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ABSTRACT

ONLINE BOOK-BUYING BEHAVIOR

BY

CAROLINA ZIEGLER

Generally speaking, the Internet is directly influencing the buying decision-
making process of the consumer. More than ask relatives and friends’ opinions, current
customers tend now to acquire information about products on search engines, social
networks, blogs, or websites. Therefore, this research was set to develop a better overall
understanding about online buying behavior.

The e-commerce is growing every year and the number of consumers willing to
spend money on virtual transactions follows this tendency. In order to better understand
this trend, the market for academic books was chosen as a reference to appreciate how
consumers behave when buying a specific product online and to assess which factor they
might take into consideration when shopping online.

The literature review has shown that the Internet has specific characteristics that
can be considered determinant for attracting consumers to shop online. Despite the fact
that there are a vast number of variables that somehow affects the way in which
consumers behave when shopping online, this research identified four major variables:

consumer personality, product characteristics, previous online shopping experiences, and



trust in online shopping. Moreover, this research had also the objective of understanding
which factors might influence the consumer’s decision of repeating the purchase. The
goal was to investigate what are the attributes expected by consumers when shopping for
academic books online that will lead them to define their online experience as
satisfactory. The variables that mediate this decision are delivery time, price, return
policy, and quality of the product.

This study indicated that college students are spending great part of their day
connected to the Internet, accessing the Internet continuously throughout the day. This
research also indicated that more than half of the college students who participated in this
study do buy their academic books online. Even though the literature review has shown
that the variables being used in this study do affect consumer’s decision of buying or not
buying online, the model created based on these variables has no statistical significance,

which means that this study failed to reject the null hypothesis.
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CHAPTER ONE

INTRODUCTION OF THE STUDY

1.1 Background of the Study

The recent and continuous growth of the Internet over the past few years as both a
sales channel and as a tool for developing and strengthening the relationships between
companies and their customers suggest the importance of considering how customers
behave while shopping online. As a result, this work aims to develop a better overall
understanding about online buying behavior, more specifically, addressing how
consumers behave when buying academic books online. For the purpose of this study, the
analysis will focus on physical books bought online, which means that electronic version
of books and textbook rentals are not included in this research.

According to Philip Kotler and John Caslionep (2009), “The Internet has
transformed and globalized commerce, creating entirely new ways for buyers and sellers
to conduct transactions [and] for business to manage the flow of production inputs and to
market their products™ (p. 19). As a result, professionals, academics, and marketing
researchers face the challenge of understanding the nature of these changes and how they
impact the buying behavior of individuals. The clear understanding of the dynamics of
these changes is needed for the revision of the old marketing practices and the adoption

of new tools and action patterns more suited to the new market environment. In other



words, it becomes paramount to understand how customers have been impacted by these
changes in order to understand their behavior when shopping online.

Considering this, the goal of this research is to investigate the effect of customers’
attitudes on their online academic book-buying behavior. The idea is to create a model
capable of estimating how likely it is that customer online book-buy-ring behavior is
affected by certain variables that will be introduced later in this chapter. The starting
point for this study consists of analyzing what is already known about this topic in order

to understand how the literature has been addressing this theme.

1.2 Statement of the Problem

Generally speaking, there are many studies seeking to understand how the
traditional theory of consumer buying behavior can be applied to the online segment.
This can be seen as an indication of the relevance of the theme in today’s world. Many
researchers agree regarding some common elements that are considered drivers for
buying online, such as consumer personality, product characteristics, previous online
shopping experiences, and trust in online shopping. However, besides the fact that many
researchers believe that these are the common drivers that can be used to explain how
consumers behave online; there is little discussion about the level of impact of each one
of these variables in the actual buying behavior. As a result, the goal of this work is to
search for an explanation about how much of the variance in the academic book-buying
behavior is explained by each variable being analyzed: consumer personality, product

characteristics, previous online shopping experiences, and trust in online shopping. The



idea is to provide a tool that will help in making managerial decisions by stating priorities

elements that should be considered when targeting online consumers. Moreover, mediator

factors of customer’s satisfaction after they decide to adopt online shopping will also be

analyzed. The mediator factors being considered for this study are delivery time, price,

return policy, and quality of the product.

1.3 Research Questions

The essential questions that this study intends to answer are:

a)

b)

Do consumer personality, product characteristics, previous online shopping
experiences, and trust in online shopping have a significant influence on the
buying behavior and consumption patterns of academic books online? The idea
behind this question is to understand if these variables can be considered
motivational factors that will lead consumers to adopt online buying. In other
words, the goal is to identify if these variables are responsible for explaining the
variance in online academic book-buying.

How much does each variable (consumer personality, product characteristics,
previous online shopping experiences, and trust in online shopping) individually
contribute to variations in the sales of academic books online when controlling for
other variables? What is being said is that understanding which variables more
determinant on influencing the customer’s decision of adopting online shopping
allows companies to focus on improving the aspects of their business that impacts

the most the decision of buying or not buying online



c)

d)

It is also important to make a distinction between adopting online buying
and repeating the purchase. While this study aims to demonstrate that the
adoption of online buying is influenced by consumer personality, product
characteristics, previous online shopping experiences, and trust in online
shopping, the purchase frequency depends on the level of satisfaction that the
customer will achieve after adopting the purchase. Considering this, this study
also aims to define the variables that are responsible for impacting customers’
level of satisfaction with online shopping. In order to determine that, this research
will analyze four major variables that might impact the customer’s satisfaction
when shopping online: delivery time, price, return policy, and quality of the
product delivered. In other words, this study will also try to identify if:

Delivery time, price, return policy, and quality of the product delivered have a
significant influence on customers’ satisfaction with online shopping.

How much does each variable (Delivery time, price, return policy, and quality of
the product delivered) individually contribute to achieve customers’ satisfaction

with online shopping when controlling for other variables?



1.4 Obijectives of the Study

The main goals of this study are to understand what drives college students, to
buy academic books online in the United States and to establish a rank of the identified
drivers. The idea is to develop a better understanding of how this target market makes
decisions, what factors they take into consideration when purchasing academic books
online, and when they perceived the need for buying them.

With this understanding, it will be possible to create a rank of the key factors that
drive academic book-buying sales so that bookstores and other stores that sell book
online can improve their services offered and influence customers’ perception of quality;
thus, increasing their marketing share. Therefore, Lindenwood University can benefit
from that by having a better understanding of the academic book marketing scenario,
since it might help the university to decide whether is important to invest in maintaining a
campus book store or if it would be better to find different solutions, such as partnering
with websites who sell book. Moreover, bookstores that are not necessarily competing
online, such as Lindenwood’s official bookstore, Book-X-Change, can also benefit from

this work by having a better understanding of what drives customers to their competitors.



1.5 Justification of the Study

The Digital Revolution, that for the purpose of this study is defined as the
innumerous possibilities brought by the Internet, such as finding information in all area of
interest, online commercial transactions, social network, and online communication and
entertainment, is one of the most significant influences on consumer behavior in today’s
world (Petcu et all, p.1301). In general, college students are avid Internet users and it is
difficult to imagine a student for whom e-mails, MP3 files, and online shopping are not
part of their daily life. Online shopping became an integral part of life for this current
college students’ generation, since it breaks several of the barriers imposed by time and
distance and as a result, saves time and money (Foucault & Scheufele, 2002). Resulting
from this digital revolution, electronic commerce via the Internet has become an
important distribution channel for companies. Considering this, this research aims to
explore what the drivers are that lead college students in the United States to shop online,
using online textbook purchasing as a model.

The study of consumer behavior provides the basis for marketers to work on
developing strategies to meet the needs and desires of the selected target market.
Understanding consumers’ buying behavior provides numerous benefits for companies,
such as helping managers in their decision making process, by pointing out factors that
directly impact consumer purchase. Recognizing that consumers make the “purchases
differently individual to individual” allows the company to focus its marketing effort,
optimizing the marketing resources used to target the desired segment of the market

(Reddy & Reddy 2010, p.122).
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Consumers purchase goods and services at every moment in their lives and they
are surrounded by thousands of alternatives that are presented as a way of satisfying their
desires and needs. Because of this, in order to understand consumer behavior, the first
step that should be taken is to try to understand the real reasons that lead people to
consume certain products. The way customers buy is influenced by the motivation they
have. Considering this, this study is an attempt to understand the motivations that lead
college students to buy academic books online. As mentioned above, once someone
knows a little more about the personality of its target consumers, different types of
marketing strategies can be developed and applied.

In today’s world, with the constant advancement of the Internet, it is broadly
known that students are regularly online. Consequently, many companies that have
college students as their target market are trying to catch their attention while they are
online. Because of the massive number of companies trying to reach this target, it
becomes even more important to search for ways of communicating with them more
effectively. Understandiné the drivers that lead them to buy academic books online in the
United Sates is a model proposed in this study for creating a better understanding of these
motivations and to assist companies that work in the books’ segment to better manage its
marketing resources by providing the tools for marketers to develop a more effective
marketing strategy when trying to sell books.

Although this study focuses on understanding and ranking the motivations that
lead college students to buy their academics book online, the results might be significant

for any company working in the book industry. The reason for this is because
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understanding what drives this college students’ generation to go online to buy their
academic books might also be used by bookstores that are not on the Internet as a source
of information. By knowing what drives their potential customers to the competition, they

can develop marketing strategies to overcome their competitors’ strategies.

1.6 Scope and Limitations of the Research

This study is categorized as a deductive research about book-buying behavior
online with a representative sample of Lindenwood University students mainly between
the ages of 18 to 34 years old (Lindenwood is a University located in Saint Charles,
Missouri, USA). The population formed by Lindenwood Students was chosen because of
time (the study must be completed within nine weeks) and budget (there is no
sponsorship for this research) constraints. The data for this study will be collected by
conducting a survey. The reason for choosing survey as the data collection method is
because it is compatible with time and budget constraints.

The theoretical population for this research is formed by males and females
mainly between the ages of 18 and 34 years old, who live in the United States, are
currently enrolled in classes, and have bought at least one academic book per school

semester.
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1.7 Definition of Terms

The meaning of the operational and theoretical terms being used in this study is

presented below:

a)

b)

d)

g)

Brand: “The special name given to/registered exclusively for a product by the
makers of the product” (Onyia, 2002).

Brand Loyalty: The decision of buying from the same seller repeatedly,
instead of choosing to buy from any other available seller

Brand Awareness: The customer’s ability to recognize that a specific brand is
part of a determined product category

Consumer: One or more individuals who buy a determined product or a
service for his or her own consumption

Consumer Behavior: “Consumer behavior reflects the totality of consumer’s
decisions with respect to the acquisition, consumption, and disposition of
goods, services, activities, experiences, people, and ideas by human decision-
making units over time” (Hoyer & Macinnis 2010, p.3).

Consumer Buying Behavior: Behavior demonstrated by the consumer when
searching, buying, using, evaluating, and disposing products and services that
they believe will satisfy their needs and desires

Online Shopping: Buying a product from a seller on the Internet. There is no
physical contact between consumer and seller and all transactions are made on

the Internet: searching, buying, and paying
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h) Personality: Set of the most striking characteristics of a person, it is based on
their pattern of social and personal conduct, referring to thinking, feeling and
acting

i) Product Characteristics: Size, weight, price, condition (new, used)

j) Sales Channel: The method of bringing products or services to market so that
they can be purchased by consumers

k) Target Market: The market to which the company will direct its investment
and focus its marketing strategy. The target market is selected based on the
analysis of attractiveness and competitiveness of the market

1) Trust: security when shopping online

m) Personality: personality characteristics such as being introvert, extrovert,

impulsive, deliberate, emotional, self-confident, or nervous.
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CHAPTER TWO

REVIEW OF RELATED LITERATURE

2.1 Concepts of Consumer Behavior and Online Shopping

The recent and continuous growth of the Internet over the past few years as a
sales channel and as a tool for developing and strengthening the relationships between
companies and their customers has led many researchers to investigate the phenomenon
of online shopping. Numerous academic efforts have been undertaken as an attempt to
explain the behavior of individual consumers while shopping online. Researchers are
looking for an explanation of the reasons and drivers that lead customers to buy on the
Internet as a way of providing tools that can be used to facilitate and to make the dialog
between companies and their target customers more efficient. Moreover, the planning and
implementation of marketing strategies must be preceded by the study of consumer
behavior, in order to understand what drives customers to buy and how they make

decisions to exchange their resources such as time, money and effort for consumer goods.
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2.2 Consumer Buying Behavior

According to Hoyer and Macinnis (2010) “Consumer behavior reflects the totality
of consumer’s decisions with respect to the acquisition, consumption, and disposition of
goods, services, activities, experiences, people, and ideas by human decision-making
units over time” ( p.3). As explained by Sisodia (2004, p.462) in the beginning of the
sixties, many researchers, including Philip Kotler and Jagdish Sheth, started to work on
presenting theories regarding customer behavior. At that time, scholars began to realize
the importance of creating a model capable of defining the process customers go through
when they are willing to buy something. The idea was to create a model that would allow
the identification and detailing of all the steps involved in this process, as a way of
identifying all factors that may influence the decision-making process. The study of this
subject leads to analyze of what consumers buy, why they buy, when they buy, where
they buy, and how often they buy.

This decision process can be simple or complex, depending on the degree of
importance of the subject matter to the consumer. One of the most acceptable models
created to define the customer decision-making process is the one presented by Kotler
and Armstrong in Marketing: an Introduction (2012). The model divides the consumer
decision-making process in five well defined stages: problem recognition, information
search, evaluation of alternatives, purchase decision, and post-purchase behavior. In each
stage presented by the model, there are some factors, that can be internal or external,
influencing the way in which consumers will make decisions, meaning that the

environment in which the consumer is in and the consumers’ personal characteristics will
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affect the way in which a decision is made in every phase of the decision-making process
(Onyia, 2002). |

In order to understand how and which external and internal factors influence the
consumer decision-making process, it is necessary first to assess the five stages of the

decision-making process model

2.3 Decision Making Process

23.1 Problem Recognition

According to Gordon Bruner and Richard J. Pomazal (1988), the process by
which consumers buy products and services begins with the recognition of a need. This
decision-making process begins with the consumer recognizing a problem that needs to
be solved or a need to be satisfied. The recognition of a problem can be caused by
external stimuli, such as a marketing campaign and a wedding invitation, and by internal
stimuli, such as hunger or thirst (internal and external stimuli will be addressed later in
this chapter). Thus, Engel, Blacwell, and Miniard (2005) define the recognition of a
necessity as the perception of the difference between the desired state of affairs and the
actual situation, and this difference between how you are and how you want to be is
sufficient to arouse and activate the decision-making process. For Engel, the recognition
of a need depends mainly on how much discrepancy there is between the current situation

of the consumer (how the consumer feels in the present moment) and the situation the
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consumer wants to be (desired state). The larger the discrepancy, the more intense is the

need.

232 Information Search

In this phase, consumers start looking for ways to satisfy their wants and needs.
They create a range of possibilities in their mind and they search for more information
about them. When the consumer detects a need, they tend to seek for more information
about the product or service that may be purchased in order to meet those needs.
However, the level of willingness to look for information is also influenced by internal
and external factors. If a consumer is planning to buy a house, it is most likely that he or
she will spend more time and look for more information than if he or she is planning to
buy academic books. In the same way, buying academic books might require more
searching time than when the consumer wants to buy something to eat. The idea behind
this concept is that “consumer[s] may simply have heightened attention or may go into
active information search” depending on different factors (Kotler and Fox, 1995).
In order to determine the level of attention that a customer will dedicate to this
process, it is suggested looking into three major factors:
a) The amount of money and of time involved in the transaction;
b) The current level of knowledge presented by the customer regarding the
product or service being searched;
¢) The risks involved in case he or she does not become satisfied \-avith the

purchase.
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Another important aspect of this stage of the decision-making process is to
understand where customers go when they are looking for more information about a
product or a service. It is of great interest to marketers to be aware of the main sources of
information the consumer uses and to recognize the relative influence that each has on
buying decision. The sources of information for the consumer can be divided into four
major groups:

a) Personal Sources: family, friends, neighbors, acquaintances;

b) Commercial sources: advertising, salesmen, representatives, packaging,
displays;

¢) Public sources: mass media, consumer-rating organizations;

d) Experimental Sources: handling, examining, using the product;

Each source of information plays a different role in influencing the buying
decision. Commercial sources normally serve as an informative function, while personal
sources perform an evaluative or legitimization function (Darley. Blanckson, & Luethge,
2010). For example, doctors often become aware of new drugs through commercial
sources, but seek other doctors to evaluate them. Moreover, the Internet has deeply
impacted the process of searching for information, impacting directly the three factors

presented above.

233 Evaluation of Alternatives

Based on the information collected, consumers identify and evaluate ways to

satisfy their needs and desires, using conscious and rational basis for evaluation. At this
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point, consumers are trying to select each option that will more efficiently satisfy their
wants and needs. In other words, customers seek the greatest value and they do that by
analyzing the benefits offered and the perceived risks.

At this stage, the consumer compares the options that he or she identified in the
previous stage as products and services that will potentially be able to solve the problem
that led to the decision-making process (Mowen and Gaeth, 1992). When options are
compared, the consumer can form beliefs, attitudes, and intentions about the alternatives
considered, establishing what is known as an evoked set. According to May (1979), the
evoked set is "defined as those brands the buyer considers when he (or she) contemplates
purchasing a unit [from] the product class" (p. 222), so that the evoked set is formed by
all the products that are already in the mind of the consumer.

When evaluating different alternatives of available brands, consumers compare
products or services by prioritizing certain benefits, which can range from economy,
performance, comfort, safety, status, reliability, quality, and others. In most cases,
consumers assess each possibility in accordance with their criteria for benefit and define
brands as favorite when it offers the desired benefits.

However, even if the product or service does not offer all the benefits expected by
the customer, this may be offset by good appraisals for other benefits. Thus, one of the
most important marketing strategies is defining how the company wants to present itself
to consumers, as compared to competition. A good positioning develops a positive image

of the company and creates a separate space for the brand in the minds of consumers.
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234 Purchase Decision

In this phase of the decision-making process, consumers question if the actual
purchase should be made or not. After answering this question, there are other questions
that arise such as when they should buy the product, which one from the evoked set will
be bought, how they are going to pay for it, and where they should go to buy the product
or service. The decision to postpone or to cancel a purchase is influenced by the
perceived risk associated with the purchase, which varies according to the amount of
money involved in the transaction (Darley. Blanckson, & Luethge, 2010). The authors
define six different risk categories that might directly impact the decision of buying or
not a product or service. The categories of risk are:

a) Functional: the expectations are not met;

b) Physical: the purchase might be seen as a treat for the consumer of for the

ambient;

c¢) Financial: customers being concerned about spending more money than

necessary;

d) Social: the reaction of others in response to this purchase;

e) Physiological: the impact the purchase will have on the mental health;

f) Time: consumers being concerned about how much time they might lose if

they purchase the product or service.
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2.3.5 Post Purchase

Normally, after purchasing a product, consumers, formally or informally, evaluate
the result of the purchase. This is the moment in which consumers consider whether they
were satisfied with the shopping experience and with the goods or services they have
purchased. It is an important phase for marketers, because if a consumer has a positive
experience in relation to a particular brand, the company can develop customers’ loyalty.

The consumer experiences some level of satisfaction or dissatisfaction at this
stage, evaluating how well the product purchased was able to fulfill their expectations.
At this stage the product or service has already been purchased and the consumer
evaluates the difference between what was expected from the product purchased and
what was actually received. Generally speaking, there are two possible outcomes in this
phase:

a) Customer satisfaction: customer becomes satisfied with a purchase when the

actual delivered benefits meet the expected benefits.

b) Customer dissatisfaction: when the expected benefits were not fulfilled by the

purchase.

According to Wen (2012, p.45), after bhying and trying the product, the
consumers feel some level of satisfaction or dissatisfaction. In the author's view, this
could have an impact on the customers’ next purchase, as the satisfaction comes with the
reward.

The decision to purchase a product or service is an important time for consumers.

This means that marketing strategies should be clever, effective, and directed to the target
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market. In order to do that, companies need to have a clear understanding of what
motivates their customers and understand what their needs and wants are. Furthermore, it
is paramount to recognize what they appraise while making their buying decision.
Moreover In each stage presented by the model, there are some factors, that can be
internal or external, influencing the way in which consumers will make decisions,
meaning that the environment in which the consumer is and the consumers’ personal
characteristics will affect the way in which a decision is made in every phase of the

decision-making process (Onyia, 2002).

2.4 Consumer Online Buying Behavior

There are many studies seeking to understand how the traditional theory of
consumer buying behavior can be applied to the online segment. For decades, researchers
have tried to understand consumer buying behavior, and the major findings were
summarized previously in this chapter. The idea behind all these studies is to understand
how individuals select, buy, use, and discard the products and services they buy in order
to satisfy their wants and needs. The reason for this is because organizations should not
develop marketing strategies without having an adequate knowledge of the customer's
buying behavior. However, most of the studies that we conducted to explain customer
buying behavior were done way before the advent of the Internet. Consequently, it
becomes extremely important in today’s world to understand which factors influence

consumers’ behavior when they are connected to the Internet. In other words, it is
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paramount to find out what takes millions of Internet users to connect to the network

daily, navigate to websites, and decide to shop on the web.

2.5 E-Commerce

With the advancement of information technology, a new way of shopping became
more popular: the E-commerce. As stated by Bauer, Nemcova, and Dvorak (2010), in this
new shopping model, the consumer does not need to move from his residence to the point
of sale to look for price, to choose the product, to make the purchase, and, consequently,
to make the payment. E-Commerce is considered a globalizing way of shopping; without
borders and capable of connecting consumers and providers everywhere in the world,
establishing one of the most diverse types of transaction. A trade via the Internet is not
only about exchanging money. E-Commerce is much more than a simple electronic
transaction of goods and services. It also includes all kinds of efforts as pre-sale and post-
sale, as well as a set of auxiliary activities, such as new approaches to market research,
generating qualified sales conductions, customer support, and share of knowledge.

According to Clarke and Flaherty (2005), the main advantages presented by the
E-commerce are that products and services are available for sales 24 hours a day and
throughout the entire year, the number of available products or service are greater than in
the traditional commerce, prices most of the time are cheaper if compared to the
traditional market, it is possible to offer a more personalized product, it is convenient for
buyers, and in certain way buyers can buy with privacy. However, the authors also

present possible flaws such as potential fraud and impossibility of testing the product.
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Technology creates new access and, as a consequence, brings about new trends in
consumer behavior. Moreover, anticipate such trend is a fundamental role of marketing.
Despite the fact that there are a vast number of variables that somehow affects the way in
which consumers behave when shopping online, this research, based on previous studies
conducted regard the theme, identified four major variables that many authors agree as
being determinant for understanding how customers shop online. The variables are
consumer personality, product characteristics, previous online shopping experiences, and

trust in online shopping

2.5.1 Consumer personality

According to Sheth, Mittal and Mewman (1999), the consumer's attitude is a
composite of beliefs, feelings, intentions and behavior toward some product or object.
For Engel, Blackwell and Miniard (2005), attitude refers to the likes and dislikes of the
individual that determine their intentions. The attitude in relation to e-commerce is
considered to be directly related to the customers’ personality. Specifically, the utility and
value that consumers expect from the shopping experience are directly related to age and
stage of life cycle, occupation, lifestyle, and personality. Attitude to buying online is
indeed an important factor that will differentiate buyers of virtual non-buyers (Clarke &
Flaherty, 2005). Buyers, most of the time value convenience and time saving as benefits
of buying online, while non buyers are more concerned with safety, loss of privacy, and

non-receipt of goods. Attitude towards technology, particularly the Internet, influences
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the propensity to shop online and perceived usefulness of e-commerce (Clarke &

Flaherty, 2005).

2.5.2 Product characteristics

The degree of involvement of consumers in relation to the buying decision-
making process varies depending on many factors, such as product price, consumer
interest by product category, level of perceived risk, situation in which the product is
purchased, and social impact generated by the acquisition and use of the product. (Stern
1962 p.59) states that purchases under low involvement are usually those which occur
with minimal effort and comparison. This occurs b@um the purchase of these products
does not present a high level of risk, which means that the product being bought does not
contain factors that require further consideration before purchase, such as high price
products, products related to social positioning, or products associated to brand status.

When a purchase involves a high level of consumer involvement, most of the
times consumers are looking for durable consumer goods or capital goods, which mean
that buying an academic book online is not the same as buying a car online.
Consequently, it is important to focus on the means of communication that can provide
the right amount of information about the product or service, giving consumers the level
of information that is more appropriate to the product or service that is being investigated

for pﬁrchase.
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253 Previous online shopping experience

The level of experience consumers have with the Internet, both as a source of
information or as a purchasing tool, are considered by different researchers as a key
factor for predicting adoption of online purchase (Clarke & Flaherty, 2005). Researchers
agree that having a good knowledge regarding how to use the Internet positively
influences the number of times a consumer will buy online. Consumers who use the
Internet daily tend to feel more confortable when buying online than less experienced
users. Consumers who do not use the Internet every day tend to be more anxious when

buying online than regular users.

2.5.4 Trust in online shopping

The Internet has evolved and matured. Now it is time to for companies to gain and
maintain the trust of its users. In a certain way, a sense of lawlessness pervades the web,
especially after events such as the Wikileaks’ and Megaupload’s case. Recently, web
sites of large private and governmental organizations, such as the FBI, were overthrown
in an orchestrated move that quickly gained worldwide repercussions (Kord et all, 2011).
As a result, many users feel threatened. This is why companies need to work on gaining
and keeping customers’ trust. In today’s world, it is paramount to preserve the trust of
consumers, which in general are increasingly aware of the risks they are exposed when
engaging in online transactions. Any web site that wants to be perceived as trustworthy

must present some quality standards that will be seen by customers as company’s
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attributes. On the Internet, there are some credentials that are considered by customers as
necessai'y for companies that are willing to establish a bond of trust with their audience:
brand recognition, good navigation, friendly usability, trusted credentials, updated
technology, seals of approval, and guarantee of confidentiality are some examples of
items that can help customers to feel safe.

These items constitute the essential and formal characteristics to make consumers
comfortable to conclude, with tranquility, which led them to visit a particular site.
Electronic commerce offers various facilities to virtual consumers. However, aspects like
security and lack of confidence are still facing some obstacles. As saying that, the online

shopping models starts being defined as presented below:

Product Charactenstics (\’ : N

{ ) . 1
Previous Online Shopping Expenences | €—— | Onlme Purchase Adoption !

- p
Trust in Online Shopping (—/’// N v

Figure 1

The variables presented above are considered stimuli that will affect customers in
different stages of the buying decision-making process presented earlier. While
personality might be what drives the customer to recognize a specific need, product
characteristic might directly influence the information search phase. Since characteristics

of the product are pointed as what define how much time a customer will dedicate during
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this phase. However, it is possible to see that the online model presented above does not
consider the last phase of the consumer decision-making process presented earlier in this
chapter: the post-purchase behavior phase. This model takes into consideration only the
first four phases: problem recognition, information search, evaluation of alternatives, and
purchase decision. The reason for that is because the post-purchase phase can only start
after a purchase is made, which means that the post-purchase phase of the buying
decision-making process comes after the online purchase adoption decision, so that it is
possible to see that in order to be complete this model needs a ramification that will lead
us to understand what defines purchase frequency in an online environment.

Frequency of purchase, as mentioned before, will be determined during the post-
purchase behavior phase, since it is in this phase that customers have the chance to
compare their expectations with their actual perception. In this stage, consumers evaluate
how well the shopping experience and the product or service bought online were able to
satisfy their wants and needs and, as a result of this evaluation, they experience some
level of satisfaction or dissatisfaction. Customers are satisfied with a purchase when the
actual delivered benefits meet the expected benefits and they are not satisfied when the
expected benefits were not fulfilled by the purchase, so that purchase frequency is
defined by satisfaction (Zeithaml, Parasuraman, & Malhotra, 2002). With that said, the

model being constructed can be presented as follows:
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At this point, after defining that personality, product characteristics, previous
online shopping experiences, and trust in online shopping are variables responsible for
determining online purchase adoption and that being satisfied with the purchase made is
what will determine purchase frequency, the question that arises is: what are the attributes
expected by consumers that will lead them to define their online experience as
satisfactory? According to different researchers, the variables that mediate this decision

are delivery time, price, return policy, and quality of the product.

2.5.5 Delivery Time

When an online purchase process is finalized, in other words, when the steps of
finding the product, browsing the site, informing personal data, and paying has been
completed, the delivery is the key step for the success of e-commerce, since “[c]ertain
consumers will demand instantaneous delivery of products or services and will patronize
those retailers able to provide immediate possession” (Rohm & Swaminathan, 2004 p.
750). Just like in the traditional segment, consumer satisfaction is the primary goal for
any company and it intensifies when talking about virtual retail, since competition is just
a click away. Because of this, online retailers need to pay attention to some basic aspects
of after sales, such as the delivery of the product in thé time stated. Reliable deliver refers
to the capacity of the company to deliver the product within agreed time and steadily.

Being able to deliver the product within the agreed period of time is paramount to
meet customer’s expectations and, consequently, to achieve customer’s satisfaction (Liao

& Keng, 2013). Companies that do not deliver the product within the promised time will
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fall below customers’ expectation and increase the chance of losing the customer, which
mean that the delivery of a product might impact on the purchase frequency of one
customer. Regarding the market for academic books, this might become an even more
important issue, since students have assignments with specific deadlines in which the
book is probably necessary to complete them, which mean that a delay in the delivery of

the product might affect student performance in class.

2.5.6 Price

The aim of marketing is to understand the consumer decision-making process in
order to be able to formulate appropriate strategies that may influence customer behavior
and, consequently, buying intention. In the process of intention formation, consumers
compare the expected benefit associated with the purchase of a particular product and
service and compare these benefits with the associated costs. If the cost is greater than the
perceived benefit, consumers will not be willing to pay for the product or service.
However, the monetary price is not the only one involved in the purchase. From the point
of view of the consumer, the cost might include what he will have to do not buy in order
to buy the product or service in question, and all the sacrifices required, such as the time
devoted to it, the time spent during product research, and psychological costs.

The price is an important variable because it influences the customers’
satisfaction. The Internet, in this sense, came to increase the bargaining power of the
consumer, since the web allo“;s the use of important tools such as instant comparison of

prices and auction and, as a result, “[m]any Internet users expect e-tailers to offer price
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promotions or have lower prices than offline retailers”(Close and Kukar-Kinney, 2010
p.987). However, if during the post-purchase phase the customer believes that the price
paid for the product or service was higher than the benefits of the purchase, the customer
will be dissatisfied. In the academic books segment, price is expected to be one of the

most important aspects, since the market for them is mainly college students.

25.8 Return Policy

Generally speaking, the online shopping accentuates some risks perceived by the
consumer. One of the reasons for this is based on the fact that consumers are not sure
about the performance of the product, since they cannot try on, feel, or touch what they
are planning on buying or they might just be concerned of not needing the product
anymore in the future. A student who bought an academic book online, for example, and
later decided to do not take the class for which the book was bought will probably be
willing to return the book. As a result, consumers may become fearful about the time to
return. This situation leads consumers to consider the possible dissatisfaction with the
product and, consequently, to pay more attention if the companies work with more
flexible return policies when they make an online purchase. The intangible aspect of an
online purchase affects the risks involved in the decision-making process.

Returning a product, in certain way, means that the customer was not satisfied
with the purchase, so that the returning policy should be seen by companies as a recovery
strategy. In other words, it is an effort that companies need to make in order to guarantee

that the customer will be satisfied with the transaction itself, even if he was dissatisfied
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with the product purchased, so that “Return represent an [...] opportunity to manage
customer relationships and build customer loyalty to the retailer” (Alreck, DiBartolo,
Diriker, & Settle, 2009 p.3). However, in many cases, customers do not know how to
return it and what are the costs involved and, because théy were already not satisfied with

what they bought, they are more inclined not to be satisfied with the transaction.

35.8 Quality of the Product

Offering the lowest price, an attractive return policy, and promising an on time
deliver are not always a guarantee that a product will be sold. Consumers are much more
demanding and, besides all that variables mentioned, they are also looking for quality
products. The fact that customers cannot touch or see all aspects of the product before it
is delivered makes this aspect even more important for online shoppers. The perception
of quality can vary depending on the customer and also depending on the product being
bought. According to Wen (2012), customers buying physical goods online, most of the
times, evaluate the quality of a product by analyzing the following characteristics:
performance, features, reliability, conformance, durability, serviceability, [and]
aesthetics™ (p. 18). Regarding the market for academic books, this aspect can become an
even more important issue. The reason for that is based on the fact that one of the
characteristics of this segment is to offer used products.

Websites such as Amazon.com are aware of the importance of meeting customers

‘expectations and, as a result, the company provides a comprehensive guideline for
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categorizing the used books being sold in the website. According to Amazon.com

policies, used books should be included in one of the following categories:

a)

b)

d)

“Used - Like New: An apparently untouched item in perfect condition.
Original protective wrapping may be missing, but the original packaging is
intact and pristine. There are absolutely no signs of wear on the item or its
packaging. Instructions are included. Item is suitable for presenting as a gift”.
“Used - Very Good: A well-cared-for item that has seen limited use but
remains in great condition. The item is complete, unmarked, and undamaged,
but may show some limited signs of wear. Item works perfectly”.

“Used - Good: Use only if noted in the Category-Specific Condition
Guidelines. The item shows wear from consistent use, but it remains in good
condition and works perfectly. It may be marked, have identifying markings
on it, or show other signs of previous use”.

“Used - Acceptable: Use only if noted in the Category-Specific Condition
Guidelines. The item is fairly worn but continues to work perfectly. Signs of
wear can include aesthetic issues such as scratches, dents, and worn corners.
The item may have identifying markings on it or show other signs of previous

”

use.

What is possible to see is that the company is working on creating categories that

will be used as guidelines for customers when evaluating the quality of the product

purchased.
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2.6 Conclusion

After analyzing the traditional theory of customer buying behavior and
understanding its impact in the online segment, the variables pointed as the drivers for
online purchase adoption were presented. Moreover, companies not only need to
understand what drives customers to adopt online purchase, but also what drives
customers to increase their purchase frequency. Thus, the concept of satisfaction and the
elements responsible for making it up were demonstrated and incorporated to the model.
The idea now becomes to understand how these variables presented as drivers for online
buying and satisfaction impact the sales of academic books online. Thus, the final model

with all the variables that need to be investigated is presented next.
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