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The popularization of the Internet and the rise of Internet electronic com-
merce (e-commerce) has been one of the major social and business develop-
ments of the last few years.  Much is made of the rapid development of, for
instance, amazon.com and there seems to be an assumption that what has started
to happen in the retail book trade will continue and spread with similar effect to all
other sectors of the retail market.

Estimates vary as to the size of the business-to-consumer e-commerce mar-
ket.  The International Data Corporation (IDC) estimates that the total purchases
made over the web were $10 billion in 1997 and will be more than $220 billion in
2001 (Oliveira, Amorim and Vilao, 1999).  These large figures are put in a wider
context by KPMG (1999) which reports that, �Direct sales are 5% of retail sales
in the UK and 4% in the US.  Of this total, 16% of US home sales and 1% of UK
home sales are electronic.�  Forrester Research (Tagliabue, 1999) whose 1999
research showed online shopping accounted for $1.2 billion of Europe�s $1.9
trillion in retail sales (0.06%) compared to $8 billion of $2.6 trillion (0.3%) in total
sales in the U.S or by Galagher (1999) who writes that �Estimates of the value of
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global internet commerce range from 1.3% to 3.3% of global gross domestic
product by 2001.  This is equivalent in size to the combined economies of Austra-
lia and the Netherlands.�  These quotes indicate not only the usual story that the
volume of electronic commerce is large and is greater in the U.S. than in Europe,
and is growing rapidly but also that, as a proportion of overall retail activity, it is
still small.  (They also illustrate the large disparities between the statistics provided
by various organizations).  It is suggested that current growth trends can not be
just projected into the future without serious examination of the factors that make
some people shop online for some goods and services and, conversely, the fac-
tors that have to date failed to persuade so many consumers to become active
participants in the �e-commerce revolution.�

The main constraint to the growth of e-Commerce is typically given as the
problem of security.  Hoffman, Novak and Peralta (1999) found that there is
fundamental lack of trust between consumers and web merchants.  �Consumers
simply do not trust most Web providers enough to engage in �relationships ex-
changes� involving money and personal information with them.�   The underlying
suggestion is that with the appropriate technical fixes, all will be right and the boom
will continue.  This concentration on the issue of e-Commerce security however
ignores the many other factors that detract from the convenience of online shop-
ping.  These factors include visibility, delivery and after sales (Whiteley, 2000) and
the rather old fashion notion that some people might actually like going shopping,
selecting their own purchases and taking it home with them - there and then.

This chapter reports on a survey carried out in both the U.S. and the UK
aimed at discovering what people bought online, why they did or did not use
Internet e-Commerce, any differences in activity and attitude between the U.S.
and UK and what might persuade people to take part in online shopping in the
future.  The results of this survey are reported in the rest of this chapter.

METHODOLOGY
Sample

This study sought to examine whether there were differences in e-commerce
usage and attitudes for US and UK consumers.  Identical questionnaires were
distributed to undergraduate students, in selected classes, at universities in the US
and the UK.

Measures
Respondents were asked a number of demographic questions, including gen-

der, age and annual budget for consumer products.  Internet access and usage at
work and home was addressed with a number of questions.  Additionally, respon-
dents were asked to rate eleven statements concerning electronic commerce on a
five-point scale from 1=strongly disagree to 5=strongly agree.
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