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Abstract  

This study aims to investigate the dynamics of online purchasing behavior 

through the analysis of a sample of students from Italy. The objective is 

twofold: firstly, to outline a descriptive picture of the type of relationship 

with the web and the use of the TAM model to highlight the propensity  

to use electronic commerce by the analyzed sample. An interesting evidence 

is the prevalence of using the Internet for social activities rather than for 

purchases. In fact, the propensity to purchase online is still very limited and 

mainly concerns cultural and tourist services rather than physical products. 

Mobile devices are the main devices for connecting students to the Web and, 

consequently, the most used for purchasing online. 
11 points break 

11 points break 

1.  INTRODUCTION 
11 points break 

At the end of the 20th century, after the greatest expansion of e-commerce, the 
initial expectations of the time have not yet been reached. This fact alone justifies 

the interest in studying this phenomenon, with the aim of reviewing the strategies 

and factors that influence online consumer behavior (Jones & Vijayasarathy, 
1998; Goldsmith & Bridges, 2000; Rowley & Slack, 2001). 
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If we focus on the Italian context, several academic and empirical studies show 
that Italian customers do not use e-commerce as frequently as customers in other 

European countries. Even young people seem to have scarce interest in online 

shopping, although they represent a segment characterized by a strong digital 

culture and, therefore, prone to online purchases. According to the ISTAT (Italian 
National Institute of Statistics), in fact, in 2018 the share of Italian web users aged 

15 or over who purchased online in the 12 months preceding the interview rose to 

55.9%, compared to 53.0% in 2017. Those who buy the most online are males 
(59.8), young people between 20 and 34 (about 70.0%) and residents in the North 

of Italy (60.8%). The data show a positive trend, although much less than other 

European countries. According to Eurostat, in fact, Italy occupies the 23rd position 

of 28, ahead of Greece, Croatia, Cyprus, Bulgaria and Romania. 
There are several factors that determine the growth of e-commerce, such as the 

convenience that Internet offers the user, the possibility of buying without time 

constraints, and the opportunity to save money, thanks to greater comparability  
of offers (Mandelli & Vescovi, 2003; Prandelli & Verona, 2006; Valvi, Frangos 

& Grangos, 2013). Furthermore, the choice of online shopping would also depend 

on the ease in finding detailed information on the product of interest, interacting 
with the company directly and sharing the shopping experience on social networks 

(Verhoef, et al., 2009; Rose, et al., 2012).  

However, there are also several inhibiting factors in online commerce, which 

could slow down growth in some geographical and social contexts. These factors 
concern, among others, the lack of security perception and because the product is 

sold online, the impossibility of carrying out an adequate pre-purchase evaluation 

of the product, because of its intangibility. 
The implications and links between consumer psychographic characteristics 

and purchasing behavior are several (Dalli & Romani, 2004; Kwek, et al., 2010). 

Some concern the possibility and the ability to use devices, others concern the use 
of social media by consumers. In particular, if the user-generated contents within 

the social community damages the corporate brand, the commercial policies 

implemented by the company could lose their effectiveness (Nambisan & Watt, 

2011; Cherubini & Pattuglia, 2012; Gensler, et al., 2013). Other features relate to 
people's attitudes towards online purchases (Novak, Hoffman & Yung, 2000), 

which can be withheld because of the previously mentioned inhibiting factors. 

At the same time, it is interesting to note the role played by virtual commu-
nities, which are able to influence not only the outcome, but every single phase of 

the consumer purchase process, from the perception of the need to the final pur-

chasing phase (Kwek, et al., 2010; Riva, 2010). Indeed, there are numerous studies 

that focus on analysing the role that virtual communities play in the decision-
making process (Cuomo, Metallo & Tortora, 2011; Cheung & Thadani, 2012; Li, 

Wu & Lai, 2013; Yoo, Sanders & Moon, 2013; Cheung, Liu & Lee, 2015).  

The experience of other consumers has a significant impact on the brand's reputa-
tion in the minds of potential consumers; consequently, this experience is able to 
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decisively influence the propensity to purchase (Cova, 2002; Gensler, et al., 2013).  
In fact, several studies indicate that users consider social networks as a reliable source 

of information (Nambisan & Watt, 2011). Therefore, online shopping tends to be 

increasingly identified as a social experience – the so-called “social shopping” – since 

it is the result of the interdependence among different subjects, which share the 
interest for specific categories of products or services that can be purchased online 

(Novak, Hoffman & Yung, 2000). 

The growing diffusion of global e-commerce and the number of studies carried 
out on the subject show how the analysis of online purchasing behavior becomes 

increasingly important in order to grasp its determining factors. In fact, the traditional 

approach studies several factors that influence the adoption of online consumer 

behavior, and the Technological Acceptance Model (TAM) is widely used for this 
purpose. The original value of this paper is to consider all the different devices to 

connect the Internet and, consequently, to buy online. 
 

 

2.  TECHNOLOGY ACCEPTANCE MODEL (TAM) 
11 points break 

Several models have tried to explain the process of adopting innovation as an 
integration of traditional purchasing processes with new technologies (Muñoz, 2008). 

For our purpose, we will focus on the Technology Acceptance Model (TAM) 

proposed by Davis in 1986, which represents an adaptation of the Theory of Reasoned 

Action (Ajzen & Fishbein, 1980). The TAM model seems to be one of the most 
widely supported in the literature (Davis, et al., 1989) and the most appropriate for 

the research we are carrying out. 

According to this model there are three key factors that influence the acceptance 
of innovation (Figure 1): 

 The perceived usefulness, 

 The perceived ease of use, 

 The attitude towards use. 

 

 

Fig. 1. Technology Acceptance Model (Davis, et al., 1989) 

 

Most studies confirm the positive relationship between perceived utility and 

attitude (Fenech & O'Cass, 2001; Chen, et al., 2002; Gentry & Calantone, 2002), 
which also affects behavioral intention (Agarwal & Karahanna, 2000; Liu & Wei, 

2003; Pavlou, 2003; Shih, 2004; Herrero, Rodríguez del Bosque & García De Los 
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Salmones, 2004; Venkatesh & Bala, 2008; among others). In this regard, conclusive 
results of the influence of ease of use on attitude have not been obtained. However, 

it is true that some authors do find a positive relationship (Chen, et al., 2002; 

Fenech & O'Cass, 2001; Van Der Heijden, et al., 2003; Shih, 2004), although this 

influence can also be mediated by the perceived utility (Adams, et al., 1992; 
Venkatesh & Davis, 1994; Gefen, 2000). Finally, it has been stated that attitude 

influences the intention of use (Chen, et al., 2002; Gentry & Calantone, 2002; Van 

Der Heijden, et al., 2003; O'Cass & Fenech, 2003; Herrero, et al., 2004; Shih, 2004). 
Over time the TAM model has evolved, so different authors have added new 

variables (perceived risk, confidence, ...) or even eliminated some, such as attitude. 

Teo et al. (1999) argue that the acquisition of online products is mainly affected 

by the utility associated with the Internet and, and to a lesser extent, by its 
perceived ease of use. On the contrary, according to Park et al. (2004) the strongest 

influence on the propensity to purchase online is exercised by the ease of use and, 

secondarily, by the perceived utility. 
Other authors (Gefen & Straub, 2000; Gefen, 2003; Pavlou, 2003) have also 

studied the TAM model without including the variable “attitude”, and found 

empirical evidence to maintain the influence of perceived usefulness and ease of 
use over intention of use. 

 

2.1. Intention of use 

 
The intention of use, or the acceptance of technologies by individuals, represents 

the dependent variable to be predicted in the TAM model. In our case, the way  

to measure the intention to use is through a single item that includes the intention 
of recommending electronic commerce to other users, adapted from the Davis 

model (1989). 

 

2.2. Perceived usefulness 

 

Perceived usefulness represents the degree to which individuals believe that 

the use of technology will improve their productivity when making purchases 
(Gentry & Calantone, 2002; Liu & Wei, 2003). 

Different studies justify empirically the relationship between perceived 

usefulness and intention of use (Davis, et al., 1989; Lee, et al., 2003; Pavlou, 2003). 
This means that people form the intention to use on the basis of thinking on how 

to improve the development of the job. For this reason, the following hypotheses 

are proposed: 

 
H1: Perceived usefulness has a positive influence on the intention  

of use in e-commerce. 
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Normally this concept of performance is usually associated with improvements 
or perceived benefits in the use of technology, such as convenience or improve-

ment of efficiency and effectiveness (Hernández, et al., 2010), cost saving, time 

saving or the possibility of receiving products at home (Hernández, 2011). 

Hernández (2011) states that the study of the multidimensionality of the 
perceived utility variable has been rejected by previous studies (Chin & Todd, 

1995), and it is still a greenfield issue.  

In this study, perceived usefulness has a multidimensional nature and it is 
measured through nine items that refer to the factors that encourage the use of  

e-commerce by users (Table 1). 

 
Tab. 1. Perceived usefulness  

6 points break 

Items 
Average  

(out of 5 points) 

Ability to purchase without time constraints (U1) 3.17 

Opportunity to have a varied choice of products (U2) 3.70 

Chance to save money thanks to price comparability (U3) 3.79 

Ability to have detailed product information by the seller (U4) 2.98 

Possibility to read reviews/opinions from other consumers (U5) 3.46 

Ability to interact directly with the seller (U6) 2.44 

Ability to share purchases on social networks (U7) 1.42 

Chance to save time and money by having the goods at home (U8) 3.48 

Possibility to buy with more calm and awareness (U9) 3.43 

 

2.3. Ease of use 

 
Ease of use refers to the degree of difficulty perceived by users for a specific 

technology, as well as the propensity to use it on the basis of their abilities 

(Hernández, 2011). In this way, the ease of use of a given system, in terms of clarity 

and simplicity, allows a greater adoption of the system (Venkatesh, et al., 2003; 
Yu, et al., 2005; Hernández, 2011); thus, when individuals perceive that a task is 

easy to perform, they will maintain a more positive predisposition towards the use 

of that type of system (Davis, 1989). However, this influence is higher and more 
significant in cases of scarce experience with the technology in question (Venkatesh, 

et al., 2003; Yu, et al., 2005). 

 

H2: Ease of use has a positive influence on the intention  
of use in e-commerce. 

 

Other studies have been developed to analyze the antecedents of ease of use, 
among which self-efficacy has been pointed out. It has been defined in various 

ways: as the degree to which individuals consider themselves capable of performing 

tasks in using technology (Chen & Dhillon, 2003; Venkatesh & Bala, 2008),  
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as the belief in their ability to perform actions (Bandura, 1997) and, considering 
the context of e-commerce, as the beliefs that individuals have of their abilities to 

use computers competently (Compeau & Higgins, 1995). The influence of this 

variable on behavioral intention has been confirmed by several researchers 

(Ajzen, 1991; Eden, 1992; Godin & Kok, 1996; Bandura, 1997; Shim, et al., 2001; 
Huh, et al., 2009). 

In our case, we measure this variable through an item which represents consumer 

perception with regard to the capacity to use tools on the Internet.  
The relationship between perceived ease of use and perceived usefulness has 

also been empirically tested in electronic commerce (among others: Davis, 1989; 

Karahanna & Straub, 1999; Teo, et al., 1999; Agarwal & Karahanna, 2000; Van 

der Heijden, et al., 2003; Pavlou, 2003; Ventakesh et al., 2003; Herrero, Rodríguez 
del Bosque & García, 2004; Shih, 2004; Wu & Chen, 2005; Venkatesh & Bala, 

2008; Ha & Stoel, 2009; Chang, 2010; Chen & Chen, 2011). It emerges that 

perceived ease of use is  antecedent to perceived usefulness. 
 

H3: Ease of use has a positive influence on perceived usefulness  

of e-commerce. 
 

2.4. Perceived risk 

 

The nature of electronic commerce justifies the existence of risk, since it is  
a virtual relationship (Qiu & Li, 2008). Perceived risk is defined as the consumer’s 

perception of uncertainty and adverse consequences when performing an activity 

(Jarvenpaa, et al., 1999) or an online transaction (Kim, et al., 2008). Some studies 
have introduced it as uncertainty regarding the negative consequences or losses 

that could result from the use of electronic commerce (Peláez & Rodríguez, 2009). 

Among these negative consequences, there is one indicating that the product does 
not match the desired expectation. 

Generally, the existence of two types of uncertainty depending on the origin is 

accepted (Pavlou, 2003): 

 Uncertainty of behavior which derives from the conduct of the seller and 

includes: economic risks (like fraud), personal risks (products that are 
unsafe or dangerous for the buyer), risks of the seller's performance (failure 

to meet deadlines, return, guarantee, etc.), and privacy risks (about buyer's 

information). 

 Uncertainty of the environment which is associated with the intrusion of 

external agents and includes: economic risks (such as theft of banking 

information) and privacy risk (such as the improper use of a buyer's private 

data). 
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Risks represent the main barrier to the adoption of electronic commerce 
(ONTSI, 2010) or behavioral intention (McKnight, Choudhury & Kacmar, 2002; 

Liu & Wei, 2003; Pavlou, 2003; Im, Kim & Han, 2008); so that the perceived risk 

directly influences consumer behavior (Mayer, Davis & Schoorman, 1995; Gefen, 

Rao & Tractinsky, 2003). 
 

H4: Perceived risk has a negative influence on the intention  

of use in e-commerce. 
 

Risk is also a factor related to the perceived ease of use (Liu & Wei, 2003; 

Pavlou, 2003; Im, Kim & Han, 2008; Shen & Chiou, 2010). 

 
H5: Perceived risk has a negative influence on the ease  

of use in e-commerce. 

 
In this research, the perceived risk is measured by seven items (Table 2), con-

sidered in the questionnaire as those that impede online purchase. 

 
Tab. 2. Perceived risk 

6 points break 

Items 
Average 

(out of 5 points) 

The lack of trust in payment methods (R1) 2.56 

The unclear purchase termination procedures (R2) 2.82 

The inability to ensure product quality with hands (R3) 3.53 

The lack of confidentiality of personal information provided (R4) 2.61 

The fear that the received item does not match the purchased one (R5) 3.26 

The high delivery costs (R6) 2.56 

The high delivery times (R7) 2.48 

 

2.5. Social presence 

 
Teo et al. (2008) add other factors to the adoption model in order to represent 

the reality more faithfully. Among these factors, there is social presence, that rep-

resents the perception of being inside a communication channel shared with other 

people (To, et al., 2008). Thus, the feeling of social presence or perception of 
presence favors the increase of a favorable predisposition to the adoption of the 

system (Hernández, 2011). 

 
H6: Social presence has a positive influence on the intention  

of use in e-commerce. 

 
Previous studies have also investigated the influence of social presence on ease 

of use (Karahanna & Straub, 1999). 
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H7: Social presence has a positive influence on ease of use in e-commerce. 
 

In our case, social presence is measured by using one item, which includes the 
level of activity in social networks. 

 

2.6. Proposed model 
 

As a result of this theoretical review, the following model is proposed for 

empirical testing (Figure 2): 
 

 
Fig. 2. Structural equation model 

 
 

3.  METHODOLOGY 
 

In order to achieve the objectives of this research, we developed a quantitative 

technique to collect primary information, by using online survey tools. The fieldwork 

was developed between May and June, 2016. 
The questionnaire collects information about different topics, using the following 

block structure: 

 Block 1: General information about the connection to the Internet. 

 Block 2: Information about the use of the Internet to make purchases. 

 Block 3: Information about the use of traditional shops to make purchases. 

 Block 4: Information about the socio-demographic characteristics of the 

sample. 
 

The universe is composed by university students of the School of Economics 

at the University of Perugia (Italy). After proposing the questionnaire to all the 

population (2.253 students) we collected 335 surveys, so the representativeness  
is 14.87%. The selection of respondents was conducted by convenience.  

All the methodological information is summarized in table 3. 
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   Tab. 3. Technical record of the study 
6 points break 

Universe 2,253 (students in the Faculty of Economy) 

Sample size 335 (14.87%) 

Sample process By convenience 

Technique Online survey 

Fieldwork May 17 – June 24, 2016  

 

 

4.  RESULTS 

 

The structural equation model used to verify the hypotheses was estimated by 
the partial squared minima method, using the application SmartPLS 2.0. 

The results were analysed on the basis of different techniques, according to the 

tool to be connected; they are presented firstly in a descriptive form and secondly 
through the data obtained from the structural model. 

 

4.1. Descriptive analysis 
 

4.1.1. Sociodemographic variables 

 

The analysed sample represents 14.87% of the universe (335 respondents). 
 

        Tab. 4. Sociodemographic profile 
6 points break 

Variable Characteristic Percentage (%) 

Gender 
Male 

Female 

38.51 

61.49 

Studies 
Degree 
Master 

63.28 

36.72 

Employment status 

I am full-time student 
I work part-time/weekend 

I have a full-time job 

69.85 

24.18 

  5.97 

Monthly income (€) 

Less than 500 
501–750 

751–1000 

1001–1500 

More than 1500 

77.01 
14.03 

  3.28 

  4.48 

  1.19 

Region 
Umbria 
Others 

88.06 

11.94 

Nationality 

Italian 
Community (EU) 

Non–EU 

90.45 

  1.79 

  7.76 
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61.49% are women and 63.28% are enrolled in three-year degree courses 
offered in the School of Economics of the University of Perugia. 69.85% of students 

declare that they are full-time while 24.18% have a part-time job. The disposable 

income is less than 500 euros per month in 77.01% of cases; 90.45% of the sample 

are of Italian nationality and 88.06% are residents of Umbria. 

 

4.1.2. Frequency and motivation of connection, activities on social networks 

 
The 45.7% of respondents consider they have a satisfactory capacity to use 

Internet tools; while 41.8% consider themselves to be quite adept on the Internet.  

As far as frequency is concerned (Table 5), to measure consumer behavior 

online it is necessary to consider the variety of devise which can be connected  
to the Internet (Mazurek-Łopacińska & Sobocińska, 2017); despite this variety, 

the majority of respondents (72.24%) declare that they are “always” connected to the 

Internet via their smartphones and almost never via desktop PC, laptop and tablet 
(even less via television and smartwatch devices). The smartphone is smaller in 

size and weight and having it with you all the time becomes a daily routine 

(Ghareb, et al., 2018); due o the limitation of small screen sizes the designers need 
to create a positive mobile user experience (Borys, Czwórnóg & Ratajczyk, 2016). 

With regard to the motivation of the connection (Table 6), an important per-

centage (71.64%) is “always” connected to the Internet for instant messages (such 

as WhatsApp and Facebook), while 47.46% make connections “several times  
a day” for activities on social networks and multimedia content viewing, 45.07% 

for study and work and 40% for news and current affairs. 49.25% of respondents 

connect to the web to make online purchases only “a few times a month”, although 
42.99% say they connect “several times a week” to gather information on any 

products to buy. 

Compared to the activity on social networks, the results show that in general 
44% of the sample is “fairly” active on social networks and as regards the time 

devoted to activities on social media, most (41%) admit to spending a time ranging 

from 30 minutes to 2 hours per day. 
 

Tab. 5. Frequency 
6 points break 

 Never 
Few times a 

month 

Sometimes 

a week 

A few times 

a day 
I am always 

connected 

Desktop PC 33.43 21.19 20.30 18.21   6.87 

Netbook/laptop 36.72 10.15 21.19 22.99   8.96 

Smartphone   0.90   0.00   0.90 25.97 72.24 

Tablet 45.97 15.52 14.03 17.31   7.16 

TV 63.88 11.04 10.75 12.84   1.49 

Smartwatch 93.73   4.18   1.19   0.60   0.30 
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Tab. 6. Motivations 
6 points break 

 Never 
Few times 

a month 

Sometimes  

a week 

A few times 

a day 
I am always 

connected 

Send/receive e-mail 1.19 10.15 34.03 32.84 21.79 

Use of social networks 2.39 2.69 6.57 47.46 40.90 

Instant message 

(WhatsApp, 

Facebook,…) 

1.19 0.30 2.09 24.78 71.64 

Search for information 

about products/services 

to be purchased 

2.99 16.42 42.99 28.66 8.96 

Purchase 

product/services 
8.06 49.25 30.75 8.66 3.28 

Watch videos or other 

multimedia content for 

pure recreation 

2.39 9.85 29.85 47.46 10.45 

Playing online 57.01 16.12 14.63 11.34 0.90 

Write reviews 57.91 32.84 7.46 1.79 0.00 

Download content into 

podcast (music, e-

book,…) 

26.57 39.40 23.28 8.36 2.39 

Update your own 

website or blog 

(excluding social 

networks) 

80.00 10.45 6.27 2.39 0.90 

Read news on websites 

and information blog 
8.36 12.54 29.85 40.00 9.25 

For study/work 1.79 2.39 27.46 45.07 23.28 

Update your own 

website or blog 

(excluding social 

networks) 

80.00 10.45 6.27 2.39 0.90 

 

4.1.3. Frequency, type, and expenditure for online purchases 

 

Purchasing on the Internet is a fairly recent phenomenon. In fact, 70.7% of the 
participants made their first online purchase after 2009, 13.7% made the first 

online purchase in 2010, 12.5% in 2013 and 13.4% in 2014. 

66.3% of respondents bought products online basically stimulated by their 

interests and about which they already knew the specific characteristics. 
The data show that overall the frequency with which the investigated sample 

has purchased goods and/or services over the last year is very low; although slight 

differences can be detected depending on the type of products and services 
purchased (Table 7). For example, with regard to cultural services, 40.90% have 

never bought online tickets for concerts, museums, etc., only 35.22% bought at least 

1–2 times a year, while 19.10% 3-5 times. The same result emerges with regard 
to public transport costs, where 31.34% had never purchased air or bus tickets, etc. 
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while 30.75% did so at least 1–2 times a year. Data relating to foodstuffs is signifi-
cantly different, whereas for cosmetic products, financial products, and household 

products, the majority of the sample declares that they have never made online 

purchases. 

As regards to the expense incurred for online purchases (Table 8), the percentage 
of those who declare that they have not spent in the last year for any of the types 

of products/services identified is very high overall. However, there are some inter-

esting differences. Most of the sample said they spent between 1 and 100 euros 
for cultural products (books, films, etc.) (47.16%) and cultural services (tickets for 

the theatre, museums, etc.) (45.97%), while the percentages for the same products 

in the higher cost range are not significant. With regards to public transport costs, 

the percentages tend to be less extreme: 25.97% spent between 1 and 100 euros, 
20.60% from 101 to 250 and 13.13% from 251 to 500. A similar trend is also found 

in the case of expenses for the purchase of hotel services. 

 
Tab. 7. Frequency of online purchases (%) 

6 points break 

Have you purchased the following 

products in the last year? 
Never 

1–2 

times 

3–5 

times 

6–10 

times 

More 

than 10 

times 

Cultural products (digital/non digital) 

(books, films, music) 
33.73 26.57 24.48 9.55 5.67 

Cultural services (tickets for cinema, 

theatre, museums,…) 
40.90 35.22 19.10 2.99 1.79 

Clothing 35.52 29.85 18.21 10.75 5.67 

Apps/software 48.36 26.27 13.43 7.46 4.48 

Electronics/Appliances 54.63 25.97 14.03 3.88 1.49 

Tickets of transport (plane, train, bus) 31.34 30.75 19.40 9.85 8.66 

Accommodation 30.75 31.34 26.87 7.76 3.28 

Food 92.54 5.37 0.60 0.90 0.60 

Household items 64.48 23.88 9.85 1.19 0.60 

Education and training 45.67 27.16 15.82 8.66 2.69 

Banking products 79.70 10.75 6.57 2.09 0.90 

Beauty and cosmetics 70.75 17.31 8.06 1.79 2.09 
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Tab. 8. Expenditure of online purchases 
6 points break 

Over the past year, what was the cost 

you spend on online purchases of the 

following products? 

0 1–100 101–250 251–500 
More 

than 500 

Cultural products (digital/non 

digital) (books, films, music) 
34.33 47.16 14.93 2.99 0.60 

Cultural services (tickets for cinema, 

theatre, museums,…) 
43.88 45.97 8.06 2.09 0.00 

Clothing 37.91 31.04 20.90 7.76 2.39 

Apps/software 63.58 31.64 3.58 1.19 0.00 

Electronics/Appliances 58.51 23.88 8.96 5.07 3.58 

Tickets of transport (plane, train, 

bus) 
33.73 25.97 20.60 13.13 6.57 

Accommodation 32.84 17.01 27.16 17.01 5.97 

Food 93.13 5.97 0.60 0.30 0.00 

Household items 67.76 28.66 2.99 0.60 0.00 

Education and training 49.85 34.93 11.34 2.69 1.19 

Banking products 84.48 10.45 1.49 1.79 1.79 

Beauty and cosmetics 73.73 20.90 3.28 1.49 0.60 

 

4.1.4. Online purchase channels 

 
The most used channel to buy online is the marketplace: 32.24% of the sample 

declares using it “Much” and 27.76% “Very much”. Seller websites are less used: 

32.54% admit buying “Little” from the seller, while 26.57% “Quite”. It is interest-
ing to note that the data concerning the social network channels and that of 

commercial organizations such as Groupon, for which the interviewees say they 

“Never” use them (67.16% and 44.48% respectively). 
 

Tab. 9. The channel used to buy online 
6 points break 

 Never Little Quite Much 
Very 

much 

Seller websites 12.54 32.54 26.57 19.10 9.25 

Marketplaces 5.97 13.13 20.90 32.24 27.76 

Facebook or other social networks 67.16 23.58 6.27 2.39 0.60 

Websites of collective purchase 

(Offer, Groupon,…) 
44.48 29.85 16.72 6.57 2.39 

 
Although the use of social networks to buy online is not important, the high 

connection of respondents in this media obliged companies to make their presence 

felt on these networks (Infante-Moro, et al., 2016) in order of contact with them. 

Moreover, these authors state that there is a connection between companies that 
have online social networks presence and the use of e-commerce to sell their 

products. 
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4.1.5. Propensity to share the online shopping experiences 
 

With respect to post-purchase behavior – linked in particular to online sharing 

– the data shows substantial inactivity, unlike what has been stated by several 

studies on the subject conducted so far and cited previously. The vast majority of 
respondents never share the purchase of products online on social networks 

(80.30%). Similar results for all forms of online socialization, or “I write reviews 

on specialized sites” (never for 61.19%); “I write on the seller's site (if possible)” 
(never for 63.38%); “I become a fan of the social network page or register with 

the site” (never for 43.58%); “I answer questions in forums or groups” (never for 

71.94%). The only activity of socialization practiced is summarized by the statement 

“I speak verbally with family and friends”. This happens in the case of “enough” 
(44.18%), “very often” (23.58%) and “always” (10.15%). 

 
Tab. 10. Sharing of online purchases 

6 points break 

 Never Little Enough 
Very 

often 
Always 

I share the purchase on social networks 80.30 16.12 2.09 1.19 0.30 

I write reviews on specialized sites 61.19 24.18 12.24 1.49 0.90 

I write on the seller´s site (if possible) 63.38 21.79 9.25 3.28 1.79 

I become a fan of the social network page 

or I register with the site 
43.58 24.18 22.39 7.76 2.09 

I speak verbally with family and friends 7.46 14.63 44.18 23.58 10.15 

I answer questions in forums or groups 71.94 22.69 3.88 1.49 0.00 

 

4.2. Structural model analysis 
 

In this section we carried out the estimation by partial squared minima method, 
using the application SmartPLS 2.0, to verify the hypotheses proposed in this paper. 
 

4.2.1. Reliability and validity of the measurement instrument 
 

The original proposed model has been refined in order to satisfy the individual 

reliability properties. For this reason, three items have been removed: U7, R6, and 
R7, in order not to go over the level of 0.55 (Falk & Miller, 1992). After this process, 

the validity and reliability of the measurement instruments were satisfied (Table 11). 

Regarding the reliability of the scales, both scales pass the level of 0.7 estab-
lished in Cronbach’s Alpha (Cronbach, 1970; Nunnally, 1978).  

The composite reliability (IFC) is also supported, because every scale passes 

the limit of 0.6 (Bagozzi & Yi, 1988). 

The convergent validity is also confirmed in both scales, because the AVE 
indicator passes the limit of 0.5 (Fornell & Larcker, 1981). The discriminant validity 

is also confirmed as each item weighs more than the latent factor which it is assigned. 
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Finally, the measurement scales used in the proposed model satisfied the validity 
and reliability properties. 

 
 Tab. 11. Properties of the scales 
 

 Items 
Standardised 

factor 
t 

Cronbach’s 

Alpha 
IFC AVE 

P
er

ce
iv

e
d

 

u
se

fu
ln

e
ss

 

U1 0.661 16.639*** 

0.897 0.909 0.558 

U2 0.791 32.906*** 

U3 0.784 28.240*** 

U4 0.768 27.277*** 

U5 0.769 27.776*** 

U6 0.629 16.353*** 

U8 0.750 24.088*** 

U9 0.806 37.269*** 

P
er

ce
iv

e
d

 

r
is

k
 

R1 0.827 23.273*** 

0.826 0.875 0.584 

R2 0.763 15.117*** 

R3 0.751 14.784*** 

R4 0.741 13.620*** 

R5 0.733 12.239*** 

Note: *** p < 0.01 (t(0.01;∞) = 2.3263); ** p < 0.05 (t(0.05; ∞) = 1.6449); * p < 0.1 (t(0.1; ∞) = 1.2816). 

 

4.2.2. Structural model 
 

The estimated model has a good overall adjustment, the final variable “intention 

of use” has an R2 coefficient greater than 0.10 (Falk & Miller, 1992). 
 

       Tab. 12. Worth of the fit model 
6 points break 

Variable R2 

Intention of use 0.302 

Ease of use 0.012 

Perceived usefulness 0.000 

 

Moreover, the model has a mediumhigh predictive relevance, as Q2 indicator 

raises the value of 0.267 (Chin, 1998). 
In the structural model, we observe that only two of the seven hypotheses pass 

the limit of 0.2 in β coefficients. Moreover, only three of the seven hypotheses 

have been empirically proven, with regard to the statistically significance of the 
relationship (Table 13). 
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Tab. 13. Hypotheses 
6 points break 

     Note: *** p < 0.01 (t(0.01;∞) = 2.3263); ** p < 0.05 (t(0.05;499) = 1.6449); * p < 0.1 (t(0.1;499) = 1.2816). 

 

 

5.  CONCLUSIONS 
 

This paper analyzes the purchasing behavior of young university students, 

particularly their propensity to connect to the Internet, use social networks and 
make online purchases. Several points for reflection emerge, both theoretical and 

empirical, that may be useful to scholars and operators. 

An interesting evidence is the prevalence of using the Internet for social 
activities rather than for purchases. In fact, the propensity to purchase online is 

still very limited and mainly concerns cultural and tourist services rather than 

physical products. Mobile devices are the main devices for connecting students to 
the Web and, consequently, the most used for purchasing online; so, companies 

need to create a good web design to favor e-commerce. 

Three main factors emerge, which seem to encourage online shopping: the 

opportunity to save time and money, the ability to compare products/services, and 
the possibility to obtain reviews and suggestions from other consumers.  

Among the factors perceived as a limit to online purchases there is the impos-

sibility to "touch" the product, as well as the fear of receiving the wrong item and 
the lack of transparency in the buying procedure. Unlike what has been found in 

other studies, trust in payment methods is not a limit to online shopping according 

to the sample analysed in this paper. 

In relation to the ways through which online shopping takes place, the preferred 
channels are mainly the marketplaces (e.g. Amazon); the sample show less interest 

in the official supplier websites. 

Regarding social networks, respondents do not usually use them to buy online, 
however the high connection of society in this media becomes it in a good vehicle 

for companies to connect their offer with the demand. 

According to the results of the statistical analysis, the intention to use e-commerce 
(through recommendation) is positively influenced by the perceived usefulness 

and negatively by the perceived risk. This means that the greater the perceived 

usefulness, the greater the intention of use and the greater the perceived risk, the 

lower the intention of use. However, ease of use (through the ability to use devices) 
does not have a significant direct effect. 

Hypotheses β standardised t Bootstrap 

Perceived usefulness → Intention of use 0.493 11.211*** 

Ease of use → Intention of use 0.017 0.339 

Ease of use → Perceived usefulness 0.022 0.342 

Perceived risk → Intention of use -0.240 4.437*** 

Perceived risk → Ease of use -0.109 1.858** 

Social presence → Ease of use 0.007 0.131 

Social presence → Intention of use -0.006 0.122 
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Unlike previous studies, this article does not show a significant influence  
of ease of use on perceived usefulness, although the relationship is positive. It seems 

that with a greater ease of use, there is a greater perceived usefulness. 

Regarding the antecedents of ease of use, the perceived risk has a significant 

negative effect. This means that the greater the perception of risk, the lower the 
ease of use, as verified in previous studies. 

As regards social presence (level of activity in social networks), this paper does 

not find a significant influence of this variable on ease of use and on the intention 
of use. In spite of these non-significant influences, the level of social networks 

activity has a positive influence on ease of use; but, in contrast to other studies, 

this study reveals a negative influence on intention of use. 

Despite some interesting findings, this research presents at least two limits, 
which evolve from the sample analysed. The first relates to the territorial 

concentration of respondents, given that the survey only concerns students from 

the University of Perugia, the vast majority of whom live in Umbria Region. The 
second refers to the low spending power of the students, which does not guarantee 

the sample heterogeneity according to the income parameters (over 91% declares 

an available income of less than 750 euros per month). Additionally, this behavior 
could be different in the current context defined by Covid 19. We pretend to turn 

these limitations into future research lines. 

Further research is required in this field with the aim of examining in depth the 

variables affecting online shopping. What is the role of factors such as previous 
online purchasing experience and the motivations (social, cultural and economic) 

that lead people to purchase online? At the same time, an interesting research 

question could be related to the analysis of the multidimensional nature of the 
risks associated with online shopping and perceived usefulness. The last future 

research line is the influence of other variables such as the situation defined by 

the health crisis by Covid 19. 
 

 
REFERENCES 

 
Adams, D.A., Nelson, R.R., & Todd, P. (1992). Perceived usefulness, ease of use, and usage of infor-

mation technology: a replication. MIS Quarterly, 16(2), 227–247. http://doi.org/10.2307/249577 
Agarwal, R., & Karahanna, E. (2000). Times flies when you’re having fun: Cognitive absorption 

and beliefs about information technology usage. MIS Quarterly, 24(4), 665–694. 
http://doi.org/10.2307/3250951 

Ajzen, I. (1991). The theory of planned behaviour. Organizational Behavior and Human Decision 
Processes, 50(2), 179–211. http://doi.org/10.1016/0749-5978(91)90020-T 

Ajzen, I., & Fishbein, M. (1980). Understanding Attitudes and Predicting Social Behavior. New 
Jersey: Prentice Hall.  

Bagozzi, R., & Yi, Y. (1988). On the evaluation of structural equation models. Journal of the Academy 
of Marketing Science, 18, 74–94. http://doi.org/10.1007/BF02723327 

Bandura, A. (1997). Self-efficacy: The exercise of control. New York: Freeman. 



49 

Borys, M., Czwórnóg, M., & Ratajczyk, R. (2016). Web analytics combined with eye tracking for 
successful user experience design: A case study. Applied Computer Science, 12(4), 96–110.  

Chang, H.H. (2010). Task-technology fit and user acceptance of online auction. International Journal of 
Human-Computer Studies, 68, 68–89. http://doi.org/10.1016/j.ijhcs.2009.09.010 

Chen, C.F., & Chen, P.C. (2011). Applying the TAM to travelers’ usage intentions of GPS devices. 
Expert Systems with Applications: An International Journal, 38, 6217–6221. 

http://doi.org/10.1016/j.eswa.2010.11.047 
Chen, L., Gilleson, M.L., & Sherrel, D.L. (2002). Enticing Online Consumers: An Extended 

Technology Acceptance Perspective. Information & Management, 39, 705–719. 
http://doi.org/10.1016/S0378-7206(01)00127-6 

Chen, S.C., & Dhillon, G.S. (2003). Interpreting dimensions of consumer trust in e-commerce. Infor-
mation Technology and Management, 4(2), 303–318. http://doi.org/10.1023/A:1022962631249 

Cherubini, S., & Pattuglia, S. (2012). Social Media Marketing: consumatori, imprese, relazioni, 
Milan: Franco Angeli. 

Cheung, C.M.K., & Thadani, D.R. (2012). The impact of electronic word-of-mouth communication. 

A literature analysis and integrative model. Decision Support System, 54(1), 461–470. 
http://doi.org/10.1016/j.dss.2012.06.008 

Cheung, C.M.K., Liu, I.L.B., & Lee, M.K.O. (2015). How Online Social Interactions Influence 
Customer Information Contribution Behavior in Online Social Shopping Communities:  
A Social Learning Theory Perspective. Journal of the Association for Information Science 
and Technology, 66(12), 2511–2521. http://doi.org/10.1002/asi.23340|  

Chin, W. (1998). The partial least square approach to structural equation modelling. In G. Marcoulide 
(Ed.), Modern Methods for Business Research (pp. 295–369). Mahawah, United States: 

Lawrence Erlbaum.  
Chin, W.W., & Todd, P. (1995). On the use, usefulness, and ease of use of structural equation modelling 

in MIS research: a note of caution. MIS Quarterly, 19(2), 237–246. http://doi.org/10.2307/249690 
Compeau, D.R., & Higgins, C. (1995). Computer self-efficacy: development of a measure and initial 

test. MIS Quarterly, 19(2), 189–211. http://doi.org/10.2307/249688 
Cova, B. (2002). Tribal marketing: the tribalization of society and its impact on the conduct of marketing. 

European Journal of Marketing, 36, 595–620. http://doi.org/10.1108/03090560210423023 
Cronbach, L.J. (1970). Essentials of psychological testing. New York, USA: Harper and Row. 

Cuomo, M.T., Metallo, G., & Tortora, D. (2011). Opportunità, limiti e criticità dei social network. 
Esperienze d’Impresa, 2, 25–48. 

Dalli, D., & Romani, S. (2004). Il comportamento del consumatore. Acquisti e consumi in una 
prospettiva di marketing. Milan: Franco Angeli. 

Davis, F.D. (1989). Perceived usefulness, perceived ease of use, and user acceptance of information 
technology. MIS Quarterly, 13(3), 319–340. http://doi.org/10.2307/249008 

Davis, F.D., Bagozzi, R.P., & Warshaw, P.R. (1989). User acceptance of computer technology:  
A comparison of two theoretical models. Management Science, 35, 982–1003. 

http://doi.org/10.1287/mnsc.35.8.982 
Eden, D. (1992). Leadership and expectations: pygmalion effects and other self-fulfilling prophecies 

in organizations. Leadership Quarterly, 3(4), 271–305. http://doi.org/10.1016/1048-
9843(92)90018-B 

Falk, R.F., & Miller, N.B. (1992). A Primer for Soft Modelling. Akron, Ohio: The University of 
Akron Press. 

Fenech, T., & O’Cass, A. (2001). Internet Users’ Adoption of Web Retailing: User and Product 
Dimensions. Journal of Product and Brand Management, 10(6), 361–381. 
http://doi.org/10.1108/EUM0000000006207 

Fornell, C., & Larcker, D. (1981). Evaluating structural equations models with unobservable 
variables and measurement error. Journal of Marketing Research, 18, 39–50. 
http://doi.org/10.2307/3151312 



50 

Gefen, D. (2000). E-commerce: The role of familiarity and trust. Omega-International Journal of 
Management Science, 28(6), 725–737. http://doi.org/10.1016/S0305-0483(00)00021-9 

Gefen, D. (2003). TAM of Just Plain Habit: A Look at Experienced Online Shoppers. Journal of 
End User Computing, 15(3), 1–13. http://doi.org/10.4018/joeuc.2003070101 

Gefen, D., & Straub, D. (2000). The Relative Importance of Perceived Ease of Use in IS Adoption: 
A Study of E-Commerce Adoption. Journal of the Association for Information Systems, 

1(1). http://doi.org/10.17705/1jais.00008 
Gefen, D., Rao, V.S., & Tractinsky, N. (2003). The conceptualization of trust, risk and their 

relationship in electronic commerce: The need of clarifications. 36th Annual Hawaii 
International Conference on Systems Sciences (HICSS’03). 

Gensler, S., Völckner, F., Liu-Thompkins, Y., & Wiertz, C. (2013). Managing Brands in the Social 
Media Environment. Journal of Interactive Marketing, 27(4), 242–256. 
http://doi.org/10.1016/j.intmar.2013.09.004 

Gentry, L., & Calantone, R. (2002). A Comparison of Three Models to Explain Shop-Bot Use on 
the Web. Psychology & Marketing, 19(11), 945–956. http://doi.org/10.1002/mar.10045 

Ghareb, M., Karim, H., Salih, S., & Hassan, H. (2018). Social media and social relationships: A case 
study in Kurdistan society. Applied Computer Science, 14(3), 31–42. 
http://doi.org/10.23743/acs-2018-19  

Godin, G., & Kok, G. (1996). The theory of planned behavior: a review of its applications to health-
related behaviors. American Journal of Health Promotion, 11(2), 87–98. 
http://doi.org/10.4278/0890-1171-11.2.87 

Goldsmith, R.E., & Bridges, E. (2000). E-Tailing vs. Retailing. Using Attitudes to Predict Online 
Buying Behavior. Quarterly Journal of Electronic Commerce, 1(3), 245–253.  

Ha, S., & Stoel, L. (2009). Consumer e-shopping acceptance: Antecedents in a technology 
acceptance model. Journal of Business Research, 62(5), 565–571. 
http://doi.org/10.1016/j.jbusres.2008.06.016 

Hernández, A. (2011). Desarrollo de un modelo unificado de adopción del comercio electrónico 
entre empresas y consumidores finales. Aplicación al mercado español (Doctoral 
dissertation). Universidad Politecnica de Madrid (Spain). 

Hernández, A., Iglesias, S., Chaparro, J., & Pascual, F. (2010). Perceived compatibility and the 
adoption of B2C e-commerce by non-buyers. In M. Lytras, P. Ordoñez, A. Ziderman, A. 

Roulstone, H. Maurer and J. Imber (Eds.), Organizational, Business, and Technological 
Aspects of the Knowledge Society (pp. 186–192). Berling Heidelber: Springer. 

Herrero, A., Rodríguez Del Bosque, I., & García De Los Salmones, M.M. (2004). La compatibilidad 
percibida en la adopción del comercio electrónico B2C: Un análisis sobre la base del Modelo 
de Aceptación de Tecnología. XIV Congreso Nacional de ACEDE. Murcia (Spain). 

Huh, H.J., Kim, T., & Law, R. (2009). A comparison of competing theoretical models for understanding 
acceptance behavior of information systems in upscale hotels. International Journal of 
Hospitality Management, 28(19), 121–134. http://doi.org/10.1016/j.ijhm.2008.06.004 

Im, I., Kim, Y., & Han, H.J. (2008). The effects of perceived risk and technology type on users’ acceptance 
of technologies. Information & Management, 45(1), 1–9. http://doi.org/10.1016/j.im.2007.03.005 

Infante-Moro, A., Infante-Moro, J.C., Martínez-López, F.J., & García-Ordaz, M. (2016). The 
importance of internet and online social networks in the Spanish hotel sector. Applied 
Computer Science, 12(1), 75–86.  

Jarvenpaa, S.L., Tractinsky, N., Saarinen, L., & Vitale, M. (1999). Consumer trust in an Internet 
store: A cross-cultural validation. Journal of Computer-Mediated Communication, 5(2),  
1–35. http://doi.org/10.1111/j.1083-6101.1999.tb00337.x 

Jones, J.M., & Vijayasarathy, L.R. (1998). Internet consumer catalog shopping: findings from and 

exploratory study and directions for future rese-arch. Internet Research: Electronic Network-
ing Applications and Policy, 8(3), 322–330. http://doi.org/10.1108/10662249810231069  

Karahanna, E., & Straub, D.W. (1999). The psychological origins of perceived usefulness and ease- of-use. 
Information & Management, 35(4), 237–250. http://doi.org/10.1016/S0378-7206(98)00096-2 



51 

Kim, D., Ferrin, D., & Rao, H. (2008). A trust-based consumer decision-making model in electronic 
commerce: The role of trust, perceived risk, and their antecedents. Decision Support 
Systems, 44(2), 544–564. http://doi.org/10.1016/j.dss.2007.07.001 

Kwek, Ch.L., Lau, T.C., & Tan, H.P. (2010). The Effects of Shopping Orientations, Online Trust 
and Prior Online Purchase Experience towards Customers’ Online Purchase Intention. 
International Business Research, 3(3), 63–76. http://doi.org/10.5539/ibr.v3n3p63 

Lee, J.S., Cho, H., Gary, G., Davidson, B., & Ingraffea, A. (2003). Technology Acceptance and 
Social Networking in Distance Learning. Educational Technology and Society, 6(2), 50–61.  

Li, Y-M., Wu, C.T., & Lai, C.Y. (2013). A social recommender mechanism for e-commerce: 
Combining similarity, trust, and relationship. Decision Support System, 55(3), 740–752. 
http://doi.org/10.1016/j.dss.2013.02.009  

Liu, X., & Wei, K.K. (2003). An empirical study of product differences in consumers’ e-commerce 
adoption behavior. Electronic Commerce Research and Applications, 2(3), 229–239. 
http://doi.org/10.1016/S1567-4223(03)00027-9  

Mandelli, A., & Vescovi, T. (2003). Le nuove frontiere del marketing digitale. Milano: ETAS. 

Mayer, R.C., Davis, J.H., & Schoorman, F.D. (1995). An integrative model of organizational trust. 
Academy of Management Review, 20(3), 709–734. http://doi.org/10.2307/258792 

Mazurek-Łopacińska, K., & Sobocińska, M. (2017). Creating marketing knowledge about the 
consumer in the context of the development of internet tools. Applied Computer Science, 
13(3), 90–101. http://doi.org/10.23743/acs-2017-24  

McKnight, D.H., Choudhury, V., & Kacmar, C. (2002). The impact of initial consumer trust on 
intentions to transact with a web site: a trust building model. The Journal of Strategic 
Information Systems, 11(3-4), 297–323. http://doi.org/10.1016/S0963-8687(02)00020-3 

Muñoz, F. (2008). La adopción de una Innovación basada en la web (Doctoral dissertation). 
University of Granada (Spain).  

Nambisan, P., & Watt, J.H. (2011). Managing customer experience in online product communities. 
Journal of Business Research, 64(8), 889–895. http://doi.org/10.1016/j.jbusres.2010.09.006  

Novak, T.P., Hoffman, D.L., & Yung, Y-F. (2000). Measuring the customer experience in online 
environments: a structural modelling approach. Marketing Science and the Internet, 19(1), 
22-42. http://doi.org/10.1287/mksc.19.1.22.15184 

Nunnally, J.C. (1978). Psychometric theory, second edition. New York, USA: McGraw-Hill. 

O’Cass, A., & Fenech, T. (2003). Web retailing adoption: Exploring the nature of internet users web 
retailing behavior. Journal of Retailing and Consumer Services, 10(2), 81–94. 
http://doi.org/10.1016/S0969-6989(02)00004-8 

ONTSI (2010). Estudio sobre comercio electrónico B2C 2010. Madrid: Observatorio Nacional de 
la Telecomunicaciones y de la Sociedad de la Información (ONTSI). 

Park, J., Lee, D., & Ahn, J. (2004). Risk-Focused e-Commerce Adoption Model: A Cross-Country 
Study. Journal of Global Information Technology Management, 7(2), 6–30. 
http://doi.org/10.1080/1097198X.2004.10856370 

Pavlou, P.A. (2003): Consumer Acceptance of Electronic Commerce: Integrating Trust and Risk 
with the Technology Acceptance Model. International Journal of Electronic Commerce, 
7(3), 101–134. http://doi.org/10.1080/10864415.2003.11044275 

Pelaez, J., & Rodríguez, A. (2009). El papel del riesgo percibido en la intención de compra de marcas 
de distribuidor: una mirada desde el consumidor. In XLIV Asamblea Anual Consejo 
Latinoamericano de Escuelas de Administración (CLADEA). Guayaquil: University of Pacific. 

Prandelli, E., & Verona, G. (2006). Marketing in Rete. Milan: McGraw-Hill. 
Qiu, L., & Li, D. (2008). Applying TAM in B2C e-commerce research: An extended model. Tsinghua 

Science & Technology, 13(3), 265–272. http://doi.org/10.1016/S1007-0214(08)70043-9 

Riva, G. (2010). I social network. Bologna: Il Mulino. 
Rose, S., Clark, M., Samouel, P., & Hair, N. (2012). Online Customer Experience in e-Retailing: 

An empirical model of Antecedents and Outcomes. Journal of Retailing, 88(2), 308–322. 
http://doi.org/10.1016/j.jretai.2012.03.001 



52 

Rowley, J., & Slack, F. (2001). Leveraging Customer Knowledge - Profiling and Personalisation  
in E-business. International Journal of Retail & Distribution Management, 29(9), 409–415. 
http://doi.org/10.1108/09590550110400894 

Shen, C.C., & Chiou, J.S. (2010). The impact of perceived ease of use on Internet service adoption: 
The moderating effects of temporal distance and perceived risk. Computers in Human 
Behavior, 26(1), 42–50. http://doi.org/10.1016/j.chb.2009.07.003 

Shih, H.P. (2004). An Empirical Study on Predicting User Acceptance of e-Shopping on the Web. 
Information & Management, 41, 351–368. http://doi.org/10.1016/S0378-7206(03)00079-X 

Shim, S., Eastlick, M.A., Lotz, S.L., & Warrington, P. (2001). An online prepurchase intentions 
model: The role of intention to search. Journal of Retailing, 77(3), 397–416. 
http://doi.org/10.1016/S0022-4359(01)00051-3 

Teo, T.S.H., LIim, V.K.G., & Lai, R.Y.C. (1999). Intrinsic and Extrinsic Motivation in Internet 
Usage. Omega International Journal of Management Science, 27(1), 25–37. 
http://doi.org/10.1016/S0305-0483(98)00028-0 

To, P.L., Liao, C., Chiang, J.C., Shih, M.L., & Chang, C.Y. (2008). An empirical investigation of 

the factors affecting the adoption of Instant Messaging in organizations. Computer 
Standards & Interfaces, 30(3), 148-156. http://doi.org/10.1016/j.csi.2007.08.019 

Valvi, A.C., Frangos, C.C., & Frangos, C.C. (2013). Online and mobile customer behaviour:  
a critical evaluation of Grounded Theory studies. Behaviour & Information Technology, 
32(7), 655–667. http://doi.org/10.1080/0144929X.2013.789082 

Van Der Heijden, H., Verhagen, T., & Cree-Mers, M. (2003). Understanding Online Purchase 
Intentions: Contributions from Technology and Trust Perspectives. European Journal of 
Information Systems, 12, 41–48. http://doi.org/10.1057/palgrave.ejis.3000445 

Venkatesh, V., & Bala, H. (2008). Technology Acceptance Model 3 and a Research Agenda on 
Interventions. Decision Sciences, 39(2), 273–315. http://doi.org/10.1111/j.1540-
5915.2008.00192.x  

Venkatesh, V., & Davis, F.D. (1994). Modelling the determinants of perceived ease of use. In J.I De 
Gross, S.L. Huff & M.C. Mauro (Eds.), Proceeding of the 15th International Conference on 
Information Systems (pp. 213–227). Vancouver: British Columbia. 

Venkatesh, V., Morris, G., Davis, G., & Davis, F. (2003). User acceptance of information 
technology: Toward a unified view. MIS Quarterly, 27(3), 425–478. 

http://doi.org/10.2307/30036540 
Verhoef, P.C., Lemon, K.N., Parasuraman, A.P., Roggeveen, A.L., Tsiros, M., & Schlesinger, L.A. 

(2009). Customer Experience Creation: Determinants, Dynamics and Management 
Strategies. Journal of Retailing, 85(1), 31–41. http://doi.org/10.1016/j.jretai.2008.11.001 

Wu, I.L., & Chen, J.L. (2005). An extension of Trust and TAM model with TPB in the initial 
adoption of on-line tax: An empirical study. International Journal of Human-Computer 
Studies, 62(6), 784–808. http://doi.org/10.1016/j.ijhcs.2005.03.003 

Yoo, C.W., Sanders, G.L., & Moon, J. (2013). Exploring the effect of e-WOM participation on e-Loyalty 

in e-commerce. Decision Support System, 55, 669–678. http://doi.org/10.1016/j.dss.2013.02.001 
Yu, J., Ha, I., Choi, M., & Rho, J. (2005). Extending the TAM for a t-commerce. Information  

& Management, 42(7), 965–976. http://doi.org/10.1016/j.im.2004.11.001 


