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Abstract

A review of making purchase decisions through inter-
net was retrospectively reviewed (ex-post-fact) with a 
sample of 340 people who had (n=187) and who had not 
purchased online (n=153). The questionnaire that was 
used includes statement for each of the stages involved 
in the choice (problem identification, information search, 
alternatives evaluation, and purchase behavior). Some 
scales were designed while some others were adapted 
from the available research literature. Results shows 
that, through internet, it is more common to perform 
unplanned purchase, and the information available on 
the network usually has a significant value in online 
decision-making. Online purchasers and not purcha-
sers differ on risk perception. Some recommendations 
to design web pages for commercial use are suggested, 
and discussion about the evolution of online shopping 
in Colombia is presented.
Keywords: consumer behavior; online decision making; 
cognitive model.

Resumen

La toma de decisiones de compra en línea (internet) 
fue revisada retrospectivamente (ex-post facto) con 
una muestra de 340 personas que habían (n = 187) y 
no habían comprado por este medio (n = 153). El cues-
tionario usado incluyó afirmaciones para cada una de 
las etapas involucradas en la elección (identificación 
del problema, búsqueda de información, evaluación de 
alternativas y conducta de compra). Algunas escalas se 
diseñaron y otras se adaptaron de las que se encuentran 
disponibles en la literatura científica. Los resultados 
sugieren que, por internet, es más común la compra no 
planeada y que la información disponible en la red suele 
tener un valor importante en la toma de decisiones. Se 
presentan diferencias en la percepción del riesgo de 
compradores y no compradores. Se sugieren algunas 
recomendaciones para el diseño de páginas web de uso 
comercial y se discute sobre la evolución de las compras 
por internet en Colombia.
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Palabras clave: comportamiento del consumidor; toma 
de decisiones en línea; modelo cognitivo.

Resumo

A tomada de decisões de compra online (internet) foi 
revisada retrospectivamente (expost-facto) com uma 
amostra de 340 pessoas que tinham (n=187) e não tinham 
comprado por este meio (n=153). O questionário usado 
incluiu afirmações para cada uma das etapas envolvidas 
na eleição (identificação do problema, busca de infor-
mação, avaliação de alternativas e conduta de compra). 
Algumas escalas foram criadas e outras adaptadas das 
que se encontram disponíveis na literatura científica. Os 
resultados sugerem que, por internet, é mais comum a 
compra não planejada e que a informação disponível 
na rede costuma ter um valor importante na tomada de 
decisões. Se apresentam diferenças na percepção do 
risco de compradores e não compradores. Sugerem-se 
algumas recomendações para o desenho de páginas 
web de uso comercial e discute-se sobre a evolução das 
compras por internet na Colômbia
Palavras-chave: comportamento do consumidor; toma-
da de decisões online; modelo cognitivo.

According to Fosk (2013) Colombians con-
sumes on average 17.2 hours internet per month, 
although it is below than Latin-American average 
(24.6 hours). Most of these (42.9%) tend to be 
young (among 15 to 24 years old), and according 
with this report, they are the most involved online 
(48.4 minutes per hour) primarily in social media 
and entertainment, although Colombian online 
users decreased their social network interaction 
(about 0.4 hours) among January to June 2013. 
This report stands that, besides those involved ca-
tegories, other online visits were about services, 
search and navigation, multimedia and life style; 
nevertheless online audience growth 5%, primarily 
on banking and on airlines categories.

Categories with main grow were (Fosk, 2013): 
family and youth education (437%), politics (114%), 

tickets (87), and news technology (86%). Neverthe-
less, the second category growth is explainable be-
cause congress campaigns started in this year.

According with Colombian Government (Min-
TIC, 2014), a growth increase on broadband in-
ternet have been sustained during 2013, above 
15% each quarterly, primarily in the low scales 
population in both rural and urban zones. Another 
government report (Cárdenas, 2012), an economic 
grow equivalent to 5.9% was experienced, and the 
minimum salary income increased 5.8%, 2.1% 
greater than inflation, which represent a better 
purchasing power, supported by a policy to protect 
consumers (i.e.: consumers bylaw). According to 
World Bank (2013), as a result of making things 
easier to consumers is that banking increased 4.4% 
in 2012.

Due to an increment on internet demand and 
on the development of several options available 
through internet in Colombia, e-commerce in-
creased 300%, among 2010 and 2012; it means 
that 16% of internet users made online purchases 
(Ipsos Napoleón Franco & MinTIC, 2012). This 
data is an evidence that Colombian consumer are 
using more and more frequently internet options 
to solve consumption problems or, at least, using 
it to found help in online options.

This research is focus on the traditional deci-
sion making model from a cognitive perspective 
of consumer behavior (Engel, Kollat & Blackwe-
ll, 1968) that, nonetheless all the updates (Engel, 
Kollat, Blackwell, & Miniard, 1986; Engel, Blac-
kwell, & Miniard, 1995), modifications (O’Brien, 
1987), and developments (Rice, 1993), the EKB 
or EBM model1 recently have been used to exa-
mines purchase patterns (Foxall, 2005), consumer 
satisfaction (Yoon & Uysal, 2005), perception of 
marketing strategy (Lin, Li, & You, 2012), pre-de-
cisional influences (Paul, 2013), purchase inten-
tion prediction (Martinez & Kim, 2012), social 

1 Renamed by his authors, after a review (Blackwell, Miniard, 
& Engel, 2001).
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 influence and satisfaction (Hsu, Chen, and Weng, 
2009), and many other topics involved in decision 
making and marketing strategies.

The model involves five stages: (1) Problem-re-
cognition, (2) search for information, (3) alterna-
tives evaluation, (4) choice, and (5) outcomes. 
The two lasts ones can be read as purchase and 
consumption/satisfaction, in this case. Figure 1 
describes the underlying algorithm.

In Colombia, there are few scientific publica-
tions about decision making. For instance, Tavera, 
Sanchez & Ballesteros (2011) include variables like 
trust, perceived secureness, among others, intention 
to use, that are related to perceived risk, one of the 

a main variables related to purchase. After validate 
their instrument, these authors conclude that per-
ceived secureness fairly predicts trust, although 
the last one predicts moderately intention to use 
internet in order to perform purchases.

Other examples, not related to online decision 
making are: Botero, Abello, Chamorro & Torres 
(2005) tested (non)compensatory models to choo-
se culinary products, and found that organoleptic 
variables primarily influence the choice. Gómez 
(2001) discovered that quality, price, delivery ti-
me, and other service variables (including support) 
results to be important in decision making process. 
According with López, Sandoval y Cortes (2010) 
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Figure 1. Decision making model
Source: Adapted from Blackwell, Miniard, and Engel (2001).
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Target Rating Points (typically TRPs) are related to 
brand recall, preference and last or purchase inten-
tion. These authors claim that all that relations got 
statistical significance even with low, medium, or 
high TPRs. Finally, a useful review about qualita-
tive research methods about consumers (Velandia 
& López, 2008) shows possibilities to goes deeper 
in decision making process.

The only study related to online decision ma-
king developed in Colombia examined psychologi-
cal resistance to purchase though internet (Gómez, 
León, Orozco, & Illera, 2012). These researchers 
suggest that perceived insecurity, logistic troubles, 
language, and lack of internet advertising, among 
other variables, influenced the so called psycho-
logical resistance.

Research background on online  
decision making

Ahead will be detailed all of the stages that 
involves decision making and some of the main 
recently findings about this process applied to on-
line purchase and consumption.

Problem recognition

Although decision making process supposed a 
problem solution, not all of the products2 seem to 
be a solution for certain consumers. For instance, 
when the toothpaste runs out is a typically situation 
that promotes a buying behavior, nevertheless, this 
use to be a problem for cultures that uses this kind 
of toilet cleaning products that, but for some others, 
this is not a consumption problem situation. Un-
derstanding the differences between real and ideal 
situations make sense about the very first stage on 
consumer decision making (Bruner & Pomazal, 
1988) and consumption problem situations that 
could be solved through online options.

2 Along the document, services are included when products 
are referred. 

A psychological perspective about consumer 
problem recognition is based on needs: biological 
or psychogenic; the earlier refers to those needs 
related to keep human being alive, like thirsty, 
hungry, or sleep; and the former involves those 
kind of consumption problems that are not neces-
sarily related to staying alive, but are perceived 
to be helpful, valuable, beneficial, advantageous, 
practical, functional, effective or informative (So-
lomon, 2012).

Bruner (1985) approach to problem recognition 
have been useful to study attributes evaluations 
(Ganesan, Venkatesakumar, Sampth, & Sathish, 
2011), search patterns (Bruner, 1987a; Bruner, 
1987b; Punj & Srinivasan, 1992), segmentation 
(Jayanti, 1997), risk perception (Cunningham, 
Gerlach, Harper, & Young, 2005), and further mo-
re. In online options, is has been related to product 
personalization (Zhang, Agarwal, & Lucas, 2011), 
e-store design (Liang & Lai, 2002), competitive 
sustainability for internet firms (Javalgi, Radulo-
vich, Pendleton, & Scherer, 2005), which highli-
ghts the importance of this stage to any success 
company in the online environment.

Even when a consumer seems to have no need 
or problem, internet navigation brings plenty of 
information which broad up consumption opportu-
nities. According to Castro (2012), Latin America 
was the region that most online users increased, 
and consumes an average of 26.1 hours of internet 
per month (2.7 hours more than world average), 
visiting online department stores, luxury commodi-
ties, or home furnishing. Colombians people, who 
shops online, spend among US$100 and US$250 
quarterly, using credit cards (Castro, 2012).

Information search

Nowadays information volume represents ano-
ther problem to online consumers.3 Nonetheless, 

3 For instance, a search like ‘decision making’ and ‘consumer 
behavior’, altogether, through google chrome, produce more 



 

 277

Reviewing a Consumer Decision Making Model in Online Purchasing: An ex-post-fact Study with a Colombian Sample

Avances en Psicología Latinoamericana / Bogotá (Colombia) / Vol. 34(2) / pp. 273-292 / 2016 / ISSNe2145-4515

consumers deliberately search for both memori-
zed and external information (Solomon, 2012) to 
resolve theirs consumptions problems, although 
some online information is not valuated as well as 
internal information, especially if consumers are 
highly motivated (Rose & Samouel, 2009).

In addition, internet is supported, among other 
sources, by online ads that fill most of the web-pa-
ges available, bringing product information, even 
when they are not looked for. That phenomenon 
creates accidental searches, instead of deliberate 
ones, that prone both knowledge and purchase 
intentions. Peters & Ketter (2013) observed that 
choices use to has behavioral biases that influence 
decisions and provokes measurement errors (noi-
se parameter) that must be controlled to predict 
consumers preferences, because internet users 
makes accidentally unintended choices based on 
information disposed (i.e. online advertising) that 
are not been consciously looked for.

Even when the information is presented as lo-
gical and objective, previous experiences in on/
offline purchases and consumptions, predispose 
biases mechanisms that inclines decision making to 
what is valuable for consumers. Preferences use to 
be reported as an internal bias, and produce certain 
kind of (un)preferred or (un)desirable consequence 
(Houmanfar, Rodrigues, & Ward, 2010). Another 
internal bias is the overconfidence when consumer 
gives much more attention to strength evidence 
oriented to specific uncertain outcomes, overes-
timating their knowledge and judgment about the 
indeed best product, as Tan, Tan, & Teo (2012) 
underline.

External biases, like advertisement, innuendos, 
or subliminal messages, are considered by consu-
mer when they are trying to de-bias or undo men-
tal contamination (Wilson, Centerbar, & Brekke, 

than a million results, and in an academic search engine like 
ISI Web of Knowledge or Scopus, produce more than 1500 
results.

2002), so consciously external biases are identified 
or at least inferred by consumers.

One special kind of bias use to be risk percep-
tion, or the possibility of unexpected/undesirable 
consequences, although attitude to online purcha-
se has a positive influence to continue purchasing 
online (Bianchi & Andrews, 2012). On the other 
hand, sources of risk perception, in online environ-
ments (Lim, 2003), are associated to technology 
(i.e. safety malfunction), retailers (i.e. vendor ID, 
purchase ‘broken promises’, misuses of personal 
information), consumers themselves (i.e. social 
beliefs/pressures), and products (i.e. poor standards, 
malfunctioning, unfitness…). Anyway, all the per-
ceived risks (Lim, 2003) applies both on and offline 
purchases: social (i.e. social alienation, or punish-
ment), financial or economic loss, performance 
(i.e. improperly product work or limited duration), 
physical (applies for elderly people and for those 
who has any medical condition that must be aware 
of), psychological (i.e. regrets, or stress experien-
ced by shopping), time-loss, personal (i.e. stolen 
credit card, or saving account funds), privacy (i.e. 
consumers’ shopping habits), and source (i.e. un-
trustworthy business, especially the very first shop).

Perceived risk use to be related with the next 
stage (alternatives evaluation) because previous 
experiences, bad and good ones, (de)increases risk 
perception, and that conclusion is used to valuate 
either problem or information quality for consu-
mers when online purchasing. Anyway, purchase 
intention could be fostered when risk perception 
barrier is broken, even if the risk prevails (Bianchi 
& Andrews, 2012).

Alternatives evaluation

After gather enough information available (in-
ternal or memorized, and external, i.e. advertising, 
others advises), online shoppers evaluate them appa-
rently to take the best decision. But, when market 
available information exceeds humans processing 
capacity, other criteria must to be used to take easily 
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and quicker decisions. Online consumers use many 
criteria or heuristics, to evaluate both brands and at-
tributes before making a choice and are considered 
as “a strategy that ignores part of the information, 
with the goal of making decisions more quickly, 
frugally, and/or accurately than more complex me-
thods” (Gigerenzer & Gaissmaier, 2011, p. 454).

Kardes, Posavac, & Cronley (2004) found that 
the main heuristics are: (1) representativeness; 
(2) availability; (3) simulation; (4) anchoring and 
adjustment, and (4) affect, but another heuristics 
(i.e. Zero-sum heuristic, when gains and losses 
are correlated and decision could be postpone or 
rejected, see Chernev, 2007; Meegan, 2010) have 
been considered as biases from the objectivity of 
product advantages.

These heuristics plays an important role into 
decision making process, making easy to make 
choices to consumers by producing rules that are 
used to lesser effort and time consumption in this 
process. Some of these rules play a compensation 
role by increasing any preferred advantage over 
some disadvantages. This strategy had been found 
to be perceived as more accurate, effective, and sa-
tisfactory, has superior consistency with previous 
preferences, and is less effortful in purchase online 
decisions (Song, Jones & Gudigantala, 2007).

Others strategies or biases, plays the opposite 
role helping to dismiss some options when a rule, 
a criteria, or a preference must be reach to consi-
der an available option. These biases are known as 
non-compensatory because a ‘bad’ attribute can’t 
compensate the good ones, and the alternative is 
no more considered in a decision task. This stra-
tegy includes lexicographic (preferences on com-
modities over a strict order, or lexicon, of others, 
see Martínez de Anguita, Alonso & Martin, 2008), 
elimination-by-aspects, or EBA, (used when the 
alternatives are compared across several attribu-
tes, see Wang & Benbasat, 2009), and conjunctive 
by attribute (when a considered attribute it’s been 
taken in account across various alternatives, see 
Wang & Benbasat, 2009).

Purchase behavior

In general, for companies and marketers, purcha-
se use to be the most important stage of the decision 
process that not only implies the simple act of mo-
ney exchange, but involves some other important 
determinants that are considered when a consumer 
makes a financial transaction through internet.

Consumers’ time assumption is a very interes-
ting factor that could alter decision making (even 
offline) due to, for some consumers, time is not a 
problem but a solution when purchasing online, 
but for some others, use to be a limitation. Time 
is better considered when the payment transac-
tion can be customized, which is better managed 
by internet, in order to lesser the time perception 
(Thirumalai & Sinha, 2011). Cooke, Meyvis, and 
Schwartz (2001) found that, when time is contro-
lled via online suggestions, regrets could be redu-
ced or even avoided. Besides, Cotte, Chowdhury, 
Ratneshwar, & Ricci, (2006) found positive and 
negative relations among internet usage (time plan-
ning style) and hedonic/utilitarian benefits pursued,  
as motivators.

Social factors also can promotes or limit an onli-
ne purchase. Social influence has been extensively 
studied in online purchase (Bianchi & Andrews, 
2013; Cho, Kang, & Cheon, 2006; Pavlou, 2003; 
Shim, Eastlick, Lotz & Warrington, 2001; Zhou, 
Dai, & Zhang, 2007, among many others). The 
influence of relatives, friends, and testimonials 
has been shown as positive in online purchasing 
(Foucault and Scheufele 2002; Limayem, Khalifa, 
& Frini, 2000). Swaminathan, Lepkowska-Whi-
te, & Rao (1999) found that occidental women 
seems to be more influenced by social factors,  
on and offline.

In consumer behavior, many types of purcha-
sing have been classified. For instance, Wilson 
(2000) divided purchases in a three polarized di-
mension matrix: (1) behavior (professional to lei-
surely), (2) significance (routine to exceptional), 
and (3) attitudes (aversion to enjoyment).
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Another factor that has become a very important 
decision variable is how the web pages have been 
dispose, including colors, interactivity, or navigabi-
lity; when helping or blocking financial transaction. 
Some of the common variables consumers uses to 
evaluate web-site performance are functionality/
design, process, reliability, responsiveness (Bauer, 
Falk, & Hammerschmidt, 2006), technical adequa-
cy, content quality, specific content and appearance 
(Aladwani and Palvia, 2002). The last four ones 
have been shown to be related to trust and perceived 
risk in online purchase intention (Chang & Chen, 
2008). Aesthetic design of the web-page, forma-
lity and appeal, has been found to have effects on 
perceived service quality and satisfaction (Wang, 
Hernandez, & Minor, 2010).

Although decision making process involves 
outcomes (consumption and satisfaction, in this 
case), this study is only focused on the previous  
stages.

Method

Subjects

A sample of 187 people who accepted the terms 
and conditions of the research finished the entire 
questionnaire. 153 who initiated it do not purchase 
online. A filter was designed to test recall memory 
of the very last acquisition, based on Rajagopal 
and Montgomery (2011). According with it, 130 
people had a low recall level to participate and 
where excluded of this research (see details of this 
filter over the instrument development). 44.4% of 
the participants had among 26 and 33 years old. 
55.1% were women and most of the sample had 
a post graduate education level (50.8%) and so 
manifest to be single (54.8%). A third part of the 
surveyed had an office work (32.3%) and a fifth 
part of them earned between 7 to 8 minimum wa-
ges (21%). Table 1 sum up the characterization of  
the sample.

Measurement development

The project involved these phases: (1) after a 
detailed background research review, (2) a pilot 
online questionnaire were developed, and (3) we-
re applied to under and postgraduate students, in 
order to discriminate the better items to analyze. 
As a retrospective ex-post-fact study, all the partici-
pants must be focused his/her previous purchase to 
evaluate their own perceptions about each decision 
making stages, and no variable where manipulated 
(Montero & León, 2007), an online questionnai-
re were developed to track every decision ma-
king stage recently made by the participants. The 
questionnaire were adaptive because not all the 
surveyed purchased online, although there were 
ask about their reason for not to purchase online 
in order to compare with those who did it. Besi-
des, some of them had a low recall level that could 
alter the results, and were filtered or not included 
in this research.

Firstly an exploration of online navigation ha-
bits was performed (frequency and uses), besides 
online purchase frequency (“I don’t purchase onli-
ne” option included). A risk perception scale (Lim, 
2003) was applied to this people, and had a high 
Cronbach’s Alpha (.84).

Later, those who do purchase online had the 
opportunity to follow with the survey answering 
about purchase habits: inscription to online purcha-
se clubs, reviewing offers and/or promotions that 
are received on email, and how long ago were his/
her very last online purchase. Those who manifest 
that purchased 15 days ago, or more, answered 
an additional recall quality scale (Rajagopal & 
Montgomery, 2011). In this case, Cronbach’s Al-
pha was .95. It was used to filter those who had a 
clear memory from those who had a less quality 
recall. Only those whose punctuation was above 20 
points, in a scale from 4 to 24, continued answering 
the questionnaire.

Category and product purchased was questio-
ned, and afterwards items about the five decision 
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making stages were displayed using 12 adapted 
scales as follows.

The first stage (problem identification) was ex-
plored with an adaptation of Bruner & Pomazal’s 
(1988) scale, to valuates ideal vs. actual purchase 
situations (Cronbach’s Alpha=.78); and with an 
adaptation of Van Kleef, van Trijp, & Luning’s 
(2005) measurement of consumption opportuni-
ties. This scale includes three scales: (1) product 
drivers (Cronbach’s Alpha=.80); (2) familiarity 
(Cronbach’s Alpha=.64); and (3) consumer’s point 
of view (Cronbach’s Alpha=.51). The last one we-
re not taken into account in subsequent analysis, 
because of it low reliability performance.

The second stage (information search) was 
explored using different scales. First one was an 
adaptation of Bei, Chen & Widdows’ (2004) scale 
that valuates external sources (online: Cronbach’s 
Alpha=.80; traditional: Cronbach’s Alpha=.62). 
About internal sources, an adaptation of Smith & 
Park’s (1992) scale was used to valuate previous 
experience with the brand purchased (Cronbach’s 
Alpha=.81). Additionally, other brands, different 
from the purchased one, were valuated with three 
scales: (1) considered (Cronbach’s Alpha=.82); 
(2) inert/deadless (Cronbach’s Alpha=.91); and 
(3) inept/useless (Cronbach’s Alpha=.94). Acci-
dental searches were valuated with a three item 

Table 1 
Socio-demographic characteristics of the sample

Variable/Categories Frec. % Variable/Categories Frec. %

Genre Income level

Male 84 44.9 Minimum wage (MW) or less 10 4.8

Female 103 55.1 Among 1 to 2 MW 17 9.1

Age range Among 2 to 3 MW 19 10.2

Among 18 to 25 43 23.0 Among 3 to 4 MW 18 9.7

Among 26 to 33 83 44.4 Among 4 to 5 MW 18 9.7

Among 34 to 41 42 22.5 Among 5 to 6 MW 31 16.7

Among 42 to 49 13 7.0 Among 6 to 7 MW 18 9.7

More than 50 yo 6 3.2 Among 7 to 8 MW 39 21.0

Education level More than 8 MW 17 9.1

Bachelor 10 5.3 Main activity

Undergraduate 16 8.6 Domestics 2 .5

Professional 66 35.3 Independent 20 10.8

Post-graduate 95 50.8 Administrative (Office) 60 32.3

Marital Status Operational (Industry) 4 2.2

Single 102 54.8 Security 4 2.2

Married 63 33.9 Director 36 19.4

Widowed 2 0.5 Teacher / researcher 23 12.4

Separate 9 4.8 Sanitary 9 4.8

Cohabiting 11 5.9 Technology & other 29 15.6



 

 281

Reviewing a Consumer Decision Making Model in Online Purchasing: An ex-post-fact Study with a Colombian Sample

Avances en Psicología Latinoamericana / Bogotá (Colombia) / Vol. 34(2) / pp. 273-292 / 2016 / ISSNe2145-4515

scale (Cronbach’s Alpha=.67), although one of 
them, do not contribute to the scale. Biases were 
valuate with an adaptation of Fiedler’s (1996) scale 
that, in this case, included only availability biases 
(Cronbach’s Alpha=.80), because status quo and 
optimism biases corrupted the scale.

According with the third stage (alternatives eva-
luation) it were necessary to assess risk perception: 
economic, functional, social, physical, psycholo-
gical, time loose, personal, privacy loose, and risk 
perceived in sale sources (Lim, 2003). Economic 
and physic risk perception scales were reliable 
(Cronbach’s Alpha=.67, and .80, respectively). 
The whole risk perception scale was reliable too 
(Cronbach’s Alpha=.91).

Purchase stage was assessed with temporal and 
social factors, besides perceived web page quality 
and purchase styles. Temporal factors was reliable 
(Cronbach’s Alpha=.76) and assessed time as flux, 
occasion, limit, free, and dead, based on Lewis & 
Bridger’s (2001) description. Web page perceived 
quality resulted reliable (Cronbach’s Alpha=.89), 
and was based on Papatla (2011). Social factors 
was reliable too (Cronbach’s Alpha=.75) and so 
purchase style (Cronbach’s Alpha=.68). The last 
scale was based on Papatla (2011) and allows to 
classified buyers as “cherry pickers”, loyal to brand 
or store, focus/research, and recreative ones.

Finally, all of the items were pointed in a 6 
points scale, where 1=Totally disagree, and 6=To-
tally Agree. Unlike most of the scales in which this 
questionnaire are based on, that used 7 points, a 6 
points scale forces to choose one side of the item 
and helps to reduce central tendency.

Procedure

An email call was sent to invite as much online 
shoppers as possible. All the participants accepted 
an online informed consent where they were noti-
fied how the personal information would be trea-
ted, with ethical and bylaw standards (i.e. personal 
data protection). Anyone who did not choose the 

acceptance terms continue with the questionnaire. 
This was developed online and was load on a free 
host (www.somee.com) in a program that allows 
participants to fill the questionnaire in both pc and 
portable devices (i.e.: tablets or smatphones). The 
data were analyzed using Statistic Package for 
Social Sciences (SPSS), v. 21.

Results

According with online habits, most of the peo-
ple use internet daily (88.9%), and most of them 
use it to consult email (82.5%), or to entertain 
themselves (62.6%). Anyway, internet frequency 
use it is not highly correlated to age (r=.14; p=.00), 
and not correlated to scholar level (r= –.06; p=.20) 
or income level (r=.00; p=.98).

Almost a third part of the participants do not 
purchase online (28.5%), but a fourth part of them 
dis it, at least, once in a month (25.3%). No di-
fferences between men and women were found 
about it [t(186)= –.31; p=.76)]. A third part of 
them (34.6%) made his/her very first purchased 
only among 1 to 3 years ago, and 4 in 10 (39.5%) 
made his/her very last purchase about a month ago. 
Although 79.8% are inscribed to online purchase 
clubs, only 16.5 a third part review online offers 
on his/her emails frequently (34,3%).

Products and categories

A total of 29 product categories and 87 kinds of 
products were purchased by the participants. Main 
frequencies are showed in Table 2.

Most of the categories are related to electronic 
devices, although some wear and health products 
appear regularly too. In the case of products, wear 
products represents a significant accumulation 
(11.5%), while electronic devices were half of that 
(5.7%). Travel/tourism and adult products result 
one of the more frequent purchase products/servi-
ces online. Other categories and products were in 
the second place on each case.
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First stage results: problem identification

Actual state was more frequently reported than 
desired one (57.4% vs. 42.6%, respectively). No 
differences were found between men and women 
with regard to the actual state [t(186)=.21; p=.84]. 
About opportunities to consume, familiarity with 
the brand and product drivers were had similar 
relevance to consumers (Familiarity: Mean=3.5; 
SD=1.4; Product Drivers: Mean=3.4; SD=1.4). Be-
sides, significant differences were found with these 
variables and states (Product Drivers: t(186)= –4.6; 
p=.00; brand familiarity: t(186)= –3.1; p=.00), be-
ing desire state higher than actual state.

Although mean differences were found about 
consumption opportunities, most of those associa-
ted to the product seem to have similar variances 
(See details on Table 3), which lefts advertising 

banners, difficulties to find the product, and volume 
for money as those consumption opportunities that 
promotes more desire states on consumers.

Table 3 
Mean differences test among consumption opportunities 
variables

Consumption 
opportunities 

(items)

Levene test 
for equal 
variances

T test for means’ 
equality

F p-value t Gl p-value

Product – adverti-
sing banner .03 .87 –2.25 186 .03

Product – new 
product 5.02 .03 –2.73 186 .01

Product – design 20.59 .00 –5.36 186 .00

Product – given 
information 7.42 .01 –2.19 186 .03

Table 2 
Main categories and products purchased

Product categories Freq. % Cum. % Products Freq. % Cum. %

Clothes & Accessories 29 15.4 15.4 Air tickets 19 7.3 7.3

Other categories 20 10.5 25.9 Other products 15 5.7 13.0

Health & Beauty  17 8.9 34.8 Women clothes 14 5.4 18.4

Computing  16 8.5 43.3 Food & beverages 12 4.6 23.0

Babies  11 5.7 49.0 Cellphones 10 3.8 26.8

Cellphone accessories  10 5.3 54.3 Show tickets 9 3.4 30.3

Books, Magazines & Comics  10 5.3 59.5 Body healthcare 9 3.4 33.7

Music, Movies & Series  9 4.9 64.4 Books 9 3.4 37.2

Game Consoles & Videogames  8 4.5 68.8 Shoes 9 3.4 40.6

Sport & Fitness  8 4.0 72.9 Toys 8 3.1 43.7

Games & Toys  7 3.6 76.5 Music 7 2.7 46.4

Travel & tourism  7 3.6 80.2 Men clothes 7 2.7 49.0

Electronics, Audio & Video  6 3.2 83.4 Adult 5 1.9 51.0

Car accessories  5 2.8 86.2 iPad & Tablets 5 1.9 52.9

Home & furniture  5 2.4 88.7 Clothes 5 1.9 54.8

Rest of the categories* 19 11.3 100 Rest of the products* 44 45.2 100

* This option includes purchased categories with frequencies below 5.

Continue
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Consumption 
opportunities 

(items)

Levene test 
for equal 
variances

T test for means’ 
equality

F p-value t Gl p-value

Product – inno-
vation 10.65 .00 –3.94 186 .00

Familiarity – hard 
to find 2.17 .14 –3.51 186 .00

Familiarity – on 
sale .24 .63 .40 186 .69

Familiarity – more 
product for money 2.10 .15 –3.18 186 .00

Second stage results: information search

Among external sources on information, on-
line ones were better punctuated than traditional 
ones. About the first ones, the most frequently 
considered were information provided (Mean=4.1; 
SD=1.9) and perceived quality through the web site 
(Mean=4.5; SD=1.8). Others opinion, in general, 
that means on and offline, were considered.

According with directional comparisons among 
purchased and other considered brands, most of the 
frequently referred, or top of mind brands, stays 
the five first places (see Table 4).

Table 4 
Purchased vs. considered brand directional relations

Purchased/
Considered 

Brand

1st 
Brand 
Consi-
dered

2nd 
Brand 
Consi-
dered

3rd 
Brand 
Consi-
dered

4th 
Brand 
Consi-
dered

5th 
Brand 
Consi-
dered

Purchased 
Brand .99** .99** .98** .97** .92**

1st Brand 
Considered .99** .99** .98** .92**

2nd Brand 
Considered .99** .98** .94**

3rd Brand 
Considered .98** .94**

4th Brand 
Considered .94**

**Contingency Coefficient, p<.01.

More than a half of the participants reported to 
have previous experience with the purchased brand 
(63.6%), at the point that they consider themselves 
as well informed about them (72.3%) as to give 
good information about them too (76.9%).

Compared with other considered brands, sha-
re of mind stays stable: the second, and even the 
third brand mentioned, were considered acceptable 
(82.6%), or convenient (71.1%), no indifferent 
(60.3%) or neutral (59.6%). Negative items were 
used to evaluate these other considered brands, 
and the opinions stays favorable to those brands 
in terms of insufficiency (9.1%), or would not be 
considered to buy (12.4%). Correlations among 
other considered brands shows that these ones 
had a negative tendency to consider other as inept 
brands (r= –.22; p=.02), it means that conside-
red brands had a low tendency to shadow use-
less brands. Besides inept and inert or passive 
brands may had similar low qualities (r= –.63; 
p=.00). No correlations with purchased brands  
were found.

Accidental searches also were significant. Al-
though 2 of 5 participants considered that offers 
did not convince him/her, neither web advertising 
(34.6%), another third part reported that the pro-
duct found him/her. Also, good offers (33.4%), and 
web advertising (40.2%) persuaded and boost their 
decisions. None of these variables were related to 
socio-demographic, it means that no significant 
differences were found among the last ones and 
the first ones, as well as between high and low 
involvement brands.

Biases, as another heuristics, help to reduce he-
sitation about purchase. In this case, all the biases 
explored were punctuated in the very first levels: 
(1) availability of warranties (65.4%) and enough 
information (68.8%); (2) optimism about web 
trust (77.1%) and about positive purchase results 
(65.8%); and (3) status quo, in the way of possibi-
lity of changing theirs decisions if something else 
were offered by another brand (48.1%).
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Third stage results: alternatives evaluation

As suspected, perceived risk is higher in no pur-
chasers than in online purchasers. As it is sum up in 
Table 5, except by social perceived risk, although 
economic, functional (difficulties to operate), and 
source (web site) perceived risk could more similar 
than different, according with its variances.

Besides, 1 of 5 no purchasers reported to had 
a bad experience buying online in the past. This 
experience tend to be related to the possibility of 
losing money (Contingency Coef.=.46; p=.03), 
inexperience or having difficulties to operate (Con-
tingency Coef.=.48; p=.01), been tracked on pur-
chase habits (Contingency Coef.=.48; p=.01), and 
especially for the possibility to be criticized or 
rejected for using a product acquired online (Con-
tingency Coef.=.63; p=.00).

No women who purchased tend to consider 
functional risk, in terms of need for reparation 
(Contingency Coef.=.29; p=.02), which involves 
monetary risk or lose of money, different from 
women purchasers that do trust that their products 
will not function wrong (Contingency Coef.=.24; 
p=.04). This women do not consider that privacy or 
economic could be in risk, in terms of web frauds 

(Contingency Coef.=.25; p=.03), or that their pro-
ducts takes too much time to arrive (Contingency 
Coef.=.24; p=.05).

Fourth stage results: purchase

It seems that time factors have minimum rele-
vance among participants. Most of them (40% to 
55%) punctuated very low their time relation with 
purchase moment. Nevertheless, around 10% to 
30% states that this purchase could be described 
as a rest (or part of a leisure or dead time); help 
them to finish something uncompleted, or to be 
“shine” before others. More women considered that 
this purchased help them to have a rest from their 
routines [t(185)= –2.4; p=.02], or were acquired to 
be use in a special occasion [t(185)= –2.6; p=.01].

From 40% to 60% were positively punctuated 
all the web page quality items used in this case. 
Particularly, people appreciate: (1) to receive email 
information about their transaction, or follow up; 
(2) easy to view prices displayed, and clarity about 
them, or added values included; and (3) easy navi-
gation. No differences were founded between men 
and women, educational level or income level, 
but people among 34 to 41 years-old, positively 

Table 5 
Perceived risk comparison between (non)purchasers

Perceived Risk (Referred to)
Levene’s test (va-
riance equality) t test (means equality) Purchasers No Purchasers

F p t gl p Mean SD Mean SD

Economic (Lost of money) 9.54 .00 –1.07 339 .00 2.20 1.58 4.01 1.87

Functional (Reparation) .23 .63 –9.52 339 .00 2.43 1.71 4.17 1.77

Economic (Purchase fraud) .00 .98 –1.75 339 .00 2.48 1.69 4.41 1.70

Functional (Malfunctioning) .33 .57 –11.22 339 .00 2.47 1.65 4.39 1.58

Functional (Difficulties to operate) 26.06 .00 –6.83 339 .00 2.00 1.43 3.17 1.86

Social (Be criticize) 2.18 .14 –.43 339 .67 1.88 1.49 1.95 1.63

Temporal (Delays) .01 .90 –4.46 339 .00 2.55 1.65 3.34 1.68

Personal (Purchase habits tracking) 1.42 .23 –5.66 339 .00 3.13 1.85 4.21 1.78

Source (Web site) 5.06 .03 –8.50 339 .00 2.31 1.59 3.82 1.80
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valuates invoice generation until products  arrives 
[F(4,182)=2.8; p=.03], although its variance tend 
to be similar to other age ranges (Levene’s test=3.2; 
p=.02).

Purchase styles showed another perceived di-
fferences among web page quality (see details in 
Table 6). For instances, “cherry pickers” tend to 
valuate more quick loads of the site, easy naviga-
tion, products variety, site map, easily order and 
payment; while brand loyals valuates more graphs 
quality and the personality of the web page, the 
availability of product comparison, email alerts 
and thanks from the vendor.

Those classified with low concentration/high 
search style, valuate graphics and web personality 
too, but also valuates positively sear engine and 

the possibility of doing one click purchases, at the 
same time as gathering past purchase information, 
transactions follow ups, and shipping status, as 
table 9 shows. These ones tend to be similar to 
those who tend to personalize their purchases in 
items like product comparison option, follow up 
transaction and shipping status emails, but tend to 
be similar to “cherry pickers” and loyal to brand in 
terms of having variety of products. Price clarity 
and having an invoice until the product has been 
delivered showed no differences among these style 
purchasers.

No differences were found among store loyalty 
purchasers, which can be the less common type 
of consumers on internet, due web the variety and 
possibilities.

Table 6 
Perceived quality of the web page and purchase styles (mean differences)

Perceived quality items
“Cherry 
pickers”

Loyal to 
Brand(s) 

Low concentra-
tion/High search Recreational Personalized

t p t p t p t p t p

Graphics quality 2.43* .02 2.08 .04 3.14 .00 –.54 .59 1.94* .05

Web with personality 1.99* .05 2.36 .02 2.64 .01 –.30 .77 3.09* .00

Web quick load 2.12 .04 3.42* .00 5.42* .00 –1.44 .15 3.75* .00

Easy to navigate 2.13 .03 4.39* .00 4.42* .00 –.19 .85 4.52* .00

Variety of products 2.01 .05 2.27 .02 4.53* .00 –.29 .77 3.02 .00

Site map 2.27 .02 2.14 .03 3.16 .00 .31 .76 1.16 .25

Search engine 1.75 .08 1.42 .16 3.43 .00 .03 .97 1.25 .21

Products comparison 1.38 .17 3.12 .00 2.38 .02 –.03 .98 2.89 .00

Easy to order and pay 2.38 .02 5.28* .00 5.40* .00 –2.00 .05 4.42* .00

One “click” purchase 1.01 .31 .05 .96 3.05 .00 2.64* .01 1.71 .09

Price clarity 1.89 .06 5.11* .00 4.78* .00 –1.05 .29 4.29* .00

Past purchase information 3.10* .00 1.65 .10 2.70 .01 .50 .62 1.90 .06

Invoiced until product deliver 1.64* .10 .04 .96 1.78 .08 2.20* .03 1.21 .23

Transaction follow up email 1.53 .13 4.13* .00 2.90 .00 .24 .81 2.04 .04

Availability email alerts .97 .33 2.55 .01 2.11* .04 .28 .78 1.63 .10

Thanks email 2.44* .02 2.74 .01 1.83 .07 .56 .57 1.99 .05

shipping status email 1.50 .14 3.10 .00 2.77 .01 .60 .55 2.09 .04

* t test that tend to has similar variances according with Levene’s test.
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Social factors also make differences among 
purchase styles. “Cherry pickers” tend to purcha-
se products that other already use it [(t(186)=2.4; 
p=.02], while being loyal to any brand tend to 
have into account other purchasers commentaries 
[(t(186)=3.0; p=.00].

Discussion

As an ex-post-fact study, most of the conclu-
sions are related to what a sample of Colombian 
consumers perceive about online shopping. Com-
parisons about risk perceptions are detailed be-
tween (no) purchasers and genre. The fact that the 
very first purchase were among 1 to 3 years ago, 
is coherent with internet consumption reports in 
Colombia (Castro, 2012; Ipsos Napoleón Franco & 
MinTIC, 2012). Although the sample of consumers 
identifies more actual states online, desire ones 
seem to be a more common state in online navi-
gation/search. This is related to what a consumer 
can find on internet: a plethora of opportunities 
to purchase, without frontier limits, which allows 
him/her to access to almost no restriction product/
services online.

Desire state had been found related to web 
advertising, as well as issues difficult to find or 
special sales, which are highly valuated by the 
consumers too. According with Van Kleef et al. 
(2005), this source of information prompts need eli-
citation, which is related to desire states, instead of  
real ones.

Low punctuation on others opinion, both on and 
offline, indicates the power that online consumers 
had developed with the help of this tool. A high 
frequency of clothing results in a find because is 
the kind of products that usually needs to be tested 
before purchase. Other products and categories is 
another finding, showing how Colombian consu-
mers access to many other alternatives through the 
web. Acquiring adult products online represents 
an important alternative, because of the sense of 
anonymity that internet allows to consumers.

Top of mind brands keeps having an important 
boost on decision making. They stay at the very 
first places on online consumers; its positioning is 
extended to web alternatives. This also confirmed 
by the high level of trustiness about the purchased 
brand that, according with Smith and Park (1992), 
is a way to keep closer quality and valuable to pay 
the price. This is a very interesting option to re-
search, knowing that, nowadays there in no report 
of online brands top of mind, so this study could 
be the very first one.

Comparing other considered brands than pur-
chased showed not always consumers recall good 
brands, but often remember low performance 
brands, maybe to discard from others, or to assure 
or emphasize his/her own decision. This is related 
to the heuristics proposed by Kahneman, and how 
consumer may use (non)compensatory rules to eva-
luate alternatives when purchasing (Gigerenzer & 
Gaissmaier, 2011). Anyway, it would be necessary 
to conduct another research to explore which of 
these strategies tend to use Colombian consumer 
and under which conditions.

Online offers and good advertising seems to 
promote decisions, although it is not associated to 
involvement level. Biases may help to explain why 
this association it is not significant: it is important 
to underline that biases are heuristics too (Saavedra 
Velazco, 2011), in the way of taking short cuts to 
choice. Nevertheless, consumers do not discard 
changing decisions if something else is offered by 
another brand, web site, or even products. Another 
explanation could be related to brand perception, 
specifically its top of mind, and its trustiness in-
volved (Smith & Park, 1992).

Previous bad experience with functional and 
economic risk perception is relatively common in 
no purchasers, especially about malfunctioning 
products, and the possibility to be victims of web 
frauds or to be tracked or recorded on purchase 
habits. Both risk perceptions have been found 
in previous research (Jarvenpaa & Todd, 1996), 
although in this case is referred to no purchasers. 
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Results interesting to found that a bad experience 
purchasing online were related to been criticized. 
This is a kind of social pressure has been found in 
other studies (Jasperson, Sambamurthy, & Zmud, 
1999; Venkatesh & Davis, 2000) but not in no 
purchasers.

Men tend to be similar about risk perception, 
but women differs on personal, economic, and time 
risk perception, when purchasers tend to be more 
confident about online purchase results. This is 
similar to what Garbarino and Strahilevitz (2004) 
have found about online shopping.

About the time used to perform purchases, fin-
dings showed that another use of internet is to rest 
from a routine, and to acquire special things for 
special moments, primarily for women. This kind 
of hedonic purchase usage of internet is related to 
what Cotte et al. (2006) founded, that can be used 
as motivators to purchase online.

According with purchase styles, people differ 
on what to valuate when performing online sho-
pping. These differences were also founded the 
model proposed by Papatla (2011), that has very 
important implications on how to present infor-
mation according with those shopping styles, in 
order to improve sales and purchase performances. 
Specially, it is necessary to understand that store 
loyalty would be hard to develop and could be a 
disadvantage in a marketing model.
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