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ABSTRACT
Nowadays, due to developing of technology, more and more customers are applying
electronic commerce to acquire information and purchase of goods and services. However, an
integrative evaluation of online purchase from both utilitarian and hedonic perspective is still
limited. This study aims to integrate both utilitarian and hedonic factors by evaluating their
influence on attitude, satisfaction and repurchasing intention from individuals and firms. This
study also focuses on identifying the moderating role of personal type on attitude formation and
behaviour intention. The research framework also integrates value, trust and attitude as three of
most important variables that may affect consumers’ online purchasing behaviours. This study
adopts an online survey approach to get data from 505 respondents who have enough experience
on internet shopping. The results indicate that the attitude formation plays a vital role on the
determinants of the consumers’ online shopping decision making. The trust attitude, value
attitude, and affective and cognitive based attitude all become vital factors that impact
customers’ decision significantly. Personality types of thinking and feeling are regarded as the
moderators that amplify the influence of antecedents on online shopping behaviours of
customers. Since most of previous studies do not integrative utilitarian and hedonic aspects of
attitude formation and behaviour intention for internet shopping. The results of the study can
provide value insights for academicians to do further validations. It can be also very useful for
practitioners to design appropriate marketing strategies for online shopping.
Keywords: Trust, Emotional Value, Utilitarian Value, Affective-based Attitude, Cognitivebased Attitude, Electronic Word of Mouth.
INTRODUCTION
In recent years, electronic commerce has grown tremendously due to widespread
technological development rom a report from e-Marketer, both the amount of online shoppers
and the amount of money spent on the web are steadily rising (Chen, 2012). Online stores have
an advantage in more rapid delivery, lower prices and reducing purchasing time by sharing
information and searching information using differentiated services (Lee et al., 2011). Many
previous studies have discussed the importance of the attitude to accept new technology and new
shopping environments and the empirical results have shown that is attitude has influenced the
consumers decision significantly (Hernandez et al., 2009; Kim and Forstthe, 2008, Enrique et al.,
2008)
Another vital influential factor is the trust which satisfaction for online shopping (Chiu et
al., 2009) because online shopping usually involves higher level of uncertainty than shopping
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intangible store. Online stores should provide a worthy, confident platform through the electronic
trade system of the Internet and enhance hedonic value and utilitarian value to online shoppers.
Creating customer value is another critical element to an online shopping business's success
(Kimet al., 2012). In the past, studies only considered the roles of e-vendor to evaluate value,
attitude and trust of online shopping (Hernandez et al., 2009; Chiu et al., 2009; Kim, et al.,
2012); the roles of personal characteristics social influence were still lacking in integrated
discussion. Bagozzi et al. (1979) presented the dual elements of attitude which argued that both
cognition-based and affect-based attitude could provide better explanations of online shopping
behaviour (Chang and Wu, 2012). However, past studies usually either focused on the rational
decision model or the emotional state of the individual, have very rarely integrated them into a
more comprehensive framework. This article tries to develop the integrated framework of online
shopping attitudes that include rational and emotional states and make a more complete
discussion on online shopping.
The customer behaviour model to date is considered as a kind of Input (D)-Output (O)Processes in which consumers are expected to operate rationally (Jacoby 2002). However, in the
mid-1960s, they sophisticated stimulus (S)-organism (O)-respond (R) model was proposed and
the important internal factors of the individual were taken into consideration in discussing
customer behaviour (Jacoby, 2002). Based on the model of S-O-R model, stimulus was
considered as an influence that arouses the individual including all explicit and implicit signals
(Eroglu et al., 2001). For online vendor, the personality traits could be the influential stimulus to
affect customer’s decision (Sherman et al., 1997; Chang and Chen, 2008; Mummalaneni, 2005).
Therefore, the role of online vendors, personality traits and social factors would be considered
simultaneously in this study.
The internet is a new shopping channel and the technology acceptance is an important
opportunity to influence consumer behaviour of online shopping. By searching and sharing
information as well as using differentiated services, online stores have an advantage in more
rapid delivery, lower prices, and shorter purchasing time (Lee et al., 2011). Customers can find
interested products by visiting websites. Besides, the studies discussing the relevant purchase
processes within a restrain specific process of buying laptop (Hausman and Siekpe, 2009),
virtual goods (Animesh et al., 2011), clothes (Siekpe, 2005) or online travel (Wu and Chang,
2005) ignore the difference between hedonic and utilitarian characteristics of the processes. Most
of the studies focused on consideration of online shopping process with a broad framework at
intervals the context of online shopping by ignoring hedonic and utilitarian content (Lee and
Chen, 2010; Hsu et al., 2012; Zhou, 2013, Zanjani et al., 2016).
Many previous studies have discussed the importance of attitude to accept new
technology and the empirical results have shown that attitude has influenced the consumers’
decision significantly (Hernandez et al., 2009; Kim and Forstthe, 2008; Enrique et al., 2008).
Bagozzi et al. (1979) presented the dual elements of attitude which argued that both cognitive
based and affective based attitude could provide better explanations of online shopping
behaviour (Chang and Wu; 2012). However, past studies usually either focused on rational
decision model or the emotional state of the individual, have very rarely integrated them into a
more comprehensive framework. This article tries to develop the integrated framework of online
shopping attitudes which include rational and emotional stated and make a more complete
discussion on online shopping behaviour.
Based on Stimulus-Organism-Response (S-O-R) model, the stimuli could elicit emotional
and cognitive response with organism (Babin et al., 2003; Ha and Im, 2012). Both emotional
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cognitive responses could play a vital role in the relationship between stimulus and behavioral
response (Eroglu et al., 2001; Park et al., 2008; Richard, 2005). The integration of cognitive and
affective states is often adopted in recent studies. The mediating effects of trust and internal state
of affective and cognitive based attitude for the influence of stimuli and the purchase intention
are shown in many pieces of empirical studies (Chang and Chen, 2008; Eroglu et al., 2001). The
integrated view of the S-O-R model as introduced in this study that both rational and emotional
sates, including utilitarian and hedonic value, rational and emotional trust attitude, cognitive
based and affective based attitude, are presented to test the mediating effects of the influence of
the antecedents of the personal factors, vendor factors, social factors as well as online shopping
intention.
This study combines the factors of the rational and emotional state of an individual and
further test these factors impact the online shopping intention of the customers. This study
investigates the relationship between these factors and the behaviour intentions for online
shopping. Specifically, the objectives of this study are as follow:
1. To investigate how both the rational and emotional states of an individual can
impact e-shoppers’ behaviour intentions.
2. To examine the mediating role of utilitarian value and hedonic value, rational
trust and emotional trust, and affective based attitude and cognitive based attitude.
3. To clarify the moderating effects of personality types of online customers’
shopping intentions.
4. To provide and verify a more comprehensive model for the explanation of the
online shopping behaviour in reference to electronic commerce.
LITERATURE REVIEW AND HYPOTHESES DEVELOPMENT
Theoretical Background
This study presents an integrated model to elaborate the customer’s behaviour regarding
electronic commerce. It proposes three components in antecedents including individual, vendor
and social factors, and these cover the whole economic environment of online trade. The
individual factors are classified into personality traits and perceived risk. The personality trait are
the important determinants of purchasing intention (Hung and Yang, 2010; Tsao and Chang,
2010). And owing to the uncertainty of new technology and new trade system, individuals’
perceived risks are taken into consideration. In addition, the website is an important platform for
online vendors to contact the customers. The characteristics of both traditional stores and online
shops such as colour, decoration, service quality and so on have significantly made an impact on
customers’ decisions (Bai et al., 2008; Wang et al., 2011; Kim et al., 2010). For the purpose to
further investigate the effect of various website designs, both the utilitarian and hedonic aspects
related to website designs are included in this study. Furthermore, Internet technology creates a
new virtual world and provides some similar living functions to the real world (Qiu and
Benbasat, 2009). In the virtual world, the social norms as well as social interactions influence
customers’ purchasing intention as it does in the real world (Hansen, 2008; Qiu and Benbasat,
2009). Since previous studies tend to take a piece-meal approach and do not integrate them into a
simultaneous investigation. This study integrates these three factors as antecedents to test their
impacts on the purchasing intentions of customers in order to more deeply understand the
operation modes of electronic commerce.
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Subsequently, based on the tripartite model of attitude, the interrelationship of cognitionbased attitude, affect-based attitude and behaviour intention are discussed (Bagozzi et al., 1979).
The attitude formation of cognition and affect plays a vital role on the determinants of the
consumer’s decision making (Edwards, 1990). The new shopping channel of internet vendors
provides the benefits of convenience, lower costs, and various types of products; but uncertainty
is a huge obstruction for customers to shop online. Under the development of electronic
commerce, the influence of trust on internet shopping intention can’t be ignored (Weisberg et al.,
2011; Fang et al., 2011; Chang and Chen, 2008). There are multiple dimensions of trust; rational
trust focuses on the decision of cost and benefits (Lee and Selart, 2011), while affective trust
reflects on whether a person had any personal benefit from the welfare of another (McAllister,
1995). For the purpose of further explanation of the influence of various kinds of trust, this study
adopts rational trust and affective trust and tests how the customers’ behavioural intention is
impacted by these factors. In order to attract customers, the customers’ value must be created in
the process of purchasing online. Internet shopping values can be classified into two
psychological categories: Utilitarian shopping value is the degree of shopping goals
accomplished, whereas hedonic shopping value is the fun and pleasure of the shopping
experience (Kim et al., 2012). Utilitarian shopping value is viewed as rational, goal-oriented,
decision-effective, whereas hedonic shopping value is considered as the behaviour of searching
happiness, fantasy and awakening (To et al., 2007; Kim et al., 2012). Both utilitarian and
hedonic shopping values influence the decision-making behaviour of consumers (To et al.,
2007). The formation of attitude is deeply impacted by value (utilitarian value and hedonic
value), trust (rational trust and affective trust) and attitude (cognition-based and affect-based),
which further influence electronic word of mouth.
The vendor characteristic
Website is a vital environment for online store. The vendor can gain many benefits from
well-design website as well as interact with the customer and persuade them to purchase online.
Kwon et al. (2002) and Moss et al. (2006) examined the relationship between website design and
customer behaviour. Website has been proven as an effective tool to enhance customer’s trust,
arouse perceived value, affect customer’s reactions, and influence purchasing intention (Eroglu
et al., 2001; Eroglu et al., 2003). According to Eroglu et al. (2001) online environment cues can
be divided into two categories; one is a high-tasked related online environment cue and lowtasked related cue. The high-tasked related online environment cue includes all website
descriptors which can facilitate and enable the consumers’ goal achievement and emphasize the
function and content of website design as well as fits the consumers’ utilitarian motivation
(Babin et al., 1994). The low-tasked related online environment cue is relatively unimportant to
the fulfilment of shopping task and it emphasizes more on the entertainment function. This cue is
regarded as a vital factor in increase the hedonic value (Babin et al., 1994).
In addition, there are many kinds of dimensions in website designing. The formal
aesthetic website presents better performance in order process, legibility, and simplicity of
website. It is also closer to the utilitarian and economic practice and properties design. The
appeals of aesthetic website are focused on presenting hedonic quality and is more reflected by
hedonic, attractive and enjoyable attributes of website design (Bai et al., 2008).
According to above discussion, the dimensions of website design could be divided into
function-related and hedonic-related website. The function-related dimension focuses more on
goal-achievement, well organization, and informational process. The hedonic-related dimensions
4
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provide more hedonic properties of a website’s online visual attractiveness and enjoyment. Thus,
this study posits that:
H1: The hedonic-related website design has positive effect on the hedonic value.
H2: The functional- related website design has positive effect on the utilitarian value.

In this study, trust is divided into two categories: one is rational trust and emotional trust.
The rational trust is focus on consideration of cost and benefits (Williamson, 1993; Lee and
Selart, 2011), and emotional trust is focused on mood and emotions which tend to have a direct
influence on affect (Lee and Selart, 2011). Establishing online trust is a challenge for online
vendor. Pengnate et al. (2016) examined the relationships between website design features and
online trust. Online trust based on the online store’s performance is important to consumers
(Hsu, 2008) which the function- related website can provide the better performance of accuracy,
easily searching, and achievement of task-goal; the hedonic-related website can provide better
performance of entertainment, pleasure exciting, and fun. Both of them could enhance the
consumers’ trust toward the website (Kim et al., 2010). The website condition with high ease of
use and high visual appeal received the highest trust rating, whereas the website condition with
low ease of use and low visual appeal received the lowest trust rating (Pengnate and Sarathy,
2016). When the customers perceive the function of website operated badly, they raise the
distrust toward the online store. Customers with abundant, interactive, or novel exchange
experience could build higher level of trust (Ou and Sia, 2010). The influences of functional and
motivating perception of website store to customers’ trust are different (Ou and Sia, 2010). Thus,
this study posits that:
H3: The hedonic- related website design has positive effect on the emotional trust.
H4: The functional-related website design has positive effect on the rational trust.

The wide spread of new technologies are transforming the shopping experience (Spears,
2014) and providing fashion retailers with innovative ways in which to maximize strategic
opportunities (Anderson and Eckstein, 2013). According to the theory of reasoned action (TRA),
individual’s attitudes are a vital factor to influence their behaviour (Ajzen, 1991). The attitude
could be divided into cognition-based attitude and affective-based attitude (Edward, 1990). The
different design of website would have various impacts on the cognition-based attitude and
affect-based attitude. The utilitarian-related website design is close to a low-task environment
cue and provides more entertainment functions. Thus, this study posits that:
H5: The hedonic value has positive effect on the affective based attitude.
H6: The emotional trust has positive effect on the affective based attitude.
H7: The utilitarian value has positive effect on the cognitive based attitude.
H8: The rational trust has positive effect in the cognitive based attitude.

The Mediating Effect of Affective Based and Cognitive Based Attitude
In the past studies of customers’ shopping decision, the qualities of website about
information, function, useful, ease of use, entertainment and so on are vital determinants (Ha and
Stoel, 2012; Kim and Niehm, 2009; Kim et al., 2010). The utilitarian-related websites can
provide more useful information which can help decision shopping (Chakaraborty et al., 2003).
Except utilitarian-related websites, the hedonic-related websites often provide more
entertainment functions and tend to attract online shoppers. When customers visited the website,
5
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the entertainment was an important factor to impact perceived satisfaction and purchasing
intention (Ha and Stoel, 2012; Chen and Wells, 1999).
According to TPE (Theory of Planned Behavior) model, the attitude will positive impact
the intention toward the behaviour and then intention will further influence human behaviour
(Ajzen, 1991). Farley and Stasson (2003) provided a tripartite model of attitude and indicated
that attitude is a multiple components including affective response, cognitive response and
behaviour (Chang and Wu, 2012). Cognitive based attitudes are beliefs that are comprised of
personal judgments and thoughts with an object (Edward, 1990; Chang and Wu, 2012). Affective
based attitudes are emotional evaluations that are made up of emotions and feeling (Edward,
1990; Chang and Wu, 2012). Both cognitive based and affective based attitudes could result in
positive behaviour intention.
The relationship between attitude and behaviour is adopted from Ajzen and Fishbein’s
(1972) theory of reasoned attitude (TRA) and Ajzen’s (1991) theory of planned attitude (TPB).
These two theories are widely applied in realizing consumer’s behavior of purchase (Hansen et
al., 2004; Chang and Wu, 2012). A lot of studies have confirmed that attitude toward online
shopping will significantly impact online intention (Singh et al., 2006; Hernandez et al., 2009).
This study adopts the dual elements of cognition and affect attitudes to examine influences of
these two types of attitude on online shopping behaviour. Thus, this study posits that:
H9: The affective based attitude has positive effect on electronic word of mouth.
H10: The cognitive based attitude has positive effect on electronic word of mouth.

The Moderating Role of Personality Types
The website design of internet retailers is viewed as one of the most important physical
environment of online shopping. Certain atmospheric quality of online shopping website can
affect consumers’ perceived value, trust, satisfaction and purchasing intention (Eroglu et al.,
2001; Eroglu et al., 2003). However, online shopping may be moderated by certain interpersonal
characteristics variables.
Personality is a structure of emotional, rational, behavioral and mental traits that
portrayed an individual (Nassiri-Mofakham et al., 2009). Personality research is often discussed
with identifying the basic dimensions on building blocks of personality (Miller & Lynam, 2001;
Few et al., 2013). Theories in the field of personality research exist different terms of the
composition in the basic dimensions, and there are many different structural models of
personality including five factor model (FFM) (McCrae and Costca, 1987), Myer-Briggs
Indicator Type (MBTI) (Gardner and Martinko, 1996) and so on.
MBTI was used to obverse the relationship between decision pattern and personality type
in many previous studies (Barkhi and Wallace, 2007). MBTI model of personality is based on
four preferences including (1) Extroversion vs. Introversion (Are you outwardly or inwardly
focus?); (2) Sensing vs. Intuition (How do you prefer to process information?); (3) Judgement vs.
Perception (How do you prefer to organize your life?); (4) Thinking and Feeling (How do you
prefer to make decision?). Thinking personality type involves subject, emotion, harmony and so
on, individuals with the different information processing styles impact his decision (Leonard et
al., 1999) and influence how to evaluate the website vendor (Cunningham et al., 2008).
Personality types have a vital impact on consumers’ decision to purchase on virtual stores. Thus,
this study posits that:
6

1939-4675-22-3-161

International Journal of Entrepreneurship

Volume 22, Issue 3, 2018

H11: The personality types moderate the effect of the hedonic value to the affective based on attitude.
H12: The personality types moderate the effect of the emotional trust to the affective based on attitude.
H13: The personality types moderate the effect of the utilitarian value to the cognitive based on attitude.
H14: The personality types moderate the effect of the rational trust to the cognitive based on attitude.

METHODOLOGY
According to Hair et al. (2011), the partial least square SEM (PLS-SEM) has called a
great deal of attention in recent years. While CB-SEM aims at reproducing the theoretical
covariance matrix rather than on explained variance, PLS-SEM focuses on maximizing the
explained variance of the dependent latent constructs. PLS has been recognized as an effective
analytical technique, particularly for those studies focusing on prediction of outcomes (Chin et
al., 2003). The PLS-SEM tried to maximize the explained variance (R2 value) of the dependent
constructs. Hair et al. (2011) argued that there are several criteria to measure the reliability and
validity of the measurement model. The first criterion is the coefficient of determination (R2).
According to Schroer and Herterl (2009), R2 value of more than 0.672 is considered to be
substantial, 0.33 is described as moderate, while less than 0.19 is considered to be weak.
The second criterion is the average variance extracted (AVE) which assess the convergent
validity, AVE should be greater than 0.5 to assure that the latent variables can explain more than
average (Henseler et al., 2009). The third criterion is the composite reliability (CR),
which should be greater than 0.6 to confirm that the variance shared by the respective indicators
is robust. The fourth criterion is the Cronbach’s alpha coefficient, which should be higher than
0.7 to confirm the internal consistency of the research construct.
The goodness-of-fit (GoF) index is used to measure the overall fitness between the data
and the model. Following Vinzi et al. (2010), GoF greater than 0.36 is considered to be large,
0.25 is described as medium, while 0.10 is described as small.
RESULTS
Characteristics of Respondents
The survey conducted an online questionnaire and invited the participants to fill out the
internet questionnaire through e-mail and FB invitation. For 505 valid respondents, 273 were
male (54.1%) and 232 were female (45.9). Most respondents were aged less than 25 (89.5) and
their occupations are students (68%). 412 (81.6%) respondents spent less than 2000 on internet
shopping. The detailed descriptive statistics are shown in Table 1.

Table 1
DEMOGRAPHICS AND DESCRIPTIVE INFORMATION
OF SAMPLE FOR THIS RESEARCH
Male

Frequency
( n=505)
273

Percentage
(%)
54.1

Female

232

45.9

Less than 25

452

89.5

26-30

20

4

31-35

11

2.2

Demographic Variable
Gender
Ages

7
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35-40

8

1.6

41-45

6

1.2

More than 45

8

1.6

Industrial Sector

65

12.8

Service Sector

88

17.4

Students

343

68

Others

9

1.8

<2000

412

81.6

2000 ~ 4000

64

12.7

4001 ~ 6000

13

2.6

6001 ~ 8000

6

1.2

8001 ~ 10,000

5

1

>10,000

3

1

Monthly
spending on
internet shopping

Reliability and Validity Analysis
To ensure the dimension and reliability of the research constructs, this study conducted
factor analysis, item-to-total correlation, and Cronbach’s alpha tests. Table 2 shows that factor
loading of all the questionnaire items are higher than 0.7 (0.708 ~ 0.934), all item-to-total
correlation coefficients are higher than 0.5, and all Cronbach’s alpha of all factor are higher than
0.8 (0.821 ~ 0.937), which all exceed the generally accepted guideline from Hair et al. (2011). So
that we can conclude that all of the questionnaire items show high degree of internal consistency
and their factors are appropriated to be used for further analysis.

Table 2
FACTOR LOADING AND RELIABILITY
Research Item
Hedonic Related Website
Design
Functional Related Website
Design
Hedonic Value
Emotional Trust
Utilitarian Value
Rational Trust
Affective Based Attitude
Cognitive Based Attitude
Electronic Word Of Mouth

Factor
Loading
0.883 ~
0.905
0.845 ~
0.907
0.709 ~
0.866
0.734 ~
0.924
0.829 ~
0.895
0.810 ~
0.868
0.902 ~
0.934
0.836 ~
0.906
0.858 ~

Eigen
Value

Accumulative
Explained

3.206

80.153

3.724

74.477

3.402

68.032

3.598

71.966

3.029

75.715

3.545

70.901

3.367

84.18

3.814

76.281

3.194

79.847

8

Item to
Total
Correlation
0.790 ~
0.826
0.760 ~
0.842
0.569 ~
0.783
0.611 ~
0.858
0.705 ~
0.799
0.703 ~
0.780
0.827 ~
0.878
0.746 ~
0.845
0.756 ~

Cronbach’s
α
0.917
0.914
0.881
0.9
0.893
0.897
0.937
0.922
0.916
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0.921
Personality Type

0.708 ~
0.880

0.855
3.472

0.667 ~
0.793

69.436

0.889

Evaluation of the Measurement Model
Using the above criteria, the reliability and validity of the measurement model can be
verified. As shown in the Table 3, the coefficient of determination (R2), for the 6 endogenous
latent variables are as follows: 0.2900 for hedonic value, 0.3711 for utilitarian value, 0.2526 for
rational trust, 0.6453 for affective based attitude, 0.7747 for cognitive based attitude and 0.5175
for electronic word of mouth.
Table 3
EVALUATION OF THE MEASUREMENT MODEL
Cronbach’s
Construct
AVE
CR
Alpha
Hedonic Related Website
0.8011
0.9416
0.9174
Design
Hedonic Value
0.6747
0.9115
0.8809

R2

0.29

Emotional Trust
Functional Related Website
Design
Utilitarian Value

0.7196

0.9271

0.9001

0.2106

0.7446

0.9357

0.9138

0.7571

0.9257

0.8928

0.3711

Rational Trust

0.7085

0.9239

0.8972

0.2526

Affective Based Attitude

0.8418

0.9551

0.9373

0.6453

Cognitive Based Attitude

0.7628

0.9414

0.922

0.7757

Personality Type

0.6943

0.9189

0.8893

Electronic Word of Mouth

0.7981

0.9405

0.9156

0.5175

These R2 coefficients are considered to be substantial on moderate according to Schroer
and Herterl (2009). The AVEs of the constructs are ranged from 0.6747 to 0.8148, which are
much higher than the benchmark of 0.5 as recommended. The Conbrach’s alpha coefficients are
ranged from 0.8809 to 0.9375, which have fulfilled the criteria of 0.7, and confirm the internal
consistency of the measurement items. The CR coefficients are ranged from 0.9115 to 0.9551,
which are much higher than the criteria of 0.6, which suggest that the variance shared by the
respective indicators is robust. Based on the above discussions, it can be concluded that the
reliability and convergent validity of the research model is appropriate, which enables us to
proceed to an evaluation of the structural model.
Evaluation of the Structural Model
The research hypotheses were tested using the parameter estimates of the path between
research constructs. Using a sample of 505, a non-parametric bootstrapping procedure was
performed with 2500 sub-samples to obtain the statistical significance of each path coefficient
for hypotheses testing. The goodness-of-fit (GoF) index is used to measure the overall fitness
between the data and the model. Following Vinzi et al. (2010), GoF greater than 0.36 is
considered to be large, 0.25 is described as medium, while 0.10 is described as small. The GoF
of this structural model is 0.57, which is considered to be large. This result confirmed that the
9
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structural model is appropriate with predictive power. The structural model as shown in Figure 1
and Table 4.

FIGURE 1
THE MEASUREMENT OF THIS STUDY
TABLE 4
EVALUATION OF STRUCTURAL MODEL AND HYPOTHESIS TESTING
Standardize
Hypo.
Path
t-value
p-value
Estimate
Hedonic Related Website Design à
H1
0.5385
21.3006
***
Hedonic Value
Functional Related Website Design à
H2
0.6092
22.2938
***
Utilitarian Value
Hedonic Related Website Design à
H3
0.4589
16.1116
***
Emotional Trust
Functional Related Website Design à
H4
0.6026
17.2636
***
Rational Trust
Hedonic Value à Affective Based
H5
0.2748
8.8399
***
Attitude
Emotional Trust à Affective Based
H6
-0.236
1.3568
Attitude
Utilitarian Value à Cognitive Based
H7
0.4843
3.2621
Attitude
Rational Trust à Cognitive Based
H8
-0.0144
0.082
Attitude
Affective Based Attitude à Electronic
H9
0.4763
10.8197
***
Word of Mouth
Cognitive Based Attitude à
H10
0.2729
5.5706
Electronic Word of Mouth
10
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Hedonic Value * Personality Type ->
Affective Based Attitude
Emotional Trust * Personality Type H12
> Affective Based Attitude
Utilitarian Value * Personality Type
H13
-> Cognitive Based Attitude
Rational Value * Personality Type ->
H14
Cognitive Based Attitude
Note: *: p< 0.01; ***: p<0.001
H11

0.4931

5.3982

***

0.5826

2.3729

***

0.3572

2.4632

***

0.7192

2.7191

***

The empirical results show that the hedonic related website design has significant
influence on the hedonic value (β=0.5385; t=21.3006) and the emotional trust (β=0.4589;
t=16.1116). Furthermore, the hedonic value has significant influence on the affective based
attitude (β=0.2748; t=8.8399), but the emotional trust has no significant influence on the
affective based attitude (β=-0.2360; t=3568). The results further shows that functional related
website design has significant influence on utilitarian value (β=0.6092; t=22.2938) and rational
trust (β=0.6026; t=17.2636). The utilitarian value has significant influence on the cognitive based
attitude (β=0.4843; t=3.2621), but rational trust has no significant influence on the cognitive
based attitude (β=-0.0144; t =0.0820).Furthermore, the affective based attitude and cognitive
based attitude also have significant influence on the electronic word of mouth (β=0.4729;
t=10.8197; and β=0.2729, t=5.5706).
The moderating effects of personality types has positive significant influence of the
hedonic value on affective based attitude (β=0.4931; t =2.3729) and positive significant
influence of the emotional trust on affective based attitude (β=0.5826; t=2.3729). The
moderating effects of personality types has positive significant influence on the relationship
between utilitarian value and cognitive based attitude (β=0.3572; t =2.4632) as well as
relationship between rational value and cognitive based attitude (β=0.7192; t =2.7191).
CONCLUSION AND SUGGESTION
Conclusion
Electronic commerce has grown tremendously and been thought highly in the last
decades. Both the amount of online shoppers and the amount of money spent on the web are
rapidly rising (Chen, 2012). Consequently, issues of online shopping behaviours are interesting
and important in both academic and practical fields
This study tried to present an integrated model to elaborate the customer’s behaviour
regarding electronic commerce. The results indicate that the attitude formation plays a vital on
the determinants of the consumers’ online shopping decision making (Edward, 1990). The trust
attitude (Lee and Selart, 2011; McAllister, 1995), value attitude (To et al., 2007; Kim et al.,
2012) and affective based and cognitive based attitude (Edward, 1990; Chang and Wu, 2012), all
become vital factors that impact customers’ decision significantly. Personality types of thinking
and feeling are regarded as the moderators that amplify the influence of antecedents on online
shopping behaviours of customers.
The partial relationship analysis is carried out to identify the mediating effects of attitude
and trust for the influence of antecedent on the dependent variables. Among them, the effects of
antecedent on online shopping seem to be close to full mediation by personal innovativeness on
online shopping intention.
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This study aims to identify relationship among the antecedent, mediator, moderators and
consequence of online shopping intentions based on the utilitarian and hedonic perspectives. The
hedonic-related website design can arouse the hedonic attitude of customers and emotional trust,
and the result are in line with previous studies, such as Babin et al. (1994); Bai et al. (2008). The
result also found that functional-related website design can arouse perceived utilitarian value and
rational trust, and the result reinforces the cognitive and affective aspects of consumer behaviour.
And the results are similar to results provided by Kim et al. (2012); Wang (2010). Therefore, the
results of this study further proof the applicability of the above two theories that consumers’
hedonic arousal will result in higher intention toward online purchase; while consumer’s
cognitive insight will also result in higher purchase intention.
The result of this study indicates that individual differences in terms of personality may
play a key role on consumer behaviour. The moderating effects of personality types are
discussed as follows. According to MBTI (Myers-Briggs Type Indicator) model, the participants
could be divided into “thinking” group and “feeling” group. The thinking and feeling group may
conduct on the relationship between hedonic and affective based attitude, emotional trust and
affective based attitude. For customer with higher “thinking and feeling”, the influence of
utilitarian and hedonic perspective on their attitudes will be amplified. MBTI model was used to
obverse the relationship between decision pattern and personality types (Barkhi and Wallace,
2007) and in previous studies, personality types reflects people’s difference in decision making
behavior (Leonard et al., 1999). The results as shown in this study are line with previous
research.
Academic and Managerial Implications
Online shopping behaviours of customers are vital issues on electronic commerce. The
attitudes of cognition based and affection based attitude formation are considered to impact
customers significantly on current online shopping studies (Bagozzi et al., 1979; Argyriou and
Melewar, 2011). The comprehensive model that integrates utilitarian and hedonic perspectives to
explain the behaviours of customers can be more helpful to the online vendors.
Online commerce has become a very important channel for retailers over the last decade,
driven by the more rapid delivery, lower prices, and faster purchasing time that it enables (Lee et
al., 2011). However, this is also a very competitive market, and thus it is important for online
retailers to better understand the factors that affecting the relevant purchase behaviours, such as
customer personality traits, perceived risk of online shopping and technology adoption.
Several managerial implications could be drawn from the results of this research. First,
electronic commerce has become more and more important with the mature technology and mass
growth of online users. It is worth observing how to operate the new transaction platform for
business vendors. This study tries to extend the current theory foundation and found the
comprehensive framework of customers’ online shopping behaviour from utilitarian and hedonic
perspectives.
The informants thought that the website design should fit the images of products and
online vendor in order to attract the customers’ interest. Based on the results, the influence of
function-related website on the utilitarian value and the influence of enjoyment-related website
on hedonic value. Different types of website design can arouse different values for customers.
For the customers who pay more attention to perceived utilitarian, online vendors might make
efforts to provide more function explanations of website designs to enhance the values such as
safe, convenience, quick service and so on. For the customers who search for hedonic values, the
12
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attractive and fascinating website designs are the vital factors. Most customers often bought daily
necessities, books or clothes on the online stores, and for online shoppers, these might not be
vital decisions to them. According to the study results, the influences of function-related website
design on customers’ utilitarian evaluation with low personal involvement are more significant
than those with high personal involvement. The function-related websites are influential factors
to the inexperienced online shopping customers. The online vendor could enhance the functions
of website design to attract more inexperienced customers.
The results suggest that marketers need to pay more attention to enhance customers’
interests of the market through the creation of perceived utilitarian and hedonic attitudes. Most of
the informants concerned the utilitarian values of speed, discount, and time, while hedonic value
of beautiful pictures clear and close to real products, various and interesting introduction. How to
enhance customers’ utilitarian and hedonic evaluation is the key to open customers’ mind.
Attitude measures are often used to predict the behaviour of consumers (Bagozzi et al., 1979)
and multiple dimension views are thought highly (Dubé et al., 2003). Both cognitive and
affective attitudes play important roles on customers’ decision making. For the online vendors, it
is vital for them to meet the needs of different groups with variety of needs and wants. The
experienced and inexperienced groups want different values. Rational customers focus more on
utilitarian perspectives, while emotional customers looking for the hedonic atmosphere and
environments. The online vendors should provide different service for different customers to
enhance customer’s interested.
Limitation and Research Suggestion
Although the result of this study is interesting and plentiful, there are several limitations
and suggestions for the future research. First, the issue of online shopping is still rather
undeveloped, the structural map presented in this work is likely to change with the future work
of research author. However, examining research from the past decade can still give important
suggestions for future work. Secondly, a relatively small of relationship was examined in
previous studies. The affects the connection among the studies examined in this work. Although
the constructs in all model have all plays as key factors that impact online shopping behaviours,
others could also be discussed in future research, such as transaction cost theory, pricing model
and so on. Finally, the practical survey collecting 505 respondents and 68% of respondents are
students. Although the students are the main group acting on Internet, the overall behaviours of
customers may be different from students, and this is issue may need to be validated further.
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