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ABSTRACT

Shopping orientationsare psychographic measuresthat have been used to discern
consumers' preferencesfor shopping media. Inthisstudy, shopping orientations
and their relationship with consumers’ actual use and intention to use online
shopping are examined. Data for the study was collected through a survey that
was mailed to a stratified sample of 800 consumers. Usable responses were
received from 281 survey participants, who were classified into three shopping
segments — home, community, and apathetic — based on their shopping
orientations. Thethree shopping segmentswerefound to differ on online shopping
measures. Specifically, the home shopping segment was found to be positively
associated with online shopping in contrast to the community and apathetic
shopping segments. Further analysis revealed that there were no significant
associations between shopping segments and commonly used demographic
variables including gender, age, income, and education. Implications of these
findings are discussed along with suggestionsfor future research.
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INTRODUCTION theoriesmodel anindividual’sintent to
engagein abehavior asafunction of hig/
A popular approach to studying the her salient beliefsand attitudestowards

phenomenon of onlineshopping hasbeen  thebehavior of interest. Studiesthat have
the adoption of intention-based theories  applied and tested these theories (e.g.,
including thetheory of reasoned action  Bhattacherjee, 2000; Gefen and Straub,
(Fishbein and Ajzen, 1975), theory of 2000; Limayem et al., 2000) can offer
planned behavior (Ajzen, 1985, 1989), Vvauableguidelinesto onlineretailersto
and the technology acceptance model helpthemfocusonthoseaspectsof online
(Davis, 1989; Daviset ., 1989). These shopping that areimportant to customers
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(e.g., easeof use) and/or makeimprove-
mentsinareaswhich arefoundto belack-
ing (e.g., security). However, for purposes
of market segmentation, itisessential to
exploretheexterna variables, whosein-
fluenceonintentionsand behavior istheo-
rized by Fishbeinand Ajzen (1975) tobe
fully mediated by beliefsand attitudes.
These external variablescouldin-
clude demographic, persondity, and psy-
chographic characteristicsthat can help
I nternet marketersto segment their mar-
ket for customized advertisement, promo-
tion, service, and retention campaigns.
Demographicindicatorssuch asage, gen-
der, income, and ethnicity may have, es-
pecidly duringtheInternet’ snascent stage,
been accurate indicators of who shops
online. Butwiththeglobd diffusonof the
Web and thesteedy narrowing of thedigital
divide, demographics may no longer be
reliable predictorsof online shopping.
Therefore, inthisstudy weexplore
therel ationship between another segmen-
tationfactor, namely shopping orientetions,
andintentionsto useonlineshopping. As
apsychographic measure, shopping ori-
entationsareintended to capturethe mo-
tivations of shoppersand/or thedesired
experiences and goals they seek when
completingther shopping activities(Stone,
1954). For example, anin-home shop-
per may be motivated by convenience,
whileapersonalizing shopper may value
theinteraction experiencewith aknown
salesclerk.
Whiledemographicindicatorssuch
asage, gender, marital status, andincome
have been traditionally used in the study
of consumer behavior and market seg-

mentation, shopping orientationshavedso
emerged asrelidblediscriminatorsfor clas-
sifying different types of shoppersbased
on their approach to shopping activities
(Gehrt and Carter, 1992; Lumpkin and
Burnett, 1991-92). Researchers have
tapped into shopper orientationsto study
patronage behavior among elderly con-
sumers, catal og shoppers, out-shoppers,
and mall shoppers (Bloch et a., 1994,
Evanset d., 1996; Gehrt and Shim, 1998;
Korgaonkar, 1984; Lumpkin, 1985;
Lumpkinet d., 1986; Shimand Mahoney,
1992). By extending this psychographic
construct to online shopping, our study
aimsto contributeto theknowledgeand
understanding of consumer responseto
el ectronic modes of shopping.

Itisbecomingincreasingly clear that
inorder to survive and moreimportantly
to succeed, online merchants should em-
brace and actively pursue fundamental
principlesof good retailing that apply to
any medium. One of theseprinciplesis
knowledge about existing and potential
customersand their preferencesand be-
haviors. Shopping orientationshave been
shown to be reliable predictors of cus-
tomer patronage behavior in other retall
formats such as catalog and mall shop-
ping. Therefore, it is expected that the
study of shopping orientations can also
help electronic retailersidentify and un-
derstand those consumerswho prefer to
shop onlineand thereasonswhy. Further,
shopping orientation could beused to seg-
ment customers and formul ate different
strategies based on each segment’srela-
tive propensity to adopt and use online
shopping.
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