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FACTORS AFFECTING CUSTOMER BUYING BEHAVIOR IN ONLINE SHOPPING

Abstract. Globalization processes rapidly advance information and communications technologies that influence
social, economic, and cultural changes and transform consumers' needs and buying behavior in online shopping.
Business sector organizations operating in a dynamic environment have to adjust to the environment's uncertainty,
consider the changing needs of consumers and find effective and efficient ways to create a unique value for them.
However, researchers and business practitioners have different interpretations and assessments of the factors
influencing end-user purchasing behavior in the internet space. Therefore, the main problem area is how to assess
which approach more comprehensively reflects and conveys the online market reality related to consumer buying
behavior. This study examines these issues by combining various researchers' and business practitioners' positions
to assess factors influencing consumers' decision-making in online shopping. This study aims to evaluate the critical
factors related to e-shop characteristics and the product features that significantly impact consumer buying behavior
in online shopping. Scientific literature review showed that the most crucial e-shop characteristics are e-shop design,
e-shop informativeness, e-shop convenience, e-shop security, and e-shop popularity. From product features'
perspectives, scientists and business practitioners mainly focus on product design and packaging, price, brand,
customer reviews, and delivery time. The case study analysis of Lithuanian consumers was chosen for a
comprehensive investigation because there is a lack of complex research in Lithuania to identify which factors are the
most significant for consumer decision-making in the electronic space. Research methods such as scientific literature
analysis, survey (structured questionnaire), correlation, and regression analysis were used to achieve the research
goal. The survey results demonstrated that Lithuanian customers prefer traditional shopping compared to online
purchases. As a result, the investigation results indicate that online purchases in Lithuania are still a growing market.
Depending on survey results, the most crucial e-shop characteristics affecting Lithuanian customer buying behavior
in online shopping were identified as e-shop design and e-shop security. Furthermore, the most influencing product
features related to customer buying behavior in online shopping were product design and packaging, product price.
Correlation and regression analysis proved that significant factors are e-shop design, e-shop security, product design
and packaging, product price, and customer reviews for Lithuanian buyers in online shopping.
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Introduction. Information and communications technologies are becoming increasingly important in
society and significantly impact different business sectors and consumer self-determination in the online
market (Grewal et al., 2017). Rapid technological development makes it possible to meet the constantly
changing consumers' needs in online shopping more effectively and efficiently (Chiabai et al., 2014;
Darsono et al., 2019; Javaria et al., 2020; Rezaei et al., 2016). It also poses particular challenges for
business organizations seeking to create unique value for consumers by facing environmental dynamics
and constraints leading to different forms of risk (Andryeyeva et al., 2021; Cherenkov et al., 2020).

Because of the continuous changes in the online environment, business organizations encounter a
diverse goods supply and the impact of various factors related to e-shop and product diversity that strongly
influence customers' decision to choose one or another product in a physical store or e-shop. Therefore,
the variety of components of the e-shop and the offered product depends not only on the product's final
price but also on the consumer's final decision to purchase the product or not. As a result, the impact of
both e-shop and product components on the consumer is significant because this combination creates
representative, informational, or unique value leading to customer's buying behavior. Based on research
results, the overall value offered by product brand, product design and packaging, product price, customer
reviews, or product delivery time (Cao et al., 2018; Hussain et al., 2015; Park et al., 2012) becomes
essential drivers of online shopping if lack of possibility to inspect the product before purchasing. Besides,
most companies invested in e-shop design, informativeness, convenience, security, or popularity to create
a unique user experience and value, for instance, by exploring tactile sensations (Overmars and Poels,
2015b; Spence and Gallace, 2011), sensory perception (Krishna, 2012) or creativity aspects
(Davidaviciene et al., 2019). However, due to rapidly changing information and communication
technologies, business organizations face opportunities and challenges that these technologies create
(Rausser et al., 2018; Stefko et al., 2019; Strielkowski et al., 2020). Consequently, there is still a lack of
comprehensive research to assess the impact of the e-shop and product components on consumer buying
behavior in a virtual environment. Researchers and business practitioners have different perspectives and
assessments of the factors influencing end-user behavior in online shopping. This study examines these
issues by combining various positions associated with assessing e-shop and product factors affecting
consumers' online shopping decision-making.

The purpose of this study is to evaluate the critical factors related to e-shop characteristics and the
product features that significantly impact consumer buying behavior in online shopping. The Lithuanian
online market case study analysis was chosen because of the lack of complex research in Lithuania about
e-shop characteristics and product features that affect consumer buying behavior in the electronic space.
Research methods such as scientific literature analysis, survey (structured questionnaire), correlation, and
regression analysis were used to achieve the study goal.

Literature Review. Researchers and business practitioners distinguish between different
combinations of factors that influence end-users decisions to buy online (Bartikowski and Singh, 2014;
Overmars and Poels, 2015a; Simionescu and Strielkowski, 2017; Rahman et al., 2018). One of the main
factors is product and packaging design (Dong and Gleim, 2018; Hussain et al., 2015; Kahn, 2017; Rundh,
2013; Wu, 2015; Yu et al., 2018). With a wide range of products supply, every business organization looks
for innovative and unique solutions to stand out in the market. One of them is related to product and
packaging design solutions. Most researchers emphasized that design is an integral part of a product and
packaging. Scientists define design concept broadly when design can be described as a process
(designing, modeling), activity outcome, or created value designed to affect the target audience's emotions
purposefully (Agariya et al., 2012). Product and packaging design integrates visual, functional, sensory,
aesthetic, or informational dimensions (Dong and Gleim, 2018; Hussain et al., 2015; Kahn, 2017; Pieters
et al., 2010; Spence and Gallace, 2011). The functional design dimension is related to the product's
primary purpose and functional characteristics. The sensory aspect is associated with the user's sensory
senses, which help create a unique experience and product value. The aesthetic design dimension is
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related to the aesthetic demonstration of a product and the aesthetic assessment of consumers about the
physical parameters of the product. The information dimension is designed to convey consumer-specific
information about product unique features. For instance, Pieters et al. (2010) underlined in their study
visual complexity the importance of capturing customer's attention, including perceptual features and
creative design elements (Pieters et al., 2010). Hussain et al. (2015) conducted a study that looked at
product packaging as brand communication with consumers (Hussain et al., 2015). Based on scientific
research results, e-shop and product design could be decisive factors influencing the consumer's decision
to buy online because it stimulates the consumer's visual perception or tactile sensations, encouraging
them to purchase the product (Hasan, 2016; Koo and Ju, 2010; Overmars and Poels, 2015b). For instance,
Lim (2012) indicated that e-shop design, informativeness, and functionality are essential customers'
motivation factors in online shopping. Properly selected e-shop design, music, and other interactive tools
integrating their usability, simplicity, and informativeness create a greater incentive for the user to visit that
e-shop more often (Lim, 2013; Lim and Ting, 2012). Various scholars argued that e-shop and product
design and the accompanying visual information influence consumer decision-making related to
consumers' perception and associations, leading to brand popularity and value (Kahn, 2017). Dong and
Gleim's (2018) study showed that visual presentation has the most significant influence on consumer
decision-making (Dong and Gleim, 2018). As a result, the various design elements of a product and
packaging and their functions increase visual appeal and create a particular functional or sensory value of
the brand in terms of credibility, image, popularity, or reputation.

In an e-shop for presenting a spectrum of products, innovative technologies also enable consumers
to communicate online to discuss product features and customer reviews. Advances in information and
communications technologies also create the preconditions for most online shops to develop e-shop web
design by using eye, mouth track techniques' results (Imai et al., 2019; Lin and Yang, 2014) or exploring
mobile applications (Davidaviciene et al., 2021; Grewal et al., 2017; Rezaei et al., 2016). That helps
observe customers' behavior and propose a unique user experience by forming new visual or sound
sensations. In this way, the total proposed value of both e-shop and product combination becomes
essential in assessing consumer behavior in online shopping to develop more excellent emotional value
through various visualization and audio technologies (Vonkeman et al., 2017).

In recent years, most companies have invested in the visual presentation of products through social
networks and e-shop components, such as e-shop design, informativeness, convenience, security, or
popularity to create a unique user experience leading to the overall value to the consumer. For instance,
Richard et al. (2010) investigated the impact of internet experience (skills, challenge) and web
atmospherics (entertainment, structure, informativeness, information content effectiveness) on customer
behavior (website involvement, exploratory behavior) and outcomes (website attitudes, pre-purchase
evaluations). Research results indicated that internet experience, information content effectiveness,
entertainment positively affect exploratory behavior (Richard et al., 2010). Another critical component of
product design and packaging is sustainability (Nassar and Tvaronaviciene, 2021; Tesarova et al., 2020).
It becomes vital to some customers to choose products and packaging produced in an environmentally
friendly way, including organic raw materials and reusable or recyclable products and packaging.

Based on previous scientific studies results (Cao et al., 2018; Davidaviciene et al., 2019; Park et al.,
2012), the combination of the e-shop and product components have a decisive impact, especially on those
business sectors that produce similar quality products. In this case, a unique proposed value of e-shop
and product elements can determine the customer's final decision in online shopping. Scientific literature
analysis results show that the most crucial e-shop characteristics are e-shop design, e-shop
informativeness, e-shop convenience, e-shop security, and e-shop popularity. From product features'
perspectives, scholars mainly focus on product brand, product design and packaging, price, customer
reviews, and delivery time (Figure 1).
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E-shop characteristics
(1) E-shop design

(2) E-shop informativeness
(3) E-shop convenience
(4) E-shop security

[5) E-shop popularity

Customer buying behavior in

/ online shopping

Product features

(1) Product brand

(2) Product design and packaging
(3) Product price

(4) Customer reviews

(5) Product delivery time

Figure 1. Research model
Sources: developed by the authors based on scientific literature review.

Methodology and research methods. This study aims to identify the key factors influencing potential
end-user behavior in online shopping. The case study analysis of Lithuanian consumers was chosen for
a comprehensive investigation. A lack of extensive research in the Lithuanian online market leads to
identifying which factors are the most significant for consumer decision-making in the electronic space.

Based on the Lithuanian Department of Statistics data on the e-business sector in Lithuania and the
number of consumers buying online, the identified survey sample size was 384 potential respondents:
consumers who purchase products or services online. Three hundred fifty-six respondents living and
shopping online in Lithuania agreed to participate in this investigation. The survey was conducted using a
structured questionnaire in 2019, in April-November. The survey was performed by distributing
questionnaires online. The research aimed to examine which e-shop characteristics (e-shop design,
informativeness, convenience, security, and popularity) and product features (product brand, delivery time,
product design and packaging, product price, and customer reviews) most significantly influence
Lithuanian consumers to purchase products online.

Thus, 356 respondents participated in the survey having purchasing products or services online
experience. During the study, 62 percent of women and 38 percent of men have interviewed. The majority
of participating respondents belonged to 18-24 years (31%) and 25-30 years (30%) age groups. More than
half of the respondents (53%) have a higher university-level education. The survey results indicated that
60% of respondents live in big Lithuanian cities, such as Vilnius, Kaunas, Klaipeda (Table 1).

Table 1. Demographic characteristics

Respondents’ profile Frequency Percent %
Gender Female 222 62
Male 134 38
18-24 112 31
25-30 107 30
Age 31-39 42 12
40-50 61 17
51 and over 34 10

Continued Table 1

Respondents’ profile Frequency Percent %

Education ~ Secondary or lower 45 13
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Vocational 39 11
Higher non-university-level 81 23
Higher university-level 191 53
City 212 60
Location Suburb 69 19
Small town 51 14
Village 24 7

Sources: developed by the authors.

Results. The study aimed to identify how often consumers visit a physical store compared to online
shops. The survey results showed that respondents usually visit the physical store more than three times
a week (44%) or at least once a week (31%). About 20 percent of respondents visit a one-time physical
store every two weeks, and 6 percent of users visit only once a month. When the respondents were asked
how often they shop online, 7% of consumers indicated that they make purchases only online, 13% more
than a few times a month, 25% once a few months, and the rest part of respondents shop online no more
than a few times a year or even less. These research results substantiate that there is a potential online
market in Lithuania, although many consumers prefer the traditional way of shopping.

To explore the importance of e-business components on consumers' decision-making processes in
the online market, e-shop key evaluation factors such as e-shop design, informativeness, convenience,
security, and popularity were identified for further investigation. Respondents were asked to distinguish
the most critical elements on a scale [1, 5], where 1 is the most significant factor influencing the consumer
buying behavior in shopping online, and 5 is the minor significant factor in shopping online. The study
results showed that the most crucial factor is e-shop design (38%) and e-shop security (20%). In the
second place, e-shop informativeness (44%) was singled out as a critical factor (Table 2). Appropriately,
the study results demonstrate that the main factors affecting customers buying online behavior are e-shop
design and e-shop security aspects. The survey also sought to determine the critical factors of product
influencing the consumer choice in online shopping: product brand, delivery time, product design and
packaging, product price, consumer reviews.

Table 2. E-shop characteristics affecting customer buying behavior in online shopping

Factors Ranking (Percentage)
First Second Third Fourth Fifth
E-shop design 38 13 15 12 22
E-shop informativeness 8 44 20 22 6
E-shop convenience 17 17 49 12 5
E-shop security 20 18 10 42 10
E-shop popularity 17 8 11 11 53

Sources: developed by the authors.

Respondents were asked to rank the factors according to significance and impact on consumer
shopping behavior online on a scale from 1 to 5. In this case, 1 is the most significant factor influencing
consumer behavior in online shopping, and 5 is the minor significant factor influencing customer decision-
making in online shopping. The survey results showed that the product design and packaging (44% in the
first choice) and product price (26% in the first choice; 33% in the second choice) have the most significant
influence on their self-determination. Furthermore, the brand of a product has the most negligible effect
on consumer choice (6% in the first choice). The survey results indicated that the Lithuanian consumer is
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sensitive to the final product price, and this aspect has a substantial impact on product or service choice
(Table 3).

Table 3. Influence of product features on customer buying behavior in online shopping

Factors Ranking (Percentage)
First Second Third Fourth Fifth
Product brand 6 13 10 23 48
Product delivery time 13 9 13 42 23
Product design and packaging 44 15 15 9 17
Product price 26 33 26 8 7
Customer reviews 11 30 37 18 4

Sources: developed by the authors.

Both correlation and regression analysis were used in the study to check the dependence of the
variables. Linear regression analysis was used to compare three principal coefficients: R2, ANOVA p, and
coefficient B. The dependent variable was the number of purchases in the e-shop (Table 4).

Table 4. E-shop characteristics affecting customer buying behavior in online shopping:
regression analysis results

Variables R? Coefficient B ANOVA p
E-shop design 0,36 0,19 0,003
E-shop informativeness 0,16 -0,18 0,002
E-shop convenience 0,004 -0,02 0,760
E-shop security 0,26 0,12 0,048
E-shop popularity 0,04 0,20 0,012

Sources: developed by the authors.

The regression analysis results indicated that for customers in online shopping are important two
essential variables: e-shop design and e-shop security. Based on the determination coefficient (R?)
outcomes, the factors that determine the consumer's decision to buy in an e-shop are classified according
to significance: e-shop design, e-shop security, e-shop informativeness, e-shop popularity, and e-shop
convenience. A regression analysis was performed to determine which product features affect consumers'
decision to buy in the electronic space. The dependent variable was online shopping, and the independent
variable — product features.

The results of the study present that only three product characteristics influence consumers' decisions
to buy online. According to the values of the determination coefficient (R2), the variables were divided in
the following way: product design and packaging (R2 = 0.46), product price (R? = 0.30), and customer
reviews (R% = 0.26). Based on ANOVA p results, the variables were distributed in this way: customer
reviews, product price, and product design and packaging. As a result, outcomes illustrate that if the price
of a product decreases, customers tend to buy the product online. Besides, shopping is also encouraged
by a positive customer review and product design and packaging (Table 5).

Table 5. Influence of product features on customer buying behavior in online shopping:
regression analysis results

Variables R? Coefficient ANOVA p
Product design and packaging 0,46 0,07 0,026
Customer reviews 0,26 0,08 0,037
Product price 0,30 -0,70 0,030
16 Marketing and Management of Innovations, 2021, Issue 4
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Product brand 0,01 0,01 0,065
Product delivery time 0,003 -0,50 0,092
Sources: developed by the authors.

Based on research results, it can be stated that e-shop design and e-shop security are the most crucial
aspects for Lithuanian customers to buy online. The most significant factors influencing customer buying
behavior in online shopping are product features perspectives: product design and packaging, product
price, and customer reviews.

Conclusions. This research presents a Lithuanian case study analysis by investigating e-shop and
product characteristics that impact customer buying behavior in online shopping. Based on scientific
literature analysis results, the most significant e-shop characteristics are e-shop design, e-shop
informativeness, e-shop convenience, e-shop security, and e-shop popularity. Scientists and business
practitioners mainly focus on product design and packaging, customer reviews, price, brand, and delivery
time from product features' perspectives.

The survey results showed that Lithuanian customers prefer more traditional shopping than online
purchases. For instance, consumers usually visit the physical store more than three times a week (44%)
or at least once a week (31%); in the meantime, only 7% of respondents indicated that they shop almost
online, and 13% underlined that buying online more than a few times a month. As a result, this study
suggests that online purchases in Lithuania are still a growing market. Depending on survey results, the
most crucial e-shop characteristics affecting Lithuanian customer buying behavior in online shopping were
identified as e-shop design and e-shop security. Meanwhile, the most influencing product features related
to customer buying behavior in online shopping were determined product design, packaging, and product
price. Correlation and regression analysis proved that for Lithuanian buyers, the most significant factors
in online shopping are e-shop design, e-shop security, product design and packaging, product price, and
customer reviews. The primary study limitations are related to one case study illustration performed in the
Lithuanian online market. Further research could be linked to the expansion of geographical regions with
similar economic and cultural environments to examine comprehensive customer buying behavior in online
shopping.
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OHnanH-wwonniHr: chakTopy BNNUBY Ha NOBEAIHKY CMOXMBauiB

mob6anisaviiiHi NpoLecy CrpUsTb MPUCKOPEHHID PO3BUTKY IH(HOPMAL|iiHO-KOMYHIKALIHUX TEXHOMOrii, siki 0ByMOBMOIOTH
nosiBY COLlianbHIX, EKOHOMIYHWX Ta KyNbTYPHUX TPaHCOPMALLii, LLO CBOEIO YEProto BNNNBaE Ha NOTPe6Y Ta MoBeaiHKy CnoxuBauis
B [HTEpHeT-cepeaoBuLLi. 3 ornsay Ha Le, opraHisaLlii, B yMOBaX HEB3HAYEHOCTi Ta NOCTIHOI 3MiHW NOBEHKM CTIOXKWUBAYIB, NOBUHHI
BNpOBa/KyBaTH ePEKTUBHI IHCTPYMEHTN CTBOPEHHS Ta MPOMOLii yHiKanbHOT TOProBenbHOT MPONoauLiii. ABTopamm HaromnoLUeHo npo
BiACYTHICTb 3aranbHOBW3HAHOMO Ta YHihikoBaHOrO NiAXO4Y A0 BU3HAYEHHS Ta OLiHIOBaHHS (haKTopiB, Ski BNIMBAKOTb HA NOBEAIHKY
cnoxueavia B IHTepHeT-cepenoBuLLi. TakuM YMHOM, aKTyanbHUM € BWU3HAYEHHS MiAXOAy, SKUi Hanbinblu MOBHO BPaxoBye BCi
acnekTu noBefiHKV CrOXMBaYiB B IHTepHET-CepedoBuLLi. Y Xo4i AOCMiMKEeHHS NPOaHani3oBaHO TEOPETUYHI Ta NPaKTUYHI nigxoam
00 OLHIOBAHHS (haKTOPIB BNNMBY Ha PILLEHHS CNOXWBAYIB 3AiMCHIOBATYU KyNiBMtO B iHTEpHET-MarasnHi. MeTolo JOCTiMpKEHHS €
OLiHIOBaHHS! iHAMKATOPIB AIKOCTI (DYHKLiOHYBaHHS [HTEpHET-MarasunHy, ik rofloBHUX (PakTopiB BNAMBY Ha MOBEAIHKY CNOXWBAYIB B
IHTepHeT-cepeoBMLLi. AHani3 HayKOBIX HanpaLoBaHb 3 O3HAYEHOT TeMaTUKV [OCTMKEHHS AO3BONMMB 3pOOMTU BMCHOBOK, LLO
AV3aiH, iHhopMaLiiiHa LiHHICTb, 3PYYHICTb, Besneka Ta NonynApHICTb IHTEpHET-MarasuHy € HainbinbL 3HauyLWwMmMK dakTopamm
BNAMBY Ha NOBEAiHKY COXMBaYiB. 3 iHLWOro 6oKy, HaykoBLi Ta NPaKTUKW NPUAINSIOTL 3HAYHY YBary XapakTepucTkam HasiBHOrO
ToBapy B IHTepHeT-marasvHi, a came: AuM3aiiH, ynakoska, LiHa, OpeHA, BiArykv KMEHTIB Ta 4aC BMKOHAHHS 3aMOBMEHHS.
[HpopmaLiiiHy 6a3y Ans emMnipuyHOro aHanisy 3acHoBaHO Ha AAHMX aHKETyBaHHS CMOXWBAYiB, SIKi MPOXWBATL Y IMTOBCHKIN
Pecny6bniyi. [na pocarHeHHs mocTaeneHoi MeTw, y poboTi 3acTOCOBaHO Taki MeToaW OOCTIMKEHHS SIK: aHami3 HayKoBMX
HanpaLyfoBaHb, ONUTYBaHHS (CTPYKTYpOBaHa aHKeTa), KOpenAuiiHWA Ta perpeciitiuii ananian. 3a pesynbTaTami ONUTYBaHHS
BCTAHOBMEHO, LLIO IMTOBCHKI CNOXMBAYI BCE LLe HafalTb nepesary TpaauLiiHM, aHix IHTepHeT-marasunam. py Lbomy [HTepHeT-
puHok y JuToBehkilt Pecny6nili 3 KOXHUM pokoM 3pocTae. PeaynbTaTv kopensiliitHoro Ta perpeciiiHoro aHaniais 3acBigqmny, LWo
HalBinbLL 3HaYYLLMMK hakTopamm BNNMBY Ha MOBEAHKY NMTOBCHKMX IHTEPHET-NOKYMLB €: An3aliH Ta 6e3neka iHTepHeT-MaraauHy,
ynakoBka Ta LjiHa TOBapy, a TakoX BiArykv Cnoxmsayis.

KntoyoBi cnosa: noeepjHka, 0cOBNMBOCTI IHTEPHET-MaraauHy, xapakTepucTuku ToBapy, IHTepHeT-MaraswH, JiuTea.

Marketing and Management of Innovations, 2021, Issue 4 19
http://mmi.fem.sumdu.edu.ua/en


https://scholar.google.com/scholar?cluster=17337184386200973985&hl=ru&as_sdt=0,5
https://doi.org/10.1080/1331677X.2020.1734854
https://scholar.google.com/scholar?cluster=8728730436606689677&hl=ru&as_sdt=0,5
https://doi.org/10.9770/jesi.2020.7.3(44)
https://scholar.google.com/scholar?cluster=10191104452507971267&hl=ru&as_sdt=0,5
https://doi.org/10.1016/j.im.2017.02.008
https://scholar.google.com/scholar?hl=ru&as_sdt=0%2C5&q=Wu%2C+A.+%282015%29.+Food+packaging+design+and+its+application+in+the+brand+marketing.+Carpathian+Journal+of+Food+Science+%26+Technology%2C+7%283%29%2C+5%E2%80%9315.&btnG=
https://scholar.google.com/scholar?cluster=13673570602527257390&hl=ru&as_sdt=0,5
https://doi.org/10.1002/col.22180

