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Description

Online shopping is now a well-entrenched and highly profi table multi-
billion dollar industry. Despite this, little is known regarding the char-
acteristics of online shoppers and why some consumers are more prone 
than others to purchase online. 

This book proposes and tests a new classifi cation scheme and frame-
work for understanding consumer adoption of the internet as a shopping 
medium. The work also employs one of the largest national online sam-
ples ever utilized in this area of research. The results of this book are 
highly valuable and have extensive implications. This book is required 
reading for academic researchers as well as online retailing executives.
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Review

“This research addresses 
those issues that have 
often been neglected in 
past literature on Internet 
adoption.”

– Sandra Forsythe,
Wrangler Professor,

Dept. of Consumer Affairs,
Auburn University
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