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This review study envisioned to address the basic objective that is to investigate determinants of online consumer behavior. A
conventional review strategy was used to address the objective raised above, i.e., systematic strategy, and also, the obtained data
were analyzed via content analysis. In addition to the above, the study also employed descriptive research design to present the
obtained result descriptively. According to the generated findings, purchase intention is the most studied area, which is
followed by adoption, and conversely, continuance or repurchase stage of online consumer behavior is the most
underresearched area. Perceived usefulness, perceived risk, attitude, perceived ease of use, trust, social influence, subjective
norms, perceived enjoyment, security, perceived behavioral control, web design quality, privacy and security concerns,
demographic factors (e.g., age, gender, occupation, education, and income), perceived value, service quality, perceived
satisfaction, psychological factors (e.g., relative advantage), facilitating conditions, and consumers’ experience are the most
influential factors significantly affecting online consumer behavior at large. Therefore, it is advised that industries those are
experienced or newcomers in the market to work on the identified factors determining the online consumer behavior, to
sustain and achieve success in this dynamic world.

1. Introduction

The society that we live in is in a continuous state of change
[1]. The changed lifestyle of individual consumers, for
instance, has changed their way of doing things such as con-
sumption patterns [2–4]. Such patterns have changed
numerous times in history [5–7]. For example, approxi-
mately 100 years ago, consumption occurred in the form
of bartering or purchases made by traveling merchants [8,
9]. Since then, purchases have been made by means of cata-
logs, retail or boutique stores, and convenience stores like
supermarkets and department stores [9–11].

These days, the developments in the field of communica-
tion, technology, information, and marketing have created
new shifts in the way consumers inform and buy certain
products and services [12]. In particular, in the last two
decades, consumers have become more and more accus-
tomed to using the internet as means to inform themselves
about products or services and about other information in

general [13]. It has become ever so important for the compa-
nies of the 21st century to work on the integration of new
technologies and to understand how consumers use the
internet [12]; while this day, everything is linked with the
World Wide Web, whether it is social interaction or shop-
ping [2]. Companies become aware of the advantages of
working on such technologies can bring in order to provide
better consumer services [14]. Therefore, in a market envi-
ronment that is constantly changing, understanding cus-
tomer buying behavior is decisive for companies to operate
successfully and efficiently [15]. And also, understanding
consumer behavior is considered the cornerstone for suc-
cessful marketing, reliable production management, and
the success of research and development activities [16].

Different scholars have given their own definitions con-
cerning the concept of consumer behavior from various cor-
ners of view but with similar understanding. For instance,
Kotler [17] defined as it the study of how people buy, what
they buy, when they buy, and why they buy. According to
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Jacoby [18], consumer behavior refers to the acquisition,
consumption, and disposition of products, services, time,
and ideas by decision-making units. It is the study of con-
sumers and the processes they use to choose, use (consume),
and dispose of products and services, including consumers’
emotional, mental, and behavioral responses [19]. As
defined by Schiffman and Kanuk [20], consumer behavior
is the behavior that consumers display in searching for, pur-
chasing, using, evaluating, and disposing of products and
services that they expect will satisfy their needs.

The American Marketing Association on the other hand,
defined consumer behavior as the dynamic interaction of
affect and cognition, behavior, and the environment by
which human beings conduct the exchange aspects of their
lives [21]. In this definition, consumer behavior is viewed
as a relationship between the environment and the con-
sumer’s psychological and emotional state [22]. The envi-
ronment includes all the things that influence the thoughts,
feelings, and actions of consumers [23]. These include advice
from other consumers, advertisements, price information,
packaging, product appearance, blogs, and many others
[24]. It is important to recognize from this definition that
consumer behavior is dynamic, involves interactions, and
exchange decisions [25, 26]. From the above definitions,
therefore, it can be understood that acquisition, consump-
tion, and disposition issues are the main pillar points that
have been used to explain the concept of consumer behavior
by scholars.

In the modern world, the popularity of the internet is
increasing rapidly [27–29] as a result, companies have
started investing hundreds of millions of dollars in efforts
to establish an electronic presence on the internet [30].
Accordingly, this vital emphasis on the rapid development
of the internet has drastically modified the lives of con-
sumers around the world and played an essential role in
globalizing and changing the consumer buying process [28,
31]. For example, the expansion of online shopping has pro-
vided customers the option to easily compare product char-
acteristics and prices, making it the most flexible way of
purchasing [32]. Online shopping also adds great conve-
nience to the life of the people, and they do not have to
spend their time going to a store or driving to retail stores
[33, 34]. At large, buying online is always a more beneficial
deal than visiting retail stores in terms of more various
options and time efficiency [35, 36].

In the current global scenario, the growth of online
commercial retail transactions has remarkably been
obtaining the utmost emphasis; businesses have been
undergoing a huge digital transformation [37–39]. For
instance, the integration of new digital technologies, digital
business models, including platform-based multisided mar-
ket places, access to information, a global vision, and
changes in computation and mobile shopping [40–43].
All of these digital transformations have led to changes
in peoples’ purchase behavior and consequently, that of
the consumer [44]. This day, therefore, consumers, not
only those from well-developed countries, but also, those
from developing countries are getting used to the new
shopping channel [45].

Over the last decade, the number of online shopping
portals, the breadth of products available online, and access
to fast internet has continuously grown [46]. This develop-
ment has led to both a maturing of online shopping as a
retail channel and profound changes in people’s shopping
behavior [47, 48]. In 2019/2020, online sales were estimated
to account for $3.36 trillion or 13.6% of retail sales globally,
representing a 20.2% increase over the previous year. This
includes, for instance, 34.1% of total retail sales in China,
21.8% in the UK, and 11% in the US (Ibid.). The sales pre-
dicted a growth of up to $4.8 trillion by 2021/2022 [49].
However, online shopping is still in the infancy stage in most
developing countries. Statistics indicate that only 15% of
African households made an online purchase in 2018 [50].
This situation makes understanding of the determinants of
online consumer behavior extremely essential for industries’
online business success [51–53].

According to various sources, e.g., Elhoushy and Lan-
zini [54]; Reed et al. [55]; Tanrikulu [56]; and Zhang
et al. [57], online consumer behavior research is a young
and dynamic academic domain, which is described by a
diverse set of variables studied from multiple theoretical
perspectives [58–60]. The Theory of Reasoned Action
[61], the Technology Acceptance Model [62], the Theory
of Planned Behavior [63], Innovation Diffusion Theory
[64, 65], and Flow Theory [66] are some of the theories
that have been used by most researchers for investigating
online consumer behavior [67, 68].

Online consumer behavior has been the subject of con-
siderable research in the last few years [69], and scholars
continue to explain online consumers’ behavior from a
diverse perspective [70]. Such as website use, future use, pur-
chase, future purchase, unplanned purchase, channel prefer-
ence, and satisfaction [71]. This hopefully contributes to
describing the relationships between key variables that pre-
dict and determine consumer behavior in electronic chan-
nels (Ibid.). The recent failure of a large number of
companies operating online epitomizes the challenges of
working via virtual channels and underscores the require-
ment to better understand key drivers of online consumer
behavior [72]. One reason might be that of limited scholarly
attention has been devoted to understanding potential fac-
tors that influence online consumer behavior [69].

Despite the increasing attention and interest surround-
ing online consumer behavior in the last decade [73], the
studies appear relatively still immature and fragmented with
contradictory findings, which exhibits an important research
potential. For example, there is a paucity of documented
studies that attempt to integrate research findings across
studies from a theoretical marketing and consumer behavior
perspective [73]. Besides, prior studies have investigated
online consumer behavior (e.g. [74–79]), nonetheless, with-
out considering variability often exists among online con-
sumers; let us say, in terms of their a priori preferences or
attitude regarding a technology [69].

In particular, online consumer purchase stages are inten-
tion, adoption, and continuance, and various studies were
carried out these days. For instance, factors affecting con-
sumer’s intention (e.g. [80–86]), relationships of consumers’
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intention (e.g. [87]), and consumer’s adoption (e.g. [28,
88–91]). There are also studies conducted on consumer’s
continuance, for example, Gidey [34]. However, there is an
insignificant number of studies were conducted on the deter-
minants of purchase intention to continuance with regard to
online consumer behavior [92–95].

In conclusion, there are shortages of studies in the exist-
ing literature on understanding the determinants of online
consumer behavior in respect of purchase intention, adop-
tion, and continuance stages in a comprehensive manner
in this digitalized world; though there are significant num-
bers of studies predominantly conducted in relation to the
two online purchase stages (purchase intention and adop-
tion). Therefore, this study will investigate determinants of
purchase intention to continuance in respect of online con-
sumer behavior, using the Cheung and Chan model.

The main reason for selecting the Cheung and Chan
model specific to this study is that it is an integrative model
that was developed by Cheung and Chan, which apparently
stated the potential online consumer behavior determinants
into five major domain areas (individual/consumer charac-
teristics, environmental influences, product/service charac-
teristics, medium characteristics, and online merchant and
intermediary characteristics) with major online consumer
purchase categories (intention, adoption, and continuance).

1.1. Research Question. The following research question is
addressed:

(i) What are the factors determining online consumer
behavior using the Cheung and Chan model?

1.2. Objective of the Study. This study was focused on the fol-
lowing objective:

(i) To investigate determinants of online consumer
behavior using the Cheung and Chan model

2. Research Methods

2.1. Review Method. This study follows a systematic litera-
ture review method to analyze, summarize, and draw infer-
ences [96, 97] from the accessible literature on online
consumer behavior. The intention of the current study is
to analyze and categorize the available literature on online
consumer behavior into different focus areas such as based
on the purchase stages (intention, adoption, and continu-
ance) and to identify avenues for future research. This
review approach comprises three steps and discusses time
horizon, database selection, and article selection.

2.2. Time Horizon for the Selection of Articles. For the review
and assessment process, the date of publication of the jour-
nal articles considered was between the beginning of 2010
and the beginning of 2022. The year 2010 was chosen as
the starting point for collecting the relevant data because
extended time gives chance to get rich evidence to answer
the raised research questions. As Meline [98] suggests, what-
ever time period is selected, reviewers are expected to pro-
vide sufficient justification for their choice. Likewise, the

beginning of 2022 was selected as the endpoint to include
the most recent academic journal publications in light of
the increase in articles that have addressed this highly signif-
icant topic.

2.3. Selection of Databases. This study used a number of
online databases to identify current and pertaining literature
on online consumer behavior. The studies were carried out
in the English language and the sources of online databases
were Wiley Online Library, SpringerLink, Emerald Insight,
Taylor and Francis, PubMed, Google Scholar, and Science-
Direct. While an attempt was made to include the most arti-
cles possible, the present study does not claim that the
databases are either complete or exhaustive in nature.

2.4. Article Selection. The current study followed a systematic
review procedure as precisely indicated in Figure 1 and
described in the following manner. Firstly, keywords were
defined as search criteria in online databases. The keywords
encompassed “Consumer Behavior,” “Internet Shopping,”
“Online Consumer Behavior,” “Online Consumer Purchas-
ing Behavior,” “Online Shopping,” “E-Tail,” “E-Commerce,”
“E-Shopping,” and “Online Consumer Purchasing” in the
title of the above-mentioned online databases and contained
in all text. Next, every article in the leading academic jour-
nals from 2010 to 2022 was considered. 981 articles were
selected and the preliminary result included 115 articles.

Then, the abstracts were read to evaluate the relevance of
journal articles in online consumer behavior. In this regard,
articles that seemed nonrelevant to this study were eliminated
to ensure consistent focus and to reduce bias. Further, duplica-
tions of articles were eliminated to avoid counting a paper
twice in our analysis [99]. This process resulted in 50 articles
for review—and that were chosen based on their originality,
clearly stated aims, and relevance. Figure 1 presents a sum-
mary of the article selection process used by this study.

Concerning the nature of the studies considered under
this systematic review, as can be observed in Figure 2, the
large majority of the included studies are quantitative in
nature, which covers 88% of the total selected studies,
followed by mixed (8%), systematic (2%), and narrative
(2%) studies.

2.5. Data Analysis. At first, all the online consumer behavior
data were collected from the involved studies in this review
study. The collected online consumer behavior data were
processed iteratively in order to answer the questions raised
in the introduction part of this study. In this regard, this
study employed a content analysis method to analyze the
collected data. According to Elo et al. [100], content analysis
is a research tool used to determine the presence of certain
words, themes, or concepts within some given data, such
as qualitative or quantitative. It is a systematic and quantita-
tive approach to analyzing the content or meaning and
describing the phenomenon of an organization [101]. Thus,
using this analysis method, researchers and scholars can quan-
tify and analyze the presence, meanings, and relationships of
certain words, themes, or concepts, for instance, online con-
sumer behavior [100].
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3. Discussions of Findings

This part of the study focused on discussing findings
obtained from relevant studies exclusively conducted on
online consumer behavior in relation to its determinants of
online consumer purchase. This study considered three basic

domains such as presenting general results about online con-
sumer behavior, then, discussing and addressing the specific
objective presented in the introduction part of chapter one
will follow. This objective is to investigate determinants of
online consumer behavior. Through this, this study will
apparently discuss the center of focus, level of analysis,
models/theories employed, target group, and method of
analysis, of the selected studies, to draw gaps, which can
open up a juncture for future research to be conducted based
on the gaps.

To address the research objective, i.e., to investigate
determinants of online consumer behavior, 50 studies were
considered, which comprised empirical and conceptual
studies.

3.1. General Results. In advance, addressing the specific
objective, some general issues are presented and discussed
in the following sections such as online consumer behavior
studies by a list of published journals, nature of industries,
sector, country and region (where online consumer behavior
studies were conducted), methods of data analysis, research
design, theory/model employed, sample source, and also,
discusses online consumer behavior studies based on the

Search in electronic databases 

Are these criteria
fulflled?
(i) Time period
(ii) Key words
(iii)Key journals

Exclusion

115 articles  

Reading of abstract and conclusion 

Is the article lacking
relevance and quality?
Are articles duplicated? 

73 articles

Reading entire articles and scanning
of citations and bibliographies

Are articles clearly related
to one the online consumer

behavior keywords, of high quality
and of subject

Exclusion

Exclusion

50 articles

Figure 1: Summary of article selection process. Source: Adapted from Yong et al. [147].
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Figure 2: Nature of the studies.
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center of focus. The following Table 1 presents online con-
sumer behavior studies by a list of publishing journals.

From 50 eligible studies found in 50 articles in 42 jour-
nals, the majority of journals had published just one
(N = 34) or two or more (N = 8) articles. Table 1 shows the
most prolific journals with at least two published online con-
sumer behavior studies. The most prolific journals are Asia
Pacific Journal of Marketing and Logistics (Emerald),
Cogent Business and Management, International Journal of
Marketing Studies, Journal of Business Research (Elsevier),
Journal of Computer Information Systems, Journal of Retail-
ing and Consumer Services (Elsevier), Journal of Theoretical
and Applied Electronic Commerce Research, and Sustain-
ability (MDPI) published two articles, respectively. Figure 3
presents online consumer behavior studies by nature of the
organization.

According to Figure 3, almost equivalent share of online
consumer behavior studies conducted in public, private, and
mixed (i.e., studies conducted using both natures of organiza-
tions such as publicly based organizations and private ones
together) natures; accordingly, their share out of the total stud-
ies are presented as 38% (19), 32% (16), and 28% (14) for pub-
lic, private, and mixed, and the remaining 2% (1) is not
applicable studies, respectively. Therefore, as can be under-
stood from the result above, there are still shortages of studies
conducted at the global level by taking into account both
natures of organizations (public and private) together in the
extant studies, which predominantly emphasized online con-
sumer behavior, while currently almost equal emphasis is
being given by researchers and scholars carrying out studies
that having either public or private nature in the extant litera-
ture. This situation may result in a problem to identify deter-
mining factors affecting online consumer behavior that are
equally applicable to all organizations. The next section pre-
sents online consumer behavior studies by sector.

Figure 4 presented online consumer behavior studies
sector-wise; accordingly, a large number of studies 50%
(25) were conducted in the service sector, and online con-
sumer behavior studies were done by taking into consider-

ation both sectors, i.e., service and manufacturing, covering
the second-largest number that is 34% (17) and manufactur-
ing 14% (7), and the remaining 2% (1) is not applicable to
either of the case. From the studies conducted in the service
sector, education takes the leading position of 52% (13) par-
ticularly studies focused on tertiary level, i.e., university, and
the next place is owned by other services such as bank,
finance and insurance, hotel, health, and administration cit-
ies. Therefore, the finding indicated that there is a lack of
online consumer behavior studies in some sectors like the
manufacturing sector, and also the available studies con-
ducted on the sector are only limited to apparel, fashion,
pharmaceutical, and wood furniture industries. Similarly,
there is also a shortage of online consumer behavior studies
on primary and secondary level education. Figure 5 presents
online consumer behavior studies by country of origin.

Figure 5 described about online consumer behavior
studies by their countries of origin, therefore, the finding
revealed that online consumer behavior is a concept with a
global reach from all corners. However, there is a

Table 1: List of online consumer behavior studies published
journals.

Journal name Number Percentage

Asia Pacific Journal of Marketing and
Logistics (Emerald)

2 4

Cogent business & management 2 4

International Journal of Marketing Studies 2 4

Journal of Business Research (Elsevier) 2 4

Journal of Computer Information Systems 2 4

Journal of Retailing and Consumer Services
(Elsevier)

2 4

Journal of Theoretical and Applied
Electronic Commerce Research

2 4

Sustainability (MDPI) 2 4

Others 34 68

Total 50 100

Source: own survey (2022).
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Figure 3: Online consumer behavior studies by nature of
organization.
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Figure 4: Online consumer behavior studies by sector.
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concentration of online consumer behavior studies in spe-
cific countries, for instance, USA, which have the biggest
share in the extant literature. Based on region, North Amer-
ica, Asia, and the Middle East are taking the leading posi-
tions in the number of online consumer behavior studies.
On the other hand, online consumer behavior studies are
less represented in some content, for example, Africa. This
can expose a trend that raises questions about the aspirations
of generalizable knowledge on online consumer behavior.
Therefore, from the finding obtained, African countries are
the place where a shortage of online consumer behavior
studies is exclusively seen. And also, a number of online con-
sumer behavior studies are insufficiently conducted across
countries or by considering two or more countries or con-
ducted at a multinational level, the existing studies.
Figure 6 portrays data analysis methods employed by online
consumer behavior studies.

As can be understood from Figure 6, regarding data
analysis methods used, 58% (29) of the online consumer
behavior-focused studies were analyzed using structural
equation modeling (SEM), 14% (7) factor analysis (FA),
10% (5) descriptive statistics (such as frequency, mean,
median, and standard deviation), 8% (4) mixed (data analy-
sis methods used particularly to qualitative and quantitative
data analysis methods, e.g., FDG, interview, SEM, MLRM,
and correlation test together), 6% (3) of the studies were
analyzed using multiple linear regression model (MLRM),
and very limited number of the studies were used in correla-
tion (Pearson’s correlation test) and ANOVA tests, which
cover 2% (1) and 2% (1), respectively, of the selected studies.
Therefore, this shows that almost more than half of the stud-
ies focused on online consumer behavior employed inferen-
tial statistics. Similarly, 92% of online consumer behavior
studies used a cross-sectional research design and were self-
reported. Furthermore, a large majority of online consumer
behavior studies are surveys which accounts for 84%, and
the rest 8% goes for studies conducted using a mixed
approach. The following section describes the model/theory
employed by online consumer behavior studies.

Figure 7 has presented model/theory employed by online
consumer behavior studies; accordingly, only 42% of the
studies were conducted using clear and conventional
model/theory such as expectation-confirmation model
(ECM) with task-technology fit (TTF) model and the trust
factor (ECM, TTF, and TF) 2% (1), technology acceptance
model and the theory of planned behavior 10% (5), technol-
ogy acceptance model (TAM) 6% (3), the theory of planned
behavior (TPB) and the protection motivation theory (PMT)
2% (1), unified theory of acceptance and use of technology
(UTAUT) and innovation resistance theory (IRT) 2% (1),
unified theory of acceptance and use of technology (UTAU
T) 6% (3), theory of planned behavior (TPB) 4% (2), theory
of reasoned action (TRA) 2% (1), theory of reasoned action
(TRA) and theory of planned behavior (TPB) 2% (1), flow
theory 2% (1), and stimulus-organism-response model
(SORM) 2% (1); 12% (6) of the studies focused on model
development; 2% (1) of the studies categorized under
“others” while employed various frameworks for instance,
Cattell’s sixteen personality factor (16PF), and the remaining

0
1
2
3
4
5
6

UK
Ehiopia

India
USA

Tailand

Cross-countries

Romania

Croatia

Korea

Vietnam
France

Malaysia
German

Morocco
Indonesia

Slovak Republic

Chile

Portugal

Pakistan

Canada

Spain

China
Taiwan

Iran

Number

Source: Own Survey (2022)

Figure 5: Online consumer behavior studies by country.

0
5

10
15
20
25
30

Number

Desc
rip

tiv
e s

tat
isti

cs

MLRM
SE

M FA

Corre
lat

ion tes
t

ANOVA
Mixe

d

Source: Own Survey (2022)

Figure 6: Data analysis methods employed by online consumer
behavior studies.

1
5

3 6
1

1
32111

1
1

5

18

0

5

10

15

20
ECM, TTF, & TF

TAM & TPB

TAM

Model dev’nt

TPB & PMT

UTAUT & IRT

UTAUT
TPBTRA

TAM & EAM

TRA, DSI, &TPB

Flow theory

SORM

Others

Not identifed/unclear

Number

Source: Own Survey (2022)

Figure 7: Model/theory employed by online consumer behavior
studies.

6 Human Behavior and Emerging Technologies



44% (22) were carried out without a model or unclear.
Therefore, the majority of the past studies were not used
apparent models/theories to investigate online consumer
behavior, and there is also a contradiction.

For example, the studies that apparently used technology
acceptance model (TAM) and the theory of planned behav-
ior (TPB): Wu and Song [102], Ha et al. [82], Mengistie and
Worku [103], and Teka [104]; technology acceptance model
(TAM): Karaveg [105], Changchit et al. [106], and Lai and
Wang [107]; unified theory of acceptance and use of tech-
nology (UTAUT): Mengesha and Garfield [108], Mäntymä-
kia and Salo [109], and Escobar-Rodríguez and Carvajal-
Trujillo [80]; flow theory: Richard et al. [110]; the theory
of reasoned action (TRA): Andrews and Bianchi [111]; the
theory of reasoned action (TRA) and theory of planned
behavior (TPB): Yusmita et al. [112]; the theory of planned
behavior (TPB): Lee and Chen [113] and Moon et al. [9];
the theory of reasoned action (TRA), domain specific inno-
vativeness (DSI), and the theory of planned behavior
(TPB): Javadi et al. [114]; unified theory of acceptance and
use of technology (UTAUT) and innovation resistance the-
ory (IRT): Soh et al. [115]. Figure 8 describes the sample
sources used by online consumer behavior studies, in the
existing literature.

As can be clearly seen in Figure 8, regarding sample
sources employed by online consumer behavior studies,
therefore, four basic categories of sample sources are used
by the studies such as consumers (in general) 60% (30), stu-
dent consumers 30% (15), staff/employees consumers 4%
(2), and user and nonusers 2% (1), and the rest studies,
i.e., 4%(2) are categorized as “not applicable”, which con-
ducted in systematic and narrative approaches or while these
are review studies. Therefore, the finding revealed that the
largest majority of the online consumer studies have “con-
sumers” sample source in general, followed by student con-
sumers in the existing literature. On the contrary, a very
insignificant number of studies or only one study considered
users and nonusers as a sample source to investigate a com-
pany’s online consumer behavior. This study is the one
which is conducted by Javadi et al. [114], with a research title
“An Analysis of Factors Affecting on Online Shopping
Behavior of Consumers,” using two main groups, i.e., con-
sumers who are purchasing and individuals who do not start
purchasing company’s products via online. This indicated
that there are serious shortages of studies conducted consid-
ering users and nonusers type of sample source in extant
online consumer behavior studies.

Regarding online consumer behavior studies conducted
using consumers in general as a sample source, a consider-
able number of studies have used consumers with various
statuses and groups such as age, income, and education
levels. For instance, studies conducted using consumers’
age groups: older adults [102, 115], adult individuals [116,
117], young consumers [33, 118]; consumers’ income
groups: middle and higher income [119]; based on education
levels of consumers: highly educated [110, 111]. As can be
understood from the findings, the studies are more focused
on and used a sample source of adults/young individuals
those highly educated. This shows us there is a lack of stud-

ies investigating factors affecting older and illiterate con-
sumers’ online purchase behavior.

Figure 8 also indicated that not a few studies were con-
ducted using student consumers as a sample source to inves-
tigate online consumer behavior, in the existing literature.
According to the findings, the studies have used university
students studying at undergraduate and graduate levels. To
list some of these studies’ authors: Lixandroiu et al. [120],
Daroch et al. [2], Ozdemir and Naserinia [121], Tran
[122], Changchit et al. [106], Lee and Lee [123], Bucko
et al. [124], Kim and Ammeter [69], Moody et al. [125], Rah-
namaee and Berger [126], Yusmita et al. [112], Mazaheri
et al. [127], Richard [128], and Lee and Chen [113]. This
study also revealed that primary and secondary level student
consumers are the most neglected groups in the existing
online consumer behavior studies. The following section
presents descriptions regarding the center of focus of online
consumer behavior studies, in the extant literature.

Figure 9 presents online consumer purchase stages, thus,
as can be understood from the result, the online consumer
behavior studies were conducted at intention 58% (29),
adoption 34% (17), and continuance 8% (4) stages. As the
finding indicated that the majority of the existing online
consumer behavior studies were carried out to investigate
purchase intentions of consumers, followed by studies
focused on adoption, which has taken the second largest
numbers, and conversely, a very insignificant number of
studies carried out to investigate determinants of online con-
sumers repurchase or continuance behavior. For instance,
product and service-providing industries/businesses such as
education (e.g. [2, 69, 120–122]), banks (e.g. [103]), fashion
(e.g. [129]), city administrations (e.g. [130]), and apparel
(e.g. [131]) are more emphasized on online purchase inten-
tion, according to the shown researchers.

Some of the studies focused on investigating factors
affecting online consumer purchase/adoption as follows:
banks (e.g. [104, 132]), apparel (e.g. [105]), wood furniture
(e.g. [15]), CyberPharma (e.g. [133]), health (e.g. [108]),
education (e.g. [106, 123, 124]), and city administrations
(e.g. [134]). In contrast, very few studies were conducted
on repurchase/continuance intention of online consumers,
in the existing studies, for instance, to list some: retailing
business [116, 117] and education (e.g. [126]). Therefore, it

Consumers
60%

Student consumers
30%

Staf/employees
consumers

4%

Users &
non-users

2%
Not applicable

4%

Source: Own Survey (2022)

Figure 8: Sample source of online consumer behavior studies.

7Human Behavior and Emerging Technologies



can be concluded that continuance stage is the most forgot-
ten and underresearched area in online consumer behavior
studies in the extant literature.

3.2. Determinants of Online Consumer Behavior Using
Cheung and Chan Model. As proposed by Cheung and Chan
model, extant studies on the potential determinants of
online consumer behavior are separated into five major
domain areas: individual/consumer characteristics, environ-
mental influences, product/service characteristics, medium
characteristics, and online merchant and intermediary char-
acteristics with major online consumer purchase categories
such as intention, adoption, and continuance. In this regard,
Table 2 presented determinants of online consumer behav-
ior from purchase intention perspective.

3.2.1. Determinants of Online Consumer Behavior
(Intention). As can be seen in Table 2, regarding investigat-
ing determinants of online consumer behavior from individ-
ual/consumer characteristics, accordingly, various factors
were addressed by the existing studies such as trust, attitude,
experience, degree of knowledge, degree of participation,
perceived risks (function, finance, product, and physical),
value, motivation, perceived satisfaction, demographic fac-
tors (gender), psychological factors (perceived advantage,
perceived information asymmetry, and emotions), perceived
enjoyment, and innovativeness are factors that affecting
online consumer behavior (e.g. [2, 9, 32, 82, 103, 115, 118,
120–122, 129, 130, 135]). For example, according to Al-
Hattami [135], trust has a positive impact on consumers’
intention to continue the usage of online shopping. By the
same token, the finding of Ha et al. [82] revealed that the
shopping intention of online consumers is positively affected
by their attitude. Though, there are also consumer
characteristic-related factors that do not yet get emphasis
in the extant online consumer studies such as consumer life-
style, flow, and related to demographic factors such as age
and income level.

Purchase intention of online consumers is also affected
by various environmental factors, as can clearly be under-
stood from Table 2, factors such as vulnerability, cognition
of government policy, subjective norm, perceived behavioral
control, facilitating conditions, social influence, cultural
values, image, and structure (e.g. [9, 82, 83, 103, 109, 115,
118, 121, 129, 130]). For instance, subjective norms signifi-

cantly affect online shopping behavior [9, 114]. Similarly,
the shopping intention of online consumers is significantly
affected by their perception of behavioral control [82]. How-
ever, there are shortages of online consumer behavior stud-
ies investigating environmental factors such as exposure
and attention.

From the same table (Table 2), factors affecting relation
to product/service characteristics, medium characteristics,
and merchants and intermediate characteristics, on online
consumer behavior, has presented. Product/service charac-
teristics: product information, product variety, and price
are factors obtained emphasis by the existing online con-
sumer behavior studies [2, 69, 80]. For example, according
to Daroch et al. [2], product information has a significant
impact on consumers buying from online sites. However,
there are lack of studies in the extant literature on the fac-
tors: product knowledge and type, layout, frequency of pur-
chase, tangibility, and differentiation factors on online
consumer purchase intention.

Medium characteristic-related factors that have obtained
focus in the online consumer behavior studies are perceived
usefulness, confirmation, security, compatibility, perceived
ease of use, convenience, and website design (e.g. [2, 32, 33,
82, 103, 115, 119–122, 129, 131, 135]). According to the find-
ings of Mengistie and Worku [103] and Lai and Wang [107],
perceived usefulness and perceived ease of use were significant
in affecting customer’s online purchase intention. Likewise,
security practices influence a buyer’s perceived risk to pur-
chase gemstones online [136]. On the other hand, navigation,
interface, and reliability are factors to those have not yet been
investigated in the extant literature.

According to Table 2, with regard to merchants and
intermediate characteristics, merchandise, retailer brand,
performance expectation, service quality, privacy and secu-
rity, and time risk are factors that affect online consumer
behavior [2, 80, 83, 86, 114, 115, 118, 122, 136]. For exam-
ple, security and privacy risk are significant factors that
prevent consumers from online apparel products shopping
in Ethiopia [131]. However, delivery/logistic, after-sale ser-
vice, and incentive are factors that shortages of studies
seriously observed in the existing online consumer behav-
ior literature.

3.2.2. Determinants of Online Consumer Behavior
(Adoption). Table 3 presented determinants of online con-
sumer behavior from adoption stage, accordingly, individual
characteristic-related factors that affect consumers’ online
purchases are the following: orientation, awareness, experi-
ence, demographic (age, gender, occupation, education,
and income), attitude, perceived risk, perceived value, per-
ceived enjoyment, and concentration factors (e.g. [15,
104–106, 134, 137–139]). According to the research findings
of Gu et al. [137], the impact of consumer awareness and
experience has increased in affecting online consumer buy-
ing behavior. Similarly, the findings of the study [134]
revealed that online shopping among selected respondents
is strongly influenced by the demographic profile of the pur-
chaser which included factors like age, gender, education,
occupation, and income. And also, the same result was

0 5 10 20 3015 25

Intention

Adoption

Continuance

Number

Source: Own Survey (2022)

Figure 9: Online consumer behavior studies by center of focus.
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obtained regarding perceived risk, and it has a significant
effect on online consumer purchases [104]. Nonetheless,
individual factors such as lifestyle, motivation, knowledge,
innovativeness, involvement, flow, and satisfaction factors
and their impact on online consumer purchases have not
yet been investigated in the existing studies.

The same table (Table 3) also described environmental
and product-related factors affecting online consumer pur-
chase in the extant literature. In this regard, environmental
factors that affect online purchase are perceived behavioral
control, subjective norms, facilitating conditions, social influ-
ence, and habit (e.g. [104, 108, 124, 140]). As Teka [104]
revealed that perceived behavioral control as well as subjective
norms have a significant positive impact on users’ e-banking
usage practice in Ethiopia. Exposure, attention, and image
are factors that shortages of studies clearly observed in the
extant online consumer behavior literature. Besides, product
involvement, price, scarcity, and product details are identified
as a product characteristic factors that influence online con-
sumer purchase [105, 124]. For instance, the factor of price
explained the largest part and is especially important for uni-
versity students which critically affect their online purchase
in the Slovak Republic, according to Bucko et al. [124]. Con-
versely, product type, layout, frequency of purchase, tangibil-
ity, and differentiation are product characteristics factors not
yet getting emphasis in the existing online consumer studies
on their impact on online consumers.

Feasibility and readiness, usefulness, ease of use, security,
constancy, adaptiveness, introversion, compatibility, and
web design quality are medium characteristics factors affect-
ing online consumer purchase [104–106, 108, 132, 133, 137],
as indicated in Table 3. A study by Karaveg [105] revealed
that usefulness and ease of use factors have positively signif-

icant influences on consumers online purchasing behavior,
especially those who have apparel product experience and
who enjoy shopping process, in apparel industry, in Thai-
land. In this respect, our results support the usefulness of
the multiperspective react-cope-adapt framework of con-
strained consumer behavior in an online environment [133].

Regarding merchants and intermediate characteristic-
related factors, Table 3 shows that performance expectancy,
effort expectancy, perceived quality risk, time pressure, per-
ceived delivery risk, perceived after-sale risk, and perceived
privacy risk are factors affecting online consumer purchase,
in the existing literature [105, 108, 113, 140, 141]. According
to the findings of Zhang et al. [141], for instance, perceived
quality risk, perceived time risk, perceived delivery risk, and
perceived after-sale risk affect significantly customers’ pur-
chasing behavior in the overall process of B2C in China. Nev-
ertheless, brand reputation and incentive factors are not yet
apparently investigated with regard to their impacts by the
extant online consumer behavior studies.

3.2.3. Determinants of Online Consumer Behavior
(Continuance). Table 4 portrays factors that affect online
consumer repurchase/continuance behavior in particular
from consumers’ characteristics and environmental influ-
ence perspectives. Consumer characteristic factors affecting
online repurchase behavior of consumers are attitudes,
adults’ perceptions, customer satisfaction, customer trust,
and perceived value (e.g. [116, 117]). For example, according
to the study by Pham et al. [116], perceived value signifi-
cantly influences repurchase intention of online consumers.
However, there are significant number of possible factors
that have not yet been obtained, especially, focus on the
existing online consumer behavior studies, for instance,

Table 4: Determinants of online consumer behavior (continuance).

Domain area Description Key factors Studies

Individual/
consumer
characteristics

Referring to internal individual factors and
behavioral characteristics

(i) Attitudes
(ii) Adults’ perceptions
(iii) Customer satisfaction
(iv) Customer trust
(v) Perceived value

Wu and Song [102]; Rita et al.
[117]; Pham et al. [116];

Rahnamaee and Berger [126]

Environmental
influences

Referring to the structural influences, including
market-related issues (uncertainty, competition,

and concentration) and national and
international issues (legal structure, trade

restrictions, and culture)

(i) Perceived social isolation
(ii) Subjective norms
(iii) Perceived behavioral control

Wu and Song [102]

Product/service
characteristics

Referring to knowledge about the product,
product type, frequency of purchase, tangibility,

and product quality
(i) Price Rahnamaee and Berger [122]

Medium
characteristics

Referring to both traditional IS attributes (ease
of use, quality, security, and reliability) and web-

specific factors (navigation, interface, and
network speed)

(i) Perceived usefulness
(ii) Perceived ease of use
(iii) Website design
(iv) Convenience
(v) Website security
(vi) Website privacy

Wu and Song [102]; Rita et al.
[117]; Pham et al. [116];

Rahnamaee and Berger [126]

Merchants and
intermediate
characteristics

Referring to the key attributes/features of the
online stores

(i) Perceived lack of shopping mobility
(ii) Service quality
(iii) Brand prestige

Wu and Song [102]; Rita et al.
[117]; Rahnamaee and Berger

[126]

Source: own survey (2022).
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consumer lifestyle, motivation, knowledge, innovativeness,
involvement, demographic factors (e.g. gender, occupation,
education, and income), flow, and experience factors.

Besides, perceived social isolation, subjective norms, and
perceived behavioral control are environmental factors influ-
ence online consumers repurchase [102]; and the finding of
Wu and Song [102] revealed that these factors significantly
impacting consumers’ intentions to continue online shopping.
In contrast, environmental factors such as exposure, attention,
and image are factors not yet received attention from
researchers and scholars to investigate their impact on online
consumer repurchase. Moreover, price factor is the only factor
addressed by the existing studies—its impact on consumers’
online repurchases under product/service characteristic-
related factors, and as per Rahnamaee and Berger [126] find-
ing indicated that, price has a significant impact on intention
to repurchase. In this regard, product/service characteristic
factors that are most neglected or not apparently investigated,
to list some: product knowledge, product type, layout, fre-
quency of purchase, tangibility, and differentiation factors.

The same table (Table 4) shows factors investigated in
relation to medium characteristics and merchants and
intermediate characteristics. Medium characteristic factors
influencing consumer online continuance/repurchase are
perceived usefulness, perceived ease of use, website design,
convenience (access, search, evaluation, transaction, and
possession/postpurchase), and website security and privacy
(e.g. [102, 108]). And as stated by Pham et al. [116], for
example, perceived usefulness and perceived ease of use
factors are significantly influencing consumers’ online con-
tinuance. Interface, reliability, and navigation factors are
not investigated sufficiently in the extant literature.

Moreover, perceived lack of shopping mobility, customer
service quality, and brand prestige are merchants and interme-
diate characteristics-related factors influencing consumer
online continuance (e.g. [117, 126]), and Rita et al. [117] indi-
cated that e-service quality significantly influencing con-
sumers online repurchase intention. However, there is a
shortage of studies in relation to privacy and security control,
delivery/logistic, after-sale service, and incentive factors in the
extant literature. In a general format, very limited studies were
conducted on consumers’ online repurchase intention in com-
parison to purchase intention and adoption stages.

3.2.4. The Most Influential Factors of Online Consumer
Behavior. According to Figure 10, the most influential fac-
tors affecting online consumer behavior in the extant online
consumer behavior studies are presented. Accordingly, the
top nineteen factors significantly affecting online consumers
are identified based on their level of influence on consumers’
intention, adoption, and repurchase in the following man-
ner: perceived usefulness, perceived risk, attitude, perceived
ease of use, trust, social influence, subjective norms, per-
ceived enjoyment, security, perceived behavioral control,
web design quality, privacy and security concerns, demo-
graphic factors (e.g., age, gender, occupation, education,
and income), perceived value, service quality, perceived sat-
isfaction, psychological factors (e.g., relative advantage),
facilitating conditions, and consumers’ experience. For

example, perceived usefulness and ease of use are factors
influencing consumers’ internet shopping [142–144].

4. Conclusion and Recommendation

4.1. Conclusion. Based on the findings generated, the follow-
ing conclusions were drawn. First, existing online consumer
behavior studies are addressed based on the nature of the
organization and sector-wise. Accordingly, there are shortages
of studies conducted considering both public and private orga-
nizations and manufacturing sector, even the existing
manufacturing-focused studies are only limited to apparel,
fashion, pharmaceutical, and wood furniture industries. Simi-
larly, there is also a shortage of online consumer behavior
studies on primary and secondary level education. Regarding
the reachability of the studies, African countries are the place
where a shortage of online consumer behavior studies is exclu-
sively seen. And also, a number of online consumer behavior
studies are insufficient regarding studies conducted across
countries or by considering two or more countries or con-
ducted at a multinational level in the existing studies.

Second, with regard to research methods employed,
there is a lack of studies conducted using a longitudinal
design and qualitative and mixed approaches. And also,
the existing studies were not used apparent models/theories
to investigate online consumer behavior, and there is also a
contradiction. The finding indicated that there are serious
shortages of studies carried out considering users and nonu-
sers type of sample source in extant online consumer behav-
ior studies. Even consumers selected for the studies were not
inclusive of all age groups and education levels, for instance,
older and illiterate consumers. Moreover, out of the student
consumers’ focused studies, none of them considered pri-
mary and secondary level student consumers.

Third, as the finding of this study revealed that continu-
ance/repurchase stage is the most forgotten and underre-
searched area in online consumer behavior studies, in the
existing literature, conversely, the high priory is given for
investigating purchase intentions of consumers, followed
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Figure 10: The most influential factors of online consumer
behavior.
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by studies focused on adoption. There are also shortages of
studies on factors such as consumer lifestyle, flow, innova-
tiveness, demographic factors (e.g., age and income), expo-
sure, attention, product type, layout, frequency of purchase,
tangibility, differentiation, brand reputation, and incentive
in the extant online consumer behavior literature.

Lastly, the study finding has identified the most influential
factors of online consumer behavior: perceived usefulness, per-
ceived risk, attitude, perceived ease of use, trust, social influence,
subjective norms, perceived enjoyment, security, perceived
behavioral control, web design quality, privacy and security
concerns, demographic factors (e.g., age, gender, occupation,
education, and income), perceived value, service quality, per-
ceived satisfaction, psychological factors (e.g., relative advan-
tage), facilitating conditions, and consumers’ experience.

4.2. Recommendation. The following recommendations were
drawn as per the conclusions. It is suggested that future
researchers and scholars conduct their studies on organiza-
tions mixed of public and private natures while there is a
shortage of studies in this area, particularly on online con-
sumer behavior, which helps to identify determining factors
affecting online consumer behavior that are equally applicable
to all organizations. Also, future studies recommended basing
their focus on manufacturing and service (particularly at pri-
mary and secondary level education) sectors, as these areas
are not yet sufficiently researched. In addition to this, regard-
ing the reachability of online consumer behavior studies, there
is a shortage of studies, especially in African countries, there-
fore, future research advised to give emphasis to these coun-
tries to investigate factors affecting consumers’ online
purchase specific to Africa, as well as investigating and
experiencing across countries within the continent.

Methodologically, extant online consumer behavior stud-
ies were conducted more in quantitative approach and cross-
sectional design, which is primarily using structural equation
modeling (SEM) analysis method. However, according to
Picincu [145], a qualitative research approach can provide bet-
ter insights into the underlying reasons and motivations of
online customers’ behaviors than the quantitative approach
via using focus groups and interviews. Thus, future research
is recommended to be carried out with more of a qualitative
approach with a longitudinal design. Likewise, as clearly
shown in the finding, the existing studies used consumers in
general without having groups as a sample source such as
based on consumers’ online purchase experience and demo-
graphic characteristics like age, gender, education, and income
level of consumers. For instance, as Jiang et al. [146] revealed
younger consumers may more likely to purchase online than
older consumers. Therefore, future researchers and scholars
are advised to use different groups of consumers such as user
and nonusers groups and also based on demographic charac-
teristics (e.g., age, gender, education, and income level) of con-
sumers to generate very convincing findings regarding
determinants of online consumer behavior.

Regarding the center of focus of the studies, the finding
indicated that a large majority of the studies were conducted
at purchase intention and adoption stages, conversely, a short-
age of study observed at continuance stage, therefore, scholars

and researchers suggested conducting their future studies on
repurchase intention of online consumers. In addition, it is
advised future studies focus on the impacts of consumer life-
style, flow, innovativeness, demographic factors (e.g., age and
income), exposure, attention, product type, layout, frequency
of purchase, tangibility, differentiation, brand reputation,
and incentive factors on consumers’ online purchase.

Moreover, this study has identified the most influencing
factors of online consumer behavior which are perceived
usefulness, perceived risk, attitude, perceived ease of use,
trust, social influence, subjective norms, perceived enjoy-
ment, security, perceived behavioral control, web design
quality, privacy and security concerns, demographic factors
(e.g., age, gender, occupation, education, and income), per-
ceived value, service quality, perceived satisfaction, psycholog-
ical factors (e.g., relative advantage), facilitating conditions,
and consumers’ experience. In this regards, industries require
developing a clear plan to work on information communica-
tion technology to join or sustain in the online business in this
hyperdynamic digitalized world, to cope these factors. And
also, generate loyal consumers by providing trusted, secure,
and convenient online services to consumers, which enhance
industries to be competent in the online business world.
Therefore, those industries shopping online or the newcomers
advised working on the above-identified factors to build loyal
consumers for their products or services.

Data Availability

The data used to support the findings of this study are
included within the article.

Additional Points

Contribution and Practical Implication of the Study. In a
general format, per the findings obtained from this study,
the study has a very fruitful contributions and practical
implications for researchers and scholars, industry owners
or managers, and countries’ governments. Researchers and
Scholars. (i) The study has a concrete contribution for
scholars and researchers who have an interest to investigate
factors affecting online consumer behavior, in particular
focusing on potential factors that are not yet obtained suffi-
cient emphasis by the existing studies to investigate online
consumer behavior in a comprehensive manner such as con-
sumer lifestyle, flow, innovativeness, demographic factors
(e.g., age and income), exposure, attention, product type,
layout, frequency of purchase, tangibility, differentiation,
brand reputation, and incentive factors, employing longitu-
dinal design and qualitative and mixed research approaches.
In addition, they can also conduct their studies on determi-
nants of online consumer repurchase intention, which is
highly overlooked in the existing online consumer behavior
studies. Industry Owners/Managers. (ii) The study findings
have vivid contributions for owners/managers of industries
by identifying the most influential factors currently affecting
online consumer purchase behavior in a global context: per-
ceived usefulness, perceived risk, attitude, perceived ease of
use, trust, social influence, subjective norms, perceived
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enjoyment, security, perceived behavioral control, web
design quality, privacy and security concerns, demographic
factors (e.g., age, gender, occupation, education, and
income), perceived value, service quality, perceived satisfac-
tion, psychological factors (e.g., relative advantage), facilitating
conditions, and consumers’ experience. While such factors
either become the impeding or enhancing of consumers’
demand for online purchase of products or services of the
industries, which directly affect consumers’ online purchasing
decisions. For example, consumers’ trusts have on online pur-
chase determine their purchase decision to purchase or not
purchase the products or services. In this regard, industry
owners/managers start from awareness creation to convincing
the value as well as the associated risks of their business web
design, and how the product and service quality will be kept
while making the ordered products and services reachable to
the consumers should be well communicated with consumers.
These require industry owners/managers to have a clear plan
to work on information communication technology to join
or sustain in the online business in this hyperdynamic digita-
lized world. And also, generate loyal consumers by providing
trusted, secure, and convenient online services to consumers,
which enhance industries to be competent in the online busi-
ness world. Therefore, industries are expected to be ready in
advance to work on the identified factors for the betterment
of their online businesses. Countries’ Governments. (iii) The
findings of this study have addressed issues that give lessons
for countries’ governments for instance regarding the situation
that currently how online businesses are operating by showing
the impacting factors in general, and also the required action
expected from the government of the respective country par-
ticularly, these days, majority of the factors that the online
businesses are encountering predominantly linked with infor-
mation technology infrastructure, therefore, the study informs
countries’ governments to working on improving information
technology infrastructure to enhance the online businesses.
Limitation and Future Research Directions. This review study
importantly has added value by investigating determinants
of online consumer behavior using online consumer behavior
extant literature. Though, the study also has some shortcom-
ings: a limited number of databases and journals were used,
and also the number of articles considered in this study is
somehow limited compared to the available published articles
on online consumer behavior, which might limit the general-
izability of the findings obtained. In this regard, future
researchers and scholars suggested using extended databases
and journals, and also including more articles in their studies,
which can help them to generate very comprehensive and
more value-adding findings on the determinants of online
consumer behavior in the digital world. In addition, future
researchers and scholars can also extend this study by investi-
gating the mediators and/or moderators of online consumer
behavior, and also its outcomes.
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