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Abstract: Acceptance of online shopping adoption by individuals has been a concerning issue
for researchers in the past decade. However, most research has focused in evaluating the
attitudes and intention to use electronic commerce from the shoppers’ perspective, neglecting to
analyze the behavior and attitudes of those who have not adopted e-commerce yet: the nonshoppers. The objective of this study is to explore and evaluate the behavior and attitudes of the
non-shoppers' segment towards the acceptance of business-to-consumer electronic commerce
(B2C-EC). The theoretical foundations of the study are provided by the Technology
Acceptance Model (TAM) and the Innovations Diffusion Theory (IDT), with the addition of a
specific factor related to the nature of B2C-EC: product offering of the e-commerce channel.
This framework leads to an attitudinal/behavioral model which seeks to identify the factors
perceived by non-shoppers as the most important for the adoption of B2C-EC.
The model has been validated with data from 995 Spanish non-shoppers using the partial least
squares (PLS) technique. Findings from the analysis results show that perceived usefulness,
perceived compatibility and product offering affect positively the attitude of non-shoppers
towards the adoption of B2C-EC and their intention to use it. Among these factors, perceived
compatibility stands out as the most relevant factor to foster the adoption of B2C-EC among
non-shoppers. Other implications for theory and practice are discussed in the final section.
Keywords: electronic commerce, B2C, acceptance models, TAM, consumer behaviour,
perceived compatibility, product offering, non-shoppers
Categories: H.4.0, J.4, K.4.2, K.4.4
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Introduction

Although information and communications technologies (ICTs) have become more
and more popular and widespread in the last decade due to computing advances –
mainly in Internet-related ICT–, business-to-consumer electronic commerce (B2C-
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EC) –or online commerce between companies and individuals– has failed to reach the
expected business figures forecasted in the early 2000s, despite its gradual yearly
growth and the relative advantages offered by B2C-EC compared with the traditional
market channels –such as time, energy and cost savings, competitive prices, broader
selection of products, market globalization and greater access to information [Lin,
07]–.
In Spain, in 2009 a total of 9.54 million people (20.4% of the population) made
purchases on the Internet, a figure that can be considered low compared with other
European countries [Lööf, 08]. However, this figure represents a 5.6% increase
compared with the preceding year [INE, 08].
Therefore it is of great interest, both academically and from a business
perspective, to determine the underlying factors behind non-shoppers' reluctance to
adopt electronic commerce; that is, to find out which factors are most relevant when
non-shoppers decide whether or not they are going to purchase goods and services on
a virtual store, and to compare the differences in their attitude towards online
shopping with those of the B2C-EC shoppers. This analysis could greatly help to
deploy effective marketing strategies focused on each group, if differences are found,
or to develop a common strategy if not.
Considering the technological nature of the medium through which B2C-EC
transactions are performed, technology adoption models have traditionally been
considered adequate for explaining those factors which foster e-commerce use.
Moreover, technology adoption models deal with attitudes and behavioral intentions
as predictors of actual use, a fact which makes them suitable to study non-adoptants'
behavior. These models have been proved valid to explain user behavior in other
fields such as the adoption of information systems within organizations, and many
studies related to online commerce have used them, but the literature has not usually
been focused in non-buyers’ perceptions and attitudes. Moreover, existing ecommerce adoption studies, analyzed by [Lim, 01][Chang, 05][Li, 06] tend to focus
on explaining the mechanisms of continuity in using electronic commerce [Shim, 01]
rather than the conditioning factors which lead consumers to make their first purchase
on the Internet.
This study proposes an e-commerce adoption model for users who have never
made any prior purchases on the Internet in Spain –i.e., non-shoppers–. The article is
presented with the following structure: section 2 proposes the theoretical background
and research hypotheses for the model proposal; section 3 explains the research
methodology and data analysis, and section 4 presents the findings of the study and a
discussion of results, as well as the limitations of the research and implications for
theory and practice.

2
2.1

Theoretical background
Technology Acceptance Model (TAM)

The Technology Acceptance Model (TAM) is based on Theory of Reasoned Action
(TRA) [Ajzen, 80][Fishbein, 75] and assumes that an individual’s behavior or
intention when performing a task or using a system (behavioral intention, or BI) is the
most important predictor for actually performing that task [Davis, 86][Davis,
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89a][Davis, 89b]. Davis oriented this behavioral model towards the adoption of
technological systems, and in TAM the behavioral intention is conditioned upon an
attitudinal factor (A) influenced by two user beliefs: perceived ease of use (PEOU)
and the technological system’s perceived usefulness (PU). The great advantages of
TAM are its ability to achieve a similar or higher level of predictiveness than more
complex theories such as TRA or the Theory of Planned Behaviour (TPB) [Gentry,
02], with lower internal complexity [Lin, 07].
The concept of attitude within TRA represents a predisposition in favor of or
against a stimulus object [Fishbein, 75]. Applied to the field of electronic commerce,
attitude to shop online refers to a consumer‘s –or potential consumer’s, in the case of
non-shoppers– disposition towards the use of B2C-EC in general, as well as an
inclination towards making a purchase using the Internet, which can be favorable or
unfavorable. Therefore, an individual will be more inclined towards using B2C-EC if
he has a favorable attitude towards B2C-EC. Consistent with most of technology
adoption studies –e.g. [Ajzen, 80] [Venkatesh, 96][Pavlou, 03]–, the potential
consumers’ attitude towards the use of B2C-EC is proposed as an antecedent of
intention to use, and thus:
−

H1. A non-shopper’s attitude towards the use of B2C-EC has a significant
positive relationship with the intention to purchase using the Internet.

Perceived usefulness is “"the degree to which a person believes that using a particular
system would enhance his or her job performance” [Davis, 89a]. In the case of
electronic commerce, this usefulness relates to the advantages in using B2C-EC for
the consumer in terms of shopping efficiency. In all prior studies, a strong relationship
has been found between perceived usefulness and attitude to shop online. Therefore,
the following hypothesis is proposed:
−

H2. Perceived usefulness by non-shoppers in B2C-EC has a significant
positive relationship with the user’s attitude towards shopping on the
Internet.

Perceived ease of use, on the other hand, is “the degree to which a person believes
that using a particular system would be free of effort” [Davis, 89a]. Perceived ease of
use has sometimes proved to affect perceived usefulness, but in general there is no
consensus regarding this assertion; furthermore, some studies demonstrated that there
was no significant direct relation between perceived ease of use and attitude towards
use [Arinze, 02][Pavlou, 03][Featherman, 03][Lui, 03][McCloskey, 06]. However,
given that uncertainty exists regarding the relationship, we will test its nature in our
study:
−

H3. Perceived ease of use by non-shoppers in B2C-EC has a significant
direct positive relationship with the user’s attitude towards shopping on the
Internet.

−

H4. Perceived ease of use by non-shoppers in B2C-EC has a significant
direct positive relationship with the perceived usefulness of shopping on the
Internet.
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IDT and Perceived compatibility

In Spain, a great number of traditional brick-and-mortar companies seem reluctant to
use the Internet channel; even though their presence on the Internet is rising for
promotional and marketing purposes, they are not inclined towards doing business
directly with individual shoppers on the web. The main reason is that many of them,
although recognizing the importance of their visibility on the net, still consider ecommerce as a highly innovative channel, with all the uncertainty and risks associated
to innovations. The Innovation Diffusion Theory (IDT) focuses on the study of the
adoption and diffusion of innovations, defined as“an idea, practice or object perceived
as new by an individual or another unit of adoption” [Rogers, 95], and mentioning
five characteristics inherent to every innovation –compatibility, observability, relative
advantage, complexity and trialability– which are linked to adoption or rejection
decisions [Moore, 96].
Tornatzky and Klein found that only compatibility, relative advantage and
complexity were associated with innovative behaviors [Tornatzky, 82], and relative
advantage is usually assimilated into TAM‘s perceived usefulness construct, whereas
complexity is the opposite of perceived ease of use [Moore, 91]; perceived
compatibility, on the other side, has no corresponding construct in TAM. Technology
adoption processes are made in two stages, with the first consisting in the adoptant’s
decision about whether the technology is compatible with him or not, and then a
second where the decision is about whether or not the technology will be useful for
him [Venkatesh, 03]. Thus, considering that this study focuses on the attitudes of
users who have actually made no decision regarding the adoption of B2C-EC yet, the
inclusion of perceived compatibility (PC) in the reference model is reasonable.
Perceived compatibility as a salient attitudinal belief is the perceived consistency
of the innovation with the user’s habits and beliefs, and its positive influence on
consumers attitudes towards the adoption of B2C-EC has been tested empirically in
several studies [Chen, 02][Chen, 04][Herrero Crespo, 04][Van Slyke, 04]
[Vijayasarathy, 04][Hansen, 05] [Wu, 05][He, 07]. Therefore:
─ H5. The perceived compatibility of e-commerce with the beliefs, habits and
values of non-shoppers has a significant positive relationship with their attitude
towards using B2C-EC.
As it was mentioned before, perceived compatibility and perceived usefulness are
related to the two stages of adoption, and hence a relation between the two is
suggested. The consistence of the potential user’s habits and beliefs with the
technology to adopt seem to fit with the belief that this technology may be more
useful to the adoptant than another technology which does not correspond to his
lifestyle. Prior studies seem to confirm the existence of this significant relationship
between compatibility and perceived usefulness [Chen, 04][Wu, 05], and thus it is
proposed:
−

H6. The perceived compatibility of e-commerce with the non-shopper’s
beliefs, habits and values bears a significant positive relationship with the
user’s perceived usefulness of shopping on the Internet.
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Product offering

Electronic commerce offers a great opportunity to deliver a vast selection of products,
available worldwide. Even more, the product offering of Internet surpasses the one
from traditional channels to the point that some products cannot be found anywhere
else [Machlis, 99]. The efficacy of B2C-EC product offering may be explained not
only in terms of the breadth of products available, but also by product pricing
strategies –usually, with more competitive prices than traditional commerce due to
disintermediation, high efficiency in the delivery and customization of digital
products– and channel fit [Chen, 04]. In general, lower prices are expected to be
found in the electronic commerce channel [Jarvenpaa, 97]. These advantages
regarding product offering of the B2C-EC channel when compared with the offline
channel, are expected to have influence both in the attitudes of shoppers and potential
shoppers, since they are offered a wider range of products with less costs, and
perceived usefulness of the e-commerce channel, due to the access to products only
available through this channel [Atchariyachanvanich, 07]. Therefore:
− H7. Product offering of the B2C-EC channel has a significant positive
relationship with non-shoppers' perceived usefulness of B2C-EC
− H8. Product offering of the B2C-EC channel has a significant positive
relationship with non-shoppers' attitudes towards shopping on the internet
2.4

Research model

With the formulated hypothesis form the literature review, the research is based on a
model which allows us to determine the most influential factors in the conformation
of non-shoppers' attitudes and intentions [<see> Fig. 1]. This model takes into account
the original TAM constructs, as well as the product offering of the electronic
commerce channel and the perceived compatibility between the use of these systems
and the current habits, values and beliefs of the potential adoptant.
Product Offering
(PO)

Perceived
Compatibility (PC)
H6

H7

H5
H8

Perceived
Usefulness (PU)
H2
H4
H3

Attitude towards
online shopping
(A)

H1

Behavioral
intention to shop
online (BI)

Perceived Ease of
Use (PEOU)

Figure 1: Proposed research model (greyed boxes are the original TAM constructs)
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Data analysis and results
Procedure and sample

The research consisted on the analysis of the answers of Spanish non-shoppers from a
household panel to a telephone survey based on previously validated scales and made
during the second semester of 2009. Before posing the questions, a brief introduction
to the purpose of the research survey was explained and demographic data were
collected for future segmentation analysis and representativeness consistence (see
[<see> Tab. 1] for a detailed view of the sample demographics). From the 2302
people surveyed, 995 (43.2 percent of the total) claimed to have never shopped on the
internet; all their responses were valid. Prior to the survey, the measurement
instrument was reviewed by technology acceptance scholars and PhD candidates, in
order to assess the clarity and correct translation of questions, and was subject to a
successful validation pre-test from a sample of 30 people.
The scales for TAM constructs were taken from [Davis, 89a] [Davis, 89b], while
the measurement instruments for product offering and perceived compatibility were
elaborated based on the items proposed by [Chen, 04] and [Moore, 91], respectively
(see [<see> Tab. 5] in Appendix 1 for further details). All items were formulated as
Likert-7 scales, with 1 corresponding to "totally disagree" and 7 to "totally agree".
3.2

Measurement instrument and structural model validity assessment

Responses from the survey were analyzed using the partial least squares (PLS)
approach. The software tool used for analysis was PLS Graph, version 3.00, build
1130.
Item reliability [<see> Tab. 2] was assessed through observation of the
standardized loadings of the latent variable indicators, all of which were considered of
a reflective nature. All items have a factor loading higher than the acceptable
threshold of 0.60 [Hair, 98][Chin, 98a], and even from the 0.70 limit value
determined by [Nunnally, 78], with significance values corresponding to p<0.001.
Significance of interaction effects and main effects has been analyzed through a
bootstrap resampling procedure with 500 subsamples.
Convergent validity assessment [<see> Tab. 2] consisted on the analysis of the
constructs' composite reliability and average variance extracted (AVE). Values
obtained were superior to 0.85 and 0.50, respectively, higher than the limit values of
0.7 and 0.5 [Hair, 98][Fornell, 81].
Discriminant validity was tested comparing the square root of AVE with the
bivariate correlations between constructs, as recommended by [Gefen, 05] [<see>
Tab. 3]. It can be observed in [<see> Tab. 3] that the square root of the AVE is higher
than all the bivariate correlations between each construct and the rest of constructs,
which assures that the indicators are correctly measuring their correspondent
construct and none of the others.
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Demographic characteristics

Frequency

Percentage

Agg.
percentage.

Male
Female

304
691

30.6
69.4

30.6
100.0

18-24
25-34
35-49
50-64
>65

207
70
479
190
49

20.8
7.0
48.1
19.1
4.9

20.8
27.8
76.0
95.1
100.0

207
109
142
50
487

20.8
11.0
14.3
5.0
48.9

20.8
31.8
46.0
51.1
100.0

296
520
150
29

29.7
52.3
15.1
2.9

29.7
82.0
97.1
100.0

51
155
233
358
198

5.1
15.6
23.4
36.0
19.9

5.1
20.7
44.1
80.1
100.0

545
111
339

54.8
11.2
34.1

54.8
66.0
100.0

11
43
685
252

1.1
4.3
68.8
25.3

1.1
5.4
74.3
100.0

453
79
463

45.5
7.9
46.5

45.5
53.5
100.0

Gender

Age

Town size
<10000
10000-20000
20000-50000
50000-100000
>100000
Socio-economic status
High / Mid-high
Medium
Medium-Low
Low
Family members
1
2
3
4
>5
No. of sons
No sons
0-5 yr. old sons
6-16 yr. old sons
Academic level
No studies
First grade
Second grade
Third grade
Employment type
Full time
Part time
Unemployed

Table 1: Sample demographics

Hernandez-Garcia A., Iglesias-Pradas S., Chaparro-Pelaez J., Pascual-Miguel F. ...

Construct

Item

Behavioral intention

Attitude towards use

Perceived ease of use

Perceived usefulness

Perceived compatibility

Product offering

Factorial
loading
0.84
0.91
0.90
0.89
0.91
0.87
0.84
0.80
0.83
0.85
0.93
0.89
0.86
0.91
0.87
0.90
0.78
0.79
0.78
0.70
0.83

BI1
BI2
BI3
ATU1
ATU2
ATU3
PEOU1
PEOU2
PEOU3
PU1
PU2
PU3
PC1
PC2
PC3
PC4
PC5
PO1
PO2
PO3
PO4

Composite
reliability
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AVE

0.91

0.78

0.92

0.79

0.87

0.68

0.92

0.79

0.94

0.75

0.86

0.60

Table 2: Item reliability and convergent validity assessment

BI
ATU
PEOU
PU
PC
PO

BI

ATU

PEOU

PU

PC

PO

0.88
0.63
0.36
0.51
0.57
0.43

0.89
0.45
0.64
0.67
0.57

0.83
0.61
0.40
0.57

0.89
0.61
0.56

0.86
0.53

0.78

Table 3: Discriminant validity assessment: Bivariate correlations (in the main
diagonal, the square root of the construct's AVE).
The analysis of the structural model [<see> Fig. 2] showed significant paths for
all relations at the p<0.001 level, except between perceived ease of use and attitude
towards use, which was a non-significant relation. This result is consistent with recent
literature on the adoption of e-commerce by shoppers [Arinze, 02][Featherman,
03][Lui , 03][Pavlou, 03][Wu, 05][McCloskey, 06].
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From the observation of the structural path coefficients, all significant paths
showed values over 0.2, except for the product offering-perceived usefulness relation.
Therefore, it can be affirmed that all the proposed relations have a strong influence,
except the aforementioned PO→PU, which can be considered moderate. In other
words, attitude of non-shoppers towards the use of Internet for purchasing purposes is
influenced by perceived compatibility, perceived ease of use and product offering.
Perceived usefulness is greatly determined by perceived compatibility and perceived
ease of use and, to a lesser extent, by product offering. And finally, attitude towards
use has a strong relation to non-shoppers' intention to use B2C-EC.
With regards to R2 values, the model offers a good explanation of attitudes of
non-shoppers towards B2C-EC [<see> Tab. 4], with 54 percent of the perceived
usefulness variance explained and 56 percent of the attitude towards use. However,
the factors considered explain only a 39 percent of the intention to adopt e-commerce.
Predictive relevance of the model was also tested, through a Stone-Geisser's (Q2)
test using a blindfolding procedure [Krafft, 05] with a distance omission of 7,
according to the recommendation by [Wold, 82]. All cross-validated redundancy
measures were positive [<see> Tab. 4], and therefore we can state that the model has
predictive relevance [Chin, 98b]. Furthermore, the GoF index for PLS Analysis
proposed by [Amato, 04][Tenenhaus, 05] had a value of 0.63, which may be
considered relatively high.
Perceived compatibility
(PC)

Product offering (PO)
0.21***

0.15***

0.38***
Perceived usefulness
(PU)
R2PU=0.54

0.39***

0.28***
Atitude towards online
shopping (A)
R2A=0.56

0.37***
Perceived ease of use
(PEOU)

0.63***

Behavioral intention
to shop online (BI)
R2BI=0.39

0.00ns

Figure 2: Analysis results from the research model
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BI
ATU
PU
Overall
model

R2
0.39
0.56
0.54

Q2
0.31
0.40
0.38
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GoF

0.63

Table 4: Construct variance explained, cross-validated redundancy (Q2) and
goodness-of-fit values.

4

Conclusions and discussion of results

The study of non-shoppers' attitudes towards B2C-EC is an under-researched field.
Most studies which deal with them focus mostly in offering classifications according
to their psychographic characteristics –e.g. [Swinyard, 03]– or in the barriers for ecommerce adoption –e.g. [Udo, 01]–, but despite the multiple studies on e-commerce
adoption, their attitudinal drivers have been neglected in favour of frequent and
occasional shoppers. The technology acceptance model offers a research framework
which allows us to study these attitudinal beliefs and their behavioral intention to use
e-commerce even if they have not made any purchase, from the assumption that
behavioral intention is a strong predictor of actual use [Ajzen, 91]. Our study offers a
new perspective that confronts our results to the existent research on shoppers'
attitudes, based on the validation and predictive ability of the proposed model.
The main finding of our research is that, although the results do not differ much
from those found in e-shoppers' studies, perceived compatibility, and not perceived
usefulness, is the most influential factor in the attitudes of non-shoppers towards
B2C-EC commerce. This influence has proved to be strong both directly and
indirectly through perceived usefulness, which means that non-shoppers main driver
for adoption of e-commerce relies in the cohesion between their lifestyle and ecommerce. One reason for this finding may be that despite efforts being made to
reconcile work and family life, present work conditions in Spain tend towards two
different ways: long commuting times and work shifts –i.e., more time far from
home–, and more time working at home; both of this are consistent with the
advantages offered by e-commerce when compared with offline shopping, and thus
the results from our study may reflect that same perception from a potential adoptant's
perspective.
Consistent with this, and in order to increase sells via B2C-EC via an integration
of Internet use in the lifestyle, institutional measures should be promoted to extend its
use in Spain. The authors believe that the introduction and generalization on the use
of mobile internet and social networks in Spain –at the present time leaded by
Facebook and the local network Tuenti– may contribute to create a digital culture in
which e-commerce barriers will lower due to an increase of perceived compatibility.
Thus, the implementation of mobile Internet social networks around a company's
virtual store appears as a big chance to attract new consumers into B2C-EC via
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perceived compatibility, while at the same time taking advantage of more access to
financial sources [Castillo-Merino, 10].
Non-shoppers also seem to find no special value from ease of use, apart from it
contribution to the global perceived usefulness of B2C-EC –a result consistent with
previous studies–; that is, perceived ease of use per se does not affect their attitudes
towards using e-commerce. Swinyard and Smith already labelled a non-shopper
typology as "technology muddlers", representing a large group with low computer
literacy and low Internet usage [Swinyard, 03]. For them, technology is something
they struggle with and tend to avoid, so it is difficult to assume that e-commerce is
compatible with their beliefs and values. Our results suggest that these kind of users
will not adopt e-commerce disregarding how easy it is for them to use it, but that their
attitude could vary should they consider B2C-EC useful for their purposes.
With regards to product offering of the electronic commerce channel, results from
the study have found that non-shoppers find it important when considering their
attitude towards B2C-EC and, to a lesser extent, useful. This finding unveils a great
opportunity to obtain new customers for B2C-EC companies through innovative and
competitive pricing strategies unavailable at the present time for traditional shops,
such as dynamic pricing and up-to-date best price offers, or by establishing
themselves in niche markets where they can profit from a worldwide target audience
in their competition with specialized offline shops.
On the downside, our study presents one noticeable limitation. Whilst there is a
good explanation of non-shoppers' attitude towards acceptance of e-commerce, and
there seems to be a strong relation between this attitude and intention to shop online,
the 39 percent explained variance of behavioral intention suggests that we have been
able to explain what may drive non-shoppers to adopt B2C-EC, but not to explain
what refrains non-them from completing their first purchase. Given this situation, and
based on the informal comments received from the respondents while taking the
survey, the authors propose a further research in two lines: first, the concept of trust
and risk in B2C-EC to expand TAM-IDT models [Karavasilis, 10], although it is
important to remark at this stage that trust may develop in two steps (predisposition to
trust and confirmation of online trust and building of trust ties); in the authors’
opinion, only initial trust and the risk associated to online transactions would apply to
this kind of study; second, the perceived presence, that is, if there is any special
product characteristic that requires physical interaction or inspection –some of the
respondents mentioned that they ″liked to see what they were buying″).
Finally, and in order to be able to establish generalization for our study, the
authors suggest the need for a contrasting research between B2C-EC non-shoppers,
first-time shoppers and frequent buyers in Spain, so that assumptions of frequent
shoppers’ behaviour may be confirmed, given that most of B2C-EC acceptance
studies are performed mainly in American, Asian and Northern European contexts,
with different rates of Internet adoption, lifestyle and cultural traits.
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Appendix 1
Item

Question
I have the intention to use e-commerce in the next
six months
I am likely to buy some product using e-commerce
in the next six months
I will consider the idea of using e-commerce in the
next six months
I like the idea of using e-commerce to buy products
I think that using e-commerce to buy products is a
good idea
I think that using e-commerce is a smart idea

BI1
BI

BI2
BI3
A1

ATU

A2
A3
PEOU1

PEOU

PEOU2
PEOU3
PU1

PU

PU2
PU3
PC1
PC2

PC

PC3
PC4
PC5
PO1
PO2

PO
PO3
PO4

I think it would be easy to find what I want to shop
in an online shop
I think tha using e-commerce would be easy to
learn for me
I think that using e-commerce would be easy to use
to buy things
I think that using e-commerce would allow me to
shop in less time
I think that using e-commerce would allow me to
improve my shopping efficiency
I think that using e-commerce to shop would be
useful for me
Using e-commerce fits with the way I like to buy
Using e-commerce fits with the way I like to do
things
Using e-commerce is coherent with my habits
Using e-commerce suits my lifestyle
Using e-commerce suits my way of searching
information for products
Using e-commerce would allow me to access to a
wider selection of products
Using e-commerce would allow me to get lower
prices
e-commerce sites have products that are difficult to
find in traditional stores
Overall, I like the product offering in e-commerce
shops

Table 5: List of questionnaire constructs and items.

Source
Adapted
from
[Davis,
89b]
Adapted
from
[Davis,
89b]
Adapted
from
[Davis,
89a]

Adapted
from
[Davis,
89a]

Adapted
from
[Moore,
91]

Adapted
from
[Chen,
04]

