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Abstract
Although a plethora of research papers concerning online purchasing behavior exist,
varying results and a multitude of investigated characteristics aggravate to determine,
which cues should be considered as most important and influential. In this literature
review, the goal was to examine the most significant website characteristics and
emotional and cognitive states regarding online purchasing behavior of consumers
on electronic commerce websites. To achieve this, we first defined the most im-
portant terms and concepts. Next, we presented and discussed the outcomes, result-
ing out of 38 collected research papers. Furthermore, we put theoretical and mana-
gerial implications, limitations and opportunities for further research forward. The find-
ings indicate that trust, perceived risk, perceived usefulness, perceived ease of use,
website design and hedonic value are the most significant characteristics affecting
online purchasing behavior in an electronic commerce context. The results further-
more suggest that trust can be considered as the strongest characteristic regarding
planned purchase behavior, repeat purchase behavior and non-specific purchase
behavior, whereas hedonic value is proposed to be the most powerful characteristic

concerning impulse purchase behavior.
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Introduction 1

1 Introduction

In today’s world, online shopping is perceived as a serious alternative to offline shop-
ping since it offers several advantages and conveniences. In 2020, over four billion
users are shopping on electronic commerce platforms worldwide. This number is
predicted to rise even higher. By 2024, the figure will increase up to over five billion
visitors. Correspondingly, generated sales are even more imposing. Whereas in
2020, e-commerce shoppers are spending nearly two trillion Euros, researchers fore-
cast expenses for 2024 which exceed the 2020 figures by over 30 %. In other words,
more individuals will spend even more money in the next years (Statista 2020). How-
ever, far from every visitor is purchasing on electronic commerce websites. Recent
numbers indicate an average conversion rate, i.e. the ratio of website visitors to users
who take action, of under three percent (Ryte 2018, Statista 2019). In order to in-
crease the number of users purchasing online, several actions can be performed on
the website itself. Nevertheless, although prior research conducted numerous studies
to examine, which characteristics influence online purchase behavior, results are of-
tentimes varying in significance. Moreover, scholars, in general, research different
cues as online platforms are a complex construct nowadays. Therefore, the practical
implementation can be perceived as challenging since individuals who are in charge
of electronic commerce stores find it difficult to seek out the most important and influ-

ential characteristics in the first place.

In the following, we address this problem by conducting an extensive literature re-
view. Thereby we investigate, which characteristics are researched by prior studies
and influence online purchasing behavior in an electronic commerce context. In par-
ticular, it is the research paper’s objective to examine which characteristics influence
online purchasing behavior on electronic commerce websites most significantly. As
these variables can naturally influence different purchase behaviors, we consequent-
ly also investigate, which characteristics are the most significant cues regarding spe-
cific purchase situations. The answer to our stated research question will, in turn, fa-
cilitate the decision-making progress of those in charge of electronic commerce
stores. To achieve our objective, we define the basic terms and concepts in the next
section. Afterward, we gather the most important and influential cues, studied by
several scholars. Subsequently, we analyze, present and discuss the most important
characteristics. Finally, we also mention theoretical and practical implications this
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research paper contributes, in addition to the limitations of these studies and inspira-

tion for future research.
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2 Theoretical Foundation

By providing a comprehensive theoretical foundation for this paper, our conducted
work can be retraced objectively. In the following chapter, we provide basic defini-
tions. Within this segment, we furthermore discuss and define the different buying
concepts occurring in the context of electronic commerce, as well as the two underly-
ing purchasing concepts this literature review is divided into. Subsequently, we men-

tion and explain the most significant purchasing factors.

21 Basic Definitions
A definition is a method that gives an explanation and depicts the sense and precise
restriction of something (Cambridge Dictionary 2020a). With the help of the following
definitions, the same understanding of the following terms is guaranteed.

2.1.1 Electronic Commerce

While in the general public, electronic commerce (e-commerce) is commonly associ-
ated with the purchase of digital or physical products via the internet (Cambridge Dic-
tionary 2020b), academic literature provides more in-depth definitions for e-
commerce. Yoon, for instance, refers to the term e-commerce as an internet transac-
tion between a private person and a firm. These transactions are conducted through
varying online platforms (2002). Although this definition is already more precise, it is
yet to be complete, as e-commerce can also be carried out between different suppli-
ers and consumers. Namely, transactions can be interchangeably completed be-
tween typical consumers, businesses and governments (Chaffey 2014"). In addition
to this aspect, Kalakota and Whinston provide four perspectives of e-commerce
which define the term differently and thus in a precise manner.

First, for the communications perspective, e-commerce is defined as a medium to
deliver different goods via electronic technology. Second, they state a business pro-
cess perspective. Here, by definition, technology is utilized to automate business
transactions and workflows. Third, for the service perspective, electronic commerce
makes it possible to provide higher speed and service quality while lowering the cost
at the same time. At last, Kalakota and Whinston postulate the online perspective,
which is defining electronic commerce as a place to buy and sell products as well as

" Full text not available
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information through computer-mediated exchange (1997). As no single definition
comprises all necessary components, we choose to utilize all previously mentioned

scholars’ findings to define e-commerce in the context of this research paper.

2.1.2 Online Purchase Intention

An intention itself is the result of desire or need and leads to purchase planning (Dar-
py 1997). This, however, is no definitive guarantor for an actual purchase in the con-
text of online purchase intentions (also called online buying behavior), though empiri-
cal studies prove a strong correlation between intention to do something and the be-
havior itself (Sheppard et al. 1988, Venkatesh 2000). Following the theory of rea-
soned action (TRA) and its extension, the theory of planned behavior (TPB), beliefs
lead to behavioral intentions, which in turn are followed by the actual behavior (Ajzen
and Fishbein, 19752, Ajzen 19852, Ajzen 1991). The technology acceptance model
(TAM) is a further development of TRA and predicts the acceptance of technology in
a working environment (Davis 1989). According to Gefen et al., as an e-commerce
website is an information technology (IT), online purchase intentions should be ex-
plained partially by this model (2003).

In unanimity with prior research, we define initial online purchase intention in this pa-
per as the likelihood and willingness to buy for the first time in an online environment
(Davis 1989, Song and Zahedi 2005, Schlosser et al. 2006, Chiu et al. 2014). Follow-
ing from this, we, therefore, refer to repeat online purchase intention as the likelihood
and willingness to buy in the same online environment again (Wu et al. 2010, Chiu et
al. 2014).

2.1.3 Online Purchase Behavior

The theory of planned behavior is an extension of the already discussed theory of
reasoned action (Ajzen and Fishbein, 19752, Ajzen 19852, Ajzen 1991). The TPB,
similar to the TRA, states that a behavior is determined by the intention the individual
has, to perform the intended action and is made necessary as the theory of reasoned
action does not cover behavior where people do not have the unmitigated control
(Ajzen 19852, Ajzen 1991, George 2004). Following and applying the theory of

2 Full text not available
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planned behavior, online purchase behavior can be seen as the result of online pur-

chase intention.

TPB has been the basis of a number of academic papers investigating online pur-
chase behavior on the internet (Song and Zahedi 2001, Koufaris 2002, George 2004,
Lim et al. 2006, Mahmood et al. 2009). Although several scholars utilized online pur-
chase behavior (also called online buying behavior or online shopping behavior) as a
variable in their studies, with few exceptions, many fail to define the term. Li and
Zhang, as one of those scarce exceptions, refer online purchase behavior to the pro-
cedure of buying goods or services over the World Wide Web (2002). Kagan and
Bekkerman similarly define it as “the actual purchasing process”, while differentiating
it to purchasing intentions (2018, p. 515). Therefore, we utilize the latter definition for
this research paper.

2.2 Different Buying Behaviors
Purchase behavior can describe various ways in which an individual fulfills an actual
purchasing process. A buyer can either plan the acquisition beforehand, purchase
the good impulsively or buy something in an online environment where the individual
has already shopped in the past. In the following segment, we define and explain the
three main concepts regarding purchase decisions, by name planned purchase, im-
pulse or unplanned purchase and repurchase in greater detail.

2.2.1 Planned Purchase

Planned purchase (also called intended purchase) is characterized by a variety of
factors. However, the great majority of academic papers conceptualize the term on
one common denominator. Prior to the purchase decision, thought has been put into
the purchase by the individual (Piron 1993, Dittmar and Drury 2000, Spears 2006,
Lee and Kacen 2008). Besides this, individuals try to decrease the chance of a bad
choice and, therefore, postpurchase regret. A potential buyer achieves this by pursu-
ing a “master plan characterized by planning, searching, and carefully deliberating”
(Spears 2006, p. 58). By planning the purchase, all origins of information, for instance
internal and external sources, are available (Lee and Kacen 2008). In agreement with
Spears’s declaration, interviewed individuals propose that they form a rational buying
decision during the purchasing process (2006, Dittmar and Drury 2000).
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Whereas concrete definitions for planned purchases are relatively scarce, existing
examples are similar to each other. Lee and Kacen refer to it as an activity that has
been thought about before entering the store (2008). In the online environment, the
term store is equivalent to an online store. Piron contributes the earliest known defini-
tion for a planned purchase in this paper. The author conceptualizes the act as a car-
ried out purchase action, for which a problem has been recognized or a buying inten-
tion has been formed before entering the store (1993). Dittmar and Drury comple-
ment the previous definitions by describing a planned purchase as an ultimate deci-
sion which often comprises lookout for a potential purchase (2000). Furthermore,
buyers themselves report that needed or functional products are the common object
of intended purchases (Dittmar and Drury 2000).

In conclusion, a planned purchase is a decision in favor of a purchase action. Prior to
the acquisition, the individual forms a purchase intention or recognizes a problem,
which is planned to be solved. This is achieved by pursuing a previously created
master plan (Piron 1993, Dittmar and Drury 2000, Spears 2006, Lee and Kacen
2008).

2.2.2 Impulse Purchase

Purchasing goods and services, whether digital or physical, is a process influenced
by a multitude of factors. Therefore, it is no surprise that a purchase decision can fall
spontaneously. In general, impulse purchasing (also called impulse buying) is mainly
observed from two different perspectives (Wells et al. 2011a). On one side, scholars
observe how shopping environments can influence individuals to feel an urgency to
buy (Rook 1987). On the other side, researchers investigate in which way personal
traits can act as a trigger to purchase impulsively (Rook and Fisher 1995).

In the context of this paper, the former perspective is applied, in order to advance the
empirical evidence in this field. In this context, the affected individual experiences a
stimulus, before the urge to buy arises. A stimulus can be a product itself, as well as
an extrinsic attribute of the product such as the shopping environment (Parboteeah et
al. 2009). This causes an impulse to purchase the desired good. Subsequently, the
urge is satisfied by purchasing the desired object (Rook 1987). Certainly, not all urg-
es are acted upon. However, the more urges are witnessed by the affected individual,
the likelier an impulse buy gets (Beatty and Ferrell 1998).
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Although an impulse purchase has frequently been seen analogous to an unplanned
purchase in early academic work (Clover 1950, West 1951), more recent studies crit-
icize this view, as an unplanned purchase is not equivalent to an impulse purchase
(lyer 1989, Piron 1991, Beatty and Ferrell 1998). Prior to this paper, a choice of
scholars utilized the terms unplanned purchase and impulse purchase as synonyms
(Koufaris et al. 2001, Koufaris 2002). However, to utilize these two terms as syno-
nyms can be seen as problematic, since not planning a purchase in beforehand is
just one component of impulse purchases. For instance, Piron defines an impulse
purchase as a purchase, consisting out of three parts. First, the purchase is un-
planned. Second, the purchase takes place when the individual is exposed to a stim-
ulus and finally, the decision is made curtly (1991). Piron’s definition is extended
even further by Beatty and Ferrell and therefore we utilize it as the definition for an
impulse purchase in this paper. As they state, an impulse purchase “is a sudden and
immediate purchase with no pre-shopping intentions either to buy the specific product
category or to fulfill a specific buying task. The behavior occurs after experiencing an
urge to buy and it tends to be spontaneous and without a lot of reflection (i.e., it is
"impulsive")” (1991, 1998, p. 170).

As Piron states, an impulse purchase is not only unplanned and significantly influ-
enced by a stimulus. It is also decided “on-the-spot” (1991, p. 512). Therefore, an
impulse buying decision is made immediately after experiencing the stimulus or feel-
ing the urge to buy, as stated by Beatty and Ferrell (Piron 1991, 1998).

Though, an impulse purchase is not only a mere conglomerate of characteristics. Ac-
ademic literature also subdivides impulse buying into different types. Stern signifi-
cantly ameliorated this field, as he split impulse purchases up into four different
types. Pure impulse buying is classified as a novelty or escape purchase, breaking
normal purchasing patterns. A reminder purchase can take place if the affected indi-
vidual is exposed to a stimulus in the form of a product. A reminder impulse buy oc-
curs, if an earlier experience with the good, for instance, an advertisement or a per-
sonal experience, is remembered. The recalled memory, in turn, leads to the urge to
buy. In contrast to a reminder impulse purchase, for a suggestion impulse purchase,
the potential buyer witnesses a product for the first time and visualizes a need for it.
At last, Stern defines the term planned impulse buying. In this case, potential buyers
make their purchase dependent on special incentives, such as coupon codes or price
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specials. Prior to the actual acquisition, the individual plans to purchase another spe-
cific product, but is intending to take advantage of the special incentives offered
(1962). Consistent with the prior definition by Beatty and Ferrell, all of the described
unplanned purchases occur without a lot of reflection and after being exposed to a
stimulus (1998).

2.2.3 Repeat Purchase

Attracting new customers can be exceedingly expensive in today’s online environ-
ment. The problem of acquiring new customers can be reduced, however, if a visitor
has already purchased from the shop concerned at least once in the past. The poten-
tial customer by then knows of the shop’s existence and can utilize this experience as
a further repurchase decision-making tool (Fang et al. 2014).

A repeated purchase (also called repurchase) is clearly distinct in comparison to
planned and impulse purchases. Individuals already experienced an acquisition sit-
uation prior to the upcoming buying decision (Kim et al. 2009).

In addition, repurchase behavior has to be distinguished from repurchase intention.
We define repurchase intention as the likelihood and willingness to buy in the same
online environment again (Wu et al. 2010, Chiu et al. 2014). All of our investigated
academic literature, however, fails to define the term repeat purchase and decide to
define purchase intention instead. Therefore, we utilize related areas, in order to de-

fine the former term.

In the context of consumer-decision making, for instance, the status quo bias can and
has been applied to explain repurchase behavior (Inman and Zeelenberg 2002). As
proposed by Samuelson and Zeckhauser, individuals acting upon the status quo ef-
fect maintain their present or earlier decision. According to the status quo bias, cus-
tomers purchasing from a specific online store tend to purchase products or services
from this specific store repeatedly (1988). However, even though the status quo bias
is a helpful concept for understanding repeat purchase behavior, a concrete definition
is not given by the authors.

Academic literature defining repeat purchases exists. As one of the few researchers,
Curtis et al. define repeat purchase and describe it as an individual’'s actual behavior.
This behavior leads to a purchasing action for the same product or service for more
than one time (2013). This definition refers to actual repurchase behavior as a prod-
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uct-specific behavior. However, repurchases can also take place in relation to a cer-
tain brand or store. For example, an individual can be a supporter of an online shop
that offers comparative advantages or the like. Seiders et al. instead refer to it as the
extent of repurchase behavior which is explored impartially (2005). This definition
takes into account the necessary generalization for this term and is, therefore, more

adequate as justified earlier.

In conclusion, a distinction between repurchase behavior and repurchase intention
must be made. Whereas the intention to repurchase only describes the probability of
another purchase for a given context, we define repurchases as the actual purchase

behavior.

2.3 Influencing Purchasing Concepts
In the field of economics, scholars frequently use the concept of an “economic man”.
An economic man is acting rational and possesses at least a very large proportion, if
not all, of the available and needed relevant aspects for his decision. Further, the
economic man is defined as an individual that has a stable system of preferences.
These characteristics lead to an action that are driven by use maximization (Simon
1955). This concept helps scholars in order to explain several economic models.
Though helpful, the economic man is at least not completely applicable to everyday
life as a humongous amount of characteristics influence people on a daily basis and
also on e-commerce platforms. These characteristics, in turn, influence purchasing
behavior. In the upcoming chapter, we define and discuss the two preambles, which
influence purchasing behavior on e-commerce websites, namely website characteris-
tics and emotional and cognitive states. To achieve this, we utilize several proven

theories and underlying concepts.

2.3.1 Website Characteristics

In an online environment, products and services are not physically present in contrast
to goods or services in a physical store. Therefore, the exposure of the product is
mediated by the online environment via the human-computer interface (Parboteeah
et al. 2009). The influence of such an online shopping environment can vary, de-
pending on the task the individual is pursuing (Valacich et al. 2007). The tasks a visi-
tor can carry out are ranging between goal-directed (e.g. specific purchase) and
open-ended (e.g. browsing) (Hoffman and Novak 1996, Parboteeah et al. 2009). Fur-
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thermore, not only the task of an individual can vary. On top of that, visitors can also
show different levels of involvement, which influence attention and comprehension
effort (Celsi and Olson 1988). An enhanced level of involvement, for example, im-
proves the level of attention an individual is paying to the online environment (Hoff-
man and Novak 1996). Whereas highly involved visitors concentrate on the most im-
portant aspects of a website, those are aspects directly relating to the product of in-
volvement and dealing with complex evaluations, low involved visitors pay more at-
tention to peripheral aspects (e.g. sound or visuals) of the online environment
(Balabanis and Reynolds 2001).

This, in turn, substantiates conducted research in the area of environmental psychol-
ogy, as Eroglu et al. identify and classify environmental cues (i.e. website character-
istics) into high-task relevant cues and low-task relevant cues (2001). High-task rele-
vant cues comprise all site descriptors, whether verbal or by picture that make an
appearance on the display. Therefore, the consumer is able to make the achieve-
ment of his shopping goal possible and more easily (Eroglu et al. 2001). Examples
for such high-task relevant cues are verbal content, such as a product description,
but also pictorial content, for instance, a picture of the offered product. High-task rel-
evant cues are related to the presented product and convey their attributes (Eroglu et
al. 2001). In contrast, low-task relevant cues are not related directly to shopping
goals and are therefore comparatively irrelevant in order to accomplish the shopping
(Eroglu et al. 2001). However, these cues can create an atmosphere which, in turn,
influences the individual’s mood. For instance, such low-task relevant cues are mu-

sic, sounds or color of a website (Eroglu et al. 2001).

Derived from Eroglu et al., we refer to website characteristics as verbal or pictorial
cues that are related or unrelated to the individual's shopping goal. Furthermore, they
are visible on the screen (2001). Childers et al. establish the synonymous phrase
webmosphere and define it as the virtual counterpart of a physical store environment
which is related to the retail atmosphere (2001). Webmospherics include three cate-
gories, namely “structural design attributes”, “media dimensions” and “layout dimen-
sions”. These three categories are all referring to visible verbal or pictorial website
characteristics either being related or unrelated to shopping goals, thus supporting

our conducted definition (Childers et al. 2001, p. 529).
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2.3.2 Cognitive and Emotional State

As individuals consider purchasing a product or service in an online environment,
they need to decide, whether to buy the good or not. Individuals, therefore, utilize
website characteristics. However, these environmental cues not only influence pur-
chasing behavior directly. In addition, observable cues can be utilized by sellers in
order to influence their mood. This change in emotion can indirectly lead to a desire
to purchase and therefore to an actual behavior. The process can be explained via
the so-called stimulus-organism-response model (S-O-R). We utilize this model for
our conducted paper because it has been applied numerous times in the context of
online environments (Eroglu et al. 2001, 2003, Parboteeah et al. 2009, Jiang et al.
2010, Cui and Lai 2013). Furthermore, it has been applied not only to regular online
purchasing contexts, but also to repurchase and impulse purchase behavior (Parbo-
teeah et al. 2009, Cui and Lai 2013).

Stimulus Organism Response

Website Characteristics » Cognitive and Emotional State »| Purchase Decision

Figure 1. Stimulus-Organism-Response Model in an E-Commerce Context (based on: Eroglu et

al. 2001)

The S-O-R was conceptualized for the first time by Mehrabian and Russell (19743).
The proposed model in Figure 1 consists of three different parts. First, stimuli are at-
mospheric cues, related to the environment. Offline and in general, stimuli can mani-
fest in different ways, for instance, product display or the experienced store environ-
ment (Jacoby 2002). In the context of purchasing behavior on e-commerce websites,
website characteristics, as defined earlier, act as the stimulus. The stimulus, in turn,

influences the second part of this model, called organism as it influences their inter-

3 Full text not available
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nal states (Eroglu et al. 2001, 2003). It refers to the individuals’ cognitive and emo-
tional states. The impact on the organism, based on the stimulus, at last leads to a
response. In the context of this paper, an individual is exposed to a website charac-
teristic. The exposure to this cue leads to a changed cognitive and emotional state,

which finally results in a purchase decision (Eroglu et al. 2003).
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3 Analysis

Next, we present the conducted methodology for our conducted literature review.
This step is expedient to provide comprehensive, valid and scientifically sound re-
sults. In this chapter, we present the most important results of our concept matrix and
point out the most rousing concepts. Supplementary, we analyze, discuss and inter-
pret the outcomes in terms of their significance for theory and practice. We further-
more answer the constructed research question and name limitations to our conduct-

ed work.

3.1  Methodology

We describe the utilized methodology hereinafter by subdividing the topic into three
parts. First, we explain our approach in collecting data for our literature review. Next,
we present the exclusion and inclusion criteria for our paper. Exclusion and inclusion
rules are ensuring that the conducted concept matrix only contains relevant literature
and therefore provides a valid scientific basis. At last, we describe our analysis pro-
cedure. In this subchapter, we expound how we assigned the collected literature to
the single concept categories.

3.1.1 Data Collection

As our literature review shall only consist of thematically fitting literature, we used
different retrieval strategies. At first, we conducted an initial literature research via
Google Scholar. For this first research step, we searched through the search engine
with the following keywords: Online purchase behavior, online purchasing behavior,
buying behavior and purchase behavior for the first set and electronic commerce, e-
commerce, online, as the second set of keywords. In addition to searching for the first
set of terms, we also combined the first set with the second set of keywords to create
new search strings. After conducting an initial set of academic literature, we proceed-
ed to search in other search engines, namely EBSCO Information Services, Web of
Science and also ProQuest. For these search engines, the already introduced search
strings were expanded.
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Table 1. Search terms

First set of search terms | Second set of search terms | Third set of search terms

Planned purchase Online Website characteristics
Impulse purchase E-commerce Web characteristics
Repurchase Electronic commerce Technology Acceptance Model
Unplanned purchase Online commerce TAM

Buying behavior Online shopping

Purchase behavior

Purchase intention

Impulse buying

Purchase

The search was put through by combining two, respectively three, sets of search
terms with each other. The first set of keywords displays the individual’s potential
buying behavior. The second set of terms considers the online aspect of our research
paper and the third category includes search terms regarding environmental cues on
a website. In the next step, we executed a backward search for additional significant

literature.

Even though it is possible to miss out on relevant literature, we attempted to achieve
a list of literature, which is as complete as possible, by carrying out the described

method.

3.1.2 Inclusion and Exclusion Criteria

By applying the now proposed inclusion and exclusion rules, 38 journal and confer-
ence papers, ranging from 2001 to 2018, are left to be used for our concept matrix.
18 of the extant papers were found via search engines, whereas 20 papers were dis-
covered through a backward search.

As long as the academic literature was fundamentally about purchasing behavior in
an e-commerce context and has been published in a peer-reviewed journal or con-
ference paper, the work was initially comprised into the pre-selection. To decide
whether the investigated study should be integrated at first, we investigated the pro-
vided title and abstract. If by then, the decision was not obvious, the full text was
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consulted. Furthermore, the publications had to be academic scripts being ranked by
VHB-JOURQUAL3 (JQ3) between A+ to C (Vhbonline 2019). At last, only academic
papers released between 2000 and 2019 were added.

After collecting an initial set of papers that meet the original requirements, further ex-
clusion rules were employed. If a full text was not available, the paper was not in-
cluded in our concept matrix. Moreover, a form of purchase intention or actual pur-
chase behavior had to be measured by the paper. If this was not the case, the exam-
ined work was omitted (e.g. Loiacono et al. 2007). Furthermore, academic literature
was left out of the concept matrix, if there were no website characteristics or emo-
tional and cognitive states related to purchasing behavior or purchase intention
measured in the study (e.g. Ahuja et al. 2003). Other than this, papers were also not
included if they did not report necessary empirical and statistical evidence (e.g.
Keeney 1999) or were solely based on a literature review (e.g. Li and Zhang 2002).

Overall, 19 of 38 journals and conference papers are only rated in the information
systems (IS) field. Furthermore, 15 of 38 academic papers are inter alia rated in the
information systems field. In addition, three scripts are rated in the marketing field
and one is rated in the general business management field. Overall, the concept ma-

trix consists of 36 journals and two conference papers.

3.1.3 Analysis Procedure

It was the goal of our literature analysis to identify website characteristics, as well as
cognitive and emotional states, which influence different purchasing behaviors most
significantly. Therefore, we subdivided our concept matrix into three different parts.
First, we divided the researcher’'s methodology into survey, experiment, data analy-
sis, a combination of survey and experiment and a combination of an interview, a
survey and an experiment. Second, we integrated different characteristics that influ-
ence buying behavior. These characteristics were, in turn, split up into website char-
acteristics and cognitive and emotional states. At last, different purchase behaviors
were identified and separated into four subsidiary points, namely planned purchase,
impulse purchase, repurchase, and non-specific purchase. In order to gather a
broader variety of significant scientific work, we also included scientific papers which
studied the influence of the regarding cues on purchase intention into our concept
matrix, as several scholars utilize the research of purchase intentions to investigate

purchase behavior (e.g. Slyke et al. 2006, Zhang et al. 2008, Bianchi and Andrews
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2012, Liu et al. 2013). A cue was only counted in the concept matrix if the scholars

beforehand hypothesized an impact of the regarding cue on the purchase behavior.

In our content analysis, we classified purchasing behavior as “non-specific” if none of
the other acquainted buying behaviors were explicitly mentioned in the regarding lit-
erature. Similarly, if one of the other purchase behaviors were addressed, they were
classified accordingly. In terms of the influencing characteristics, we integrated every
website cue into our concept matrix which also referred to an e-commerce context
and was empirically examined, either as an independent, dependent or mediating
variable, in the corresponding paper. A website characteristic or emotional and cogni-
tive states were classified as significant if the cue was found to possess a significant
impact, either directly or mediated via another variable on purchase behavior or pur-
chase intention. Eventually, we clustered the different methodologies by analyzing
scholars’ research methods, research design, and their methodology description.

3.2 Results
In this section, we present the results extracted from the previously described con-
cept matrix. Therefore we inter alia present the most common characteristics and
underlying concepts of the examined studies (see Appendix A for a classification of
all examined research papers regarding the following findings).

Table 2. Most Common Characteristics in the Examined Studies

Characteristic Characteristic Type Count % of 38
Trust Cognitive and Emotional State 21 33
Perceived Risk Cognitive and Emotional State 12 32
Perceived Usefulness Cognitive and Emotional State 10 26
Perceived Ease of Use | Cognitive and Emotional State 6 16
Hedonic Value Cognitive and Emotional State 6 16
Website Design Website Characteristic 6 16

As shown in Table 2, the most commonly investigated cues are presented. Charac-
teristic types are divided into two separate classes. The first set of characteristics are

called website characteristics, whereas other cues are classified as cognitive and
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emotional states. The column “count” refers to the number of times, a characteristic
was investigated by scholars. The last column represents the count column in per-

cent.

In total, 44 different website related characteristics were examined by the investigat-
ed literature. Six of these 44 cues were studied more than four times, namely trust,
perceived risk, perceived usefulness (PU), perceived ease of use (PEOU), hedonic
value and website design. 30 out of 44 characteristics were investigated once, and
eight out of 44 cues were examined between two and four times. We classify 15 of
the discovered cues as website characteristics and 29 variables as emotional and

cognitive states.

Furthermore, 21 studies utilized a survey approach in their work, whereas zero
scholars solely used an experiment to conduct their research. 15 scientists made use
of a mix of surveys and experiments. One research paper each utilized a combination
of an experiment, a survey and an interview, and a conducted data analysis. Moreo-
ver, three scholars investigated a planned purchase. Six papers researched impulse
purchase behavior, nine others investigated repurchase behavior. On top of that, 21
academics studied non-specific purchase behavior. 13 examined studies were pub-
lished between 2001 and 2006, 16 between 2007 and 2012 and nine between 2013
and 2019. The most scientific works, namely six, were published in 2009 (see Ap-
pendix A).

+-

Y

+/- +/-
Website Characteristic »| Emotional and Cognitive State > Purchase Behavior

Figure 2. General Influence of Website Characteristics and Emotional and Cognitive State on Pur-

chase Behavior

As shown in Figure 2, cognitive and emotional states, as well as website characteris-
tics can influence purchase behavior. In the case of cognitive and emotional states,
this happens directly, whereas website characteristics can influence purchase behav-
ior either directly or indirectly. The influence on purchase behavior can, either way,
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take place in a positive or a negative manner. Website characteristics can be mediat-
ed by non-website related characteristics and furthermore also emotional and cogni-
tive states can be mediated by other emotional and cognitive states as proposed by
different researchers (e.g. van der Heijden et al. 2003, Chen and Teng 2013). These
two factors were omitted in Figure 2 and the following Figure 3 for simplification rea-

sons.

Cognitive and Emotional State Purchase Behavior

Impulse Purchase
7:/51 Planned Purchase

Non-specific Purchase
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Figure 3. Research Model of the Most Common Characteristics and their Resulting Behavior

Figure 3 illustrates the relationship between the most commonly researched website
characteristics, cognitive and emotional states, and the resulting purchase behavior.
The displayed arrows symbolize the influence, single variables have on other varia-
bles, either in a positive (symbolized by a plus icon) or negative (symbolized by a
minus icon) manner. In total, the most common cues were investigated 61 times. In
two instances, researchers conducted several studies and came to different results
within their paper. In the following, we examine the individual relationships, explain
the single cues in more detail and report the main results.

3.21 Trust
Trust has been defined numerous times in the past, frequently in different ways.
Therefore, several scholars acknowledged the difficulty to define trust uniformly
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(Husted 1998, Rousseau et al. 1998). In consequence, several definitions exist, de-
pending on the discipline the concept of trust is applied to (Everard and Galletta
2006). According to Rousseau et al., the most cited definition is proposed by Mayer
et al., which define trust as the “willingness to be vulnerable” (1998, 1995, p. 724,
1998). Although this definition is, in general, also applicable in an online environment,
existing differences between offline and online trust must not be forgotten. As stated
by Yoon, differences could occur inter alia as of the physical distance between buyer
and seller as well as buyer and product, but also because of the lack of salesmen
(2002). Therefore, trust in an e-commerce context can be described as possessing
an impersonal nature (Gefen 2002). In addition to the first presented definition, many
scholars define trust with the help of a specific set of beliefs which primarily deal with
benevolence, ability, and integrity (Lee and Turban 2001, McKnight et al. 2002a).
Ability includes skills and characteristics which make it possible for a party to possess
influence inside a certain domain. Benevolence refers to the extent to which the trust-
ing individual wants to undertake something good to the trusted one, instead of mere-
ly maximizing his profit. At last, integrity is referred to as the trusting individual’'s per-
ception that the trusted party holds on to a lot of principles, which the trusting party
finds reasonable (Mayer and Davis 1999). This set of beliefs can, however, not solely

define trust.

The most complete definition of trust in an online environmental context is provided
by Gefen et al., as it consists of the two previously presented definition components
and adds another aspect. Therefore, we adopt this definition for our paper. The
scholars define trust in an e-commerce context as a conglomerate of certain beliefs
which are regarding integrity, ability and benevolence of a different party in first hand,
an overall ideology that a different party is trustful (2003) and the influence reflected
in “feelings of confidence and security in the caring response” of the second party or
a combination of both components (Rempel et al. 1985, p. 96, Gefen et al. 2003).

Overall, 21 out of 38 scholars investigated trust. Therefore, it is the most researched

concept in our paper.
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Table 3. Influence of Trust on Purchase Behavior

Planned Purchase Impulse Repurchase | Non-specific Overall
Purchase Purchase
Significant 3 1 5 9 18
Not Significant 0 0 1 2 3
Mixed Results 0 0 0 1 1
Overall 3 1 6 12 22

Table 3 displays the influence of trust on the different purchasing behaviors. The
overall counted occasions for trust amounts to 22, as Kim et al. investigated a repur-
chase situation, as well as a non-specific purchase behavior (2009). All studies hy-
pothesized trust to have a positive impact on purchase intention and behavior.
Whereas three scholars investigated a planned purchase situation, and all three
studies were found to be significant, only Wu et al. researched trust in an impulse
purchase context (2016). In this context, trust was also found to have a positive sig-
nificant impact on impulse purchases. Out of six scholars, five found trust to possess
a significant impact on repurchase behavior. However, most scientists explored non-
specific purchase behavior. Regarding non-specific purchase behavior, 75 % found
trust to be positively significant, about 17 % came to a non-significant outcome. One
paper conducted more than one study, which differed in terms of significance. In con-
clusion, 18 out of 22 researched cases had a positively significant impact on pur-
chase behavior, three cases were found to be non-significant and one study came to
mixed results. Therefore, trust is not only the most researched concept regarding
purchasing behavior but also most often found to be significant. In addition, trust is
the most researched concept regarding planned purchases, repurchases and non-
specific purchase behavior. Moreover, no concept was found to have a significant
influence on repurchase behavior, planned purchase and non-specific purchasing
behavior more often than trust.

3.2.2 Perceived Risk

Purchase behavior, in general, is risky as the concerned individual has to deal with
the resulting consequences of the purchase decision, which are impossible to predict
perfectly. Moreover, some of the decisions made could even be uncomfortable (Bau-
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er 1960). Similar to the concept of trust, perceived online risk is more pronounced
than perceived offline risk as buyers and sellers, as well as buyers and the product of
interest, are divided in physical and temporal presence (Tan 1999, Lee et al. 2001,
Kim et al. 2009). Furthermore, risk is conceptualized as a subjective belief (Paviou
and Gefen 2004, Kim et al. 2009). Risk itself is defined as the perceived likelihood of
loss or harm (Rousseau et al. 1998). Perceived risk in an e-commerce context, on
the other hand, is defined as the individual’s subjective belief regarding the possible
unsafe adverse values from the web transaction with the seller (Kim et al. 2009). We
choose this definition since it contains the most important aspects of perceived risk
which we previously presented. Perceived risk is a subjective belief, it is uncertain
and it comprises a potential of a negative outcome.

Table 4. Influence of Perceived Risk on Purchase Behavior

Planned Purchase Impulse Repurchase | Non-specific Overall
Purchase Purchase
Significant 1 0 3 6 10
Not Significant 0 0 0 2 2
Overall 1 0 3 8 12

Perceived risk is hypothesized to have a negative impact on purchase intention and
behavior. No scholar investigated the relationship between perceived risk and im-
pulse purchasing. One paper studied perceived risk in the context of planned pur-
chases and found the relationship to be significant. All three researchers who investi-
gated the relationship of perceived risk and repurchasing came to a significant out-
come. Most scholars did not specify the purchase behavior. Six out of eight works
detected perceived risk to be a significant influential factor in this context, whereas
two did not. Regarding non-specific purchase behavior, 75 % found perceived risk to
have a significant negative impact on buying behavior and intentions. 25 %, on the
other hand, did not find the impact to be significant. Behind trust, perceived risk is not
only examined the second most overall but is also found to be significant in the sec-
ond most cases, namely ten times. Furthermore, all of the most commonly investi-
gated concepts were also researched in the context of impulse purchasing, apart

from perceived risk.
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3.2.3 Perceived Usefulness and Perceived Ease of Use

Perceived usefulness and perceived ease of use are part of a concept named the
technology-acceptance model. As stated previously, TAM is a further development of
TRA and predicts the acceptance of technology in a working environment (Davis
1989). Although TAM has been developed in order to examine the acceptance of in-
formation technology in workplace settings, the concept can be and has been applied
numerous times in different non-organizational fields (e.g. Agarwal and Karahanna
2000, Moon and Kim 2001), including e-commerce (Koufaris 2002, Gefen et al.

2003). The technology-acceptance model basically predicts IT usage.

Perceived Usefulness

o
/

Perceived Ease of Use

Behavioral Intention to Use » Actual System Use

Figure 4. General Technology-Acceptance Model (based on: Davis 1989)

Figure 4 presents perceived usefulness and perceived ease of use as the main de-
terminants for the behavior intention to use a system which, in turn, is the only de-
terminant for actual system use in the model. Furthermore, perceived ease of use is

proposed to influence perceived usefulness (Davis 1989).

Perceived ease of use refers to the individual's degree of belief that a utilized system
is perceived as effortless, whereas perceived usefulness refers to the level to which
an individual thinks that utilizing a certain system would boost its job output (Davis
1989). However, as stated by Gefen et al., perceived usefulness does not only refer

to job performance but any general task in non-organizational settings (2003).

According to our conducted literature review, perceived usefulness has been investi-
gated ten times by scholars. Therefore, PU was the third most studies concept in our
paper. All researchers hypothesized PU to impact purchase behavior in a positive

way.
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Table 5. Influence of Perceived Usefulness on Purchase Behavior

Planned Purchase Impulse Repurchase | Non-specific Overall
Purchase Purchase
Significant 1 1 0 4 6
Not Significant 1 1 1 1 4
Overall 2 2 1 5 10

PU was studied two times each in the context of impulse and planned to purchase. In
both cases, one scholar found the hypothesized impact to be significant, whereas the
other scientific work did not. Furthermore, perceived usefulness was investigated
once in a repurchasing context, where the researchers came up with a non-
significant result. Most often, PU was researched in a non-specific purchasing con-
text. This is the only setting, where scientists discovered predominantly significant
outcomes, namely in four out of five occasions. Overall, 40 % of scientific works
came to a non-significant result. No other out of the six presented researched con-
cepts was found to have a non-significant influence more often than PU.

PEOU was investigated six times. All researchers hypothesized PEOU to have a pos-
itive influence on purchase behavior. PU and PEOU were researched in the same
study five times. All of these scientific works also hypothesized the influence of
PEOU on PU as proposed in the previously presented TAM model and found it to be
positively significant. Moreover, out of these five cases, PEOU and PU were found to
have a significant impact on purchase behavior four times each.

Table 6. Influence of Perceived Ease of Use on Purchase Behavior

Planned Purchase Impulse Repurchase | Non-specific Overall
Purchase Purchase
Significant 1 1 0 3 5
Not Significant 0 0 0 0 0
Mixed Results 1 0 0 0 1
Overall 2 1 0 3 6
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As it was the case with the concept of trust, one paper came to mixed results as they
conducted more than one study. However, regarding PEOU, the study took place in a
planned purchase context. Another planned purchase study found PEOU to possess
a positive significant impact on planned purchase behavior. One scientific work inves-
tigated the influence of PEOU on impulse purchasing. This paper came to a signifi-
cant result. Additionally, three papers studied non-specific purchase behavior and all
came to a positively significant result. In total, five out of six study outcomes were
declared as positively significant, and one other paper’s results were found to be

mixed.

3.2.4 Hedonic Value

Enjoyment in the context of e-commerce websites can, for instance, arise when an
individual interacts with the website’s interface (Parboteeah et al. 2009). Hedonic
value (also called perceived enjoyment) has been classified as an affective reaction
by former studies (Koufaris 2002) and therefore captivates the visitor's emotional re-
action when they interact with the internet (Sun and Zhang 2006). Enjoyment is seen
as an intrinsic motivation and refers to the degree to which the pursuit of utilizing a
website recognized as being delightful per se, aside from other performance conse-
quences that could be predicted in an online context (Davis et al. 1992).

In total, six scientific works investigated the influence of perceived enjoyment on pur-
chase behavior. All scholars predicted the influence to be positive.

Table 7. Influence of Hedonic Value on Purchase Behavior

Planned Purchase Impulse Repurchase | Non-specific Overall
Purchase Purchase
Significant 1 2 1 0 4
Not Significant 0 2 0 0 2
Overall 1 4 1 0 6

Perceived enjoyment has primarily been researched in an impulse purchasing con-
text, with an approximated share of 66,6 % Therefore, hedonic value is considered as
the most often investigated cue and is also found to be the most often significant
concept in relation to impulse purchase behavior. Out of four studies, two have been
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found to be significant, whereas the other two papers examined could not prove a
significant impact on impulse purchasing. Furthermore, one work each conducted
research on a planned purchase and repurchasing behavior. Both scientific papers
proved a significant impact of hedonic value on the regarding purchase behavior. No
paper researched the concept in the context of non-specific purchase behavior.
Overall, four studies concluded perceived enjoyment to be a significant antecedent of
a certain purchase behavior.

3.2.5 Website Design

Website design reflects a companie’s identity and supports the representation of the
regarding business in an online environment. Each website consists of a variety of
different factors which, in total, reflect the total website design. These factors are de-
fined as “the features, components, and information used in developing e-commerce
websites” (Song and Zahedi 2005, p. 1223). The website itself can be seen as the
interface between the seller and buyer (Song and Zahedi 2005).

As with hedonic value and PEOU, website design was investigated six times across
our literature review. All six researchers hypothesized that website design would

have a positive influence on individuals purchase behavior.

Table 8. Influence of Website Design on Purchase Behavior

Planned Purchase Impulse Repurchase | Non-specific Overall
Purchase Purchase
Significant 0 1 2 2 S
Not Significant 0 1 0 0 1
Overall 0 2 2 2 6

No scholar studied the impact of website design on planned purchases as opposed
to impulse purchases. One paper found the impact of website design on impulse pur-
chases to be significant, whereas the other paper did not. Two scientific works each
dealt with repurchase and non-specific purchase behavior. In all four cases, the out-
come was considered significant. In total, five out of six scholars found website de-
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sign to possess a significant influence on purchase behavior. Approximately 83 % of

the conducted studies are considered significant.

3.3 Discussion
In this chapter, we interpret and discuss the main results of our conducted literature
review. Thereby, we are able to answer our initial research question and to designate
limitations of this study. Furthermore, we discuss the contributions, this study has on
theory and practice.

3.3.1 Discussion

To the best of our knowledge, there is no other existent scientific paper that has ex-
amined the impact of website characteristics on different purchasing behaviors in an
e-commerce context in the form of a literature review and put forward a synonymous
research question. This means that prior research has studied if certain cues or con-
cepts have an impact on buying behavior, but not which are the most important ones.

The objective of this literature review was to discover which website-related charac-
teristics are the most significant cues regarding purchase behavior of consumers on
e-commerce websites. The result of this research shows that a plethora of character-
istics exist. In total, 44 different characteristics, either classified as website character-
istics or emotional and cognitive states, were discovered. This comes to no surprise
as websites, and e-commerce platforms, in particular, are highly complex constructs.
Six of those characteristics were studied especially often. Simultaneously, these six
cues were most often found to be significant. Therefore, this paper suggests that
trust, (found significant 18 times) perceived risk (found significant ten times), per-
ceived usefulness (found significant six times), perceived ease of use (found signifi-
cant five times), hedonic value (found significant four times) and website design
(found significant five times) are considered as the most significant website-related
characteristics influencing online purchasing behavior of consumers on e-commerce
websites. In detail, we suggest trust as the most significant variable regarding
planned purchase behavior, repeat purchase behavior and non-specific purchase
behavior as it is researched and found to be significant most often by the investigated
work. Simultaneously, we suggest hedonic value as the most influential cue concern-

ing impulse purchase behavior.
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Table 9. Most common Characteristics and Significance Frequency in the Examined Studies

Significance | In %

Characteristic Characteristic Type Count* frequency
Trust Cognitive and Emotional State 22 18 82
Perceived Risk 12 10 83

Cognitive and Emotional State

E:;gewed Useful- Cognitive and Emotional State 10 6 60

E(;racewed Ease of Cognitive and Emotional State 6 5 83
Website Design Website Characteristic 6 5 83
Hedonic Value Cognitive and Emotional State 6 4 67

A possible explanation for this result could be that the six presented cues have al-
ready been extensively researched in several different settings. For instance, PU and
PEOU were originally conceptualized by Davis in order to predict the acceptance of
technology in a workplace setting (1989). As the TAM is a fitting and well-researched

model in IS literature, an application in an e-commerce context is only logical.

Out of the six most researched cues we only characterized one as a website charac-
teristic, namely website design. A potential explanation for this is that we primarily
conducted research from IS literature. Overall, 19 papers are only rated in the IS
field. 15 scientific works are inter alia rated in the IS field, three papers are rated in
the marketing field and one further work is rated in the general business manage-
ment field. Out of three marketing journals, two investigated at least one website
characteristic. In the case of IS journals and conferences, 42 % studied at least one
website characteristic. This could imply that marketing journals investigate website
characteristics more often than IS related journals. Therefore, this is a possible but
no definitive explanation as the number of investigated marketing journals is particu-
larly small.

4 Note that the column “count” in Table 9 refers to the frequency of a purchase behavior being investi-
gated and not the number of researchers studying purchase behavior in general.
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Another finding is that many of the examined cues differ in significance. However,
this is not utterly surprising as a plethora of scientists utilized different antecedents,
measuring the regarding cues. For instance, although Slyke et al. and Kim et al. in-
vestigated perceived risk, different antecedents were outlined in their research mod-
els (2006, 2009). In addition, surveys and experiments were partially conducted in
different ways. For example, scholars who utilized a survey have used differing ques-
tions in several cases to gather results for their studies, as seen for instance when
comparing Sullivan and Kim’s questions with questions of Zhang et al. (2018, 2011).
Furthermore, varying purchase behavior concepts were studied and comprised in our
concept matrix. As a result, the numbers of significant studies are varying from pur-
chase behavior to purchase behavior. For example, all three studies investigating the
influence of perceived risk on repurchase behavior found the impact to be significant.
Contrary, 25 % of conducted studies found the influence of perceived risk on non-
specific purchase behavior to be non-significant. As another possible reason, schol-
ars applied dissimilar methodologies. Whereas some scholars, for example, utilized a
purely survey-based approach, other scientists conducted a mixture of surveys and
experiments. Moreover, the researcher’'s examined e-commerce platform could also
be an important reason for differing results regarding significance. Whereas Sullivan
and Kim asked questions regarding the individual’s most recent shopping experi-
ence, and were therefore not providing a specified e-commerce platform, Chiu et al.
asked questions referring to a specific website, namely Yahoo!Kimo (2018, 2014).

Surprisingly, over half of the examined papers in this thesis do not specify which pur-
chase behavior they observe. Various potential reasons exist for this phenomenon.
First, if scholars are not able to control every of their studies participants, it is nearly
impossible to determine the exact numbers of occurring purchase behaviors. For in-
stance, Mallapragada et al. assembled a data set containing over 770,000 individual
browsing sessions and nearly 10,000 actual purchases. Because of this humongous
amount of data, it is virtually impossible to categorize the exact purchase behavior of
every buyer (2016). In return, it is simpler to classify the behavior, if a website is cre-
ated especially for the conducted study. However, this study design can be not only
time consuming, but also expensive to put through. Possibly, researchers could also
refer to a special type of purchase behavior but decide not to define it. Exemplary,

Ganguly et al. implement repurchase elements in their questions to measure pur-
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chase intention. However, they did not define purchase intention explicitly as a repur-
chase situation (2010). At last, scholars also mix different types of purchase behav-
iors when consulting survey participants. For example, Kim et al. utilize elements of
planned purchases, impulse purchases and repurchases in their research design and
questionnaire. Conversely, that does not mean the researchers did not put effort into
their study. Instead, the scholars could potentially have deliberately decided to
measure a mixture of these purchase behaviors (2009).

As a last major finding, we found trust to be the most significant cue in three out of
four purchasing behaviors, namely planned purchase, repurchase and non-specific
purchase behavior. Regarding impulse purchasing behavior, trust was only investi-
gated by one scientific work. In contrast, hedonic value has been researched six
times in total. Out of these six papers, four inter alia researched the impact of hedon-
ic value on impulse purchase behavior. Although only two out of four studies found
hedonic value to have a significant influence on impulse purchase behavior, it is most
often significant. One possible explanation for this result could be that hedonic value
acts as a more influential cue in comparison to trust or other concepts. An impulse
purchase is defined as spontaneous and comes along with a lack of reflection (Piron
1991). As trust builds up over time, it is more difficult to utilize this concept as an ex-
planation for a spontaneous reaction (Lewicki and Bunker 1995). However, impulse
purchases can theoretically also occur after an individual already collected prior ex-
periences with the regarding online environment and certainly does not account sole-
ly for this result. Therefore, this result can be considered fragile in the first place, as
none of the six cues were investigated particularly frequently in the context of impulse
purchasing.

3.3.2 Implications for Theory and Practice

This study provides several contributions to existing research and also for e-
commerce platforms. First, we examined which characteristics are investigated most
often by scholars to influence several purchase behaviors. Therefore, we were able
to derive the most important website characteristics and emotional and cognitive
states in the eyes of the current state of research. To the best of our knowledge, this
is the first paper conducting a literature review which is investigating the influence of
several variables on different purchase behaviors. Therefore, we are widening the
research field by applying a new research methodology to this specific field. Second,
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according to other studies (e.g. Kim and Peterson 2017), trust is suggested as a cru-
cial component in customers purchase decisions. Analogous, in our paper, trust is
the cue found to be significant most often. Third, we separated website characteris-
tics and emotional and cognitive states and outlined the differences between these
two concepts in detail. In prior research, this differentiation is often disregarded. This
separation led to the realization that website characteristics are often dismissed in IS
research. Moreover, emotional and cognitive states are the primarily examined fac-
tors. Fourth, scholars oftentimes do not define which exact purchase behavior they
investigate. Out of 38 papers, 21 did not specify in detail, which purchase behavior is
examined. A specific definition of the studied purchase behavior supports research,
as scientific work can be allocated more easily to the matching topic.

Besides theoretical implications, we are also able to provide helpful practical implica-
tions. First, all six website characteristics and emotional and cognitive states can be
addressed over time on the corresponding website as every variable is theoretically
increasing purchase intentions and behavior. However, close attention should be
paid to the purchase behavior, the variable is influencing. For instance, perceived
ease of use is hypothesized to have no impact on repeat purchase behavior or at
least it has not been investigated to our knowledge. Therefore, if an e-commerce
website primarily aims to generate profit from repeat purchases, PEOU may not need
to be improved, at least in terms of influencing buying behavior. Second, e-commerce
platform managers can utilize this study to facilitate the decision of which marketing
instrument should be implemented. In order to maximize profit, the responsible party
has to decide on the most advantageous and low-cost method. Therefore, it is indis-
pensable to seek out which website characteristics and emotional and cognitive
states have the greatest and most consistent impact on purchase behavior. With the
help of this paper, an e-commerce platform manager can more easily decide, which
strategy should be implemented to achieve the desired purchase behavior from cus-
tomers more frequently. Third, trust can be used to encourage planned purchase be-
havior as well a repeat purchase behavior. In the case of impulse purchase behavior,
hedonic value can be enhanced by e-commerce managers in order to increase this
specific purchase behavior. Fourth, through this paper, the high priority of web design
is emphasized. As shown in our paper and Figure 3, website design is hypothesized
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to influence trust in a positive manner, whereas perceived risk is reduced. Therefore,

good web design can lead to a purchase at last.

3.3.3 Limitations

Despite the fact that we applied several exclusion and inclusion rules to guarantee
certain thematic proximity between the papers, some differences between these
studies do exist and need to be addressed. First, scholars utilized different methodol-
ogies to gather results. Whereas some researchers solely relied on a survey (e.g.
Bianchi and Andrews 2012), other scientists related their questions to existing web-
sites (e.g. Chiu et al. 2014). Another group of scholars developed new websites,
whereby they put through their scientific work (e.g. Everard and Galletta 2006). In
order to gather a sufficient amount of research papers for our concept matrix, we in-
cluded scientific work with varying research methods. However, this means that dif-
ferences in results may have come about because of this. An individual who is only
asked about certain behaviors could potentially act in another way if the results are
directly measured on a created website. As, for instance, impulse purchases can be
acted upon without a lot of reflection and on-the-spot, the results could vary hereby
(Piron 1991, Beatty and Ferrell 1998). Moreover, behavior could alternate even if only
the websites and the industry they act in are different. Second, demographics also
varied in some of the studies. Younger individuals, for example, use the World Wide
Web more frequently than senior citizens (Niehaves and Plattfaut 2014) and could,
therefore, be more likely to purchase goods and services over the internet before-
hand. Furthermore, scholars conducted their studies in different countries. As the
internet is used in varying amounts across different countries (Internet Live Stats
2016), the applicability of this literature research to a specific e-commerce shop, for
instance in Germany, could be considered as limited. On the other side, the broad
spectrum of demographical characteristics and survey methods provides a more
general overview of this topic than a study that is restricted to one country or a group
of individuals who are similar in their demographic characteristics.

Furthermore, although we conducted an extensive literature review, it is impossible to
collect every relevant study. For instance, we did not explicitly search for scientific
work in marketing-specific journals as we focused on IS literature for this paper. Be-
cause of this and other reasons, the list of website characteristics and emotional and
cognitive states is not complete.
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At last, also the procedure we utilized to determine non-specific purchase behavior
needs to be mentioned. Although we have applied the procedure consistently across
all studies, the criteria on which we classified the individual papers are not irrevoca-
ble. For that reason, altering the classifying rules potentially leads to a different num-
ber of non-specific purchase-related papers.
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4 Conclusion

Purchasing goods online has long become commonplace for a large number of indi-
viduals. The ever-increasing competition, therefore, requires e-commerce platforms
to know how and to constantly improve their web appearance. This is a crucial factor
in staying or becoming competitive. In this work, we questioned, which characteristics
influence online purchasing behaviors on e-commerce websites the most significant.
After conducting our study, we suggest six characteristics to be the most significant
ones out of all collected cues, namely trust, perceived risk, perceived usefulness,
perceived ease of use, website design and hedonic value. We furthermore subdivid-
ed purchasing behavior into four subcategories, namely planned purchases, repeat
purchases, impulse purchases and non-specific purchases and characteristics into
website characteristics and emotional and cognitive states. For every behavior, other
than impulse purchases, we found trust to be the dominant influencing characteristic
in terms of research and significance frequency. In the case of impulse purchasing
behavior, we found hedonic value to be the dominant characteristic in terms of re-
search and significance frequency. In order to establish which cues are the most sig-
nificant ones, we first defined elementary terms. Subsequently, we carried out an ex-
tensive literature review. Thereby, we were able to put through a meaningful concept
matrix and evaluate how frequently the collected papers investigated different cues.
Additionally, we analyzed how often those discovered website characteristics and
emotional cognitive states were found to be statistically significant. The previously

mentioned ranking list was drawn up based on these two evaluations.

This research paper contributes to IS literature in a theoretical and practical manner.
As mentioned beforehand, we examined which variables influence different purchase
behaviors the most. As far as we know, this has not been put through in any other
paper. Furthermore, we not only support the concept of trust to be a strong anteced-
ent of purchase behavior. We also draw a clear line between the two subcategories
influencing online purchasing behavior on a website, namely website characteristics
and emotional and cognitive states. As a last theoretical contribution, we help future
research in drawing clear lines between different purchase behaviors by defining
them extensively. In a practical manner, we provide a guideline for e-commerce
managers with which responsible employees can increase the desired purchase be-
havior. This guideline moreover simplifies the decision-making process. In general,
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the conducted literature review emphasizes the importance of an excellent e-
commerce website, conveying important emotional and cognitive states such as trust,
hedonic value and possessing influential website characteristics such as good web-
site design as those cues inter alia help to increase sales and therefore profit.

Out of this paper, several inspirations can be drawn for further research. As seen
throughout this literature review, purchase behavior on an e-commerce website is a
multidimensional construct. The influence of website design on trust and perceived
risk, for instance, has already been examined. However, the influence of web design
on perceived usefulness, perceived ease of use and hedonic value has not been in-
vestigated yet to the best of our knowledge. Therefore, another scientific work could
investigate just that. As a further development of this review, the six examined char-
acteristics could also be investigated empirically together. Furthermore, this prospec-
tive study can be put through throughout different demographics in order to under-
stand behavior in a more precise manner. At last, as trust is suggested to be a very
important characteristic to influence purchase behavior, future studies could examine,
which antecedents influence online trust. Despite the previously mentioned limita-
tions, we believe that the answer to our conducted research question presents useful
contributions to assist companies to improve their website and thus their conversion

rate.
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Browsing behavior

Attitude towards online
purchasing

Consumer propensity to
trust, cultural environment
of trust, consumers attitude
towards online purchasing

Perceived product quality

Behavioural intention
towards purchasing,
subjective norms, Attitude
towards purchasing

Mood relevant cues, task
relevant cues

Utilitarian Value

Ability, benevolence,
integrity

Satisfaction with vendor,
perceived effectiveness of
institutional mechanisms
Product attractiveness,
service attractiveness,
Expectation, willingness to
purchase, confirmation,
perceived performance
Concern for information
privacy, familiarity,
collection, errors, secondary
use, improper access
Attitude towards e-vendor,
attitude towards e-vendor's
site, disposition to trust,

Perceived product quality

Calculative-based,
knowledge-based
familiarity, institution-based
situational normality
Website awareness,
transaction security,
personal variables
Perceived vendor reputation,
trusting intention -
willingness to depend on
web vendor, structural
assurance of the web

Attitude, willingness to buy
Perceived risk with
product/service
Impulsiveness

Memorization, affect

Product involvement, web
skills, value-added search
mechansims, challenges
Positive challenges, value-
added search mechanism
used, need specifity, product
involvement, customer
tenure

Hygiene factors, motivators,
media richness factors
Expertise, reputation,
opportunistic behavior,
relationship quality

Perceived effectiveness of
feedback mechanism,
perceived effectiveness

of escrow services, trust in
intermediary, perceived
effectiveness of credit card
guarantees

Familiarity, settlement
performance

Intention for search,
perceived ease of use for
search, perceived usefulnnes
for search, experience

Web skills, challenges,
concentration, benevolence,
integrity, competence
Perceived security risk
Perceived value, perceived
competitive price, product
quality, perceived value,
website reputation

Service quality

Online relationship quality,
perceived expertise in order
fulfillment, perceived
reputation, distrust in vendor
behavior

Impulsiveness, normative
evaluation, Instant
gratification, product
availability
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Erklarung
Hiermit versichere ich, dass diese Arbeit von mir personlich verfasst wurde und dass
ich keinerlei fremde Hilfe in Anspruch genommen habe. Ebenso versichere ich, dass
diese Arbeit oder Teile daraus weder von mir selbst noch von anderen als Leistungs-
nachweise andernorts eingereicht wurden. Woértliche oder sinngeméfie Ubernahmen
aus anderen Schriften und Veroffentlichungen in gedruckter oder elektronischer Form
sind gekennzeichnet. Sdmtliche Sekundarliteratur und sonstige Quellen sind nach-
gewiesen und in der Bibliographie aufgefuhrt. Das Gleiche gilt fur graphische Darstel-

lungen und Bilder sowie fur alle Internet-Quellen.

Ich bin ferner damit einverstanden, dass meine Arbeit zum Zwecke eines Plagiatsab-
gleichs in elektronischer Form anonymisiert versendet und gespeichert werden kann.
Mir ist bekannt, dass von der Korrektur der Arbeit abgesehen werden kann, wenn
diese Erklarung nicht erteilt wird.

Augsburg, February 25, 2020
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