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Abstract

The way of transact between buyer and seller has been changed due to the development of
Internet and socio economic activities. The interest of touring a bodily shop has been
changed with the aid of on line purchasing and outlets can now effortlessly reach
international markets from their local base, without the want for outlet space and
warehousing. This makes market price penetrated. The vendor performs an essential role in
online purchasing. This evaluation focuses on retailer’s characteristics, which influence
online purchasing. The assessment will lay the foundation to perceive the gap, as well as its
scope for further research.

Thematic analytical approach was conducted to evaluate this study. The evaluation employs
forty-three (n=43) leading and peer-reviewed conferences and indexed journals between
year 2010 and 2015. Ten (n=10) sub themes were identified from the investigated variables
based on their working definitions.

Moderating abilities of the product and price need to be explored, though they are critical
factors of online purchasing. In the context of online shopping need to explore different
product category separately, since virtual products and real product doesn’t work together.
Further studies need to focus more on retailer’ characteristics and their antecedents, which
are not clear. Future research should explore a wider range of variables with a
comprehensive integrated model.

Keywords: Retailer Characteristics, Online Purchasing Intention, E-commerce.

Cite this Article as: G.P.H. Kandambi and W.M. ]. I Wijayanayake (2017)," Comprehensive Evaluation on
the Influence of Retailer’s Characteristics on Online Purchasing Intention - a Thematic Review ", Journal of
Internet and e-Business Studies, Vol. 2017 (2017), Article ID 997423, DOI1:10.5171/2017.997423



Journal of Internet and e-Business Studies

Introduction

With the high growth rate of internet
services, online socio-economic activities
have changed the way people transact. As a
result, the act of visiting a physical store
has been replaced by online shopping,
especially in developed countries (Abiodun
2013). According to Rainer and Turban
(2002) cited in Alfina et al. (2014), E-
commerce is defined as a transaction
between two parties, the exchange of
goods, services, or information, using the
web  service.  E-commerce  creates
opportunities for all to sell online (Ling et
al. 2010). The growth of e-commerce
encouraged people to start online
businesses (Meskaran et al. 2013).

Online shopping is popular in society
because it has several advantages over
traditional shopping (Alam & Yasin 2010).
Accordingly, the benefit of buyer, seller and
society can be identified. The buyer can
enjoy the global reach of the transactions,
an extensive product and service selection,
the flexibility of shopping anywhere at any
time (Alam & Yasin 2010), lower price
(Jiang et al. 2013) and without worrying
about parking spaces at the shop (Alam &
Yasin 2010). The seller can reach the global
market easily while working locally and
there is no requirement for outlet space
and warehousing. Hence, sellers can offer
competitive pricing on their products
(Hajiha et al. 2014). Online shopping
eliminates the need for travel, thus
reducing traffic and environment pollution,
which can be considered as a social benefit.

But, now people are reluctant to purchase
online based on uncertainty and risk that
they feel, though that has growing past
years, (Alfina et al. 2014; Cha 2011;
Meskaran et al. 2013; Nazir et al. 2012).
Because of numerous issues of uncertainty,
(Zhang et al. 2010), many online shoppers
use the Internet only to search for product
information, but do not make the purchase
online (Kim & Forsythe 2010). According
to Chen et al. (2015), though online
shopping is convenient and flexible,
consumers often feel doubtful about the
possible risks and benefits.  That is

happening due to difficulty in recognizing
the other party engages with online in
client server architecture (Alfina et al
2014)

In essence, the consumers’ behavior in
online purchasing is very complex and
personal (Chen et al. 2015). Further,
factors causes to online shopping intention
is still a matter, even the results from
researches are loose, fragmented and
disintegrated (Sahney et al. 2013). Hence
the introduction of a comprehensive
integrated model is a major requirement.
Abu-shamaa & Abu-Shanab (2015) argue
that the online purchasing intention is
affected by both technology and socio-
cultural factors, according to  previous
studies.

Accordingly, the attitudes and behaviors of
consumers need to be examined and
reexamined in the future (Cho & Sagynov
2015). Though E-commerce has many
opportunities, it also has various
challenges (Khurana & Mehra 2015). The
number of online purchases is very poor
when compared to other online activities in
the world (Meskaran et al. 2013).

Consumer, retailer, website and macro
environmental factors are the major
components that impact the consumer’s
online purchase intention (Cheung et al,
2003). Of these, the retailer characteristics
have an important role. According to Nazir
et al. (2012), Chen & Chen (2011), the
retailer should offer a superior consumer
service to attract the online consumer.

Research Problem

But, what factors lead a consumer to shop
online is a matter that has suggested a lot
of interest, although the results from
research are loose, fragmented and
disintegrated (Sahney et al, 2013) since
consumer decisions are personal, and often
very complex behaviors (Chen et al., 2015).
Further comprehensive literature review
cannot be found in the context of e-
commerce with regard to retailer
characteristics that influence online
purchase intention. Hence, the question of
which retailer characteristics influence the
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online purchasing intention is still a
problem.

Aims

This study aims to identify the research
gaps and all variables in the context of
retailer characteristics which influence
peoples’ online purchasing intentions,
through a thematic literature review. It also
attempts to start work towards developing
a comprehensive model to address the
gaps identified by the evaluation, for future
research.

The Review Process
Design

This paper employed a thematic analysis
approach to identify, analyze and report
data in articles collected. According to the
process of thematic analysis, specified
themes or areas were identified. Thematic
analysis is a method for identifying,
analyzing and reporting patterns (themes)
within data (Braun & Clarke, 2014). The
researcher has his own right to customize a
six step process aligned to the current
research review (Braun & Clarke, 2014).

Search Method

Sample

Research articles were collected from the
ACM Digital Library (ACM), Emerald
Journals (Emerald), and Google Scholar,
Elsevier, Science Direct, IEEE, Tailors,

SEGE, and EBSCO data bases using key
words: Factor influence to purchase online,
online purchasing intention and
Ecommerce. Indexed journals and
conference proceedings articles were
reviewed from the last five years (between
2010 and 2015).

Inclusion/ Exclusion criteria

Research papers, primary research studies
from Sri Lanka and from major regions in
the world on the factors effecting online
purchasing, published in English and
between year 2010 - 2015, were the main
inclusion criteria evaluated. And other than
above were excluded from the result.

Search outcome

Three hundred and twenty eight (n=328)
articles have been identified in the
evaluation, including indexed journals and
conference proceedings. They were filtered
for each condition (as shown in Figure 1).
To determine the relevance of the articles,
the principal author read each article.
Hence one hundred and forty nine (n=149)
were rejected as not being directly relevant
to the study while the balance one hundred
and seventy nine (n=179) were examined
for more details. These were examined
against the inclusion and exclusion criteria
and one hundred and twenty two (n=122)
were identified for the quality appraisal.
From the quality appraisal one hundred
and twelve (n=112) were selected for the
thematic review.
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Keyword Identified

Search Result on Electronic Databases
(n=1200)

Screened for Relevance
(n=328)

Discarded - Irrelevant
(n=149)

Examine for Inclusion Criteria
(n=179)

Discarded - out of inclusion criteria
(n=27)

Identified for Quality appraisal
(n=122)

Discarded - quality appraisal criteria failed
(n=10)

Use to examine in the thematic Analysis
(n=112)

Fig. 1: Search Criteria Flow Chart

Source: Kandambi & Wijenayaka (2017)

Period of Study

The thematic evaluation employs twelve
(n=12) articles from 2010, nineteen (n=19)
articles from 2011, eighteen (n=18) articles
from 2012, seventeen (n=17) articles from
2013, twenty four (n=24) articles from
2014 and twenty one (n=21) articles from
2015.

Subject Area of the studies

Of these studies, ninety four (n=94) articles
are from sixty four (n=64) reputed journals
and seventeen (n=17) articles are from
fifteen (n=15) conference proceedings. The
leading, peer-reviewed conferences and
journals can be divided into three main
categories:  Management, Information
Communication Technology and Applied
Sciences. Accordingly, fourteen (n=14)
subject areas were addressed: Business
Management, Economics and Finance,
Marketing, Distribution Management and
Business and Social Science which were the
main subject areas in the Management
category. Human computer interaction, E-
commerce, Management Information
Systems, Computer Science and
Information Systems, Internet and
Networking and Applications group into
the Information Communication
Technology category. Finally, Applied
Sciences, Industrial Management and

Engineering group under the Applied
Science category.

Data Abstraction and Synthesis

The selected papers were read several time
and words were highlighted while reading
was done to extract major themes and sub
themes, by the principle author. These
were then grouped as far as possible.

Analysis

This evaluation consists of two main
categories, including the independent
variable and dependent variable. Retailer
characteristics and their impact on the
intention of the online purchaser were
evaluated. The type of relationship and the
impact effects of moderating variable and
mediating effect on the relationship have
been considered in this analysis.

Of the one hundred and twelve (n=112)
articles, forty three (n=43) (38.39%)
articles were contributed to address
retailer characteristics. Fifty (n=50)
retailer related variables in different names
were identified from those articles (As
shown in Table 1.1). These variables were
then categorized into ten (n=10) sub
themes based on their working definitions
since identical variables existed. After sales
service (subtheme 1.1), Price (subtheme
1.2), Customer Service (subtheme 1.3),
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Logistics (subtheme 1.4), Method of Reputation (subtheme 1.8), Social presence
Payment (subtheme  1.5), Product (subtheme 1.9), Third party security
(subtheme 1.6), Promotion (subtheme 1.7), (subtheme 1.10).

Table 1: Theme Classification Evidence

Theme Article | yariable
Theme 1 43 50
Theme 2 26 15

Table 2: Variable Grouping under Subthemes

Independent Variable - Theme 1

ST1.1 . Guarantees, Return Policy, E-scape and Responsiveness,
After sales service )
Guaranteed Return Policy
ST1.2 | Price Cost, Perceived Price, Price Consciousness,
ST1.3 Communication, Customer Service, E-commerce service

Customer Service

quality, E-service, E-Service quality, Online Communication,
Service Quality, Web Service Quality, Website Customer
Service, Website Service Quality, Perceived Expertise in
Order Fulfillment, Service Excellence Motivation

ST1.4 | Logistics

Delivery, Delivery Efficiency, Delivery Quality, Logistics

ST1.5 | Method of Payment

Payment, Payment Method

ST1.6
Product

Lower Price, Merchandising, Product Quality, Product Type,
Sales Price, Wider selection, Product Category, Product
Motivation,

ST1.7 | Promotion

Price Discount, Promotion

ST1.8

Reputation

Benevolence, Brand Reputation, Cooperate Credibility, E-
tailor Reputation, Fear of Reputation Damage, Reputation,
Vendor Reputation, Vendor Quality, Website Brand,
Cognitive Trust, Calculation Base Cognitions, Perceived
Reputation

ST1.9 | Social presence

Social Presence

ST1.10 Third party security

Third Party Payment Platform, Trust in third party
assurance

Dependent Variable - Theme 2

ST2.1

Purchase Intention

Behavioral Intention, Buying intention, Consumer intention
to shop online, Consumer intention to purchase online,
Intention, Intention to Purchase, Intention to Use, Online
Purchase, Online Purchase Intention, Online Shopping,
Online Shopping Behavior, Purchase, Purchase Intention

ST2.2 | Re-purchase Intention

Continuance Intention, Online Repurchase Intention,

ST: Subtheme
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Independent  variable

(Theme 1)

investigation

Ten (n=10) retailer characteristics were
found which influence online purchasing
intention from forty three articles (n=43).
Further, the number of variables per each
article and the total number of articles for
particular variables were calculated to
identify the impotency of the variables.
Variable Reputation (n=17 p=38.6%) is the
most frequently used variable among the
studies and customer service (n=16
p=36.4%), product (n=11 p=25%),
promotion (n=5 p=11.4%) took the above
level of 10% frequency. Other variables

have below 10% frequency. (As shown in
Table 1.3.)

However, maximum number of retailer
characteristics use as independent variable
at a study is five (n=5) by study of Bauman
2015 and Aghdaie et al. 2011. Another one
(n=1) study used four (n=4) retailer
characteristics as independent variables.
Accordingly two (n=2) studies used three
(n=3) variables, nine (n=9) studies used
two (n=2) variables and twenty nine
(n=29) studies used only one (n=1) retailer
characteristic as an independent variable.

Table 3: Retailer Characteristic Evaluation Grid
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(Kim et al. 2010)

(Kim et al. 2012)

(He & Bai 2011)

(Zhangetal. 2011)

(Zhang & Liu 2011)

(Bianchi & Andrews 2012)

(Bente et al. 2012)

(Javadi et al. 2012)

(Kim & Lennon 2013)

(Mohmed et al. 2013)

(Thamizhvanan & Xavier 2013)

(Sahney et al. 2013)

(Alfina etal. 2014)

(Changetal. 2014)

(Eun Lee & Stoel 2014)

(Boetal. 2014)

(Shadkam et al. 2014)

(Sahney et al. 2014)
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(Vos et al. 2014)
(Abu-shamaa & Abu-Shanab

(Hille et al. 2015)

(Shihyu et al. 2015)

(Ariff et al. 2013)

(Alam & Yasin 2010)

(Featherman et al. 2010)

(Zhang et al. 2010)

(Chen & Chen 2011)

(Delafrooz et al. 2011)

(Boyu 2012)

(Ranjbarian et al. 2012)

(Tang & Nguyen 2013)

(Hsuetal. 2014)

(Cho & Sagynov 2015)

(Sobihah et al. 2015)

(Naovarat & Juntongjin 2015)

(Tamimi & Sebastianelli 2015)

(Sharma & Lijuan 2015)

(Shan et al. 2010)

(Zhang et al. 2012)

(Tabatabayi et al. 2012)

(Aghdaie et al. 2011)

(Bauman 2015)
# of research per variable 2 2 3 3 4| 4| 5]11|16]| 17
< < | e
% IR IRX]|IA] DA A |n] S| S
g lg]loslolalad]lod]lalow]|o
After Sales Service Price

After sales service is a very sensitive
matter and has to be carefully managed.
Careful attention has to be paid to
complaints by fast answering and friendly
when refunding or changing and handling
of complaint should be fast and the
delivery should be quick. (Ruimei et al
2012). Retailers must invest more to train
their staff to handle and negotiate such
sensitive situations (Ruimei et al. 2012). It
is the retailer’s responsibility to pay careful
attention to delivery processes and the
returning of goods (Jiang et al. 2013). A
guarantees is an antecedent of aftersales
service which includes good guarantees,
return policies and after-sales assistance
used to measure trust in online shopping
(Bauman 2015).

Price is totally different from value and
these are two behavioral intentions (Liang
et al. 2015). The consumer’s online
purchasing decision is very sensitive to
price, which is a very common factor
(Delafrooz et al. 2011). Hence, the retailer
can attract the online consumer by
providing competitive pricing for the
product and thus motivate them to
purchase online (Delafrooz et al. 2011).
However, online prices are lower when
compared to prices in physical stores
(Nazir et al. 2012; Cho & Sagynov 2015). A
reason for that is the competition among
the sellers within the marketplace (Hong
2015; Chen & Chen 2011). Hence, this
reveals that price competition is an
important factor in the online context
(Ozen & Engizek 2014) and price has
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become one of the trusted measurement in
the online context (Bauman 2015).

Customer Service

Customer service has a vital role in online
purchasing to encourage people to
purchase online (Delafrooz et al. 2011).
Further, Hill et al. (2013) state that
providing a creative e-service which
Youngers can purchase by themselves is
beneficiary. Hence, shoppers online
purchase intention can be enhanced by a
superior customer service providing the
necessary inbound and outbound logistical
delivery information to the consumer
(Choon Ling et al. 2011). Further,
responsiveness to a consumer complaint is
mandatory, because responsiveness is
highly important and should be timely and
active (He & Bai 2011). Accordingly, Kim &
Lennon (2013) propose to incorporate
extended and enriched consumer services
to reduce consumer risk while building the
reputation and reliability of the company.
Consumer service can be divided into two:
before sale and after sale.

Service quality is one of the antecedents in
customer service, which has strong
associations with behavioral intention (He
& Bai 2011). The effective way to a high
quality relationship with the online
consumer is a high quality service (Sharma
& Lijuan 2015). According to Sobihah et al.
(2015), perceived user interface quality,
perceived product or service information
quality, the notion of security risk and the
notion of privacy are the factors
influencing E-commerce service quality.
But according to He & Bai (2011),
reliability and assurance were the most
important antecedents among the service
quality factors.

The convenience of the online consumer
service is associated with the behavioral
intention of purchasing (Jiang et al. 2013).
New features and inventions introduced
for a convenient service have increased
customer expectations of convenience
(Jiang et al. 2013). Ordering products,
including the failure of on-time delivery,
the uncertainty of waiting time for delivery,
the risk of incomplete orders, damaged
goods, unfriendly attitudes of the delivery

person, and difficulty in returning
unwanted products are some of the
inconveniences faced by consumers (Jiang
etal. 2013).

Logistics

Successful achievement in e-commerce
depends on Logistical service quality and
communications with the consumer about
the delivery (Naovarat & Juntongjin 2015;
Javadi et al. 2012). But that has become the
most crucial challenge faced by e-
commerce companies (Reddy & Divekar
2014). As a result, most e-commerce
companies use their own delivery network
to deliver goods (Reddy & Divekar 2014).
Further assurance of delivery time is an
essential factor for customer satisfaction
(Chou et al. 2015).

Method of payment

Consumer perceptions of online shopping
convenience are inspiring simple and
flexible payment methods provided by
retailers (Jiang et al. 2013). Hence that
convention is leading to enhance
consumer’s online shopping intention
(Boyu 2012). One of the measurements of
convenience is payment speed, which
depends on transaction design and Internet
connection functions (Jiang et al. 2013).
The online consumer may abandon or
never meet that seller again if there is a
delay in the online payment (Jiang et al.
2013). But Abu-shamaa & Abu-Shanab
(2015) argue that none of the relationships
are affected by the online payment method
and this does not work as moderator. This
is a contradictory situation that needs to be
resolved in future research.

However, the online payment method has
become a critical hurdle, directly affecting
online purchasing (Gong et al. 2013). Hence
e-vendors try to promote diverse payment
methods to acquire online consumers
(Chen & Chou 2012).

Hence, cash on delivery and/or credit or
debit card are common online payment
methods in the business world (Chen &
Chou 2012). The consumer often prefers
the cash on delivery method, which is risk
free and the payment is made upfront after
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obtaining the good or service (Chen & Chou
2012; Abu-shamaa & Abu-Shanab 2015).
Accordingly, Gong et al. (2012) proposed
engaging with reliable logistics service
providers who can deliver the product and
collect cash from the consumer. But when
comparing the consumers who are willing
to pay by credit cards or cash, they have a
different trust level (Abu-shamaa & Abu-
Shanab 2015). However, the use of secured
payment gateways, money back guarantees
and real time order validation and product
tracking can reduce the fear of online
payment (Reddy & Divekar 2014).

Product

Consumer online shopping demand is
highly sensitive to product factor by
significant positive correlation (Boyu
2012). Product appearance style, product
quality, unique product features and low
price are antecedents of the product factor
(Boyu 2012). Further, it is very important
to offer product reviewing options and
product information which measure online
trust (Bauman 2015). Accordingly,
consumer perceived ease of use is
enhanced by product quality (Cho &
Sagynov 2015) and quality has a direct
impact on purchase intention (Ling et al.
2010).

Various types of associations can be seen in
the context of online purchasing. But most
relationships hold result subject to the
product type or product category (Cha
2011; Bo et al. 2014). The online purchase
intention may vary according to the
different product types (Keisidou et al
2011). Accordingly, Kim et al. (2010) argue
that perceived informativeness and
purchasing entertainment also depend on
the product type involved. Even price,
perceived usefulness, ease of use,
enjoyment, security, social norm, flow, and
gender can vary depending on whether it is
a virtual or real item (Cha 2011). Further,
different antecedents of the risk perception
were influenced by the different product
categories (Bo et al. 2014). Hence, risk can
vary based on the product type purchased.
Further, attitudes towards online shopping
are affected by product type (Keisidou et al.
2011). Depending on whether the product

is inexpensive or expensive, a short-term
product or a long-term product (Keisidou
et al. 2011). When evaluating the literature
it can be concluded that product
involvement is very high and it works as a
significant moderator (Kim et al. 2010).

Promotion

Online purchasing intention statistically
stimulates by promotion factor (Boyu
2012). Sales discounts or price discounts
as the main promotion strategy make
purchasing impulsive (Eun Lee & Stoel
2014; Ozen & Engizek 2014). But it
should be very careful when choosing the
price discount size, which creates
skepticism in the consumer’s mind (Eun
Lee & Stoel 2014). Too large a discount
from unfamiliar online retailers may
create doubt in the consumer’s mind
(Eun Lee & Stoel 2014). Hence to reduce
that uncertainty, the retailer must select
the appropriate price discount, and
guarantee free shipping and free return
services to the consumer (Eun Lee & Stoel
2014).

Reputation

Reputation and trust are not two words;
reputation is a significant element in trust
(Bauman 2015; Alam & Yasin 2010).
Reputation creates a trusted environment
in online purchasing, which trusted, and
assured the consumer has more intention
to buy online (Shadkam et al. 2014; Bente
et al. 2012). Hence, it can be said that
benevolence also has a significant positive
impact on online purchasing intention
(Chen 2012).

Online retailers should incorporate online
features that build a reputation of a reliable
company (Kim & Lennon 2013). Perceived
reputation has an indirect influence on
trust through perceived security (Ruimei et
al. 2012). Reputation became one of the
most  influencing  factors  towards
perception of the web site quality (Kim &
Lennon 2013). Hence, it is required to
make the company name popular and
familiar through various promotional
activities (Kim & Lennon 2013). Further,
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the credibility of the brand became one of
the main factors that build reputation as
well (Sahney et al. 2013). Good credibility
will reduce the impact of perceived privacy
risk and/or reduce its impact on user
intentions (Featherman et al. 2010).

“Firm reputation has been deemed
important since it cannot be easily
created or traded within a short
time; however, its importance is
even more critical in the online
retailing context since consumers
have fewer signals than they have
from physical stores”. (Jin et al,
2009 cited in Kim & Lennon 2013)

Hence, online retailers need to pay careful
attention to inculcate and build reputation
and to make that reputation a source of
sustainable competitive advantage (Kim &
Lennon 2013). Reputation can contribute
to reducing perceived risk and eliciting
positive emotion, which eventually leads to
the purchase intention (Kim & Lennon
2013).

Brand  orientation  has significant
association with customer online purchase
intention (Ling et al. 2010). Hence, it is
mandatory to reform and improve e-
branding strategies to attract more online
consumers (Chang et al. 2014). Trust and
brand has tight association between them.
Well-established brands have high trust
building capability (Cho & Sagynov 2015).
Also web site quality and web site brand
can build consumer trust (Chang et al
2014). Such trust can also be built by
displaying brand promotion information
through the company logo (Sahney et al.
2013). Hence, credibility of the brand
becomes one of the main factors that build
reputation as well (Sahney et al. 2013).

Social Presence

According to Kehrwald & Bejamin (2008),
Social presence defines the way people
relate to each other and communicate
effectively in different ways. For example,
the highest degree of social presence can
be identified between retailer and
consumer when they are face-to-face.
Weakest and lowest level of social presence

can be identified whereas text-based
communication is exist (Mohmed et al
2013). Hence, Mohmed et al. (2013) argue
that the social presence in e-commerce is at
a moderate level. That level of social
presence can be enhanced by using live
chat (Kaur & Madan 2014) and physical
presence (Bauman 2015). The study of
Mohmed et al. (2013) found that social
presence positively influences online
instruction through enhancement of social
networks in e-commerce as well as
intention to purchase online (Mohmed et
al. 2013)

Third party Security

Third party assurances have been
identified as one of the most influencing
factors in online purchase intention and it
was positive and very strong influence
(Bianchi & Andrews 2012). Hence, third
party trust marks use to build the trust of
online stores (Cho & Sagynov 2015).
Further, online shoppers believe that they
can earn confidence which leads to greater
sales revenues through collaboration with
reputable third party payment companies
(Gong et al. 2012). Hence, practitioners or
the retailers should ensure that
certification of the third party assurances is
displayed very clearly and is easy to
recognize (Bianchi & Andrews 2012).
Third-party payment platforms should
focus more on reducing transactional risk
(Yang et al. 2015).

Dependent variable

(Theme 2)

investigation

Online purchasing behavior

Sahney et al. (2013) define online-
purchasing behavior as the degree to which
consumers access, browse, shop and
transact and repeat the behavior. Online
retailers frequently struggle to attract new
customers to their web sites and retain
existing ones (Mohamed et al. 2014).
Hence, it is very critical to determine what
factors cause consumers to purchase online
(Kim & Lennon 2013). In some research,
the online shopping process is identified as
two separate processes - the psychological
and behavioral process, which influence
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each other (Yang et al. 2011). Therefore,
online retailers need to recognize and
address  the psychological aspect
(Mohamed et al. 2014) and behavioral
aspect of online customers separately
(Yakup & ]Jablonsk 2012; Sahney et al
2014).

Online purchasing intention

The consumer’s intention to buy online, is
defined as the likelihood that a consumer
plans to buy online in the near future (Chen
2012; Shadkam et al. 2014). In general,
purchase intention can be measured as the
extent to which a consumer is likely to
make purchases at present and in the
future (Hong 2015). Other researchers
have measured purchase intention as the
preference for an online merchant on a
continuum between a digital storefront and
an e-market place (Hong 2015). However,
it can be defined as a future plan to
purchase online. Online purchasing
behavior is manipulated by different
factors, which influence the intention to
purchase online (Mohmed et al. 2013).

The retailer plays a critical role in this
context. Accordingly, guaranteed return
policies, and the perceived image of the
web site can be identified as some areas to
build an assurance and trustful mindset in
the consumer (Sahney et al. 2013). In
addition, vendor reputation and vendor
system assurance make an assured and
trustful customer for online the context
(Shadkam et al. 2014). Further, the method
of payment by using credit card and debit
card information makes a strong impact on
the online purchasing intention (Aghdaie et
al. 2011). Also, promotion (Aghdaie et al.
2011; Boyu 2012), product (Boyu 2012)
and price (Chen & Chen 2011; Nazir et al
2012) are a few other influencing factors
that affect the online purchasing intention.
However, it can be seen that third party
assurances have the strongest predicting
power of online purchase intention
(Bianchi & Andrews 2012).

Discussion

Online shopping context has a large
number of variables which influence

purchasing intention (Javadi et al. 2012).
Various types of research have been done
to study this complex context with many
limitations. With the many limitations,
some of the research explores a few sets of
variables at a time (Javadi et al. 2012; Kim
et al. 2010; Ozen & Engizek 2014). Still
there are many areas to be investigated
due to the limitation of knowledge of the
online shopping context (Cha 2011). Hence
further study is required, with a broader
and more comprehensive research model
to identify those other factors and lapses
(Kim et al. 2010; Adnan 2014; Tamimi &
Sebastianelli 2015; Javadi et al. 2012; Ozen
& Engizek 2014; He & Bai 2011).

Future studies on online purchasing
intention should focus strongly on product
characteristics and the merchant’s
characteristics to enhance power of the
proposed model (Gong et al. 2013). The
retailer must be aware of the best suited
logistic mechanism, payment systems and
other factors to gain a competitive
advantage (Gong et al. 2012).

Product type is one of the main
characteristics in the retailer, which has a
great influence in the context of online
purchasing. Hence it is required to confirm
these findings for different product types in
future research (Eun Lee & Stoel 2014).
The consumer’s level of trust varies
according to the product type (Chen &
Chou 2012). Further, the product type
influences several relationships as a
moderator (Chen & Chou 2012). When
exploring the factors effecting online
purchase intention we should focus on
each product category separately such as a
virtual and real item (Cha 2011). They do
not work together. Even for the purpose of
generalization of the result, digital product
and non-digital product should be re-tested
separately (Bo et al. 2014). It should be
careful when using two products with
fictitious brands for an experimental
survey, which may reduce the
generalizability of the result to other
products (Eun Lee & Stoel 2014).

Consumer judgment of product quality and
the credibility of retailer totally depends on
whether the original price, dollar or
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percentage amount of price discounts or if
the selling price is unknown (Eun Lee &
Stoel 2014). Further, even its level of
impact on purchasing decision and impact
from discount size is unknown (Eun Lee &
Stoel 2014). Even the consumer level of
trust varies according to the product price
(Chen & Chou 2012). Price also has a
moderating effect on all other relationships
(Chen & Chou 2012).

According to the argument made by He &
Bai (2011), there are several other factors
which need to be investigated which affect
customer service quality. Further, Sharma
& Lijuan (2015) propose to investigate the
relationship between perceived online
service quality and user satisfaction
toward purchasing behaviors. Mohmed et
al. (2013) suggested evaluating the impact
from usability of e-commerce, information
quality, and payment security towards
intention to purchase. Hence, He & Bai
(2011) show the necessity of empirical
research with enlarged coverage and add
some variables, which focus on online
industry.

Conclusion

Product type and the price of product play
a critical role in the context of the retailer’s
characteristics towards online purchasing.
Hence, it is required to investigate the
impact from product type and price to
other factors and its moderating capability.
When exploring the factors affecting online
purchase intention, we must focus on each
product category separately (virtual item/
real item) and these do not work together.
More retailer’s characteristics need to be
included to enlarge and complete the
research model. It is a major requirement
of future research to explore a wider range
of wvariables with a comprehensive
integrated model. Further studies need to
focus more on retailer’s characteristics and
antecedents, which are not clear.
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