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ABSTRACT 
As the number of internet users is very large and is still increasing, consequently for the organizations, researchers and other involved channels/persons the need 

has arisen to understand the users’/online customers’ attitudes towards internet shopping and intention to shop on the internet. This review study has adopted 

the Technology Acceptance Model (TAM) as the basis to develop an extended framework to study the customer and applied it to the context of online shopping. 

The study shows that customers’ attitudes toward online shopping and his/her intention to shop online are not only affected by usefulness, enjoyment, and ease 

of use, but also by some exogenous factors like trust in online shopping, previous online shopping experiences, product characteristics, situational factors, and 

consumer traits. 

 

KEYWORDS 

Internet, Online Shopping/Internet Shopping. 

 

INTRODUCTION 
espite the slowing penetration of regular Internet users, the number of consumers using the Internet to shop for consumer goods and services is still 

growing (Forrester Research, December 2001). Research from the GfK Group (2002) shows that the number of online shoppers in six key European 

markets has risen to 31.4 percent from 27.7 percent last year. This means that 59 million Europeans use the Internet regularly for shopping purposes. 

However, not only does the number of online shoppers grow, the volume of their purchases also increases over-proportionally. In the US, online sales are 

forecasted to exceed $36 billion in 2002, and grow annually by 20.9 percent to reach $81 billion in 2006. Europeans are spending more money online as well. For 

instance, Europe’s largest discount carrier, easyJet Airline Co., sold $80 million more tickets online in the six months ended March 31 than it did a year earlier 

(Reinhardt and Passariello, 2002), whereas combined revenues for Amazon.com’s European operations grew at more than 70 percent annually in each of the 

past three quarters, topping $218 million. While these figures show that a large number of consumers in the US and Europe frequently use the Internet for 

shopping purposes, it is not clear what drives them to shop online and whether these numbers could be even increased if more attractive online stores were 

developed. This raises the issue of examining what factors affect consumers to shop online. Therefore, a framework is needed to structure the complex system 

of effects of these different factors, and develop an in-depth understanding of consumers’ attitudes toward Internet shopping and their intentions to shop 

online. In this study, a framework based on previous research is built up on consumer adoption of new self-service technologies and Internet shopping systems 

(Dabholkar and Bagozzi, 2002; O’Cass and Fenech, 2002; Childers et al., 2001; Davis, 1993). This research suggests that consumers’ attitude toward Internet 

shopping first depends on the direct effects of relevant online shopping features (Davis, 1993). Online shopping features can be either consumers’ perceptions 

of functional and utilitarian dimensions, like “ease of use” and “usefulness”, or their perceptions of emotional and hedonic dimensions like “enjoyment” (Menon 

and Kahn, 2002; Childers et al., 2001; Mathwick et al., 2001). By including both utilitarian and hedonic dimensions, aspects from the information systems or 

technology literature, as well as the consumer behavior literature are integrated in the framework. In addition to these relevant online shopping features, also 

exogenous factors are considered that moderate the relationships between the core constructs of the framework. Relevant exogenous factors in this context are 

“consumer traits” (Burke, 2002; Dabholkar and Bagozzi, 2002; Brown et al., 2001; Eastin and LaRose, 2000), “situational factors” (Wolfinbarger and Gilly, 2001; 

Avery, 1996), “product characteristics” (Grewal et al., 2002; Elliot and Fowell, 2000), “previous online shopping experiences” (Shim et al., 2001; Eastlick and Lotz, 

1999), and “trust in online shopping” (Yoon, 2002; Lee and Turban, 2001). By incorporating these exogenous factors next to the basic determinants of 

consumers’ attitude and intention to use a technology, the framework is applicable in the online shopping context. Together, these effects and influences on 

consumers’ attitude toward online shopping provide a framework for understanding consumers’ intentions to shop on the Internet. An important note to the 

proposed framework is that throughout this paper Internet shopping or online shopping is defined as the use of online stores by consumers up until the 

transactional stage of purchasing and logistics. 

The outline of the paper is as follows. In the next section, a framework containing all constructs that affect consumers’ attitude and intentions to shop on the 

Internet is introduced. Second, the basic determinants of consumers’ attitude and intentions: “usefulness”, “ease of use” and “enjoyment” are examined. Third, 

since it has been argued that “consumer traits” moderate the relationship between the three basic determinants and attitude, and “situational factors”, 

“product characteristics”, “previous online shopping experiences”, and “trust in online shopping” moderate the relationship between consumers’ attitude and 

intentions, an examination of the influence of these factors is presented. Fourth, the differences, similarities, advantages, and disadvantages of online shopping 

and traditional shopping features are investigated. 

 

FRAMEWORK FOR CONSUMERS’ INTENTIONS TO SHOP ON THE INTERNET 
For developing an in-depth understanding of consumers’ attitudes toward online shopping and their intentions to shop on the Internet, a framework based on 

previous research on consumer adoption of new technologies and services is built up. As noted earlier, in this framework “online shopping” is defined as the use 

of online stores by consumers up until the transactional stage of purchasing and logistics. The core constructs of the framework are adapted from the 

Technology Acceptance Model (TAM) by Davis (1989), an influential research model in the information systems field. Although this model is specifically tailored 

to understand the adoption of computer-based technologies on the job or in the workplace, it has proven to be suitable as a theoretical foundation for the 

adoption of e-commerce as well (Chen et al., 2002; Moon and Kim, 2001; Lederer et al., 2000). Therefore, the TAM constructs are used as a basis for the 

research framework. 

In TAM, behavioral intention to use a new technology is determined by the individual’s attitude toward using this technology. To this, TAM originally identifies 

two, conceptually independent, determinants of a person’s attitude toward using a new technology. The first determinant is “usefulness”, and refers to the 

degree to which a person believes using the new technology will improve his/her performance or productivity. TAM also identifies a second determinant, “ease 

of use”, referring to the extent to which a person believes that using the new technology will be free of effort. While “usefulness” refers to consumers’ 

perceptions regarding the outcome of the experience, “ease of use” refers to their perceptions regarding the process leading to the final outcome. 

A more recent addition to the technology acceptance model is the “enjoyment” construct, or the extent to which the activity of using the new technology is 

perceived to provide reinforcement in its own right, apart from any performance consequences that may be anticipated (Davis et al., 1992). Thus, within the 

TAM framework, both utilitarian and hedonic aspects are considered to act as determinants of consumers’ attitude toward using a new technology. 

Understanding the determinants of consumers’ attitude, it is argued that this attitude has a strong, direct, and positive effect on consumers’ intentions to 

actually use the new technology or system (Bobbitt and Dabholkar, 2001; Davis, 1993). 

D 
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Although TAM has proven to be a viable model for examining consumer acceptance of new technologies and systems, it is necessa
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Although TAM has proven to be a viable model for examining consumer acceptance of new technologies and systems, it is necessary, however, for the purpose 

this model by incorporating additional factors in the research 

framework. The major reason for this is that these exogenous variables improve the viability and predictive nature of TAM, and enable its application in the 

instance, Venkatesh (2000) already suggested integrating additional factors like “control” (computer self-efficacy), “intrinsic 

motivation” (computer playfulness), and “emotion” (computer anxiety) into the existing technology acceptance model. These factors are proposed to act as 

significant determinants for “ease of use”, one of the basic constructs of TAM. Dabholkar and Bagozzi (2002) add the influences of two other exogenous factors, 

k, resulting in an attitudinal model of technology-based self-service. Also, O’Cass and 

Fenech (2002) have extended TAM by adding seven key consumer characteristics: “opinion leadership”, “buying impulsiveness”, “satisfaction with Web sites”, 

efficacy”, and “ Web security”. For the purpose of this paper, besides “ease of use”, 

o use the Internet as a shopping medium 

are integrated: “consumer traits”, “situational factors”, “product characteristics”, “previous online shopping experiences”, and the “trust in online shopping”. 

 
After introducing the basic determinants and all relevant exogenous factors of the research framework in this section, the next section of this paper elaborates 

intentions to shop on the Internet. Focusing first on the influences of 

the three basic constructs adapted from TAM, and then move on to discuss the effects of the exogenous factors incorporated in the framework. 

Motivations of consumers to engage in online shopping include both utilitarian and hedonic dimensions. Whereas some Internet shoppers can be described as 

, sensory stimulation, and enjoyment” (Hirschman and Holbrook, 1982). The problem 

solvers merely shop online in order to acquire a specific product or service, in which case shopping is considered to be “an errand” or “work” (Babin et al., 1994). 

n concern is to purchase products in an efficient and timely manner to achieve their goals with a minimum of irritation. In contrast, the second 

nd play arising from the Internet shopping 

experience. They appreciate the online shopping experience for its own sake, apart from any other consequence like, for example, an online purchase that may 

onsumers’ motivations for online shopping is consistent with the framework: whereas “usefulness” and 

“ease of use” reflect the utilitarian aspects of online shopping, “enjoyment” embodies the hedonic aspect. The next three paragraphs elaborate on the 

ssion that both utilitarian and hedonic factors ultimately affect consumers’ attitude toward shopping on the Internet. 

“Usefulness” is defined as the individual’s perception that using the new technology will enhance or improve her/his performance (Davis, 1989, 1993). Applying 

this definition to the research context, as the new technology the shopping on the Internet is classified, and as the individual’s performance the outcome of the 

umers’ perceptions that using the Internet as a shopping medium enhances the outcome of their 

shopping experience. These perceptions influence consumers’ attitude toward online shopping and their intention to shop on the Internet. TAM posits a weak 

link between “usefulness” and attitude, and a strong direct link between “usefulness” and intention (Davis et al., 1989). This was explained as originating 

positive affect toward using. Apart from this, “usefulness” 

is also linked with “ease of use” to determine consumers’ attitude toward online shopping. According to TAM, “usefulness” is influenced by “ease of use”, 

the more useful it can be (Venkatesh, 2000; Dabholkar, 1996; Davis et al., 1989). 

In the designed framework, two latent dimensions of the “usefulness” construct are included: “consumer return on investment (CROI)”, and “service excellence” 

based perceptions and serve as performance indicators for shopping on the Internet. “CROI” is the 

uter and learning to shop on the Internet, the 
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consumer expects a desired result, such as an online search or Web purchase, in return from shopping on the Internet. If this return meets their expectations, 

consumers’ “usefulness” of the Internet as a shopping medium will be positive. “Service excellence” is the consumer’s appreciation of delivered promises and 

performed functions. Service excellence operates as an ideal, a standard against which judgments are ultimately formed (Holbrook, 1994). If online shopping 

meets this ideal by enabling the consumer to accomplish the shopping task he or she has set out to perform, then consumers will judge the Internet shopping 

performance positively (Mathwick et al., 2002). This leads to positive perceptions regarding the usefulness of online shopping. 

Ease of use 

“Ease of use” is defined as the individual’s perception that using the new technology will be free of effort (Davis, 1989, 1993). Applying this to the research 

context, “ease of use” is the consumer’s perception that shopping on the Internet will involve a minimum of effort. Whereas “usefulness” referred to 

consumers’ perceptions regarding the outcome of the online shopping experience, “ease of use” refers to their perceptions regarding the process leading to the 

final online shopping outcome. In a simplified manner, it can be stated 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. According to TAM, “ease of use” has a dual effect, direct as 

well as indirect, on consumers’ intention to shop online. The indirect effect on intention is through “usefulness”, as already explained in the previous section. 

The direct effect is explained by the fact that in behavioral decision making consumers attempt to minimize effort in their behaviors, as is also the case with 

consumers’ perceptions regarding the “ease of use”: the perception that Internet shopping will be free of effort (Venkatesh, 2000). The easier and more 

effortless a technology is, the more likely consumers intend to use this technology. 

Understanding that “ease of use” affects consumers’ attitude and intention toward online shopping, it is important to identify the latent dimensions of this 

construct in the Internet setting. According to TAM, “ease of use” is particularly of influence in the early stages of user experience with a technology or system 

(Davis, 1989, 1993). Following this, Venkatesh (2000, p. 343) stated: “With increasing direct experience with the target system, individuals adjust their system-

specific ease of use to reflect their interaction with the system”. Implying that if consumers get more experienced with Internet, they will adjust their 

perceptions regarding the “ease of use” of the Internet as a shopping medium in a positive direction. Besides “experience” with the technology or system, also 

three other latent dimensions of the “ease of use” construct are incorporated in the designed framework: “control”, “computer playfulness”, and “computer 

anxiety” (Venkatesh, 2000). “Control” relates to an individual’s perception of the availability of knowledge, resources, and opportunities required to perform a 

specific behavior, in this study’s case of online shopping. “Computer playfulness” is the degree of cognitive spontaneity in computer interactions. Playful 

individuals may tend to underestimate the difficulty of the means or process of online shopping, because they quite simply enjoy the process and do not 

perceive it as being effortful compared to those who are less playful (Venkatesh, 2000). “Computer anxiety” is defined as an individual’s apprehension or even 

fear when she/he is faced with the possibility of using computers. This influences consumers’ perceptions regarding the “ease of use” of the Internet as a 

shopping medium in a negative way, since using a computer is one of the necessary requirements for online shopping. 

In addition to these four latent dimensions, “site characteristics” like search functions, download speed, and navigation, also play a role in shaping “ease of 

use”(Zeithaml et al., 2002). But since these site characteristics merely influence the “ease of use” of a particular Web site or online store, and not the Internet as 

a shopping medium in general, these site characteristics are not elaborated for the purpose of this paper. 

Enjoyment 

Next to the evidence for the critical role of extrinsic motivation for technology use (Hirschman and Holbrook, 1982; Babin et al., 1994), there is a significant body 

of theoretical and empirical evidence regarding the importance of the role of intrinsic motivation (Davis et al., 1992; Venkatesh and Speier, 1999, 2000). Intrinsic 

motivation for Internet shopping is captured by the “enjoyment” construct in the framework designed in this paper. Intrinsic value or “enjoyment” derives from 

the appreciation of an experience for its own sake, apart from any other consequence that may result (Holbrook, 1994). Applying it to this research context, 

“enjoyment” results from the fun and playfulness of the online shopping experience, rather than from shopping task completion. The purchase of goods may be 

incidental to the experience of online shopping. Thus, “enjoyment” reflects consumers’ perceptions regarding the potential entertainment of Internet shopping. 

Childers et al. (2001) found “enjoyment” to be a consistent and strong predictor of attitude toward online shopping. If consumers enjoy their online shopping 

experience, they have a more positive attitude toward online shopping, and are more likely to adopt the Internet as a shopping medium. 

In the framework designed here, three latent dimensions of “enjoyment” construct are identified, including “escapism”, “pleasure”, and “arousal” (Menon and 

Kahn, 2002; Mathwick et al., 2001). “Escapism” is reflected in the enjoyment that comes from engaging in activities that are absorbing, to the point of offering 

an escape from the demands of the day-to-day world. “Pleasure” is the degree to which a person feels good, joyful, happy, or satisfied in online shopping, 

whereas “arousal” is the degree to which a person feels stimulated, active or alert during the online shopping experience. A pleasant or arousing experience will 

have carry-over effects on the next experience encountered (Menon and Kahn, 2002). If consumers are exposed initially to pleasing and arousing stimuli during 

their Internet shopping experience, they are then more likely to engage in subsequent shopping behavior: they will browse more, engage in more unplanned 

purchasing, and seek out more stimulating products and categories. 

 

EXOGENOUS FACTORS 
TAM is criticized for ignoring the social influence on technology acceptance (Chen et al., 2002; Moon and Kim, 2001). Although “ease of use”, “usefulness”, and 

“enjoyment” are believed to be fundamental in determining the acceptance and use of various corporate information technologies (Davis, 1989, 1993), these 

beliefs, however, may not explain consumers’ behavior toward newly emerging technologies, such as Internet shopping. Factors contributing to the acceptance 

of a new IT are likely to vary with the technology, target users, and context (Moon and Kim, 2001). Thus, for this specific online shopping context, additional 

explanatory factors are needed beyond the usefulness, ease of use, and enjoyment constructs. Therefore, a total of five exogenous factors are incorporated in 

the designed framework for understanding consumers’ attitude and intention toward online shopping: “consumer traits”, “situational factors”, “product 

characteristics”, “previous online shopping experiences”, and “trust in online shopping”. These exogenous factors are key drivers in moving consumers to 

ultimately adopt the Internet as a shopping medium. The different ways in which consumers’ intention to shop online is influenced by these exogenous factors 

are discussed below. 

Consumer traits 

Consumer traits that are of interest in understanding why consumers shop on the Internet include demographic factors and personality characteristics. Four 

relevant demographic factors – age, gender, education, and income – (Burke, 2002) have a significant moderating effect on the relationship between the three 

basic determinants “ease of use”, “usefulness”, and “enjoyment” and consumers’ attitude toward online shopping. The influence of age is noticeable through 

the fact that compared to older consumers, younger adults, especially those under age 25, are more interested in using new technologies, like the Internet, to 

find out about new products, search for product information, and compare and evaluate alternatives (Wood, 2002). A reason for this is that older consumers 

may perceive the benefits of Internet shopping to be less than the cost of investing in the skill needed to do it effectively, and therefore avoid shopping on the 

Internet (Ratchford et al., 2001). Next to the higher interest in using new technologies, consumers younger than age 25 are the group most interested in having 

fun while shopping. They respond more favorably than older shoppers to features that make online shopping entertaining. When it comes to gender, men 

express a greater interest in using various types of technology in the shopping process. They are more positive about using the Internet as a shopping medium, 

whereas female shoppers prefer using catalogs to shop at home. But the female consumers that do prefer to shop on the Internet, shop more frequently online 

than their male counterparts (Burke, 2002; Li et al., 1999). Education also plays a moderating role in the relationship between the three basic determinants and 

consumers’ attitude toward online shopping. Higher educated consumers are more comfortable using non-store channels, like the Internet to shop (Burke, 

2002). A reason for this is that education is often positively correlated with an individual’s level of Internet literacy (Li et al., 1999). A final demographic factor of 

interest is income. Consumers with higher household incomes (above $75,000 annually) intend to shop more online compared to lower income consumers. A 

reason for this is that higher household incomes are often positively correlated with possession of computers, Internet access and higher education levels of 

consumers (Lohse et al., 2000). 
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Next to these demographic factors, personality characteristics also have a moderating effect on the relationship between “ease of use”, “usefulness”, and 

“enjoyment” and consumers’ attitude toward shopping on the Internet. In the context of this research, relevant personality traits are “expertise” (Ratchford et 

al., 2001; Alba and Hutchinson, 1987), “self-efficacy” (Eastin and LaRose, 2000; Marakas et al., 1998; Bandura, 1994), and “need for interaction” (Dabholkar and 

Bagozzi, 2002; Dabholkar, 1996). “Expertise” is defined as an individual’s level of knowledge or skill. In order to shop on the Internet, a considerable amount of 

knowledge or skill is required. Aside from the basic knowledge of computer use, consumers also have to learn the skills needed to obtain the desired information 

on the Internet. Because learning to shop on the Internet is costly and time-consuming for those who are computer illiterate to start with, consumers weigh the 

costs and benefits before deciding whether to invest in learning the required skills. Since learning-by-doing is an important component of acquiring such skills, 

those who have the most experience at shopping on the Internet are likely to be the most skilled (Ratchford et al., 2001). Once consumers have the required 

level of knowledge and skills to shop on the Internet, this will attenuate the relationship between “ease of use” and “usefulness” and their attitude toward 

online shopping, because these factors are then of less influence to them in forming a positive attitude toward shopping on the Internet. 

A personality characteristic that is closely related to expertise is self-efficacy. “Self-efficacy” refers to individuals’ beliefs that they have the ability and the 

resources to successfully perform a specific task (Bandura, 1994). Since online shopping requires basic knowledge of computer use as well as knowledge about 

the Internet, a distinction has been made in this context between “computer self-efficacy” and “Internet self-efficacy”. Marakas et al. (1998) define general 

“computer self-efficacy” as an individual’s judgment of efficacy across multiple computer application domains, whereas “Internet self-efficacy” is a person’s 

judgment of his or her ability to apply Internet skills in a more encompassing mode, such as finding information or troubleshooting search problems (Eastin and 

LaRose, 2000). Thus, consumers with low self-efficacy are uncertain and less comfortable shopping on the Internet, and therefore need simple procedures that 

require little knowledge and guide them through the online shopping process. This indicates that, in case of low self-efficacy, the level of “ease of use” of 

Internet as a shopping medium must be high in order to achieve a positive attitude toward online shopping. On the other hand, high degrees of computer self-

efficacy and Internet self-efficacy proved to have an attenuating effect on the relationship between “usefulness” and attitude toward using the Internet (Eastin 

and LaRose, 2000). A reason for this attenuating effect is that self-efficacy judgments are positively related to outcome expectations (Oliver and Shapiro, 1993). 

The stronger a person’s self-efficacy beliefs, the more likely he or she tries to achieve the desired outcome. In addition to this, it is explained by the fact that 

consumers are more likely to attempt and persist in behaviors that they feel capable of performing (Eastin and LaRose, 2000). 

A final personality characteristic that is of relevance in the context of online shopping is the “need for interaction” with a service employee or salesperson 

(Dabholkar and Bagozzi, 2002). This “need for interaction” is defined as the importance of human interaction to the consumer in service encounters (Dabholkar, 

1996). In online shopping, the human interaction with a service employee or salesperson is replaced by help-buttons and search features. Therefore, consumers 

with a high “need for interaction” will avoid shopping on the Internet, whereas consumers with a low “need for interaction” will seek such options (Dabholkar 

and Bagozzi, 2002). This implicates that the consumer characteristic “need for interaction” has a strengthening effect on the relationship between the three 

basic determinants and consumers’ attitude toward Internet shopping. Owing to the lack of physical contact with service employees and sales persons in an 

online shopping environment, these relationships need to be stronger in order for consumers with a high need for interaction to have a positive attitude toward 

shopping online. 

Situational factors 

In order to fully understand consumers’ motivations to engage in online shopping, situational factors have to be taken into account as well. A wide variety of 

situational aspects can moderate the relationship between attitude and consumers’ intention to shop on the Internet, but for the purpose of this paper only the 

most relevant are discussed: “time pressure”, “lack of mobility”, “geographical distance”, “need for special items” and attractiveness of alternatives”. To most 

consumers important attributes of online shopping are convenience and accessibility (Wolfinbarger and Gilly, 2001): because consumers can shop on the 

Internet in the comfort of their home environment, it saves time and effort, and they are able to shop any time of the day or night. Especially for consumers 

that, owing to their extended working hours, only have a small amount of free time, online shopping is an excellent opportunity. Thus, the situational factor 

“time pressure” has an attenuating impact on the relationship between attitude and consumers’ intention to shop online. Because the Internet is time saving 

and accessible 24 hours a day, this becomes the main drive for online shopping and attitude toward Internet shopping is less important. A second situational 

factor is “lack of mobility” (Avery, 1996). Consumers who are not able to shop in traditional stores owing to an illness or other immobilizing factors, have the 

ability to shop on the Internet to fulfill their shopping goals. Furthermore, for consumers who have to travel large distances to stores that provide them with the 

articles needed, shopping on the Internet is a viable alternative to overcome this “geographical distance”. A fourth situational factor that attenuates the 

relationship between attitude and consumers’ intention to shop online is the “need for special items” (Wolfinbarger and Gilly, 2001). In case consumers need to 

acquire tailored products, like special sized clothing or large sized shoes, that are not available in conventional stores, shopping on the Internet is an option for 

them to purchase these special items anyhow. Finally, the last situational factor that moderates the relationship between attitude and intention is 

“attractiveness of alternatives”. In case consumers are drawn by the attractiveness of a certain store in their neighborhood that, for example, sells the same 

products as the online store, the relationship between attitude and intention will be attenuated. The reason for this is that the consumer, although he might 

have a positive attitude toward online shopping, is led by the strong attractiveness of the brick-and-mortar alternative. Therefore, he will choose to shop offline, 

despite his positive attitude toward shopping on the Internet. 

Product characteristics 

Consumers’ decisions whether or not to shop online are also influenced by the type of product or service under consideration. Some product categories are 

more suitable for online shopping than other categories. The lack of physical contact and assistance in shopping on the Internet is one factor that influences this 

suitability. Another factor is the need to feel, touch, smell, or try the product, which is not possible when shopping online. Following this, clearly standardized 

and familiar products such as books, videotapes, CDs, groceries, and flowers, have a higher potential to be considered when shopping on the Internet, especially 

since quality uncertainty in such products is virtually absent, and no physical assistance or pre-trial is needed (Grewal et al., 2002; Reibstein, 1999). On the other 

hand, personal-care products like perfume and lotion, or products that require personal knowledge or experience like computers and cars, are less likely to be 

considered while shopping online (Elliot and Fowell, 2000). Thus, if personal interaction with a salesperson is required for the product under consideration, 

consumers’ intention to shop on the Internet is low. Furthermore, if consumers need to pre-trial the product under consideration, or have the necessity to feel, 

touch or smell the product, then their intention to shop online is low as well. However, in case of standardized and familiar goods, or certain sensitivity products 

that require a level of privacy and anonymity, consumers’ intention to shop on the Internet is high (Grewal et al., 2002). 

Previous online shopping experiences 

Intention to shop online is also influenced by consumers’ Internet shopping history (Shim et al., 2001). It is demonstrated by past research findings that prior 

online shopping experiences have a direct impact on Internet shopping intentions (Eastlick and Lotz, 1999; Weber and Roehl, 1999). Helson (1964) suggests that 

an individual’s response to a judgmental task is based on three aspects: 

(1) Sum of the individual’s past experiences. 

(2) The context or background. 

(3) The stimulus. 

To the extent that minimal context or system-specific information is given, the individual will make system-specific evaluations based on prior experiences with 

the system. In the online shopping context, consumers evaluate their Internet shopping experiences in terms of perceptions regarding product information, form 

of payment, delivery terms, service offered, risk involved, privacy, security, personalization, visual appeal, navigation, entertainment and enjoyment (Burke, 

2002; Parasuraman and Zinkhan, 2002; Mathwick et al., 2001). In case prior online shopping experiences resulted in satisfactory outcomes and were evaluated 

positively, this leads consumers to continue to shop on the Internet in the future (Shim et al., 2001). Such past experiences decrease consumers’ perceived risk 

levels associated with online shopping. However, if these past experiences are judged negatively, consumers are reluctant to engage in online shopping in future 

occasions. This illustrates the importance of turning existing Internet shoppers into repeat shoppers by providing them with satisfying online shopping 

experiences (Weber and Roehl, 1999). 
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Trust in online shopping 

Lack of trust is one of the most frequently cited reasons for consumers not shopping on the Internet (Lee and Turban, 2001). Since this shopping medium is 

relatively new and most of them have only little experience with it, shopping on the Internet provides a challenge to many consumers. Rotter (1971) has found 

that in novel situations, people rely on their general disposition to trust. The most salient source of trust in a retail setting is the salesperson, where consumer 

trust is dependent on the salesperson’s expertise, likeability, and similarity to the customer (Doney and Cannon, 1997). However, with online shopping this 

physical salesperson is replaced by help buttons and search features, thus removing the basis of consumer trust in the shopping experience (Lohse and Spiller, 

1998). Furthermore, online shopping also contains a level of risk. Consumers cannot physically check the quality of a product or monitor the safety and security 

of sending sensitive personal and financial information while shopping on the Internet (Lee and Turban, 2001). This condition creates a sense of powerlessness 

among online shoppers. Therefore trust has an important moderating effect on the relationship between consumers’ attitude toward Internet shopping and 

intention to shop online. 

The complexity of examining consumer trust in Internet shopping and its determinants lies in the fact that online shopping involves trust not simply between the 

Web shop and the consumer (interpersonal trust), but also between the consumer and the computer system, i.e. the Internet (institutional trust) (McKnight and 

Chervany, 2001-2002). Next to this, contextual factors like security and privacy have an impact on consumer trust in shopping on the Internet (Lee and Turban, 

2001). A high level of security and privacy in the online shopping experience has a positive effect on consumer trust, owing to the lowered risk involved with 

exchanging information. In general, the level of trust, interpersonal as well as institutional, is positively related to consumers’ attitude and intention to shop on 

the Internet. Violation of consumers’ trust in online shopping, in terms of privacy invasion or misuse of personal information, negatively influences attitude 

toward online shopping and leads to reluctant behavior among consumers to shop on the Internet in future occasions. 

 

CONCLUSION 
In the review analysis, by taking TAM as the basis to develop a new framework to understand the factors that derive a customer to internet shopping. It is found 

that not only the basic components of TAM model i.e. ease of use, enjoyment and usefulness affects the consumers’ attitudes towards online shopping and 

intention to shop online, but some exogenous factors like trust in online shopping, previous online shopping experiences, product characteristics, situational 

factors, and consumer traits also affects them as well. 
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