s attitude and purchase
decistons.

| Methodology

Framework
The conceptualization of the relationship
construct is shown in Figure 1. This
particular frammework for consumer attitude
is affected by the consumer characteristics
and directly affects the shopping decision.
According to this framework, the four
parts of consumer charactetistics extend
influence upon the consumer’s attitude
toward online shopping and direct consumer
purchases. These consumer characteristics
have a significant relationship with the
attitude toward online shopping and the
attitude toward online shopping has a
significant relationship with the online
shopping rate. The following hypotheses are
offered with assumed consumer’ evaluations
of the relationship between the atritude
toward online shopping and the other
influence variables:
Hi. The attitude toward online shopping is
significantly different based on the
various consumer demographics.
The attitude toward online shopping is
significantly different based on the
various consumer purchase preference.
The attitude toward online shopping has
a significant relationship with the
consumers’ benefit perception.
The attitude toward online shopping has
a significant relationship with the
consumer lifestyle.
The attitude toward online shopping is
significantly different based on the
various online shopping rates.

H2.

Ha

H4

Ha

Measure

An initial focus group with ten potential
customers was conducted to collect original
consumer needs and attitcudes associated
with online shopping. About 150 descriptions
of benefit needs were collecied. All possible
and non-redundant needs obtained from the
first focus group were recorded as primary
needs. The second focus group, with ten
customers, was used to combine and reduce
the number of primary needs. The results
generated 40 representative items about the

[39]
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Flgure 1
Consumer characteristics, attitude and ohline shopping

respondents’ benefit need perceptions and
attitudes toward online shopping. A third
focus group, composed of ten Internet users,
was used to verify the descriptions in order
to design a questionnaire concerning the
benefit needs and attitudes for cnline
shopping. Finally, 38 items concerning
benefit needs and attitudes were obtained
and put into a questionnaire for a random
sampling survey. The SRI value and lifestyles
(VALS) Program (Piirto, 1991) was used to
design and acquire 26 lifestvle questions.
Lifestyle was defined as a person’s pattern of
living. It involves measuring consumers’
major AIO dimensions: activities, interests
and opinions, In this study, consumer benefit
needs were measured using a five-point
seinantic difference scale, lifestyle were
collected using a five-point Likert scale.
Consumer purchase preferences,
demographic data and the online

shopping rate were assessed using a nominal
scale.

Attitude beliefs toward online shopping
were measured using 38 semantic difference
items on benefit needs and attitudes that
respondents evaluated with true/false
responses on a five-point scale. Attitude
toward online shopping in general was
measured with 38 five-point semantic
differential items requesting respondents to
evaluate whether their attitude toward
online shopping was important/unimportant
{Craig et al., 1994). For example, each subject
rated profiles with the form:

Consumer characteristics

Consumer
demographics

Consumer
purchase
preference

Consumer
benefit
perceplion

Consumer
fifesivie

[40]

‘The attitude Online
toward online  §— % shopping
shopping e

Oniine shopping is cheap
Teie . - . False

Important _ _ _ __ . Unimportant

Online shopping is effective
TIUe o e e e — False
5 4 3 2 1
Important __ __ . _ _. Unimportant

Respondent evaluation scores were
multiplied by each of the consumer belief
scores and all 38 items were added, producing
the consumer's overall attitude.

Sample

The primary data from this research were
collected using a survey of 600 Internet users
through personal interviews. Members were
randomly selected in Taiwan. Because some
responses were nat usable, the final sample
was 539 for an effective response rate of
#9.83 percent. Respondent ages ranged from
15 to 40 vears old. Gender was almost equally
balanced (49.9 percent male, 50.1 percent
Temale). Bducation levels ranged from junior
high school to graduate degree. Monthly
individual gross income ranged from US$0 to
US$550 to over US$2,251. Respondent
occupations were engineers (22.84 percent) or
students (32.10 percent) followed by
husinessman (11.50 percent). Their interests
were variant and most lived in the city (58.07
percent) followed by villages (30.06 petcent).
These demographic characteristics were
similar to those of Internet users.

Analysis of data

This study used analysis of variance to
provide evidence that consumer attitudes
toward online shopping had significant
differences based on consumer
demographics. The resulls showed that the
attitude toward online shopping had
significant differences in all the items of the
consumer demographies (p < 0.05), as shown
in Table I. This sopports H1.

Using analysis of variance, the online
shopping attitude was shown to have
significant differences on two items in the
consumer purchase preference (p < 0.05).
1t was shown that the attitude toward online
shopping had a significant relationship with
these two consumer purchase items, number
of times and paymen{ method. This supporis
H2 partly, as shown in Table H.

The consumer benefit needs data were
submitted to a principal component factor
analysis with a varimax rotation. Using an
eigenvalue greater than I as a selection
criterion, nine factors emerged. These
factors were:
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Tabis |
Analysis of variatice for consumer demographics
Consumer demographics ftem Attituds mean F P Scheffe test
Gander
1. Fomale (50.1 percent) 446.84 8972  0.003%*
2, Male (49.9 percent} 477.44
Age (years)
1. 1520 (21.0 percent) 480.93 8.920  0000%* (1,3){1.4)
2, 21-25 (18.0 percent) 487.16 {2.3)(2.4}
3, 26-30 (18.0 percent) 428.41 {31){3.2)(3,5)
4. 31-35 (21.0 percent) 423.07 (4.1){4.2)(4,5)
5. 3540 (21,0 percent) 490.68 {5,3)(5.4)
Education
1. Junior high school (20.41 percent) 470.56 3425 0017+ 1,4
2. Senlor high school {32.1 percent) 463.99 (2.4)
3. College (42.67 percent) 464.91 (34)
4. Graduate School(4.82 pescent} 390.19 4.1(4.2)(4,3)
Occupation
L Student {32.1 percent) 434.57 2,283 0,027+
2. Soldler (L86 percent) 500.80
3. Govemment employees (4.45 percent) 464.38
4. Financlal wotker (5.57 pescent) 443.23
5. Englneers (32.84 percent) 444.88
8, Businessmen (11,50 pescest) 477.28
7. Housewtfe (B.53 percent) 440.44
8. Others (3.15 percent) 425.35
Income monthly (USS)
1. below 550 {34.51 percent) 483.88 5314  0.000** (1.2)
2, 551-1,150 {42.49 percent) 437.84 {2,1}2.3)
3. 1,151-1,700 (9.46 percent) 498.88 (3.2
4. 1,701-2,250 (7.42 pescent) 455.20
5. above 2,251 (6.12 percent} 460.27
Interest
1. Sports (19.85 percent) 430.37 14,122 0.000** (1.2
2. Reading (16.14 percent) 389.13 {2,1)i248)(2.5)(2.6)
3. Music {22.82 parcent) 437.30 (3.6)
4. intemet (11.€9 percent) 476.62 (4,2
5, Travel (15.96 percent) 488.83 5.2
6. Watching TV (13.54 percent) 520.53 {6,2)(6,3}
Living area
1. Cfty (58.07 petcent) 44843 5023 0.007++ (1.3
2. Suburban (11.87 percent) 478.73
3, Village (30.06 percent) 482.15 (3.1)

Notes: * p < 0.05; ** p< 0.01

effectiveness and modern;
purchase convenience;
information abundance;
multiform and safety;
service quality,;

delivery speed;

homepage design;
selection freedom; and
company name familiarity.

D03 =~ O e O B e

These nine factors accounted for 71.05
percent of the variance. Cronbach’s « of all
factors was greater than 0.52, as shown in

Table III. Examining the correlation between
attitude and the nine factors of benefit
perception tested H3. As shown in Table IV,
there was positive association in every case
(p < 0.05). This supports H3. Thus, all of the
consumer benefit perception factors were
shown to have a positive influence on
attitude toward online shopping.

There were 285 lifestyle variables employed
in a principal component factor analysis with
varimax rotation, using eigenvalues greater
than 1 as the criterion. Eight lifestyle factors
were successfully retained. The eight

[42]
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Analysis of variance for consumer purchase preference

Shopping Purchase behavior ftem Attitude mean F p Scheffe test
Marketing Intelligence & Purchase times
Planning 1. Once a month (20,76 percent) 547.00 3.422 0.024+ (1.4
21/1{2003] 37-44 2, Once every three months (24.53 percent) 523.15
3. Once every six months (26.41 percent) 503.64
4, Once a year (28,30 percent) 434.53 (4.1)
Payment method
1. Credht card (36,18 percent) 500,33 25,083 0.000%~ (1,2)(1,3}{1.4)
2. Cash (23.19 percent) 442 06 (2.1)(2,4}
3. Transfer account (36.36 percent) 443.43 {3,11(3,4}
4. Check {4.27 percant) 331.23 (4,1){4.2)(4.3)
Delivery
1. Sent to home {73.47 percent) 468,74 2.304 0,101
2. Take at store {8.53 percent) 447.63
3. Mall {18.0 percent) 442,21
Notes: * p< 0.05; ** p< 0.01
Table Nl 1 leadership;
Factor analysis and reliability for benefit perception 2 actively;
3 knowledge searcher;
Cumdative percentage Cronbach's 4 jike computer;
Beneflt factor Elgenvalue of yarlance alpha 5 fashion;
1, Effectivensss and modern 15.2807 38,85 0.9298 6 attach to appearance;
2, Purchase convenlence 2.2481 45.87 0.8460 7 spend time at home; and
3. Information abundance 1.8507 51.00 0.8138 8 regular life.
4. Muitiform and safety 1.7708 55.66 0.8191 Examining the correlation between attitude
5. Service quatity 1.3427 59.18 0.8079 ] -
and the eight factors of lifestyle tested H4. As
6, Delfvery spaed 1,2481 62.48 0.6373 h in Table VI th i
7. Homepage design 11377 65.47 (181 M ST NERE, 1t LIEre Was positive
Sofecti iation in three cases (p < 0.05). This
& froedom 1.0780 .3 ¢.701 :f;)(;com H4 partly. Thus, it shows
9. Company name famifiarity 1.0420 71.05 0.6084 consumer’s lifestyle factors “like computer™,
*attach to appearance”, and “regular life”
Tabie IV were a positive influence on attitude toward

[42]

Correlation analysis between attitude and
consumer henefit perceptinn

Atthtude
(Pearson
corvalation

Benefit factor coefficiernt) I
1, Effectiveness and modem 0.537 0.000~*
2. Purchase conventence 0.244 0.000%#
3. Information abundance 0.246 0.000%*
4, Multitorm and safety 0.182 0,000+
b, Service quality 0.110 0.010~
6. Delivery speed 0.129 0.003~+
7. Homepage design 0.242 0.000~*
B. Selectlon freedom 0.216 0.000**
9, Company name familiarity 0.302 0.000>*

Notes: * p < 0.05; ** p<0.01

common factors account for 64.19 percent of
the total variance. Based on the
corresponding facter loads for each variable,
the eight lifestyle factors are named in
Table V. They are:

online shopping.

Through analysis of variance, this study
confirmed that consamer attitade toward
online shopping showed significant
differences based an the various consumer
oniine shopping rate {(r < 0.03). Consumers
shopping on online who had a significantly
higher attitude mean score than consumers
who were not shopping online, as shown in
Table VII. This supports H5.

| Resuits

The results of this study supported nearly all
of the hypotheses. It was shown that
consumers who shop online have higher
attitude scores and this higher attitude
scove is directly related to online purchase
decisions. The group with the higher
attitude score should be the target market.
The consumer demographic items all had

4 significant relationship with the attitude
toward online shopping. The mean attitude



Shwu-ng Wu

The relationship between
consumer characteristics and
attitude toward online
shopping

Marketing Intelliigence &
Planning
21/1 {2003) 37-44

score for males was significantly higher
than that for females. Consumers 36 to 40
years old had the highest attitude scores,
Consumers with a junior high school
education and the following occupations:
soldiers, student, who like to watch TV,
with a monthly income from US$1,151 to
US$1,700 and live in villages, have higher
attitude scores. Consumers who like
computers, are attached to their appearance
and have regular life activities have higher
attitude scores. Thus, the group with the
above consumer characteristics is a target
segment for online shopping. Marketing
managers could design a marketing
strategy to focus on this group. The
marketing strategist must emphasize the

Table V
Factor analysis and reliability for lifestyle
Cumulative percentage

Ufestyle factor Eigenvalue of variance Cronbach’s alpha
1. Leadership 4.9407 19.00 (.7051
2, Actively 2.7998 29.77 (.5341
3. Knowledge searcher 2.0005 37.47 0.7084
4, Like compurter 1.6255 43.72 0.6344
5. Fashion 1.5153 49.55 0.6337
8. Attach to appearance 1.4273 55.04 0.4527
1. Spend time at home 1.3298 60.15 3.5364
8, Regular life 1.0504 654.19 0,4784

Table VI

Correlation analysis between attitude and
lifestyle factor

Attitude

{Pearson

correlation
Lifestyle factor coefticient) ]
1. Leadership 0.014 0.753
2, Actively -0.059 0.173
3. Knowledge searchers -0.074 0.088
4, Like computer 0.110 0.010*
5. Fashion 0.058 0.179
6. Attach to appearance 0.171 0.000#
7. Spend time at home 0.045 0.284
B. Regular life 0.123 0,004+

Notes: * p < 0.05; ** p< 0.01

Table VM
Analysis of variance for online shopping

tem Attitude mean F P
Online shopping
1. Yes (9.83 percent) 497.87 5.289 0.022*
2, No (9017 percent)  458.27

Note: * p< 0.05

benefits of online shaopping, effectiveniess
and modern, company name familiarity,
purchase convenience, information
abundance and selection freedomn ete., then
design an excellent homepage to catch the
attention of consuiners and meet the
consumer’s information needs.

} conclusion

The purpose of the experiment was to
examine Internet user concerns and
perceptions of online shopping and measure
the attitude of Internet users toward online
shopping using the Fishbein model. The
relative influences factors on attitude
toward online shopping and were explored
and the relationship between the attitude and
the influence factors was presented. The
results showed thai the Fishbein model could
effectively measare consumer attitudes and
the important consumer characteristics that
influence online shopping attitude and
shopping decisions. Future research can use
the Fishbein intention model to account for
the additional complexity introduced by
more factors. It should be a more effective
research tool to measure and account for
consumet behavior.,
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At increasing number of consumers are turing to the Interset to
make their purchases. Yet, many e-1ailers are going oul of
business or tetrenching. If e-tailers hope to attract and retain
satisfied online shoppers, they need to know what evaiuative
cntena consumers use when selecting an e-tailer. Past research
has provided some insight into what characteristics shoppers
assess in cyberspace outiets, The extant work, though, has not
been without its fimitations. Consequently, the present study
utilizes a literature review, qualitative research, and quantitative
research lo identify the underlying e-store choice dimensions of
shoppers. In addition, results of multiple regression analysis
show that merchandise and interaciivity Web attributes are
predictors of consumers” attitude toward online shopping.
Impiications for e-store managers and fulure research are also
provided,
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An executive summary for managers can be
found at the end of this article,

Internet shopping is hecoming an acceptad way to
purchase various npes of goods and services
{Donthu, 1999}, In 200}, online sales were $458.5
billion, representing an annual growth rate of 43.9
percent, and conlbine sales are expected te grow 1o
$1038 billion by 2003 (Shim er 4., 2001}, Through
a computer-mediated shopping environment,
onkine retailers have attracted consumers by
offering a reduction in search costs for products
and product-related information {Janssen and
Moraga, 2000; Shankar & 2/, 1999},

Attendart with the explosion in Interner
shopping 18 tremendously jncreasing intercst in
e-~commerce research, particularly with respect o
e-shopping attribures. For instance, previous
researchers have examined e-store charactenstics
as predictors of online consumers’ intention {Shim
at al., 2001}, satisfaction {(Szymansky and Hise,
2000}, and acceptance of new rechnology
{Morrison and Roberts, 1998). In these studies,
e-store characteristics were developed from either
qualitative research (e.g. Morrnison and Roberts.
1998; Szymansky and Hise, 2000; Yoo and
Donthu, 2001} or a Hirerature review {e.g. Shnm
et al  200]1).

Notwithstanding the extant literarure, there ars
lininatons in previous studies tia dermand
atrention. First, there fas been discordance in
categorizing e-shopping attribuies. For example.
some studies have included the naviganon function
{e.g. access to the Web site, locating an item on the
Web site) with convenience characteristics {e.g.
Morrison and Roberts, 1998; Shim er o/, 20017,
vet others have classthed these atiributes 25 two
independent criteria {¢.g. Lohse and Spiller,
10083,

Another problem with prior work oo e-store
dimensions lies in the inconsistent research
methods. For exampie, Lohse and Spiller {7008
attempted to identify attributes of online retail
stores in terms of merchandise, service,
promaotion, convenience. and navigation. Their
findings, however, were predicated on a survey of
stores rather than conswiners — thus, cntical
consumer mput regacding e-tatler Web site
characteristics was overlooked. As a result, they
analyzed only descripuve attribures of e-stages
(e.g. merchandise. service, promoton,
convenience, navigation) bt did not constder
other attributes that are reported 10 be importan:
factors affecting cvber sasppers” online
transactions, such as security and privacy policies

The authors gratefullv acknowledge the editor and
reviewers for rheir valuable mput and
CRCOUrageruent.
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(eMarketer, 2001b, ¢), as well as downlead wairing
time {Dellaert and Kahn, 1999: Wemberg, 20001,

The foregoing weaknesses in previous resesrch
indicate additional empirical work is needed to
wdentify evaluative criteria consumers consider
when selecting a cyberspace store. By knowing
these criteria, e-tailers should be able to enhance
the design of thelr commercial sites and guality of
service fulfiliment in vrder to increase custumers’
positive attitude about a given e-tailer.

Consequenty, a study was designed to explore

consumers’ perceptions of e-shopping attribures.

inchading Web site design and service fulfillment,
wis-ag-vis online shopping artitude. We did so
utilizing an expectancy-value approach, as

promuigated by Fishben and Ajzen (1975).

Although previous studies categorized e-shopping

attributes using either a literature review or

gualitative research, the present invesugation

identifies e-shopping amtnibures through a

literature review (i.e. traditional retail stores,

home-based shopping such as TV and paper
catalogs, online shopping), qualitative research,
and quantitative research. Exploratory factor
analysis and confirmacory factor analysis are
conducted 1o create profile categories shared by
mulriple ateributes. Then, multiple regression
analysis 18 employved to examine rthe impact of
these underlving e-store dimensions on
consurners’ atiitade towards online purchase.

An e-store can be defined as a commercial Web
site on which consumers can shop and make a
purchase. E-stores can be operated by either a pure
player (i.e. a retailer thar has only an online outlet}
or a waditional retmier (1.e. a retailer that owns
both brick-and-mortar stores as well as sn online
outlet). In this study, attrbutes of general e-stores
{1.e. both pure plavers and traditional rerailers) are
considered. Eszseniially, then, the objectives of the
study are to:

{1} derermine the underlving dimensions of
consumers’ perceptions of e-shopping
attributes; and

(2) explore their effect on consumers’ attirude
toward online purchasing.

Literature review

Lindquist (1974) has underlined the importance
of store 1mage as a predictor of consumers’ store
choice. A person’s behavior is not only a funcrion
of knowledge and information but also is
predicated on the consumer’s image of a product
or store. From a marketer’s viewpoint, store image
is characterized by two elements:

T

(1} astore’s “tangible or functonal qualities” {e.g.
merchandise selection, price ranges, credit
no}v‘cig{, store hv sy and

(2} “intangible or psychological atrributes”™ {e.g. a
sense of belonging. the feehng of warzth or
friendliness, a feeling of excitement or
mterest).

“Attributes” represent the cornbined concept of
functional and psychological factors that exist in a
store. When making 2 store choice dect ;
consumers evaluate s2ore glternutives on a nurmber
of store atrribures (Iin 15t, 18745, Pairons and
non-patrons have different perceprions of a s
image. As such, rerailers need 1o ensure that
dzmemmn« that their Joyal customers view as being
tmportant are designed to be attractive to them.
Simiiarly, e-store image is likely to have a major

5

influence on online customers when thev
deternune from which e-tailer to huy. F*'}f&).{\
image, trough, witt fikely be defined ditferenthy
from bricks-and-muoriar siore After all, the
way in which consumers shep in e-tail venues is
different from how they shop in @ phvsical store,
owing to the absence of a physical store milieu.
Concewably, then, conswners seermuneiv will kely
assess sQitle unigue storé atiributes n online
shopping vis-a-vis those ufilized in physical srore
shopping.

Arguably, e-stores do share

bai age.

S0 COMITION
tearures with a phvsical store in rerms of
merchandise, service, and promoton. There is
also some similarity herween tradivonal me
in-home shopping, such as TV and ca{a!ug
shopping, and online shopping. Owing 1o the
narare of computer-mediated communication,
however, online retail stores have umigue features
that do not exist in elther the physical store or
n-home shopping. Prior 1o developing s-s2
vrngue atiributes, those of the phy
in-home shopping {1V and caralogs) are
discussed. Fearures of each qhovm;!ng afternative
{ literature

vy

[
iy Rpore and

are identified through a review o
erraining to store image and consumer store
Lhr.ucci

Evaluative criteria of physical retail stores
Sheth {1983 expanded dererrs
cheice by classifiing consumers” shopping motives
nto fwo levels: functions! and non-huncoonal.
Functional modves involve tangible features (s

mants of store

uch
as price, convenlence., and merchandise
assortment }; non-functional motives invalve
intangible features {such as store atmosphere, sales
personpel service, and psychological reasons for
shopping). By evalvaung fucctional and non-
functional quatities of a retail store synairaneousty,
consumers form therr store image {Lindguisst,
1974). Consumers virimately choose a store that
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maximizes their satistaction with these perceived
qualities (Sheth, 1983), Retail physical store
characteristics identified hy previous researchers
are presented in Table L

Evaluative criteria of in-howme shopping
Traditional in-home shopping venues have
included chiefly TV and catalog shopping.
Shopping via TV affords consumers the
opportunify o experience convenience through
reduced shopping costs vis-a-vis physical efforr. A
distinct feature of TV shopping over catalog
shopping is the role of the host/hostess. Also, the
entertainment aspect of TV shopping appears to
be an imporrant factor for senior citizens {{/SA
Today Magazine, 1997), Catalog shopping has
curried consumers’ favor with enhanced
merchandise variety, as well as ihe reliability and
security that can be garnered from established
companies. Also, consumers seem to like catalog
shopping owing to its ease of use: products tend
he clearly portrayed, and product information
provides rapid comparisons. Moreover, telephone
assoviates are available to help answer consumers’
questions abourt products and services (Consumier
Reporrs Binving Guide, 2000).

In-home shopping, however, can present
certain disadvantages, such as the intangbility of
products and relanvely high shipping and handling
fees {thus incressing the caralog’s effective cost w
the consumer). For example, one study found a

Tabie t Relevant attributes of physical retail stares

high incidence of consumer complaints about bad
guality and poor delivery with TV shopping
Benterad and Ste, 19931, Also, consumers often
complain aboat out-of-stock merchandise
{Consioner Reporrs Buying Guide, 20007, For these
reasons, consumers kely feel impelled to pay heed
to shipping and handling information, satisfaction
guarantees, and availabiisty of a toll-free phone
mumber to mirumize dissaristacnon frony home-
based shopping. A summary of in-home shopping
attribrutes i presented in Table I1L (Tt is based
solely on paper caralog shopping research.
however, as prior work has not invesugated TV
shopping charactenstics.}

Evaluative cviteria of e-tailers

Onlipe retai stores have sore similar fearures to
phvaical retadl stores and caalegs, For example,
online rerailers offer e-maif addresses of sales
associates or frequently asked guestions (FAQ)
sections to communicate with their customaers, just
as physical stores have sales personnel. Also, they
share common attributzs with paper caralozs by
providing consumers with the convenience of in-
home shopping and purchase delvery. And Iike
caralogs, retail Web sites typicaily provide a roll-
free telephone number through which ther
CUstomers may contact sales associates for further
informartion. Compared to other retail formars,
however, many onhine reiad stores have the
advantage of seermingly unlimiced merchandise

Berry
{1969}

Factors Attribites

Lindquist
{1974)

Tigert HcDaniel and Burnett
{1983 (1950}

Merchandisa Wide selection 4
Numerous brands
Well-known brands
Availabifity in stock
Price

Value for money
locational convenience
Parking

Moving through a stere
Location of items
Exchange

Acceptance of credit ards
Store attractiveness
Friendliness/courtesy
Information service
Ease of retums
Delivery setvice

Sales promotion
Advertising

Reputation

Reliahility

Social class appeal
Self-image congruency

Product quality
Convenience

AR Y

Physical facilities
Sates personnet

Service

Promotions

AU U T G N U

institutiona! factors

Clientele of a store

-
P

AR
VYK

h
AR YUY NN
TITLVOUOURNRN

A U S U U U U I S
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Table il Relevant attributes of home-based shopping

mices Marketing

voume 18 Nomter 7- 2004500513

Cataleg factors Attributes

Merchandise Quality
Assortment
Style

Price
Unigueness
Availability of merchandise in siock
Accessibifity

Time-saving

Effort-saving

Ease of order placement

Method of payment

Easy to find merchandise
Weil-displayed merchandise

Convenience

Ease of catalog use

Easy to read and understand
Home envirohment Camfort at home
Service Guarantees
Ease of merchandise return
Delivery service
Promotions Clearance
Reputation Recommendation by friends

Well-known national trands
Trust company'’s merchandise

£astlick McDonald Seaver and Simpson
{1989 (1993 1195%)
-
w
-
» [ I
» -
el 1%
I
I
P
iad I
I »
1
-
I »*
v
[ I
> »
i'd
v
P
-
-

and product information. Furthermore, e-tailer
store design and layour have distinet features
compared ro those found in physical srores and
paper catatogs {Spiller and I.ohse, 1998).

The e-shopping artoibures presented in Table TH
were drawn from an analysis of literature
pertaining to physical retail stores, paper catalogs,
and e-tailers. However, store dimensions of a
physical store that are nor applicable for online
outlats (e.g. clientele of the store, physical
facilities, store atmosphere) were excluded.

E-shopping atiributes presented in Table IH are
now discussed.

Merchandise characreretics

Moerchandise can be defined as erther goods or
services offered by a retnil store (Eastlick, 198%;
Lindquist, 1674). Because of the unique nature of
the Interner-mediated shopping environment,
consumers” evaluation enteria for e-tatler
merchandise might be somewhat different from
those for traditional recailers. For instance, unliks

Tabie H Summary of e-shopping attnbutes used in previous studies

E-store factars

Attributes

Examples

Merchandise

Convenience

Interactivity

Reliability

Promotions

Navigation

Product information
Brand selection
Price

Timely defivery
Ease of ordering
Product dispiay
Customer suppor

Perscnal-choice helper
Surfer postings

Reputation

Security

Privacy

Promotion on the cybermall
home page

Time to get to home pages
Expected waiting fime
Waiting information

Weil-known national brands

Merchapdise price

Delivery on time, delivery options

Fast chedk-out, order confirmation by email

Praduct fists with both dick buttons and pictuses

Software downloading, e-form inquiry. order status chedking, customer comment and
feedback

Keyword search, mproved search function

Custamers’ review of product/service experience

Company nformaton

information on transaction security

Privacy policies for personal information

Clearance, free shipping, frequent buyer incentives, pnze for particpation

The time taken from ads on other sites to home pages
The perceived duration of the time to download pages on the site
Duration infrrmation at the heginning of the wai, countdown information
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a physical store, e-tailers can provide customers
with as much variety as they want witheut physical
space restricuons. Also, consumers can compare
product prices more easily than ever before.
E-tailer dimensions traditionally ascribed ro
merchandise-relared aspects include product
information, brand selection, and price.

As in cataleg shopping, accurate reproduction
of descriptive and experiential product information
1s a critical factor influencing consumers® choice in
¢lectronic shopping because consumers cannot
touch or see products (Alba ez al., 1997; Lohse and
Spiller, 1998; Lynch and Arelv, 2000; Ward and
Lee, 2000). Interestingly, despite the advantage of
the lower cost in delivering text and images
through the Internet versus paper catalogs, more
than 30 percent of e-railer sites provide fewer than
three lines of text describing each product (Lohse
and Spiiter, 1998).

Previous studies about store attributes have
shown that merchandisc selection has an influcnice
on consumers’ store choice (Betry, 1969;
Lindquist, 1974; McDaniel and Burnett, 1990;
Tigert, 1983). The vast mumber of product
alternatives is a key benefit for anline retailers.
However, Alba ¢z al. (1997) argue that consumers
might become tired and stressed by examining
information on hundreds of products. Lohse and
Spiller {1998) dispute the importance of
merchandize variety in e-tailing. In particular, their
work showed that the number of products
increascs o-store traffic, burt it does not aifect sales.
Apparently, whether or not an e-tailer has a
specific product a customer 1s looking for is more
important than sunply having a large variety of
items (Lohse and Spiller, 1998). Therefore, brand
selecrion might well be more likelv 1o affect
customers” buying decisions and subsequent
e-store patrcnage than merchandise variery
(Degeratu er al, 2000). Indeed, brand names also
appear to affect consumers’ buying decisions,
especially when they are unfamiliar with an e-tailer
(Ernst & Young, 1698). Further, when consumers
have difficulty in searching for products on the
Internet, they tend to rely on brand names {(Ward
and Lee, 2000).

Price is a key attribute for customers when
forming perceprons of rerailers (Berry, 1969;
Bastlick, 1989; Lindquast, 1974; McDonald,
1893; Tigert, 1983). Online shopping enables
consumers 1o reduce search coses and compare
product information and prices simultaneously.
This benefit, concomitantly, has accelerated
retailers’ competition and made e-tailers especialiy
concerned abour consumers’ Increasing price
sensitivity {Shankar ez el., 1999; Ward and Lee,
20003, However, previous studies have also found
that price sensitivity can be reduced by increasing

lourngd of Services Markeng
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the asability and perceived depth of online
information {Lynch and Ariely, 2000; Shankar
ar af,, 19993,

Corrcenience characizristics
Conventence is a key motve behind in-home
shopping (Easthick and Femberg, 1994).
Convenience is measured by effort savings {e.g.
case of a Jocating a product in a store) and
locational convenience {e.g. ense of locating a store
and fnding a parking space} (Lindguist, 19743, In
online shopping, convenietnice includes amely
delivery, ease of ordening, and product display
(Lohse and Spiller, 19987,

Lohse and Spiller (1908} discerned that several
factors can be subsumed under the convenience

tmbute of enline shopping: number of hnks into

the site, number and type of different shopping
modes, average munber of iems per product menu
lisring, number of lists that require scrolling,
presence of price informadon in product hstings,
and type of product Hsts, Among these arrributes,
they found that prodect dispiay has a signifcant
Inpact on 81TC visits and saies. Specifically,
displayving product [ists using both click buttons
and picrures leads to more positive reactons from
consumers than simply displaying a product List
using only a button or picrures in online caralogs.

Fase of ordering appears o influence home-
shoppers” buving decisions (Hastlick, 198%;
McDonald, 1993, Therefore, order processing on
Weh sites should be easy for customers to do,

Morcover, receiving order confirmations via
e-mail, mcduding information abour shipping,
returns, and order tracking numbers, facilitates
order-processing behavior. If order processing s
tirne consuming and compiicated, custorers will
iikely become frustrated and give up purchssing
from the e-tailer (Lohse and Spiller, 19981,

With mn-home shopping, physical store
dimensions of convemence, such as geographical
location and parking, do nor exist. Instead.
in-home shoppers seek convenience through use of
mail or phone shopping and through rmely defivery
{to home). A Price Waterhouse Coopers study
revealed that “the biggest sources of dissatisfaction
among e-shoppers had to do with gifts not armving
on time for the [Christmas] holidays™ feMarketer.
2001d).

Inreractiviry characteristics

Interactivity on the Internet refers to the degree o
which custromers and retailers can communicate
directly with one another 2nywhere, any time
{Blattherg and Deighton, 1691). For e-tatlers, the
degree of interactivity influznces the percerve
quality of the Web sire {Ghose and Dou, 1998).
Ghose and Dou {1968) surveved 101 Web sites to
identify key interactvicr factors that influence Web
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site appeal by usage frequency of each factor. They
found that customer support was the interactivity
aspect most frequently used by customers. In
addition to customer support, several additional
dimensions can be classified as “interacoviry”
characternistics — personal-choice helper, surfer
postngs, and promotion.

E-railers provide several types of online service
that can increase interactivity with customers, such
as software downloading, e-form inguiry, order
status tracking, customer comment, and feedback.
In a physical store, customers interact with sales
personnel; their friendliness and knowledge can
affect consumers” purchasing decision (Berry,
1969; Lindquist, 1974; McDaniel and Burnett,
1990; Tigert, 19583). On the Internet, e-tailers
offer consumers with sales clerk service in different
forms, such as a toll-free phone number, e-mail
addresses, FAQs, and customer feedback.
Research has found that having FAQ sections and
feedback increases e-store visits and sales (Lohse
and Spiller, 1968). Empirical work about the usage
frequency of customer support functions {(e.g.
e-inquiry, comments, and feedback) reveals that
custamers prefer two-way communication with
e-tailers rather than merely being passive
receipients of informadon (Ghose and Dou,
1998},

Online cutlets provide vanous forms of search
functions for customers to locate items for which
they are searching. Ghose and Dou (1998, p. 32)
define a personal-choice helper as “a function that
can make relatively sophisticated
recommendations on consumers’ choices based on
their input of preferences and decision criteria”.
This function (such as a keyword search) gives
customers more refined alternatives. For example,
muiti-layered information assists customers to
narrow down target items based on therr decision
criteria {e.g. www.apartmentsplus.com; Shankar
er al., 1999},

Web sites provide customers with interactivity
not only with e-tailers but also with online
communities. Ghose and Dou (1998) found thar
online customers frequently use surfer postings,
which are customers’ reports of their feelings and
expeniences with products and e-tailers. E-tailers
often provide a page of customer reviews {e.g.
www.amazon.com), which gives customers
indirect experience with the products and service.

Consumer behavior tends o be influenced by
external environments, such as promorion. The
behavionist approach in consumer research posits
that “the reinforcement of a series of behaviors will
gradually bring the consumer to the desired final
behavior™ (Wilkie, 1994, p. 271). For instance, a
“clearance sale” sign on a store window can
stimulate consumer store traffic. In physical stores,

Jowrnal of Sersces Matketing
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the purpose of promotionsl aciivities for partcular
products is to encourage consumers to buy either a
particular product or some other products. Spiller
and Lohse (1998} have drawn analogies among
retail store, paper catalogs, and online catalogs and
have characterized e-store promotion activities as
hemg special offers, online games and lotteries,
links 1o other sites of mterest, and appetizers.
Subsequendy, they have also discerned that hours
of promotion on the e-store entrance appears to
mncrease consumers’ buving decistons {Lohse and
Spitler, 1508}.

Reliabilizy characteristics

Company reliability is an important criterion
consumers utilize when making a store choice
decision {Lindguist, 1974, Consumers mught
wish to protect themselves trom unreliable e-tailers
by paying close anention to company information.
According re GVU's WWW user surveys
{Graphics, Visualization, and Utilization Center,
1998}, reliability of online companies 1s the third
most mportant attnbute consumets consider. In
addition, securlty and privacy are gaining
increased concern among online users (Bellman
er al., 1999) and thus merit research attention.

In home-based shopping, a retailer’s repuzazion
has a significant influence on consumers’ purchase
dectstons (McDonald, 1693). The provision of
service information {including company hisrory?
can help a custmer feel more comfortable about
dealing with a given firm and about sending credit
card information through the Internet {{.ohse and
Spiller, 1998). So, in-depth company information
might abate consumers’ uncertainty and perceived
risk in dealing with e-retailers.

Transacrions in online shapping tend te be
made with a credit card. However, consumers have
been warned not to release their credit card
information ondine but to make a phone order for
online purchasing (Furger, 1996). Neardy two our

f three Americans do nor rrust e-railers, and
consumers are worried about the security of credit
card information (Jeffrey, 1999). By informmng
customers about the securigy of online transactions,
e-tailers can help reduce online risk perceived by
customers {Ernst & Young, 1998).

Company Web sites coltect a vast amount of
customer information through the Internet, which
is & fundamental asser for compantes. Consumers.
in contrast, may feel uncomifortable releasing their
personal informadon (such as credit card and
social security numbers) via the Web (Ernst &
Young, 1998). The top privacy concern of US
consumers appears o be whether or not a Web site
asks permission to share personal information wich
other companies (eMarketer, 2001c). A recent
report reveals that almost 65 percent of
respondents gave up online purchasing because of
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privacy concerns (eMarketer, 2001¢). Consumers
are discomfited when they receive e-mail from a
company with which they are unfamiliar (Sheehan,
1999),

Natagarion characteristics

Lowering search costs for shopping is a key

mounvation for consumers to shop online. As the

total number of working hours of households
increases, online shopping has attracted working
families, thus enabling them to save time by
purchasing products and services in a non-
traditional way. In physical-store shopping,

consumers seek to lower their search costs (e.g

time and efforts): physical effort is employed when

going o a store, finding products, and
comparing alternarives across stores (Bell er of.,

1998). In online shopping, navigation time and

efforts are analogous to the physical effort

expended to locate items in traditional shopping.
Gupta and Chattergee (1997) defing search
costs on the Internet as:

(1} Internet connection time;

(2) actual time and effort taken for the user to
search an e-tailer’s site {e.g. use of online
search engines, links from related pages,
suggestions from newspapers/magazines’
friends); and

(3) time to download information from an e-store
(which essentially depends on the connection
speed, usage charges, traffic on the nerwork,
raffic at the site, and the kind of information
being obtained).

Internet users are not tolerant of the wainng nme 1o
arrive at a Web site’s homepage. GVU’s WRW
user surveys showed that consumers are confused
by and annoved with fong waits to download an
e-tailer’s homepage from Web ads (Graphacs,
Visualization, and Utilization Center, 1998).
When downloading is delayed, potental
custormners are likely to drift to alternative e-tailers
or give up online shopping, at least for that tme
{(Weinberg, 2000).

Consumers are more affected by their perceived
duration of dotenload waiting tme than by the actual
waiting time (Dellaert and Kahn, 1999). That is,
when the wait 1o download is shorter than
expecied, consumers’ satisfaction with the service
increases. Conversely, if the wait is longer than
expected, consumers’ satisfaction decreases.

Consumners are likely to feel disturbed by the
wait when they are uncertain about the actual
waiting duratdor (Weinberg, 2000}, By providing
waining nmte informadon (e.g. tdme bar indicator at
the borom of the Web page), e-tallers mighrt help
consumers become more tolerant of the wait and

" more favorably disposed toward the site.
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Attitude toward online shopping

Anirude is “a psychological tendency that is
expressed by evaluating a particular entity with
some degree of favor or disfavor™ (Eagly and
Chalken, 1993, p. 1). Anirude has a strong
influence on consumers” buying intention {c.g.
Ryan, 1982), the immediate precursor of actual
behavior (Fishbein and Ajzen, 1975}, Previous
studies have observed a positive assocation
between attinide and behavioral intention (e.g.
Chang er af., 1996; Chiou, 2000; Ryan, 1982;
Shimp and Kavas, 1984; Tavlor and Todd, 19957,
including i an online shopping context {Shim

et al., 2001). Applied to the present study, attituds
toward online purchasing is considered to be a
funcrion of the consumer’s beliefs about an
e-store’s characteristics and the degree of
subjective importance a conswmer attaches to
those attributes (Fishbein and Ajzen, 1975). Based
on the foregoing prior work, then, an e-tailer’s
fatlure ro foster a favorahle artitude toward its Wen
site will likely lead consumers to eschew online
purchases with that partcular e-tader.

Method

Sampie and data collection
The data were collected in a classroom sefhing
from a convenience sample of students at a large
Midwestern universiry. In a study of consurners’
brehavioral intennons o we different rerall formarns
{e.g. retail stores, catalog, Internet), Keen (19997
compared results berween a student sample and
mall shopper sample. The findings showed no
difference between rthe two samples in predicting
consumer decision-making on the Internst
Moreover, college students deserve e-retailer
atrention because of their signtficant numbers wis-
a-vis the Internet. For mstance, college students
spend more than 20 hours per week on the
Internet, and 81 percent of them have mad
purchases online. Furthermore, college students
are considered brand loyal and are esrly adopters
of new products (FururePages, 2002}, Shortly, this
group will enter the mainstrearn of the online
cansumer group, which ‘s characterized as being
between 34 and 45 vears old, highly educated, and
well paid as compared 1o the general offiine
population. Thus, college students should be
considered a key target market in the long-term
success for many online businesses. For these
reasons, the student sample used in the present
Invesgdgation is seemingly appropriate for querving
online consumers.

Among 252 quesrtionaaire complered,
approximately 73 percent of the respondents were
fermale. The mean age was 20.9. About 62 percent
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of the respondents reported their income level to
be less than §5,999. Approximately 72 percent of
the respondents had purchased a product through
the Internet.

Measures

E-shopping atrributes

Prior to developing questionnaire items,
gualitative research was conducted to generate
important e-shopping attributes, In this
procedure, 29 students were given open-ended
questionnaires. These questions were generated
fromx the work of Mathieson (1991). Specifically,
they queried respondents abeut the advantages
and disadvantages of making a purchase on the
Internet, and their likes and dislikes about enline
shopping.

In the qualitative research, interviews with
respondents revealed that merchandise varjety
(Table IV) incorporates brand selection (Table
IIT}. Therefore, in this stady’s final guestionnaire,
merchandise varzety (o physical store feature) was
included. Also, “ease of use”, which was referred
to in our literarure review, was combined with
“ease of ordering™ (Table IIT), owing to their
overlapping nature. A pretest was conducted to
check clarity of measurement items in the final
study questionnaire. Ambiguous sentences were
revised.

Fishbein’s expectancy-value measures have
been used as a person’s “evaluative implications of
an underlying cognitive structure” (Fishbein and
Middlestadt, 1995, p. 186). An expectancy-value
measure is obtained by multiplying a person’s
behavioral belief that an object possesses a certain
attribute {5, by the degree of subjective
importance the person attaches to the object’s
attribute {¢;) (Fishbein and Ajzen, 1975). Applied
to this stmdy, the degree to which a respondent
believed e-tailer Web sites possess a certain
attribure (b)) was muliiplied by the degree of
subjective importance the respondent artached o

IV Beliefs about e-shopping attributes {qualitative research}

Number mentioning

ages/disatfvantages of enline attributes
ases {n=29) Percentage
19 655
ty 15 65.5
[ delivery 3 310
y guarantees 9 310
ity of return and exchanges 7 24.1
ility of a retailer 7 24.1
andise varlety 6 20.7
it information 5 172
oad/process time 5 17.2
f use 4 138
me customer service 3 103
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that e-store attribute {(¢;}. Respondents were
gueried about 16 e-shopping attributes using
seven-point scales. The scules of belief strength
were anchored from “unlikely ™ (1) to “likely” (7}.
The scales of evaluagon were anchored from
“ammportant” (I} to “important”™ (7). An
example of each is noted below:

« (3} The e-tatler would provide me with high
quality product information (unlikely/
Likely).

+ {¢;} Forme, high quality product information in
online buying is (unimportant/important).

Aunttnde weard behavior (Ag)

Consistent with the work of Fishbein and Ajzen

{1975), atdtude toward online purchasing was

measured by four different statements using seven-

point semantic differential scales. Scales were

anchered using four different terms: “dislike/like”,

“foolish/wise”, “bad/good”, and “unpleasant/

pleasant™. For example:

- (¥ )Making a purchase on the Internet 15 a (bad/
good) idea.

Data analysis

Data were analyzed using both facror analysis apd
confirmatory factor analysis {CFA}. Factor
analysis attempts to identify hypothetical variables
that explain the pattern of correlations within a set
of observed variables. While exploratory factor
analysis attempts to identify the minimum numbet
of common factors that represent correlatons
among the observed variables before developing
hypotheses, CFA provides self-validating
information for a given hypothesis (Kim and
Mueller, 1978}, That is, the purpose of conducting
CFA is to build a madel “assumed to describe,
explain, or account for the empincal data in terms
of relatively few parameters” (Joreskog and
Sarbom, 1993, p. 22). CEFA was employed to
confirm the ¢-store attribure classifications
obrained in the factor analysis, In addition to these,
multiple regression analysis was conducted to
investigate the underlying Web site dimensions
obtained in the CFA on consumers’ attitude
toward online shopping.

Resuits

Expioratory factor analysis

The SPSS computer software extracted four
factors from 16 observed variables {consumer
evaluative perceptions of e-shopping attribares)
using principal componpent analysis and Varimax
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rotation. Factor analysis revealed four underlying
dimensions with eigenvalues greater than 1.0 and a
communality of 59.7 percent. The resulting
factors generally emerged as expected for
e-shopping characteristics, except for the
promeotion characteristic. Promotion loaded on
facror 2 (i.e. interactivity characteristics). Factor
loadings ranged from 0.347 to 0.876, which
exceed the threshold value of 0.30 (Kim and
Mueller, 1978). However, delivery, ease of
ordering, and product display on Web pages were
exciuded in subsequent analyses because of their
crossloading on factors 1 and 2. The final results of
the exploratory factor analysis are presented in
Table V.

Confirmatory factor analysis

CFA was conducted 1o confirm the prespecifed
dimensions obtained in the foregoing exploratory
factor analysis. In general, the results supported a
measurement model that included four overriding
characteristics (x3, = 21.43, RMSEA = 0.018,
GFI = 0.980), Price, other customers’ postings,
promotions, and provision of waiting informaton
were removed from the measurement model owing
1o reliabilities of less than (.30 (Beuencourt and
Brown, 1997; Table VI — only final results are
shown). Other than these attributes, all
standardized factor loadings were statistically
significant (p << 0.001). The validity of the
measures was examined by the index of the
proportion-of-variance extracted. All proportions
in the index were higher than 0.50, which indicates
that the overall amount of variance in e-shopping
attrioates was captured by the corresponding
charactenstics reported in Table VI (Hair er o/,
19683,

\esults of exploratory factor analysis

Factor loadings

1g attributes Factor 1 Factor 2 Factor 3  Factor 4
nformation 0.695
[ merchandise 0.783
tively low price 0.573
" support 0.539
thoice helper 0.474
tomers’ postings 0.815
1 0439
ytation 0.667
0.868
0.876
gt to home pages 0724
wiioad Web pages 0.837
formation 0.657
P a 0.688 0.617 0.610 0.843

-2ction method: prncipal component analysis; rotation method: Varimax
nonmalization

fownat of Services Marketing
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In essence, CFA idendfied four distinct
dimensions of e-shopping attributes: merchandise.
interactvity, reliability, and ravigation
characteristics. Merchandise consisted of product
mformation (A = 0.707, p < 0.001} and variety of
merchandise (4 = (0.757, p << 0.001); iInteractivity,
customer support {A = 0.633, p < 0.001} and
personai-choice helper (A == 0.610, p < 0.001);
rehiability, an e-rafler’s good reputation
£ = (L8873, p < 0.001), security {A = 0.633,
2 < 0.001), and privacy (A = 0.652, p << 0.0013;
and navigation, time 1o get to an e-tailer’s
homepage (A = 0.878, p < 0.001) and time to
download Web pages on the Web site {A = 0.687,
£ <2 0.001). The e-shopping attmbutes conftrmed
in the final analysis were grouped into four
different e~-shopping charactensnes,

Multiple regression analysis

Table VI summarizes the results of multdple
regression analysis. The VIF index showed no
significant multicollineanty problem (Nerer & al.,
1996). The four independent variables (e,
merchandise, interactivity, reliability, and
navigation) revealed in the CFA were regressed
across consumers” attitude toward onlipe
shopping. The oversll model s significant

(R? =017, Fya3 = 13.01, » < 0.001). The
results indicate that consumers’ attitude roward
online purchasing is a function {positively) of
merchandise (£ = 0.25, p < 0.001) and reliabiliny
(A= 0.19, p < 0.01) aunbures. Interestingly,
though, their attitude is not significandy related
(p > 0.03) 1o interactvity or navigation Web site
dimensions.

Discussion

The findings of this study present important
e-shopping attribures thar consumers consider in
their e-tailer evaluations. For merchandising
characteristics, consurmers appear 1o focus on
product information when they evaluate e-talers.
Previous research suggests that online shoppers
seck detailed information about products and
services rather than sensory arrributes, such ag
visual cues {Degeratu oz al, 2000}, This may be
largely attributed to the nature of Internet
shopping in which consumers cannot touch or see
a product. Accordingly, consumers tend 1o rely on
product informaton provided by e-tailer Web
pages. This result is consistent with those obrained
in previous studies (Lynch and Artely, 2600; Ward
and Lee, 2000). Also, online consumers appear to
seek a variety of merchandise through onbine
shopping; this finding is also consistent with
consumers’ reactions in physical retail srores and

508



Consumers” pasceptions of e-shopping dwracesistics

Heejfin Lim and Alant 1 Dubms_ky

furnat of Senages Marketing
Volume 18 - Nurber 7 - 2004 500513

Table VI Results of measurement model: confirmatory factor analysis

Factor
E-shopping attributes loadings
Merchandise characteristics -
Product information 0.707
Varjety of merchandise 0.757
Interactivity characteristics
Customer-support 0.653
Personal choice-helper 0610
Reliability characteristics
Good reputation 0.883
Security 0.633
Privacy 0.652
Navigation characteristics
Time to get to home pages 0.878
Time to download Web pages 0.687
Indices of guodness-of-fit
Chi-square (df} 2143 {20)
RMSEA 0.018
GFH 0.980
AGH 0.955
NFt 0.972

Total-item Preportion of
f-values reiiabitity” vartance extracted
07 0.78
10.31 850
10.97 ¢57
2.57 0.79
8.71 (.43
8125 038
0.84 0.76
1245 278
918 .40
8.50 0.43
0.76 0.81
1124 0.7
933 .47

Note: “Halicized entries in this column represent overall refiability for sach construdt

1 Results of multiple regression analysis

Attitude
Mean SO Standardized coefficients t-value
ndise 30.5% 8. 0.254 3.737*
ivity 26.19 8.83 0.18% 2.789
ty 3329 958 ~0.004 ~0.060
ion 2569 917 0.073 1.112

7 (Fizey =1301, p<0.001}
1= 252; *significant at the 0.01 level

in-home shopping (such as TV and paper

catalogs). In addition, the findings of multple

regression analysis imply that the merchandise
atiribute 1s positively associated with respondents’
attiade toward online purchase.

In the online shopping literature, the term
“interactivity” has been used ro refer to different
e-store characteristics:

(1) speed of interactivity between a person and
related devices (i.e. computers, modens) (e.g.
Alba er al., 1997; Novak et al., 2000); and

(2) interactvity between a customer and e-talers
{e.g. Ghose and Dou, 1998).

In our study, interactivity was observed to be a
service that customers can receive from the
Internet, just as they can from a salesperson in a
bricks and mortar store. Through online shopping,
customers and retailers use different forms of
commutication. While the physical store provides
costomers with personal interaction via face-to-

face commumnicaton with sales associates, e-talers
provide a similar service through either personal
interactivity (i.e. call center) or machine
interactivity, such as customer support (e,
downloading software, e-form inquiry, order
tracking) and choice heipers. The findings of our
study confirm that customer support and choice
helpers are key interactivity dimensions of e-stores.

Reliabihity has emerged as a critical mfluence on
consumers’ purchase decisions in home-based
shopping (McDonald, 1993}, In online
transactions, consumers are likely to release
personal information as well as credit card
information. Accordingly, they rend to be more
careful than in traditional store shopping by
examining e-tailer credibility prior to making a
purchase. In determining an e-retatler’s reliabality,
consumers appear ro evaluate e-tailers’ reputation,
as well as security and privacy policies. Also, the
result of muldple regression analysis reveals that
reliability is 2 significant predicror of respondents’
attitade toward online porchase.

In onkne shopping, costomeers tend 1o be
sensitive o waiting time (Dellaert and Kahn,
1999). Despite its importance in predicting
consumer behavior on the Internet, many
researchers have not delineated navigation
characteristics clearly. Instead, they have tended to
emplay a single term — “ease of browsing” — and
incladed it under “convenience” dimensions {e.g.
Shim ez al, 2001; Szymansky and Hise, 2000).
The results of our factor analysis, however, reveal
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that navigation dimensions constitute an

independent construct, which is characterized by:

*  ume required to get to the e-tailer’s
homepage; and

* tune required o download an e-taler’s Web
page.

The findings obtained demonstrate that
consumers’ attude toward online shopping is
positively related 1o their perceptions of Web site
merchandise and reliability atrributes, bur
surprisingly unrelated to interactivity or navigation
characteristics. Specifically, consurmners develop a
positive affect roward onfine shopping ro the extent
that they perceive a Web site to provide detailed
product information and merchandise variety, as
well as mechanisms that enhance feelings of trust
in the e-tailer. Interestingly, though, consumers’
affect is seemningly unrelated to a their perceptions
of an e-tailer’s offering customer support and
personal-choice helpers or Web site navigation
speed. The fatter two findings may be a funcuon of
the state of current Web sites. Adequate customner
support and navigation speed are a necessary, bur
nsufficient, condition for e-tailer success. Because
of early Internet shoppers’ complaints about poor
Web site design, interactivity quality, and
navigation speed (Dellaert and Kahn, 1999),
perhaps e-tailers have made steadfast efforts to
enhance these qualities. If so, online shoppers may
have reduced their former concerns about these
two attributes, thus vitiating the impact of these
two atrributes on ontine shopping ardrudes.

Managerial implications

Through Internet commercial sites, online
marketers can collect a plethora of consumer
information, such as age, gender, and z1p code.
Also, they can frack consumers’ interests and
preferences. To parlay this data rich advantage of
electronic commerce, online marketers should
understand consumers’ online shopping behavior
so that they can develop effective marketing
programs.

The current study explored consumers’
evaluative criteria of an online retail outlet. The
findings of this study are helpful for ¢-1ailers as a
general guideline for Web site design. In terms of
merchandising and its positive relationship with
consumers’ atritade toward online purchasing,
e-tailers should pay acute attention to the contents
of their Web pages through which consumers reach
purchase decisions without physically touching or
seeing a product. In particular, online consumers
appear to place emphasis on quality product
information. Moreover, effective descriptions of
the products onx an e-railer’'s Web site have been
found to mitigate online customers’ price
sensitivity (Shankar e al., 1999). The findings of

Journal of Services Marketing
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the present work also highlight the importance
online shoppers place on the variety of
merchandise in an online outler. By unilizing
consumer profiles and sales tracks, e-tailers shouhd
be able to provide the variety of merchandise thai
meets their customers’ needs and preferences.

Reliabiliry of e-tailers was found to be a
significant factor when customers evaluate a
commercial site, as well as influencing consumers’
online purchase attitude. Indeed, one consumer
survey showed that about 88 percent of online
consumers make a purchase through the Internet
using credit cards. It also reported that about 60
percent of Internet users are concerned abour their
credit card number being stolen when using a
commercial Web site (eMarkerer, 2001e}.
Furthermore, privacy has emerged as a critical
concern among online consumers, Although
customers’ personal information is a crucial asset
for retailers, online shoppers appear to have fears
about revealing their personal information on the
Iharerner. To convince online customers thar their
personal information will not be violated, e-tailers
should provide consumers with their privacy
palices, as well as a guarantes thar the imformarton
wiil not be misused {eMuarketer, 2001 a).

Abhough interactivity of e-tailers was found to
be a significant factor when customers evaluate 2
comumercial site, it was not discemed to mfuence
consumers’ online purchase attitude. Thrs finding,
however, does not imply that e-tailers should
1gnore interacuvity issues. CFA results suggest that
online customers desire tie equivalent guality of
service thar might be provided m a physical store,
such as two-way communication between
shoppers and salespeople. As such, online
shoppers apparently expect to experience a high
degree of customer service from e-taders in the
forms of software downloading, e-form inquiry,
order status tracking, customer comments, and
feedback: so, such tools should be provided by
e-stares.

Online customers appear to be sensitive 1o the
waifing fme required to dewnload Web pages
(Dellaert and Kahn, 1999; Wemnberg, 2000),
although it is not associated with their artitude
toward online purchasing. Notwithstanding this
resuly, CFA findings suggest that o-tailers sull need
o be circumspect about Web site waiting fime
given that it is an evaluatve criteria of online
shoppers. Waiting time on the Internet may vary
because of several factors: the extent of
sophistication of a Web page, the number of
graphics on a Web page, and the number of people
who log on to the Internet. Although e-tailers
cannot control every factor that affecis
downloading time, they can design their Web
pages to be time-efficient. This does not mean Web
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designers should forego cutting-edge graphic
technology. Rather, they should avoid extensive
utilization of graphics and animations, as well as
consider downloading time when they design
e-tailer sites (Dellaert and Kahn, 1999).
Consequently, e-tailers should consider how to
provide customers with detailed product
information and increased interactivity without
annoying them with excessive downloading time.

Limitations and future research
This study employed a student group to measure
their artitudinal beliefs abour online retail outlets.
Although college students account for a major
portion of online consumer groups, the sample
may be biased roward those who are younger and
more educated compared to the general consumer
population. Also, 75 percent of the sample
consisted of females and 19 percent had not made
an online purchase: this situation may decrease
representativentess. Accordingly, the results of the
current work might not generalize to the general
consumer population. Also, the study is
geographically imited, because data were
collected from a Midwestern university. Therefore,
udlizing a random sampling of general consumers
nationwide should help overcome these
shortcomings.

1n characterizing e-store image, previous
researchers have not been lucid about which
dimensions characterize interactiviry. Novak er al.
(2000) identify interactivity solely in terms of
speed. They found that Web site design affects
speed of interactivity between online consurmers
and the medium (i.e. computer, related device) in
measuring customer experience on the Internet.
Hewever, in terms of the scales that measure
interactivity — which is equivalent to navigarion
characterisrics in our study — Novak er all’s study
had almost identical items as ours:
(1) waiting time between a person’s actions and

the computer’s response; and

(2) Web page downloading time.

Thus, the term interactiviry needs further research
_in order to clearly define this charactensdc.

This study examined conswners’ evaluatve
criteria for an e-miler without specifying a product
category. However, store characteristics that affect
store image may differ across product types and
store types (Klein, 1998; Tigert, 1983). For
instance, Yoo and Donthu (2001) found different
effects of each site quality (i.e. ease of use, aesthetic
design, processing speed, security) on consumers’
decision-making across different product
categories {e.g. apparel, electronics, food and
drink, music, etc.) Therefore, future research
should seek to develop different sets of e-shopping
attributes within a specific context. The resulting

Volume 18 - Number 7 - 2004 - 5K1-513

characteristics of an online store as a predictor of
online shopping behavior may vary depending on
the product category - and even, perhaps, owing
to the brand being seld {e.g. manufacturer’service
principal’s brand versus an e-tailer’s own brand).
Also, there might be other factors that influence
shoppers’ evaluations of an e-tailer, such as the
level of their expertise or experience in online
shopping: so, such variables should be examined in
subsequent work.
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