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ABSTRACT

The purpose of this research is to provide a framework for the online
consumer decision process, focusing on the affective part, in order to get a
better understanding of how the online consumer affective response is
influenced by the environment provided by the online store website. The
problematic assessed by this study focuses on the gap of other studies that
have studied the environmental cues individually and not as a whole set of
influences on the consumer affective response. Consequently an empirical
study was done, using a cross sectional design with a quantitative
approach, thus once the data was collected trough e-surveys, a multiple
regression analysis was conduct with help of SPSS. The descriptive part of
the analysis revealed that men tend to surf on internet more often than
women and also buy online more often than their female counterpart.
Additionally, the explorative study revealed that the level of arousal in online
consumers are influenced especially by other consumers’ opinions, the
design of the web site and the color scheme, meanwhile the background
music is suggested as a minor influence on consumer arousal. Moreover, the
study shows that the level of satisfaction as an emotion of enjoyment is
influenced by interactivity of the website, product information and web site
design. Finally, this empirical study also shows that the consumer intention
to purchase by the online consumer is highly influenced by the emotional
states: arousal, pleasure and satisfaction, that previously have been
influenced by the online store environment. Thus, based on previous
studies, our proposed model was developed in a deeper way, assessing other
variables in the cause-effect relation as it assessed the dependency of
arousal with a set of characteristics, that even if they have been explored
before they have not been study unitedly. In this sense, our findings bring a
broad perspective of the actual phenomenon, because a more real set of
relations is explained.

KEYWORDS: S-O-R, TAM model, online store environment, atmospherics,
merchandising cues, navigations cues, consumer affective response,
consumer emotions.
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Chapter One
Introduction

1.1. Online shopping, its environment and the consumer
emotional state, a brief description

The emergence of the Internet as a channel through which purchases can be
made in a remote and interactive way has, from its beginning, raised the
question of why people shop or do not shop online. The answer is not
simple; it involves a variety of factors ranging from technological to cultural
issues. However, there is no doubt that e-commerce is inducing changes in
consumer behavior, allowing decisions to be made more extensive and at the
same time supporting a greater ability to select among different products for
the consumer. Within this framework of e-commerce, over the past ten years
researchers have conducted studies to better understand what factors,
circumstances and characteristics make up the overall context of internet
shopping. Among the factors to consider is the behavior of consumers and
how they are influenced to buy products through this medium.

Many investigations have focused specifically on trying to define the issues
that drive people to buy or not to buy through this channel (e.g. Perea,
Dellaert & Ryter, 2004; Bhatnagar, 2007). Similarly, other authors have
focused their efforts on trying to identify how the consumer decision process
works within an online shopping context from the cognition point of view
(e.g. Eroglu, Machliet & Davis, 2001; Sautter, Hyman & Lukosius, 2004) all
with acceptable results, and significant contributions to the general
knowledge in this area. On the other hand, it is necessary to remember that
the consumer decision process is influenced not only by the cognitive
process, but also by the affective one (Bagozzi, Gopinath & Nyer, 1999),
where the marketing stimuli influences emotional perceptions of consumers,
with the intention to produce a purchase as the outcome. Although some
research has been conducted on the topic of the affective domain as an
integral part of the consumer decision process within online shopping, it is a
scientific research area that deserves to be explored further in order to have
a better understanding of it.

This thesis refers to the theories on the online shopping environment in the
retail industry. These theories are based on conceptual models used mostly
in traditional stores. With them the researchers focus on trying to
understand how the environment in the selling-buying process operates and
influences consumer perceptions. This environment, usually called
“atmosphere”, has been studied in traditional stores, but in the context of
online shopping has not yet been sufficiently documented (Eroglu et al.,
2001, 2003). In addition, most of the conceptual models do not altogether
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consider other characteristics of the buying process, such as the type of
information, or the navigation style of the web site. Consequently, we
operate on the premise that the utilitarian characteristics of the online
purchase process have an important influence on consumer behavior. We
also consider that hedonic aspects in relation to the online store have an
important influence (Childers et al., 2001). Thus by the lack of studies
where both condition are analyzed together has created a gap to the general
understanding of the phenomenon.

Therefore, if the store is traditional or virtual, the customer perception of the
environment in which he or she interacts could influence the emotional
state, ultimately producing a shopping behavioral response. This leaves a
significant area of study to be considered. Presently, scholars are studying
the parameters that influence the perceptions, intentions and habits of the
consumer that uses electronic retailing (e-tailing) and how the experience of
the consumer influences the response (approach or avoidance). These
factors that influence the consumer perception and induce consumers to
use this particular channel must be an important aspect to be analyzed.
Important for marketers given its economic impact for business, and
important for scholars, to have a better understanding of the perception that
influence a specific consumer behavior and to make a reliable contribution
to the present theories (Arnold et al., 2005).

1.2. Problem area

With this introduction, we must say that in the present climate, consumers
that use e-shops are becoming more and more adept and they are looking
for superior and pleasant experiences that fulfill their need, not only to
acquire a product but to enjoy doing it. (Koufaris et al., 2001/2002). These
experiences of joy or excitement are related to the emotions that consumers
experience during the purchase process in traditional retailing. Those
emotions related to the marketing stimuli are easy identifiable and many
studies have been done on them. However in e-tailing, given the lack of
physical contact with the consumer, the factors that induce the emotional
state in the consumer are harder to identify and understand (Laros and
Steenkamp, 2004). We believe that the emotional state of individuals can
modify their behavioral outcome without interfering with the cognitive
process. This result in the main problem of trying to explain the relation
that exists between the environment of the online stores and the response of
consumers based on their affective decision process.

This study presents a problem that originates from the limitations of

previous studies within the field. While former researchers have addressed

the issue in an objective manner, and have paved the way for research in

this area, they still have some limitations that create gaps in the general
2



knowledge. That is why the present research considers the following points
as shortcomings of former research:

» Studies are not widespread and have focused only on one product or
product type.

* As it was mentioned by Mummalaneni (2005) the artificial set of the
studies also cast a cloud of suspicion on the generalizability of the
findings.

= Earlier studies do not take into consideration demographics such as age,
sex, income and ethnicity that may affect the perception of the online
store environment in the individuals’ emotional state (Mummalaneni,
2005)

»* In addition to complex analysis research should use multiple
methodological approaches. However former research mostly uses similar
methodologies (Sautter et. al., 2004).

Based on these issues the main reasons for the importance of exploring this
topic further are:

= To validate the results of former research and thus be able to expand or
extend prepositions displayed by them.

» Earlier investigations do not include all possible factors that may
influence the decision process of consumer buying. And this is because
they study the factors individually but not the influence of all of them as
set of variables.

» To have a more appropriate understanding of how the emotional aspects
influenced by the environment produce the consequent responses. In this
way research likes this will improve knowledge on this area that will
affect the decisions of the web site design of online stores in order to have
a major competitive and comparative advantage.

» Because of the development of online sales in the last decade and its high
growth expectations. Therefore it is important to better understand its
nature; the relation between the online environment, its individual
elements and the affective part of the consumers.

Conclusively, the different theories and models proposed by researchers
have helped to gain a better grasp on the topic. However, they have not yet
completely explained the relations between ambience and emotions that
influence the consumer decision process in a generalizable way. This has
created a gap between the different conceptual models, some more simple
and some more complex that are used to explain this phenomenon.



1.3. Purpose and research questions

The purpose of this research is to provide a framework for a better
understanding of the online consumer decision process, focusing on the
affective part (emotional state). The aim is a better understanding of how the
process is influenced by the relations between the environment of the online
store and the consumer affective state. This will increase the actual
scientific knowledge in this area. Meanwhile, from a practical point of view,
the purpose of this research is to give to the practitioners a better
understanding of the interactions between the marketing stimuli and the
emotional state, especially to produce a desirable response by the
consumers to benefit their own business.

To fulfill the overall purpose of the thesis two research questions are
addressed.

Research question I: What effect do the characteristics of the online store
environment have on consumers’ affective response?

Research question II: What affective response do consumers experience
from characteristics of the online store environment?

These research questions lead us to an empirical study developed in
function of the literature reviewed.



Chapter Two
Online consumer affective response:
Review of current theory

Theories, models and studies connected to the purpose and research
questions are presented and contextualized in this chapter. For a better
understanding of the context surrounding this research it is important to
explore two main streams of literature. First the Stimuli-Organism-Response
(S-O-R) paradigm and the Technology Acceptance Model (TAM model) are
explained: the former is the basis of many theories related to consumer
behavior, while the latter explains why people shop online. Once the basic
issues have been explained, the influences of the prior findings on online
store environment and its influence on consumer behavior are exposed.
Subsequently the model proposed by this thesis is discussed.

2.1. The S-0O-R paradigm

In 1974 Albert Mehrabian and James A. Russell, both psychologists,
developed a theoretical model about the effect the environment has on
consumer behavior. This model used a Stimuli-Organic-Response paradigm
(Donovan & Rossiter, 1982). It affirms that the atmospheric signals affect
the consumer perception of their cognitive and affective state and
consequently affect the consumer behavior, which can be approach or
avoidance to the store (Lorenzo, Gomez, Molla & Mondejar, n.d.).

More specifically it suggests that physical and social stimuli within the
environment influence the cognitive and emotional state of a person, which
in turn affects his or her behavior. The stimulus element is characterized by
sense modality variables, such as color, sound, temperature, texture etc.
But stimulus taxonomy was never created for the model because any
environmental setting contains a vast number of stimuli. Instead the
concept of information rate is introduced to account for variations in these
stimulus components over time. Information rate is called a “load” in the
environment and these loads are the degree of novelty and complexity that
an environment has. Novelty relates to the unexpected, new, and surprising,
whereas complexity involves the number of features or elements and the
extent of change in an environment. These information rates are assumed to
directly affect the degree of arousal that a person experiences from an
environment. An environment with a high load results in feelings of
excitement, alertness, and stimulation. A low-load environment results in
feelings of relaxation and calmness.

The organism component is made up of three mediating variables, or
primary emotional responses, which are included to assist analysis. They
are basic, immediate and measurable reactions to stimulation and consist of
the emotional responses of pleasure, arousal and dominance (PAD). These
affective responses make up the foundation of human emotional outcomes
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of all situations. The feeling state of pleasure, with the polar of displeasure,
is the degree to which a person feels good, happy, or joyful in a certain
situation. It can be evaluated by self-report or by behavioral indicators such
as positive or negative facial expressions. Arousal is a feeling state that
ranges from sleep to frantic excitement on a single dimension and is the
degree to which a person feels excited, active, or stimulated in a certain
situation. It is assessed by verbal reports made by the subject. Arousal is
thought to increase approach behavior in pleasant environments and lead to
avoidance behavior in unpleasant environments. Dominance and
submissiveness is similarly identified through verbal reports and may also
be assessed by studying body posture. Dominance is experienced when a
person feels uncontrolled and is able to make personal choices in the ways
to act.

The response feature of the model is the behavior that the emotional
responses result in. The behavioral reactions are expressed by the
approach-avoidance concept. Approach is described as physical movement
toward a stimulus or environment, exploration, nonverbal indexes of
interest, verbal expressions of preference, approach to task and approach to
other people. The avoidance behavior represents the opposites of these
behaviors, e.g. physical avoidance.

This construction was developed and tested to work in any setting but was
specifically adapted to the retail store setting by Donovan and Rossiter
(1982). In their study, subjects were put in different retail environments to
see if their approach-avoidance behavior could be predicted by their
emotional states. The PAD measures of pleasure, arousal, and dominance
were the emotions that were analyzed. Five information-rate measures of
novelty, variety, irregularity, density, and size were used to analyze the
importance of the environment in the model. The approach-avoidance
behavior that were related to the retail setting was: enjoyment of shopping in
the store, time spent browsing and exploring the store’s offerings,
willingness to talk to sales personnel, tendency to spend more money than
originally planned, and likelihood of returning to the store (future
patronage).

The result showed that pleasure was the only variable that significantly
affected approach-avoidance behavior, and especially the enjoyment of
shopping in the store, but also the time dimension, money spent and
willingness to affiliate.

Arousal had a direct effect only on the willingness to affiliate. Besides this
influence, arousal only affected approach-avoidance behavior in relation
with pleasure. In pleasant store environments arousal influences the
willingness to interact with sales people, the time spent in the store and
approach intentions.



Dominance had no significant relation to any of the approach-avoidance
elements. In relation to the willingness to spend, it showed a small tendency
for a negative relation, meaning that when people feel submissive they might
spend more money than first projected.

According to Donovan and Rossiter (1982), the advantages retailers have
from using the model is its strength in predicting the response from the
intervening variables. As a stimuli taxonomy is not specified in the model,
retailers may liberally manipulate in-store stimuli to observe the behavioral
outcomes. The practical conclusion of their research is that retailers with
pleasant stores benefit from increasing the atmosphere’s arousal level as
consumers then will enjoy the store more, spend more time in it and spend
more money than they initially intended to. If it is difficult to make the store
pleasant then they will benefit from keeping the arousal level low.

2.2. The TAM model

Online shopping is defined as the use of online stores by consumers up until
the transactional stage of purchasing and logistics (Perea, Dellaert & de
Ryter, 2004). According to this argument, the consumer decision process to
buy or not to buy online is influenced by the attitude individuals have
toward the use of technology. Thus, through the TAM model, developed by
Davis, which explains how users come to accept and use technology, it is
suggested that when users are presented with a new technology, a number
of factors influence their decision about how and when they will use it
(Davis, 1989).

Within this frame three variables that affect the consumer are identified;
Usefulness: their perception to improve the outcome enhance the use of
technology; Easy to use: their perception that the online shopping process
will involve a minimum effort; and Enjoyment defined as the appreciation of
the experience (Perea, Dellaert & de Ryter, 2004). But apart from the three
variables of the TAM model within the framework development by Perea,
Dellaert and de Ryter (2004), exogenous factors that influence consumer
behavior are included. As a result, consumer traits, including: demographic
and personality characteristics; situational factors (e.g. pressure time, lack
of mobility, geographical distance, need for special items); the product
characteristics; and previous experience, may also affect the consumer
intentions to buy online.

Thus, sex, age and income (demographic characteristics) affect whether
people buy or do not buy online. According to Perea, Dellaert and de Ryter
(2004) younger people tend to be more engaged in online shopping given
their confidence with technology, as well as men more than women, and
people with a higher income. Comparing this statement with Donthu and
Garcia’s (1999) explanation as cited by Bhatnagar (2007), in his hypothesis,
which found that internet shoppers have higher incomes than the non-
shoppers, it is possible to argue that the current findings have been
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consistent with the extent that they have found online shoppers to have
higher incomes than the average population. He also claims that young men
tend to be more risk-taking when buying online than women and older men.
But the segment of women, who buy online usually, buy with more
frequency than men (Bhatnagar, 2007).

2.3. The atmosphere and its relation to consumer affective
response

Atmospherics is defined as “the conscious designing of space to create
certain effects in buyers”, or even further as “the effort to design buying
environments to produce specific emotional effects in the buyer that
enhance his purchase probability” (Kotler, 1973, 1974).

As Kotler (1973, 1974) explains, the atmosphere plays an important and
decisive role because it influences the transformation of the intention to
purchase into an actual purchase action. As it has been mentioned before,
most of the effects of the atmosphere has been considered under the S-O-R
paradigm. Given that the atmospherics signals (Stimuli) affect the cognitive
and affective state (Organic) of the consumers and this consequently
influence the consumer behavior (Response).

Since this theory was raised, the framework was usually employed in
conventional stores with more focus on the cognitive aspects, however Belk
(1975) used this framework and suggested that the emotional state is an
important part of the consumer decision process. Nowadays this emotional
state is widely recognized as important when consumers decide whether to
buy or not to buy something. This is shown in studies that suggest that the
emotional state of the consumer modifies his or her behavioral outcome, and
it works separately from the consumer cognitive state (Clark and Isen,
1982). Thus, quoting Gardner and Siomkos (1985) it is possible to described
the emotional state as the “... phenomenological property of the consumer
affective state, which is subjectively perceived, and referred to as the general
persuasive affective state that is particularized in specifics moments and
situations.”

Within the behavioral S-O-R paradigm, researchers like Donovan and
Rossiter (1982) developed indicators that analyzed the behavioral outcome of
the consumers, within the so called approach/avoidance behavior. Their
studies focused specifically on the S-O part from the Mehrabian and Russell
paradigm. Their principal ideas were that if the characteristics of the store
environment were good enough to produce positive emotions in the
consumer, they will stay in the store for a longer period of time consequently
inducing a purchase.



However, new technologies have extended the business area from the
traditional brick and mortar, or normal retailer, to the click and mortar, or
e-tailer. With this new shopping scenery, the consumers have increased
their possibilities to shop and the e-tailer sector is one of the fastest growing
sectors in economics as it is argued by Rodriguez (2000) and cited by
Lorenzo, Gomez, Molla and Mondejar (n.d.). Setting aside the traditional
view of the internet as only a communication channel, and having a more
realistic perspective of it as an economical and business channel, new
scholars have in recent years examined the factor that influences consumer
to shop online. (Alba et al., 1997; Palmer, 1997; Perea et. al., (2004) among
others). Here the statements from the TAM model are widely accepted by the
majority of the scholar. However, as Tan (1999) explains, the conceptual
characteristics of these studies have not yet been explained empirically at an
accurate level.

In the same sense, Eroglu, Machleit and Davis (2003), among others, tried
in their investigation to apply the traditional S-O-R paradigm from the brick
and mortar to the online store concept, to attempt to determine if the same
rules regarding store environment can be applied to this new and relatively
different scenery. Within the surroundings of the internet the atmosphere or
environment became an important issue to be studied, and it can be defined
quoting Daily (2004) as “the intentioned design of the web site environment
to create positive affect both affective and cognitive in the consumer in order
to increase favorably the consumer responses.” And all the different
studies (e.g. Eroglu et. al., 2001-2003; Yoh et. al., 2003; Koerning, 2003) in
the same line departure from the Mehrabian and Russell paradigm.

But since the beginning of e-tail research a new stream have emerged,
analyzing the atmospheric aspects as hedonic and pleasant matters
(Childers et. al., 2001) and the importance of the shopping experience,
which in this sense can be translated as a consumer’s satisfaction with the
environment in which he or she shops (Mathwick et. al., 2001). These
studies have followed the idea that the functions presented in the online
store, like good design, with relevant features (color, pictures, sound), as
well as ease of use and usefulness play an important role in the consumer
attitudes toward a consequent behavior. As Childers, Carr, Peck, and
Carson (2001) exclaim “...many investigations analyze how these elements
influence the consumers’ perceptions and satisfactions.” In other words the
effect that the atmosphere in the online store has on the online consumers’
attitudes, satisfaction and behaviors is not direct but it has to do with the
emotions experienced by the consumer during the decision process (Eroglu
et al., 2003).

However, this research has done something good, the investigations on the
influence of the online atmospherics presents a lack of solid ground related
to the main purpose of this issue, investigating the nature of the relation of
influence between the atmospherics and the consumers (Dailey, 2002). And
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in this sense, some other relevant aspects are put aside. Information-related
issues, such as merchandising cues, have not been well-studied in relation
to the influence on consumer emotional state (Jayawardhena and Wright,
2009).

Dailey (2002) states that similar to brick and mortar stores, where the
consumer simply chooses were to go (with restriction to the physical store
environment), the online consumer experience the same type way finding
through the online store, but its characteristics are modified. This
modification is usually named navigation (Dailey, 2002). Related to the
experience faced by the consumer trough navigation, another aspect has
been studied. This aspect refers to the consumer perceptions of the
tangibility of the service through manipulation of the online store
environment. Another study suggests that the tangibility of the services
cause positive evaluation by the consumers (Koerning, 2003). This
tangibility is also related to the interactivity of the online store, which
attempts to recreate the social interaction of a normal store to the online
environment. This is done through consumer participation of the web site,
like forums, blogs, etc.

2.4. The environment’s components as stimuli

Aside from the traditional stream of research on cognition’s effect on
consumer behavior, affect (emotional state) recently has been given an
important place in the scientific research as well as effect on consumer
behavior and the decision making process (e.g. Chen & Bargh, 1998;
Schwars & Clore, 1996 respectively). Presently, scholars are studying the
influence of emotions provoked by marketing stimuli on the consumer
response (Laros & Steekamp, 2004), both in traditional and virtual stores.
This literature review focuses only on the findings on the affective consumer
response, putting aside the cognitive response for not being the main stream
in this research.

The atmospherics of online stores are a relatively new research area that
emerged from conventional store research in the beginning of the 2000s
(Manganari et al. 2009). Dailey (2004) has adapted Kotler’s (1973, 1974)
definition of atmospherics to the online store context by saying that “web
atmospherics can be defined as the conscious designing of web
environments to create positive effects (e.g., positive affect, positive
cognitions, etc.) in users in order to increase favorable consumer responses
(e.g. site revisiting, browsing, etc.)”. Further, atmospheric variables or cues
are defined as “any component within an individual’s perceptual field which
stimulates one’s senses and thus affects the total experience of being in a
given place at a given time” (Milliman & Fugate 1993). Atmospheric cues
have also been classified into high-task relevant and low-task relevant
categories. High-task relevant cues are site descriptors that assist the
consumer in attaining the shopping goal and include pictures, sampling
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availability, price, terms of sale, delivery, return policies, and navigation aids
and descriptions of the product. Product cues are also called merchandising
and have been defined as those aspects that regard the online offerings
(Szymanski & Hise, 2000). In this aspect the important issues are the
information available in the web site regarding the offerings; it can be
displayed as information offered by the store, or information or comments of
the other consumers (Jayawardhena & Wright, 2009). Meanwhile Low-task
relevant cues are relatively insignificant site information in attaining the
shopping goal; colors, background patterns, borders, fonts, music,
animation, entertainment (e.g. games), icons, image maps, non-product
related pictures, amount of white space, secure transactions/connections
indicators, web counters, “unity” of site, affiliations, and site awards (Eroglu
et al. 2001). According to Daily (2004) empirical research on web site
characteristics, or atmospherics, is limited.

However the environment of the online store cannot only be defined by the
characteristics of its appearance, but also for its usefulness, easy to use and
joy (Perea, Dellaert & de Ryter 2004). Thus some research state that a well
designed site is fast, easy to navigate and uncluttered (Szymanski & Hise
2000). The importance of speed will be dealt with in the next section.
Navigation cues used by online stores include “next” and “previous” page
links. The “next” link allows the consumer to travel through web pages that
are predetermined by the store and marketer. The “previous” link takes the
consumer back to the pages visited earlier (Rodriquez et al. 1997). These
links allow the marketer to control the flow of the web site and offers the
consumer little control of navigation (Daily 2004). Navigation bars are the
links found on the web site that allows the consumer to navigate through it
(Rodriquez et al. 1997). They function similarly to store signs in the
traditional store. They direct consumers to the sections that the marketer
considers important to visit, but as the consumer can select which sections
to visit the marketer does not obtain as much control of the navigation flow
as with the “next” and “previous” links (Daily 2004). Further used are site
indexes, a web page containing links to all of the pages on the web site
(Rodriquez et al. 1997). As the consumer freely may choose which pages to
view this tool gives the consumer the navigational control (Daily 2004). Daily
(2004) found that when consumers are restricted by the navigation cues to
move around the online store as they wish they experience negative
emotions and negative attitudes toward the web site that result in site
avoidance behavior. Navigation cues and site usability have been found to
have a positive influence on the intention to purchase (Richard, 2005;
Richard & Chandra 2005; Lynch et. al 2001).

The importance of having an online store that is easy to navigate can be
illustrated by comparing it to traditional store. Consumers learn to navigate
in traditional stores because of their standardized environment. Store
layouts are fairly consistent over time, even across competitors, and
products are grouped together to be found easily. With the dynamic quality
of online stores, consumers are faced with a unique experience for every
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online store they visit, constantly having to learn how to navigate through
the web site (Childers et al. 2001). The perceived speed of a web site
improves consumers’ assessment of it and increases the level of
participation and thus the perceived quickness may be influenced by a
feeling of relaxation.

2.5. The proposed model

Based on this literature review this thesis propose a conceptual model, in
which those aspects described before such as atmospherics, merchandising
and navigations cues are considered as influential on the affective response
of the consumer. Our thesis narrow the gap of previous studies by this
particularity, by the fact, as it has been explained before, that most of the
studies just focus on exploring the relationship of those cues on the
consumer response individually, but not as a set of factors that altogether
persuade the consumer to an exact behavioral outcome.

We bring some of the cues described by other authors and treat them as
influential cues on the consumer emotional state, arousal and satisfaction
emotion that consequently influence the consumer response.

For the purpose of this thesis we will treat the atmospheric cues
indifferently to examine their individual importance in affecting the
emotional states of the consumer and the behavioral outcome. Thus our
model is presented here in the figure 2.1.

Stimuli Organic Response

a A 4 E
Color scheme

Music
Pictures

P Arousal - App.roach

Interactivity & = Avoidance
Satisfaction

Speed .

Product Information /

Consumer Opinion
Stock and variety

Figure 2.1. Proposed model of consumer affective response

We have briefly explained the S-O-R paradigm, the base of previous studies
and this one, as well the TAM model, two main aspects that form the basis
of this study. The former brings up the frame of cause and response related
to the environment of the online store and the latter allows us to consider
other important components, such as the usefulness and ease of use
aspects. In accordance with the literature review, we state three main
propositions, which will be assessed empirically by the present study. An
introduction is made for each one of these.
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Web site atmospherics are provided by e-tailers in a similar manner to the
way traditional retailers provide the atmospherics in a normal store, with
the objective to attract and induce consumers to shop in their particular
stores (Mangarie et al., 2009). Web site atmospherics have also been defined
by Daily (2004) as “...the conscious design of web environments to create
positive effects in consumers in order to increase a favorable response.”
However, as it has been explained previously, consumers’ intention to
purchase is also influenced by the level of arousal produced by
merchandising aspects, e.g. product information and consumer reviews and
opinions ((Jayawardhena & Wright, 2009). Thus, to test our model we
suggest the following proposition.

“The marketing stimuli of atmospherics and merchandising in the online store
have an influence on the level of arousal experienced by the consumer.”

Most studies have treated satisfaction as a behavioral intention, or outcome,
resulting from atmospherics and/or consumer emotions (e.g. Szymanski &
Hise, 2000; Mummalaneni, 2005; McKinney, 2004). However, here
satisfaction is treated as an emotional state based on enjoyment of the
shopping experience (White & Yu, 2005), as the level of satisfaction with the
experience produced by the online store when surfing on the web site. Thus
comes our second proposition.

“The marketing stimuli of atmospheric, merchandising and navigation in the
online store have an influence on the level of satisfaction experienced by the
consumer.”

Consequently with our model we argue that when those Online Store
Marketing Stimuli (OSMS) affect the emotions of consumers, the consumer
response can be translated into approach or avoidance behavior (depending
on positive or negative influence) to that particular store with intention to
purchase as a consequence. Thus we have the third proposition of this
thesis.

“The intention to purchase in a particular online store is influenced by the
level of arousal, pleasure and satisfaction produced by the web site”

Based on this frame of reference, we have empirically tested these three

proposition; the results and the methodology are explained in the next
chapters.
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Chapter Three
Methodology

In this chapter the research method is described. The methodological
choices in relation to the purpose of the research are assessed, as well as
their implications. Furthermore, the concepts of reliability and validity are
discussed in relation to the research approach of this thesis.

3.1. Research purpose

The purpose of this research is to contribute to the general knowledge of e-
tailing and consumer behavior. Trough empirical findings it will provide a
deeper understanding about affective consumer response influenced by the
marketing stimuli in the context of internet retail stores. To attain the
purpose of this research the approach is based on the study of the
relationship between the marketing stimuli created by the online store and
the consumer affective perception and how this relation produce the final
outcome identified as approach/avoidance. In other words, this thesis
attempts to find more evidence concerning the relations that exist between
the different aspects of the online store and the consumer emotional state. It
also considers other factors, like demographic characteristics of the
population, not regarded in previous research, however our study describe
the characteristic of the online consumer and open the path to involve such
issues in future research.

Thus, considering the general purpose of this research, a descriptive and
exploratory study was found the most suitable method. The former is used
to describe the demographic characteristics of the online consumers, and
the latter to explain the relations between the variables under
considerations. This approach improves the general perspective of the
findings, because in this sense this research narrows the gap of previous
studies where the lack of descriptive analysis of the population under study
was their main limitations.

3.2. Research approach

The selection of a specific research approach and the consequent research
design that is related to it depends mainly on the specific problem to be
solved. For this the researchers’ judgment on how the knowledge should be
achieved plays an important role on the delimitation of the parameters that
will establish the frame of the investigation. Therefore, this thesis considers
the following aspects as the basis of the approach of this research.

From an epistemological point of view a positivistic perspective is employed
as the study assumes an objective analysis and makes separate
interpretations about the data collected in the research. In this sense, our
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thesis gives an objective interpretation of the result obtained without the
influence of the authors’ personal beliefs, in this way the analysis attempts
to be value free. Further, it is employed considering that the knowledge is
achieved by the gathering of facts that provide a good and better
understanding of the phenomenon, and this was done through the objective
interpretation and logic reasoning of the causal link of the variables that the
empirical study found in the process.

The deductive method is the one in which a more general set of propositions
explain individual behavior. The role of deduction in the research is twofold:
First, to find unknown principles from those that are known; second, it
serves to uncover unknown consequences of known principles. In this sense
the research approach followed in this thesis is described as a deductive
process, since the authors have based the empirical study on previous
knowledge of the area under study, which consists of the literature reviewed
on consumer response models as well as online store attributes. And as it
was explained earlier, the relationship existing between the affective
consumer response and the online store marketing stimuli is based in the S-
O-R theory and through the empirical study we deduced the relations of the
proposed model. Therefore the empirical study is based on previous theory,
and with this point of departure the plan of the research design and data
collection methods are established.

Two research methods commonly known as quantitative and qualitative can
be defined as the kind of strategy used by the researcher to accomplish their
studies, based on the particularities of their problems. When defining the
research strategy to follow in this research the authors considered the
research questions established in the previous chapters. Given the fact that
this study explores the relationship between the variables previously
mentioned with intention to generalize the result, a quantitative strategy is
more suitable.

The quantitative strategy helps to design the research in a way where
subjective aspects, such as emotions and characteristics, are regarded as
measurable data trough statistical treatment. This allows for more
objectivity of the findings, and as it was mentioned earlier this research
seeks to be objective in the analysis of the results by an interpretation of
their real and specific meaning and not by the meaning that the society
attached to the phenomenon. Thus, this research follows a quantitative
approach, because of the nature of the study and the research strategy. This
strategy allows for a better scope of the problem, as it facilitates the analysis
of the relations between the variables considered in this particular case.
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3.3. Empirical study

These sections explain the process of this research, based in the approach
described above. In brief, this research is framed within the following
distinctions:

Epistemological position : Positivism
Research Approach : Deductive
Research Strategy : Quantitative

Within this frame the following sections were developed.
3.3.1. Research design

Once the strategy that represents the broad orientation to the research is
defined, the next step is to develop the research design. As different research
strategies can be associated with different research designs, the more
suitable option for this research is the cross-sectional design.

= Cross-sectional research design

Aiming to reach the purpose of this investigation within the frame of a
quantitative study, this thesis uses a Cross-sectional research design
because it assists in getting sufficient important data at one time and it also
facilitates studying the relation between the variables under consideration
statistically. The main reasons for why this design is the most useful
instrument are:

» The intention of this study is to measure the consumers’ perception in
relation to the variables under study. A cross-sectional design in the
way of surveying a relatively large group of subjects allows the authors
to measure such subjective variables.

» This kind of design is further used as it allows for quantifying the
variables and their relations to examine and detect patterns of
association.

To build the survey, a standardized questionnaire was developed considering
the factors analyzed in previous studies. Finally, a total of 23 questions
were selected. Each question examined a specific issue related to the
investigation and each represented one of the variables. The design of the
questions established them as closed questions except those regarding age
and income. The questions were divided in the following two groups:
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1. The first seven questions regard demographics and general aspects of the
respondents, and this was done because former studies have not
considered factors such as sex, age, ethnicity, etc., as explained in the
first chapter of this thesis. However this thesis introduced those factors,
even in a descriptive way, which will allow for a better grasp of the issue
under study as well as bringing them up for consideration in future
research and with other perspectives.

2. The next 16 questions were designed considering the frame of reference
and the research questions of the study. The questions selected are all
closed, searching for specific information on consumers’ perception
toward the components of the online store as well as the influence of the
factors regarding excitement and satisfaction. They are the variables in
this research and are explained below.

The survey was done with the internet application of Google Docs. The
authors created an account and subsequently the survey, which can be
accessed through this address:

https:/ /spreadsheets.google.com /viewform?hl=es&pli=1&formkey=dGFYZU
NONnY1MTRFX0JFazVuZGZ10EE6MQO

The questionnaire was developed without focus on one particular product or
shop with the intention to get information of the general buying habits of
online shoppers. For a better description of the survey, please see Appendix
1.

= Variables in the study

The sixteen last questions in the survey were designed with the purpose of
obtaining information about the variables under consideration. With basis in
the frame of reference they compose the model proposed in this thesis.
Thus, with the intention to measure the relationship between the marketing
stimuli and the consumer affective response, a set of main store attributes
as independent variables we used; pictures and color scheme and design
(Nielsen & Thair, 2001), music and interactivity (Eroglu et al., 2003), with an
hedonic dimension (Childers et al., 2001), the navigation structure, with
variables such as speed of the web site, design or layout of the web site
(Daily, 2004), as utilitarian dimension (Childers et al., 2001), and factors
relating to merchandising, information and stock (Jayawardhena & Wright,
2009)

Regarding the affective response of the consumers, the variables were those
related to the arousal and satisfaction of the consumer (Donovan & Rossiter,
1982; White & Yu, 2005). This set of variables have the particularity to be
intermediate variables, as they are dependent of the attributes displayed by
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the online store to produce the final response of the consumer, such as
approach/avoidance in this case measure as the intention to purchase,
which are the final dependent variables in this study. Therefore for a better
understanding of the variables figure 3.1 shows the classification used in
this research.

Independent Variable Intermediate Variable Dependent Variable

4 ] !
Color scheme

Music
Pictures

Design Excitement Intention to shop
Intergactivit - Arousal . Approach

Y o Pleasure Ll Avoidance
Speed

Product Information Rifaction

Consumer Opinion
Stock and variety

Figure 3.1 The set of variables under study.

=  Level of Measurement

As we tried to measure consumers’ perceptions on certain attributes of the
store, as well the level of excitement and satisfaction, a Likert type scale was
used in those questions concerning the variables in the study. This system
was used because in this measurement the attributes can be ranked and
ordered and then statistically analyzed. In other words, it allowed the
researchers to assign a mathematical value to those subjective attributes by
a gradual range. A benefit of this system is the fact that the questions used
are usually easy to understand and so lead to consistent answers. To
achieve the level of measurement in this research a pre-coding system was
used. The answer offered to the respondents, where codified with a bipolar
approach, from 1 to 7, being 1 the value assigned to the lowest or bad
attribute and 7 to the highest or best attribute., Thus, this scale prompts a
respondent to balance two opposite attributes in mind, determining the
relative proportion of these opposite attributes. In particular, the selection of
the 7 point scale was based on previous studies that have indicated that five
or seven point scales produce the most reliable result. And in this way the
bipolar scale performed best with seven points and the unipolar with five
points.

» Population and sampling

To define the sample frame the time in which this research needed to be
accomplished was considered. In this sense the population to be sampled
was the students at Mid Sweden University, given the accessibility to them
trough the university database. Also, this was considered a good sample,
keeping in mind that university students often shop online.
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Once the population was defined the sampling method was also determined.
A modified probabilistic method was considered the most appropriate
because it permitted the authors to determine a sample size. However, the
survey was sent to the large part of the population, without considering a
specific selection of the subjects, as a consequence of the fact that if the
authors would focus only on the exact number of the sample size the
response rate would be smaller and it would increase the operative time,
thus delaying the research.

» Sample frame

This delimitation was selected by the fact that highly educated people tend
to shop online with more frequency (Reibstein, 2000; Ernst and Young,
2000). With this in consideration, the sample frame was determined to be
university students at Mid Sweden University, within its three campuses,
who buy products of their preferences on the internet, and this given that
the survey does not focus on a particular product, but try to discover the
general online shopping habits of the surveyed individuals.

= Sample size

Once the population had been defined the next step was to determine the
sample size, given that the population is known (in this case 17000
students), a simple statistical sample size process was used. The same was
found with the sample statistical formula for known populations. For details
see Appendix 2. Then, with that formula, and considering a 95% confidence
level and 5% of maximum permissible error we found that the necessary
sample size was 375 individuals.

= Choice of respondents

The subjects were randomly selected from the three campuses to participate
in the survey, as mentioned earlier through a non-probabilistic method. An
online version of the survey was sent to a total of 5,366 students registered
in the database of the university’s student portal. This was done with the
intention to increase the response rate.

= Data collection

The method for data collection that best suited this research was the e-
mailed survey, mainly because of the long distance between the researchers
and the population. Furthermore, other advantages were: speed, the email
questionnaire could gather quite a lot of responses within a few days; there
was practically no cost involved once the set up was completed; and finally,
the novelty element of an e-mail survey often stimulates higher response
rates than ordinary “snail” mail surveys. Ione disadvantage might be that
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the respondents who choose to participate might be more interested in
online shopping, as with any subject being surveyed, which potentially could
cause a non-response bias. Besides this, given the fact that we study e-
tailing, this was the most appropriate option to utilize. The online surveys
were sent out between Wednesday 21t of April and Friday 23t of April 2010
to the e-mail list of several programs at Mid Sweden University listed at the
student website. Within three days the highest point of responses with 200
answers was reached, and subsequently, the total amount of 382 answers
was achieved over a period of one week. The data was collected for the
pertinent analysis.

» The statistical analytical method

The statistical method used in this research was multiple regressions as the
study focuses on the relations between the variables described in Fig. 3.1.
This procedure was used in an attempt to determine if there was a relation
of dependence between two or more variables. In this sense the method was
the most suitable to answer the research questions.

Another reason why the method was used is because this thesis tries to
delve into the research problem and overcome some of the limitations of
previous studies who mainly use the same kind of methods, i.e. factor
analysis or factorial experimental design, etc. Earlier studies have not
considered regression. This thesis incorporates the use of this method in an
attempt to explain the relation that exists between the marketing stimuli
and the affective consumer response aiming for a better understanding of
the consumer decision process when shopping online.

Once the data was collected, through the Google application, the result was
exported to an excel spreadsheet. Then the information was reviewed and
cleaned. All the surveys that were not completely answered or had missing
information were separated, thus from 382 surveys, 251 surveys were
usable.

This clean data was transported to an SPSS file, where each one of the
variables were named after its main characteristics, such as color scheme,
music, pictures, design, navigation, speed, product information, consumer
opinion, intention to purchase, arousal, pleasure and satisfaction. The same
treatment was done with the variables concerning the demographics aspect
of the sample.

Subsequently, the data was analyzed. With the six first questions a
descriptive analysis of frequencies was run, analyzing the mean, median,
mode, and creating the pertinent graphs. An explorative analysis was run
with the rest of the variables, under the parameter of linear multiple
regression at a 95% of confidence interval. We calculated the model fit, the
descriptive, the co linearity diagnostics, and the Durbin-Watson index, as
well as the plots to analyze the normality of the data, all this under the enter
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method because we have no theoretical delimitation that allow us to use
other methods. The analysis was run to test the hypotheses stated
previously.

3.4. Validity and reliability of the study

The validity (especially the construct validity) and reliability is accomplished
in good degree by the way the sample of the population is treated as well as
by the statistical method used to analyze the particular observations. The
reliability is assessed within the way the questionnaire was designed; a
bipolar scale with 7 points increases the reliability of the findings, as
explained earlier.

The external validity of this study was increased by the fact that the sample
from which the data was obtained was randomly selected, giving all
members of the population the chance to be selected. In this way it allows
for a better generalization of the results, as the source involves all the
possible choices. With cross-sectional studies, the ecologic validity could be
affected as this instrument disrupts the natural habit of the individual, but
with the use of the e-mail survey we tried to attack this problem when
sending it to individuals. We did this because the email survey is less
invasive that an ordinary survey and it allows the surveyed people to fill it in
during a short period of time when they surf on the internet.
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Chapter Four
Empirical Results

In this chapter the result of the empirical study explained previously is
presented with a subsequent analysis. Once the data was collected and
cleaned with the help of software like Excel and SPSS, the authors divided
the data by its characteristics to proceed with the statistical treatment. Two
kinds of results were obtained: one descriptive and one explorative. The
results are presented below.

4.1. Descriptive results

The first analysis conducted on the data collected is the so called Descriptive
Analysis, focusing on the first six questions of the survey. Their main
objective is to increase the perspective of the actual online shoppers. It
develops a better understanding of the characteristics of the individuals that
shop for some of their products through this channel of purchase.

A total of 251 usable surveys were analyzed. They indicate that 157 of the
respondents were women and 94 of the respondents were men, giving a total
of 62.5% and 37.5% respectively (see graphic 4.1). Within this frame of the
general sample, the average age was 29 years old, with a median of 26, and
a mode of 26, with the youngest respondent being 19 years old and the
oldest 58 years old. The general sample has an average income per year of
241,790 SEK, the currency used in the analysis. Regarding the education
level, 44.2% claim to have some college education, 25.1% responded that
they have a bachelor’s degree, 21.1% state that they have finished high
school and 9.6% of the sample state that they have a master’s degree. 87.3%
of respondents’ consider themselves to be white or Caucasian, as illustrated
in graphic 4.2, with the other 12.8% divided as follows: Arab 0.4%; Asian
6%; Black 2.8%; Indigenous 0.4%; Latino 1.2% and multiracial 2.0%. For
the total specific information refer to Appendix 2.

Graphic 4.1 Graphic 4.2
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Form the people surveyed, 33.9% surf the internet more than 15 hours per
week, 28.7% state that they surf between 6 and 10 hours per week, 19.9%
between 11 and 15 hours per week, a total of 15.5% of the individuals surf
between 2 and S5 hours per week, and just 2% state that they surf on the
internet less than 1 hour per week. As to the question of the frequency of
their online shopping, 29.1% of the sample say that they buy online very
seldom, 25.5% are said to buy at least every two months, 24.7% say that
they buy online at least once per month, 1.6% of the surveyed people
confess that they buy online every week and finally another 1.6% responded
that they never buy products on the internet.

= By Sex

If we considered sex delimitation the result are as follows: from the 94 male
respondents that represent 37.5% of the total individuals, the average age is
29 years old, with 20 being the youngest and 58 the oldest and with an
average income of 270,493 SEK. The female population, which represents
the 62.5% of the surveyed people, has an average age of 28 years old, with
19 as the youngest and 49 the oldest. They earn an average income of
222,057 SEK.

Graph 4.3 Graph 4.4
Male Income Female Income
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As for the male population, 37.2% say to have some college education,
30.9% state that they have a bachelor’s degree, 16% have a high school
diploma and 16% have a master’s degree. On an educational level the female
population has by 48.8% some college education, 24.2% have a high school
diploma, 21.7% have bachelor’s degrees and just 5.7% has a master’s
degree.
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Graph 4.5 Graph 4.6
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Within the male population, 46.8% surf more than 15 hour per week, 25.5%
are said to surf between 6-10 hours per week, 19.1% between 11-15 hours
per week and just 8.5% state that they navigate between 2-5 hours per
week. 30.6% of the female population surf the internet between 6-10 hours
per week, 26.1% surf the internet more that 15 hour per week, 20.4% surf
between 11-15 hours per week and 19.7% between 2-5 hours.

Graph 4.7 Graph 4.8
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Regarding their online shopping frequency, 28.7% of the male population
say that they buy products online at least every two months, 25.5% at least
once a month and 25.5% very seldom. For the frequency of purchase, 31.2%
of females state that they buy online very seldom, 24.2% that they buy at
least once per month, 23.6% say to buy at least every two months and only
1.3% and 2.5% every week and never respectively.
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Graph 4.9 Graph 4.10
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4.2. Explorative results

To conduct the explorative part of this research, as explained earlier, this
thesis made use of the multiple regression analysis to conduct the
exploration of the relations that exist between the online store marketing
stimuli and the affective consumer response. The hypotheses previously
defined involve these relationships. The outputs obtained by “multiple
regression analysis” in SPSS version 17.0 are as follows.

Proposition one explore the relationship that exists between the Online
Stores Marketing Stimuli (OSMS), and the effective component of the
consumer response called arousal. The proposition states that marketing
stimuli regarding good atmospherics and accurate merchandising in the
online store have an impact on the level of arousal experienced by the
consumer. Based on previous findings this thesis considers the impact of
web site design involving the color scheme and pictures or images displayed
by the online store as well the music played by the web site. It further adds
some merchandising aspects such as product information as well as other
consumers’ opinion regarding the products offered by the store. The
implications of the relationships stated in the proposition one are presented
in figure 4.1.

Web site Design
Color Scheme

Pictures or Images Arousal

Back ground Music

Product Information

Consumer Opinion

Figure 4.1. Factors that influence the level of arousal
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Using the enter method a significant model emerged: F (xxx) =34,416 p <
,0005. The model explains 44.5% of the variance in arousal by the
independent variables (R2 =,445). Table 4.1 gives the results of the SPPS
outputs. For detailed information refer to Appendix 3 showing the
information for the predictor variables entered into the model. The variables
are described in the analysis presented in the next chapter.

Table 4.1
. .
Regression Coefficients for Arousal
Standardized
Unstandardized Coefficients Coefficients 95,0% Confidence Interval for B Collinearity Statistics
|_Model B Std. Error Beta t Sig. Lower Bound | UpperBound | Tolerance VIF
1 (Constant) ,083 ,319 ,261 ,795 -,544 ,710
Design ,203 ,048 231 4,237 ,000 ,108 ,297 ,745 1,342
Colorscheme ,098 ,052 125 1,905 ,058 -,003 ,200 515 1,941

Pictures ,185 ,055 222 3,343 ,001 ,076 ,294 ,501 1,995
Music ,039 ,046 ,042 ,861 ,390 -,051 ,130 ,949 1,054
Productinformation 154 ,052 153 2,974 ,003 ,052 256 843 1,186
Costumeropinions ,220 ,037 ,289 5,944 ,000 147 ,293 ,942 1,062

a. Dependent Variable: Arousal

This table tells us by the Beta value that Consumer Opinions, Web site
design, and Color Scheme make the strongest unique contribution to
explain the dependent variable arousal, when the variance explained by all
other variables in the model is controlled for. In this sense the variable
Music is the one that brings less unique contribution to the variable
arousal.

The statistically unique contribution to the equation is assessed by the Sig.
in this case all the variables expect Music (0.390>0.05) and Color Scheme
(0.058>0.05) make a statistically unique contribution to the prediction of the
variable arousal in the model. The same table gives us a test of
Multicollinearity, an assumption that has not been violated as it is shown by
the value of Tolerance which are all over 0.10 and consequently the values
of VIF are under 10, which indicates that there is not a collinearity problem
in the model.

Proposition two explores the relationship that exists between the OSMS
regarding the navigation characteristics offered by the online store, and its
influence on consumer satisfaction. The proposition states that marketing
stimuli regarding a web site’s ease of navigation is based on a good design
and with enough information will increase the satisfaction in the
consumers. The implications of the relationships exposed by the proposition
two are presented in figure 4.2.
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Figure 4.2 Factors that influence the level of satisfaction

Using the enter method a significant model emerged: F (xxx) =26,212, p <
0.0005. The model explains 33.5% of the variance in consumer satisfaction
by the independent variables (R2 =0.335). Table 4.2 gives the results of the
SPPS outputs. For detailed information refer to Appendix 4 showing the
information for the predictor variables entered into the model. The variables
are described in the analysis presented in the next chapter.

Table 4.2
Regression Coefficients for Satisfaction
Standardized
Unstandardized Coefficients Coefficients 95,0% Confidence Interval for B Collinearity Statistics
| Model B Std. Error Beta t Sig. Lower Bound Upper Bound | Tolerance VIF
1 (Constant) 161 465 347 729 -,755 1,077
Design 74 ,068 A77 2,548 ,011 ,039 ,308 ,552 1,813
Speed ,146 ,069 21 2,113 ,036 ,010 ,281 817 1,224
Interactivity ,253 067 248 3,758 ,000 120 ,385 611 1,635
Productinformation 235 ,063 ,208 3,729 ,000 111 ,359 854 1,170
Costumeropinions 122 ,045 142 2,676 ,008 ,032 211 ,940 1,064

a. Dependent Variable: Satisfaction

This table tells us by the Beta value that interactivity, product information
and the design of the online store web site have the strongest unique
contribution to explaining the dependent variable Satisfaction, when the
variance explained by all other variables in the model is controlled for. In
this sense the rest of the variables bring a relative contribution to the
dependent variables. The statistically unique contribution to the equation
assessed by the Sig. value in this case show that all the variables make a
statistically unique contribution to the prediction of the variable satisfaction
in this model, by the fact that all the sig values less than 0.05. The result of
Multicollinearity test shows us that this assumption that has not been
violated, and it is corroborated by the Tolerance value which are all over
near one and consequently the values of VIF are under 10, which indicated
that there is not a collinearity problem in this particular model.

Proposition three stated in this thesis explores the relationship that exists
between the emotional attitudes of the consumer that has been influenced

27



by the OSMS and the actual outcome “intention to purchase”. The
implications of the relationships suggested by the proposition three are
presented in figure 4.3. The results were obtained by running a multiple
regression for each of the dependent variables.

Arousal

Pleasure == > Intention to purchase

Satisfaction

Figure 4.3 Emotional states that influence the intention to purchase

Using the enter method to explore the relation between the consumers’
emotions and the intention to purchase in a particular online store, the
result gave the following significant model: F (xxx) =94.766, p < 0.0005. The
model explains 52.9% of the variance in consumer satisfaction by the
independent variables (R2 =0.529). Table 4.3 gives the results of the SPPS
outputs. For detailed information refer to Appendix S5 showing the
information for the predictor variables entered into the model. The variables
are described in the analysis presented in the next chapter.

Table 4.3
. . .
Regression Coefficients for Intention to Purchase
Standardized
Unstandardized Coefficients Coefficients 95,0% Confidence Interval for B Collinearity Statistics
| Model B Std. Error Beta t Sig. Lower Bound | UpperBound | Tolerance VIF
1 (Constant) ,559 ,230 2,431 ,016 ,106 1,011
Arousal ,300 ,053 ,288 5,646 ,000 ,195 405 721 1,387
Satisfaction 404 ,048 436 8,370 ,000 ,309 499 ,695 1,439
Pleasure ,162 ,039 ,195 4,149 ,000 ,085 ,239 ,850 1,176

a. Dependent Variable: Characteristicsintenttoshop

This table tells us by the Beta value that Satisfaction has the strongest
unique contribution to explaining the dependent variable Intention to
purchase, when the variance explained by all other variables in the model is
controlled for. In this sense the rest of the variables also bring a relative
high contribution to the dependent variables. The statistically unique
contribution to the equation assessed by the Sig. value in this case show
that all the variables make a statistically unique contribution to the
prediction of the variable intention to purchase in this model. By the fact
that all the sig values are less than 0.05 an that the t value is significantly
high the Multicollinearity assumption has not been violated, and it is
corroborated by the Tolerance value which are all over near one and
consequently the values of VIF are under 10, which indicates that there is
not a collinearity problem in this particular model.
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Consequently these results are analyzed and interpreted with basis on the
literature previously reviewed in the next chapter.
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Chapter Five
Analysis

In this section, the main findings of the empirical study that were presented
previously are interpreted in relation to the research questions of this thesis.
These empirical results will be discussed further and conclusions will be
drawn in the chapter following this one.

5.1. The characteristics of the online shoppers: a brief
description

As described in previous chapters, our research is composed by two areas;
one descriptive and one explorative. The descriptive area works as a frame to
have a better understanding of our population (university students/people
who buy online). Our study brings a new perspective to consider aspects
such as demographic characteristics including, sex, education, income, and
ethnicity. We provide those aspects of the population as they have been
placed aside by other studies, and consequently former research has been
done in isolated populations, which results in issues related to
generalizability of the findings. When analyzing the sample by the
characteristics of the respondents we learn in a general way that most of the
people surveyed have taken some college courses, but have not completed a
bachelor’s degree yet. This could be a consequence of surveying university
students, as most might be enrolled programs but have not finished their
degrees yet. The larger part of both men and women surveyed had some
college education, while men more often had bachelor and master’s degrees
compared to women. A larger part of the respondents surf the internet more
than 15 hours per week, the highest alternative in the survey, but most
respondents stated that they shop online very seldom or at least every two
months. This shows that the time people spend surfing on the internet does
not relate to how much they shop online, therefore heavy internet users are
not the ones shopping online the most. The high number of hours spent
online can also be affected by the fact that university students are the ones
being surveyed. They might be using the internet for research instead of
recreational use or for shopping. Men showed to surf the internet more than
women. This thesis highlights the importance of studying the population’s
characteristics. Due to the limitations of our research the features of the
population is descriptive and opens the path for future studies of the
relations.

As the result shows us the average age of internet purchasers in our
population is 29 years old with a median and mode of 26 years old. This
indicates that relatively young people are the ones that buy products on the
internet more often, and this corroborates findings like those provided by
Perea, Dellaert and de Ryter (2004). In this sense, our descriptive findings
indicate that younger people tend to be more engaged in online shopping
given their confidence with technology. Men also shop more often compared
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to women, as well as people with a higher income. As we see, in the
comparison between men and women, the individual result by sex indicates
that 46.8% of the male population spend more than 15 hour per week
surfing online, meanwhile just 20.4% of women declare to surf the same
amount of time. This leads us to the next descriptive value, the frequency of
online shopping. In this aspect the larger part of women, 31.2% of the
female population, tend to buy very seldom, meanwhile the larger part of the
male population, 28.7%, buy more often, at least every two months.

Interestingly, the average income of the respondents is high for being
students, as Swedish student funding and loans does not reach above
222,027 SEK, which is the average income of females and 270,493 SEK, the
average income for males. One reason for this could be that they are
employed while studying, but this was not considered in the questionnaire
as the survey dealt with the characteristics of students. Comparing this
argument with Donthu and Garcia’s (1999) explanation as cited by
Bhatnagar (2007), in his hypothesis, which found that internet shoppers
have higher incomes than non-shoppers. It is possible to argue that the
current findings have been consistent to the extent that they have found
online shoppers to have higher incomes than the average population.
Although ethnicity was indicated in the general results, its significance has
not been assessed by the fact that most of the population tend to be white
people, given the fact that the research was conducted in Sweden, which
implies one of the limitation of this study.

5.2. Main empirical result: the relation between online store
characteristics and consumer affective response

Within the main empirical result, which aims to answer the research
questions, the results suggest that both arousal and satisfaction as
emotional variables show relative differences in relation with the variables
tested to influence them. In the case of arousal as an emotional component
of the consumer affective response, out of the nine variables of web
atmospherics, six had a positive influence on the level of arousal
experienced by the consumer. The opinion of other consumers, web site
design, and color scheme had the most influence, while design, product
information and background music had the least, but still an influence.

It is observable that it is influenced more strongly by consumers’ opinion,
web site design and color scheme as each one of them has a Standardized
coefficient Beta of 0.289; 0.231; 0.222 respectively. Here these values show
us that these independent variables make the biggest unique contribution to
the change in arousal, but this considering each of them individually and
the rest of them without change.
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However, our study show a particularity in that the music variable show no
important influence on the arousal variable (beta=0.42), it clearly shows
evidence that online consumers show little persuasion by this variable. This
could be the result of two factors; this variable can be controlled by the
consumer and can be turned on or off by the consumer preferences of the
web site; or, the lack of importance, compared to other variables, might be
the result of the survey question for this variable being unintentionally
stated differently from the other questions (please see appendix 1, question
9). The survey and results show that the majority of consumers find music
as annoying during their online purchase experience. In an overall view of
the model it show a good level of significance, which can be translated as an
accurate model of the cause-effect relation between the variables.

Thus, as the variables show significant levels of contributions to the
dependent variable arousal when using the design structure and the
merchandising aspect of the web site as a result they have a more positive
attitudinal state based on the main emotion being studied as a dependent
variable. Then it is deduced that the attitude seem to be more positive in
these term when the music is taken out the model, in a practical way when
the music is omitted from the process. In this sense, our findings are
relevant and corroborated by other studies that suggest similar aspects like
Lorenzo, Gomez, Molla and Mondejar (n.d.)

Therefore, when assessing research question one, which deal with the effect
of the characteristics of the online store environment in relation the the
consumers’ affective response, this thesis consequently established a set of
prepositions, which have been assessed statistically. Proposition one and
two are related to this question, and they intend to explore the relation of
influence of the web site attributes (atmospherics and merchandising) on
the consumer emotional state (arousal and satisfaction), then we have
stated in the proposition one that “the marketing stimuli of atmospherics and
merchandising in the online store have a influence on the level of arousal
experienced by the consumer” Consequently this proposition has been only
partially corroborated, as the result described above explain that the
relation presented in the model are statistical significant. However the music
variable, as a part of the set of atmospherics, does not represent much
influence on the dependent variable, the main issue for only sustaining this
idea partially. The variables that do not influence arousal are pictures,
speed of the web site and stock and variety.

Cheng, Wu and Yen (2009) have also found that colors influence the
emotion states of excitement and arousal in consumers. Although this thesis
do not treat colors differently, they found that red colors give higher
excitement and arousal in consumers than its opposite on the color
spectrum, blue, which have a low arousal and excitement value. The
influence of music has also been shown by previous research, with different
result in those investigations. As an example, Cheng, Wu and Yen (2009)
showed how fast music (played at 92 BPM or higher) results in a high level
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of arousal and pleasure within the consumer. Music that is played with slow
tempo (played at 72 BPM or less) results in lower levels of arousal and
pleasure. However other researchers such as Lorenzo, Gomez, Molla and
Mondejar (n.d.) in their findings specifically regarding to music, as it has
been explained before, found that positive outcomes related to the emotional
response by consumer is given when the music variable is absent.

Simultaneously, to answer research question one, the second proposition
proposed by this research state that “the marketing stimuli of atmospherics
and navigation in the online store have a influence on the level of satisfaction
experienced by the consumer.” As in the previous case out of the nine
variables of web atmospherics, five had a positive influence on the level of
satisfaction experienced by the consumer. Interactivity, product information,
and the design of the web site had the most influence, while the speed of the
web site and opinion of other consumers had the least, but still an
influence. Thus the proposition is partially supported. The variables that do
not influence satisfaction are color scheme, music, pictures and stock and
variety. Regarding the result obtained when regressing the variables of
atmospherics, merchandising as well navigation cues, the beta value or
standardized coefficients indicates that within the variables used in the
model: interactivity, product information and the design of the web site
produce more relative influence on the dependent variable satisfaction, given
the values of beta 0.248; 0,208; 0.174 respectively.

In a overall perspective this set of variables are the ones that best describe
the change in satisfaction as the perceived emotional estate of conformity
with the environment in which the purchase is done, given that at least
33.5% of the variability in the level of satisfaction is caused by the set of the
variables presented at the correspondent level of significance of 95%. Thus
the overall model is tested with a proper statistical significance test. In a
more specific way to see the whole picture this research show evidences of
the aspects that influence the level of satisfaction in the consumer within
the environment in which the purchase is done. In a shopping sense
satisfaction can be defined as occurring when a product, service, or retail
format performs as expected (McKinney 2004). Our findings are in
accordance with earlier studies where satisfaction has been treated as the
consumer behavioral response, as when Mummalaneni (2005) investigated
satisfaction as the outcome of the shopping experience. However our study
gives to this a new perspective and treat satisfaction as an emotional state
related to enjoyment during the purchase experience, in simple words it is
not satisfaction with the product indeed but with the features of the web site
that enhance the level of enjoyment in the consumer to produce a
consequent purchase.

Szymanski and Hise (2000) found that satisfaction with online shopping is

influenced by convenience, information, site design, and financial security.

Other atmospheric variables that affect satisfaction include product

descriptions, graphics, photos, images, special offers, price, the possibility to
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delete previously selected products, and customer service (McKinney 2004).
Further, it has previously been found that navigation cues and site usability
have a positive influence on the intention to purchase (Richard, 2005; Lynch
et. al 2001).

In an interpretative analysis of the result obtained by this empirical study,
the information indicates that it is important that a web site present a good
environment based on good atmospherics, because the web site
characteristics of ambience and design influence pleasure and arousal
which mediates satisfaction. Satisfaction has also been connected to
merchandising characteristics, in relation to the amount of information
displayed by the web site, in earlier research. Product information is
described as the information posted on the web site of the online store that
is relevant to the process of placing an order, e.g. price, brand, color size etc
(Dadzie & Winston, 2007). Schaupp, Bélanger and Weiguo (2009) confirmed
that having rich product information helps the consumer achieve its goals. It
also increases the consumer’s satisfaction with the online store web site
(Szymanski & Hise, 2000; Schaupp et al. 2009) and has a positive
relationship with purchasing intentions (Richard, 2005).

In this sense, our research show relevant evidence that those attributes, as
well as with features related to navigation cues, such as interactivity and
good speed of the web site, will increase the level of satisfaction experienced
by the consumer. In this regard our model have tested that when
customized information over the web site is provided, in concise and
relevant ways, it increases the consumers’ interest in the products or
services offered by the web site, as explain Turban and Genrke (2000). In
this sense the aspect of usefulness and ease of use of the web site certainly
have been corroborated as being an important influence of the level of
consumer satisfaction with the environment in which she or he usually
shop.

Going further in our study research question two asked what affective
responses consumers experience from the characteristics of the online store
environment. To explore this cause-effect relation, this thesis suggests a
third proposition to validate our model. Proposition three claim that “the
intention to purchase in a particular online store is influenced by the level of
arousal, pleasure and satisfaction produced by the web site.” is related to
research question two. Our findings show clear evidence that when the
emotional states on the consumer have been influenced by the online store
features, as the ones expressed here, atmospherics, merchandising and
navigation cues then the outcome obtained is the consequent intention to
purchase the product or service of that particular online store. As the
results described in the previous chapter indicates that the variables
arousal, pleasure and satisfaction with the web site’s features, explain at
least 52.9% of the variability on the consumer intention to purchase, which
has been used as dependent variable. With the nature of our research it was
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impossible to measure an actual purchase but only the intention. With
similar conditions Donovan and Rossiter (1982) also assessed that store-
induced pleasure lead to consumers being more willing to purchase
products and Baker, Grewal and Levy (1992) found that as both pleasure
and arousal increases consumers’ willingness to buy. Related to this the
appraised beta value show us that satisfaction has the greatest influence on
the intention to purchase variable as beta is 0.436. This clearly shows that
when consumers are satisfied with the features presented by the online
store, they feel motivated to shop there. And this can be judge by the overall
significance of the proposed model which has a relevant statistical
significance, corroborating in this way the third preposition that support our
model.

In accordance with the result, our research found that out of the three
variables of arousal, pleasure and satisfaction, all had significant relations
with the intention to purchase. Satisfaction with the web site is the variable
that influences the willingness of consumers to shop at a certain online
store the most. Further, earlier research supports our findings. In this sense
our research is more specific in the model suggested as more variables are
added as influential to the intention to purchase. Our particular findings are
supported by previous researchers, such as by Lynch, Kent and Srinivasan
(2001), who found that positive emotions result in enhanced purchasing
intentions. Thus based on the findings it is possible to conclude that among
the three emotional cues assessed in relation with the intention to purchase,
the relation of them toward the dependent variable is perfectly mediated.
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Chapter Six
Discussion and Conclusions

In this chapter, our findings are discussed as contributions to the general
theory as well conclusion are drawn in relation to the two research question.
Finally, practical implications, limitations of the study and future research
are discussed.

6.1. Effect of the characteristics of the online store
environment on consumer affective response

The findings of this thesis suggest that there is a relationship between the
characteristics of the web site of the online store and the consumer
emotional state. Two emotional states in particular have been assessed.
Arousal, as the level of excitement experience by the consumer trough the
online store, and satisfaction, not as a response by the consumer but as the
level of enjoyment with the features displayed by the web site that enhance
the consumer response. In other words, we assessed the level of satisfaction
experienced by the consumer by the characteristics of the web site and not
by the product or service that he/she is purchasing. In this sense our study
follows the line of other studies as the one conducted by Lorenzo, Gomez,
Molla and Mondejar (n.d.) In this study satisfaction is considered under the
same parameters. However their study is more focused on the cognitive part
of the consumer decision process, but opens the path for more research,
such as ours, which with a different methodological approach and a
different conceptualization asses the relation of online store characteristics
with the level of satisfaction with the online store, and prove their relation.

The level of arousal as an excitement indicator according to our study
suggest that it is relatively highly influenced by the design of the web site,
especially when it displays characteristics of adequate color scheme as well
relevant pictures to the product or service offered. These aspects are usually
known as the atmospherics. Besides this, merchandising cues such as the
level of information displayed by the online store were also assessed,
following the suggestions of authors such as Jayawardhena and Wright,
(2009) who in their studies suggest this relation, which however had not yet
been tested conjointly with the other features of the web site until this
study. Then regarding product information our discoveries show that two
cues are the principal cues related to it. One is the information about the
product or service and the other consumer opinion. This seems to
corroborate other studies with similar approaches. Thus based on previous
studies, our proposed model is developed in a deeper way, assessing other
variables in the cause-effect relation, and therefore our model is empirically
corroborated. Consequently the previous findings were also endorsed,
however our study goes beyond previous findings because it assess the
dependency of arousal with a set of characteristics. Even if they have been
explored before, they have not been studied together. In this sense our
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findings bring a broad perspective to the actual phenomena, as a more real
set of relations is explained.

Our empirical study brings up important evidence in that the features
displayed by the online store web site influence the consumers using this
purchasing channel.

6.2. Emotions influence on online consumer response

For a long period of time the consumer decision making process was studied
under the cognitive parameters of it, however with new research scholars
open the path to study the relation of the emotional side of the consumer. In
this sense this study shows how the level of arousal, pleasure and
satisfaction moderate the effect of the consumer response, in our particular
case following preposition three, which validate this part of our proposed
model, explaining the behavior of the consumer when it is influenced by the
emotions described.

Nevertheless these effects need to be understood in a deeper way from this
new perspective. Consequently our findings support our model, in which the
affect has an important significance on the persuasion of the consumer
response beyond the cognitive persuasion during the decision making. The
main finding is that the individual affective state that has been influenced
by the features (atmospherics, merchandising and navigation cues) of the
web site produces a response based on the consumer’s judgment.

In other words, our findings suggest that the consumer emotional state that
previously has been influenced by the online store features directly influence
the consumer intention to purchase. In this sense this thesis deduce that
web sites that produce low levels of excitement, an emotional state
composed by the arousal, pleasure and satisfaction level of the consumer
will lead to avoidance of that particular web site, which is translated as low
purchase intentions. And opposite to it as it has been tested, when the
buying episode has been influenced by high level of excitement the
consumer response is approach to that particular store. According to
previous findings our proposed model fit into the accepted theories
regarding emotions and consumer response. Such theories were developed
in studies such as those conducted by Wakefield and Baker (1998) and
Jayawardhena and Wright (2009), which indicated that the level or arousal,
pleasure and satisfaction influence the consumer response, with similar
results to our findings.

6.4. General conclusions of the thesis

As a general conclusion of this study, this thesis indicates the convenience
of the S-O-R paradigm in the study of consumer response toward marketing
stimuli. However even though the result or our empirical study indicates a
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relationship of the variables considered, the general picture of this study is
still multifaceted. This, as the frame under which it is constructed allows for
several combinations of the independent variables (e.g. atmospherics,
merchandising and navigation cues).

However, the possible combinations are extended, because there are more
cues that can be added to study their cause-effect relations. This is one of
the main reasons that cause the partial support of the propositions. In this
sense our result does not differ from other similar studies, for example the
one by Dawson, Bloch and Ridgway (1990), where their findings were only
partially corroborated.

Nevertheless the overall conclusion brings us to the point where the
proposed model has been proved as accurate, with relative statistical
significance. However further research is necessary for a Dbetter
understanding of the whole phenomenon. On the other hand our study
overcomes the shortcomings of previous studies as this research does not
only focus on one kind of product, but explore the general shopping habits
of online consumers. Thus a better picture of what influence emotional
perceptions is provided and improves the level of generalization as without
artificially manipulating the signals any suspicion of the findings is
eliminated as mentioned by Mummalaneni (2005). Moreover, this study
describes the online shopper characteristics allowing for a better knowledge
of the consumer. Further studies of the relation of those consumer
characteristics and the level of influence from the online store features are
suggested. Finally our result was obtained by a different methodological
approach. Thus through the multiple regressions the proposed model was
tested, indicating its relative significance as well.

6.5. Practical implications

Web marketers may find interesting implications from this study. By
understanding how different characteristics ultimately result in purchasing
intentions they benefit from designing their web sites accordingly. In
general, web sites that are easy to use and navigate, with proper design,
color schemes and interactivity can result in increased business and profits.
Products offered should have appropriate pictures, product information, and
consumer opinions connected to them. Our proposed model also provide for
altering of the characteristics to find different behavioral outcomes, which
can be used by marketing managers to discover new ways to improve sales.
The consumer description offered by this study may also show which
segments can be targeted, although future studies that analyze consumer
characteristics with the features of the web site might improve the result of
targeting different segments.
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6.6. Limitations of the study

The result of this study is limited due to a few aspects. The study was only
conducted at one university in Sweden, although at three campuses in
different cities. Studying the phenomenon in other countries and with
people from different backgrounds might provide a more justifiable result.
The result might have been different if a longitudinal study was undertaken.
This study did not take different mood states into consideration and the
questionnaire was constructed to analyze general consumer behavior,
despite this the emotional response might be different depending on the
situation and the mood of the consumer.

6.7. Future research

This study provides a basis for future research in the relation between
online shopper characteristics and the features of the online store web site.
Studies could possibly show that different types of consumers react
differently to the features of the web site. It could also be studied whether
this reaction is not only influenced by the emotions caused by the
characteristics, but if the reaction depends on the emotional state
consumers are in prior to surfing online.

Further, the study was conducted with the help of a survey, to understand
the general shopping habits of online consumers. Future studies might want
to compare the results with experiments where emotions and behavior are
observed while the subjects are shopping online.
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Appendix 1

Consumer Behavior Survey
Hej,
We are two MBA students at Mid Sweden University, conducting research to determine how
emotions affect consumer behavior when shopping online. We would like to ask for a few
minutes of your time to fill in this survey. The survey has 22 easy questions that would
take you only 3 to S minutes to fill in. All the information you will provide will be managed
under total confidentiality keeping your total anonymity and the information will be
assessed only for scientific and academic purposes.
Muchas gracias!

Med vanlig halsning,

Michael Camacho and Madeleine Jonsson

1. What is your gender?
Female O Male

2. What is your age? ‘

3. How would you classify yourself?

Arab

Asian

Black
Caucasian/ white
Hispanic
Indigenous

Latino

T Y YYD

Multiracial

4. What is the highest level of education you have completed?

High School/ gymnasium
Some college/ enstaka kurser pa universitet
Bachelor's degree/ kandidatexamen

Master's degree/ magisterexamen

YYD

Doctoral degree/ doktorsexamen
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5. What is your average household income per year?

6. How much time do you spend surfing the internet per week?

Less than 1 hour
2-5 hours

6-10 hours

11-15 hours

More than 15 hours

7. How frequently do you shop online?

Every week

At least once per month
At least every 2 months
At least every 3 months
Less often

Never

8. How likely is it that the color scheme of the web site of an online store will affect
your emotional state?

1 2 3 4 5 6 7

Extremely unlikely ¢ ¢

" Extremely likely

9. When the online store plays music, you think that it is:
1 2 3 4 5 6 7

Extremely annoying ¢ ¢ ¢ o ¢ Extremely pleasant

10. How likely is that the pictures or images in the web site of an online store will affect
your emotional state?

1 2 3 4 5 6 7
Extremely unlikely ¢ ¢ ¢ ¢« & O Extremely likely

11. When shopping online, how important do you consider the speed of the web site to
be?

1 2 3 4 5 6 7

Extremely unimportant © ¢ ¢ " Extremely important
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12. When visiting an online store, how influential is the web site design in your intention
to shop?

1 2 3 4 5 6 7

Not influential atall ¢ ¢ ¢ ¢ & ¢ Veryinfluential

13. How likely is it that interactivity of the web site of your online store will influence
you to buy a product?

1 2 3 4 5 6 7

Extremely unlikely ¢ ¢ ¢

" Extremely likely

14. How important is it for you that the online store has the product you intend to shop
available?

1 2 3 4 5 6 7

Extremely unimportant < ¢ ¢ ¢ O Extremely important

15. When shopping online, how likely is it that the product information displayed by the
online store web site influence your intention to shop?

1 2 3 4 5 6 7

Extremely unlikely ¢ ¢

¢ ¢  Extremely likely

16. How important is it for you to have other costumer's opinions about the product
displayed on the online store web site?

1 2 3 4 5 6 7

Extremely unimportant < ¢ ¢ ¢ O Extremely important

17. How likely is it that the characteristics of the web site affect your excitement?
1 2 3 4 5 6 7

Extremely unlikely ¢ ¢ ¢ ¢« & Extremely likely

18. When shopping online, I shop because I enjoy doing it in that online store?
1 2 3 4 5 6 7

Extremely disagree ¢ ¢ ¢ ¢ O O Extremely agree

19. When deciding where to shop online, how important is it that you are satisfied with
the features of the web site?

1 2 3 4 5 6 7

Extremely unimportant ¢ ¢ O ¢ O Extremely important
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20. How likely is it that the characteristics of the web site of an online store affect your
intent to shop there?

1 2 3 4 5 6 7

Extremely unlikely ¢ ¢ ¢ ¢« & Extremely likely

21. How likely is it that a web site that is easy to navigate influences your intent to shop?
1 2 3 4 5 6 7

Extremely unlikely ¢ ¢ ¢ ¢« & Extremely likely

22. How likely is it that a wide variety of products influence your intent to shop?
1 2 3 4 5 6 7

Extremely unlikely ¢ ¢ ¢ ¢« & Extremely likely

23. When you are pleased with the web site of an online store, how likely is that you
spread a comment about that particular web site to family and friends?

1 2 3 4 5 6 7

e

Extremely unlikely ¢ ¢ ¢ cC " Extremely likely
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Appendix 2
Descriptive Results

Statistics
Timesshopby
Sex Age Education Race Income Timesurfing year
N Valid 251 251 251 251 251 251 251
Missing 0 0 0 0 0 0 0
Mean 28,6853 241790,5657
Median 26,0000 150000,0000
Mode 26,00 100000,00
Std. Deviation 7,47533 2,65647E5
Variance 55,881 7,057E10
Minimum 19,00 6700,00
Maximum 58,00 3000000,00
Sum 7200,00 60689432,00
Sex
Cumulative
Frequency Percent Valid Percent Percent
Valid Female 157 62,5 62,5 62,5
Male 94 37,5 37,5 100,0
Total 251 100,0 100,0
Education
Cumulative
Frequency Percent Valid Percent Percent
Valid Bachelor 63 25,1 251 25,1
High Sch 53 21,1 211 46,2
Master's 24 9,6 9,6 55,8
Some col 111 44,2 44,2 100,0
Total 251 100,0 100,0
Race
Cumulative
Frequency | Percent | Valid Percent Percent
Valid  Arab 1 4 4 4
Asian 15 6,0 6,0 6,4
Black 7 2,8 28 9,2
Caucasia 219 87,3 87,3 96,4
Indigeno 1 4 A4 96,8
Latino 3 1,2 1,2 98,0
Multirac 5 2,0 2,0 100,0
Total 251 100,0 100,0
Timesurfing
Cumulative
Frequency Percent Valid Percent Percent
Valid 11-15 hours 50 19,9 19,9 19,9
2-5 hours 39 15,5 15,5 35,5
6-10 hours 72 28,7 28,7 64,1
Less than 1 hour 5 2,0 2,0 66,1
More than 15 hours 85 33,9 33,9 100,0
Total 251 100,0 100,0
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Timesshopbyyear

Cumulative
Frequency Percent Valid Percent Percent
Valid At least every 2 months 64 25,5 255 255
At least every 3 months 44 17,5 17,5 43,0
At least once per month 62 24,7 24,7 67,7
Every week 4 1,6 1,6 69,3
Less often 73 29,1 29,1 98,4
Never 4 1,6 1,6 100,0
Total 251 100,0 100,0
Male results
Statistics
shoppinfrecu
sex age education race Income time ancy
N Valid 94 94 94 94 94 94 94
Missing 0 0 0 0 0 0
Mean 29,1809 270493,96
Median 27,0000 137500,00
Mode 26,00 100000
Std. Deviation 7,71392 364020,902
Variance 59,505 1,325E11
Range 38,00 2993300
Minimum 20,00 6700
Maximum 58,00 3000000
Sum 2743,00 25426432
sex
Cumulative
Frequency Percent Valid Percent Percent
Valid Male 94 100,0 100,0 100,0
education
Cumulative
Frequency | Percent | Valid Percent Percent
Valid Bachelor's degree/ 29 30,9 30,9 30,9
kandidatexamen
High School/ gymnasium 15 16,0 16,0 46,8
Master's degree/ 15 16,0 16,0 62,8
magisterexamen
Some college/ enstaka 35 37,2 37,2 100,0
kurser pau
Total 94 100,0 100,0
race
Cumulative
Frequency Percent | Valid Percent Percent
Valid Arab 1 1.1 1.1 1.1
Asian 12 12,8 12,8 13,8
Black 6 6,4 6,4 20,2
Caucasian/ white 72 76,6 76,6 96,8
Indigenous 1 11 11 97,9
Latino 2 21 2,1 100,0
Total 94 1o 100,0 100,0




time

Cumulative
Frequency Percent Valid Percent Percent
Valid 11-15 hours 18 19,1 19,1 191
2-5 hours 8 8,5 8,5 27,7
6-10 hours 24 25,5 25,5 53,2
More than 15 hours 44 46,8 46,8 100,0
Total 94 100,0 100,0
shoppinfrecuancy
Cumulative
Frequency Percent Valid Percent Percent
Valid  Atleastevery2 months 27 28,7 28,7 28,7
At least every 3 months 17 18,1 18,1 46,8
Atleastonce per month 24 25,5 25,5 72,3
Every week 2 2.1 2.1 745
Less often 24 25,5 25,5 100,0
Total 94 100,0 100,0
Female results
Statistics
shoppinfrecu
sex age education race Income time ancy
N Valid 157 157 157 157 157 157 157
Missing 0 0 0 0 0 0 0
Mean 28,3885 222057,32
Median 26,0000 160000,00
Mode 22,002 100000
Std. Deviation 7,33769 182808,231
Variance 53,842 3,342E10
Range 30,00 1200000
Minimum 19,00 0
Maximum 49,00 1200000
Sum 4457,00 34863000
a. Multiple modes exist. The smallest value is shown
sex
Cumulative
Frequency Percent Valid Percent Percent
Valid Female 157 100,0 100,0 100,0
education
Cumulative
Frequency Percent [ Valid Percent Percent
Valid Bachelor's degree/ 34 21,7 21,7 21,7
kandidatexamen
High School/ gymnasium 38 24,2 24,2 459
Master's degree/ 9 57 57 51,6
magisterexamen
Some college/ enstaka 76 48,4 48,4 100,0
kurser pa u
Total 157 100,0 100,0
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race

Cumulative
Frequency Percent Valid Percent Percent
Valid  Asian 3 1,9 1,9 1,9
Black 1 6 6 2,5
Caucasian/ white 147 93,6 93,6 96,2
Latino 1 6 6 96,8
Multiracial 5 3,2 3,2 100,0
Total 157 100,0 100,0
time
Cumulative
Frequency Percent Valid Percent Percent
Valid 11-15 hours 32 204 204 204
2-5 hours 31 19,7 19,7 40,1
6-10 hours 48 30,6 30,6 70,7
Less than 1 hour 5 3,2 3,2 73,9
More than 15 hours 41 26,1 26,1 100,0
Total 157 100,0 100,0
shoppinfrecuancy
Cumulative
Frequency Percent Valid Percent Percent
Valid  Atleastevery2 months 37 23,6 23,6 23,6
At least every 3 months 27 17,2 17,2 40,8
At leastonce per month 38 242 242 65,0
Every week 2 1,3 1,3 66,2
Less often 49 31,2 31,2 97,5
Never 4 2,5 25 100,0
Total 157 100,0 100,0
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Appendix 3
Regression Results for Arousal

Descriptive Statistics

Variables Entered/Removed®

Mean Std. Deviation N Mode Variables Variables
Arousal 4,1952 1,30144 251 | Entered Removed Method
Design 4,9044 1,48554 251 1 Costumeropi Enter
nions, Music,
Colorscheme 3,8964 1,65325 251 Co|orscheme,
Pictures 46215 1,56594 251 Productinform
ation, Design,
Music 1,9084 1,37534 251 Pictures?
Productinformation 5,3506 1,29174 251 a. All requested variables entered.
Costumeropinions 4,4661 1,70700 251 b. Dependent Variable: Arousal
Correlations
Productinform Costumeropi
Arousal Design Colorscheme Pictures Music ation nions
Pearson Correlation  Arousal 1,000 ,469 ,465 ,498 ,169 ,387 ,398
Design 469 1,000 431 435 182 282 126
Colorscheme 465 431 1,000 675 ,107 ,287 ,145
Pictures 498 435 675 1,000 73 319 119
Music ,169 182 107 173 1,000 047 ,090
Productinformation 387 282 287 319 047 1,000 210
Costumeropinions ,398 ,126 ,145 ,119 ,090 210 1,000
Sig. (1-tailed) Arousal ,000 ,000 ,000 ,004 ,000 ,000
Design ,000 ,000 ,000 002 ,000 023
Colorscheme ,000 ,000 ,000 ,046 ,000 ,011
Pictures ,000 ,000 ,000 ,003 ,000 030
Music ,004 ,002 046 ,003 227 078
Productinformation ,000 ,000 ,000 ,000 227 ,000
Costumeropinions ,000 ,023 ,011 ,030 ,078 ,000
N Arousal 251 251 251 251 251 251 251
Design 251 251 251 251 251 251 251
Colorscheme 251 251 251 251 251 251 251
Pictures 251 251 251 251 251 251 251
Music 251 251 251 251 251 251 251
Productinformation 251 251 251 251 251 251 251
Costumeropinions 251 251 251 251 251 251 251
Model Summary®
Mode Adjusted R Std. Error of Durbin-
| R R Square Square the Estimate Watson
1 6772 458 445 ,96950 2,064
a. Predictors: (Constant), Costumeropinions, Music, Colorscheme,
Productinformation, Design, Pictures
b. Dependent Variable: Arousal
ANOVAP
Sum of
Model Squares df Mean Square F Sig.
1 Regression 194,092 6 32,349 34,416 ,000°
Residual 229,342 244 ,940
Total 423,434 250

a. Predictors: (Constant), Costumeropinions, Music, Colorscheme,
Productinformation, Design, Pictures

b. Dependent Variable: Arousal
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Coefficients®

Standardized
Unstandardized Coefficients Coefficients 95,0% Confidence Interval for B Correlations Collinearity Statistics
Model B Std. Error Beta t Sig. Lower Bound Upper Bound | Zero-order Partial Part Tolerance VIF
1 (Constant) ,083 319 261 ,795 -,544 ;710
Design ,203 ,048 231 4,237 ,000 ,108 297 469 1262 ,200 745 1,342
Colorscheme ,098 ,052 125 1,905 ,058 -,003 ,200 465 121 ,090 515 1,941
Pictures 185 ,055 222 3,343 ,001 076 294 498 209 1568 ,501 1,995
Music ,039 ,046 ,042 ,861 ,390 -,051 ,130 ,169 ,055 ,041 ,949 1,054
Productinformation 154 ,052 153 2,974 ,003 052 ,256 ,387 187 ,140 843 1,186
Costumeropinions 220 ,037 289 5,944 ,000 147 293 ,398 356 ,280 ,942 1,062

a. Dependent Variable: Arousal

Residuals Statistics?

Minimum | Maximum Mean Std. Deviation N
Predicted Value ,9821 5,9555 4,1952 ,88112 251
Residual -3,10250 2,46417 ,00000 95779 251
Std. Predicted Value -3,647 1,998 ,000 1,000 251
Std. Residual -3,200 2,542 ,000 ,988 251

a. Dependent Variable: Arousal

Normal P-P Plot of Regression Standardized Residual

Dependent Variable: Arousal

0,67

0,44

Expected Cum Prob

0,27

0,0 T T T T
0,0 02 0.4 0,6 038 1,0

Observed Cum Prob
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Appendix 4

Regression Results for Satisfaction

Descriptive Statistics Variables Entered/Removed®
Mean Std. Deviation N Mode Variables Variables
Satisfaction 4,7052 1,45902 251 | Entered Removed Method
Design 4,9044 1,48554 251 ! ‘nﬁgsnt:'ggg’ep(; Enter
Speed 5,9283 1,20782 251 Interactivity,
Productinform
Interactivity 4,0677 1,43087 251 ation,
. . Design?
Productinformation 5,3506 1,29174 251
Costumeropinions | 44661 1,70700 251 a. All requested variables entered.
b. Dependent Variable: Satisfaction
Correlations
Productinform Costumeropi
Satisfaction Design Speed Interactivity ation nions
Pearson Correlation  Satisfaction 1,000 450 ,299 462 ,388 264
Design 450 1,000 ,397 ,600 ,282 126
Speed ,299 ,397 1,000 ,183 ,232 ,102
Interactivity 462 ,600 ,183 1,000 ,292 175
Productinformation ,388 282 232 292 1,000 210
Costumeropinions ,264 ,126 ,102 175 ,210 1,000
Sig. (1-tailed) Satisfaction ,000 ,000 ,000 ,000 ,000
Design ,000 ,000 ,000 ,000 ,023
Speed ,000 ,000 ,002 ,000 ,054
Interactivity ,000 ,000 ,002 ,000 ,003
Productinformation ,000 ,000 ,000 ,000 ,000
Costumeropinions ,000 ,023 ,054 ,003 ,000
N Satisfaction 251 251 251 251 251 251
Design 251 251 251 251 251 251
Speed 251 251 251 251 251 251
Interactivity 251 251 251 251 251 251
Productinformation 251 251 251 251 251 251
Costumeropinions 251 251 251 251 251 251
Model Summary®
Mode Adjusted R Std. Error of Durbin-
| R R Square Square the Estimate Watson
1 ,5902 ,349 335 1,18960 1,865
a. Predictors: (Constant), Costumeropinions, Speed, Interactivity,
Productinformation, Design
b. Dependent Variable: Satisfaction
ANOVAP
Sum of
Model Squares df Mean Square F Sig.
1 Regression 185,470 5 37,094 26,212 ,0002
Residual 346,714 245 1,415
Total 532,183 250

a. Predictors: (Constant), Costumeropinions, Speed, Interactivity, Productinformation,

Design

b. Dependent Variable: Satisfaction
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Coefficients®

Standardized
Unstandardized Coefficients Coefficients 95,0% Confidence Interval for B Correlations Collinearity Statistics
Model B Std. Error Beta t Sig. Lower Bound Upper Bound Zero-order, Partial Part Tolerance VIE
1 (Constant) 161 465 347 729 -,755 1,077
Design 174 ,068 A77 2,548 011 ,039 308 450 161 131 ,552 1,813
Speed 146 ,069 121 2,113 ,036 ,010 281 299 134 109 817 1,224
Interactivity 253 ,067 248 3,758 ,000 120 385 462 233 194 611 1,635
Productinformation 235 ,063 208 3,729 ,000 A1 359 388 232 192 ,854 1,170
Costumeropinions 122 ,045 142 2,676 ,008 ,032 211 264 169 138 ,940 1,064
a. Dependent Variable: Satisfaction
Residuals Statistics?
Minimum_ | Maximum Mean Std. Deviation N
Predicted Value 1,0899 6,4272 4,7052 ,86132 251
Residual -4,15751 3,27824 ,00000 1,17765 251
Std. Predicted Value -4,197 1,999 ,000 1,000 251
Std. Residual -3,495 2,756 ,000 ,990 251

a. Dependent Variable: Satisfaction

Normal P-P Plot of Regression Standardized Residual

Dependent Variable: Satisfaction

0,8

0,41

Expected Cum Prob

0,27

0,0

T
04

T
0,6 08

Observed Cum Prob
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Descriptive Statistics

Appendix 5
Regression Results for Intention to Purchase

Variables Entered/Removed®

Mean Std. Deviation N Mode Variables Variables
Characteristicsintenttosh 4,2749 1,35356 251 | Entered Removed Method
op 1 Satisfaction, Enter
Arousal 4,1952 1,30144 251 Pleasure,
a
Pleasure 3,4343 1,63177 251 Arousal
Satisfaction 4,7052 1,45902 251 a. All requested variables entered.
b. Dependent Variable:
Characteristicsintenttoshop
Correlations
Characteristic
sintenttoshop Arousal Pleasure | Satisfaction
Pearson Correlation  Characteristicsintenttosh 1,000 571 440 ,653
op
Arousal 571 1,000 ,308 511
Pleasure 440 ,308 1,000 ,358
Satisfaction 653 511 ,358 1,000
Sig. (1-tailed) Characteristicsintenttosh ,000 ,000 ,000
op
Arousal ,000 ,000 ,000
Pleasure ,000 ,000 ,000
Satisfaction ,000 ,000 ,000
N Characteristicsintenttosh 251 251 251 251
op
Arousal 251 251 251 251
Pleasure 251 251 251 251
Satisfaction 251 251 251 251
Model Summary®
Mode Adjusted R Std. Error of Durbin-
| R R Square Square the Estimate Watson
1 , 7322 535 529 ,92849 2,138
a. Predictors: (Constant), Satisfaction, Pleasure, Arousal
b. Dependent Variable: Characteristicsintenttoshop
ANOVAP
Sum of
Model Squares df Mean Square F Sig.
1 Regression 245,094 3 81,698 94,766 ,0002
Residual 212,938 247 ,862
Total 458,032 250

a. Predictors: (Constant), Satisfaction, Pleasure, Arousal

b. Dependent Variable: Characteristicsintenttoshop
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Coefficients?

Unstandardized Coefficients S()‘?Jr;(lgﬁacriiir?tesd 95,0% Confidence Interval for B Correlations Collinearity Statistics
Model B Std. Error Beta t Sig. Lower Bound Upper Bound Zero-order Partial Part Tolerance VIE
1 (Constant) ,559 ,230 2,431 ,016 106 1,011
Arousal ,300 ,053 ,288 5,646 ,000 195 405 571 338 245 721 1,387
Pleasure 162 ,039 195 4,149 ,000 ,085 ,239 440 255 ,180 ,850 1,176
Satisfaction 404 ,048 436 8,370 ,000 309 499 ,653 470 ,363 695 1,439
a. Dependent Variable: Characteristicsintenttoshop
Residuals Statistics?
Minimum | Maximum Mean Std. Deviation N
Predicted Value 1,4246 6,1593 4,2749 ,99014 251
Residual -3,13546 2,55442 ,00000 ,92290 251
Std. Predicted Value -2,879 1,903 ,000 1,000 251
Std. Residual -3,377 2,751 ,000 ,994 251

a. Dependent Variable: Characteristicsintenttoshop

Normal P-P Plot of Regression Standardized Residual

Dependent Variable: Characteristicsintenttoshop

0,6-

0,47

Expected Cum Prob

0,0

T
0,6

Observed Cum Prob
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