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Abstract

The study explores consumers’ adoption of Internet
shopping in the context of tourism products in
Britain. The key objective is to propose a model for
the prediction of Internet shopping adoption
integrating individual and technology
characteristics. ~ Drawing upon Davis’ (1989)
Technology Acceptance Model (TAM), the
proposed  model identifies  the  structural
relationships among eight constructs which were
examined through Structural Equation Modelling
(SEM) with AMOS. Essentially, this framework
helps to explain issues such as reasons of adopting
Internet shopping medium and contributing factors
to Internet shopping adoption. The study employs
an Internet Survey in the data collection stage. The
method of analysis via SEM tested the hypothesised
relationships among the constructs, as postulated
in the model. The results explicitly clarified several
key contributions and implications to marketing
theory and practice.
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Acceptance Model, SEM.
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Introduction

The emergence of E-Marketing does not only
benefit businesses but also consumers by providing
many aspects of convenience that is not quite
available in traditional shopping. Many studies
have highlighted the benefits that Internet shopping
offers to consumers which include ability to shop
24/7 at anywhere, to search and browse product, to
compare prices, and to make payments within a
few mouse clicks (Hoffman et al., 1995; Alba et al.,
1997; Peterson et al., 1997; Strauss and Frost,
1999; Shim et al., 2001). Consequently, the Internet
is rapidly becoming the fastest growing shopping
channel with a 62 percent of Internet users had
bought products from the Internet at least once over
the first six months of 2004 (Aqute Research,
2004). It is likely that over time, the figures will
increase significantly, moving from its infancy to a
market with significant potential, with millions of
people shopping online as more and more people
are Internet savvy (Strauss and Frost, 1999; Shim et
al., 2001).

Despite the significant increase, of Internet
shopping in the past, fewer people than anticipated
actually purchase electronically (Pastore, 2000). In
reality, people increasingly use the medium to
obtain information but not for purchasing products.
Furthermore, there is very limited information on
how and why certain groups of consumers conduct
Internet shopping while others accept Internet

shopping reluctantly. This can be evidenced by Ernst
and Young’s (2000) report on worldwide

Internet survey, which indicates that Internet
penetration growth in most countries did not justify
the adoption of Internet shopping. As a result,
consumer behaviour in the E-Market is obviously
unpredictable by businesses. Therefore, this study
sets out to fill the gaps in the current understanding
of the potential of the E-Market and to illuminate
how consumers are influenced in such a market. This
study converges from three substantial areas of E-
Business, that is E-Marketing, Internet shopping and
Consumer Behaviour.

Research Background and Problems

The development of ICT has had a major impact on
most industries, especially the tourism industry, one
of the largest and fastest growing industries in the
world. Among E-Businesses, tourism appears as one
of the largest and fastest growing industries with
flights and accommodations as the most popular
(31%) of all online purchases (National Statistics,
2001; European Travel Commission, 2005). The
Internet presents a great opportunity for travel
businesses to use this medium to sell their products
and services. For instance, various travel businesses
such as airlines (e.g. Easylet), hotels (e.g.
Travelodge) and travel agents (e.g. First Choice)
offer the facilities of online booking and payment via
their website. As a result, flights tickets,
accommodation and holidays have becoming the
most popular online purchases (National Statistics,
2001).

In exploiting the market potential of the Internet
shopping, travel businesses need a clear
understanding of who actually buys online and their
behavioural influence. Such information is crucial to
travel businesses, as consumer purchase decision for
a travel service involves a complex multi-stage
process layered along a hierarchical set of activities
(Fesenmaier and Jeng, 2000). Moreover, the
purchase decision is vary considerably as a result of
inherent  personal  characteristics  such  as
innovativeness. ~ Many studies have suggested
profiles of Internet shoppers in terms of
demographics and purchase patterns (e.g. Citrin et
al., 2000; Blake et al., 2003; Bhatnagar and Ghose,
2004). However, most of them have been limited
either to the context of non-UK markets or to
tangible products such as books, groceries or food
products. This study extends these borders to the
Britain market and focuses on travel Internet
shopping.
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In understanding the issue of consumers’ influence
and behaviour toward Internet shopping some
previous studies (e.g. Westland and Clark, 1999 &
Shim et al., 2001) have utilised Fishbein’s model
(Fishbein and Ajzen, 1975). In the Fishbein model,
attitude has been viewed as a predictor of intention
and finally actual behaviour. However, the idea that
intentional behaviour will predict actual behaviour
is rather questionable in online setting, due to a
large numbers of dropouts and those who only
browsing and not buying (Lee and Johnson, 2002).
This indicates that empirical evidence of the impact
of the Internet on consumer shopping behaviour
remains inconclusive (Jarvenpaa and Todd, 1997).
This paradox has resulted in mixed opinions
regarding the future of E-Marketing amongst
researchers and practitioners. Some studies view
that E-Marketing is an over-hyped, transient fad
(e.g. Forrester Research, 2000 & Holloway and
Beatty, 2003), while others maintain that the
impact of the E-Marketing is still promising
because it performs a supporting role for existing
marketing activity (Rowley, 1996; Reinders and
Baker, 1998; Hoffman and Novak, 1996; Jobber,
2004).

As most previous work on Internet shopping has
focused on the intentional behaviour rather than the
actual behaviour of Internet shoppers, this study
fills this gap by studying the actual Internet
shoppers’ behaviour in terms of the driving factors
to their Internet shopping adoption which converge
personal influences as well as technological
influences.

Research Objectives

In brief the research objectives are as follows:

i. To propose a model of Internet shopping
adoption for travel products.

ii. To apply the Technology Acceptance Model
(TAM) in examining the driving factors of
travel Internet shopping adoption.

iii. To explore the relationships between the
driving factors and the adoption of travel
Internet shopping.

iv. To present contributions of the findings to
theory and practices.

The findings suppose to facilitate an understanding
of the factors associated with the adoption of travel
Internet shopping, thereby enabling researchers,
practitioners and policy makers to better develop
appropriate strategies to enhance and promote
Internet shopping to future users while retaining
existing customers.

Research Framework

Based on established pertinent theoretical
foundations and literatures, a research framework
had been developed to investigate the factors that
influence the adoption of travel Internet shopping
within the context of Britain consumers. The
Davis” (1989) Technology Acceptance Model

(TAM) was chosen as the basis for developing a
conceptual model explaining consumers’ Internet
shopping adoption due to its consistent capability to
explain a substantial proportion of variances between
behavioural intention and actual behaviours derived
mainly from research into the purchase of technology
related products (Davis et al., 1989; Mathieson,
1991; Adam et al., 1992). In particular, the proposed
model seeks to take advantage of the validity and
reliability of perceived usefulness (PU) and
perceived ease-of-use (PEU) in the TAM by adding
other constructs in order to improve explanatory and
predictive power (Taylor and Todd, 1995; Igbaria et
al., 1996; Jiang et al., 2000; Gefen and Straub, 2000).
As presented in Figure 1, the proposed model
suggests that consumer adoption of travel Internet
shopping are determined by i) PU and PEU, ii)
Personal Characteristics (consumer involvement,
consumer innovativeness and opinion leadership) and
iii) perceived risk and trust. As a result, 15
hypotheses were generated and tested (see Table 1.).
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Fig 1. Proposed Model and Hypotheses

Methodology

The primary data collection commenced with
qualitative data via focus group discussions, which
were conducted in a non-structured and natural
manner. The most prominent themes and issues were
extracted from the focus group findings for
questionnaire design purposes. They were also used
to support the development of conceptual framework
as well as the measurement items of the
questionnaire. This was followed by the quantitative
data collection which was Internet survey.

Internet Survey

Due to the nature of the research, accessibility to the
target audience and facilities available, this study
employed Internet Survey which involved sending e-
mail invitations to selected respondents with a link to
a web-based questionnaire. It was designed and
pilot-tested several times, utilizing the latest e-survey
software known as SNAP to the survey page were
used as a vehicle for inviting and reminding
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respondents to participate for the survey. To
encourage participation, this study offered the
respondents the opportunity to enter into a lucky
draw to win a flight voucher sponsored by a local
airlines company.

An email database acquired from a survey firm
represents the total population of Internet shoppers
in the Britain. Considering parameters imposed
and the security and privacy of respondents’,
probability sampling was deployed. Sample of
emails were picked at random by a generated
sampling system, similar to RDD (random digital
dialling). This approach deemed to permit
generalizations.

Data Analysis

The procedure used to develop the research
measures was based on the guidelines suggested by
Churchill (1979). First, the measurement items
were refined and validated using the most
commonly used classical approach via Reliability
Test and Exploratory Factor Analysis. Then, the
constructs were again validated using Confirmatory
Factor Analysis in the SEM analysis.

SEM was utilised to evaluate how well the
proposed conceptual model of Internet shopping
adoption that contains observed indicators and
hypothetical constructs explains or fits the
collected data (Bollen, 1989a & 1989b; Hoyle,
1995). Through SEM procedures, simultaneous
examination and explanation of the inter-related
dependence relationships among constructs is
possible (Reisinger and Turner, 1999). It also
provides the ability to measure or specify the
structural relationships among sets of unobserved
(latent) variables, while describing the amount of
unexplained variance (Hoyle, 1995; Byrne, 1998;
Davies et al., 1999; Tuner and Reisinger, 2001).
Three types of overall model fit indices were
utilized in measuring the model: Absolute Fit
Measures (AFM), Incremental Fit Measures (IFM),
and Parsimonious Fit Measures (PFM) (Hu and
Bentler, 1995; Byrne, 1998; Hair et al., 1998;
Maruyama, 1998). AFM index was used to directly
evaluate how well an a priori theoretical model fits
the sample data, while an IFM index was used to
assess the proportionate fit by comparing a target
model with a more restricted, nested baseline
model. Then the PFM was used to diagnose
whether model fit has been achieved by over-fitting
the data with too many coefficients.

Results and Discussions

In resolving the research questions, a series of
hypotheses was tested to identify the structural
relationship between the constructs on the initial
Internet shopping adoption model presented in
Figure 1 and Table 1.

The relationships between the constructs were
examined based on t-values associated with path
coefficients between the constructs. If an estimated

t-value is greater than a certain critical value (p<.05,
t-value=1.96), the null hypothesis that the associated
estimated parameter is equal to O is rejected.
Subsequently, the hypothesised relationship was
supported.

The data analysis of SEM was carried out in
accordance with a two-step method (Anderson and
Gerbing, 1988) where “the measurement model is
first developed and evaluated separately from the full
SEM” (p.191). Accordingly, the first step in the data
analysis was to establish the unidimensionality,
reliability, convergent and discriminant validity of
the construct with Confirmatory Factor Analysis
(CFA). All measurement models were within the
accepted thresholds for CFA.

Secondly, the full proposed structural model was
estimated on the cleansed measurement models. The
fit indices were below acceptable thresholds,
showing inadequate fit to the data (x2=393.905;
df=191), and some modifications were required to
achieve the best fit threshold. Subsequently,
modifications were carefully made to the
hypothesised model based on the SEM output
suggestions. However, it is important to note that the
formulation of the alternative models was guided by
substantive theoretical and empirical considerations
and practical meaningfulness (Hair et al., 1998).

Thirdly, based on the model modifications, four
alternative models were developed and tested via
SEM to examine which model performed best in
explaining the Internet shopping adoption for travel
products. For each model, overall fit, predictive
power and the significance of the path were reported.
The result suggested that the fourth model is the best
model to predict the adoption of travel Internet
shopping due to its goodness-of-fit indices.
Eventually, the final refined model was generated
and subsequently accepted, as it is the most
parsimonious model and represents the best fit to the
data (see Figure 2 and Table 1).

Fig 2: Final Model and Paths
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Note: the dotted lines represent new paths suggested
by SEM.
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In summary, of the 15 proposed hypothesized
paths, 9 of them were found to be statistically
significant. The other 6 hypothesised paths were
found to be insignificant. However, interestingly, 3
new causal paths were found from the refined
model results; they were (Opinion Leadership to
PEU); (Involvement to PEU) and (Innovativeness
to Trust). By the examination the interrelationships
of each hypothesis path, this study has explicitly
highlighted its contributions to literatures, theories
and practitioners.

The Model of Internet Shopping Adoption

The final model explains all significant
relationships between factors that influencing
Internet shopping adoption. These relationships
were then validated against other research findings
to ensure that generalisation of the findings could
be made. The critical factors that lead consumers to
shop products from the Internet are discussed as
follows:

Perceived Usefulness (PU) and Perceived Ease of
Use (PEU)

As predicted, PU was positively correlated with the
adoption of travel Internet shopping and PEU. The
results validate the postulation in the TAM that PU
is positively related to PEU and behavioural
intention (Davis, 1989). These relationships are
expected, as many previous studies have found the
same effects of PEU on PU and behaviour intention
(e.g. Mathieson, 1991; Adams et al., 1992; Igbaria
et al., 1995; Agarwal and Prasad, 1997; Gefen and
Straub, 1997). The result suggests that PU is a
major determinant of travel Internet shopping
adoption (see HS).

It demonstrates that ease-of-use alone does not
engender Internet shoppers’ decisions to adopt
travel Internet shopping. Instead, Internet shoppers
will use travel Internet shopping resources that are
perceived to be useful and to easy-to-use interfaces.
Both PEU and PU will generate favourable feelings
towards using travel Internet shopping, leading to
greater likelihood of adopting travel Internet
shopping. Besides, this study also suggests that the
ease-of-use of Internet shopping is able to build up
trust as well as increasing the PU of travel Internet
shopping. Thus, PU and PEU have been
demonstrated to be fundamental determinants of
technology adoption behaviour.

Consumer Innovativeness and Involvement

The result of positive direct relationship between
consumer innovativeness and adoption explains
that individual traits are as important as PU in
making an individual adopting new technology.
Thus, innovative shoppers are expected to
comprehensively use the Internet shopping medium
and are more likely to engage in web features when
shopping for travel products online.

Alongside PU and consumer innovativeness, the
study also found that there is a direct effect between
consumer involvement and the adoption of travel
Internet shopping. This indicates that consumer
involvement is an essential contributor to the
adoption of travel Internet shopping. Thus, it
signifies long-term interest in a domain (Bloch,
1981) and this plays a central role in the adoption of
Internet shopping. In this case, marketing
communications, ease-of-use (navigability and
usability), personalization and the customisation of
website interfaces are vital, as they might lead to
increased involvement levels and finally to the
adoption of Internet shopping.

In contrast, the result suggested there is no
significant relationship between opinion leadership
and the adoption of travel Internet shopping. This
result is expected, as opinion leadership is found to
have a very strong correlation with consumer
innovativeness, which eventually demonstrates a
strong effect on Internet shopping adoption. Chan
and Misra (1990) suggested that opinion leadership is
an important descriptive personal characteristic of
innovators. Since opinion leadership may be an
indication of innovativeness, opinion leaders may be
created from early adopters to persuade later adopters
to try new products or services (Chan and Misra,
1990). Despite the insignificant role of opinion
leaders towards adopting travel Internet shopping,
businesses may need to consider the role of opinion
formers in influencing Internet users’ decisions to
adopt travel Internet shopping.

Perceived Risk and Trust

As highlighted by many studies (Jarvenpaa et
al.,2000; Friedman et al., 2000; McKnight et al.,
2002), the critical role of trust is a critical area in the
domain of Internet shopping. Consumers could
overcome their fear, derived from perceived risk of
Internet shopping, by building up trust in a website,
or even in the entire Internet shopping environment.
This notion has been found to support the result,
where trust in travel Internet shopping has a negative
relationship with perceived risk. The more trust
shoppers have in travel Internet shopping, the lower
their risk perception will be. Subsequently, if
shoppers have low perceptions of risk related to
Internet shopping, they will appreciate the usefulness
of Internet shopping more and as a result will be
more likely to adopt travel Internet shopping.

Besides, the result also demonstrates consumer
involvement has positive effects on both trust and PR
with regard to travel Internet shopping. As previous
researchers have discussed, consumer involvement is
revealed to play a prominent role in explaining both
trust creation and customer retention (Teichert and
Rost, 2003). Similar to previous studies (Park and
Lessig, 1981; Dawar and Parker, 1994 and Heilman,
et. al, 2000), consumers with low product
involvement are likely to perceive higher risk in
relation to lesser-known brands than to well-known
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brands and to rely on extrinsic cues, such as brand
name, price and physical appearance, to perform
product evaluations. This result implies that the
more consumers are involved in their Internet
shopping processes and activities, the more trust
they are likely to have in the new shopping
channel.  Additionally, the more shoppers are
involved with travel Internet shopping, the less risk
they are likely to perceive in relation to this
medium.

Consumer Involvement and Perceived Ease-of-use
In the refined model, a new relationship was found
between consumer involvement and the PEU of
travel Internet shopping. This link explains that the
more involved shoppers are in travel Internet
shopping, the less complicated they see it as being.
As PEU relates to the intrinsic features of the
technology, such as whether it is easy to use, easy
to learn, flexible or free of effort (Davis, 1989),
essentially, this new link means that the perception
of simplicity of travel Internet shopping depends on
the shoppers’ involvement, which is based on their
inherent needs, values and interests (Zaichkowsky,
1985). In Internet shopping, information retrieval
is interactive, and interaction requires both the user
and the system play different roles in performing
different tasks (Beaulieu, 2000); thus, this affects
the users’ involvement levels. This link suggests
that the simplicity of shopping via the Internet is
based on how much involvement is needed to
engage with the systems.

Opinion Leadership and Perceived Ease-of-use

The second relationship found is between opinion
leadership and PEU of travel Internet shopping.
Although earlier opinion leadership is found not to
affect consumer adoption of Internet shopping, it
actually has an indirect influence on consumer
adoption via PEU and PU. The new opinion
leadership-PEU link is considered as a new
addition to the TAM as a very limited study
extending the TAM to opinion leadership
characteristics. ~ However, this new finding is
reasonably acceptable, since many studies have
indicated that Davis’ (1989) PU and PEU are
conceptually similar to Rogers’ (1995) relative
advantage and complexity, which ultimately
influence consumer adoption (Davis, 1989; Moore
and Benbasat, 1991; Karahanna et al., 1999). This
argument corresponds with Rogers’ (1995) profile
of early adopters; in that opinion leadership is one
of their traits. Explicitly, PEU decreases when
people lack opinion leadership qualities, and
eventually decelerates the adoption of travel
Internet shopping. Similar to the first path, this new
path extends the PEU construct of the TAM
through consumer characteristics (i.e. consumer
involvement and opinion leadership).

Consumer Innovativeness and Trust

Finally, the third relationship found is between
consumer innovativeness and trust in Internet
shopping.  This link explains that the more

innovative characteristics Shoppers have, the more
likely they will be to trust travel Internet shopping.
Some consumers are naturally attracted by any
novelty: new products, new services, new ideas, new
selling techniques or new payment modes. They are
usually called innovators (Kirton, 1976 & 1980;
Foxall, 1984 & 1986). Consumer innovativeness is
often described as the psychological trait
characterising those consumers who adopt new
products and ideas, who tend to be venturesome,
eager to live new experiences, always seeking new
sensations, and in search of everything new and
different (Roehrich, 2004). Therefore, in some ways,
these traits demonstrate that Internet shoppers are
more trusting (Donthu and Garcia, 1999) as
compared to non-Internet shoppers. Hence, Internet
shoppers who appear to be innovators perceive
Internet shopping as trustworthy. This finding lends
credence to Hoffman and Novak (1996), Donthu and
Garcia (1999), Kim and Prabhakar (2000) and
Jarvenpaa et al. (2000), who convincingly anticipated
the profile of Internet shoppers, including trust and
innovative traits. Accordingly, Mayer et al. (1995)
suggested that a web trust model also needs to
include consumer innovativeness as one of the
dimensions in understanding the adoption of e-
commerce. Thus, this new relationship link is
acceptable, hence contributing to the literature on the
theory of e-trust.

Research Contributions

Theoretical

First, the comprehensive, yet parsimonious model
developed in the study makes an important
contribution to the emerging literature on online
consumer behaviour by grounding new variables,
which is the influence of personal characteristics into
a well-accepted general model (TAM) and then
applying them to a new context of Internet shopping.

Second, the research model examines the ‘actual’
behaviour of the Internet shoppers rather than their
‘intentional’” behaviour. This is an important issue, as
researchers have questioned the strength of the
relationship between intentions and self-reported
subjective use (e.g. Straub, et al., 1995).

Third, the results suggest that the final Internet
shopping adoption model possesses substantial
explanatory power. The critical linkage of these
variables with the adoption of Internet shopping
provided reasonably high goodness-of-fit (GFI=.912,
RMR=.034, RMSEA=.047); thus, the results provide
convincing support for the theoretical framework of
the study.

Fourth, the new links found between i) consumer
innovativeness and trust, ii) consumer involvement
and PEU iii) opinion leadership and PEU, highlight
the significant role of these relationships in Internet
shopping adoption as well as contribute to theories
and literature. However, due to lack of previous
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studies in the particular areas, these relationships
need to be tested in different contexts.

Fifth, this study has extensively explored the E-
Marketing industry, particularly in the travel
business pertaining to consumer behaviour. The
effort of understanding the nature and structure,
facts and statistics with regard to the travel industry
should be valued where this study responds to the
calls for advanced research on Internet shopping
for services (intangibles) made by various scholars
in the marketing disciplines, such as Anckar
(2003); Gefen and Straub (2003); Holloway and
Beatty (2003) and Luarn and Lin (2003).

Methodological

First contribution is the development of robust
measures for the study, which was developed based
on theories, previous research findings and
exploratory interviews. The study has adhered to
guidelines suggested by Churchill (1979) in
purifying all the measures, and then, the resulting
measures were refined and validated according to
Anderson and Gerbing’s (1988) suggestions by
using the SEM analytical technique. Hence, it
could be argued that the current study is among the
very few to have done this, with the notable
exceptions of De Wulf (1999) and Koufteros
(1999).

Second contribution is the application of Internet
Survey, where an online software package was
utilised to design and administer the survey. It is
rare to the point of surprise that this new method of
data collection (i.e. online survey) contributes
similar functions as offline data collection (see
Kehoe and Pitkow, 1998; McCoy and Marks,
2001). Thus, this contribution is to attest to the
great opportunity to accelerate the research process
via Internet Survey tools.

Practical

This study contributes to and extends the
understanding of the Internet as a medium for
commercial use in the business-to-consumer (B2C)
arena. An understanding of reasons for electronic
purchasing is particularly relevant in the context of
predictions made regarding Internet shopping in the
future (Swaminathan et al., 1999). From a
managerial viewpoint, firstly, the findings provide
support for investment decisions, and for decisions
relating to the development of Internet services that
address and take the concerns and wants of
consumers into consideration.

Secondly, this study contributes to an
understanding of how Internet facilities can be
embraced by tourism businesses, and also how
these facilities contribute to the development of E-
Tourism in Britain. To this end, the framework
proposed for analysing Britain’s online consumer
behaviour in order to gain an understanding of the
antecedents of Internet shopping adoption could be

used as a practical tool to predict how consumers
behave online.

Thirdly, this study confirms that the convenience of
Internet shopping attracts to consumers, as it enables
them to shop at any time, from anywhere, as well as
providing product information sources, lower prices
and perceived control over purchase decisions.
However, privacy and the security of personal and
financial information during transactions are
concerns amongst Internet shoppers. In this regards,
travel businesses could adopt a more advanced e-
marketing approach such as loyalty or membership
programs, or referral programmes to encourage
repeat purchase or word-of-mouth amongst adopters.

Future Research

The findings of the direct relationships of external
variables over and above the TAM variables may be
applicable in the Internet marketing settings; the
TAM needs to be extended to include other
mediating beliefs. Future research is suggested to
further extend the TAM to encompass other
theoretical constructs (Davis et al., 1989; Venkatesh
and Davis, 2000; Gefen and Straub, 2000 & 2003).
It would be interesting, for example, to explore the
role of consumer satisfaction, shopping orientation,
personal traits and social influences on the
acceptance of Internet shopping.

Since the generalisability of the model is inherently
limited to the travel products setting, the model and
hypotheses should therefore be extended beyond the
present context (e.g. to the e-banking industry and
the Insurance industry). By doing so, future studies
could extend the generalisability of the findings
derived from the current study. This research
direction appears to be potentially rewarding because
the tourism industry is considered as the highest
growth business on the Internet.

As for the measurement instruments, it should be
noted that the scales used in the current study were
context-specific; this prevented ‘changeable setting’,
which can cause the meanings of items to vary
according to study context (Giese and Cote, 2000).
Therefore, this indicates that if any replication study
were to be carried out beyond the Internet shopping
context, some refinement to the indicators used for
the constructs must be carefully considered.

Conclusion

Understanding consumers’ adoption of Internet
shopping is particularly important because a high
level of adoption is associated with several key
outcomes (e.g. repeat purchase and profit making).
The proposed model of Internet shopping adoption
developed in this study, is one of the very first
studies to incorporate cognitive variables from the
literature on consumer adoption of innovation and
the TAM, and helps to initiate the integration of
cross-disciplinary studies in E-Marketing field. The
dimensions of the key drivers are carefully identified
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and analysed. To conclude, this study’s model
provides an integration of existing research and a
launch pad for future systematic research in the
area of Internet shoppers’ behaviour.
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Table 1: Hypotheses Test of Initial and Refined Model
Standardised e
Coefficient
Hypothesised Paths — — Results
Initial | Refined Initial Refined
model | model model model
pi; | Perceived Ease-of- 5 Perceived | fo5 | gog | g q34men | 8577445 | Supported
use Usefulness
pp. | Perceived Ease-of- 5 Perceived |45 |, 1.642" | n/a Rejected
use Risk
H3: | Fereeived Baseol 5 g 343 | 283 | 5.156%* | 4.080%** | Supported
H4: Ese;celved Ease-of- 5 Adoption -038 | n/a -.398* n/a Rejected
. Perceived . . s
H5: Usefulness > Adoption 403 394 3.905 6.184 Supported
H6: | Perceived Risk >  Perceived | a3 1 505 -2.469%% | -3.585%* | Supported
Usefulness
H7: Perceived Risk > Adoption -.193 n/a -2.446" n/a Rejected
HS: | Trust > Eilcf”ed S429 | -472 | -5.243%%x | .6.084*** | Supported
H9: Trust > Perceived .065 n/a 915* n/a Rejected
Usefulness
H10: | Trust > Adoption -.123 n/a -1.714* n/a Rejected
Hip; | Consumer >  Adoption 139 | .143 2.307%% | 2.511% Supported
Involvement
Hi2: fons“mer 2  Trust 246 | .167 3.978%%* | 2.608%* | Supported
nvolvement
.| Consumer Perceived
H13: Involvement > Risk -.170 -.189 -2.560%* [ -2.803%* Supported
H14: fons‘m?er 2  Adoption 378 | .430 4.443%#% | 7219%%* | Supported
nnovativeness
H15: | Opinion Leadership = Adoption 124 n/a 1.438* n/a Rejected
Ell6 0 Opinion Readershinti=y IR Eeice Ve LR I 365 n/a 5.168*** | New Path
Ease-of-use
Hi7; | Consumer 5> (Peweived 204 | 4.574%%% | New Path
Involvement Ease-of-use
H18: Consumer > Trust n/a 270 n/a 4.209*%** | New Path
Innovativeness

Note: ***p<.001; **p<.01; *p< .0, # insignificant path
HIi6, HI7 & H18 are new parameters/ paths
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