
An E-Shopper’s Search for Uniqueness: Tailor it to me! 

An assessment of online shopping perspectives on overall attitude towards 
interactive e-commerce Web features. 

 
 
 
 

A Thesis 
submitted to the Faculty of the 

Graduate School of Arts and Sciences 
of Georgetown University 

in partial fulfillment of the requirements for the 
degree of 

Master of Arts 
in Communication, Culture and Technology 

 
 
 
 
 

By 
 
 
 
 

Galina Kho, B.A. 
 
 
 
 

Washington, DC 
May 1, 2007 



 

  ii  

In memory of my Grandma Ching Siok Bin who believed in me. 
 
This thesis is dedicated to her.   
 

Grandma Ching Siok Bin was a devoted Christian educator 
for over 30 years.  She returned into the arms of the Lord on January 22, 
2007.



 

  iii  

      An E-Shopper’s Search for Uniqueness: Tailor it to me! 
An assessment of online shopping perspectives on overall attitude towards 

interactive e-commerce Web features. 
 

Galina Kho, B.A. 
 

Thesis Advisor: Diana Owen PhD 
 

ABSTRACT 
 

Drawing upon relevant studies conducted in the past on consumer attitudes 

about online shopping, the current study offers an empirical assessment of online 

shopping perspectives and its association with overall attitude towards interactive 

Web features on e-commerce Web sites.  The current study analyzes quantitative 

data gathered from an online survey (n = 638).  Factor analysis results indicate that 

there are multiple dimensions to online shopping values: ‘Utilitarian,’ ‘Money-

saving,’ ‘Hedonic: Experiential,’ and “Hedonic: Enjoy Browsing”.  When the online 

shopping perspectives are regressed onto whether the respondent enjoys shopping 

online, “Utilitarian”, “Hedonic: Enjoy Browsing” and frequency of online shopping 

are revealed as significant predictors.  When the online shopping perspectives are 

regressed onto overall attitude towards interactive Web features, “Hedonic: 

Experiential” shopping perspective is revealed as the only significant predictor.  The 

online survey also explores which interactive Web features (interactive catalog, 

virtual tour, virtual model, design a room, customize a food order, and online games) 
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are more appealing to people.  Survey results show that respondents seemed most 

interested in trying out interactive Web features that are both functional and 

recreational.  Such findings imply that companies will benefit from incorporating 

interactive Web features that can better customize and personalize a customer’s 

online shopping experience.  By implementing interactive Web features, consumers 

are more engaged; the higher the level of engagement, the more potential for 

companies to increase target sales.  
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Chapter 1.  Introduction 

 
“Human beings are forced to become inventive.  They are compelled to try to 

understand the world and themselves, and in so doing, can reach new and better 
adaptations.” – Anthony Storr  

 
Throughout history, human beings have been constantly inventing new 

technologies that have changed the way people function in the world.  Referring to the 

quote above, people are constantly trying to understand the world around them and 

figure out ways to improve.  The popularization of the Internet is no exception, as it 

has suffused all spheres of people’s lives, altering the way by which information is 

exchanged and ideas are disseminated and also transforming the way business 

transactions are conducted.  The rise of e-commerce in the past few decades has been 

an incredible phenomenon.  With the marvels of technology, the advent of the Internet 

has greatly reduced many physical barriers, facilitating a more convenient shopping 

process. 

The Internet is often regarded as a tool for creative expression and a catalyst for 

enhancing social interaction.  However, when it comes to e-commerce and shopping 

online, these business transactions in a sense have been reduced to transactions that are 

devoid of feelings, emotions, and interaction between the buyer and the seller.   

Due to the lack of actual face-to-face communication, companies often focus 

on implementing time-saving and cost-cutting practices as the primary techniques to 
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increase their returns on investment (ROI).  Contrary to the more commonly accepted 

view of e-commerce as “economic production processes in which customers make use 

of the e-commerce Web site in producing an economic transaction” (Hahn and 

Kauffman 2003), the current study explores the realm of e-commerce from another 

perspective: the experiential aspect of online shopping.  

Within the context of this paper, e-commerce is not solely regarded as an 

“economic production process” but also as an interactive communication medium that 

fuels a more dynamic relationship between the buyer and seller.  Based on such an 

assumption, companies can employ features and functions on their e-commerce Web 

sites to evoke feelings and emotions in e-shoppers in hopes to enrich their customers’ 

shopping experience.  The Internet should be regarded as an innovative tool for 

shoppers to enhance their shopping experience through further customization and 

individualization that is typically unattainable when purchasing pre-made products 

from brick and mortar stores. 

 In order for a company to lucratively launch an e-commerce Web site, a 

significant amount of time and investment must be made.  Even simple e-commerce 

Web sites can cost up to two million dollars a year just to set up and maintain.  If the 

company chooses to implement more complex e-commerce models for customization 

and personalization purposes, sophisticated interactive Web features must be 
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incorporated.  However, everyone has different tastes, and some interactive Web 

features may be of interest to one person and not others.  Hence, there is not one 

perfect formula that will generate the ideal e-commerce Web site that will appeal to 

everyone.  As a result, designing an effective e-commerce Web site in a sense can be 

more closely attributed to crafting a creative masterpiece, subject to criticism or 

applause depending on the audience.     

With customization and individualization being the core of interactive e-

commerce models and the primary focus of this research study, this paper aims to 

answer the following questions:  How does an e-shopper’s online shopping perspective 

influence his/her attitude towards interactive e-commerce Web features?  Do these 

interactive e-commerce features instill a greater sense of personal touch?  Are there 

some interactive Web features that are more appealing than others?  Ultimately, is it 

worthwhile for companies to devote the time and effort to implement interactive 

features so as to provide a more personalized shopping experience for their customers?  

If so, what types of interactive Web features should companies invest their time and 

money in?   

When e-commerce first popularized, roughly a decade ago, consumers 

demanded less from these online vendors.  However, as time passed, user interfaces 

have become increasingly sophisticated and complex; online store features were also 
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beginning to portray a more accurate representation of the actual store in the “brick and 

mortar” world.  When it comes to designing an effective interface for e-commerce 

purposes, it is important to design a Web site that is suitable for all types of shoppers 

because a person’s shopping orientation is constantly changing.  One of the undeniable 

advantages of an e-commerce site is that a person can access it at any time of the day. 

With its “doors” open, a strikingly attractive Web layout can attract and capture the 

attention of the person who is just clicking around, perusing cyberspace, or “window” 

shopping.  As the number of Internet users continues to rise, opportunities abound for 

companies looking to conduct shopping transactions online.   

E-commerce has been traditionally associated with the notion of time-saving, 

money-saving and convenience.  If someone who is about to purchase a laptop, instead 

of having to drive from store to store just to check prices and models, s/he can quickly 

gather the same information with just a few ‘mouse clicks’.   

Since e-shoppers can quickly browse through numerous “cyber stores” within a 

matter of minutes, e-commerce companies must strive for innovation, to distinguish 

their website from others.  With such convenience, other competing Web sites are also 

only one mouse click away.  Just as the person who was able to quickly arrive at your 

Web site, they can also leave at the same speed.  According to market researchers from 

DoubleClick, people who browse through e-commerce Web sites without purchasing 
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anything accounted for over 95% of all visitors, and accounted for 78% of all 

“abandoned shopping carts.”  On the other hand, only 1% of the visitors are returning 

customers, but returning customers spend approximately $180 per shopping session 

(www.shop.org).  Based on such statistics offered by www.shop.org, it seems that the 

vital question is: how can companies successfully capture the attention of e-shoppers 

who pass by, and how can they convert the number of “abandoned shopping carts” into 

actual sales?    

E-shoppers today are hyper-informed in the sense that they can gather almost 

perfect information about the prices of the products they wish to purchase and quickly 

compare them with other companies who are selling the same product.  Therefore, 

simply offering lower prices and good customer service are no longer adequate in the 

changing world of e-commerce today.  Consumers are now demanding that their online 

shopping experience emulates more of the experiential aspects of shopping in a 

physical store.  Companies must constantly innovate in order to stay ahead of the race, 

and to do this, they must identify the needs and wants of their customers and tailor 

their products accordingly.  Hence, the goal of this study is to examine purchasing 

values and to learn more about why people shop the way they do.  

Through studying a person’s shopping values and the effectiveness of 

interactive Web features, companies can apply the same theories to help them create 
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more sophisticated user interfaces that are more specifically tailored toward a wider 

array of shoppers.  The purpose of this research study is to explore how a consumer’s 

shopping orientation relates to his or her attitude towards interactive Web features on 

e-commerce websites.  In addition, this research study also aims to answer the 

questions of why some interactive Web features appeal to more customers than others, 

and which interactive Web features appeal to what types of people.   

In a sense, a company’s e-commerce Web site functions not only as a portal of 

exchange between buyers and sellers, but it also symbolizes a company’s values and 

brand image.  Companies with well-designed e-commerce interfaces enhance the 

credibility of the Web site, ultimately enhancing the company’s brand.  By establishing 

a credible network presence, the company is able to gain the trust of potential 

customers, and the customers feel comfortable about purchasing products from the 

company.  Regardless of whether the transaction is happening online, or face to face, 

all market transactions require a certain level of trust between the buyer and seller.  

Weiss (2001) argues that there seems to be an increasing number of people who are 

“veteran Web surfers” and when they go online they already know which sites they 

want to look at because “they have already bookmarked a handful of favorite sites” (p. 

54).  In a sense, bookmarking a site as a “favorite” is “brand loyalty” in the digital 

sphere.  Therefore, when it comes to understanding consumer behavior online or 
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offline, a company should strive to turn all their visitors to loyal customers.  A 

company’s need for innovation will be further discussed in the next section, the 

literature review.  

In today’s digital era, new technologies and innovations have brought society 

closer through the rapid transportation of goods and the delivery of services globally. 

In order for a company to gain competitive advantage, companies have to use their 

creativity to innovate.  The e-commerce environment is currently undergoing a series 

of changes to satisfy the consumer’s changing appetite for a richer online shopping 

experience.  Consumers are becoming more demanding and increasingly hard to 

please.  E-shoppers today are aware of the wide array of options and choices available 

to them, and the Internet has proven to be a useful tool to give customers direct access 

to plenty of organized, condensed, and relevant information regarding their purchases.   

The current research study will contribute to the ongoing discussion regarding 

the importance of creating an engaging online shopping experience for e-shoppers.  

Prior studies have asserted that a person’s online shopping values affect the way an 

individual approaches the online shopping process.  People shop online for different 

reasons, and depending on their motivations to shop online, it changes their perception 

of interactive features on e-commerce Web sites.   
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Currently, the majority of the Web features that e-commerce Web sites 

implement on their user-interfaces are geared towards utilitarian and money-saving 

shoppers.  Across the Web, search engines are designed to help people find exactly 

what they are looking for-- price comparison charts, relevant product information, 

discount Web sites, etc.  Undoubtedly, the Internet has been glorified as a 

revolutionary innovation that has cut down business transaction costs, facilitated the 

easy transfer of information, and reduced the time it takes to conduct business.  

However, with this preoccupation with the Internet as simply a means to increase 

speed, cut down costs, and disseminate information, many have ignored a particularly 

unique aspect of the Internet: interactivity. 

The paper proceeds first to conceptualize the research questions by explaining 

theories related to the rise of e-commerce.  Chapter II: Literature Review examines 

prior literature relevant to the research topic of the current study.  This section 

discusses the issues and concepts that e-commerce and consumer behavior researchers 

have proposed in the past.  The utilitarian functions of e-commerce Web sites, such as 

their role in facilitating a more efficient and convenient shopping process has been 

well-documented in past studies, however limited research has been done of the 

experiential aspect of shopping.  The current study uses theories, such as 

Csikszentmihalyi’s concept of flow, Holbrook and Hirschman’s theory on hedonic 
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consumption, Windham and Orton’s view on high-involvement products, and Hoffman 

and Novak’s concept of interactivity as a foundation off of which to spawn the 

hypotheses.  This paper focuses on the experiential aspect of online shopping and, 

more specifically, how interactive features can play a role in enhancing the experiential 

aspect of online shopping. 

 Then, using these theories as a foundation, Chapter III: Methodology explains 

the methodological procedure designed to explore the conceptual model highlighted in 

the previous chapter.  A Web-survey was executed to explore the association between 

online shopping values and overall attitude toward interactive Web features on e-

commerce Web sites (n = 638).   Two pre-analysis procedures: MANOVA and a multi-

collinearity check were done to assess whether the data were ready for further 

statistical analysis.  The MANOVA procedure revealed no significant difference in 

responses across the various race groups.  However, the check for multi-collinearity 

revealed that multi-collinearity could be a potential problem.  In order to solve the 

multi-collinearity problem, a factor analysis was conducted to reduce the list of online 

shopping variables to several factors for regression analysis purposes.  The factor 

analysis revealed four factors: Utilitarian, Hedonic: Enjoy Browsing, Hedonic: 

Experiential, and Money-Saving.     
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Afterwards, using the newly self-constructed scales in Chapter III: 

Methodology, Chapter IV: Overall Attitude toward Interactive Web features discusses 

the quantitative analysis results from the statistical procedures.  In the first regression 

model, the online shopping perspectives are regressed onto whether the respondent 

enjoys shopping online.  In the second regression model, the online shopping 

perspectives are regressed onto the respondent’s overall attitude toward interactive 

Web features on e-commerce Web sites.  In the first model, the “Utilitarian” and 

“Hedonic: Enjoy Browsing” shopping perspectives are expected to be significant 

predictors of the model, and in the second model, the “Hedonic: Experiential” 

shopping perspective is expected to be a significant predictor in the model.  These 

results would indicate that the current shopping environment is more appealing to 

utilitarian shoppers and people who enjoy the browsing process.  Furthermore, results 

from the second model would show that interactive Web features are appealing to 

shoppers who value visual stimulation. Therefore, transforming the current e-

commerce platform into a more interactive environment may draw the attention of this 

new type of e-shopper, who is looking for a richer online shopping experience.  

Chapter V: Assessing Interactive Web features explores the issues associated 

with the lack of tangibility in cyberspace and how interactive Web features can help 

remedy such a problem.  Consumers are expected to prefer interactive Web features 
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that have both recreational and functional aspects.  The final chapter concludes with a 

summary of the major findings, direction for future research and some 

recommendations for companies.     
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Chapter 2.  Literature Review 

 

The Internet as a Unique Commercial Medium 
Due to the inherent interactive nature of the Web, the Internet is an ideal tool 

for companies to communicate more directly to their customers.  Hoffman and Novak 

(1996) describe the Internet as a “virtual, many-to-many hypermedia environment 

incorporating interactivity with both people and computers” (43).  The e-commerce 

environment has many unique features that distinguish it from the traditional business 

environment, such as its ability to rapidly disseminate information, increasing the 

transparency of the business transaction for the customer, and its ability to empower 

customers by increasing interactivity.  As Stewart and Pavlou (2002) claim, with the 

interaction between the marketer and the consumer at the core, interactive media has 

transformed marketing communications from a one way process into a two way 

process (1).   

With the Internet, companies can better market products to their customers and 

mass customize products based on their individual needs and wants.  Due to the 

relatively infant stage of e-commerce, only recently has the focus of e-commerce been 

slowly shifting towards the customer.  In the past, perhaps companies often asked the 

question of “how can we offer lower costs and a wider range of products to attract 

more customers?”  However, as new e-commerce sites are burgeoning across 
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cyberspace in all different sectors, customers can choose from a wide variety of e-

commerce Web sites.  Therefore, in addition to offering customers lower costs and a 

wide range of product selections, companies are slowly realizing that in order to retain 

their customers, they have to differentiate their e-commerce Web site from other Web 

sites by redefining the online shopping experience for their customers.  Now, 

gradually, companies are starting to ask, “What exactly are our customers looking for 

when they come to our Web site?  Are they getting what they want and deserve?”   

Companies should take full advantage of the Internet as an interactive tool to 

enable one-to-one marketing relationships.  The Internet is a unique medium for 

companies to better learn the particular preferences of millions of potential customers.  

Marketing specialists, Peppers and Rogers coined the term “one-to-one marketing” to 

explain the phenomenon where each customer can be targeted individually by the 

company (Pine and Gilmore, 1999, p. 84).  Pine and Gilmore (1999) assert that mass 

customization and ‘one-to-one marketing’ are, in a sense, fostering learning 

relationships between the customer and the company.   

Pine and Gilmore (1999) discuss the concept of “customer sacrifice” and how it 

is affected by “the new learning curve” that exists in today’s economy (See Figure 

2.1).   
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Figure 2.1 – New Learning Curve 

 

Source: Pine and Gilmore (2000). 

Whenever a customer purchases a product off the shelf, even though it may not 

be exactly what s/he wants, the individual may settle for it because s/he is satisfied 

with the overall product’s features.  For example, a store-bought Sony laptop may only 

come with 1 gigabyte of RAM and a normal graphics card.  However, on Sony’s online 

Web site, a customer is able to customize a laptop and have 2 gigabytes of RAM and a 

better graphics card (price will adjust accordingly).  If the person decides to just buy it 

from the store, s/he is ‘sacrificing’ his/her actual needs for 2 gigabytes of RAM and 

better graphics in exchange for immediate possession of the product. 
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As Pine and Gilmore (1999) argue in “The Experience Economy,” the inherent 

interactive nature of the Internet offers an ideal platform for companies to understand 

customers’ sacrifice.  Pine and Gilmore (1999) state that through an increased number 

of interactions between the customer and company, each time the customer is 

sacrificing less because the company is learning what the customer truly needs and/or 

wants from them based on the buyer’s previous purchases and purchasing patterns.  On 

such a learning curve, the customer also in return fosters a more positive attitude 

towards the e-commerce Web site and the company brand.    

E-Commerce Sales 
Due to the unique medium of the Internet and its interactive ability to target 

customers one-to-one, e-commerce has incredible potential for continued growth in the 

coming years.  In addition, the rapid growth of e-commerce can be attributed to its low 

barriers of entry, as almost anyone can set up an e-commerce Web site.  In essence, the 

Internet has leveled the playing field (Hoffman, 1996, p. 51).  While more people have 

been receptive to the idea of purchasing products online, many e-commerce Web sites 

are still having problems converting “clicks” into actual “buys.”  Despite the growing 

popularity of online shopping, when compared to the traditional form of shopping in a 

physical environment, e-commerce still has a long way to go in terms of catching up 

with retail sales.   
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Figure 2.2 – E-Commerce and Total Retail Sales (2000-2006) 

    

Figure 2.3 – E-Commerce as Percent of Total Retail Sales 

 

Source: Created by author based on data from the U.S. Census Bureau1 

                                                                                                                                                                                                                                                                                                             

1 The data is from the U.S. Census Bureau’s new section “Measuring the Electronic Economy.”  
The Census Bureau’s e-commerce “measures report the value of goods and services sold online whether 
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Based on the “E-commerce Retail Sales: 2000-2006” graph above (See Figure 

2.2), while E-commerce sales continue to increase, they still remain a small percent of 

total retail sales.   In 2000, e-commerce sales were only 0.93% of total retail sales.  In 

2001, e-commerce sales increased to 1.1% of total retail sales.  Despite the fact that e-

commerce sales still remains a small portion of total retail sales, each year, the 

percentage of e-commerce sales as part of total retail sales continues to increase.  In 

2002 it was 1.45%, in 2003 it was 1.75%, in 2004 it was 2%, in 2005 it was 2.33% and 

in 2006 it was 2.78%.  Based on such a trend, e-commerce sales will become an 

increasingly larger part of total retail sales in the coming years (See Figure 2.3). 

 

 

 

 

 

 

                                                                                                                                        

over open networks such as the Internet, or over proprietary networks running systems such as 
Electronic Data Interchange (EDI)” (U.S. Census Bureau). 
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Figure 2.4 – E-Commerce Sales: Average Rate of Growth 

 

Source: Created by author based on data from the U.S. Census Bureau 

 

In 2000, e-commerce sales were only 27,765 (millions) (Refer to 

Methodological Appendix for numbers).  The following year, in 2001, e-commerce 

sales grew 19%, up to 34,517 (millions).  Referring to Figure 2.4 above, the largest 

increase in the rate of growth was from 2001 – 2002: From 19%, the average growth 

rate of e-commerce sales quickly spiked to 23% the following year in 2002.  However, 

since the large increase of 23% from 2001 – 2002, the average rate of growth for e-

commerce sales have been decreasing slowly.  From 2002 - 2003 the average rate of 

growth decreased to 20.5%, from 2003-2004 it decreased to 20.1%, from 2004 – 2005 
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it decreased to 19.4%, and from 2005 – 2006 it decreased to 19%.  The average rate of 

growth from 2000-2006 is 20.3%.     

 

Figure 2.5 – E-Commerce Retail Sales: Projections 2007-2015 

 

Source: Graphs created by author based on data from the U.S. Census Bureau 

 

Based on Figure 2.5 “E-Commerce Retail Sales: Projections 2007-2015” above, 

e-commerce sales are expected to experience stable growth for at least another half a 

decade.  Using real data provided by the U.S. census, the projection of e-commerce 

sales from 2007-2015 was made based on the average rate of growth (20.3%) from 
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2000-20062.  Based on the calculations, e-commerce sales are projected to reach 

227,997 millions by 2010 and 575,321 millions by 2015.   

 

The Changing E-commerce Environment 
The rise of e-commerce is often touted as a revolutionary process that has 

redefined the shopping experience.  Unlike the brick-and-mortar stores, shopping 

online empowers both consumers and companies at the same time because the business 

transaction itself is able to transcend time and geographic constraints.  In the world of 

e-commerce, anyone who has access to the Internet is a potential customer.  

Furthermore, e-commerce Web sites never close; therefore, customers can shop 

whenever they want to.  With such a large customer base only a few mouse clicks 

away, it is no surprise that companies are placing an increasing emphasis on learning 

the needs and wants of their e-customers.      

In the early days of e-commerce, the primary focus was placed upon the seller, 

as the seller had the power to tailor the Web site according to the products they wanted 

to sell.  However, as e-commerce further developed, new technologies began to 

empower buyers.  Alan Nauman, CEO of Calico Commerce, Inc., reiterates this point 

by saying, “one of the most dramatic changes the Internet has to date affected is the 

                                                                                                                                                                                                                                                                                                             

2 For actual calculations, please refer to the methodological appendix.  
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transfer of power to buyers, in the form of information, choices, and value” (Nauman 

in Levy).   

While a company’s primary goals are to increase the number of sales and their 

growth profit margins, in order to accomplish these goals, the company must innovate.    

The success of a company rests upon whether or not it is able to create a personalized 

experience for the buyer through “customizing products, promotions, and pricing to 

meet the unique needs of each individual customer” (Levy).  Interactive e-commerce 

models are the primary driver for this new approach to customize and personalize the 

shopping process for the e-shopper.  

 

The New E-consumer 
Within the past decade, the world’s continuing evolution into a customer-driven 

society has become increasingly apparent, in all spheres of life.  For example, 

restaurants are no longer simply evaluated by their customers based on the taste and 

quality of the food, but also on the ambience of the restaurant and the feeling and 

atmosphere that are conveyed throughout the meal.  Online shopping is no different, as 

e-shoppers are almost demanding that companies ensure that their shopping experience 

online emulates all the positive points of shopping in a physical store, minus all the 

negative points, such as long waits in line and finding a parking spot.   
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Christiansen (2003) asserts the importance of following the changing demands 

of the consumers by saying that “companies with investment patterns that don’t satisfy 

their customers and investors don’t survive” (Christiansen xxiii).  As information is 

becoming increasingly accessible, old ways of doing things are changing because the 

customer is becoming more knowledgeable.  Consumers today are more in control of 

the shopping process than they ever have been before.  New technological features and 

innovations, such as the Internet are able to empower individuals with the ability to 

facilitate the consumption process by identifying their needs, searching for their 

solutions, getting their questions answered, and resolving their problems (Windham 

and Orton, 2000, p. 2).  Windham and Orton (2000) argue that in today’s world, these 

new technological innovations have transformed people into “new consumers.”  New 

technological innovations empower individuals with the ability to become more active 

players in the online shopping process rather than passive players.  The “new 

consumer” has higher expectations, and demands more from the companies because 

they are more knowledgeable and are given more choices.   

Mitchell Levy (2000) discusses in “E-Volve-or-Die.com,” how there is 

currently an “e-evolution” taking place in the e-market-place.  In this evolution, the e-

commerce marketplace is becoming increasingly “customer-centric.”  Given the 

growing power of the consumers, companies allocate more money to study the wants 



 

  23  

and needs of their customers, motivations behind their purchasing decisions, why some 

customers abandon their e-shopping carts, and how to convert these potential sales into 

actual sales.   

With the increasing demands and expectations of the new generation of online 

shoppers, companies that want to survive in the e-marketplace must be willing to think 

of new ways to personalize the online shopping experience for their customers.  There 

are two aspects of how interactive Web features on e-commerce Web sites can enhance 

the level of personal touch offered to customers: personalization and mass 

customization.  Levy (2001) defines personalization as the act of individualizing the 

marketing process, content, and programs for each specific customer, based on the 

customer’s interests and past purchases indicated on his/her online profile (172).  

Product customization, on the other hand, can be defined as the process by which 

companies allow customers to tailor the products they intend to purchase based on their 

specific needs.   

 

Shopping Orientations: Hedonic versus Utilitarian 
Literature within the realm of consumer research suggests a wide array of 

motives for people to shop online.  Traditionally, in the field of consumer behavior, 

researchers have studied shopping value based on the “information processing model,” 
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which assumes that the consumer is a rational thinker who approaches purchasing 

decisions from the perspective of a problem solver.  Consumer behavior researchers 

have primarily studied e-commerce Web features from the perspective of how 

purchasing online can be used to reduce cost and save time.  Many studies have been 

conducted to explore the role of online purchasing in fostering convenience for the 

burgeoning number of e-shoppers in the cyberworld.   

Expanding beyond the information processing model, during the 1950s and 

1960s, there was a growing discussion about the hedonic aspect of shopping and the 

symbolic aspect of products (Hirschman, 92).  People purchase products not always 

because of their utility, but what they represent, and how these products make them 

feel.  Hirschman and Holbrook (1982) define hedonic consumption as “the facets of 

consumer behavior that relate to the multi-sensory3, fantasy, and emotive aspects of 

one’s experience with products.”  Contrary to the “information processing model,” 

from the hedonic perspective, consumers are viewed as seekers of “fun, fantasy, 

arousal, sensory stimulations, and enjoyment” (Childers, 2000, p.513).  Based on prior 

research, Babin (1994) states that hedonic shopping comprises “pure enjoyment, 

excitement, captivation, escapism, and spontaneity,” while utilitarian shopping consists 

                                                                                                                                                                                                                                                                                                             

3 Hirschman and Holbrook (1982) define multi-sensory as “the receipt of tastes, sounds, scents, tactile 
impressions and visual images.” 
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of “expressions of accomplishment and/or disappointment over ability (inability) to 

complete the shopping task” (654).   

Building upon Hirschman and Holbrook’s definition of hedonic shopping, 

Babin attempts to differentiate between the hedonic and utilitarian shopping 

orientations.  Within the context of Babin’s research study, the primary difference 

between the two approaches is that the utilitarian shopping perspective “reflects the 

distinction between performing an act to get something as opposed to doing it because 

you love it” (645).   

Given the growing emphasis on the experiential aspect4
 of shopping, Babin 

(1994) understands the need to create a new two-dimensional personal shopping value 

scale that incorporates the hedonic, as well as the utilitarian aspects of shopping.  One 

of the strengths of Babin’s scale is that he recognizes the fact that not all consumer 

behavior is “directed towards satisfying some functional, physical, or economic need” 

(Babin, 653).  Babin (1994) also indicates that there is a strong positive correlation (ø 

=0.56, p < 0.001) between experiential shopping motivations and the amount of 

hedonic value experienced during the shopping trip (650).  For some people, the 

                                                                                                                                                                                                                                                                                                             

4 The experiential perspective is “phenomenological in spirit and regards consumption as a primarily 
subjective state of consciousness with a variety of symbolic meanings, hedonic responses, and esthetic 
criteria” (Holbrook and Hirschman, 132).  
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shopping experience itself is satisfying, while others may evaluate their shopping trip 

on the basis of whether they found what they were looking for.   

All in all, although more work is needed to create a more robust scale that 

incorporates both the hedonic and utilitarian shopping values, Babin’s scale is a 

tremendous milestone within the realm of consumer studies.  The development of such 

a scale shows that there is growing acceptance of the need to incorporate the 

experiential aspect of shopping to measure the “complete shopping experience” 

(Babin, 654).  The current study builds upon Babin’s hedonic and utilitarian shopping 

values, and also aims to incorporate other shopping values, such as convenience, time-

saving, and money-saving.   

Based on prior research, as suggested by Donthu and Garcia, Internet shoppers 

are more likely to be convenience seekers than Internet non-shoppers (Alreck and 

Settle, 2002, 24).  Alreck and Settle, two other e-commerce researchers, have spent 

time studying the relationship between convenience and online purchasing.  Alreck and 

Settle’s (2002) primary aim was to explore the relationship between consumer activity 

level and time pressure, and how it influences a person’s perceptions and practice 

within the realm of online purchasing.   

One of the criticisms of Alreck and Settle’s approach is that it predominantly 

examines the consumer from the utilitarian perspective (Hirschman and Holbrook).  
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For example, Alreck and Settle (2002) indicate that, “Interactive or direct shopping 

models are often cited as attractive because they are thought to save the buyer’s time.”  

Therefore, while Alreck and Settle are able to provide a compelling discussion of how 

interactive Web features can enhance convenience, their argument fails to account for 

other possibilities that could explain why interactive shopping modes are appealing to 

e-shoppers.   

When the hedonic shopper is shopping online, s/he may not have a particular 

object in mind that s/he wants to purchase.  Hedonic shoppers simply enjoy the 

experience of shopping online, browsing and researching their products even if they 

have no intention of purchasing the products.  These hedonic shoppers may derive 

satisfaction solely from browsing through online catalogues and clicking through the 

different features that e-commerce sites have to offer.   

According to Wolfinbarger (2000), many people like browsing for products 

online to find ideas and to avoid crowds.  He also suggests that there are two types of 

searches: goal-directed and experiential.  The goal-directed search is characterized by 

accessibility/convenience, selection, information availability, and commitment to a 

goal, not based on the overall experience.  On the other hand, the experiential search 

places more of an emphasis on the ambiance of the shopping environment, positive 

surprise and sociality, and commitment to the experience as equally important or more 
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important than the goal (Wolfinbarger, 2000, p. 17).  Wolfinbarger (2000) also claims 

that these two types of searches differ in terms of the desired outcome.  The outcome 

desired for experiential search is fun, whereas the outcome desired for goal directed 

search is freedom and control.   

From the hedonic consumption perspective, products “are viewed not as 

objective entities but rather as subjective symbols” (Hirschman and Holbrook).  

Therefore, an e-commerce Web site can be regarded as a “subjective symbol” open to 

interpretation.  Therefore, companies should learn to implement interactive e-

commerce models that enable shoppers to customize their products and focus on 

adding interactive Web features that instill a sense of personal touch.   

As Alreck and Settle (2002) argue, the ‘one size fits all’ approach to Web site 

creation will not “enhance the facility and speed of online shopping.” According to 

Nardi, a good Web site should be transparent, meaning that it provides “a good user 

interface – one that is supportive and unobtrusive, but which the user needs to pay little 

if any attention to.”  Tailoring Web sites to the “individual conditions, needs and 

preferences of each visitor” will perhaps reduce time and effort, facilitating higher 

efficiency in the transaction (Alreck and Settle, 2002).  

E-commerce Web sites with interactive e-shopping features also make the e-

shopper feel more in touch with the Web site, instilling a sense of personal touch 
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which non-interactive Web sites lack.  Therefore, building on these prior theories on 

interactive Web features, the purpose of my study is to explore the role in which these 

interactive features play in instilling a sense of personal touch and whether a person’s 

shopping orientation plays a role in shaping his/her attitude towards embracing 

interactive Web features on e-commerce Web sites.   

 

Establishing Brand Loyalty 
 
“Branding is not only about ubiquity, visibility, and functions; it is about bonding 
emotionally with people in their daily life.  Only when a product or a service kindles an 
emotional dialogue with the consumer, can this product or service qualify to be a 
brand” Joel Desgrippes, d/g* worldwide (Gobé xiii).  

 

No surprises and no doubts: At its core, brand loyalty is based on the belief that 

consumers can develop a habit of purchasing the same brands over and over again. Out 

of habit, consumers may reach for a specific brand without even thinking about their 

purchase.  The reason is that people like knowing what to expect from their purchases. 

Whether brand loyalty reflects a consumer’s conscious or unconscious decision, 

expressed through intention or behavior, it causes the consumer to repeatedly purchase 

the same brand.   

Consumer purchasing behavior is habitual because people like to be reassured 

that their Nokia cell phone that they just purchased will not break after two weeks and 



 

  30  

that their Banana Republic cardigan will not shrink after one cycle in the washing 

machine.  Thus, even though many other clothing brands sell cardigans, a person may 

choose to buy the same Banana Republic cardigan in three different colors because 

s/he not only knows that it will fit well, but also feels reassured about their quality.  

Therefore, the image and reputation of a company is undoubtedly a valuable strategic 

asset because once a company has gained the trust of a customer, the customer will be 

more likely to continue purchasing that brand.  As a result, customer loyalty is one of 

the most priceless intangible assets of a company. 

 In “The theory of reasoned action applied to brand loyalty,” Choong Lyong Ha 

explores the relationships among cognitive response, subjective norm, and purchase 

behavior in predicting brand loyalty.  Ha (1998) notes that the majority of the studies 

done in this field had primarily focused on the behavioral aspect of brand loyalty 

without taking into account the cognitive aspect of brand loyalty.  Grounded in the 

theory of reasoned action5, Ha builds upon previous studies of brand loyalty and 

purchasing behavior by incorporating the situational factors, cognitive aspects and 

behavioral aspects of brand loyalty to explain repeated purchasing behavior.  

                                                                                                                                                                                                                                                                                                             

5 Under the theory of reasoned action, there are two predictors of whether or not the actual behavior will 
be performed: attitude towards the behavior and subjective norms.  Based on this model, unit brand 
loyalty is comprised of three aspects: attitude towards purchase behavior, subjective norms, and actual 
purchase behavior. According to Ha (1998), attitude towards purchase behavior and subjective norms 
are cognitive aspects of brand loyalty while actual purchase behavior represents the behavioral aspect of 
brand loyalty. Each of these elements forces a consumer to be either “loyal” or “disloyal”. 
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As Ha says, “cognitive aspects of brand loyalty make it possible to predict what 

purchase behavior would be followed by a certain cognitive response.”  The same can 

be applied to consumer behavior in the digital environment.  In the realm of e-

commerce, “Web site loyalty” is the same as brand loyalty; consumers will repurchase 

from the same Web site.  However, consumers must trust the Web site before they are 

willing to use it to purchase something.  In a sense, a company’s brand is symbolic of 

its trust and loyalty.   

The importance of studying consumer purchasing behavior and user interface 

design extends beyond the realm of consumer behavior.  It also has many implications 

for brand loyalty.  When e-commerce first emerged, much of the focus was placed on 

how to acquire new customers.  Now, companies are spending an equal amount of 

effort figuring out how to retain the customers that they have brought in.  Results of a 

survey conducted by JupiterResearch in April 2006 (n=1,058), indicate that a poorly 

designed user-interface will eventually lead to “shopper dissatisfaction and site 

abandonment” (JupiterResearch).   

Every shopping transaction, regardless of whether it is an offline or online 

scenario, involves interaction between the consumer and the company.  Pooler (2003) 

labels these relationships between the consumer and the company and between the 

consumer and the store employees as “the subtle element of goodwill” that is inherent 
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in all shopping experiences.  While these relationships are perhaps regarded to be the 

most intangible aspect of the shopping experience, if a company does not invest in 

cultivating and maintaining such relationships, it is likely that customers will not 

return.  

In the world of e-commerce, a company’s e-commerce Web site is reflective of 

its brand image.  JupiterResearch reiterates this point by stating that the consequences 

of a company with an underperforming Web site are immense, and consequences 

include “diminished goodwill, negative brand perception” which eventually leads to 

the overall decreased number of sales (JupiterResearch).   

In the symbolic sense, a company’s e-commerce Web site can be regarded as a 

digital portal to the company’s actual physical store.  For example, many interactive 

Web features that companies implement are used to engage the customer, so that later 

on, when s/he is shopping for this product, that particular brand will be the first one to 

pop up in his/her mind.  Linstrom (2005) asserts that a consumer’s perception of a 

particular brand is vital because branding is established through emotional ties between 

the brand and the customer.  Interactive e-commerce features can enhance these 

emotional ties between the brand and the customer by stimulating the customer’s 

imagination and through such an interactive experience, through which the customer 

feels more connected to the brand itself.     



 

  33  

Lee and Hong’s study (2004) on how attitude affects consumer brand choice 

indicate that an online shopper’s attitude towards an e-commerce Web site is 

considered to be a good predictor of consumer brand choice (18).  Windham and Orton 

(2000) also claim that consumers in the e-commerce world today are more unforgiving, 

and that once an e-shopper has been disappointed by an e-commerce Web site, “it is 

very difficult and costly to entice them to return” (48).  In addition, e-shoppers are 

eager to spread the news when they have been disappointed by an ineffective or poorly 

designed e-commerce Web site.  Therefore, the company not only loses one customer 

but also prevents them from gaining new potential customers.  Since “word-of-mouth” 

can be broadcasted and spread across cyberspace easily, the impact of losing potential 

customers is not only tremendous, but also extremely fast.   

In the digital sphere it is important for the company to gain the customers’ trust 

because customers cannot physically see whom they are purchasing from.  In order to 

purchase goods via the Internet, the consumer has to reveal various forms of personal 

information, such as credit card information, phone number, mailing address, email 

address, etc.  If the customer did not trust the company, s/he would not feel 

comfortable revealing his/her personal information to carry out the purchase.  On the 

other hand, if the customer finds a trustworthy e-commerce site that offers products at 
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a reasonable price and delivers within the expected timeframe, s/he will be more likely 

to visit the same site again.   

 

Creating a “Webmosphere” and the Concept of Flow 
When compared to online shopping Web sites, companies can come up with a 

lot more ways to enhance the physical environment of their “brick and mortar”’ store.   

For example, they can train and hire more salespeople to ensure that their customers 

are always greeted and served properly, give out samples and special trial offers, and 

invest in better interior design.  While all these actions differ in nature, they all serve 

the same purpose: to attract new customers and retain returning customers by creating 

an enjoyable shopping experience that they will remember.     

Since stores can improve and enhance their physical environments to provide a 

more positive shopping experience to their customers, what are the implications for the 

world of online shopping?  Similar to brick and mortar stores, e-commerce Web sites 

can enhance a consumer’s shopping experience by creating a richer shopping 

environment through interactive interfaces.  According to Childers’s (2001) study, the 

“effective design of interactive retail shopping environments” is vital to the “creation 

of the online shopping Webmosphere” (1).  
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As Holbrook (1986) argues, “shopping value is subjective, characterized by 

consumers’ interactions with an environment, and indicated by both the event’s 

usefulness and an appreciation of its activities” (Holbrook, as cited in Babin, 1994, p. 

654).  Csikszentmihalyi, a flow theorist, discovered that people find the greatest joy in 

what they are doing not when they are idly passive, but when they are engaged in an 

activity where they are “unselfconsciously absorbed in a mindful challenge” (Myers, 

2004).  

Companies create positive shopping ‘Webmospheres’ in hopes that people will 

enter a “flow” state of mind while they are shopping online.  This “flow” state of mind 

is a psychological state of mind in which people feel as though they are completely 

absorbed and involved with the activity in which they are engaging.  Csikszentmihalyi, 

argues that “the intense absorption feels the same, whether found in work or play, love 

or duty” (Csikszentmihalyi, as cited in Keyes, 2003, p. 91).  When people are in the 

“flow” state, they become so absorbed in the activity that they lose track of time.   

Extending on Csikszentmihalyi’s flow theory, Hoffman and Novak (1996) 

apply the core aspects of the flow concept to Internet navigation and browsing patterns.  

Within the context of Internet navigation, Hoffman and Novak (1996) characterized 

flow as: 
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1.) A seamless sequence of responses facilitated by machine 

interactivity. 

2.) Intrinsically enjoyable. 

3.) Accompanied by a loss of self-consciousness. 

4.) Self-reinforcing. 

Based on these characteristics, Hoffman and Novak (1996) coined the term “machine 

interactivity” as the platform where such an exchange occurs between the visitor and 

the computer-mediated environment.  When Hoffman and Novak’s extension of flow 

theory is applied to shopping online, it can perhaps explain why people are able to 

shop for hours at a time, losing track of time, and still continues even though they are 

physically tired.  Furthermore, Csikszentmihalyi (1977) indicate that such ‘optimal 

experiences’ occur when there is a match between how challenging the tasks are and 

the person’s skill level.   

Therefore, the current study incorporates the variable “I am more likely to 

purchase something from a site that captures my attention,” and two variables that 

measure the degree to which a respondent feels like s/he is comfortable using the 

Internet as a means to carry out shopping transactions, and the extent to which s/he 

regards him/herself as an experienced user.  The ultimate aim of an e-commerce Web 

site is to evoke these “flow” like sensations, where the online shopper will be clicking 
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from one link to another, and shopping for hours at a time, thus increasing the 

likelihood for potential sales.     

Just as people are more likely to spend more time in a store that is more 

organized and aesthetically pleasing, the same is true in a cyber-shopper’s world.  For 

the shopper who is just browsing around, the longer s/he stays on the Web site, the 

higher the chance that s/he is going to purchase something.  Therefore, to satisfy the 

ever-changing tastes and shopping trends of the “new consumer,” companies that 

would like to conduct business online must not focus solely on the structure and 

organization of the Web site, but also ensure that the Web site is aesthetically pleasing 

and can absorb the consumer to facilitate a state of flow.  However, in order to 

facilitate this sense of flow, structure and organization are equally important because 

consumers must be able to easily operate the Web site.  If the Web site is not user-

friendly, it will disrupt the state of flow, regardless of how attractive it is.  After all, 

what good is an aesthetically pleasing Web site if it is cumbersome to navigate?  

Hence, instead of crowding the Web site with animations, banners, flashy 

colors, and catchy phrases, companies have increasingly turned to creating powerful 

interactive features targeted towards specific functions, such as product customization 

and enhancing customer service via the Internet. 



 

  38  

 

Consumer Emotions and the Shopping Experience 
People do not all respond in the same way to products marketed to them.  

Sometimes the same individual can have a different reaction to each experience 

depending upon the mood s/he is in.  For example, even if a consumer already has the 

intention to purchase a particular product, if s/he visits a store and has a bad encounter 

with a store employee, s/he may end up in a bad mood, unwilling to purchase the 

product that s/he had initially planned on buying.  Shoppers who are involved in the 

shopping process pay more attention to the quality of the overall shopping experience. 

Swinyard (1993) proposes that a consumer’s mood and involvement level and the 

quality of his/her shopping experience can have an effect on his/her shopping 

intentions.  

Furthermore, results from Swinyard (1993)’s research also indicate that when 

consumers become involved, they are more likely to have a stronger reaction to both 

positive and negative shopping experiences.  Therefore, it is important for companies 

to engage their customers in a way that will keep them involved in the shopping 

process.  However, with this in mind, companies must also figure out how to ensure 

that this interaction fosters a more positive attitude towards this involvement among 

the customers.   Since involved customers have stronger reactions; “interactions with 

customers carry both great potential and great hazards” (278).   
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Swinyard (1993) continues to stress the importance of keeping customers in a 

good mood because he sees mood as a variable that can both influence a consumer’s 

shopping experience and also be influenced by the shopping experience.  Therefore, 

exploring various interactive web-features and identifying those web-features that are 

able to positively engage customers, a company can design the most effective user-

interface to increase target sales. 

From a positive viewpoint, conducting business transactions online can be a 

very powerful tool because the shopping process is purely in the hands of the 

consumer.  Consequently, the most effective e-commerce Web site is not one that 

bombards the consumers with many interactive Web features to keep them involved.  

Instead, the most effective e-commerce website delivers optimal customer experience 

by focusing on giving the customers choices, such as recreational interactive features 

for customers who are in the mood for fun and engagement, and more functional 

interactive features for customers who are looking for a more customized and 

individualized shopping experience.  By giving customers more choices, companies 

are putting customers in charge of their own shopping experience.     
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Dynamics of Interactive E-commerce Models: The Importance of 
Seeing, Touching, and Feeling.   

Most of the prior research studies have been conducted to explore the various 

factors that determine whether or not people choose to purchase products online and 

their frequency of using the Internet as a medium for shopping.  There has been some 

research done on whether or not interactive Web features facilitate the efficiency of 

transactions, as well as whether or not they enhance the overall look and feel of the 

Web site.  However, limited research has been conducted to explore the role of 

interactive Web features in evoking customer emotions among different types of 

shoppers, and how these shoppers respond to these increasingly sophisticated 

interactive e-commerce models. 

Although it varies in degree, almost all consumers possess a certain amount of 

skepticism towards purchasing a product that they cannot see, touch, or feel.  

According to Orton and Windham (2000), “by giving consumers more extensive 

information and richer visual experiences, some of the “tactile” barriers can be 

overcome (142).  Gerald L. Lohse, the research director of the Wharton Forum on 

Electronic Commerce, indicates “now more than ever, the success of online stores 

depends upon how well consumers interact with the computer interface of the store” 

(27).    



 

  41  

Studying the relationship between e-shoppers’ shopping orientation and their 

usage of interactive Web features is important because it allows the company to create 

marketing strategies accordingly.  According to Butler and Peppard (1998), 

understanding consumer behavior is crucial because if cyber-marketers are able to 

familiarize themselves with the way consumers think prior to purchasing, then they can 

develop marketing strategies that reflect the consumer purchasing decision process.  

Other e-commerce consumer behavior theorists have also asked the question: 

what factors do consumers take into consideration to assess the quality of a particular 

e-commerce Web site?  Lociano (2000) used WebQual to explore the various 

dimensions behind Web site quality.  Building upon Lociano (2000)’s study, Kim and 

Stoel (2003), performed an exploratory and confirmatory factor analyses and reduced 

Lociano’s proposed dimensions of Web site quality into six factors:  Web appearance, 

entertainment, informational fit-to-task, transaction capability, response time, and trust.  

For the purpose of the current research study on online shopping attitudes and 

interactive Web features, the two factors of interest are Web appearance and 

entertainment, since interactive Web features influence both the appearance of a Web 

site and enhance its entertainment value.   

For the purpose of the current study, the following interactive Web features will 

be explored: real-time chatroom with a customer representative, interactive catalogs, 
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product customization tools, and media such as online games/videos.  All these 

features are geared toward enriching the shopping experience on a particular e-

commerce Web site.  Enhancing a customer’s shopping experience is vital because, as 

Wolfinbarger and Gilly (2001) claim, in the realm of e-commerce the primary 

relationship is between the consumer and the mediated environment which in this case 

is the e-commerce Web site, rather than between the buyer and seller.   

In the early development of e-commerce, research theorists, Malone and Yates 

(1987) performed a large amount of research on electronic markets, studying what 

makes a product “more likely to be a success if sold online.” Malone and Yates (1987) 

claim that the complexity of the product plays an important role in determining which 

coordination structure (electronic hierarchies or electronic markets) are more favorable 

(Malone and Yates, 1987, 486).  Products that do not have complex product 

descriptions are ideal for electronic markets because service providers do not need to 

explain the product in great detail to the customer.   

Interactive Web features that are used for product customization purposes are 

particularly useful for “high involvement products.”  High involvement products often 

require the shopper to see, touch, and feel the actual product prior to purchasing.  High 

involvement products are characterized as goods that are relatively expensive, bought 

infrequently, risky, and highly self-expressive (Windham and Orton, 2000, 143).  As 
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Windham and Orton (2000) claim, “some products require physical examination before 

they can be bought” (141).  They concluded that apparel, food, jewelry, and furniture 

were among the top product types that consumers “said they cannot imagine buying” 

online (141).  Products that are hard to purchase online are products where a simple 

image and product description are an inadequate representation of the actual product 

and are simply inadequate to convince the e-shopper that the product is worth buying.  

For example, a simple front-shot image would not be enough for a three-dimensional 

product.   

E-vendors have to think of a more innovative way to create a richer shopping 

experience in which the customer can “try out” high-involvement products, and this is 

where interactive Web features come into play.  Therefore, based on Windham and 

Orton (2000)’s observation, for the purpose of the current study, three different 

interactive e-commerce models were chosen to exemplify e-vendors that are selling 

food, furniture, and apparel online through an interactive interface that allows for 

specific product customization.  Interactive online menus, interactive online room 

planning sites, and three dimensional models are useful for products with more 

complex product descriptions.  Windham and Orton (2000) claim that apparel and 

furniture rank among the top few products that e-shoppers consider hard to purchase 
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via the Internet because there is a risk that the product “will not fit the target 

application, i.e., the living room or the human body” (143). 

 

Hypothesized Model of Online Shopping Perspectives 
Jim Pooler, in “Why We Shop,” uses the analogy of the “caveman shopper” to 

explain the various shopping perspectives.  There are two types of shoppers, the 

“shopper-hunter” and the “shopper-gatherer” (102).  Like a hunter who already has a 

particular type of prey s/he has in mind, the “shopper-hunter” tends to be more specific 

in the items s/he is looking to purchase.  Pooler claims that “shopper-hunters” “will 

quickly forgo a cart and will tend to shop with more precision, looking quickly for just 

the item they want, and moving on rapidly to another shopping venue” (102).   

In addition, due to the fact that these shoppers already have a specific type of 

product they are looking for, more time, effort, and inconvenience are needed to search 

for that particular product.  On the other hand, the “shopper-gatherer” does not have a 

specific product s/he intends to purchase, or even if s/he does, there is no ideal type or 

mold s/he is specifically looking for.  People purchase things according to what they 

see or encounter during the shopping process.  Using Pooler’s analogy of the ‘shopper-

hunter’ and the ‘shopper-gatherer’ as a foundation, the analysis of online shopping 

perspectives in the current study is based on a typology of e-shoppers that incorporates 
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several additional sub-categories of shoppers into Pooler’s two categories (See Figure 

2.6).  Pooler’s “shopper hunter” is similar to the Utilitarian and Money-Saver shoppers, 

whereas the “shopper-gatherer” is more like the two types of hedonic shoppers, 

“Experiential” and “Enjoy browsing.”   

Figure 2.6 - Typology of Online Shoppers6 

Shopper-Hunter Shopper-Gatherer 

Utilitarian 

 I shop online because it is more 
convenient than going to the 
actual store. 

 I shop online to save time. 
 I value efficiency the most. 
 I shop online because I enjoy the 

process of shopping online. 
 

Hedonic-Experiential 

 The longer I stay at a Web site, 
the more likely I am to buy 
something. 

 I am more likely to purchase 
something from a site that 
captures my attention. 

Money-Saving 

 I shop online to save money.  
 Special e-Discounts, online rates, 

and e-coupons are the primary 
reasons I shop online. 

Hedonic-Enjoy Browsing 

 I often browse through e-
commerce Web sites with no 
specific intention to purchase 
anything. 

 I generally enjoy the process of 
shopping, regardless of whether I 
purchase something. 

 Usually when I shop online, I have 
no specific product I want to 
purchase.  

                                                                                                                                                                                                                                                                                                             

6 In the ‘Typology of E-shoppers,’ the two broader categories “Shopper-Hunter” and the “Shopper-
Gatherer” is based on Jim Pooler’s analogy of caveman shoppers in Why We Shop.  The four sub-
categories incorporated under the two broader categories: “Utilitarian”, “Hedonic: Experiential”, 
“Hedonic: Enjoy Browsing”, and “Money-Saving” are newly constructed categories designed for the 
purpose of the current research study.   
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 The quality of my overall shopping 
experience does not depend on 
whether I find what I am looking 
for. 
 

  

The analysis of prior research studies indicated that consumers today are 

demanding and expecting a richer shopping environment.  These reviews depict the 

apparent usefulness of exploring interactive Web features on e-commerce Web sites as 

a means to craft a more experiential shopping experience for online shoppers.   

Thus, the current research study aims to explore the following: 

• What types of shopper enjoys shopping online? 

• Which interactive Web features are more appealing to consumers? 

• Do online shopping perspectives affect a person’s overall attitude 

about interactive Web features on e-commerce Web sites? 

• Does the frequency of online shopping influence whether a person 

enjoys shopping online? 

• Does the frequency of online shopping affect a person’s overall 

attitude about interactive Web features? 

• Does Internet skill level and comfort with using the Internet as a 

means to conduct shopping transactions affect whether a person enjoys 

shopping online?   
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• Does Internet skill level and comfort with using the Internet as a 

means to conduct shopping transactions affect a person’s overall 

attitude on interactive Web features?   

 

Based upon the hypothesized model of online shopping perspectives and the 

objectives of the current study, the hypotheses can be organized in several parts.   

 

‘I Like Shopping Online’ 

H1:  Online shoppers with a “Utilitarian” and “Money-Saving”  shopping perspective 

tend to enjoy shopping online more than shoppers with a “Hedonic: Experiential” and 

“Hedonic: Enjoy Browsing” shopping perspective. 

 

H2:  People who are more experienced with the Internet and feel more comfortable 

using it as a means to carry out transactions tend to enjoy shopping online more than 

people who are less experienced with the Internet and who feel less comfortable using 

it to carry out transactions. 

 

H3:  People who are younger tend to enjoy shopping online more than older people. 
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H4:  People who purchase things more frequently online tend to enjoy shopping online 

more than people who purchase things less frequently online. 

 

‘Overall Attitude about Interactive Web features’ 

H1: There is a significant association between a shopper’s online shopping perspective 

and his/her overall attitude toward interactive Web features on e-commerce Web sites. 

 

H1a: The correlation between the hedonic (experiential) shopping perspective and a 

person’s overall attitude about interactive Web features on e-commerce Web sites is positive. 

 

H1b: The correlation between the utilitarian shopping perspective and a person’s 

overall attitude about interactive Web features on e-commerce Web sites is negative. 

 

H1c: The correlation between the hedonic (enjoy browsing) perspective and a person’s 

overall attitude about interactive Web features on e-commerce Web sites is positive. 

 

H1d: The correlation between the money-saving shopping perspective and a person’s 

overall attitude about interactive Web features on e-commerce Web sites is negative. 
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H2: Online shoppers with a “Hedonic: Experiential” shopping perspective tend to have 

a more positive attitude about interactive Web features overall and prefer interactive 

Web sites to non-interactive Web sites than shoppers other shopping perspectives.   

 

H3:  People who are younger tend to hold a more favorable view towards interactive 

Web features on e-commerce Web sites than older people. 

 

H4:  People who are more experienced with the Internet and feel more comfortable 

using the Internet as a means to carry out transactions tend to hold a more favorable 

view towards interactive Web features on e-commerce Web sites than people who are 

less experienced with the Internet and feel less comfortable using the Internet to carry 

out transactions. 

Past theories and research studies have provided the current study with a 

foundation for further analysis.  While prior literature can serve as a basis, the review 

of past studies also raised various questions.  Therefore, my hypotheses and objectives 

stem from the review of prior literature.  In order to test the hypotheses, a quantitative 

statistical analysis will be conducted.  In Chapter III: Methodology, this paper further 

explains the methodology of the current study. 
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Chapter 3.  Methodology 

 

About the Survey 
 

A Web survey was designed and administered over a four week period to 

obtain results for the current study on a consumer’s online shopping perspective and 

overall attitude on interactive Web features on e-commerce Web sites.  The survey 

received 675 clicks on the “I agree to participate in this study”, and among the 675 

people, 638 of them chose to complete the survey.  Among the 638 people, 563 people 

completed the entire survey.  Based on these statistics controlled and monitored by 

http://www.surveymonkey.com, the overall completion rate of the survey is 88%.  

Therefore, this dataset not only has a large sample size (n = 638), but the completion 

rate is also considered to be fairly high.  
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Figure 3.1 – Online Survey Flowchart 

 

The Web survey consists entirely of forty-four close-ended questions for 

quantitative analysis.  The first two questions are designed to assess the respondent’s 

experience with the Internet and the degree to which they are comfortable with using it 

as a means to perform shopping transactions.  Following those two pre-questions are 

twelve questions designed to explore the respondents’ online shopping values.  These 

questions are designed based upon prior research and a literature review on various 
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shopping motivations and perspectives.  The various online shopping values will later 

be used as my independent variables to represent underlying dimensions behind a 

consumer’s shopping process.  All of these items from this section are ranked on a 

seven-item Likert scale.   

After the online shopping orientation questions there is a section concerning 

whether or not the respondent has encountered particular interactive features before.  In 

this section, respondents will see a screenshot of a particular interactive feature, and 

they will be asked to “select all that apply” among a list of opinions on the interactive 

Web features.  After the section on whether or not the respondents have encountered 

such interactive features and their opinion on such features, there is a section on the 

respondents’ overall attitude towards interactive features.  These questions will later be 

used as my dependent variable: overall attitude towards interactive Web features and 

general preference for interactive e-commerce Web sites.  Finally, there is a set of 

questions on demographics which will be used as a special set of independent variables 

called control variables.         

Table 3.1 – Web Survey Schedule 

Web Survey Schedule 
End of January 2007 Survey creation/design 
February 1-9, 2007 Final revisions/Survey test-run 
February 10-28, 2007 Survey launched to gather results 
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The final version of the Web-survey was launched on the Internet using the online 

survey tool, Survey Monkey.  Survey Monkey does not reveal any e-mail contacts or 

identifying information about the subjects.  All response subjects are guaranteed 

confidentiality. While it is impossible to assure complete security over the database on 

which the data will be stored, the database in which the survey data is stored, is 

password protected.  

There are several limitations to the study due to the sampling procedure and the 

nature of the survey.  The first limitation of the research study is that the survey 

responses were collected via a Web survey.  Since the Internet does not offer a way to 

randomly select respondents, and given that it is a Web-administered survey, the 

sample is likely to be skewed towards people who are considered to be more 

experienced Internet users.  It is unlikely that the sample includes people who have no 

access to the Internet or are unfamiliar with using it.  However, given that the primary 

focus of the study is to explore how an e-shopper’s shopping values relate to his/her 

attitude towards interactive Web features, the skewed sample leaning towards 

experienced Internet users can be justified because the target group for the nature of 

my research topic should be people who have some experience with online shopping.   

Second of all, a snowball sampling technique was used to gather survey 

responses.  The survey link was posted on a wide array of e-commerce discussion 
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forums, e-commerce Web sites, product review forums, and e-commerce academic 

research discussion boards.  Invitations to complete the online survey were also sent 

out to family, friends, and acquaintances through email and online communities like 

Facebook.  These people are also told to help recruit more people who are willing to 

complete the survey.  Therefore, in a sense, the snowball sampling technique is 

advantageous in the sense that people who were invited to fill out the survey are more 

likely to be familiar with the Internet and have shopped online before.  For example, it 

would be hard to explore the correlation between consumer online shopping 

orientation, and the shopper’s overall attitude towards interactive Web features on e-

commerce Web sites if a large portion of my sample had never shopped online before.  

However, since snowball sampling is a non-probability method, as it depends on the 

initial group of respondents to generate more respondents, it reduces the likelihood that 

the sample will be an accurate representation of the overall population.       

 

About the Sample 
The convenience nature of the sample meant that particular demographic 

groups were over and underrepresented.  The sample consists of more females than 

males, 59% and 41% respectively.  As for the age range of the respondents, most of the 

people who completed the survey were in their twenties; 62.7% of the respondents 
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were in the age group of 20-29.  As for the other age groups, 10% of the respondents 

were in the age group of 10-19, 11.1% of the respondents were aged between 30-39, 

6.6% of the respondents were aged between 40-49 and 6.4% of the respondents were 

between the ages 50-59.  There were 13 people between the ages 60-69 (2.3%), three 

people between the ages 70-79 (0.5%) and two people between the ages 80-89 (0.4%).   

The overall sample is fairly educated, as 50% of the respondents have Bachelor 

degrees, 23.5% of the respondents have Master’s degrees, and 6.1% have PhD degrees.  

Only 5.4% of the respondents completed junior college and 13.4% completed high 

school, and 0.9% of the respondents have not completed High School yet.  

However, the distribution of racial groups was the most skewed, as, Asians 

were overrepresented.  The sample consisted primarily of Asians (48%) and 

Caucasians (41%).  African-Americans, Hispanics, Native Americans and Other, 

accounted for 11.3% of the respondents combined.  Since the sample is predominantly 

Asian and Caucasian, in the pre-analysis section further testing is needed to ensure that 

group means for the responses do not significantly differ.   

Pre-Analysis Procedures  
Due to the snowball sampling technique, for the race of the respondents, the 

sample primarily consisted of Caucasians (41%) and Asians (48%).  If the group 

means greatly differed among their responses, then this could be a potential concern 
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about the validity of the dataset.  Therefore, a multiple analysis of variances 

(MANOVA) was done to test whether the difference of means across the responses 

was statistically significant.    

The MANOVA procedure assumes that the covariance matrix for each group is 

similar; Box’s M tests the assumption.  In this case Box’s M is significant, meaning 

that it violates the assumption and that the various online shopping orientation 

variables differ in their covariance matrices7.  MANOVA also assumes that each 

dependent variable has similar variances for all groups; Levene’s test statistic8 tests 

this assumption.  In this case the Levene statistic is significant at the 0.05 level for all 

variables except for four variables: Browse without intent to buy, Shop for the 

enjoyment of shopping, Quality of shopping experience depends on whether the 

respondent finds what s/he is looking for, and The longer s/he stays at a Web site, the 

more likely s/he will buy something.  Therefore, for these four variables, in the Post-

Hoc tests, the LSD will be used, whereas for the other variables the Tamhanes T2 test 

will be used.   

From the F test, results indicate that race and age do have an effect on the 

online shopping orientation variables, meaning that responses did vary across the 

different racial and age groups, and the difference is statistically significant.  Since the 
                                                                                                                                                                                                                                                                                                             

7 However, the F test of significance is considered to be quite robust even when there are departures 
from this assumption. 
8 The Levene test is robust in the face of departures from normality. 
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sample is primarily Asian and Caucasian, the primary purpose of this test is to establish 

that the difference in responses between these two race groups is not statistically 

significant.  Post-Hoc tests were completed to help determine exactly which group 

means differ significantly from other groups.  Post-Hoc test results show that there is 

no difference between the means on the online shopping orientation variables between 

Asians and Caucasians in all the variables except for two:  E-discounts are the primary 

reason why the respondent shops online, and the respondent generally enjoys the 

process of shopping regardless of whether s/he purchases anything.  For several other 

variables, Post-Hoc tests show that the difference in group means are significant 

between Native Americans and Hispanics when compared to the other race groups.  

However, the small number of respondents in these two categories can perhaps account 

for this significance.  Overall, the Post-Hoc tests show that I can proceed with further 

statistical analysis using this data set.   

After the MANOVA procedure, to check for multi-collinearity, I ran a 

correlations matrix to check the Pearson’s r to see if any if the independent variables 

were too highly correlated with one another.  The problem of multi-collinearity exists 

when variables are too correlated to one another, meaning they are measuring the same 

item.  Two separate correlation analyses were executed, one for the independent 

variable, online shopping perspective variables, and one for the dependent variable, 
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attitude toward interactive Web features variables.  If two variables are too highly 

correlated, then they have to be removed, combined together or entered in separate 

blocks.  Both correlation matrices show several variables that were highly correlated 

with one another (Pearson’s r = 0.5 and above, p-value = 0.00) which led to the 

suspicion that there was a possible problem with multi-collinearity.  Upon such 

discovery, I decided to combine the various variables that are measuring the same item 

into one single variable before moving on to further statistical analysis.   

Several variables are also reverse coded to ensure that all variables are 

measuring in the same direction.  The variable “Interactive Web features are not worth 

the extra time it takes to load” is reverse coded into “Interactive features are worth the 

extra time it takes to load” (1=Strongly Disagree, 7=Strongly Agree).  The variable 

“Usually, when I shop online, I already have a specific product I want to purchase” is 

reverse recoded into “Usually when I shop online, I have no specific product I want to 

purchase” (1=Strongly Disagree, 7=Strongly Agree).  The variable “I do not like 

shopping online” is reverse-recoded into “I like shopping online” (1=Strongly 

Disagree, 7=Strongly Agree). 

For the purpose of answering the research questions: “What shoppers are more 

likely to enjoy shopping online?” and “How does an e-shopper’s shopping perspective 

influence his/her attitude towards interactive Web features on e-commerce Web 
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sites?”, various statistical methods used in this study are: MANOVA (Multiple 

Analysis of Variance), ANOVA, Factor Analysis, and OLS (Ordinary Least Squares) 

Regression.  After the variable transformations, a factor analysis was conducted to see 

whether the variables can be reduced to a smaller number of variables to be grouped 

together for further analysis. 

 

Factor Analysis 
The factor analysis statistical procedure9 identifies latent variables that are 

consistent with different dimensions of online shopping motivations.  Therefore, a 

factor analysis is performed to determine whether or not there is a latent dimension 

behind why people shop online.  Since the primary purpose of my factor analysis 

procedure is to reduce the data into a few variables that could be grouped together to 

explain underlying dimensions to online shopping, the Principal Component Analysis 

(PCA) was used to achieve this goal.   

After factors are revealed, a reliability analysis is used to examine whether the 

items in that category are internally cohesive.  If the items are internally cohesive, it 

means that the items are all measuring a common factor.  Therefore, instead of using a 
                                                                                                                                                                                                                                                                                                             

9 A factor analysis analyzes the relationships among a large number of variables and to explain these 
variables in terms of their common underlying dimensions/factors. In a sense, it can be regarded as the 
statistical way of “condensing the information contained in a number of original variables into a smaller 
set of dimensions (factors) with a minimum loss of information” (Hair, 1992).  
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large number of variables separately, variables can be combined together as one 

measurement scale to represent that particular dimension.   

 

 

Table 3.2 – Factor Analysis (Online Shopping Perspectives) 

 
 Factors 
  Utilitarian Hedonic 

(Experiential) 
Money-
Saving 

Hedonic (Enjoy 
browsing) 

I shop online because it is 
more convenient than 
going to the actual store 

0.88    

I shop online to save time 0.82    

I shop online because I 
enjoy the process of 
shopping online 

0.69    

When it comes to shopping 
online, I value efficiency 
the most 

0.54    

I am more likely to 
purchase something from a 
site that captures my 
attention 

 0.79   

The longer I stay at a Web 
site, the more likely I am 
to buy something 

 0.76   

I shop online to save 
money 

   
0.80 
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Special e-Discounts, 
online rates, and e-coupons 
are the primary reasons I 
shop online 

  0.75  

The quality of my overall 
shopping experience does 
not depend on whether I 
find what i am looking for 

   0.61 

Usually when I shop 
online, I have no specific 
product I want to purchase 

   0.59 

I often browse through e-
commerce Web sites with 
no specific intention to 
purchase anything 

 .  0.59 

I generally enjoy the 
process of shopping, 
regardless of whether I 
purchase something 

   0.55 

Extraction Method: Principal Component Analysis.  
 Rotation Method: Varimax with Kaiser Normalization. 
a  Rotation converged in 5 iterations. 
 

Results from the factor analysis are presented in a factor matrix10. A loading 

(the correlation between the factor and the variable) that is higher than 0.40, is 

considered to be a solid loading.  The factor analysis revealed four latent structures that 

can be used to explain an online shopper’s shopping values.  Based on the 

                                                                                                                                                                                                                                                                                                             

10 A matrix in which the factors are categorized into columns and the variables are listed in rows. 
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eigenvalues11 (Refer to Methodological Appendix), I chose to extract four factors, as 

there are four factors that have eigenvalues greater than 1.0.  The total proportion of 

variance in the set of variables explained by the factors is 60%. 

The first factor had high loadings on four items: Enjoy the online shopping 

process (0.69), Shop online to save time (0.82), Shop online because it is more 

convenient (0.88), and Value efficiency (0.54).  Results from a reliability analysis 

show the variables in this category are internally cohesive and can be grouped together 

(Cronbach’s alpha = 0.76).  Based on the items in this category, these variables can be 

grouped together to represent the dimension: “Utilitarian” shopping value.     

The second factor had high loadings on two items “I am more likely to 

purchase something from a site that captures my attention” (0.79) and “The longer I 

stay at a Web site, the more likely I am to buy something” (0.76).  Results from the 

reliability analysis indicate that the Cronbach’s alpha for these two items is 0.59.  

Based on the items in this category, these variables can be grouped together to 

represent the experiential dimension of the hedonic shopping perspective. 

The third factor had high loadings on two items: “I shop online to save money” 

(0.79) and “Special e-Discounts, online rates, and e-coupons are the primary reasons I 

shop online” (0.75).  Results from the reliability analysis indicate that the Cronbach’s 

                                                                                                                                                                                                                                                                                                             

11 Eigenvalues can help determine the number of factors that should be extracted from a set of variables.  
It is the characteristic root of the matrix underlying the particular factor structure.     
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alpha for these two items is 0.57.  While the Cronbach’s alpha value is not particularly 

high, these two items seem to represent the money-saving motivation to shop online.  

Therefore, even though there are only two variables and the Cronbach’s alpha is not 

extremely high, I decided that the variables in this category are internally cohesive 

enough to be grouped together to represent the money-saving shopping perspective.  

As for the fourth factor, four items loaded into this category.  The four items 

are: “The quality of my overall shopping experience does not depend on whether I find 

what I am looking for” (0.61), “Usually when I shop online, I have no specific product 

I want to purchase” (0.59), “I often browse through e-commerce Web sites with no 

specific intention to purchase anything” (0.59), and “I generally enjoy the process of 

shopping, regardless of whether I purchase something” (0.55).  Results from the 

reliability analysis indicate a fairly low Cronbach’s alpha for these four items, 

Cronbach’s alpha = 0.41.   

In hopes to increase the Cronbach’s alpha for this factor, two strategies were 

employed.  First, a reliability analysis was conducted on these four items along with 

the other two items from the second column.  However, the Cronbach’s alpha did not 

improve much.  Then, a scale was constructed based on the four items itself.  In 

addition, the bivariate correlation between the “Hedonic: Enjoy Browsing”  scale and 

“Hedonic: Experiential” scale was positive, statistically significant, but relatively low 
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(0.13).  Therefore, for the purpose of the study, these two categories will remain as 

separate factors to explain two separate dimensions of the hedonic shopping 

perspective.  

 

Scale Creations  
 

For the purpose of my statistical analysis procedures, three types of scales were 

created: The first type is the online shopping orientation scales: “Hedonic: 

Experiential” perspective, “Hedonic: Enjoy Browsing” perspective, “Utilitarian” 

shopping perspective, and the “Money-saving” shopping perspective.  The second 

scale is the interactive Web features scale.  The third scale is the Internet skill and 

comfort with the online shopping process scale.  The online shopping orientation scale 

constructions are created based on factors revealed by the factor analysis.   
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Variables 
Independent Variables: Online Shopping Perspective Scales 

Figure 3.2 – Online Shopping Perspective Scales  

 

A more detailed description about the online shopping perspective scales will 

be found in Chapter IV, in the section “Defining the Online Shopping Perspectives.” 

Dependent Variable for Regression Model #1: Whether Respondent 

Enjoys Shopping Online 

 I Enjoy Shopping Online – This variable measures the degree to which the 
respondent enjoys shopping online. “I Enjoy Shopping Online” is measured on 
a 7-item scale (1= Strongly disagree, 4= Neither, 7= Strongly agree.) (n = 619) 
(Mean = 5) (Standard Deviation = 1.59).  
 



 

  66  

Dependent Variable for Regression Model #2: Overall Attitude on 

Interactive Web features on E-commerce Web sites Scale 

 Personal Touch - This variable measures the degree to which the respondent 
agrees/disagrees with the statement “Interactive Web features provide a more 
personal touch to my online shopping experience.” “Personal Touch” is 
measured on a 7-item scale (1= Strongly disagree, 4= Neither, 7= Strongly 
agree.) (n = 562) (Mode = 6) (Standard Deviation = 1.2). 

 

 Personal Touch is Important - This variable measures the degree to which the 
respondent agrees/disagrees with the statement “This sense of personal touch is 
important to my online shopping experience.” “Personal Touch is Important” is 
measured on a 7-item scale (1= Strongly disagree, 4= Neither, 7= Strongly 
agree.) (n = 561) (Mode = 6) (Standard Deviation = 1.38). 

 

 Purchase from Interactive Web site - This variable measures the degree to 
which the respondent agrees/disagrees with the statement “I am more likely to 
purchase goods from an online store that implements interactive Web features.”  
“Purchase from Interactive Web site” is measured on a 7-item scale (1= 
Strongly disagree, 4= Neither, 7= Strongly agree.) (n = 562) (Mode = 5) 
(Standard Deviation = 1.39). 

 

 Accurate Representation - This variable measures the degree to which the 
respondent agrees/disagrees with the statement “E-commerce Web sites with 
interactive features help the company to capture a more accurate representation 
of the actual store.”  “Accurate representation” is measured on a 7-item scale 
(1= Strongly disagree, 4= Neither, 7= Strongly agree.) (n = 558) (Mode = 6) 
(Standard Deviation = 1.24). 

 

 Prefer to Enter Interactive Web site - This variable measures the degree to 
which the respondent agrees/disagrees with the statement “If the store vendor 
offers the option of both an interactive site as well as a non-interactive site, I 
would choose to enter the interactive site.”  “Prefer to Enter Interactive Web 
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site” is measured on a 7-item scale (1= Strongly disagree, 4= Neither, 7= 
Strongly agree.) (n = 562) (Mode = 6) (Standard Deviation = 1.38). 

 

 Extra Loading Time - This variable measures the degree to which the 
respondent agrees/disagrees with the statement “interactive features are worth 
the extra time it takes to load.”  “Extra Loading Time” is measured on a 7-item 
scale (1= Strongly disagree, 4= Neither, 7= Strongly agree.) (n = 563) (Mode = 
3) (Standard Deviation = 1.36). 

 

Figure 3.3 – Interactive Web Feature Scale  

 

 

Control Variables 

 
 Sex –  This variable represents the sex of the respondent. This is a dichotomous 

variable because it only has two categories: ‘male’ and ‘female.’ Females are 
coded as ‘0’ and males are coded as ‘1’. (n = 558) (Mean = 0.41) (Standard 
Deviation = 0.49). 

 
 Age – This variable measures the age of the respondent. “Age” is coded as ‘10-

19 = 1’, ‘20-29 = 2’, ‘30-39 = 3’, ‘40-49 = 4’, ‘50-59 = 5’, ‘60-69=6’, ’70-
79=7’, and ‘80-89=8’. (n = 561) (Mean = 2.47) (Standard Deviation = 1.2).  

 
 Education – This variable measures the degree to which the respondent feels 

like s/he is an experienced Internet user. “Internet Experience” is measured on a 
7-item scale (1= Strongly disagree, 4= Neither, 7= Strongly agree.) (n = 635) 
(Mode = 7) (Standard Deviation = 1.19).  
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 Race – This variable represents the race of the respondent. The variable is 

recoded into two categories.  Caucasians are coded as ‘1’ and ‘other’ is coded 
as ‘0.’ (n = 558) (Mean = 0.4) (Standard Deviation = 0.49). 

 
 Location- This variable represents the location of the respondent. The variable 

is recoded into two categories.  The United States is coded as ‘1’ and ‘other’ is 
coded as ‘0.’ (n = 558) (Mean = 0.69) (Standard Deviation = 0.46). 

 
 

Control Variables (Technology) 

 Frequency of Purchasing Products Online – This variable measures how 
often the respondent purchases products online. “Frequency of Purchase” is 
coded (1 = Do not purchase anything online, 2 = Few times a year, 3 = Once a 
month, 4 = Once every two weeks, 5 = Once a week, 6 = More than once a 
week) (n = 561) (Mode = 2) (Standard Deviation = 1.11).  

 
 Type of Internet Connection – This variable measures what type of internet 

connection the respondent is using.  “Type of Internet Connection” is coded (1 
= Dial-up, 2 = ISDN, 3 = Cable modem, 4 = DSL, 5 = T1 or better, 6 = Do not 
know).  (n = 561) (Mode = 3) (Standard Deviation = 1.09).   
 

The Skill and Comfort (with Internet/E-commerce) Scale 

Figure 3.4 – Skill and Comfort (with Internet/E-commerce) Scale 
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To measure the respondent’s skill and comfort with online shopping, two items were 
incorporated into the scale:   

 

 Internet Experience – This variable measures the degree to which the 
respondent feels like s/he is an experienced Internet user. “Internet Experience” 
is measured on a 7-item scale (1= Strongly disagree, 4= Neither, 7= Strongly 
agree.) (n = 635) (Mode = 7) (Standard Deviation = 1.19).  

 
 Internet Comfort - This variable measures whether the degree to which 

respondent feels like s/he is comfortable using the Internet as a means to carry 
shopping transactions. “Internet Comfort” is measured on a 7-item scale (1= 
Strongly disagree, 4= Neither, 7= Strongly agree.) (n = 634) (Mode = 6) 
(Standard Deviation = 1.45). 

 
After describing the methodology of the current study, the following chapter will 

provide a quantitative analysis of the data gathered from the online survey. 
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Chapter 4.  Analysis – Overall Attitude towards Interactive Web 
features 

“These days, retail is about so much more than merchandise.  It’s about casting 
customers in a story, reflecting their desires and aspirations, and forging long-lasting 
relationships” – RTKL 
 

Referring to the quote above, shopping is more than simply about purchasing a 

product; it is about the entire experience that is associated with the shopping process.   

The new world of e-commerce is not merely a world that moves at an incredible pace 

where new innovations are constantly emerging, but the new experiential world of e-

commerce is extremely consumer-centric.  As Lempert says, building a successful e-

commerce Web site “is not about following the money – it is about following the 

shopper” (vii).  As noted earlier, as consumers are becoming increasingly demanding, a 

successful e-commerce company should place a priority on innovation as a central 

medium to offer consumers a more memorable and enjoyable shopping experience.     

 The following section will empirically analyze whether the various online 

shopping perspectives are positively associated with one another; whether online 

shopping perspectives play a role in determining whether a respondent enjoys shopping 

online; and whether online shopping perspectives influence a respondent’s overall 

attitude on interactive Web features on e-commerce Web sites.  Both regression 

models control for demographic background, such as race, age, education, location, 
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and sex, as well as a respondent’s technological profile, such as skill and comfort with 

online shopping, frequency of purchasing products online, and type of Internet 

connection. 

Defining the Online Shopping Perspectives 
The “Utilitarian” Shopping Perspective Scale 

When compared to e-shoppers from the other shopping perspectives, utilitarian 

shoppers tend to value convenience and efficiency.  Therefore, the time-saving aspect 

of purchasing products online is perhaps what attracts utilitarian shoppers to the online 

shopping process.   

The following variables are incorporated into the “Utilitarian” scale: 

 Enjoy Online Shopping Process- This variable measures the degree to 
which the respondent agrees/disagrees with the statement “I shop online 
because I enjoy the process of shopping online.”  “Enjoy Online Shopping” 
is measured on a 7-item scale (n= 601) (1= Strongly disagree, 4= Neither, 
7= Strongly agree.) (Mean= 4.04 ) (Standard Deviation = 1.56). 
 

 Time-saving - This variable measures the degree to which the respondent 
agrees/disagrees with the statement “I shop online to save time.” “Time-
Saving” is measured on a 7-item scale (1= Strongly disagree, 4= Neither, 
7= Strongly agree.) (n = 601) (Mode = 6) (Standard Deviation = 1.55). 
 

 Convenience - This variable measures the degree to which the respondent 
agrees/disagrees with the statement “I shop online because it is more 
convenient than going to the actual store.” “Convenience” is measured on a 
7-item scale (1= Strongly disagree, 4= Neither, 7= Strongly agree.) (n = 
602) (Mode = 6) (Standard Deviation = 1.6). 
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 Efficiency - This variable measures the degree to which the respondent 
agrees/disagrees with the statement “When it comes to shopping online, I 
value efficiency the most.” “Efficiency” is measured on a 7-item scale (1= 
Strongly disagree, 4= Neither, 7= Strongly agree.) (n = 591) (Mode = 6) 
(Standard Deviation = 1.31). 

 

In the factor analysis, it was surprising to see that the question “I shop online 

because enjoy the process of shopping online” loaded into the Utilitarian factor.  While 

there is the possibility that this question is not phrased well, it could also mean that 

people who value saving time, convenience, and efficiency also currently enjoys the 

online shopping process.  Perhaps the current online shopping environment is 

conducive towards convenience, efficiency, and saving time.  From the reliability 

analysis, it shows that the removal of any item of the scale except efficiency would 

decrease the Cronbach’s alpha (See Table 4.1).  Therefore, due to the high factor 

loadings, and a strong Cronbach’s alpha, the item “I shop online because I enjoy the 

process of shopping online” can be incorporated into the Utilitarian scale.  
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Table 4.1 – Utilitarian Scale (Cronbach’s alpha if Item Deleted) 

  
Cronbach’s alpha if Item 
Deleted 

I shop online to save time 0.67 
I shop online because it is more 
convenient than going to the actual store 0.63 

I shop online because I enjoy the process 
of shopping online 0.72 

When it comes to shopping online, I 
value efficiency the most 0.76 

 

The “Hedonic: Experiential” Shopping Perspective Scale 

The “Hedonic: Experiential” scale is used to represent the people who value the 

aesthetics of a particular Web site and want to be visually stimulated by their 

environment.  This experiential aspect of hedonic shopping refers to the extent to 

which a person values whether or not a Web site is captivating and able to capture 

his/her attention.  Furthermore, the other variable in this scale is ‘Stay Long’ which 

measures whether a respondent would purchase more products if s/he was to stay at a 

Web site longer.   
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The following variables are incorporated into the “Hedonic: Enjoy Browsing” 

scale: 

 Long Stay - This variable measures the degree to which the respondent 
agrees/disagrees with the statement “The longer I stay at a Web site, the 
more likely I am to buy something.”  “Long stay” is measured on a 7-item 
scale (1 = Strongly disagree, 4 = Neither, 7 = Strongly agree.) (n = 591) 
(Mode = 2) (Standard Deviation = 1.55). 
 

 Captures Attention - This variable measures the degree to which the 
respondent agrees/disagrees with the statement “I am more likely to 
purchase something from a site that captures my attention.”  “Captures 
attention” is measured on a 7-item scale (1 = Strongly disagree, 4 = Neither, 
7 = Strongly agree.) (n = 592) (Mode = 6) (Standard Deviation = 1.51). 

 

The “Hedonic: Enjoy Browsing” Shopping Perspective Scale 

 Browse Without Intention to Buy - This variable measures the degree to 
which the respondent agrees/disagrees with the statement “I often browse 
through e-commerce Web sites with no specific intention to purchase 
anything.” “Browse without intention to buy” is measured on a 7-item scale 
(1 = Strongly disagree, 4 = Neither, 7 = Strongly agree.) (n = 618) (Mode = 
6) (Standard Deviation = 1.78). 

 
 Enjoy Shopping Regardless of Purchase- This variable measures the 

degree to which the respondent agrees/disagrees with the statement “I 
generally enjoy the process of shopping, regardless of whether I purchase 
something.”  “Enjoy Shopping” is measured on a 7-item scale (1 = Strongly 
disagree, 4 = Neither, 7 = Strongly agree.) (n = 592) (Mode = 5) (Standard 
Deviation = 1.63). 

 

 No Specific Product I Want to Purchase – This variable measures the 
degree to which the respondent agrees/disagrees with the statement 
“Usually, when I shop online, I have no specific product I want to 
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purchase.”  While the original coding scheme for this variable was 
originally the degree to which the respondent agrees/disagrees with the 
statement “Usually, when I shop online, I already have a specific product I 
want to purchase,” this variable is reverse recoded into “Usually when I 
shop online, I have no specific product I want to purchase” (1 = Strongly 
disagree, 4 = Neither, 7 = Strongly agree.) (n = 619) (Mode = 2) (Standard 
Deviation = 1.31). 

 

 Does Not Matter If Product Is Not Found - This variable measures the 
degree to which the respondent agrees/disagrees with the statement “The 
quality of my overall shopping experience does not depend on whether or 
not I find what I am looking for.” “Find Item” is measured on a 7-item scale 
(1 = Strongly disagree, 4 = Neither, 7 = Strongly agree.) (n = 589) (Mode = 
2) (Standard Deviation = 1.26). 

 
Under normal circumstances, a Cronbach’s alpha of 0.41 indicates that the 

variables within the scale are not internally cohesive, and that the variables should not 

be combined together in a scale.  Therefore, while there is inadequate statistical 

support for the construction of this scale, the scale construction can only be supported 

from the conceptual sense.   

Further reliability analyses were conducted to explore whether removing a 

particular item in the scale would increase the Cronbach’s alpha, in hopes to strengthen 

the scale to an acceptable level.  However, reliability analyses show that if any one 

item is to be removed, the cohesiveness of the scale would actually decrease (See 

Table 4.2).  Furthermore, the results from several reliability analyses show that 

regardless of the combination of variables, even if the factor has been split into two 
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scales, the Cronbach’s alpha is lower than the Cronbach’s alpha of the four items 

incorporated together (See Table 4.3).  The reliability analysis for the first two items “I 

often browse through e-commerce Web sites with no specific intention of purchasing 

anything” and “I generally enjoy the process of shopping, regardless of whether I 

purchase something” show a Cronbach’s alpha of 0.38.  The reliability analysis for the 

second two items “Usually when I shop online, I have no specific product I want to 

purchase” and “The quality of my overall shopping experience does not depend on 

whether I find what I am looking for” indicate a Cronbach’s alpha of 0.29.  

 

Table 4.2 - “Hedonic: Enjoy Browsing” Scale (Cronbach’s alpha if Item Deleted)  

  
Cronbach’s alpha 
if Item Deleted 

I often browse through e-commerce Web sites 
with no specific intention to purchase anything 0.32 

I generally enjoy the process of shopping, 
regardless of whether I purchase something 0.31 

Usually when I shop online, I have no specific 
product I want to purchase 0.32 

The quality of my overall shopping experience 
does not depend on whether I find what I am 
looking for 0.41 
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Table 4.3 - “Hedonic: Enjoy Browsing” Scale (Cronbach’s alpha - Sorted by Items) 

 Cronbach’s alpha 
‘Browse through e-commerce Web sites with 
no specific intention to purchase anything’ + 
‘Enjoy the process of shopping, regardless of 
whether I purchase something’ 
 

0.38 

‘Quality of my overall shopping experience 
does not depend on whether I find what I am 
looking for’ + ‘When I shop online, I have no 
specific product I want to purchase’ 

0.29 

 

 

The Money-Saving Shopping Perspective Scale 

When compared to the cost of maintaining a business in an 

actual brick-and-mortar store, the cost of conducting business 

processes through an e-commerce Web site is considerably lower.  

Since selling products online has helped the company cut down its transaction costs12, 

e-commerce Web sites can offer a separate online rate for people who purchase their 

products online.  The amount of money that can be saved in comparison to opening 

more brick-and-mortar branches is immense.  Therefore, these special rates are offered 

                                                                                                                                                                                                                                                                                                             

12 Transaction costs do not include the costs of actually producing the product.  A transaction cost refers 
to simply just the costs of doing business, including search costs, exchange costs, and enforcement costs.   
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to encourage people to keep shopping online.  Knowing this, there are many consumers 

who shop online because of they want to find the lowest prices and get the best deals.  

 

The following variables are incorporated into the “Money-Saving”  scale: 

 Online Discount - This variable measures the degree to which the respondent 
agrees/disagrees with the statement “Special e-Discounts, online rates, and e-
coupons are the primary reasons I shop online.”  “Online Discount” is 
measured on a 7-item scale (n = 601) (Mode = 2) (Standard Deviation = 1.63). 

 

 Save Money - This variable measures the degree to which the respondent 
agrees/disagrees with the statement “I shop online to save money.”  “Save 
Money” is measured on a 7-item scale (1= Strongly disagree, 4= Neither, 7= 
Strongly agree.) (n = 617) (Mode = 6) (Standard Deviation = 1.58). 

 
 

 

Correlations  
After defining the online shopping perspectives, a correlational analysis was 

conducted to explore whether there is a positive association among the various online 

shopping perspectives.  If there is a positive correlation between the “Hedonic: 

Experiential” shopping perspective and the other online shopping perspectives, then it 

implies that implementing features which can attract the attention of “Hedonic: 

Experiential” shoppers will not have a negative effect on shoppers from other shopping 

perspectives.   
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Variables 

Online Shopping Perspective Variables 
- Utilitarian 
- Money-Saving 
- Hedonic: Experiential 
- Hedonic: Enjoy Browsing 

 
I Enjoy Shopping Online 
Overall Attitude towards Interactive Web features 

 

Hypothesis: There is a positive correlation between “Hedonic: Experiential” online 

shopping perspective and other shopping perspectives. 

 

Hypothesis: There is no positive correlation between “Hedonic: Experiential” online 

shopping perspective and other shopping perspectives. 

 

Hypothesis: There is a correlation between a shopper’s online shopping perspective 

and his/her attitude towards interactive e-commerce Web features.  

 

Null Hypothesis: There is no correlation between a shopper’s online shopping 

perspective and his/her attitude towards interactive e-commerce Web features.  
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Correlation indicates the degree to which variables are associated with one 

another; correlation cannot be used to establish cause and effect.  However, 

correlations can present information about how closely the variables are related.  In 

this case, a correlational analysis is used to explore the association between the 

following variables: “Hedonic: Experiential”, “Hedonic: Enjoy Browsing”, 

“Utilitarian”, and “Money-Saving” , ‘Overall Attitude towards Interactive Features’, 

and ‘I Enjoy Shopping Online’.  Furthermore, the correlational analysis also explores 

whether a respondent’s online shopping perspective has any association with his/her 

overall attitude towards interactive Web features on an e-commerce Web site.  

Therefore, from this correlation matrix, while it cannot be determined that there is 

causal relationship between the variables, results indicate that there is indeed a definite 

positive association among the variables (See Table 4.4).  
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Table 4.4 – Correlation Matrix (Online Shopping Perspectives)

 

 

 

First of all, the correlational analysis indicates that there is a positive 

correlation between the online shopping perspectives: “Utilitarian” (Pearson’s r = 0.44, 

p = 0.00), “Hedonic: Enjoy Browsing” (Pearson’s r = 0.09, p = 0.03), and “Money-

Saving” (Pearson’s r = 0.18, p = 0.00) and “I enjoy shopping online.”  The results 
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reveal that “Hedonic: Experiential” is the only perspective that is not correlated with “I 

like shopping online.”  These results suggest that the current e-commerce environment 

is not as appealing to people who value visual stimulation and want e-commerce Web-

sites to capture their attention.   

Secondly, from the correlational analysis, results indicate that the “Hedonic: 

Experiential” perspective is the only perspective that is positively associated with all 

three of the other online shopping perspectives: “Utilitarian” (Pearson’s r = 0.219, p = 

0.00), “Money-Saving” (Pearson’s r = 0.108, p = 0.009), and “Hedonic: Enjoy 

Browsing” (Pearson’s r = 0.13, p = 0.002).  The “Utilitarian” shopping perspective is 

also positively correlated with the “Money-saving” shopping perspective (Pearson’s r 

= 0.309, p = 0.00).  The positive correlations between the different online shopping 

perspectives suggest that a Web site that satisfies the needs of users from one shopping 

perspective will bring out the other shopping perspectives as well, increasing the 

overall level of satisfaction.   

Thirdly, all the correlations between a person’s overall attitude towards 

interactive Web features and the four online shopping perspectives are positive and 

statistically significant: “Money-saving” shopping perspective (Pearson’s r = 0.12, 

p=0.01), “Hedonic: Experiential” perspective (Pearson’s r = 0.28, p = 0.00), Utilitarian 

(Pearson’s r = 0.10, p = 0.026), and the “Hedonic: Enjoy Browsing”  perspective 
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(Pearson’s r = 0.127, p=0.003).  Among the correlations mentioned above, the 

strongest correlation is found between the “Hedonic: Experiential” perspective and a 

person’s overall attitude towards interactive Web features.  The fact that this 

correlation is the strongest, indicates that people from the “Hedonic: Experiential” 

perspective are probably the most likely to appreciate interactive Web features on e-

commerce Web sites when compared to other shopping perspectives.  However, the 

fact that all four shopping perspectives are positively correlated to overall attitude 

towards interactive features suggest that interactive Web features appeal to all types of 

shoppers, regardless of the person’s shopping perspective. 

 

Regression Model #1: I Enjoy Shopping Online 
  In the past, e-commerce has primarily been noted for its ability to help 

consumers save time and money (Erglu, Machleit, and Davis, 2001).  In addition to the 

time-saving and convenience advantages that shopping online can offer, shopping 

online can also reduce the costs for both the seller and the buyer.  Furthermore, the 

consumer can quickly compare prices across a wide array of e-vendors within a matter 

of minutes.  Currently on the Internet, there are also many Web sites that offer price 

comparison charts which display the range of prices from one store to another for the 

customer.   
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 Due to the time-saving and money-saving features inherent in e-commerce, it is 

hypothesized that people shopping from a utilitarian and money-saving perspective 

will be more likely to enjoy shopping online when compared to the “Hedonic: 

Experiential” and the “Hedonic: Enjoy Browsing” perspectives.  On the other hand, it 

is hypothesized that “Hedonic: Experiential” shoppers are less likely to enjoy shopping 

online since shoppers from the “Hedonic: Experiential” shopping perspective are more 

likely to enjoy shopping in environments that are able to capture their attention.   

  

Hypothesis: People with a “Utilitarian”  and “Money-Saving”  shopping perspective 

tend to enjoy shopping online more than shoppers with a “Hedonic: Experiential” and 

“Hedonic: Enjoy Browsing” shopping perspective. 

 

Null Hypothesis: People with a “Utilitarian”  and “Money-Saving”  shopping 

perspective do not tend to enjoy shopping online more than shoppers with a “Hedonic: 

Experiential” and “Hedonic: Enjoy Browsing” shopping perspective. 

 

Hypothesis: The more frequent a person purchases products online, the more likely 

s/he enjoys shopping online. 
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Null Hypothesis: The more frequent a person purchases products online, the less likely 

s/he enjoys shopping online. 

 

Hypothesis: The more a respondent reports him/herself to be skilled with the Internet 

and comfortable with using the Internet as a means to conduct shopping transactions 

the more likely s/he enjoys shopping online. 

 

Null Hypothesis: The more a respondent reports him/herself to be skilled with the 

Internet and comfortable with using the Internet as a means to conduct shopping 

transactions the less likely s/he enjoys shopping online. 

 

The following regression model is estimated to test these hypotheses: 

 

I like shopping online = -0.18 + 0.09 (sex) + 0.02 (age) + -0.19 (race) + 0.07 

(education) + 0.23 (skill and comfort with online shopping) + 0.00 (overall attitude 

towards interactive features) + 0.09 (utilitarian) + (0.01) money-saving + (-0.05) 

location + (-0.04) hedonic: experiential + (0.05) hedonic: enjoy shopping process + 

(0.24) frequency of online shopping.   
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In the current survey, there are two questions that may seem as though they are 

describing the same item: “I shop online because I enjoy the process of shopping 

online” and “I enjoy shopping online.”  Since this regression model utilizes “I enjoy 

shopping online” as the dependent variable, it is important to test whether the two 

items are too highly correlated since “I enjoy the process of shopping online” is 

incorporated into the utilitarian scale.   

From the correlational analysis below (Table 4.5), results indicate that while 

there is indeed a positive association between the two variables that is statistically 

significant, the correlation (Pearson’s r = 0.47, p = 0.00) is not high enough to suspect 

that they are measuring the same item.  Therefore, it is safe to proceed with my 

regression analysis.   
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Table 4.5 – Correlation Matrix (Enjoy process of shopping and Enjoy shopping online) 

    

I shop online 
because I enjoy the 
process of shopping 
online 

Enjoy shopping 
online 

I shop online 
because I enjoy the 
process of 
shopping online 

Pearson 
Correlation 1 0.47(**) 

  Sig. (2-tailed)   0.000 
  N 601 601 

Enjoy shopping 
online 

Pearson 
Correlation  1 

  Sig. (2-tailed)    
  N  619 

**  Correlation is significant at the 0.01 level (2-tailed). 

 

Variables 

Dependent Variable:  
I like shopping online 

  
Independent Variables (Online Shopping Perspectives): 

Hedonic: Experiential 
Hedonic: Enjoy Browsing 
Utilitarian 
Money-Saving 

 
Independent Variables (Control): 

Sex 
Age 
Race  
Education 
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Location 
 

Independent Variables (Technology) 
How often respondent purchases things online 
Skill and comfort with shopping online 
Overall attitude towards interactive features 

 

Table 4.6 – Regression #1: (I Enjoy Shopping Online) 

Variables 

(Unstandardized 
b/standardized beta in 
parentheses) 

t value  
(Agresti, 1999)13 

Sex 0.09  
(0.03) 

 
0.74 

Age 0.02 
(0.01) 0.30 

 
Race 

 
0.19 

(0.06) 
 

 
1.58 

 

Education 0.07 
(0.05) 

 

1.06 
 

How often do you purchase 
things online? 

0.24  
(0.17) 

 

4.09** 
 

Skill and comfort with shopping 
online 

0.23 
(0.34) 

 

8.13** 
 

Overall Attitude towards 
Interactive Features 

0.00 
(0.01) 

 

0.26 
 

Utilitarian 0.09 6.07** 
                                                                                                                                                                                                                                                                                                             

13 The t-value is the ratio of the estimate divided by the standard error (the standard deviation of the 
sampling distribution of the statistic).  The t-value does not depend on the units of measurements and 
can be compared across all variables (Agresti, 1999).   
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(0.26) 
 

 

Money-Saving 0.01 
(0.02) 

 

0.39 
 

Location -0.05 
(-0.02) 

 

-0.38 
 

Hedonic: Experiential -0.04 
(-0.07) 

 

-1.95 
 

Hedonic: Enjoy Browsing 0.05 
(0.12) 

 

3.29** 
 

R squared 0.39**  
*p<0.05 **p<0.01 

 

The linear regression analysis (See Table 4.6) reveals that among the four 

online shopping perspectives, only two of the perspectives are noted to be significant 

predictors of whether or not a person enjoys shopping online: “Utilitarian” (beta = 

0.26, p = 0.00) and “Hedonic: Enjoy Browsing” (beta = 0.12, p = 0.00).  As for the 

control variables, ‘How frequent a person purchases things online’ (beta = 0.17, p = 

0.00) and ‘Skill and comfort with online shopping’ (beta = 0.34, p = 0.00) were also 

significant predictors.   

Based on these results, the higher a respondent rates himself as a skilled 

Internet user and feels comfortable using Internet as a means to conduct shopping, the 

more likely s/he enjoys shopping online.  As for the shopping perspectives, the more a 
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person values saving time, convenience, and efficiency (“Utilitarian” perspective), the 

more likely s/he likes shopping online.  In addition, the more a person enjoys the 

browsing aspect of shopping, the more likely s/he enjoys shopping online (“Hedonic: 

Enjoy Browsing”).     

In more statistical terms, the regression results show that for each additional 

unit to which a person views online shopping from a “Utilitarian” perspective, the 

extent to which s/he enjoys shopping online increases, on average, by 0.09 points.  For 

each additional unit to which a person views online shopping from a “Hedonic: Enjoy 

Browsing” perspective, the extent to which s/he enjoys shopping online increases, on 

average, by 0.05 points.  For each additional unit to which a respondent shops online 

more, the extent to which s/he enjoys shopping online increases, on average, by 0.24 

points.  For each additional unit to which a respondent says that s/he is a skilled 

Internet user and is comfortable with conducting shopping transactions online, the 

extent to which s/he enjoys shopping online increases, on average, by 0.23 points.         

Results from this regression model have various implications: it suggests that 

the current e-commerce environment is more conducive to browsing and searching for 

products online, as well as facilitating time-saving, convenience, and efficiency 

shopping practices.  This could explain why people from these shopping perspectives 

are more likely to enjoy shopping online than the “Hedonic: Experiential” perspective.  
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Perhaps the current e-commerce environment appeals more to people from the 

utilitarian shopping perspective and the hedonic: enjoy browsing perspective because 

of the amount of freedom and control that the current online shopping environment 

offers.    

Results from the ANOVA test also indicate whether or not the overall 

regression model is significant.  In this case, the model is significant at the 0.00 level.  

The R-squared value for this regression model is fairly high (0.387), indicating that a 

relatively large percentage (38.7%) of the variance can be explained by the 

independent variables.   

Surprisingly, results from the current regression model indicate that age is not a 

significant predictor of whether a person enjoys shopping online.  Originally, I have 

hypothesized that online shopping would appeal more to the younger generation, 

particularly people in their twenties and thirties.  However, regression results indicate 

that age is not a significant predictor in this regression model.  These results are 

supported by Sorce, Perotti, and Widrick’s (2005) study on online shopping attitudes 

and age differences.  According to Sorce, Perotti, and Widrick (2005), as the Internet is 

becoming increasingly ubiquitous, the more the typical profile of an online shopper 

resembles to the general population.  Sorce, Perotti, and Widrick’s research indicate 

that although younger consumers are more likely to think that online shopping is more 
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convenient, and they are more likely to search for products online, younger people do 

not necessarily purchased more products online when they are compared to older 

people (2005, p. 130).   

On the other hand, ‘Internet skill and comfort with shopping online’ and ‘how 

often a person shops online’ are both significant predictors.  Therefore, this suggests 

that a person’s age is irrelevant to whether or not s/he likes shopping online because as 

long as a person regards himself/herself as a relatively skilled Internet user and feels 

comfortable with using the Internet as a means to conduct shopping transactions, s/he 

is more likely to enjoy shopping online.  

Based on these results, the regression model has various implications for 

companies looking to develop their e-commerce Web site.  First of all, results indicate 

that the current online shopping environment is well-liked among shoppers who enjoy 

the browsing process of shopping (“Hedonic: Enjoy Browsing”) and “Utilitarian” 

shoppers.  Hence, if companies want to attract other shoppers who currently do not 

enjoy shopping online as much as the “Hedonic: Enjoy Browsing” shoppers and the 

“Utilitarian” shoppers, they should try implementing a more interactive model to 

capture the attention of “Hedonic: Experiential” shoppers who value an eye-catchy 

Web site.  Creating an eye-catching Web site is important for “Hedonic: Experiential” 

shoppers because these individuals are also more likely to purchase something from an 
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e-commerce Web site if they stay on the Web site for an extended period of time.  

Furthermore, if the Web site is unable to capture their attention, they are more likely to 

leave, and the chances of them purchasing something will also decrease. 

One might ask the question: Why do current online shoppers tend to be more 

utilitarian in nature?  Wolfinbarger claims that most online shoppers are likely to be 

“time starved consumers.”  According to Wolfinbarger, there are various attributes 

which characterizes the current online shopping environment that are likely to be 

favored by utilitarian shoppers and shoppers who enjoy the browsing process.   These 

attributes are: “convenience, accessibility, selection, availability of information, and 

lack of sociability” (Wolfinbarger p. 5).  Attributes, such as convenience and lack of 

sociability are more likely to appeal to utilitarian shoppers, and attributes, such as 

selection, accessibility, and the availability of information are more likely to appeal to 

people who enjoy the browsing process.   The Internet has tremendous potential to 

simplify and speed up a consumer’s product search process.  For example, the value of 

search engines comes from its ability to provide condensed and organized information 

for people, and thus facilitate a more efficient browsing process. 

After exploring which online shoppers from the varying shopping perspectives 

are more likely to enjoy shopping online, the next regression model assesses which 
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types of shoppers are more likely to have a positive attitude towards interactive Web 

features on e-commerce Web sites.   

 

Regression Model #2: Attitude towards Interactive Web features  
The primary purpose of regression model #2 is to examine whether the 

relationship between the overall attitude on interactive Web features on e-commerce 

Web sites and a person’s shopping value is causal.  An individual’s overall attitude 

towards interactive Web features on e-commerce Web sites will be regressed onto each 

online shopping perspective variable: “Hedonic: Experiential’, “Hedonic: Enjoy 

Browsing”, “Utilitarian”, and “Money-Saving” .  The regression model also controls 

for basic demographic variables, such as ‘race,’ ‘age,’ ‘sex,’ ‘location’ and ‘education,’ 

and technology variables, such as ‘how frequent a respondent shops online,’ ‘type of 

Internet connection,’ and ‘skill and comfort with shopping online.’  The purpose of this 

regression model is to explore a consumer’s online shopping perspectives on his/her 

overall attitude towards interactive Web features on e-commerce Web sites.  The 

current study hypothesizes that “Hedonic: Experiential” shoppers are more likely to 

hold an overall more positive attitude towards interactive features because “Hedonic: 

Experiential” shoppers tend to be more captivated by external cues.   
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Hypothesis: People from a “Hedonic: Experiential” shopping perspective are more 

likely to hold a favorable attitude towards interactive Web features and an overall 

positive attitude towards interactive e-commerce models than shoppers from other 

shopping perspectives. 

 

Null Hypothesis: People from a “Hedonic: Experiential” shopping perspective are not 

more likely to hold a favorable attitude towards interactive Web features and an 

overall positive attitude towards interactive e-commerce models than shoppers from 

other shopping perspectives. 

 

The following regression model is estimated to test these hypotheses: 

Overall Attitude Towards Interactive Web features  = 15.05 + -0.84 (sex) + -0.54 (age) 

+ -1.24 (race) + 0.50 (education) + 0.15 (skill and comfort with online shopping) + 

0.09 (utilitarian) + (0.14) money-saving + (0.01) location + (0.54) hedonic: 

experiential + (0.11) hedonic: enjoy shopping process + (-0.64) frequency of online 

shopping.   
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Variables 

Dependent Variable:  
Overall attitude towards interactive Web features (Scale) 

  
Independent Variables (Online Shopping Perspectives): 

Hedonic: Experiential (Scale) 
Hedonic: Enjoy Browsing (Scale) 
Utilitarian (Scale) 
Money-Saving (Scale) 

 
Independent Variables (Control): 

Sex 
Age 
Race  
Education 
Location 
 

Independent Variables (Technology) 
How often respondent purchases things online 
Skill and comfort with shopping online (Scale) 
 

Table 4.7 – Regression Model #2: Overall Attitude Towards Interactive Web features 

Variables 

(Unstandardized 
b/standardized beta in 
parentheses) 

t value  
 

Sex -0.84  
(-0.07) 

 
-1.55 

Age -0.54 
(-0.11) -2.2o* 

 
 
Race 

 
 

-1.24 
(0.10) 

-2.33* 
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Education 

 
                        0.50 

(0.09) 
 

1.82 

 
How often do you purchase 
things online? 

 
-0.64  

(-0.12) 
 

-2.39* 

 
Skill and comfort with shopping 
online 

 
0.15 

(0.06) 
 

1.21 

 
Utilitarian 

 
0.09 

(0.07) 
 

1.30 

 
Money-Saving 

 
0.14 

(0.06) 
 

1.42 

 
Location 

 
0.11 

(0.00) 
 

0.02 

 
Hedonic-Experiential 

 
0.54 

(0.236) 
 

5.32** 

 
Hedonic – Enjoy browsing 

 
0.11 

(0.07) 
 

1.54 

R squared 0.13  
*p<0.05 **p<0.01 
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The linear regression analysis reveals that the “Hedonic: Experiential” 

shopping perspective is the only significant predictor of whether the respondent has an 

overall positive attitude towards interactive e-commerce Web features (beta = 0.24, p = 

0.00) (See Table 4.7).  As for the control variables, the respondent’s age (beta = -0.107, 

p = 0.03), race (beta = -0.10, p = 0.02) and frequency of purchasing products online 

(beta = -0.12, p = 0.02) are also significant predictors.  

Results from the ANOVA analysis also indicate whether or not the overall 

regression model is significant.  In this case, the model is significant at the 0.00 level.  

However, the R-squared value is rather low, 0.13, indicating that the percentage of the 

dependent variable that can be explained by the independent variables is relatively low.  

In this case, the “Hedonic: Experiential” shopping perspective, age, race, and 

frequency of purchasing products online only account for 13% of the variance.   

Based on these results, the more likely the respondent view online shopping 

from a hedonic experiential perspective, the more likely s/he will hold a positive 

attitude towards interactive Web features.  In more statistical terms, the regression 

results show that for each additional unit to which a person views online shopping 

from a “Hedonic: Experiential” perspective, the extent to which s/he agree that they 

hold a positive attitude towards interactive Web features increases, on average, by 0.54 

points.   
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Results from a partial correlational analysis reveal that the negative association 

between how often a respondent purchases products online and his/her overall attitude 

towards interactive Web features is only significant when it controls for the following 

variables: ‘skill and comfort with shopping online’, “Utilitarian” shopping perspective, 

“Money-Saving”  perspective, and “Hedonic: Enjoy Browsing”.  Without controlling 

for those particular variables, the correlation was originally insignificant (See Table 

4.8).  However, when each of these variables is added as a control variable for the 

partial correlation, the Pearson Correlation coefficient increases and becomes more 

significant (See Table 4.9).   

 

Table 4.8 – Correlation Matrix (Frequency of Purchase & Attitude Towards 
interactive Web features) 
 

    

How often 
do you 

purchase 
things 

online? 

Overall 
attitude 
towards 

interactive 
Web features 

Pearson Correlation 1 -0.05 
Sig. (2-tailed)   0.24 

How often do you 
purchase things online? 

N 562 551 
Pearson Correlation  1 
Sig. (2-tailed)    

Overall attitude towards 
interactive Web 
features N  553 
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Table 4.9 - Partial Correlations (Controlling for Skill and Comfort with Online 
Shopping, Utilitarian, Money Saving, and Hedonic: Enjoy Browsing)  
 

Control Variables     

How often 
do you 

purchase 
things 

online? 

Overall 
attitude 
towards 
interacti
ve Web 
features 

Skill and comfort 
with shopping 
online & Utilitarian  
& Money saving & 
Hedonic: Enjoy 
Browsing 

How often 
do you 
purchase 
things 
online? 

Correlation 

1.00 -0.12 

    Significance 
(2-tailed) . 0.01 

    df 0 537 
  Overall 

attitude 
towards 
interactive 
Web 
features 

Correlation 

 1.00 

    Significance 
(2-tailed)  . 

    df 
 0 

 
 

However, as for attitude towards interactive Web features, contrary to the hypothesis, 

the less frequent a respondent shops online, the more likely s/he is to hold a positive 

attitude towards interactive Web features.  
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Overall Findings 
Major findings from this chapter are highlighted in Figure 4.1 below. 

Figure 4.1 – Summary of Results (Path Diagram) 

 

 

1. The e-commerce environment currently already appeals to shoppers from a 
Utilitarian shopping perspective and a Hedonic: Enjoy Browsing shopping 
perspective, as these two shopping perspectives are significant predictors of 
whether a respondent enjoys shopping online. 

 

2.  The “Hedonic: Experiential” shopping perspective is the only perspective that is 
positively correlated to the other three shopping perspectives.    
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3. The “Hedonic: Experiential” shopping perspective is the only shopping 
perspective that is a positive significant predictor of overall attitude towards 
interactive Web features.    

 

Due to these findings, results from the statistical analysis suggest that the 

implementation of interactive Web features on e-commerce Web sites will benefit 

users from all shopping perspectives and transform the current e-commerce 

environment into an increasingly dynamic marketplace.  Furthermore, while such an 

interactive e-commerce environment will particularly appeal to people who enjoy a 

Web site that is able to capture their attention, it does not diminish the appeal for 

shoppers from other shopping perspectives.  Therefore, the use of interactive 

technology can be used to capture the attention of all shoppers, and perhaps increase 

the time an e-shopper spends on the Web site and purchase more products.   

While implementing more innovative technologies can certainly be an excellent 

business strategy, it is also important for companies to evaluate the consumer market to 

assess what the public is ready for.  Furthermore, new innovations also tend to have 

high fixed costs.  Companies should consider the advantages and disadvantages of 

these interactive technologies on their own companies.  For example, a regular e-

commerce Web site can cost one to two million per year to set up and maintain, and e-

commerce Web sites with a higher degree of sophistication that incorporate interactive 

features can cost up to fifty-two million dollars (Hahn and Kauffman, 2003, p. 2).   
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Statistical analysis results from this chapter indicate that there is reason for 

companies to invest in interactive technologies to offer their customers a richer 

shopping experience.  Shoppers can only feel immersed in their shopping environment 

if they become involved in their own shopping process.  Therefore, regardless of 

whether it is offline or online, all companies will benefit from generating opportunities 

for customers to play a more active role in the shopping process.  The next chapter, 

Chapter V: Assessing Interactive Web features explores the various types of interactive 

Web features found on e-commerce Web sites, and discusses which types of interactive 

Web feature are likely to be more appealing to consumers. 
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Chapter 5.  Analysis: Assessing the Interactive Web features 

 

Interactivity  
Within the context of this paper, interactivity refers to the amount of 

information that is exchanged between the Web site and the user.  Ming-Hui Huang 

(2003) claims that to increase interactivity, e-commerce Web sites should implement 

features that make a Web site more active, responsive, participatory, dynamic, and 

demonstrable (437).   

First of all, an interactive Web site is responsive to the needs of its consumers.  

In addition to being able to simply respond to user needs, an interactive Web site is 

able to provide personalized information specifically tailored to the individual.  The 

concept of reciprocity is also important; In order for a Web site to be regarded as 

interactive, there has to be a two-way exchange of information between the user and 

the Web site.  Furthermore, an interactive Web site offers “real-time bi-directional 

feedback” through synchronicity.  Users should also be able to actively interact with 

the Web site by creating new content or saving a user profile.  Lastly, an interactive 

site should (to a certain degree) simulate human-like characteristics by offering a more 

personal touch for its users.   
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The Search for a Unique Shopping Experience  
With the overabundance of e-commerce Web sites mushrooming across the 

Web, it is hard for the consumers to remember all the different sites they click through.  

Therefore, companies must do more than just implement features that make the Web 

site stand out from others to provide a unique Web site for consumers.  A ‘unique 

shopping experience’ is tailored to the customers’ specific needs.   

The potential for the Internet to be an interactive tool is not always apparent 

due to the anonymous nature of the Web.  In cyberspace, people can communicate to 

one another without ever having to reveal their true identity; this sense of anonymity is 

a disadvantage for carrying out business transactions.  Without personalization 

features, customers are in a sense treated as faceless individuals, and only referred to as 

an order number.   

As previously stated in Chapter II: Literature Review, “The New E-

Consumer,” the Internet has empowered individuals by offering them a way to access 

an extremely large body of knowledge and information within a few clicks.  Therefore, 

as the consumer is getting smarter, s/he is also expecting more from companies; 

customers are less willing to settle.   

Customers are now searching for uniqueness; they want to envision how 

particular combinations of furniture pieces would look in their room rather than just 

seeing a picture of the furniture on the Web site.  They would also rather see how a 
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particular outfit would look on a virtual replica of themselves than simply have a photo 

of the outfit.  Either way, through interactive Web features, a customer’s online 

shopping experience becomes more unique and personalized.   

A customizable shopping experience helps people to reinforce their sense of 

individuality in the impersonal world of cyberspace.  As the online shopping 

experience is becoming increasingly personalized, it is almost as if the customer has a 

virtual personal shopper that s/he can access twenty-four hours a day at his/her own 

convenience.   

Respondents were asked to offer an opinion about the six interactive Web 

features.  The three interactive Web features that customers were most interested in 

trying out were ‘Customizing an Online Food Order’ (41.3%), ‘Virtual Model’ 

(45.9%), and ‘Designing a Room’ (57.8%).  Interestingly, these three interactive 

features are the ones primarily used for product customization.  Most respondents had 

not used these features before.  Therefore, the fact that these were ranked as the top 

three features that customers are interested in trying out means that e-shoppers today 

are searching for tools to customize their online shopping experience.   
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Personalization and Automatization 
People like shopping at places where they are treated as valued and important 

customers, regardless of whether they are shopping at an actual physical store or in 

cyberspace.  However, if a store employee is able to remember the preferences of their 

customers, not only does it make them feel recognized and special, but it also makes 

their shopping process easier.  When it comes to shopping online, once a consumer 

finds a Web site s/he trusts and likes, it is likely that s/he will keep shopping at that 

same Web site.  This sense of “Web site-loyalty” is similar to the previously discussed 

concept of brand loyalty in the literature review section.     

Since every e-commerce Web site has its distinctive features, once a person 

learns how one particular Web site works, it is easier to keep using the same Web site.  

Therefore, many e-commerce Web sites are personalizing the shopping experience for 

their e-customers by asking them to register their personal information, as well as 

shipping/billing information so that they do not have to re-enter it every time.  By 

doing so, when a customer logs into his/her account at a particular Web site, not only 

does it save the customer time, but there is an enhanced sense of personal touch. 

Survey results indicate that the majority of the respondents feel that interactive 

Web features provide a more personal touch to their online shopping experience.   
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Figure 5.1 – Personal Touch 

 

Not only do they feel that interactive Web sites offer a more personal touch, they also 

agreed that this sense of personal touch is important to them.  As depicted in Figure 5.1 

above, 81.5% of the respondents agreed strongly/somewhat agreed that interactive 

Web features personalize their online shopping experience, and Figure 5.2 shows that 

64.7% of the respondents agreed strongly/somewhat agreed that this sense of personal 

touch is important to their online shopping experience.  
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Figure 5.2 – Importance of Personal Touch 

 

Personalization is important because people like purchasing through a Web site 

they feel familiar and comfortable with.  People unconsciously perform many of their 

daily routines out of habit, and purchasing products is no exception.  In a sense, brand 

loyalty reflects a type of “automatic” thinking.  When a customer repeatedly purchases 

the same brand, s/he uses less effort because s/he is able to skip the “information 

search” and the “evaluation of alternatives” steps in the purchase decision process.  

People sometimes buy the same brand repeatedly because they know what to expect, 

and they like that reassurance.  They are not necessarily sure that they like that brand 

the best, but they cannot be bothered to test out a new brand to see if they like it more.  



 

  110  

For example, a loyal McDonald’s customer may favor McDonald’s over other 

fast food chains because prior to their visit to the restaurant, they already have in mind 

an image of what they’re expecting, and they know that their McDonald’s burger will 

come out the same every time- one piece of hamburger patty, one slice of cheese, two 

thin slices of pickle smothered in ketchup.  Likewise, an e-shopper may favor one e-

commerce Web site over another because s/he already knows what to expect.   

As Logan (1988) argues, automatic processing is fast, effortless, autonomous 

and acquired through consistent task environments.  Memory performance depends on 

the outcome of a race between an algorithm for performing the task and a memory 

process that retrieves past solutions (Logan, 1988).  Logan’s instance theory of 

automatization may explain why sometimes people are reluctant to switch brands even 

when new brands emerge from the market with newer features and more functions.  As 

people go on with their daily lives, each encounter with a stimulus lays down a 

memory trace in their minds.  

In addition, the more they use a product, the more easily they are able to recall 

the attributes associated with the product, fostering a sense of familiarity.  Likewise, 

the more a person shops online, the more the person learns about how the e-checkout 

process works on that particular site; therefore, as time passes, it becomes easier for the 

person to carry out his/her shopping transactions.  Consequently, through using the 
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Internet as a means to remember the preferences of their customers, the company is 

able to provide a shopping experience that is specifically tailored to the individual.   

 

Bringing the Offline Shopping Experience Online 
Consumers are becoming increasingly better informed; knowledge, logic, and 

information no longer offer companies a competitive advantage because all consumers 

have access to the same information.  Hence, it is up to the company to conjure up new 

ways to stimulate and capture the attention of their customers.  The art of marketing 

rests upon the premise that regardless of the product that is being sold, it will only 

appeal to customers if it makes them feel good.  Implementing such interactive features 

taps into a sensory world of emotions, fantasy, and fun.   

A successful e-commerce Web site must implement interactive features that are 

conducive to meeting the needs of shoppers from all shopping perspectives.  Referring 

back to Csikszentmihalyi’s (1977) concept of flow, interactive Web features are 

designed to draw an e-shopper deeper into his/her shopping experience.  Tiernan 

(2000) discusses the concept of ‘immersion intensity’ where e-shoppers have been able 

to endure prolonged hours of shopping online: “intervals as long as nine hours were 

reported to have passed as minutes” (96).   
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Results from the current survey indicate that there is a positive correlation 

(Pearson’s r = 0.20, p = 0.00), between a respondent’s duration of stay at a Web site 

and his/her overall attitude towards interactive Web features.  This finding is supported 

by results from prior studies.  Huang (2003) claims that Web site interactivity is an 

important aspect of invoking flow during the shopping experience.  At the heart of 

Web site interactivity is the ability to receive information and also to provide a proper 

response accordingly.  This constant exchange of information between the Web site 

and the user enhances the user’s sense of control, and this greater sense of control 

increases the user’s level of involvement in the online shopping process, ultimately 

creating instances of flow for the user.    

Interactive Online Catalogs and Virtual Tours 
 

Interactive catalogs and virtual tours are the two most commonly encountered 

interactive features on e-commerce Web sites.  While the two interactive Web features 

differ drastically in nature, both of these features are regarded as more functional and 

conventional in comparison to other features, such as online games and customizing a 

food order.   

From print to screen, Magill (2006) argues that interactive catalogs have 

quickly emerged in the cyber-shopping world as a tool for e-shoppers to browse 
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through their desired products in an interactive manner.  Interactive catalogs are quite 

similar to their print version counterparts in the sense that they are generally created to 

mirror the actual pages of a regular catalog.  Online shoppers can then “flip” through 

the interactive Web catalog by clicking on images on the screen to get a more detailed 

look on the product descriptions.  Through browsing interactive catalogs, online 

shoppers can gather the same type of information they would normally get from a print 

catalog, only online catalogs offer more interactivity (See Figure 5.3).   

Figure 5.3 – Interactive Online Catalog 

 

 

Likewise, three-dimensional virtual tours are appealing to individuals who are 

looking for hotel rooms as they can see the actual physical rooms prior to making their 
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reservations, or prospective tenants looking to rent an apartment or buy a house (See 

Figure 5.4).  However, there is also the possibility that customers may be deceived as 

real estate companies and hotels can capture moving images that they want to show 

their potential clients. 

Figure 5.4 – Virtual Tour 

 

Research results from http://www.realtor.com indicate that listings that 

incorporate virtual tours receive 40% more ‘clicks’ than listings that do not offer 

virtual tours.  Virtual tours also increase the efficiency of the apartment/house hunting 

process because people can pre-evaluate places without having to physically drive to 
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each property, and just focus on the ones they know they are definitely interested in 

from the virtual tour.   

Real-time Chat with Customer Representative 
Interactive Web features, such as real-time chat with customer representatives 

are also used to simulate a real shopping experience at the actual ‘brick and mortar’ 

store by increasing the transparency of the online transaction.  For example, a decade 

ago, a simple help button with a pop-up window explaining frequently asked questions 

(FAQs) would be enough to replace the advice and help of a real-life customer 

representative at the store.  However, in recent years, more companies are beginning to 

implement a chat-function where e-shoppers are able to contact a customer 

representative whenever they want, in real-time (See Figure 5.5).   



 

  116  

Figure 5.5 – Online Chat with Customer Representative 

 

As stated earlier, the notion of synchronicity is essential to the interactivity of a Web 

site because of its ability to offer real-time feedback and communication to the users.   

Interactive Web features like an ‘Online Chat-Room’ with a customer 

representative are designed to offer customer assistance whenever they need it.  E-

shoppers who are comfortable with the online shopping procedure are more likely to 

complete actual shopping transactions online.  By knowing that a customer 

representative is available twenty four hours a day, and seven days a week, the e-

shopper may feel more reassured that the transaction is valid.    
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If the consumer is unfamiliar with the online shopping process, implementing 

an interactive Web feature that offers real-time assistance twenty-four hours a day has 

tremendous benefits.  Based on the attribution theory, people can either make internal 

or external attributions.  If a person makes an internal attribution, s/he would say that it 

was his/her fault that the transaction did not go through, that s/he is not capable of 

performing the task, and it is easier for him/her to just purchase the product from a real 

physical ‘brick and mortar’ store.  However, with negative happenings like a failed 

transaction, people tend to make external attributions.  In this case, if a person makes 

an external attribution, s/he would say that it is the company’s fault that they designed 

a faulty Web site that is cumbersome to navigate around, and it is easier for him/her to 

just purchase the product from another online store.  Thus, it is important for the 

company to cater to their customers when designing an e-commerce Web site, and 

ensure that their customers are comfortable with the interface.  

 

Three-dimensional Models: A More Tactile Online Experience 
 

E-shoppers who are interested in buying clothes online face a certain dilemma 

that is different from purchasing other items.  Questions and thoughts such as, “Wow, 

this shirt looks good on the screen, but what does it feel like? Will it fit me?” are bound 
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to arise as the e-shopper clicks through apparel Web sites.  As discussed previously in 

the literature review section, one primary problem with purchasing products online is 

the inability to actually see, touch, and feel the product one is buying.  This problem is 

particularly apparent with ‘high involvement’ products, which are products that tend to 

require a more tactile shopping experience.  Despite this problem with buying clothes 

online, apparel remains among one of the fastest growing categories for online 

shopping in the United States (www.shop.org).  Therefore, fashion and apparel e-

commerce Web sites that are able to implement interactive Web features to remedy this 

problem will definitely have an edge over other apparel Web sites.   

Every piece of clothing fits an individual differently depending on the person’s 

particular body shape and the brand and type of clothing.  A ‘medium’ in one store 

may be larger or smaller than a ‘medium’ in another store.  A size two pair of jeans 

may run smaller or bigger depending on the cut and style.  Not only does size differ 

depending on the brand, but by purchasing apparel online, a consumer cannot feel the 

material or try on the article of clothing through a computer screen.  A sweater that 

looked appealing on the screenshot photo could possibly end up being incredibly rough 

inside, and the customer would not know this prior to the purchase since s/he could not 

try on the sweater.   
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As a result, many apparel products end up not fitting the way the e-customer 

wants them to fit, and it has to be returned to the store.  Solomon (2003) in “Consumer 

Cyberspace” states that approximately one in three articles of clothing bought online 

has to be returned (119).  Furthermore, internal market research done by Levi Strauss 

revealed that women tried on an average of fifteen to twenty pairs of jeans prior to 

purchasing.  Consequently, the inability to actually try on the pieces of clothing is a 

barrier that is preventing consumers from buying apparel online.   

To remedy such an obstacle, many apparel companies are exploring a new mass 

customization tool: Virtual models, which allow customers to try on clothes virtually.  

Within the matter of a few clicks, e-shoppers are able to create 3D virtual models 

simply by answering a list of questions about a person’s physical features, ranging 

from measurements, hairstyle, body frame, shape of eyes, etc, as seen in Figure 5.6 

below.   
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Figure 5.6 – Creating a Virtual Model 

 

Copyright © 2001-2007 My Virtual Model, Inc. 

 

My Virtual Model Inc. has skillfully designed an interactive user-interface that 

allows the customer to create a “virtual model” so s/he can better envision what an 

outfit would look like in real life.  As Hirschman and Holbrook (1982) say, “hedonic 

consumption is tied to imaginative constructions of reality.” The ‘Virtual Model’ e-

shopping feature is designed to enhance the online shopping experience by allowing 

the consumer to pretend that s/he is trying on actual pieces of clothing.  Not only does 

the My Virtual Model interactive interface offers the opportunity for people to 
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dynamically create a virtual model, but the customer can save this profile for future e-

shopping trips.  In addition, companies can subscribe to the My Virtual Model and 

their customers can utilize their user profile to shop from site to site.      

My Virtual Model continues to innovate by constantly designing new tools to 

enhance and to create more life-like virtual models.  According to the company Web 

site, these new tools are designed in hopes to make My Virtual Model “the most 

effective fashion tool for boosting both sales and loyalty online” (www.mvm.com).   

Currently, over three million virtual models have been created online.  

Merchants include Lands’ End, Limited Too, Lane Bryant Stores, Nutri/System, Duck 

Head, FUBU, Maxim Online, Orvis, and several others (www.mvm.com).  

 

Design Your Own Room 
Similar to apparel, furniture is also hard to purchase online due to a customer’s 

inability to feel the material that is used, and see the actual size of the object.  If a 

customer is looking for one specific piece of furniture, and knows exactly where he 

wants to place the object, perhaps there would be no problem.  However, if the 

customer wants to purchase a wider array of furniture, the concept of room planning 

almost requires the customer to be able to envision where each piece of furniture 

would go in the actual room.  As a result, even when given the particular 
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measurements of the object or shown screenshots, the customer still finds it hard to 

‘mentally’ plan a room.  As seen in Figure 5.7 below, tools like the RoomPlanner 

allows customers to plan a room virtually so the customer can envision the positioning 

of the actual furniture pieces in the room prior to purchasing.  The RoomPlanner 

interactive tool allows customers to customize a virtual room based on the 

measurements of the actual room, as entered by the customer. 

Figure 5.7 – Room Planner 

   

Product Customization: Customize Your Food Order 
Similar to furniture and apparel, some consumers may hesitate to order food 

online because of its sensory nature.  Ideally, people want to be able to smell, touch, 

see and maybe even taste the actual dish prior to ordering.  Even at restaurants, people 
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like menus with photos of the actual dish because these photos allow them to envision 

their order.  As seen in Figure 5.8 below, interactive tools like Domino’s, allow 

customers to customize and visualize their online order prior to completing their 

transactions.    

Figure 5.8 – Customizing Online Food Order 

 

However, unlike apparel and furniture, perhaps ordering food online is a smaller 

investment, and less of a hassle to return.  Furniture items tend to be heavy and hard to 

return, and as for apparel, if it does not fit, the person has no use for that article of 

clothing.  
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Multimedia/Online Games on E-commerce Web sites 
 

According to results from the current survey, ‘online games and multimedia’ 

were reported as the least popular interactive features.  Results from both the graphs “I 

have no desire in using this interactive Web feature” and “I have never encountered 

this Web feature and have no interest in it,” rank ‘online games’ as the number one 

feature that people are not interested in14.   

So if customers do not seem interested in actually playing online games on e-

commerce Web-sites, what role do they serve?  In comparison to some of the other 

interactive features, online games on e-commerce Web sites appear to provide more of 

a recreational purpose and less of a functional purpose.  In order to capture the 

attention of e-shoppers who are passing by, some of the more innovative e-commerce 

Web sites have adopted multimedia features, such as videos and online games as seen 

in Figure 5.9 below. 

                                                                                                                                                                                                                                                                                                             

14 However, majority of the respondents in my sample are in their twenties and thirties.  Therefore, 
further studies should be done on whether age plays an important role in determining whether a 
respondent likes online games on e-commerce Websites.    
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Figure 5.9 – Online Games 

  

The importance of creating a captivating Web site cannot be underestimated.  As 

Tiernan (2000) claims, if a Web site is unable to capture the attention of an e-shopper, 

the e-shopper would simply bypass the Web site and move onto the next Web site, 

equivalent to “window shopping at a brick-and-mortar store” (97).  Therefore, the 

dynamic nature of interactive online games on e-commerce Web sites paints a 

memorable picture of the Web site in a consumer’s mind, making the Web site more 

unforgettable.   
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Furthermore, online games and multimedia are simply another form of 

marketing and advertising for the company.  As Soloman (2003) in “Conquering 

Consumerspace” argues, in such a new platform of conducting business, “traditional 

advertising messages lose their potency” (p. 248).  As a result, companies must 

constantly think of new ways to advertise to their customers.  Therefore, online games 

are a fun and recreational way for consumers to familiarize themselves with a 

particular brand in an interactive manner because it increases the consumer’s 

involvement with the brand.   

Correlational analysis results from the current survey indicate that there is a 

positive association between the variable “I am more likely to purchase something 

from a site that captures my attention” and the variable “I have never played games on 

e-commerce Web sites before but I am interested in trying it out” (Pearson’s r = 0.48, 

p=0.00).  Furthermore, there is also a positive association between the variables “I 

have played online games on e-commerce Web sites before and will continue to do so” 

and “I am more likely to purchase something from a site that captures my attention” 

(Pearson’s r = 0.131, p=0.00).  The positive correlation between these two variables 

shows that people who like attention grabbing e-commerce Web sites tend to also have 

an overall positive attitude towards online games. 
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Case Study: Lands’ End 
Revered as one of the top e-tail giants for apparel, Lands’ End’s e-commerce 

Web site must be doing something right: the constant pursuit of innovation.  As an 

early adopter of technology, Lands’ End launched its e-commerce Web site in 1995.  

Jackie Johnson-Caygill, director of Lands’ End’s customer sales and services for the 

past twenty-five years claims that part of Lands’ End drive to innovate is to “meet 

customers in whatever channel they want” (Johnson-Caygill in USA Today).  In the 

beginning, Lands’ End’s e-commerce Web site started by featuring only 100 products, 

with stories, essays, and travel diaries (www.landsend.com).   

Currently, Land’s End e-commerce Web site offers products from all of its 

catalogs, as well as an overstock section, offering lower discounted prices for selected 

products.  Donald Libey, managing director of Libey-Concordia, reveres Lands’ End 

as “the ultimate model in how to do an Internet business” and that the “transition they 

made immediately benefited the customer” (Libey in USA Today).  Lands’ End 

openness to embrace technology to enhance and improve its Web site is apparent in its 

utilization of interactive Web features.   

First of all, Lands’ End is the first apparel company to use the My Virtual 

Model™ interactive Web feature to provide customers a tool to create a personal 3-D 

Virtual Model.  According to Sam Taylor, vice president of the e-commerce 

department in Lands’ End, one of the primary concerns of their customers is “What 
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size do I need and how will it fit?”  Therefore, with the customer’s personal 3-D 

model, s/he is able to try on different clothing items to see how they fit on his/her 

body.  Taylor continues to say that online shopping with Lands’ End’s new version of 

My Virtual Model is “a lot like having your most honest friend telling you whether you 

picked the right size and whether it fits right all over your body” (Taylor in 

www.prnewswire.com). 

My Virtual Model Inc. conducted a research study to explore the value of the 

My Virtual Model™ technology for Lands’ End’s e-commerce strategy15.  Results 

from the study indicate that since Lands’ End implemented the My Virtual Model™ 

technology, the company has seen an increase in revenues.  First of all, Lands’ End’s 

conversion rate16 went up by 26%, meaning that visits to www.landsend.com using the 

My Virtual Model™ dressing room resulted in 26% increase in the number of 

purchases over a normal visit to Lands’ End’s e-commerce Web site without using the 

My Virtual Model™ technology.   

Another indicator of increased revenue is the value of an average order (AOV).  

Through using the My Virtual Model™ technology, the average order value (AOV) 

increased 13%.  This means that the AOV of purchases through using the My Virtual 

                                                                                                                                                                                                                                                                                                             

15 The research study was conducted by My Virtual Model Inc. between November 2000 and April 
2001.  The study uses raw data from Lands’ End’s server logs (www.myvirtualmodel.com).   
16 In e-commerce, conversion rate represents the percentage of Web-site visits “clicks” that are 
‘converted’ into actual purchases (www.myvirtualmodel.com). 
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Model™ dressing room was 13% higher than the average order value of purchases 

made through the Web site without using the My Virtual Model™ dressing room 

(www.mvm.com).  These statistics show the value of My Virtual Model™ technology 

increases revenue for e-commerce Web sites.    

Despite the increase in revenues through implementing the My Virtual 

Model™ technology, Bill Bass, senior vice-president of Lands’ End’s e-commerce 

division, insisted that Lands’ End “first introduced the My Virtual Model™ technology 

as a customer service feature was to improve the online shopping experience; The main 

goal was not to increase sales” (www.virtualmodel.com).  Therefore, the increased 

revenues show that not only do customers receive added value to their online shopping 

experience, but companies who implement such interactive features also benefit.   

In addition to the Virtual model, Lands’ End implemented several other 

interactive Web features, reaffirming its reputation as an online innovator in the world 

of e-commerce.  Lands’ End Live™ provides real-time customer assistance to their 

consumers twenty four hours a day through an online chat-room.  Furthermore, 

customers can request for an immediate call back from a customer representative 

through the phone.  Lands' End Custom™ allows customers to order custom-fit jeans 

by entering their specific measurements. 
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By implementing interactive Web features, such as 3D modeling (My Virtual 

Model™), online chat-room with a customer representative (Lands’ End Live™), and 

product customization tools (Lands’ End Custom™), Lands’ End have been able to 

offer their customers an online shopping experience that parallels shopping at an actual 

physical store.   

 Figure 5.10 – Representation of Actual Store 

 

As shown in Figure 5.10 above, results from the current survey indicate that 43.5% of 

the respondents agree/strongly agree that by using interactive features, the e-commerce 

Web site is able to capture a more accurate representation of the actual store.  Not only 

are interactive Web features able to enhance and enrich the shopping experience, it can 

also facilitate a more transparent shopping process.  Increasing the transparency of the 

shopping transaction enhances the level of trust between the buyer and seller.  
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Interactive Web features help capture a more accurate representation of the store and 

the actual shopping process, and establish brand loyalty in the digital world.   

Survey Findings: Respondents’ Opinion on the Various Interactive 
Web features 

 

Results from the current survey indicate that the respondents have not used 

most these interactive features before.  However, among the seven interactive features 

exemplified in the Web-survey, the two interactive features that have been encountered 

by more respondents are ‘Virtual Tours’ and ‘Interactive Catalogs.’  

Figure 5.11 – Will Continue to Use Feature 
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As seen from Figure 5.11 above, 63.1% and 56.9% respectively, of the 

respondents reported having used these features before and will continue to do so 

again.  In addition, 22.1% and 21.4% of the respondents have used interactive models 

designed for customizing an online food order and the function of chatting with a 

customer representative for assistance, respectively.  As for ‘Designing a Room’ and 

‘Online Games/Multimedia,’ 14.8% of the respondents have used each of these 

features.  The ‘Virtual Model’ is the feature that is the least often encountered by 

respondents; only 7.9% have encountered such a feature.  Through comparing the 

percentages across the interactive Web features, the results seem to suggest that 

currently, people are more receptive to interactive features which serve a more 

functional purpose.  Perhaps, these results are also an indication of the prevalence of 

each interactive Web feature, since features that are more prevalent in the cyberspace 

will be encountered and used more by the surfers.  The results also suggest that people 

seem to like the interactive features they have used before, and they are also willing to 

continue using such features.  
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Figure 5.12 – Will Not Continue to Use Feature 

  

Respondents were also asked the question “I have used this interactive Web 

feature on an e-commerce Web site but will not do so again.” As seen in the Figure 

5.12 above, for each feature, the percentages across all the interactive Web features are 

extremely low: ‘Customize Food Order’ (1.9%), ‘Virtual Model’ (2.8%), ‘Chat 

Representative’ (3.3%), ‘Interactive Catalog’ (3.5%), ‘Online Games/Multimedia’ 

(3.3%), ‘Design a Room’ (1.8%), and ‘Virtual Tour’ (1.2%).   

Respondents were asked the question of “I have never encountered such an 

interactive Web feature but I am interested in trying it out” on each feature.  Survey 
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results indicate that among all the interactive Web features, people are most interested 

in trying out the ‘Design a Room’ feature.   

Figure 5.13 – Interested in Trying Out Feature  

 

Referring to Figure 5.13 above, 57.8% of the respondents said that they were interested 

in trying this interactive Web feature even though they have never encountered it 

before.  The next interactive feature that appealed to the respondents was ‘the Virtual 

Model,’ as 45.9% of the respondents said that they were interested in it.  Closely 

following the ‘Virtual Model’ interactive feature, 41.3% of the respondents were 

interested in ‘Customizing an Online Food Order’ feature.  As for getting assistance 

through an ‘Online Chat Representative,’ 36.4% of the respondents have never 
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encountered such a feature but were willing to try it out.  The results demonstrate that a 

low percentage of people reported never having tried the interactive feature but is 

interested in it for ‘Interactive Catalogs,’ 21.8%, and ‘Virtual Tours,’ 25.5%.  These 

statistics reaffirm the results from the first chart where the two interactive Web features 

that people reported having most commonly encountered before were ‘Interactive 

Catalogs’ and ‘Virtual Tours.’ 

The question “I like the idea of this interactive Web feature but it is not worth 

my time” was also asked for each feature.   

Figure 5.14 – Feature Not Worth My Time 
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As Figure 5.14 shows, 22.5% of the respondents reported that while “customizing an 

online food order” is appealing to them, it is not worth their time.  Following, ‘the 

Online Food Customization’ feature are the ‘Virtual Model’ (16.7%), ‘Online chat 

Representative’ (16.2%), ‘Online Games’ (13.7%), and ‘Designing a Room’ (10.2%).  

The two features that respondents find worth their time are ‘Interactive Catalogs’ 

(7.6%) and ‘Virtual Tours’ (5.6%).   

From the question battery “I have never encountered this interactive Web 

feature and I have no interest in it,” results show that the feature that the least number 

of people are interested in is ‘Online Games and Multimedia’ (28%), followed by the 

‘Virtual Model’ (20.6%), getting assistance from an ‘Online Chat Representative’ 

(15.6%), and then ‘Customizing Online Food Orders’ (13.2%) (See Figure 5.15).  

Among the seven interactive Web features, the three features that people are the most 

willing to try are ‘Virtual Tours’ (3%), Interactive Catalogs (6%), Designing a Room 

(10%).   
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     Figure 5.15 – No Interest in Feature 

 

Respondents were also asked the question, “I have no desire in using this interactive 

Web feature.” For all features, they appear to have the least desire to use the ‘Online 

Game’ interactive feature.  As Figure 5.16 reveals, 27.9% of the respondents reported 

that they have no desire to play online games on e-commerce Web sites.  
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Figure 5.16 – No Desire in Using Feature 

 

Following the feature of ‘Online Games’, there are three other interactive features that 

do not appeal to the respondents.  ‘Customizing an Online Food Order’ (15.1%), 

‘Getting Assistance from an Online Chat Representative’ (15.6%), and ‘Creating a 

Virtual Model’ (16.9%).   

Overall Findings: Deployment of Interactive Web features   
Among the various types of interactive features that were surveyed, people tend 

to hold an overall more positive attitude towards interactive Web features that serve 

both a recreational and a functional purpose, such as the ‘Virtual Model’ and the 

‘Design a Room.’  Both of these interactive tools are designed to overcome the 
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problem of dealing with high involvement products by offering a more immersive 

shopping experience.  By using these e-commerce Web features designed to simulate 

the more tactile aspect of shopping, consumers are able to experience the products in a 

more interactive manner in the intended environment prior to purchasing (Windham 

and Orton, 2000, p. 150).   

For companies looking to invest in implementing interactive technologies on 

their e-commerce Web site, they can play it safe and invest in functional interactive 

features that more customers have already encountered before, or take a bigger risk and 

implement more interactive features that are more recreational and “edgy.”   

The graph below is created based on the survey responses; it proposes that the more 

functional and conventional the interactive feature, the lower the risk (See Figure 

5.16).  However, this may also mean that there are more e-commerce Web sites that 

have already implemented such features, such as ‘Interactive Catalogs’ and ‘Virtual 

Tours.’  While many users responded positively to such features, companies looking to 

stand out should explore more innovative interactive Web features on their Web sites.  

In this graph, the y-axis indicates the level of risk involved in implementing 

this type of interactive Web feature. The level of risk is the probability that the public 

will not respond well to this type of interactive feature.  The x-axis indicates the degree 

to which a particular interactive Web feature is functional and/or recreational.  
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Furthermore, highlighted in blue, is the target zone that e-commerce Web sites should 

aim for.  These are the interactive Web features that are designed to allow customers to 

customize their own product and/or personalize their online shopping process17.   

Figure 5.17 - Deployment of Interactive Web Features Graph 

 

Graph created by author 

The middle portion of the graph consists of features, like ‘Designing a Room’ 

and the ‘Virtual Model’ which can be regarded both as recreational and functional.  

While many respondents reported they have never encountered such features before, 

they indicated that they would be interested in trying out these features.  Therefore, 
                                                                                                                                                                                                                                                                                                             

17 For this survey, furniture and apparel were chosen as examples to exemplify high 
involvement products, however, depending on the product type, other product customization tools can be 
implemented.   
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while these features are riskier than features such as the ‘Interactive Catalog’ and ‘the 

Virtual Tour’, they may also attract and capture the attention of more customers. 

Features, such as ‘Real-time Chat with a Customer Representative’ and 

‘Customizing a Food Order Online’ are both recreational and functional as well; 

however, chatting with a customer representative leans towards the more functional 

side of the spectrum and customizing a food order online leads towards the more 

recreational side of the spectrum.          

When it comes to the more recreational features, like ‘Multimedia and Online 

Games,’ it is better to offer two versions: one that is simpler for people who are 

looking to save time and one for people who are looking for a more interactive 

shopping experience.  Numerous respondents indicated that they are interested in 

particular interactive Web features but found it a waste of time.  Therefore, by offering 

two versions, people can explore the more interactive features when they have time.   

For example, many e-commerce sites today have attractive Macromedia flash 

introductions, but, at the bottom, it also includes an option that says “skip flash intro” 

for people who already knows the exact item s/he wants to buy.  For people who are 

simply there for the online shopping experience, they can watch the multimedia flash 

videos and explore the wide range of features and functions the Web site has to offer.  
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Chapter 6.  Conclusion 

Summary of Current Study Objectives and Major Findings 
 

Prior studies within the realm of consumer attitudes and online shopping 

primarily focused on online shopping patterns and behaviors.  Since e-commerce is 

expected to continue to experience steady growth, the question then changes from 

“how can companies attract more customers to their e-commerce Web site?” to “how 

can companies create a memorable and enjoyable online shopping experience to retain 

their customers?”  Online shoppers today demand more than simply a Web site that 

offers a wide selection of products at a low price.  Shoppers today not only want their 

online experience to be similar to an actual shopping experience, but one that 

incorporates more sensory aspects of shopping.  Shoppers expect a fun and engaging 

online shopping process; they want more than simply the ability to purchase products 

off the Web.  Due to this demand, electronic retailers that are able to offer shoppers an 

interactive experience, in addition to a wide selection of products at low prices are the 

ones that will stay ahead of the e-market race. 

Owing to the relative infancy of e-commerce, limited research has been done to 

explore consumer attitudes towards particular types of interactive Web features on e-

commerce Web sites, and how online shopping perspectives play a role in shaping a 

consumer’s preference for a more personalized interactive shopping experience.  



 

  143  

Hence, the purpose of this study is to assess what type of shopper currently enjoys 

shopping online, whether interactive Web features are more likely to appeal to a 

particular type of online shopper, and more importantly, which Web features are 

people ready to embrace.   

First of all, Results from the first regression model reveal “Utilitarian” (beta = 

0.256, p = 0.00) and “Hedonic: Enjoy Browsing” (beta = 0.119, p = 0.001) as 

significant predictors on whether the respondent enjoys shopping online.  Secondly, 

Correlational analysis also reveals that there is a positive association among the 

“Hedonic: Experiential” perspective and the other three shopping perspectives: 

‘Utilitarian,’ ‘Money-Saving,’ and ‘Hedonic: Enjoy Browsing.’  Thirdly, results from 

the second regression model reveal “Hedonic: Experiential” shoppers (beta = 0.236, p 

= 0.00) as the only group that is a significant predictor on overall attitude towards 

interactive Web features and a preference towards interactive e-commerce Web sites.  

This finding fits the hypothesis because experiential shoppers, who are likely to 

purchase more from Web sites that are able to capture their attention, are more likely to 

care about the features that can potentially enhance their overall shopping experience 

when compared to the other types of shoppers.   
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Direction for Future Research 
Perhaps the most critical limitation of the current study lies in the fact that the 

newly constructed scales are considered as weak within the realm of social research.  

In terms of methodology, since these regression models were built upon newly 

constructed scales, further work needs to be done to solidify the internal reliability of 

the scales.  Given the fact that the unit of analysis is human emotions and values 

towards shopping, it is hard to classify conceptual notions from a quantitative manner.  

Perhaps the questions can be better designed or different items should be incorporated 

in the various scales.  Either way, more work needs to be done to validate these scales 

as accurate tools of measurement.   

In addition, due to the snowball sampling method of collecting survey 

responses, and the fact that an online Web-survey was conducted, the data are skewed 

towards people who are more familiar with the Web.  Perhaps more research can be 

done to explore the attitude on interactive Web features among people who are less 

computer-savvy and has less experience with shopping online.   

Furthermore, this research study also has not addressed the privacy and security 

issues as potential obstacles which may prevent consumers from purchasing products 

over the Web.  Currently, consumers still rate privacy and security issues among top 

reasons as to why they do not wish to purchase products over the Internet.  Due to the 

power of interactive Web features to communicate and connect to consumers, 
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consumers may feel safer when purchasing from an interactive model that is able to 

offer them a more personalized experience.  Therefore, the notion of whether 

interactive features enhance the level of trust that consumers place on the e-commerce 

Web site can be further explored.  While the results from the current study show the 

value of creating a more personal shopping experience for consumers nothing has been 

done to see whether this increased sense of personal touch has improved the 

relationship and trust between the company and the consumer. 

Another possible direction for future research is whether attitude towards 

interactive Web features vary across different product types.  Current study results 

reaffirm prior literature that suggests that interactive Web features are the most 

beneficial to high-involvement products, such as apparel, food, furniture, and jewelry.  

Future research can be done to study attitude on interactive Web features across non-

high involvement products.   

 

Recommendations for Companies  
The current research study contributes to existing research within this realm of 

consumer behavior by offering an empirical assessment on the relationship between 

online shopping perspectives and overall attitude towards interactive Web features on 

e-commerce Web sites.  However, beyond the scope of consumer behavior research, 
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the results from the current study also have various implications for companies.  In 

order for companies to be willing to invest in implementing such innovative 

technologies, they must first realize the value of creating a more interactive experience 

for their shoppers.  Based on current survey data results, there is adequate quantitative 

support to suggest that companies should invest on implementing interactive Web 

features on their e-commerce Web sites.     

Many companies have not yet taken full advantage of the inherent interactive 

nature of the Internet to communicate, market, and understand their customers at a 

more personal level.  By employing interactive Web features on their e-commerce Web 

sites, companies are offering their customers a richer and more personalized shopping 

experience.  As Pamela Danziger (2006) exclaims, “the focus for retailing success in 

the future is not so much what you sell, but how you sell it” (127).  Unfortunately, 

there is not a “one-size-fits-all” type of approach to how companies should sell their 

products. 

E-commerce Web sites which hope to reinforce and promote their brand image 

should employ more daring and/or recreational features.  While these features are more 

risky in the sense that there is a higher chance that the public will not be receptive of 

such features, edgier interactive Web features are more likely to stay in an e-shoppers 

mind.  Furthermore, consumers are more likely to share with their friends and family 
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Web sites that they find striking and captivating, and through word-of-mouth, 

companies can build on their brand image.   

For e-commerce Web sites that are selling high-involvement products (products 

that online shoppers are reluctant to purchase via the Internet due to the inability to see, 

touch, and/or smell the product), they should implement three-dimensional modeling 

features.  This type of interactive feature benefits companies that are selling high-

involvement products because this feature can capture a more accurate representation 

of the actual product they are trying to sell.  Furthermore, the shopper feels as though 

they have more control in the shopping process because they are able to virtually “try” 

the product prior to purchasing.   

There are also some interactive Web features, such as virtual catalogs and 

online chat assistance that can be used by any company.  Virtual catalogs, like print 

catalogs can offer the same amount of detailed product information in a more 

interactive manner, and online chat assistance can offer customers real-time help any 

time of the day.  These features are beneficial in providing consumers a more 

personalized shopping experience.    

Ultimately, the goal of companies should be to entertain their customers in an 

enriching thought-provoking manner, so as to captivate their interest of online 

shopping.  Referring back to Csikszentmihalyi’s concept of flow, interactive e-
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commerce Web sites can help the company to attract the attention of customers who 

are looking for a more enjoyable shopping experience.  When consumers are in such a 

state of absorption, they will stay on the Web site longer.  As Underhill (2000) claims, 

the more time a shopper stays in a store, the higher the chances that s/he will purchase 

something, and the amount of time a shopper spends in a store is dependent upon how 

enjoyable the shopping experience is.   

Similar to implementing any newly innovative technology, companies have to 

evaluate whether the potential profits can outweigh the risks.  It is also suggested that 

companies should target to implement interactive Web features that are designed to 

incorporate both functional and recreational aspects.  The more functional the feature, 

the higher the chances that people will be receptive of such a feature.  On the other 

hand, the more recreational the feature, the more potential it has to create an ‘edge’ for 

the company.  Therefore, companies should try to find a middle ground and strike a 

balance between the two types.   

 All in all, “E-tailers” should try to promote more customer involvement by 

enhancing the level of shoppers’ engagement.  Designing a Web site that can 

accommodate various types of shoppers is imperative.  E-commerce Web sites that will 

thrive in this new era of e-commerce are those that invite their customers to feel and 

explore the Web site at another level.  Interactive Web features can capture the 
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attention of shoppers because they evoke shoppers’ curiosity.  While the Internet works 

well as a tool to enhance efficiency and cut down costs, its real power lies in its 

interactivity.  With the right combination of interactive Web features, an ordinary Web 

site can quickly rise to a new level of sophistication as a powerful e-commerce tool 

offering visitors a personalized online shopping trip that they deserve.   

Consumers are currently searching for a unique online shopping experience, so 

tailor the Web site to them! 
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Methodological Appendix 

Calculating E-Commerce Sales Projections 
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Actual Data from U.S. Census Bureau 

 

Source: Retail Indicators Branch, U.S. Census Bureau 
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Actual Online Survey Questions 
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Multi-collinearity problem 

 Correlations 
 

    

I shop online 
because it is more 
convenient than 

going to the 
actual store 

I shop online to 
save time 

Pearson Correlation 1 .630(**) 
Sig. (2-tailed) . .000 

I shop online because it is more 
convenient than going to the 
actual store 

N 602 601 
Pearson Correlation .630(**) 1 
Sig. (2-tailed) .000 . 

I shop online to save time 

N 601 601 

**  Correlation is significant at the 0.01 level (2-tailed). 
 

 

Online Shopping Perspective Scales (Frequencies) 
 

Utilitarian 

 

  Frequency Percent Valid Percent 
Cumulative 

Percent 
strongly disagree 2 .3 .3 .3 
2.00 1 .1 .2 .5 
4.00 5 .7 .8 1.4 
5.00 7 1.0 1.2 2.5 
6.00 5 .7 .8 3.4 
7.00 8 1.2 1.4 4.8 
8.00 17 2.5 2.9 7.6 
9.00 11 1.6 1.9 9.5 
10.00 15 2.2 2.5 12.1 
11.00 19 2.8 3.2 15.3 
12.00 31 4.6 5.3 20.5 

Valid 

13.00 36 5.4 6.1 26.7 
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14.00 29 4.3 4.9 31.6 
15.00 37 5.5 6.3 37.9 
16.00 61 9.1 10.4 48.2 
17.00 47 7.0 8.0 56.2 
18.00 40 6.0 6.8 63.0 
19.00 68 10.1 11.5 74.5 
20.00 47 7.0 8.0 82.5 
21.00 43 6.4 7.3 89.8 
22.00 26 3.9 4.4 94.2 
23.00 19 2.8 3.2 97.5 
24.00 10 1.5 1.7 99.2 
strongly agree 5 .7 .8 100.0 

  

Total 589 87.6 100.0   
Missing System 83 12.4     
Total 672 100.0     

 

Money-saving 

 

  Frequency Percent Valid Percent 
Cumulative 

Percent 
strongly disagree 19 2.8 3.2 3.2 
2.00 31 4.6 5.2 8.3 
3.00 33 4.9 5.5 13.9 
4.00 43 6.4 7.2 21.0 
5.00 56 8.3 9.3 30.4 
6.00 101 15.0 16.9 47.2 
7.00 71 10.6 11.9 59.1 
8.00 84 12.5 14.0 73.1 
9.00 64 9.5 10.7 83.8 
10.00 62 9.2 10.4 94.2 
11.00 22 3.3 3.7 97.8 
12.00 13 1.9 2.2 100.0 

Valid 

Total 599 89.1 100.0   
Missing System 73 10.9     
Total 672 100.0     
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Hedonic: Experiential 

 

  Frequency Percent Valid Percent 
Cumulative 

Percent 
strongly disagree 9 1.3 1.5 1.5 
2.00 5 .7 .8 2.4 
3.00 60 8.9 10.2 12.5 
4.00 25 3.7 4.2 16.8 
5.00 56 8.3 9.5 26.2 
6.00 71 10.6 12.0 38.2 
7.00 118 17.6 20.0 58.2 
8.00 81 12.1 13.7 71.9 
9.00 57 8.5 9.6 81.6 
10.00 49 7.3 8.3 89.8 
11.00 37 5.5 6.3 96.1 
12.00 14 2.1 2.4 98.5 
strongly agree 9 1.3 1.5 100.0 

Valid 

Total 591 87.9 100.0   
Missing System 81 12.1     
Total 672 100.0     

 

Hedonic: Enjoy Browsing 

 

  Frequency Percent Valid Percent 
Cumulative 

Percent 
strongly disagree 5 .7 .8 .8 
2.00 6 .9 1.0 1.9 
3.00 7 1.0 1.2 3.1 
4.00 18 2.7 3.1 6.1 
5.00 21 3.1 3.6 9.7 
6.00 33 4.9 5.6 15.3 
7.00 40 6.0 6.8 22.1 
8.00 49 7.3 8.3 30.4 
9.00 52 7.7 8.8 39.2 
10.00 56 8.3 9.5 48.7 

Valid 

11.00 78 11.6 13.2 62.0 
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12.00 65 9.7 11.0 73.0 
13.00 50 7.4 8.5 81.5 
14.00 40 6.0 6.8 88.3 
15.00 27 4.0 4.6 92.9 
16.00 19 2.8 3.2 96.1 
17.00 10 1.5 1.7 97.8 
18.00 5 .7 .8 98.6 
19.00 6 .9 1.0 99.7 
20.00 1 .1 .2 99.8 
21.00 1 .1 .2 100.0 

  

Total 589 87.6 100.0   
Missing System 83 12.4     
Total 672 100.0     

 

Factor Analysis – Online Shopping Perspective Variables 
 
FACTOR 
/VARIABLES browse savemoney savetime discount convenient enjoyshop 
efficient nopurchase staylong attention specificprod2 find2 /MISSING 
LISTWISE /ANALYSIS browse savemoney savetime discount convenient enjoyshop 
efficient nopurchase staylong attention specificprod2 find2 
/PRINT INITIAL EXTRACTION ROTATION 
/FORMAT SORT 
/CRITERIA MINEIGEN(1) ITERATE(25) 
/EXTRACTION PC 
/CRITERIA ITERATE(25) 
/ROTATION VARIMAX 
/METHOD=CORRELATION .  
Total Variance Explained 

Component Initial Eigenvalues 
Rotation Sums of Squared 

Loadings 

  
Tota

l 
% of 

Variance 
Cumulative 

% 
Tota

l 
% of 

Variance 
Cumulative 

% 
1 2.88

3 24.028 24.028 2.30
9 19.240 19.240 

2 1.78
7 14.894 38.922 1.74

4 14.531 33.771 

3 1.29
2 10.767 49.689 1.58

7 13.227 46.998 

4 1.23
5 10.288 59.977 1.55

7 12.979 59.977 

5 .873 7.276 67.253       
6 .815 6.795 74.048       
7 .695 5.788 79.836       
8 .585 4.879 84.715       
9 .545 4.540 89.254       
10 .521 4.340 93.595       
11 .454 3.783 97.377       
12 .315 2.623 100.000       
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Extraction Method: Principal Component Analysis. 
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Screenshot Reprint Permissions 

My Virtual Model, Inc. 
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Hewlett-Packard Development Company, L.P. 
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