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Abstract 

The main objective of this study is to offer a theoretical and conceptual basis to illustrate the 
differences that exist in the consumer’s behavior, during the online and offline purchasing processes. 
Afterwards, we want to identify a few basic factors which influence the consumers’ decision on 
whether or not to buy from the respective online channel. Finally, we will show the managerial 
implications of the way in which, the online sellers can use this knowledge to improve their online 
stores, to make them more attractive and get more online customers. 
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1. Introduction 

Online shopping has been largely accepted as a way of purchasing 
products and IT services, and has become a popular means within the viral 
world [19].  Moreover, it offers the buyers more information and options for 
comparing the product, especially its price, facilitating the process of finding 
something online [26]. 
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2. Problem Statement 

There are several reasons why people prefer online shopping [17]. 
For example, consumers can buy anything, at any time without having to 
actually go to a store; they can find the same product at a lower price [14]., 
by comparing different sites at the same time; the customers might want to 
avoid the pressure they feel when the have to interact face-to-face with the 
sales agents, as well as the crowds in shopping centers [28]. Also, people can 
interact with others, sharing their experiences, developing social interactions 
[3]. These factors can be classified into four categories: convenience, 
information, products and services, availability, costs and time efficiency [1]. 

Convenience  

The empirical research shows that the internet is convenient, 
forming strong customer relationships, aspect which explains the 
consumers’ availability and willingness to buy online [20]. 

The online stores are available for their clients at any time of the day, 
unlike the traditional stores, which cannot be opened 24/7 [25]. The 
researches done in the field pointed out that 5,8% decided to buy online 
because they could shop whenever they liked, while 61% of the selected 
subject explained their choice of online purchasing, out of the desire to 
avoid crowds and the queuing phenomenon, especially during the holiday 
season [18]. 

The consumers are interested not only in products, but in 
online services as well [6]. There are companies which provide around 
the clock services for online customers [7]. Thus, even after closure 
time, the customers can ask questions, in order to receive the 
necessary support and assistance, a situation which provides huge 
amount of convenience for consumers [15].  

Information  

The internet has made it easier for data to be accessed [16]. Due to 
the fact that the customers rarely have the chance to touch or feel the online 
products and services, before taking a purchasing decision, the online sellers 
usually offer more information about their products, so as to help their 
customers during the buying process [10]. The customers appreciate the 
information which meets their needs [2].. Moreover, the customers can read 
the reviews left by other buyers, before taking a decision [11]. 
  



Carmen NĂSTASE , et. al. | Lumen Proceedings 6 | The 14th EIC: SDPT: ICRCL 
 

59 

Available products and services 

The online stores offer numerous benefits to their customers by 
supplying a great variety of products and services [4]. The consumers have 
the possibility to find all types of products from around the world, which are 
available only online [21].  Most companies have their own website to offer 
online products and services, even if they already have a traditional store as 
well [27]. Lots of traditional retailers sell certain products only online, in 
order to reduce the selling costs or to offer their clients more options when 
it comes to dimensions, colours or features [23].  

Costs and time efficiency   

Due to the fact that online buyers often have better offers, they can 
purchase the same product put on sale by a traditional shop, at a lower price 
[12]. Since online stores offer their customers a wide variety of products and 
services [22]., they also provide their clients more opportunities to compare 
the price on different sites and to identify the products which have lower 
prices than in the local stores [5].  Once again, we remind you the aspect that 
online shopping can be done anywhere and anytime, making the consumers’ 
life much easier, since they do not get stuck in traffic, they do not have to 
look endlessly for a parking place, stand in a queue at the cash register or 
make their way through the crowd in a popular shopping centre [9]. For 
these reasons, lots of customers believe that online shopping sites offer 
them the convenience they need, reducing at the same time their 
psychological costs [8]. 

3. Research objectives: 

 Identifying the number of people who usually buy from online stores 

 Determining the attitude towards online commerce 

 Determining the attitude towards the quality of the services offered 
within the online environment 

 Establishing the degree of appreciation for online stores in 
comparison with the offline ones 

 Establishing the degree of influence of the various factors which 
determine buyers to use this purchasing acquisition 

 The degree of trust granted by customers to online stores, including 
the Romanian ones 

 Establishing the increase rate of the online commerce for the next 
five years 
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4. Research Methods 

Research tool – the questionnaire  

From the 15th of April until the 30th of May, 2018, we performed a 
survey in order to identify the attitude and the motivations of online buyers. 
The present study aims to identify the consumers’ attitude towards the 
services being offered [24]., the quality of the respective services, the degree 
of satisfaction among customers and the influence they have on the choice 
of the virtual distribution channel. 

In order to achieve the research aim, a quantitative research was 
performed to identify the attitude, the degree of satisfaction and the 
influence of the determinants [13]. The survey was done on the basis of a 
questionnaire applied on a sample of 327 people, enclosed to the present 
paper. The results were exported in an excel file and SPSS was used to 
process and analyze the data.5.  

Age Structuring  

The dominant age interval was represented by subjects between 18 
and 25 years old (70%), followed by the age interval of those under 18 
(12%), the age interval 26-36 years old represented 11%, while customers 
with ages between 36 and 45 years old, represented only 7% of the total 
number of subjects. 

5. Results 

Taking into consideration the length of the study, hereby we present 
only a part of our results. As it can be observed that for the question: 

1. Do you use to buy/purchase products from the online stores? 
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T subjects (75%) gave an affirmative answer, while only 25% 
expressed their disapproval of online shopping. By applying the hi square 
test, the null hypothesis, which claims that there is no connection between 
habit and trust, was rejected, while the alternative hypothesis, which claims 
that there is an interdependent connection (c2=11,864; df=1; p=0,001<0,05) 
between habit and trust, was accepted.  

Q1.   Do you use to buy/purchase products from the online stores? 
Q13. Do you think that the online commerce will increase 

significantly in Romania, in the next five years? 
By applying the hi square test, the null hypothesis, which claims that 

there is no connection between habit and commerce increase, was rejected 
and the alternative hypothesis, which claims that there is an interdependent 
connection (c2=5,972; df=1; p=0,015<0,05) between habit and commerce 
increase, was accepted. 

As it can be observed the ones that are used to buying from online 
stores, also believe that he online commerce will increase significantly in the 
next five years.  

2. Which of the advantages offered by online stores are important for 
you as a customer?  

 
 
The questionnaire results pointed out that, for the majority of online 

shoppers, the most important aspect was home delivery (61%), followed by 
the possibility to return the product (28%). The extensive documentation 
opportunities were considered a plus by only 6% of the subjects while the 
multiple payment possibilities were attractive to only 5% of the subjects.  
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3. Have you purchased a product via online stores in the past 12 
months? 

 
 
According to the analysis concerning the purchasing of product 

from the online environment in the past 12 months, 83% of the subjects 
gave an affirmative answer, while only 17 % gave a negative one.  

Analyzing questions no. 4 ”Which of the advantages offered by 
online stores are important for you as a customer? And no 5 ” Have 
you purchased a product via online stores in the past 12 months?” we 
noticed that applying the hi square test, the null hypothesis, which claims 
that there is no connection between the online shopping done in the past 12 
months and home delivery and return policies, was reject, while the 
alternative hypothesis, which claims that there is an interdependent 
connection (c2=9,713; df=3; p=0,021<0,05) between the online shopping 
done in the past 12 months and home delivery and return policies, was 
accepted.  

The consumers, who purchased products from online stores, 
considered as being extremely important the home-delivery possibilities and 
the return the product policies.   

6. Which are the reasons that prevent you from purchasing products 
from an online store? 

If we analyze the results obtained after the present case study, we 
can observe that the majority of subjects (79%), who expressed a negative 
attitude towards online shopping, were afraid that the received product 
might not be the same as the one seen on the website.  
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It can be observed that for the question: 

7. Which would be for you the main reason for purchasing a product 
from an online store?  

 
 
The subjects’ answers revealed that the main reasons for purchasing 

products from an online store were: convenience (49%), other reasons 
(22%), lack of time (19%) and home delivery (10%).  

8. Which factors would determine you to purchase products from an 
offline store and not from an online one? 

According to our data, the customers are influenced to purchase 
from an offline store for the following reasons: they can check the product 
(61%), have no reason (7%), consider the offline products more qualitative 
(6%), time spent shopping or convenience (5%), price and security (4%), 
lack of time (3%), rapidity (2%), ease and socializing (1%).   
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1 product checking, 2.quality, 3.lack of time, 4 none, 5 security,   6 
convenience, 7 price, 8.large variety, 9.time, 10 rapidity   11 socializing     
12.ease 

 
By applying the hi square test, the null hypothesis, which claims that 

there is no connection between commerce increase in the next five years and 
age, was rejected while the alternative hypothesis, which claims that there is 
an interdependent connection (c2=8,919; df=3; p=0,030<0,05) between 
commerce increase in the next five years and age, was accepted.  

Implications, Limitations and Suggestions for future studies 

The conclusions of the present research are: 
- after applying the questionnaire, we discovered that the number of 

people who use to buy from online store is higher among the age population 
comprised between 18 and 25 years old 

- we observed a positive attitude towards online commerce and 
services belonging to the same medium 

- after reaching the objectives, we concluded that the subjects 
enjoyed shopping from online stores, while still having high appreciation for 
the offline ones 

- besides the degree of appreciation, we also studied the degree of 
influence, which determines the customers to choose this type of 
acquisition; the reasons behind this choice are related to a variety of factors 
such as: convenience and lack of time 

- the present research allowed us to identify the level of trust that 
customers have in online stores, which turned out to be quite high and on 
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ascending trend; at the same time, we discovered that people’s trust in 
Romanian online store is growing steadily 

- at the end of the research process we reached the conclusion that 
the subjects were convinced that in the following five years the online 
commerce would experience a significant increase 

- we identified an increase in the number of online purchases done in 
the past 12 months, the percentage being quite high; the consumers 
subjected to our questionnaire considered home delivery and the product 
return polices as being very important when making the online purchasing 
decision 

- after analyzing the results, we observed that most customers did 
not purchase online products because they were skeptical about the quality 
of the product and they were worried that they might receive a product 
having different features than the ones advertised on the website 

- the results of the research point out that the majority of people 
who purchased an online product in the past 12 months, returned for a 
second purchase 

- after the questioning process and the interpretation of the given 
answers, we can claim that the customers did not encounter problems in 
completing their transactions 

- the unsatisfied ones, few in number (15 subjects), referred to a 
delayed delivery of products, websites that were not user-friendly, problems 
related to the payment method and the impossibility to return the product 

- the analysis of the answers received to the question related to the 
factors that determine people to prefer an offline store over an online one, 
pointed out that most customers based their decision on their desire to 
actually feel the product with their own hands before buying it.  

The present study allowed us to reach the conclusion that the online 
sales are increasing continuously and they will represent the future of 
commerce. Therefore, the companies have to readjust and redirect their 
policies towards this type of online commerce.  

References 

[1] Agarwal R., Prasad J. "A Conceptual and Operational Definition of Personal 
Innovativeness in the Domain of Information Technology," Information 
Systems Research”. 1998;  2(9): 204–215. 

[2] Alreck P., Settle  R. B. (2002). "Gender Effects on Internet, Catalogue and 
Store Shopping," Journal of Database Marketing. 2002; 9(2):150-162. 



Carmen NĂSTASE , et. al. | Lumen Proceedings 6 | The 14th EIC: SDPT: ICRCL 
 

66 

[3] Badrinarayanan  E.,  Beccera E., Kim C. H., Madhavaram S., Transference 
and congruence effects on purchase intentions in online stores of multi-
channel retailers: Initial evidence from the U.S. and South Korea, Journal of 
the Academy of Marketing Science.  July 2010: 40(4). 

[4] Bagchi K., Mahmood M. A. "A Longitudinal Study of Business Model of 
On-Line Shopping Behavior Using a Latent Growth Curve Approach." 
Proceedings of the Tenth Americas Conference on Information Systems, 
New York, NY, " Journal of Retailing. 2004; 77: 511-535. 

[5] Bellman S., Lohse G., Johnson E. “Predictors of online buying behavior” 
Communications of the ACM. 1999; 42(12):32-38.  

[6] Brown M., Pope N., Voges K. "Buying or Browsing? An Exploration of 
Shopping Orientations and Online Purchase Intention," European Journal of 
Marketing . 2004; 37 (11/12): 1666-1685.  

[7] Chang M. K., Cheung W., Lai V. S. "Literature Derived Reference Models 
for the Adoption of Online Shopping," Information & Management. 2005; 
42:  543-559. 

[8] Childers  T. L., Carr  C. L., Peck  J., Carson S. (2001). “Hedonic and 
utilitarian motivations for online retail shopping behavior,” Journal of Retailing. 
2001; 77(4): 511-535. 

[9] Cho  J. (2004). "Likelihood To Abort An Online Transaction: Influences 
From Cognitive Evaluations, Attitudes, and Behavioral Variables," Information 
& Management.  2004; 41: 827-838.  

[10] Citrin A. V.,  Stem Jr.  D. E., Spangenberg E. R., Clark M. J. "Consumer 
Need for Tactile Input: An Internet Retailing Challenge," Journal of Business 
Research. 2003;  56 (11):  915-923. 

[11] Comegys, C., Hannula, M., Váisánen, J. “Effects of consumer trust and risk 
on online purchase decision-making: A comparison of Finnish and United 
States students”, International Journal of Management. 2009; 26(2): 295-308. 

[12] Garbarino E., Strabilevitz M. "Gender Differences in the Perceived Risk of 
Buying Online and the Effects of Receiving a Site Recommendation," Journal 
of Business Research. 2004; 57: 768-775.  

[13] Goldsmith, R. E. "Using the Domain Specific Innovativeness Scale to 
Identify Innovative Internet Consumers," Internet Research-Electronic Networking 
Applications and Policy. 2001; 11(2): 149-158. 

[14] Goldsmith  R. E., Flynn L. R. “Bricks, clicks, and pix: apparel buyers’ use of 
stores, internet, and catalogs compared”, International Journal of Retail & 
Distribution Management. 2005;  33(4): 271-283.   

[15] Hermes N. “Fiscal  decentralization in  developing  countries”, De Economist. 
2000; 148(5): 690-692. 

https://www.researchgate.net/profile/Vishag_Badrinarayanan
https://www.researchgate.net/journal/0092-0703_Journal_of_the_Academy_of_Marketing_Science
https://www.researchgate.net/journal/0092-0703_Journal_of_the_Academy_of_Marketing_Science


Carmen NĂSTASE , et. al. | Lumen Proceedings 6 | The 14th EIC: SDPT: ICRCL 
 

67 

[16] Ho C., Wu W. “Antecedents of consumer satisfaction on the Internet: an 
empirical study of online shopping,” Proceedings of the 32nd Hawaii 
International Conference on System Sciences; 1999 

[17] Hofacker C.R. Internet Marketing, 3rd ed., Wiley, New York; 2001  

[18] Huang M. H.  "Modeling Virtual Exploratory and Shopping Dynamics: An 
Environmental Psychology Approach," Information & Management. 2003; 
41(1):  39-47. 

[19] Keeney  R.L. “The value of internet commerce to the customer”, Management 
Science, 1999; 45(4): 533-542. 

[20] H. Kim J. Song , The Quality of Word-of Mouth in the Online Shopping 
Mall Journal of Research in Interactive Marketing. 2010; 4 (4): 376-390. 

[21] Laudon K. C., Traver C. G. E-Commerce Business. Technology. Society, 5th 
edition, Prentice Hall, New Jersey; 2009. 

[22] Li H., Kuo C., Russell M. G. "The Impact of Perceived Channel Utilities, 
Shopping Orientations, and Demographics on the Consumer's Online 
Buying Behavior," Journal of Computer-Mediated Communication. 1999;  5(2). 

[23] Lim H., Dubinsky A. J. “Consumers’ perceptions of e-shopping 
characteristics: An expectancy-value approach”, The Journal of Services 
Marketing. 2004; 18(6): 500-513.  

[24] Limayem M., Khalifa  M., Frini  A. "What Makes Consumers Buy From 
Internet? A Longitudinal Study of Online Shopping," IEEE Transactions on 
Systems, Man, and Cybernetics-Part A: Systems and Humans. 2000; 30(4): 421-432. 

[25] Schultz Don E., Peltier J. "Social media's slippery slope: challenges, 
opportunities and future research directions", Journal of Research in 
Interactive Marketing. 2013; 7 (2):86-99. 

[26] Swaminathan V., Lepkowska-White E., Rao B. P. "Browsers or Buyers in 
Cyberspace? An Investigation of Factors Influencing Electronic Exchange," 
Journal of Computer-Mediated Communication. 1999; 5(2). 

[27] Wang C. L., Ye L. R., Zhang Y., Nguyen D. D. “Subscription to fee-based 
online services: What makes consumer pay for online content?” Journal of 
Electronic Commerce Research. 2005; 6(4): 301-311. 

 


