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ABSTRACT

Online shopping, commonly known as e-commerce, is the process of buying goods or
services over the internet, which has entered into our lives thanks to the developments
in technology. Over the world, there are billions of people who shop online and the
forecast upon online shopping is positive in terms of the increase for the following
years. Online shopping has changed the buying behavior of the consumers over years
and this topic is on the scope of the researchers in order to investigate the factors that
has an effect. The aim of this research is to understand the factors that are related to
online shopping buying behavior of Turkish university students. The qualitative
analysis has been employed as the methodology and the hypothesis used in this
research paper are based on Crespo’s research (2009) about attitude, perceived
usefulness, perceived ease of use, perceived financial risk, perceived social risk,
perceived performance risk, perceived psychological risk, perceived time risk and
perceived privacy risk. The survey is concluded with the 300 Turkish university
student who are currently studying in Turkey. Also, the demographic and educational
factors and their relationship with the other factors are examined during the research.

Keywords: Consumer buying behavior, Technology Acceptance Model, Online Shopping Behavior,

Online Buying Behavior, Perceived Risk Factors



OZET

Online aligveris, diger bir adiyla e-ticaret, hayatimiza teknolojik gelismeler sayesinde
giren internetin tiiketicilerine sagladig1 iiriin veya hizmet satin alma siirecidir. Tim
diinya iizerinde, online aligveris yapan milyarlarca insan bulunmaktadir ve bu sayinin
da Oniimiizdeki yillarda olumlu bir yonde artacagi ongoriilmektedir. Bu c¢alismada
tiikketicilerin satin alma aligkanliklarinin hangi faktorlerden etkilendigi kavramsal bir
gergeve ile incelenecektir. Bu ¢alismanin amaci Tirk tiniversite 6grencilerinin satin
alma aligkanliklarinin = hangi  faktorlerden  etkilendigini  incelemek  ve
anlamlandirmaktir. Arastirmay1 sinirlandirmak i¢in katilimcilar egitim durumlarina
gore kisitlandirilmis, 6nlisans O0grencilerinden doktora &grencilerine kadar sadece
Tiirk Giniversite 0grencileri aragtirmaya katki saglamistir. Bu ¢alismanin methodolojisi
nitel olup, hipotezleri Crespo (2009) tarafindan 6ne siiriilen davranis, algilanan fayda,
algilanan kullanim kolayligi, algilanan finansal risk, algilanan sosyal risk, algilanan
psikolojik risk, algilanan zaman risk ve algilanan gilivenlik riskine bagli olarak
gelistirilmistir. Calismada kullanilan anket, aktif olarak Tiirkiye’de liniversite okuyan
300 Tirk tniversite O0grencisine uygulanmis olup, calisma sirasinda bu kisilerin

demografik ve egitimsel faktorlerinin diger faktorlerle iliskisi de incelenmistir.

Anahtar Kelimeler: Tiiketici Satin Alma Davranisi, Teknoloji Kabul Modeli, Online Alisveris

Davramgi, Online Satin Alma Davramgi, Tiirk Universite Ogrencilerinin Satin Alma Davranis
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DEFINITION OF TERMS ON CONSUMER BEHAVIOR AND
TECHNOLOGY

The definitions of the related terms are given below.

Consumer
Consumer is someone who buys goods or services for personal use (Kotler &
Keller, 2016).

Customer
Customer is a person or entity who purchases goods or services from a company
(Kotler & Keller, 2016).

Consumer Behavior

The study of individuals, groups, or organizations and the processes they use to
select, secure, utilize, and dispose of items, services, experiences, or ideas to meet
needs, as well as the effects these processes have on the consumer and society
(Solomon, 2017).

Buying Behavior

Buying behavior refers to the activities and decision-making processes of
individuals and organizations who purchase products and services (Solomon,
2017).

Buying Intention
Buying intention is the consumer's intention or likelihood to acquire a specific

product or service (Ajzen, 1991).

Attitude
Attitude is a taught proclivity to respond consistently favorably or unfavorably to

an object or class of objects (Fishbein & Ajzen, 1975).
Decision-making
Decision making is the cognitive process of choosing a course of action from a set

of alternatives based on available information and the perceived outcomes of each

option. (Simon, 1

Xi



INTRODUCTION

This paper aims to understand the consumer buying behavior and technology with
their related terminologies. This part of the study will highlight the background
information of the study, the objective of this research, and the research questions
with the findings and the analysis. Key terms are explained in the upcoming section

and the structure of the paper is stated in the end.

Statista predicts that worldwide e-commerce sales will reach $6.4 trillion in 2024,
up from $3.5 trillion in 2019 (Statista, retrieved in 2021). This situation highlights
a tremendous increase in internet purchasing and its importance in today's world.
E-commerce has contributed to the comfort of the humanity in a way that people
are able to shop wherever and whenever they want. Online shopping provides a
huge variety of products and services, competitive prices and delivery to their own
door with a click. The interference of the websites has become so easy that from
children to elders are able to shop online. However, online shopping also has its

own disadvantages, such as financial risk or privacy risk.

Bhatnagar (2004) defines online buying behavior as the process that consumers go
through when obtaining an online purchase. This procedure entails gathering
information, assessing choices, and making the actual purchase. Furthermore, it
includes a variety of factors such as website usability, product information,
perceived security of the online store, payment options, and customer service.
When shopping online, all of these factors can influence the consumer's decision-

making process.

Technology has enabled firms to establish online shopping platforms that provide
an effortless and individualized client experience, according to Al-Debei et al.
(2013). Product recommendations, targeted promos, and one-click checkout

choices are examples of such tools. Furthermore, technological advancements have
1



made it easier for businesses to collect and analyze data about customer preferences
and behavior, which can then be used to improve the online shopping experience.

Technology has significantly transformed our buying behaviors as consumers by
changing the way we browse, seek for information, and make purchases. And one
of the most important outcome of this change is online shopping: with the rise of e-
commerce platforms such as Amazon and Alibaba, people can now purchase things
from the comfort of their own homes. Online shopping offers consumers’
convenience, flexibility, and a broader selection of possibilities. But what are the
factors that have an impact of the consumer buying behavior, do these factors are
negatively related to this decision making process or positively? This is a broad
topic to cover therefore the Turkish university students will be in focus in this
research when trying to understand the factors on consumer buying behavior when

shopping online.

The main purpose of this study is to understand,;

e The evolution of consumer buying behavior in literature

e To understand how technology has evolved

e To examine the relationship between technology and consumer buying behavior
e To understand online buying behavior

e To understand the factors that are related to online shopping buying behavior

This study has been conducted to analyze factors of the online buying behavior of
consumers, specifically Turkish university students, in the scope of Technology

Acceptance Model.

The hypothesis is attitude, perceived usefulness, perceived ease of use, perceived
financial risk, perceived social risk, perceived performance risk, perceived
psychological risk, perceived time risk and perceived privacy risk have an influence

on consumers’ intention to buy online.



A questionnaire used in this research paper as a research method that has been on
social media platforms such as Instagram and WhatsApp

The research paper includes 3 parts: Consumer behavior, technology and

consumer behavior, research methodology.

Chapter one aims to understand the consumer buying behavior by examining and
analyzing the literature review of the previously suggested theories and conducted

research on this matter.

Chapter two addresses to the technology which is a milestone for the humanity by
explaining the evolution of the technology and its impact on consumer behavior as
well the marketing industry to examine how it has changed the buying behavior of
consumers and the theories that are presented by previous researchers which also
includes Technology Acceptance Model presented by Davis (1989) and enhanced
by Crespo (2009) which inspired the research design of this study.

Chapter three entails the research which focuses on methodology, the aim and
scope of the research, the data collection instruments, the sampling method, data
analysis method and ethical consideration. The chapter ends with the analysis and

interpretation of the findings that are collected from the data.



1. CONSUMER BEHAVIOR

Consumer buying behavior concept is a complex field of study rather than being a
simple one, considering there are several internal and external factors that affect
consumers’ selections. Therefore, there are several explanations and definitions of
consumer behavior presented by different researchers that contributed to this field

of study through years.

Mostly the behavior of the consumer is goal-directed and the examples can be found
in the marketing of durable and nondurable goods, services, ideas or people.
Consumer buying behaviors rely on one or more end-state goals however they are
not limited to end states but also cover the experiences, series of interdependent
circumstances, and continuing processes (Bagozzi & Dholakia, 1999). Bagozzi and
Dholakia also adds that the decision making and consumer behavior takes places
complexly and at several stages and they are related to the goals or the purpose of

the consumers.

Consumer behavior concept covers the processes involved when individuals or
groups choose, purchase, use or dispose of products, experiences, services or ideas
to satisfy the needs and wants (Solomon, Bamossy, Askeegard & Hogg, 2006, pp.3
cited in Qazzafi, 2020). In this definition, the usage of the word ‘dispose’ is
important as it shows that it is not only the buying process but also the actions after
it.

Engel, Blackwell, and Miniard defines consumer behavior, cited in Chowdhury in
2010, as “the acts of individuals, directly involved in obtaining, using, and
disposing of economic goods and services, including the decision processes that

precede and determine these acts”.

Even though both of those definitions above contain similar elements defining the
consumer behavior such as purchasing, using and disposing the product or services,
the second definition made by Engel, Blackwell and Miniard point out that
consumer behavior focuses on different elements. The ... directly involved in

obtaining, using and disposing of ...” part of the definition highlights the importance

4



of the ultimate buyer as an individual. The individual involved of this process can
buy the product for himself/herself or/and buy the product for another person as a
gift or for some other reason. Therefore, the ultimate buyer should be taken into
consideration when analyzing the consumer behavior. The second part of the
definition ‘including the decision processes that precede and determine these acts’,
remarks it is a process and not a single action. It also includes the precede process
which might be considered as the marketing process, the actions occurring during
the sales from the behavior of the sales person to the display of the products, to the

end of the buying process.

Block and Roering (1976) defines consumer behavior as a systematic
interdisciplinary study as it is based on both theoretical and empirical work of other
disciplines and also an applied one such as medicine, and continue their explanation
by adding psychologists, anthropologists, economists, statisticians and political
scientists contributed to study of consumer behavior and consumer analysts should

be aware of the empirical and theoretical supporting science of behavior.

Berkman and Gilson define consumer behavior, cited in Chowdhury in 2010, as
“the activities of people engaged in actual or potential use of market items - whether
products, services, retail environments, or ideas”. This definition however draws
attention to a whole new element that has not mentioned distinctively by other
researchers above. The expression of ‘the actual and potential use of market items’
emphasizes the importance of hypothetical behavior pattern of both actual and
potential consumers. When consumers are in the need or desire of buying a product
or service, they go through a process which drives them to make the purchase or
change their mind about the purchase and turn their head to another product or the
service. The marketers’ main concern is to make the potential consumers the actual
ones therefore it is important to understand the process of what are the acts that
actual and potential consumers perform during the decision making and buying
process. Considering that if someone is in the need of buying a new phone, he/she
will become an actual consumer for a company even though for other companies,
he/she will still be a potential consumer. The activities of potential consumers are

important for marketers because by researching their behavior patterns, they can



improve their acts in order to catch the attention of this group and in the future, they
might become one of their own actual consumers (Chowdhury, 2010 pp. 7).

Consumer behavior is defined by many scholars in different ways through years
from different perspectives, some have pointed out the similar elements, however,
there are still controversial explanations about what consumer behavior is and is
not. This issue has risen the concern of consumer behavior has become such a wide
topic that it stands for everything that it has lost its boundaries. In order to
differentiate consumer behavior from human behavior Folkes (2002), has claimed
in the Association for Consumer Research presidential address that consumer

behavior is different from human behavior in terms of:

it engenders unique interpersonal relationship that affect the balance of power
between the buyer and seller

contains unique contextual characteristic such as the increase of mass media
persuasive messages

and requires domain-specific topics such as materialism (Maclnnis & Folkes,
2010).

Maclnnis and Folkes (2010), also continues to their definition of consumer behavior
by adding that consumer behavior is not only about acquisition through economic
exchange also the consumption and the disposal of the product to the process. This
explanation highlights that the consumption and the disposal of the product creates
a link between the consumer behavior and the marketing institution as well as other
institutions that surround it and also show similarity with Solomon et al., and Engel,
Blackwell, and Miniard about how the consumer behavior is perceived.

Consumer behavior is the total act of the consumers they exhibit when they are
looking for, purchasing, using, assessing and disposing a product or a service that
they are hoping to satisfy their needs. This concept focuses on how consumers,
either individuals or collective, make their decision to spend their resources on the
products, the expression of resources might include money, time and effort.
Consumer behavior includes what the consumers buy, why they buy it, from where
they buy it, how often they buy and use it, how they assess the product after they

make the purchase and after they use and what are the consequences and evaluations
6



of the product for the future purchases as well as how they dispose of it
(Chawdhury, 2010).

From what is stated in the definitions above, the researchers mentioned in this paper
so far, have met in a common ground that is consumer behavior does not end when
the product meets with the consumer but it continues during the consumption
process to the disposal of the product.

The reason why consumer behavior remains such an important concept and a
controversial one about where it begins and ends is that the underlying reasons of
consumers’ choices are crucial for the marketers to understand the needs and wants
of consumers in order to become successful in the marketplace. Companies are
aware of the fact that this concept is directly related to their marketing and sales
activities therefore they have started to give great importance to this research topic.
Procter and Gamble once mentioned about their strategy as: “Our business is based
on understanding the consumer and providing the kind of products that the
consumer wants. We place enormous emphasis on our product development area
and our marketing area, and our people knowing the consumer” (Chawdhury,

2010).

The question of who is the buyer of the product and how they buy it are the two
questions that are related to the features of the buyer behavior therefore they can be
explained by observing the buyer or interviewing him/her. However, the question
of why does the buyer buy the product is a much complex question to explain. The
mind of the buyer is a ‘black box’ and the duty of the strategist that work in the
field of marketing is to understand this mysterious psychological process and
construct a more certain model of mechanism about how it functions. (Kotler,
1965).

1.1.  Approaches of Consumer Behavior

Block and Roering (1976) suggest that consumer behavior is an applied
interdisciplinary work of study and the propositions are tested, verified or denied;
therefore, the knowledge gained by these observations are accumulated and help

the scholars for the further analysis. Nonetheless, if the results are not put into a
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theoretical framework, the systematic analysis of the knowledge accumulation
would not occur, for this reason, the experiences gained from the propositions and
their results hold a very prominent place for the further analysis. In this section of

the chapter, six of the consumer behavior approach will be discussed.
1.1.1. Distributive Approach

Distributive approach has been conceptualized as an act rather than a process when
trying to understand the consumer behavior process. It focuses on the result of the
decision making process and the independent variables such as marital status, social
class, income etc. Distributive Approach is a simple and an inexpensive approach
and it is considered useful when the product purchase decision is related to the
independent variables and this approach is used when the analysts are analyzing the
potential of the market and selecting the best media tools. For example, if the
analysists study between which age the social media is used the most, they can
target this age group in order to capture consumers’ attention through social media
for a product. However, there are also limitations about this approach as it does not
focus on the decision making process but the outcome directly. It provides general
and incomplete information about the consumer behavior because distributive
approach ignores the question of why the independent variables affect the product
purchase decision (Block & Roering, 1976).

1.1.2. Decision — Process Approach

Decision — Process approach is concerned with how the consumers reach a decision
and what are the stages they go through when making a purchase. The stages of the
decision — process approach consist of problem recognition, alternative evaluation
— internal search, alternative evaluation — external search, purchase and outcomes.
As it is understood by the name of this approach, it focuses on the decision making
process therefore the main concern is to understand how the decision of the
purchase of the consumer is reached. Therefore, it provides complex and
comprehensive information than distributive approach and it provides a more
relevant information as it identifies various stages and the factors of the consumers’
decision making process, however, this approach is a recent one and because of that

there is less empirical data collected on how this approach functions. Also, the
8



variety of the stages obstruct the relationship between the factors affecting the
purchase making process of the consumers (Block & Roering, 1976).

1.1.3. Economic Man Approach

According to economic man approach, consumers are making rational decisions by
being aware of the alternatives of the products or the services, advantages and
disadvantages of each of their options, and they focus on which of these options
will maximize their well-being and bring the most efficient financial gain
(Dudovskiy, 2013). It assumes individuals strive to maximize self-interest (Horton,
2022).

However, there are some concerns about how well this approach fits into today’s
society as the marketing strategies and the marketing tools of the companies affect
consumers to make irrational decisions and hold a place for shaping their consumer
behavior (Blackwell, Miniard, Engel, 2006).

1.1.4. Psychodynamic Approach

Psychodynamic approach mostly ground on the work of Sigmund Freud, who is

considered as the founder of the psychoanalysis.

Sigmund Freud claims that human behavior is shaped by biological influence rather
than external factors (Bray, 2008).
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Figure 1. Freudian Psychoanalytic Model
Source: Thomson Higher Education (2007)

He suggests that there are 3 concepts in psychoanalysis which are ID, ego and super
ego. ID is the primary process of thinking where the basic instincts exist and it is
ruled by pleasure principles. Ego is the secondary process of thinking where the
individuals start getting to know the real world so they become aware of the
limitations of the society. The last component is the super ego which the moral part
of the individuals’ personality The theories on psychodynamic are based upon the
psychic apparatus model of Sigmund Freud. Researchers suggest that consumer
behavior mainly relies on instinctive forces rather than environmental forces,
therefore they are concerned with the psychodynamic factors of the purchase

making process.
1.1.5. Behaviorist Approach

Behaviorism is an approach where behavior is explained by the things the
organisms do, as actions, or thoughts and feelings that are affected by external

events. Behavior is attributed to the external factors of individuals (Bray, 2008).
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Russian scientist Ivan Pavlov is considered to be an important figure regarding this
approach and Lantos (2010) as cited by Dudovskiy (2013), links this approach with
his disreputable experiments that he has carried out while developing a particular
behavioral pattern through external factors. Behaviorist approach provides a part of
fully possible explanation on human behavior even though it still contributes to the
understanding of the human behavior (Stewart, 1994 as cited in Bray, 2008). It
does not provide an adequate information for the diversified response of a similar

or near identical population (Bray, 2008).
1.1.6. Cognitive Approach

In cognitive approach, individuals are seen as an ‘information processor’ where
individuals are affected by the internal factors, his/her way of thinking, and decision
making process and by doing so the external factors’ influence is limited because
consumers are continuously searching for and receiving information from external
factors and processing them in order to get aid in their decision making process

when they are making up their mind.

Dudovskiy (2013) suggest that the outcome of this process enable consumers to

behave in a certain way as a consumer behavior.
1.2.  Traditional and Contemporary Models of Consumer Behavior

In this chapter of the study, traditional and contemporary models of consumer

behavior will be examined.
1.2.1. Traditional Models

In this section of the research, after explaining the traditional models of consumer
behavior, traditional models will be analyzed.

1.2.1.1. Economic Model

According to economic model, consumers tend to make their purchase in the
consideration of acquiring most benefit with the minimum cost. Therefore,
marketers can predict the buying pattern of the consumers by examining the

economic situation of the consumers and arrange the product prices accordingly as
11



they tend to choose the product which has a lower price and has the capability of
meeting the demand or want of his/hers (Jisana, 2014). This model is the easiest to
understand and the most limited one to analyze the consumer behavior, because
consumers might have different motivations to make a purchase rather than just

buying the cheapest one (Needle, 2021).
1.2.1.2.  Learning Model

Learning model explains that consumer behavior is ruled by two different needs:
the first one is basic needs of the individuals such as food and shelter; and the
second one is learned needs that individuals learn from their experiences which also
include fear and guilt. Learned needs include the feeling of satisfaction that
individuals want to provide from making a purchase; however, if an individual
cannot meet their basic needs, he/she cannot lean on the learned needs (Jisana,
2014).

Self-fulfillment
needs

Psychological
needs

Belongingness & love needs
intimate relationships, friends

Safety needs
security, safety

Basic
needs

Figure 2. Maslow’s Hierarchy of Needs
Source: Wikipedia (Retrieved in 2023)
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Abraham Maslow’s hierarchy of needs has a significant impact on the learning
model. According to Maslow’s theory, there are 3 phase of needs of individuals
which are basic needs, psychological needs and self-fulfillment needs. The first
phase is basic needs and it is at the bottom of the pyramid. It includes physiological
needs that people must have in order to survive such as food, water etc. and; safety
needs such as security and providing health services for oneself. The second phase
is psychological needs. It includes the belongingness and love needs of people such
as relationships and friends; and esteem needs like prestige and desire for
accomplishment. Without meeting the basic needs, people might skip that kind of
social needs. The last but not least, self-fulfillment needs lie on the top of the
pyramid where self-actualization appear. Self-actualization is the phase that people
want to achieve and become their full potential, the activities they do or the behavior
they show in order to become what they actually want to be. However, self-
fulfillment needs are the last step for individuals to consider after fulfilling all of

the other steps and only then they can reach the self-actualization.

Learning Model suggest that marketers should take into consideration of these
phases as consumer first instinct is to meet their basic needs, and learned needs
come afterwards (Needle, 2021).

1.2.1.3.  Psychoanalytic Model

Psychoanalytic model is based on the theory of Sigmund Freud and it suggests that
people make decisions both consciously and unconsciously and Freud explains that
in his Psychoanalytic Model where he mentions about 3 concepts: ID, Ego and
Super Ego. It is already explained above what is this model and what are the

concepts that it includes on the section 2.1.4. in this paper.

Freud suggests that these three concepts, or level of consciousness, affect people
when they are making a decision, and this model stands after this theory of him.
This model states that a hidden symbol, or a logo, or an advertisement of a company
might influence the consumer behavior unconsciously and navigate an individual

to make a purchase from a specific brand rather than the others (Jisana, 2014).
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Consumers make purchases when they are influenced by a brand, it might be the
quality, logo, symbol, the message or whatsoever and the desires that make the
consumer purchase a product or a service can be unconscious therefore even the
consumers do not understand the reason behind this decision-making process, they

just buy the product because they care for it (Needle, 2021).
1.2.1.4.  Sociological Model

The sociological model suggests that a consumer buying behavior is influenced by
individuals’ role in social life and the community they belong in, as well as the
people that they share similar culture and are surrounded within this society (Jisana,
2014). Individuals make a purchase in accordance with thinking what is suitable for
them and the group they belong to, therefore marketers consider the ways of
appealing the specific common features of the social environment that they live in
as they cannot sell a pair of running shoes to a consumer who has never worked out
therefore they market their products to a specific group in order to show them their

product will help them stay their position in their society (Needle, 2021).
1.2.2. Contemporary Models

In this section of the research, after explaining the traditional models of consumer

behavior, contemporary models will be analyzed.
1.2.2.1.  Nicosia’ Consumer Decision Making Model (1966)

Nicosia’s CDM Model consists of 5 stages that includes with firms’ attributes,
consumer attributes, search evaluation, decision and finally consumption storage.

Nicosia has divided this model into 4 fields.
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Field One: Source of Message to Consumer Attitude

Subfield One Subfield Two
Firms’ Attributes [ Message Exposure —_> Consumers’ ——>  Attitude

Attributes l

Field Two:
Search Search and
Evaluation Evaluation
Experience ¢
Field Four: T . Motivation Field
Feedback Consumption Three:
Storage Actto
Purchase

Decision

Purchasing &

Behavior

Figure 3. Nicosia’ Consumer Decision Making Model
Source: Mahmood & Baharun, 2019

The first field is the source of message to the consumer attitude and it consists of
two subfields that are mentioned above during the explanation of the stages: the
firms’ attributes and consumers’ attributes. Firms attributes are the messages that
organizations convey to the consumers and they can be advertisements, campaigns
or any kinds of promotions for the consumers. These messages are served as a data
to subfield two where consumers receive the message and process it. The second
field is where the consumers receive the input from the first stage and they are in
the search of the product and the evaluation of the products and the alternatives that
they have encountered with. If the second stage become successful to motivate the
consumer to make the purchase, it steps into field there where the decision-making
process and the act of purchase lie. The final stage is the fourth field, it consists of
post purchase process and consumption and it might be the feedback on the sales
for the firm (Jisana, 2014; Mahmood & Baharun, 2019)

1.2.22. EKB (EBM) Model of Decision Process (1968, 2001)

EKB model or also known as EBM model as a result of the changes that are made
until the year of 2001, is a consumer behavior model that is specifically focused on
problem solving and learning behavior of the consumers. It describes the active

information seeking and the evaluation process of the consumer by showing the
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components of decision making and the connection between those elements (see
Fig. 4).

Outcome
Information Information Decision process Productbrand General Intemnalized
Input Processing stages evaluations motivating environmental

Influences influences
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Personal recognition criteria
General N
Marketer- . T
Dominated 1 | Cultural
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| Search fet | Beliefs | | Motes fe— | ang
- values
l T
 J Referen
Altemative ity [+
T wvatngon 1 [ Attitudes Personality ce group
lifestyle |' family
Informationand 1
experience h 4 ‘ v ]
7y | Choice ¢ | Intention Nommative Anticipat
compliance ed
l circumst
Satisfaction l ances
Outcome
y Unanticipated
—

Figure 4. Engel — Kollat — Blackwell Model
Source: Jisana, 2014

The model has five main stages which are problem recognition, information search,
alternative evaluation, choice and outcome. Problem recognition is the phase the
consumer differentiates the actual and ideal state and what they should be. The
second stage is information research and it is the phase where the consumer is
exposed to the data from different sources, in this stage the consumer might be
interested in the data he/she is exposed to, and the data collected in this stage might
be collected and stored in the memory. Alternative evaluation is the third stage
where the consumer evaluates the brands and the evaluation might be dependent on
the beliefs, goals or motives of the consumer. Choice is the fourth stage and it
depends on the consumer’s intention or attitude. The last stage is the outcome, or
the purchase making process which might result in either positive or negative. And
while going through these 5 stages, there are variables affecting those stages
(Jisana, 2014).
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In EKB model there are five variables in the decision making process. The first one
is the information input which consumers get by the companies such as
advertisements and sales strategies; the second variable is information processing
where the consumers are exposed to the messages or the symbols of the companies,
and afterwards they either show attention or retention of the information and it
changes their perception about the company, the brand or the product. The third
variable is the information processing stage where consumer recognizes the
problem, he/she goes into the search of alternatives and evaluate them, make a
choice and get a closure with purchase as an outcome. The fourth variable of this
model is product-brand evaluation where evaluate the criteria of the products
according to their beliefs which form their attitudes towards the product and might
encourage buying intention resulting in purchase. The fifth variable is general
motivating influences that includes motives, personality and lifestyle and normative
compliance which might also encourage the intention and then result in choice and
purchase. The sixth and the final variable is the internalized environmental
influences where people might get affected by cultural norms and values, reference
group family, anticipated circumstances or unanticipated circumstances where

these variables might also result in purchase (Mahmood & Baharun, 2019).
1.2.2.3. Howard-Sheth Model (1969)

Howard- Sheth Model suggests that buying process of consumers is dependent on
inputs, perceptual constructs and learning constructs and only after then they are
able to make an ultimate decision about their purchase which brings us to the
outcomes (Mahmood & Baharun, 2019). This model was applicable for both
industrial and consumer products for the conception of various consumer buying
behavior (Loudon & Della 2002; Sahney, 2017 as cited in Mahmood & Baharun,
2019).
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Figure 5. Howard-Sheth Model of Buyer Behavior
Source: Sangarathas & Shanmugathas, 2017

There are 4 main elements of this model which are inputs, perceptual constructs,

learning constructs and outcomes (see Fig. 5).

Input variables involves the informing cues about the features of a product and

Howard and Sheth divided this cues into three different sections:

Significative Stimulies: quality, price, distinctiveness services. These stimulies are
the actual elements that the consumers are faced with and they are strictly related

to brands’ features.

Symbolic Stimulies: quality, price, distinctiveness services. Symbolic stimulies are
the representation of the products in symbolic form such as advertisements. They

have an impact on the consumers without them realizing this impact.

Social Stimulies: social, family, reference group, social class. Social stimulies are
originated from the social environment such as social class. These factors are
internalized by the consumers and they have an influence on the buying process
(Jisana, 2014).

Perceptual and Learning constructs are simply the psychological information and
the feedback of the consumers that they are exposed to and they might include
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goals, preferences and needs (Needle, 2021). Perceptual constructs concerned with
how the consumer perceives and responds the information he/she has acquired from
the inputs, considering stimulus ambiguity and perceptual bias. (Jisana, 2014).
Learning constructs are concerned with choice criteria, the confidence associated

with the brand, the purchase cause of the buyer.

Output variables start from Attention to Purchase and the purchase is the result of
the attention that the consumer follow through during the process in sequence. The
sequence starts with attention, the brand comprehension, attitude, buyer intention

and finally leads to purchase. (Jisana, 2014).

Last but not least, exogenous variables which are not described but they are
accepted as constant and they also affect the purchase decision of the consumers
(Jisana, 2014).

According to Howard and Sheth Model, there are 3 different levels decision making
of consumers which are extensive problem solving, limited problem solving and
habitual response behavior (Sciffman & Kanuk, 2004 as cited in Sangarathas &
Shanmugathas in 2017).

In the stage of extensive problem solving, the consumers are not aware of the
features of the products they are looking for so they are in the search of finding a
suitable product for their needs. In the stage of limited problem solving, consumers
have limited or more information about the product and they start comparing the
options. The last stage is the habitual response behavior where they are aware of
the brands they prefer and they are aware of their options so they have specific
brands in their mind when they desire to make a purchase (Needle, 2021).
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1.2.2.4.  Information Processing Model of Bettman (1979)

L
Motivation Goal
hierarchy
»
1 l¢ | —— ]
Attention ] Perceptual m.['::urp t Interrupt
le—] Encoding =1 Mechanism ] interpretation & [
Y l response
L3
2 Memory l
Processing - Information al Search =1 Scanner & Interrupt
Capacity acquisition & Interrupt interpretation & ™
evaluation | o External Mechani resp
T r Search ek
L 2 T
Decision Processes Scanner & Interrupt Interrupt 4
—] Mechani interpretation & Bl
response
1 T s 1
Consumption & Scanner & Int t Interrupt
learning process M(-!:Chmj;;rup interpretation &  fud
response

Figure 6. Information Processing Model
Source: Mahmood & Baharun, 2019

Information Processing Model of Bettman is derived from a general concept of
consumer behavior decision process and Bettman described the model as an
information processing that relies on the specified program and controlled by the
consumers (see Fig. 6). There are basic hierarchy elements such a s motivation,
attention, information acquisition and evaluation etc., and intermediate process
such as conceptual encoding, memory research, interrupt mechanism and
interpretation and response. But this model is considered a complex one and
empirically not tested therefore not defined accurately (Mahmood & Baharun,
2019).
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1.2.2.5.  Stimulus-Response Model (1997)

Marketing stimuli Buyer Responses
Product Product Choice
Price Brand Choice
Promotion Buye: Retail Choice
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= Purchase timing
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Political
Social
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Figure 7. Basic Stimulus-Response Model of Kotler
Source: Jisana, 2014

The Stimulus-Response model is a model designed by Kotler in order to understand
the buying behavior of the individual buyers on consumer products. It suggests that
the mind of the buyer is a black-box and there are some factors affecting the buying
decision of the consumers (see Fig. 7). Marketers need to understand what are the
driving forces of the purchase making decision and in the model, we can see the
stimuli are divided into two categories which are marketing stimuli and
environmental stimuli. Marketing stimuli consist of four P’s which are product,
price, place and promotion. Environmental stimuli include the major effects such
as economic, political, technological, cultural events. All the data the buyer is
exposed to enter into his/her black box and they are converted into observable buyer
responses such as product choice, brand choice, retail choice, dealer choice,
purchase timing etc. The marketers aim to comprehend what drives the responses
in buyer’s black box. There are two parts of the buyer’s black box which are buyer
characteristics which influence how the buyer perceives the stimuli and reacts to it.
The second part is the buyer decision making process which affects the behaviors
of the buyer (Jisana, 2014)
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2. TECHNOLOGY AND CONSUMER BEHAVIOR

The second part of this paper is focused on the relationship between technology and
consumer behavior, and in this chapter the terms related to this concept will be
explained. In order to understand the relationship between technology and
consumer behavior, the definition of technology from different authors and the
summary of its evolution will be briefly presented in order to understand the

background story.
2.1.  Technology and Consumer Behavior Related Terms

The term of technology is a combination of two Greek words which are techng,
meaning art and craft, and logos, meaning word and speech: In Greece, this term

meant a discourse on both fine and applied arts (Seo, 2022).

Kranzberg and Purcell (1967) suggests that the term of technology cannot be
defined precisely even though the influence of it is prevalent and essential,
technology means a lot more than tools, machines, artefacts and processes, in fact,
it concerns with the effort of man in order to fulfill the desires by human activity

on physical objects (Solomon, 1984).

According to Brian Arthur (2009), there are three definitions on technology: He
makes his first definition as the simplest one and suggests that technology is a
medium to actualize a purpose and for some technologies the purpose of the usage
of this technology is very obvious whereas for some of them, they are indefinite,
several and variable such as the usage of computers. The second definition goes as
it follows: Technology is a cluster of practices and components and it consist of
different kinds of technologies such as electronics and biotechnology and those are
accumulations or utility boxes of individual theories and actions. The third and the
last definition suggested by Arthur is: the technology is the complete accumulation

of devices and engineering implementations available to the culture.

The evolution of the technology has a long story; however, the topic of this paper

is focused more upon the modern stages. The modern sense of technology began
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after the industrial revolution and it is rooted in the economic thought as the main
purpose of its usage is primarily economic. The art and artefacts that are mentioned
during the definitions above, have given their places to machines and mass
production and the technical descriptions of technology evolved into seeing

technology as a social process (Salomon, 1984).

Technological developments have been the driving force of the progress of the
society since the beginning of the civilization therefore scholars in economics have

started to concern with the evolution of the technology (Sima et al., 2020).

Defining and explaining technology has brought several other terms to the concern
when explaining the relationship between technology and consumer behavior. The
latest related concerns on how the definition of the modern technology been put has
showed us the impact of society and civilization. In that sense, the social

involvement of human beings in technology should also been considered.

Social involvement should be taken into consideration when analyzing technology
development as in the condition that three of the aspects during the innovation
process are missing, a technological innovation is not likely to be adopted or
become an achievement. Those aspects are social need, social resources and a
sympathetic ethos. If people do not feel a social need to meet, it is unlikely that they
will dedicate resources to technological innovation. Social resources are also an
essential necessity for an achievement of innovation as resources are vital to
actualize the invention therefore the availability of the resources are vital. The last
aspect mentioned above is a sympathetic social ethos and this term refers to having
an open environment about welcoming new ideas especially for dominant social
groups to accept them. The social conditions are essential in order to develop

technology (Buchanan, 2019).

Social progress, social involvement and social conditions have contributed to the
development of technology as it is indicated by different scholars during different
time periods. The stages of the development of technology are important in order
to understand the need and wants of the society in order to relate technology and its
effect on consumer behavior and its consequences, therefore in the following

chapter the development stages of technology will be briefly explained.
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2.2. Evolution of Technology and Consumer Behavior Effect

The industrial revolution has been an important issue when technology is being
discussed, even though the development of technology is rooted back to the ancient
world. In order to understand the impacts of technology on consumer behavior, the

technological development after the industrial revolution will be explained in brief.

The Industrial Revolution has been a global phenomenon, at least insofar as it has
taken place in every region of the world where Western civilization has had an
impact, with a few exceptions. Without a doubt, it started in Britain and only
gradually expanded to the rest of continental Europe and North America. Clearly,
the Industrial Revolution that ultimately changed these regions of the West
outpaced Britain's accomplishments in scope, and the process was continued to
drastically alter the socioeconomic landscape of Asia, Africa, South America, and
Australasia. Although the causes of this successive events are complicated, they
were already implied prior to the preparation for rapid industrialization. The
combination of social needs and social resources that provided the necessary
preconditions for commercially successful innovation as well as a social system
capable of sustaining and institutionalizing the processes of rapid technological
change were acquired by Britain by the early 18th century, partly through good
fortune and partly through deliberate effort (Seo, 2022).

Industrial Revolution has been divided into 4 main stages by major events. The first
industrial revolution (Industry 1.0) influenced the transition from the mercantile
city, which expanded based on the trading of goods and products produced from
agriculture, to the industrial city, which grew based on improved productivity.

The transition from the industrial city to the planned city was helped by the second
industrial revolution (Industry 2.0). The new type of worker was excused from the
productive processes that required heavy physical labor in the planned city since
they have been completely automated and replaced by social and security services,

mechanical equipment, and other means of production.

The third industrial revolution (Industry 3.0) changed the economic systems and

manufacturing techniques and led to a switch from the planned city to the
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fragmented city, where industries were gradually migrating away from the
marketplaces. A new economic-social order emerged in the fragmented city,
dividing housing from employment, customers, urban life, and organizations

supporting research and innovation.

The fourth industrial revolution (Industry 4.0) enabled the transition from a
fragmented city to a smart city; the economic and social changes were based on
digitalization, and with an emphasis on the link between machines and people,
technology has enabled new goods and services that have led to major shifts in both
personal and professional life (Sima et al., 2020). The concept of Industry 4.0 was
quickly and easily accepted by huge global firms that already used methods for
continuous improvement of process and product quality, in addition to high
research and development standards, in order to improve their market

competitiveness. (Fernandez et al., 2017 as cited in Sima et al., 2020).

Many actions and choices that have historically been left up to human decision-
makers will be further enhanced and automated by emerging technologies as there
are already more than 20 billion "smart" interfaces, including sensors, chat bots,
and Amazon Echo gadgets that are online, than there are humans on the earth 7.35
billion according to Jowel (2017); and these technologies continue to connect
people and they also connect with one another while they are changing the way that

consumers think, behave, and make decisions (Melumad et al., 2020).
2.3.  Defining Industry 4.0 and Its Impact on Marketing

Implementing the concept of Industry 4.0 in the manufacturing industry means fully
utilizing the power of communications technology and ground-breaking inventions
to encourage the development of manufacturing technologies (Kagermann et al
2023).

Industry 4.0 is a manufacturing initiative that aims to allow in end-to-end
digitalization and the integration of all physical assets into digital ecosystems by
merging various technologies and value chains to fulfill the needs of more

specialized customers and goods (Koch et al., 2014, as cited in Ahmad et al., 2020).
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The fourth industrial revolution, or as we mentioned above as Industry 4.0, makes
"smart factories" possible, becoming grounds for a world where flexible global
virtual and physical manufacturing systems can work together (Schwab, 2017). As
a result, products can be completely customized, and new business models can be

developed

The reason why understanding Industry 4.0 is important in this paper is its impact
on how consumer behavior changed with the fourth industrial revolution. The world
has changed with the technological development as mentioned above therefore the
buying behavior of the consumers, the businesses that keep up with these changes
and integrates them to their strategy enable them to survive in this competitive era.
Therefore, defining and understanding the Industry 4.0 has been an important issue

for the scholars, researchers and marketers themselves.

Consumers are connecting to businesses and each other more frequently thanks to
the development and use of social networks, mobile technology, and similar
technologies, therefore business models and marketing plans in particular require
specific innovation in this new era of Industry 4.0. The usage of technology is
becoming into a source of critical talents and capabilities, giving firms long-lasting
competitive advantages. (Sima et al., 2020).

Marketers must include these new technologies into their advertising efforts and
develop their technological proficiency if they want to stay competitive (Dadwal,
2020 as cited in Sima et al., 2020).

The use of information and communication technologies (ICT) in several industries
has caught more attention over the past ten years. Early contributions to the retail
sector were principally concerned with creating e-commerce and e-banking
services, but more recent research has been looking at the best ways to create
enhanced technologies in order to raise more traditional physical points of sale
(Pantano and Corvello 2010; Willow 2010 as cited in Pantano and Di Pietro, 2012).

People use a variety of gadgets, including laptops, tablets, and smart phones, to
reach the information and also make purchases. Due to the essentialness to

collaborate with IT and technology departments to increase consumer access to

26



content, this transformation has led to changes in the way marketing departments
are organized as also mentioned above by Pantano and Di Pietro (Sima et al., 2020).

Pantano and Di Pietro (2012) states in their dissertation that the technologies used
today offer numerous advantages to consumers from many different angles. They
can first enhance the services provided. Second, they can assist consumers in their
decision-making. Third, they can improve the purchasing experience. Thus, it
should not come as a surprise that numerous interactive tools have recently been
introduced in traditional stores, including interactive floors and kiosks, in-store
displays, smart mirrors, RFID systems, virtual salespeople, shopping assistant
systems based on trolleys and handled devices, anthropomorphized shopping

assistants, and immersive environments.

Consumers are becoming increasingly interconnected with one another and with
businesses thanks to the development and use of social networks, mobile
technology, and similar technologies. Business models in general and marketing
techniques in particular require specific innovation in this new era of Industry 4.0
(Sima et al., 2020).

Advantages of the technology to businesses and their marketing activities are
inevitable to mention when examining the impact on the industries and business
life; and Rojas-Méndez et. al. (2017) mentions in dissertation both businesses and
consumers (Lin and Hsieh, 2007) have seen significant changes as a result of
technology (e.g. Kim and Garrison, 2010; Kurnia et al., 2015). Therefore, it stands
to reason that both groups' interests and willingness to adopt novel approaches to
market interactions are similar. A sizable amount of evidence, however, contends
that this is untrue. It's possible that some people, whether they be customers or
employees, aren't psychologically prepared as others to use technology in both their
personal and professional lives, to give an example; some services are now too
technologically advanced for users (Lin and Hsieh, 2007), and utilizing them may

be too risky or time-consuming.

In order to understand how technology has changed consumer behavior, researchers
and scholars have proposed theoretical approaches. In the following chapter, the

theoretical approaches about technology and consumer behavior will be discussed.
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2.4.  Theoretical Approaches About Technology and Consumer
Behavior

Technology is ever changing and the changes of technology gives a path for
researchers to discover new fields about human behavior either the reasons, the
results, the factors that drive consumers to make certain choices, or the impacts that

technology leaves on human buying behavior.

As technology improves and it enhances its impact in global world in every field,
researchers have studied the reasons of how technology has changed the consumer
behavior and the causes underlying. In this part of the study, theoretical approaches
about technology and consumer behavior will appear.

2.4.1. Theory of Reasoned Action

Ajzen and Fishbein developed the theory of reasoned action in 1980, leaning on
psychology. According to the TRA, a person's behavioral intention is determined
by two factors: their attitude toward behavior and how they perceive pressures from
society, which is referred to as their subjective norm: attitude describes how an
individual performs the activity rather than an individual's overall performance, and
a person's subjective norm is the result of a set of ideas known as normative beliefs
(Yousafzai et al., 2010).
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Figure 8. Theory of Reasoned Action (Ajzen and Fishbein, 1980)
Source: Yousafzai et al., 2010
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According to Ajzen and Fishbein (1980), a person's behavior is determined by their
purpose to engage in that behavior, and this intention is a result of their attitude
towards the behavior. Intention is one of the possible indicators of a future

behavioral outcome (Odoyo et al., 2016).

The TRA hypothesizes that as most human social behavior is volitionally controlled
and can therefore be anticipated from intentions alone, we should be able to predict
certain behaviors with a high degree of accuracy from intentions by observing how

individuals are engaging to perform the intended behavior (Ozer & Yilmaz, 2010).

Davis et al. (1989) believe that because TRA is very extensive and "intended to
describe virtually any human behavior," it should be ideal for exploring the factors
that impact computer usage behavior as a specific case. TRA can describe whether
an individual's behavior, such as using new innovations, is motivated by behavioral
intentions, where behavioral intentions are a result of an individual's attitude toward
the behavior, subjective norms surrounding the performance of the behavior, and
the individual's judgments of the ease with which the behavior can be performed
(Odoyo et al., 2016).

Ozer and Yilmaz (2010) states that due to its suitable features to investigate
behavior, TRA has already been proposed by numerous researchers and is
frequently utilized as a starting point for their studies on how people use IT.
Whereas, Odoyo et al. (2016) states that the TRA can be expanded to understand
human behavioral patterns in the use of novel innovations and technologies in
decision-making processes, and the TRA has not been widely applied in evaluating
studies like technology adoption and diffusion in the field of information systems

and ICT in general.
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2.4.2. Theory of Planned Behavior
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Figure 9. Theory of Planned Behavior (Ajzen, 1991)
Source: Ozer and Yilmaz, 2010

One of the most popular models for describing and forecasting individual
behavioral intention and IT acceptance is the Theory of Planned Behavior (TPB).
The attitude-intention-behavior (TPB) paradigm contends that a person's behavior
is influenced by perceived behavioral control and intention; attitude, a person's
subjective standard of behavior, and the perception of behavioral control all
influence intention. These three components have been examined and repeated in
numerous studies, and it has been determined that they are reliable in predicting

why different ITs are intended to be used by an individual (Hsu et al., 2006).

Ajzen's theory of planned conduct, developed in 1991, is a development of the
theory of reasoned action that addresses the flaws of the original model in dealing
with tasks over which people have insufficient volitional control. According to the
TPB, a third factor called perceived behavioral control, will be mentioned as PBC
in short, (see Fig. 9) also affects behavioral intentions and actual behavior in
addition to attitudinal and normative influence (Yousafzai et al., 2010).
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In contrast to TRA, TPB incorporates PBC as a factor in determining behavioral
intention. According to TPB's general rule, the more favorable an individual's
attitude and subjective norms (SN) are toward an action, the higher the PBC is, and
the more likely they are to engage in that behavior and in an effort to address
circumstances where people might not have full volitional control over the conduct
of interest, the construct of PBC was added (Ozer and Yilmaz, 2010).

According to TPB, humans are considered as rational beings who use all available
knowledge, and before performing a particular behavior, people consider the
consequences of their decisions. Although it is critical to consider one's orientation
when assessing subjective standards and estimating the management of one's
conduct, planned behavior theory contends that conduct orientations are a critical
point that can estimate an activity. Experts use a variety of studies to develop
accurate predictions about customer behavior and the TPB is an extension of TRA
that aims to solve problems that are beyond the control of someone who is not fully
knowledgeable in the theory of reasoned action. The Theory of Planned Behavior's
core remains behavioral intention components, but drivers of intentions include
elements of perceived behavior control, attitudes, and subjective standards.
Nonetheless, it is assumed that perceived behavioral control has direct or indirect
consequences on customer behavior prediction; the three components, namely
attitudes, subjective norms, and perceived behavioral control, interact to generate
interest determinants that influence whether or not the action is carried out (Sutisna
& Handra, 2022).

While earlier research has established the model's validity across a wide range of
IT acceptability, one barrier to employing TPB has been discovered when applying
it to the study of IT continuity and it is that some studies recently pointed out that a
drawback of TPB is its lack of explanatory power of IT continuance, which is due
to TPB constructs failing to completely capture the context of user continuance
decisions (Hsu et al., 2006). However, TPB has been used in order to investigate
the consumer behavior and its relationship with technology in several studies
(Sutisna & Handra, 2016).
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2.4.3. Technology Acceptance Model
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Figure 10. Original Technology Acceptance Model (Davis, 1989)
Source: Venkatesh, 2015

The technology acceptance model (TAM), created by Fred Davis over two decades
ago, has become a popular method for examining factors that affect users'
acceptance of technology, assuming that perceived usefulness and ease of use are
two variables that mediate the complex relationship between system attributes
(external variables) and potential system usage; also this model, which is based on
the psychology-based theories of reasonable action (TRA) and theory of planned
behavior (TPB), has taken the lead in characterizing user behavior toward

technology (Marangunic & Granic, 2014). (Marangunic & Granic, 2014).

Perceived usefulness and perceived ease of use are two factors that TAM states
have an impact on adoption: Perceived usefulness is defined as the degree to which
an individual believes that using a particular technology would improve his or her
job performance, and perceived ease of use is defined as the degree to which an
individual believes using a particular technology will require no physical or mental
effort (Wallace & Sheetz, 2012).

Individual attitudes about adopting technology are influenced by perceived
usefulness and perceived ease of use; TAM states that a person's intentions to use
technology will determine whether or not they use the technology which is

considered as behavior (Rauniar et al., 2014). The Technology Adoption Model
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(TAM) states that a person is more likely to embrace a technology, service, or habit
If it enhances their performance without increasing the amount of work needed to
execute a task (see Fig. 10). Several studies have shown the perceived utility and
perceived ease of use factors in TAM to be valid and reliable (Wallace and Sheetz,
2012).

TAM has been adapted in numerous studies to meet the needs of the technology
being studied, and one significant and well-received refinement of TAM has been
the incorporation of social influence processes in predicting the usage behavior of
a new technology by its users (Venkatesh and Davis, 2000). The TAM is the most
widely used theoretical framework in information systems in general, and the
Internet in particular (Crespo, 2009). However, even though it has received a lot of
attention, recent marketing research has called into doubt TAM's applicability in
the consumer environment because it was designed for employees, whose behavior
is heavily influenced by their company's wants and desires, therefore TAM 2 by
Venkatesh and Davis was proposed in 2000, as an enhanced the original model but
it was criticized because of the same limits as its predecessor, most notably that it
focuses on employee behavior at work rather than customer behavior in the market
(Rojas-Méndez et al., 2017). Venkatesh and Bala (2008) recently developed and
evaluated TAM 3, which is an integrated model of the drivers of individual-level
(IT) adoption and use; nevertheless, this new model is likewise centered on

employees rather than customers (Rojas- Méndez et al., 2017).

Crespo (2009), has also added some factors on his research additional to perceived
usefulness and perceived ease of use, which are financial risk, performance risk,

social risk, time risk, psychological risk, time risk and privacy risk:

o Financial risk refers to the possibility of losing money or being charged
incorrectly during online buying.

o Performance risk is the risk that the product or service will not perform as
expected or promoted is referred.

o Time risk refers to the risk of product delivery delays or late shipment.

o Psychological risk relates to the possibility of a negative emotional

experience, such as worry or disappointment, as a result of the transaction.
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o Social risk is the negative social effects, such as shame or disapproval,
linked with the online shopping.

While there is some criticism as well as appreciation about TAM, the researchers
keep revising this model by adding variables and questioning different factors, and
in the following part of this study, this model will be used as an instrument in order
to investigate the online buying behavior of university students.

2.4.4. Human Information Behavior Model
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Figure 11. Wilson’s Information Behavior Model (Wilson, 1981)
Source: Knight & Spink (2008)

Wilson's complex model (see Fig. 11), which was first presented in 1981 and
revised in 1984, is a complex framework that aims to capture the information-
seeking process. It includes the three entities of the information user, the
information need, and the information environment, as well as the iterative
variables of the successful (or unsuccessful) results of particular searches, the
potential involvement of other information users, and the searcher's ultimate
satisfaction (or dissatisfaction). (Knight and Spink, 2008).
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According to the Information Behavior Model, information-seeking behavior
emerges as a result of a perceived need by an information user who, in order to meet
that need, places demands on formal or informal information sources or services,
resulting in success or failure to obtain relevant information; if successful, the
individual then uses the information obtained to either fully or partially satisfy the
perceived need; and if this process fails to satisfy the need, then the information-
seeking behavior should be repeated (Wilson, 1999). Also, it is stated that a general
model of this type was valuable in identifying areas where more research could be
beneficial, citing the lack of research on information use as an example and that
part of the information seeking behavior may involve other people through
information exchange, and that information viewed as beneficial may be passed on
to other people whether it is used or not by the person himself or herself (Wilson,
1999).

2.4.5. Information-Seeking Behavior Model
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Figure 12: Wilson’s Information-Seeking Behavior Model (Wilson, 1981)
Source: Wilson (1999)

The second model from 1981 is based on two fundamental propositions: first, that
information need is a secondary need that arises from more basic needs; and second,

that in the quest to acquire information to satisfy a need, the enquirer is likely to
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encounter barriers of various kinds; thus, it is proposed that basic needs can be
classified as physiological, cognitive, or emotive based on psychological
classifications, and the context of any of these needs could be information need.
(Wilson, 1999).

Wilson's (1981) model had a weakness in that it did not provide a clear description
of how human beings interacted with an information retrieval system to identify
and receive the material they sought (Knight & Spink 2008). Even though this
model is referred to as a macro-model or a model of the overall information-seeking
behavior and it offers insights into the ways in which information demands develop
as well as what could obstruct the actual quest for information, there is no indication
of the processes through which context affects the person, or of the causes that result
in the perception of barriers, or of whether the many presumed obstacles have
comparable or different effects on the motivation of individuals to seek information
(Wilson, 1999).

2.5.  Online Buying Behavior

As of January 2023, there are 5.18 billion of Internet users all around the world

which is 64.4 percent of the global population (Statista, retrieved in 2023).

Over the previous 50 years, the industry of marketing has seen a number of
paradigm transformations, but none has been more revolutionary than the most
recent transition brought about by the Internet: Although early Internet marketing
proponents overestimated the extent to which it would replace traditional
marketing, few could deny that the Internet and its expanding set of tools have
changed how customers and organizations engage in the marketplace (Cummins et
al., 2014).

Following the long-term development of the internet, which has resulted in an
increase in web users and high-speed internet connections, as well as the creation
and deployment of new technology for web development, businesses can now
market and enhance their product and service images through web sites, resulting

in detailed product information and superior service, attracting an increasing
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number of customers who are shifting their purchasing behavior away from

traditional modes and online buying (Dange & Kumar, 2012).

There are several definitions and explanations about internet shopping behavior,
online buying behavior or online shopping behavior as the scope of this topic is
wide. The reason why marketers, scholars and business people started to lean on
this subject is the global online buying rate of people. That is to say, as of 2023, the
total number of digital buyers is 2.64 billion and this accounts for 33.3% of the
global population meaning that one out of every three persons you see is an internet
shopper (Oberlo, retrieved in 2023). There are some statements about what does
online shopping and/or online buying behavior mean from different scholars and

researchers.

Online shopping is defined by as the act of making a direct purchase from a seller
without the use of a middleman or may also be referred to as the practice of making
purchases and sales of things over the internet (Daroch et al., 2021).

According to Shih (2009), consumers primarily regard the Internet as a "Instrument
of Convenience" because of the fact that online purchasing reduces overall
shopping effort by allowing consumers to shop from the comfort of their own

homes.

Online buying also saves time by providing remarkable simplicity, easy price
comparisons, a consumer's infinite choice, easy access to consumer reviews and
ratings, and so on (Jukariya & Singhvi, 2018). According to Vijay and Balaji
(2009), consumers around the world are increasingly choosing one-click online
buying over crowded storefronts.

2.5.1. External and Internal Factors Influencing Online Buying

Behavior

Technology has been and will continue to be a motivating factor behind Internet
marketing, as consumers' information-seeking behaviors and the ways in which

they interact with sellers and other market participants have changed as they moved
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from desktop computers to laptops to handheld devices like smartphones and tablets
(Banerjee and Dholakia, 2012).

Li and Zang (2002), carried out a research about ten factors influencing the online

buying behaviors and attitudes of consumers; and they presented a research model.

The five elements that have been identified as antecedents often function as

independent variables and shape attitudes toward online buying (see Fig. 13).
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