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Abstract. E-commerce is a form of trade that has gained increasing attention 

from consumers and sellers. However, despite high growth rates, e-commerce 

still has low levels of consumers. This study aims to determine the factors that 

influence the purchasing decision in e-commerce, in order to better understand 

acceptance or rejection of e-commerce among consumers. To this end, a first 

framework was constructed based on previous research on consumer adoption 

of e-commerce. Then, three categories (derived from interviews) were added. 

This more complete model was tested using the structural equation model based 

on partial least squares. The results obtained allow us to conclude that the 

perceived relative advantage, the ease of use, the drawbacks associated with a 

non-European Union country of sale and the perceived risk, directly influence 

the consumer’s purchase intent in e-commerce. We also found a set of twelve 

variables that act as indirect influences. 
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1 Introduction 

With the development and the widespread use of the Internet, the way people shop 

has changed, as has the way companies offer their products. Given the high growth 

rates of e-commerce consumerism, it is important to understand the dynamics of e-

commerce and the factors that affect the choice of this purchase channel. 

The main aim of this study is to determine, through the development and 

application of an analytical model, which factors can influence (or influence the most) 

purchasing decisions in e-commerce. This research focuses on building a 

comprehensive model that portrays the consumer decision to purchase online. We 

built such a framework based on previous research on consumer adoption of e-

commerce ([1], [2], [3], [4], [5], [6], [7]). 

A mixed methodology was employed. First, a qualitative study was conducted 

(adapted from the Grounded Theory) based on exploratory interviews, aimed at 

determining the specific factors that may influence the purchase decision in e-

commerce. The results obtained with the exploratory interviews were integrated into 

the model resulting from the literature review and the subsequent quantitative test. 

The model estimation was performed in accordance with the Structural Equation 

Modeling of Partial Least Squares - PLS. 

Following the introduction, this paper is divided into four sections. The second 

presents a literature review. In the third section, the methodology are presented, 



followed by the results. Finally, the last chapter presents the key findings and the 

study’s limitations. 

2 Literature Review 

This study will use the definition by [8], in that e-commerce corresponds to 

transactions that take place via the internet, involving the purchase and sale of goods 

and services that are delivered offline, as well as products that can exist and be 

delivered in digital form directly to the buyer online.  

Three approaches serve as the theoretical basis for the development of our 

research model - the consumer acceptance model of e-commerce, the understanding 

and mitigating uncertainty model, and the decision model for electronic commerce. 

Each of them provides some factors that may affect consumers in different contexts. 

We selected specific factors from each of the approaches as they fit within the context 

of e-commerce: buy, intention to buy, ease of use, perceived relative advantage, 

information security, privacy of information, information quality, seller reputation, 

social presence, pick up options, convenience, access to information, lower prices and 

customization.  

None of them would provide all the factors required to develop an in-depth model 

of the factors affecting e-commerce. However, those factors selected allowed us to 

formulate a number of hypotheses to test: 
H1: The intent of a consumer to purchase via e-commerce positively affects the buying 

decision through that channel. 

H2: The ease of use of the internet positively affects the consumer's purchase intention via e-

commerce. 

H3: Perceived Risk by consumers negatively affects Intent to Purchase via e-commerce. 

H4a: Consumer confidence positively affects the consumer's intention to buy via e-commerce. 

H4b: Consumer confidence negatively affects the consumer’s perceived risk of a transaction 

via e-commerce. 

H5: Perceived relative advantage positively affects the intention to buy via e-commerce. 

H6: Concerns with information security increase the perceived risk in e-commerce. 

H7: Concerns about the privacy of information increase perceived risk in e-commerce. 

H8a: The information quality decreases perceived risk in e-commerce. 

H8b: The information quality increases consumer confidence in e-commerce. 

H9: A seller’s (positive) reputation positively affects consumer confidence in e-commerce. 

H10: The social presence of a seller positively affects the consumer’s confidence in e-

commerce. 

H11: The perception of increased options in e-commerce positively affects the relative 

advantage perceived in this channel. 

H12: The perception of convenience in e-commerce positively affects the perceived relative 

advantage of online shopping. 

H13: The perception of getting more and better access to information in e-commerce 

positively affects the perceived relative advantage of using this channel. 

H14: The perception of getting a low price in e-commerce positively affects the perceived 

relative advantage of purchasing decisions in this channel. 

H15: The perception of possible product customization in e-commerce positively affects the 

perceived relative advantage of using this channel. 

 



3 Methodology 

To do this research, a mixed approach was applied. Thus, in a first phase, an 

exploratory methodology was used, based on an in-depth analysis of interviews, to 

identify possible new variables that influence consumption in e-commerce, which 

could be included in the model, following accordingly, mutatis mutandis, the 

methodology of the Grounded Theory [11]. To this end, semi-structured interviews 

were conducted, between 1
st
 and 11

th
 April at the University of Porto. The data was 

collected, analyzed, sorted and categorized into concepts that emerged from the data. 

Later, these concepts gave rise to the properties or subcategories, establishing 

relationships among them. 

In a second phase, a quantitative analysis was performed in order to test the model 

resulting from the theoretical analysis and the exploratory survey. In order to 

empirically test the final model resulting from the literature review and the 

exploratory interviews, a research questionnaire was prepared, involving the 

collection of a large amount of information related to the target population.  

The questionnaire was made up of 35 questions, in both multiple choice and scale 

evaluation. The application of the questionnaire to potential respondents was 

conducted via e-mail, where the cooperation of all students of the University of Porto 

was requested and the purpose of the questionnaire explained. The questionnaire was 

sent on 20
th

 June 2011, to the entire student population of the University of Porto, and 

it was available until 31
st
 July. Given the impossibility of studying the entire 

population of e-consumers, we decided to focus this study on higher education 

students. As described by [10], several studies have used them as an object of study, 

since it is recognized that students are a useful proxy for characterizing online 

consumers. Thus, the survey of the available research was performed, and the PLS 

was set up, as an estimation method for the model, in order to ascertain the results of 

the research and to draw conclusions.  

4 Results 

4.1  Results from the Qualitative Analysis 

The interviews identified a set of enhancing variables that influence consumer 

intention to buy online, which were not part of the theoretical model. 

The list of all variables identified is as follows: shipping costs, urgency of 

purchase, recommendation from friends, product experimentation requirements, 

disadvantages associated with the extra-EU countries, widespread use of e-commerce 

as a way to buy and success of previous experiences. 

Only the variables which had been referenced more than three times (more than 

50% than the maximum value) since the others could constitute circumstantial and 

non-significant phenomenon, were included in the model.  

Thus, the data from the interviews yielded the following variables to be added to 

the proposed model: 

• Product experimentation requirements - within the variable perceived risk, it aims to 

demonstrate that, in products where there is a high need for experimentation thereof, 



consumers feel they are faced with a transaction of increased risk, if they choose to 

buy them via e-commerce; 

• Disadvantages associated with the extra-EU countries – this variable tends to 

directly influence consumer intention to buy from non-EU countries, presenting 

some drawbacks to online shopping, such as the delay in product delivery, 

possibility that products be retained at customs and thus require the payment of 

customs fees, the possible need for payment in currencies other than the 

consumer’s, etc.. 

• Urgency of purchase - within the variable perceived relative advantage, given the 

time difference between the act of purchase and the act of delivery, consumers may 

not find it advantageous to purchase via this channel. When they have urgent needs, 

they resort to traditional retail. 

 

Accordingly, the following hypothesis can be presented: 
H16: The product experimentation requirements increase the perceived risk in e-commerce. 

H17: The disadvantages associated with extra-EU countries negatively affect consumer 

intention to buy via e-commerce. 

H18: The urgency of purchase negatively affects consumer buying intention via e-commerce. 

 

Schematically the new proposed model, taking into consideration the above factors 

(light), and the factors from literature review (dark) is presented in Figure 1.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
Figure 1. Analysis model 
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4.2  Results from the Quantitative Analysis 

The number of valid responses to be statistically analyzed was 1 366 questionnaires 

with which constituted our database. 

We checked the reliability and convergent and discriminant validity of the 

constructs. To do so, we used some indicators: 

• Cronbach's alpha: all variables in our model, the Cronbach alpha have a value 

greater than 0.6, the minimum acceptable, according to [13] and [14];have urgent 

needs, they resort to traditional retail. 

• Fornell's composite reliability: all model variables have a Fornell confidence value 

higher than the acceptable one, 0.7 ([10]); 

• AVE (average variance extracted): in the model all variables, have a value greater 

than the minimum value of 0.50 [14]; 

• The square root of the AVE of each variable must not be less than the correlations of 

this variable with the other ([15]), which also occurs in the model in question; 

• Correlations between all the variables should be less than 0.90, as indicated by [9], 

which is also confirmed in this model; 

 

Having secured the validity and reliability of measurement models, the structural 

model estimation was performed via PLS using the SmartPLS software.  

In order to decide whether to accept or reject a hypothesis, for a significance level 

of 5%, the value of 1.96 for the T-Statistic should be obtained as the reference.  

At a significance level of 5%, all the assumptions set out in the model, with the 

exception of hypotheses H4a (T-Statistic=1.7231<1.96) and H10 (T-

Statistic=1.1934<1.96), can be accepted. Regarding hypothesis H4a (consumer 

confidence positively affects the purchase decision via e-commerce), in the study 

population, it was not possible to prove the statistical significance of the variable 

confidence in consumer purchase intent. Although this relationship has been validated 

in previous studies, here, with the data collected, we cannot validate that trust has a 

direct influence on the consumer's intention to buy via e-commerce. 

It was also not possible to confirm H10 (the social presence of a seller positively 

affects consumer confidence in e-commerce) in the population under study; we cannot 

say that the effort of e-commerce business sellers to equip their sites with systems 

enabling greater social contact between buyers and sellers, via chat, online customer 

support, etc.., has a positive impact on consumer trust in the e-commerce universe. 

Therefore, taking these two assumptions of the model in question, since they could 

not be accepted, the final results of estimation model are presented in Figure 2, with 

the coefficients associated with each hypothesis under consideration, and the R
2
. 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2. Final results of estimation model 

5  Conclusion 

In this study, we analyzed the factors that influence the decision to purchase via e-

commerce, thus intending to contribute to a broader understanding of the online 

shopping phenomenon.  

We found that there are a set of four variables that influence directly the 

consumer’s purchase intention through e-commerce: perceived relative advantage, 

ease of use, disadvantages associated with the extra-EU countries and perceived risk. 

The first two factors act as incentives to purchase in e-commerce, where perceived 

relative advantage exerts greater influence. Conversily, the variables disadvantages 

associated with the extra-EU countries and perceived risk tend to decrease the 

intention to use the internet to shop, working as obstacles to online consumption. 

This study also found some limitations that should be mentioned. The sample used 

in the study may not be representative of all consumers. Although students are the 

group that most often purchases online and are also the target of many research 

studies on this matter, the conclusions must be relativized to the sphere of study. 

Hence, it may not be possible to generalize the findings to other groups of consumers.  

As avenues for future research, a study could be conducted on different product 

categories in order to assess if the influence of the factors identified remained the 

same or vary according to the specifics of the products concerned.  
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